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This paper explores the complex relationship between consumer behavior and marketing strategies, demon-

strating how understanding consumer decision-making processes can signi􀅫icantly increase the effectiveness of

marketing efforts. Using a hybrid approach that combines quantitative data analysis with qualitative insights,

consumer preferences, purchasing habits, and psychological factors in􀅫luencing choices We analyze them. The

study identi􀅫ies key behavioral trends across different demographic segments and reveals the critical role of so-

cial in􀅫luence, brand loyalty, and emotional engagement in shaping consumer behavior. The increasing expan-

sion of social networks in various societies, including Iran, and their impact on people's consumption behavior

is undeniable, due to the membership of many people in social networks and their visits to internet sites, it has

provided anunparalleled opportunity for different users tomarket and introduce their products. Themain issue

of this study is the prioritization of onlinemarketing strategies from the perspective of in􀅫luencing consumer be-

havior. In this study, according to the above-mentioned conditions, onlinemarketing strategies have been inves-

tigated and prioritized from the perspective of in􀅫luencing consumer behavior using different decision-making

criteria. We examine how these insights can inform the development of targeted marketing strategies that res-

onate with consumers. Speci􀅫ically, we examine the impact of digital transformation on consumer interactions

with brands and the growing importance of personalized marketing in strengthening customer relationships.

These 􀅫indings underscore the need for marketers to adapt strategies in response to customer expectations

and technological advancements. Ultimately, this article supports a consumer-centric approach to developing a

marketing strategy, emphasizing the importance of ongoing research on consumer behavior to stay ahead of the

competitive market. By aligning marketing tactics with consumer insights, businesses can drive engagement,

increase brand loyalty, and ultimately optimize their marketing performance. This research provides a frame-

work for integrating behavior analytics The consumer contributes to the broader 􀅫ield of marketing in strategic

planning and decision-making processes.

© 2024 The Author(s). Published by TAF Publishing.

INTRODUCTION

Due to the rapid and widespread developments in technol-

ogy and the Internet, consumer behavior has become one of

the key areas in marketing management. In today's world,

where brands and companies are trying to 􀅫ind effective

ways to attract and retain their customers, a deep under-

standing of consumer behavior is of particular importance.

Consumer behavior refers to a set of activities, decisions,

and emotions of human beings Based on them, they buy or

use goods and services. (Grubb, E.L.,1997)

As a tool to reach the target market and increase brand

loyalty, marketing strategies are deeply in􀅫luenced by con-

sumer behavior. Especially in the 􀅫ield of online market-

ing, where information spreads quickly and there are a vari-

ety of choices for buyers, understanding consumerbehavior

can be considered a competitive advantage for companies.
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The impact of consumer behavior on online marketing

strategies is clearly evident at all stages of the buying pro-

cess. From the awareness stage to the loyalty stage, con-

sumer behavior analysis can help marketers tailor their

strategies to accurately respond to customers' needs and

expectations. For example, reviewing search patterns, ana-

lyzing buying behavior, and checking user comfort in using

online platforms can Help companies provide better expe-

riences for their customers, thereby increasing conversion

rates and loyalty. (Si Moon, 2011).

This article aims to investigate the impact of consumer be-

havior on marketing strategies with a focus on online mar-

keting. In this study, we will analyze the factors affecting

consumer behavior and how they affect the development

and optimization of online marketing strategies. Also, by

examining a case study in the 􀅫ield of online marketing, we

will try to examine the relationship between these two ar-

eas more accurately and the conclusionProvide managers

and marketers with tools to use the data and information

obtained in designing their strategies. With this introduc-

tion in mind, it is hoped that this article can help better un-

derstand consumer behavior and its impact on online mar-

keting strategies and provide practical solutions to improve

marketing approaches. (Hawkins, 2001)

Communication technologies are advancing beyond our

imagination. The arrival of the Internet has undergone a

tremendous transformation in the 􀅫ield of communication,

but the arrival of social networks has brought these devel-

opments to a new stage. Marketing has played an important

role in human life since the distant past, butwith the growth

of the economy towards globalization and the dominance of

customer orientation over economic systems, it has become

an undeniable tool for success in the economic relations of

current societies. In modernmarketing, horizontal market-

ing and social networks are in􀅫luential, and the Internet and

social networks affect the behavior of consumers.

The use of social networks is an integral part of Internet

marketing strategies. Social networks, as a creature of the

Internet, cross geographical boundaries and encompass an

unlimited extent. In such networks and communities, a new

characteristic and de􀅫inition of the concept of community

has been created. (Salimi , 1999)

Problem statement

In the digital age and with the increasing expansion of the

internet, consumer behavior has become one of the deter-

mining factors in the success of marketing strategies. Com-

panies and brands need to carefully analyze the behavior

and needs of their customers in order to survive and grow

in competitivemarkets. In this regard, one of themain chal-

lenges that many organizations face is the lack of suf􀅫icient

knowledge of consumer behavior in the online space and

how it affects purchasing decisions.

The increasing trend towards online shopping, especially

after the spread of the Corona outbreak, has caused con-

sumers to access products and services easily and as quickly

as possible. This change in purchasing behavior has not

only affected traditional variables, but has also led to the

emergence of new andmore complex patterns of consumer

behavior. As a result, the correct understanding of these

patterns and how they interact with the strategyMarketing

has become amajor challenge formarketers. (Harry, 2008).

The main issue of this research can be de􀅫ined as: "How

does consumer behavior in online marketing affect mar-

keting strategies, and how can companies optimize their

strategies by analyzing and understanding these behav-

iors?" Theplatformcanbeused to design andoptimizemar-

keting strategies.

As consumer behavior changes and new shopping norms

change, organizations need to be able to respond quickly to

these changes. In this regard, it is very important to identify

the new needs and preferences of customers in the online

platform. The vast anddiversedata that is collected through

the online behavior of consumers needs to be analyzed in

order to be used in the design of marketing strategies. The

lack of appropriate analytical tools and models can prevent

the desired effectiveness of marketing strategies. (Holland,

2004).

Optimizing marketing strategies tailored to consumer be-

havior requires a deep understanding of the buying pro-

cesses, customer pain points, and existing obstacles. Fail-

ure to pay attention to these issues can lead to a decrease

in the effectiveness of marketing campaigns. In a highly

competitive online market, understanding consumer be-

havior can be considered as a competitive advantage for

brands. Therefore, research in this 􀅫ield can also help iden-

tify the strengths andweaknesses of competitors. In conclu-

sion, recognizing the impact of consumer behavior on on-

line marketing strategies is a necessity for marketing man-

agers and can lead to improved business performance and

creating a better experience for customers. This paper ex-

amines this issue in detail and tries to provide practical

solutions for optimizing marketing strategies in the online

arena by providing tangible data and a case study

The necessity of conducting research

Nowadays, customers are dramatically changing their be-

haviors in line with the technology and economic environ-

ISSN: 2414-309X

DOI: https://doi.org/10.20474/jabs-10.1.2

https://doi.org/10.20474/jabs-10.1.1


2024 Farhadi, A. – Investigating the impact of consumer behavior.... 12

ment of the world. They acquire a large amount of infor-

mation, become aware of the products, and become familiar

with them. On the other hand, they prefer customized prod-

ucts and services and change their purchasing channels.

Therefore, businesses have to cope with the changes, de-

mands, and needs of their customers and to survive. Nowa-

days, e-commerce ismoving froma transaction-basedmode

to a basic social network or trust-based. Social networks

have a huge impact on how Internet users communicate,

and this makes it necessary to pay attention to online mar-

keting.

FOUNDATIONS AND BACKGROUND OF THE RESEARCH

The foundations of the research determine the theoreti-

cal and practical framework in which the research is con-

ducted. In the present article, which examines the impact

of consumer behavior on marketing strategies with a focus

on online marketing, the following theoretical and practical

foundations are used to better understand the subject and

structure of the research.

Theories of consumer behavior

Psychological theories

: These theories focus on consumer stigma, needs, and feel-

ings. Twoimportant theories in this 􀅫ield include:

Maslow's Pyramid of Needs Theory

: This theory suggests that humans act according to a hi-

erarchy of needs (physiological, safety, social, respect, and

self-ful􀅫illment). This understandingcan help marketers

identify the different needs of consumers and build an es-

ter strategy based on it.They should design.

Consumer Purchasing Behavior Theory

:This theory examines the different stages of the purchasing

process (including need recognition, information search,

option evaluation, purchase, and post-iodine purchase) and

analyzes the impact of internal and external factors on these

stages.

Social theories

These theories in􀅫luence the in􀅫luence of culture, reference

groups, aswell as social norms on consumer behavior and

allow marketers to adjust their strategies in the social and

cultural context of the target society.

Social Impact Theory: This theory shows that consumers'

views and behaviors are in􀅫luencedby the opinions and be-

haviors aroundthem . Marketers can usethis theory to cre-

ate effective social campaigns and on the other hand, to use

customer opinions and feedback.

Online marketing strategies

In today's digital age, internet marketing strategies are es-

sential and important for businesses to thrive and reach tar-

get audiences. With the increasing number of internet users

around theworld, it is important formany companies to use

the power of the internet to promote their products and ser-

vices effectively.

However, this method of internet marketing is being up-

dated with the increase in the number of competitors as

well as the diversi􀅫icationof people's desires and needs,

and people whowant to pro􀅫it in this competition should

also use up-to-date strategies. Some of the most up-to-

dateinternet marketing strategies are: (Hong, 2011).

FIGURE 1. Factors affecting aging (Hart, 2004)
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Content marketing

Content marketing is a strategy that focuses on the pro-

duction and distribution of valuable content in order to at-

tract, retain, and convert customers. Studies show that con-

sumers' behavior towardthe content provided has a direct

impact on their purchasing decisions. Content marketing

actually means creating and distributing good and valuable

content that is relevant to your business area, and the goal

of this internet marketing strategy is to attract your target

audience. In this marketing, instead of directly promoting

your services and products, you focus more on providing

valuable information to customers. (Shams Kooshki, 2014).

Content marketing takes its own forms, including blogs,

videos, podcasts,infographics, and social media posts. This

strategy plays an important role in other typesof online

marketing such as SEO, social media marketing, and email

marketing.Business owners can create quality content to

establish their business as industry leaders and build a

sense of trust in their audience. (Zali, 2012).

Social media marketing

Social media provides a platform for direct and continu-

ous communication with consumers. This allows compa-

nies to better understand consumer behavior and update

their marketing strategies.

SEOhas two components: internal and external integration.

Internal SEO includes optimizing the content, structure of

the site, and making the website usable. External SEO in-

cludes creating appropriate backlinks or higher quality of

other websites, community sharing, and creating appropri-

ate credibility. for the site. Search engine optimization, or

in other words, SEO, is one of the most important and basic

parts of internetmarketing. SEO includeswebsite optimiza-

tion to improve the organic ranking of web pages in search

engines. (Jovanović, 2015).

Social media marketing is the process of using social plat-

forms to promote your business and build a relationship

with your target audience. Content marketing involves cre-

ating and sharing content, interacting with followers, and

running paid table picks, etc.Social media platforms such as

Facebook, Instagram, Twitter, and LinkedIn have created an

opportunity for businesses to reach a large audience and

raise awareness of their brand. Those who use social me-

dia marketing to introduce and develop their business can

connect with customers.or increase their website traf􀅫ic.

Search Engine Optimization (SEO)

SEOmeansoptimizingwebsites for better access in Google's

search results. Consumers' search behavior can help SEO

strategies and optimize content and products based on the

keywords thatare most commonly used.

In􀅮luencer MarketYoung

Another online marketing strategy that isn't long gone in-

volves partnering with in􀅫luencers to promote your prod-

ucts or services.In􀅫luencers are people who have a large-

following on social media or are in a niche in the industry.

(Saati, 1999).

Businesses can effectively work within􀅫luencers to tap into

their established audiences and also leverage their in􀅫lu-

ence to promote their brand. This type of new strategycan

be very effective, especially when the in􀅫luencers align with

the brand's values and resonate with their target audience.

Af􀅮iliate marketing

This type of marketing is a performance-based strategy in

which businesses reward their af􀅫iliates for every customer

they refer. Af􀅫iliates promote a company's products or ser-

vices through various channels such as blogs, websites,or

social media.They should advertise in different ways.

When a customer makes a purchase through an af􀅫iliate's

unique referral link, the af􀅫iliate earns a commission. Af􀅫ili-

ate marketinghelps companies reach a wider audience and

increase their sales through independent af􀅫iliate efforts.

(Saati, 1999)

Email marketing

Emailmarketing is a cost-effective internetmarketing strat-

egy that involves sending targeted emails to a wide range of

subscribers. It's an effective way to nurture leads,build re-

lationships with customers, and increase conversion rates.

With the help of email marketing, businessescan send per-

sonalized messages, promotions, newsletters, and updates

directly to their subscriber's inbox. By dividing their email

lists based on demographics and user preferences, busi-

nesses can provide highly relevant content to their sub-

scribers. (Goldsmith, 1999)

AI marketing and data analytics

The use of arti􀅫icial intelligence and data analysis technolo-

gies will improve the accuracy and ef􀅫iciencyof your inter-

net marketing strategy. In this marketing method, you can

analyze your audience by carefully examining the audience

with a very low error rate and according to the result, you

can choosethe best marketing method to increase sales and

introduce yourself to the audience. (Kaye., 1999).
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Consumer behavior analysis models

AIDAmodel

The AIDA (Awareness, Interest, Desire, and Action) model

can help to understand the different stages of consumers'

buying process. Consulting the designer of marketing

strategies based on this modelcan help attract and convert

customers. The AIDA model is a design that marketing, ad-

vertising, and sales functions use to target all touchpoints

throughout the customer's buying journey, from awareness

of the product to the customer's eventual purchase. The

consumer journey in the AIDA model is analyzed by break-

ing it down into four basic steps.

FIGURE 2. The four basic steps of AIDA model analysis (Hawkins, 2007)

SORmodel

The SOR (Stimulation, Organization, and Response) model

analyzes the relationship between environmental variables

and consumer behavior. This model helps marketers to

identify their relationships with customers online.

The SOR (Stimulus-Organism-Response) model is designed

as an analytical framework to understand consumer behav-

ior andhow they react to environmental stimuli. Thismodel

is especially used in the 􀅫ields of marketing and psychology

and analyzes how environmental conditions and factors af-

fect consumer behavior. (Seyed Javadin, 2013).

Components of the SORmodel

The SOR model consists of three main components:

FIGURE 3. Main component of SOR model (Roosta A., 2010)

Stimulation (Stimulus)

This component refers to all external stimuli thatcan in􀅫lu-

ence consumer behavior. These stimuli may include:

Products and services

: and physical characteristics such as color, size, packaging

and design of goods.

Promotions and promotions

: Promotional messages, discounts, and marketing cam-

paigns that act as stimuli to attract customers' attention.

(Sarmad, 1999).

Sales environment

: The atmosphere created in stores or websites, including

the layout, lighting, and background music.
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Customer reviews and feedback

: Online reviews, ratings, andsurveys that serve as motiva-

tional information for consumers.

Organism

This component is related to the consumer's internal pro-

cessing and analysis. It includes the characteristics and

mental states of the consumer that affect the way they react

to stimuli. In otherwords, organization refers tothe psycho-

logical and individual aspects of consumers, which include:

(Rahmani, 2013).

Personality

: and individual characteristics that in􀅫luence purchasing

behavior.

Emotions and feelings

: The consumer's feelings about a brand, product, or shop-

ping environment.

Perception

: The consumer's way of analyzing and understanding in-

formation and stimuli.

Needs and stigmas

: Incentives that lead to the search and selection of a prod-

uct.

Response

This component is related to the consumer's behavior and

􀅫inal reaction to internal stimuli and processes. Responses

may include:

Purchasing function

: The actual purchase of a product or service.

Post-purchase emotions

: Feelings of satisfaction or dissatisfaction after a purchase

that may lead to loyalty or disloyalty to the brand.

Post-purchase behaviors

: Commenting online, sharing experience on social media,

or giving advice to others. (Hax,1996).

The SOR model is cyclical in nature, which means that the

consumer may return to the "stimulation" phase based on

previous experiences and new in􀅫luences. This process

helps to better predict future consumer behaviors and de-

sign marketing strategies more effectively.

The SOR model can help marketers to:

A deeper understanding of consumer behavior: by analyz-

ing how different stimuli affect consumers' emotions and

behavior.

Designing and Implementing Uni􀅫ied Table Strategies: Us-

ing effective stimuli thatcan best in􀅫luence consumers' emo-

tions and perceptions.

Creating amore effective environment for shopping: By de-

signing stores and websites in a way that they receive more

favorable responses from customers.

TheSORmodel is an effective tool for understanding andan-

alyzing consumer behavior in the 􀅫ieldof marketing. By em-

phasizing the relationship between environmental stimuli,

internal processing, and end-reactions, this model allows

marketers to tailor their marketing strategies to meet real-

istic needs and behaviors. Customers should be more coor-

dinated. Therefore, using this modelcan lead to improved

business performance and create a more positive experi-

ence for consumers (Jain, 2014).

Technology and analytical tools

The development and advancement of technology and an-

alytics tools such as Google Analytics and Customer Rela-

tionship Management (CRM) tools have made it possible to

analyze consumer behavior.These tools allow marketers to

collect and analyze more accurate data on their customers'

online behavior.

Finally, the foundations of the research allow us to better

understand the complex interactions between consumer

behavior and online marketing strategies. Based on these

principles, the present study tries to provide speci􀅫ic strate-

gies to improve andoptimize marketing strategies based on

consumer behavior, whichcan increase the ef􀅫iciency and

effectiveness of marketing campaigns. Online marketing

leads. (Hax,1996)

Research background

Internal research

Hafeznejad et al. (2010) conducted a study titled "Pre-

senting a Model to Investigate the Factors Affecting Im-

pulse BuyingBehavior" studied by students of the Faculty of

Management, University of Tehran.The results of this study

showed that there is a signi􀅫icant relationship between gen-

der, place of residence, occupation, income, education level,

and parents' attitude toward using the Internet.

Iman Khan (2008) in a study titled "Consumer Behavior

in Digital Marketing" shows that by examining the cycle of

analysis and the mental structure of the consumer, the rea-

son for the consumer's distrust and non-purchasewas iden-

ti􀅫ied and by using a stronger website design, he eliminated

this problem.

Khaniki et al. (2016) have done an article entitled The

Role of TelegramSocial NetworksAdvertising inGaining the

ISSN: 2414-309X

DOI: https://doi.org/10.20474/jabs-10.1.2

https://doi.org/10.20474/jabs-10.1.1


2024 Farhadi, A. – Investigating the impact of consumer behavior.... 16

Trust of the Audience to Buy Goods.The results of this re-

search showed that the use of famous people, design and

graphics, the use of symbols and symbols, attracting atten-

tion to those advertising campaigns, and the attractiveness

of slogans in these advertisements had a signi􀅫icant rela-

tionship with the purchase of goods on Telegram , as well

as people who used to advertise in these Social networks

were less trusted, and they bought less.

Foreign research

Foriji & Altosinska & WarzJaniak (2011) investigated the

relationship between different variables whose indepen-

dent variables include sociocultural, personal, psychologi-

cal and marketing mix factors and the dependent variable

is consumer behavior in the Iraqi electronics market. The

purpose of this study is to determine the factors affecting

consumer referrals and behavior in the electronics mar-

ket in Iraq. The data used to analyze the factors affect-

ing decision-making processes Consumers' purchases were

obtained through a questionnaire distributed in December

2011 in Basra, a city in southern Iraq . The results of their

research project showed that social factors, psychological

factors, and elements of the marketing mix are strongly re-

lated to consumer behavior

Oklahoma (2009), in a study titled "The Practical Role of

Facebook: Psychological and Social Needs", the most im-

portant purpose of its research is to investigate the psycho-

logical and social motivations of users in using Facebook.

The results of this study show that among the psychologi-

cal needs, the need for competition and independence has

a positive correlation with the rate of Facebook use. Also,

Facebook has been able to create a balance between the so-

cial and psychological needs of users.

DISCUSSION AND CONCLUSION

In this paper, the impact of consumer behavior on online

marketing strategies was investigated and analyzed. The

results of this study show that consumer behavior plays a

fundamental and decisive role in the formation and imple-

mentation of marketing strategies from various aspects.

Identifying Consumption Patterns: Consumer behavior, es-

pecially in the online world, involves a variety of patterns

that depend on numerous factors, such as age, gender, in-

come level, and individual preferences. These patterns help

marketers tailor their strategies to the speci􀅫ic needs and

desires of each target group.

Predicting market trends: By analyzing consumer behav-

ior data, companies will be able to predict market trends

and thus more accurately respond to customer needs and

achieve greater success in competitive markets.

The Impact of New Technologies: With the advent of new

technologies and online tools, consumer behaviors have

changed signi􀅫icantly. The use of social networks and digital

platforms allowsmarketers to connectwith their customers

in more innovative and innovative ways.

Customer Experience Management: Consumer behavior,

especially in online marketing, demonstrates the impor-

tance of customer experience management. Companies

need to provide their customers with a unique and person-

alized experience to encourage them to be loyal.

Using Big Data: Big data analytics can help marketers get

more accurate information about consumer behavior. This

information will be instrumental in creating targeted and

successful strategies.

Based on the results of the research based on the opinions

of experts, the weighting of the criteria for prioritizing on-

line marketing strategies is as follows: Priority weight.

• Post-purchase behavior

• Recognizing and stimulating consumer needs

• Consumer Buying Behavior

• Evaluating Options

• Searching for information

Examining and analyzing consumer behavior in onlinemar-

keting hasmany advantages that can lead to optimization of

marketing strategies. These bene􀅫its are discussed in detail

below:

1. A better understanding of consumers' needs and

wants

Examining consumer behavior allows businesses to iden-

tify purchasing patterns and customer needs. This makes it

possible for products and services to be designed and deliv-

ered in accordance with the actual market demand. By an-

alyzing online shopping data, an online store may 􀅫ind that

customers are looking for certain products at certain times

of the year.

2. User Experience (UX) Optimization

Consumers' behavior in the traf􀅫ic of websites and appli-

cations indicates the need to improve the user experience.

By analyzing this behavior, it is possible to identify the

strengths andweaknesses in the simplicity and ef􀅫iciency of

the website. A website can increase the conversion rate of

visitors to buyers by optimizing navigation and page design.

3. More Precise Targeting of Advertising

Examining consumerbehavior helps businesses target their

ads and achieve better results. By knowing customers' buy-

ing patterns, they can create ads that suit their tastes and

buying habits.

ISSN: 2414-309X

DOI: https://doi.org/10.20474/jabs-10.1.2

https://doi.org/10.20474/jabs-10.1.1


17 J. Admin. Bus. Stud. 2024

If a group of customers are interested in natural cosmetic

products, ads can be speci􀅫ically targeted at this group.

4. Predicting future trends

Analyzing consumers' behavioral data can provide better

predictions of future trends. These predictions can help

businesses in strategic planning.

Identifying upward trends in online shopping for digital

products can help companies invest more in this market.

5. Improve customer loyalty

By better understanding customer behavior, businesses can

implement more targeted loyalty programs and discounts

that increase customer trust and loyalty.

By analyzing shopping patterns, an online store can offer

special discounts to loyal customers.

6. Reduce marketing costs

More precise targeting and optimization of strategies will

bring better results with lower costs for businesses.

If signing up for a newsletter and offering discounts to sub-

scribers leads to a reduction in advertising spending, this

strategy can help drive sales.

7. Providing relevant and engaging content

Understanding the behavior of consumers helps to produce

advertising content and product information based on their

needs and desires.

If customers tend to watch educational videos, the business

can focus on producing video content.

Considering the aforementioned bene􀅫its, examining the

impact of consumer behavior on online marketing strate-

gies not only helps to improve performance and increase

sales, but it can also be used as a powerful tool for strate-

gic decision-making and long-term planning in businesses.

Companies need to continuously monitor and analyze con-

sumer behavior to stay competitive in today's competitive

market, and succeed

Offers

More Accurate Data Analysis

: It is recommended that researchers and marketers do

more in-depth analysis of the data so that they can extract

more accurate insights into consumer behavior.

Paying attention to psychological changes

: Considering psychological and social changes in customer

behavior can help design effective marketing campaigns.

Focus on new channels

: Companies need to focus more on digital channels and so-

cial networks alongside traditional media.

The results of this study show that consumer behavior is a

key factor in the formulation and implementation of online

marketing strategies. By understanding these behaviors

and adapting them to consumer needs and wants, compa-

nies can not only be successful in attracting new customers,

but can also use them. This improvement in the relation-

ship between the consumer and the brand ultimately leads

to increased sales and customer loyalty. It will be done. Due

to the rapid developments in the digitalworld, paying atten-

tion to consumer behavior and adapting strategies to these

behaviors should be considered as one of the main priori-

ties of marketers.
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