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Consumer behavior is rapidly evolving in this digital-driven environment. The impact of dig-
ital technology is signiﬁcantly changing consumer information gathering and  product/service 
choice. This book provides a needed restructuring of consumer behavior from a global digital 
perspective, which will be of immense value to students and marketing  professionals. Thecases 
are extremely helpful and illustrate the issues in a beautiful manner. I highly recommend 
thisbook. 
—John B. Ford 
Professor of Marketing and International Business and Eminent Scholar,  
old Dominion University, Norfolk, VA, USA and Editor-in-Chief, Journal of Advertising Research
Most books on Consumer Behavior make few connections to the current marketing environ-
ment, and to related disciplines. This thorough treatment—written by three renowned authors 
with tremendous expertise—is designed explicitly for the new world of digital and social mar-
keting, and makes strong, new connections to the best thinking on the various components of 
marketing communications. It should become the standard text in this area!
—Rajeev Batra
Kresge Professor of Marketing at the Ross School of Business, University of Michigan,  
and Co-author, Advertising Management: Indian Text and Cases 
This engaging text is jammed-packed with theoretical insights and real-life practice from some 
of the world’s foremost experts in marketing. With its unique blend of digital marketing, con-
sumer behavior and branding, it’s a book that no student, practitioner or academic of this ﬁeld 
should be without. While some books contain elements of these three components, this textbook 
integrates them, bringing unique insights into, and demystifying, the fast-changing world of 
consumption.
—Paul Baines
Professor of Political Marketing, University of Leicester, UK
The book oers a distinctive perspective integrating brand advertising in digital markets with con-
sumer behavior. The book provides key concepts and well-articulated case studies. Having lived in 
India, US and Singapore and trotted across the globe, I see great value in the cohesive content and 
frameworks develop by the authors. The book is must read for MBA students and professionals 
to learn about the behavior of digital natives. Also, the consumer insights will enable in develop-
ing eective strategies for the Indian market. The book ﬁlls the void and oers blended learning 
opportunities.
—Rajendra Srivastava
Dean and Novartis Professor of Marketing Strategy and Innovation, Indian School  
of Business, Gachibowli, Hyderabad, Telangana, India
Thoroughly immersed in the modern digital world, Consumer Behavior: A Digital Native by 
Jain, Sheth and Schultz oers a deep, penetrating insights into the most important brand and 
consumer considerations. Stocked with illuminating case studies and tapping into a wealth of 
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academic research and industry experience, is the ideal modern marketing textbook. Students 
all over the world will enjoy reading and learning from it.
—Kevin Lane Keller
E.B. Osborn Professor of Marketing, Tuck School of Business,   
Dartmouth  College, Hanover, USA
The digital era needs concepts that are geared speciﬁcally for the consumers of today. With this 
textbook, Dr. Jain, Dr. Sheth and Dr. Schultz have tried to bridge the gap that exists today in the 
way young students are taught about Marketing Communications. A blend of theory and prac-
tice, with examples from the Indian context, the book brings alive the critical dimensions of this 
subject, in a crisp yet comprehensive manner.
    —Santosh Desai
Managing Director, and CEO, Futurebrands, Delhi, India
This excellent book gives a modern treatment of consumer behavior and brand advertising not 
found in other books. It makes it easy for students who are digital natives to understand how 
theories of consumer behavior can be used in digital brand advertising. It is written by interna-
tionally famous authors and is customized for the Indian market.
  —Edward
Malthouse Erastus Otis Haven Professor, Integrated Marketing Communications and Professor  
of Industrial Engineering and Management Science, Northwestern University, USA
Finally, a consumer behavior text with both a digital and an international perspective. Since 
digital natives will be the consumers of this text, it is most appropriate that the book features 
their consumption practices. These are exciting times and here is a text to match the changing 
environment of digital consumers.
    —Russell Belk
Distinguished Research Professor and the Kraft Foods Canada Chair in Marketing 
at Schulich School of Business, York University, Canada
There are no guaranteed formulas on how to gather consumer insights and no surety that the insights, 
once gathered will result in marketspace success, especially with regard to digital natives. With that 
being said, I expect this book will make a substantive contribution to the academic literature and 
will also be of great relevance to practitioners who maintain a keen interest in digital natives. Each 
area has been dealt with detailed consideration, with careful attention to the extant literature, and 
appropriate case vignettes and case studies. It will be very interesting to see the eect of this book 
on the marketspaces of 2020 and beyond.
—Philip J. Kitchen
Professor of Marketing, University of Salford, UK, Aliated Professor  
of Marketing, ICN  Business School, France
This is an excellent, theoretically grounded book on the behavior of Indian consumers. It’s long 
overdue, given the importance of understanding the uniqueness of Indian consumers for busi-
nesses worldwide.
—Amitava Chattopadhyay
The GlaxoSmithKline Chaired Professor of Corporate Innovation, INSEAD, Singapore 
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Jain, Sheth and Schultz have developed a wonderful textbook for MBA students and industry profes-
sionals with the vital emphasis on the Indian market. This book is must read to all the stakeholders 
who needs highly practical approaches with the focus on digital context andtheory. The blend helps 
the reader in navigating the complex issues and challenges of the Indian markets and digital natives. 
The book aims at fourth “P” of marketing, “promotion” where companies invest heavily and thus, 
the content would help the readers to make careful strategies about the digital natives. Readers would 
learn about the behavior and will draw the crucial insights, which would lead to eective strategies in 
the online context. Finally, the integration of digital, consumer behavior and brand advertising with 
live cases and illustrations from India make this book really unique and distinctive. I will strongly 
recommend this book to all who have interest in catching up on the New Age Marketing Wisdom.
—Arindam Banerjee
Professor of Marketing, Indian Institute of Management, Vastrapur, Ahmedabad, India
 
Digital natives are dramatically dierent from previous generations. Their use of media and 
technology doesn’t ﬁt into traditional marketing approaches. The authors skillfully guide mar-
keters by applying consumer behavior and branding theories to the digital future.

—Frank Mulhern
Associate Dean, Medill School, Northwestern University, USA

Do you know enough about digital natives? Do you know how they engage with platforms and 
brands and how some of the best brands in the world engage with them? If you hesitated for even 
a second in answering these questions, this book is for you. Jain, Sheth and Schultz have written 
a wonderful textbook which is distinctive from other consumer behavior, advertising and digital 
marketing books. This book oers the perfect blend of theory and practice via live cases and 
examples which will help students and marketing professionals alike. For anyone who would 
like to learn more about digital natives, read this book.
—Kunal Jeswani
CEO, Ogilvy India
Anything written by Jagdish Sheth and Don Shultz is must reading. This text is no dierent! The 
addition of Dr. Varsha Jain, adds additional IMC and Indianinsights to the reader, as well as a 
fresh new look from the digital world perspective.
Given the rapidly changingmedia environment, anyone interested in succeeding in today’s mar-
ket place must understand the interface between brand advertising, digital marketing and consumer 
behavior. This book provides this unique perspective from three authors best qualiﬁed to provide it.
—Michael Belch
Professor of Marketing, Director Centre for Integrated Marketing Communications,  
San Diego State University, USA
There is a dearth of quality textbooks focusing on the increasing digitization of consumer behav-
ior. Kudos to the authors to make this vitalcontribution to marketing education. This booksyn-
thesizes the depth of academicliterature along with strategicmanagerial insights, making it 
amust read for graduate studentsandpractitioners in the craft of marketing.
—Dr. Altaf Merchant
Professor of Marketing and Associate Dean, Milgard School of Business,  
University of Washington, USA
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Three forces have 
inﬂuenced consumer behavior in the new millennium. The ﬁrst and the most 
important is the democratization of digital technology through smartphones and social media. 
Today, the rural-urban divide with respect consumer needs and wants are rapidly disappearing 
as both aordability and accessibility to the products and services through online information 
has become easy and convenient. In fact, in many parts of the world, rural markets are growing 
faster than the urban markets as the information highways have become unparalleled.
The second major force is the millennium consumer who is a born digital native. They 
are digitally literate right from early childhood. They access information and order products 
and services online with complete ease. In fact, they are more comfortable with their handheld 
devices rather than paper and pencil. Thus, this digital shift has transformed consumer behavior 
in a way we need to fully comprehend and understand.
Finally, the world of consumer behavior is as much global as it is local. Today, consumers 
can order from any country, virtually any product and service through electronic market places.  
While India and China are the largest digital natives in terms of population, an even bigger 
nation in the virtual world is Facebook with more than two billion digital natives across all 
cultures and country jurisdiction. Similarly, Google is a global landscape for any information 
about anything.
Therefore, it was no longer enough to just have a separate chapter on digital consumption. 
The  need of  the  hour  was  to  have  a  book  which  dealt  exhaustively  with  its  concepts.  The 
press-ing urge to fill the void led us to come up with this book on consumer behavior after 
years of painstaking labor and research, which focuses on consumer decision-making in the 
world of digital natives and consciously takes the digital native perspective and integrates 
that reality  in  each  chapter.   This  is  especially  relevant  for  marketing  communication  and 
online shopping behavior.
In this Indian edition, while the concepts remain the same, the key highlights are illustra-
tions with case studies and marketing communication and promotion in India. We are now also 
preparing a Chinese and Global edition with Chinese and Global case studies and illustrations, 
advertisements and promotions.
Varsha Jain
Jagdish Sheth
Don E. Schultz
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 Explain the emergence of consumer behavior.
 Understand the difference between digital 
natives and physical natives.
 Clarify the key dimensions of digital natives.
 Identify with the concepts of the future of 
consumer behavior.
Learning Objectives
A er reading this chapter, you will be able to:
Nowadays, Indians have started opting for Zomato instead 
of going out to dine. This is one of the most extensively 
used apps in India, (though the company has a website as 
well, offering the same  service). Why? They always provide 
a seamless technology-led dining experience. Zomato also 
provides personalized and cloud-based system to figure out 
the best restaurants. The company has been able to weave 
technology into the dining experience of the user, cash-
ing on the increasing popularity of Internet usage in India. 
Additionally, there has been an increasing number of smart-
phone users who are already using mobile applications (or 
apps) as these are convenient and can be easily accessed 
“on-the-go”. These apps provide relevant and personalized 
experiences based on consumers’ likings, preferences, and 
geographical locations.
Zomato has developed extremely focused products that 
enhance the most optimum dining experience. The company 
also connects consumers with restaurants. Thus, consumers 
widely use the Zomato app to order food, make reserva-
tions, rate restaurant, and gather restaurant information. 
To sweeten this deal, the entire undertaking is based on 
a cashless system, that has been supplemented by online 
ordering and point-of-sale system. Together, they represent 
cutting-edge technology. In a short period of time, Zomato 
has become a part of the daily life of the digital natives 
as they prefer to make their all food and dining-related 
decisions on this app. Moreover, they also consider the rat-
ings given on this platform to be credible and trustworthy. 
 Additionally, the app is user-friendly; hence, it can be used 
by any digital native in thecountry (Bureau, 2015). 
oPening Case
Digital Zomato: Tech Savvy Digital Natives
M01_Consumer Behavior_A Digital Native_C01.indd   1 6/22/2019   12:13:11 PM




[image: ]2  Chapter 1
FIGURE 1.1   
Zomato–Technology in 
Consumer Space
Credits:  Home Page, www.
zomato.com, accessed 21 June, 
2019
One of the most distinctive elements of Zomato is that 
the company always listens to its consumers. They learn 
from individuals’ narratives about their pre- and post-dining 
experiences through Zomato. They engage with the con-
sumer through social media channels as well, and respond 
promptly to the queries raised by the digital natives. In turn, 
the consumers provide them with instant feedback.
Thus, it can be seen that technology has created an 
almost perfectly circular platform. Digital natives engage 
with Zomato in real time. In turn, the company ensures 
that consumers’ needs are met. As a result, digital natives 
like special events arranged by the company such as foodie 
meet-ups, blogger interactions, and feedback contests. 
Thus, Zomato has been able to maximize its brand recall 
and consequently, these consumers have become loyal to 
the company. To make this a seamless experience, Zomato 
also uses cloud computing, and it intends to create a virtual 
environment for the digital natives in future. They will also 
provide personalized content.
Additionally Zomato connects with its loyal consumers 
on Omni channels in real time. The end result is that they 
create a wholesome dining experience on a single platform 
(Zomato: Catering the Hungry Millennial, 2016).
Such an app experience has made a positive impact on 
the product quality that the company offers, which adds to 
its competitive advantage. However, the company still faces 
the major challenge of bridging the gap between consum-
ers and restaurants thereby developing a seamless expe-
rience through the app. The heart of the challenge is to 
create memorable dining experiences. Digital natives are 
very demanding, and they have high aspirations and desires. 
The company, hence, is striving to provide consumers with 
information about restaurants and dining at their fingertips.
We have now understood the usage of mobile apps 
in dining experience. In the next stage, we will try to com-
prehend the current trends in consumer behavior and also 
understand how consumers will behave in future ( Patidar, 
2016). 
In order to understand the emergence of consumer behavior, we need to comprehend the evolu-
tion of this stream along with its association with marketing and consumer-oriented concepts. 
Further, consumer behavior became dynamic as the usage of technology increased, which led 
to the emergence of digital natives. This historical background would help us understand how 
technology has changed consumer behavior, and digital natives have become important in the 
marketing domain.
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Emergence of Consumer Behavior 
Historically, traditional consumers have followed a very dierent behavior for buying the prod-
ucts and services as there were no digital platforms. However, the emergence of technology 
and high usage of mobile phones has resulted into increased online presence of consumers, and 
they are using digital platforms for making the purchases. Thus, the core objective of this book 
is to understand how these digital natives behave in an online setup and make the purchase of 
products and services. The subsequent sections would provide further details about these areas.
Evolution of Consumer Behavior
Consumer behavior evolved between the 1850s and late 1920s, which is also referred to as the pro-
duction era. During this time, demand exceeded supply; hence, the aim was to work on manufac-
turing, increasing the availability of products, and enhancing production capacity and  capabilities. 
Interestingly, the consumers and manufacturers never focused on variations. They just aimed at 
high numbers in production. Subsequently, from the early 1930s to mid-1950s, the emphasis 
shifted on sales. This meant that the sale of products was more important than the production of 
products as there was a surplus of manufactured products. The products were simple and catered 
to the general requirements of the consumer. However, with the onset of the marketing era in the 
mid-1950s, satisfaction of speciﬁc needs and preferences of consumers, that is, an orientation 
towards “consumers ﬁrst” came into vogue. For example, Parle introduced the ﬁrst cola drink 
in India, which was known as Gloco Cola with an emphasis on taste and happiness. These two 
elements were used as the company considered consumers’ preferences and requirements as their 
prerogative (“The Story of  Thums Up, Gold Spot & Limca—Guruprasad’s Portal”, 2017).
Such a marketing orientation helped companies provide satisfaction to consumers, gain 
maximum proﬁts, and work with a competitive edge. Hence, ﬁrms started exploring what the 
consumers would like well in advance so that the products and services could be oered at the 
right time. For example, Rexona claimed that using their soap would help women have lovely 
skin. This brand message created a signiﬁcant impact as it demonstrated the company’s concern 
towards women.
With a comprehensive understanding of the consumers’ speciﬁc needs and requirements, 
companies now started targeting particular groups or segments of consumers so that their spe-
ciﬁc needs and requirements were met by the products and services more appropriately. Thus, 
relevant marketing communications emerged based on consumers’ needs and requirements. 
This concept of targeting worked for 50 years. Gradually, societal marketing was developed 
implying that consumers’ immediate needs and wants were understood and addressed by com-
panies. However, this entailed not much of a connection between the company and the long-term 
inﬂuencers of consumers, which included consumers’ family, friends, neighbors, and commu-
nities (Bhaskar, 2017).
Emergence of Connections Between Consumer  
Behavior and Marketing 
Based on the above ﬁndings, it was felt that there was also the need for understanding the 
unsatisﬁed requirements. This was possible to gauge through market research. Consequently, 
research revealed that consumers have complex behavior, and this complexity existed because 
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their psychological and social needs were synchronized with their functional needs. It was also 
found that there are speciﬁc needs and requirement for certain groups or segments of consum-
ers. Thus, one product or service cannot satisfy all the needs and requirements of consumers as 
they are exclusive and distinctive. Thus, it was observed that products or services needed to be 
personalized to suit dierent consumer segments. To do so, studies were conducted in detail on 
consumer purchase and consumption. These studies led to the emergence of consumer research. 
This research helped in understanding consumers more comprehensively as companies had the 
tools and technique to carry out this process. This with a thorough understanding of consumers 
led to the emergence of marketing strategy (Rogoll, 2017).
This strategy orientation understood consumers’ trends. It helped visualize future pos-
sibilities. Eventually, consumer research also found heterogeneity and similarities among 
consumers across dierent countries. For example, while the basic needs of the consum-
ers remained the same, as every individual needs food, water, and shelter, such basic needs 
increased and became more complex due to the expanding cultural environment of  consumers. 
This was further supplemented by the education and experience of individuals. There might 
even be a possibility that consumers develop similar needs. These similarities help develop 
promotions for products and services, leading to strategic orientation of products through 
segmentation, targeting, and positioning. While making these segments, key dimensions 
such as age, gender, family, social class, income, race, and ethnicity, geographical location, 
and lifestyles are considered by companies (“Predominant Components of Brand Equity ...”, 
n.d.). For example, Parle Glucose has developed biscuits especially for children to give them 
strength and energy. Children like these biscuits as they are sweet. The parents are happy as 
they provide the right amount of glucose for the growth of their children.  Similarly, a criteria 
like gender also aects consumer behavior. Generally, women like pink; men prefer white 
and blue. Thus, segments can be made in line with this generalization. For example, Lux 
soap used pink color to illustrate that this soap is for women. They even emphasized that 
the complexion of women grows with the use of this soap. Another key dimension, family 
structure, determines the marital status and spending capacity of consumers. Hence, these two 
factors also determine their behavior. For example, an unmarried person is likely to eat out 
more as compared to a married person. Social class and income also determine the behavior 
and consumption patterns of consumers especially in terms of their music, clothing, leisure, 
activities, hobbies, and art. Individuals always tend to socialize within the same social class. 
For example, the elite class likes to play golf at the premium clubs and socialize with the 
similar class of individuals. Race and ethnicity are other determining factors of consumer 
 behavior. For example, Ponds use skin whitening for the women because in India, “beauty 
means white”, especially in the context women. Geographical location of consumers also 
determines  segmentation. For example, Indian consumers from the northern part of the coun-
try are dierent from those from the south. Finally, lifestyle, as deﬁned by activities carried 
out by the person in his spare time, is another deciding factor (Patel, 2017).
These segments help companies save their resources as they can satisfy a bigger group of 
consumers with the same products and services. For example, consumers want white and clean 
clothes, Tide , the detergent brand promoted this idea and satisﬁed these individuals eectively.  
Similarly, Colgate Gel targeted children and parents with the promise of white and clean teeth. 
Companies thereby develop an image of products and services through such segmentation and 
position them accordingly. This image is created in the minds of the consumers. The beneﬁts 
of the products associated with their features are demonstrated. Thus, companies are able to 
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develop a unique selling proposition (USP) that helps consumers dierentiate the products of 
particular company from competing brands. This process results in the extension of new sizes, 
ﬂavors, colors, and so on. Consumers are provided with options of a vast range of products from 
various ﬁrms. They are also able to understand the “me too” products, especially in the luxury 
segment, as they do not have any unique characteristics. For example, Louis Vuitton has many 
“me too” products in the Indian market as a majority of the consumers cannot aord to buy this 
brand (Kaushik, 2017). 
These processes have further led to marketing mix methods. These include all the four 
Ps—product, price, place, and promotion. Product oering to consumers includes ingredients, 
colors, sizes, shapes, features, characteristics, and so on. Price refers to the monetary payment 
that is to be paid by consumers, and it includes returns, discounts, allowance, and modes of 
payment; place denotes the store or non-store where products are sold; and promotion relates to 
advertising, public relation, and personal selling that develop awareness about products amongst 
consumers. Rasna, for example, is a well-known product in India. It is a drink with multiple 
ﬂavors, reasonably priced, and easily available at dierent prominent stores in the country. It 
was promoted by a sweet young girl whose statement “I love you Rasna” had gained instant 
popularity (Harish, 2017).
Consumer Behavior and the Emergence  
of other Consumer-oriented Concepts
Marketing concepts and its usage in consumer behavior emerged in the 1950s. There were 
many products with dierent variants in terms of shapes, sizes, models, versions, patterns, 
and packages that were created for smaller groups or consumer segments. This niche focus 
created a competitive marketplace. It was supplemented by the Internet and the digital 
 revolution. This revolution helped consumers get connected to speciﬁc products and compa-
nies quickly and eectively. Consumers received updated and modiﬁed products from com-
panies, based on their needs and requirements. Here, consumers provided positive responses 
to these products and their views, opinions, and advice through online channels. Further, 
consumers started using the Internet for developing discussion forums, online groups, and 
consumer blogs. This helped other individuals who liked to read about actual consumers’ 
experiences. This usage of the Internet and discussion and learning from online platforms 
enhanced consumers’ quality of life. These changes provoked companies to think about new 
approaches to attract consumers and make proﬁts from all possible consumers. This was 
carried out by the seamless functioning of organizations, departments, and employees as 
they developed healthy and strong relations with the consumers. They also found that there 
is a long process involved in developing a bond with consumers, which did not entail a 
mere transaction. Subsequently, there were four dimensions that were developed from the 
 consumers’ relationship concepts which included—customer satisfaction, customer trust, 
customer retention and customer value.
Trust and loyalty are still important for digital natives. For example, Flipkart has loyal 
consumers from dierent parts of the country. These consumers are those individuals who love 
India’s home brands and products. Flipkart has more than 100 million registered consumers in 
India. The consumers, especially women from the non-metro cities, share their stories with the 
company. These consumers deﬁne the success of the company in India by sharing the reasons for 
M01_Consumer Behavior_A Digital Native_C01.indd   5 6/22/2019   12:13:12 PM




6  Chapter 1
their loyalty to Flipkart since their ﬁrst transaction (Kumar, 2017). These stories are shared as 
“Flipkart Stories Editorial” by the company on their own initiative. These stories also illustrate 
consumers’ quality experiences, Flipkart’s speedy response, on-time delivery, and the reward 
practices it has undertaken to recognize loyal consumers. Thus, we can say that customer rela-
tionship and loyalty are important even in the digital scenario. 
Customer value is what makes perceived beneﬁts dierent from the actual beneﬁts received 
from products. The perceived beneﬁt is relative and subjective (Kumar, 2017). It diers from 
individual to individual. However, this value is primarily determined by customers in terms of the 
core features of the products and what they receive and what they expected. This value is reﬁned 
by consumers. For them, value means “how brands are adding value to their daily activities and 
lifestyle and reﬂecting their persona.”  Thus, they liked ﬁrms like Bewakoof.com, an  e-commerce 
venture that, started in 2012 and has an annual growth of 15–20 percent. This growth was evi-
dent when the company engaged with its consumers through WhatsApp. They engaged in con-
versations with consumers to understand their lifestyle and orientation towards brands and its 
products. After comprehending these areas, the ﬁrm provided quirky, funny, and out-of-the box 
messages to engage with the consumers. Additionally, these messages were short and easy to 
remember. This e-commerce venture sells apparel and mobile phone covers. They have trans-
actions of over 
`1.5crore on a monthly basis. The company always launched new designs and 
styles after listening to consumers’ requirements through social media, drawing a fan list of 1.5 
million. These fans engaged and provided their views about the products primarily through Face-
book. This engagement helped the company sell its products. Thus, they sold 15 percent of their 
products through instant messenger after managing 10,000 pings from the consumers related to 
order placements, queries, suggestions, and repeat interactions. The emails from the consumers 
dropped by 40 percent as they received instant response through WhatsApp. But this was a posi-
tive drop. This instant engagement with the consumers was managed by a team of 150 people in 
the company. This team received feedback about the products and requests for unique apparels 
and their prompt delivery. The normal process of product development and oering by other 
companies was four to nine months. But, this company provided personalized products within 
25–30 days. Thus, the changed consumer value was leveraged successfully by bewakoof.com 
through instant interactions and communication with the consumers through social media chan-
nels (Chamukitey, 2017).
Interestingly, online shopping rate is the highest on Sundays and compared with the Diwali 
season, it is 50–55 percent higher; on Saturdays, it is 35–40 percent more and on national holi-
days, it is higher by 50 percent. Thus, we can say that consumer expectations, experiences, and 
assessment for the weekend and national holiday shopping are dierent from online purchase 
during festivals. This change has to be noted in the real time as consumers’ evaluations change 
very rapidly in India (Bansal, 2017).
Customer value is also related to customer satisfaction. This satisfaction is derived from 
individual’s perception of the product performance and consumers’ expectations. If the con-
sumers’ perception about the products matches with their expectations, it leads to satisfaction 
and vice versa. If the product performance is higher than consumers’ expectations, the con-
sumer is delighted which again earns his/her loyalty towards the product. Customer loyalty 
leads to positive word-of-mouth. Happy consumers have high trust about companies and prod-
ucts (Bansal, 2017). This trust is reﬂected through consumers’ online and oine transaction 
and interactions with the company. In fact, research has found that consumers’ advice and 
recommendation are considered to be more credible and believable by other consumers as 
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compared to that provided by companies. Thus, this believability, credibility, and trust help 
in developing a strong bond between consumers and companies and result in high customer 
relationship. Further, customer’s delight is a win-win situation for consumers and companies. 
Both gain from this relationship. Additionally, consumers feel that the companies care for 
them. This enhances the trust in them. This care and trust are enhanced by oering personal-
ized content to consumers. For example, Netﬂix launched itself in India in January 2016. This 
platform provided an opportunity to the consumers to stream personalized videos by selective 
streaming. Thus, it was easier for consumers to get personalized content as they could avail 
the service on their Android and iOS mobile apps. They could use any gadget such as laptop, 
mobile, smart TVs, desktop, or gaming console. Netﬂix provides three types of subscription 
plans—basic, standard, and premium. These subscriptions dier in terms of price rates and the 
number of screens that the consumers can use for streaming videos and sharing the content. 
These features can be decided by the consumers in accordance with their needs and require-
ments. This personalized selection and choices have helped in developing trust and close 
relationship of the consumers with the company (Sharma, 2017).
Concepts of delight and trust are connected to customer retention. Retention means con-
sumers do not buy the competitors’ products and services. This is because companies spend 
much more to win new customers. Research has indicated that if the companies work on 
decreasing defections, they can increase their proﬁt signiﬁcantly. Further, loyal consumers buy 
more products from the companies. Thus, oering services to these consumers is easier as they 
know about them. 
Internet, mobile phones, smart phones, and digital channels facilitate one-to-one interac-
tions between companies and consumers. Nike is one of the most well-known global manufac-
turers of sporting apparel and accessories. Nike has developed personalized digital platforms 
such as NIKEiD. Nike.com has created an online community that helps users enhance sporting 
performance. This portal is used to integrate products and services to the NikePlus ecosystem. 
This platform allows users to access the entire products range of Nike products and services. 
Additionally, this platform provides consumers personalized products and services, especially 
in terms of design and colors. It also connects users with Nike+ community and NikePlus apps 
such as NikePlus training club and NikePlus run club. This platform has also been linked to 
the online draw that oers 89 pairs of “Mag” self-lacing shoes. This shoe adjusts to the shape 
of wearer’s feet and oers feature-responsive power laces that can tighten the shoe further. If 
the consumers do not get through the draw, they can buy the basic level of Nike Mag with the 
Nike HyperAdapt 1.0. The company has also collaborated with Apple and brought NikePlus 
edition (Sharma, 2017b). The runners get the advanced version of this watch as their needs 
aredierent. 
These dierent digital platforms provide seamless experience to the consumers. These 
experiences help the company in word-of-mouth publicity and in enhancing their relation-
ship with the consumers. These relationships with customers are linked with corporate 
goals. Thus, companies carry out selective relationships which are based on the proﬁtabil-
ity of customers. Companies will not invest on consumers where companies have to incur 
heavy investments. This is the new segmentation strategy. Customer proﬁtability is aimed 
at the cost and revenue model. Companies make the “customer pyramid” based on usage 
patterns, thereby categorizing it as platinum, gold, and silver. For example, these categories 
are extensively used by airlines companies in India and they vary their services based on 
these  distinctions. These categories also have dierent online services, and the distinctions 
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are made on the basis of the usage pattern ofconsumers (“Trends for the global Airlines 
Industry”, 2017).
Dynamism in Consumer Behavior
The key dimension that signiﬁcantly aects consumer behavior is popular culture. It is related 
to marketing stimuli in terms of ads, campaigns, communication, stores, and so on. This culture 
develops from the music, movies, books, sports, celebrities, and entertainment consumed by 
consumers. These consumption patterns aect consumers’ activities and tasks related to spe-
cial occasions such as marriage, birthdays, and so on. Fashion is inﬂuenced signiﬁcantly by all 
these dimensions. Thus, in the current scenario, companies provide platforms for co-creation 
with the consumers. For example, Gucci provides many opportunities to make their content 
online. This content developed by consumers becomes the promotional platform for the com-
pany.  Consumers use a lot of visuals and videos to develop this content. Gucci leverages this 
social conversation (Sim, 2017).
Another key dimension is the growth of global culture. This means that consumers, 
across the countries, unite and consume products and services that have a tremendous 
impact on consumer behavior. Thus, there are wearable technology and personalized mes-
sages from the companies on the mobile phones. Such a culture also provides a base for 
global  marketing. Many companies use the cultural component when they promote brands 
online. For example, fashion brand Fendi uses Fendi Life where they provide all products in 
alignment with the speciﬁc culture of a country and connect with the consumers across mul-
tiple digital platforms such as Facebook, Instagram, and Pinterest for developing a seamless 
experience (Greaves, 2017).
Consumer Behavior and Technology
After the US Presidential Elections in 2008, people across the globe extensively started using 
the Internet and digital channels. Companies also started exploring ways to gather information 
on how the consumer thinks and perceives products and services. This information oered 
customized products and services to consumers and facilitated in creating the most relevant 
marketing mix for consumers. This relevance was developed as consumers’ buying patterns 
and their basic traits were closely monitored. The usage of digital channels also provided 
information to consumers about the products and services eectively and quickly, thereby 
bringing in consumer empowerment, which was not seen earlier. Hence, consumers are able to 
know the trends, prices, and platforms where products or services are sold, undertake exten-
sive comparisons through mobile apps and other digital channels, and so on. These consumers 
primarily used “intelligent agents” to make the purchase. They removed the middleman and 
directly bought products and services from companies at a reasonable price through these 
digital channels. These consumers also spent more time on the digital channels and digital 
devices than conventional media. For example, VLCC used VC Circle Summit to connect dig-
itally with the consumers in India in 2017, which was also an excellent instance of real-time 
advertising using social media. The company also realized that to develop the brand further, 
they had to enhance consumers’ love for the brand and make an emotional appeal before them. 
Using digital platforms, this goal was attained by special recognition, people connections, 
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empowerment, and engagement. Thus, both compa-
nies and consumers moved away from conventional 
media platforms to digitalchannels (Prasad, 2017). 
Digitalization also created consumer-generated 
content. As a result, nowadays, consumers are able 
to send their views, voices, and opinions about the 
products through blogs and social media platforms 
such as Facebook and Myspace. These interactions 
are also seen in the advertisements as consumers 
co-create them with the companies. This is a major 
trend in the era of Web 2.0 that has escalated the use 
of the Internet and interactive platforms for com-
panies and  consumers. A study released in 2017 
reﬂ ects that consumers, who use these platforms and 
connect with the companies consider themselves as 
“ broadcasters”, and these broadcasters are present 
in signiﬁ cant numbers in India. This is because con-
sumers like to ﬂ aunt about the brands on social media 
channels (communications market report, 2017). For 
example, Gitanjali Jewellers pamper their consum-
ers by o ering them panel discussions to express 
their views on social media  channels. These interac-
tions are important for the brand to understand its 
 consumers, and also Leading to positive word-of-
mouth publicity (Prasad, 2017).
More speciﬁ cally, consumers have enhanced 
their ability to ﬁ nd defects in the products’ information 
through digital channels. Thus, they read product and 
service reviews on online channels posted by prior con-
sumers. They also use comparisons about the prices, 
features, and beneﬁ ts on these channels before making the purchase. They discuss these views 
with their online communities. For example, consumers use mobile apps such as ShopSavvy 
which provide them comparisons of the products in terms of prices and features. This online 
data help consumers make decisions very quickly (Schwartz, 2017). As a result, consumers 
want more customized services at reasonable prices. They also want personalized messages from 
companies. This personalization and customization can be created from the consumers’ past 
buying patterns communications market report 2017. For instance, brands achieve personaliza-
tion during or before actual consumption. This is reﬂ ected in the case of Starbucks. They feel 
that they do not merely sell co ee, but actually nurture people’s connections. This connection 
is managed easily by using social media platforms and mobile apps like as “My Starbucksapp” 
(Mittler, 2017).
There are instant returns and exchanges from consumers and companies. It is not possi-
ble to access them through mass media and conventional channels as they only o er one-way 
communication. In contrast, digital channels provide e ective and e  cient two-way commu-
nication between consumers and the companies. For example, Meru Cabs, India, through its 
mobile app services allow consumers to provide feedback to the company about the services 
FIGURE 1.2 
Emergence of Consumer Behavior with Technology
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they avail. This is carried out through mobile apps in real time. This two-way communication 
helps consumers share their views and experiences. Thus, companies receive information about 
the areas for improvement (“Meru Cabs launches Meru Mobile App”, 2017).  Organizations 
also observe and monitor consumer online behavior to capture more eective and compre-
hensive data about consumers quickly. All these eorts lead to consumers acquiring more 
relevant products and services. The main reason for this is that companies use narrowcasting 
approaches and aim at niche segments. These narrowcasting approaches are observed in the 
banking sector in India. For example, HDFC Bank has designated a relationship manager for 
premium clients. These employees are always connected with the consumers through online 
platforms. They advise consumers in real time for ﬁnances. To add a more personal touch, they 
also wish them on special occasions such as birthdays and anniversaries with personalized 
messages (Bhasin, 2017).
Consumers not only avail the Internet services on their personal computers but also on 
mobile phones and other devices such as iPads and tablets. These gadgets provide dierent 
platforms to connect with companies such as emails, text messages, and so on. Consumers 
are able to receive messages based on their gadgets as screen sizes dier. In the recent times, 
the mobile phone has emerged as the best platform for consumers to connect with prod-
ucts and companies. They can even view television ads on the phone. For example, one of 
closeup’s advertisement for men released in 2017 was viewed widely by the consumers on 
their YouTube channel rather than on  television. There were 285,035 Like this channel for 
this advertisement. This popularity was because they could share their views and opinions 
throngh the medium of YouTube, which was not possible through television. Closeup also 
has gained a lot of insights and publicity when consumers shared their ideas on this digital 
channel (Bhasin, 2017).
These technological changes have changed the paradigm of consumer behavior as well. 
This behavior was restricted to understanding the buying behavior of consumers. This area cap-
tured a comprehensive view of consumers’ decisions in terms of acquisition, consumption, and 
disposition. However, what the earlier paradigm did not quite understand was that these deci-
sions are dynamic, and they change over time. For example, nowadays consumers conduct thor-
ough research on various digital and social media channels in order to buy a smart watch. They 
go through the videos and online advertisements and send videos to their reference groups for 
opinions. Next, they read blogs of experts, explore company’s website, and so on. Thus, consum-
ers’ decision making is not sequential and simple, rather, it is very complicated, with dierent 
layers working simultaneously. 
Further, digital revolution has also aected virtual consumption. It has resulted in 
increased power of the crowds. This consumption has aected the business-to-consumer 
(B2C) e-commerce. It has moved to customer-to-customer (C2C) e-commerce through virtual 
 communities. E-commerce is not limited to local communities as the people of these groups are 
from dierent countries. These people spend more time on the Internet and hand-held devices 
than on newspapers and television. These devices, especially mobile phones, are considered as 
a “friend in hand”. For example, consumers may learn everything about cars and brands like 
Nissan through their mobile phones. This is the most widely used gadget by Indian consumers. 
 Recognizing this behavior, Nissan provides them with dierent platforms to discuss about their 
cars and penetrate deeper in C2C and virtual communication (Fang and Li, 2014). Technology 
has also provided an avenue for one-to-one marketing for companies and ﬁrms. Digital con-
nection between companies and consumers has made life easier. This is because they know 
about each other’s developments and updates instantly through these media channels. These 
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updates are important for one-to-one marketing and establishing connections. These two ele-
ments together provide the most current and relevant insights. This data also helps companies 
in promotions, communication, and maintaining relationship with consumers. The current con-
sumers have moved from the “share of wallet” to “share of heart”. They live away from their 
family but are always emotionally connected with them through digital channels. The consum-
ers look for the same “emotive connections” from companies as well. This new orientation has 
completely changed the business orientation and environment in India. The best example would 
be HOG (Harley Owners Group). These communities don’t have just transactions with the 
company, but they embark on an actual relationship when they buy a Harley motorcycle. Harley 
Davidson also provides multiple avenues on the social media to develop virtual brand commu-
nities, which makes the consumers feel empowered, and they feel appreciated as “owners”. This 
appreciation encourages them to express their views and develop the brand further. Needless to 
say, consumers are deeply connected and involved with the brand (“8 Ways Harley-Davidson 
has changed”,2017).
The Meaning of Emergence of Digital Natives  
and their Behavior
A consumer, referring to one who actually consumes the products or the service, can be the user 
as well. There can be another person such as another buyer who buys the products and services 
and a payer who pays for them. There can be dierent situations in which individuals can have 
various roles—that of an initiator who initiates the process for the products and services, an 
inﬂuencer who convinces or persuades people to make the ﬁnal decision, buyers who buy them, 
and users who use them. One person can perform all the roles or may focus on one depending 
upon the situation, environment, requirement, and the person. For example, Apple products 
such as iPhone and iPad are always developed and designed based on the requirements of the 
consumers well in advance. 
All these gadgets anticipate the future requirements while developing the upcoming ones. 
For instance, the new iPhone 7+ is resistant to water and dust. It also has a high- resolution 
cameras because consumers like to click selﬁes and post them on their social media network. 
To facilitate this behavior, iPhone has provided an excellent camera supported by all social 
media networks (Gokay, 2017). The behavior that the consumers display primarily for buying, 
purchasing, searching, assessing, and disposing products and services projects their needs, 
desires, and aspirations. Earlier, consumer behavior was known as buyer behavior by many 
scholars as the emphasis was on the consumer, producer, and purchase. Consumer behavior 
also determines how the consumers make decisions and use their resources for consump-
tion. This process focuses on what, why, when, where, and how consumers buy and consume 
products and services. Subsequently, it also deals with how they assess the purchase and 
consumption and take future decisions. Consumer behavior works at two levels—personal 
and organizational. Personal consumers work at the individual level where they buy products 
and services for household or gifts. But they are individualistic in nature. However, organiza-
tional consumers are associated with the government, non-proﬁt ﬁrms, organization, hospi-
tals, banks and so on (Pore, 2017). This book will extensively deal with consumer behavior at 
a personal level in the digital world.
All consumers are distinctive and exclusive. But in the end, they are all consumers. This 
is because we consume dierent products and services regularly in terms of food, clothing, 
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FIGURE 1.3   
Consumer Behavior 
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Present Times
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education, vacations, spa, health, ﬁtness, and so on. We also play signiﬁcant roles in 
consuming these products and services at the local, domestic, and international levels. 
This is because we demand for products and services that can be and is catered to 
through the procurement of raw materials, production, transportation, and so on. These 
activities involve employee engagement that facilitates hiring and creation of jobs. Both 
these aspects aect the economy as a whole. This hiring for jobs is managed by online 
companies like Naukri.com which is India’s best job search website oering easy navi-
gation to recruiters and applicants. This is because they can use dierent ﬁlters such as 
regions, categories, industries, levels, and so on, which helps them get the right results.
Moreover, digital natives’ activities of buying and consuming are related to their 
thinking, working, processing of information, spending capacity, preferences, interests, 
and hobbies. These activities are also aected by individuals and groups, and their sub-
sequent purchase and consumption decisions. This is also supplemented by the digital 
natives’ media usage which is primarily seen in the digital and social media platforms 
through connect with their social circles. This is so true for meeting in person as well. 
Despite this, they discuss about the products purchased and consumptions. Thus, this 
digital world does not disappear from the physical space of these consumers. For exam-
ple, Zivame is an online site for premium women’s lingerie in India. This company 
enhances online conversations about the lingerie through stories that educate women 
on the appropriate usage of lingerie in terms of frequency, how long it should be used, 
how it can match with the apparel, and so on. This education is consistent across online 
sites. These stories are so intense that women also discuss them in the oine space. To 
strengthen these interactions, the company also provided the inner radiance mobile app 
for women so that they could easily read the stories, get educated about the lingerie, 
and buy relevant products. The basic story of the brand was to go against conventional 
wisdom and get educated for right usage (Hector, 2017).
Consumer behavior also describes the consuming entities who could be digital 
natives and they are also the focus of this book. This means that we shall study how dig-
ital natives buy products and services. This text will discuss about the people, for whom 
products or services are bought. It is also concerned with the context of the usage which 
may be for regular use, special occasions, or giﬂing purpose . Thus, these digital natives 
could be the end users or customers. This may also vary with their individual traits, demo-
graphics, psychographics, and so on. For example, ﬁrstcry.com is a baby care online 
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site that oers all the products directly to the parents. The company reaches out to mothers in the 
hospitals and oers baby cry laugh sound boxes while congratulating them. These boxes contain 
gifts and discount coupons that can be redeemed on their online site while making purchase. These 
approaches have created high brand awareness among 70,000 mothers (Srinivasan, 2017).
This entire process involves decisions taken by digital natives with regards to where, what, 
why, when, and how of consumption. These factors are related to acquisition, usage, disposition, 
and oering of the products, services, and activities. It extends to ideas and perceptions. Here, 
these consumers can act as information gatherer, inﬂuencer, decider, purchaser, or user while 
making decisions. The last and most important factor is time. This factor could be related to 
years, months, weeks, days, hours, minutes, and seconds. For instance, before 1991, consum-
ers used to buy products from the nearest stores. That’s because there were only one or two 
brands that were available. By 2009, consumers started weekend shopping with their families. 
Thus,they moved from shop to shop. By 2012, digital natives started spending 48 hours on 
online shopping sites through multiple tabs. Here, they compared products and services thor-
oughly before making purchases. 
Now, consumers have online sites where they can compare details of products and ser-
vices. Here, the sellers are listed on one single page. Thus, digital natives can buy products and 
services availing the highest discount on the price or by the highest beneﬁts and features oered. 
Many a times, there are unbelievable discounts, deals, perks, and oers. To back this, a recent 
research has found that 65 percent online shoppers spend at least 15 minutes on price compari-
son while they make the online purchase. Further, 95 percent devote considerable time discov-
ering oers and deals. These deals are oered by shopping comparison engines like Junglee.
com. This is the biggest price comparison site in India. They provide price comparisons across 
several product categories such as beauty care, personal care, home appliances, books, clothes, 
accessories, health, and so on. They are also connected with Amazon. Thus, they have nearly 10 
million visits per month. These visits show that disital natives prefer such sites as they help them 
in their purchase decisions (Nagvekar, Singh, Menezes, & Vishant, 2017).
Acquisition in the digital world is a process that digital natives follow to obtain products 
and services. This digital connect and gathering of information are very eective and it is evident 
from the fact that they use these channels widely for retrieving data about products and services. 
For example, mobile phones provide information about mobile phones on all digital channels. 
In line with this, digital natives also have information about good cameras through which they 
can click selﬁes eectively. These features gain more credibility as it is endorsed by celebrities 
such as Yuvraj Singh and Tamanna Bhatia. Further, data from various social media and digital 
channels help digital natives select a particular phone. Consumers in the digital age emphasize 
on environmentally-friendly locations. Further, they look for recycling options through online 
channels. For example, Motorola informed consumers that they could dispose o their phones 
in the soil. This message was communicated on all social media platforms and the digital native 
also appreciated this eco-friendly initiative of the company (Bommel, Edelonar, Ungeman, n.d.).
Consumer behavior is a dynamic area as it engages many people and connects them with 
reference groups, experts, company, and other associated stakeholders quickly. This connection 
extends across countries through digital platforms. For example, Zoomcar is the largest self-
driven car rental company in India. Its members can hire a car through their website or mobile 
app. Digital natives can make payment well in advance. This company oers cars that range 
from Ford Figo to Mercedes A class with rate variations. Zoomcar has around 100 employees 
in major obsidian cities such as Bangalore, Delhi, Mumbai, Pune, Chennai, and Hyderabad. 
 Further, they have a ﬂeet of 1,600 cars with 25 pickup points. They have a 60 percent market 
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share in India. However, the ﬁrm faced challenges in positioning themselves in the Indian mar-
ket as they are neither an online taxi aggregator nor an oine cab provider. Thus, they used the 
power of reference groups and experts to connect with digital natives who considered them cred-
ible and believable. This approach worked well for Zoomcar. In this manner, consumers could 
not only work on the purchase and acquisition but also use the elimination method and work on 
the “not to acquire” concept (Sharma, 2017).
Consumers not only aim to buy products or services but also explore possibilities of trad-
ing, renting, bartering, self-gift giving, and borrowing. For example, consumers may not be in 
favor of buying luxury products. Thus, they might prefer to rent luxury cars and bikes to expe-
rience them. It’s no surprise that there are many companies in India that rent out such products. 
Digital natives just pay for the experience. The ﬁrst organization that provided luxury services 
on rent in India was “eco rent a car.”. This company provided luxury cars on rent to consum-
ers through mobile apps and websites. Their cars were chaueur driven, clean, comfortable, 
hygienic, and safe. These rentals cars were even used by well-known Indian celebrities such as 
Amitabh Bachchan and Aishwarya Rai Bachchan. The cars on oer were primarily Rolls Royce, 
Mercedes Maybach, and Limousine. The company accepted 100 percent digital payments. They 
also provided satellite tracking of the cars in real time. Such an approach led to the inevitable 
success of their business (Limo, 2017).
After working on dierent ways of acquiring products and services, digital natives work 
on multiple usages. If they do not know the numerous usages of products and services, they 
go online and look for them. For example, female digital consumers realized that neck-pieces 
are not only worn in the front but also on the back. This use of the apparel has become a style 
icon. This innovative idea was developed by looking at the videos of models and stars on online 
platforms. Additionally, they also looked for dierent ways to reuse products and services. For 
example, recycled shopping bags are provided to consumers. At times consumers even have to 
buy them separately or carry their own bag for shopping. However, on digital platforms, the 
virtual cart is a much easier option for consumers. They do not have to pay extra for the cart and 
it can be used several times (“Retailers ﬂout norms, make consumers pay”, 2017).
Factors like when, where, and how aect acquisition, usage, and disposing of products. 
Digital natives are very particular about the time of the day, i.e., morning, evening, weekend, or 
weekday. For example, consumers buy more products for their ocial usage over the week-days 
through digital channels. They buy food online over the weekend. They primarily do online shop-
ping for personal care products, beauty care products, spa services, groceries, and so on. Thus, 
their online shopping diers drastically over the weekdays and weekends. Further, these con-
sumers have numerous choices to acquire, use, and dispose of.  These choices not only include 
new and fresh products and services but also extend to second-hand items and online auctions 
for the antique pieces as well. For example, Indian and South Asian art and antiques oer a wide 
range of products that can be bought easily through their websites. They oer a wide range of 
products such as ﬁne art, jewelry, decorative art, Asian art, furniture, and collectibles. Further, 
ceramic art, pottery, and paintings are presented with aesthetic visuals that can be bought easily 
through online channels (“Spring Auctions in Hong Kong”, 2018).
Further, while using their digital channels, digital natives make decisions about how much, 
how often, and how long to acquire, use, and dispose of products and services. These factors 
are primarily dependent on the need, requirements, and culture of consumers. For example, we 
have seen that many people in India have started practicing Yoga. This is an integral part of the 
ancient culture of India. Now, it is being widely accepted. To expedite this culture and penetrate 
deeper, practitioners of Yoga are connected to each other via digital channels like mobile apps. 
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In line with this, Yogapedia, a mobile app, was launched, which teaches Yoga to beginners. 
Anuser can also create a hierarchy of lessons based on personal requirements. This is further 
supported by video instructions so that it becomes easier for the digital native to do these asanas 
or exercises. This is a complete and comprehensive example where the Indian culture of Yoga 
has been promoted by digital channels, and consumers are being taught based on their person-
alized requirements (Oborowsky, 2017).
Digital Natives and Physical Natives 
In simple terms, digital natives are those who access digital channels whenever and wherever 
they want. These consumers do not have any age group or restricted geographical area such 
as rural zone and urban zone. The reason for the same is that digital channels cut across these 
elements very clearly. Physical natives are those people who are still conventional and are reluc-
tant to use gadgets and digital channels. The reason for the same is their fear of uncertainty and 
risks. Thus, they follow the old school of thought. These consumers have become peripheral as 
the core consumers are digital natives. This is because we have seen that growth and penetration 
have increased. Thus, everyone across all age groups and geographical areas use digital plat-
forms. However, the usage may vary as these individuals have dierent needs and requirements 
(Eistert, 2017). Digital consumers who are the digital natives of India prefer visual culture. Their 
predilection for the visual culture is developed from their extensive use of digital media as these 
platforms provide a more aesthetic background. Such digital natives fulﬁll their needs through 
multidimensional formats.
However, they are more demanding in terms of fulﬁlling their consumption needs. Thus, 
they have created a “longevity economy” with that an extensive list which includes health, 
beauty, and fashion-oriented products and services that they would like to buy and consume on 
digital channels. Digital natives are also particular about the online authenticity and purity of 
products and services. For example, Nivea developed many social media campaigns and even 
went on to develop a tag line, “white is purity”. Nivea decided to bring about this charge as there 
was a wider discussion about colored usage that was considered to be synthetic and unhygienic. 
This means that discussions on social media platforms have a strong inﬂuence on products and 
services in India. Companies take quick actions based on social conversations. Needless to say, 
originality and authenticity are important factors for digital natives while selecting a brand 
(Philip, 2017). 
FIGURE 1.4   
Digital vs Physical 
Natives
Digital Natives Factors Physical Native
•  More •  Visual Culture •  Less
•  More •  Online Authenticity and Purity •  Less
•  More •  Online Unied Interface •  Less
•  More •  Online Incremental Value •  Less
•  More •  Multiple Gadgets •  Less
•  More •  Seamless Online Experience •  Less
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Another component that digital natives prefer is a uniﬁed online interface. After con-
sidering these trends and characteristics of consumers in India, Yatra.com introduced uniﬁed 
payment interface (UPI) on its website through which consumers could make payments. This 
payment option allowed consumers to directly pay to the merchants from their bank accounts. 
Now, Yatra.com is India’s leading online travel portal that has carried out technological innova-
tions primarily in the online travel space. This innovation and alternate online payment provided 
instant authentication and veriﬁcation to transfer money seamlessly. Additionally, this site is 
also connected to 61,000 hotels in India and 500,000 hotels around the world. This alternate 
payment option also integrated 29 banks under one umbrella. Thus, consumers do not have to 
install multiple mobile apps for dierent banks. The COO of the company observed that they 
are the early adaptors of UPI and they aim to provide convenience to the Indian users. The com-
pany also is also trying to provide users the option of Mobile wallet as well for easy payment 
procedure. UPI is an ecosystem that could enhance low-cost and high-retail payments as all the 
processes are driven towards a “cashless economy” (Roy, 2017).
Digital natives are investing primarily on online incremental value and they don’t aim 
for just aspirational products and services. For example, while buying a car, fuel eciency is 
not the only criteria to make a purchase decision. Digital natives also cheek for the reputa-
tion of the brand and validate it online. Additionally, they do not spend time at home as they 
are success driven. This is supplemented by the extensive mobile connectivity and excellent 
e-commerce. Additionally, digital natives use multiple gadgets such as mobile phones, tablets, 
iPads, and personal computers to access information. This is because they gather in-depth 
and comprehensive information from multiple sources and validate them online. This is fur-
ther supplemented by the seamless online experience as they want websites to be more user 
friendly. This seamlessness expedites their search and decision-making processes. For exam-
ple, digital natives prefer Facebook as it provides a seamless experience on their smartphones, 
tablets, personal computers, and so on. They can use Facebook everywhere and connect with 
their social circles immediately. Started as a website, has been able to cut across all agegroups 
(Eistert, 2017).
Characteristics of Digital Natives  
that Influence Behavior
There are dierent interesting consumer beahvior patterns that have emerged in recent years. 
These new trends have evolved through the extensive use of technology. Technology has inﬂu-
enced the overall behavior and consumption patterns for products and services. We will be dis-
cussing these contemporary trends in the subsequent sections. 
Changing the Overall Philosophy 
The philosophies of digital natives are dynamic as they are evolving with technology and with 
the intense use of digital media platforms. Through digital platforms, they are being exposed to 
dierent types of individuals, groups, and communities across dierent cultures and subcultures. 
This has resulted in a change of mindset and behavior in terms of their family, collectivistic, 
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FIGURE 1.5 
Key Dimensions for Behavior of Digital Natives
Key Dimensions 
for Behavior of 
Digital Natives  
Consumer Traits
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High Competency 
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Environment 
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Women are More 
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Buying Orientation 
Digital with 
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on Rental and 
Aggregators
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Changes in 
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Whole
Changes in 
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and individualistic prospective, which have inﬂuenced their behavior and consumption pattern. 
These subareas of overall philosophy are being explained in detail in the subsequent sections.
Family Orientation with Changing Structures towards Individualism 
It has been observed that digital natives are family oriented, have a collectivist approach and 
believe in socializing. However, this family orientation has become more digital. Now, these con-
sumers have groups of their family members, school friends, and colleagues on WhatsApp and 
Facebook. Their conversations with the family have become more frank and liberal. This extends 
to their friends, colleagues, and social circles. Earlier there were stereotypical  discussions. Now, 
these stereotypes have become blurred, after digitalization. Thus, they organize re-unions and 
meet the members of dierent groups may be once a year in person. More interestingly, tech-
nological and digital channels are changing the way families communicate and interact. For 
example, children gift smartphones to their parents. Earlier, these elderly individuals used basic 
phones. Now, they are advised by their children to attend sessions about the use of this new 
technology. Thus, they have learned how to save contacts, make calls, and use Facebook and 
WhatsApp. There are many elderly people who are signing up for these programs in the metro 
cities in India. They are doing so to overcome their inhibitions about technology. Learning these 
technologies is important for them because the younger generation is always connected through 
these channels. Additionally, these digital and social media channels keep the elderly updated 
about new developments. As it is evident, technology is changing the communication pattern 
among the family members. More importantly, digital natives have become more independent 
and individualistic in their decision-making process. 
Young Consumers I-generation with Focus on Rental and Aggregators
In India, around half of the population is below 24 years. By 2020, 65 percent of the users would be 
around 25 years. This segment of consumers is penetrating deeper into the digital channels. Thus, 
they use virtual platforms to buy products and services. These young consumers have used these 
digital channels extensively in shopping. I-Generation is related to those consumers who have 
moved from joint to nuclear families and then to single households. The focus on “I”, “Me”, and 
“My” has increased exponentially. The number of single digital natives working in the companies 
has also increased extensively. Among these digital natives, the average age of men is 28 years and 
women is 23 years. Single women in the age range of 20s have increased by 40 percent. These 
single consumers have independent consumption patterns. However, they look for virtual commu-
nities as their proxy families. Further, consumers deﬁne self-worth by the possessions they own. 
These possessions are displayed on their social media channels and sites. This helps them enhance 
their social image. More importantly, digital natives have become very practical and rational. They 
use these digital channels to get the products and services. More speciﬁcally, digital natives have 
their role models ﬁrmly in place. Interestingly, this generation thinks that television is less impor-
tant than other media. They would rather invest on the Internet in terms of monthly rent payment. 
Similarly, they feel that owning a car is not essential because driving and parking are major chal-
lenges in India. They rather prefer using cab apps like Uber and Ola as they can get a taxi in a few 
minutes, which is more convenient than owning and maintaining a car. Earlier, Indian consumers 
had a dierent mindset. Thus, they bought cars for every individual in the family. This mindset has 
changed with the advent of new technology in their life. The older generation is also using this 
technology now. Lastly, they think that there is no need to buy homes as they can rent out a place 
very easily by using digital websites (Singhi, Sanghj, Sanghi, & Jain, 2017).
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Changes in Specific Consumers Traits
There are signiﬁcant changes in the characteristics of digital natives as they are exposed to dif-
ferent digital channels in their daily life. The exposure to technology has allowed them to scale 
up their living standard, which made them auent. Their schedules have become more stringent 
and have mechanical life with technology. Further, female digital natives became have more 
tech-savvy and independent as they used digital channels to make their life easier. These speciﬁc 
traits of the digital natives are being discussed in the subsequent sections.
High Potential to Trade Up with the Affluent and Urbanized
Digital natives with the digital devices aim for better products and services. They always like to 
trade up as their dreams and aspiration are high. The great deals they ﬁnd on digital channels 
and e-commerce websites help them trade up very easily. These digital natives have moved from 
the pyramid to the diamond in terms of spending. This change has happened with the increase in 
consumer household income. The elite and auent segment have contributed maximum to the 
spending pattern. In fact, they accounted for 40 percent of the consumption in products and ser-
vices. In fact, it is predicted that by 2025, this auent urban consumer will account for two-thirds 
of the total consumption in India. The good news is that strugglers would reduce from 49 percent 
in 2016 to 36 percent by 2025. Indian consumers continue to be urbanized, with 40 percent of the 
Indian population ought to be in urban areas by 2025. They would account for 60 percent of the 
consumption. However, the growth will also be visible in small towns (Mckinsey, 2014). 
High Competency and Escape with Time Crunch
Digital natives are smarter. They are ever more hyper-ecient when working on online and 
oine sources. Thus, they always aim for optimizing resources and delivering eective results. 
Thus, they try to develop creative and innovative solutions. But at times, they get so stressed out 
that they like to escape from their mundane life. They even like to be away from technologies 
and gadgets, so that they can be themselves and indulge in childlike activities. They even like 
to move to places where there is no high connectivity. Further, they want the feeling that they 
have disconnected themselves from the digital and physical world. Additionally, these consum-
ers always face the issues of time pressure and compression. To sort this out, they use digital 
and social media platforms to reduce the time in buying products and services from the store. 
Needless to say, these consumers like ready-to-eat, ready-to-wear, and ready-to-drink products. 
They also like those products that oer end-to-end solutions digitally so that their convenience 
can be maximized (Barkworth, 2015).
Women are More Independent and Tech Oriented
Women have become more independent, educated, and knowledgeable in present times. They 
use digital channels and social media for shopping and socializing. However, most working 
women, particularly those who are pregnant, have to cope up with inadequate and uncomfort-
able infrastructure at the workplace. Women in India, even during the last stages of their preg-
nancy, have extended working hours, and on many occasions, have to put up with uncomfortable 
furniture, inaccessible washrooms, and so on. 
The initiatives taken by Prega News have tried to address such concerns. They have tried to 
make the workplace for pregnant women more accommodative during this critical phase of their 
M01_Consumer Behavior_A Digital Native_C01.indd   19 6/22/2019   12:13:13 PM

















20  Chapter 1
lives. Mankind Pharma empathized with the concept of #yoursecondhome. It wanted to generate 
greater awareness about the needs of pregnant women at the workplace. They focused on the 
special care that these individuals need during this dicult situation. This campaign was rolled 
out during Mother’s Day to develop more connect with consumers. The company explained how 
the workplace and oces could be made more pregnancy friendly on its Preganews websites 
and Facebook pages. It also roped in celebrities her endorsements so that they could establish a 
deeper connect with the Indian consumers. The celebrities for this initiative were Shilpa Shetty 
and Kareena Kapoor who have become mothers in the recent past. 
To sensitize people at the workplace, provocative questions were asked on various media 
channels. The company had shorter versions of the campaigns than those broadcasted on tele-
vision. The ﬁrm decided to create three to four videos every year to address the issue. After this 
initiative, Myntra also worked on a similar concept and developed campaigns and narratives 
around this issue. This too worked very well. The entire range of initiatives was liked by women 
in India. This was because they felt that companies cared for them during their critical phase 
of life. These individuals developed close connections with the products and the services they 
oered. Further, women preferred mobiles and technological products as gifts over jewelry and 
ﬂowers. These gifts reﬂected love, aection, and connection. These connections were strength-
ened by Titan with its “joy of gifting” initiative. Digital natives loved this concept and the cam-
paigns became viral on the online channels (Mot, 2017).
Changing Omni Channel Media Consumption  
with Integrated Use
Digital natives use online as well as oine channels. Here, they connect with products and ser-
vices. Their purchase journey has become more complicated and complex as they use mobile 
phone very extensively. This usage is seen at dierent stages of buying products and services. 
However, consumers feel that companies have to provide them seamless experience. Moreover, 
consumers often indulge in impulsive and unplanned buying on their phones. This Omni chan-
nel behavior was also seen and leveraged Amazon India noticed this Omni channel behavior and 
favour. For example, Amazon wanted to have a signiﬁcant inﬂuence on content and channels 
consumed by the Indian consumers. The company achieved this by oering prime video services 
under the initiative, “India Ka Naya Primetime”. These services provided digital natives with the 
latest, most distinctive, and easy-to-use content. Thus, it facilitated consumers in watching what 
they wanted to watch, whenever they wanted, and from a place of their convenience. The digi-
tal native appreciated this that they had over the content because in this new scheme of things, 
entertainment was under their control. Indian consumers also liked the social currency concept 
as it worked on a similar logic. This concept did not limit consumers to the gadgets they used. 
The beneﬁts were very well communicated by the company to the consumers. Amazon India 
helped them understand how their life can be changed. In this new order of entertainment they 
were not forced to watch shows or movies based on another person’s choice, which was really 
appreciated. Thus, digital natives could bid adieu to real television prime time. The company 
communicated this message using various campaigns. In their campaign, Amazon portrayed a 
couple with distinctive personalities and how Amazon Prime videos could make their every-
day life interesting and enjoyable. It developed narratives around viewing patterns, which was 
praised by consumers as they could relate very easily. These campaigns were developed for 
television, digital, and out-of-door media channels. Thus, Amazon was able to reach out to all 
the possible consumer touch points.
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Besides this, digital natives use multiple gadgets such as smartphones, television, and tab-
lets. They can be on dierent social media channels at the same time through any of the device. 
This integrated usage of media makes them more versatile and well informed. They might read 
the views of experts for product on their smartphone. They could match this with commercials 
of the product or the service. More importantly, digital natives extensively use mobile apps 
during the purchase of products and services. They use this platform for exploring information 
and discussions with the social circles about the products and services that they intend to buy. 
However, they do not make direct purchase from these apps. This is because they ﬁnd it dicult 
to enter all the details about the ﬁnancial data on a small screen (Amazon Prime Video: India ka 
Naya Primetime, 2017).
Changing Orientation towards Buying Products and Services
Digital natives are changing dramatically in terms of their purchases related to products and 
services. These individuals have started their search for all the details related to products and 
services through digital platforms. They have developed an inclination towards those products 
that are of their country, are ecofriendly, and oer a wider range with excellent quality. Along 
with good aesthetics and customization, digital natives also need global standards with local 
ﬂavor in the products and services. These detailed changes of the digital natives in terms of their 
purchases will be discussed in the subsequent sections.
Digital Shopping and High Preference for Indian Products
In India, digital consumers and buyers have increased seven fold in the last three years. There were 
90 million buyers in India in 2017 (Dave, 2017). This increase has been caused due to the rise of 
online merchants, multiple payment options, better delivery and logistics system, and improved 
infrastructure. It is estimated that there will be 300 million buyers by 2025 ( Bhattacharyya, 
2018), and this growth is expected to be higher. This is because these consumers feel that online 
shopping is more convenient, easier, 
and provides better deals.  Further, 
elderly consumers are also learn-
ing the ways of digital and online 
transactions. They have started using 
Paytm and Internet banking. After 
demonetization in India, there has 
been a drastic change in digital shop-
ping behavior, especially among the 
elderly group. Additionally, there has 
been a drastic change in the attitude 
of digital natives pertaining to prod-
ucts and services, especially in terms 
of Indian origin. They believe that 
Indian products are of better quality. 
Further, digital natives feel that Indian 
products understand their basic needs 
and requirements. They feel the same 
may not be true of foreign brands. For 
example, for weddings, digital natives 
FIGURE 1.6  Omni Channel Consumption and Integrated  
Media Usage
Credits:  Silver Wings SS.Shutterstock.com
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would buy apparel from Indian designers. Thus, they 
will ﬁrst explore online and Purchase, or visit the 
store after digital research. Moreover, 60 percent of 
the digital natives are even ready to pay extra to pur-
chase Indian brands. For example, consumers pre-
fer Fabindia and Forest Essentials that are premium 
Indian brands in India with indigenous roots. 
Environment Friendly
Digital natives have become conscious of the climate 
and environment. They prefer products and services 
of those companies that are environment friendly. This element can be easily provided to the 
tech-savvy consumers through online communication. A great example of the same is Lifebuoy. 
Every year, two million children are unable to reach their ﬁfth birthday owing to diarrhea or 
pneumonia. Lifebuoy created an initiative called “Help a child reach 5”. Digital natives appre-
ciated the sheer simplicity of the act of hand washing and how it can save kids from various 
diseases. This initiative was very well- received by the digital natives. They saw this initiative on 
television, YouTube, and other media channels. They also discussed it extensively on the digital 
and oine spaces. 
Wider Options with a Focus on Quality 
Digital natives have multiple and wider options in stores or on online platforms. They have 
alternatives from brands and services produced in Indian and foreign countries. After lib-
eralization, many companies have oered products and services in India. Thus, these con-
sumers have greater accessibility. Digital natives are now global participants. They know 
the current trends about products and services across countries. These individuals would 
also like to keep pace with global trends. Thus, wider options help them select products and 
services. For example, in ﬂight, consumers have more beverage options. Digital natives are 
now more interested in quality. They have moved away from their earlier concern of price 
sensitivity. These individuals select products and services based on reliability, credibility, 
and durability. They verify these features primarily through online sources. They are ready 
to pay for the products and services which they have assessed thoroughly. This assessment 
is based on their prior experience, recommendations by their social circles, online reviews, 
and so on. They rely on the digital and social media channels completely to make value-ori-
ented decisions. Of course, this is more so when they buy high-end products and services. 
These channels provide them extensive information from their social circles and experts 
(Singhi, Sanghi & Jain, 2017).
Global Orientation with Local Requirements and Preference for Deals
Digital natives have a global perspective about products and services. But one should not for-
get that they are guided by local needs and requirements. This is because they don’t want to 
abandon the values and roots of their origin. However, they can change the format of their con-
sumption. For example, when digital natives buy a new foreign car, they would still to perform 
certain rituals and customs seeking divine blessings. Nowadays, such rituals can be arranged on 
FIGURE 1.7  Digital with Preference to Indian Products
Credits:  asifakbar.Shutterstock.com
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a mobileapp. Another example, consumers liked L’Oréal India’s “stay rooted” campaign. Since 
roots give strength, the idea conveyed was to thank that individual who have had made a dier-
ence in the lives of those who had participated in the campaign. Digital natives related to these 
thoughts easily; hence, they stayed connected with the brand through online and oine sources. 
Digital natives always prefer good deals when it comes to products and services. To ensure 
this, they use online and oine sources to stay updated. Next, they select outlets that can oer 
best deals. Being online has allowed digital natives to stay connected with people from dierent 
countries and remain aware of the trends in various developed nations. If consumers feel that 
products are outdated in the stores, they search for more updated alternatives online.
Multiplicity and Usage of Senses and the Importance of Aesthetics
Digital natives appreciate products and services that appeal to their multiple senses. They feel 
that their ﬁve senses should gain a pleasant experience by using a product or service. For exam-
ple, when they ﬂy in an airline, this experience has to be reﬂected in the environment, food, bev-
erages, facilities, and services oered by the on-ground sta and the cabin crew. They are ready 
to pay for these pleasant services as they aect their senses. Similar patterns are also observed 
when they avail spa, salon, and hotel services in India. Indian Digital natives have begun to place 
greater importance on aesthetics and beauty. 
Intense and In-depth Discussion and Hyper Customization
Companies provide in-depth insights about products and services and digital natives explore all 
the information through digital platforms. They can access relevant and intense discussions with 
the ﬁrms, which was not possible conventionally. Additionally, digital natives in India prefer 
customized and personalized products and services. This is because they believe in distinctive 
and unique oerings designed by companies only for them. They are pampered by companies 
with their super personalized products and services. These consumers feel that as technology 
has advanced, organizations should be aware of consumers’ likings, and preferences well in 
advance, and should work really hard to fulﬁll their desires and expectations (Singhi, Sanghi, 
& Jain, 2017).
Changes in Consumers as a Whole: Awareness  
about their Rights and Increased Unity 
The advent of new technology and current campaigns about consumer rights on oine and 
online platforms have increased awareness about consumer rights in India. Individuals read 
about their protection. They also know about the actions that they can take against companies 
if required. All these eorts prevent unfair practices, malpractices, and misleading approaches 
of organizations. Consequently individuals have become aware of their four basic rights—right 
to safety, right to be informed, right to choose, and right to redress. More speciﬁcally, digital 
natives are always connected with each other through digital channels and online platforms. 
They have their own groups on these platforms. They share their pleasant and unpleasant expe-
riences amongst themselves. Additionally, they have groups related to the brands and companies 
such as Apple groups, Anti Apple groups, and so on (Consumer Behavior, 2016).
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Changes in Companies: Strong Collaborations
Companies and organizations have started to collaborate more oer and in the process, they 
provide more beneﬁts to digital natives. This collaboration and subsequent consumer beneﬁts 
can be seen in the eorts of Reliance Jio and ShopClues. Reliance Jio provided around 50per-
cent of their consumer database to ShopClues. These consumers were from second-, third-, and 
fourth-tier cities in India. This database was created by Reliance very easily. The reason for it 
is that their LTE mobile network has penetrated cities very quickly. Reliance provided free call 
and Internet services in these areas. Reliance provided this large data base to ShopClues as 
many digital natives were interested in online shopping. There were many local players in these 
cities, but digital natives needed better quality products and services. These local players could 
not oer that. This sharing of databases helped ShopClues gain ﬁve lakh consumers from these 
small cities. This was the “Bharat” approach that helped ShopClues develop a dierentiating 
factor from competitors such as Amazon and Flipkart. 
Changes in Government Policies and Public Organizations
Digital natives are making changes in their behavior and consumption pattern on the basis of 
government policies, the public organizations’ digitization, and infrastructure developments. 
This includes the availability of ﬂights to get easy access and the online payments’ application 
that are provided by the government. All these dimensions enable the digital natives to have a 
seamless experience in terms of their buying behavior. These elements and processes are dis-
cussed comprehensively in the subsequent section.
Digitization in the Public Sector
In the recent times, the Indian government with its 
digital India initiative digitized the public sector in the 
country. The digital natives immensely beneﬁtted by 
this move of the government. For example, Indian Rail-
ways launched three applications related to its—trav-
eling ticket examiners, paperless unreserved ticketing 
mobile app, and e-booking of disposable linen on dif-
ferent trains in India. This was made functional by for-
mer Union Railway Minister, Suresh Prabhu. Further, 
consumers have seen greater levels of transparency in 
the Indian Railways post digitization and after IT-ena-
bled services have been made operational. The trave-
ling ticket examiners in the Northern Railways update 
the status of all passengers. Next, they highlight the 
seats that are vacant. These seats are displayed on the 
Indian railways website, i.e., indianrail.gov. This facil-
ity has helped consumers understand the status of the 
train. Thus, they are able to decide about their journey 
quickly and eectively. After the success and eective-
ness of this app in southern India, it was launched in 
the Western, Northern, and Eastern railways as well. 
FIGURE 1.8  Digital India and Railways
Credits:  Joe Ravi.Shutterstock.com
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Subsequently, all the digital natives in the country were able to avail this facility. In addition, 
some trains such as the Nizamuddin Express have started the system of e-bedroll. Using this, 
consumers can get a bedroll kit that has two non-woven fabric bag, one pillow, and two cot-
ton bedsheets. Individuals liked this facility as their journey in the train became easier. More 
importantly, they do not have to carry linen while traveling (Digital India: 3 applications 
launched,2016).
Affordable Flights
A new initiative known as UDAN (Ude Desh Ka Aam Naagrik) was started with ﬂ ights for 
smaller towns. Flight tickets were to be subsidized by 
`2,500 for a one-hour ﬂ ight. The air fare 
ought to go up if distances increased. This was based on a pro-rata basis. Alliance Air and Air 
India were the two airlines that started operations in this project in the Shimla to Delhi route 
on June 1, 2017. This facility has helped commoners in taking ﬂ ights as well. Consumers do 
not have to invest their time on road and train travels. The ﬂ ight connections are convenient and 
a ordable too. Under this initiative, the government has subsidized a minimum and maximum 
number of 9 and 40 seats in the ﬂ ights, respectively. However, the success of these a ordable 
ﬁ ghts depends on oil prices, fuel cost, and currency exchange rates (Shah, 2017).
Payment Apps by the Government
Digital natives are immensely beneﬁ tting from the digital initiatives of the government, which 
are aimed at developing a cashless economy. Thus, digital natives have numerous digital options 
for making payments such as Bharat QR codes, Uniﬁ ed Payment Interface (UPI), Internet bank-
ing, mobile banking, and immediate payment service. However, some consumers are quite con-
fused due to the multiple options available. Bharat QR codes facilitate consumers in making 
payments without swiping their cards in the machine. This system works on the common inter-
face for Rupay cards, Master Cards, Visa Cards, and American Express. It is primarily based on 
FIGURE 1.9  Payment App by the Government
Source:  Home Page, www.npci.org.in, Copyright © 2004-2019 National Payments Corporation of India (NPCI) UPIM, Govt. of India, accessed 15 April, 2019
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a closed-based QR system. To use this facility, consumers need a smartphone and a bank app 
compatible with this QR code. Digital natives can make the payment by scanning the QR codes. 
Subsequently, the amount gets transferred to the merchant account. The key to this system is 
UPI, and it does not need card details or net banking. This system only needs a mobile bank-
ing personal identiﬁcation number, ATM code, password of transaction, and virtual payment 
address. This system can be operated through the iOS and Android platforms.
Similarly, Bharat Interface for money is another facility provided to the consumer by pub-
lic and private banks in India. This system is synchronized with bank account, to facilitate trans-
actions. Digital natives can receive, transfer, or check their balances easily using this  facility. 
These facilities are also available through the Aadhar-enabled payment services.  However, the 
consumer has to use a ﬁngerprint at the ATM to link this system to their bank account. Lastly, 
Aadhar Pay will be launched soon. This system will allow the consumer to make the transaction 
without any physical payment instruments. Merchants have to get the Aadhaar pay app. Then, 
they have to register to synchronize the transactions with the digital natives. Finally, individu-
als just have to enter the Aadhar number, ﬁngerprint, and password to do the transaction. The 
amount will be transferred to the merchant account (Gupta, 2017).
After understanding the key dimensions and emerging trends related consumer behavior 
among the digital natives in India, let us now study what could be the future of consumer behav-
ior in terms of these consumers.
The Future of Consumer Behavior
The future of the consumer behavior is dependent on the digital natives, especially in terms of 
their traits, digital content being used, media channels being accessed. These areas are explained 
widely in the subsequent sections.
Different Types of Consumer
There are dierent types of consumers that are emerging, in terms of the digital natives’ traits, 
which would be more elderly and rural. There would be more female digital natives who would 
aect the consumer behavior. Importantly, new and micro segments are emerging among the 
digital natives who are self-determined and technology oriented. These categories of the digital 
natives are discussed extensively in the subsequent sections.
Elderly, Rural, and Female Consumers
We have seen in the current trend of consumer behavior that the individuals in India are young 
and urbanized. However, in future, there would be older, rural, and female consumers as well. 
This means that by 2030, 40 percent of the current consumers, who are now in the age group 
of 25 would be much older. Additionally, 54 percent Indian consumers would be older than 25 
years, have high disposable income, and are more tech savvy. In fact, it had been even predicted 
that 50 percent Indian consumers would live in the rural segment by 2018 (weforum, 2019). 
They will be more tech savvy and buy products and services using e-commerce websites and 
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online channels. Thisnumber would increase signiﬁ cantly in 2018 and they were expected to 
constitute one-third of the digital users. Additionally, 44 percent female consumers would con-
trol household spending in India. Women would be more employable and tech savvy and would 
work in the healthy environment by 2030 (futuredirections, 2017).
New and Micro Segments 
The current active aspirants would become entertainment enthusiasts and novel networkers in 
the next ﬁ ve years. It is estimated that there are 200 million mobile Internet users out of the total 
base of 331 million subscribers. However, the unique mobile users are estimated at over 500 mil-
lion (The future: now streaming, 2016). Thus, the overall online usage for shopping and buying 
products is dedicated to services and is meant to grow more sophisticated. More speciﬁ cally, in 
the coming years, as digital natives need super customization, there will be micro segments in 
the Indian market. 
Self-determined and Technology-oriented 
Digital natives like to see online and o  ine communications that help them determine who 
they are as individuals. The “I” generation is expected to increase in India in the coming years. 
For example, owning a Harley would be the ideal self-projection for a biker; while an annual 
vacation with Mahindra Holidays might be for another family. Digital natives like to live an 
ideal life. This ideal includes achieving success and high appreciation and admiration leading to 
social recognition. Thus, digital natives feel that companies have to bridge the gap between their 
actual self and the ideal self by o ering relevant products and services. Technology and con-
nectivity promise digital natives a more value-oriented environment. Consumers hope to work 
with the companies as their partners rather than consumers, and develop end-to-end processes. 
FIGURE 1.10  Changing traits of Digital Natives
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Thiswould increase the “do-it-yourself ” concept, which implies that consumers would like to 
follow all the processes related to products and services by themselves. This would also help 
consumers increase the quality of their lives as they would be more independent (Shetty, 2015). 
Content 
Digital natives like to use content in their native language so that there is a local connect. 
This connection results in good feelings and high emotional connection with the audiences. 
 Characteristics such as these are further discussed in the subsequent sections.
Native Language and Local Connectivity
The content that would connect the digital natives with the companies would be the use of more 
native language especially so in the case of online content. This content would also be synchro-
nized with the print and television media channels. Thus, consumers would prefer to be con-
nected with the digital media wherever they are. This would lead to a greater social connection, 
especially with their friends. For example, they can have “Ghar ka Khaana” (homemade food) 
with their friends by placing orders online. 
Creating Good Feelings and High Emotional Connect
Digital natives want companies to develop campaigns and communication that create good 
feelings. They want such communication that enables them release their stress. Digital natives 
already have a stressful life; hence, they cannot take more pressure from campaigns. More spe-
ciﬁcally, consumers feel that companies should lead to more emotional branding. For example, 
in the Google reunion campaign launched in 2013 (Zaman, 2013), the company tried to recon-
nect India and Pakistan. The communication showed that two friends from India and  Pakistan 
reunite through their grandchildren. They were able to help friends reconnect by searching 
information about them on Google. The digital natives liked this approach. Thus, more than 15 
million people viewed this campaign on dierent digital and oine channels (Zaman, 2013). 
Such kinds of communication enhance digital natives’ long-term memory and evoke powerful 
sentiments and association with the company as they connect with the natives at their subcon-
scious level, touching their heart and mind.
Media
Digital natives would use those media platforms that would provide better connectivity, have 
high reach, and will be aordable with high interactivity and sophistication. These traits would 
oer the digital native the 3Es which are enable, empower, and engage. These parameters related 
to media would be discussed in the subsequent section in detail.
Better Connectivity, Reach with High Awareness, and Affordable Access
By 2018, mobile connections were expected to increase to 70 percent in India. This means 
that 200 million digital natives would be using mobile phones. This number is expected to sur-
pass the number of personal computers as well. Accessing includes rural consumers as well by 
2018, would use more mobile handsets for accessing the Internet and shopping in the urban as 
well as rural markets. Thus, mobile service companies in India have to oer better reach and 
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connectivity to the consumers. Some of the companies have already provided 4G connections in 
the urban areas in India, which would be enhanced further. The penetration of the Internet would 
increase the awareness level about various products and services. Thus, digital natives would 
explore all categories online and know everything about a company within seconds. All this will 
be made possible by aordable data plans, which in turn would increase digital natives’ Internet 
consumption (Agarwal, 2018).
More Interactive Channels and Sophisticated Touch Points with Three Es
Digital natives would like to see more interactive and sophisticated touch points. Thus, they 
would like to see these changes in the future. Consumers feel that there should be more online 
videos on platforms such as Netﬂix and YouTube. Thus, they would also prefer lesser amount 
of TV. Additionally, these three Es, i.e., Enable, Empower, Engage, will be very important for 
the consumers, especially in terms of connecting with organizations through dierent media 
 channels. Digital natives feel that companies have to enable them to ﬁnd solutions for their 
issues and concerns. The ﬁrms have to empower and engage with them. This has to be achieved 
by communicating relevant and meaningful information to the consumers (Gomes, 2015). 
Consumption 
The consumption of the digital natives would be more automated due to the Internet of Things 
(IOT). These consumption patterns of the digital natives would be discussed in-depth in the 
subsequent sections.
Automation of Consumption
Companies would have to create an automated routine for the purchase and consumption of 
products and services, which would also lead to “automatic replenishment” in the near future. 
This automation of consumption is supported by increasing income. It also helps to reduce the 
time pressure of digital natives. These advantages are aided by more aordable technology. As 
a result, the company can synchronize the needs of digital natives and oerings of manufac-
turers. This will lead to the “one-stop-shop” concept for digital natives. Additionally, it would 
also widen options and alternatives for them. This automated consumption would help digital 
natives. With this arrangement, sellers won’t have to keep track of the inventory; they would 
know the needs and requirements of the digital natives in real time. Interestingly, human inter-
vention would only be required at two stages—developing relationship, which can be known as 
take-o, and concluding the relationship, which is called as landing. Further, the automation of 
consumption would help consumers in terms of the value delivered by the companies. This is 
primarily seen in the case of just-in-case purchases. Additionally, there would a high degree of 
mutual trust and respect between the digital natives and the companies as there will be “zero 
defects”. Hence, authenticity would increase. In line with this, digital natives would hold the 
ethical standards of the companies in high regard, which again would mean that these busi-
nesses are run in a completely fair manner. Digital natives would need high-tech orientation. 
Thus, highly personalized services to digital natives can be thoroughly monitored by companies. 
Based on the same, relevant solutions can ensure that digital natives’ needs and requirements are 
taken care of. The technology would also help digital natives have more relevant and contextual 
communication with respect to products, services, and companies. 
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For instance, the home-automated products would have bed and other activity sensors, 
motion, doors, and window sensors primarily for the safety and security. There will be lock 
and unlock options. There would be automated lights, water sensors for indicating ﬂood control 
and water shuto, and a monitored and controlled garage. There would be live video for the 
surveillance. These automated processes would provide ﬂexible lifestyle with energy tracking 
of every activity based on the consumption. 
Further, automation would increase the overall value proposition of products for digital 
natives. This proposition can be maximized by routine consumption. One of the ﬁrst advantages 
is that their sense of boredom can be replaced by surprises and varieties. These variations could 
be undertaken by companies after thoroughly understanding the consumers’ buying patterns 
online. Digital natives can also overcome the resistance for novel products and services. The 
reason for the same could be that companies can reduce the perceived risk by educating digital 
natives. This risk will be reduced by understanding digital natives’ habits and patterns. Their 
shopping, procurement, and consumption will be automated. Thus, it would be easy for digital 
natives to adopt new products and services. Further, digital natives’ enjoyment and sense of 
accomplishment can be increased manifold by automation. This is because the automation 
would help individuals in terms of their hobbies, interests. Further, they will engage more in 
pleasure and happiness rather than in necessities. The fear of job loss due to automation will 
not be there. That’s because there will be new jobs in creative and competitive economies for 
those with a long-term focus. Thus, digital natives would ensure that companies thrive in terms 
of annuity and subscription. This would lead to high incremental value to digital natives (Shefa 
& Sisodia, 2017).
Assisted Living 
Digital natives would get help from technology for every activity that they carry out in their 
lives. This would include the automated coeemaker that can wake up the digital natives with 
the right sound and aromatic smell. There would be a thrice-a-week delivery of the freshest 
and most direct service. This service could replenish the refrigerator with daily products and 
other consumable items. The digital natives’ laundry can be picked up at the right time always. 
The shoes can be given and picked up after the repair. All these facilities would be linked with 
that-for-you selections that could be undertaken by the digital natives. Additionally, automated 
service would help them organize parties based on the number of invitees. The individual has to 
simply select the number of people and ﬁnalize the cuisine. After the selection has been made, 
the automation would do all the subsequent tasks. So, if a digital native likes a shirt, it would be 
in his shopping cart. Similarly, if he visits a place and uses a car, then vehicle would be auto-
matically parked in the appropriate place. Further, the automated technology would take care of 
the cleaning, gardening, and home maintenance. Even ocial businesses like insurance and tax 
would also be taken care of for the individuals within the prescribed time. Similarly consumers 
would also receive personalized greetings and gifts on their birthday and anniversaries (Shefa 
& Sisodia, 2015).
Digital natives would get timely indications to buy new cars, dealer details, intimations 
about oil change, and details about new cars for comparisons. Automated technology would 
also plan their vacation based on individual interests. The technology can also get gifts based 
on dierent requirements of people with personalized handwritten messages. This process 
would be very eective for celebrating festivals and weddings. Similarly, packages of miner-
als and vitamins from drug stores can always be delivered on time as the store has details of 
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the doctors’ prescriptions. Thus, digital natives would not have to invest time on weekly gro-
cery purchases, shopping, waiting in long queues, and so on. They could actually invest more 
time on their social circles, interactions, communication with people, hobbies, and interest 
areas rather than focusing on mundane activities. To conclude, digital natives would have 
one-stop-shop services which would be thoroughly personalized. There would be automated 
responses for the special demands and routine replenishments. Digital natives would get a 
high quality of services with low costs and many alternatives. Automated systems would 
provide optimum solutions related to products and services with dierent alternatives based 
on their preferences for subsequent decisions. However, to make these services functional, 
an appropriate infrastructure is required. In line with this, many platforms already exist such 
as wishlist.com, ﬁnancial engines, fresh direct, delbe, and so on. But these are based in the 
US. India would take more time to have availability of this level of services. But if we could, 
there will a signiﬁcant eect on the consumers’ lives with a very high positive response 
(Gomes, 2015).
Internet of Things (IOT)
The Internet of Things (IOT) is one of the most important changes that that will be seen in the 
emerging trends of consumer behavior. This is because all the stakeholders such as vendors 
and analysts are signiﬁcantly inﬂuencing the mindset of consumers and society. According to a 
technology research from Gartner, IOT will be installed in devices such as personal computers, 
tablets, and smartphones, and by 2020, there will be 26 billion units of these devices, which is 
quite high as compared to 0.9 billion units in 2009 (Egham, 2017). 
However, there are some challenges that aect the IOT growth. They are related to 
skepticism and apprehensions. This is because digital natives have not yet seen the real ben-
eﬁts of IOT. Further, they have not seen the beneﬁts that they would reap from these devices. 
For example, if the refrigerator would order for milk at the super markets, what would be the 
prototypes in such a situation? How would they work and aect the real consumers in real 
time? Additionally, there are ﬁtness related wearable technology and automobile telematics 
which are not very visible to consumers. Smartphone systems too need major supplementary 
systems to get connected with the IOT. In India, the government has initiated plans to invest 
in IOT to the tune of US$ 15 billion in the next ﬁve years. This declaration created a buzz in 
the Indian market about IOT. Once this plan is implemented, the Indian market would have 
5–6 percent global market share in this category. There will be a development in the human 
and technology sectors. Further, skills would be enhanced for domestic and international 
markets. There will be extensive research and development in all the sectors facilitated by 
the technology in the country. Additionally, IOT would be customized to Indian needs and 
requirements. 
However, it has not picked up suciently in the Indian market. This is because the main 
stream media has not taken the initiative to disseminate IOT related information to the extent it 
should. Further, vendor activity has been subdued. More so, the IOT will move slowly in India. 
The reason for the same is that the adaption will be gradual. This is because there could be issues 
related to data security, limited standardization measures, ownership of data, and return on 
investment. Other related issues would be availability and reliability of Internet as a major chal-
lenge in India. The other challenge will be the cost that would be involved in IOT. Digital natives 
are very selective about investing in technology. More importantly, digital natives are not ready 
as there is a low awareness level. Further, vendors are not ready to invest in this market. Lastly, 
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the IOT has to be supported by smart grids and information trac systems. This is another 
issue in the Indian market related to developing infrastructure. These issues and challenges can 
be addressed easily if IOT becomes commercialized. Further, Internet connectivity and cost 
could be managed by companies. This process is used in global markets. These adaptations can 
grow in India in areas described here. Logistics and Fleet Telematics will grow exponentially in 
the Indian market. There will be rapid changes in regulations and GST implementations. This 
growth will be further supplemented by e-commerce companies. They can leverage the technol-
ogy and improve the eectiveness of IOT every easily. These changes would encourage digital 
natives to use IOT in their lives. For example, Tata Motors use sensors in their trucks. Thus, ﬂeet 
owners can get the information about the exact location of the trucks. They could also receive 
immediate help when there are vehicular breakdowns. These changes would deﬁnitely aect 
digital natives. Their apprehension about IOT would be reduced in the coming years. 
Smart cities and utilities services will be developed. The new Indian government is 
pro-digitalization. They are working on IOT policies. This is also supported by utility and 
vendor services. For example, Tech Mahindra announced a collaboration with Bosch soft-
ware innovation to develop an ecosystem that can facilitate innovative solutions. These solu-
tions would be connected with organizations and enterprises nationally and internationally. 
These approaches will ultimately help consumers live a better and connected life in India. 
 Moreover, industrial automation, supply chain inventory management, and services will also 
be  developed. Thus, the Indian consumers would also gain from 
the integration of the manufacturing companies with the IT sec-
tor. IOT would result in complete automation in the supply chain 
 sector.  Consumers are stated to gain signiﬁcantly when the IOT is 
connected with the healthcare and insurance. This is because tech-
nology would help consumers become healthier. Also, insurance 
companies would be able to secure consumers’ lives, properties, and 
heath very eectively. Thus, there is a high potential for IOT’s growth 
in India. This would signiﬁcantly aect consumers and their behav-
ior as it would become more technology driven. This can happen 
with adequate infrastructure and growth in the Internet in the country 
(Sankaran,2015).
Plan of the Book and Chapter 
Outline
This book will follow the Digital, India, and Promotion or DIP frame-
work and it will discuss about Indian digital natives. It will also con-
sider how they are aected by dierent promotions and campaigns 
primarily through online channels. This framework is used throughout 
all the chapters as we have seen that digital natives are important con-
sumers. Finally, it is important to know how these individuals behave 
towards various digital promotional and marketing tools so that mar-
keters can beneﬁt from the same. 
The book starts with a basic understanding of consumer behav-
ior and the digital natives in Chapter 1. This chapter explains the 
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orientation and evolution of consumer behavior. It also 
describes how this behavior has changed with technol-
ogy. It outlines how digital natives evolved and how they 
are dierent from physical natives. It also elucidates 
how technology has made digital natives the core con-
sumers and physical natives the peripheral consumers. 
Digital technology has also facilitated the development 
of the SIVA (solution, information, value, and access) 
model in India (“SIVA: Solution, Incentive/Informa-
tion, Value, and Access”, 2017).
Subsequently, the book also explains factors 
that determine consumer behavior such as perception, 
learning, motivation, beliefs, lifestyle, attitude, and 
 personality. In line with this, Chapter 2 explains how 
perceptions of consumers are developed through the 
ﬁve senses. It also explains their persuasive nature in the 
digital environment. Chapter 3 is about how consumers 
learn in the digital environment. It also illustrates the 
cognitive processes that consumers go through during 
the learning process. Additionally, dierent theories of 
learning and memory are also explained in the chap-
ter. Chapter4 explains the drivers or motives— Internal 
and external—that aect consumers in the digital 
 environment. This chapter also explains the motiva-
tional theories and how they are used by the digital 
natives in the current scenario. 
Consumers beliefs, values, lifestyles, attitude, and 
personality studies how they signiﬁcantly aect their 
behavior. These dimensions inﬂuence the actual thought 
processes of consumers and subsequently their behav-
ior with regard to purchases in the digital  environment. 
After explaining the internal factors, Chapter6 explains 
the external dimensions that inﬂuence consumer behav-
ior that includes mobile, social, and digital media, 
reference group, and culture. The inﬂuence of Omni 
channels on consumer behavior is explained across var-
ious products, categories, and services. Chapter 7 out-
lines the importance of reference group in understanding consumer behavior and how these 
groups aect the consumers digitally. Further, it also deals with how reference groups aect 
consumers’ decision making and consumption. These groups are explained in terms of the sig-
niﬁcance of friends, family, peers, and the consumers themselves. Chapter 8 focuses on cul-
ture, sub-culture, norms, groups, social identities, and symbolic meanings and their inﬂuence 
on consumer behavior (Sirgy & Rahtz, 2017). These factors aect information processing and 
decision making for online and in-store purchase and luxury purchase, which is explained in the 
last part of the book. Chapter 9 deals with the ways through which the consumers process this 
 information. To do so, it describes the meaning, sources, processes, approaches, and methods of 
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information processing by digital natives. This chapter also illustrates how networks work with 
digital natives and how memory works along with other internal and external factors for proper 
processing of  information. Chapter10 explains the meaning, processes, reasons, and model of 
decision-making by consumers in the digital set-up. This chapter illustrates how the consumers 
identify their needs and requirements, follow the subsequent purchase path by using digital 
platforms, and make decisions about products and services. Chapter 11 describes luxury and 
associated consumer  behavior. It aims to explain how Indian consumers perceive and buy lux-
ury products and services primarily through their digital environment. This chapter also focuses 
on how the consumption pattern of these products and services is changing in the country with 
increasing income and intense digital media usage by consumers (Mashao & Sukdeo, 2018).
Closing Case
Use of  Technology in Teaching and Learning in India
New technology provides amazing opportunities for teach-
ers and trainers, which can be used to maintain routine 
information such as attendance, assessments and monitor-
ing processes that might have been overlooked by organiza-
tions earlier. Using new technologies, administrative staff can 
also become more effective in their duties. Technology has 
thus empowered teachers by enabling them to develop the 
quantum and quality of education across all relevant levels. 
In India, primary schooling is compulsory. However, less than 
four out of 10 individuals pass out of primary schools. It has 
been forecasted that India can contribute up to 27 percent of 
the world’s new educated workers by 2030 (Madgavkar and 
Sankhe, 2015). However, the country has to work on provid-
ing high-quality education. Young students value hands-on 
training, but they are unable to receive this at most places 
in the country because there is a high-cost associated with 
the process. Further, not every educational institute can afford 
qualified trainers. New technology in the form of digital pay-
ment, digital identities, and advanced storage system can 
facilitate the system to function more effectively. It is esti-
mated  that  by  2025,  900  million  users  will  be  capable  of 
using cloud-based application through their mobile phones in 
India (Morrison, 2016).
In the near future, there will also be technologically- 
oriented systems like e-administration educational institutes 
providing the computerized admission with digital fees and 
vendor systems of payment. They would also offer consis-
tent student tracking in terms of performance. Further, there 
will also be Verifiable Digital Identity attendance  system, 
which would help teachers and trainers in India monitor 
the attendance using biometric ID or smart cards. Similarly, 
there will be Tech-Enabled Teacher assessment, training 
certification, and collaboration. This system would result in 
the development of automated performance tracking sys-
tems. These systems would undertake cloud-based reviews, 
training, and certification. They would also share details on 
social media platforms, especially in terms of content and 
curriculum. More specifically, there will be an adaptive 
learning system that will keep track of the progress, evalu-
ations, and lessons connected with individual students to 
attain expertise in knowledge as well as skills. In addition, 
there will be a comprehensive learning with massive open 
online course or MOOC, which is an open online course for 
the classrooms with the teachers and the trainers. This sys-
tem will help in discussions and learning very effectively. 
Finally, there will be learning simulations for skills training. 
This system would run simulations and provide hands-on 
training in the areas of business, nursing, and other disci-
plines. The immersive software will use virtual reality and 
dummy figures. Thus, Indian educational institutions will 
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provide for self-learning and virtual experience. The technol-
ogy will have students seamlessly connected with all the 
stakeholders  (Madgavkar  &  Sankhe,  2016). There  will  be 
low-cost learning models, blended with technology.
In India, online sources are offered by Coursera and 
edX. In some of the hybrid models, online courses facilitate 
students’ access to campus-based seminars. They can even 
actively participate via Twitter. It is forecasted that these 
technologies will help secondary and high education areas 
reach  US$  35–40  billion.   Further,  vocational  education  is 
expected to reach  US$  25–50  by  2025  in  India.  It  is also 
predicted that by 2025, India will use integrated models of 
simulations, software, and advanced robotics in its educa-
tional set-up. This e-learning and sophisticated learning in 
India will have a significant impact on the economic devel-
opment and generate around 33 million workers. Finally, this 
new educational system will bring a drastic change in the 
mindset of the individuals (Madgavkar & Sankhe, 2016).
Summary
(a)  This chapter gives a comprehensive overview of the varied dimensions of digital natives 
vis-à-vis consumer behavior. This overview will be contextualized in terms of provision of 
services that are highly customized and need-oriented. Some of the most important inﬂu-
ences of consumer behavior are situation, needs, and environmental and societal contexts. 
Further, this chapter has studied consumption patterns and consumer behavior in terms of 
domestic and international markets. 
(b)  This chapter studies the dynamics of consumer behavior of digital natives in terms of activi-
ties of buying and consuming in relation to their thinking, working, processing of informa-
tion, spending capacity, preferences, and hobbies. In order to understand these dimensions, 
this chapter studies the inﬂuence of individuals and groups on subsequent purchase and 
consumption decisions of the digital natives. 
(c)  It introduces the development of customization of products and services, and their rel-
evance to consumer behavior. To understand this, the chapter focuses on the emergence of 
digitization and its role in consumer behavior. Digitization and the emergence of the digital 
natives in India have made the role of consumer behavior ever more central in the industry 
and market.
(d)  Subsequently, the chapter overviews the speciﬁc nature of the dierences between the 
market-oriented and consumer-oriented approaches. Speciﬁcally, both the orientations 
have a marked dierence in terms of their approach to digital natives. The market-oriented 
approach basically emphasized on proﬁt maximization. On the obverse, consumer-oriented 
approach emphasizes on relationship-building and bonding. This approach is centered on 
customer value and its maximization. This maximization involves understanding customer 
queries, requirements, and speciﬁc interactions. 
(e) Subsequently, the overview of technological infrastructures and digitization has been stud-
ied at a more minute level, thereby creating a 360-degree approach to engage with digital 
natives. 
(f)  This chapter is extremely useful to develop an in-depth understanding of the cultural dimen-
sions that aect consumer behavior. This description of consumer behavior is studied at the 
sub-cultural level. As a part of this understanding, the chapter discusses the role of indi-
vidual motivation, ability, and opportunity. These dimensions have been studied in terms 
of high-eort and low-eort decisions. High-eort decisions are characterized by consum-
ers demanding more comprehensive information about products and services. Low-eort 
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decisions are characterized by digital natives being satisﬁed with peripheral information 
about products and services. In order to understand these dimensions further, the chapter 
discusses the dierence between physical and digital natives.
(g)  The chapter is dedicated to develop an exhaustive and organic understanding of the present 
and future of consumer behavior of digital natives. Consumers place great importance on 
the seamless availability of products and services. 
(h)  The importance of consumer behavior was understood and catered to by companies and 
service providers. They achieved the same by developing Omnichannel delivery mecha-
nisms with a view of mobility and instantaneous services. Finally, organizations were able 
to create a virtual environment to oer a wholesome experience to the digital natives. 
(i)  In India, by 2020, 65 percent of the internet users is expected to be 25 years old; the rate of 
digital shopping has increased—Indian digital consumers and buyers have grown seven times 
in the last three years, that is, since 2017 (E7 Brand Equity, 2018) with 90 million buyers. 
(j)  Indian consumers are simultaneously using online and oine channels to consume prod-
ucts and services, which has been supplemented by the extensive use of mobile phone at 
every stage of the purchasing increased preference for Indian products and services.
(k)  The current trends are actually set as a launch pad for the upcoming and emerging trends of 
digital natives. These trends are supplemented and supported by the ubiquity of digitization 
and the Internet. 
(l)  Thus, the future trends of digital natives take certain speciﬁc directions; automation of con-
sumption—where consumers have routinized and automated purchases and consumption 
patterns of products and services leading to “automatic replenishment” of digital natives’ 
needs as they emerge; technology usage will maximize value for consumers.
(m) Companies can use technology and connectivity to help digital natives develop an environ-
ment that is supported by their increasing income, thereby reducing their time pressure. 
Assisted living—companies might oer complete services to the consumers at all stages of 
their everyday life aided by technology.
(n) Increased mobile connectivity up to 70 percent by 2018 would mean that they can bypass 
personal computers as well; increased local connectivity with social connect—digital 
natives would gain their preferred digital connection which leads to personalization manner 
and social connection with friends and family members; aordable access—digital natives 
can access the Internet at aordable rates to satisfy their commercial requirements; and 
determined self—Indian consumers would like to see greater determination of their self in 
both online and oine communications and eventually present an ideal self for the family. 
Finally, the advances in IOT will revolutionize the environment of consumption of services 
and products. In addition, free platforms such as edX can actually ensure that these techno-
logical progresses can reach the greatest number of people.
Discussion Questions
♦ 
Discuss the key characteristics of the interaction of 
consumer behavior in terms of the perceived and 
actual beneﬁts derived from products and services 
for digital natives.
♦ 
Discuss the key factors that are central to under-
standing the transition of consumer behavior from 
production to service orientations for digital natives.
♦ 
Discuss the role of digitization and social media 
platforms in developing and enhancing the bond 
between digital natives and organizations.
♦ 
Contextualize the advantages that understanding 
consumer behavior oers to companies, advocacy 
groups, and other related stakeholders especially in 
the context of digital natives.
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♦ 
Discuss the key interactions between the current and 
future trends of consumer behavior of digital natives.
♦ 
Describe how technology and the Internet can be 
used by companies to create a wholesome environ-
ment for digital natives and their needs. 
♦ 
Explain the key challenges faced by companies 
in instituting the best practices of understanding 
consumer behavior patterns primarily for digital 
natives.
♦ 
What are the greatest advantages of using IOT in 
understanding consumer behavior patterns? Please 
contrast advantages with challenges in its usage for 
digital natives.
♦ 
Discuss the role of new demographics, increased 
customization, and localized production vis-à-
vis the role of technology and digitalization in 
forecasting the new digital natives’ behavior 
practices. 
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2-1  Explain the meaning, components, and process of 
perception.
2-2  Describe the theoretical frameworks and 
elements of perception.
2-3  Understand perception levels and the challenges 
in formulating consumer perception.
2-4  Define consumer perception and positioning and 
elucidate on consumer approaches to manage 
risk.
Learning Objectives
A er reading this chapter, you will be able to:
Nokia came to India in 1994 with the logo of “three 
arrows” and the slogan “connecting people.” It soon 
emerged as the fastest growing company in the world 
and the key player in the mobile segment, developing a 
close bond with digital natives. The emphasis was to facili-
tate an association of the digital natives with their online 
digital world easily and effectively (“The Evolution of the 
Nokia Brand and Logo; Time for Change?”, 2018). The 
focus of the organization was to engage with individuals 
and strengthen the relationship through “context-enriched 
services.” At that time, digital natives in India chose Nokia 
because the company always delivered new phone designs. 
These consumers liked that the phones were available at 
a range from entry level to high end with cutting-edge 
technology (Conversations: The Microsoft Devices blog, 
2015).
 
They liked Nokia retail outlets known as “Nokia 
Priority” as these could resolve their issues easily. Digi-
tal natives’ issues and queries were addressed in a short 
time as the technical and support staff was effective. The 
company further developed and customized their models 
for India by introducing dust-resistant phones with a flash-
light and anti-slip grip. Consumers appreciated these fea-
tures because of pollution and electricity supply problems 
in India (Conversations: The Microsoft Devices blog, 2015).
 
“Nokia Payment Solution” facilitated payments through 
credit and debit cards, making it easy for consumers to buy 
or sell these phones through digital platforms. The brand 
was considered to be credible and trustworthy. Thus, it 
oPening Case
Nokia: The Changing Perceptions
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ruled the hearts and minds of these individuals. They gifted 
these mobile phones to their friends as the brand helped 
them develop strong networks (Nokia, 2012).
Digital natives interacted with the brand through digi-
tal platforms such as e-chats and blogs. They also benefit-
ted through free downloads of music and videos (Nokia, 
2012). Over time, however, consumers started engaging in 
many activities on the digital media besides these tasks. 
They started using mobile phones for posting, tagging 
and sharing messages. It was no longer limited to calling 
and talking, and Nokia could not deliver these products/
platforms to these digital natives, who were multitasking 
on their phones. Eventually, by 2012, consumer’s percep-
tion of the Finnish company changed when new phones 
with better technology were offered by other brands such 
as Samsung, Micromax, and Apple. Nokia could not cope 
with the competition and the needs of digital natives. 
Therefore, the “cool” image changed to “uncool” and 
digital natives started deserting the brand (Guarini, 2013).
 
Nokia collaborated with Microsoft in 2011 and worked on 
its high-end phones to offer the latest technology. They 
introduced 41-megapixel cameras (Rowinski, 2013). The 
company introduced Windows Phone platform and soft-
ware developer kit that provided filters and features for 
different apps. The photo editor was improved and the 
application interface was updated. Despite undertaking 
activities to improve the user experience, Nokia could not 
reach its “ideal position.” Digital natives’ perception of 
Nokia changed because of competition from players such 
as Samsung, Micromax, and Apple in 2015. The company 
lost its connection with the consumers; the brand could 
not change its features and interface with their dynamic 
needs and requirements.
Nokia came back in 2017 (Corbin Davenport, 2017) 
in the Indian market focusing on the premium category of 
phones that had the price of 
`15,000. However, industry 
experts believe that Nokia can make a mark in the Indian 
market only by working in the niche area and by having 
innovative offerings. These offerings were provided to the 
consumers by strong distribution channels that included 
retailers with 80,000 outlets and 400 distributors in the 
country. This strong network connected with many digital 
natives as the “iconic brand.”The other strength of Nokia is 
the outstanding hardware that it provides to smartphones. 
This strength is preferred by many consumers who have 
also evolved with the brand and has developed a close 
connection with it. Cutting-edge phones and new trends of 
smartphones continue to pose a great challenge to Nokia. 
Samsung has given a tough time to Nokia by grabbing 
43percent of the market share of the smartphone category 
in India (Kalyan Parbat, 2017).
The other competitors are Chinese players like Xiaomi, 
Oppo, Vivo, and Huawei who have captured 40.3 percent 
of the total market share in 2017 (Rajiv Singh, 2017). Thus, 
we can state that Nokia was unable to go the extra mile 
and crack the competitive segment to gain market share. 
To work on these issues, the company developed different 
digital strategies to connect with the digital natives. These 
strategies included “#Unitefor #Love” get the attention 
from the Youth. These approaches were launched in 2017 
during the Diwali period to attract digital natives (Naidu, 
2017). The key focus of these campaigns was friendship, 
love, companionship, and youthfulness as it connected 
very well with the digital natives. Very importantly, the 
key focus was on how digital natives were hooked to 
 smartphones. The emotional connect projected in the cam-
paign linked the digital natives very closely with the brand. 
The closeness of the brand and digital native translated 
into the eventual success of the campaign (The campaign 
became viral on social media). The digital natives also 
uploaded their videos on different sites related to this 
theme which was also used by the brand in their creative 
visuals. These initiatives of Nokia were further elevated by 
celebrities around the creative theme “#Unitefor #Love,” 
which helped the brand in recreating the perception of 
digital natives.
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It is a truism that two persons watching the same picture can come away with dierent messages. 
The variations could be because of dierences in personality, values, beliefs, requirements, life-
styles, and perceptions. Hence, it is imperative to understand the basic meaning, elements, and 
process of perception. This knowledge would help in the development of favorable consumer 
behavior. It would also facilitate in strengthening marketing recommendations by brands. These 
dimensions related to digital natives’ perception will be studied in this chapter. The opening 
case on Nokia will help us understand how digital natives change their perception about a brand, 
consequently, their behavior towards the product. Subsequently, the chapter will explain the 
meaning, elements, processes, levels, theories, positioning and challenges related to perception. 
Finally , this content will be followed by the closing case of snap deal which would help us 
understand how the company worked on the key elements of perception primarily for the digital 
natives of India.
Meaning of Perception
Perception is related to the ﬁve senses of human beings as it reﬂects their reactions to various 
stimuli or “how we see the world around us” (Kardes, Cline, & Cronley, 2011). Stimuli are a 
small category of the human senses. Individuals develop perceptions while they are exposed to 
messages, colors, music, and images. These elements act as stimuli (Edwards, Li, & Lee, 2002). 
Simply put, perception is the process by which individuals select and organize the stimuli. Two 
digital natives can be exposed to the same stimuli, but they may have dierent perceptions about 
it. Digital natives react, act, and behave on the basis of these stimuli. The perceptions of these 
consumers are even more important than actual reality. For example, digital natives exposed to the 
Airtel tune in India would listen to the messages and will be reminded to recharge their mobile. 
They process and comprehend only that stimulus that holds their attention and delivers some ben-
eﬁts. For example, a digital native watches the chicken buckets and rice bowls of KFC through 
online sources. It might increase their feeling of hunger prompting them to plan for a lunch or 
dinner at the outlet or order online immediately. The perceptions of digital natives help them take 
purchase decisions. They do not comprehend stimuli that are not related to them. Their judgments 
and norms also aect their reactions. Therefore, it can be stated that perception is a process where 
individuals select, organize, and interpret information by using their senses ( Solomon, 2009). 
This is very high for digital natives for the online context. These processes were also seen in the 
case of Indian railways as digital natives found it very easy to book their tickets online along with 
food facility that they could avail by blocking their tickets. This easy and seamless experience 
was preferred by digital natives as it changed the perception of these individuals about Indian 
railways’ services, which were conventionally not considered to be consumer friendly. 
Components of Perception
Perception is primarily subjective and not objective in nature. The major components of per-
ceptions are senses and personal experiences (Sebjan & Tominc, 2015; Majumdar, 2010; Licht-
enstein, Ridgway & Netemeyer, 1993; Broniarczyk, Hoyer & McAlister, 1998). Senses are 
external elements and personal experiences are internal components. These variables have a 
signiﬁcant role to play in developing perceptions. If a brand is able to aect digital natives’ 
senses through a nice fragrance or vibrant colors, the products are viewed positively by the 
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natives. These consumers might also use the products on a trial basis. For example, free trial 
packages are given by salons and spas, while they explore brands digitally. In addition, when 
digital natives experience the service, they might have a favorable and satisfactory image of the 
brand. This is because they can explore online reviews of other digital natives and know the fea-
ture and overall ranking of the spa. But actual experience and perception develops while living 
through the service. 
Senses and Perception
Sensory elements or sensation is the spontaneous response to the stimuli. A stimulus is any unit 
for the input of senses. For example, the stimuli can be digital ads, digital taglines, hashtags, and 
so on. The sensory receptors are the eyes, nose, ears, tongue, and so on that receive the sensory 
input. The inﬂuence on the digital natives depends on the amount and intensity of the stimuli 
exposed to these individuals. These senses can be related to sounds which can reﬂect the sym-
bolism of brands and products. Similarly, touch can also help consumers access products. This 
touch can be virtual or digital in nature. Similarly, taste can be developed through digital media 
platforms by using sensory images. This is because digital natives can be stimulated towards 
food and beverages easily. For example, the ﬁrst virtual shopping wall providing touch-based 
groceries for digital natives was introduced at the Indira Gandhi International Airport, New 
Delhi. The virtual wall, a unique and creative shopping experience provided to more than 4 lakhs 
50 thousand passengers who use this airport daily, is known as Scan and Shop. HomeShop18 
started this initiative (Afaqs, 2013). Digital natives are thrilled by this approach as they can avail 
various product categories such as tablets, clothes, accessories, phones, perfumes, and so on and 
get the products delivered to their residence. They merely have to scan the QR code against all 
the products through their phones or opt for cash-on-delivery facility besides the online pay-
ments. This wall is so user-friendly that digital natives across all age groups and genders can use 
to it to make the purchase. This sensory virtual shopping wall has changed the entire perception 
about purchases and has developed a strong perception about HomeShop18.
Digital natives generate responses from their sensory feelings and thoughts, while they 
are exposed to various stimuli such as product design, brand name, or packaging. For example, 
digital natives can easily relate to the color of Indian food such as Pav Bhaji (Indian food) in 
the digital context. Visual works signiﬁcantly aect the mindset of the digital natives and facil-
itate their decision-making process. Further, women are more sensitive than men. They develop 
their perception after integrating various elements such as smell, taste, and color, and softness 
of the product even in the online context. Men do not care about these elements as they think 
that the integration of stimuli takes time and they can easily decide based on one component. 
 Additionally, digital natives who live in a metro city in India are used to noise and crowds, which 
are hurdles to increasing sensations. Noise reduces the sensitivity of individuals. Digital natives 
become further desensitized as they use headphones for music, voice chat with their friends, and 
play noisy video games. They need more specialized and unique ways to be sensitized as they 
have lost their sensitivity to stimuli quite early. They are also used to dierent senses in the dig-
ital world. Further, these digital natives work with the absolute threshold. This threshold means 
the lowest level at which these consumers would experience sensation. Additionally, this level 
would determine whether digital natives would discover distinctive  characteristics. More impor-
tantly, studies have also found that an increase in the exposure of the stimuli would decrease 
its noticeability. This is because of the sensory adaptation which means that the individuals get 
used to the sensation, intensity, and level of stimulation. This, in turn, would lead to a decrease 
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in noticeability of the digital native. This challenge is primarily faced by digital advertising 
as digital natives get used to ads quickly and always look for something new. For example, 
the government e-marketplace has developed a new and innovative approach that provides a 
virtual plethora for buyers and sellers in the digital space to make transactions (“Government 
E-Marketplace”, 2018). This platform has eliminated human interface at all the stages such as 
vendor registration, order placement, payment process, and so on. Interestingly, this plethora has 
no barriers for suppliers who are interested to do business with the government. This system is 
so e ective that both buyers and sellers receive SMS and email for each and every step that they 
undertake on this platform while making the transaction. These digital natives receivetimely 
payment as the transaction is online and there is minimum administrative cost. Hence, this 
new and creative online user-friendly platform has developed positive perceptions about the 
government. 
Personal Experience and Perception
Senses are external elements that work to develop digital natives’ perception and personal expe-
riences make up the internal component. The personal experience of individuals includes desire, 
needs, wants, expectations, motives, and learning. Digital natives have unique needs and expec-
tations as they depend on their heterogeneous lifestyle and values. For example, a digital native 
in Mumbai might purchase a car for his own requirement as he/she needs it to commute and 
live a happy life; however, another digital native from Delhi belonging to a similar demographic 
set-up might need a car to “show o ” (digital ﬂ aunting) before social circles (primarily online). 
When these individuals watch an online car ad that reﬂ ects elegance they perceive it di erently 
Figure 2.1 
GeM—A Government 
e-Marketplace
Source:  Directorate General 
of Supplies and Disposal, 
Department of Commerce, Govt. 
of India,https://org.gem.gov.
in/, accessed April 15, 2019.
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because of personal experiences and requirements. In the digital world, this element becomes 
more complex as digital natives’ needs and requirements change with their mood. Digital natives 
have short-lived emotions as they are impulsive. Their perceptions about various stimuli change 
with their mood. For example, there is a McDonald’s ad which focuses on sharing packs. If a 
digital native who watches this ad has had a ﬁ ght with his/her friends, he/she might hate this 
online campaign. 
However, when digital natives are having fun with their friends and their mood is good, 
they might appreciate such online advertisements. Perceptions develop through integration of 
senses and personal experiences. As every person has unique personal experiences and sensi-
tivity, one perceives the world slightly di erently from everyone else. Let us now understand 
how these individuals process their perception because it facilitates our comprehension of their 
orientation towards brands and products in the digital context. 
Process of Perception
According to the deﬁ nitions stated earlier, the process of perception primarily has three stages—
choose, organize, and elucidate. These are discussed in detail in the following sections.
Choose
Digital natives select the stimuli that they are exposed to on the basis of their needs, requirements, 
lifestyle, and beneﬁ ts. They are exposed to many stimuli such as online advertisements, but they 
select them based on how much value they add to their lives (Poleanshi, 2014;  Mukherjee, 2013; 
Majumdar, 2010; Saucer, 1954). These consumers ignore those stimuli that do not make sense 
with regards to their lifestyle and thinking. For example, when a digital native is playing games 
on mobile and an ad appears at the bottom of the screen, the person might completely ignore 
it. However, when an ad appears in accordance with the lifestyle requirements during the pro-
cessing of the game, it might attract his/her attention. These individuals ﬁ nd that their attention 
is caught by the stimuli when it is connected to their interest. They select the information based 
on expectation, experience, and motivation related to their needs and desires. The stimuli that 
use di erent senses help them in the selection process. In addition, one particular sense can also 
be used by the brands. For example, the fragrance that Singapore Airlines uses in their ﬂ ights 
grabs the attention of the digital natives as they feel it once they step in. This stimulus is recalled 
by digital natives while they make the online booking. There are di erent components such as 
expectations, experiences, needs, and desires that digital natives use while choosing the stimuli. 
These elements are explained in detail in the ensuing paragraphs.
Figure 2.2 
Features of Mobikwik 
that Helps in Choosing 
the Right Element
Source:  Homepage of https://
www.mobikwik.com/accessed 
06 May, 2019
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Expectation and Experience
Digital natives select and choose stimuli based on their expectation and experience. If these con-
sumers have pleasant experiences at The Marriot Hotel, they would have positive online reviews 
about the brand. When they see an ad of the same hotel for a di erent city, the online campaign 
would act as a stimulus for them as they have already experienced the brand and services. 
Needs, Desires, and Motives
Digital natives select the stimuli based on their requirements, desires, and motives. For example, 
when these consumers buy a t-shirt online and are looking for a pair of jeans, they might watch 
an ad of jeans. The online campaign might be liked by digital natives as it is related to their 
needs. These consumers might also search for di erent stimuli on digital platforms in order to 
satisfy their needs and desires. For example, they may choose an app like BookMyShow that 
will help them buy movie tickets online.
Organize
Individuals select stimuli that have meaning. These stimuli are further organized to derive more 
relevant information. After selecting the stimuli, digital natives organize them into various 
groups to derive meaning. When these individuals organize information in groups, it a ects their 
recall and memory of various brands and products. In order to understand the categorization and 
processing of the stimuli by these individuals, we need to understand Gestalt’s psychological 
theory. It primarily derives from patterns and focuses on the process and reasons for perceiving 
stimuli. There are various fundamental principles that help us understand this process. 
Visuals and Background
This principle states that digital natives organize their perceptions about visuals and images along 
with the background of products and brands. These elements are imperative for digital natives as 
they are visually oriented individuals. For example, in Jaguar’s online ads, digital natives develop 
their perception about the brand as conveyed by the celebrity model, Bollywood actor Kareena 
Kapoor, and the product’s elegance and comfort as projected by the sophisticated lifestyle of the 
actor. Additionally, the background music that is played in these online campaigns along with the 
visuals also a ect digital natives’ perception. These elements help in brand recall. They are also 
consistent with the promise that is delivered by the company primarily in the online context. 
Figure 2.3 
Visual and Background 
of Jaguar 
Source:  Homepage, Jaguar 
India, https://www.jaguar.in, 
accessed 06 May, 2019
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Easy
Digital natives like to organize information in a simple and easy format. This is because they feel 
that digital sources are cluttered and overloaded with information. They do not have the time to 
solve puzzles and understand the story. If brands and products deliver confusing messages, they 
just ignore it (as they do not have time). For example, when digital natives shop online, they prefer 
wider options in an easy format that can simplify their buying process. If the format is compli-
cated, they close the site and try to explore another option. Moreover, if the brands do not get 
adapted to the gadgets that these individuals are using while shopping, these consumers have a 
complicated situation as the “mobile” screen is dierent from the laptop and tablet. Digital natives 
want easy layouts for dierent screens. They also feel that brands should change their interface 
according to the individual’s usage. This process helps these consumers organize their information 
and perception. For example, Kissmetrics is an easy format to promote brands and drive sales. 
Instagram has provided a platform where the digital native can shop easily with a user-friendly 
interface. Thus “the kissing” eect has a soothing impact between the brands and digital natives 
(Shoppers) which lead to a strong perception about “kissmetrics” and Instagram.
Accessibility
Digital natives prefer to organize their thoughts and perception according to the accessibility of 
products and information. They feel that brands should deliver all the information that they are 
exploring on the internet. For example, if the digital native is exploring new fashion trends on 
Pinterest, they expect Gucci or Louis Vuitton to be in a position to deliver this information quickly. 
These consumers would like to access all the information related to products, brands and categories, 
industry, and market, as these elements help them develop their perceptions. Similarly, the Umang 
app provides information to digital natives on a single platform with high accessibility of data. 
Elucidation
This is the last stage of perception. Here, the stimuli are associated with meanings. These mean-
ings are derived from digital natives’ requirements, experience, desires, drivers, and knowledge 
about the stimuli. Knowledge is further categorized into schemas and scripts. Schema is related 
Figure 2.4   
Kissmetrics: Feature 
of Instagram that 
Provides Stimuli and 
Meaning 
Courtesy:  Management Team, 
Kissmetrics, © Space Pencil, 
Inc., aka Kissmetrics and aka 
Sherlock, used with permission.
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to the beliefs and understanding of the person about the stimuli and scripts. They include various 
tasks that an individual undertakes to interpre t the stimuli. Digital natives work more on scripts 
as they discuss the stimuli such as color, visual, image, or message delivered by various brands 
and companies in their social circles. They are more dependent on digital platforms and their 
peer groups for drawing interpretations about the stimuli. Additionally, perceptions a ect these 
individual sensations as stimuli can emerge from brands, products, packaging, experience, and 
ads. These stimuli can inﬂ uence the ﬁ ve senses of the individuals, which might be useful for 
consumers while assessing products. These senses work very well for digital natives as they are 
sensuous. For example, in the digital setting, they have vibrant and bright visuals that a ect the 
senses of the digital natives. These pleasant visuals are intended to arouse digital natives’ per-
ceptions when they enter the online world. In this stage, digital natives try to close the perceptual 
process and ﬁ ll in the space with information from di erent sources. After understanding the 
process of perception, let us now comprehend four theoretical frameworks that would facilitate 
our knowledge and strengthen the perspectives about various dimensions of perception. 
Theoretical Framework
There are di erent theoretical frameworks that are important for comprehending the perceptions 
of digital natives. The framework includes Just Noticeable Di erence and Weber’s Law, princi-
ple of grouping and proximity, theory of subliminal communication, stimuli-organism-response 
and information overloading theory. The theories and frameworks are explained in details in the 
subsequent section. 
Figure 2.5 
Umang—Enabling 
Access to Various 
Government Services 
though One App 
Source:  © Ministry of Electronics 
& Information Technology 
Government of India, Homepage, 
https://meity.gov.in/, accessed 
15 April, 2019
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Just Noticeable Difference and Weber’s Law
This concept explains the di erences observed by digital natives when they compare two 
stimuli. These di erences have to be within the limits so that consumers are able to recognize 
the changes instantly (Apps.usd.edu, n.d.). This concept can also be related to the di erential 
threshold as digital natives detect minimum di erences between the two stimuli. For example, 
if a company makes changes in the brand color, digital natives may not notice it. If the color 
changes from orange to red (as was the case with Vodafone in India), then it will be noticed 
by the digital natives. Weber’s law explains that if the stimuli are strong, then the intensity of 
change will be higher (the change will be noticed immediately). This phenomenon emerges 
from the concept of relative change. For example, when a laptop o ers variations of grey and 
black, then the change is not noticed especially in the digital context where there is an abun-
dance of information in terms of text and visuals. However, when Sony Vaio o ered ﬂ orescent 
colors, it was appreciated by digital natives in India. In the digital world, these consumers rec-
ognize only signiﬁ cant changes made by the brand as these platforms are already cluttered with 
information and visuals. On the contrary, in some instances, changed and innovative visuals 
do not work for the brand. In the case of Tropicana, the sales decreased by 20 percent within 
2months when they changed their visuals. Thus, the brand had to go back to the original design 
immediately as the digital natives were not happy and started discussing about the new design 
in a negative context on social media networks (York, 2018). They also felt that the new design 
Figure 2.6 
Theoretical 
Frameworks that Help 
in Understanding 
Perceptions of Digital 
Natives
Adapted from:  Pratkanis and 
Eskenazi, 1994; Koffka, 1999; 
Jacoby, 2002; Cherry,2009; 
Syndromes, Disorders, Mental 
Health, Love Relationship, 
Experimental Psychology, and 
Child Psychology; 2018; 
Hunter (2018)
Theoretical Frameworks of Perception
Just Noticeable Difference 
and Weber’s Law
Comprehensive 
Perceptions
Principle of Grouping 
and Proximity
Selective Exposure
Theory of Subliminal 
Communication
Selective Attention
SOR (Stimuli-Organism-
Response) Framework
Selective Retention
Information 
Overloading Theory
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was creating frustration among digital natives. However, when a brand responds with prompt 
changes, digital natives become happy that their suggestions are incorporated by the brand. 
Thus, the key learning is that brands cannot make drastic changes in terms of visuals ad designs 
without considering digital natives.
Principle of Grouping and Proximity
The theory of grouping states that human beings perceive objects and visuals in a struc-
tured pattern. The perceived patterns emerge from the stimulus and are based on proximity, 
 similarity, closure, good continuity, common fate, and good form (Wagemans et al., 2012; 
Majumdar, 2010). Proximity states that human beings relate easily to the objects and pictures 
that are closer to them. Similarity means that they tend to identify the resemblance between 
objects. They also focus on missing links when the objects are closer. Good continuity is about 
the understanding that is achieved by the intersection of objects and a common aim. Lastly, in 
Figure 2.7   
Tropicana Juice—
Change in Packaging  
Source:  DenisMArt.Shutterstock.com
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the “good form,” human beings try to develop similar shapes, patterns, and colors. These prin-
ciples are important to understand perception because this rule allows us to understand stim-
uli accordingly. The principle of proximity is important for digital natives as it signiﬁes that 
stimuli need to be close to these individuals. If the visuals are close to them or on their mobile 
screens, they would react to them or take actions based on them. Hence, digital natives are able 
to relate to the visuals and develop a pleasing brand image. For example, Bollywood celebrities 
are roped in to promote luxury brands. Thus, digital natives are able to relate to the “aordable” 
brand image. Visuals play an important role in developing an image in the consumers’ mind. 
Another example is Maggi where visuals show that the product can be used anywhere and 
anytime (“MAGGI Non Veg - Best Online Shopping Deals, Daily Fresh Deals in India—Paise 
Bachao India”, 2018). This was done by presenting images of digital natives consuming the 
brand even at the Himalayas.
This was featured extensively on digital platforms and a viral buzz was created around this 
content. This helped digital natives change their perceptions about the brand. 
Theory of Subliminal Communication
Subliminal communication inﬂuences the perception of consumers and persuades them to 
buy the products and brands being oered (Verwijmeren, Karremans, Stroebe & Wigboldus, 
2011; Pratkanis, Eskenazi & Greenwald, 1994).
 
This subliminal nature of communication also 
describes how digital natives can get motivated even by low levels of conscious awareness. This 
theory primarily works on two dimensions—exposure of weak stimuli and sexual arousal. When 
the digital natives are exposed to the weak stimuli several times through online advertisement, it 
changes the perceptions about brands and companies. When sexual images, visuals, and images 
are used in online advertising, they aect digital natives’ perceptions as they arouse “sexual 
desires.” For example, Mirinda has used sensuous themes in their ads for digital natives, which 
resulted in an intense discussion on social media platforms. Popular Bollywood actor Katrina 
who was featured in one of their ads created an aura of sensuality. This movement grabbed the 
attention of many digital natives as they were thrilled and mesmerized by the sensuousness 
portrayed by the actor in the campaign as they “saw” their sexuality being projected in the ad. 
Digital natives shared these sensual moments of the campaign with their social circles and thus 
made this experience viral. 
Digital natives also feel that exposure of ads should be appropriate and limited. 
 Overexposure of the very same advertisement irritates instead of creating a positive appeal. 
This is especially so in the highly cluttered online space. These individuals prefer that the online 
ad should be short and project dierent storyboards that connect to their lifestyles. They feel 
connected with the story of the ad when it emerges from their daily life. These consumers have 
changed the framework of communication, as they are critical of the ads that they see. 
The Stimuli–Organism–Response or SOR Framework
This framework states that consumers get aected by stimuli (S) and carry out internal evalua-
tion (O) that is reﬂective of their behavior (R). The framework also mentions that stimuli aect 
the consumers’ perception and their reaction (Jacoby, 2002). Stimuli are components that are 
external to the digital natives. They act as a cue for the cognitive and internal evaluations that 
a person undertakes regarding the reactions they evince. Organism is the internal process used 
by the individuals to connect with the environmental stimuli and develop subsequent action. 
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Therecould be dierent stimuli that can be associated with stores or online shopping. There 
could be two categories of stimuli—internal and external. Internal stimuli deal with the micro-
elements such as music and light, while the external ones aim for macro perspective such as 
layout and overall design. These elements also aect the emotional state of the digital natives 
that has three components—pleasure, arousal, and dominance. Pleasure signiﬁes happiness; 
arousal refers to the level of stimulation, and dominant focus denotes the extent to which digital 
natives can control a situation. The Stimuli–Organism–Response (SOR) Framework could elicit 
positive or negative behavioral responses from these individuals. Positive indication means that 
these consumers prefer the stimuli and would like to explore them further. Negative responses 
state that there is no inclination of these individuals to explore the stimuli further. Therefore, it 
is imperative to develop stimuli that are in accordance with the needs and requirements of the 
digital natives so that they can connect and engage easily with the brand to develop arma-
tive behavior. Digital natives have dierent stimuli such as user interface, color, pictures, lay-
out, sharing options, and integration with various media platforms such as Facebook, Twitter, 
WhatsApp, and Pinterest. They like to explore information that can capture their attention in a 
unique way. They also like to share their thoughts easily with their friends via social media. They 
prefer more visuals, videos, and pictures to texts (Viswanathan & Jain, 2013). After understand-
ing the theoretical frameworks that gave us in-depth knowledge about perceptions and behavior 
of digital natives, let us now become familiar about comprehensive perceptions. This element 
would help develop a holistic approach to perceptions. 
Comprehensive Perceptions
Digital natives process information while they develop perceptions about a brand. If they have 
had bad experiences about the product or a brand, it may aect their overall perception of the 
products. This process may also be referred to as the halo eect. For example, if a guest in a Taj 
hotel reports that he/she is disturbed by a noise from a nearby construction site, he/she might get 
an upgrade in the room or discount on the next online booking. If this approach is followed by 
the hotel, the customer is likely to develop good perceptions about the brand. This example thus 
illustrates that every moment spent by the individual with the brand is important. It should be 
made memorable by suusing it with good experiences that can be shared online. For example, 
Procter and Gamble (P&G) stated in their promotional messages that with every purchase of 
their product, a school for kids can be developed. The digital natives liked this holistic approach 
used by the brand as it changed their perception about P&G products. Digital natives felt that 
this company thinks about society as a whole. So, the company tried to create an educated soci-
ety by connecting with digital networks and media platforms.
After developing an overall understanding of perceptions and consumer behavior, let us 
now deal with the microelements. These dimensions will strengthen our knowledge of digital 
natives’ perception and behavior. 
Selective Exposure
Selective exposure for digital natives means that these individuals extract information that 
assures their existing beliefs and opinions and avoid contrary information (Syndromes et al., 
2018). Digital natives are more likely to focus on that information that is in sync with their 
perspectives. This process helps them elevate their self-esteem. However, this also means mini-
mizing their exposure to other information, which becomes challenging at times. 
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We can state that technology has facilitated us in customizing online information, which 
is always admired by digital natives as they have less time to comprehend a plethora of infor-
mation for various sources. This means that selective exposure process for digital natives is 
very intuitive and based on the earlier behavior, which leads to more focused and customized 
information. Further, the content choices are diverse and digital natives can identify the infor-
mation which is incongruent to their beliefs and attitudes. They exercise complete freedom 
and control over the information they receive. For example, for buying travel insurance, digital 
natives would explore dierent avenues, websites, and apps that would provide them with the 
right information about the policy (“Customizable’ Internet Contributing to Selective Exposure: 
Report”, 2018). They would selectively focus on those travel policies that would provide them 
with good bargains and deals and avoid other unrelated information. This selective exposure 
helps them make decisions.
Selective Attention
This attention means that when digital natives are working on something online, automatically 
they see the visuals, content, text, and videos of what they like on their screens. For example, 
digital natives who might be working on job sites could receive an ad of the latest popular movie 
on the basis of earlier liking and preferences. As a result, instead of working on the job sites, 
the digital natives’ focus might shift to the information about the movie. This is called selective 
attention, an involuntary process. Selective attention is high among digital natives as they are 
impulsive and tend to get bored with mundane content very quickly. Usually, the human brain 
has always dealt with a plethora of information. Here, a normal mind cannot cope up with large 
volumes of data. In order to prevent mental breakdown, human beings set up ﬁlters that can 
provide them with selective information and ignore the other data. Conventionally, consumers 
used to focus on one task at a time. However, digital natives have become so versatile that they 
can carry out multiple tasks simultaneously on dierent screens. This means that they will 
concentrate on multiple ﬁlters while working on various tasks. For example, digital natives 
can work on the sales presentation which they might have to deliver in their job along with 
listening to various songs, chatting on WhatsApp, going through Facebook posts, and sending 
tweets. In this multitasking, they would need something very exciting and thrilling that could 
grab their attention. The attention of these digital natives has also been linked to the psycho-
logical  elements. These psychological elements are marginal, fringed, and focused. Focus is 
that particular point where the attention of the digital natives can be easily directed. Fringed 
is that particular area where there is a very low level of attention, and margin is the digital 
native’s attention cuto point. This means that the focus point has to be increased and fringe 
has to be decreased so that the attention of digital native can be captured. For example, digital 
natives focus on their online media platforms and social media networks even when they are in 
the coee house (“Selective Attention, Deﬁnition and Examples”, 2018). This focus on online 
platform is so high that they do not know what other people are doing in that coee house. This 
selective attention of digital natives was captured by Café Coee Day (CCD) with the primary 
focus on the combo meals that emphasized on food and beverages. This particular aspect was 
featured extensively for digital platforms. This led to the development of selective attention of 
the digital natives. This happened because digital natives always aimed for a light snack with a 
coee or a beverage (Rai, 2016).
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Selective Retention
Selective retention is a process where individuals recollect only that information that they would 
agree with. This helps individuals remember the unique quality of products and services. This 
means that consumers forget about other competitors. In the case of digital natives, the impul-
siveness and urgency of information is very high. This means that they register information 
when they need it and also forget it very easily. This selective retention in the case of digital 
natives is contextual and short lived. This can be avoided quite easily by providing them with 
contextual information that would help them take decisions. For example, consumers would 
easily remember Harley Davidson as they might have been attracted to its tagline—“Make your 
own noise.”
 
(“HRM-755 PERFORMANCE MANAGEMENT—PPT Video Online Download”, 
2018) This tag line got imprinted in the memory of digital natives, while they were exposed 
towards the brand in the online space. These individuals always want to be distinctive and like 
to make their own paths.
Information Overloading Theory
This theory states that high amounts of information provided to the individual can lead to neg-
ative consequences such as bad product choices, negative eect on purchase, or a confused and 
frustrating situation. However, empirical research states that this information overloading is 
ambiguous. This ambiguity was illustrated by some researcher as they found that high exposure 
to information leads to poor choices. These choices were not even aected by the conﬁdence and 
satisfaction of individuals (Katharine Alison Sephton, 2013).
With respect to digital natives, the overloading of information happens on a regular basis. 
This means that they are exposed to multiple avenues and varied content on dierent online 
platforms, which in turn indicates that there could be bad product choices. Further, this over-
loading theory also relates to the two-stage model of information overloading. It refers to the 
number of brands which is presented to the digital natives and the automatic process it triggers 
by which a large amount of information is provided to them creating a negative impact. Here, 
the impact could be an automatic reaction that could be developed innately or could be learned. 
This learning would be high among digital natives when they would get contextual and relevant 
information instead of overloaded data. For example, if digital natives are looking for a hotel in 
Delhi and they get information about all the key hotels in India (Hunter, 2018), they would be 
overloaded with the information. This overloading would confuse them very quickly. However, 
if they get information about the key hotels in a particular area where they are looking for within 
their prescribed budget and desired amenities, they would learn about these brands and make 
correct purchase decisions. 
Elements that Formulate Perceptions
Figure 2.8 illustrates those important dimensions for the consumers as they develop percep-
tions about brands and products. Digital natives like to have symbolic and hedonic associations 
with the pictures used by the brands and the products. The perceptions of digital natives can be 
changed when two companies integrate and provide detailed information about their integration 
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on mass media channels. The detailed information would lead to new product development 
and the perception of the digital natives can be enhanced eventually. For example, SAP and 
Microsoft developed a software known as SAP HANA that helps companies run data analyt-
ics with regards to digital natives. The result after running this program is used by the brands, 
which helps in changing their strategies and approaches. These changes are in real time and 
strongly develop the positive perception of digital natives who are very dynamic and impulsive. 
In the following sections, we will take a deeper look at each element that formulates perception 
( Mukherjee, 2013; Kardes et al., 2011; Majumdar, 2010; Schi man & Kanuk, 2002).
Gender
This element has a key role in developing perceptions about products and services. Men and 
women are likely to have di erent shopping choices. These di erences are seen because men 
and women have dissimilar upbringings and distinctive socialization patterns that a ect their 
likings and preferences about a product and service. These preferences and likings are devel-
oped from their aspirations, requirements, lifestyles, and needs. Other variations also happen 
with men and women because of their orientation towards problem recognition, searching 
Figure 2.8 
Elements that 
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Price and Quality
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Brand Experience
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Past Personal 
Experience
Advertising and Theme
Over Exposure
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information, and making the ﬁnal decision. All of these are completely based on their familial 
and social structure. For example, earlier, buying of products such as ﬁnancial services, automo-
bile, and television were male-dominated. Now women have also started buying these products 
from online forums. The digital platform has provided men and women with the opportunity to 
explore, search, and develop their perceptions based on websites. However, while digital natives 
have been provided all kinds of information through online sources, the processing of infor-
mation which leads to the development of perception diers. This means that, and as observed, 
women would process the information from more comprehensive sources and detailed versions 
of online platforms with the help of aesthetics and images as compared to men. Further, men 
would prefer less complex information with a touch of humor. Thus, we can say that men and 
women receive all types of information through digital medium, but they process it dierently. 
For example, while buying a mobile phone, digital natives would have all the information about 
features price online reviews, and so on. However, women would focus on the style, aesthetics, 
and the look of the phone besides other features. In contrast, men would like to focus on the 
price, version of technology, operating systems, security systems, resale value, and so on. Thus, 
we can say that the perception of digital natives even for gender-neutral products such as mobile 
phones (“Representation of Gender in Indian Society”, 2016).
Price and Quality
These elements are imperative for the digital natives’ perceptions as they help in processing the 
thought processes and trigger their thinking towards the brand. These dimensions act as strong 
stimuli which facilitate in formulating perceptions. This is especially so in the digital content 
where digital natives use dierent mobile apps and aggregators to compare the price and quality 
of dierent products and services. Earlier, consumers used to focus on price. But now, they aim 
for good quality and value as well. High price portrays the good image of the product. But  digital 
natives feel that expensive brands deliver superior quality. However, these consumers always 
prefer good deals that provide them fair price along with premium quality products and services. 
Celebrities and Models
Famous personalities are considered to be “style icons” in India. They are able to grab the attrac-
tion of digital natives primarily through social media platforms such as Twitter and Instagram. 
If the celebrities are elegant and sophisticated, digital natives feel that the brands would be out-
standing. For example, when Bollywood star Amitabh Bachchan endorsed Reid and Taylor, he 
changed the digital natives’ perception of the company dramatically because there were many 
discussions around the celebrity and brand on social media networks. The digital natives con-
sider Amitabh Bachchan as a graceful and digniﬁed personality. Additionally, celebrities can use 
various products in movies. The perceptions of digital natives change about the brand when they 
watch the product being used by an actor in the movie; then they read, write their online reviews, 
become aware of the product and make a subsequent purchase.
Brand Experience
The perceptions of digital natives are shaped by their brand experience. For example, an indi-
vidual goes to Radisson hotel and experiences their hospitality and food. The feelings and emo-
tions that were evoked while reading about the brand/product and experiencing the place later 
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formulate brand perception. For example, Singapore Airlines generates favorable perceptions by 
oering memorable and pleasing in-ﬂight experiences to their ﬂiers, which are widely written 
about online and accepted by the digital natives. Singapore Airlines provides all the facilities 
to the individuals in an appropriate format. For instance, digital natives can do ﬂight booking 
instantly through their app followed by web check-in. This airline also provides a wide array of 
global cuisines to the digital natives. They can make the selection on the basis of their likes and 
preferences. These online features reﬂect a positive brand experience that elevates the percep-
tion of the digital natives about the brand. Similarly, Starbucks enhanced its brand experience 
by personalizing coee through digital formats. Starbucks provides personalized names on the 
coee cups and connects its billing through the Starbucks app. This app accumulates the points 
on every purchase. On the basis of these purchases, Starbucks has developed dierent categories 
of digital natives who visit their stores and are always connected with the brand via the Star-
bucksapp. Thus, the brand experience is seamless for the digital natives. 
Brand Promise and Delivery
Another route through which digital natives develop perceptions about products and services is 
when companies make promises and deliver them accordingly. Unfortunately, in India, brand 
promises are maintained for the products but not for services. For example, banks say that they 
aim for customer service but are unable to provide solutions. When digital natives have queries 
and issues, the employees are unable to manage or revert to the online query sent by digital 
natives. Employees of the bank think that it is not their issue and that digital natives should 
solve them on their own. Though digital natives can easily learn and sort out issues, they need 
self-learning online tools that can facilitate the process. This, in turn, aects digital natives’ 
perception. However, there are companies such as PickParcel that provide information about the 
required parcel based on the needs of digital natives (delivery, 2018).
 
Individuals have to mention 
details about the parcel, and PickParcel will provide information about the leading companies 
that could help in sending parcels. Thus, we can say that brand promise in the case of PickParcel 
has been really high; hence, it has developed a strong perception among digitalnatives. 
Past Personal Experience
The past experience of a consumer also helps in the development of their perception about a 
brand. For example, if someone uses Vodafone, and their bill amount got reduced as the plan 
was customized according to the needs and requirements, the individual would have positive 
perceptions about the brand. The customer’s positive perceptions would also be reﬂected in the 
online posts and conversations. Customer’s personal experience drives services and products as 
it facilitates the formulation of perception about a brand.
Needs and Expectations
Consumers, especially digital natives, like to see those stimuli that are related to their daily lives. 
They prefer to connect with stimuli based on their needs and expectations, and must be paid that 
these elements match with that of consumers; otherwise there is a likely possibility that con-
sumers may develop negative perceptions about the brand. For example, digital natives focus on 
natural products from beauty care brands as they feel that artiﬁcial elements can aect their skin, 
and this expectation remains the same even for men in the personal care category. The herbal 
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drug and cosmetic brand, Himalaya, understood this need and delivered its product (Himalaya’s 
Pimple Clear Neem Face Wash) for men and an online advertisement related to digital natives’ 
expectations. Individuals liked the approach as the product was easily available on Amazon.
com, had natural ingredients, and provided a good deal (a 15 percent discount). 
Consumers’ Drivers
The strong drives and interest of consumers signiﬁcantly inﬂuence their perceptions about a 
brand. For example, if a person is interested in ﬁtness, he/she would, on online forums, search 
for gyms located in the vicinity. This interest and desire “to be ﬁt” is connected to developing 
the perception about the “ﬁtness center,” information about which can be managed digitally. 
Another example is Maruti. Digital natives developed favorable perceptions when this brand 
listed all the key features of the car in the online advertisement. The features were related to 
color of the car, availability of the car online, pre-booking online facilities. It also included 
connection via Facebook, twitter, and Instagram. These facilities were provided primarily for 
the new Maruti Swift that was launched in 2018. This process motivated individuals to buy the 
product and develop positive perceptions about the brand. 
Packaging
Packaging plays a vital role in developing perceptions about a brand. Nowadays, consumers focus 
on color, size, font, instructions, and ingredients, date of manufacturer and expiry, and the prod-
uct’s shape, which they didn’t do earlier. Now they are knowledgeable and have access to the 
digital world. They would like to know everything about the brand. For example, In 2005, when 
Aava Mineral Water changed the packaging of their mineral water and oered their product in 
small sizes, it changed the brand perception(Aava, 2017). The Company made the changes very 
clearly on social media platforms, which developed a positive perception about the brand among 
the digital natives. Additionally, these consumers preferred the green color used by this brand as it 
reminded people about the nature and being a part of the environment. Packaging grabs the atten-
tion of individuals towards the products and services and elevates the image by aecting individ-
ual’s perception (Olawepo, G.T., Ibojo, B.O, 2015). Packaging also provides unique and exclusive 
attributes to the products that can work as a dierentiating factor, and it allures individuals to make 
a purchase. Hence, packaging has an imperative role in inﬂuencing individual’s perception and 
their subsequent purchase behavior. The role of packaging is further elevated for digital natives as 
they make online purchases and depend highly on visuals related to products (Semanticscholar.
Org, 2018). For example, Bonneville has a wonderful packaging with bright colors which attracts 
the attention of digital natives and develops a positive perception about the brand. 
Use of Humor
Humor in advertisements changes the digital natives’ perception about a brand. It changes their 
mood and they start liking the brand. For example, Chlormint and Mentos usually use humor 
in their advertisement. The tagline that was used by Mentos was “Dimag ki Batti Jala De” 
(makesone think fresh). This tagline used humor to connect the digital natives with the brand. 
The digital natives’ perception became armative as they liked this stimulus. They were able to 
relate humor with the brand easily. They discussed the comic element in these ads on their social 
media with their friends and they “felt good” about it. This sharing and discussion was used by 
M02_Consumer Behavior_A Digital Native_C02.indd   57 6/22/2019   12:20:22 PM

















[image: ]58  Chapter 2
Centerfresh in their “#yehwala ad. This phrase–yehwala” (meaning this/that one)—is normally 
used by the kids whenever they mention or use products such as toothpaste and cream. They 
are so particular about these products that they say yehwala toothpaste, yehwala cream, and 
yehwala chewing gum, instead of saying the product’s proper name. The humor used in these 
taglines and the storyline aected the mindset of the digital natives. Thus, we can say that humor 
can be used eectively to develop a positive perception of the brand. 
Advertising and Theme
If the advertising themes of appeals are not in sync with the digital natives’ mindset, they may 
not aect the perceptions of the digital natives. For example, digital natives are selective about 
the campaigns they are exposed to. They may like those ads where fear appeals or themes are 
used. However, they liked the exclusive and unique themes such as those used by  Vodafone 
as they had creative characters like the ZooZoos. These approaches changed the mindset of 
the consumer gradually. This is because consumers cannot wait long for the changes and they 
believe in quick modiﬁcations. Similarly, Flipkart has kids as their characters with dierent 
themes that were connected with young adults. This creative approach was unique and broke 
the clutter of digital native’s mindset, providing them with a positive perception about the 
brandquickly.
Over Exposure and the Country of Origin 
If digital natives are exposed to the same ad many times, they avoid these stimuli and block 
them. This tendency has increased because they see the same ad appearing in their emails, blogs, 
and social media accounts. They do not like to be exposed to ads on several platforms with high 
frequency. They “turn o” and block the stimuli from their conscious mindset. 
Importantly, the country of origin has a signiﬁcant role to play in developing the percep-
tion of an individual. This element has elevated further in the global environment as consumers 
have many choices from various countries. Further, digital natives ﬁnd the information about the 
country of origin within a fraction of a second through their digital gadgets. This element dier-
entiates the brands and develops the perception of digital natives. This is primarily in the case 
of purchases. Here, they evaluate the products and services especially in terms of quality, reli-
ability, and performance in terms of the country of origin. Thus, digital natives check all these 
parameters on various websites to develop their perception about the products and  services. 
For example, India is associated with yoga, hospitality, and information technology. Thus, if 
the products and services are from these three areas, a digital native would associate with them 
very strongly. After knowing the dierent elements associated with perception, let us now study 
dierent “levels of perception”. The levels at which an individual operates and processes the 
information are discussed in the subsequent section.
Perception Level
The perception level of individuals deﬁnes the amount of time and eort a person uses in order 
to process and comprehend the information. If they are excited about the product or stimuli of 
a brand, they will start active discussions on social media and share the information with their 
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friends. If they feel that the information is not in accordance with their lifestyle and requirements, 
they will discard it completely. For example, digital natives were more likely to have connected 
with McDonald when it emphasized on “sharing” in their ads. The campaign emphasized on 
bonding the people by shareable food. It brought them together eectively by developing strong 
ties. These ties were also seen among dierent generations such as parents and children. These 
moments of sharing the food brought digital natives together. They also used social media plat-
forms to share these memorable moments. These consumers may plan their parties and engage 
with the brand easily as the information processing was quick. However, if there is an online ad 
by Dabur toothpaste before the beginning of a movie in a cinema hall, the digital natives might 
completely go into their cocoon and ignore the information delivered by the campaign. They 
like the information that is delivered with the understanding of the consumers’ perspective and 
state of mind. There are primarily four perception levels experienced by digital natives—spark, 
recognize, discrepancy, and unconscious. Let’s look at them in detail in the following sections.
Spark Level
Digital natives notice the stimuli at this level. A person feels that something has occurred in 
their mindset. There could be dierent stimuli that could work at this level of perception such as 
colors, images, messages, merchandizing at stores, and packaging. For example, digital natives 
appreciated Big Bazaar’s mobile app during the Republic Day and Independence Day. This 
approach helped in increasing patriotic feelings and generated “spark” among the digital natives 
about the nation, brands, and products. This level might be the ﬁrst step to break the clutter of 
information that is delivered to these individuals. These people felt something pleasurable and 
their senses were aected by the stimuli. However, this level does not work at a deeper level as 
consumers just “get a spark.”
Recognize Level
Digital natives are able to acknowledge the stimuli and process the information at this level. This 
stimulus cannot be ignored by these consumers at this stage as they are creative and unique. For 
example, “Ramesh and Suresh’s” friendship portrayed in an ad of “Five Star” chocolate, espe-
cially in the online context, worked quite well. Such a unique, creative, and enticing concept 
which focuses on the emotional connect cannot go unnoticed. It grabbed the attention of digital 
natives and the stimuli were processed to lead to online discussions. 
Discrepancy Level
This level is generated when two dierent stimuli are compared by the digital natives. If the 
stimuli can create a strong awareness level, the propensity of the individual to accept it will 
be high. For example, Maggi’s taste is compared with that of Top Ramen, another brand of 
noodles.  However, it has been observed that digital natives are more inclined towards Maggi 
as the awareness level is high, and their behavior has been changed after the comparison as the 
intensity of stimuli (taste) is higher for Maggi (Ratna Bhushan, 2015). With this inclination 
towards taste, the Maggi brand has become the most favorite instant noodle brand among digi-
tal natives. Along with taste, Maggi also oered dierent sizes of packets with health-oriented 
products such as atta (wheat ﬂour) and multi-grain noodles, which can be bought easily even 
through online sources. 
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Unconscious Level
There are certain stimuli that the digital natives would not even notice or recognize; for example, 
Apple computers being used by Bollywood stars in the movies. This stimulus is so subtle that 
digital natives fail to notice the brand and product placement. These consumers are used to loud 
communications about brands; hence, when the products are placed in the hedonic format, they 
do not realize it. 
Subconscious Level
This level has the strongest connection with an individual’s thoughts, feelings, and behavior. 
Digital natives are able to associate a message, character, and storyboard at the deeper level. 
They might forget messages that are related to their conscious level. But those elements that deal 
with the subconscious mind frame cannot be isolated. For example, a blood donation advertise-
ment states, “Karke dekho achha lagta hai (Do it and you will know how it feels good).” This 
advertisement is deeply connected with the individual’s feelings and thought processes. The 
thoughts evoked by the deep connections a ect the subconscious level of the individuals. 
So far, we have studied di erent levels of perception and information processing by the 
digital natives. The preceding sections have discussed a  rmative and favorable elements of 
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Market Share of 
Different Noodle 
Brands in India
61%
Maggi
20%
Wai Wai
10%
Yippee!
9%
Rest (Patanjali
Top Ramen, 
Ching’s Secret,
KnorSoupy
Noodles)
Noodles
Slice of the Pie
M02_Consumer Behavior_A Digital Native_C02.indd   60 6/22/2019   12:20:23 PM

















[image: ]Perception  61
perceptions. However, there are some issues pertaining to perception. Let us now understand the 
dierent challenges that digital natives face while developing their perceptions about brands and 
companies. This element will help us to develop a holistic view about “perception” as positive 
and negative components.
Challenges in Formulating Consumer 
Perceptions
Usage of Stimuli and Stereotype
Consumers feel that the stimuli used by brands should be creative, exclusive, and unique (Sharma 
& Lal, 2012; Sheth & Mittal, 2004). If they receive similar messages from all the brands, they 
would be unable to change their perceptions. For example, if Amazon, Myntra, and Snapdeal 
oer the same discount for a product, then the “price stimuli” cannot change the digital natives’ 
perception. Additionally, consumer stereotypes like gender stereotypes and racial stereotype 
do not allow them to change their perceptions about the brand. For example, it is a stereotype 
in India that after marriage, a woman cannot work in the corporate world or focus on her pro-
fessional career. This concept was used by an Indian online matrimonial company, and some 
consumers were unable to change their perceptions about the brand due to their stereotypes 
(“Bharat Matrimony”, n.d.). 
Halo Effect
Consumers develop their perceptions based on one stimulus. The Halo Eect resembles brand 
loyalty. This eect is observed when the consumers are unable to relate and associate to any 
other product/service information given by a brand, except for the brand name. This behavior is 
observed primarily among male consumers in India. For example, when they buy a shirt online, 
they just focus on one stimulus, i.e., the brand. However, it has been observed that female digital 
natives explore and organize all the stimuli given by the brands before forming a perception. 
They are even more knowledgeable than the sales personnel in the stores. This is because they 
access all the information about the brand, industry, competitors, and trends across  countries. 
If they miss out on any information or stimuli, they go online once again while they shop in the 
store to retrieve the data. Therefore, it can be stated that the Halo Eect is more prevalent in 
male digital natives rather than in female digital natives (Christopher Shaun Hennington, 2011). 
Introductory Exposure
Digital natives deﬁne their perceptions of brands based on the ﬁrst or elementary exposure. They 
comprehend other elements based on this exposure. This impression may last for a long period 
of time and may reﬂect as an opinion. For example, Tata Motors launched Nano as the cheapest 
car in India, and the consumers perceived this product as a low-cost, budget car, which might not 
be reﬂective of their socio-economic status and lifestyle. Though the company has used several 
approaches to change this perception, it failed to do so. The digital natives’ memory of the brand 
Nano was negatively framed by the ﬁrst impression of the product. 
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Oral B has also used the introductory exposure to sell its electronic toothbrush through 
Amazon by providing good deals and oers (i.e., ﬂat 20 percent discount); and thus, it went on 
to develop a very strong positive perceptions about the brand among digital natives. 
Out of Context and Outcome-driven
Digital natives do not like approaches that are out of context. They prefer that the stimuli and 
cues are in sync with their contexts because it helps in strong association and positive percep-
tions. For example, on Monday mornings, when people are at work, they would hate to receive 
online matrimonial ads. They are not in the mood to think about this issue when they have 
started their day in oce. Speciﬁcally, male digital natives tend to achieve an outcome without 
listening to the rationale and arguments that are provided in/by the campaign. This is because 
male digital natives tend to think about the results. The focus is on the “bottom line” as they 
do not like to hear the entire story. However, female digital natives prefer to hear the story and 
connections as they aim for the results that are achieved through the process (Kirk et al., 2015). 
After understanding the challenges faced by the digital natives in formulating their perceptions 
about various brands and products, let us now comprehend their views and perspectives with 
regard to the positioning approaches used by companies. 
Perception and Semiotics
Semiotics helps us explain how digital natives interpret the meanings in terms of symbols and 
signs that reﬂect their perceptions. This is an important area to understand as semiotics is asso-
ciated with the digital natives’ expression of products. Semiotics considers an object to be the 
message and sign to be the sensory image. Further, the symbol is the sign that is linked with the 
Figure 2.10   
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products conventionally. For example, when digital natives come across the logo of Disney, they 
have very high connections with the semiotics that include the style of writing resembling the 
emotional connect of these individuals (“The 7 Key Elements Of Brand Identity Design”,2018). 
Digital natives become instantly nostalgic and creative while they see the logo of Disney on dig-
ital platforms. Thus, these strong semiotics developed a positive perception of the Disney brand 
among the digital natives. 
Additionally, these dimensions are also linked with hyper-reality. This means that the pro-
cess is developed in a way that can create a hype. This can be carried out easily by linking the 
products with real or artiﬁcial links and the digital natives’ lives.
Consumers’ Perception and Positioning
Consumers’ perceptions about a brand are important in order to position it in the market. 
 Positioning is the product’s image in the consumer mind (Schiman & Kanuk, 2002; Yadav & 
Monroe, 1993). A positive image of the product can inﬂuence the beliefs and values of digital 
natives. These consumers focus more on the “image of the product” rather than on “product 
attributes” while they make the purchase, especially in the digital context. It is important to 
understand the process that digital natives use to develop their perception about brands. It is 
imperative to know which stimuli have actually aected the digital natives’ perception about the 
brand. These consumers also have some needs, expectations, beliefs, and values associated with 
brands. Let us now understand the dierent perceptions about digital natives that may help in 
brand positioning.
Umbrella Positioning
Consumers are able to relate to the comprehensive image of a company while they develop 
brand perceptions. For example, Life Insurance Corporation of India, popularly known as LIC, 
oers ﬁnancial services to the general population. In the insurance and ﬁnancial services cate-
gory, LIC has the image of trustworthiness and reliability associated with it, and it helps develop 
a strong relationship with the digital natives as they respect the holistic image of the company. 
These consumers are able to develop this perception through the digital platform as they can 
access the information easily on their ﬁrst screen, i.e., mobile phones. 
Interest-based Approach
Digital natives like those brands that are positioned on the basis of their interests, desires, and 
beneﬁts. They can connect easily as it is synchronous to their requirement and lifestyles. These 
brands provide solutions to consumers; consequently, the consumers are also thrilled about these 
approaches. For example, consumers liked the interest and lifestyle-based approach used by 
Dunkin Donut wherein it provided an aesthetic ambiance with modern layout and amazing food 
that facilitated social gatherings. The gatherings are facilitated by online and the digital connec-
tions that help the digital natives to connect among themselves and the brand very eectively. 
Similarly, Asian Paints provided an online medium for selecting colors based on the interest 
of digital natives. Asian Paints provided visual graphics in the online environment with the 
guideline which can be used by the digital natives in selecting the colors for their oce spaces. 
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This interest-based approach in the digital space was preferred by digital natives as they could 
contribute their ideas and execute the thought processes easily with the brands based on their 
interest areas.
Celebrities
Digital natives develop perceptions about the products through the celebrities and models who 
endorse the brands in the advertisements. Celebrities act like stimuli for the perception of these 
consumers as they read about them on Twitter, and follow them on Instagram and Pinterest. 
Digital natives usually like this stimulus for apparel, fashion, accessories, beauty, health care, 
and lifestyle products as they follow the trends with the content of celebrity in the online space 
and social media networks. For example, consumers perceived L’Oréal as an elegant and sophis-
ticated brand when Bollywood actor Aishwarya Rai Bachchan endorsed it. This stimulus trig-
gered the mindset of the digital natives and they started exploring the brand on social media 
after connecting with the celebrity. 
Broadening the Category
Digital natives like those stimuli that help them broaden their perspectives about a product 
category. For example, digital natives prefer Mountain Dew as the product is related with the 
adventures and memories connected with adventures. This means that the product is not a mere 
cold drink but evokes the desire of adventure and enables the digital native to visualize the 
adventure very appropriately. These consumers do not like to see the products in an unvarnished 
and unembellished basic form. They prefer to see adventure, thrill, and excitement. This brand 
delivered all of this through various stimuli and portrayed itself as such through online platforms 
and visual animations. 
Services as Solutions
Digital natives want that all the services that have been oered to them by various companies 
such as ﬁnance, hotel, restaurant, airlines, and spas focus on providing online solutions. They 
need that organizations understand their requirements and issues and oer them a decent online 
solution. This approach helps them in decision making and adds value to their lifestyle. Digital 
natives also aim for a pleasant environment while the services are delivered. Employee behav-
ior and ambience are important for developing the image of the service provider. For example, 
digital natives can apply for a gas connection easily by using the online app which is really fast 
and easy. 
Associative and Contentment Pricing
Digital natives feel that price is an eective stimulus that shapes their perception about a brand. 
They usually compare the prices and beneﬁts of products on various online sites through mobile 
phones and laptops. These consumers aim for “value” that the products can provide. They feel 
satisﬁed and content when they associate value with the brands and products. This approach 
helps consumers have a strong long-term relationship with the brands and products which can 
be developed very easily with the social media networks. 
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After understanding the digital natives’ view about various positioning approaches, let us 
now go deeper in our comprehension of the perceptions of individuals regarding dierent colors. 
Colors play an important role in developing digital natives’ perceptions. 
Perceptions of Color: Indian Context 
Colors are perceived in dierent ways in various countries and cultures. It is important to under-
stand how dierent colors are perceived by digital natives as this element has a vital role to play 
in drafting the image about brands and products. 
Red and Orange 
Digital natives perceive red to be intrinsic, sensational, seductive, and symbolic (Bortoli & 
Maroto, 2011; Hawkins & Mothersbaugh, 2013). This color is primarily used to project marital 
bliss. The color red is also used in various festivals to portray a sense of happiness. It symbolizes 
bravery, strength, and power. The perception of consumers changes when brands use this color 
in their stores and online sites during festivals and wedding season. 
With regards to the color orange, consumers think that it is holy, spiritual, an expression 
of faith and beliefs, and a reﬂection of the highest state of perfection. Many holy saints in India 
wear this color to reﬂect spirituality. The orange color is used in rituals and traditions during 
festivals as well. Again, consumer perception changes when brands use this color during rituals 
and traditions. They like to see Vodafone change from orange to red as the brand helped the 
digital natives to understand why the change was required and how it would be beneﬁcial to the 
individuals. This is also reﬂected in the digital platforms in terms of background color or visuals 
in the mobile apps. 
Yellow and Green 
Digital natives think that these colors symbolize prosperity, happiness, warmth, buoyancy, and 
reﬂect hope and energy. These consumers’ perceptions can be changed when this color is used 
with the right approach. For instance, McDonald’s uses the yellow to position the brand as a 
family restaurant, even in the digital context. Consumers like this color as it is reﬂective of 
energy and warmth. More importantly, yellow also changes the brand image and mindset of the 
consumers when it is used on digital platforms. This color makes the virtual platform blissful 
and vibrant. Green color reﬂects purity, nature, power, hope, beauty, wealth, fertility, and new 
life. When consumers see this color in product packaging like mineral water, their perceptions 
about the brand undergoes a change. They start perceiving that the brand is natural and real. 
Blue and White 
Digital natives associate these colors with sports, bravery, machismo, adventure, and determina-
tion. For instance, Pepsi used this color in their campaigns and advertisements and changed its 
image among consumers. Consumers felt a sense of thrill as they started thinking about sports 
and bravery. The thrilling moments were captured by the brand on digital media platforms and 
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the brand was connected closely with the consumers. Consumers consider white to be peaceful, 
pure, and clean, but they also perceive it as a symbol of sadness, death, and sorrow. In India, con-
sumers do not wear white on auspicious gathering as it a symbol of mourning in certain contexts. 
Black
Black is considered to be a sign of evil, darkness, anger, and apathy. These individuals see black 
color in products and brands and develop their perceptions about the brands accordingly How-
ever, digital natives also consider this color to be the party color (Starbucks and Pepsi also use 
this color for celebrations) and use it in their social media posts and shares with elegance and 
sophistication. 
After understanding the nuances of dierent colors and their relations with perceptions, let 
us now comprehend other elements of perceptions such as perceived quality and perceived risk. 
Perceived Quality and Perceived Risk 
Digital natives develop perceptions about products and brands through internal and external 
elements. Internal elements could refer to ingredients, mode of production, packaging, colors 
used (natural or artiﬁcial and organic or inorganic) (Kaura, Prasad & Sharma, 2013).
 
For exam-
ple, when a brand uses paper packaging, it is perceived to be eco-friendly. External elements 
are related to how a brand performed when it was consumed and used by the digital natives’ 
friends and peers. These individuals have a signiﬁcant role in developing perceptions about 
brand quality. Additionally, these consumers also comprehend the price of the brand as it reﬂects 
the quality of the product. These consumers perceive that as the price of the product increases, 
it signiﬁcantly enhances brand quality. Digital natives buy products without being aware of the 
consequences of such a purchase. This perception about the risk varies with the categories of 
products and brands (Peterson & Kumar, 2015; Severson, Slovic, & Hampson, 1993; Weber & 
Miliman, 1997). Digital media has reduced the perceived risk as consumers can explore, com-
pare, and evaluate the consequences easily on these platforms. However, there are dierent types 
of risks that are perceived by consumers, and these are discussed in the following sections. 
Utilitarian Risk
Digital natives are not sure about the basic functions of the products. They are apprehensive that 
the product that they buy will satisfy their basic requirements. However, digital platforms reduce 
this risk as consumers can extensively explore products and brands before making a purchase. This 
approach helps them reduce the utilitarian risk. For example, before purchasing a smartphone, they 
extensively compare and comprehend the basic functions of the products on digital platforms. 
Safety and Security with Price
Digital natives are concerned about the protection of their well-being. They want products that 
are safe and secure. For example, some consumers want to avail the services of Kaya Skin 
Clinic, and prior that, they would study their packages and services comprehensively. They 
would also discuss it with their friends and peers who had earlier availed Kaya’s services and 
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read reviews by other digital natives. They would use this approach to reduce the risk associated 
with the services. They do not want to suer from the side-eects and remain safe and secure. 
Furthermore, consumers, these days, do not want to overpay for products; hence, they do a price 
comparison on their mobile apps to get a better deal. To get a good price, they even go to the 
extent of comparing product cost in dierent geographical areas (on digital platforms) as prices 
may vary according to the taxation policy of the state. After comparison, if another state oers 
a better deal, they place the order there accordingly. 
Communal and Cognitive Risk
Communal risk is high among digital natives. They want what they buy to be accepted by their 
online social circles. If their peer groups do not use or consume a brand, then there is a high risk 
of not being accepted in the communal group. These consumers carry out a thorough analysis 
of the brands and products that their social group members use and consume. Thus, consumers 
frequently use social media platforms such as Facebook and WhatsApp to gather this informa-
tion and reduce communal risk. These digital natives feel that the product selection may be good 
or bad. They use their rational, cognitive, and emotional mindsets to reduce this perceived risk. 
Time and Performance Risk with Individual Assessment 
Digital natives feel that they spend a lot of time searching and exploring products and brands. 
Their perceived risk is that products should deliver good performance as the time invested in the 
brand is high. These consumers access product performance on various sites via digital media 
and read online reviews. It helps in reducing perceived risk. Perceived risk related to products 
and brands can vary with the individuals. Some consumers like experiments and take higher 
risks but others may not prefer to use this approach. These traits are developed from the person-
ality, values, beliefs, and culture of an individual.
Consumers’ Approaches to Manage Risk
Digital natives use dierent methods and processes to manage risk; these are listed below.
Information Gathering and Conservative 
Digital natives gather information from various sources such as friends, peers, and family. They 
connect with these individuals through digital platforms as they read e-papers, e-journals, and 
information available through mobile apps (Ha, 2002; Agrawal, Richardson & Grimm, 1996; 
Mitchell, 1999). They discuss this information with their online social circles. This process helps 
them become more comfortable with the products and brands and reduce their perceived risk. 
These consumers are digitally active individuals and believe in gathering, organizing, and dis-
cussing the information about the products. For example, Dior keeps their consumers posted 
about the latest developments of the brands via social media. This information from a credible 
source helps in reducing the perceived risk for these individuals. These consumers also have 
experts within their social circles. They help them by delivering credible information about the 
brands. They discuss online reviews and blogs with these opinion leaders. Some digital natives 
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have become conservative about products. They do not like to experiment with new brands. They 
like to use and consume the same product they have consumed earlier as the associated risk is less. 
They feel that before making a purchase, they have undertaken a thorough process of analyzing 
and evaluating the brands. They would not like to repeat the same process again for a new brand. 
Develop Brand Image
Digital natives develop the brand image of dierent products. They evaluate the quality, price, 
performance, attributes, and beneﬁts of products via social media. They discuss the brand with the 
actual consumers. This process has been carried out on the digital platforms as it is an easy and 
eective way of communication. These consumers develop their own parameters for  understanding 
“brand image” and this way, the associated perceived risk of the products reduce  dramatically. For 
example, consumers feel that McDonald’s perceived risk is reduced as it oers a good deal at a 
reasonable price. Digital natives believe that this approach helped the company develop a strong 
brand image primarily by oering relevant content and connect with the digital natives. 
Emphases on Store Image
Digital natives develop a perception of the store by the layout, ambience, and a wide variety of 
products, merchandizing, lights, music, gadgets used, and employees. These consumers evaluate 
all these elements and develop perceptions about the stores. They also click photos, post the 
pictures on social media platforms like Facebook, and receive instant responses from their social 
circles. These consumers aim for new gadgets that are used in the stores. If individuals use iPads 
and tablets, they consider the store to be modern and contemporary. 
High Price and Guarantees 
Digital natives buy products of high price as they feel that the associated risk will be lesser. High 
priced products have excellent quality and stunning performance. These consumers have high dis-
posable income and would like to buy expensive products and brands. They also compare the price 
tags of their products among their social circles. This trait is primarily observed in Delhi as these 
consumers believe in conspicuous consumption. Digital natives feel that if brands deliver on their 
guarantees and reassurance, they could easily reduce the perceived risk. They note all the informa-
tion delivered by the companies on their gadgets for future reference. They click pictures of these 
documents and send it to their close friends for reference. These characteristics are primarily found 
in Mumbai as consumers are strategic and organized in their approaches (Ariel Adams, 2013). 
Digital Discussions
Digital natives like to reduce the perceived risk of dierent products and brands through digital 
discussions. They converse with their expert friends, family, extended family, peers, neighbors, 
and other actual consumers through the digital media and discuss their views with virtual and 
brand communities. They carry out discussions with multiple groups in order to become com-
fortable with the products and its credibility. These discussions are primarily driven by pictures 
rather than by texts. After studying all the elements about perception, let us now focus on some 
implications given by consumers that can help brands and companies develop their strategies 
for these consumers. 
M02_Consumer Behavior_A Digital Native_C02.indd   68 6/22/2019   12:20:24 PM

















[image: ]Perception  69
Closing Case
Snapdeal.com
Snapdeal is an e-commerce company in India, which started 
as an online group discounting site. Launched in 2012, it 
has performed an amazing job in the Indian  market. It has 
more than 50,000 merchants, 5 million products, and more 
than 30 million consumers.
 
Snapdeal employed several 
stimuli to change the perception of Indian consumers about 
online shopping and the company. 
Snapdeal was founded by Kunal Behl with a very 
strong competitive strategy primarily because Amazon 
and Flipkart were its key competitors. This was very impor-
tant for Snapdeal as the e-commerce market in India 
was worth $12  billion and these two companies had the 
maximum market share. However, Snapdeal had major 
problems with them as Amazon and Flipkart had deeper 
pockets. In addition, their brand ambassador, Aamir Khan 
(Bollywood actor) was caught in a controversy, which 
drastically affected their sales (Anand, 2015). The digital 
natives on social media platform even mentioned that 
Snapdeal should boycott the celebrity brand ambassador, 
or else they will not buy any product from the company. 
Thus, Snapdeal did not renew Aamir Khan’s contract. 
 Consequently, Snapdeal’s competitor, Amazon, got an 
opportunity to grab the market share in this situation. 
They worked on better quality of services and dealt effec-
tively with the digital natives. This changed consumer per-
ception and lead to the download of Amazon’s app rather 
than of Snapdeal.
This whole quarter (March) was very difficult for Snap-
deal (Anand, 2015). However, they worked on prospec-
tive digital natives with a new brand identity. In 2016 
(Afaqs, 2016), their new campaign primarily focused on 
how digital natives could change their lives after unbox-
ing the parcel they have received. This parcel was not just 
the product but was related with their emotions and life. 
Snapdeal also used red color while they delivered these 
boxes. This color was important as it was directly related 
with their brand color. Snapdeal also included speed, reli-
ability, customization, and youthful energy to supplement 
this campaign. This entire campaign resulted in garner-
ing 250–300 million online shoppers for their brand. The 
company also shipped 1.67 million products in 16hours 
as there was an upswing and increased conversion rate 
by 35 percent to 40  percent. Interestingly, during this 
time, Amazon could sell only 1.5 million units and  Flipkart 
sold 2.25 million units. This means that Flipkart shipped 
3.5 lakh units, Amazon 2.5 lakh, and Snapdeal 1.5 lakh 
within a day. Snapdeal sold products primarily related 
to fashion apparel which provided them a margin of 
30–40 percent (Singh, S., 2018.) Thus, we can say that 
the perception of digital natives is related to competitors, 
celebrity endorsers, distribution, buying processes, and 
marketing  communication. If these variables are in sync 
with the aspirations of digital natives in real time, strong 
perception can be easily developed by the brands. 
The perception of consumers was further enhanced 
when Snapdeal solved their issues and grievances within 
a few hours. In one widely publicized incident, a merchant 
had shipped stones instead of phones. Upon receiving a 
complaint, the money was refunded to customer’s account 
within two hours. The Vice President of Marketing held a 
press conference, apologized for the problem, and black-
listed the supplier partner. Thus, consumers perceived 
Snapdeal as a committed, honest, and customer-centric 
company. Lastly, the consumers strengthened their asso-
ciation with the brand when Bollywood actor, Aamir Khan 
endorsed it (Anand, 2015).
 
Because the actor was cred-
ible, stylish, and trustworthy, consumers felt that the brand 
was so too. Digital natives also liked it when this celebrity 
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started promoting the idea to “vote” through his social 
awareness campaigns (Singh, 2018).
 
To summarize, the 
perceptions of digital natives can be changed with various 
stimuli such as latest technology, integration of offline and 
online platforms, easy modes of payment, wider collections, 
good deals, resolving issues within a short time, and celeb-
rity endorsements. These elements helped Snapdeal develop 
a favorable brand image in India. 
Summary 
(a) The consumption pattern of digital natives is related to their reactions to and understanding 
of stimuli. These reactions and understanding become the basis of perception. The percep-
tion of these consumers is related to both their current and future consumption patterns. 
The reason for the same is that the positive or negative appraisal of a product or service is 
inﬂuenced by the perception of digital natives. The future consumption pattern is inﬂuenced 
by the fact that positive perceptions can actually create a consumption context that might 
arise in the immediate or intermediate future. On the other hand, negative perceptions can 
hamper both immediate and future consumption. Additionally, the capacity of negative per-
ceptions becoming negative word of mouth is quite high. Thus, perceptions play an impor-
tant role in consumption.
(b) Continuing, the consumption choice of digital natives is also related to the comparison of 
stimuli. Here, there is a threshold of dierentials. This dierential refers to the means and 
degrees by which brands can make digital natives discern dierences. These dierences 
may be in terms of color, visuals, and texts. The consumption choice of these consumers 
can be understood ﬁrst and then dierentials can be aligned; or, dierentials can be aligned 
and then the consumption patterns can be understood. In both cases, it is imperative that the 
brands clearly understand the preferences and priorities of these consumers. If the brands 
are quite careful and consistent in showing that they are very attentive to the needs of digital 
natives, they ﬁnd that the perceptions of the brands is quite positive. In fact, the dierentials 
in perception can be aligned by keeping in mind the fact that the perceptions can be both 
transitory and long standing.
(c)  A fascinating aspect of this chapter is that it understands that perceptions and engagement 
can be modulated at lower levels of consciousness. Here, the stimuli can be of two forms 
and intensities. The ﬁrst is that of the weak stimuli. These stimuli are not very explicit and 
in the face. Often, they are very subtle. Due to this, these stimuli would need to be repeated 
often in dierent media. The second form is that of sexual arousal. Here, the stimuli are sen-
sual and sensuous. In fact, they are often quite provocative and titillating. Further, this form 
of stimuli seeks to create a deferred eect. That is, until the brand that uses sexual arousal 
as a cue is used, the implied sensual cues would not be within the ken of the consumers. In 
both cases, the brands have to be very careful that the quantum and content of the messages 
and communication are appropriate and brief. 
(d) Finally, this chapter also focuses on the unique nature of associations in the digital context 
for digital natives. Here, the consumption choices and patterns of these consumers are 
directly aected by the symbolic and hedonic dimensions of visual and textual cues. The 
consumption choices and patterns in the digital age are quite volatile. Due to this, develop-
ing cues that are symbolic and hedonic is very important. The reason for the same is that 
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such dimensions often act as heuristics in the decision-making process of consumption. 
Thus, it’s highly essential that brands understand the cultural and psychological underpin-
nings of the content that lead to hedonic associations. 
Discussion Questions
♦ 
Discuss the role of stimuli, aspirations, and emo-
tions in inﬂuencing the brand consumption  behavior 
of digital natives.
♦ 
Explain the salience of gender-based dierences 
in the context of consumption patterns of digital 
natives in the digital era. 
♦ 
Describe the role of models and experts in terms 
of their inﬂuence on digital natives’ choice making 
and decision making. 
♦ 
Discuss the importance of “country of origin” as 
a factor in inﬂuencing the consumption pattern of 
digital natives in the digital context.
♦ 
Discuss the dierent levels of perceptions that 
inﬂuence motives and behavior in terms of the con-
sumption pattern of the digital natives. 
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Explain learning and its elements.
Discuss the theories of learning.
 Outline the different types of learning.
Learning Objectives
A er reading this chapter, you will be able to:
There was a time when flying in an aeroplane was a dream for 
many. Now, flights are as common as dreams you have each 
night. So, who waved the magic wand? Wait. What was this 
magic wand? Economical point-to-point flights, no delays, on-
time departure and arrival, comfortable flights, hassle-free lug-
gage services and clean aircrafts. But as we know, even the 
best magic trick can’t work twice. So, companies had to fig-
ure out another. Organizations realized that online search and 
flights are most trendy in present times. They learned that in 
this digital age, decisions about travel and flight is going to be 
done online. Thus, in the majority of cases, IndiGo is listed as 
the best. Indigo Airlines is an India-based “no frills” airline that 
started operations in 2006. They provide seamless services at 
reasonable prices. The key to their magic is the budget airline or 
low-cost carrier (LCC) model that provides a hassle-free expe-
rience. This means that the flight neither includes entertain-
ment, nor free meals as a part of its service. These frills are not 
needed anyway for short-time flights. Not just customers, even 
their leadership was taken to the high skies by IndiGo in 2012 
and 2014 with 36.9 percent market share (IndiGo, 2015). Fuel-
ing this growth was the domestic aviation industry’s growth 
at the compound annual growth rate (CAGR) of 3.9 percent 
by volume. The annual profit for 2016 at 19.9 billion was the 
highest in the 10 years of their operation. IndiGo had posted 
8 years of consecutive profit and their average on-time perfor-
mance was 83.80 percent in 2016. None of this would have 
been possible if consumers had not learned about Indigo Air-
lines and their services (Content.goindigo.in, 2015). This learn-
ing became the key to their decisions about booking tickets 
(IndiGo, 2015).
 
With IndiGo, consumers found that flights are 
always clean and on time. Their crew began cleaning a plane 
before it reached the  destination. All the guests were more 
than glad to  cooperate. The guests also sped up the prepara-
tion of the plane for its next flight. They enhanced this support 
OPENING CASE 
IndiGo Airlines: The Experience and New Technology to Enhance Learning
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by handing over the trash to the crewmembers before landing. 
This process helped and helps IndiGo manage their schedules 
(Content.goindigo.in, 2017).
Additionally, IndiGo provides onboard meals and drinks 
for purchase, customizes to the taste and preferences of the 
geographical area. Further, the cabin crew can converse in 
regional languages. This really has gone a long way in enhanc-
ing the comfort levels of the consumers. The use of the local 
language helps consumers quickly learn about the airline and 
their facilities (Loukas, 2012).
 
More specifically, consumers 
like IndiGo’s collaboration with Expedia as it provides them 
with a platform to book the hotel even as they block tickets. 
These individuals also have the facility to book car services. 
This integration offers consumers hassle-free services (Lou-
kas, 2012). More importantly, consumers like this airline as 
it focuses on women empowerment (12 percent are women 
pilots), provides mid-day meal to kids of government school 
and sponsors education of unprivileged children (till now 263 
children have been sponsored by 193 IndiGo employees).
Along with its golden heart, IndiGo has a quick 
 communication team. They reply and respond to consumers 
promptly and effectively. IndiGo uses pictures and visuals 
on Twitter for their promotional offers. This has enhanced 
the learning environment of consumers, especially, more 
so on digital platforms. The apps help the individuals learn 
about the flight schedules, pick up and drop car services, 
and advance payment of extra luggage. Consumers learn 
about various services and acquire the relevant knowledge 
via an app that facilitates them in subsequent decisions. 
To summarize, consumers are able to learn about 
IndiGo airlines via experience and new technology. Top in 
the line are digital platforms such as mobile apps. Consum-
ers also capture the new knowledge through Twitter, mobile 
apps and Facebook. 
Consumers learn from various sources, including oine and online platforms. They acquire 
knowledge from these sources and process it to decide about brands and products primarily via 
digital platforms. This cerebral processing of information facilitates favorable consumer behav-
ior, especially for digital natives. The case of IndiGo Airlines shows how experience and new 
technology can help digital natives to learn about a brand. After having a brief understanding 
about learning components use by Indigo airlines via the opening case, let us  now go in-depth 
and learn about the main areas of learning. This chapter will help you comprehend the elements, 
types, dimensions, theories and type of memories associated with learning
Meaning of Learning 
Many scholars and psychologists have found that it is dicult to develop a deﬁnition of  learning. 
They had developed it from a marketing orientation. This understanding states that learning is a pro-
cess by which individuals retrieve knowledge about purchase and consumption with  experience. Fur-
ther, this continues in subsequent behavior and decisions. More importantly, for digital natives, the 
natural process of learning is in sync with the news from their mobile apps, discussion from online 
forums, social media platforms, alerts on mobile phones and so on.  Capping all of this is the golden 
touch of their real experience. For example, “Do Gooders, People Inspiring Good” is the social media 
campaign started by (HUL) Hindustan Unilever Limited in India (Vinaya, 2013). This campaign was 
about sustainable living. The company picked up the stories of “Do Gooders” and mentioned them 
on social media. The actions of these individuals might have been small but their eects were not.
Similarly, consumer learning encapsulates comprehensive learning ranging from sim-
ple to complex. This range means that consumers may use dierent types of learning models. 
The complexity of the problem can be reduced by digital platforms such as mobile apps for 
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FIGURE 3.1   
Unilever Promoting 
Sustainable Stories 
Through Social Media
Credits:  Kristoffer Tripplaar/
Alamy Stock Photo
FIGURE 3.2  Segments of Consumers Across Different Cities and Age Groups in India
Adapted from:  The Boston Consulting Group. Internet and Mobile Assn. of India – Page 18, Exhibit 5 – Behavioral Categories Differentiated by Location, Income, Gender 
and Age
Note:  Tier 1 cities have populations of 100,000 or more; tier 2 cities have population of 50,000 to 99,999, and tier 3 and 4 towns have populations of 10,000 to 49,999.
digitalnatives. These apps can be related to various complex issues like health, ﬁtness, wellness, travel. There is 
a superb example of this. An online healthcare venture, Practo provided a platform known as @ AskPracto. Here, 
the digital natives could tweet and end their queries which are answered by doctors in real time. This is instant, 
live and credible information that the digital natives receive quickly on various platforms such as Android, 
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m-web and iOS. Digital natives discover data extensively in the semi-urban and rural areas. 
These individuals comprise more than 50 million consumers and were expanded to 280 million 
by 2018 (Bajpai et al., 2015). This expansion is reﬂ ective of the fact that digital natives learn 
from the data and retrieve information from the internet, especially on their mobile phones. This 
information has to be rational and they should be able to apply this data in their daily lifestyle. 
For example, they can learn about their upcoming travel through the internet and online web-
sites and can book their ﬂ ights and hotels. While selecting these hotels and ﬂ ights, these digital 
natives aim for personalized o ers and deals. 
Elements of Learning
Elements of learning can be understood with the help of the various components such as con-
sistency and continuity with the evolving characteristics. These dimensions are connected with 
motivation, cues, response and reinforcement that helps in the new knowledge with systematic 
information processing along with the actual experiences which ﬁ nally frames the behavior of 
the digital natives. These comprehensive elements of learning are explained in detail in the sub-
sequent sections (Solomon, 2013; Blackwell, Miniard, & Engel, 2006).
Consistent and Continuous Process
Learning is a perennial process that helps individuals acquire knowledge. It helps the individu-
als to develop themselves in a dynamic atmosphere. Here, digital natives are open to learning. 
For example, they would like to know about new models that have been launched. This was true 
of the cars o ered by Hyundai, India. The company connected with the digital natives by provid-
ing them information about the exclusive deals primarily on Elite i20 and o ers were provided 
online to these consumers. The company also provided the option to invite their friends, get the 
rewards and connect with more people through social media platforms. This consistent informa-
tion helped the digital natives to acquire the knowledge about the brand and they learned about 
the company which made the launch of this car very successful. 
To enhance this learning further, Hyundai also ran an outstanding contest known as “Hyun-
dai Digital Jockey.” Here a fan had to state the reasons for selecting him/her as the digital jockey 
or brand ambassador for Hyundai. 
FIGURE 3.3 
Elements of Learning
Adapted from:  Blackwell, Min-
iard, & Engel, 1986 Solomon, 
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Evolving and Emerging
Learning progresses and develops with individuals. These individuals and consumers evolve with 
their multi-media usage as they operate in the digitally savvy environment. They learn from and 
through di erent media channels. For example, Buyagift is a UK-based online gift retailer. They 
started experimenting on WhatsApp to inform digital natives about various deals and discounts 
that they could avail from their site. This process was carried out by sending alerts on WhatsApp 
(Econsultancy, 2018). This platform facilitated consumers to take quick action.  Naturally, they 
felt special as the message was delivered on their mobile rather than on their email. 
Motivation
The motives of the consumer are the key for any kind of learning process. Why not? They need 
to understand why and how products and services would be able to satisfy their needs and 
requirements. However, the unfulﬁ lled and unsatisﬁ ed needs and requirements of consumers 
lead to motivation. This motivation results in learning. These elements are important for digital 
natives. Their needs and requirements are dynamic. This dynamism is due to high access to 
information through multiple gadgets and social media platforms across countries. But it is a tad 
di erent than urban areas. Thus, Intel used “pulp strategy” for this market with the campaign that 
focused on Ëk Kadam Unnati Ki Aur (One Step towards Progress). This initiative was carried 
out so that consumers could understand the relevance of personal computer. Further, this cam-
paign provided them a humanized and digital touch. The campaign connected with the digital 
natives at the personal level through technology and sequential progression was made in terms 
of educating these individuals about the product and the brand. This personal education helped 
digital natives to understand the brand at a deeper level. The company also considered issues 
such as lack of infrastructure and low awareness while developing the campaign. This initiative 
and campaign resulted in 87 percent improvement in personal relevance and purchase intent of 
the consumers for Intel personal computers. This was not all. The company was able to reach 
50 million consumers who had very high engagement in 2012. As a result, there were 70 lakh 
consumers’ interactions, 15 percent non-computer users and 94 percent satisfactory visitors. 
FIGURE 3.4 
Hyundai Connecting 
with Consumers 
for Consistent 
Engagement
Source:  Home Page, http://
www.hyundai.com, Hyundai 
Motor India Limited, accessed 
15 April, 2019
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In terms of digital experience, the key consumer motivation for learning is pleasant digital 
experience, which includes the interface and the time spent on websites, apps and so on. This 
experience is important as 50 percent users give up the process if they do not have a seamless 
experience. For example, Nike introduced the workout app that can be used on smartphones 
and watches, thus providing pleasant digital experience to its users. This experience motivated 
digital natives to learn and manage their workout eectively. Similarly, subscription models 
provide cloud-based solutions to digital natives who pay for the services upfront and use the 
model to buy goods and services. For example, Blue Apron, a meal kit delivery service, facili-
tates digital natives to develop their meals without going to the actual grocery shop. This kind of 
service motivates the consumers and enhances their learning in a simple set-up. Further, loyalty 
programs and rewards are provided to digital natives as they are the key motive of learning; for 
example, Starbucks app provides loyalty programs for digital natives for pre-booking of drinks 
which helps consumers to learn about the brand well in advance. Similarly, digital conversation 
leads to major learning as these consumers get motivated from the communication that takes 
place in the digital and online space. A research has found that 71 percent consumers who have 
pleasant digital conversation with the brand have highly recommended their product and ser-
vices to their peers and circles. These inﬂuencers have a dramatic eect on the learning process 
of individuals. On the same lens, social responsibility is equally important for digital natives. 
This means that they would like to learn about the brand and their sustainability business model, 
more so for being socially conscious. Lastly, digital natives would like to learn about the new 
process that can make their lifestyle more comfortable and eective, looking for solutions that 
can be learned from the brand and can be executed by them. 
Cues, Response and Reinforcement
Consumers’ motives provoke learning. Further, cues provide directions to these motives, espe-
cially for digital natives. For example, an ad acts as a cue or a stimulus that can fulﬁll the motive 
of the digital natives. This is especially so when they are immersed in the digital world. Learning 
can also happen when the response of the consumers may not be so obvious. However, if there is 
a pleasant image in the consumers’ mind, it helps them take quick action and eective purchase 
decision. More importantly, reinforcement enhances the consumers’ response after they have 
been exposed to cues and stimuli like ads or communication from companies or brands. They 
become memorable moments for individuals. These memorable moments need to be ingrained in 
the minds of digital natives. That is because they forget the information rather quickly. And it is 
not just about memories. Social reinforcement facilitates the relationship (Schultz et al., 2009). 
This relationship also helps digital natives share the brands’ content and message.  Further, these 
reinforcements are so much easier via social media usage, as reﬂected by Dominos, primarily 
in the campaign “Tweet-to-eat”. This campaign allowed the digital natives to place the order of 
pizza via any media form such as social media, mobile desktop, Apple watch. These consumers 
can easily order pizza without switching media platforms (Evan Schuman, 2015)
New Knowledge
Individuals like to obtain knowledge while reading, thinking, reﬂecting and observing. However, 
these processes are not deeply rooted in digital natives. They would rather read bullet points and 
grasp the information through pictures, images and videos, quickly and simply. Their motiva-
tion to acquire new information about brands and products is to be innovative and creative. For 
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example, consumers might want to know about the various types of packaging launched by 
Kissan sauce. Now, it’s a cake walk with their new digital initiative. The digital platform was 
linked to IndiBlogger, which is the most active blogger community in India. They are legendary 
for the contests they hold for bloggers. Kissan also created a 100 percent real blogger contest. 
Here, the bloggers could share their natural experience of growing up, which would fetch the 
winners a prize of three days and two nights of nature travel package. This was the new knowl-
edge (natural experience of growing up) that was created by the brand.
Actual Experience
Learning helps digital natives to experience many brands and products. When they experience 
the brand, they understand its functions, characteristics and features. These attributes are imper-
ative for the digital natives as they learn about these elements only through digital platforms. 
Most of the consumers, primarily from India, prefer predetermined experience. They prefer to 
synchronize logical thinking with their desired objectives. For example, before buying Lakmé 
lipsticks, women would use the tester to assess how they match with their face and skin tone. 
Here the actual experience is elevated further by digital channels. This elevation was reﬂected 
in the campaign “you never know who is watching your lips today.” In this campaign, the lips 
zoom in the mobile screen while the ad is being played. Then, they become the center of attrac-
tion while illustrating the conﬁdence and style naturally. This attraction was elevated further by 
dramatizing the touch of the lips. 
Information Processing
Learning facilitates individuals in processing information. This is imperative for digital natives 
as they acquire data from dierent online sources and process them simultaneously in their 
daily lives. Further, learning can be enhanced only when dierent data points are well con-
nected with their daily lives. More so, digital natives need to be able to develop a relationship 
with the groups and communities associated with these individuals. Consumers process infor-
mation from various elements of products and services. For example, L’Oréal carried out the 
information processing process with their campaign—Joy of Coloring. Women consumers were 
reluctant to use hair colors in India. L’Oréal’s initiative helped consumers to learn the “joy of 
coloring” by highlighting to the women that they can be conﬁdent and beautiful by using these 
hair colors.
Evaluation and Interpretation
Digital natives examine the information and data that they receive from dierent sources on 
the bases of their learning. They evaluate the data based on their requirements. Again, learning 
facilitates this process. Digital natives evaluate information from digital platforms and virtual 
communication. For instance, cardekho.com, a website for the used car, provides information 
about used cars in cities all over India. They learn about the used car after identifying and 
understanding the facts about these vehicles. This approach was integrated with “feel the car.” 
This was truly immersive and provided a virtual car experience to digital natives with high 
 functionality. This experience combined video, text and audio stimulus. Consumers saw the 
customized features of 40 car models. This stimulus integration and virtual experience helped 
them evaluate the information.
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Frames Behavior
Learning helps digital natives develop their behavior. They frame their atti-
tude based on the learning. They encapsulate this from their experiences, 
knowledge, feelings and emotions and frame their behavior accordingly. 
For example, before buying Close Up toothpaste, consumers would know 
about the brand as they might have experienced earlier. This develops a 
strong emotional connect with the product. This emotional connection was 
increased further through social media and digital engagement. In 2012, 
Close Up developed a “Close Up Cupid Café” (Ratnani, 2018). Here, they 
invited an unsuspected couple in a café on Valentine’s day. In this café, the 
consumers paid through romantic gestures rather than money. These ges-
tures were hugs, kisses and so on. Thus, the consumers learned about the 
Close Up after this experience that connected their emotions and feelings. 
After understanding the meaning and elements of learning, let us now 
study the various categories of learned behavior. 
Categories of Learned Behavior
Elements of learning can be understood with the help of the various com-
ponents such as consistency and continuity with evolving characteristics. 
These dimensions are connected with motivation, cues, response and rein-
forcement that helps in new knowledge with systematic information pro-
cessing along with the actual experiences. These comprehensive elements 
of learning are explained in detail in the subsequent sections. 
There could be various types of learning that can a ect the behavior 
of individuals. A few, as shown in Figure 3.5, are discussed in the following 
sections here.
Real and Natural Learning
Individuals learn from various exposures and experiences in their daily lives. We learn from var-
ious phases of life that start in childhood. It continues into adulthood. Here, they are expected to 
perform and deliver various roles. These roles di er quickly in case of digital natives ( Domjan 
& Burkhard, 1986). This is because they access multiple media platforms and interact with 
various people simultaneously. For example, a person in an apparel store would learn about 
fashion trends through merchandizing and explore it further on the internet to make a purchase. 
For example, Shoppers’ Stop connects with the shoppers by carrying out interactive discussions 
and sending news and updates with discounts using Facebook, Twitter and YouTube. This high 
digital engagement was reﬂ ected in their First Citizen Royalty program. The campaign resulted 
in 2.5 million consumers and an increase in sales by 70 percent.
Visual and Cerebral Learning
Individuals learn from text, visuals, signs and symbols. But digital natives prefer visuals over 
text. They learn through the brand logo, label, pictures of celebrities and the common man used 
in campaigns, mobile apps and audio-visual aids used by the brands and products. Forexample, 
FIGURE 3.5  Dimensions of 
Learned Behavior
Adapted from:  Atick and Redlich, 1990; Lave 
and Wenger, 1991; Nakamura 1993; Breeze et 
al., 2014; Kolb, 2014
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consumers learned about PVR Cinemas and its personalized facilities through the brand’s 
mobile app, the seven personalized tabs on Facebook and contests formulated on Twitter. This 
learning was further intensiﬁed by the use of digital platforms as traditional media formats were 
unable to provide audio-visual facilities to the digital natives. Digital platforms used visuals 
and graphics that reﬂect the brand image and deliver appropriate information. This detailed 
information with audio-visual graphics helped the digital natives learn about the brands very 
easily. This learning is also based on the rational and logic depicted by the aesthetics elements. 
In cerebral learning, individuals learn from their rational thinking and logical processing of 
 information. Thus, consumers started analyzing information delivered by products and services 
quickly while using their digital platforms. Now, the scenario is dierent. Consumers compre-
hend the brand as they are more educated and knowledgeable. Thus, they use the internet and 
other digital platforms. This usage facilitates their cerebral learning about brands and products. 
For example, Vodafone changed its corporate color along with an overhaul of its corporate 
 identity. Without much surprise, consumers became curious about the change. They went online 
to ﬁgure out the rationale for the same. 
Situational Learning
Individuals learn from situations and surroundings. They explore their environment, observe peo-
ple and their behavior. Their environments and surroundings are always changing as they travel to 
dierent places and meet various people digitally. This digital meeting happens through travel blogs 
and social media platforms and the online communities where digital natives write about their 
experiences and journey. They even learn from the digital media as the interaction can take place 
via Skype or FaceTime. It is not necessary to be physically present in an environment.  Additionally, 
they also learn from the role models and celebrities as consumers observe them keenly. This is 
done primarily on their gadgets. Digital natives take note of the fashion and brands they use and 
their style, attitude and behavior. These elements are reﬂected in consumers’ behavior. For example, 
 Bollywood star Hrithik Roshan narrates an interesting story while interweaving the performance 
and design of Acer laptops in their campaign launched in 2012. Digital natives liked the story as 
they learned about technological products from a trustworthy brand promoter with his personal nar-
rative that emphasized on brand features. These consumers were also able to spend a day with the 
celebrity. Additionally, the company also worked on “back to school” concepts. Here, classrooms 
were integrated with technology. This means that classrooms use audio-visual applications along 
with the technology so that the learning can be based on virtual tours and digital surroundings. 
Experiential Learning
In this type of learning, digital natives learn even while they consume the products or  services. 
This learning works well for services such as hotels, salons, spas and ﬁtness centers. For exam-
ple, Lakmé Salon provides discounts to their regular customers on new facial packages devel-
oped from dierent fruits such as strawberries, oranges and peaches. Further, to enhance this 
experience, they started a contest on Pinterest for brides emphasizing on “My Best Friend’s 
Bachelorette Party.” These enhance the experiential learning as brides and bridesmaids are 
excited during weddings and usually share visual content on their social media network and 
this was leveraged by the company. Fans were provided with the opportunity to ﬂaunt their 
ideas of bachelorette party by developing a board with appropriate pins on Pinterest. Lakmé 
provided special oers to the best three boards that had maximum likes, re-pins and comments. 
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Pinterest was further connected with Facebook and Twitter with #BeautifulBrides, which 
increased the tra c for Lakmé. 
Integrated Learning
This is a new and nascent learning concept that is emerging in India. Digital natives learn from various 
o  ine and online platforms. They connect all the data points to draw insights and gain knowledge. 
For instance, to know about Axe deodorants, consumers check them out at the store, discuss them 
with their friends, search information about the brand on a website, check out the commercials on 
YouTube such as Goa Boat party, share the link on Facebook and get responses via WhatsApp from 
their social circles. These are the platforms that digital natives use to learn about the “Axe” brand.
After comprehending the basic and emerging categories of learning among the digital 
natives, which is primarily digital media, let us look into the “dimensions of learning” and the 
“process of learning” used by these individuals. 
Dimensions of Learning
Learning is a natural process for all human beings. The process of learning determines learning 
outcomes and it may vary among individuals. Figure 3.6 shows the various variables that a ect 
learning in individuals (Kardes, Cline & Cronley, 2011; Hoch & Deighton, 1989).
Motives
Motives are the triggers and a  liation that the digital natives have for a deﬁ ned behavior. Motives 
can be internal or external. They determine the level of learning for individuals. Subsequently, 
they activate the e orts and mobilization of resources (Louden & Bitta, 1993). Motivation is 
cerebral and emotional in nature and facilitates individuals to ﬁ gure out information when they 
FIGURE 3.6 
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learn about various products and services. Thus, the balance of the two is a herculean task for 
any marketer. For example, cerebral motivation helps individuals learn about the quality, per-
formance, features and other extrinsic characteristics about products and services via system-
atic learning. These dimensions are even more important for digital natives as they get various 
cues from dierent platforms. On the other hand, emotional motives can be related to sensuous 
elements such as colors, smell, music and message. These dimensions also facilitate the learn-
ing process. More speciﬁcally, digital natives are motivated by these sensuous elements. For 
example, the Airtel tune aects the mindset of consumers as they like the music delivered by the 
brand. This element motivates them to learn more about the company. 
Indicators and Signals
Learning can be enhanced by providing indicators and clues to digital natives. This mission is made 
easier through digital platforms. These elements span across advertisements, colors, price, aesthet-
ics, product display, brand features and characteristics. For instance, the advertisement of Godrej 
hair color entices consumers to explore the product. This enticement was increased further through 
digital media platforms. Its focus could be captured in two words—youthful spirit. The emphasis 
was on “look young” and “feel young.” These elements were connected with Father’s Day. The 
aim was “Fathers are the ﬁrst heroes and heroes never age.” This initiative was really liked by 
consumers as the company connected with the Elder generations digitally. This digital connection 
of father and child facilitated digital natives to share the messages about this company initiative 
of #MyFirstHero. One of the best features of this campaign was a personalized video developed 
by consumers. Consumers learnt about the company through these signals which recorded 10,339 
visits, 84.14 percent new sessions and 28,000 shares, thereby helping digital natives work on their 
drivers and motives and developing an armative behavior about products and services. For exam-
ple, during festivals such as Diwali, the themes used by virtual stores would be about happiness. 
Keeping pace with digital citizens, themes were based on digital social gatherings. 
Context
Context is important for learning. For digital natives, it is slightly dierent as they are dynamic. 
However, they are overloaded with information and would always like to understand the context. 
If products and services understand the consumer context, the acquisition of knowledge is faster. 
Consumers also want to know about new arrivals via mobile apps and Instagram. However, a 
person who is attending a virtual board meeting of a company will not be in a position to learn 
about the products and services. The context is simply dierent. For example, Myntra has a 
personalized shopping experience while the consumers are “on the go” via mobile app. This app 
comprehends and learns about the behavior of consumers. Myntra’s mobile app even makes rec-
ommendations to consumers for the best and most eective products. These products are always 
in sync with their lifestyles and context. 
FIGURE 3.7   
Godrej Contextualizing 
Learning with Logos 
and Colors for Digital 
Natives
Credits:  Archive PL/Alamy Stock 
Photo
M03_Consumer Behavior_A Digital Native_C03.indd   83 6/22/2019   12:21:39 PM

















[image: ]84  Chapter 3
Individual Traits
Socio-economic factors aect learning. The basic digital native traits of individuals inﬂuence 
their mindset. This is so much truer when consumers access multiple online media platforms. 
In such a situation, these digital natives connect and associate with the products and services. 
This connection is easier for companies if they are well connected with the consumers. For 
example, an individual who is a postgraduate and belongs to a ﬁnancially well-o family learns 
quickly from the messages delivered by laptop brands. That is because they use the laptop daily. 
For example, My Starbucks works on the concept of “suggestion box” with 150,000+ members 
contributing to it. This has resulted in the growth of a community. The community has provided 
300 innovations to the company in the last six years. Their suggestions were related to digital 
tipping, peach green-tea lemonade and free Wi-Fi. Thus, the company considered and learnt all 
the traits and activities of the consumers.
New Information
Digital natives are eager to learn about new products and services. They like to know about the 
new characteristics of the brands. For example, individuals explored information on dierent 
platforms about Micromax when the brand was launched in India. The message that was com-
municated among the consumers was “let us explore something new.” Micromax compared its 
mobile with an iPhone based on dierent functionality. The clincher was that it was presented 
as an “aordable” phone. Consumers learned about the features. They compared it with other 
phones. Eventually, they started buying the mobile as they considered it to be user-friendly and 
available at a lower cost. They also compared this phone with the aspirational iPhone which was 
highly priced. This helped create a buzz among the consumers.
FIGURE 3.8   
Personalized Shopping 
Experience
Credits:  Anil Ghawana/Alamy 
Stock Photo
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Preceding Knowledge
Learning is primarily determined by previous knowledge and 
the experience of the digital natives. Prior knowledge helps 
people understand new concepts and ideas which they might 
have learnt from the digital media platforms. For example, dig-
ital natives had knowledge about men’s grooming. So, when 
Philips introduced its men’s hair trimmer, their prior knowledge 
helped them learn about this new product. They appreciated and 
accepted the product. It helped them look “cool.” This coolness 
was elevated via digital platforms by running a campaign around 
hashtags like #LikeABrat. To put it simply, the company lever-
aged the earlier understanding of the digital natives. This image 
was developed by roping in Bollywood actor Arjun Kapoor, who 
had a trimmed stubble look and a “the new brat” image, as the 
brand ambassador. And thus the “brat  philosophy” was spread 
across the country through digital media. This philosophy was 
increased further as digital natives liked the new concept and 
shared it extensively on social media platforms. They invited 
their friends via Facebook and Twitter with “ Bratify Me,” “Brat 
Academy,” “Brat Lingo” and “look a brat.” 
Action
The actions of digital natives is important in the learning process. 
Since these individuals have motives and clues, they process 
the information carefully and interpret it through the process of 
learning. An individual’s actions could either be emotional or 
rational and it works equally well when they develop favorable 
behavior towards products and services. If digital natives learn 
appropriately, they take positive actions; consequently, they 
become happy (with the brand that had communicated posi-
tively). If brands provide positive signals and indicators with a 
pleasant environment, consumers easily develop positive behav-
ior or response. For example, Dove shampoo’s advertisement 
says that every woman has beautiful hair. This positive signal 
aects the mindset of the digital natives. They feel good about 
the product. So, they would like to learn more about the brand. 
This “feel good factor” was elevated further by microsites and 
Facebook.
Prior Learning and Experience
Digital natives acquire incremental knowledge based on their preceding learning and experi-
ence via digital platforms. These elements are the base or foundation of subsequent learning. 
Digital natives compare and evaluate their new knowledge with their prior learning. This 
FIGURE 3.9  Philips Hair Trimmer with 
“Cool” Image Like Brat
Credits:  Keith Homan.Shutterstock.com
FIGURE 3.10  Knorr Soup’s “Sabse Bada 
Soup-a-Star” Contest was Appreciated by 
Consumers
Credits:  Cineberg.Shutterstock.com
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behavior has further increased as digital natives learn new processes, methods and consump-
tion pattern. This holds true for various products and services. The digital natives focus on 
innovative dimension. For example, individuals would like to know how to live healthy with 
a nutritious diet. They consume healthy and nutritious products, therefore. The prior learning 
and experience of these consumers helped the digital natives learn more about Knorr soup. 
The center was the “Sabse Bada Soup-a-Star.” Digital natives shared their soupy story through 
video, image or visuals. As a result, they won prizes and appreciation with live exposure on 
the company’s page.
Experiment and Impulsivity
Digital natives like to experiment with products and services. This is more so for digital natives 
as they always explore new brands on their gadgets. They do not like mundane products as they 
get bored with the same brands. These individuals learn quickly when they experiment with 
the brands. For example, consumers appreciated when Fabindia launched a new apparel line 
integrating modern and Indian traditional designs. Such styles and innovations were reﬂected 
in all their collections such as Utsav, Darbar, Khadi showcasing “Indianness,” “Diversity” and 
fusion of ethnic and Indian, primarily on the digital platforms. Apart from being experimental, 
individuals often tend to decide impulsively. For example, a digital native can start exploring a 
new brand of snacks while waiting in the queue of Big Bazaar. He or she can click pictures of 
the brand and post them on Facebook and WhatsApp. They may even explore the brand through 
the company’s website. 
Satisfactory Outcome and Repeat Behavior
Digital natives learn from the results that they derive after consuming the brands. If they are 
happy and satisﬁed with the outcome, then they may consider it for future purchase. Again, they 
would share their thoughts and ideas online. For example, a woman who has used Fair & Lovely 
fairness cream and received satisfactory results would conclude that the brand is good. She may 
go on to share this result with her social circle. This is done with pictures and texts on the dig-
ital platform. This learning has increased since beauty bloggers share dressing and beauty tips 
with pleasing outcomes. The key discussion has been about the fairness and the success of the 
cream. This has augmented digital natives’ self-conﬁdence, empowering them with the required 
 knowledge. This discussion is undertaken by women of all complexions. Hence, through digital 
platforms, learning can be facilitated and in the process behavioral patterns develop.  Digital 
natives also learn from their experience and their perceived memorable moments that they 
quickly share online. For example, an individual who is happy with Bru coee would buy the 
same brand again since he or she has learned that the taste of the product is good. This taste 
and repeat behavior are further enhanced by increasing usage of digital media. Bru conducted 
a Facebook contest named “India’s greatest Coee Lover” via a mobile app. The participants of 
the contest were ranked based on scores (frequency at which consumers preferred Bru Coee 
happily and captured those moments) and their name and picture were displayed by the company 
on the “leader board”.
After developing a basic understanding of learning and its key elements, let us compre-
hend the nuances of learning while studying dierent theories. 
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Theories of Learning
Elements of learning can be understood with the help of the various components such as con-
sistency and continuity with the evolving characteristics. These dimensions are connected with 
motivation, cues, response and reinforcement that helps in the new knowledge with systematic 
information processing along with the actual experiences which ﬁ nally frames the behavior 
of the digital natives. These comprehensive elements of learning are explained in detail in the 
subsequent sections. 
There are two schools of thought connected to the theories of learning—cognitive and 
connectionist or behavior or stimulus response learning. According to the cognitive school of 
thought, digital natives retrieve information and obtain knowledge. This is achieved when they 
process the data that help develop in-depth perspectives. The connectionist school of thought, 
on the other hand, states that individuals focus on external stimuli, response and their behavior. 
Knowledge and understanding are signiﬁ cantly correlated with focused stimuli leading to an 
e ective outcome. Let’s look into these schools in the ensuing sections.
FIGURE 3.11 
Theories of Learning 
Adapted from:  Stollnitz, 1964; 
Bower ,1981; Mowrer and 
Klein, 2000; Davey, 2018
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Cognitive School of Thought
The cognitive school of thought work on elements such as motives, signals, action and 
 reinforcement. They state that motives arouse the person. This is common in the digital space. 
Clues and signals act as triggers as virtual pictures and animations are powerful. They reinforce 
their actions if they add value to their outcome and objectives (Brophy, 2004).
 
For example, a 
new variant of the Lux soap focuses on beauty oils that help maintain soft skin. This message 
was delivered by popular Bollywood actress, Katrina Kaif. She added credibility to the motives 
that were portrayed in the campaign. 
It has been seen that consumers develop favorable perception towards a brand by learning 
about product ingredients. If a trustworthy and beautiful celebrity endorses the product, the 
results appear to be more eective. Reinforcements are carried out by dierent media channels 
such as Facebook and YouTube that provide messages to consumers. Digital natives like this 
approach as they learn more about the brand and feel connected with digital platforms. For 
example, Lux connected with the consumers by emphasizing on “behave beautifully.” This was 
endorsed by another actress, Priyanka Chopra. Subsequently, the idea met with so much appre-
ciation that it became a global campaign for Malaysia, Indonesia, Egypt, Sri Lanka and so on. 
The Connectionist School of Thought
This school of thought helps us understand the elements and the process of learning (Ai.ato.
ms, 2015).
 
There are two theories related to this school of thought—classical and instrumental 
conditioning. Classical conditioning states that an individual’s behavior can be planned in a 
controlled environment. Behavioral patterns can be controlled based on individual’s thoughts, 
ideas and thinking process. Conditioning inﬂuences the response towards the desired behavior. 
Instrumental conditioning says that there could be some rewards and penalties associated with 
this outcome or behavior. These elements act as an instrument for conditioning the behavior of 
the individuals. They can be altered or conditioned to achieve the desired outcome or results. 
These elements and processes of learning are imperative for digital natives as they need quick 
results within few clicks. For example, the Coca-Cola brand carried out a study on happiness. 
The company focused on “open happiness” theme for all its social media communication and 
campaigns. This focus was reﬂected in their Twitter, Facebook, LinkedIn and automated foun-
tain dispensers. This was shared and liked by most of the digital natives. The campaign was such 
a success because digital natives could derive quick outcomes of happiness and learned about 
the company with a few clicks. 
Classical Conditioning
This theory was formulated on the basis of repeated actions or repetitions, which are related 
to conditioning. This conditioning delivers a situation for the response of digital natives after 
repeated exposures. These repeated exposures are common while the individuals access social 
and digital platforms. According to psychologist, Ivan Pavlov, conditioning helps the process of 
learning. It is associated with the stimuli and response concept that signiﬁes that “ stimuli” and 
cues are internally evaluated by the digital natives. They are organisms that develop responses 
(behavior). The response generated from the stimuli or the cues is aected by individual 
 learning. These stimuli and cues can be pop-up ads, animated pictures, posts of friends or social 
group member on Facebook or Instagram. Additionally, there are other factors such as family, 
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education, values, beliefs, socio-economic conditions and peer pressure. All of them can aect 
the conditioning of digital natives. Conditioning is related to a desired objective. It is quite pow-
erful because it can have a long-term impact on individuals. For example, digital natives may 
express their views on social media based on this long impact. In due course, they could also 
inﬂuence the learning of other digital natives easily via digital platforms (Pavlov, 1927). 
Elements
There are primarily four elements related to classical conditioning theory, which are discussed 
here:
Unconditioned Stimulus  This element exists in the mind of the consumers when they think 
about the product and service. This stimulus is about the brand, logo, design, product name, 
animations, graphics, pictures, color, music and sound that exist among digital natives. For 
instance, the Lifebuoy brand is known for personal hygiene. This is clearly seen when consum-
ers use digital media platforms primarily for digital natives.
Conditioned Stimulus  This stimulus is developed to enhance the mindset of the consumers 
with “unconditioned stimulus.” Such stimuli have to be creative. They have to be innovative 
enough to grab the attention of the users. These individuals provide patterns of consumption as 
they receive a plethora of information on their gadgets. For example, more product attributes, 
value-added services, strong emotions, association with a popular celebrity can be “conditioned 
stimuli.” Brands can use these stimuli to condition consumer behavior favorably. Let us take an 
example. “Pond’s” is known for beauty products. When it introduced a skin-lightening cream 
with Vitamin B1, it became a “conditioned stimuli” for this brand. This brand has introduced 
more product attributes and ingredients to develop a favorable consumer attitude. This phe-
nomenon is a common trait among digital natives. Therefore, Pond’s developed “#Ponds Selﬁe 
Ready” campaigns for digital natives. These digital natives uploaded their selﬁes and shared 
them on Facebook and Twitter. These selﬁes even featured on the Pond’s billboard. The com-
pany uploaded 30 best selﬁes across six major cities in India within six weeks and provided 100 
participants Pond’s hampers. Thus, these value-added services became the conditioned stimulus. 
Unconditioned and Conditioned Response  Unconditioned response is the thinking 
of digital natives before they are given stimuli in a controlled environment. This element is 
related to the prior perception of digital natives before they are exposed to conditioned  stimulus. 
 Conditioned response is the reaction generated after they are exposed to the “conditioned 
response.” This element is related to the purchase made by digital natives or their favorable 
behavior towards brands. For example, Indian consumers have come to identify that tomato 
ketchup means “Kissan.” When the message was delivered to consumers that this product has 
used real tomatoes (conditioned stimuli), then people obtained more credibility about the brand. 
So, when they bought this brand, they felt happy about their purchase (conditioned response). 
This theory says that individuals would display identical behavior when they are exposed to 
dierent cues for some time. It demonstrates that the intersection of the cue or new clue would 
reﬂect similar and constant behavior. For example, the way a consumer thinks about Dominos. 
If they would like to diversify from pizza to an other food item, then Dominos is the uncondi-
tioned stimulus.  Unconditioned response would be other food categories such as garlic bread 
and  desserts. Dominos is the unconditioned stimuli. This would develop similar responses for 
other food items, which is known as conditioned response, especially for digital natives. 
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Response Theory (Neo Pavlovian Theory)
This theory is related to cause and action or reaction and action. Their related expectations are 
compared to the consequences. These consequences can be carried out easily through digital 
platforms. If this association is strong, digital natives respond to the stimulus quickly. Digital 
natives act or take actions to fulﬁll their expectations and gain satisfaction. This theory also says 
that individuals locate relevant information to take their action. Digital natives’ basic charac-
teristics such as knowledge, desires and expectations play an important role in identifying the 
information and processing it subsequently. Conditioned learning states that when information 
is provided to individuals by the brands and products these elements are considered. At the next 
stage, the information is customized accordingly (Sapp, 2004). For example, Sunsilk shampoo 
developed an approach by integrating print and YouTube. Consumers liked the “25-hour Chal-
lenge” of the brand. They also appreciated the incentive and rewards given by the brand. They 
captured the information about the consequences from various sources such as Facebook and 
YouTube and participated actively in the Sunsilk Challenge campaign. 
Instrumental or Operant Conditioning
We have studied in the earlier section that for classical conditioning, stimulus precedes response. 
However, in instrumental or operant conditioning something interesting happens. Stimulus fol-
lows response. This means that operant conditioning needs to engage with consumers ﬁrst. This 
engagement provides for thoughtful behavior. The behavior then is related to positive outcomes. 
This may also result in trial and error approaches. Digital natives may try dierent behavior pat-
terns for various kinds of rewards. This also means that instrumental conditioning happens when 
the learner receives the award after the desired behavior. This outcome acts as reinforcement. In 
turn, it makes the digital natives feel good. It may lead to the purchase decision as well. To do so, 
there is positive reinforcement. This reinforcement is essentially the reward. The negative rein-
forcement is punishment. These reinforcements enhance the probability of the response from 
individuals. More importantly, the “extension” or the absence of these rewards signiﬁcantly 
decreases the probability of the response. Continuing further, learning from this conditioning is 
fast because the conditions are always pertinent with continuous reinforcement. However, there 
could also be particle reinforcements such as coupons, bonus, rebates, free samples, thank-you 
letters and prizes, which again increases repeat purchases amongst consumers. The “thank you” 
letter acts as an eective and positive reinforcement. This also leads to consistent and continued 
positive consumer behavior. Naturally, this has a great impact on consumers. Negative reinforce-
ments like shipping terms, long waiting time and tedious delivery might aect the decisions and 
learning of digital natives. This is because these dimensions are imperative for online and digital 
purchase. Another reinforcement, “shaping” is used by products and services to strengthen the 
desired behavior primarily from non-users or non-consumers. This can be achieved by provid-
ing virtual experiences about the products such as luxury cars. These digital natives can also be 
provided with online coupons, bonus points and discounts that could facilitate their purchase. 
Conversely, if digital natives are not reinforced by and linked to the stimulus and the rewards, the 
reverse happens. They “unlearn” due to “lack of use” and forget the information as time passes. 
These individuals reach the “decay” stage. To avoid decay, companies can work on “distributed 
learning” where the information can be provided to consumers using a “piecemeal” approach. 
People select stimuli based on their desired objectives and goals. Individuals can experiment 
with or experience the products and services very easily via digital platforms. This is again 
simpliﬁed though online forums.
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This theory says that stimulus has a high impact on an individual’s behavior. These dimen-
sions help cultivate a habit. Naturally, it has a long-term impact on consumer behavior. This 
theory is more complex than classical conditioning is as it emphasizes behavior via experiments 
and experience. For example, many spas and salons oer free trials to individuals as a stim-
ulus to create favorable behavior. Again, the chosen means are the digital platforms. If these 
consumers experience excellent service and perceive that the outlets are good, they avail of 
the service frequently. Rewards and incentives can induce individuals to select the stimuli and 
behave favorably. This is known as operant conditioning. For example, spas and salons are said 
to use operant conditioning when they oer discounts to repeat customers via digital platforms. 
Consumers are rewarded for their consistent and constant armative response or behavior. For 
example, Toyota oers free birthday and anniversary cakes along with digital cards to their reg-
ular customers.  Individuals feel good as they get a bonus for their consistent favorable behavior. 
Thus, they get motivated to continue with the response. This theory also says that there are three 
types of reinforcements which can aect behavior. 
Positive Reinforcement  This element is used to strengthen the association between the con-
sumer and the brands. Rewards are provided to the individuals for their consistent armative 
behavior. For instance, some brands organize regular meetings of the consumers and form a 
club. They are positively reinforced by this approach. Digital natives usually repeat this behavior 
and they are favorable about the situation; thus the probability of repeating the action increases.
There are dierent approaches that can be used by the brands and companies to increase 
positive reinforcement. 
 1.  Memorable Experience and Consumer Expectation with Contentment: If digital 
natives have memorable experiences with the brands and products, they feel good and 
develop a favorable response. In turn, digital natives share the same on their social media 
networks. For instance, this experience can be provided by pleasing aesthetics, music, 
customized products and exclusive design at the apparel stores. Digital natives also pre-
fer gadgets such as tablets or iPads at these stores. For example, Hard Rock Café used 
 Facebook and received over 10,000 fans in a week (Digital Vidya, 2015). Memorable expe-
riences were related to new bands and rock shows. These updates increased the engage-
ment of these consumers with the experiences with the brand. Consumer expectation and 
contentment of digital natives have diered from various product categories. These digital 
natives want that brands understand their expectations before developing a product or ser-
vice. They feel that if the service is delivered according to their expectation, it leads to 
satisfaction. This approach helps in subsequent purchase behavior. 
 2.  Employee Attitude and Behavior and Rewards with Customization: Digital natives 
believe that employee attitude plays an important role in developing favorable behavior. 
For example, a person in a store might need some guidance while purchasing sunglasses. 
More importantly, these consumers would like to receive rewards when they have used 
the products or services of the company. They can repeat their behavior if the rewards and 
incentives are lucrative. For example, major discounts are provided for the next purchase 
by apparel brands during festivals, or they provide digital incentives. One of the best exam-
ples is that of Shoppers Shop. They provided “all in one genie” which is the emotional 
connect with the consumers provided to them while they shop. This incentive helps them 
plan their present and subsequent purchase. Digital natives give many gifts to their friends 
and relatives during festivals. These discounts facilitate their buying of gifts, especially on 
the online platforms. Digital natives believe in personalized products and services. They 
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prefer customization as it makes them happy and delighted. For instance, they would like 
to see their name and picture on coee mugs. If they receive such unique customized prod-
ucts, they buy those brands and repeat their purchases. 
Negative Reinforcement  Digital natives may have had unfavorable experiences from prod-
ucts or brands. These consumers often go out of their way to share these experiences through 
digital platforms. More so, negative experience will not allow digital natives towards a stimulus. 
However, some negative stimulus can develop a positive or favorable behavior. For example, 
HIV and AIDS campaigns deliver negative consequences. This fear appeal can motivate the 
person to use a condom. However, this fear can turn into a social cause for developing positive 
behavior. Durex requested the consumers to donate a condom to create awareness and educate 
people via its #Share1Condom initiative. People were really motivated by this superb initiative. 
Thus, they donated 2.5 million condoms to 2.5 million HIV positive cases. Digital natives also 
tweeted about this donation and uploaded the pictures and videos on Facebook. 
Neutral  There could be neutral feelings about products and services. It may happen that digi-
tal natives may not have positive or negative results. They might develop indierent views about 
the products which might be shared by digital natives on their social media networks and vir-
tual groups. These consumers may develop positive association quickly with these brands simply 
because there are no negative feelings. Digital natives might have neutral opinions about the brand. 
If this brand uses social media and engages with the consumers, this involvement might generate 
positive opinions about the company. There could be dierent reinforcement schedules. The list of 
these schedules runs long, including ﬁxed interval, variable interval, ﬁxed ratio and variable ratio. 
Fixed interval means that after a particular time period, the ﬁrst response leads to the rewards. For 
example, digital natives would buy online during the sale and would again shop extensively dur-
ing similar seasonal oers. Variable interval refers to reinforcements passed at an average time as 
secret shoppers may test the company’s rewards. Fixed ratio means reinforcement takes place with 
only ﬁxed numbers. This may include the ﬁrst 50 shoppers and so on. Lastly, variable ratio means 
that the number of responses is not clear after a certain number of responses from the consumers. 
Cognitive Learning
This learning combines both classical and instrumental frameworks. This theory says that learn-
ing is associated with an individual’s psychological skills, intelligence, experiences, perceptions, 
intuitions, ability to recall, problem-solving aptitude and capability. These abilities are associ-
ated with the learnings drawn from ideas, concepts, relationship, experiences and attitudes. 
Further, there are also ﬁndings that state that people process the information with non-conscious 
procedural knowledge, which is automated, passive and mindless. This knowledge is activated 
by triggers that act as cues for activation. However, modern scholars state that an automated 
process can also work as the cognitive process. This may happen when digital natives’ expec-
tation is associated with the stimuli and responses. Additionally, cognitive learning can range 
from the simple process that relates from information acquisition to very complicated and inno-
vative way of solving the problem. The impulsiveness of these individuals may also aect the 
learning  process. This entire method is related to rational, logical and cerebral processing and 
interpretation for capturing knowledge. Therefore, it is known as cognitive learning. To work on 
this aspect, advertisements can be developed in a way that is centered around a similar theme 
(Gsi.berkeley.edu, 2015; Perry, 1999). To avoid repetition, there can be storyboards that the 
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consumers can relate to with their culture. There are various elements that are involved in the 
cognitive learning process.
Elements 
Deﬁ ning Sources  There are di erent sources that facilitate the digital natives’ attainment of 
learning. These consumers acquire knowledge from online sources. They use search engines 
such as Google and Yahoo, social media sites and other digital platforms to get information. 
They use online services such as Skype, FaceTime and Google Hangout. This is especially so 
if their social circles are unable to meet them in person. For example, Hangout chat is an intel-
ligent communication app. This is meant for groups that undertake business conversations and 
discussions. Further, they integrate their conversations and documents even with Google Drive. 
Processing, Thinking and Reﬂ ection  Digital natives process the information from the mes-
sages delivered by their social networks about di erent brands. They integrate all the  dimensions. 
Next, they process the information to learn and acquire new knowledge. Here,these consumers 
FIGURE 3.12 
Cognitive Learning
Adapted from:  Perry, 1999; 
“Cognitive Learning Theory”, 
2015
Cognitive Learning
Sources
Consequences
Selection and Evaluation Consumption
Behavior
Interpreting and Knowledge
Reﬂection
Thinking
Processing
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have high cognitive ability and skills to process information from dierent online sources. These 
multiple online sources make the processing of information complicated and complex. After 
processing the information, digital natives think about sources and insights. For example, this 
learning was enhanced by Policybazaar.com to their term insurance plan. Here, they highlighted 
the key beneﬁts which helped the digital natives relate with their cerebral mind. The company 
also emphasized on the challenges that the family had in terms of their lifestyle while not taking 
the policy at the right time. 
Interpreting and Attaining Knowledge with Favorable Behavior  Digital natives ana-
lyze all the online sources and information to draw interpretations. These consumers verify the 
information shared by various sources on digital platforms. Suppose an individual received the 
information from his cousin that a television brand provides a warranty of ﬁve years. The digital 
native would verify this data on the company’s website. Next, the digital native would ask his or 
her friends on Facebook and WhatsApp to interpret the information. Thus, the knowledge would 
be obtained after a rigorous and rational process of learning. This knowledge would be at the 
sub-conscious mind of the consumer. Hence, digital natives develop armative and favorable 
behavior after learning about the products and services via a cognitive approach. For example, 
digital natives learn about Harley-Davidson through a cognitive approach. They explore the 
online platforms and acquire comprehensive information about the brand. This process facil-
itates the development of a positive behavior towards the brands. This behavior was reﬂected 
on their Facebook page known as “HOG” (based on biker brotherhood). This strategy resulted 
in the company gaining 35,000 fans within two months from its date of creation. Consumers 
connected very well with their actual bike consumption and behavior which increased their 
learning. 
After understanding the process of cognitive learning, let us now study the consequences 
of this element.
Consequences
Selection and Evaluation  After cognitive learning and creation of armative feelings 
towards the brands, digital natives usually select the products. For example, a digital native 
might select a Gucci bag after cognitively learning about the brand. This selection might have 
happened when the brand was promoted on a special occasion such as Mother’s Day and Father’s 
Day. This occasion was closely related to the consumer’s emotions. These emotions were 
enhanced when the consumers posted their photo album with their mom and Gucci products. 
These posts resulted in drawing 18,000 likes and 1,200 shares. Thus, we can say that consumers 
select products based on the emotions evoked after learning about the brands. After selecting 
the product, consumers evaluate the brand based on their expectations and desires. If the brand 
delivers according to their expectations, they are satisﬁed and happy with the product. For exam-
ple, digital natives feel good when they receive customized service by the airline in business 
class. They use their cognitive processes to evaluate performance. 
Consumption  Through a rigorous process of evaluation and selection, digital natives would 
like to project their self-identity while consuming these brands. They post pictures with brands 
on Facebook and WhatsApp. All this is done with the sole purpose of receiving appreciation 
from their social circles within a short time period. For example, an individual who bought a 
Toyota Camry would click multiple pictures with this brand. The next immediate step is to post 
them on Facebook, Instagram and WhatsApp. 
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After understanding dierent theories with their core elements and dimensions, let us now 
study dierent types of learning. 
Different Types of Learning
Elements of learning can be understood with the help of the various components such as con-
sistency and continuity with the evolving characteristics. These dimensions are connected with 
motivation, cues, response and reinforcement that helps in the new knowledge with systematic 
information processing along with the actual experiences which ﬁnally frames the behavior of 
the digital natives (Hawkins & Mothersbaugh, 2013). These comprehensive elements of learn-
ing are explained in detail in the subsequent sections. 
Iconic Route Leaning
This type of learning is related with two or more concepts. Here conditioning is neither through 
the unconditioned stimulus nor a reward or reinforcement. We can also state that this learning 
involves low involvement of the digital natives. This learning is also based on the simple mes-
sages that consumers receive and are able to learn quickly. These small and simple messages can 
be small phrases that are used by the companies in their “tag lines” and are presented eectively 
on the digital platforms. For example, Nike’s small message, “Just Do It” is a simple message 
that has used the iconic route of learning. Digital natives were exposed to these messages multi-
ple times on various digital platforms. Needless to say, it enhanced their learning. This process 
primarily is of great use when the needs arise and the consumer quickly buys the product based 
on this developed belief. They use the information when there is a need or requirement. For 
example, digital natives perceive that Thomas Cook is good at organizing trips and tours. If an 
individual has to make a travel plan, he or she would consider Thomas Cook. This communi-
cation helped consumers to understand issues related to visas, passports and foreign exchange 
make the journey and holiday more comfortable and hassle-free. 
Vicarious Learning
This type of learning states that it is not essential for digital natives to learn from their experi-
ences, rewards or punishments, instead, they can learn from the outcomes and results of  others’ 
behaviors. Thus, they can make modiﬁcations accordingly synthesizing their requirements. 
 Simply put, digital natives learn from other people, visuals and pictures. This type of learning 
is more prevalent in collectivist societies such as India. Here, people keenly observe and learn 
from other individuals. This is reﬂected on various online sites and digital platforms. These plat-
forms work well for this kind of learning as people share all kinds of experiences with dierent 
products and services on their social media platforms. For example, they learnt about Slice from 
the popular star, Katrina Kaif. Consumers learnt from the star that Slice has the “best taste” 
among beverages (Iske aage sab pheke pad jaye). It is very easy to learn about celebrities via 
digital platforms such as Twitter and Facebook. Additionally, digital natives learn from the vid-
eos of dierent individuals. These approaches increased the fan connect and fan base to 650,000 
and engagement with the brand digitally. For example, digital natives learn about the new ways 
to wear a sari through mobile apps and YouTube videos. They know about fashion trends after 
reading the blogs of popular designer and following apparel companies on Twitter. They also 
consume the pictures of other individuals via Facebook who use the brands and products.
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Analytical Reasoning
This is a complex mode of learning where digital natives add new data and information from 
various sources to accomplish the task. Here, the consumers relate to creative thinking so that 
they can realign their existing information with new linkages and associations. More specif-
ically, digital natives receive information from a credible source. If this information contra-
dicts earlier beliefs and information, the reasoning is imperative. This analytical reasoning can 
be carried out by using analogies. Simply stated, digital natives relate the information that 
they are familiar with those concepts which are new to them. For example, Kindle uses the 
basic functions of reading that are familiar to the readers and they use it in their everyday life. 
This learning is found in digital natives as they prefer to add a new dimension to the existing 
 information. They collect new information via digital platforms and social media networks. 
They extensively work on logical and cerebral learning to add a new layer. When brands and 
products introduce speciﬁc products, these individuals may like it. For example, L’Oréal intro-
duced a make-up lotion with 22 dierent skin tones. Digital natives liked it as they could select 
the product matching their skin type. The company allocated more than 30 percent of their 
media budget to digital channels. This approach helped the company to provide personalized 
services to the consumers. Here, Facebook and Instagram were the game changers. Further, 
the company also connected with the consumers through online bloggers, also developing an 
online app-based community of beauty lovers known as “veleza.” After understanding various 
“types of learning,” let us study the association of learning with memory as this relation directly 
aects consumers’ behavior. 
Learning and Memory 
These two dimensions are closely related to and are associated with each other. Learning inﬂu-
ences the memory of an individual. Digital natives save information, retain and retrieve the 
data according to their requirements. This is more so when they use digital platforms. There are 
two types of learning that are associated with memory (arc.duke.edu, 2015; Okano, Hirano & 
Balaban, 2000).
Permanent Learning and Long-term Memory
If the learning is permanent or strong, the information may be saved at the subconscious level. 
It soon becomes a part of “long-term memory.” This process can happen when individuals are 
exposed and connected with those cues on digital platforms that directly aect their lifestyles. 
Momentary Learning and Short-term Memory
This learning can be momentary and accordingly it is associated with the memory of the dig-
ital natives. Momentary learning has a short impact as it is saved in the “short term memory.” 
Therefore, it remains in the individuals’ mind for a few seconds which is very common for dig-
ital platforms. This learning is wiped out over time and individuals forget the information and 
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learning. Short-term memory is the “working memory” where information is stored for a short 
period. For example, consumers who have short-term orientation have a more nostalgic appeal. 
They are not so much futuristic. 
Interestingly, this memory can be moved to long-term storage when the digital natives are 
exposed to dierent stimuli and the information does not escape from the mind. The dierent 
stimuli could be related to pictures, visuals and imageries along with the message. These ele-
ments are used to develop a strong association. These decisions and the digital natives who take 
such decisions would need detailed information about the products. These features can be easily 
oered by understanding the browsing history of the consumers which include their wish lists 
and social media sharing details.
Digital natives remember brands and products through permanent learning. The elements 
that can enhance permanent learning and long-term memory among the consumers are: 
  1.  Language: This element plays an important role. It helps digital natives to learn. If the 
languages in the messages are used frequently by the digital natives, there would be per-
manent learning. This would lead to “long-term memory.” Languages connect easily with 
the long-term association of memory. Digital natives have various regional languages 
and dialects. Brands have to be careful when they select the “language.” This selection is 
reﬂected in their consumption patterns of digital media and social media networks. For 
example, Videocon used Marathi, a regional language of Maharashtra, to develop perma-
nent learning and long-term memory. This brand explained all the beneﬁts and features of 
this language. 
  2.  Rewards: Incentives and rewards can facilitate digital natives to remember the brand for 
a long-time period. Digital natives share rewards that they receive from various brands 
with their social networks and digital sites. This sharing enhances the memory of the 
 individuals. For example, an individual who received a cash prize from an electronic store 
would click a picture and post it on Facebook.
  3.  Relationship: Digital natives are emotional. They believe in long-term relationships. This 
is illustrated in their digital usage too. When brands develop long-term associations with 
the digital natives, they are able to remember the company for a long time. For example, 
hotels provide an app to the guest before the latter checks in. It can be used by consumers 
to locate the most nearby places and access hotel amenities. Guests can also use the app to 
check in. 
  4.  Context: Digital natives remember information most related to their contextual settings. 
This leads to a strong connection. For example, while using the Facebook app if the con-
sumer ﬁnds a message about adding the Messenger app or directing it to the contacts to 
identify more friends, learning is permanent. Digital natives receive help while they are 
exploring the options in this context. When brands understand the context and facilitate 
their decision-making process, digital natives appreciate them.
  5.  Appropriate Stimulus with Impression: Digital natives prefer brands that use relevant 
and appropriate stimulus on digital media platforms. For example, Surf Excel developed 
a campaign “#ReadyForLife” of their “Daag Achhe Hai (strains are good)” theme. This 
stimulus helped the digital natives remember the brand for a long time as the message was 
unique and unusual, and against typical parenting ideals and values of the digital natives.
  6.  Imagery and Pictures: Visual elements help consumers connect faster with products and 
services. They use images and pictures of the brands and save them in their long-term 
memory. For example, Dove shampoo used blogging contests where consumers shared 
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their stories about beautiful brides. They used dierent imagery and pictures of various 
beautiful women to project their brand. This contest was linked to the Dove Facebook 
page. The message was centered on “split end” or “never split end.” Needless to say, con-
sumers were able to connect with the brand through these visuals. They discussed the 
images in detail with their social networks via Facebook and WhatsApp. They also devel-
oped a friendship bond with the concept of beauty. After understanding the elements that 
can be used to enhance the long-term memory of consumers, let us now study the process 
involved to strengthen it. 
Process to Strengthen Long-term Memory
Elements of learning can be understood with the help of the various components such as con-
sistency and continuity with the evolving characteristics. These dimensions are connected with 
motivation, cues, response and reinforcement that helps in the new knowledge with systematic 
information processing (Cooke, 2012). These comprehensive elements of learning are explained 
in detail in the subsequent sections. 
Retention
Digital natives use old data and memories. These nostalgic feelings are evoked easily via digital 
platforms by connecting with the old videos that narrate historical stories. They establish a new 
association with the products and services. If this process is consistent, individuals are able to 
retain learning and store it in long-term memory. For example, Fair & Lovely fairness cream 
activated the new element by using an online innovative story based on the old core elements of 
the brand. Digital natives are able to remember the brand for a long time as the connections are 
strengthened. For example, ProFlowers used emails and retained digital natives with their repeat 
orders. They usually send the messages on special dates and occasions that are related to con-
sumers such as Valentine’s day, Mother’s Day, anniversary, birthdays and so on. These messages 
are the incentive for repeat purchases.
Retrieval and Information Processing with Integration
Digital natives appreciate and remember those brands that help them retrieve the information 
and process it subsequently with ease. This is because digital natives are tech savvy and gather 
information from digital platforms and strongly believe that these avenues facilitate information 
processing. If brands provide contextual information, then digital natives like as it saves time. 
For example, digital natives who are looking for a television receive information from LG about 
its new launch in India. This integration is very easy through online platforms as digital natives 
can access to the new and old data easily (within few clicks). More speciﬁcally, consumers learn 
from their family and friends via online and oine platforms. Digital natives would remember 
the brands if they are able to integrate all the sources and provide them with relevant and mean-
ingful information. Here is the closing case that captures basic components and categories of 
learning. This case also reﬂects how learning is used by digital natives to make their behavior 
favorable towards a brand. 
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Although one is highly eager to purchase a new product, 
he or she cannot buy it unless the old products is disposed 
of. The solution was offered by OLX, a C2C (customer-to-
customer) e-commerce website. This website was started in 
March 2006 in New York, where digital natives could sell 
their products via digital platforms. OLX started a business 
in India in the same year. Thus, we could learn about the 
company and at the same time make a purchase throughit. 
We normally use the OLX app and browser through 
mobile phone. This usage is also explained by OLX in their 
 tagline—“bech diya sell phone pe” and “Make your phone 
a Sell Phone” (OLX.in, 2014); “OLX pe bechne bola toh 
bech diya” (OLX.in, 2014). These campaigns educated the 
consumers about the processes of buying and selling that 
could be managed easily on a mobile phone. As consum-
ers, we learn as we experience the process of selling and 
buying products via a mobile phone. Deals can be closed 
very quickly and easily on the digital medium especially via 
CLOSING CASE
OLX: The Integrated Leaning
phone, even while commuting. Additionally, experiences 
about OLX can be shared by customers with their social cir-
cles via social media platforms (OLX.in, 2015).
 
These post-
ings facilitate other individuals to learn about OLX primarily 
through the visual elements on these digital platforms. 
Additionally, the digital natives also learn from the dif-
ferent situations that were portrayed by the brands in the 
various campaigns of OLX. For example, in one of the cam-
paigns, two housewives could not afford a television they 
wanted and so they sold some items and eventually got 
the television set. Different storyboards were developed for 
various types of digital natives such as students, housewives, 
business professionals and middle-aged individuals (Saha, 
2014).
 
Digital natives were also able to use cerebral learn-
ing as there was rationality and logic in the communications 
and campaigns undertaken by OLX. The company also men-
tioned the reasons of buying and selling in context, based on 
the requirements and lifestyles of the digital natives.
 
Finally, 
FIGURE 3.13  OLX–Making Buying and Selling Easy for Digital Natives
Source:  Home Page, https://www.olx.in/, accessed 04 June, 2019
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digital natives discussed the benefits on social media with 
friends before posting an ad on OLX. The company had tes-
timonials from buyers, sellers and celebrities. These endorse-
ments helped digital natives learn more about the brand and 
increased their subsequent favorable behavior. For example, 
OLX portrayed a girl who sold her books and other posses-
sions through OLX to pay her tuition fees. 
To summarize, consumers liked the rational and logic 
for learning provided by OLX. They preferred the new online 
process of buying and selling. The learning was further 
enhanced through many sources such as visual, images and 
testimonials (Saha, 2014). Lastly, this integrated, cerebral 
and visual-oriented learning helped digital natives in their 
subsequent behavior.
Summary 
(a) This chapter gives a comprehensive overview of the varied dimensions of learn-
ing and consumer behavior, especially for digital natives. We saw the same in the 
context of digital natives vis-à-vis digital platforms and information processing. 
This overview was contextualized in terms of decision making and bonding with 
brands. Some of the most important factors and dimensions necessary for learning 
and bonding are emotional relevance, repetitive information exposure and focus 
on value maximization.
(b) These dimensions were supplemented by the increased capability of brands to 
personalize messages and customize services and products. Thus, Indian compa-
nies that oer products and services need to understand digital natives’ modes of 
information processing with a special focus on memory. We have also seen in the 
chapter that in addition to the modes of information processing, brands also need 
to pay careful attention to both long-term and short-term memory.
(c)  Students have also been introduced to the most salient theories central to under-
standing learning. This process is a consistent and continued one that helps digital 
natives acquire knowledge. Next, we learned the evolving and emerging process 
of learning. In this process, learning moves and develops with the consumers, who 
evolve with their multi-media usage as they become more digitally savvy.
(d) Subsequently, the chapter has also outlined the speciﬁc nature of dierent modes 
of learning. The ﬁrst mode is real and natural learning. Here, digital natives learn 
from various experiences in their daily lives. It continues into adulthood. The next 
mode is visual learning, which involves learning from text, visuals and symbols. 
Another important mode is cerebral learning. This mode involves learning from 
rational thinking and logical processing of information. The subsequent mode is 
situational learning, where individuals learn from situations and surroundings and 
explore their environment and people’s behavior. 
(e)  One of the most important contributions of this chapter is the dierent schools of 
thoughts related to learning. The ﬁrst school of thought here is the connectionist 
school. This school of thought helps us understand the elements and the process 
of learning. This school has two theories central to it. The ﬁrst is classical condi-
tioning, which states that an individual’s behavior can be planned in a controlled 
environment. The other theory, instrumental conditioning, says that there could be 
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rewards and penalties associated with this outcome or behavior. Another important contri-
bution is that of Response theory or Neo Pavlovian theory. This theory is related to cause 
and action or reaction and action. Consumers’ related expectations are compared to the 
consequences. These consequences can be carried out easily through digital platforms. 
Discussion Questions
♦ 
Discuss the key characteristics of the intersection of 
digital technology and consumer learning for digi-
tal natives.
♦ 
Explain the key theories that are central to under-
standing learning and memory with regards to con-
sumer behavior, especially for digital natives.
♦ 
Describe the key modes of learning and processing 
in terms of motivation primarily for digital natives.
♦ 
Contextualize the role of memory and its various 
dimensions in terms of decision making and infor-
mation processing in terms of digital natives.
♦ 
Explain the dierent dimensions of learned behav-
ior in terms of digital natives
♦ 
Describe dierent types of learning that digital 
natives go through. 
♦ 
Discuss how learning of digital natives is connected 
with the memory and how long-term memory can 
be enhanced for better learning. 
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 Explain consumer motives and describe various 
types of motives.
 Understand the meaning and categories of 
motivation.
 Elucidate on the theories of motivation and its 
characteristics.
 Expound motivation and clarify how it helps in 
decision-making.
Learning Objectives
A er reading this chapter, you will be able to:
HDFC Life Insurance Company is a well-known organization 
that focuses on insurance related to health, women, savings, 
early retirement, and children. Due to its range of offering, 
Indian consumers are emotionally connected with the prod-
ucts and services of the company. HDFC has also efficiently 
engaged consumers through its marketing and advertising 
campaigns. For example, their advertisements are based on 
family security with due importance placed on social needs. 
Thus, consumers can easily integrate their social, safety, secu-
rity, and pride-based needs with these strategies. They quickly 
associated with the tagline “Sar Uthake Jiyo”  ( Campaign 
India, 2012)
 
as it portrayed their daily lives. The “Sar Uthake 
Jiyo” campaign delivered and emotional connect embedded 
in values like “self-respect” and ‘dignity, by portraying finan-
cial independence and self-reliance.  Consumers liked the 
company’s customized plans offered for different individual 
needs. For example, HDFC’s exclusive life insurance plan 
for women “Smart Woman” was endorsed by Miss India, 
Rochelle Maria Rao. The use of a celebrity increased the 
credibility of products and services. In its “child plan,” the 
company emphasized on making children independent and 
self-sufficient, which again won the whole-hearted approval 
of  consumers. It connected with the lifestyle of the consumer, 
and their dreams and aspirations. The consumers liked it 
when the company was able to relate to their plans to social 
occasions such as birthdays and anniversaries of these spe-
cific  individuals. These drivers motivated consumers to invest 
in products and services ofHDFC. 
Along with the traditional mode of toll-free communi-
cation with customer care executives, the company allowed 
consumers to connect with them on Facebook, Twitter, and 
YouTube accounts as well (Warc.com, 2015).
 
Technology 
oPening Case
HDFC Life Insurance with Multiple Consumer Motives
M04_Consumer Behavior_A Digital Native_C04.indd   103 6/22/2019   12:23:31 PM




[image: ]104  Chapter 4
was used extensively by the brand and consumers appreci-
ated their efforts. For example, consumers could calculate 
their premium and buy the plans online. They could also 
choose their local language on the company’s website. This 
feature helped many consumers as they may not be well 
versed with English. These elements facilitated the con-
sumer in customizing their plan according to their needs 
and requirements. Additionally, HDFC also launched an 
interactive humanoid IRA (Intelligent Robotic assistance) 
robot. This robot was placed at the welcome desk at the 
HDFC bank with the aim of greeting customers and facili-
tating their movement to the most relevant counters based 
on their requirements. For example, a consumer might be 
looking for cash deposit, another for foreign exchange, 
and so on. This use of the mobile robot was introduced 
at their Kamala Mills Branch in Mumbai where it assisted 
consumers in the bank. This assistance was successful as 
the robot showed the different kinds of banking services 
that were available at the branch after greeting the con-
sumers. This success at the headquarters allowed the bank 
to introduce the robot across all branches in India. These 
robots were more advanced as they worked on voice and 
face recognition for identifying the consumers and provid-
ing voice-guided navigation. Additionally, the bank is also 
considering if the robot can help in conducting banking 
transactions with the help of artificial intelligence. 
To summarize, consumers are motivated and driven 
by the human and technology-oriented stories used in 
 campaigns. They like the social, safety and security needs 
that are woven with the pride of the individuals into various 
campaigns. Consumers are motivated by the dreams and 
associations with celebrities. They also find it to be quite 
persuasive. Here, environmental motives such as special 
occasions or festivals also play a significant role in driv-
ing consumer behavior (Warc.com, 2015). Lastly, the role 
of technology and the integration of media platforms helps 
consumers search and explore the information easily on 
digital platforms. These drivers affect the favorable behavior 
of the consumers and enable them to achieve their “desired 
objectives.”
People are motivated by ideas that inspire, drive, and 
motivate them to act. Thus, motivation has a significant 
impact on purchase decision and consumer behavior. This 
chapter looks at the elements, dimensions, processes, char-
acteristics, and other nuances of motivation and their influ-
ence on consumer behavior. The example of the HDFC Life 
Insurance Company demonstrates how it has influenced 
consumer motives, drivers, and consumers’ behavior. Let us 
now understand how consumer motives work with an indi-
vidual’s mindset and behavior.
Figure 4.1  HDFC Launched Interactive Humanoid 
for Customer Solutions
Courtesy:  HDFC Bank, Used with Permission
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Understanding Consumer Motives
Consumers have di erent motives that facilitate their behavior. There are di erent human motives 
that can be classiﬁ ed as fundamental elements. The basic human motives are those of hunger, 
thirst, and shelter. These are primary, physiological, biological, and innate motives (Oyedele & 
Simpson, 2011). Desire-based motives are prestige, success, achievements, self- esteem, power, 
and progress. These are secondary and psychological motives. These motives work simulta-
neously as a human being is not driven by a single component alone. The motives that have 
a stronger impact on the consumers’ mindset reﬂ ect on their decision making. For example, a 
person will buy a pair of jeans to look good. The motives to buy the product would be style and 
aesthetic appeal. The price and quality would also be important elements for this purchase, but 
they may act as secondary motives for this individual. Furthermore, consumers who shop online 
have the basic motive of attaining a “good deal” and “easy payment.” Therefore, the motives of 
the individuals cannot be uniﬁ ed as they are integrated and work simultaneously. To perform 
this task, the digital media has added multiple layers and networks. There are several layers and 
networks as the consumers have motives and needs that work together and make a network. 
The multiple layers and networks can be supplemented by the motives and drivers used 
by the digital natives. For digital natives, the main drivers are ﬂ exibility in time, cost saving, 
convenience, quick check out, and freedom from the hassle of tra  c. These consumers also 
feel that if they live in a remote or a semi-urban area, they can get the products easily by using 
online platforms. These motives signify that convenience and availability are the key motives for 
digital natives in this contemporary era.
Additionally, there could be two categories of motives—functional and symbolic. 
 Functional motives derive from the basic characteristics of products, whereas symbolic motives 
encapsulate the hedonic elements with emotional beneﬁ ts. For example, a person buying a per-
fume would understand the quality and price (utilitarian motives) and aim for the “feel good 
factor” (hedonic). Let us study these elements in detail in the subsequent section. 
Ability Shop 24/7
Convenience
Price-related
Push from Ofﬂine
Ease of Selection
Free Shipping
Only Option to Buy
Ability to Compare Prices
Online Sale/Better Prices
To Save Time
Convenience of not
Greater Variety/Selection
Free Shipping Offers
To Locate Hard to Fine Items

To Avoid Crowds
To Avoid Checkout Lines
Going to Shops
Convenience of 
Everything in Once Place
Products are not Sold in
my City/Country
20%
15%
27%
29%
40%
46%
54%
58%
39%
29%
29%
11%
Figure 4.2 
Reasons Consumers 
Shop Online Instead of 
in Stores
Adapted from:  Global Online 
Customer Report, 
© 2017 
KPMG International
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Types of Motives—Functional and Symbolic
Functional motives are related to the basic beneﬁts that products can deliver to an individual (Yang, 
Stamatogiannakis & Chattopadhyay, 2015). For example, an individual may focus on the size, 
quality, performance, guarantee period, and after-sales services oered by a company while buying 
an air conditioner. They evaluate almost every available brand on these parameters and discuss 
them on social and digital platforms. Consumers think rationally when they are driven by func-
tional motives. These motives can also facilitate armative behavior of the consumers. Symbolic 
motives, on the other hand, are emotional and hedonic in nature. Consumers buy certain products 
because they are emotionally associated with the brand. For example, Cadbury chocolates always 
relate to an emotional connection with the brand. “Kuch meetha ho jaye” (let’s have some sweets) 
is a symbolic linkage that the consumers have with the brand. They celebrate the blissful and 
memorable moments of their life with these chocolates. This brand also strengthens the emotional 
bonding among their social circles as it has been used at various Indian festivals. 
After understanding the conception and typology of motives, let us study the dierent 
types of drivers that aect consumer behavior. 
Types of Drivers
There are four kinds of drivers that inﬂuence the behavior of individuals, and these are as follows: 
Utilitarian or Economic
The basic driver that changes the mindset of the consumers is the functional beneﬁts delivered 
by products and brands (Pandey & Verma, 2015; Hervé & Mullet, 2009).
 
Consumers focus on 
the price and quality of the product. For example, Pizza Hut oers reasonable prices and dier-
ent varieties of pizza and other food items. The young Indian consumers prefer Pizza Hut as the 
food outlet oers good food at reasonable prices. They can buy these pizzas online. These online 
platforms also allow digital natives to customize their pizzas and beverages. More importantly, 
these digital natives prefer to eat the pizza at home after ordering it online.
Social
This is the main driver for Indian consumers. They might use digital media but their orienta-
tion of communities and social circle is similar to the earlier mindset that existed before the 
emerging prevalence of social media. They have simply added more platforms to connect and 
engage with their social circle. For example, Café Coee Day (CCD) focused on the social 
driver. Consumers liked it as they prefer a pleasant environment and good coee to chat with 
the people in their social networks. Its campaigns aimed at “sit down to talk, eat, and love and 
peace” with a good deal. This coee chain has developed 1,408 stores across the country and 
become the largest coee chain in India. Their consumers are primarily in the age of 17–35 
years. These consumers make 47 percent of their target group, while 65 percent individuals 
prefer quick service formats (Forbes India Blog, 2012).
 
The quick-service format allows CCD 
to expand their food menu. These formats have been closely associated with the coee culture in 
the country and promoted extensively by CCD through online platforms. Further, the key focus 
of these campaigns was “sit down” which meant sitting down at a convenient place with friends 
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and chatting with them comfortably. This sitting place was made viral through social media by 
CCD, converting their stores into hangout spots. Additionally, to elevate the coee culture, they 
emphasized on—“Alot can happen over coee.” This message also signiﬁed the social elements 
of the consumers by using digital platforms.
Hedonic
This driver arouses individuals to satisfy their symbolic and emotional requirements. This 
requirement is developed from the hedonic needs of the consumers which are not functional but 
aims at the inner satisfaction of the person (while consuming the products and services). This is 
especially witnessed in the luxury sector where hedonic motives work speciﬁcally for perfumes 
that have natural ingredients. Perfume brands widely use e-commerce platforms such as Ama-
zon to sell their products primarily to the digital natives.
Role Models
The role models and celebrities can act as a driver for consumers. They start exploring the brands 
as celebrities can positively inﬂuence the mindset of consumers. For example, Indian consumers 
watched advertisements presented by Varun Dhawan (Bollywood Star) for Philips Trimmer, a 
grooming product for men. As a brand ambassador, Varun Dhawan helped strengthen the brand 
and product communication across media platforms, encouraging the new way of shaving. This 
ignited customer curiosity and interest leading to more investigation about the product after 
watching the advertisements.
After understanding the key motives and drivers, let us now study the meaning of 
motivation.
Meaning of Motivation
Motivation is the driving force or psychological power of an individual that aects the behavior 
in achieving an objective. It is the stimulus or impulse that delivers objectives. This trigger may 
rise from an unsatisﬁed demand or need of an individual. There could be some tension created 
Figure 4.3   
“Sit Down and Talk” 
Campaign of Café 
Coffee Day with a 
Good Deal
Credits:  Hemis/Alamy Stock 
Photo
M04_Consumer Behavior_A Digital Native_C04.indd   107 6/22/2019   12:23:33 PM

















108  Chapter 4
in an individual’s mind and the person may want to attain a “state of calmness.” The intensity of 
eorts and consistency that an individual has applied to a work varies in the case of motivation. 
This element inﬂuences the behavior of an individual in a speciﬁc direction or destination. It trig-
gers an action. Further, the depth of motivation helps to decide the ﬁnal decision or behavior. The 
intensity of motivational factor is inﬂuenced by individual elements and environmental factors. 
The utilitarian school of thought states that the happiness derived from beneﬁts of the products 
after consuming can be referred to as “motivation ” (Chiders et al., 2001). The hedonistic view, 
however, says that motivation is related to the pleasure associated with daydreaming, self-illu-
sion, social identity, and “feel good factor” while consuming the products (O’Shaughnessy & 
O’Shaughnessy, 2002).
Motivation primarily deals with the arousal of an individual’s interest with regards to their 
objectives. These two elements deﬁne the behavior of the person. Individuals also like to satisfy 
their basic and secondary needs along with attending to the stimulation. Further, motivation 
has two components—drive and goal-object. Drive is the internal state of tensions that creates 
actions to decrease this tension. Goal-object is the external environment that also decreases 
the tension. Drive channelizes the energy of consumers while objects provide the direction. 
Thus,the energy of consumers is invested in achieving the goals which is also known as purpo-
sive behavior. This behavior is observed among digital natives as they always work for the object 
and purpose. For example, Paytm provides all the facilities in one app where the digital natives 
can make payment for all their bills, grocery, book tickets, and meet all the basic expenses 
through the app (“Paytm (@Paytm) On Twitter”, 2018).
 
This mobile app is a goal object which 
reduces the tension and digital natives are able to achieve their objectives successfully and eec-
tively leading to purposive behavior.
After understanding the meaning and explanation of motivation, let us now comprehend 
the process of motivation and how it inﬂuences the digital natives. 
The Process of Motivation
The process of motivation begins with the stimuli that arouse the individual’s interest. This 
arousal can be mechanical, which is reﬂected by physiological elements. For example, a video 
on Facebook displayed the blasts in the Tube train in London. The stimulus can also be emotive 
extending to loneliness. Due to this, consumers might post about their feelings on social media. 
Stimuli can also be cognitive. In this scenario, the individual strives to ﬁnd information 
about the best deals. If they do not ﬁnd the relevant information and products, these arousals 
lead an individual to act or behave positively towards the products and services especially in 
terms of buying and consuming. Thus, Nike used deglamorized elements and tears in their cam-
paign to motivate women who go to the gym. Nike’s ad stated that women have to go through 
a lot of pain to accomplish their goal of becoming ﬁt. These motives were extensively featured 
on social media. Nike also encouraged women to share their stories and achievements through 
“#betterforit” (Settembre and Settembre, 2018). This process of motivation acted as a stimulus 
and aroused many consumers.
More importantly, consumers decide either to embrace or avoid depending on the goal 
and objective. In this situation, there could be two categories of motivation—approach moti-
vation and avoidance motivation. Approach motivation is the desire of consumers to achieve 
goals and objectives. For example, many consumers primarily post their accomplishments on 
Facebook as they might be deprived of appreciation and praise in the real world. On the con-
trary, avoidance motivation is the desire to protect themselves from the object. For example, 
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consumers avoid going to physical stores during the peak hours of trac. Further, they avoid 
mobile apps that complicate their product comparisons and evaluation by providing product 
and price  comparisons. Thus, the challenge is to minimize avoidance motivation and increase 
approach motives for highly motivated consumers in line with products and services. For exam-
ple, eBay India worked on a common visual identity as they have a base of 135 million users 
in 32 markets across dierent countries. The company felt that digital natives from India prefer 
stable and robust platforms that are safe and trustworthy. This trustworthiness was provided 
by advanced tools such as turbo lister and selling manager pro. Additionally, the whole idea of 
embracing desires and facilitating the consumer objective was also driven by person-to-person 
trading community. This community was extremely innovative and creative in providing better 
trading experiences to the digital natives. eBay also provided them comfort and ease of buying 
products and services through their local sites with a wider range of product categories (“eBay 
Comes To India—India Gets A New Address On The Globe”, 2018).
Arousal
This element is the state when individuals move away from their status quo and aim at their 
destination. This state is the “drive” that has considerable potential to alter a person’s mindset. 
Arousal can be related to many objectives that a person has to accomplish. Further, they are 
prioritized on the bases of the individual’s requirements and needs. To understand this, the drive 
theory aims to explain the basic needs of individuals and Vroom expectancy theory, developed 
in 1964 by Victor Vroom, focuses on anticipations about the objectives. Drives can be explained 
through emotions, senses, memories, beauty, and amusement. Indian consumers are driven by 
emotions, feelings, and experience. They want to indulge in brands so that they can feel “pleas-
urable moments.” Additionally, there are dierent types of arousals that are explained in the 
subsequent section (Noseworthy, Di Muro & Murray, 2014).
Types of Arousal 
There are three types of arousal. Let’s take a look at them. 
Basic Arousal  Individuals can be aroused based on basic or primary needs such as food, water, 
or shelter (Riemer & Viswanathan, 2013; Singh & Churchill, 1987; Katz, 1982).
 
For example, 
hunger can arouse them in the middle of an ocial meeting. Thus, delicious and healthy food 
is served at the important meetings as it may lead to productive results. When a person is happy 
with the food, discussions are eective and result oriented. Additionally, the other basic arousal 
is associated with sex. There might be a sexual arousal while watching an elegant model in an 
advertisement. Consumers get aroused when their sexual urge has been instigated. 
Sentimental Arousal  This arousal is related to emotions, feelings, and sentiments of the 
individuals. Advertisements such as “Atithi Devo Bhava” (Guests are God) campaigns endorsed 
by the popular Bollywood actor, Aamir Khan arouses sentiments and emotions of Indian con-
sumers. As a part of this campaign, testimonials of common people were taken from various 
places in India where they had helped foreigners and the story has been broadcasted with the star 
narrating the experience. This experience was captured by a mobile app with a visual as it helped 
to understand the story. The app covered 10,000 locations that provided unique experiences and 
deepened their emotions and feelings about India.
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Rational and Situational Arousal  This arousal is based on cerebral thinking and logical 
decision-making. Individuals get excited when brands make logical comparisons about the fea-
tures and traits of their products. For example, Pepsodent toothpaste advertisements projected 
strong teeth, good performance, and prevention from a germ attack. These are logical arousals 
for Indian consumers. Situational arousals are generated from the environment or a situation. 
Situations can be developed by the brands to consume the products. For example, Kurkure, a 
popular Indian snack, aimed to arouse the consumers’ hunger by emphasizing on the taste and 
happiness derived after consumption. Thus, a person eats this snack and expresses jovialness. 
Seeing this expression, another individual also wants to experience the product. The arousal is 
generated through a situation presented by the brand. This arousal worked well for Indian con-
sumers as they are easily a ected by their physical and digital worlds. 
After studying the key elements and dimensions of motivation, let us comprehend the dif-
ferent types of motivation as they have a signiﬁ cant impact on the consumers’ behavior. 
Categories of Motivation
There are di erent categories of motivation (Mullin, 1996)
 
that inﬂ uence the individual’s opera-
tions, which are shown in Figure 4.6 and discussed in the ensuing sections.
Internal and External
This motivation works on the intrinsic drivers of an individual such as fun, pleasure, enjoy-
ment, experience, and happiness. External motivation focuses on external drivers and aims for 
Figure 4.5 
Kurkure Uses 
Situational Arousal 
Source:   Kurkure, © Pepsico 
India, used with permission
Figure 4.4 
Incredible India is now 
Online
Source:  Incredible India Home 
Page on Twitter, accessed 06 
May, 2019
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extrinsic variables such as monetary incentives and material-based gifts. Consumer behavior is 
complex as both types of motivations work simultaneously. It may di er with the individuals and 
the intensity would depend on the ultimate outcome. For example, an individual may work hard 
in an o  ce for monetary incentives and to earn the respect of superiors and peers. Therefore, 
this person would deliver an amazing performance in order to earn incentives from the organi-
zation (external) and respect (internal) from peers and superiors.
Affirmative and Pessimistic Motivation
This motivation acts as a driving force that facilitates the person to accomplish the desired 
objectives and goals for an individual. Pessimistic motivation is associated with anxiety, fear, 
apprehensions, and worry that move the individuals away from attaining their desired goals and 
objectives. It can also be known as “avoidance goal.” However, when these negative elements are 
reduced, their thinking may become positive and individuals can develop a favorable behavioral 
pattern or reaction. For example, cigarette smoking ads portray the harmful side-e ects that the 
smoker and those who close to this individual are in danger of. These ads are made viral so that 
people discuss the harmful e ects of smoking in their social circles. After understanding the 
comprehensive side-e ects such as the physical, emotional, and ﬁ nancial ones, a person might 
quit smoking. 
Partly Motivated
Being partly motivated, an individual might achieve a part of the objectives. The person might 
have the drivers to work on the other goals and objectives to be achieved in future. An individual 
Figure 4.6 
Important Dimensions 
of Motivation
Internal
Categories
of
Motivation
Afﬁrmative
External
Partly
Pessimistic
Internal and
External
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might evaluate the performance and try to understand “what was achieved” and “what was not 
achieved” and could accordingly shape his or her behavior. After understanding the nuances and 
categories of motivation, it is imperative to know the theories associated with them. It would 
help in comprehending all the elements of motivation and the ultimate consumer behavior. 
Theories of Motivation
There are di erent theories of motivation given by various scholars. These theories help us 
understand how motivations work with the di erent needs of the individuals and ultimately 
“how it reﬂ ects the behavior of the person.”
Drive Theory 
This theory states that an individual focuses on biological motives (Hull, 1935). It is associ-
ated with brands and product experience with innate elements. It explains that individuals are 
motivated by their physiological and cognitive elements, which are used by individuals during 
a purchase decision. For example, when an individual buys a house, the decision is made on 
the rational bases as all the components such as price, location, vicinity, atmosphere, lighting, 
culture of society, accessibility, availability of a vehicle to commute and water facility are thor-
oughly assessed by the person. Here, the Indian consumers explore their options through digital 
platforms ﬁ rst and then they visit the place. They enquire about all the components through 
di erent individuals living in their housing society, security guards, and shopkeepers. They do 
not fully rely only on the information that is available on the websites as they believe that it is 
o ered by the people who own and manage the websites. This drive theory leads to Maslow’s 
hierarchy of needs by expanding the individual drives. 
Maslow’s Hierarchy of Needs (1954)
Maslow introduced his theory in 1954. It is considered a historical framework as it has been 
accepted by many scholars since then. This theory primarily states that there are ﬁ ve di erent cat-
egories of needs—basic, safety and security, social, esteem, and self-actualization. An individual’s 
needs start from basic motives such as hunger, thirst, and shelter. Subsequently, a person aims for 
a secure environment, love and care, self-respect, and self-actualization. Basic safety and social 
needs are considered to be lower-level needs, whereas esteem and self-actualization are considered 
to be higher level ones. This theory states that an individual’s needs follow a linear process of hier-
archy as people focus on one need ﬁ rst and after fulﬁ ling this requirement move to the other needs. 
Figure 4.7  Theories of Motivation
Drive
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(Hull, 1935)
Maslow’s 
Hierarchy 
of Needs 
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Neo Theory 
of 
Motivation 
(Murray, 
1938)
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(McGuire,
1974)
Expectancy
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(Vroom,
1964)
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Theory of
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(Dichter,
1947)
Herzberg’s
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1972)
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Figure 4.8 
Maslow’s Hierarchy 
of Need as per Roger. 
E. Burkley (Principal 
Product Marketing 
Manager at Dell)
Adapted from:  Rodger Burkley, 
‘A Digital Version of Maslow’s 
Hierarchy of Needs’, Pulse, 
www.linkedin.com
Maslow Today According to Rodger E. Burkley
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When the needs of a particular level are satisﬁ ed, then the higher-level needs motivate the indi-
vidual to function more. These needs create a di erence in terms of consumer purchase decisions. 
Safety and security are related to the consumers’ uncertainties and risk (for example, 
categories of insurance and automobile have the requirement of these needs). Social motives 
are associated with belongingness and love as the consumer purchases products based on peer 
approval. This is because approval provides them the sense of a ection and belongingness that 
they are looking for. These approvals are reﬂ ected in the consumption of products such as appar-
els, accessories, travel, vacations, gifts, and so on because they need social and peer approval 
that are sought after from the social circles through the digital and social media platforms.
Further, esteem needs are fulﬁ led by achieving one’s own sense of self-esteem and that 
in the eyes of others. Both these aspects are reﬂ ected in product usage and consumption. This 
reﬂ ection and consumption are easily conducted by consumers through digital media platforms 
as individuals are always connected with social circles. More so, they post all their products 
purchase on these platforms. Lastly, self-actualization is a stage where consumers explore them-
selves beyond their potentials, engaging themselves in self-education and self-improvements. 
These improvements are undertaken to move towards perfection. For example, Chardhamyatra.
org is an online website that provides the latest information and updates about all the locations 
and destination related to the Chardham (Chardham Yatra Pilgrimage Tour Guide India, 2018).
Consumers focus on these ﬁ ve needs and behave accordingly. Consumers like the approach 
when these needs are captured by brands and companies. For example, consumers liked the 
Frooti ads with the tagline “Mango Frooti . . . fresh n juicy”, because they are focused on 
freshness and juiciness. The tagline resulted in a massive brand recall, which helped the brand 
reinforce its market leader position. They were able to relate their basic needs of thirst with this 
brand. Consumers also appreciated the safety and security addressed by LIC (Life Insurance 
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Corporation of India) as it aimed for a “safe better life” (Zindgi ke saath bhi aur zindgi ke baad-
bhi), for “your life” and “after your life.” They also liked the fact that social needs had been used 
by Cadbury in their “Kuch Mitha Ho Jaye (let us have sweets)” ad as it reﬂ ected celebration 
and enjoyment with their social circles. Esteem-based needs were captured in India by Skoda, 
emphasizing on the qualities of status, elegance, and sophistication.
Neo Theory of Motivation 
This theory states that individuals have two categories of needs—basic and secondary (Murray, 
1938). Basic needs such as food, water, and shelter are the elementary or biological needs and 
secondary needs are related to success, esteem, pride, and growth. This theory has identiﬁ ed 24 
secondary needs and has been divided into ﬁ ve categories—ambition, materialism, power, love, 
and information. Ambition-based needs are further divided into achievement, exhibition, and 
social appreciation. For example, job-search engine, Naukri.com, focused on people growing 
faster and better with a good job. Its website posted openings in leading brands and companies 
for the Indian consumers to apply. Materialism focuses on capturing, retaining, organizing, and 
developing. Power needs are associated with independence, aggression, dominance, obedience, 
and humiliation. The dimension of love encapsulates a  liation, nurturing, communal happi-
ness, rejection, and protection. The information dimension is involved in capturing knowledge 
and education. All these basic and secondary needs were easily captured by Naukri.com as they 
emphasized on growing their professionals by providing them consistent opportunities.
McGuire’s Theory of Motivation
This theory proposes the needs that a ect consumer behavior (McGuire, 1974). There are di er-
ent types of needs that inﬂ uence behavior:
Consistency and Source of Origin  Individuals have a desire to receive consistent messages 
from brands and products. They feel that companies should have a similar message when they use 
various channels of communication such as television, radio, Facebook, and Twitter to connect 
Figure 4.9 
LIC Aiming for Safety 
and Security Needs
Source:  Home page, www.
licindia.in/,© The Life Insurance 
Corporation of India, Govt. of 
India, accessed 15April, 2019
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and engage with the people. If they do not use congruent messages, consumers will be unable to 
relate to brands due to cognitive dissonance. They are perplexed when messages are inconsistent 
and this mindset is reﬂ ected in their purchase decisions. For example, if a hotel mentioned their 
check-in time on the website as 12 pm but the actual time was 2 pm cognitive dissonance is 
created. Thus, guests may not select that hotel next time as they might have to wait in the lobby 
for two hours. Individuals would like to understand the origin of pleasant or unpleasant conse-
quences. They would like to know the source that has a ected their mindset about products or 
brands. They try to understand their rationale for their actions or responses. This trait has further 
increased in Indian consumers as they are moving towards rational and logical thinking. They 
prefer to ﬁ gure out the rationale for the purchase. It may be related to the price or quality or rec-
ommendation by a friend. They explore the root cause of the behavior that is persuasive in nature.
Organize and Indicators  Individuals like to organize and systematize the information as it 
makes sense in their decision making. If the information is scattered and messed up, they would 
not appreciate it. For example, the Government of India undertook an online initiative to help 
people regarding blood donation, blood availability, OPD appointments, and so on (“Ministry of 
Health and Family Welfare”, 2018). These facilities could be availed from government hospitals 
and easy access was provided to digital natives in the form of systematic and well-structured 
information. This information helped them take quick decisions.
Further, individuals like to know the di erent cues and indicators or triggers that can inﬂ u-
ence their behavior. These cues can be messages or visuals delivered by brands. They draw 
interferences from these elements to express their feelings, attitude, and behavior. When the 
purchase is made, the major trigger or cue that is used by Indian consumers can be primarily 
characterized as “value addition.” They select those brands that can add value to their lives. For 
example, they may buy an iPod because the product would entertain them in their daily long 
commute. 
Reﬂ ection  of Identity and Self-Protection  Individuals think that every activity that they 
undertake using di erent products and brands reﬂ ects their identity. Earlier, the Indian con-
sumer’s identity was displayed by their family background. But now, it is portrayed through 
brands and social media. They buy products and post about it on their social media accounts 
like  Facebook and Instagram. Therefore, they buy those brands that match their personality 
and identity. Individuals believe in protecting or defending their self or ego. They buy those 
brands that are highly acceptable and noticeable. Consumers have internalized the “I can buy 
it” attitude. This trait is more visible in Delhi as individuals extensively compare brands and 
products they have bought within their social circles (Jain et al., 2015).
Figure 4.10 
Naukri.com Provide 
Opportunity to Grow
Source:  Home Page, Naukri.
com, www.naukri.com, 
accessed 06May, 2019
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Accolades and Relationships  Individuals are motivated towards selecting products when they 
are associated with rewards or accolades. This element excites them to make product purchase. 
For example, individuals aim for “wedding theme-based cakes” as they know that they would be 
praised by guests at the party. Individuals are thrilled about the brands and products that help them 
develop strong relationships with their close social networks. These people buy products for their 
“near and dear” ones. For example, Johnson & Johnson features a mother and a baby in their ad 
campaigns. The focus is on “how a mother can take better care of the child” by using their products. 
Idols and Exemplars with Exclusivity for Self-esteem  Individuals are motivated by role 
models as they perceive them to be “ideal persons.” Consumers follow them on social media 
and know about almost every activity they undertake. Based on this knowledge, consumers 
assess their attitude and behavior. They also focus on the various brands and products that the 
idols buy and consume. These elements facilitate individuals’ purchase decisions subsequently. 
Consumers like to buy exclusive and unique products and like to experiment. This tendency 
has increased in India as the market is cluttered with many brands and products. For exam-
ple, consumers ask for “something new and stylish” when they go to the store for shopping. 
 Consumers aim to achieve high levels of self-esteem when they buy products. This trait is more 
visible among Indian consumers as they are more knowledgeable, educated, well-traveled, and 
connected to the global world through social media. They would like to buy those brands that 
enhance their dignity and pride. For example, consumers in India aim for a sedan while decid-
ing on their ﬁrst car purchase. They would not start from a low-cost or entry-level model. They 
associate this purchase with their self-respect and conﬁdence. 
Expectancy Theory and Dichter Theory of Motivation
The expectancy theory states that individuals are motivated not by inner or innate drivers but by 
results (Vroom, 1964). They aim for ﬁnal objectives or goals that they want from the products 
or brands, and thus, they take decisions accordingly. In line with this, Indian consumers have 
become very outcome and goal driven. Earlier, they were not concerned about the consequences 
and results. But now, prior to a purchase, they thoroughly analyze the results. They are knowl-
edgeable and well educated, and have the skills and capability to analyze the brands. Digital and 
social media facilitate this process in an easy format that consumers can use. 
Dichter Theory
This theory emphasized on the hedonic and symbolic needs and motives of individuals. This theory 
has six dimensions—autonomy, dominance, nurturance, exhibition, cognizance, andexposition. 
Figure 4.11   
Online Medical 
Consulting to a Digital 
Native
Source:  ORS Patient Portal, Min-
istry ofElectronics & Information 
 Technology + Ministry of Health 
and Family Welfare, Govt. of 
India, https://ors.gov.in/copp/
M04_Consumer Behavior_A Digital Native_C04.indd   116 6/22/2019   12:23:35 PM

















Motivation  117
Autonomy means an individual aims for an individualistic and unique way of decision making. 
For example, a person with this need would plan a birthday party independently and ﬂoat a unique 
theme like “the devil” where guests might have to dress up like devil. Dominance is related to 
aecting the other individual’s mindset, decision making, and behavior. This can be carried out 
by discussing and contemplating on knowledge. For example, a person who is an expert in tech-
nology can aect the behavior of his or her friends when they plan to buy a tablet.  Nurturance 
would be to help those individuals who might be underprivileged. For example, Nita Ambani 
(who is the chairperson and founder of the Reliance Foundation and a non-executive director of 
Reliance Industries) helps many impoverished and indigent individuals in India through various 
NGOs. Exhibition refers to the excitement and inspiration that an individual wants to capture 
after seeking praise from other people. For example, a person might want to impress his girlfriend 
by oering her a diamond ring. Cognizance refers to “acquiring information,” for example, at the 
bank, various executives facilitate the provision of information.  Exposition is associated with 
sharing information with other individuals. For example, a person who has purchased a resort in 
Goa will share this information via social media and other digital platforms. 
Herzberg’s Two-factor Theory of Motivation 
This theory is related to job satisfaction and performance and was developed from Maslow’s 
hierarchy of needs and expectancy theory (Herzberg, 1959).
 
This theory was furthered modiﬁed 
(Maddox, 1981) for consumer behavior. It states that the “needs of an individual” are resources 
and helps predetermine their expectation. The actual outcome is compared with the expected 
results. If these elements match, then the person is at a stage of equilibrium or satisfaction at the 
“desired state.” The ﬁrst dimension of this theory focuses on the alternatives and the information 
required to undertake a task. The second dimension is the arousal that is created about the task 
with the expected outcome, which is compared with the end result. For example, a person buys a 
tablet after searching about price, performance, and quality via online and oine media. If these 
elements are synchronized after the purchase, the person is satisﬁed and arrives at the “ideal or 
expected state” and reaches “equilibrium.”
Alderfer’s ERG theory
This theory has extended and modiﬁed Maslow’s hierarchy of needs. This theory is associated 
with “existence, relatedness, and growth elements” that have originated from the ﬁve categories 
of Maslow’s needs (Aldefer, 1972).
 
Existence is related to the basic requirements of an individ-
ual that focuses on food, water, and shelter. These are the lower-level needs in the Maslow hier-
archy of needs. Relatedness is associated with the social needs of individuals. Growth focuses 
on the higher-level needs of the individual such as self-esteem and self-actualization. The needs 
of individuals change with age and income. Family structure and life-cycle also change and 
aect the needs of the individuals. 
Sheth Newman and Gross Theory: Individual Choice Behavior 
This behavior theory states that there are ﬁve basic drivers for individuals for their behavior. 
They are functional, social, emotional, epistemic, and situational. Functional drivers refer to 
the physical purpose of individuals that lead to behavior. This means that consumers eat food 
and drink water to survive. Social drivers refer to products fulﬁling social needs by relating to 
elements such as demographics, social, economic, cultural, and ethnic. For example, this theory 
can be easily explained with the help of Skype, an online platform that connects the people of 
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dierent ethnicities and cultures and allows them to talk (“How to Download and Install Skype 
for Mac”, 2018). Thus, all ﬁve drivers work very easily for Skype.
Online communication is developed by consumers so that they can fulﬁl their social needs 
as there is almost no time to interact in person on a frequent basis. Emotional elements as per 
this theory refer to the means by which the products and services fulﬁl the needs of emotions 
and feelings, including love, joy, care, aection, and warmth. Epistemic means that products 
and services fulﬁl consumers’ needs by allowing them to learn something unique and new. For 
example, the mobile app known as BYJU (“Byju’s–The Learning App”, 2018)
 
is a superb exam-
ple of the same. This app provides free tutorials for students from the sixth to twelfth grades to 
help them prepare for their JEE, CAT, and IAS. Thus, digital natives prefer this form of learning 
apps as they are innovative, aordable, and accessible. 
Lastly, the situational dimension refers to how products and services are able to fulﬁl the 
needs of consumers based on their situation and requirements in terms of time and place. For 
example, an emergency caused due to a breakdown of a car is a situational dimension. This situ-
ation has brought about an online app which provides complete solutions to car owners, using a 
strong network of car repair providers who can provide the right solution to the car owner based 
on the situational dimensions and fulﬁl the requirements in real time with consistent updates.
These dimensions were further observed and consolidated by Hanna’s seven consumer 
needs. These needs include physical, safety, material security, material comfort, acceptance by 
others, recognition from others, inﬂuence over others, and personal growth. This means that 
more comprehensive consumer needs analysis were developed which had these seven  categories. 
These dimensions are important for digital natives as they are concerned about their comfort 
and safety. For example, consumers would pay more money to get extra legroom when they 
block the air tickets on Indigo Airlines. Additionally, they also showcase their personal growth. 
To do so, they extensively post an update on social media about their accomplishments and 
awards. These posts help them gain recognition from their social circles via Facebook, LinkedIn, 
 Instagram, Snapchat, and so on. Importantly, these digital natives are also concerned about the 
environment. This concern has increased because they get access to future data on their digital 
gadgets, which changes their perception about and behavior towards the environment. They feel 
that if they do not conserve the environment, they will not be able to live happily in society. 
Figure 4.12   
Connect and Talk 
through Skype
Credits:  Nopparat Khokthong. 
Shutterstock.com
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Typology of Consumer Needs (Hanna, 1980)
Further, Hanna proposed seven consumer needs which includes physical safety, material secu-
rity, material comfort, acceptance by others, recognition from others, inﬂuence over others, and 
personal growth. 
 1.  Physical safety aims for such products that can help consumers to avoid risk or danger and 
conserve the environment. 
 2.  Material security means that consumers have to appropriately consume products pertain-
ing to material possessions. Digital natives use antivirus software and internet security 
systems like Avira to protect their privacy and identity when they use digital gadgets. Thus, 
for digital natives, material security is the key even for gadgets and services which they 
use online. This usage is so high that for them, digital security can become more important 
than physical material security. 
 3.  Comfort focuses on the convenience of digital natives. These individuals are always 
focused on their comfort level whenever they buy products and services online. These 
people have less time and several tasks, thus, comfort is imperative for them. 
 4.  Acceptance by others means that consumers have the need to consume products and ser-
vices related to a special reference group or social circles that they are in or aspire to be a 
part of. For example, Bums on the saddle is an online community that promotes cycling 
and inspires people to take up cycling. They provide information about dierent types of 
cycle accessories used and connect with like-minded people (BUMSONTHESADDLE, 
2018). This community connect people on the digital platform providing encouragement 
to their passion for cycling. 
 5.  Recognition from others means consumers would like to be praised and appreciated by 
others so that they can augment their status in social circles or community.
Figure 4.13   
Online Learning App 
for Students
Courtesy:  cherian_in
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 6.  Inﬂuence over others means that consumers feel elevated when they can exert inﬂuence 
on others’ consumption decisions. These decisions and inﬂuences are more visible in the 
case of digital natives as they extensively rely on hashtags, electronic word-of-mouth, 
and online social inﬂuencers. To understand these concepts, a study (Neilson, 2012) was 
undertaken on all these dimensions and it was found that 92 percent consumers consider 
and trust the recommendation from those individuals whom they don’t know but might 
have written the review or used the products. This means that these digital natives do not 
rely much on branded information. Another survey by Twitter (Karp, 2016) also found 
that 49 percent consumers relied on product recommendation made by key inﬂuencers 
like friends. Equally importantly, 40 percent purchase was made by consumers from the 
inﬂuencers’ tweet from which they got inspired.
 7.  Personal growth of the digital natives is important as they want to succeed further in their 
personal and professional life. They do not like to be stagnant at one place and always 
wants something new. The newness leads to the growth of these individuals. 
But even more impressive are a few return-on-investment (ROI) ﬁgures. On an aver-
age, marketers earn $6.85 in media value for every dollar invested in an inﬂuencer marketing 
program. Retail and apparel brands see even greater returns of $10.48, while the consumer- 
packaged goods (CPG) food sector tops the list at $11.33 ROI per dollar invested (“Social 
Media Inﬂuencers: Not Just for The Brand Big Guns”, 2018).
Arousal, Cognition, and Attribution
Authors have adopted the arousal, cognition and attribution dimensions to develop the speciﬁc 
needs of consumers and how they aected marketers. The three needs stated here are arousal, 
cognition, and attribution. The need for arousal is related to the transactions that are undertaken 
Figure 4.14   
Generate Stimuli by 
Twitter Users
Credits:  M4OS Photos/Alamy 
Stock Photo
M04_Consumer Behavior_A Digital Native_C04.indd   120 6/22/2019   12:23:40 PM




[image: ]Motivation  121
by consumers with the motive of hedonism and arousal. This is because human beings need 
stimulation on a frequent and regular basis. Here, famous psychologists have found that when 
the subjects are in need of sensory and symbolic experiences, they cannot sustain longer in 
their environment. Thus, the optimal level of stimulation is favorable and can be assessed when 
the consumer is neither bored nor overwhelmed. The stimulus has to show its quality so that 
consumers can get attracted. If the consumers are consistently exposed to stimulus, consumers 
are used to it and subsequently adapt to it. The level at which the consumers adapt is known as 
the level of adaptation. Interestingly, after adaptation, consumers are no more interested in the 
stimulus. Additionally, if consumers ﬁnd many new stimuli they may become overwhelmed and 
stressed. On the contrary, if the stimulus is below the optimum level, consumers feel bored and 
explore stimulating experience. Thus, arousal-seeking motives have to be at an optimal level. 
This level may also vary with consumers as some people might have more arousal- seeking 
tendencies than others. Consumers who have high arousal-seeking elements are high-risk tak-
ers and this trait is also reﬂected in their purchase behavior. These consumers adapt to new 
products easily and are ready to explore new ideas and technologies. They also get bored very 
easily with repetitive information. Thus, they seek for alternative and options through digital 
and social media platforms. For example, “Go Daddy” provides malware removal, web ser-
vices, content editing, website updating, and website security to consumers in accordance with 
their requirements. These services are reliable, robust, and personalized based on the needs of 
the consumers. This personalization and quick delivery of services with continuous monitoring 
and fast response time strengthen the arousal and need for cognition among consumers. This 
arousal happens because the digital native prefers personalized and quick services based on their 
requirements (A-C-A; Adapted from Calder & Robert, 1974; Osshikawa, 1969; Klein, 2005).
Further, there is a need for cognition as human beings are always curious which leads 
them to gather more information about their world view and environment. All these elements 
integrate to develop the need for cognition. This need is also related to a tolerance for ambi-
guity, which means that the inappropriate information on these areas make consumers very 
anxious. Due to their uncertainty, they are less likely to adopt new ideas, new products, or new 
technology. Lastly, it was found that market mavens, who are opinion leaders, work closely with 
these undecided consumers and sort out their anxiety which is made possible via social media 
Figure 4.15   
Government-oriented 
Career Services
Source:  © Ministry of Labour & 
Employment, Govt. of India
M04_Consumer Behavior_A Digital Native_C04.indd   121 6/22/2019   12:23:40 PM

















[image: ]122  Chapter 4
and digital platforms. For example, National Career Services is an initiative of the Government 
of India where this online site provides all details about employers and job seekers with the 
required skills. This portal brings the talent of job seekers and connects them to opportunities 
through digital platforms. This platform provides job-matching services that are friendly and 
transparent. These services may include career counseling, integration of multiple channels, 
and so on. Additionally, the portal also provides information about education, employment, and 
training through multiple languages.
More importantly, the need for attribution means that human beings are scientists. This 
is because they want to know the reasons behind their own as well as others’ behavior. The 
process by which causes are assigned is known as attributions. Simply put, attributions are 
inferences that the consumers draw from various causes that can be associated with occasions, 
events, their own behavior or others’ behavior. Further, drivers, when synced with causes, facil-
itate attribution motivation. Additionally, attribution motivation has been categorized as inter-
nal attribution and external attribution. Internal attribution is associated with behavioral causes 
related to personal traits, characteristics, abilities, and feelings of individuals. External attri-
butions are environmental variables and situations that are beyond the control of consumers 
and  individuals. Internal and external attributions have three conditions—consistency where 
the consumer persistently works on the cause; consensus, which means that if only one person 
works on the cause, the work would be assigned to that individual as there is lesser consensus; 
and distinctiveness which means that the consumer becomes distinctive and behaves dierently 
in varied settings. In short, for internal attribution, low consensus, high consistency, and low 
distinctiveness would work and for external attribution low consistency, high consensus, and 
high distinctiveness would be eective. 
Models have dierent ways and approach to engage with similar content. They dier in 
terms of their explanation and detailing as well. Classiﬁcation of needs and motives as listed by 
dierent scholars in the various theories has been presented in Figure 4.16. This ﬁgure provides 
a summary of the dierent types of motivation theories with their key dimensions. 
Characteristics of Motivation
Dierent traits and characteristics of motivation aect the behavior of an individual. It changes 
the mindset and decision-making process of the individual. There are four dominant character-
istics of motivation, which are discussed in the subsequent sections (Hawkins & Mothersbaugh, 
2013; Sarri & Trihopoulou, 2005).
Vigorous and Needs
Motivation is compelling and charismatic in nature. It keeps changing with the consumers’ 
requirements. The consumers’ expectations are aected by the dynamic world. They access the 
digital media and know about the trends and markets, while their requirements keep changing. 
Thus, they have high demands and expectations from the brands. Individuals could have several 
and diversiﬁed needs. They might have a need for food, self-esteem, and self-actualization. These 
needs can work simultaneously in the minds of the consumers. They might acquire these needs 
due to the various roles they play in society. Social media has activated various needs as individ-
uals discuss their everyday life on this platform even connecting them to their physicalworld. 
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Diversified Goals and Contentment
Individuals might have various goals with dierent needs that they might want to achieve in their 
life. For example, an Indian woman might want to be a “good mother” and an excellent “team 
leader” in a company. These are two dierent goals with varied needs. Here, social media helps 
Indian consumers manage their diversiﬁed goals. This person could attend to Skype calls and 
chat with the team while managing a child at home. Digital media provides beneﬁts to consum-
ers enabling them to manage their goals. Individuals are not fully satisﬁed with the results that 
they obtain after assessing their needs and requirements. For example, an individual may buy a 
sedan car and yet not feel his or her needs fully satisﬁed because after a while they might have 
a desire to purchase a high-end car. 
Continuous and Consistent with Assessment of Results
Motivation is a constant and ceaseless process. When individuals are able to satisfy the needs 
pertaining to one level, the next level of needs emerges. For example, a person buys an entry-
level phone. After buying this phone, he or she might think about a “high-end phone” as that 
would make their status appear elevated. Individuals evaluate consequences to understand where 
they have succeeded or failed in their process of decision making. They learn from their success 
and failures. This learning is used by them in subsequent decision-making processes. Social 
media also helps consumers evaluate the journey of other individuals who are part of their social 
circle. They also learn from the success and failures of others. 
Secondary Objectives and Dissatisfaction
Individuals have primary objectives and secondary goals. They feel that if Plan A does not 
work, they should have an alternative idea as Plan B. This behavior is common among Indian 
consumers who are hardworking and consistently striving for a better lifestyle to be achieved by 
Figure 4.16   
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di erent ways. They feel that if Plan A has not helped them in adding value to their lives, their 
alternative objectives would facilitate them in this process. For example, while buying a house, 
they would have at least ﬁ ve options if not more, which they explore and assess extensively on 
digital platforms and o  ine media.
Individuals do not always attain their desired objectives and goals. They might be dissat-
isﬁ ed and annoyed when they do not accomplish their task. This may happen because of indi-
vidual or environmental reasons. Some people may abandon their primary objectives and focus 
on secondary goals. For example, a person who wants to be an actor and does not get a good 
break in the ﬁ lms might prefer to be a model. There might be di erent approaches that can be 
used by individuals reﬂ ecting their dissatisfaction and annoyance and in turn protecting their 
self-esteem. 
Some of the important approaches are listed here which are connected with secondary 
objectives that lead to dissatisfaction: 
 •
Aggressive and Logical: Individuals become aggressive when they do not achieve their 
goals. They feel that this trait facilitates them to salvage and protect their self-esteem. For 
example, in 2003, when some worms were found in a chocolate slab of Cadbury’s, con-
sumers became aggressive and ensured that the company apologized and changed their 
packing within a short time (
redi .com, 2006). Individuals become thoughtful and start 
analyzing every step that they have taken to achieve the objective. When they use this 
process, they rank tasks as priorities and sequence them so that priorities become patterns 
that can be assessed. The missing links are identiﬁ ed by individuals to accomplish their 
objectives. 
 •
Reversion and Disengage: Some individuals behave quite naïvely. They do not possess 
the maturity to deal with the situation. For example, a person would go to a salon and com-
plain that the services were inappropriate with the sole purpose of gaining discounts. Some 
individuals who do not have the capability to manage multiple situations withdraw from 
the process. They disengage from that task, which could cause frustration. For example, a 
person who might have bought a BMW because of peer pressure would sell the car if he or 
she is unable to maintain the vehicle due to the high cost of maintenance. 
 •
Criticism and Imagery: Some individuals blame the product or brand or situation to 
escape from the environment and frustration therein. They do not have the ability to take 
responsibility for the situation. They criticize others and the environment in which they 
live. They feel that these elements prevented them from achieving their objectives. Thus, 
when the brand does not deliver according to the promise made, they criticize their friends 
who had advised them about the product. Some individuals who are frustrated because of 
not achieving their objective enter their fantasy world. For example, an individual who did 
not receive a good laptop after extensive comparisons and discussions would go with his 
or her friends to an amusement park to escape reality.
 •
Determine Other Personnel and Blow Oﬀ : Individuals could transpose other people to 
a situation and imagine how they would have behaved and acted in that frustrating situ-
ation. They might also receive the solution from ads that do the same. For example, one 
of the ads of HDFC Life Insurance portrays a person who has cancer and does not have 
money. He starts thinking about selling his house and consumer durables. The campaign 
portrays that if people own the company’s policy, all their expenses would be taken care 
of. Individuals can forget their frustration and blow o  the situation. Indian consumers 
feel that they have to move on, and if they have not succeeded in something, they cannot 
live with this disappointment for their whole life. They have other tasks that they need 
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to perform in their life. Earlier, this trait was not so popular among Indian consumers 
as they were more emotional, but now they “move on” as they have many other goals to 
accomplish in their life. After understanding the characteristics of motivation, let us now 
comprehend the process and mechanism that individuals use to behave through drives 
and motives. 
Consumers’ Emotions
Consumers’ needs and emotions are closely related to each other. This is because the emo-
tions of consumers are able to inﬂuence consumers about goals and objectives. Consumers feel 
deprived and experience negative emotions if they cannot achieve their goals and  objectives. 
This negative emotion can be changed to positive feelings with the avoidance approach of 
 motivation. This avoidance approach would reduce the perceived risk of the consumers and 
make them comfortable with the objective after reducing the negative emotion. For example, in 
2013, Google developed an emotional consumer-centric ad in which the technology facilitated 
two best friends to connect after several years. Google managed human emotions and helped 
them overcome the time and border constraints of childhood friends who lived in two dier-
ent countries: India and Pakistan (“Watch: Google Pitches Emotion in Separated-By-Partition- 
United-By-GoogleAd”,2018). They met via Google after six decades. Thus, this emotional 
centric story motivated consumers to use Google. 
Meaning of Emotions
Emotions are complicated elements that simultaneously integrate an individual’s mind and 
body. In the case of digital natives, these impediments are further enhanced if they refrain from 
expressing their emotions in writing. Thus, they use emojis such as smileys, little monsters, 
hearts, and so on to save time. These emojis are small ubiquitous 
symbols that serve as an expression of an individual’s emotion. They 
are used by digital natives in all the social media networks, while 
they express their emotions. Here, in 2016 2.3 trillion mobile mes-
sages have used emojis by digital natives (Emoji research, 2016). 
This data signiﬁes that these consumers are more visual savvy than 
text savvy in expressing their emotions. This might happen as they 
grew up with computers and internet and became too lazy to express 
their emotions in words.
Emotions can be traced to physiological arousal that leads to 
behavioral patterns of the individual. Thus, the meaning of emo-
tions has three dimensions; physiological, behavioral, and cognitive. 
Additionally, emotions cause physiological changes in our body as 
well. These changes are perceived in the meanings that are reﬂected 
in the response of the consumers. These responses can be feelings 
related to happiness or pain. For example, “bookmybai (maid)” is an 
online service that facilitates consumers to get domestic help through 
mobile app. Since its start in 2015, they have provided help to sev-
eral consumers and attended to the welfare of domestic helpers very 
Figure 4.17  Use of Symbols to 
Express their Emotions in Words
Courtesy:  Partha Bhagowati.Pearson India Education  
Services Pvt. Ltd.
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carefully as there is not even a single case of exploitation and harassment (Pant, 2018).
 
Thus, we 
can say that bookmybai has worked on all the emotions of consumers including psychological, 
cognitive, and behavioral aspects. 
Further, if consumers would like to solve the problem and they are unable to solve it, 
there could be two scenarios—one, the consumers blame themselves and feel bad (internal 
attribution) and second, the consumers blame others such as brands or companies (external 
 attribution). In both the scenarios, there could be a situation of anger as the problem was not 
solved but outcomes could be dierent as attributions dier.
The Process of Emotion
Emotions can be explained by using Schachter’s two-factor theory, which states that they are 
dependent on automatic arousal and inferences based on thoughts or cognitions. Here the stim-
ulus originates from the external environment and imbibes the internal stimuli through internal 
organism where the individual processes the information that they retrieve from outside. Thus, 
consumers prefer communication from brands and products that are developed with this kind 
of stimuli and facilitate their meaning-making processes. This process leads to the symbolic 
and hedonic consumption of products that is reﬂected in the communications or campaigns. 
For example, BridalApp is an online platform that provides beautiful diamond rings with 
unique designs and wonderful craftsmanship for weddings. These rings work on the symbolic 
and hedonic aspects of emotions that provide stimuli to the consumers for the products.
Types of Emotions 
There are dierent types of emotions related to consumers. Their intensity and inﬂuence can 
vary based on the individual. According to the renowned psychologist Robert Plutchik, emo-
tions include fear, anger, joy, sadness, acceptance, disgust, anticipation, and surprise.
 •
Fear could range between timidity to terror. 
 •
Anger extends from annoyance to rage.
 •
Joy extends from serenity to ecstasy.
 •
Acceptance would extend from tolerance to adoration. 
 •
Disgust extends from boredom to loathing. 
 •
Anticipation would extend from mindfulness to vigilance. 
 •
Lastly, surprise extends from uncertainty to amazement.
More importantly, these emotions are integrated to motivate the consumers eectively. 
For example, Religare online provided online share trading on their web portal that facilitated 
traders and investors in managing their assets and investments. They used self-search tools such 
as text scan for eective online stock trading. Thus, this tool helped the consumer choose the 
best performing stock after thorough technical analysis (“Buy Shares Online–Religare Online”, 
2018). Consumers can also personalize this platform to connect more closely. For this purpose, 
there are amazing features such as live market watch, stock screener technical analysis, and so 
on. Consumers can use this mobile app anywhere at any point in time with certain exclusive 
features available free of cost. Thus, we can state that they have used amazement, surprise, and 
joy as the key emotions to motivate consumers. 
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These emotions are premised on the process of deﬁning the emotions of individuals. More 
speciﬁcally, these emotions can be integrated with combinations such as joy and acceptance to 
form love, disgust, and sadness.
Further, consumers can display positive and negative emotions on social media platforms. 
They share these emotions and feelings on Facebook and Twitter by using emoticons. Thus, a 
mood monitor is used by many companies to assess the emotions of consumers on social media 
platforms about companies and brands. Further, sentiment analysis is also undertaken to process 
the opinions, words, and phrases that are used by consumers on social media platforms. This 
process is also known as opinion mining. The word phrase directory is developed to understand 
the emotions and reactions of consumers on these media platforms used for data coding. Thus, 
sentiment analysis extracts the sentiment or feeling of the consumer and text mining describes 
what consumers are discussing about products on the digital platforms.
Mood of Consumers 
The mood of individuals are primarily less intense and develop over a short period of time. 
They are easy to activate as they emerge and vanish easily. They are ubiquitous and omnipres-
ent in the form of “happy mood” and “sad mood.” These moods can reﬂect the individuals’ 
actual emotion as well. Further, these moods inﬂuence behaviors of individuals. This behavior 
also emerges from the campaigns and communications that companies undertake for their 
products. Thus, moods can be generated via external stimuli and internal thinking that could 
be related to nostalgia or fantasy. Moods can also be inﬂuenced by sensory messages, tones, 
or pictures used in communications and campaigns. These motives have to be drafted in a way 
that can result in favorable consumer behavior. Some scholars have found that consumers have 
positive mood for longer periods of time. Thus, advertisements can be developed to generate 
positive mood of the consumers with warm feelings. Further, research has also found that mood 
aects information processing. Brand recall is encoded in consumer memory easily. Further, 
a positive mood also facilitates brand evaluations and comparisons. For example, a positive 
mood can be developed by creating a positive and aesthetic online environment on the web-
site by using the right colors, music, and pictures that translates into a positive  environment. 
For example, Lenskart started a new range of eyewear for consumers while engaging them 
with playful looks for their sunglasses and specs (Lenskart.Com, 2018).
 
They provided a wide 
variety of these products and empowered consumers to make choices. Speciﬁcally, a playful 
format changed the consumers’ mind and they got inclined towards the brand and products 
and developed warm feelings which resulted in positive behavior. This behavior was reﬂected 
as the trac and the sales increased four times and the company was able to work on brand 
promises and their corporate mission.
Emotions and Hedonic Consumption, and Involvement 
Emotions and moods enhance the consumption behavior of consumers. These elements pro-
vide more internal pleasure than the rational approaches which focus on problem-solving. 
Thus, they are connected with sensory enjoyment. This enjoyment is developed through the 
senses by developing a sense of fantasy or enhancing the emotional arousal of consumers. 
Some of the pleasures that are derived from the hedonic consumptions are a sensory pleasure, 
aesthetic pleasure, emotional experience, fun and enjoyment. Speciﬁcally, hedonic consump-
tion leads to the deeper involvement of consumers with products and services. They select 
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those products and services that arouse their taste, smell, feel, and sound as they might feel 
happy and enjoy the brand experience. This experience can also elevate a brand into becom-
ing the consumers’ favorite brand. Thus, they develop a strong relationship with them which 
results in deeper involvement. 
Involvement is the degree of relevance the consumer ﬁnds with regard to a product, brand, 
or object. The extent of the relevance brings the consumers closer to the products. Here, there 
are two categories of involvement—enduring and situational. Enduring means the point and 
pattern at which consumers engage with the products consistently. Situational means the point 
and pattern at which consumers are interested in the products in line with speciﬁc occasions. It 
is important to work on the enduring involvement as this element is connected with the lifetime 
value of consumers. This enduring involvement makes the consumers know about the products. 
Subsequently, they can become opinion leaders. Further, as they are deeply involved with the 
products, they might buy in more quantity and spend more on these products. Additionally, 
they would also like to be updated about the new arrivals and developments of the products and 
related activities. More importantly, this involvement can be easily developed by consumers via 
digital media platforms as their knowledge can be enhanced by easily connecting with the brand.
Further, the involvement could take the form of product involvement or message involve-
ment. Product involvement refers to consumer’s interest levels about products. If the consumers 
are highly involved in the products, they are highly motivated towards the products and would 
surely buy them. This decision is also connected with perceived risk. For example, if the per-
ceived risk is higher, the involvement is lower. This risk can be reduced by making the consum-
ers comfortable with increased personalization. Perceived risk also refers to the extent to which 
consumers associate negative outcomes related to the buying and consuming of products. The 
outcome seems to be uncertain and is likely to be higher when the product is new, high-priced, 
and involves complicated technology. Further, the outcomes are more uncertain when consum-
ers have less experience in comparing the products. Thus, the perceived risk could include per-
formance risk, ﬁnancial risk, safety risk, social risk, psychological risk, and time risk. Here, 
performance risk is associated with uncertainty in terms of product performance. Financial risk 
means that the prices of products and services are high.
Safety risk is connected with the consumers’ safety and security. This safety and security 
can be simpliﬁed and made more aesthetic and convenient in the digital age. For example, 
Yale digital door locks oer security with appropriate aesthetics and key-less convenience for 
unlocking the doors. This is because these locks use the latest digital technology of ﬁngerprints 
smartcards or a keypad that provide an immediate solution to the door opening security system 
and simpliﬁes the lifestyle of consumers (ABLOY, 2018).
Social risk is linked to consumers’ social standing, image, and status among their social 
circles in terms of the products and consumption. Psychological risk is the connection that the 
consumer makes with their own thinking and the extent to which the product is in sync with their 
perceptions. Lastly, time risk refers to the time duration involved in purchasing, consuming and 
disposing of the products. High message involvement means that the narratives and pictures of 
the message have the capacity to grab the attention of the consumers instantly. This can happen 
when the stimuli used in the communication are unusual. The message involvement can be 
easily carried out by writing innovative ideas on blogs. Thus, posting innovative ideas on video 
blogs or allowing consumers to make their own radio shows based on the new idea which can be 
heard by others in terms of podcasting; requesting the celebrity to tweet about the new ideas on 
Twitter; creating a virtual world based on new themes or using transmedia formats where con-
sumers narrate their stories about the new idea in various interactive digital platforms are some 
of the means of dealing with high message involvement.
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Motivational Conflicts 
Consumers may have positive or negative objectives to attain. Based on the same, consumers 
develop their behavior to achieve positive goals and avoid negative ones. Thus, consumers make 
decisions that would result in decreasing negative outcomes. In line with this, consumers’ moti-
vation depends on dierent goals, situations, and motives and they show an inclination to opt for 
goals which provide them with solutions and yield positive outcomes.
Motivation is often coupled with conﬂicts. Here, there could be three categories of con-
ﬂicts that could arise—approach-approach conﬂict, approach-avoidance conﬂict, and avoidance- 
avoidance conﬂict. Approach-approach conﬂict develops when consumers select products from 
two close  alternatives. The conﬂict handling grid (developed by Thomas and Kilman) has ﬁve 
styles of managing such conﬂicts. These styles have two main parameters known as assertive-
ness and cooperativeness. These two elements are important for the digital natives as assertive-
ness is the motive of an individual that helps them accomplish their outcomes. These digital 
natives are very impulsive and need quick outcomes. Thus, assertiveness plays an important 
role in this regard. Similarly, cooperativeness helps in facilitating individuals to achieve the 
 outcomes. This parameter is equally important as digital natives prefer easy user interface and 
other characteristics which help them function seamlessly in the digital space. There are ﬁve 
conﬂict resolution styles based on the personality of digital natives. 
 1.  Avoiding and Competing Conﬂict Resolution Style: This style would have low asser-
tiveness and low comparativeness to deal with conﬂicts and achieve goals. In this situation, 
the digital native would use avoidance techniques as they consider the issue to be trivial. 
Competing conﬂict resolution style means that digital natives would have high assertive-
ness and low cooperativeness to achieve their outcomes. This situation may emerge many 
times as digital natives always prefer quick decisions.
 2.  Accommodative and Compromising Conﬂict Resolution Style: This style means there 
is a high degree of cooperativeness that leads to obliging behavior for accomplishing the 
desired outcomes. This kind of behavior is seen among digital natives when they feel 
that the products and brands do not understand their concerns and aect their future rela-
tions with them. Compromising conﬂict resolution style, assertiveness, and cooperative-
ness work in moderation. This means that some bargaining is feasible as both the parties, 
brands, and digital natives have equal power to ﬁnd out solutions in the given time frame. 
This is appropriate for complicated issues because in the digital space, accurate problem-
solving approaches can be used by both parties.
 3.  Collaborating Conﬂict Resolution Style: This style has both high assertiveness and high 
cooperativeness. Thus, it means that it is a win-win situation for the brands and the digital 
natives. Thus, they both work innovatively as to accomplish the desired outcomes. This is 
important for digital natives as they are knowledgeable and educated to work with compa-
nies as their partners.
This is premised on the theory of cognitive dissonance as the consumers require consistency 
in life. However, dissonance arises when there is a conﬂict in the behavior. This conﬂict is resolved 
when consumers select the alternative on the basis of cognitive dissonance reduction. This process 
decreases the inconsistency and reduces unwanted stress. Post-purchase dissonance can also hap-
pen due to the poor quality of products. This can also be reduced if the consumers select the prod-
ucts on the basis of rational thinking. Approach-avoidance conﬂicts arise if the consumers select 
products on the basis of their strength. In some cases, the consumers may feel guilty about their 
product choices post the purchase. For example, while making an online purchase for a luxury bag, 
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a consumer may be tempted to buy an exclu-
sive pair of sunglasses which they might have 
avoided otherwise. This avoidance behavior can 
be translated easily by companies by focusing on 
consumers and communicating to them that the 
products are exclusively made for them. Avoid-
ance-avoidance conﬂ icts develop when there are 
two unpleasant alternatives. The communication 
of brands in such a situation would help the con-
sumers manage stress and tension which they 
have in selecting alternatives. For example, EMI 
options made available to buy old or new bikes 
o er such a dilemma. This dilemma and conﬂ ict 
can be sorted out by providing detail informa-
tion about the product and making online pay-
ment options viable. One of the best examples is 
the Mahindra Centuro Rockstar which provided 
11 percent discount on their bikes if consum-
ers used Paytm in 2015. Further, if they made 
the payment through the company website, they 
were eligible to get a cashback of 
`5,000. 
These conﬂ icts are related to self-percep-
tion theory, social judgment theory, balance theory, and the theory of trying. Self-perception 
theory states that the behavior of the individual is determined by their own attitude which is 
consistent in nature.
Similarly, social judgment theory states that consumers extract information about products 
based on their pre-existing feelings and emotions. This is the initial attitude which is known as 
the frame of reference. This frame of reference facilitates consumers in rejecting or accepting 
information. Lastly, the balance theory states that consumers develop their behavior based on 
what the others which include their family, friends and so on, think. The theory of trying states 
that consumers always follow steps that facilitate reaching their goals. Also, consumers continue 
“trying” till they reach their outcome. Here, there are two barriers that act as hurdles to these 
processes at the individual and environmental levels. The individual level refers to the individ-
ual’s personal e orts and expectations. The environmental level is related to the individual’s 
social circles and norms. This process further simpliﬁ es and makes it convenient for digital 
natives as they try to seamlessly achieve their ultimate outcome with minimum di  culties. For 
example, Zumin, a mobile app developed by certiﬁ ed freelance trainers helped consumers reach 
their ultimate ﬁ tness goals by providing them online personalized ﬁ tness trainers including per-
sonalized ﬁ tness regime and programs developed on the basis of the consumers’ personality and 
physique (“Ja Of Nee”, 2018).
Motivation and Decision Making 
Motivation facilitates an individual in taking decisions about products and brands. These 
decisions can originate from individuals, collectives, or groups (Scott, Weaver & Todd, 2015; 
 Murray& Evers, 1988; Dichter, 1960).
 
Indian consumers work following the format—“Motives 
Figure 4.18  Conflict Management Styles Based on 
Thomas-kilmann Conflict Mode Instrument
Source:  David A. Victor, Revised by Patricia A. Lanier, ‘Conﬂ ict Management and Negotia-
tion’, Based on Thomas-Kilmann Conﬂ ict Mode Instrument, www.referenceforbusiness.com, © 
2019 Advameg, Inc.
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and Integrated Media with Discussion for Outcome.” Individuals’ decision making is based on 
motives that could be emotional or rational. Their sensational and cerebral components work 
simultaneously while they integrate their motives for decision making. Integrated media pro-
vides with the digital platforms that facilitate consumers to gather information from various 
sources. Digital natives discuss their motives and drivers on oine and online platforms. They 
exchange views, thoughts, ideas, and read through expert opinions and online reviews of dif-
ferent brands and products. They match their decisions with their desired objectives. They also 
evaluate their process and decision that they have made about brands and products. Consumers 
have multiple motives that aect their decision-making process. In the digital world, they oper-
ate on a multi-layered decision-making process.
Association of Motives and Behavior
When the individuals are aroused, their mind is activated and this change is reﬂected in their 
thinking and decision-making process (Celebi, 2015; Frederik & Jan, 2015; Hawkins & 
Mothersbaugh, 2013).
 
These elements and their relationship can be explained by the following 
dimensions:
Objective Driven and Sources
When the individuals are focused on the objectives or outcome that acts as a motive, then their 
behavior is goal driven. Individuals aim for an outcome that could be related to their social, phys-
ical, or self-esteem needs. The outcome can be a combination of these needs as individuals can 
have multiple needs simultaneously. Indian consumers do not think and behave in a linear format. 
Individuals identify the sources that they use to accomplish their objectives. These elements could 
facilitate the process and develop a favorable behavior. For example, when an individual is a loyal 
customer of a salon and sets up an appointment for regular services, the employee who would 
deliver the services is not mentioned while making a reservation. This information is recorded in 
the database of the salon. It saves the customer’s time. The individual may visit the salon more 
frequently as he or she owing to the highly pleasurable moments they have experienced. 
Wider Alternatives and Information Processing
Individuals are motivated when there are wide options and alternatives provided by brands. This 
motive facilitates armative behavior. For example, when a consumer wants to buy a “soft toy” 
and ﬁnds many available options on dierent websites, they will compare the relevant informa-
tion about the same through their mobile apps and select a brand that provides a “value-added 
deal.” Consumers are triggered by various motives and dierent sources. They integrate all these 
elements and process the information gained through various networks. Their mind functions 
in a linear format when doing so. They gather the information from brands, verify it on the 
website, and discuss it with their friends. They may visit the store and then again discuss it with 
their family while clicking pictures of the products and sharing it via WhatsApp and Facebook. 
They may again return to the website to verify the features of the product or the brand they are 
planning to buy. Motives help in information processing through easier formats made available 
for discussion, textual, and visual comparison. 
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Arousal and Rational Motives
Arousal can be generated and motives can be activated by brands and products that could result in 
a favorable behavior. This process can be used in the oine world or online and digital space. For 
example, McDonald’s featured the videos of their customer on the screens that were installed in the 
food outlets. Every individual has a trigger and a desire to be seen on a “big screen.” This trigger was 
understood and they were able to capture the attention of the Indian consumers who were excited 
to see themselves on a larger screen. They even invited their friends via social media and clicked 
pictures and shared it on digital platforms. Consumers believe that cerebral thinking and rational 
motives work well when they have to invest huge amounts of money on a product or a brand. For 
example, an individual buys a refrigerator after thoroughly exploring the brands on online media. 
The features of brands are studied and compared in their social circles. They even go to the stores 
and check out the price and quality of the product. Thus, they would buy those products or brands 
that would help them in their daily activity through competent prices and excellent quality. 
Imagination and Dreams
These motives work for products when individuals have to fantasize or visualize a situation or 
an environment. For example, Water Kingdom in Mumbai emphasizes the joy and the fun that 
visitors can enjoy at this place. Consumers fantasize about it while watching the ads and it trig-
gers them to take a break from their routine and mundane life and plan their trip to this enticing 
and mesmerizing place with their friends, family, and extended family members. Consumers, 
especially digital natives, also like the fun element to be available on online platforms. This fun 
element is closely related to their imagination and dreams which they want to portray via virtual 
platforms. Enjoy which is one of the funniest apps in India provides a platform to these consum-
ers to make their funny videos and share this content. This app provides a good platform to these 
people to display their imagination and dreams which they might have not been able to present in 
the physical world.
Environmental Cues with Creativity for Amazing Moments
This dimension works in the context of the individual. If the brands and companies are able to 
provide a pleasurable and favorable response, individuals develop an armative behavior. For 
example, a visitor to India for the ﬁrst time looks for a money exchanger and seeks helps from 
an employee of a hotel. This employee helps the visitor and sorts the issue. The visitor may be 
impressed and book a room in that hotel. Thus, environmental and situational cues may change 
the behavior of the visitor if they are managed delicately and appropriately. Creative motive 
can aect the behavior of the consumers easily as they appreciate and admire exclusive brands 
and products. For example, a unique art store that makes aesthetic dolls and delivers items for 
customs and traditions is often liked by the consumers in India. They are able to deliver their cul-
tural items quite quickly as they use social media to connect to and augment their retail platform. 
Consumers like stunning and outstanding moments with the brands and products. For example, 
Uber gave customer rides with a popular Bollywood celebrity, Anil Kapoor. The moments that 
they spent in the cab with the celebrity were appreciated by the consumers. They shared this 
experience via digital media and expressed their views about the brand. These motives aected 
the behavior of the customer and garnered potential consumers. 
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Managing Ambiguous Issues
Consumers can come face-to-face with ambiguous situations when they buy products or  services. 
If the issues are managed properly by the companies, it may result in a favorable behavior. For 
example, a guest was to be picked up from the airport by a hotel. The driver faced some issues 
and picked up another guest. This person took a cab and reached the hotel. When the visitor 
complained about the issue, she was provided a dinner voucher by the restaurant. A serious 
issue can be transformed into one with a pleasing result if it is managed properly with the right 
employee attitude. After closely understanding the dierent approaches that can be used by the 
marketers pertaining to motives and behavior, let us comprehend from the case, narrated below, 
how consumers’ drivers and motives can develop favorable behavior. 
Axis Bank is India’s third largest bank, providing bank-
ing to large multinational companies and independent 
customers. The bank has understood the needs of Indian 
consumers, and people appreciated their efforts when it 
provided “everyday solutions” through their “banking 
services” (Axisbank.com, 2015).
 
The two-pronged strat-
egy employed by the Axis Bank—multiple needs based 
approach and integrated media strategy—supported by 
latest technology has been highly appreciated by the con-
sumers. They felt that the company aimed for their safety 
and security along with focusing on social needs as they 
cared for consumers’ sentiments. The bank taking care of 
their needs was especially reflected in their banking ser-
vices such as checking balance, checking accounts details, 
downloading bank statements, retrieving details about the 
credit cards and other associated cards using the latest 
technology. As a result of this, people started using mobile 
apps instead of visiting the bank. This behavior was por-
trayed in the social networks circles (Aiming at Balanced 
Growth, 2011).
 
Consumers could also use social mobile 
apps that facilitated their connection with other digital 
platforms. The other motives that were used by the bank 
were application tracker and electronic tax payment. They 
liked this approach as they could complete a tedious pro-
cesses easily through online mode. Additionally, consumers 
Closing Case
Axis Bank
Figure 4.19  Interface of Axis Bank’s Mobile 
Application
 Source:  Home Page, www.axisbank.com, accessed 06 May, 2019
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were able to track and locate their applications quite eas-
ily. Axis Bank provided them with the technology that facil-
itated this process. 
Axis Bank used popular Bollywood actor, Deepika Padu-
kone, to emphasize their innovative customer-centric bank-
ing solutions (Anand, 2015).
 
Consumers felt that the star 
was persuasive and credible as she was able to convince 
them easily about the new and improved banking services. 
Consumers got excited when the star was portrayed in the 
campaigns. They were able to focus on customized smart 
cards given by the bank rather than on cash. These cards 
reflected the personalities of the consumers. Thus, they 
were motivated to change their behavior and use creative 
and personalized banking solutions. Consumers live in a 
technology-driven world and Axis Bank provided informa-
tion at their fingertips. They felt that information should be 
easily available in a simple format. Therefore, consumers 
were motivated when they received internet banking 2.0 
for fast and quick transactions. Also, Wi-Fi at the bank’s 
Summary 
(a) The consumption pattern of consumers is greatly inﬂuenced by emotional and sentimental 
appeals. They like this appeal because consumers then feel that the company is concerned 
about their needs and requirements. An important dimension of this element is that the indi-
vidual feels that stories that are used by companies to communicate to consumers should 
focus on the pride of the consumers. Another important aspect of the consumption pattern 
of individuals is to understand the fact that consumption patterns can be studied in the con-
text of cultural and social values of consumers. 
(b) The consumption of consumers is related to two important kinds of motives. The ﬁrst kind 
of motive is functional. Thus, it is directly based on the tangible and key beneﬁts that prod-
ucts can oer an individual. These beneﬁts include optimal size, best quality, and other 
related factors. These factors are thoroughly evaluated by consumers before they arrive at 
a consumption decision. The other type of motive is symbolic. As the name suggests, this 
type of motive is emotional and pleasure-based in nature. Thus, consumers do not consider 
the utilitarian aspects of products and services as the primary criteria. 
(c)  A very important aspect of this chapter is its engagement with the dierent forms of arousal 
that go a long way in the arrival of the optimal consumption decision. In fact, the incidence 
of optimal arousal can spell the dierence between a positive consumption choice and a 
negative one. Here, there are two dierent forms of arousal. The ﬁrst form is basic arousal, 
which is related to the most basal urges such as hunger, protection from adverse weather, 
branches and the presence of a personalized banker helped 
them undertake tasks. 
Consumers have dynamic needs and requirements that 
change with time and lifestyles. They like the approach 
that Axis Bank used as it emphasized on “Badhti Ka Naam 
Zindagi,” in other words, life is about progress. Thus, indi-
viduals were able to connect easily with the bank as it spoke 
their language and understood their emotions and feelings. 
To supplement these feelings, Axis Bank provided a simple 
user interface which loaded the information within a frac-
tion of a second so that users could interact with the bank 
and access the required information. To summarize, consum-
ers’ arousal and drivers were related to internal and external 
elements with integrated media and latest technology that 
provided them with daily banking solutions. This approach 
motivated the consumers towards the bank as they were 
able to achieve their desired goal or “ideal state” without 
tension. Consumers were satisfied with the banking services 
and solution provided on the digital platforms.
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and sexual urges. So, certain communication and advertisements that deal with essential 
products and services would ﬁnd this form of arousal useful for persuading consumers. The 
other form of arousal is sentiment arousal, which is closely related to products and services 
that have a long and complex cultural heritage. 
(d) Finally, this chapter also focuses on the role of emotions in inﬂuencing the consumption 
pattern of individuals. Emotions play a ubiquitous role in the lives of consumers. Consump-
tion being a part of the daily lives of the consumers, emotions play a role in determining 
consumption patterns. Emotions can actually emerge from varied sources, physiological, 
cognitive, and behavioral. The physiological origin of emotions is very important to under-
stand sensory based consumption. The cognitive origin of emotions inﬂuences consump-
tion patterns with regards to consumers’ high involvement with products and services. An 
understanding of the behavioral origins of emotions reveals the processes by which con-
sumers can be persuaded to shift brands or product choices. 
Discussion Questions
♦ 
Explain the signiﬁcance of knowledge of aspira-
tions and emotions in understanding consumer 
choice making.
♦ 
Discuss the salience and importance of word-of-
mouth and peer group appraisal in the context of 
consumption patterns of individuals. 
♦ 
Describe the varied forms of conﬂicts and conﬂict 
resolutions in terms of their inﬂuence on consumer 
choice making. 
♦ 
Analyze the importance of at least two key models 
of consumption behavior you have studied in this 
chapter to understand the consumption pattern of 
individuals.
♦ 
Discuss the association between motives and 
behavior in terms of the consumption pattern of 
individuals.
M04_Consumer Behavior_A Digital Native_C04.indd   135 6/22/2019   12:23:41 PM




M04_Consumer Behavior_A Digital Native_C04.indd   136 6/22/2019   12:23:41 PM
This page is intentionally left blank

















[image: ]BVL
AP
5
 Explain the meaning of belief and attitude and 
describe the approaches of attitude along with 
models.
 Clarify the term personality and describe its 
elements.
 Elucidate on lifestyle, its elements and categories.
 Explain the marketing strategies related to 
attitude, personality, and lifestyle.
Learning Objectives
A er reading this chapter, you will be able to:
Consumers in India prefer visiting various food outlets and 
cafés (Euromonitor International, 2014). These outlets and 
cafés are brands that operate at the international, national, 
regional, and local scales. Because of the proclivity of the 
upper middle and elite classes, international brands like 
Starbucks has attracted many aspirational consumers.
Starbucks has been able to introduce Indian consum-
ers to coffee within a relaxed ambience. Here, customers 
could spend time with friends, peers, and colleagues (India 
Today, 2017). More so, Starbucks used customers’ friends 
and peers as referees to provide testimonials. This was 
done to change existing informational beliefs. When Indian 
consumers interacted with their social circles through 
digital platforms, their perceptions about the brand were 
 strengthened. Further, consumers preferred this approach 
as the brand opened cafés at premier locations in major cit-
ies of India. There, individuals compared the coffee experi-
ence of Starbucks with other leading cafés in India like Café 
 Coffee Day (Sachitanand & Balasubramanyam, 2014). One 
of the first things that consumers did not want to experience 
at the cafés was overcrowding implying easy accessibility 
to the general masses. Individuals wanted exclusivity and 
uniqueness of the brand to be maintained and to remain 
open only for niche customers. As a result, Starbucks real-
ized that consumers appreciated that it did not have take-
away kiosks and vending machines as this would dilute the 
image of the brand. Needless to say, consumers preferred 
the “ aspirational” brand image of Starbucks in India. 
In addition, Starbucks also collaborated with one of the 
most ethical and established brands in India, the TataGroup, 
oPening Case
Starbucks—Changing the Beliefs and Attitudes of Consumers
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to change the beliefs and attitude of Indian consumers. This 
association showed that Starbucks understood the basic 
nuances of consumers’ preferences as they had an associ-
ate who understood Indian beliefs (Tata Global Beverages, 
2013). The Tata Group has a premium hotel chain, The Taj, 
and the Tata Taj SATS provides catering services to airlines 
in India. Starbucks offered a contract to Taj SATS as they 
understood the basic taste of Indian consumers, particularly 
their liking for the accompaniments to go along with coffee. 
More importantly, the consumers preferred the amaz-
ing, unique, and memorable consumer experience provided 
by Starbucks. Individuals liked this new and superb blend of 
Indian culture and taste with premium pricing (Mitra, 2014). 
So, no wonder that they liked the food at Starbucks as it was 
localized and matched their regional tastes and  preferences. 
Let us take some examples. The company offered the murg 
kathi wrap, chicken makhani pies, and English muffins as 
sides to go along with their coffee.  Consumers were in 
receipt of many options in terms of food and snacks at 
 Starbucks. This approach made them really happy. This hap-
piness influenced their cognitive and affective elements 
which in turn influenced their behavior towards the brand. 
As a result, consumers increased their visits to Starbucks, a 
major part of whom were primarily young, aspirational, and 
the “new rich”. People developed a positive attitude towards 
the brand while developing an emotional  connection. In 
addition, Starbucks aimed to achieve excellent design and 
integrate local and global aesthetics. These elements made 
the idea of visiting Starbucks, a truly familiar, inviting, and 
Figure 5.1  A Starbucks Café is Often Associated 
with a Comfortable Place Away from Home and Office 
Credits:  Andrew Aitchison/Alamy Stock Photo
friendly experience. The traditional elements of India were 
presented with a contemporary approach. Consumers really 
liked this fusion of “desi” and “videsi” (local and foreign). 
Consumers saw the aesthetics of Starbucks to be stunning 
as the brand provided a cozy setting for friendly conversa-
tions (Hindu Business Line, 2012). 
Most importantly, consumers liked the premium 
approach used by Starbucks. While brands such as Café 
Coffee Day were providing combo meals made widely 
available at different locations in India, Starbucks went the 
other way. Along with this, they also offered superior and 
exceptional services to their consumers. 
In summation, the consumers’ beliefs and attitudes 
about coffee and outlets were changed dramatically by 
Starbucks who provided an excellent opportunity for verbal 
communications, a stunning café experience, and a regional 
menu with an international touch. 
This chapter would help understand the various dimensions of digital natives’ behavior which 
includes beliefs, values, lifestyle, attitude and personality. The concepts and types of beliefs 
would be explained in detail along with values. Lifestyle of the digital natives with the concept 
meaning, elements, categories and typology would be detailed clearly. It would have explana-
tions about the concepts, components, elements, characteristics, development with models and 
approaches to modify the attitude of the digital natives. Subsequently, the marketing strategies 
would help comprehend all these dimensions eectively. Finally, the closing case would encap-
sulate these dimensions and explain how the company is using them in the actual market. 
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Beliefs
Beliefs are based on facts as they are developed from non-evaluative judgments ( Schwitzgebel, 
2016). They are in fact formulated based on the evaluation of associations that a consumer 
has with a brand and its product characteristics (Finn, 1981; Lee,  Pepitone & Albright, 1997; 
Leder, Pehkonen & Törner, 2002; Göckeritz et al., 2009; Rossiter,  Dolnicar & Grün, 2015; 
Chandran, Hoppe, de Vries & Georgiadou, 2015). Consumers also maintain adegree of con-
sistency in developing the importance of various traits of products and  brands through beliefs. 
For example, consumers are attracted to the fresh and healthy food that Subway claims to 
guarantee. 
Additionally, the product’s attributes can be categorized into three parts, viz., search 
attributes, experience attributes, and credence attributes. Search attributes are evaluation of 
product characteristics carried out by consumers without purchasing the brand. They may 
explore the quality, prices, color, size, and aesthetics. For instance, consumers explore these 
elements on their mobile phone while making a purchase. Experience attributes are the eval-
uation of the product being undertaken after using or consuming the brand. These traits are 
primarily associated with the senses of the consumers such as eyes, ears, and other sensory 
organs. Consumers feel delighted when the sensory experience of the products mesmerizes 
them. The credence elements are the extended versions of experience attributes because this 
dimension emerges from the extended use of the brands and products. Here, consumers assess 
the reliability, security, and durability of the brands and products even while extensively using 
them. Individuals mention these elements when they review the products and services on 
online platforms.
In exploring this concept, we have found that beliefs can also be categorized into three 
dierent forms, which are as follows.
Figure 5.2   
Healthiness of Subway 
Food Items
Credits:  Michael Neelon(misc)/
Alamy Stock Photo
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Descriptive Beliefs
These beliefs emerge from direct facts of brands and products. Here, the consumers watch and 
experience the products. Based on the same, they make certain evaluations and  assessments. 
What is important is that this process can be carried out in a physical store or on digital  platforms. 
For instance, while buying a pair of jeans, consumers can evaluate the products by understand-
ing the color, size, pattern, style, and brand name. They can assess these traits even via mobile 
apps while they may try to make an online purchase. These are the descriptive beliefs developed 
by consumers. For example, the online grocery store Bigbasket helps a consumer buy fresh 
fruits vegetables and groceries on the go. This means that they can do online purchases even 
while traveling or commuting from one place to another by using online sources. 
Informational Beliefs
They are developed from indirect experience. It emerges from the discussion that takes place 
between consumers and their peer circles. Consumers also develop these beliefs from spokes-
persons and testimonials and other individual opinions shared about the brand. This form of 
belief is associated with word-of-mouth publicity and works well for consumers as they have 
product experts among their peer circles. This concept is further expanded by online platforms 
as consumers widely exchange their views and opinions about the brands and products via dig-
ital and social media such as Facebook and WhatsApp. These views and opinions are further 
elevated on platforms like Quora where consumers can conduct the question-answer sessions, 
make suggestions, do online discussions, and submit their queries to other uses. Online plat-
forms like Quora provide an indirect experience to consumers and therefore formulate informa-
tional beliefs.
Figure 5.3   
Quora: Ask Anything 
we can Respond
Credits:  chrisdorney. Shut-
terstock.com
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Inferential Beliefs
They work beyond the scope of the information about brands and products. These beliefs are 
the outcome of direct and indirect experiences. Consumers infer from their own experience and 
views about brands and products. For instance, they make assessments about a lounge after 
looking at images, facilities, range of food and beverages, aesthetics, ambience, consumers 
rating, and views of their social circle. After evaluating the lounge on these parameters, they 
actually infer whether the lounge is good or bad. Additionally, these assessments are developed 
from online and oine platforms (stores). Inferences are based on a holistic format and can 
be favorable or unfavorable. In summary, inferential beliefs originate from prior knowledge of 
consumer about brands and products. 
Attitude
Attitude is another element to understand consumer behavior, which has several dimensions. It 
facilitates the development of the behavior of a person. Attitude is related to the psychological 
element as it assesses social dimensions. Evaluations can be about individuals, environment, 
or objects (Cooper & Crano, 2010; Kwon & Nayakankuppam, 2015). These assessments are 
undertaken as it is a part of the fundamental nature of every human being to evaluate every 
stimulus as positive or negative, or as favorable, unfavorable, or neutral. The evaluation can be 
about the brand, product, issue, retail place, and individuals. Attitude is also related to moti-
vation, emotions, feelings, perceptions, and cerebral thinking associated with situations. For 
instance, this element helps in thinking, feeling, and acting in dierent environments for various 
brands and products while they encounter them on digital platforms. After evaluations, beliefs 
are developed and they shape attitudes and behaviors. 
Building on this concept that individuals may have strong or weak attitudes, there are 
certain important observations about consumers. The ﬁrst among them is that “strong attitude” 
results in excellent memory, conﬁdent beliefs, and low risk, and “weak attitude” has the opposite 
traits. Strong attitude towards brands can be developed easily via social media as consumers 
are heavy users of these platforms. They retrieve, discuss, and comprehend information about 
brands through digital sources. It is simply because this medium is considered to be less risky by 
individuals. This process helps individuals develop memorable stories that they retain for longer 
time periods and aect their purchase decisions. 
Attitude primarily has three components:
 •
Cognitive, which is a related belief;
 •
Aective that is associated with feelings, emotions, and sentiments; and 
 •
Behavior, which is developed for the reactions and actions taken by consumers. 
The cognitive element of attitude can be explained by beliefs about an object or phe-
nomenonbeing evaluated. Beliefs are those elements that are evaluated and can be negative or 
positive. Beliefs related to products can be associated with features and beneﬁts. If beliefs are 
consistent, they develop favorable attitudes. For instance, there is a consistent belief that Meru 
cabs in India are reliable and safe (Dutta & Das, 2014). With this belief, consumers book the cab 
through mobile app or through their website. In particular, the experience about these cabs has 
helped consumers develop a favorable attitude towards the brand. 
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The a ective component of attitude relates to feelings and emotions. Indian consumers are 
emotional and sentimental about brands and products as they are symbolically associated with 
companies. Therefore, both utilitarian and hedonic beneﬁ ts are imperative for Indian consumers. 
For instance, the aesthetic appeal of a watch can develop both tangible beneﬁ ts and emotional 
connect. These watches are normally related to occasions such as anniversaries and birthdays. 
Consumers attempt to create a relationship with design and occasion while deeply associating 
their feelings and emotions with these occasions. They also click pictures of various designs and 
send them to individuals who could receive it as a gift. When the other person approves of the 
“gift,” it is purchased by the individual. Behavior is related to the action and reaction of the indi-
vidual towards brands and products. Broadly, this component is reﬂ ected through purchase deci-
sions. This individual behavior is also reﬂ ected by the situation, circumstances, and environment 
under which the action is undertaken. For instance, there was a stock clearance sale of iPhone4s 
on the Amazon website in India. The price of one mobile was ﬁ xed at 
`13,000. The lower sale 
price accelerated the purchase decisions of consumers and they bought the phones on Amazon.
These explanations show that attitude is developed from the power of beliefs and eval-
uations carried out by individuals about di erent objects and situations. These objects can be 
related to products, brands, messages, images, and visuals. For example, Vodafone is assessed as 
a value-added mobile service provider by the tech-savvy consumers of India. These consumers 
believe that Vodafone has a good network and provides steady internet connectivity. The brand 
is considered to be ﬂ exible as it adopts new technology. It is also considered to be meaningful 
because, through its innovation, consumers are able to connect easily. In other words, this brand 
adds meaning to their lives by making it simple and useful. 
Elements of Attitude
The various elements that shape up the attitude of individual primar-
ily digital natives are related to their needs, requirements, capability, 
tradeo s and environment. These attributes are based on the needs of 
the digital natives and follow the sequential process. Similarly, learn-
ing is an imperative element of attitude which is explicit and connects 
with motivation and becomes powerful. Besides these elements, the 
other three aspects of attitude are knowledge, feeling and action of 
the digital natives. These two sets of dimensions that associate with 
the elements of attitude are explained very clearly in the subsequent 
section and are important aspects of the digital natives’ behavior. 
Need and Requirement
The attitude of an individual is developed through their needs and 
requirements (Akulenko, Krylov, Markov, Win & Filippova, 2014; 
Hogg & Vaughan, 2005; McLeod, 2009). For instance, Indian con-
sumers always explore the options of various food outlets that o er 
various cuisines. They do so primarily on digital platforms and mobile 
apps such as Zomato. They also look at the ratings and comments 
of other consumers and the ambience and food varieties o ered by 
food outlets. They also prefer researching their food as individuals 
get bored with mundane items that they consume on a regular basis. 
Elements of Attitude
Need and 
Requirement
Learning
Capability
Explicit
Trade-offs
Motivation
Environment Powerful
Figure 5.4 
Elements of Attitude 
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Consumers would have a favorable attitude for a brand that can oer them innovative food items 
served in a creative style with a stunning ambience. 
Capability
Consumers need to have the capability and ability to buy products they desire. If consumers are 
not able to buy products, then the company should consider facilitating this process. This prin-
ciple works very well in India for electronic goods as many brands oer the option of equated 
monthly installment (EMIs). When consumers have to buy these products through EMIs, they 
feel that they are capable of buying these brands by themselves. This process helps develop the 
attitude of the consumers while allowing them to buy the brands. 
Trade-offs
Consumers’ attitude can be favorable towards a company if it can explain the tradeos between 
competing brands. For example, Flipkart and Snapdeal are the two biggest e-commerce retail-
ers in India. They featured their ads on digital and traditional media. These ads were related 
to comparisons that an individual can carry out after reading the content or message delivered 
by the campaigns. Flipkart used a tagline, “Nahin Khareeda (not purchased)” and Snapdeal 
stated, “Achha kiya bata diya (good that you have informed us about it)”. The hoardings 
of these brands were placed strategically and the ads in the newspapers were also placed 
accordingly. 
Environment
The attitudes of consumers are aected by the situation and environment “they are a part of.” 
These elements play a signiﬁcant role in aecting the attitude of individuals. For example, many 
consumers have recently started buying products through online sites. This environment has 
increased peer pressure and consumers are enticed to use online formats for shopping by their 
social circles. 
Learning
Individuals learn from objects, environment, and other stimuli in developing their attitude. For 
example, Samsung launched a new UHD TV with nanocrystals primarily for the Indian market. 
They emphasized on the core features of the product such as nano color, nano brightness, and 
nano contrast. The company had also customized it to the Indian context by focusing on “Make 
for India” and “For Indians who love to share.” These elements encourage consumers to learn 
about the new product and develop a favorable attitude towards the brand. Consumers could also 
share their learning about favored products on the digital media, and discuss it with their virtual 
and real groups on social media platforms like WhatsApp and Facebook. 
Explicit
Attitude is dierent for various objects, things, situation, and stimuli. They cannot be  generalized. 
This is because all of them are speciﬁc and explicit in nature. For example, the explicit stimulus 
that works for Tata DTH (Direct to Home) service is “daily recharge.” This message means that 
consumers can recharge daily for a small amount. They can also get the recharge done through 
the company’s website or online platforms, as it is convenient for them. 
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Motivation
Individuals are aected by their motives and stimulants while they develop an attitude. For 
example, Honda Amaze used the trigger of “changing the world” (Badlea apki duniya) and 
save fuel while encouraging long drives over weekends (“Fuel worries are out, weekend plans 
arein”). These elements motivated the consumers to choose their brand and develop a positive 
attitude about it. Additionally, consumers shared and discussed their trial experience of this car 
on Twitter. One of the main reasons this stimulant worked for the Indian consumers was because 
they share every remarkable moment of their lives on digital media (Kantar TNS, 2017).
Powerful
Attitude is a powerful and strong factor as it inﬂuences the behavior of individuals. They cannot 
hide their attitude as it is reﬂected in their thoughts and action. Individuals can also develop dif-
ferent habits based on their attitude. For instance, Hero MotoCorp, India’s biggest two-wheeler 
company developed a powerful means of fostering a positive attitude in consumers by roping in 
a regional celebrity from Andhra Pradesh, Allu Arjun. The bike, Hero Glamour, was positioned 
with a unique connotation. This connotation was that ravishing girls would change their status 
to single when they see the user of this mesmerizing and seductive bite. Additionally, they were 
provided with a chance to click a selﬁe with the bike and celebrity. This chance facilitated them 
in reﬂecting their happiness and excitement about the brand. This approach was an ideal combi-
nation of traditional and digital media that helped in developing a strong attitude. 
Knowledge, Feelings, and Actions
After understanding the ﬁrst set of the elements of attitude, let us now comprehend the details of 
other dimensions. These dimensions include knowledge, feelings and action. These are also the 
main elements of attitude, which are accepted globally. They signify that an individual’s consid-
eration of an object is premised on some knowledge and beliefs about it. These individuals may 
also feel positive or pessimistic about the object. These beliefs are the thoughts or cognitions that 
encapsulate consumers’ expectations of the object. For example, beliefs about brands could be 
based on terms of the quality of the product. Further, there could be dierent types of beliefs such 
as descriptive beliefs that connect with the object or the person on the basis of outcomes, evaluative 
beliefs that associate the person with the likes, dislikes, preferences, and perception, and normative 
beliefs that connect the moral and ethical assessments of the person in terms of their reaction. 
After learning the elements of attitude, it is imperative to understand the basic characteris-
tics of attitude as it would help comprehend the complexities of this element. 
Characteristics of Attitude
Attitude has the elements which are the essential or the fundamental ingredients. Characteristics 
are the distinctive and unique attributes of the attitude. These characteristics are important to 
understand after learning the elements which are the core attributes of attitude. Characteristics 
of attitude comprise of commodity, willingness to learn, persistent, environment, individual 
ego, education and lifestyle that are important for the comprehending the attitude of the digital 
natives. These characteristics would be explained in detail in the subsequent sections. 
Commodity
The attitude of individuals is reﬂected in the commodity, object, products, brands, service, or 
situations. For instance, earlier Indian consumers feared using mobile apps to buy consumer 
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durables and electronics. Now, they are more open and liberal in using these applications. Thus, 
consumers ﬁnd it to be a more interesting and less time-consuming platform. More speciﬁcally, 
the attitude towards services such as mobile apps have also changed. 
Willingness to Learn
Attitude is generally related to learning. An individual’s willingness to achieve greater aware-
ness decides the formation of this element. Consumers learn about products, brands, services, 
oers, and discounts through experience, media, or marketing messages. After engaging with 
these dimensions, consumers develop their attitude towards brands and products. For exam-
ple, Reliance Trends, a leading fashion and clothing retail chain in India, developed exclusive 
approaches during the festive season and provided coupons and discounts to the consumers. 
They also provided extra discounts to ICICI card users. Thus, consumers learned about these 
approaches from face-to-face communications and digital conversations. They exchanged this 
information on their social networks and learned about the new developments by the brand. 
Their attitude was eventually changed after learning about the brands from their peer groups 
through online platforms. 
Persistent
It is generally observed that attitude is persistent and remains steady. Attitude can also remain 
consistent for brands and products. For example, Indian consumers’ attitude towards Maruti 
is that it is a low maintenance car and that Apple makes good quality mobile phones. Such 
attitudes cannot be completely changed. But brands can leverage and further extend them. For 
example, Maruti’s slow maintenance feature is leveraged by the company and the brand provides 
services such as online on-road service and products according to this mindset. To elevate this 
further, Maruti also introduced a mobile app named MarutiCare. This meant that consumers 
could constantly get the company’s service at their convenience. Importantly, these services are 
available at the ﬁngertips of the consumers.
Environment
The attitude of individuals is reﬂected in a given situation and environment. A speciﬁc situation 
can either have a positive or negative impact on the consumers’ mindset. For instance, a mul-
tiplex cinema complex with an ambience of dirty, torn, and unhygienic seats could change the 
attitude of consumers towards the brand. 
It doesn’t end there. Patrons may even click pictures and post on their WhatsApp and 
Facebook to illustrate the crummy and ill-maintained environment. So, they might actually 
strengthen and solidify the attitude of their social circles towards the brand. 
Functional
Individuals develop their attitudes based on the functions and beneﬁts delivered by brands and 
products. They can associate their own experience with the beneﬁts that the brands deliver. 
 Additionally, they may also relate to the thoughts and ideas about the brands and products shared 
by other individuals. This information develops the attitude of the consumers towards the brand. 
Moreover, consumers can develop a favorable attitude if the message is associated with the core 
functions of the brands and products such as reliability, durability, technology, safety, security, 
and convenience. For example, consumers develop favorable attitudes when the shampoo and 
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reﬂects clean, silky, thick, and bouncy hair. These core functional beneﬁts are further used by 
the brands on digital platforms to disseminate hairstyle tips. This extra beneﬁt is appreciated by 
the Indian consumers as it helps them groom their personality and looks. 
Individual Ego
People can get aected by their personal or individual ego. Subsequently, personal ego can 
inﬂuence their attitude. Consequently, they develop an attitude that is reﬂective of their personal 
objectives and image. For example, consumers liked the L’Oreal ad as it demonstrated self- 
conﬁdence and image. However, attitude can be used in dierent situations and individual ego 
can be aected. For instance, the consumers’ ego is aected when an appeal of fear is portrayed 
by insurance companies. The idea of an uncertain future often provokes the person to buy insur-
ance plans that can beneﬁt their family and secure their future. Thus, when consumers watch the 
advertisements of these companies and start exploring the products via online platforms, their 
ego is aected. 
Education
Attitude is developed from the education of individuals. The knowledge and intelligence of an 
individual aect their evaluation of brands and products. They analyze and select brands and 
products based on their education. This is because consumers have a strong desire to capture 
and understand the information delivered by the brands. This information allows them to take 
subsequent decisions about brands and products. For example, ever popular Maggi was banned 
a few years because the product was considered to be unhealthy. This ban was tightened because 
consumers explored the data related to Maggi and its products through various online platforms. 
In the backdrop of digital revolution, it has been observed that consumers educate themselves 
about brands through mobile phone as it is easy and convenient. This education helps them 
develop certain attitudes towards brands. 
Lifestyle
Individuals develop attitudes based on their lifestyle, perspectives, values, and habits. Their 
approach and process of undertaking dierent tasks on a daily basis decide their attitude. 
 Consumers also aspire for individualism, success, and self-improvement. Thus, consumers 
develop a favorable attitude towards those brands that reﬂect an admirable and aspirational 
lifestyle primarily. This is especially so for lavish and ﬂamboyant products such as sports cars. 
Indian consumers buy these cars to project their luxurious lifestyles. Notably, some consumers 
even click pictures of these cars using mobile phones and retain them to motivate themselves to 
work hard to be able to aord them.
Drawing from the elements and characteristics of attitude, it appears that this dimension 
is really complicated and dicult. This is because the elements which helped us understand the 
fundamental of attitude are the distinctive attributes explained by many subcategories. These 
categories in both the dimensions of attitude clearly make us understand that understanding 
attitude of digital natives is not so easy and can be understood only if the data related to all the 
attributes is explicitly mentioned and known. 
After learning the basics about attitude, let’s try to understand how this dimension is devel-
oped among consumers. 
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Development of Attitude
The development of attitude is primarily based on the models such 
as hierarchical, tri, Zanna and Rempel, Multi-attribute and atti-
tude towards the ad. These models have di erent attributes and is 
explained in detail in the subsequent section. The attributes and the 
models are important to understand the attitude of the digital natives 
which is the important aspect of the behavior. 
It is critical to understand how attitudes are developed as they 
can be modiﬁ ed according to the brands and products (Sansone, 
Morf & Panter, 2004; Hogg & Vaughan, 2005; Maio & Haddock, 
2009). There are various models that facilitate the understanding of 
the development of attitudes. 
Hierarchical Model
The hierarchical process of attitude is associated with emotional 
and rational hierarchy. Emotional or experiential hierarchy works 
on feelings (a ect), actions (conation), and thoughts (cognitions) 
(Lavidge & Steiner, 1961). This model postulates that individ-
uals feel ﬁ rst and consequently, they act in accordance with their 
feelings. After responding, they often think about their reactions. 
This system works well with digital natives as they would like to 
experience several products and services that are novel and unique. 
 However, in the rational hierarchy, the process works vice versa. It means that individuals think, 
feel, and act logically. Further, there are two forms of involvement—low involvement and high 
involvement hierarchy. This means that in the low involvement hierarchy, individuals take action 
and subsequently feel about it. On the contrary, in high involvement hierarchy, individuals think, 
feel, and act similar to the national hierarchy process. 
These hierarchical systems are based on attitude valence and attitude strength. Attitude 
valence means favorable or unfavorable thoughts, feelings, and actions which could translate 
into a positive or negative e ect. Attitude strength is the intensity at which the hierarchy is used 
(thoughts, feelings, and action). More speciﬁ cally, this is the degree of commitment of the indi-
viduals towards their thoughts, feelings, and actions.
Further, these hierarchical systems can be understood through several theories such as 
self-perception, social judgment, and balance. The self-perception theory states that consumers 
observe their own behavior and do what is required to project themselves. This understanding 
goes well with digital natives as they determine their behavior and attitude based on their deﬁ ned 
outcomes. Similarly, social judgment theory also works well for digital natives as they gather 
information about the object and enhance what they feel and think about it. The initial attitude is 
the frame for reference which is enhanced by the information obtained by digital natives through 
digital and social media platforms. This information facilitates the consumers’ acceptance and 
rejection of the object. The balance theory discusses the means by which individuals perceive the 
relationship as a person from the perspective of the object and an individual. Thus, this theory is 
also known as the triad model. This triad is used widely by digital natives as they always consider 
these perspectives for their attitude formation and execution. Digital natives sort out these issues 
quickly as they are good in sorting out issues and problems and believe in the “move on” trait. 
Development of Attitude
Hierarchical Model
Tri-Model
Zanna and Rempel’s 
Model
Multi-attribute Model
Attitude Towards 
the Ad.
Unawareness
Awareness
Knowledge
Liking
Preference
Conviction
Purchase
Figure 5.5  Various Models 
ofAttitude
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There are ﬁve personality traits and dimensions that deﬁne consumers’ personality. This 
model is widely used to determine consumer personality. The key ﬁve dimensions are as follows:
 •
Openness for experience refers the extent to which individuals are open for new ideas, 
thoughts, and products. 
 •
Conscientiousness signiﬁes organizational structures and processes that the individual or 
consumer needs or requires for operating. 
 •
Extroversion means how eectively an individual or consumer can cope with the stimula-
tion of others. 
 •
Agreeableness denotes the extent to which the individual diers from other people. 
 •
Neuroticism refers to the emotional instability and how an individual or consumer copes 
up with stress. 
These ﬁve dimensions are important for the consumers as these dimensions together form 
their personality. In line with this, digital natives are open to experience. They always need dig-
ital stimulations from their social circles. Their focus is always on the outcomes rather than on 
the structure that delivers the outcome. They also display the characteristics of neurotics as these 
individuals are unstable emotionally and get upset easily. This personality of digital natives is 
also reﬂected in their posts and reactions towards the posts that they undertake on various digital 
and social media platforms. 
To understand this further, there is a sequential model that explains that as consumers 
collect information and data to make decisions, they follow seven hierarchical steps to make 
subsequent decisions:
 1.  Unawareness:  Individuals do not have any idea or knowledge about the brands and 
 products. For example, consumers were unaware of WeChat when it was launched since it 
was a new concept. Subsequently, consumers were educated about the brand by dierent 
media channels such as television, Facebook, and Twitter. 
 2.  Awareness: Consumers know about brands and products. For instance, consumers appre-
ciated Nike when this brand developed an app that could help them to live a healthy 
 lifestyle. This app helped them monitor the calories consumed and utilized in a day. People 
also compared their consumption before using the app and after using it to monitor their 
progress. 
 3.  Knowledge: Consumers are aware of the features, quality, performance, and traits of 
brands and products. They also know about other competitive brands and products. For 
example, Indian consumers have knowledge about the pizza brand, Dominos. They believe 
that this brand serves excellent pizzas. Yet, they always compare it with other competitors. 
During their comparison, if the consumer’s knowledge is increased by Dominos, it may 
result in a favorable attitude. Thus, consumer’s knowledge can be increased easily when 
they undertake comparisons through online platforms.
 4.  Liking: After acquiring knowledge and comparing the products with other brands, con-
sumers develop their response. Indian consumers constantly compare various products 
categories. They primarily compare the value that the brand would deliver them. Brands 
that are able to facilitate these processes are liked by consumers. 
 5.  Preference: Individuals favor products after liking them. In this process, Indian consumers 
extend their liking to preferring the brand. For instance, they prefer Coca Cola when they 
are in a festive mood or if they are celebrating birthdays or anniversaries (Coca Cola, 2018). 
 6. Conviction: After preferring certain products over others, consumers would be likely to 
buy the brand. While the preference gets exaggerated, consumers actually develop the 
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intention to buy. This dimension is reﬂected more by women while they are exploring 
apparels and clothing to purchase them later.
 7.  Purchase: This armative behavior of consumers inﬂuences them to buy the product. 
Ultimately, they buy the products or consume the idea. For instance, there is a new English 
learning app known as “Hello English” widely used by Indian digital natives. This app is 
considered “cool” as it has easy formats that facilitates learning.
Tri-model
This model becomes more focused and condensed when the seven steps of the hierarchi-
cal model are converted into three components. These elements are cognition, aection, and 
connation (Schiman & Kanuk, 2006). Knowledge, perception, and direct experience of the 
object are gathered from dierent sources. These elements formulate beliefs about the object. 
In line with the same, cognition is the cerebral process that an individual undertakes after 
understanding about the functional elements of the brands and products. Further, consumers’ 
knowledge is imperative for understanding the products. They gain knowledge from their own 
experiences and marketing messages. This stage primarily captures “unawareness, awareness, 
and knowledge” from the hierarchy of eects model. This element can be managed easily 
through online platforms because these platforms provide relevant information to consumers 
while they are exploring the brands or products or category. Indian consumers appreciate when 
brands help them locate the information within their context. For example, people would like 
to retrieve songs. So, consumers would like an app that would help them retrieve and play all 
the songs easily.
The second element in the Triad model is aection, which is related to feelings and emo-
tions that an individual associate with the brands and products. This is speciﬁcally prevalent 
when consumers make brand assessments. This element is primarily used for the evaluation 
and assessment of brands and products. This component imbibes “liking and preference.” 
Figure 5.6   
Customers can Order 
Dominos Pizza 
through Website or 
Mobile App
Credits:  P.D Amedzro/Alamy 
Stock Photo
M05_Consumer Behavior_A Digital Native_C05.indd   149 6/22/2019   12:25:08 PM




150  Chapter 5
Notably,Indian consumers are primarily aected by emotions and feelings developed by brands. 
For instance, Google developed an exclusive emotional ad for Indian consumers. This campaign 
was about two friends who were separated during 1947; and now, one friend resided in India 
and the other in Pakistan. The granddaughter of the one living in India identiﬁed the other 
friend using Google and planned to arrange a visit to India. She used all the online platforms 
via Google and surprised her grandfather on his birthday. Consumers appreciated this emotional 
idea of Google and got deeply involved with the brand. 
The third element, conation, is related to the purchase intention or the ultimate response 
from individuals. Consumers ﬁnally take action with pre-willingness. These elements relate 
to “conviction and purchase” based on the hierarchical model. This is primarily the ultimate 
outcome of attitude formation. Indian digital natives’ impulsiveness is so high that if they like 
the brand in the ﬁrst instance, they usually buy the brand (Qingyang et al., 2018). This attitude 
is primarily more pronounced among women. For example, while exploring apparels online, if 
they like “Biba” (an ethnic fashion brand in India) clothes due to its good style and aesthetics, 
they would immediately buy it. 
Zanna and Rempel’s Model
This model is based on the evaluative-cognitive consistency that traces the emergence of attitude 
from beliefs. Consumers’ attitudes are based on cognition (beliefs), aect (feelings, sentiments, 
and emotions), and behavior. Spokespersons, experts, and media such as mobile apps also aect 
the attitude of consumers. Further, celebrity endorsements work when the spokesperson actually 
consumes the brands or ideas themselves. If the celebrity is credible, consumers may develop 
a favorable attitude about the celebrity and the product they endorse. For example, consumers’ 
attitude was positive when Aamir Khan endorsed “Atithi Devo Bhavah” (Guest is God, a part of 
the series of the Incredible India campaign). This ad went viral on digital platforms as people 
started discussing the celebrity, message, content, and context. Additionally, attitude is also 
inﬂuenced by the mood of the consumers. If the mood of an individual is good, one is receptive 
and open to experiments and exploration. However, when in a negative mood, one becomes par-
anoid about brands and products. 
Multi-attribute Model
This model relates individual attitude to various objects such as brand, product, message, pic-
ture, and graphics (Fishbein & Ajzen, 1972). Here, the attitude of individuals is formulated after 
examining the stimulus. There are two subcategories of this model–attitude towards the object 
and ideal point. Here, the attitude towards an object refers to the fact that consumers make 
assessments on the basis of brand features and other substitutes. This model states that there is 
a speciﬁc belief related to product characteristics that develop the attitude of consumers. The 
ideal point focuses on the attitude of the individual with a speciﬁc object. Individuals have a 
process to choose a perceived ideal product. This perceived ideal product is compared with the 
perceived performance of the product. After the assessment, individuals may have an armative 
attitude. For instance, Indian consumers usually prefer spicy food. Thus, they appreciated Lay’s 
new spicy ﬂavors. They compared their perceptions about potato chips with the actual brand 
and product. They evaluated the brand. They realized that this product was customized for the 
Indian audience. This armative attitude was discussed on digital platforms that consumers had 
developed on various online media.
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Attitude towards Ads
This concept facilitates the understanding of consumers’ attitude towards ads and brands. 
 Initially, consumers develop feelings and accordingly, make assessments about an  advertisement. 
These elements eventually assist in developing favorable attitudes towards a brand. Strong and 
favorable attitudes can be developed when feelings and emotion can exaggerate the aection 
of consumers towards ads and brands. For instance, Voltas air-conditioner, a leading electron-
ics company in India, developed an emotional and sensational ad that featured the concept of 
close relationships. These ads were thoroughly discussed on virtual platforms and views were 
exchanged with the social circles and peers. Consumers were able to develop a positive attitude 
towards the brand as it evolved through the campaign.
Approaches to Modify Attitudes
From the discussion in the previous section, it is evident that consumers’ attitude is dicult to 
change. However, their assessment, judgments, and evaluations can be modiﬁed easily by com-
panies and brands. Let us now understand how this process can be used and implemented in the 
Indian scenario. 
Changing Beliefs
The attitude of individuals can be modiﬁed by changing consumers’ beliefs. Consumers’ beliefs 
about products and brands can be changed by marketing messages. This approach would facili-
tate the development of a favorable attitude. Beliefs can also be changed when the performance 
of brands has been mentioned by some elements. Brands and products can also use false beliefs 
and myths in their advertisement in a format that can develop a favorable attitude (Cacioppo, 
Petty & Crites, 1994; Coleman, Hemsworth, Hay & Cox, 2000; Galbraith, 2013; Abdalla & 
St. Louis, 2014). This might be the case when there are deeply rooted beliefs that need to be 
changed by brands and products. For instance, it is part of Indian culture to wear a sari or ethnic 
apparels while living with in-laws. This deeply embedded belief was modiﬁed by Cadbury when 
they introduced a campaign portraying a daughter-in-law wearing a pair of jeans. This campaign 
was labeled as “Shubh Aarambh.” The labeling was chosen by Cadbury as they wanted to change 
a deeply embedded belief. This message had an armative impact on the consumers’ mindset 
and their attitude was changed. Additionally, comparative advertisements where a brand is pre-
sented as superior compared to a rival through comparison of product features can also help in 
changing the beliefs among the consumers. 
Developing Innovative Beliefs
Individuals can change their attitude when beliefs can be innovative and creative. For example, 
the advertisement by the Society for Cancer Patients portrayed a room ﬁlled with smokers, 
where the roof was open and had a group of priests performing ﬁnal death rites (geckoandﬂy.
com, 2018). Consumers liked this creative and innovative ad against smoking. Various peo-
ple on Facebook shared this image and they discussed the creative approach of delivering the 
message. Beliefs can be changed and attitude can be modiﬁed if they are blended with crea-
tive ideas. This approach can be applied using third-party endorsements like endorsements by 
 celebrities. The celebrities can develop innovative beliefs among consumers by their charisma 
and attractivetraits. 
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Comprehensively Creative
Consumers can alter their attitude when they receive completely innovative deals and products 
from the brands. This creativity was observed clearly in the confectionary segment in India. 
Consumers received many creative ﬂavors from Dabur Hajmola, a leading digestive tablet in 
India when it introduced two new ﬂavors—Natkhat Amrud (Guava) and Chuzkara. Both the 
ﬂavors changed the attitude of consumers. The main reason was that these candies wereblended 
withnatural ingredients resulting in a sweet and sour taste. This resembled the original ﬂavor of 
the fruit as it is often consumed with salt. Consumers of all age groups liked this new product, 
as it was creative (Sharma, 2014). 
Alter Assessments
Individuals can think about dierent evaluation criteria to assess the brands and products. This 
may alter their attitudes as the perception can be modiﬁed. Consumers will focus on the attribute 
of the brand and product that is positioned well in the advertisement and may overlook other 
elements. For example, during festivals, many people believe in gifting sweets. Ferrero Rocher, 
a chocolate brand, developed attractive gift hampers assuring longer shelf life. Further, these 
chocolates were easy to manage and healthy to eat. These elements changed the attitude of 
young consumers as they started buying chocolates rather than sweets as gifts.
Modifications in Brand
Brand changes in the attributes, features, media usage or packaging may alter the consumers’ 
attitude. These changes are discussed in directly in the social media if the messages are creative 
and innovative.
Increase Beliefs
Consumers’ attitude can be modiﬁed by adding more ingredients that can increase consumers’ 
belief about brands. For example, fruit juices claim to be fortiﬁed with added vitamins and min-
erals. Consumers focus on healthy drinks and food as they usually calculate their calories count 
through their mobile phones or an app. They appreciate if vitamins and minerals are added to 
the juice, and this inclusion changes their attitude dramatically. This helps to strengthen their 
beliefs about the brand.
Modify the Affective Element
Changes can be made in the aective components by a brand through its visuals, stories, ads, 
websites, and celebrities. Here, simple stories that connect with the audience can inﬂuence the 
aective mindsets of the consumers. For example, Oreo delivered a story of “twist, lick, and 
dunk.” This brand said that the appropriate way to eat their biscuit was to twist, lick the cream, 
and then dunk it in milk. Consumers appreciated the story and the idea of the brand when they 
were able to play with Oreo on “Graﬁtti Walls” in social media platforms. The campaign titled 
#DoodleIt activity encouraged social media users to develop doodle depicting the Oreo cookie 
to win exciting rewards. The playfulness increased the emotional association of the consumer 
with the brand. This approach helped the brand modify the attitude of the consumer as earlier 
the brand was functional and aimed at only core product attributes which could not connect the 
consumers.
M05_Consumer Behavior_A Digital Native_C05.indd   152 6/22/2019   12:25:08 PM




Beliefs, Values, Lifestyle, Attitude, and Personality    153
Direct Experience
The behavior of consumers can be changed by developing approaches that are directly asso-
ciated with direct experience with the brands and products. This experience can be delivered 
by providing trails, coupons, free samples, discounts, and point-of-purchase displays. This 
approach works with consumer durables like cars. When they take test drives, they mention 
their experience on their blog, Facebook, or Twitter. Similarly, ready to eat food brands set up 
counters within supermarkets where customers are invited to taste the new products prepared on 
the spot and are able to share their experiences online with their social circles. 
Spokesperson or Celebrity
The source of the message can be a spokesperson who could be a real consumer, expert, or 
a celebrity. The source of the message has the persuasive skills and power to modify the atti-
tude of consumers. This person has to be knowledgeable and enjoy a credible position before 
 consumers. For instance, Amitabh Bachchan, a popular Bollywood star endorsed Gujarat (one 
of the leading state of India) tourism. His personality, voice, speech, tone, body language, and 
facial expression possess credibility and persuasiveness. This celebrity changed the attitude of 
consumers towards this state and they started visiting the place. Consumers widely discussed 
this approach on social media and online platforms. 
Messages
Consumers’ attitude can be modiﬁed easily when messages are two-sided and deliver both the 
pros and cons of brands and products. Consumers admire products when they receive informa-
tion about brands with their side-eects. This is because they perceive that brands that do not 
hide any data are transparent. This transparency is appreciated. This process helps to develop a 
positive attitude towards brands. Unfortunately, consumers in India are upset with many brands 
as they project only positive stories about their products. People have to go online and explore 
information about the brand. This situation is more visible in cases of food and over-the- counter 
products. Similarly, for identifying doctors and medical practitioners, there is a mobile app 
called Practo through which individuals can ﬁx appointments with these experts and can also 
identify the key doctors closest to their area. Thus, the information and the message facilitates 
the consumers while ﬁxing the appointment which subsequently modiﬁes their attitude. 
Change Consumers’ Motives
Attitudes can be altered when consumers’ motivation and drivers are changed. For instance, if 
utilitarian motives are shifted to value expressive (lifestyle oriented) or ego defensive (self-image 
 projection) ones, this can be done. Subsequently, the attitude can be altered accordingly. These 
traits are more explicit for Indian consumers as they project their image while consuming the brand 
and sharing information about the same in physical and digital platforms. Consumers also project 
their lifestyle on Facebook while clicking their pictures with the brands (Kedzior et al., 2016). 
Managing Conflicting Attitude
Consumers might have conﬂicting attitudes about brands and products. If this issue is sorted 
out by brands and products, companies can change the attitude of consumers easily. Social and 
digital media makes it easy and manageable. For example, consumers’ views and responses 
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were monitored carefully by many brands of food and beverage companies. This was especially 
so after Nestlé’s Maggi was banned in India after a batch of the product was found unsafe due 
to a high level of lead content. Nestlé tracked social media and regularly shared investigation 
and safety update through Maggi noodles’ ocial social media pages. The negative views about 
Nestle’ were tracked immediately by the software to change them into favorable attitudes by 
timely address of issues and concerns. The social media team at Nestle responded to every tweet 
from customers with plausible explanations. They could regain the trust after ﬁve months of 
active customer engagement and legal battles (Chandgru & Vankar, 2014).
Modify Competitors’ Beliefs
Consumers might have some beliefs about competing brands and products. If the competitor’s 
belief is changed, a favorable attitude can be developed towards brands. For instance,  consumers’ 
beliefs were changed by a comparative advertisement of Pepsodent. Consumers clicked pictures 
of these comparisons and vigorously studied the features of both brands on digital platforms. 
Subsequently, they shared their views on social media with their peer group. Individual’s atti-
tude was changed by the brand as it mentioned more value-added attributes and features as 
compared to the competitor. 
Events
Consumers can change their attitude towards brands and products, especially when they are asso-
ciated with some mega or large-scale events. This approach works as the image of the events get 
associated with the brand. For example, Hero Cycles was the main sponsor of the  International 
Indian Film Academy Awards or IIFA awards held in Malaysia in 2015. Viewership of this award 
function has been high. Thus, they developed a positive image about the sponsoring brand, Hero 
Cycles, that had contributed signiﬁcantly to the event. The brand’s image was also gloriﬁed 
through its association with this event. This gloriﬁcation was further enhanced on social media 
platforms as IIFA created abuzz on Facebook. Consequently, consumers became excited about 
the event. Along with the mesmerizing images of the event, the consumers’ attitude about Hero 
Cycles changed. 
Personality
With the information and knowledge about the complicated dimension, i.e., attitude, let us now 
meticulously study the personality of individuals. This element also has a primary role in devel-
oping consumer behavior.
Meaning of Personality 
Personality is the internal cognitive, aective, and behavioral elements that capture the reaction 
of an individual towards a situation or environment (Phelps, 2015). These elements include per-
sonal characteristics, character, virtues, temperament, style, and nature which facilitate the indi-
vidual in developing a unique persona. Simply put, personality is the consistent means by which 
consumers respond to the environment in which the person resides. These responses could be 
aggressive, liberal, open-minded, and so on. More importantly, personality is the consistent and 
repeated behavior of consumers. It cannot be assessed on the basis of one reaction.  Personality is 
also related to behaviorism theory which was developed by American psychologist, B.F.Skinner. 
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He stated that individuals develop behavioral responses as they are connected with the rewards 
and punishments provided by the environment. Thus, we can understand that personality is the 
persistent pattern of behavioral responses developed by society and the  environment. On the 
contrary, Hans Eysenck, states that the personality of individuals is signiﬁcantly correlated 
to genetically produced biological variations. These genetic reactions explain the extrovert or 
introvert personality of the consumers. 
Consumers have a propensity to react to various issues and situations dierently. Con-
sumers’ personalities may also mature with time and show an increase in their knowledge. For 
instance, they might be cynical about some issues in their childhood. When they become adults, 
they may become more liberal. Some individuals may have had some similar attributes but they 
might not be alike. Eventually, their behavior also varies as they have dierent cerebral, social, 
cultural, and situational elements. Individuals may also have similar needs such as enhancing 
self-esteem but might take actions deﬁned by their personality. Some people might resort social 
media to improve their self-esteem while others might resort to buying expensive brands. 
Consumers have dierent personality traits such as extroversion and introversion. These 
personality traits are directly associated with the responses they provide and the actions they 
take towards brands and products. They retrieve and process the information according to their 
personality. For example, a vigilant and prudent individual will meticulously process the infor-
mation given by an e-commerce company. They behave according to his or her personality to 
accomplish objectives. These individuals might also compare the prices and features of similar 
brands of various sites via apps. 
Definitions
Personality is a distinctive physiological and psychological element of an individual that aects 
behavior in the individual and social environment (Shiman & Kanuk, 2006). Personality 
includes all the elements of an individual such as inherited characteristics, drivers, attitude, 
values, and perspectives. These elements can be a part of their personality since their childhood 
as they have learned it from the environment or experience. 
Individual personality is similar across various circumstances and settings. Dierent 
responses in various situations deﬁne personality. They imbibe their personal traits from their 
friends, family, and peers. Broadly, there are various personalities of individuals such as sub-
mission, fascination, aggression, and loathsomeness. Subsequently, people behave according to 
these traits. In other words, it can be stated that motivation orients the person towards objectives. 
In turn, personality facilitates this process. Interestingly, perceptions are also formed according 
to the personality of the consumers. In summation, all important elements of consumer behavior 
are related to individual personality. In order to further understand the nuances of this dimen-
sion, let us now study the various elements of personality. 
Elements of Personality
There are dierent elements of personality that are important in understanding the behavior of 
individuals: 
Divergent
Individuals have dierent personalities. These personalities aect their behavior. These distinc-
tive personalities of people also aect decision making or products and brand consumption 
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(Lee-Ross, 2015). For example, an extrovert would share more pictures of brand consumption 
through digital platforms as compared to an introvert. This person would also wait for the “likes” 
and comments from her social circle.
Intrinsic Characteristics
Individual personality is guided by and blended with the inner traits of a person. The attitude of 
a scared person is reﬂected in his/her personality. These individuals will be reluctant to use new 
products or explore innovative brands. They will also not share those pictures and information 
on social media about brands and products if the credibility is doubtful. This person will not be 
keen on exploring new technology or media platforms. 
Rigidity
The personality of individuals is determined by the rigidity reﬂected by the person. An open 
mind and liberal thinking would mean that the person is progressive and ﬂexible. People who 
are radical and open to change would also accept suggestions made by other individuals such as 
celebrities and experts. These personality traits are reﬂected in peer group interactions online. 
Stability for Short Time
The personality of individuals changes often, aected by psychological, social, cultural, and sit-
uational elements. Personality gets aected by drivers and motives that are modiﬁed over a time 
period. People learn from their experiences and social circles, which together aect personality. 
This eventual change aects the behavior of individuals in consuming brands and products. For 
example, a person might use a Lenovo laptop as they like its durability. However, when they 
learn from friends who reside outside India that Apple is better, they may switch brands easily. 
Pre-determined
An individual’s personality is determined by her basic characteristics. Consumers feel comfort-
able when they receive communication that resonates with their personality. For example, indi-
viduals with an aggressive personality would prefer a message that allows them to express their 
ideas on various platforms. This expression contributes to the basic characteristics of brands. 
Further, their thoughts about products can be expressed easily through social media and shared 
with their friends via digital platforms. 
Family Cycle
Personality also varies with the family cycle as roles and responsibilities change. Due to this, the 
person has to develop his or her personality to ﬁt with the new environment. This cycle has an 
impact on brand consumption. For instance, OLX, an online exchange national online-classiﬁed 
platform, mentioned in their ad that as individuals’ roles change with the expansion of the family 
cycle they would need to buy new brands and products (lighthouse insights, 2015). This associa-
tion facilitated the consumers in relating with the brand and subsequently changing their mindset. 
Unusual Situation
Individual personality can change under some unusual situations or circumstances such as 
theft, crime, death, murder, and accident. The basic foundation of a personality is set during 
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childhood. Later, individuals modify it as they gain experience and knowledge. For example, 
paranoid individuals share negative views about various brands and products on social media. 
They have unidirectional thinking, which is dicult to change. 
Flexible
The personality of individuals can change as it is ﬂexible. For instance, individuals may change 
their life cycle, beliefs, attitude, and behavior. This change may not be drastic. In fact, it may 
happen gradually with age. However, the core characteristics of the individual remain  consistent. 
For instance, middle-aged housewives in India have become adept in Facebook usage. Earlier, 
they conversed face to face and now, they also use social media. The consistency of discussion 
remains as steady as household activities and familial relationships. What may be dierent is the 
medium primarily for the brands.
While building on these elements of personality, let us now understand the dierent the-
ories that are connected with the personality of individuals. Certain key theories would help us 
know how this element works and is reﬂected in the behavior of consumers. 
Theories of Personality
Many scholars have identiﬁed that some personality traits are distinct. There are other traits 
that are similar to those of other individuals (Chaudhuri & Amin, 2006). There are dierent 
approaches that help develop the theories of personality:
Single Trait Theory
This theory states that one personality trait of an individual would determine the behavior of 
individuals. This trait of the consumer facilitates our understanding of behavior in a speciﬁc and 
distinct situation. This is especially so in the case of consumption patterns ( Furnham, 1990). 
This trait does not imply that other characteristics are not present or not used by  individuals. 
This single trait is also related to the motives of the individual that determines the need. Needs 
can be related to ethnocentrism, cognition, and uniqueness. Ethnocentrism is a reﬂection of 
the perception and views of individuals’ purchase and consumption of imported brands and 
products. Individuals who are low on ethnocentrism will be more ﬂexible and liberal in using 
brands and products of other cultures and countries. However, people with high ethnocentrism 
will restrict themselves to products and brands of their own country. Indian consumers have 
low ethnocentrism as they are open and liberal in experimenting and exploring new brands 
and products of various countries. Additionally, they widely use social and digital platforms 
to know about new brands across countries and also discuss about them with their friends who 
consume the products in dierent countries. Friends give them live feedback on WhatsApp 
and Facebook. 
Additionally, this theory is also connected to the need for cognition and uniqueness. This 
means that consumers would engage themselves in cognition and intense thinking processes. 
This would become their predominant personality trait. Similarly, consumers would need exclu-
sive and unique products that are distinctive in nature. They make all decisions based on this 
predominant trait of distinctiveness. 
Cognition is associated with cerebral and logical thinking. This trait helps individuals pro-
cess information extensively and holistically. Additionally, this trait is common and more vis-
ible among women. They relate to all the elements of brands and products to understand their 
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meaning (Sample, 2013). For example, they will associate an ad of a smartphone, verify this 
information while they visit a store, discuss it with their social group, and cross-verify the data 
via online sources. This is the process a digital native woman uses in metro cities. This process 
is complex and uses all the cerebral codes to identify and connect dierent sources and arrive at 
a meaningful decision (buying a smartphone). 
Uniqueness is related to acquiring, utilizing, and disposing of brands and products. This 
element is connected primarily to the value that individuals are associated with. Individuals with 
this trait will need distinctive elements in brands and products so that they are able to identify 
and connect with them. Indian consumers believe in creativity and prefer those brands that have 
innovative features. For instance, consumers prefer the music app Saavn as they like to indulge 
in listening to music. Further, they can share songs with their friends. This app also helps con-
sumers connect with other media platforms such as Facebook and Twitter. In addition to this, 
joviality, being social, pleasantness, rationality, cheerfulness, liveliness, egotism, and arro-
gance are other traits of individual personality that aect the brand and product consumption. 
For example, a jovial person would always appreciate products and have fun while consuming 
brands. On the other hand, an arrogant person might never be in a pleasurable mood and actually 
project his/her ego while using brands. These traits are also reﬂected by individuals when they 
share their brand consumption experience on social media with their peer circles. 
Further, dogmatism is another personality trait that aects consumers. This trait is opposite 
of open-mindedness. This means that individuals are rigid about new innovations and ideas. 
They feel uncomfortable around the new technology and novel products. Further, highly dog-
matic consumers need more stimuli to change their perception and personality. This stimulus 
can be extended information about products. It can also include experts or celebrities who can 
enhance the credibility of products. However, digital natives are more open to new ideas. They 
are less dogmatic and do not need extra stimuli to open up to new ideas. They are liberal and 
open to new technology and unique ideas. 
Additionally, the optimum stimulation level also deﬁnes the trait of consumers as this ele-
ment develops novel, unique, and complicated experiences. This level can be high when these 
elements are tremendous and low when the intensity is less. Scholars have found that consumers 
with high degrees of optimum stimulation level would take challenges and would be open for 
new ideas Raju, 1980). This is applicable to digital natives as they take risk and are open to 
innovative ideas and novel technology.
This optimum stimulation level is related to the sensation-seeking and variety seeking trait 
as well. This means that consumers need new and novel products with complicated  sensations. 
Further, they would like to explore unique products by gathering information from various 
sources. This process is known as vicarious exploration. This exploration, sensation, and variety 
seeking trait are seen in digital natives as they always like to explore and experience distinctive 
technology, ideas, and products.
More speciﬁcally, some consumers have a high need of cognition. They enjoy thinking 
about and reading all product-related information at a deeper level. In fact, they do not operate 
at the peripheral level. However, this trait is not seen among digital natives as they avoid think-
ing and rely more on friends and social media platforms. Importantly, these digital natives are 
object visualizers. They process the image as a single unit and not in a piecemeal manner which 
happens in spatial visualization. This personality trait of digital natives synchronizes with their 
impulsive characteristics. They want everything at a rapid pace. In fact, digital natives like mate-
rialism as they consume brands and products for ﬂamboyancy. 
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Multiple Trait Theory
Allport, Cattell, and Eysenck have developed theories at dierent points of time to propose that 
individuals possess certain personality traits that determine their behavior. The theory states that 
the personality of individuals is developed by the comprehensive integration of all traits in an indi-
vidual (Kardes, Cline & Cronley, 2014). This theory is also known as the ﬁve-factor model as the 
focus is on “ﬁve fundamental traits” of the individual. The ﬁve core traits are extroversion (verbose, 
social, and brave), instability (impulsive), agreeableness (humble and kind), openness (explora-
tory, new, and fresh), and conscientiousness (curious and attentive). The behavior of the person 
develops from these traits and the drivers and motives that they receive from the  environment. 
This theory states that multiple traits of individuals inﬂuence their orientation towards brands and 
products. These traits also make individuals unique and exclusive (Cattell, 1990). 
In addition, there are two types of traits—surface and source. Surface traits are those char-
acteristics that can be observed, including groups which can be developed. Source traits are the 
core determinants of the personality of individuals. For example, an individual can be outgoing, 
which becomes the core trait and participation becomes the surface element. Some traits that 
are determined by an individual’s personality are creativity, dogmatism, social, distinctness, 
newness, variety, desire for possessions, attentiveness, usage of cerebral thoughts, and focus on 
short-term thinking. 
 •
“Creativity” explains how liberal the person is in exploring new ideas across various brands 
and products. 
 •
“Dogmatism” captures the rigidity of an individual in expressing his or her beliefs and 
norms towards unfamiliar information. A highly dogmatic individual would express dis-
comfort and uneasiness about new brands and products. An individual who is not highly 
dogmatic would be liberal and open to new, creative, and innovative ideas, brands, and 
products. 
 •
Further, “social” elements reﬂect the inner-directedness and outer-directedness of 
 individuals. This element also explains that individuals make decisions based on their 
inner values and accept suggestions and recommendations made by other people for gain-
ing more social acceptance. 
 •
“Distinctive” captures the unique characteristic of the individual as some consumers would 
like to be dierent and unique in their social circle. Digital natives in India would like to be 
“exclusive” because it portrays that they are “cool” (Tiwindsor.com, 2009).
 •
The “New” dimension is related to modern and contemporary elements that make the per-
sonality hybrid and complicated as individuals do not wish to be aected by the status quo.
 •
“Variety” explains that individuals like to explore brands and products. They do not like to 
restrict themselves to only those products that they have used earlier. Women want more 
alternatives and varieties across dierent product categories. In fact, women search for 
more alternatives as compared to men. These individuals believe in vicarious exploration 
as a form of extensive investigation. 
 •
“Need for possession” reﬂects the materialism of the individual and eventually, their life-
style that could be lavish or basic. 
 •
“Attentive” means that an individual focuses on projecting his or her self-image among 
the social circles and peers. Such individuals are selﬁsh, self-centered and focus on their 
personal satisfaction.
 •
“Short-term thinking” means that individuals have a personality that aims for immediate 
results. 
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These traits develop the personality of individuals and consumers and eventually aect 
their behavior. A quick scan of this model shows that some personality traits would be simi-
lar across dierent situations and circumstances. The basic personality traits identiﬁed by this 
model are urgency (outgoing), agreeableness (kind and warm), conscientiousness (systematic), 
emotional stability, and intellect. These traits are considered to be the core elements of indi-
viduals’ personality. Consumers’ speciﬁc consumption behavior and impulsive buying can be 
captured by these traits. People who are low on conscientiousness and high on agreeableness 
would buy more impulsively. This impulsive trait is prominent among digital natives in India. 
This is because they are highly impatient and cannot wait for the products and services. This 
model facilitates the brands in developing a “brand personality” as it evolves from the consum-
ers’ personality itself. 
Freudian Theory of Personality (Freud & Strachey, 1962)
According to this theory propounded by Sigmund Freud, the unconscious needs or drivers of 
individuals are primarily sexual and physiological, and they signiﬁcantly inﬂuence motivation 
and behavior. An individual’s personality is developed from active communication and interplay 
of biological elements with the social standards. These needs are closely related to brands and 
products. “Brand personality” is developed based on these elements (Aaker, 1997). These asso-
ciations can also facilitate in developing linkages with individual’s memory (Johnson, etal., 
2000). Brand personality also aects the likes and preferences of consumers (Batra et al., 1993) 
and develops unique elements about the product (Aaker & Founrnier, 1995) and loyalty (John-
son et al., 2000).
This theory says that there are three categories in personality—id, ego, and superego. Let’s 
look into these categories:
 •
“Id” is the psychic energy, an intrinsic element, impulsive in nature which works at the 
unconscious level in an individual’s mind and is driven by pleasure, needs, wants, and 
desires. The primary needs are related to the basic requirements of an individual. When the 
wants and desires are not satisﬁed, it increases tension within the individual. This tension 
is sorted out by satisfying their needs and gaining pleasure. 
 •
“Ego” refers to “reality” as it attempts to satisfy desires based on the real environment. 
This dimension works on conscious control. An attentive mindset balances nasty ideas 
propelled by the “Id”. It manages the desires and truth while focusing on reality. It works 
on pleasure but helps the individual understand the beneﬁts and cost of the product or 
brand. Ego determines the gratiﬁcation and behavior of an individual while considering 
its impulsiveness. 
 •
“Superego” is associated with ideals and ethics that an individual follows by aligning with 
society and family. This element deﬁnes the behavior of an individual under acceptable 
social and cultural norms. It also informs about the negative consequence associated with 
societal and familial rules. The personality of an individual is determined by how well 
these three components are dealt with by the person.
Id, ego, and superego are integrated, and they work simultaneously. The intersection of 
these elements determines the “ego strength” of an individual. Because of the interplay of these 
elements, people are able to manage stress easily in their life. An individual with a strong per-
sonality would manage the elements judiciously to cope with the situation. Id is the basic source 
of inner energy that tries to refrain from pain. At the unconscious level, super ego is the moral 
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perspective of an individual’s psyche that illustrates societal ideals. In fact, ego facilitates indi-
viduals to live in the society where they need to be accepted. 
This theory is associated with the purchase and consumption of brands and products. 
 Individuals who do not have a rationale for buying products end up making impulsive pur-
chases. They have high id as this element controls their personality and behavior. People feel 
motivated and symbolically connected with the brand and their own objectives. This pattern is 
manifested in luxury products as consumers sacriﬁce other brands, save money, and buy these 
brands. For instance, a Gucci bag might have symbolic associations for a consumer. He or she 
would share this hedonic expression with his/her social circles via WhatsApp and Facebook. 
Neo-freudian Personality Theory
Some scholars and peers of Sigmund Freud, namely Carl Jung, Alfred Adler, Erik Erikson and 
Karen Horney, did not agree with the concept that unconscious needs are primarily driven by 
sexual urges. Neo-Freudian scholars identiﬁed social relationships as the basis of the personal-
ity of an individual. Individuals develop various goals and objectives in their life. Their “style 
of life” emerges with these elements. People also consciously work on their shortcomings and 
weakness. Harrystack Sullivan (1964) said that individuals work on rewarding relationships that 
reduce stress and anxiety among people. After working extensively on anxiety, Karen Horney 
(1950) categorized personality into three dimensions—compliant, aggressive, and detached. 
 •
“Compliant” individuals like to be loved and appreciated by other people. 
 •
“Aggressive” people have a desire to go against other people and gain recognition.
 •
“Detachment” explains that people would like to be independent, self-sucient, prefer 
freedom at work, and excel in their lives. 
These categories have an eect on consumers while they select retail brands and products 
as personality traits aect their choices and selection process, and how they use and consume 
social media messages during these processes. 
After learning the theories of personality, let us now understand some challenges that are 
associated with the “personality” element. It is very critical to understand the challenges related 
to the personality of digital natives as they signiﬁcantly aect their behavior. These challenges 
include the brand persona and the origin of products. They are explained very clearly in the 
context of the digital native’s behavior. 
Challenges Related to Personality
There are primarily two major challenges related to the personality of consumers, which are 
brand persona and origin of products.
 1.  Brand Persona: A brand persona is a set of personality traits that a brand expresses con-
sistently to connect with the customers. The concept of brand personality was developed in 
1955 by advertisers (Avis & Aitken, 2015) which has evolved over the years. Consumers 
in India have deﬁned brand persona of dierent product categories on the basis of their 
gender. It is dicult to make modiﬁcations to this personality. Consumers feel that prod-
ucts can be advertised and visuals can be developed according to the persona deﬁned. For 
instance, bikes are considered to be masculine products by Indian  consumers.  Therefore, 
Harley Davidson found it dicult to deal with this product persona and break the Indian 
stereotype. They wanted to project their bikes to Indian women. They used dierent social 
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media groups to get connected with women and are still trying to educate them about the 
“new product persona.” They used the “bikerni” club on social media encouraging women 
bikers to use bikes and projecting it as a symbol of women empowerment. 
 2.  Origin of Products: Origin of products refers to the region with which consumers associ-
ate the brand. Consumers have identiﬁed the origin (geographical location) of products 
and brands and deﬁned their personality (Wu & Fu, 2007). For example, consumers feel 
that products such as apparel brands originating from Italy are fashionable and stylish. 
This idea is further strengthened by social and digital media as people read about these 
countries. They associate their ideas and thoughts about the products accordingly. This 
process creates issues when the country delivers some products that may not be related to 
their country’s core perception. For example, Micromax, a mobile phone brand of India, 
develops an excellent phone at reasonable prices. However, they might ﬁnd it dicult to 
leverage Indian consumers who are unaware of its technological products and gadgets. 
Lifestyle 
Lifestyle explains how individuals live in their daily life and undertake activities regularly. It is 
related to self-concept, past experiences, environment, and internal characteristics. The lifestyle 
of an individual is revealed when the internal traits of the person intersect with the social  circles. 
Activities, interests, and behavior of individuals are associated with either independent or interde-
pendent lifestyles (Peluso, Peluso, Buckner, Kern & Curlette, 2009). “Independent” individuals are 
adventurous, sporty, and open to experiments, assuming leadership positions. “ Interdependents” 
are more socially oriented as they manage people within their groups and family. 
Additionally, there is a desired lifestyle that emerges from “desires” and “expectations” 
of individuals. Lifestyle is a psychographic variable as it is related to the way a consumer lives 
with family, friends, and peers. Clearly, it seems that the societal and ﬁnancial conditions of the 
consumer inﬂuence their lifestyle. The activities of consumers in their professional and personal 
world are determined by this lifestyle, which is primarily associated with mobile phones as they 
inspire individuals. In short, motives, drivers, and needs also reﬂect the lifestyle of individuals. 
Elements of Lifestyle
According to Gerald W Feldman and Saul D Thielbar, (Feldman & Thielbar, 1971), there are 
various elements of lifestyle.
Social
Lifestyle is associated with the communication and interactions that take place in various social 
groups. Indian consumers are associated with many social groups both physically and digitally. 
They are closely associated with members in both the spaces. They have WhatsApp groups of their 
childhood friends, college friends, and professional colleagues, family, as well as interest areas 
such as dance, music, cricket, and so on. They have similar formats of Facebook usage. They are 
always busy conversing with these group members. In the process, they tend to forget some friends 
and colleagues who are with them physically. These group members also have signiﬁcant relations 
with the lifestyle of individuals who constantly interact and seek approval about various brands and 
products from them. 
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Stages of Life
Individuals deﬁne their lifestyle at dierent stages of their life. For example, in college, an indi-
vidual deﬁnes his or her lifestyle by wearing a shirt of premium brand. A middle-aged person 
deﬁnes their lifestyle by using a luxurious car or a high-tech mobile. More importantly, their 
requirements and expectations change as people gain more experience and move to the next 
phase of life. This process signiﬁcantly aects the lifestyle of individuals. 
Significance in Activities
Individuals reﬂect their lifestyle in every activity that they undertake whether it is professional, 
personal, social, economic, or ﬁnancial. They make their decisions based on their lifestyle. For 
example, people select a tablet based on their peers’ views, and their professional and social 
circles. Indian consumers feel that social approval is imperative for any brand purchase or asso-
ciated activity. This principle aects their lifestyle. They cannot imagine a lifestyle without 
a group. Though sometimes these groups are on virtual platforms (like virtual communities, 
social media communities), they still have a high impact on their lifestyle (Khare, 2014). 
Alterations in Social Elements
Lifestyles are aected by the changes that take place in society. For example, the thinking of a 
social class may change when many individuals move to a dierent place for a better job. They 
become more open and liberal and change their lifestyles accordingly. This lifestyle is clearly 
visible in cities such as Mumbai and Bangalore. People have the core values of their city of 
origin and they make variations according to their daily activities. In addition, social media 
facilitate their connection with their native place and current city as they have dierent virtual 
groups in both categories. 
Categories of Lifestyle
There are many categories of lifestyles, which have been deﬁned on the basis of activities, inter-
ests, and opinions of individuals. “Activities” and “interest” could be professional, personal, 
leisurely, and social (Wells & Tigert, 1977). “Opinion” can be given by individuals. These 
opinions could be related to dierent areas such as education, society, politics, and  culture. 
According to Wells and Tigert (1977), active individuals who express interest and opinions 
consistently are the people who wear make-up frequently. They are primarily young and quali-
ﬁed women who live in an “A”-tier city. This study further found that these individuals are chain 
smokers and make long-distance calls. They also travel to dierent countries, believe in fash-
ion, and contemporary living. Another study on credit card users found that heavy users tend to 
come from the elite class, are better educated, and have high-paying occupations. Card usage 
is associated with the professional life and lifestyle of individuals. They are also members of 
renowned clubs and express their modern and contemporary views on society. Additionally, 
they use high-tech and sophisticated media platforms and mobile phone to project their status 
and elegance.
According to Needham, Harper, and Steers (an ad agency of Chicago) research in 1975, 
there are ﬁve categories of lifestyles for women. Their classiﬁcation was signiﬁcant in drawing 
the marketing implication based on modern feminine orientation.
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The categories are: 
Cathy
This type of lifestyle reﬂects easy and simple living. Women or housewives of these categories are 
happy and satisﬁed with their present living and unwilling to change their status quo. She under-
takes only those tasks on digital media that can help her in her daily life such as sending a message 
through her mobile phone to a vegetable and fruit hawker or the owner of a small grocery store in 
the neighborhood to send food items. Additionally, she adores her family and strives to keep them 
healthy and happy. She cooks healthy food to ensure that the family is ﬁt and active. She likes mar-
keting messages that are related to family and technology that is simple to use in her daily routine. 
Candice
This woman lives in metro cities and has an outgoing personality. She is active in socializing, 
sports, and entertainment. She does not like to read but prefers to scan some news and ﬂip 
through some magazines. She uses mobile phones to socialize and chat with her peer groups. 
She uses Facebook to post pictures and is active on social media. She also likes brands that can 
help her connect with the outer world. 
Eleanor
She is classy, polished, and believes in upscale products. She is concerned about the social and 
economic dimensions of the city as they aect her professional and personal lives. This woman 
is ﬁnancially stable and buys products and brands to satisfy her esteem and social requirements. 
She has global exposure and is proactive in making developments in the world. This individual 
uses a mobile phone and other social media platforms to connect with her friends across coun-
tries, discuss social, political, and economic issues of various nations, express her thoughts, 
ideas, and consumption pattern of elegant products and brands, and post stylish pictures on 
Facebook while visiting dierent places. 
Mildred
This type of woman is married at an early stage but is dissatisﬁed with society and other social 
dimensions. She is usually rebellious and thus is alienated from the world. She might be young 
and could be divorced or separated. These situations enhance the intensity of frustration among 
individuals. Media and entertainment facilitate her coming out of her discontented world. She 
also uses social media and is active in dierent groups as it satisﬁes her social and self-esteem 
needs on digital platforms. In a patriarchal society like India, these individuals are usually not 
allowed to express their views and thoughts. Therefore, they go online in search of happiness. 
They also gain respect and regain their self-esteem from social networks of females who appre-
ciate their ideas and thoughts. 
Thelma
This type constitutes women, usually middle-aged, who are “housewives.” They have little idea 
and knowledge about their city and other countries. They concentrate on their house and family. 
They use mobile phones and social media. But the conversation is around their family members, 
maids, household items, and products. They are not exposed to the outer world and are unable 
to discuss other issues on the digital platform. 
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After understanding the diverse lifestyles categories of women, let us now study the life-
style of consumers at a more nuanced level. 
Values Attitude and Lifestyle (VALS) of Consumers
VALS stands for values, attitude and lifestyle and is a framework for psychographic segmen-
tation, developed by social scientist and futurist Arnold Mitchell for SRI Consulting Inc in 
1978. VALS helps us understand the consumers’ perspectives towards, brands, products, and 
media. VALS integrates the social, psychological, and demographic dimensions of consumers 
(Hoyer, Maclnnis & Pieters, 2008; Sathish & Rajamohan, 2012). This framework explains con-
sumer behavior as it is associated with the expression of individuals, motives, and achievements. 
Additionally, there are three motivations that are related to VALS—ideal, achievement, and 
self-expression. 
 •
“Ideals” are those consumers who follow beliefs and do not aim for symbolic and hedonic 
traits in brands and products.
 •
“Achievement” oriented individuals focus on social image and approval from peer circles. 
These people purchase those brands and products that reﬂect their status among the social 
circle. 
 •
“Self-expressive” individuals are those who believe in projecting their independence. They 
prefer exploratory shopping as they can experiment with brands and products. 
More speciﬁcally, there are eight psychographic segments that are related to the VALS 
segments, which are as follows:
 1.  Innovators: These individuals are elegant, prosperous, and wealthy as they have ample 
resources and high self-esteem. They are transformational leaders who operate on creative 
ideas, technology and media. They also consume products and brands that are graceful, 
aesthetic, and classy. These consumers believe that image is imperative. Further, they proj-
ect their ideas independently. They also live with challenges as they prefer to work on new 
and fresh ideas to make their lives better. They prefer to buy niche brands and products 
as they reﬂect sophistication and success; use innovative and sophisticated gadgets to get 
connected with their social circles; and believes in pioneering technology. 
 2.  Thinkers: These individuals are icons or ideal ﬁgures. They are experienced, satisﬁed, 
and reﬂective. They like regulations, accountability, and learning. They are well read and 
would like to organize and consume data from dierent sources. They travel extensively 
to dierent locations and increase their horizons while capturing knowledge from various 
forums such as newspaper apps, Facebook, WhatsApp, television, and Twitter. They are 
liberal thinkers and prefer pragmatic products and brands. They almost always use their 
rationality for buying products and identifying brands that can add value to their lives. 
 3.  Believers: These consumers’ideals are deeply rooted in their family, community, and soci-
etal values. They follow the norms, rules, and beliefs developed by their peer groups. They 
prefer those brands that are well known in the market. Further, they use products that are 
simple and recognizable. Their behavior can be identiﬁed easily as they follow a linear 
pattern of product and brand consumption. They believe in dramatic and gradual changes. 
These individuals are averse to technology. They want to use the same technology and 
gadgets over long periods of time because they are wary of change. They would take a long 
time to adapt to and accept new digital platforms. 
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 4.  Achievers: These individuals aim for professional and personal objectives. They spend 
their lives at their workplace and follow a traditional and structured routine. They avoid 
high degrees of changes in their lives and believe in accountability, exploration, aection, 
friendship, and understanding. They have a steady and constant lifestyle. These consumers 
also feel that image and reﬂection of their ideas and success is imperative among social 
circles. These individuals have hectic schedules. Therefore, they identify those products 
and technology such as digital maps and customized apps that save time. They prefer pre-
mium products that reﬂect their image within social circles. 
 5.  Strivers: These individuals are trendy, stylish, materialistic, and jovial. Their aim is to por-
tray their success and seek ideas from their social circles. These people have a short-term 
orientation. They consider employment as an assignment rather than as a path or  progress. It 
becomes challenging for them to succeed further with this attitude and  behavior.  However, 
they are impulsive. They are also frequent shoppers as they buy products and brands to 
project their status and image among the social circle. They emulate the shopping behavior 
of the elite class, as they believe that such a life is almost unattainable for them. They also 
use those digital platforms that have been used by high-class society. These individuals do 
not have their own preferences and likes in media usage and consumption. 
 6.  Experiencers: These individuals are anxious about innovative ideas and thoughts as they 
like unusual platforms with high-risk. They invest their energy in outdoor activities and 
social conversations. 
        These creative people would like to spend their money on style, fashion, and entertain-
ment as they aim for graceful and elegant brands and products. They also get connected 
with the adventurous online groups through WhatsApp and Facebook and post their out-
standing activities on their blogs and social media networks. 
 7.  Makers: These people are self-driven and self-motivated. They believe in “hands-on tasks” 
while dedicating some time for social activities. They project their ideas and thoughts while 
managing their personal and professional lives. These ideas are reﬂected in their social 
and new media. They share their thoughts via these platforms at a basic level. They are 
equipped with skills and knowledge and take rational and logical decisions. However, they 
may be unclear about creative ideas. They appreciate authority and are not keen on lavish 
brands and products. These individuals aim for basic and elementary brands and products. 
 8. Survivors: These people live a stable life based on the status quo. They work with lim-
ited funds and assets in a dynamic media-driven environment. Survivors prefer similar 
products and aim for safety and security as their focus is on basic requirements. They use 
essential gadgets and phones to connect with their small social group. They use elemen-
tary platforms such as WhatsApp and Facebook in their primitive low-end mobile phones. 
They use missed calls as a message that these individuals do not have enough money to 
communicate via calls. They also become loyal consumers as they buy the same brands to 
maintain the status quo as they are afraid of change. 
After studying the extensive concepts about lifestyle, let us understand an important frame-
work associated with this element, the VALS Typology. 
VALS Typology 
This framework was developed by SRI Consulting Inc. in 1978. It was formulated on four 
categories, namely, need-driven, outer-directed, inner-directed, and integration of inner and 
outer-directed, as well as nine lifestyles—survivor, sustainer, belonger, emulator, achiever, 
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striver, experiencer, maker, survivor which emerged subsequently (Context Institute, 2011; 
 Strategicbusinessinsights.com, 2015; Yankelovich & Meer, 2006). Let us look into the four cate-
gories of the VALS typology and understand how the nine dimensions of lifestyle are integrated 
with them:
 •
Need-driven lifestyle is aimed at the basic requirement of individuals such as safety and 
security. These individuals are not organized and systematic in their approach. This life-
style is further divided into two sub-categories—survivors and sustainers. “Survivors” are 
those individuals who are under the poverty line, less educated, mature, old, and driven by 
customs and rituals. “Sustainers” are relatively better than survivors as they work at the 
poverty level and are young with dynamic desires. They reﬂect their distress and anger 
about the system. But, even they aim to grow further in their life. These people primarily 
connect with others through their basic mobile phones.
 •
“Outer-directed” are those individuals who sustain using external clues derived from 
the outer environment. People with this lifestyle are more advanced than need-driven 
 individuals. They consider other individuals in their life and develop common objec-
tives and goals. They have versatile perspectives and dierent viewpoints about various 
 dimensions. Additionally, there are three categories of lifestyles in this dimension—
belongers, emulators, and achievers. “Belongers” are stable individuals who work within 
their status quo and believe in steady and simple living. They are usually from the middle 
class and protect their ethical values. They have a traditional outlook. Further, they place 
less emphasis on freedom, convenience, and events. “Emulators” are individuals from the 
higher level of societal hierarchy as they have a better economic background. They also 
imitate achievers as their focus is on esteem-based needs and higher-level requirements. 
However, they are doubtful about the system as the perception is that “no opportunity 
was given to them.” “Achievers” are those individuals who are corporate professionals or 
government ocials. They are goal-driven, self-motivated, and success-oriented. They are 
technologically advanced, tech-savvy, auent, prosperous, intelligent, dynamic, and ver-
satile in nature. These individuals use multiple media platforms to connect, express, and 
share their views and thoughts about various issues. 
 •
“Inner-directed” individuals are independent, self-sucient, dynamic, and ego- centric 
people. They emphasize more on their own needs and requirements rather than on the 
external world. They feel delighted when their internal needs and requirements are 
 satiated. There are three categories of lifestyle in this dimension—I-am-me, experiential, 
and societal conscious. “I-am-me” are those individuals who are snobbish, independent, 
materialistic, and ﬂamboyant. They are sentimental, hasty, creative, innovative, and per-
plexed. They express only about themselves and their work on social media and digital 
networks. “Experiential” individuals like to explore new ideas and products with high 
enthusiasm. They live every moment of their life with high energy and power and project 
these elements on digital and social media platforms while having conversations and dis-
cussions with people in their social circles. They prefer individuals of their own group. 
Even in terms of products, their preferences range from domestic to international brands. 
These socially conscious individuals are meticulous about their lives. They are cautious 
about every action and decision that they undertake as they function within the framework 
of societal norms and traditions. 
 •
“Integrated outer” and “Inner-directed” individuals associate their ability with the 
 Outer-directed” and feelings with the “Inner-directed” persons. They know multiple per-
spectives of various ﬁelds as they work in dierent areas. They aim for high levels of need 
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such as self-actualization. They are courageous and bold in sharing their views about their 
sentimental elements. They are unique and distinctive personalities who function accord-
ing to their world views. They share their diverse perspective creatively on dierent social 
and digital platforms. 
Prizm
After understanding the VALS typology, let us know to understand the Geo-Lifestyle Analysis 
developed by Nielsen, also known as Prizm. This is another framework developed to understand 
the lifestyle of individuals. This framework divides the social and life stages of individuals 
into 66 segments. These segments have been drafted on the basis of “urbanicity.” This ele-
ment is determined by population density, the geographical area where people reside, and their 
lifestyles. 
Social groups are primarily categorized into four—urban, suburban, second city and town, 
or rural. 
 •
“Urban area” originates from the densely populated metropolitan cities such as Mumbai 
and Delhi. 
 •
“Suburban” is from moderately populated places around the metro cities such as Thane, 
Ghaziabad, and Gurgaon. 
 •
“Second City” is a less populated area. Therefore, it is a subsidiary of metro cities and 
towns. It has a limited rural population.
 •
“Rural” is the traditional village areas.
Additionally, the “Prizm” framework has deﬁned three life stage clusters—younger years, 
family life, and mature years. 
 •
“Younger years” refer to those individuals who are single or are a married couple under 
35years, with or without small kids. These individuals are always connected digitally as 
they are away from their parents. Further, they would prefer to socialize with their peer 
circle to maintain their status. 
 •
“Family life” is the stage when all the individuals live together in their homes.
 •
“Mature years” comprise old couples or singles residing alone at home or with their 
 families. These mature individuals have become excited about digital media. Further, they 
have started learning the consumption pattern from their grandsons and granddaughters. 
This is, in fact, and indeed an interesting moment among the Indian consumer. In India, 
kids are also happy as their parents are busy in their professional work. They enjoy spend-
ing time with their grandparents.
 To summarize, the activities and consumption pattern of all these categories are studied 
thoroughly to understand the lifestyle. 
Roper Starch Worldwide Global Lifestyle Segments
Roper Starch Worldwide has provided us with another framework for global lifestyle segments 
following a study in 2001 (Reserachbrief, 2001). The framework had provided a unique method 
to identify the natural grouping of people based on values. The six value segments identiﬁed 
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are global and relevant across regions. Customers in all six segments could be located in all the 
markets studied. The framework has identiﬁed six primary lifestyles:
 •
“Strivers” who work for success, status, and power. They are middle-aged men who have 
less time for consuming media and prefer mobiles for news and information.
 •
“Devouts” who are driven by values and tradition, believe in respecting their elders, have a 
low preference for new media and Western products. 
 •
“Altruists” are those individuals who focus on social issues and societal welfare. They 
express their views about these issues openly on social media and digital platforms. They 
are well educated and mature individuals.
 •
“Intimates” are those who like interpersonal and familial relationships. They extensively 
consume broadcast media, enjoy household activities such as cooking, gardening, and rec-
ognize familiar brands and products. 
 •
“Fun seekers” are those individuals who adore adventures, fun, pleasure, extensively con-
sume electronic media, love eating out at hotels and clubs, are fashionable, young, and 
exposed to global lifestyles. They widely use digital media as they have various club mem-
bers on WhatsApp and Facebook. 
 •
“Creative” are those people who are focused on knowledge and technology. Individuals 
widely consume traditional media such as books, newspapers, and magazines along with 
the internet for surﬁng, browsing, and socializing. 
Marketing Strategies
After learning about attitude, personality, and lifestyle, it is important to understand the con-
sumers’ perspective about various approaches that can be utilized by various brands and prod-
ucts. These approaches are categorized as being general and speciﬁc to the elements that we 
have studied in chapters dedicated to attitude, personality, and lifestyle. The approaches of the 
marketing strategies are written in the context of the digital native’s behavior. This would help 
us understand the application of the earlier dimensions which we have studied in the chapter. A 
deeper understanding of the values, beliefs, attitude, lifestyle and personality help us in framing 
the strategies which will be useful for the digital natives. The approaches are derived from these 
areas and are closely linked with the behavior of digital natives which helps these individuals to 
connect more closely with the brands and companies. 
General Approaches
The ﬁrst in the discussion comes are the general or boarder approaches and there are two of them; 
rigorous comparisons and accessible. The approaches are closely related with the consumers and 
their behavior and are explained in detail with relevant examples in the subsequent sections:
Rigorous Comparisons
Consumers would like to make extensive comparisons of the brands in a product category. For 
example, they would like to use apps like Policybazaar (an online platform used for comparing 
policies) to check and verify life insurance policies and beneﬁts. After undertaking a thorough 
comparison, they would buy a certain policy. 
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Accessible
Under this kind of approach, it has been observed that consumers want information about brands 
and products to be easily accessible when searched. Their attitude towards brands changes if the 
company provides relevant and meaningful information when they are looking for it via digital 
platforms.
Attitude
This section would help us understand the marketing strategies in the context of attitude of the 
digital natives. The individuals provide importance to the characteristics of source, events, ads, 
framing of message and non-verbal communication which is reﬂected in their attitude and sub-
sequent behavior. Further details of each of these elements would be provided in the subsequent 
sections which will also facilitate in comprehending the behavior of digital natives. 
Characteristics of Source
The credibility of the source of information is important in changing attitude. This credibil-
ity comprises expertise and trustworthiness. The knowledge of experts in testimonial ads can 
change the attitude of consumers towards brands and products. Additionally, these experts can 
be culturally rooted to have a better impact on the consumers’ mindset. Consumers would prefer 
if these elements are communicated through social and digital media as they can express and 
share their views easily about the brands. 
Events
Brands can also change consumer attitude by organizing mega and small events. They can pro-
vide sponsorship for those events connected with their products and can get associated with 
the individuals. Clearly, consumers have expressed that digital media may be used by brands to 
create a buzz about the event so that sponsoring brands could leverage this opportunity. 
Advertisements
Campaigns can be developed by using various types of appeals such as fear, humor, compari-
sons, emotionality, and rationality. These appeals, when set in the right context, can change the 
attitude of consumers. People also want seamlessly integrated campaigns across media plat-
forms such as Facebook, Twitter, and television. 
Framing of Message
Under this approach, messages are framed primarily in a two-sided format, which exempliﬁes 
the positive and negative attributes of products. Indian consumers feel that in their country only 
one-sided messages are crafted by companies. Further, they believe that these messages deliver 
only positive stories about the brands. These stories can be developed easily with pictures and 
graphics on social and digital media (afaqs, 2014). 
Non-verbal Communication
As per this approach, non-verbal communication such as facial expression, body language, ges-
tures and postures of characters, the background, and music are important to change the attitude 
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of consumers. People, especially women, connect all the elements compre-
hensively and associate these dimensions closely with verbal communica-
tion (Pleše & Dlačić, 2015).
Personality
Social and Environmental Elements
Consumer behavior and the personality of individuals are not determined 
by a single factor like psychological elements. They are also determined 
by other dimensions. In the case of Indian consumers, they determine their 
personality primarily using social and situational elements (Badgaiyan 
& Verma, 2014). Thus, they would like to see these elements in the mar-
keting strategies of brands and products. Interestingly, their consumption 
and behavior also change when they consume brands and products in public and in private. 
 Consumers think that place, time, and process of product consumption are also related to pur-
chase behavior and consumption of brands. These dimensions are associated with the social and 
situational context of the Indian market. In fact, Indian consumers feel that the social and envi-
ronmental factors can be portrayed while reﬂecting the personality of Indian individuals in the 
storyboard of advertisements through traditional and digital media platforms (Mathaias, 2017). 
Brand Personality
Consumers feel that brands can develop their personalities according to their persona. This 
would help them while making purchase decisions. Individuals consume brands as a reﬂection 
of their personalities. Thus, human traits can be assigned to products. Consumers also feel that 
these traits can be aspirational and connected to the expectations of individuals. This approach 
can help them satisfy their needs and requirements of individuals. Additionally, along with brand 
personiﬁcation, non-human characteristics can be used by brands and products such as brand 
anthropomorphism. Consumers also want that these elements be reﬂected on the Facebook Fan 
page and Twitter account of the brand. For example, Raymond next.com has introduced addi-
tional features for their consumers based on a logic of concierge service. This service facilitates 
consumers receiving customized products without even actually visiting the stores. This service 
helps to develop a strong brand personality.
Celebrity Endorsement
It has been observed that consumers trust those celebrity endorsers who are congruent with the 
brands’ traits and personality. If this approach is used by brands, then consumers feel connected 
to the brands as they will be able to associate with their personalities. These celebrities have to 
connect with consumers primarily through digital platforms. 
Visual
Brands can also use visuals while relating to individuals’ activities, persona, and sentiments. 
Visuals can also be connected with the right tone, media, and logo to have a better impact while 
integrating tradition and digital media platforms. For example, the cloud-based ﬁle sharing plat-
form Dropbox, always use hand sketched logos and images in their digital communications, 
which helps to add a human touch. 
Figure 5.7  Brand Recognition 
can be Possible Through Logo
Credits:  TP/Alamy Stock Photo
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Lifestyle
The approaches related to lifestyle in terms of digital natives are related to market segments, 
positioning of the products, new products, advertisements and media. These areas are important 
for the digital natives as they signiﬁcantly aect their behavior. Marketers have to be very careful 
while they work on this aspect of digital natives. Approaches for the marketers pertaining to life-
style of digital natives are explained in detail in the subsequent section with the relevant examples. 
Market Segments and Lifestyle
If marketers develop segments according to consumer lifestyles, primarily for fashion, accesso-
ries, and food, consumers give such products a preference. Products under these segments are 
directly associated with the lifestyle of the consumers. For example, consumers would like to 
wear western outﬁts for late night parties after work in the metro cities. They would also prefer 
some formal attire for meetings during the daytime. These nuances can be presented well via 
mobile apps which consumers use widely. For example, Indiarush is such a shopping mobile 
app which provides the latest clothes developed from the latest ethnic and contemporary styles 
primarily designed for weddings and special occasions.
Positioning of Products and Lifestyle of Consumers
Digital natives lead hectic lives. They need time-saving products that can help them in their daily 
routines. They feel that products can be positioned according to the lifestyle of consumers as it 
Figure 5.8   
Complete Lifestyle at 
your Location
Credits:  IanDagnall Computing/
Alamy Stock Photo
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would add more value in their daily routine. For example, a Thelma would prefer grocery prod-
ucts marketed in a simple and traditional format. A Cathy would prefer food products that could 
be marketed with a family appeal and health-centric approach. Eleanor would like products that 
could make them more stylish and elegant. This is because they prefer to be presented in a more 
sophisticated manner in society. Additionally, the positioning of new products and repositioning 
of existing brands can be managed by the lifestyle of consumers. For example, Kellogg’s corn 
ﬂ akes was positioned as a quick and healthy breakfast. Consumers liked this approach as they 
could relate to the brand easily with their lifestyle.
Lifestyle and New Products
Customers consider brands as a form of self-expression and hence prefer brands, which can be 
a right ﬁ t for their lifestyles. Consumers like to use those products, which can complement and 
enhance their personality. For example, they like instant food products such as oats that can be 
cooked fast and has a good taste. Consumers would like more products that are innovative and 
creative and are in sync with their lifestyle. 
Advertising and Lifestyle
Consumers feel that advertising can be related to their lifestyle. Indian consumers have di erent 
cultures, language, and dialects that reﬂ ect their lifestyle (Srinivas, 2015). If these elements are 
integrated well in an ad, then consumers feel greater association with the brand. For example, 
Coke ads are di erent metro cities from those in rural India as the lifestyles of consumers are 
di erent. Consumers feel urban lifestyles can be reﬂ ected by the brand in their brand communi-
ties and fan clubs as they become aspirations for individuals. 
Lifestyle and Media
Consumers prefer those media channels that are used extensively by them in their daily lives. 
They change their media consumption habits according to their lifestyles. For example, consum-
ers use Facebook and WhatsApp to communicate and interact with their social circles as they 
do not have time to meet in person. They have their own online social circles with which they 
discuss various issues of their life and feel comfortable doing so. Consumers feel that brands 
and products can use media channels that are in sync with their lifestyle as they would add more 
value to their lives. 
Figure 5.9 
Digital Natives are 
Buying Grocery Online 
Through Various 
Online Platforms
Source:  Home Page, Big 
Basket Online Shopping, www.
bigbasket.com, accessed 06 
May, 2019
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Flipkart.com is a Bengaluru-based e-commerce company 
founded in 2007 by Sachin Bansal and Binny Bansal. By 
2014, this company had radically changed and grown 
 phenomenally. As of 2014, Flipkart had 22 million reg-
istered users and 4 million daily users; the website had 
70 different product categories. Flipkart ships more than 
30,000 products daily (Forbes, 2014). 
This boom was observed as there was an increase in 
the disposable income of the middle class in India. More 
so, an increase in internet users, greater acceptance of 
online shopping, and usage of multiple devices primar-
ily  smartphones also added to this (Beinhocker, Farrell & 
 Zainulbhai, 2007). Most notably, Flipkart provided easy 
options for online payments, consumer-friendly policies, 
proper navigation for search and information, a wide range 
of pictures of products, and status of delivery of items 
ordered by individuals. These approaches helped the con-
sumer in their daily activities and lifestyles. 
Flipkart was primarily developed after studying lifestyle 
and personality traits of the digital natives of India, who 
are net savvy and prefer to shop online as it saves time and 
money. These individuals are always online through their 
mobile phones. In fact, they undertake most of their activi-
ties through digital platforms (Flipkart.com, 2017). 
Flipkart initially focused on innovators as they are cre-
ative people who prefer to experiment. Then, they eventu-
ally moved to thinkers and believers. The company gradually 
affected the lifestyles of all these individuals. They accepted 
products via Flipkart as the brand was connected with their 
family values and traditions. For instance, consumers liked 
the approach used by Flipkart in a campaign that focused 
on marriage and purchases made online by an individual 
for a young lady who had lost her luggage during transit. 
This approach also affected the achievers. It included 
integrated, inner- and outer-directed individuals. Consumers 
liked to see professional and personal spheres projected 
by the company. They analyzed their products online and 
sought the approval of their friends via digital platforms. 
Flipkart helped them integrate both approaches as the 
brand provided many alternatives for self-evaluation and 
also provided “sharing” options (Jayadevan, 2014). The 
platform provides opportunities to share the purchase news 
directly to social media via inbuilt buttons. The custom-
ers also have the opportunity to evaluate the product via 
review comments provided by other customers. 
Further developing on this concept, Flipkart also affected 
consumer’s personality. People have multiple divergent and 
flexible traits. Flipkart affected the consumer’s personality 
by developing strong online communities on Facebook and 
Twitter. The company also provided cash-on-delivery and 
easy EMI options (Flipkart.com, 2017). Individuals liked 
these approaches. In fact, they changed their personal traits 
of being conventional and traditionalist to carry out online 
shopping. Consumers received e-wallets and quick replace-
ments of products. These factors also helped to change the 
perception (online shopping and digital payments are safe 
and trustful) and personal traits of individuals. 
Drawing from the competitors’ data, consumers felt that 
Flipkart provided more products and better options with 
excellent services. They also had a great and effective feed-
back system. As the consumers were open to changes, they 
were ready to use this platform to book tickets, block hotel 
rooms, and buy various products categories and services 
ranging from electronics to financial services. The desires 
and aspirations of digital natives were also increased by the 
company. In addition, sales promotions such as “deal of the 
day,” and “The Big Billion Day” (on October 6, 2014) also 
affected the personal traits of consumers (Khedekar, 2015). 
This day was one most memorable for the consumers and 
company, with participation from 1.5 million shoppers, They 
Closing Case 
Flipkart—The Lifestyle and Persona of Indian Consumers
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viewed the website and products from their mobile phones 
at a convenient time. The delivery of products before the 
prescribed time encouraged individuals to become open 
and modify their traditional personal traits. More specifically, 
consumers shopped beyond the capacity of the company on 
this day and the brand had to send apology letters to all indi-
viduals who could not buy. They drafted the letter according 
to the Indian personality traits by integrating outer and inner 
directedness, explaining their own shortcomings as well the 
gaps from the supply chain (First post, 2014). 
To sum up, consumers liked the approaches used by 
 Flipkart as it was directly related to their lifestyles and 
persona. Digital natives have hectic schedules and they 
manage their activities with multiple screens, especially 
mobiles. This trait was used by the brand and the company 
provided features considering the usage of digital platforms. 
Consumers liked the visuals, a friendly navigation system, 
analysis options, and sharing features provided by Flipkart. 
These parameters were associated with their personality 
and lifestyle. Flipkart which began by selling books online 
in 2007, grew to have 130,000 sellers and 80 million prod-
ucts (Sharma, 2018). The consumers too have benefited 
owing to its superior services, discounts and facilities like 
EMI and cash on delivery. 
Summary 
(a)  The personality of consumers is inﬂuenced both by their virtual and o-line activities. 
These two platforms together allow the consumer to develop perceptions about themselves 
and the brands they want to use. Thus, brands can understand the means by which they can 
strengthen consumers’ aliations with their oerings. In both cases, the common factor is 
the approval of the peer group to which the consumer belongs and what the peer group says. 
Understanding this allows brands to connect with consumers by inﬂuencing their informa-
tional and belief-based decisions. This connection can be strengthened by the brands by 
understanding the basic personality of the consumer. It can be ﬁnally solidiﬁed by aligning 
this understanding with the kind of personality that the consumer seeks to project. 
(b) Further, the personality of the consumer can be understood in terms of the attitude of  consumers. 
The reason for the same is that attitude has a strong predilection to be a bridge between the 
social and psychological dimensions of the consumer. Further, attitudes are of two types—
strong and weak. Strong attitudes allow consumers to take more risks and choose from a wider 
range. Further, strong attitudes often mark the beginning of a strong aliation between brands 
and consumers. On the other hand, weak attitudes prevent the consumer from taking greater 
risks and choices. Weaker attitudes mean that the consumer can shift brands with relative ease. 
These two attitudes together converge on one point, which is an emotional connection. 
(c)  Another important takeaway that can be derived from the understanding of personality of 
consumers is that these traits include the degree to which they prefer a structured means of 
consumption, their openness to new ideas, emotional stability, and the degree to which they 
wish to be seen as being dierent from others. These traits can be used by brands to mani-
fest their qualities. If the brands have a particular manifestation, the consumers have their 
own. These two manifestations can be aligned with each other to create a personality for 
both the consumer and the brand. Such a well-aligned personality can be a highly eective 
touch point between the consumer and the brand. 
(d)  This chapter has a very important contribution to academicians and brand managers—the 
aligned personality of the consumer with that of the brand that can be utilized by the brand. 
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Thisutilization has one key level which is unawareness. This level means that the brand 
would need to apply maximum eorts to while approaching consumers. The next level is 
awareness. Here, consumers are not that dicult to approach since their consideration set 
is wider than in the previous level. Here, the role of the peer group of consumers is quite 
high. Another important level if that of knowledge, which is the stage at which consumers 
are fully aware of the various brands and their features. Here, the attitudes of consumers are 
quite strong, therefore the brand can develop long-term associations with consumers.
Discussion Questions
♦
 
Discuss the role of understanding the triad model 
in associating consumer engagement with their 
personality.
♦
 
Explain the dierent approaches to modify con-
sumers’ attitudes in terms of their personality.
♦
 
Discuss the complexities involved in understanding 
and implementing the principles of personality in 
creating an eective brand personality for a con-
sumer brand.
♦
 
Describe the most important dimensions of per-
sonality in terms of divergence, stability, and 
preference.
♦
 
Discuss how the theories of personality have played 
a key role in the understanding of brand personality 
of consumer brands.
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6-1  Explain how media can integrate into the 
behavior of the digital natives with various 
approaches.
6-2  Describe various theoretical frameworks that 
explain the role of media in the behavior of 
digital natives.
6-3  Elucidate the role of social media, blogs, virtual 
and online communities in affecting the behavior 
of digital natives.
6-4  Explain online brand-related activities and usage 
of mobile in digital natives’ behavior along with 
the trends and challenges.
Learning Objectives
A er reading this chapter, you will be able to:
In 1995, Kentucky Fried Chicken’s (KFC) entry in India was 
not a walk in the park. This global purveyor of  southern 
fried chicken was seen as an outsider with little idea about 
what would appeal to Indian consumers’ taste buds. 
 Indians considered KFC as an international brand unfa-
miliar with their dietary realities and palate. The final nail 
that almost sealed the coffin was that KFC was seen as an 
expensive relic from the days of yore. In short, the brand 
would have needed to pack its bags and call it a day, unless, 
they could do a volte-face of the impression digital natives 
seemed to have of them. Along with tailoring strategies to 
suit local preferences, adoption of digital tools and tech-
nologies have enabled KFC to get closer to the  customers 
(Prabhakar,2014).
oPening Case
How KFC was Able to Set Their Ball Rolling?
Targeting the youngsters surviving on pocket money, 
KFC  launched  the  WOW@25  campaign  in  2013,  where 
customers could use Indian currency through their phone 
where an augmented reality app displayed the menu avail-
able. This campaign witnessed 35000 app downloads and 
almost 150,000 hits  (DTA, 2013). To address the  concern 
of health-conscious customers, KFC website and deliv-
ery app provides the option to browse through the menu 
items, check the nutrition details, and customize the order. 
Another game changer strategy that KFC used was to strike 
the patriotic chord with their digital natives. The consumers 
targeted were highly empowered digital netizens for whom 
the digital world was almost inseparable from the real one. 
In  2014,  KFC  created  a  Facebook  campaign  centered  on 
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Figure 6.1  KFC’s Signature Fried Chicken
Credits:  TAO Images Limited/Alamy Stock Photo
Figure 6.2  A Promotion Pulled from KFC’s 
Facebook Page
Credits:  David Lee/Alamy Stock Photo
digital natives (Harihar,  2014). KFC  directly  messaged  the 
affected consumers and addressed their issues immediately. 
They further cemented their credibility and earnestness by 
not using the consumer’s contact details for future sales 
promotions. They maintained this practice of not remov-
ing negative comments of the consumers from the social 
media platforms and quickly resolving them (Odell, 2012). 
Further, KFC integrated its Facebook and Twitter accounts 
to make sure that the consumers who had asked for this 
could gain instant information. When digital natives wanted 
KFC to ramp up its food- and beverage-focused video mes-
saging on the platform, it was done instantly. Finally, KFC 
took the final steps to organically implant their name in the 
lives of their consumers by launching a Facebook graphic 
novel, which consumers could customize and share with 
their friends. 
From infotainment to culinary delight, KFC traversed 
the entire route successfully by launching a “design your 
own bucket” campaign that encouraged its customers to 
create designs for fried chicken containers online. KFC has 
always focused on digitally enabled customers to order the 
celebrating Republic Day, a national holiday honoring the 
enactment  of  India’s  constitution  (Harihar,  2014).  Next, 
KFC, created cross-functional teams that would manage 
both traditional and social media platform to make sure 
they had understood the pulse of the digital natives. It 
must be noted that to KFC acted with much alacrity to sort 
out any hiccups that their cross-functional teams sensed. 
Many customers took to social media to raise concerns over 
issues like late delivery and store ambience. The KFC social 
media team immediately responded to the compliant and 
took remedial actions (Harihar, 2014). This effort put in by 
KFC to redress any grievances was appreciated by Indian 
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Figure 6.3  KFC Outlet with Colonel Sanders Image
Credits:  CBsigns/Alamy Stock Photo
products  in  ease.  In  2013,  they  introduced  touch  screen 
mobile kiosks in leading malls where people could login 
and customize orders. (Das, 2017). In 2019, KFC partnered 
with Amazon to enable users to order food from the near-
est KFC outlet through Alexa, keeping up with the latest 
trend  of  voice  technology-based  services  (Tandon,  2019). 
By implementing these steps, KFC tried its hand at brand 
resuscitation and reaffirmation. 
KFC further tried to influence consumer behavior by 
integrating varied media platforms. In line with this objec-
tive, the company launched a one-click button to offer 
online food ordering experience to the digital natives. 
This meant that the digital natives could connect on the 
internet and load their earlier online orders which they 
had placed at KFC. After placing the order online, digital 
natives would now receive a notification on their smart-
phone about the order that they could cancel or accept. 
This one-time click is also associated with digital natives’ 
closest KFC outlet. This tech innovation provided an easy 
solution to digital natives, who found it tedious to open 
the app or make a call to place an order. The button 
required one-time set up, post which the customers are 
free from the hassle of a multi-step ordering process for 
subsequent orders. 
The
 internet with its limitless possibilities is clearly the philosopher’s stone for marketers and 
communication managers in the 21st century. From technical pundits to the hoi polloi, we have 
had the whole enchilada singing paeans to the glory of the internet and its potential. And just 
to show this is not merely an ecstatic hyperbole, we just need to look at the galloping growth 
rate of internet users in emerging countries. Take the case of India. Here, the internet user base 
has grown more quickly month over a month than in any other country in the world (Singh, 
2015) with these individuals clocking a growth rate of 17 percent (Alawadhi, 2015). What these 
numbers show is that in India, virtual platforms are the order of the day and that the internet is 
here to stay, which is evident from the extensive use of mobile and social, and digital media by 
the digital natives to connect with one another and with brands that interest them. So, marketers 
and communication managers have now come to realize that if they succeed using the internet, 
chances of an otherwise elusive brand to become immensely lucrative is not far o. In short, the 
writing on the wall is clear. The tech-savvy marketer skilled in using the internet will capitalize 
and rake in the moolah.
In this chapter, we are going to study the importance of internet and social media in brand-
ing services and products. The opening case shows how a social media strategy enabled this fast-
food giant to reach a target of 223 restaurants across 35 cities with plans to more than double 
the number.
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Integration of Media and its Influence 
on Consumer Behavior 
Media platforms and consumer behavior patterns mutually shape and decide each other’s fate 
and e ectiveness. India is no exception to this as the integration of digital media and consump-
tion patterns has changed the face of retailing (Havas Worldwide, 2013; Ferreira et al., 2013; 
Danaher, Wilson, & Davis, 2003). This change is a fact of life for many digital natives. Concom-
itantly, brands that use the digital space well become success stories. Digital natives’search for 
digital marketing initiatives that add value to their lives and places a premium on their likings 
and preferences. A phenomenon of this importance and prevalence needs a clear understanding 
that will enable practitioners and academicians alike to capitalize on its potential and execution. 
Thus, we o er an exploratory view of the reasons why consumers turn to digital media for their 
shopping in the following discussion:
 1.  Easy Accessibility and Personalization: Online shopping allows digital natives to shop 
whenever they wish to do so without worries of going to shopping complexes or keeping 
aside time speciﬁ cally for shopping. The veritable cornucopia of choices and full reign of 
freedom that digital shopping o ers make it an irresistible proposition. The feeling that 
digital natives enjoy as absolute decision makers is another reason for the prevalence and 
widespread use of digital shopping platforms. Availability of detailed product category 
information makes sure that the decision maker is not short change or left behind with a bad 
bargain. Since digital natives seek greater variety and alternatives while they shop online, 
easy access to complete information is the order of the day. This variety-seeking behavior 
translates into customizing products and services according to the needs of digital natives. 
 2.  Easy Information Retrieval and Quick Comparisons: Digital media platforms allow 
brands to integrate information sources and o er information at digital natives’ ﬁ nger-
tips. Brands that can ensure that information about them are not 
in silos but strategically spread across the right communica-
tion channels will rule the roost. For example, Yebhi (an Indian 
e-retailer for home lifestyle and fashion products), used Twitter, 
YouTube, and Pinterest to display new fashion trends and share 
informative promotions. This was largely approved by the tar-
geted consumers who continue with their patronage. This patron-
age is the crest of a larger reality that digital natives compare and 
assess the data thoroughly across varied platforms eschewing 
peripheral approaches to buying products. 
     Another di erentiator that digital natives look for is 
quick information about products and brands, which can 
help them clinch better deals. Websites such as pricedekho.
com,  pricepanda.com are some of the best examples of this. 
On these websites, consumers evaluate options and decide on 
the best products and services (indianonlineseller.com, 2014). 
What makes the digital platforms a superb alternative is that 
they o er all the options in one screen. The easy comparisons 
that these formats o er make sure that digital natives save their 
time and energy. For example, comparison-shopping websites 
Easy Information Retrieval and Quick
Comparisons 
Detailed Information and Reviews
Easy Sharing and Control
Spontaneous and Visual Oriented
Easy Accessibility and Personalization
Inﬂuence of Media on Digital Natives
Figure 6.4  Influence of Media on 
Digital Natives 
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perform the role of a search engine where customers can search for products, view and 
compare similar  products. When the customer decides to purchase an item, he/she can 
easily move from the comparison site to the original portal through the click of a button 
and make the purchase. 
 3.  Detailed Information and Reviews: The cornerstone of online and digital platforms is the 
detailed information they provide about brands and products. This provision makes sure 
that the digital natives can undertake a comprehensive analysis of the choices, the brands 
oering the choices, and match both until they have arrived at a winning  combination. 
This combination’s epicenter comprises a nuanced data of dierent product categories 
and brands based on which digital natives de-select and select options on the bases of 
features and price. Another telling factor in favor of digital products is the reviews and 
ratings that consumers’ peers and experts generate. This factor signiﬁcantly inﬂuences 
the digital natives’ information processing because of the core of superior knowledge 
about the product or brand present in these reviews, which in turn aect their purchase 
behavior. The inﬂuence on purchase behavior is seen more predominantly in societies 
with a more collectivistic orientation than those with an individualistic one. For example, 
Glassdoor, a job recruitment site, provides ratings of companies’ reviews, salary struc-
ture, beneﬁts, and disadvantages of an organization. This information is helpful to digital 
natives as they have a comprehensive understanding of the company before even applying 
at the  organization. Digital natives via a mobile app on their iOS or Android platforms 
also operate Glassdoor. If digital natives like to hire employees, Glassdoor serves as a 
great platform to advertise a job (Glassdoor.com, 2018). Thus, we can say that detailed 
and comprehensive views projected through online platforms can signiﬁcantly aect the 
behavior of digital natives. 
 4.  Easy Sharing and Control: If a digital native buys a product online, they have the option 
to show them to their friends with the click of a button. This possibility is a serious point 
of appeal to Indian digital natives because it allows information to gain a ﬁrm foothold for 
products in the minds of consumers. 
        Digitally sharing information about products brought into aect the purchasing inten-
tions of other consumers who are friends of the buyer. Reciprocally and often simultane-
ously, the consumers who share information about their purchases create a loop of referrals 
that control the buying process. It also fosters independence in decision making through 
all the stages of the customer’s journey. It would be no hyperbole at this stage to say that 
marketing communication is becoming a veritably limitless environment of interaction and 
communication systems between marketers and digital natives fuelled by both buyers and 
sellers (Kitchen, 2004). For example, WooCommerce is a platform that acts as a catalyst 
for digital natives to share the content easily through Facebook, Twitter, Pinterest, and so 
on. This is a kind of shortcode or open-source e-commerce plugin that has been added to 
social media platforms and with the click of a button, digital natives can be share content 
easily. Thus, though this arrangement facilitates easy sharing, the control (that is, the deci-
sion to share) lies with the digital natives. 
 5.  Spontaneous and Visually Oriented: Digital and social media encourage digital natives 
to have spontaneous deals with brands. When these dealings bear fruit, they mature and 
become long-standing relations between digital natives and brands. Fostering and strength-
ening these relations in the Indian context is an uphill task because digital natives are 
impatient and cannot wait for responses from the brand. Their need for a reciprocal system 
that a brand needs to oer makes these consumers prefer visually oriented interactions. 
They can easily understand the visual and images, unlike in the US where consumers read 
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all the textual product information along with comprehending the images. Further, inter-
active and visually oriented messages are focal points for the strategic e orts of the brand 
to reach their zenith. For example, through the SMS-based “conversations” that Quikr 
(India’s leading cross-category classiﬁ ed platforms) o ers, its customers are o ered more 
control and accessibility. Quikr’s SMS promised and guaranteed interactivity in the visual 
set-up, which was appreciated by the Indian consumers.
Digital natives feel that the brands they consume are an estimate of their self and status. 
So, when a digital native makes a new and noteworthy purchase, he often goes online and shares 
the image with their friends and family. 
Approaches and Frameworks 
to Media Integration
Digital natives use multichannel strategies for shopping (Ferreira et al., 2013). This usage has 
seen an exponential increase due to their proﬁ ciency in maximizing the usage of myriad options 
that the internet and new technology o er. The way digital natives maximize the usage spans 
into three basic formats: 
ROPO A
ROPO (Research Online and Purchase O  ine) ‘A’ refers to the category of consumers who 
carry out their research online prior to making their purchases o  ine (Verstegen, 2018). They 
choose to follow this linearity because. Digital platforms serve as information providers and 
facilitate the evaluation of product and brand alternatives. Post their rigorous research on digital 
platforms, consumers arrive at a consideration set of sorts of select alternatives before visiting 
stores for the actual o  ine purchase. Indian consumers favor this process for highly priced 
products. They buy consumer durables such as televisions, refrigerators, music systems, wash-
ing machines, and automobiles from stores after the relevant information from various digital 
Figure 6.5 
Quick Deals from Quikr
Source:  Home Page, Quickr, 
https://www.quikr.com/, 
accessed 06 May, 2019
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and online platforms is aligned and is in place. This information boosts their conﬁdence that 
they have reduced, if not fully oset, the risks involved in buying highly-priced products from 
oine stores. Recent research carried out by market research company Forrester found that 
92 percent in-store purchases are carried out after undertaking online research. These ﬁgures 
also reﬂect that we need to have measurement methods to understand this imperative process. 
The six measurement methods are industry ROPO benchmarks, soft ROPO conversions, ROPO 
experiments, consumer panels, digital marketing ROPO, and closing the ROPO loop. Let’s look 
at these standards separately:
 1.  Industry ROPO benchmarks are related to online visits and in-store visit with their 
integration.
 2.  Another benchmark is also related to the amount of money spent on online marketing 
through ad word and local ads, which results in oine sales. Soft ROPO conversion is used 
to understand the ROPO eect, as these are the conversations and interactions of an online 
user with an online ad or a website that actually convinces a person to visit a store. This 
can be measured by analysing online behavior data which include exit rate on a store page 
and online exit survey. 
 3.  ROPO experiments are related to geo-targeting campaigns that engage the products and 
services of a particular area. This campaign facilitates the estimation of the eects of digi-
tal campaigns on in-store sales. These experiments also help in comparing the wish list 
of products and services of digital natives with the nearest stores. To do this task, ROPO 
analytics has to be available within the company or can be outsourced. 
 4.  Consumer panels are used to understand the digital natives’ online browsing behavior. It 
is understood by placing a cookie and sending the receipt of purchase. In this way, online 
behavior is connected with the actual purchase. 
 5.  Digital marketing ROPO is related to Google AdWords and Google ad clicks. It is also 
connected with the store visit via Facebook and geo-targeted relevant information which 
tracks oine conversion. 
 6.  Finally, the loop of ROPO gets complete at the end and the eect of the digital platforms is 
measured via in-store sales as the distinctive I.D. is provided. This I.D. facilitates to mea-
sure the eect of the digital channels on this sale. 
ROPO B
ROPO (Research Oine and Purchase Online) ‘B’ is another category of digital natives who 
follow a trajectory that is in reverse to the earlier. The logic of this trajectory leads them to 
research oine by trying out products before purchasing online. Digital natives zero-in on 
products and brands in the stores and subsequently buy them online. Assessment of product 
features and price in the stores act as an antecedent that is followed by an online purchase. 
This process is a signature of digital natives due to their preference for the best deals in the 
online space. When they explore products in stores, it is dubbed “showrooming.” Followed 
by showrooming, consumers follow up oine shopping to make the purchases. This pattern 
represents a connecting tissue between purchase intentions and the achievement of maximum 
value. It must be noted that males follow this pattern more than females do (da Silva, 2017).
Also, consumers follow this approach for gadgets such as cameras, mobile phones, and tablets 
(Bhasin, 2012).
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ROPO C
ROPO (Research Online and Purchase O  ine) ‘C’ includes those digital natives who research 
online and subsequently purchase brands and products in the digital space. Detailed information 
about products and brands is what digital natives search for on online platforms. This process is 
trending among digital natives, which have now redeﬁ ned the meaning of purchase. This redef-
inition also brings in its wake some serious saving of time and money for the digital natives. It 
must be noted that not all consumer groups in India have been able to take advantage of this. 
It seems that residents in the leading cities of India have become the bellwethers with resi-
dents from rural areas are slowly following suit. Among the residents in leading cities, young 
consumers and digital natives have a gamut of products like clothes, accessories, books, and 
movie tickets that they purchase one-commerce portals such as Amazon, Snapdeal, Jabong, and 
 Myntra. This range and ease in payment have made sure that digital platforms are the deﬁ nitive 
and multitudinous sources of purchases. 
Theoretical Frameworks
Let us now review three theoretical frameworks that could elucidate the role of mobile, digital, 
and social media in inﬂ uencing consumer behavior. 
The Theory of Reasoned Action (TORA)
In 1975, American Psychologists Martin Fishbein and Icek Ajzen (Fishbein & Ajzen, 1975) 
introduced the framework with key elements of attitude, intention, and subjective norms a ect-
ing the behavior of individuals. This framework is a “multiplex” presentation. Each element is 
a representative of the concomitant psychological factor that spans from the perspective of the 
consumer to the actual action undertaken. We will now consider each factor to gain a better 
understanding of the framework. 
Attitude is an individual’s feelings that could be a ected by beliefs that are intrinsic in 
nature (Wu & Liu, 2007). Intentions engage an individual in the task and signiﬁ cantly inﬂ uence 
Figure 6.6 
Lines Between Offline 
and Online Shopping 
Experience
Adapted from:  “Blurred lines 
between Online Shopping and 
Ofﬂ ine  Shopping”, CMAI, www.
craftsden.com
Credits:  Dacian G. Shutterstock; 
Pensiri. Shutterstock
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the behavior. Subjective norms are associated with extrinsic elements as they relate to social 
circles and community. Individuals evaluate behavior within the larger evaluative and deter-
mining framework oered by peers and society. Having seen the elements of this theory, we can 
now see the central proposition of the theory. This theory states that an individual’s behavior is 
aected by one’s intentions. An individual assesses the alternatives and arrives at the ultimate 
outcome (Ajzen & Fishbein, 1980). For example, if digital natives assess that sending an online 
gift would help them strengthen their relationships with friends, they would start exploring the 
promotional coupons on Facebook. 
The attitude of digital natives refers to the enthusiasm of people determined by pre- 
determined notions (Severin & Tankard, 2001). Simply put, the notions that individuals possess 
inﬂuence their eagerness to undertake a task that eventually aects their attitude. If the digi-
tal natives perceive that “gifts” would help them get closer to their friends, the notion would 
determine their behavior. Therefore, this process means that if the digital natives’ notions or 
intentions are positive, their behavior would be positive or armative. Further, this positivity 
and armation are related to the eagerness and enthusiasm to pursue the task. This also means 
that there is a positive and signiﬁcant relationship between the attitude of the individual and 
actual behavior. Family, friends, relatives, and peers set subjective norms that inﬂuence a digital 
native’s behavior. For example, if a friend uses a mobile app to book a cab and shares the pleas-
antness of the experience with an individual, then the individual might be more amenable to 
give the mobile app a shot. In this context, the close friend is the subjective norm that moderates 
or inﬂuences the behavior of the individual. The intensity of the inﬂuence of these subjective 
norms may dier. It depends on the proximity existing between individuals. This element is 
explained in detail in the chapter on the reference group. 
Uses and Gratification (UG)
Uses and gratiﬁcation theory has evolved through a series of studies in the ﬁeld of communication 
studies. Jay Blumler and Denis McQuail laid the foundation for UG in 1969. This theory focuses 
on the user’s views about media usage and reasons for consumption. UG emphasizes on how peo-
ple use various media platforms to satisfy their social and psychological needs and requirements 
(Weibull, 1985). These needs and requirements aect the way consumers use media platforms 
(Pornsakulvanich et al., 2008). UG also states that individuals are quite aware of their needs and 
requirements. Accordingly, they access media platforms, messages, and content. Individuals use 
dierent media platforms such as television, print, radio, mobile, and the internet, and indulge in 
them with the aim of achieving self-fulﬁlment. Research has also found that digital natives spent 
more time on online platforms as compared to traditional media ( Richter, 2018). This means that 
gratiﬁcation is more related to digital platforms. Digital natives ﬁnd almost limitless opportunities 
on digital platforms to socialize, express, and share their thoughts and ideas. Digital and visual 
platforms such as mobile apps are the keystones of the satisfaction of information and entertain-
ment (Wei, Karlis & Haught, 2012), empowerment, and identity requirements. 
More hedonic activities like enjoyment and relaxation have found a new lease of life in the 
form of digital platforms (Lin et al., 2014). The outcome of the proliferation of these platforms 
is that they have extended digital natives’ usage and consumption patterns due to the various 
alternatives and options they promise. Another outgrowth of the development of digital plat-
forms is that they perfectly match the dynamic needs and requirements of digital natives. Digital 
platforms act as perfect foils to the changing needs of digital natives because they constantly 
change with the changes in the latter. Thus, it can be safely said that digital and social media are 
M06_Consumer Behavior_A Digital Native_C06.indd   185 6/22/2019   12:27:27 PM

















[image: ]186  Chapter 6
facilitators par excellence that have made the individual’s achievement of self-satisfaction and 
gratiﬁcation of needs a given.
Consumers Online Brand Related Activities (COBRA)
Consumers are now uniquely empowered to develop content on virtual platforms. This power 
is not the consumer’s sole province as brands and companies can now enter a new era of co- 
creation. This era’s functionality has three primary categories: consuming, contributing, and 
creating (Muntinga et al., 2011). Digital natives and brands start their conjoining when the 
information that the latter brands is consumed by the former. This is more actively aected when 
brands publish information during their developments and product launches. 
In the next stage, viz., comprehension, the content that brands and companies share on 
virtual platforms has to be comprehended. This moves consumers into a closer circle than they 
were before. Once the synchronization is achieved, they begin contributing their own thoughts 
and ideas about various approaches. Their thoughts and ideas become the syntax for the devel-
opment of products, brands, and situations, which creates the content for the brands. This is pri-
marily known as “user-generated content.” In this trajectory, the digital natives are in the second 
stage. Their growing digital usage and near perfect congruence of their thoughts with digital 
platforms will see them in the next stage in the coming years. Therefore, it can be inferred that 
social and digital media have a key inﬂuence on the behavior of consumers. 
Consumers’ motives most closely associated with COBRA generate information, enter-
tainment, rewards, or remuneration. Digital natives like to gather information about various 
brands because it helps them drill down further to ensure that the purchase decision is success-
ful. Brands need to alleviate the stress faced by consumers. Another expectation that rests in the 
hands of brands is to reward and express appreciation to digital natives who have invested their 
eorts and time in the companies they belong to. When companies realize that these expec-
tations are the same stu that motivate consumers, they know that they have found the right 
bearings. These bearings can be further calibrated using their sub-drivers such as socializing 
(participating in social activities or mixing socially with others), social identity (person’s sense 
of who they are in speciﬁc groups), and helping. In this regard, digital natives believe that brands 
can avail features of virtual brand communities that can facilitate their social interactions and 
identity formation. This in turn, in the form of COBRA, facilitates the development of brand-to-
consumer behavior and consumer-to-consumer behavior. 
Consumers and their Behavior  
on Digital Platforms
After reviewing these three important theoretical frameworks, we can now consider at close 
quarters the characteristics that deﬁne the behavior of digital natives on digital platforms. The 
general traits of the digital natives that are developed through social and digital media and aect 
their behavior are:
 •
Digital natives extensively use their brand knowledge as social currency by initiating prod-
ucts and service conversations and 
 •
Advocate the brand on digital platform (Jain, Reddy & Chauhan, 2015; Havas Worldwide, 
2013; Kar, 2010). 
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The referral activity inﬂ uences the choices of digital natives. Digital natives are always 
looking for transparent, truthful, and authentic information that they can trust while making the 
purchase. Here, WhatsApp is a key media channel which is used by digital natives after Face-
book and YouTube. Additionally, for digital natives, brand names and reputation are imperative 
to make the purchase. Thus, we can say that digital natives seek, use, and share extensive infor-
mation about brands in order to make the purchase. 
Further, to understand the behavior of the digital natives on the various online plat-
forms, we need to understand di erent parameters that are been mentioned in the subsequent 
section. 
 1.  Empowered with Internet Usage on Multiple 
Screens:  Digital natives are empowered by digi-
tal media because they are enabled in the explora-
tion of brands, markets, and products easily via these 
 platforms. This empowerment grows further as digital 
natives are tech-savvy. They operate multiple screens 
simultaneously. This includes watching television, 
using their phones to log into Facebook and Twitter, 
and turning to their tablets to accumulate information 
about brands and products (Ey.com, 2018). Therefore, 
they now have more information than the employee of 
the brand who works at the store level. This informa-
tion empowers digital natives in their purchase behav-
ior. In the US, usage of multiple screens is limited as 
they mine deeper in the product information using one 
or two screens (tablets and laptops or iPads). A recent 
research has found that 88 percent digital natives use 
their mobile phones to make the online purchase, as 
these devices are cheaper and there is easy internet 
access with mobile-friendly sites and apps. 
 2.  Sophisticated in Using Digital Platforms and 
Thorough Product Knowledge: For digital natives, 
“value” is the main motif of their search at which they 
have become adept. In this search, they have recourse 
to digital avenues that help them select brands that 
best suit their needs. The sophistication that they have 
displayed in their use of WhatsApp for sending prod-
uct information to speciﬁ c groups and Facebook for 
picture sharing is a hallmark of this twinning of tech-
nology and needs. Add to this digital natives’ intimate 
knowledge of latest trends and fashion o ered by vari-
ous brands and products and we have a winning com-
bination like none other. Like a well-connected matrix, 
these consumers are in a position to receive real-time 
consumer information from their friends and relatives 
both locally and internationally. The strong networks, 
colleagues, and friends in di erent nations further 
develop this matrix.
Sophisticated in Using Digital Platforms 
and Thorough Product Knowledge
Innovative for New Brands 
and Focused Brand Choices
Ambitious about the Brands and Proactive 
in Gathering Product Information
New Technology in Products
Use of Mobile as a First Screen 
for Multiple Tasks
Social Identity
Infotainment
Empowered with the Internet Usage 
on Multiple Screens
Digital Natives Behavior 
on Online Space
Figure 6.7  Behavior of Digital Natives 
Reflected on Online Space 
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 3.  Innovation for New Brands and Focused Brand Choices: Experimenting with new 
brands and products is very much a part of modern digital natives’ purchase DNA. An 
important part of the code of this DNA is their liberal thinking, which leads to boredom 
occurring because of traditional and conservative products. Thus, that brands should come 
up with something new and unique is an important refrain in the litany of demands digital 
natives have of products. Added to this refrain is the emphasis that digital natives place 
on customizing their products. Their emphasis ﬁnds a near perfect space in digital media, 
which facilitates the personalization process. For example, digital natives like to use 
mobile coupons oered by Snapdeal to enhance their shopping experience. This approach 
met with their hearty approval as it oered new and innovative web page for shopping. The 
icing on the cake was that they could use their mobile phones to use coupons for shopping. 
Due to the near cybernetic proximity of mobile phones to digital natives, they undertake 
almost all-shopping activity on this gadget, unlike western counterparts who prefer a tablet 
or a laptop for the same. 
        This almost a cybernetic connect is sealed further by an increased sense of conﬁdence. 
The basis of this conﬁdence is well founded in the time and eort they invest in thorough 
research about brand information through digital media.
 4.  Ambitious About Brands and Being Proactive in Gathering Product Information: 
The proliferation of brand and product information online has raised the bar on the ambi-
tions of digital natives. The more elevated the brands’ status is, greater are the laurels 
of increased self-worth that they garner. Laurels without display become empty trinkets. 
These consumers almost make it a point of habit to share information about their latest 
acquisitions within their social circles on digital platforms. Each acquisition fuels their 
ambition about brands and products due to the surfeit of product information available on 
digital media. To ensure that when their money does leave the wallet, it reaches a target-
rich zone, which oers the best value, they assess the quality and features of products with 
as much thoroughness as akin to a reconnaissance mission. If the brands score high on 
their reckoning scale of quality, they would not mind paying more for it. This is a marked 
variation from their earlier inclinations based on price sensitivity. 
 5.  New Technology in Products: Digital natives have always opened up to new product 
arrivals and innovative technology with much energy and enthusiasm. They want to buy 
unique products and post photos of their most recent purchases on their social networks. 
The reason is a celebration of their self and of who they are by gaining recognition from 
their peers. This celebration progresses on the axis of boredom as accretion is due to the 
ever-present possibility that new technology is just a click away. They would like to see full 
extension of this possibility in the services provided by retail stores and hotels. Thus, one 
of the most direct routes to the consumer’s heart is the store catalogue or food menu shown 
on a tablet. This happiness is generated by the congruency between gadget usage and brand 
orientation. They do not sense any dierence in usage patterns. This creates excitement in 
them about the brand purchase. 
 6.  Use of Mobile as a First Screen for Multiple Tasks: For digital natives, mobile phones are 
often their “ﬁrst screen.” This is their “go-to” form of media for information, communica-
tion, and entertainment. This screen doubles and triples as a means of accomplishing mul-
tiple tasks including shopping. As they shop, consumers also chat, read their emails, and 
send pictures on Facebook. They undertake these activities on a mobile phone.  Therefore, 
those brands, which develop mobile-friendly screens and web pages for easy shopping, 
are the top favorites of consumers (Nielsen Norman Group, 2018). Multitasking on the 
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mobile phone includes the usage of various apps to cater to dierent information to digital 
natives. They use multiple apps simultaneously and switch between the apps as well. This 
process may increase user memory load. Thus, digital natives prefer user-friendly design. 
They also collect, compare, and select information from these apps to make the decisions. 
This information can be set in various formats such as text, visuals, and sound. They 
also transfer some information into various apps by copying and pasting the data, which 
increases their cognitive load. Hence, digital natives prefer ecient operating systems in 
their mobile phones. They would like to interact more with the interface while they make 
decisions. They may also use dierent type of browsers in their phones, which could help 
them understand their past behavior. This past data is integrated with the new information 
which has been used in their mobile phones. 
 7.  Social Identity: Akin to digital natives, Indian consumers often develop and maintain their 
social identities via digital media. They post pictures and images that are a reﬂection of 
their brand consumption. This is eventually a reﬂection of their identity. A consumer’s 
social identity is a signiﬁcant heavyweight in India because of the semi-communal set-
up unlike that of western nations. The texts and visuals that digital natives use in digital 
platforms mirror their social identity. Their exactitude about these elements while post-
ing their ideas and thoughts is almost like a watermark. This online social identity is 
deeply embossed on their real identity in India as people discuss their posts and images 
in the real world. This is not seen to be as relevant in the western nations as they do 
not discuss the online and oine issues simultaneously. Digital natives do not separate 
social identities from the platforms because of their equal share of independence and 
interdependence. This interdependence is a direct evidence of how consumers feel that 
the same individual posts the ideas and thoughts. In the western nations, consumers feel 
that the usage of media aects the thoughts process of individuals. However, this is not 
seen in India. 
 8.  Always Online for Infotainment and Expressing Emotions: Many digital natives are 
seen with their phones at all times. Add to that, they almost never log out of their favorite 
apps. These consumers are in favor of information that can entertain them and help beat 
stress. And the digital native does not shy away in the face of sponsored information. If 
a brand produces compelling digital content, they will tune in. These consumers express 
emotions via status updates in social networks or emoticons in digital communications. 
They can easily express their emotions quite evocatively online. It’s almost as if their 
emotive capacity has received a shot in the arm. These emotion-based messaging devices 
become bridges to better connect with their friends and relatives. This is also a rainbow 
leading to the pot of gold for marketers as the latter can use indicative emotions to gauge 
consumers’ feelings about their brands and products. From this strong foothold, digital 
natives can be further categorized based on their digital usage. The ﬁrst category is “digi-
tally dissociated;” conservative and traditional consumers. Products in-store are their arti-
cles of faith. They do not repose much faith in online products. The second category is the 
“digitally divided” who believe that digital media have multiple uses. For example, they 
may use computers at home for reading reviews and printing coupons and assign mobile 
phones with the single purpose of making calls. Meanwhile, the “digitally experimental” 
like to explore the digital space and test waters on various platforms. And, the “digitally 
integrated” regularly blend oine and online platforms in an eort to enhance their work 
quality and productivity. Their takeaway from this blend is the enablement of more suc-
cessful and rewarding consumption.
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A Shift Toward Multi-platform  
Message Consumption and Other  
Digitally-led Evolutions 
In many of India’s metropolitan areas, individuals have gone one step further and have adapted 
three-screen behavior. They focus on television, mobile phones, and tablets  simultaneously. 
Among these three, television is a passive in the bound medium. This is almost ever-present in 
the digital natives’ homes (Laroche et al., 2013). Thus, these consumers may discuss a television 
show with their friends via WhatsApp or Facebook, tweet about it, or read experts’ blogs on the 
program. Each stage of their information is carried out in a sequential and complex manner. 
Conversations and informal research is the province of mobile devices.  Tablets, however, are the 
playing ground for detailed information, comparisons, and evaluations. Here, television could 
be a trigger for discussion and entertainment, mobile phones being the lock that readies the 
discussion and socialization, and tablets poised as the barrel fora detailed analysis (Jain, Reddy 
& Chauhan, 2015). 
In India, passive media has run out of steam and being replaced by inbound and out-
bound proactive platforms. Digital natives are now seen habituating more interactive and 
engaging platforms such as WhatsApp, Facebook, Twitter, Viber, and Skype. Passive media 
such as television and radio have long been made a bit distant. Thus, the new playing ﬁeld 
for the digital native is the digital media where ideas and thoughts about brands and prod-
ucts need to reach the goal. In this new age game, written communication is replaced by the 
scrum of visuals. Visual messages often are considered more appealing, easily understood. 
For example, L’Oréal’s “Makeup Genius” mobile app was well received because it relied heav-
ily on an interactive video rather than on text-heavy instructions on how to apply make-up. 
Digital natives comprehend videos more easily as compared to text. Sight and comprehension 
are the twin valves through which visual aspects infuse the blood of brands into the hearts of 
these consumers. 
Eective digital messaging, of course, is not just visually oriented. It is synchronized 
across digital platforms, oering digital natives exposure to the brand wherever they are access-
ing online information. Each message is a brick that needs to be consolidated to build the ediﬁce 
of brand familiarity. When these consumers are exposed to brand messages on television and 
online platforms, they will engage with the brand via Facebook and explore more details and 
information about brands and products online. 
The Role of Social Media 
Social identities are a trump card that play a big part in the identity development of individ-
uals. Once brands realize this, they can play their hand accordingly to win the ﬁnal pot of 
consumer loyalty (Malthouse et al., 2013). In this game, brands have a unique advantage that 
the digital natives are willing to play with them by sharing their cards with them. This unique 
re- arrangement is due to social media, which allows digital natives to co-create with brands. In 
return, they expect to be rewarded for their largesse and engagement. For example, Tanishq, an 
Indian jewellery retailer under the Tata Group, has an exclusive brand known as “Mia” that has 
shown how digital natives co-create jewellery for working women in India through a compe-
tition. Through this, consumers registered online and sent their entries of jewellery design for 
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this competition. After evaluation, 10 ﬁnalists were feted with a reward of `1,00,000. In the next 
stage, the pictures of the winners had the pride of place in the company’s website (Cuccureddu, 
2015).  Consumers majorly approved these strategies, as they were involved with the company in 
creating new designs, receiving cash prizes, and appreciations. In this venture, they joined the 
ranks of other creative consumers as their pictures were displayed on the Tanishq website. Indian 
consumers felt privileged when the company recognized their creativity and praised them. This 
was burgeoned by the semi-communal set-up where consumers live in and replicate in various 
media platforms. More importantly, their digital appreciations and activities were widely dis-
cussed in their real lives.
Social media serves as an eective engagement platform with the visibility of an agora and 
the stridency of a town crier. Through them, brands declare their goals and objectives in the pub-
lic domain. This oers unprecedented opportunities for a two-way communication with digital 
natives. For example, ICICI Bank (an Indian multinational banking and ﬁnancial services com-
pany) developed an interesting interactive communication campaign for digital natives. It was 
titled “Magic Pencil” project and “KhayaalApka” (your dreams). The participants were asked 
to draw their dreams and aspirations in a picture. The participants received wooden pencils 
connected to a computer which could create specializes visuals. This facilitated the person to 
visualize their dreams. This campaign used all the social media platforms to promote the adver-
tisement. In total, 19,000 people participated and winners received a Hollywood trip, Apple 
tablets, and many more treats. Digital natives liked this campaign as it created a buzz among the 
young individuals. The social acceptance these ads received was the ﬁnal decisive factor. The 
prospect of sharing their dreams really caught the fancy of consumers. The company in their 
ﬁnal ad campaign used this aspect. In turn, winners donated their prize money for a social cause 
(Naidu, 2014). 
Blogs and Consumer Behavior
After understanding the role of social media and the inﬂuence on the behavior of digital natives, 
let us now comprehend the role of blogs in aecting the behavior of these individuals. Blogs 
play an important role in inﬂuencing the behavior of digital natives. We will understand the 
importance of blogs in aecting the behavior of digital natives, which would include the credi-
bility of the blog, inﬂuence of the life of the digital natives, motivation of the blogger and how 
they manage the relationship with the digital natives, style of blog and popularity of the blogs. 
These elements would help us understand the role of blogs in aecting the behavior of the dig-
ital natives. 
Importance and Credibility of Blogs in Consumers’ Life
Blogs play an important role in consumers’ life. Digital natives read blogs and gather informa-
tion about brands and products. Consumers who read the blogs inﬂuence ideas in blogs. Thus, 
these consumers are very particular about the credibility of the individual who writes blogs 
(Colliander & Dahlen, 2011). This is due to the close alliance forged between ideas, thoughts, 
personality, and background of the blogger. For example, if the blogger is a renowned fash-
ion designer and writes about the latest apparel and designs, its reliability is considered gold 
standard by consumers. Digital natives consider these experts knowledgeable and trustworthy. 
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These consumers equate proﬁciency with probity and feel these individuals to be incapable of 
misguiding them. Further, in the bewildering range of choices, the voice of experts is believed 
to lead them to appropriate product choices. It is no wonder that digital natives invest their emo-
tions in the content of blogs. This aspect subsequently aects their behavior. 
Motivation of Blogger and Relationship
Digital natives are inﬂuenced by inspirational thoughts and words of bloggers. Bloggers can cre-
ate mesmerizing stories and weave them around the brands. These stories aect consumers, as 
they are emotional and sentimental about brands and products. Blogs are anthropomorphically 
elevated to become friends. This is because digital natives ﬁnd a groundswell of information 
that they can refer to and draw information from frequently. Blogs also grow to become the 
emotional repositories of these consumers. For example, “fashion blogs” have earned the epi-
thet of “fashionable friends”. This is evidenced in these individuals’ deeper engagement with 
them. This relationship with the bloggers motivates digital natives further towards brands and 
products. 
Style and Popularity of Blogs
Digital natives focus on the way blogs are developed and managed. This is because it is a deﬁnite 
indicator of the style of writing and presentation of ideas. Along with the frequency of updated 
information, these aspects are critical navigational points for consumers. Bloggers also provide 
their personal styles, trends, tips, and brand preferences and usage to the digital natives. These 
elements help users retrieve the right information quickly and expedite their decision-making. 
Consumers choose blogs that are popular and known to the reference group such as family, 
friends, and peers. 
Virtual Communities and their Influence 
onConsumer Behavior
The other key inﬂuencers beside blogs, which we studied earlier, is virtual communities. These 
communities have a signiﬁcant role in aecting the behavior of the digital natives. They aect 
the shopping preference of these individuals, serve as the important reference group while the 
digital native makes the decisions about the products and services, reﬂect the commitment 
towards the groups, get involved in the important group functions, work on the image of the 
community and eventually develop mutual agreement. These aspects are very important for the 
digital natives and aect the behavior of the digital natives signiﬁcantly. 
Virtual Communities and Shopping Preferences
There are several virtual communities growing around the hobbies of digital natives. The main 
matters of interest continue to be entertainment, political, or professional. The base of virtual 
communities emerges from the interest of consumers. Digital natives primarily focus on hobbies 
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and entertainment and related communities (Pentina, Prybutok & Zhang, 2008). They have 
extensive discussions about dierent brands and products on these platforms. These consumers 
are inﬂuenced when there are extensive discussions on the virtual communities about the brands 
and products. Ergo, shopping preferences, and consumption change accordingly. In India, when 
an individual’s purchase is rated as a good experience, he shares his thoughts about the brand 
and the product with others in the community. As a trail and follow eect, other members are 
inﬂuenced by this purchase and plan their subsequent choices of products accordingly. These 
shopping recommendations have a vital role to play in the space of consumer’s behavior as 
individuals endorse the brands. Other digital natives consider those who endorse as the spokes-
person. The credibility of these individuals overshoots that of the company or brand. This is 
because these consumers feel that these people have actually experienced the brand they are 
talking about. 
Reference Group with Common Goals
Virtual communities evolve into reference groups for those in the group as they discuss 
brands and products with them. Their recommendations and suggestions are vital for digital 
natives as members enjoy great credibility and reliability. Online virtual communities have 
a shared nest of norms needs and goals. For example, there are several virtual communities 
developed by homemakers in India. They feel at home in these communities as they have 
the freedom to voice their opinions. They are able to fuel their ﬂight to solidify their self- 
esteem by the appreciation and recognition they receive from group members. They hardly 
experience these moments in the oine space as males usually dominate it. These norms, 
needs, and goals also inﬂuence the decisions taken about brands and products. Further, 
there are online communities pertaining to retirement homes for senior citizens. The com-
mon goal of this online community is to provide a calm and peaceful life to the senior dig-
ital native post-retirement. These communities also provide independent lifestyle to these 
individuals. This concept initially started with western countries. Such homes have evolved 
in the cities of India such as Bangalore, Pune, Mumbai, and Delhi. The basic objective is 
also to provide a secure and comfortable life with high-tech security systems and recrea-
tional opportunities.
Direct Commitment to Group Functions
The members of virtual communities are bound to the activities they undertake online. They 
share critical information, thoughts, and pleasurable moments with the members. This trinity 
proves to be a useful and entertaining combination to virtual groups. This eventually develops 
a high level of trust among members as they approve of this piece of information. Individuals 
also discuss the products with these members and the shared information becomes credible as 
known individuals deliver it. The digital natives’ mindset is aected by the functions of virtual 
groups. For example, if there is a music group, musicians would discuss about the dierent 
shows and brands related to musical instruments. Similarly, school friends would discuss their 
nostalgic moments. These communities are present in the digital platforms but have a direct role 
in the real life of digital natives. The recommendations about brands and products made by these 
communities also aect consumers’ behavior. 
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Image in Community and Mutual Agreement
All members in the virtual community are conscious of their image. They share only those ideas 
and thoughts that can gain them popularity in the group. They also use dierent brands in their 
communication to make a point about their dynamism. For example, when a member buys a 
Gucci bag, this information is shared with members in the virtual communities of female digital 
natives. This task makes them more credible. 
Virtual communities are developed when there is a mutual agreement between members 
based on the bedrock of the common objectives of members. Purchase of products are also dis-
cussed with a fair deal of opinion collection thrown in by members. For example, when an indi-
vidual wants to purchase a mobile phone, he or she considers opinions and recommendations 
from dierent users who are a part of this community. Digital natives have now embraced “we 
purchase” via online communities. 
Online Brand Communities  
and Consumer Behavior 
These communities drive the engagement of digital natives with the brand and among other 
members. This process works at the cognitive, aective, and behavioral level of digital natives. 
Brand Orientation and Enthusiasm
Digital natives feel that online brand communities are important as the act of sharing their 
feelings and emotions with other members is given a near-royal path. They believe that the 
brand experience and interest of the members are important dimensions for the online brand 
communities (Wirtz et al., 2013). Digital natives are enthusiastic about brands and keen to know 
more about products. They would also like to show that they are one step ahead of the rest of 
the world. With an almost single-minded focus, they seek detailed information and empower-
ment from the brands so that their lifestyle can be improved through online communities. For 
example, Harley Davidson online brand community aects the mindset of digital natives as it 
is considered more upscale and worthy aspiration. People are on the side of those brands that 
engage them and inspire to take in their grasp a better lifestyle. 
Extrinsic Benefits and Reach
Digital natives like the recognition that extrinsic beneﬁts such as rewards and lucky draws from 
the brands can bring in their wake via online communities. This approach fosters a close bond 
between brands and digital natives, as they prefer extrinsic gifts related to money. Students are 
able to reach out to the brands. Thus, geography and distance are stu for books and not real 
constraints. Add to this the advantage of low costs. The alchemy of an unlimited communication 
medium between communities and community members is ready. Added to this is the whole ball 
of wax of suggestions and opinions the community members oer to the brands as stakeholders 
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of the company. This approach helps consumers to reach out to the companies easily. These con-
sumers feel that through these communities they can get connected with brands and easily gain 
validity for their queries in the form of responses.
Drivers and Background of Members with Outcomes
Digital natives of this community have dierent motives such as functionality, emotionality, 
social, monetary, information, and self-expressiveness driving their engines. It brings a great 
feeling of goodness when brands integrate all the drives. This multi-motive matrix promises a 
better experience online via brand communities. Individuals of the brand online communities 
are also knowledgeable, competent and experienced in their own right. They like the brands 
to deliver information and share ideas according to their backgrounds. By this, their thinking 
process and lifestyle receive greater value and merit. Members of online brand communities act 
with an almost single-minded focus of realizing brand engagement, satisfaction, and loyalty. If 
they realize these outcomes, their contentment with brands and products is a given. 
User Motivation and Cobra and Consumer 
Behavior—Consumer Online  
Brand-related Activities 
Consumer Empowerment and Engagement 
Digital natives’ interaction with brands inﬂuences their behavior. This communication empow-
ers consumers as it elevates them to the status of a stakeholder of the brand. For example, when 
Vodafone empowered their consumers, especially women, by educating them through virtual 
stories, what they actually did was facilitating new ideas and thoughts (Muntinga, Moorman, 
& Smit, 2011). That these consumers liked it was a foregone conclusion. Digital natives feel 
that it is the “people’s world” and brands can empower them easily using online media. When 
these consumers use social media, the engagement and involvement with other users reach an 
altogether dierent plane. Strong bonds where discussions about brands are cemented on social 
media platforms facilitate this extraordinary reach. These discussions augur a happy and lasting 
relationship between consumers and brands. 
Goal-oriented Activities with Motives
Digital natives aim for objectives or goal-driven activities while they discuss brands via online 
platforms. Their thoughts and ideas grow their sinew and muscles from the blocks of pre-de-
termined goals set up by them at the earlier stage. This development is moulded by dierent 
motives and incentives. The content delivered by brands in the communication process is the 
plumb line used in this moulding. Information for knowledge, entertainment for enjoyment and 
relaxation, and monetary remuneration is the ﬂoor plan for an entire long-term construction. 
These motives work for digital natives as they actually use social media for the activities that 
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they perform on digital platforms for brands. For example, senior digital natives receive digital 
literacy and digital education through online platforms. They also learn how to use a smartphone 
to do digital and banking transactions by using mobile apps. This was important especially in 
the context of demonetization. The awareness programmes were organized by HelpAge and 
AdvantAge across Mumbai. 
Types of Behavior
Digital natives belong to three dierent categories—consumers, contributors, and creators. 
Decisions emerge after users consume data and information that are available aplenty on digital 
platforms. Subsequently, digital natives contribute their ideas and thoughts to brand building 
and communication development and ﬂeshing out other business strategies. Third, digital natives 
stand with an amazing consistency with brands in developing it further in the market. They do so 
due to their dual role of being both a stakeholder and a digital native. At the consumption stage, 
their information retrieval and consumption follow the direction set by needs and requirements. 
Usage of Mobile and its Influence  
on Consumer Behavior
In India, mobile phone users have increased dramatically. Digital natives are perfectly comfort-
able exploring information, making decisions, and ﬁnally, buying products and services through 
phone.
The Role of Mobile Phones in Developing 
ConsumerBehavior
Mobile phones have a very high inﬂuence on the behavior of the digital natives as they con-
stantly use their phones for every activity in their life. Mobile is their best companion and friend 
as they help in every aspect of their life and facilitate the decision-making of digital natives. The 
interactions even with the companies, products and services are via phone. The digital natives 
also like to control these interactions through their phones. Peer interactions are very easy with 
mobiles, which aect the behavior of the digital natives signiﬁcantly in their product and service 
choices. These dimensions we would study in detail in the subsequent sections. 
Interaction and Control
Mobile phones increase consumers’ interaction with brands. The interactions are so organic 
that conversations and communication about products with companies become a routine aair 
(Davis & Sajtos, 2008). The mobile becomes the chosen purveyor of interactions with brands. 
Why mobiles are preferred is that they oer real-time interactions. As quid pro quo, digital 
natives expect spontaneous responses from brands and products. Mobile phones are the lynch-
pin of this communication process. For example, when Diageo used a mobile app for Fathers’ 
Day, digital natives liked it. This app had a visual appeal due to the video. It went the whole hog 
with a hedonistic twist by saying that they could gift a bottle of whisky. It helped clear a major 
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logjam that often exists between sons and fathers by allowing sons to show their appreciation 
of their fathers. This emotional connect was appreciated by digital natives. The mobile phone is 
the guarantor of control at least in terms of information ﬂow. Through this, digital natives can 
decide and communicate with complete clarity about products and brands. Digital natives ﬁnd 
this to be an extremely eective means of retaining control over messages. In addition, it is a 
clear message to brands and producers—do not persuade us, listen to us and talk to us. As with 
any good marriage, the bond between consumers and producers also needs to have an “opt-in” 
and “out” facility. However, this facility is not carte blanche. It spans the range of promotional 
messages as this approach provides them with freedom. Even more importantly, mobile phones 
oer them the rare opportunity of feeling that their mind is an integral part of the marketing 
strategy and not merely a pawn on a board. Naturally, when brands decide to ﬁre a barrage of 
irrelevant messages to digital natives, those companies top the list of “I don’t like you.” Dislike 
turns to hatred and ends in the products not being purchased by these consumers. This new 
format of marketing etiquette demands that they seek the permission of these consumers before 
even sending a syllable across. This is rare on the ground in India. 
Trust and Consumers’ Mood
Credibility and digital natives are as close as a word and its meaning. The key to this happy union 
is the control that marketers transfer to these consumers in real time and digital transactions. 
Thus, we see that credibility, digital natives, and control create magic. Encircling this triangle 
is the circle of mobile phone usage, which involves active dialogue with brands and companies. 
For instance, when the State Bank of India used SMS and teasers and addressed the queries 
raised by digital natives, individuals liked it as this approach helped them increase the trust 
they had reposed in the brand. These consumers believed that consistent interactions with the 
brands, premised on two-way communications, and increased the involvement and engagement 
level with the companies and brands. Digital natives also transpose their mood during real-time 
interactions and conversations with brands and companies. These consumers feel that a brand’s 
response should follow the footsteps of their mood via mobile phones as it is instant. Along with 
following closely, brands also need to possess the wand that can change these consumers’ mood. 
For instance, McDonald’s introduced McSpicy. For this, they provided teasers, QR codes, live 
updates, and videos. Digital natives were able to change their mood after this information and 
felt happy and excited (ICMR, 2012). 
Peer-to-peer Communication and Mobile Usage
Mobile phones facilitate consumers’ peer-to-peer communication. This approach has become a top 
favorite among digital natives due to their being a part of a familial and communal set-up. Digital 
natives always discuss brands and products via mobile phones with their friends and peers. Social 
media such as Facebook, Twitter, Pinterest, and Instagram are the top rankers in the list of apps 
used on their mobile phones. Multiple media platforms and mobile phones become like crosshairs 
oering the best aim to branders. This approach has a hand in inﬂuencing the orientation and con-
sumption of brands and products. Each nugget of information from multiple sources and every 
connection order the data into a force to reckon with. Its force and prowess are seen in the ﬁeld 
when digital natives make the purchase decision. For example, digital native gave a thumbs-up 
signal to approaches used by Aircel (an Indian mobile network operator) which included phone 
 banking, location-based services, music connects, and voice update. Further, Facebook and Ibibo.
com were asked to join hands to oer social gaming, Apollo Hospitals for phone-based awareness, 
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and Infosys for downloading applications. These consumers liked the integrated and cross- medium 
approach as it added more value to their life and simpliﬁed their issues.
Consumer Attitude and Behavior towards Mobile Marketing
Digital natives ‘attitude and behavior also get aected by mobile marketing. These marketing 
approaches include geo and location-based strategies, incentives, SMS, QR codes, Bluetooth 
and mobile apps. These approaches are explained in detail in the subsequent paragraphs with 
their signiﬁcant inﬂuence on the behavior of the digital natives. 
Geo and Location-based
Digital natives believe that mobile marketing for dierent brands and products should be based 
on geo and location-based formats. Digital natives are impatient and the relevant information 
needs to be provided through messages at the right time and at lightning speed (Moon et al., 
2013; Barwise & Strong, 2002; Narang, Jain, & Roy, 2012; Jain & Roy, 2015; Bhave, Jain, & 
Roy, 2013). These individuals also feel that the content of the messages needs to be dynamic 
and march with the changes in their movements and locations. Additionally, these consumers 
feel that geo-targeting or location-based approaches are helpful. However, there is a catch. For 
example, if digital natives were in a shopping mall with their friends, they would like to know 
about the eating outlets that may be near them. However, if the digital native receives the same 
message while they are on a date, they have a negative image about it. Therefore, geo and loca-
tion-based services are heavily dependent on the interactive and situational contexts in which 
the consumer is receiving information unlike consumers in the western nations. The western 
consumers will not ﬁnd it in themselves to take kindly to intrusions, whether with friends, 
“steadies,” or any other individual or group. 
Incentives and SMS
SMS does not ﬁgure out in the top favorites on the digital natives’ choice of communication 
media. However, SMS oers an extremely cost-eective means to the marketer. The way out 
of this imbroglio is quite simple. Digital natives appreciate incentives. This is especially so 
when brands and products send out messages to consumers via mobile phone oering these 
consumers a discount coupon or a similar such reward. This approach inspires them to make the 
purchase. Interestingly, digital natives still prefer discounts but would not mention upfront as it 
aects their image in the society. 
QR Codes and Bluetooth
Digital natives prefer the QR codes as they can easily scan the codes via mobile phones, retrieve 
the information, and make the purchase. Information about these consumer durables and auto-
mobiles on QR codes is an example par excellence due to the greater quantum of information 
needed about these products. These consumers feel that if the QR codes are used in the print ads 
of these products, they can easily scan it and get details about products easily. More importantly, 
digital natives do not prefer their “Bluetooth” device “on” due to security and privacy issues. 
They feel that their personal data and information can be tracked easily by brands. And compa-
nies might turn mercenary and use it in an inoculation mode just to palm o future promotional 
messages. However, they keep it “on” when the mood to shop or explore the shopping malls takes 
them on. This is witnessed mostly when consumers are in the company of friends and relatives. 
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Apps and Mobile Approaches
Digital natives are spoilt for choices in terms of the di erent types of apps that they can use to 
explore, compare, and evaluate brands. The ﬁ nal purchase that follows this is, however, not as 
easy as saying the English alphabets. Purchase is the last lap of the journey achieved on the track 
of laptops or tablets. To ensure that this track has no impediments, good internet connectivity, 
and the right screen size are stringently required. To sweeten the deal, o ering and incentives to 
these consumers is the best ingredient. Catching on to this, apps such as Meru cabs (a cab service 
in India) and Jabong (an online retailer in India) have shown how incentives lead to more usage 
of their app. The ﬁ nal step would be that consumers to make the purchase would use these apps. 
Proof of point is that digital natives feel that brands and products should always use the pull 
approaches for mobile marketing. When the information on the apps is not intrusive and irritat-
ing, digital natives are able to control messages and promotion material. In addition, all around, 
they are happy and excited to use this information via mobile phones. For example, GARV or 
Grameen Vidyutikaranapp provided a dashboard to track the progress of rural electriﬁ cation in 
India in real time. This app was available for Android users and provided data about the total 
number of villages without electriﬁ cation and an update on the work in progress.  Digital natives 
of villages assessed and saw the progress of electriﬁ cation on a weekly basis through this app. 
This app has dashboards in multiple languages so that users can understand the data. 
Emerging Trends of Consumer Behavior 
viaMobile and Digital media 
After the US, India is the second largest market of social and digital networks. Digital natives 
use social and digital media extensively. This means that they carry out all the activities includ-
ing socializing on digital platforms (Warc, 2013). Another interesting trend is that bonding and 
relationship between the older digital native and newer digital native has increased through 
Figure 6.8 
Traits of Digital 
Natives in India
Source:  Alisha Gupta, ‘Digital 
trends 2017 india media con-
sumption on digital’, Data 
courtesy: IMRB and KPMG, Slide 
3 of 9, www.slideshare.net, 
accessed 20 June, 2019
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technology. Their social relationship and bonding has been strengthened by digital platforms. 
This is because they always know about each activity that they undertake and discuss their deci-
sions on these platforms. This means that digital natives are always connected with their social 
circle via online platforms. Digital natives in India prefer smartphone to conduct maximum 
online activities including shopping and purchase. They also use smartphone for entertainment 
and information such as Flipboard and Apple news (entertainment news sources). Interestingly, 
bigger screens such as laptops and tablets are losing their salience among digital natives. This 
is because digital natives ﬁnd it easier to use mobile phones rather than the bigger screen. Fur-
ther, digital natives on their mobile phone use Facebook extensively. This means that the digital 
native has very less interest in TV, newspapers, or other media platforms. The following are the 
trends that are emerging with Indian consumers.
Consumers are Evolving and are Becoming Action-oriented
In India, digital natives are in the nascent stage of social and digital networks as they are emerg-
ing and evolving with these networks. It does not, however, mean that this nascence is a state of 
reduced competence. In fact, they use these networks primarily on their mobile phones. They 
are exploring new avenues to interact and engage with brands. Digital natives are more given to 
action while they are on the digital and social platforms. They retrieve information about brands 
and acquire it if it is approved by their peer groups. The digital natives due to their output-driven 
orientation develop this peer-driven and action-oriented approach. Their faith in social and dig-
ital platforms is based on the projection that they oer more action orientation, deliver instant 
results, and connect them with the brands easily. In addition, these consumers also use digital 
avatars. These avatars are the graphical representations of these individuals or their alter egos. 
These individuals connect with the avatar with the screen name and their personality. Digital 
natives develop this avatar in the virtual space because of their existing personality. These ava-
tars can also be related with their aspiring personalities. These individuals modify avatars based 
on changing needs, lifestyle, and aspiration. Thus, we can say that these consumers are evolving 
along with the digital avatar and developing subsequent actions around them. 
Integration of Marketing Information for Better Relationship
Digital natives feel that the marketing and information department of companies and brands 
should not inhabit silos but integrate and join hands. This approach enriches the experience of 
consumers. These consumers feel that the combination of detailed information and perfect tim-
ing facilitates their purchase process. Digital natives share their basic data and information with 
companies almost as a one-o. They do not like to do the same jig again. Why? It is a long and 
tedious process. Digital natives hold relationships and engagements with brands primarily via 
digital platforms in very high regard. These consumers are a soft touch. So, they feel that brands 
and companies should focus on the softer feelings, sensations, moods, psychographics, and life-
style should ﬁrmly be in the driver’s seat. Sales and numbers will follow. These consumers feel 
that relationships are strengthened by emotions and feelings and not just by rational approaches. 
Focus on Security and Emotions
Digital natives are concerned about their security and safety while they use digital platforms. 
These consumers feel that when data is used by brands, they should be informed well in 
advance. Digital natives dislike it when companies play fast and loose information without their 
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permission. They begin to hate their brands and products. These individuals place a high degree 
of importance on emotions and feelings in India. They feel that their “emotive pieces” can be 
used by brands so that it makes more sense to them. This is because they share their informa-
tion instantly on digital platforms. These consumers perceive that digital media facilitates the 
capturing of their emotions. Once comprehended, companies can extensively use this data with 
these consumers’ permission. The result is to attain maximum value in their life. These appre-
hended emotions are close to digital natives. Even in real life, it does the rounds in social cir-
cles best matching their background. For example, Facebook also connects the older generation 
with new and emerging individuals. They do not believe in connecting with only teenagers and 
young adults. This means that digital natives are not restricted to young individuals. They could 
also include middle-aged and senior people who connect with Facebook. Facebook found that 
middle-aged individual has signiﬁcantly connected with it so that they can easily get associated 
with teenagers and younger adults and understand their digital moves (Dazeinfo, 2018). This 
also means that digital media connects dierent generation emotionally as they can express 
their views on these platforms which may not be possible in the physical space. The issue could 
be related to the geographical location. Hence, we can state that platforms like Facebook have 
connected emotions of various digital natives belonging to dierent generations.
Predicting the Behavior
Digital natives prefer that companies are able to predict their behavior based on the data and 
information they have shared with them. It makes sense because these consumers are busy 
and have hectic schedules. Therefore, they scarcely have the time to ponder on the items to be 
purchased. Companies that understand their behavior, feelings, networking, collaborations, and 
feedback can predict their “future behavior”. They would receive much appreciation from these 
consumers. For consumers, brands possess the wherewithal to understand issues in their lives. 
Next step, they oer solutions according to their exact requirements via digital media. These 
individuals would be happy, as they would receive quick and easy solutions via brands and 
products. 
Virtual Shopping and its Influence on Behavior
Digital natives feel that social virtual platforms are immersive and massive. Multi-users can 
participate and interact to achieve dierent objectives. Everybody gets his or her goodies. One 
of the best ways of ensuring this is avatars (Moon et al., 2013). They are virtual representatives 
used in digital platforms. Each representative developed has a dierent story. Some do this for 
chatting, others for socializing, and some for shopping. These consumers perceive that this 
approach is the best example of the perfect integration of marketing with the latest technology. 
Digital natives, avatars, and their behavior are closely associated and can be explained with 
these elements.
Usage of Avatars for Purchase Intentions
Digital natives feel that virtual stores for increasing interactions and engagements with brands 
can use various avatars. Avatars help them develop good relations with brands as they can cus-
tomize them according to their requirement and use them the way they want. These consumers 
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feel that avatars are integral to the development and magniﬁcation of purchase intentions. Once 
the intention has ﬁlled its proportions, products and digital natives come together in a strong 
bond. The ﬁnal sealing of these is the virtual elements. These consumers can explore various 
options through them. 
E-commerce and Customized Avatars
Digital natives feel that e-commerce ventures have realized a large scale of operations. These 
scale of operations have a direct beneﬁciary—the consumers who shop online extensively. 
 Avatars would really add value in such a scenario. Digital natives can easily go online on virtual 
platforms and choose the avatars that could be their digital companion. Consumers feel that this 
works well for them. The avatars provide an enriching and exciting company. Digital natives feel 
that they can personalize the avatars according to their requirements and needs. These consum-
ers want these avatars to be their personal assistants who could set the right shopping mood. This 
mood could be put to work according to their mindsets and thinking processes of marketers.
Discussion in Real Time and Dialogue
Digital natives feel that avatars open discussions in real time. They can exchange views about 
products and brands. This interaction with avatars in real time makes digital natives more con-
formable. With the right navigational set-up, virtual face-to-face contact is established. Their 
dialogues with avatars with instant messaging and voice-over-internet protocol (VoIP) are the 
most fashionable. These individuals feel that they are not alone. Someone is always guiding 
and advising them. The right direction is seen and followed. Virtual togetherness is established 
with avatars in real time via live chat and live help. Digital natives see these dialogues as a great 
means of providing feedback in real time to the brands. This can be used later to make their life 
Figure 6.9   
Virtual Reality in 
Advertisements by 
Leading Brands in 
India and USA 
Source:  Building Brands: Why 
India lags in leveraging virtual 
augmented reality, https://
www.ﬁnancialexpress.com, 
accessed 20 May, 2019.
Samsung Mobile
COUNTRY: United States of America
BRAND: Samsung, Marvel
AGENCY: 72andSunny, Framestore
YEAR: 2015
Tata Tiago
COUNTRY: India
BRAND: Tata Motors Tiago
AGENCY: Happy Finish
YEAR: 2016
OBJECTIVE: 
■ Marketing strategy to promote the launch 
of Samsung Galaxy S6 and showcase the 
brand’s association with Marvel’s Avengers: 
Age of Ultron
OBJECTIVE: 
■ To bring about an immersive experience 
with Tata Motors, differentiate the launch of 
Tiago and depict a strong brand association 
with footballer Lionel Messi
EXECUTION: 
■ Two ﬁlms, were released which gave 
the protagonist a chance to experience 
what it feels like to be an Avenger using 
Samsung’s Galaxy S6 Smartphones and 
VR Gear.
■ Test drive experience of the car as a precur-
sor to its launch
EXECUTION: 
■ A combination of 360-degree CG and live-
action media was used to showcase the 
exclusive features of Tiago
■ The ﬁlm ends with a call to action inviting 
users to download the ‘The Avengers 
Experience’ app at the Oculus Store
■  The idea was to synergise paid media 
(YouTube/print) to push owned media (apps) 
and achieve earned media (social)
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easier and better. Further, digital natives also like the concept of virtual brands and animations. 
These concepts are related to innovative virtual reality and augmented reality. For example, 
virtual reality was used by for a national newspaper. They used a campaign, “#fantastico” where 
digital natives were allowed to provide virtual reality content for the brand. Digital natives like 
the augmented and virtual reality as they connect with the digital world while providing them 
the virtual sensory experience. 
Social Affiliation and Control
Digital natives like social aliation. It can emerge easily through avatars. These consumers feel 
that the virtual environment can be a milieu for socialization like none other. This is achieved 
by providing various options for chatting and interactions in the digital set-up. Digital natives 
feel that avatars are created and controlled by them. What more, they can decide on the format 
and structure easily. These individuals feel good about this element. Moulding it according to 
their needs means marketers do not fully exercise control on this element. Thus, they could 
not push products as much as use a pull strategy. Therefore, they can relax, as companies 
 cannot buzz them with messages. For example, Patanjali partnered with Google and Facebook 
to boost the campaign related to going swadeshi where the focus was to avoid foreign products 
and restore the local and national brands. Thus, Ramdev Baba’s products also became likeable 
due to the control that was given to consumers, especially digital natives, in the online set-up 
(Bali,2018). 
Emerging Consumer Behavior: “Behavior,  
Affect, and Cognition” (from Cognition,  
Affect, and Behavior)
The important aspect of the behavior of the digital natives cannot be understood from the tra-
ditional aspect of marketing, which is cognition, aect and behavior. Their behavior has to be 
understood ﬁrst, followed by the aect and the cognition. Digital natives want products and 
services to be available to them based on their past behavior and history, which eventually can 
inﬂuence their aect and cognition towards the brands. These individuals do not have time and 
are not interested in providing the information directly to the companies. They feel that data is 
available online through their search history. This is a signiﬁcant change in the behavior of the 
digital natives. Further, they need a smarter and more interactive experience with the products 
and services which is cashless. This experience is enhanced by mobile apps. The interactions 
have to be in real time and online streaming can be used. These emerging changes are described 
in-detail, which would help us understand the behavior of these individuals. 
Smarter and Interactive Shopping Experience  
with no Cash Transactions
Digital natives look for digitally equipped interactive shopping experience. For this, online as 
well as oine platforms are both pressed into service. They would like to use more gadgets 
within the stores. This use makes them happy (Robert, 2013). These consumers feel that 
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greenbacks should not be a part of the transactions. They would like to use cards for payments. 
Digital natives feel that plastic cards are easier to use and make purchases. However, many 
stores in India are wilfully or in the absence of the right knowledge. This aects their shopping 
experience. They feel that they live in an interactive and digitized world. Nevertheless, some 
brands still seem to be stuck in a time warp using traditional and conservative approaches. 
World as Computer and Mobile Apps with Addiction  
that Influences Individual Self
Digital natives perceive their world like they would a computer. Both the world and the computer 
allow for retrieval, editing, and modiﬁcation. This retrieval, editing, and modiﬁcation are inﬂu-
enced by their needs and requirements for information. They feel that mobile apps will ﬁght it 
out with each other. This is because every user would be using these applications for brands and 
products. They also believe that if the app provides appropriate information, and contextually 
so, a good impact on their mindset is a given. Enjoyment and pleasure via gaming, sharing, and 
receiving recognition on digital platforms are the levers that move digital natives. They like to 
escape the inevitability of being adults. However, reduced focus and a shorter time span for every 
task makes this preference a little more dicult to execute. This is reﬂected in their purchase 
process of brands and products. More importantly, for the digital natives, a mobile phone would 
become the extended self in future. These individuals perform every activity via this medium. 
Real Time and Streaming of Television Online
Digital natives expect the brands to deliver data in real time. Relevant stories from brands need 
dispatch and alacrity. These individuals like to stream television online. They are doing it now. 
However, they expect that they would use this approach more. This helps them to relate to the 
brands and products easily as it would help them to associate themselves with their daily real lives. 
Barriers Related to Mobile and Digital Media that 
Influences Consumer Behavior
After understanding the emergence of the new behavior of the digital natives, it is very impor-
tant to study the barriers and challenges related to the mobile and digital media platforms as they 
signiﬁcantly aect these individuals. The main barriers are internet infrastructure, gadgets liter-
acy, cultural and security issues, social, economic factors, inadequate regulatory framework and 
perceived risk by the digital natives. These barriers have a signiﬁcant inﬂuence on the behavior 
of the digital natives, which is elaborated further in the forthcoming sections. 
Internet Infrastructure and Gadgets Literacy
Digital natives in India feel that the internet infrastructure is nothing to write home about whilst 
translating their thought process. They also feel that the ability to use their mobile phones and 
digital media has been shortchanged. Travel or commute from one place to another within the 
country often leaves users crying for a better connection (Aminu, 2013). This is because con-
sumers are unable to retrieve information owing to lack of connectivity. Digital natives are aware 
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of the basic usage of mobile and digital media. They use these platforms to access information 
about brands. However, greater awareness and preference for more sophistication in their tech-
nology usage makes them push the envelope. They want to do so by retrieving information from 
the rich and integrated media used by the brands and products. Added to this is the prospect of 
saving time and money. 
Cultural and Security Issues with Socio-economic Elements 
Digital natives feel that in India there are many cultural issues. The same is true for brands and 
products. For example, buying food in accordance with the local taste and preferences during 
festivals is an essential part of the celebration. Extending from this, digital natives are sceptical 
about the security and privacy issues, which emerge when mobile, and digital media are used 
to interact with brands and products. Other players in the market can share their fear increases 
when they feel that personal information. Due to these security reasons, they are not comforta-
ble with sharing their personal information freely. Additionally, these consumers perceive that 
social and economic elements also inﬂuence the consumption of mobile and digital media. 
Their communal set-up and monetary background plays the role of inﬂuencers in the space of 
their mindset while they consume through these platforms. In India, social class and status are 
considered more signiﬁcant while using digital platforms. This reaches the level where we have 
exclusive online communities for every possible community. All of this aect the behavior of 
other individuals. It also inﬂuences their mindsets about brands and products. 
Inadequate Regulatory Framework and Perceived Risk 
Digital natives feel that in India, the regulatory framework is not coordinated with the usage 
pattern. Many individuals who consume mobile and digital media in dierent formats. However, 
the regulatory frameworks lag behind in the race between technology and regulatory frame-
works. This creates problems for users and consumers. The limits these problems cause in the 
retrieval of information about brands and products is almost legion. Additionally, digital natives 
feel that if they share their thoughts and ideas with brands, they open the jaws of security risks 
and jump into it. The idea that everything they have worked for in terms of ﬁnance and personal 
reputation makes trust an even more elusive factor, especially so when in the digital media. They 
feel that this platform’s nascence in India calls for people to explore it further. After studying the 
barriers and challenges of mobile and digital media related to consumer behavior and compre-
hending other aspects of these platforms, let us now focus on the marketing strategy that can be 
used by brands and products. 
Coca-Cola is an old beverage brand, which is well known 
among digital natives. A beverage that has changed con-
sumers’ habits. They use this beverage for occasions such 
as birthday parties, anniversaries, and weddings. These 
consumers are able to associate this brand with happiness. 
They are always connected with the brand. Digital natives 
connect with this brand via “brand community” and Face-
book as it allows them to share their thoughts and feelings. 
Closing Case 
Coca-Cola and the Digital Connections
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Figure 6.10  Coca-cola and the Digital Connections 
Adapted from:  Unmetric Coca Cola and the Digital Connections, 2018
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These consumers also liked the approach when Coke men-
tioned in their campaigns, “phone in the one hand, Coke in 
the other.” Digital natives engage with the brand through 
Twitter and follow the activities. For example, Coca Cola 
used a “Small world machine approach” to connect two 
nations where Pakistan and India were connected by the 
technology. After this approach, the company saw a 36 per-
cent growth in its fan group primarily from India. Six lakh 
new fans were added just after ten days of this initiative 
(Moye, 2013). 
The video of the campaign was shared on social media 
and was made viral. The company also received an engage-
ment score of 142 after this initiative. They promoted this 
campaign on YouTube, Twitter, and received 2 lakh 80 thou-
sand views in just 24 hours. Similarly, on Twitter, more than 
8,020,000  followers  with  #smallworldmachines  created  a 
hype among the digital natives. 
Digital  natives  like  the  basic  principles  of  social  and 
digital media that Coke follows in the Indian market. 
For example,  they  allow easy sharing of content on Face-
book, Twitter, and YouTube. They empower individuals and 
add value to their lives. These consumers prefer when Coke 
is able to evolve the story and develop conversations via 
social  media.  Digital  natives  do  not  like it  when  a  brand 
publishes content on social and digital platforms. They are 
happy because Coke never uses this practice. Therefore, 
these consumers are excited about digital approaches 
used by Coke. Additionally, Coca Cola India also increased 
its presence in the e-commerce space that provided them 
with a growth of more than 8 percent in sales volume. This 
growth happened due to the Facebook page stories that 
were collected by fans about Coke.
To summarize, digital natives prefer that brands con-
nect with them on digital platforms with proper integration, 
allow them to exchange their ideas and thoughts, reduce 
communication gap, and empower them. They also prefer 
that the virtual media develop cultural and emotional con-
nections as they live in a social and communal set-up.
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Summary 
(a) Online digital shopping, especially on the mobile phone platform, has changed the nature 
of consumption. In line with the same, digital natives are able to shop without restrictions 
of time. Another advantage is that they need not fear a clash of timing in terms of shopping 
and other related activities. Furthermore, they can purchase and consume products and 
services without bounds of geography and location. At the same time, online shopping and 
mobile shopping allow for almost limitless possibilities in terms of products and services. 
These choices are available simultaneously. Going further, mobile shopping oers a wide 
range of information about products and services to the consumers. These products and 
services can be availed by the consumer instantly in order to do comparative evaluations. 
(b) Additionally, online shopping and mobile shopping allow digital natives to have highly ﬂex-
ible and organic bonding with brands. This ﬂexibility and organic depth help strengthen the 
relations and foster the trust that consumers have on brands. When developing and fostering 
this relation, it is important that brands need to be quick and prompt in their delivery. If brands 
are not fast and prompt, consumers become impatient and search for alternatives almost 
immediately. Going further, it is very important to realize that a brand’s communication needs 
to be visually and verbally salient as well. Here, modern digital natives are more amenable to 
visuals than texts. However, texts that are used in communication by brands need to be aligned 
and synchronized in a manner by which credibility and authenticity are established. 
(c)  A key takeaway from this chapter is that it deals with the signiﬁcant aspects that have 
inﬂuenced mobile shopping and consumption. Digital natives ﬁnd digital media to be 
 empowering. These consumers feel empowered because their ease and proﬁciency with 
technology is quite high. More so, digital natives have greater capacity and convenience in 
operating multiple screens simultaneously. Thus, detailed information and evaluative data 
are made available with minimum disruptions to the process. In fact, digital natives often 
either read about the product and service they wish to purchase on these screens and then 
purchase the product or physically check the products and services and then verify informa-
tion about them on multiple screens simultaneously. 
(d) Finally, this chapter also deals with the experimentations that digital natives undertake with 
new brands and products. This experimentation is actually at the heart of the modern digital 
natives’ purchasing patterns. In fact, these consumers seek these experimentations due to an 
important characteristic—that digital natives can become bored quite easily with products 
and services. Thus, in terms of products, services, and communication, a brand needs to be 
quite innovative and multiplex. 
Discussion Questions
♦
 
Discuss the role of ROPOs in the context of mobile 
and digital consumption in the context of digital 
natives.
♦
 
Explain the importance of social media in maximiz-
ing the eectiveness of consumption of brands in 
the context of mobile platforms for digital natives. 
♦
 
How is COBRA important for digital natives in 
understanding the dimensions of consumption of 
brands on mobile platforms?
♦
 
Discuss the connection between consumer behavior 
of digital natives, attitudes and mobile marketing, 
and their consumption.
♦
 
Describe the importance of integrating marketing 
information and online activities in maximizing 
consumption of brands on mobile platforms by dig-
ital natives.
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7
7-1  Explain the key dimensions of reference groups 
with special reference to consumer socialization 
framework.
 Describe the function of reference groups and 
the traits and role of opinion leaders.
 Clarify the challenges and barriers of influence on 
reference groups.
 Explain the impact of reference groups on 
marketing strategies.
Learning Objectives
A er reading this chapter, you will be able to:
Uber is a San Francisco-based cab service that uses the GPS 
service of an individual and alerts its driver to pick up the 
person. This consumer-driven ride sharing corporation was 
started in 2009. Subsequently, Uber became the fastest 
growing company in the US as the company spread its oper-
ations in 300 cities across six continents with one  million 
 drivers. Within eight years of its launch, Uber’s worth rose 
to US$ 70 billion. In 2014, the company launched its opera-
tion in India in the IT hub of Bangalore and soon rolled out 
to other cities. Consumers liked Uber for its quick service 
and ample provisions offered to connect with their refer-
ence groups (Kosoff, 2015). 
In 2016, Uber provided referral promotional pro-
gram such as “GIVE 5 RIDES, GET 10 FREE RIDES!” and 
Indian consumers appreciated this approach as they 
like to share the benefits accrued with their reference 
groups. They connected emotionally with the brand, 
as it appeared to understand their social  network. 
 Additionally, consumers were excited with cash prizes 
and free rides offered for referring their friends to use 
Uber. Hence, they sent out referral codes to invite their 
family members and co-workers for taking rides in Uber. 
This approach of the company is related to word-of-
mouth marketing. It has been observed that 84 percent 
consumers make their purchase decisions based on sug-
gestions and recommendations made by acquaintances 
and friends. Thus, referral codes work effectively for 
Indian consumers. 
oPening Case
Uber: The Reference Group Effect
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Uber not only proved beneficial for consumers but 
also drivers. Drivers could select their work hours. This 
approach helped consumers as well as they got personal-
ized service. Satisfied drivers delivered great experiences 
to consumers. 
Uber also works on “moving people” and “drive 
when you want, make what you need,” philosophy which 
is the core focus of any personalized consumer-centric 
service. Thus, the company developed a community of 
people who have similar objectives. The company further 
strengthened this connect as they started providing an 
Uber-safe facility directed towards ensuring the safety of 
women while they commuted in India. Further, Uber also 
introduced Share trip feature that facilitated the passen-
ger to share the details of their trips. This sharing could 
be easily carried out in real time with the passenger’s 
family and friends. Uber also started undertaking com-
prehensive checks of their drivers, which included their 
background, licence detail, driver rating, and behavior. 
This validation helped the company hire the right  person 
and thus, ensuring a safe and reliable experience for 
their consumers. The chat feature in Uber’s app, which 
allows the consumers to quickly chat with the driver 
Figure 7.1  Uber: “Moving People” Since 2009
Credits:  Russell Hart/Alamy Stock Photo
and coordinate about the location, enhanced experience 
 further. This facility was also made available for pool trips 
(Mint, 2017).
Digital natives feel that they should help and sup-
port their family and friends and technology can facili-
tate them in getting connected to and receiving support 
from influential individuals in their lives. For instance, in 
2016, Uber launched the facility to “Request a Ride for 
Others” where riders could book a cab ride for their kith 
and kin, who didn’t have the Uber app or a smartphone. 
Upon booking confirmation, Uber shared the ride details 
directly with the person for whom the ride has been 
booked. This feature immensely helped friends and family 
members who couldn’t book a cab due to poor internet 
access or other constraints (The Indian Express, 2016). 
These facilities which are still on offer continue to attract 
consumers. 
Additionally, digital natives like the simple “process to 
share” that Uber uses; download the app, invite code, and 
share the code after personalizing it. They also like that the 
cash prizes are designated according to their respective 
 cities and the lifestyle (larger prize for bigger cities). 
After considering this interest of the digital natives, 
Uber started three categories depending on their shar-
ing and usage—Hunter, Hustler, and High Roller. These 
categories facilitated discussions among group mem-
bers. Besides these categories, the company wanted to 
be ahead in developing strong networks, earning points, 
and cash prizes as it felt that the network and close-
ness was important for the digital natives with their 
peer groups (Uber Global, 2015). Further, Uber provided 
another app known as Uber eats. This App helps the 
digital natives to get food delivered to their place eas-
ily and quickly while they make a request for the ride 
and the details of which can be easily shared with the 
reference groups. This service was initially launched 
in Delhi and NCR of Delhi and eventually to other cit-
ies in the country. The service received an extraordinary 
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preference from consumers as they could quickly order 
food by clicking a button. This quick service included all 
the popular and key restaurants much to the liking of 
the  consumers. Eventually, this service was extended to 
the city of  Mumbai which brought global cuisines right 
to the doorsteps of the consumers. (The Mobile Indian, 
2017). The main aim of the company was to provide 
the type of food consumers want at the time they want 
through the simplest digital format.
To summarize, consumers like the integration of refer-
ence groups with the latest technology and rewards. They 
feel that when these elements are blended, it delivers sat-
isfaction and enjoyment. Thus, social and reference groups 
are unique and important to digital natives as they are eas-
ily influenced by them. These groups include family, friends, 
and peers, which was primarily used by Uber, and eventu-
ally, the behavior of the digital natives was affected by the 
brand and the services.
The opening case illustrated the inﬂuence of reference groups on Indian consumers. For exam-
ple, consumers think about their reference groups when they buy a car. Before purchasing the 
car and deciding on the brand and model, they conduct behavioral evaluations of reference 
groups. Thus, we can state that the inﬂuence of the reference group is very important for the 
digital natives. This chapter will explain the meaning and types of groups, important traits of 
reference groups, how evaluation of self is connected with the reference groups and the subse-
quent behavior. The chapter would also provide details about the framework such as consumer 
social framework that aect the behavior of the digital natives, word-of-mouth and the opinion 
leaders along with the challenges and barriers of the reference groups in terms of inﬂuencing 
the behavior of the digital natives. Finally, how these aspects and their inﬂuence on the digital 
natives’ behavior on the marketing strategies would be discussed in detail. These would help us 
understand the important dimensions of reference groups and how the behavior of the digital 
natives is aected. In order to understand the inﬂuence of reference groups, let us ﬁrst under-
stand the meaning of groups and their categories.
Meaning and Types of Groups
Human beings are social animals. They always want to be in groups by pleasing their social 
circles. The group concept emerged in the mid-1930s when sociologists and anthropologists 
explored the role of group dynamics in studying individual behavior. Here, the group is a social 
entity that is imperative for society as it helps in socializing. It also has a major role to play in 
consumer behavior. This role of social entity in consumer behavior is associated with the social 
identity theory, which means that every individual has a “self-component.” This component is 
related to the groups in which they operate. The associations’ help individuals think about the 
“we” approach rather than “I.” 
Groups can be deﬁned as two or more individuals who have similar norms, values, and 
beliefs and develop their relationship with the interdependency of their behaviors. Groups 
are also the subsets of the larger universal society. Groups can be created based on mutual 
goals and objectives of members with a common interest. Connectivity and commonality 
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are important elements in developing groups. Individuals 
of di erent groups also receive membership status when 
these people adopt the “group norms, values, and behav-
ior.” For example, when someone joins a football team 
and starts playing with the same passion and dedication 
of the other players, the person receives full membership 
of that group. This happens because the individual has 
understood the basic norms set up by the group and is 
applying it appropriately.
Similarly, there is a mobile application known as 
“Inclov” which is primarily designed for people with spe-
cial physical requirements for dating friendship and love. 
This app connects people with their prospective partners 
digitally and facilitates them in ﬁ xing up their meeting 
in person. Inclov has worked so well that 25,000 people 
with special physical requirements were able to ﬁ nd their 
prospective partners and long-term relationship through 
this app. Further, this app helped them to step into the 
public space where they might not have ventured earlier. 
Thus, Inclov has connected people with special physical 
requirements with the right partners and supported them 
in having a better living experience (Aranha, 2017). To 
understand this better, let us explore the di erent types 
of groups (Okleshen & Grossbart, 1998; Prakash, 2010; 
Majumdar,2010):
 1. Informal: These groups develop on informal bases as there is no formal structure of interac-
tion. Such groups are hedonic and symbolic in nature. This group is such that individuals are 
likely to have similar or are keen to adopt the values and behavior of the members. For example, 
a professional cricketer can develop a group of amateur players in cricket on digital platforms 
and could help these individuals to grow further in becoming professional cricketers. For exam-
ple, fan clubs of the Indian Premier League (IPL) cricket teams are such an informal group.
 2. Primary: Members of this group frequently meet physically or digitally. Thus, they have a 
high level of communication and interaction. The group members are from the consumers’ 
family or close friends. These friends’ groups are also related to the consumption pattern 
of individuals which is reﬂ ected easily on digital platforms. Here, friends are even closer 
to consumers than their family. This is because they satisfy di erent kinds of needs of the 
consumers such as social, security, safety, companionship, and problem-solving. This pro-
cess increases credibility and respect for friends. They also have specialized groups within 
the friends’ circle who act as “product experts.” Primary groups exert a strong inﬂ uence 
on the consumer because they share thinking patterns and common interests. For example, 
Cadbury worked on primary groups such as mothers-in-law and daughters-in-law in terms 
of the budding friendship and “ﬂ avors of friendship. The former ad showcased how a 
lady and her daughter-in-law initiated their moments of friendship through sharing a bar 
of chocolate and danced like friends in a procession, while the latter featured friendship 
among teenagers. These commercials were shared via social media pages of the brand. The 
ads were further shared by consumers along with their personal visuals and tied the sym-
bols of their primary groups with friendship bands, shared gossips, laughter, and soon. 
Figure 7.2  Types of Groups
Types of Groups
Informal
Primary
Secondary
Inspiring
Peer
Ethnic Group
Demographics
Brand 
Communities
Virtual 
Communities
Shopping & 
Tribes
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Thus, the company could connect with the primary group closely and consumers liked this 
close digital connection, which eventually aected their behavior. 
 3. Secondary: The communication and interaction of members within these groups are less 
frequent and more on occasional basis; hence, group members are not so close. They 
may be acquaintances of consumers who might share some common interest. They may 
be shopping or traveling groups with whom an individual can shop or travel to dierent 
 destinations. For example, makemytrip.com connects its consumers with their Facebook 
friends while they are traveling. Thus, these individuals are connected with those social 
apps that work on the “fun” and pleasure of travel experiences with the focus on “ memories 
unlimited.” The MakeMyTrip app also allows consumers to select their seats along with 
their friends and do the check-in together without sharing their private information. This 
mobile app has worked eectively for consumers as their ﬁrst screen is a mobile phone and 
they are always connected with it. This screen also facilitates them in engaging with their 
secondary groups even when they are traveling. 
 4. Inspiring: Consumers are inspired and motivated by individuals who have charismatic 
personalities and are attractive, for example, celebrities. Consumers are often inspired by 
Bollywood celebrities such as AamirKhan. Snapdeal roped in Amir Khan in the “Dil Ki 
Deal” campaign to develop an emotional connect with consumers. Snapdeal leveraged this 
inspiration by developing it further through the My Snapdeal Reviews Matter. Snapdeal 
asked the shoppers to provide true and authentic reviews about their shopping experience 
to receive gifts from the celebrity, R. Madhavan (Naidu, 2015). 
 5. Peer: Consumers are inﬂuenced by their colleagues and peers as they are important groups 
in the lives of individuals. The digital green initiative, undertaken by the Government of 
India, assisted local farmers in creating their proﬁles. These farmers share their eective 
farming methods with their peers easily. This initiative was primarily aimed at changing 
their behavior with the inﬂuence of their peers. The farmers shared their creative agricul-
tural techniques, lifesaving information, and so on. This was elevated further by develop-
ing videos of 8–10 minutes’ duration where local framers shared their experience with the 
peers digitally. There were 1, 470 households in 16 villages who have used this approach. 
 6.  Ethnic Origin: In India, groups are formed on the bases of ethnicity or origin of  individuals. 
People may migrate to big cities or metro cities in India but still form groups based on 
their origin. For example, in Mumbai, there might be a Bengali group who might celebrate 
their festivals in their own style. These groups also inﬂuence their members, especially 
during major festivals like the Durga Puja. To facilitate a better understanding of the fes-
tival there are online communities too, for example, “Nine nights of the Divine Mother” 
which explains the key practices, rituals that people need to follow to celebrate the festival 
(Stephanie renee dos santos.com, 2017).
 7. Demographic: Consumers are associated with individuals of similar demographics, such 
as age and gender. There are groups related to teenagers and young adults, and both these 
segments have dierent norms and beliefs. There are also female-speciﬁc groups where 
the entire discussion is woven around their beliefs, thoughts, and ideas. Consumers are 
inﬂuenced by these groups based on similar thinking process. For example, when Airtel 
used the approach of friends and their inﬂuence in its campaign, consumers were able to 
connect easily. Consumers like when brands are able to connect with their group with the 
demographics that match their lifestyles. The company also empowered consumers with 
creative packages that helped them fulﬁll their dreams and aspirations. 
 8.  Brand Communities: Consumers are inspired by ideas, thoughts, and discussion that take 
place in brand communities. These communities are not based on geographical locations. 
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Yet, members have a very high association with the brands leading to collective value 
 creation. In some cases, the associations are so high that individuals take leave from regu-
lar work and help the brand. These individuals genuinely want to help their favorite brand 
and allow them to grow their ideas. Thus, they are known as brand volunteers. For  example, 
trending fashion on stylish brand communities impactthe consumers’ mindset. They change 
their apparels and accessories according to the new style and fashion. A brand community 
such as Nike+ provides a dierent range of apps that are related to ﬁtness, health, and 
lifestyle. Consumers can track their progress and inspire each other in a friendly environ-
ment that is oered by the company in the digital space. The most prominent app is Nike+ 
which tracks the distance, calories consumed, and the speed. The individual can also com-
pete with their friends in terms of their distance and time. Additionally, Nike+ Training is 
an app that provides 100 dierent types of workouts with personal preference and goals. 
Similarly, NikeSoccer App informs consumers about the scores of players at the beginning 
and end of the game. These apps also provide reminders and share the results of the social 
group members who could be friends or strangers. The rewards and accomplishments are 
shared as pictures on Facebook, Twitter, Pinterest, and Instagram so that these individuals 
can be further motivated to accomplish better results. These platforms allow consumers to 
invite more friends and connect on their digital networks. 
 9.  Virtual Communities: Consumers use virtual communities. They also frequently inter-
act with the members of these communities via digital platforms. These groups are also 
known as “buddy lists” as they might never meet in person but are always connected 
 digitally. They provide comments and views about various thoughts and ideas. For exam-
ple, there are virtual groups of “foodies” where individuals discuss about speciﬁc recipes, 
garnishing, and region-speciﬁc spices and ingredients with the help of videos and pictures. 
This virtual group is based on the interest and the hobbies of consumers. This is easy to 
operate online as individuals can create their proﬁles; invite people whom they would 
like to connect and share their connections within the groups. They share their thoughts 
and ideas about products and brands and seek advice from members. These virtual com-
munities have common interests that can be related to beauty, entertainment, football, and 
cricket. 
 10.  Shopping and Tribes: Consumers feel that if they shop together, they might decrease the 
perceived risk. The expertise of a co-shopper would facilitate the consumer to make quick 
purchase decisions. There are groups of individuals who share their lifestyle preferences 
and identify themselves with activities associated with certain products. These tribes are 
not stable and survive for a short time. However, for this brief period, members of the 
tribes share their emotions, beliefs, and styles with members. More importantly, they share 
products that they consume jointly which becomes part of the tribe.
After understanding the meaning of a group and its various categories, let us comprehend 
the concept of a reference group and its dimensions. 
Reference Group with Key Dimensions
A reference group works on presumed perspectives seen in consumer behavior. These groups 
help the consumer develop brand associations. They are associated with the consumers’ social 
networks such as family, friends, peers, and relatives. These networks are the key sources of 
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information that a ect consumers’ ideas, thoughts, and opinions. 
These elements are imperative for the functioning of consumers. Thus, 
this process is known as “consumer socialization.”   This process will 
be explained in detail in this chapter in subsequent sections. 
Reference groups work as comparative and normative frames. 
Consumers based on their values and behavior use these frames. There 
could be a normative reference group such as immediate family mem-
bers who a ect the purchase of brands and products. For example, the 
mother of a child decides the soap and shampoo to be used for the 
child. This group focuses on emotions and feelings as the members of 
this group are closely related. Additionally, there could be compara-
tive reference groups where the consumers evaluate their products and 
brands with their friends, peers, and neighbors. This group inﬂ uences 
and translates into “good value.” These two groups are basic catego-
ries of reference groups as they have a vital impact on the consumers’ 
mindset and behavior. 
Consumers belong to many groups, but when the engagement is 
high, they become reference groups. The inﬂ uence of these groups also 
changes in di erent situations. Consumers can emphasize a particular 
reference group in a given situation. On the other hand, the inﬂ uence 
of other groups might be less. Therefore, it is important to understand 
these groups’ key dimensions and how they have developed their con-
nections with the reference groups (Prakash 2010). Let’s take a look at 
the dimensions closely.
 1. Membership: This element is important in developing and 
understanding groups. Di erent members have various levels 
of membership a  liations; their belongingness, involvement, 
and engagement vary. For example, in a group, some members 
perceive that they belong to the “group” while others may feel 
separate from it. The membership element also a ects consumers and their orientation 
about products and brands changes accordingly. Further, these elements can be connected 
easily with digital platforms. For example, Dettol used the #Handﬁ eshashtag campaign to 
promote, share and educate children about hand washing with a bar of soap in India. Here, 
group membership was related to the safety of consumers, and they liked this approach as 
they connected well with the health and hygiene elements quickly through social media, 
and became part of this initiative.
 2.  Social Tie Strength: This element is related to the closeness of the consumer with the 
group. If the consumer is associated with the primary group such as family and friends, the 
intimacy with the group is high. For example, When Kurkure launched the “Tedha Hai Par 
Mera Hai” campaign, they depicted the family and friends who accept each other despite 
the quirkiness and imperfections in the personalities. The ad depicts a family which is 
modern in outlook and traditional in values to connect with Indian customers. Thus, close-
ness of the reference group is important for enhancing the social tie strength of the digital 
natives. 
 3.  Contact Type and Attraction: This element explains the direct and indirect interac-
tion that a consumer undertakes in communication. Direct contact means face-to-face 
Figure 7.3 
Main Characteristics of Reference 
Groups 
Key Dimensions of Reference Group
Membership
Social Ties
Strength
Contact Type
Attraction
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communication and indirect signiﬁ es no physical 
 contact. These elements directly inﬂ uence consumers. 
For example, when a consumer is in direct contact of 
a reference group member, the impact on behavior is 
high as compared to an indirect format. The inﬂ uence 
of online and virtual communities has also increased. 
It is explained in detail in the latter part of the  chapter. 
Further, the desirability of membership in a group is 
its “attraction.” This desirability could be negative or 
positive. Negative desirability leads to dissociative ref-
erence groups. For example, young adults will never 
buy phones that are used by their parents because they 
(young adults) believe that they are more technologi-
cally advanced than their parents. However, there could 
be members with positive desire and attraction and they 
are known as aspirational reference groups.  Consumers 
buy those brands and products that may be part of 
this group as they feel that by doing so, they are the 
hedonic members of the aspiring group. The inﬂ uence 
of reference groups can vary, as there are independent 
variables such as “self-concept,” demographics, social 
class, community, society, profession, and culture that 
change with the person. For example, the term culture 
can imply a consumer’s own culture, others’ culture, or 
another culture altogether. 
Emergence and Evolution of “The Self”
Historically, eastern and western countries used to have di erent consumer “self;” however, 
now they are similar with some variations. Consumers make purchase decisions after employ-
ing the “self ” component. Consumers use internal stimuli like the “self ” to make the deci-
sions along with other extrinsic elements like ads. The self is a complex and complicated 
element of consumer behavior and it needs to be comprehended while understanding ref-
erence groups, as they are extrinsic elements in the decision-making process. The di erent 
types of self are: 
 •
Inner Self: The inner self is private, independent, and individualistic in nature. This 
self is associated with desires, expectations, emotions, feelings, preferences, memories, 
and likings of an individual. The inner self is also hedonic, symbolic, and experiential. 
 Consumers want to satisfy their inner instincts and believe “I am worth it”—an attitude 
that emphasizes the self-experiential and self-rewarding aspects. Consumers focus on per-
formance, quality, style, aesthetics, product attributes, and pleasure that they would like 
to derive after the private use of products and brands. They emphasize on self-enhance-
ment and self-concept, which they can acquire from sensory pleasures. Consumers take 
initiatives with regards to self-directed pleasure and self-indulgence. They buy products 
Figure 7.4  Different Kinds of Reference Groups
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for themselves as they believe in self-gifting and pampering. Now, Indian consumers are 
more individualistic and are moving away from collectivistic thinking. This change is also 
observed in behavioral patterns and the consumption of brands and products. The inner 
self is becoming more important to Indian consumers, as they are more independent in 
their thinking and behavior. For example, India Santa is India’s ﬁrst experiential gifting 
service that provides unique and exclusive experiences to digital natives. These experi-
ences range from adventure, leisure, luxury, and health to wellness and self-discovery. 
Consumers can select the kind of gifts from this range of categories. Thus, they could 
gift themselves and others what they like the most (Kashyap, 2017). This self-gifting and 
gifting for others is not speciﬁc to any special occasion as consumers like to buy gifts 
whenever they want. 
 •
Outer Self: This is the public or interdependent and interpersonal self. This self concen-
trates on “ how others feel about me, my behavior and my consumption pattern” (Cuncic, 
2018); it works on the extrinsic elements. Individuals behave according to other people’s 
thinking and mindset. External appearance, social status, social roles, and social approval 
are critical elements of the outer self as they inﬂuence the self-image. This interdependent 
self is primarily observed in the eastern part of the world like India. Here, consumers focus 
on conspicuous consumption while they are in the realm of the outer self. 
 •
Digital Self: The digital self is known as the interactive self as it has emerged from the ear-
lier two selves, i.e., outer and inner. Earlier, consumers had an interdependent self as they 
focused more on others and society while consuming brands and products. They eventually 
had independent thinking and individualistic approaches. Now, consumers use technology 
extensively while consuming brands and products. They have not completely left their 
outer self but developed an independent approach. Consumers ’digital self has emerged 
from their earlier selves. Extensive use of social and digital platforms may be added and 
the importance for self-images will be portrayed on social media networks. We see that 
consumers have extensive interactions with their reference groups such as friends, family, 
peers, and relatives on these networks. They use this self in their intense discussions with 
the reference group through digital platforms. After understanding the “self ” component 
of consumers, let us now understand the socialization frameworks that aect the inﬂuence 
of reference groups in consumer behavior. 
Consumer Socialization Framework 
In order to understand consumer “self ” and their socializing process with reference groups, some 
frameworks need to be studied. The framework refers to the processes by which a child gains 
knowledge to develop skills and attitude, which in turn transforms that person as a  consumer. 
No wonder that the child also acquires consumer traits at an early stage as children meticulously 
observe their parents and other adults when the latter consume brands and products. These indi-
viduals act as their role models while developing their understanding of brands and consumers. 
Indian children obey the instructions and norms set up by their parents and society. The inﬂu-
ence of their parents is high on their decision-making process. When a child grows and becomes 
an adult, the person gets aected by peer circles and friends as they have a key role in aecting 
his/her purchase decision. Indian individuals live in a social and communal set-up, so the inﬂu-
ence of peer groups is naturally high. 
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Children learn how adults gather information from various sources and integrate them to 
make the decision. The child also observes how they discuss the information with other individ-
uals such as their friends, sales personnel, and family members. The Indian father is considered 
the head of the family. This trend, however, is changing. Workingwomen often take family deci-
sions. More importantly, co-shopping also inﬂuences the consumers’ mindset and consump-
tion pattern. Indian children buy products either with their mother or father. When household 
products or groceries need to be purchased, children go with their mother. They shop with their 
fathers for consumer durables, electronics, or cars, as they are high-cost products. Additionally, 
children also shop with their older siblings, extended families and neighbors. More speciﬁcally, 
parents take a decision about the child’s co-shopper depending on the trust and credibility of 
the individual. If parents succumb to their children’s demands, it often makes the children really 
stubborn. That is why parents have to explain with reasons and provide a rationale to their chil-
dren while selecting or not selecting products. 
Adult Socialization
From college onwards, adult socialization is a consistent and continuous process that persists 
until retirement. During this phase of an adult’s life, there are many inﬂuencers such as family, 
extended family, friends, peers, and neighbors. For example, primarily friends inﬂuence a col-
lege student’s decisions. In India, parents help their children ﬁnancially at dierent stages of 
their life. For instance, parents pay their fees while children study in school and college. Parents 
also help their children when there is a ﬁnancial requirement even after their marriage. Family 
and parents also inﬂuence as they provide ﬁnancial support to their adult children. Extended 
family members such as cousins and other relatives also aect adults inﬂuencing their mindsets 
and decision-making process. Neighbors have a key inﬂuence on adults as they compare their 
products and brands with the adult’s belongings. Neighbors have dierent groups on WhatsApp 
and Facebook, yet, they are always connected to the  individual. They tend to know about every 
activity and purchase decisions made by individuals. For example, when an individual wants to 
get married, the decision is made after communicating with all group members. They discuss 
all the nuances of marriage such as date, time, duration, gifts, and food. 
Integrated and Digital Socialization
Integrated and digital socialization means that some products such as jewellery can be used by 
an adult since it was consumed by the earlier generations. However, this approach may not be 
used for technological products such as mobile phones, laptops, and tablets. The message may 
be given to individuals through digital platforms as they may live in a dierent city. 
In India, following norms and rituals related to brands and products is a common practice. 
For instance, a mother-in-law would always give the same brand of necklace to her daughter-in-
law at the time of marriage. They would also recommend visiting the same shop. The older gen-
eration would be explicit about the brands that they have used for their whole life. However, the 
younger generation is tech-savvy and always like brands with global appeal. They try to change 
the mindset of the older generation by using digital platforms. They teach their parents how to 
use Facebook and WhatsApp. Once their parents are connected to dierent groups, they start 
learning about new developments and changed the thinking process about brands and products. 
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Friends of this older generation are also on digital platforms. They help individuals of this age 
to become liberal and open to other brands and products. Therefore, the entire socialization pro-
cess becomes integrated and digital with dierent and multiple networks and layers. 
After understanding the socialization process and framework used by the child, adult, and 
integrated framework, let us now comprehend the dynamic and power of dierent groups as they 
have dierent inﬂuences on consumers.
Dynamics and Power of Reference Groups 
The power of reference groups is connected with social power. This power means the capabil-
ity of the group members to modify thinking, perceptions, feelings, and behavior of individ-
uals. The degree of their capability to alter these changes in individuals decides the power of 
the  person. The power and dynamics of reference groups are unique and these elements inﬂu-
ence the decision-making process of consumers. Here are the various groups (Kardes, Cline & 
 Cronley, 2011; Majumdar, 2010; Prakash, 2010; Schiman & Kanuk, 2002):
 1.  Family: They have an important role to play in the decision making of products and brands. 
For example, consumers in India liked the approach used by McDonald’s. They positioned 
themselves as a family restaurant. The family is the primary reference group that the con-
sumers refer to when they face an issue. They are helpful to consumers when decisions are 
related to long-term bases such as property and consumer durables. They have an emo-
tional connect with consumers. Family interactions also take place on digital platforms 
as consumers have groups on WhatsApp and Facebook. They communicate about brands 
and products while exploring, comparing, evaluating, and inﬂuencing the decision-making 
process of individuals. 
 2.  Friends: Friends are important as they are with consumers at every stage of life through 
digital platforms. People make friends in dierent clubs, events, and recreation centers. 
Consumers select their friends as they have common thinking and understanding of vari-
ous aspects in life. They are considered to be reliable and credible. Friends help in selecting 
and choosing brands. For example, Café Coee Day will be selected by consumers after 
having discussions with their friends. They also help consumers choose gadgets such as 
mobile, computers, laptops, and notebooks and beauty care products. Consumers consider 
friends to be credible and tech savvy. Additionally, within the friendship circle, consumers 
identify “product experts” who are knowledgeable about a particular domain. These prod-
uct experts exert inﬂuence on consumers. These friends’ experts can also hang out with 
their circle over a cup of coee at Café Coee Day. The company has provided this facility 
to these digital natives by their online mobile app.
 3.  Peers and Neighbors: Colleagues and peers inﬂuence decision making by understanding 
the requirements and helping the search for information about products and brands. They 
carry out a thorough search about various product and services that might be useful to 
 individuals. Peers interact on a daily basis. So, it becomes easier for consumers to take the 
discussion at dierent levels. Consumers feel that peers help them to keep updated and well 
versed with the trends and technology as they always make comparisons. Similarly, neigh-
bors exert inﬂuence on consumers while they make a brand selection.  Consumers always 
compare their options with their neighbors, so that they can remain ahead of them. This 
behavior is more visible in North India, primarily Delhi. Consumers assess the  neighbors’ 
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cars, their brand, and know the price of the product before they go and buy their own 
vehicle. They mention it upfront to the car dealer that they want a particular brand with a 
certain price tag, which would be better than their neighbors. They behave in this manner 
to show that they are sophisticated individuals with better brands and expensive tastes than 
their neighbors. 
 4.  Product Experts: Consumers always refer to the opinion of experts. These experts can have 
blogs that can be read and understood by consumers. Consumers can also discuss products 
and brands through online media with their friends and refer to the experts’ opinion while 
undertaking the evaluation process. For example, when stylish apparel is discussed among 
the girls in a WhatsApp group, they refer to the blogs of the fashion designers to formu-
late their views and opinions about various brands. Additionally, experts can emerge from 
their domain expertise and ﬁeld. The best example of the same could be fashion design-
ers. These experts also have a wider impact on consumers as they consider them knowl-
edgeable and intelligent. For example, Shalini Chopra who is an expert on beauty, food, 
fashion, and Bollywood. There are many consumers who follow her posts and pictures on 
social media as she writes about trending styles in fashion and beauty (Aapkispace, 2017). 
Experts’ insight help the consumer make decisions about their subsequent products and 
services related to that area.
 5.  Consumers: The average consumer, the common person who has used the brands and 
products, plays an important role in the decision making of the individuals. When they 
choose or select the brands, consumers always prefer to take suggestions and feedback 
from earlier users. Consumers perceive that the actual users can give them real feedback 
about the brands and products. This was also supported by research, which has proposed 
that the reference group has a key inﬂuence on brand decisions. These decisions are being 
categorized into two formats—conspicuousness and identiﬁcation by others. 
      Conspicuousness means the product has to be exclusive and consumers are able to 
ﬂaunt with the brands. This can be also carried out virtually as digital natives can easily 
ﬂaunt their brand purchases on social media. The second category which is identiﬁcation 
by others means that the reference group would prefer those products that are used and 
noticed by their social circle. This is because quick identiﬁcation facilitates the consumers 
in validating the right product choices (Boume 1957). For example, when a person wants 
to buy a bike, the individual will interact with the other bike owners of various brands to 
understand the market and products. 
 6.  Employee and Technology: Consumers feel comfortable when they discuss brands and 
products with company employees. Consumers feel that they get credible and trustworthy 
information from employees. For example, consumers interact extensively at the stores 
about brands and products they are planning to buy with the employees. They carry out 
intense discussions to ensure that their choices are appropriate and in accordance with 
their requirements. Consumers feel that the company’s employees are important stake-
holders of the organization who can inﬂuence their decisions and guide them in the right 
direction. Further, artiﬁcial intelligence has redeﬁned the consumer brand relationship pri-
marily when they make a purchase in the retail set-up. It has been found by a Gartner study 
that by 2020, 85 percent consumer interaction and engagement in the retail set-up will be 
taken care of by artiﬁcial intelligence (Forbes India, 2017). Thus, this development means 
that consumers would be interacting more with machines rather than humans. 
 7.  Celebrities: Consumers feel that celebrities play an important role in the decision-making 
process. They are symbolic reference groups who are liked and preferred by consumers 
with high perceived credibility. Fan groups which are primarily active on the digital media 
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platforms are always inspired by the charisma, talents, skills, and personality of these 
celebrities. These consumers believe in authentic information and would always double 
check it via digital media before using the information delivered by celebrities. Individu-
als are inspired by Bollywood stars and cricketers in India. They motivate them to use 
brands and products. However, consumers help create buzz and awareness. It depends 
on the product attributes, quality, and the requirement of the individual to choose brands. 
Celebrities motivate consumers to explore brands in the market as they are considered to 
be “trendsetters.” Celebrities can be used as testimonials, which may be related to their 
personal usage of the product. Additionally, consumers may only remember the message 
and the source, which is known as the sleeper eect. 
 8.  Brand and Online Communities: These communities are non-geographical and develop 
from the organized social relationships among brand owners and psychological associa-
tion with the brand, usage of the product, and the company. They share rituals, custom-
ers, traditions, and moral responsibilities. These communities also develop practices that 
weave around the brand to enhance engagement. Thus, consumers’ behavior is also aected 
rapidly. Here, online communities include the set of individuals that communicate over a 
period of time via digital platforms. The interactions can take place through online mes-
sage boards, blogs, and discussion boards. The consumers’ interactions on these platforms 
are not mere communications. That is because members develop emotional attachments. 
The communication pattern also symbolizes group structure as experienced members 
become experts, and new members seek guidance and help from them. Other members 
contribute to managing and developing the content for the group. The basic elements of 
the online communities that are important to understand their inﬂuence on consumers’ 
behavior are (Prakash, 2010):
 a.  Public proﬁle: Online communities’ help consumers develop a public proﬁle of their 
“persona” that can be referred by any individual. This helps them manage their indi-
vidual image and identity among the societal members. These elements are crucial for 
consumers as they give high importance to these components and behave accordingly.
 b.  Connect with the Known: Consumers are able to develop the list of those members 
who might be renowned and established in their ﬁeld. Consumers would like to asso-
ciate with people who might not be quite reachable in the real world. Online com-
munities help consumers to associate with their aspirational reference groups. This 
approach helps consumers remain connected with their premier social circle and facili-
tates them in enhancing their image in the society. For example, consumers liked when 
Jet Airways and American Express provided them with an opportunity to share their 
thoughts with their fans on Facebook. They were excited about this campaign as they 
received rewards or miles as a reward for sharing their ideas.
 c.  Media Sharing: Members of online communities can easily share content on dier-
ent media platforms such as Facebook, Twitter, WhatsApp, and YouTube. This shar-
ing approach helps consumers maintain their image across various digital platforms 
and retrieve the information from these sources when making purchase decisions. For 
example, consumers liked Mahindra’s concept of “Spark the Rise.” Consumers were 
able to share their project ideas related to dierent industries, as well as receive guid-
ance and grants. They even voted for their favorite project while using media platforms 
such as Facebook and Twitter. 
After understanding the dynamic and power of various groups, it is important to know the 
role and signiﬁcance of these individuals on consumer’s behavior and consumption pattern. 
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Role of Reference Group in Influencing Behavior 
and Consumption Pattern 
Reference groups help in sharing experiences, thoughts, ideas, perception, and identity of an 
individual. Consumers evaluate their performance while comparing it with other members. They 
assess their behavior after comparing the performance of the products mentioned by reference 
group members. 
Figure 7.5 
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Nature of Reference Group
Reference groups can inﬂuence consumers in these broad ways (Hawkins & Mothersbaugh, 
2013):
 1. Information: Consumers retrieve and gather information from dierent reference groups 
to decide about brands and products. When a reference group member endorses the brand 
and product, it adds more value to the consumer. For example, consider a situation where 
a user of an iPhone is asked by a friend for recommendation for buying a new phone. The 
chances are that the user would recommend an iPhone to the friend. As this individual has 
been using this brand, the friend is likely to be aected by this and might buy an iPhone as 
the information has been received from a credible source. 
 2. Normative: This kind of inﬂuence may be functional in nature as it occurs when a con-
sumer achieves the group desires, expectations, and receive an award or recognition. This 
inﬂuence can be utilitarian occurring when the consumer is able to satisfy the expectations 
of the group in order to receive the reward. This inﬂuence is more visible in the online 
set-up as social approvals are imperative. For example, many consumers would buy and 
wear those clothes which have been approved of and found to be acceptable by their social 
circles. This approval and acceptability have also become digital which even leads to con-
spicuousness. In India, normative inﬂuence is high as consumers think about their friends 
and family perception before they buy the brands and products. For example, when an 
individual wants to buy a bike, the person thinks about friends’ and family’s reactions. This 
behavior is observed more in the products that are used for ﬂamboyance. Social approval 
and acceptance from the reference group are important for Indian consumers as they con-
sume these products with the members at dierent forums. 
 3. Value-expressive: This inﬂuence is observed when consumers have internalized group 
values and norms. Individual behavior is driven by group norms, adopting the thinking and 
behavior according to the expectations and standards developed by the group. This kind 
of behavior is more visible for the products and services that are consumed publicly rather 
than privately. This public consumption is subsequently seen in digital media platforms. 
For example, an individual is part of a cricket group where members comment about the 
players and game. If some of the members have expert knowledge, other individuals also 
acquire knowledge from various sources and develop perceptions based on the discussion 
that takes place among group members. 
 4. Comparisons and Compliance: Reference groups help consumers maintain high 
 standards. Subsequently, they evaluate their desires, expectations, performance, attitude, 
and behavior after comparing them with their reference groups such as family, friends, 
acquaintance, and peers. Here, family as an inﬂuencer helps an individual ﬁgure out the 
bases of norms and beliefs as they grow up with them. These norms and beliefs developed 
at the early stage inﬂuence the attitude and behavior of individuals. Further, compliance 
is the set of behavior that is a part of consumers. It is derived from the norms and beliefs 
of the group. Consumers comply with group rules to gain social acceptance. For example, 
in a cocktail party, a youngster may dress up in Western as opposed to Indian attire as this 
is the norm of the group. Individuals or consumers modify their behavior according to the 
group and social circle. 
 5. Internalization: Many reference groups have norms and beliefs that are internalized by 
consumers. Individuals change their thinking, mindset, and perception and follow these 
norms. For example, Mahatma Gandhi’s principle is followed and internalized by some 
individuals; this has changed their personality accordingly. Another example is that of the 
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Mumbai International Airport. Individuals or residents of Mumbai have internalized the 
characteristic of the city which is dynamic and versatile. People are competent in vari-
ous ﬁelds and are happy about their work. The images and pictures were shared on the 
 Facebook page. Consumers shared thoughts and pictures with the social circles that had 
similar ideas about the city. 
Intensity of Influence by Reference Group on the Consumers
The inﬂuence of the reference group varies according to the context. The intensity of inﬂuence 
depends on the product, type of product used, and the brand consumed. There are dierent 
elements that need to be understood to comprehend the intensity of the inﬂuence of reference 
groups. They are as follows (Schiman & Kanuk, 2002; Childers & Rao, 1992):
  1.  Visibility of Consumption with Product Category: The inﬂuence of reference groups is 
associated with the visibility of consumption. If products are highly visible, the intensity 
of the reference groups’ inﬂuence is higher on the consumer. For example, accessories 
are visible and Indian consumers, primarily youngsters, are particular about this product 
category. However, the inﬂuence of the reference group would be less in those products 
categories consumed in private, for example, condoms or medicines. Additionally, the cat-
egory of a product aects the inﬂuence of the reference group. For example, apparels are 
bought under the inﬂuence of reference groups but not gas stoves. 
  2.  Relationship and Relevance: The inﬂuence of reference groups also depends on the rela-
tionship between the individual and group members. Close and emotional association is 
correlated inﬂuence. For example, if the best friend of an individual recommends a pair 
of footwear to the buyer and it is accepted as both individuals are emotionally connected 
and develop a strong bonding. More importantly, if the task or activity is relevant to the 
group, the members have a high inﬂuence on the individuals. For example, when a woman 
wants to buy a bike and is part of Bikerni Association of Women Motorcyclists (female 
bikers club, India) club, then the impact of the members would be higher as this activity is 
directly related to them. 
  3.  Trust and Nature of Individual: Consumers should also have faith and conﬁdence in the 
group members. When a consumer considers the group members to be trustworthy, the 
intensity of inﬂuence is higher. For example, when an individual seeks advice about a par-
ticular property from his friends who are into this business, the trust would be higher. More 
speciﬁcally, their own individual traits, personality, perception, values, norms, beliefs, 
and behavior also aect the inﬂuence of reference groups on consumers. If the person is 
introverted and believes in living life independently, the inﬂuence of the reference groups 
will be low. For example, many extroverted consumers liked the initiative by Sunsilk on 
Facebook known as “Sunsilk Gang for Girls.” They could read, comment, and discuss the 
expert opinion, and share it with their friends and social circles. An introverted person, 
however, may just read the information to gain knowledge. 
  4.  Reliability and Trust with Products: The inﬂuence of reference group on consumers 
depends upon the trust and credibility of the reference groups with consumers. If an indi-
vidual feels that the reference group is reliable, their decision making is inﬂuenced by 
the products changes accordingly. For example, assume that an individual wants to buy 
a wristwatch. If there is a person in his or her friend circle who has used many products 
in this category and oers authentic information about the brands, this association would 
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aect the decision-making process (as trust is high in this bonding). Therefore, we see 
that when products are an absolute necessity for consumers, the inﬂuence of the reference 
groups is lower because there is an immediate requirement. Individuals cannot wait for the 
recommendations from reference groups. However, when luxury products are involved, 
the eect of reference groups is higher. For example, when an individual has to buy a pen 
for daily use, the inﬂuence of reference groups would be lesser. However, when the pur-
chase is related to luxury cars, the inﬂuence of reference groups would be higher. 
  5.  Engagement with Groups: If the individuals are highly engaged and involved with ref-
erence groups, they would discuss every activity of their life. For example, youngsters 
always update their status on Facebook and discuss their daily activities with their close 
friends on a regular basis. If the engagement of an individual is higher with the reference 
groups, the inﬂuence would be exponential. For example, consumers had a high level of 
engagement with the “Axe Angels Club.” Consumers were able to see sensual and enticing 
images of females on this Facebook page. Consumers liked it as the images were mesmer-
izing and stunning, and they shared it with their friends and social circles. 
  6.  Perceived Risk and Products with Conspicuous Consumption: When products are seen 
as high perceived risks, the inﬂuence of reference groups on consumers is high. This is 
because individuals gather information from these people to develop a better understand-
ing of the products. For example, when individuals want to buy a property, the perceived 
risk is high. Then, the inﬂuence of the reference group increases. However, when the same 
person wants to buy a soap that has low-perceived risk, the eect of these groups would be 
low. When products such as mobile phones, apparel, and gadgets are used as conspicuous 
consumption by the consumer, the reference group approval and inﬂuence is high. This 
is because the individual is consuming the products with the members of the reference 
group. A product like lingerie, which is not consumed conspicuously, does not have a high 
inﬂuence of the reference groups as individuals take the decisions independently. 
  7.  Living Style and Group Size: Consumers’ living style has primarily two elements—
downward rigidity and upward ﬂexibility. When consumers have high upward ﬂexibility, 
they are more accommodative. Then, they make adjustments in their product selection and 
consumption according to the recommendations made by the group. For example, if the 
person buys a car and aims for an entry-level sedan, then, the group recommends a better 
variant. Based on the same, the individual can change the decision as the person has high 
upward ﬂexibility. In addition, the size of the group is directly related to the inﬂuence that 
they exert on the consumers’ mindset. When the reference group is small, it has a larger 
impact on the consumer as the individuals are connected closely with each other and there 
is a close bonding. When the size of the group increases, the impact of members on the 
individual reduces as engagement is reduced. 
  8.  Willingness to Change with Information: The intensity of the inﬂuence on consum-
ers from the reference group depends on the willingness of the individual to change. For 
instance, an individual may have received a recommendation from the reference group to 
buy a new bag. But the person is not willing to buy a new product. This unwillingness of 
the individual would act as a hiccup to the inﬂuence of reference groups. Further, the inﬂu-
ence of the reference groups on consumers is aected by the information that the members 
provide to an individual to change the mindset. If the information is detailed and supported 
by a rationale, the inﬂuence is higher. However, if the information is peripheral and less 
persuasive, the inﬂuence of the reference group would be lower. 
  9.  Rewards and Appreciation: These elements also aect consumers largely. If there are 
rewards and appreciations associated with the change, consumers may quickly grab the 
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opportunity and modify their behavior. Or else, who would waste time listening to empty 
advice? For example, if the reference groups mention that a stylish member would be 
rewarded a cash prize at the party, then this incentive might facilitate the consumers’ modi-
ﬁ cation of their behavior. Naturally, they are excited and motivated. The inﬂ uence of the 
reference groups on consumers increases because of rewards and recognition. 
 10.  Experience and Market Condition: When the members of the reference groups are expe-
rienced and have expertise in products or brands, individuals will be able to change their 
behavior accordingly. This change happens easily as they are considered to be credible 
sources. Importantly, the intensity of the inﬂ uence of reference groups 
is also a ected by market conditions. For example, as the income rises, 
so does the demand for and consumption of products. Along with it, 
the reference groups’ inﬂ uence also increases and the psychological and 
ﬁ nancial elements support the consumers’ behavior. After having an in-
depth understanding of the inﬂ uence of reference groups on consum-
ers’ behavior, let us now comprehend word-of-mouth and key sources as 
these processes play a vital role in framing the individual’s mindset. 
Word-of-mouth with Key Sources 
Indian consumers usually know about brands and products from their 
friends and family members. They observe their reference groups keenly 
when the products are consumed. They also seek advice and recom-
mendations from their reference group about products through word-
of-mouth communication. Word-of-mouth speciﬁ cally means sharing 
information verbally through a face-to-face communication or digital 
platforms by individuals. Social media and digital platforms help word-
of-mouth communication as they generate a quick and instant response 
from individuals. These platforms also help in developing trust between 
the individual and reference groups such as friends, family, and acquaint-
ances. These group members subsequently a ect the decision-making 
process of individuals. More importantly, it is observed that consumers 
have more faith in worth-of-mouth communication than on the market-
ing and advertising campaigns delivered by companies and brands. 
The key sources that facilitate and a ect Indian consumers about 
the word-of-mouth communication are discussed in the following sec-
tion (Hawkins & Mothersbaugh, 2013; White & Dahl, 2006; Laczniak, DeCarlo & Ramaswami, 
2001; Keller & Fay, 2009): 
 1.  Ads and Friends: Consumers go through ads and campaigns of various brands and 
 products. They read reviews of these campaigns on digital platforms. They share their 
views and opinions on social media networks and thus consumers generate word-of-mouth 
communication of various products. Additionally, consumers feel that the key source of 
information about brands and products are friends. They discuss in detail about products 
with their friends as they are considered to be credible and trustworthy. Consumers even 
share their views and opinions about products that they developed from expert opinion, 
online forums, and their own readings with friends. Therefore, they become important 
Word-of-mouth with Key Sources
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elements of word-of-mouth communication. For example, when Starbucks came to India, 
it provided coee experience in a pleasant ambience. Indian consumers liked the pleasing 
environment in which they could enjoy good coee and conversations with their friends. 
The word-of-mouth publicity for Starbucks was shared with friends and it soon became 
viral. 
 2.  Digital Press: Consumers used to read newspapers and journals. Now, they gather informa-
tion about brands and products through online platforms like—paper and e-journals. They 
download apps of leading newspapers like The Times of India to increase their knowledge. 
Consumers feel that sharing and discussing the information becomes easier if they are 
reading on these platforms. This source also facilitates word-of-mouth communication, 
which is also being used by the mobile application. The mobile app can be related to the 
latest news as well. One of the best examples of this is the app of the Economic Times. It 
provides detailed information about the market, business, and economy in a live format. 
Thus, this app works a digital press for the consumers, which can be even shared easily 
with their social networks (The Economic Times, 2019).
 3.  Television (TV): TV has always been a major source of information that helps word-
of-mouth communication. Now, however, TV has moved from being the primary source 
of information to being a secondary screen. Thus, individuals perceive that TV delivers 
information about brands and products but the ﬁrst screen is a mobile phone that integrates 
with other digital platforms. Consumers discuss information about the products that are 
broadcast on TV via Facebook, Twitter, and WhatsApp. This approach helps develop word-
of-mouth communication for various brands and products. 
 4.  Mobile and Social Media: The mobile phone is considered an important tool by consum-
ers for word-of-mouth publicity as it is their “ﬁrst screen.” They share the information with 
various social media networks through the mobile phone. Consumers retrieve informa-
tion from dierent social networks, discuss, and share accordingly to their platforms. This 
approach facilitates word-of-mouth publicity. For example, consumers liked the approach 
used by Tata Nano in “#Nano Bidding War” as they were bidding on Twitter and were con-
nected with their social circles, fostering healthy competition. Therefore, consumers feel 
that all these key sources need to be integrated to develop word-of-mouth communication 
as they use it simultaneously to promote sharing and discussion in one go. 
Word-of-mouth Communication
Consumers remember the negative experiences that they might have encountered while consum-
ing products or brands. These thoughts and memories are emotionally associated with consum-
ers (Laczniak, DeCarlo & Ramaswami, 2001). When the consumer complaints are not managed 
and responded to in an eective manner, they exaggerate any negativity. This results in negative 
word-of-mouth publicity. Consumers share these experiences upfront through social media and 
digital platforms. These thoughts become viral and inﬂuence the perceptions of other associated 
individuals. For example, when a consumer goes to a café and is not served on time, or if the 
coee and snacks taste bad, he/she may share this experience on social media while sitting in 
that very café. This is instant sharing of thoughts and it inﬂuences the mindset of other indi-
viduals. In 2018, a video depicting a Zomato delivery man taking a couple of bites from the 
food packet assigned for delivery and resealing it went viral. The video was viewed more than 
4 million times on various social media platforms. This resulted in huge negative publicity for 
Zomato as customers discussed the issue in various online and oine avenues. To cover up for 
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the damages, Zomato had to apologize and also detail out future steps that they will initiate to 
prevent such incidents (India Today, 2018). 
Opinion Leaders 
Consumers usually seek information about products and brands from speciﬁc individuals from 
their reference group. For example, if an individual wants to buy a designer outﬁt for a party, 
he/she will connect with a person who is an expert in fashion. The approach signiﬁes that con-
sumers have opinion leaders and product experts, fashion leaders, or style leaders among var-
ious reference groups such as friends, family, peers, and acquaintances. The conversation and 
interaction with this opinion leader and the individuals work in a network format as there are 
multiple ways in which the message is communicated at dierent stages of purchase such as 
exploration, comparison, evaluation, and selection. Individuals also retrieve information about 
products and brands from other online and oine sources and discuss with opinion leaders or 
product experts usually via digital platforms. For example, if the individual plans to buy a car, 
then an expert among the circle of friends will be identiﬁed. These individuals will start explor-
ing the information on digital media and simultaneously discuss the data with this person on 
social platforms to make the ﬁnal purchase decision (Laczniak, DeCarlo & Ramaswami, 2001). 
Traits of Opinion Leaders
Opinion leaders and consumers have strong bonding, and this strengthens their long-term rela-
tionships (Laczniak, DeCarlo & Ramaswami, 2001). It is imperative to understand the traits and 
dimension of opinion leaders as they reﬂect the type of interaction that exists between reference 
groups and individuals. 
 1.  Knowledge and Experience: Consumers feel that opinion leaders are highly knowledge-
able and experienced about products and brands. They have the expertise and the latest 
information which they evaluate and synthesize to synchronize their thoughts. They are 
socially very active and associated with all the leading social circles and communities. 
Their values and beliefs are also similar to the reference group’s members. For example, an 
artist who possesses expertise regarding the latest developments in arts can advise a friend 
from his circle about various paintings that can be used in the drawing and living room. 
The individual due to knowledge and expertise would consider this guidance and opinion 
from the artist trustworthy. However, the recommendation and guidance from individuals 
are situation-speciﬁc and vary according to their requirements and needs. 
 2. Demographic: The demographics of those who are opinion leaders tend to be in sync 
with the consumer’s traits. They are primarily extrovert, outgoing, and sociable which 
help them to connect with consumers primarily through digital media platforms. This per-
sonality of the opinion leaders also helps them express their views and thoughts about real 
issues and key challenges before individuals. The opinion leader emerges from reference 
groups in congruence with age, gender, education, or occupation with the individual. Fur-
ther, they could even be homophiles. This means that they prefer to be mostly with those 
who are similar to them in terms of their education, social status, and beliefs. However, 
the inﬂuential opinion leader would be marginally higher in terms of status and educa-
tion so that they can aect group members. Additionally, they are also ﬁrst-time buyers 
of products and services as they share this experience with group members and inﬂuence 
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their thinking and behavior. These individuals take the risk of using and exploring new 
products and services. For example, young consumers will have friends who are gener-
ally in the same age groups. When demographics are similar, it is easier for individuals 
to connect and accept their recommendations. For example, when Pepsi came up with the 
campaign during IPL “#crashtheIPL,” in 2015, consumers were thrilled and excited. They 
were supposed to play cricket with their friends and drink Pepsi for shooting the ad for 
Pepsi. Consumers liked the connection of sport with friends and drink. The best video was 
also aired on television. Consumers were also excited about the rewards. Therefore, when 
individuals of similar demographic traits are connected with consumers, the engagement 
level is high. 
 3. Digital: Opinion leader can also emerge from the digital platform as individuals may 
follow their blogs and expert opinion. For example, when Indian consumers like to buy a 
cricket bat, they might refer to blogs of renowned cricketers like Sachin Tendulkar. Then, 
they might decide about their brand. Therefore, it is not necessary to have an opinion 
leader present physically because individuals also get inﬂuenced by experts who might 
be on digital platforms. Further, these individuals are also followed by group members 
to understand their feelings and mood. For example, people follow opinion leaders via 
Twitter to understand their mood. Additionally, blogs can also act as an opinion leader 
for dierent brands. For example, consumers liked it when Myntra used their corporate 
blog, blog.myntra.com to post about the contest. Due to this, they became an ecient 
opinion leader. Consumers were excited because they were connected through Twitter and 
 Facebook with people who received prizes for correct answers. 
 4.  Virtual Networks: Online or virtual networks of the opinion leaders are always connected 
with many people. This connection is also known as digital social networks. Such net-
works are deﬁned by the nodes that opinion leaders are connected with. In the traditional 
and conventional set-up, networks were developed through the people but in the digital 
space, they are created by companies, articles, organizations, and so on. For example, there 
are opinion leaders in our online alumni school groups, college groups, and so on. These 
connections and networks of opinion leaders are understood by the social graphs that visu-
ally and diagrammatically present the connections of opinion leaders with the social group 
members. To deeply understand these connections, exchanges of information between the 
opinion leader and the group members are studied, which is known as “ﬂows between the 
nodes.” One of the best examples of this is the number of likes, comments, and shares by 
the members about the opinion leaders. These ﬂows are also not one way or two ways but 
are multiple ways on social media platforms. Therefore, this process is known as “media 
multiplexity.” 
Importantly, the strong and inﬂuential opinion leaders would also set up some strict rule 
for virtual members. For example, they cannot write negative thoughts or derogatory words for 
any member, which is known as “ﬂaming.” This practice is used to avoid clashes among group 
members. Further, opinion leaders also request their members to focus on the content for them 
for the virtual network. For example, these members create videos and collages of pictures that 
reﬂect their virtual networks along with their opinion leaders. People with their mutual friends’ 
further share this work and this process of online sharing enhances the inﬂuence of opinion 
leaders. Their networks increase. They are able to motivate and inspire more people and social 
networks digitally. Their inﬂuence is assessed by “inﬂuence impressions.” If they are able to 
make strong connections and networks, they are coined as “mass connectors.” 
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Challenges and Barriers of Influence of Reference Groups
Many challenges and barriers are related to the reference groups. These challenges and the 
barriers signiﬁcantly aect the behavior of the digital natives. There are challenges related to 
the environment under which the digital natives operate social aspects of their life and the infra-
structure that supports their behavior. Further, local products and standard of living are also 
challenges that the digital natives get aected with especially in terms of their behavior pertain-
ing to the reference group, which is explained in detail in the subsequent section. 
 1.  Environmental and Social Dimensions with Infrastructure: Consumers feel that there 
are several environmental and social constraints that inﬂuence the impact of reference 
groups in India. For example, a bride decides about the bridal jewellery along with her 
parents or in-laws and not her friends. Individualists may not accept this element, but they 
have to adjust their behavior with social constraints. Importantly, consumers perceive that 
infrastructure creates challenges for reference groups and their inﬂuence on the individual 
decreases in India. For instance, high-tech gadgets are recommended by reference groups’ 
living in a developed nation. The recommendations of such products may not work for 
Indian consumers as infrastructure issues hamper their decisions. Such is also the case for 
automobiles; hence, cars are not launched in India. 
 2.  Local Products and Standard of Living: Consumers in India have dierent avenues that 
provide local products and brands at a reasonable price. These products have a signiﬁcant 
eect on consumption pattern and consumer behavior. This issue also aects the inﬂuence 
of reference groups. Speciﬁcally, in India, the standard of living of consumers also varies as 
they have dierent sources of income. This challenges the inﬂuence of reference groups as 
their orientation towards brands and product become heterogeneous. Let us now understand 
dierent marketing strategies suggested by consumers related to various reference groups. 
Impact of Reference Groups  
on Marketing Strategies
There is a signiﬁcant inﬂuence of the reference group on the digital natives’ behavior. These 
inﬂuencing aspects of the reference groups have to be studied in the context of the marketing 
strategies primarily with relation to types of groups, word-of-mouth, opinion leaders, brand and 
online communities. These aspects of reference groups will be explained in detail in the subse-
quent sections with the association with the marketing strategies. 
Types of Reference Groups
In the dierent types and categories of reference groups, the important groups are informational 
and normative (Hawkins & Mothersbaugh, 2013). They have a signiﬁcant impact on the market-
ing strategies that inﬂuences the behavior of digital natives. Further, marketers have to identify 
the groups and the aspirations of the groups in order to aect the behavior of the digital natives’ 
behavior. These aspects are explained in detail in the subsequent sections. 
 1.  Informational and Normative Reference Group: Consumers feel that informational ref-
erence group includes experts such as doctors, fashion designers, and artists who can be 
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used by the brands in advertising campaigns as they are considered to be credible sources. 
Consumers perceive that this approach would help enhance the believability and reliability 
of the brand. Additionally, consumers also want that these experts are able to use brands 
and consume products in the advertisement to make it more convincing. Consumers feel 
that marketers can develop implicit or explicit messages for advertising campaigns with 
the aim to deliver rational product usage. However, consumers perceive that marketers do 
not use this approach as manifestly as there are multiple ethical issues such as individuals’ 
insecurity and fear that may not have been managed properly. 
 2.  Identiﬁcation and Aspiration for Reference Group: Consumers feel that marketers can 
illustrate products that are in congruence with the individuals’ beliefs and are connected 
with the groups’ values and norms. For example, consumers would like to see an approach 
that focuses on a young couple who live with their children in the metro city of India. In 
addition, consumers think that the aspiration reference groups break the clutter and excite 
them enough to explore brands and products in India. Their aspiration reference group 
primarily includes Bollywood stars and cricketers. These individuals and personality allure 
consumers towards brands. Then, they make their purchase decisions under their inﬂuence. 
Word-of-mouth Communication and Opinion Leaders
Word-of-mouth communication is imperative to Indian consumers as they seek information 
from the references. They are inﬂuenced by recommendations and suggestions made by opinion 
leaders (Laczniak, DeCarlo & Ramaswami, 2001). Here are some approaches that consumers 
suggest: 
 1.  Identiﬁcation of Opinion Leader: Consumers feel that marketers should identify the 
opinion leaders as they are considered to be credible sources and have a key inﬂuence in 
their decision-making process. According to consumers, brands should reach out to them 
through indirect networks. They prefer that they get the brand’s information through opin-
ion leaders. Consumers perceive that these individuals are more credible than brands. They 
feel that positive word-of-mouth communication with the viral eect can be developed 
through opinion leaders and digital media. 
 2.  Story Weaving around Brand and Opinion Leaders: Consumers would like market-
ers to weave stories with opinion leaders around brands. They like storytelling from a 
trustworthy source. This approach can inﬂuence their mindsets and thinking processes 
about brands. For example, stories could be related to the marriage of a young girl in India 
or about a mother and child relationship. More importantly, consumers feel that brands 
and products can be endorsed by opinion leaders as it would help receive information. 
 Consumers appreciate this approach as they feel that strong relationships with brands can 
be developed. For example, when a brand endorses a dentist who is popular among refer-
ence groups, the relationship with group members can be further enhanced and the cred-
ibility of the message could be high. Additionally, marketers can give samples of products 
to opinion leaders as they can inﬂuence reference group members and create viral eects 
of the brands. Consumers feel that word-of-mouth communication can also be facilitated 
by this process. 
 3.  Reward System and Viral Eect: Consumers think that discounts and rewards can be 
oered to them for the referral approach. When an opinion leader refers to a friend or 
family member with recommendations, the inﬂuence is high as they have already tried 
the products and services. For example, when an individual has used spa services, then 
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rewards and discounts should be given to the member who referred the new customer. 
More speciﬁcally, consumers feel that a buzz can be created by opinion leaders. Buzz is the 
“exponential expansion of word-of-mouth” or “words that spread like wildﬁre.” Opinion 
leaders such as Bollywood celebrities can create a viral eect in the market. For example, 
consumers appreciated when Uber cabs in Indian used Bollywood star Anil Kapoor and 
oered rides with him in the cab. Consumers perceived that this star was able to create a 
buzz as this approach became viral and many individuals started ﬂoating their ideas and 
thoughts on social media. 
Brand Communities
Digital natives feel that relationships are important for the brand communities as they help the 
companies and the brand to customize the products and services for these individuals. Brand 
communities also have to associate them with the news of the forthcoming events and create 
value for the digital natives. These dimensions are important for the digital natives as they sig-
niﬁcantly aect their behavior primarily in the context of the brand communities (Schiman and 
Kanuk, 2002; Okleshen and Grossbart, 1998; Prakash, 2010; Hawkins and Mothersbaugh,2013). 
 1.  Relationship and Customization: Consumers feel that organizations and ﬁrms can create 
long-term relationships through brand communities. They perceive that several activities 
can be developed which can enhance their strong bonding with brands and can enter-
tain them eventually. More importantly, consumers think that brand communities’ interac-
tions and communications can be used for personalization of products. They share their 
thoughts, ideas on dierent platforms and this information can be tracked by brands to 
understand their requirements, and products can be delivered accordingly. For example, 
Pizza Hut provides customized toppings based on the preference of consumers this is 
important for the consumers as in India, more than 60 percent of the people are vegetar-
ians. However, in the global market, consumers may prefer beef and pepperoni. 
 2.  News about Upcoming Events and Value Creation: Consumers prefer that brands share 
information about upcoming events through these communities. Consumers also like to 
participate in brand-related events and brand fests as they feel that these occasions are 
good sources of entertainment and socializing. Brands can add value in their lives by 
empathizing and appreciating them. They want brands to appreciate their eorts on various 
social media networks. They would also like to celebrate dierent festivals of India such as 
Diwali and Dusshera as it can become more exciting. These individuals would like to share 
inspiring stories about brands and how they add value to their lives. 
Online Communities
Consumers prefer that brands capture this medium as many individuals use these platforms and 
develop more dedicated and sophisticated online communities for interactions and communi-
cation (Schiman & Kanuk, 2002; Okleshen & Grossbart, 1998; Prakash, 2010; Hawkins & 
Mothersbaugh, 2013; Jones, 1997). Consumers extensively use and share information about 
brands and suggest some approaches for marketers.
 1. Incentives: Consumers want to receive incentives and coupons from brands when online 
community users have developed a good approach for them. They always look for incen-
tives, good deals, and discounts from brands.
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 2. Solutions: Consumers feel that brands can help them by providing solutions to their prob-
lem through online communities. Indian consumers feel good when their issues are sorted 
out by brands. They feel that this approach would help in developing a long-term relation-
ship with brands. Netmeds oers an easy online platform primarily to buy medicines and 
healthcare products. Consumers can buy these products through their online portal and 
mobile App, which ease out their shopping experiences (Abrar, 2019).
 3. Entertainment: In India, consumers usually look for entertainment as they are stressed 
out by their professional and personal lives. If brands can entertain them in dierent ways 
while using online communities, they would get easily associated with the products. For 
example, consumers like when brands use music and connect with them in online com-
munities. Indian consumers are excited and thrilled about Bollywood music and celebrities 
and they would like to be entertained by these personalities. For example, Saavn Music’s 
app oers free and unlimited excess to Bollywood, Indian, regional, and global music any-
where and at any point in time. This mobile app also provides a list of songs and artists to 
consumers along with the radio that enriches the overall online music experience of digital 
natives. 
 4.  Part of Community: Consumers expect that brands and companies be part of the online 
community. They also prefer that they actively participate in the interaction and discus-
sions that take place within the community and understand the communication pattern to 
suggest or advice a member. 
 5.  Leverage Opportunities: Consumers feel that when the brand actively communicates 
with them through digital communities, they understand their requirements, needs, and 
lifestyles. They feel that product oerings would be in the form of solutions that can be 
provided to them in a subtle format. Consumers want brands to empower them and add 
real value to their lifestyles. They also feel that some intrusions such as banner ads and 
pop-ups can be avoided by brands to focus on the real environment that is coordinated with 
the individuals’ live mood and mindsets. 
Figure 7.7   
Saavn Music’s Mobile 
App Dedicated to 
Music
Credits:  Piotr Swat.Shutterstock.com
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Thomas Leishman founded United Breweries (UB) group in 
1857 with its headquarters in Bangalore, India. The compa-
ny’s annual sale was around US$4 billion in 2012 and it is a 
conglomerated business as it deals with beverages, aviation, 
electrical, and chemicals (Andhra News 2012). Kingfisher is 
the most popular brand of this group. This brand primarily 
deals with beer and airlines. Here, let’s take a look at the 
product segment of alcoholic beverages, specifically beer. 
In 1978, UB Group launched Kingfisher beer. Consum-
ers’ positive response helped the brand acquire more alco-
hol brands and grab a dominant market share of more than 
50 percent in India. 
Closing Case
Kingsher Beer Leading to Strong Social Networks
Before liberalization, alcohol was not popular among 
the Indian masses because of religious beliefs and conser-
vative  culture. Now, Indian youth have a different mindset. 
They have high disposable incomes and better lifestyles. 
They believe that consuming beer or alcohol helps develop 
social circles and networks, and a bond with peers and 
 colleagues. Thus, they realized that Kingfisher provided sev-
eral opportunities to connect with their reference groups, 
and hence, consumers were excited about this idea and 
liked the brand’s approach (Kingfisherworld.com, 2015). 
Consumers liked the celebration theme that was used by 
Kingfisher beer. They connected easily with the commercials as 
they consumed beer with their social circles for fun and enjoy-
ment. (EVENTFAQS Media, 2012). Consumers preferred the 
approach used to connect with special events such as IPL (Indian 
Premier League), marathon, hockey, and football. They could 
easily go with their social networks and enjoy the beer in these 
events. Additionally, consumers appreciated Kingfisher beer’s 
concept of “Spill some beer.” They felt that this brand understood 
their mindset and delivered a new world of fun and happiness. 
Kingfisher further strengthened consumers’ social circles 
when the company connected individuals with digital media 
such as Facebook, Twitter, and Instagram. This allowed them 
to share their thoughts and feelings via pictures and videos. 
Consumers were excited about the #KF Beer Up campaign as 
it allowed them to come closer to their friends using digital 
networks. They were able to share memorable moments on 
their social networks (Kingfisherworld.com, 2015). Thus, it can 
be stated that Kingfisher had the highest level of consumer 
interaction as they received 1.6 million monthly engagements.
Kingfisher had the right content and undertook relevant 
online campaigns. These elements helped the company 
manage its large online community without selling hard 
products. Hence, the company developed an outstanding 
benchmark for all brands in the alcohol industry. 
Figure 7.8  The Brand Kingfisher is Associated 
with “Good Times”
Credits:  Priyankita Dey.Pearson India Education Services Pvt. Ltd.
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Summary
(a)  Reference groups work both on virtual and oine platforms. These two platforms often 
supplement the ability of the organization to connect better with customers. This connec-
tion can be strengthened by companies due to opinion leaders who are sought after by the 
customers in order to get the best advice and expert knowledge about products and services. 
What is most important is that these reference groups are considered to be more trustworthy 
than the usual endorsers whom companies would use otherwise for their advertisements 
and communication. 
(b)  Further, reference groups vary according to their primary characteristics and functions. 
Pleasure-seeking groups are generally associated with a speciﬁc activity. There are other 
reference groups that are more closely bound to each other and meet each other digitally 
and in person. In fact, people in this group are family members and close friends. Interest-
ingly and importantly, there is another group which is bound by common aspirations about 
certain products. Another important reference group is the one where consumers are bound 
by being from the same country or religion. 
(c)  Another important lesson that can be taken from the study of reference groups is that the 
consumers who look up to and participate in reference groups generally do so based on two 
manifestations of their self. These two manifestations are their outer self and digital self. 
The outer self is based on how the consumer wants to be seen by others. The digital self, 
on the other hand, is a combination of the inner self and the outer self. The inner self of the 
consumer refers to the hedonic and deﬁnitional traits of the consumers about who they are. 
Thus, reference groups can actually be used to understand the inner and outer self and the 
aspirations of consumers.
(d)  One of the most key takeaways for brand managers is that reference groups also work on 
certain important dimensions. These dimensions include membership, social tie strength, 
contact type, and attraction. The ﬁrst dimension refers to the levels of belongingness, 
involvement, and engagement that the consumer has with regards to their peers and the 
brand. The next dimension refers to the level of intimacy and trust the consumer feels with 
regard to members of the social group to which they belong. The ﬁnal dimension is one 
which is of the greatest importance to brands. This is because this dimension is related 
to how attractive the consumer ﬁnds a certain group or aliation. If brands ﬁgure out the 
strength of aliation, they will be able to understand how consumers would want to associ-
ate with the brand. 
Discussion Questions
♦
 
Discuss the role of reference groups in maximizing 
consumer engagement and developing customized 
services.
♦
 
Explain the dierent meanings and types of ref-
erence groups and their relevance to customer 
retention.
♦
 
Outline the advantages of understanding and imple-
menting the principles of reference groups about 
the marketing eorts of a company. 
♦
 
Discuss the most relevant means of implementing 
consumer socialization framework for creating the 
most optimal interaction with consumers.
♦
 
How can the power and dynamics of reference 
groups be used by a company to understand the 
chosen aliations of consumers?
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8-1  Explain the characteristics and theories that 
affect consumer behavior in the context of 
culture.
8-2  Understand Indian culture and 
socialization. 
8-3  Define sub-culture and explain regional cultural 
diversity and its effects on consumer behavior.
8-4  Outline the influencers of western culture on 
consumer behavior and explain these influencers 
as per social class.
Learning Objectives
A er reading this chapter, you will be able to:
Gillette is a leading brand of Procter and Gamble (P&G), a 
prominent player in razors in many countries of the world. 
However, its flagship product, the Mach3 failed in India in 
2008 (Reddy & Dula, 2013). In order to understand the 
reasons for this, Gillette commenced a detailed study of 
Indian consumers’ cultures, habits, and shaving experience. 
The company then developed a consumer-centric approach 
that was based on the culture of the individuals. Further, 
they studied both urban and rural consumers to penetrate 
deeper into the Indian market. This case, however, deals 
with only urban consumers. 
Indian men use double-edged razors to shave. These 
razors can cut and leave razor burns over time. The study 
found that most men, about 80 percent of them, take these 
cuts and burns in their stride. More so, Indian men also like 
to shave less. This is quite like Bollywood celebrities who 
sport “designer stubble looks.” Further, there are those who 
work in the Information Technology (IT) industry, where 
a daily shave is not compulsory because there is no face-
to-face interaction with clients (Reddy & Dula, 2013). In 
line with this, consumers were not aware of Gillette’s new 
shaver that could provide them with a clean and smooth 
shave in lesser time without cuts and burns. 
What we need to know is that the elite consumers from 
urban areas do not face the same problems encountered by 
those in the rural areas, such as financial constraints and 
lack of running water (Gillette.com, 2015). In fact, urban 
consumers focus on value proposition and promised per-
formance by the brand. They also aim for safety and ease 
of use when using a razor for shaving. In fact, they want 
oPening Case
Gillette: Hard Product and Soft Indian Cultures
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a razor that manages their longer facial hair as they do 
not shave frequently. Thus, they also emphasized on pre-
mium shaving quality and experience. After understanding 
the insights about Indian consumers’ thinking and culture, 
 Gillette first molded its product to suit the Indian require-
ments and creating an India friendly variant which met 
customer expectations on safety, ease of use. This was fol-
lowed by promotional campaigns to engage with the Indian 
audience. Specific online and offline campaigns were devel-
oped keeping in mind the diversity of Indian consumers. Gil-
lette’s promotional campaigns were better received and by 
2013, Gillette products were among two out every three 
razors sold in India.
Consequently, consumers also approved of Gillette 
when they developed a clear understanding of the social 
content that overrode stereotypes. One of the first realiza-
tions they had was that women like clean-shaven men. In 
2010, Gillette introduced a campaign titled, “India Votes: 
To Shave or Not,” where women were able to express 
their thoughts and connect with the male  consumers. 
 Additionally, women also liked the campaign titled 
“Women Against Lazy Stubble” which was a social media 
initiative primarily on YouTube. Consumers appreciated 
it more when Bollywood celebrities such as Neha Dhupia 
and Arjun Rampal created the buzz with endorsements. 
The buzz was further amplified by linking the campaigns on 
Facebook. Therefore, consumers were thrilled as the brand 
provided several opportunities to customers to express their 
thoughts, unlike traditional Indian social culture (Business 
Today, 2015). 
Further, Gillette used other digital and social media 
strategies to connect with consumers. This connection was 
especially strong in the case of digital natives as the com-
pany used Facebook extensively and this connection helped 
them develop 3,019,249 followers as of February 2019. 
These fans also helped Gillette increase the numbers of likes 
and the conversation that they carried out among them-
selves on these platforms. This was reflected in their high 
engagement levels with the brand via Facebook. At present, 
the company’s posts have become infrequent on Facebook. 
Similarly, it used Twitter and received wide acceptance from 
consumers with a fan following of 132,000 (Gillette, 2019). 
The company also re-tweets based on consistent and regu-
lar tweets of followers. These social media approaches have 
actually helped Gillette engage with consumers and has 
enhanced its sales. The sales figures elevated by 500 percent  
FIGURE 8.1  Gillette Fusion Proglide Style
Credits:  Kristoffer Tripplaar/Alamy Stock Photo
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FIGURE 8.2 
Gillette Social Media 
Response after 
Implementing the 
Strategy
Adapted from:  Gillette—Social 
Media Strategy Review, https://
www.whizsky.com, accessed 
21May, 2019
FIGURE 8.3 
Twitter Follower 
Growth of Gillette 
Adapted from:  Gillette–Social 
Media Strategy Review, https://
www.whizsky.com, accessed 
21 May, 2019
This Week
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(Reddy & Dula,  2013).  when  the  company  connected  its 
online and social media marketing with exclusive cam-
paigns that portray a confident, sexy, and bold man with 
Rahul Dravid as the brand Ambassador (Digital Vidya, 2014). 
These campaigns also provided high popularity and visibil-
ity for the brand. This popularity increased as the company 
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captured the consumers’ passion and used it in their online 
marketing effectively, leading to success where the market 
share for razors reached 40 percent (Reddy & Dula 2013).
Consumers liked the approach when Gillette used social 
media for “Shave India Campaign” as it was easy for them 
to engage with the brand. They shared the brand’s thoughts 
and ideas with their social circles and made it go viral 
(Reddy & Dula, 2013). Indian consumers felt that the brand 
understood their habits, expectations, and culture. They felt 
that Gillette was a brand they would able to connect easily. 
The social media response to the campaign includes more 
than 60 percent increase in engagement. To summarize, con-
sumers approve of brands when they understand their social 
content; appreciate their local culture, taste and preferences; 
engage them in the communication process, and allow them 
to connect with social media (as they like to share messages).
After understanding how culture aects the behavior of digital natives, it is important to compre-
hend its basic elements. To understand culture deeply, characteristics and theories are imperative 
to learn and understand. Importantly, Indian culture, socialization, sub-culture, regional cultural 
diversity has a signiﬁcant eect on the behavior of digital natives. Finally, the role of western 
culture in aecting the behavior of digital natives is important to understand, these key dimen-
sions of culture would be explained in detail in this chapter. These dimensions are important 
for India, as culture is a very important element for the digital natives’ behavior with signiﬁcant 
inﬂuence. India being a lucrative and promising market, comprehending nuances of culture is 
imperative. However, unlike other countries, the cultural and social components of India are 
complicated, heterogeneous, and multi-layered. These dimensions are complex as they change 
with geographical areas and the lifestyles of consumers; they are diverse and heterogeneous 
in nature as well. Digital natives are heavily inﬂuenced by western culture as they relate to the 
social media platforms that provide global information instantly. On the one hand, they follow 
traditional Indian values, and they like global appeal supported by virtual sharing and discus-
sions on the other. Thus, the role of culture is too complicated with the digital natives but it is 
explained in an easy format in this chapter. 
Dimensions in Decision-making
The main characteristics of culture that aect the decision-making of the digital natives and their 
subsequent behavior are family, family structure, family life cycle and role of children in this 
process. These are the key dimensions that aect digital natives, as they are from collectivistic 
culture but have an individualistic approach. It is interesting to understand their behavior as 
they try to manage both the cultures with digital media usage. The integration of the cultures is 
reﬂected in their behavior very easily and is explained in the subsequent sections in detail. 
Family and Consumer Behavior
Family has a signiﬁcant role to play in consumer behavior. This role is strengthened further 
with the usage of digital media as consumers connect with their family through digital plat-
forms. These connections signiﬁcantly aect their behavior as these individuals are related by 
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virtue of blood relations, marriage, or adoption. These members are all parts of di erent groups 
conﬁ gured through WhatsApp, Facebook, and so on. Such arrangements help maintain connec-
tions and interactions, which simultaneously a ect product choices. Additionally, there are two 
categories of households in India. These categories are supplemented nuclear households and 
broken extended households. Here, supplemented nuclear household account for 16  percent 
(around 25crore) of the households in India. These households mean unmarried relatives such 
as a younger brother or sister of husband or wife, or an elderly uncle or aunt living with the 
 family. Broken extended households account for 4 percent (one crore) of the households in 
India. These can be deﬁ ned as a household without a spouse but relatives living together, for 
example, an elderly widowed woman living with elderly widowed sister-in-law with their mar-
ried nephew and his spouse. Interestingly, households with female heads have increased seven 
times over the last decade. This phenomenon can be explained by a plausible theory that life 
expectancy along with immigration has inﬂ uenced joint or nuclear households. One of the most 
important inﬂ uences of this combination has been on migration patterns. Increased life expec-
tancy means that more individuals migrate to other cities for work more frequently. Equally 
importantly, there has been an increase of 35 percent single-person household in the last one 
decade. This growth has been seen primarily in urban areas as youngsters migrate to these cities 
for education and employment (Varma, 2018). 
New Family Structure 
As it is evident from the discussion in the earlier section, there has been a tectonic shift in the 
structure of family as traditionally understood in the Indian setup. The new family structure 
primarily consists of either a nuclear family, which will have a couple and unmarried children, 
or joint families. The reason for having nuclear families is that in the urban location, it is very 
di cult to designate su  cient space for a joint family. Further, over the last decade, there has 
been an increase in nuclear families. In 2001, there were 19.31 crore households, which is 
51.7 percent of the total households. In 2011, this number grew to 52.1 percent as only 12.97 
crore households were nuclear families out of 24.88 crore households. This marginal change 
reﬂ ects that people are willing to be a part of joint families, especially in the urban setups, 
Family and Consumer 
Behavior
Family Lifecycle
Children in 
Decision-making
Buying Decisions
Family Structure
FIGURE 8.4 
Family Dimensions 
Affecting the Buying 
Decision 
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rather than nuclear households. On the contrary, rural areas have more nuclear families as they 
have increased from 50.7 percent to 52.1 percent. These nuclear families are further subdivided 
by the government’s yardstick. Sub-nuclear families are fragments of a nuclear family, which 
means that a widow lives with unmarried children or siblings. On the other hand, supplemented 
nuclear families mean that family members with their spouses and other relatives are living 
together (The Indian Express, 2017).
Family Life Cycle
This cycle refers to the ages of individuals such as parents, grandparents, children, and so on in 
light of the family structure. Additionally, the death and divorce rates of individuals also explain 
the entire structure of the family. Further, there could be delayed marriages and consumers can 
have dual careers in families. These factors also aect their behavior because such individuals 
would order online. They would order their food, vegetables, groceries, and majority of the 
products that they would need as there is no time to physically purchase essentials. Online 
shopping is easier for such individuals. Similarly, divorces have also increased. Thus, single 
parents or single individuals would buy more online products like consumer durables as they 
experience greater time crunch. Thus, these smaller families would also need dierent sources 
of entertainment, recreations, vacations, and education as they have limited time for socializing. 
These avenues are extensively explored on the digital sources before the requisite services are 
acquired. Further, they spend higher amounts of time and money on buying clothes and acces-
sories through online sources. Thus, these family structures help us identify the various tasks of 
family members in the decision-making processes and consumption pattern. For example, there 
would be a gatekeeper who would collect the data, control the process, and make the purchase 
decision. An inﬂuencer would try to voice their ideas and thoughts to aect the decisions. A 
decider would be the actual individual who would take the decisions about the products and 
services’ purchases. A buyer would be the individual who would make the actual purchase of the 
products and services. Lastly, a user would be the one who consumes the products and services. 
Further, there could be conﬂicts related to these roles and buying decisions such as the selection 
of the key decision makers, reasons of purchasing, selection of the options, and the actual usage 
of products and services. These conﬂicts can be sorted out by problem-solving modes, persua-
sion, and bargaining supplemented by rationality and logic.
The Significance and Dynamics  
of Buying Decisions of Spouse
Wives and husbands signiﬁcantly play an important role in buying decisions related to products 
and services. These roles and importance are dependent on the nature of their own relation-
ship. In line with this, there could be four categories under which these decisions take place— 
predominantly by the husband, predominantly by the wife, mechanical, and joint.
A husband plays an important role while deciding about products related to hardware and 
technology. Wives take the ownership of decisions related to household products such as gro-
ceries, clothing and so on. Mechanical decisions mean that the wife or husband depending upon 
their relationship would make. This is primarily seen in products such as toys, games, sports, 
and so on. Both husband and wife undertake joint decisions for products such as cars, consumer 
durables for home, vacation, and so on. These decisions are also dependent on the ﬁnancial 
capacity, earning members of the family, education, and power structure.
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Importance of Children in Decision-making 
Children have an important role to play in the decision-making process at all the stage such 
as acquisition, usage, and disposition. More speciﬁcally, they have a signiﬁcant inﬂuence on 
the choice of certain product categories such as breakfast cereals, cars, snacks, technology, 
vacations and so on. However, the children’s inﬂuence would be lesser if the parents are tradi-
tional and conservative. Further, if there is a single parent, children inﬂuence would be higher. 
If the children were adolescents, their inﬂuence would again have an increased inﬂuence on 
the decisions. This is because these individuals have more rational choices and understanding 
about the alternatives. Thus, their parents can rely on their evaluations of the options as well. 
More speciﬁcally, female adolescents are more involved in the consumer decision-making 
process than their male counterparts are. These adolescents also want to be independent and 
like to take more decisions in line with their increasing age and ﬁnancial capacity (Moschis 
& Mitchell, 1986). Consumer decisions and the inﬂuence of kids are also seen in product 
categories such as clothing. In this category, girls take major decisions (Ozgen, 2003). It has 
also been observed through consumer socialization model that pre-adolescents are learners 
and parents have a high degree of inﬂuence on decision-making. However, this is more so at 
an early stage. 
However, the inﬂuence of children is higher when there are multiple levels of negotiation 
in the decision-making process (Williams & Burns, 2000).
Social and Cultural Influence  
on Consumer Behavior
The social and cultural elements are imperative to understand consumer behavior. This chapter 
would develop greater awareness about the basic components of society, culture, and social 
class. This approach makes for a complex and integrated network used by consumers in their 
purchase decision. We would also suggest some marketing strategies at the end of the chapter 
in line with the same. 
Meaning and Definition of Society 
Meaning of society is developed from a group of individuals that has similar customs, values, 
and traditions. The group is homogenous to the extent that individuals have similar character-
istics (Farooq, 2011). “Social” means how an individual is connected with others in a societal 
framework. This element can also be associated with the status of an individual as well which 
is an important part of society. Further, “Economic” elements are related to the income and 
expenditure of individuals in line with their consumption patterns of various products and ser-
vices and form the society. Here, society categorizes individuals on the bases of social and 
economic elements. Thus, this becomes the “social class” (Goldthorpe & McKnight, 2004). 
This dimension has emerged from the “rank and order” system that was historically used by the 
British administration in India. The occupation of the individual also dierentiated the amount 
of respect that a person was given by the members of society. This dierentiation eventually 
became social stratiﬁcation. These strata further deﬁned the social status of individuals. 
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“Caste” originated from the sti  social structure that included the 
wealth and income of individuals (Kowal & Afshar, 2015; Kijima, 2006). 
Additionally, individuals are also evaluated on the basis of personal biases 
and judgments. For centuries, the Indian population is categorized into ﬁ ve 
hierarchical classes—brahmins, kshatriyas, vaishyas, shudras, and Dalits-
Dalits brahmins are mainly intellectuals; kshatriyas are warriors; vaishyas 
are traders and shudras do menial work. Dalits, who formed the ﬁ fth class, 
were untouchables. These ﬁ ve categories were used to divide society into 
3,000 castes and 25,000 sub-castes. Each of these castes had speciﬁ c occu-
pations. These classes were formulated based on the work they did. The 
caste line was followed in villages as they resulted in a high degree of 
local and social connectedness.  However, the caste clusters were also seen 
and followed in urban sites as well. This was especially in the case of mar-
riages. This distinctive social structure continued to prevail in India even 
after it gained Independence. The caste system, which has been a cultural 
norm, resulted in the exploitation and discrimination of an individual based 
on an imposed hierarchy. This hierarchy imposed levels of discrimination 
and made people from the lower castes unskilled and low-paid individuals. 
To reduce this discrimination, the government facilitated individuals of the 
low caste by reserving seats in various government institutions. 
This facilitation increased economic activity and supported the 
mobility of members. The government undertook these strategies after 
Independence. However, these changes resulted in economic transition and 
structural changes in society. For example, individuals from the lower castes who were involved 
in agriculture became administrators or entrepreneurs. These results were reﬂ ected in the late 
1970s. Subsequently, between the 1980s and 2000s, there were drastic and dynamic changes in 
the economy. The changes were reﬂ ected in factories located at various cities as they supported 
the new structures that the government followed to eradicate the caste system. This restructuring 
was seen in cities like those that Mumbai where schooling was decided based on the children’s 
choices. 
Individuals who migrated to the cities for work further reﬂ ected these changes. These 
changes in society and the caste networks have played a crucial role in the economic mobility 
of the Indian economy. However, these caste networks will not be so much functional if the 
Indian economy works with market orientation. Simply put, countries that have changed it into 
market economies, do not believe in caste networks. This approach would help, as wealth and 
income are the key dimensions that discriminate the individual primarily in terms of the caste 
networks. These negative elements are taken care of by forces such as globalization and mul-
tinational companies. Global companies have tried to eradicate the caste system as their focus 
has been on individual potential and skill sets. Thus, individuals selected by these companies 
elevated their lifestyle. In line with this, secular education was provided to reduce the e ects 
of caste  networks. These approaches helped minimize caste di erentiation, but caste identities 
are still very strong as evident in the last name. Wealth and income further led to comparisons 
among di erent people, helped which helped in the emergence of role models who inspired 
other individuals in society. This also developed envy and competitive spirit. With globali-
zation and the emergence of multi-national companies in India, social class was evaluated 
based on the lifestyles of individuals. Thus, social class and status have become very important 
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dimensions in the Indian set-up because of individuals constantly compare and evaluate based 
on these elements. 
Understanding Civilization and its Influence  
on Consumer Behavior
Civilization is the outer self of individuals as it is related to lifestyle as well as belonging and 
kinship in dierent groups. This represents the holistic behavior of an individual (Zubo, 2015; 
Chau, Cole, Massey, Montoya-Weiss & O’Keefe, 2002). On the other hand, culture has the 
power to change consumers ‘demands and civilization has the ability to fulﬁll those require-
ments with technological developments. Civilization inﬂuences the style of living of the con-
sumers (it could also work another way around). The convergence of civilizations can take place 
through the cultural values of consumers. Civilization has an equally great impact on consumers 
as it is related to the availability of products and services via updated technology and gadgets. In 
line with this, society evolves with dramatic changes in civilizations, economy, and technology. 
Due to these changes, society becomes more multi-dimensional and complex. Thus, society 
develops a nested network. One of the characteristics of this form of society is that it assesses 
individuals and evaluates them based on their occupation, income, and education, leading to the 
emergence of social class. Individuals further categorize social class into dierent communities. 
People interact more with others who share the same social standing and form communities. For 
example, the elite class might frequent the same social places and form a community by itself. 
Similarly, factors like income level; educational background, etc., might group people together 
in various situations to form communities. 
Culture–Definition 
Culture is associated with the holistic physical and social environment where perceptions, think-
ing, attitude, and behavior can be shared. It is related to the “inner self ” that is associated with 
trust, faith, values, moral, and ethical behavior (Tams, 2013). These dimensions also evolve and 
emerge with time. Culture has multiple dimensions that relate to individuals. Simply put, culture 
is the reﬂection of a society’s personality. A person’s “outer self ” also reﬂects the culture via 
their mannerisms, respect for others, and the ability to work with other individuals. Language, 
arts, literature, customs, rituals, family, role models, education, philosophy, ideology, mem-
bership, habits, religion, traditions, and environment are elements through which individuals 
portray their culture. These elements inﬂuence their behavior at dierent stages of life. Thus, 
these dimensions are synchronized with dierent activities performed by consumers and the 
subsequent eect on the consumption of product choices. These product choices with the inﬂu-
ences of culture are also seen in the online and digital platforms. For example, consumers can 
select sarees and lehengas that originates from India via online stores and make eective choices 
thereof (Subramanyan, 2018). 
Additionally, culture is not static. This dimension evolves and emerges with ecology, social 
structure, and ideology. This means that ecology facilitates consumers to become ﬂexible with 
the habitat and use technology to allocate the resources that can work in the particular ecol-
ogy. Social structure is associated with the social life of consumers where local and global 
groups aect culture. Ideology is the cerebral trait of the consumers, which facilitates them in 
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association with the external environment and social groups while sharing similar worldview 
and ethos. Culture is the soft power that inﬂuences consumers’ world of thoughts and behavior. 
These elements are related to companies, brands, and products. Culture is a distinctive way 
in which people live dierently. It is related to collectivism and groups of individuals with a 
focus on uniqueness and exclusivity. It is developed on the basic principle of value, perception, 
and behavior given by society and family. This element is also related to values, learning, and 
lessons drawn from the social setting of dierent groups. Interestingly, individuals can change 
physical attire, appearance, and looks, but they cannot change the cultural values as they emerge 
from emotions, feelings, and thinking.
Dimensions of Culture
The main dimensions that develop a culture among the digital natives are core values of the 
individual, customs and conventions that the person follows orientation towards materialism. 
The myths and rituals believed and practiced in the religion they belong to, the environment that 
they are surrounded by, and communications channels that are used by the individual and family 
orientation of the person. These dimensions completely aect the behavior of the digital natives. 
They are explained in detail with relevant examples in the subsequent sections. 
Core Values and Customs with Stories
These values deﬁne the culture of the consumers and include materialism, freedom, achieve-
ments, and so on (Musambira & Matusitz, 2013); hence, consumers learn about their own 
 culture. This process is known as enculturation while learning about the culture of others is 
known as acculturation.
Customs and Conventions
Customs are norms that the consumers have to follow when they deﬁne their behavior. These 
norms are primarily used in ceremonies and functions. Conventions are standards that inﬂuence 
the conduct of consumers on a daily basis. These codes deﬁne the correct and incorrect behavior 
of consumers. These are important dimensions of culture and they reﬂect the exact culture of 
consumers. They depict their actual sense of the world and their worldview. This consumption 
is facilitated by stories related to values and customs. More so, these stories are also custom-
ized by including credible people to connect with the  consumers. This connectivity is enhanced 
via digital and online platforms. For example, Anju Modi, a designer for exclusive apparel for 
weddings in India, connected with Amazon for her exclusive collection of sarees and lehengas. 
Amazon developed the stories around her exclusive collection that were based on core values 
and customs of consumers and projected them online. These dimensions helped to connect with 
the consumers eectively (Vaz, 2015).
Myths and Rituals
Myth is a dimension that illustrates the hedonic elements, features ideas, and thoughts 
of  culture. Rituals are multiple, and hedonic behavior that follows a deﬁnite sequence 
M08_Consumer Behavior_A Digital Native_C08.indd   246 6/22/2019   12:33:50 PM




Cultural Influence    247
repeatedfrequently. Further, there could be dierent kinds of rituals such as public rituals, 
grooming rituals, gift- giving rituals, and holiday rituals. Public rituals are those rituals that 
are accepted by the larger group of people and are acceptable at a broader level. Grooming 
rituals are sequences that brides and grooms have to follow which could also be private and 
public. Gift-giving rituals are related to the economic exchange and the symbolic exchange 
that consumers undertake to do the rituals. Holiday ritual refers to taking a break from 
everyday activities and deﬁning an occasion to perform any activity, which could be enter-
taining and refreshing to consumers. This ritual could also be associated with festivals such 
as Christmas, Valentine’s Day, and so on. 
Sacred, Religious, and Global
These dimensions are related to religious ceremonies that consumers have to undertake and 
include sacred places, religious experts, and sacred events as deﬁned by society. Consumers are 
always connected with digital media platforms. They are also aware of the speciﬁc cultures of 
the people of a particular region. This understanding makes them aware of the various cultures 
that inﬂuence consumers at a global level. For example, the World Cultural Festival celebrated 
Yoga sessions by using digital platforms and creating a buzz around this event. This dimension 
has a few intrinsic elements, which are as follows:
Holistic Environment and Extrinsic Element  Holistic environment is related to the com-
plete system rather than just the analysis of components. Further, this entire environment works 
on the minds and the body of consumers as a uniﬁed system. This system is directly related to 
culture. Thus, culture encapsulates every element of the consumers’ personality while they act 
and behave in dierent situations. Culture is also associated with drivers and motivations of con-
sumers and their eect on perceptions, thinking, and decision-making process of digital natives. 
Culture is an extrinsic element and consumers want to acquire it quickly. This element cannot 
be organic or natural. 
Developed through Communication in a Collective and Flexible Manner  Culture is 
developed through the communication process. When individuals converse with people of 
similar or dierent cultures, they draw lessons and behave accordingly. Culture is collective 
in nature as it emerges through successive generations. Consumers learn from their ancestors 
while they interact and communicate with them. These individuals learn from their preceding 
generation. Culture is ﬂexible as the individual and society can change it. Consumers are lib-
eral and ﬂexible about various cultures. They usually have a hybrid of various cultures as they 
learn lessons from various formats and use it according to their requirement and  convenience. 
 Individuals travel extensively to dierent places and interact with various individuals from 
dierent cultures. 
Subtle and Family Oriented  Consumers do not realize the eect of culture as it is hedonic 
and subtle. However, culture has a considerable impact that eventually emerges through all 
activities and behavioral patterns that the individual undertakes and displays in dierent set-
tings. Culture emerges from family members of consumers and their lifestyles. It is an innate 
dimension of the family as individuals learn and behave according to their environment and 
surroundings. 
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Characteristics of Cultural Frameworks 
thataffect Consumer Behavior
Culture is learnt from various personal sources such as family, adults, older people, friends, and 
elements of the public domain like advertisements, promotional material, and digital platforms 
(Raghunath & Selvan, 2014; Jacks & Palvia, 2013; Magnusson, 2008). These individuals share 
it and help develop their personality and behavior accordingly. This element can be associated 
with the materialistic components and non-materialistic world. Materialistic elements include 
lavish cars and aesthetic houses. The non-materialistic components will be discussed in detail 
in subsequent sections. The members of the society decide on the culture and they categorize 
the products as essential and luxury. Non-materialistic elements have a major impact on the per-
ception, thinking, and behavior of consumers. They need to be comprehended extensively as it 
a ects their decision-making process. We can now focus on these components in the subsequent 
sections.
Language Symbols and Customs
These elements play a vital role in deﬁ ning culture. Consumers communicate, interact, and 
behave by using cultural languages. They also use di erent symbols and images for non-verbal 
communication. These elements may have di erent meanings to various individuals as cultural 
connotations are embedded in them. These meanings can be used e ectively through digital 
platforms and consumers can be educated e ectively. For example, Yoga Alliance works on con-
sumer education through cultural meanings and connotation as individuals connect very easily 
with these dimensions (Surender, 2018). This alliance provides information about various con-
sultants to consumers that help them in cultural understanding. Further, the element of custom 
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emerges from a complex network of rules set up by society which individuals are required to 
follow. Consumers behave according to their customs. Society deﬁnes the rules and decides 
about which behaviors are acceptable and which are not. If individuals would like to be a part of 
a society, they have to follow the rules.
Rituals and Norms
They are set up by subgroups of society, that is, smaller groups or community. Rituals deal at 
the micro level and customs work from a macro perspective. For example, it is a Hindu ritual 
in India to buy new apparel during the major festival of Diwali and to invite close friends and 
relatives to celebrate. Customs and rituals deﬁne the behavior of individuals and consumers as 
they aect their mindset and thinking process. Norms are a “set of rules” deﬁned by society. This 
limits the behavior of individuals. It dictates that individuals behave in a certain manner, which 
is decided by and therefore acceptable to the society. It also does not allow individuals to behave 
in a manner that suggests that they might have created their own private world in their society 
as they are derived from values. Norms are closely related to consumers’ behavior and inﬂuence 
their decision-making regarding brands and products. 
Compliance and Values
Individuals follow social norms during socialization as they learn lessons of culture and values 
from their parents and elders throughout their childhood. An individual could immigrate to a 
dierent culture. Yet, the person would have values from the “preceding culture” that would 
aect his/her behavior. Individuals feel that if they do not follow the norms and rules formulated 
by society, members of that society would threaten them. This fear deﬁnes their perception 
and behavior. Values also deal with cerebral descriptions or images that deﬁne the behavior of 
 individuals. Values are selective mental images, dicult to change, not associated with a par-
ticular situation, but recognized and agreed upon by other members of the society. After under-
standing culture and its dimensions, it is imperative to comprehend the various cultural theories 
and frameworks that aect consumer behavior.
Cultural Theories and Framework  
for Understanding Consumer Behavior
Consumer Culture Theory (CCT)
This theory states that “culture” is related to experience, meaning, and action (Geertz, 1983). 
Consumer culture is the ideology of the market place that reﬂects feelings, emotions, thoughts, 
action, and behavior (Kjeldgaard & Askegaard, 2006). CCT refers to the integrated associations 
that consumers develop with the market along with their cultural meanings. This homogenous 
process allows for the sharing of collective meanings and values of society. 
However, globalization has inﬂuenced consumers by allowing them to operate in multiple 
cultures. Consumers have strengthened their culture by their social belongings, ways of life, and 
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hedonic and materialistic resources moderated by the markets (Arnould & Thompson, 2005). 
In addition, personal selections of products also have a crucial role to play in consumer culture 
(Holt, 2002). Consumer culture is related to texts, objects, and images that groups commercially 
use to project their identities, meanings, and experiences (Kozinet, 2001). This culture is woven 
in by social roles and relationships that exist among group members. It is also integrated with 
local cultural and global connections (Slater, 1997). CCT describes the cyclic way of acquir-
ing, consuming, and possessing (Belk, 1988) thoughts and information. CCT states the process 
through which consumers work on their hedonic meanings associated with brands and products, 
and the campaigns that reﬂect their identity and lifestyle objectives (Mick & Buhl, 1992). More 
so, products, brands, and markets provide consumers with multiple platforms to develop their 
individual and social identities (Schau & Gilly, 2003). Thus, the individual levels of meanings 
are associated with the marketplace. This theory reﬂects how consumers behave while using 
dierent resources in dierent social spaces (Belk et al., 2003). 
Individualism and Collectivist Culture
Collectivism states that an individual portrays their belongingness to various groups such as 
family, peers, and friends. Individuals who are more collectivist are always concerned about the 
norms and rules established by various groups. Here, social patterns also determine their per-
sonal identities. Collectivistic cultures tend to repress the personal traits of individuals. People 
who belong to collectivist cultures choose their behavior according to the appropriateness of the 
context and situation that is right for social settings (Triandis & Gelfand, 1995). Collectivistic 
cultures also aect the expression of individuals’ feelings (McConatha, 1993). Eventually, peo-
ple from the collectivistic culture ﬁnd it in them to suppress their impulsive behavior because of 
social norms and settings. This behavior is embedded in an individual from childhood. There-
fore, they are focused on groups (family oriented) and suppress their symbolic and hedonic 
desires and interests in the interest of the group’s goals (Kacen & Lee, 2002). Individualistic 
thinking and culture means that a person perceives himself or herself to be an independent entity. 
 Further, society and peer groups do not inﬂuence their decision-making.  Individualistic individ-
uals give preference to their own needs, requirements, and personal goals (Triandis, 1995). 
People of individualistic cultures do focus on armative results, their feelings, objectives, and 
goals ( Triandis, 1995). They do not care about the negative consequences and behave impul-
sively (Rook, 1987). They are encouraged to develop rational thinking and need a lot of freedom 
to determine their goals and objectives according to their needs and requirements (Kacen & Lee, 
2002).  Western societies are based on individualistic cultures and Asian consumers, including 
India, follow collectivistic cultures (Kacen & Lee, 2002). 
Theory of Planned Behavior
This theory is important in comprehending complex human behavior. The theory integrates 
social and behavioral sciences and facilitates the prediction of individual behavior in a particular 
context. This theory states that the intentions behind the behavior of an individual can be deter-
mined by his/her attitude, subjective norms, and perceived behavioral control. This theory is an 
extension of the “theory of reasoned action”, developed by Martin Fishbein and Icek Ajzen in 
1975. In both the theories, the central and primary component that controls individual behavior 
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is “intention”. Intentions of individuals refer to the motives that determine the hard work of the 
person and eorts that will be used to perform a task. If the intentions of individuals are strong, 
the behavior is performance-driven. Additionally, the perceived behavioral control reﬂects the 
extent to which the person will deliver or not. The performance of individual behavior is deter-
mined by motivational factors such as skill, time, materialism, and help by other people (Ajzen, 
1985). These dimensions of behavior are seen in the case of online and digital platform. Here, 
the motivational factor for consumers is primarily time. For example, Kraftly is a mobile app, 
which works on selling and buying products online from consumer to consumer.
Behavior is related to motivation, which is both an intention and ability that inﬂuences 
the behavior of an individual. Perceived behavioral control is also related to the “facilitating 
factor” (Triandis, 1977), “content of opportunity” (Sarver, 1983), “resources” (Liska, 1984), 
and “action control” (Kuhl & Beckmann, 1985). Additionally, there are dierent beliefs such as 
behavioral, normative, and control-based that aect the behavior of the individual. Behavioral 
beliefs are related to intentions; normative beliefs are associated with subjective norms; and 
control beliefs focus on the perceptions of behavioral control (Ajzen, 1991). 
Hofstead Model of Culture
Dr Geert Hofstede (1980) has provided a model with various dimensions that connect with con-
sumers in terms of culture. These dimensions are power distance, uncertainty avoidance, individu-
alism versus collectivism, masculinity versus femininity, long-term versus short-term orientation, 
and indulgence versus constraints. Power distance refers to the extent to which individuals are 
connected to society in terms of power. Simply put, there will be individuals who are more pow-
erful than others are. This means that the distribution of power is often unequal in a society. 
Next, uncertainty avoidance refers to the extent to which individuals in a society are not at ease 
with the prevalent uncertainty. Individualism versus collectivism illustrates individual liking and 
preference of consumers to be alone or be a part of a social group. Masculinity versus femininity 
signiﬁes that society prefers masculine dimensions that include assertiveness,  heroism, achieve-
ment orientation, success, and materialism. Femininity means an inclination towards modesty, 
cooperation, and care for the weaker segment and quality of life (Cleverism, 2016). Long-term 
orientation explains the preferences of society while searching for virtue. Short-term orientation 
means a society, which prefers absolute truth. Indulgence versus restraint involves the degree 
to which society can exercise control on individuals’ desired and impulsive preferences. After 
understanding the three cultural frameworks, let us now understand Indian culture. 
Comprehensive Understanding about Indian 
Culture and Socialization 
“Indian culture” synthesizes a long cultural heritage with a new, trendy, modern, and contempo-
rary mindset and lifestyle (Jacobson, 2004; Kallivayalil, 2004; Mathur, Guiry & Tikoo, 2008; 
Raval et al., 2012). India has become the second fastest economy in the world. It is imperative to 
understand its culture as it aects the behavior of individuals. Through globalization and liber-
alization, Indian consumers have been exposed to international brands. The young and digitally 
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perceptive consumers are exposed to various cultures as they travel to various countries and 
connect with those friends and relatives through virtual platforms. Thus, they have a crossover 
inﬂuence of dierent cultures. These inﬂuences and eects of culture have a key role in consum-
ers’ decision-making process. To understand the diverse and complex culture, it is imperative to 
ﬁrst comprehend the basic elements of Indian culture that form the fundamental mindset. These 
elements are as follows: 
Contemporary Lifestyle
Indian consumers have a contemporary lifestyle with a global appeal. Consumers live a fast-
paced life where they try to manage their professional and personal life. For example, when 
Being Human focused on a modern, youthful, playful, and stylish lifestyle, consumers liked it as 
they connected easily with the brand. This was elevated further when the contemporary lifestyle 
portrayed consumers through online platforms.
High Aspirations and Achievements
Consumers aspire, as they want to do well in their life. They always aim for a better lifestyle. 
Consumers aspire to grow professionally and personally. However, consumers’ work life is very 
stressful because they aim to achieve high objectives and goals. Their eorts towards the same 
are tremendous as they invest most of their time at work. Their job is demanding, and at times, 
they need to travel to achieve their targets. These targets can be easily accomplished while using 
primarily 10 mobile apps. Most of these apps are related to food, stay, leisure, and travel.
Independent Thinking
Consumers have developed independent thinking, as they believe in the individualistic approach. 
For example, women work outside their homes. Thus, they feel that as they are earning mem-
bers, they do not need any permission from their family members to buy any product or service. 
Traditional Values
These elements are imbibed over generations and Indian consumers have acquired this element 
through their elders, family, teachers, Bollywood stars, and other charismatic icons. These val-
ues focus on hospitability, high tolerance, ﬂexibility, adaptability, and patience. Consumers are 
hospitable, accommodative, and open to experimenting with international brands and products 
that are available in this country. They are ﬂexible to make changes in consumption patterns of 
brand and products if they add value to their lives. Consumers patiently listen to the brands and 
companies when they explain about the beneﬁts of products and forgive them for their mistakes. 
However, the patience level of consumers has gone down as they have become more impatient 
and demanding. They want to accomplish everything spontaneously and instantly. When they do 
not get a response from brands and companies quickly, they get upset. 
Focus on Western Culture
Indian consumers focus on Western culture, as they would like to be as elegant and sophisti-
cated as those in developed nations were. They have started believing in independent thinking 
and individualism. Thus, they have become self-oriented as they think about themselves while 
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 shopping. They believe in their own pleasure and happiness. For example, when they select a 
restaurant for dinner, they think about their own experience and preference. Additionally, con-
sumers prefer local tastes with a global appeal. For example, when Starbucks provided a local 
coee taste, local food items, regional ambience with a Western and global appeal after collab-
orating with Tata Coee, consumers appreciated it. For example, the Mumbai Starbucks outlets 
include local favorites like chicken kathi wrap, kotumb wadi and pies with chicken along with 
traditional Indian muns (Bhushan & Bailey, 2013). The inﬂuence of Western culture is illus-
trated clearly. Nevertheless, the inﬂuence of this culture on Indian culture has also been reﬂected 
in the case of non-resident Indians. These residents celebrate all the festivals related to their 
country in the dierent nations where they reside (Solomon & Michael, 2014).
Family Culture
Family culture emphasizes happiness, care, love, and sharing. Indian consumers feel that they 
should always care and work for their family. However, this philosophy has changed as belief in 
the nuclear family has increased and aection for family members has weakened. People have 
become more self-centered. Thus, they want to live their lives on their own terms. They do not 
prefer to live with their parents as they consider it an intrusion into their own privacy. However, 
they want to be in touch with their family for emotional support. They have not completely aban-
doned their Indian roots but are highly inﬂuenced by Western culture. For example, now, a girl 
can decide whom she should get married. However, the ceremony is held in the traditional form 
where friends and relatives are invited. A girl has to add her husband’s surname but can retain her 
surname after marriage. Women have demanding careers and cannot dedicate as much time to 
their family as they could have done earlier. However, during marriages, ceremonies and celebra-
tion of festivals, all the members of the family and extended family come together to have fun and 
exchange gifts as it used to happen earlier. For example, consumers liked the story of an Indian 
bride who tries to impress the groom by singing and dancing, which is the custom and tradition 
of India, in Mirinda’s advertisement. Here, the cold drink, Mirinda, facilitated this process by 
providing energy to the bride. Consumers liked the approach as it was related to their values that 
they follow in the Indian set up. These individuals also care about the health of their family. For 
example, CareBuddy is an online personal care assistant for the family exclusively designed for 
working women. This app provides reminders and health content that facilitates women to take 
decisions in time (Carebuddy.co, 2018). The content that these individuals get while browsing on 
the internet has a plethora of information that makes them confused. This app provides crisp and 
summarized information to women on their smartphones very eectively (Carebuddy.co, 2018). 
Brand Engagement
Indian consumers are aware of brands and have become more brand conscious. They connect with 
brands and know about them through websites and blogs. This approach makes them aware of new 
trends and developments in dierent areas. When they decide on a brand or product, they use this 
information extensively to make choices. Consumers feel that brand engagements can be enhanced 
by regional connections. For example, consumers were thrilled, Coke created regional associa-
tions with them in 2018. The company created the “Share a Coke” campaign in 11 regional lan-
guages including, Hindi, Tamil, Telugu, Kannada, Bengali, Malayalam, Oriya, Assamese,  Gujarati, 
 Punjabi and Marathi and also highlighted Indian family ties (Dixit, 2018) For instance, the Coke 
cans and bottles depicted relationships between siblings, parents and children and the likes. 
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Feelings and Emotions
Indian consumers have become rational thinkers. Yet, they are still emotional and sentimental. 
They are concerned about their family though they may not live together with them. This duality 
reﬂects that they have strong feelings for their family, friends, and close relatives. Thus, they will 
buy dierent products and gift them on various occasions. Additionally, they are always con-
nected with these individuals via Facebook, WhatsApp, Pinterest, and Instagram. Consumers have 
groups on all these individuals and are always connected with them via virtual platforms. These 
platforms are used to connect the feelings and emotions of consumers. For example, Lufthansa 
airlines connected with their existing and prospective consumers through online platforms via 
digital campaigns. These campaigns explained how they take care of their consumer’s feelings 
and emotions. This association is important for consumers who are traveling to foreign countries. 
Categories that have showed the Emergence  
of a NewIndian Culture 
Indian consumers are not as collectivist as they were earlier as they have become more inde-
pendent and individualistic. For example, they still discuss about products with their friends 
through Facebook and WhatsApp. Their medium would be digital with the communal approach. 
Major areas where this change is easily visible are listed in this section.
Entertainment
Indian consumers place a lot of importance on entertainment as they are stressed out from 
work. They have to travel because of the global nature of their job. They commute daily as 
they live far away from their oces. Some move from smaller towns to bigger cities. In addi-
tion, they want to be aware of the “new city culture” that they have entered into (Euromonitor 
 International, 2015). Consumers are looking for opportunities to get connected with music, 
sports, and other entertainment activities to release their stress. They are usually online and 
connected to music and other entertainment forms like cricket. They also appreciate when 
brands and products entertain them. For example, consumers liked the approach used by 
Pepsi, related to their favorite sport, viz., cricket, as it was entertaining and had a patriotic 
appeal. During the IPL cricket match, Pepsi urged the audience to send their ideas for online 
ads for Pepsi. Customers then selected their favorite ads via voting and the top ﬁve ads were 
displayed during the match. Additionally, the entertainment is based on impulse behavior of 
consumers. For example, Pepsi entertained the impulsive audience by connecting with them 
through the digital platform as title sponsors of the Indian Premier League. The connection 
was through the “Oh yes Abhi” campaign on Facebook and Twitter (Economic times, 2013). 
This message was especially for those fans who really could not wait. The company also 
used hashtags such as “Can’t Wait Abhi.” The consumers provided their views about the live 
matches through these platforms. 
Key inﬂuencers such as actors and performers Adharsh Munjal and Ashwin Mushran fur-
ther strengthened the live engagements in 2013. Thus, the entire engagement and association of 
two-way online conversation and discussions became very entertaining for consumers.
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Fashion
Clothing and fashion have always had a rich history in the context of Indian consumers. Now, 
Indian consumers have become more liberal, global, and demanding. They believe that fashion 
and accessories signify their social status. Thus, Indian consumers have changed their perception 
and orientation about fashion and accessories. They are aware of all the global fashion trends and 
international brands. They read the same blogs, e-paper, e-journal, Pinterest, and Instagram. They 
do not have a singular, local view as they had earlier. Consumers have developed an international 
perspective and prefer that brands oer all the apparel in dierent styles in the same manner in 
which they have been delivered in developed nations. Consumers do not like outdated products 
as they share their fashion brands with their national and international friends and acquaintances 
through digital platforms. Women consumers use Indian clothes like the sari, which has a cul-
tural heritage, during dierent festivals and ritual ceremonies. However, they have redeﬁned the 
use of these apparel and started wearing it in dierent styles to look more elegant. The values and 
roots of consumers are the same. They have changed their outlook and presentation. Consumers 
appreciate the apparel developed by eminent designers. These designs focus on Indian aesthetics 
but present themselves in a global and liberal set-up with Western inﬂuence. This approach is 
well accepted by consumers, as they can be modern while maintaining their Indian values and 
traditions. Additionally, consumers liked the “global desi” concept for apparels, as they could be 
Western with an Indian outlook while they wear their apparel. The Prime Minister of India also 
started a “Make in India” campaign which was well appreciated. For example, Indian consumers 
like “Label” because it is stylish, trendy, value-driven and designed by leading Indian designers, 
such as Ritu Kumar, who understand Indian tastes in fashion and clothing.
Food
Consumers have also changed their typical food habits to develop a more liberal and global 
palate. However, they still prefer Indian spices and taste in international cuisine. For example, 
consumers would like burgers of McDonald’s and chicken from KFC, but with Indian ﬂavors 
and spices. Consumers’ food habits are heterogeneous as every state has a dierent cuisine and 
FIGURE 8.7   
Pepsi Social Media 
Campaign 
Courtesy:  Pepsico, used with 
permission
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culinary preference. Their eating pattern changes with their customs, rituals, and traditions. 
Additionally, they like food brands that relate to their festivals. For example, when Amul associ-
ated with consumers about various Indian festivals through their promotions and ads, consumers 
felt connected. 
Technology
Consumers prefer the latest gadgets with the most updated technology. Consumers feel that the 
phone they use reﬂects their self-identity and image. They believe that technology and gadgets 
should add value to their lifestyle. They get the latest technology via new mobiles that help sim-
plify their daily routine. Additionally, they use these gadgets to connect with their friends, fam-
ily, and extended family. They also buy gadgets for their social circles. These are the gifts given 
to those in their social networks on dierent occasions. This change is more visible in southern 
Indian cities such as Bangalore where people have a keen interest on technology and gadgets.
Healthcare
Indian consumers focus on healthcare products as they feel that a healthy lifestyle is important 
to lead a happy life. They closely observe the ingredients in the products that they buy. They 
prefer products that are natural without artiﬁcial ﬂavors. They undergo regular health checkups. 
Meaning and Influence of Sub-culture  
on Consumer Behavior
A subculture is formulated based on beliefs, values, and customs of individuals. It can consist of 
demographic elements such as age, gender, occupation, social class, religion, and geographical 
area (Ganesh, 1997). Consumers think about brands and products while emphasizing on their 
cultures and subcultures as they reﬂect their identities. Subculture aects consumers’ commu-
nication, interactions, and behavior. Indian consumers also emphasize on their community and 
FIGURE 8.8   
Amul’s Connection 
with Consumer on Holi 
Festival
Courtesy:  Jayen Mehta, 
AMUL   Cooperative,  used  with 
permission
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ideology. For example, the people of Gujarat prefer vegetarian food. Thus, consumers appreci-
ated it when KFC introduced vegetarian dishes in their menu. Indian culture is heterogeneous 
and there are subcultures that originate from religion, age, gender, and geographical area. For 
example, the Gujaratis who live in Gujarat have a dierent culture than those living in Mumbai. 
People who are in Gujarat would be more conservative and traditional compared to those in a 
metro city such as Mumbai; they adopt a metro culture along with their Gujarati values and cus-
toms. Consumers project this behavior even when they buy products and brands. Indian consum-
ers are always deeply rooted in their traditions and sub-cultures, which they have customized and 
digitalized according to their convenience. For example, after buying a new car, they perform a 
ritual ceremony or “puja.” Consumers perform this ceremony while using apps like My Mandir 
as it is convenient for everyone. Youngsters are happy as it saves time and does not require them 
to remember the content (such as mantras and aarti) and the older people are satisﬁed as the 
tradition has been maintained. They even use apps for performing rituals (aarti) during festivals 
like Diwali. 
Regional Cultural Diversity and its Role  
in Consumer Behavior
Besides culture and sub-culture, there is regional diversity among the digital natives, that has 
a signiﬁcant impact on the behavior. These regional cultural diversities are observed among 
the geographical areas such as the three major metro cities, Delhi, Mumbai and Bangalore are 
also dierent from each other. The regional diversities change the orientation of the digital 
natives and their subsequent behavior. For instance, Delhi has a ﬂamboyant orientation whereas, 
Mumbai is strategic in terms of the thought processes and Bangalore is technologically well 
informed. It means that Delhi always aims for those products and services that are conspicuous 
in nature, Mumbai focuses on subtle attributes and Bangalore would need high technology in 
all the products and services that they purchase and consume. These dierences are further 
explained in detail in the subsequent paragraphs. 
Flamboyant Delhi
Delhi has migrants from dierent states such as Uttar Pradesh, Bihar, Haryana, Bengal, and 
Punjab. People also emigrate from dierent states to these capital cities for lucrative jobs and 
appointments. Delhi has individuals primarily from the Sikh community, who are originally 
from Pakistan (Delhitourism.gov.in, 2015). They reside in south and west Delhi. The Muslim 
community resides in Old Delhi. The ﬂamboyant culture of Delhi is driven by the south and 
west Delhiites as they consume various brands and products from dierent categories. Delhi 
being the national capital and the HQ for most political parties has an inbuilt element of elit-
ism, which is evident in the consumption pattern, and lifestyle choices, which are evident in the 
consumption pattern as well. Additionally, cities around Delhi NCR like Gurgaon is emerging 
and evolving with the Delhi culture at its heart. These individuals have ideas about various 
international brands and products. They live in a rather ostentatious world of luxury products. 
For example, they appreciated when Dior provided this ﬂamboyance through the product, which 
was projected as a symbol of exuberance, conﬁdence, and style, which garnered attention from 
the world around.
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Delhi consumers still believe in cash transactions, as they want to show-o their image 
and status (Menon, 2018). They prefer to buy products and brands from the mall, as the shop-
ping experience is important to them. They wear and buy clothes and apparels that are trendy 
and jazzy (Hindustan Times, 2013. They also prefer wearing fashionable Western clothes, as 
they want to be on par with those in the West. Here, digital media help discover trends and 
fashion icons. They discuss it with their social circles. Additionally, they buy lavish consumers 
durables, especially cars to project their conspicuous consumption. They always want to buy 
brands that are better than those owned by their neighbors, peers, friends, and relatives (India 
today, 2016). They listen to “Punjabi Pop” music along with other Bollywood songs. Their 
weddings are lavish, stylish, vibrant, energetic, and ﬂamboyant (BHowmick, 2017). They 
spend lavishly to project their image in their social circles. They buy international brands as 
gifts for their family, extended family, peers, and friends. They also buy gold, diamond, and 
gadgets for close female relatives and friends. They celebrate all the festivals in the city as 
they have people from various states. Delhi consumers have cuisines from various states as 
they have people from dierent regions. They have outlets and restaurants from international 
brands that serve Mexican, Thai, Italian, and American food. Consumers like to visit these 
international food outlets, as they believe in global appeal. Brands such as KFC, McDonald’s, 
Pizza Hut, and Papa John’s are well received by Delhi consumers. They have street food 
outlets known as “dhabas” where people can have Punjabi food at reasonable prices. These 
outlets are replicated and developed themes for many restaurants at various malls in Delhi. 
Consumers like this concept as these outlets deliver good aesthetics, comfortable ambience, 
and good food with a local ﬂavor. 
Strategic Mumbai
Mumbai is the business hub of India with a focus on both ﬁnance and entertainment. People 
from various cities in India come to Mumbai in search of better prospects. They settle with 
their families in this city (Mumbai.org.uk, 2015). Therefore, it has multiple cultures, heter-
ogeneous communities, religions, and customs. Mumbai is known for its vibrancy and fast-
paced life. Thus, it is also called as the “city that never sleeps”. Mumbaikars believe in hard 
work and punctuality. They take their job seriously. They try to strike a balance between 
work and life. However, it is challenging as they spend long hours in commuting. Thus, 
people use the latest technology to be connected with their groups. They believe that mod-
ern technology adds value to their life and makes their activities simpler and faster. They 
believe in individualism though they follow a communal set-up. They are strategic and asses 
their work and family accomplishments frequently to decide the next approaches. Being 
the ﬁnancial capital of the country, Mumbai residents probably have an eye on value for 
money for self, hence they do not believe in comparing their brands and products with their 
neighbors, peers, friends, or family. They believe that people should set their own goals and 
objectives. They develop these elements by thoroughly assessing their skills and  knowledge. 
They strive to develop their own identity instead of following the crowd. The brands and 
products that they buy are associated with entertainment and the latest  technology. They 
are passionate about food, shopping, and movies. They also believe in enjoying with their 
friends and families. They are strategic thinkers and take decisions based on their incomes, 
capabilities, and requirements.
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Tech Bangalore
Bangalore is the fastest growing city in India. People from all over India come to Bangalore 
for  better jobs especially in the IT industry (Bengaloorutourism.com, 2015). The result is that 
 Bangalore has multiple castes, communities, and religions. It is a green city with a focus on parks, 
beauty, and grace. People are dynamic and highly comfortable with technology.  Technology is 
embedded in every activity that they undertake. People believe in education and focus on higher 
studies. They also focus on enjoyment and have a lot of parties and celebrations. People buy 
products and brands that are technologically updated as they want to be ahead of others. 
Influence of Western Culture on Consumer Behavior
Consumers in India are primarily aected by Western culture and lifestyles as they fascinate 
them (Kumar, Guruvayurappan & Banerjee, 2007; Patil, 2012). Here are some elements that 
portray the inﬂuence of Western culture on Indian consumers.
High Awareness with Extensive Use of Social Media
Indian consumers have a high degree of awareness about Western culture. They are connected to 
their friends and relatives who live in Western countries. For example, when Vodafone launched 
the campaign that had “ZooZoo” characters, the consumers liked it, as they were from a global 
brand, humorous, with cultural values that were reﬂected by their dierent storyboards. This is 
because consumers in these nations extensively use social media and digital platforms to know 
more about developed nations. They explore and discuss the trends in these nations. Consumers 
have better internet connectivity and use social media easily, which allows the Western culture 
to have a wider impact on their lives.
Experiential Purchase
Consumers believe in experience they derive from purchase and shopping. This concept has 
evolved from Western culture. People go to dierent malls to buy products and experience shop-
ping. They are happy while they shop in malls. Consumers also visit malls with their friends and 
family as they like socializing. 
Globalization
Consumers have been heavily inﬂuenced by Western culture after liberalization. They are 
exposed to various brands and products that are available in the global market. Consumers 
are able to buy those brands that they might have seen only on the television or heard about it 
through social media. They feel excited when they can obtain the same Western brands in India. 
Eating Habits
Earlier, Indian consumers used to eat only Indian cuisines. Now, they like to explore western 
food. They like to eat continental, Mexican, and Italian. When they eat these cuisines, they feel 
more global, elegant, and sophisticated. They consider Indian food to be local but want their 
ﬂavor in other cuisines. They also prefer ready to eat food, as they do not have time for cooking.
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Effect of Cross-cultures on Consumer Behavior:  
Integrated Regional and Western Culture 
Various cultures have had a wide inﬂuence on Indian consumers. They have been aected by 
their own regions as well as by the Western world. Consumers have to live with their family 
so they have to follow customs and traditions of their region or religion (Pervin, Ranchhod & 
Wilman, 2014; Yakup, Mücahit & Reyhan, 2011; deMooij, 2011; Kau & Jung, 2004; Shavitt, 
Lee & Torelli, 2008). This is in conjunction with their friends and peers who discuss Western 
culture. Consumers have to follow their friends and peers for their acceptance in their circles and 
groups. They try to frame their mindset in a manner by which both groups are comfortable. The 
cross-cultural eects and their own subculture aect Indian consumers. These individuals have 
been exposed to various cultures via friends, family members, extended family living in dier-
ent countries. They also travel to various countries in the world. They extensively use digital 
media to understand the culture of various countries. They watch Hollywood movies in addition 
to Bollywood. They also watch various channels that air Western serials and programs.
After understanding the nuances and key elements of Indian culture and consumers, let us 
now comprehend the new and emerging areas of culture.
Higher Patronage of Restaurants and Increase in Parties
Families in India are increasingly becoming nuclear, which is a departure from the traditional 
joint family set up. In addition, it has been observed that most of the people belonging to 
nuclear families have demanding careers as well. Hence, they do not have time to cook dinner, 
and consequently, they go out to dierent restaurants for eating. This change has been observed 
in various parts of India. Earlier, eating out was not considered a good practice as the food 
was not healthy. Now, however, consumers get healthy food in contemporary settings and in 
a timely manner. Historically, the focus was on saving money in the Indian set up. Now, time 
is a bigger concern and incomes have increased. Earlier, drinking at bars was not considered 
favorably in India. However, globalization and liberalization have changed the mindsets of con-
sumers. They have started drinking, as they believe in organizing cocktail parties. Youngsters 
FIGURE 8.9   
High Use of Netflix for 
Getting Ideas about the 
Parties from the Global 
Market 
Credits:  justplay1412.Shutterstock.com
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consider pubs and bars as hangouts. They plan corporate and personal parties at these places. 
Consumers like dance ﬂoors at pubs, bars because they can enjoy with their friends, and peers. 
Consumers feel more elegant and sophisticated when they invite their friends to a popular pub 
or bar for parties. 
High Influence of the IT Sector
This sector has changed Indian culture as it pays high salaries to young professionals, exposes 
them to the corporate world, and focuses on their professionalism. This sector has grown phe-
nomenally in India as it hires many youngsters for their companies. Their clients are from var-
ious countries. Thus, employees are exposed to various global standards and appeals. It widens 
their perspective and facilitates their becoming more liberal. This mindset has had an impact on 
the decision-making process of individuals and brand consumption. Additionally, these people 
receive a high disposable salary from their companies. It helps them increase their spending. 
Male Grooming
Earlier, male consumers in India were not much into personal grooming. These days, male 
consumers place a higher degree of emphasis on their looks and appearances. They share their 
selﬁes with friends and peers instantly via digital platforms such as Facebook and WhatsApp. 
They want a higher number of “likes” and appreciation from their peer group. The other reason 
is that the corporate world emphasizes looks and presentation. Every employee works and inter-
acts with the consumers. When they are communicating with consumers, then they need to be 
well groomed. For example, when Garnier used a well-known Bollywood celebrity in the ads 
who explained the importance and beneﬁts of male grooming, consumers became excited about 
it and wished to buy the product.
Females’ Advance Level of Magnificence
Earlier, Indian women focused on basic dressing and makeup items such as sari, ﬂowers, pow-
der, lipstick, and bindi. However, with the emergence of technology, a wide variety of cosmetic 
products, high brand awareness, extensive use of social media, males’admiration of their beauty, 
and mushrooming salons and spas have encouraged women to use more sophisticated cosmetics 
and grooming products. Thus, women want to use an advanced level of color cosmetics and 
beauty care products and present themselves in a more beautiful manner than before. They like 
to be natural, elegant, and contemporary. 
Focus on Fair Skin
Consumers in India, both male and female, aim for fair skin. They feel that if they have fair skin, 
they would look more attractive and presentable. Earlier, people used to think that knowledge is 
more important than looks, but now they want both the elements simultaneously. This obsession 
with fair skin has increased as it facilitates in attracting the opposite gender. Consumers think that 
if they were fair they would get a better spouse. People also feel that this type of skin tone makes 
them more inﬂuential in their social circles. Consumers of North India focus more on having a 
lighter skin complexion and looks, as they believe that these elements are imperative for a person 
to be presentable. They do not give importance to knowledge. However, consumers from South 
India perceive that knowledge is more important than beauty and fair skin (Vetticad,2017).
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Strong Influence of Bollywood
Indian consumers are highly inﬂuenced by Bollywood celebrities, as they are trendsetters. When 
stars use a brand in a movie, consumers would like to expend the product too. Consumers feel 
that celebrities’ allure makes the usage of the brand or product more preferable. They are able to 
create a buzz among consumers by the viral eect. Although they might try the product because 
of the celebrity inﬂuence for the ﬁrst time if the brand is not able to deliver good results, they 
may not consider it in their subsequent decisions. The inﬂuence of celebrities is high on con-
sumers with regard to fashion, apparels, accessories, and lifestyle products as they are able to 
connect with the stars easily. They do not ﬁnd strong connections for products such as cars, 
bikes, and laptops. The celebrities in India are inﬂuential both at the national and regional levels. 
Consumers prefer these associations as the national celebrity delivers a boarder perspective and 
a regional star provides a local ﬂavor and engagement. 
High Usage of Western Attire
Indian consumers used to have reservations about Western attire and fashion. Now, consum-
ers are happy and excited to use these products to look modern and westernized. This culture 
has also encouraged female consumers to wear short skirts, minis, and micro minis. They are 
comfortable because males have also accepted them in these attires. Still, consumers are not as 
liberal and open in India as they are in the US or Europe because of cultural values and customs.
Online Gaming
Indian consumers like to indulge in online gaming for enjoyment and entertainment. They play 
games on their mobile phones while traveling and commuting. They compete with their friends 
on dierent games and share their scores. They discuss it over digital platforms such as Face-
book and WhatsApp. Consumers also have varied groups on these virtual platforms that focus 
exclusively on these games. 
Individualistic Thinking and Approach
Indian consumers are more independent and believe in an individualistic approach. Earlier, they 
used to depend on others. Now, they undertake all the tasks by themselves as they have devel-
oped the attitude of “I can do it” and “I should do it.” Thus, they do not involve others unless it 
is imperative to receive help and support from that individual. They know the trends and they 
would like to take their own decisions. 
Focus on Spending
Indian consumers used to believe in saving for the future. Now, they continue to spend until 
they are broke. Thus, they want the latest smartphones, laptops, trendy apparels, and acces-
sories. They prefer to live in the present rather than in future. Consumers like to enjoy every 
moment of their life while buying dierent products and brands. For example, consumers liked 
the approach that Apple used for its iPhone in India. They liked the way the brand focused on 
sharing and caring, along with the music and songs. The product was developed as a “status 
symbol” for the elite classes in the major metro cities of India. Overall, the new emerging 
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core characteristics of Indian consumers, after integrating all the cultures, are achievement 
orientation, independence; focus on freedom and energy, and emphasis on healthy living. 
After understanding the cultural nuances, let us now comprehend the social elements that 
aect consumer behavior.
Meaning of Social Class
Social class is related to the socio-economic background of individuals, which inﬂuences their 
behavior. This class speciﬁcally means that one class of people is higher than the other class 
as they follow the “social class hierarchy” system. These social classes have dierent lifestyle 
experiences, outﬁts, and eating habits (Jackman, 1979; Holland, 1981; Wright, 2003; Selwyn 
& Miyamura, 2013). These classes share a similar kind of value system as well. Further, every 
class has a “class average” which refers to families of the consumer with respect to earning of 
the particular class. Thus, the underprivileged are those individuals who earn below the aver-
age income of their class. On the contrary, if the income of the family or the individual is 
20–30 percent more than the median of their actual class, they are over-privileged. The social 
strata and class reﬂect the living of an individual as their thoughts and mindsets get aected. 
More importantly, the other class also aects consumers easily (primarily from their aspirational 
class). For example, middle-class consumers would always look up to upper-class consumers 
for their product choices and consumption (Sheth, 2017). This inﬂuence of the upper class on 
the lower class, especially in terms of trends, is also known as “trickle down” eect. However, 
there could be a “status ﬂoat” which means the consumption and trends can also start from the 
lower class and be followed by the upper class in terms of apparels, music, and so on. Further, 
social classes vary on the bases of education and occupation as well. Interestingly, there is an 
inherited index, which is achieved through parents by birth. The other is earned status, which is 
acquired, by individuals and consumers by their diligent work. This earned status is prevalent 
among digital natives and consumers who work in this digitally enabled environment as their 
aspirations are very high. They want to achieve their high aspirational milestones while using 
digital media platforms. This change is also happening because there is an upward mobility 
among the consumers. 
Additionally, industrialization aects the social class as the society is categorized into two 
classes—capitalists and working class. In India, there are two categories of classes in the low- 
income group, i.e., below and above the poverty line. Additionally, there are four classes—high 
class, upper middle class, lower middle class, and low class in the Indian society.
Different Social Class in India with Characteristics
Individuals below the poverty line work for daily wages to sustain themselves. They are unedu-
cated or illiterate and perform blue-collared jobs. Individuals who are above the poverty line are 
literate but may be uneducated. In this situation, all the members of their family work on a daily 
wage basis as they have to meet the basic requirements of life. The members of the lower middle 
class are educated and use some local brands in their daily consumption. Middle-class individ-
uals try hard for upward mobility as they aspire to be in the elite class. They are often ﬁrst-time 
buyers of brands. They have greater brand awareness and like to be exposed to global standards. 
Going further, upper-middle-class individuals are those who are well educated, young, and tech-
savvy with a strong desire for a better lifestyle and premium brands. 
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They are part of a group that has changed the branding and marketing world in India. 
High-class consumers are elite individuals who are traditional, elegant, sophisticated, and char-
ismatic, are familiar with all the global brands, and use products of various countries. They 
also drive the demand for luxury products in India, as they are the “trendsetters.” The other 
social class would like to follow them and become members of their social circle. They place 
emphasis on premium apparels, clothing, fashion, and accessories. They are also members of 
exclusive and distinctive clubs as it reﬂ ects their image. Further, individuals of similar social 
classes exchange information and discuss products and brands consumed by others, reviews by 
experts, emerging trends, and promotional campaigns. They feel comfortable with each other as 
they have similar orientations about brands and products. Caste is also an important factor that 
facilitates the discussions as individuals have similar customs, traditions, and values. They feel 
that these people understand their mindset easily. Education, income, and occupation also a ect 
the social class of consumers. Social class also has three dimensions such as income, inﬂ uence, 
and appreciation (IIA framework). This works well for the social class as it covers the economic 
and social elements. 
FIGURE 8.10 
The Indian Income 
Pyramid 
Adapted from:  What salary 
in India puts you in the top 10, 
the top 5, the top 2, and the 
top 1 percent in terms of salary, 
“https://www.quora.com/”, 
accessed 20 May, 2019
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Income and Formation of Class
Historically, society was categorized into low and high classes in India. The middle class in 
India emerged after the Mughal Empire. Here, income played a signiﬁcant role in deﬁning the 
social class as it deﬁned the economy and wealth. The income of people is also related to the 
economy of the country. After independence, the growth of middle class accelerated as the ﬁve-
year programs in India facilitated individuals. After globalization, the middle class became a 
prominent and emerging class for not only the domestic market but also gained attention from 
international segments. However, many sub-classes have evolved and emerged along with the 
development of the middle class in India. The basic dierentiator is the income of individuals 
as it is an easy discriminator. Income also deﬁned the rank and status of individuals and their 
spending capacity, which deﬁned their products and brand consumption. 
Status
Status deals with social standing and reputation of the individual in the society. These elements 
are compared and assessed after a thorough evaluation of other individuals in the society. Status 
also deals with social elements, as it is a point of comparison for the degree of material suc-
cess of the individual. People achieve this status via intelligence, skills, professionalism, and 
achievements. Status is also related to the spending and purchasing capacity of the individuals. 
This element is the relative ranking carried out within the similar class of other groups of indi-
viduals. Now, the most important factor that deﬁnes the status of individuals in India is income, 
not caste (“Indian Society and Ways of Living”, n.d). 
Status and Social Class with Symbols
Status and social class have a signiﬁcant role in developing consumer behavior. It is important 
to understand the context in which these two terms are used with regard to individuals. Status is 
related to the title of individuals in a society. It changes with the accomplishments of the person. 
Status is related to the views of other people, the extent of success, job responsibilities, and 
how a person has helped the society as a whole. The work, role, and responsibilities assigned 
to the individual aect the importance that the person receives in society. The social status of 
individuals depends on the intrinsic elements that are hereditary. They do not emphasize on indi-
vidual accomplishments. It is also related to the ideals and values that a person followsinlife. 
Statussymbols are derived from products and brands bought by consumers and the satisfaction 
level achieved by using these purchases. These products are advantageous and beneﬁcial to 
consumers. Here, Veblen derived the philosophy of conspicuous consumption related to the 
possessions of the products in a social class and its usage and consumption to attract the other 
members in the group. This concept is explained in detail in Chapter 11. Consumption of prod-
ucts and their possession can also help a consumer to be in a particular social class. This type 
of consumption is associated with price and exclusivity. The price that the consumers have 
paid should be more than the aordability of other individuals in the social class. Fewer people 
consuming such elegant products reﬂect their status, as too many people consuming a product, 
would reduce its exclusivity. For example, during festivals and weddings, Indian consumers 
purchase exclusive products for themselves and display their status symbols. The basic aim of 
M08_Consumer Behavior_A Digital Native_C08.indd   265 6/22/2019   12:33:54 PM

















[image: ]266  Chapter 8
consumers is to portray the relative scarcity of consumption of certain sought-after products in 
their social class. 
Intra–class Differentiation
Consumers would like to dierentiate themselves from those in lower income class and focus 
on an ostentatious attitude. This approach changes the likings and preferences of consumers. 
 Further, the social and economic dimensions also get aected due to this. In India, a new rich 
class comprises individuals who are young, intelligent, and sophisticated. They might have emi-
grated from small towns to cities. These people have newly earned money and would like to 
experience top-end brands. They consume speciﬁc brands, as they need to be accepted in the 
peer groups. These individuals may be ﬁrst-time buyers of brands and products. India has ele-
gant and traditional consumers from the elite class. Therefore, it is a very complicated and 
multi-layered set-up in the Indian society. We have established that traditional consumers and 
new and ﬁrst-time buyers have dierent orientation and perception about the same brand. Their 
consumption pattern also varies accordingly. The people who were earlier buying cars have 
moved to the luxury segments. These shifts have happened because people have higher earning 
capacities and have strengthened their purchasing decisions. However, class dierentiation still 
exists as consumers have moved across dierent product segments and the variations still exist.
Symbolism Lightened 
It can be observed in Indian society that social status and symbolism have dramatically reduced 
due to high disposable income, dual income in the family, late marriages, two-children-only 
concept, and usage of updated technology. Middle-class income has increased through globali-
zation and liberalization. The symbolic and exclusive products are also used by the masses in 
India. For example, when the iPhone came to India, consumers believed that it was an exclusive 
and symbolic product. Now, many individuals own this mobile. 
McDonald’s, the world’s leading fast food service retailer, 
has approximately 31,000 outlets in 119 countries and 
serves more than 50 million customers across the globe 
daily. They started in India in 1996. They now have 160 
food outlets (McDonaldsIndia.com, 2009). Indian consum-
ers liked McDonald’s as they serve food according to the 
local culture and taste and preferences. For example, when 
they launched vegetarian items in Gujarat, consumers liked 
it. Gujarati consumers are strict vegetarians and do not eat 
food cooked in utensils that have been used for preparing 
non-vegetarian food (BBC News, 2012). Consumers pre-
ferred campaigns such as “Hum  DonoHaiAlagAlag” as this 
ad educated them that McDonald’s has different kitchens 
and use different utensils for vegetarian and non- vegetarian 
food items. Consumers were enthusiastic when a similar 
approach was used for a pilgrimage place, Vaishno Devi, 
which is located in Jammu and Kashmir in another region. 
Consumers do not eat non-vegetarian food, especially 
when they are at holy places. They liked it when McDon-
ald has respected their religious and cultural traditions and 
Closing Case
McDonald’s with Indian Cultural Dynamics
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Summary 
(a)  The consumption pattern of consumers is deeply aected by both the cultural and sub-
cultural structures to which they belong. These two structures relate to factors like family 
composition, education, and linguistic roots of consumers. An important extension of this 
element is the decision-making power that individuals share with family members. Equally 
important is the inﬂuence of peer groups of consumers. Consumers are also inﬂuenced by 
values and norms they have received from their older generations. 
(b) Further, consumption and income of consumers have a direct relationship with the aspi-
rations and economic movements they wish to be involved. This involvement is directly 
related to their self-perception and the image they wish to portray. This portrayal and self-
determination depend on the degree to which consumers wish to be seen as independent 
individuals and the degree to which consumers wish to be seen as a part of a cohesive 
and established group. Here, brands need to understand the preference of consumers with 
regards their social aliation. 
(c)  An important contribution of this chapter is the understanding of caste-based dynamics and 
economic modalities. Here, the chapter understands that earlier rigid caste divisions had 
actually restricted consumers to speciﬁc roles, functions, preferences, and vocations. Due 
to these restrictions, consumers were economically and aesthetically restricted to speciﬁc 
choices in terms of brands and products chosen. In line with this, the chapter also closely 
discussed the importance of economic liberalization and greater freedom in terms of brand 
consumption. 
(d) This chapter also focuses on key factors of myths, rituals, ceremonies, and contexts in line 
with the consumption of brands and services. These key factors interspersed with the role 
of technology have changed the patterns of brand consumption and usage. The important 
offered them purely vegetarian items in the food outlets. 
Additionally, in deference to the Indian culture, McDonald’s 
serve 100 percent vegetarian cheese, mayonnaise, cold 
sauces, and cook their items in vegetable oil (BBC News, 
2012). Consumers like this approach as they feel that their 
emotions and feelings related to Indian culture are appreci-
ated by the brand and customization is undertaken accord-
ingly. Consumers also like when no beef or pork-based 
food items are served in the Indian markets as they feel that 
McDonald’s respects their local culture. They feel that cul-
tural sensitivities are taken care of by the brand ( Newcomb, 
2012). Thus, McVeggie, Paneer Salsa Wrap, McAlooTikki, 
and Pizza McPuff were offered after understanding the 
local culture of the  individuals. Consumers also liked the 
memorable and delicious meal experience with the concept 
of “family restaurant” as it is related to the Indian collec-
tivistic culture. 
Consumers were also excited about this brand as they 
had different advertisements with various storyboards and 
local languages. Consumers are able to connect with the 
campaigns and the story easily (CNBC, 2013). Thus, consum-
ers felt that McDonald’s have penetrated deeper into their 
core values and culture and have become a prominent hang-
out. They feel that the brand has become a part of their life, as 
it is their habit to visit McDonald’s whenever they would like 
to eat a burger. To summarize, consumers want those brands 
in India that understand their cultural nuances, respect their 
feelings, emotions, and religion, and offer them a good deal. 
They appreciate those brands that consider their local culture 
and languages and are able to connect with them easily. 
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aspect that is to be noted here is that with increased use of technology, consumers have 
reduced the time involved in the gaining of satisfaction. Consumers often follow further, 
key dimensions mentioned above quite seriously. Yet, their current lifestyles might not allow 
them to follow rituals and practices. Here, technology helps people follow rituals without 
compromising on their time schedules.
(e) Finally, the chapter discusses the extension of consumer behavior and culture in terms of 
the speciﬁc aspects of consumers’ lives. The ﬁrst aspect of their lives is fashion. Fashion can 
have both global and local inﬂuences. Thus, brands that need to connect with consumers 
should understand the link between global and local inﬂuences. Another important aspect 
of consumers’ lives is healthcare. Here, the economic stratum of consumers plays an impor-
tant role in the choice of brands.
Discussion Questions
♦
 
Discuss the role of income and economic mobil-
ity in the understanding of consumer behavior and 
consumption choices.
♦
 
Explain the meaning and importance of social class 
in terms of being a dierentiator for brands and 
services. 
♦
 
Describe the complexities involved in understand-
ing the intersection of consumer behavior, brand 
meanings, and culture. 
♦
 
Explain the importance of Hofstead’s model in 
understanding consumer behavior and the role of 
culture in the same. 
♦
 
Discuss the evolution and development of aspira-
tional consumption and the trickledown-eect in 
terms of consumer behavior.
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9-1  Explain the meaning of information 
procession.
9-2  Describe how information processing affects 
consumers.
9-3  Clarify how information processing methods can 
be developed for memory enhancement.
9-4  Explain how neural network works for 
information processing.
Learning Objectives
A er reading this chapter, you will be able to:
Digital natives include not only young, urban people from 
the elite class but also farmers well aware of technology. 
The manner in which the latter use digital platforms is cer-
tainly different from the way urban users use them.
Let us study how rural digital natives use information 
processing. For that, we need to travel with them on their 
digital technology journey.
The Government of India is the key influencing factor 
in bringing about digital usage among this segment of 
 consumers. This influence started when India’s prime minis-
ter, Narendra Modi, launched the Digital India campaign on 
July 1, 2015. His aim was to create a digital infrastructure. 
This infrastructure empowered rural communities. The end 
result was that they were able to use digital technology and 
gadgets. In fact, 67 percent (Data.worldbank.org 2017) 
Indian population lives in rural areas. Their primary liveli-
hood is agriculture. They are connected with “digital agri-
culture” and “digital India” campaigns and initiatives. Let 
us understand this further. 
Digital agriculture comprises information and commu-
nication technologies (ICT) and the data ecosystem. This 
ecosystem facilitates timely delivery and highly targeted 
and localized information and services. These digital pro-
cesses also deliver safe, affordable, and nutritious food for 
everyone in the country. To do so, rural areas have low-
cost data plans. These plans help them access information. 
The end result is that they provide them with value-added 
services. Further, this digital technology is associated 
with suggestions that lead to personalized solutions for 
farmers in terms of crops, date of plating, variety sown, 
OPENING CASE
Kisan Networks: Transforming Farmers with Digital Technology
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real-time localized weather, and forecasted market prices 
(Network,2017).
Rural consumers can process this information, but they 
need low-cost smartphones and tablets for this. These gad-
gets are further supported by temporal data infrastructure. 
This is the primary diver for modern farming. In addition, 
it is not restricted only to developing nations. It provides 
farmers with information about the variations in soil, mois-
ture, nutritious, rainfall, planting time, harvest time, and 
market price. This infrastructure is further supplemented by 
application programing interfaces, which were used by the 
Y combinatory company. Their aim was to create the “Kisan 
Network”. A team of young people founded it. They offered 
mobile services to farmers. The users could sell products 
using mobile connectivity. The volume of such agriculture-
based services in India is around US$ 260 billion. A report 
by McKinsey also found that the future of India depends on 
how the country would respond to a sustainable supply of 
agricultural products.
Such a supply could help farmers and consumers. It 
was identified that improvements in agricultural market-
ing approaches would help farmers decide who the buyers 
would be. This could also help them figure out the optimal 
prices for their products. These opportunities were supple-
mented by the penetration and usage of smartphone in the 
rural areas. The concept of the entire business was devel-
oped on the bases of the issues faced by farmers in rural 
India, which included selling products, sourcing quality 
ingredients, and so on. 
More importantly, another key issue that these consum-
ers face is family dependency on rural income. Second, there 
is a lack of awareness about infrastructure and facilities. 
These infrastructures include industry, goods, products, pric-
ing, and so on. Conventionally, these individuals followed 
the trading pattern between farmers and merchants. This is 
managed in the local market, the “mandi” ( Arthapedia.in, 
2017). 
Intermediaries, who travel from one region to another, 
set up the price for farmers. Often, they would have minimal 
idea about the quality of products. Despite this, the farmers 
were forced to sell the products at the price that was set. 
There were two or three intermediaries involved for villages 
located 50 to 100 km away from the city. This meant that 
conditions were not in control of the farmers. If they were 
lucky, they got a good deal. If not, an entire season’s efforts 
would go in vain. The Kisan Network easily addressed these 
issues. It provided opportunities to the farmers to connect 
directly with the buyers. The result was that they would get 
a good price and break the middlemen mafia (Combinator, 
2016).
These apps facilitated farmers to upload informa-
tion about their crops. They advertised them freely while 
using Kisan Network. They entered details about the crops. 
 Further, they would set the price at which they would sell. 
Added to this, there was also information available on 
this network about harvesting. The company also sorted, 
graded, processed, and shipped the produce to buyers. The 
company also cultivated relationships between buyers and 
sellers. Thus, farmers received better prices as compared to 
local buyers and the Mandi. To conclude, we can say that 
in this manner information processing worked out easier 
(Shieber, 2016). 
After understanding digital technology used by farmers, 
let us now study information processing of digital natives. 
This would help us know how they acquire and process 
the information in their daily lives. Digital natives acquire 
FIGURE 9.1 
Kisan Network: Online Marketplace for Farmers
Source:  Home Page, Kisan Network, www.kisannetwork.com, accessed 
07May, 2019
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After understanding the technology-enabled information processing among the farmers, the 
functioning of Kisan networks and the role of technology in providing them the value-added 
services with personalized solutions, let us now learn about the concepts related to information 
processing. This chapter would further explain the meaning of information processing, along 
with the associated reasons and theories, which are relevant for digital natives. Subsequent sec-
tions would go deeper and explain about information processing and persuasion, information 
processing and semiotics, factors that a ect information processing, information processing and 
memory, memory enhancement and ﬁ nally methods of information processing and retrieval. 
Thus, information processing would be explained in depth with all the sub-dimensions within 
the context of digital natives. 
information using online platforms and multiple gadgets 
via various sources. Next, they check their validity and 
reliability of the information from various sources. Digital 
technologies also help them access the public source that 
has open data with their own processing capabilities. Next, 
they use this data specifically on their smart phones as 
they always carry this gadget with them. They are also con-
nected with their digital social circle on various media plat-
forms. These people on various media platforms also share 
information with digital natives. Thus, information process-
ing becomes imperative for digital natives. Let us now 
understand the basic meaning of information processing.
FIGURE 9.2 
Competitive Strategies 
for the Digital Era 
Source:  Martin Hirt and Paul 
Willmott, 'Strategic principles 
for competing in the digital 
age', May 2014, McKinsey 
 Quarterly, © McKinsey & 
 Company,  https://www.
mckinsey.com, accessed 21 
June, 2019
How Digitization Transforms Industries
The position of an industry on this curve
depends on the degree to which companies
and customers within it have embraced
digitization. While conceptual, the curve 
shows how laggard incumbents have already
disappeared from industries in which
digital disruption began early, such as
traditional media. In industries where
digitization is less pervasive but more a 
gathering force, there is still time for incumbents
to adapt and survive.
New trends
emerge
Innovative start-ups
create disruptive
business models
Early adopters
embrace the 
new models
Advanced incumbents
begin to adapt
Mainstream
customers
adopt
Time

Tipping
point
New normal:
Advanced incumbents,
established start-ups
Laggard
incumbents
drop off
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Meaning of Information Processing
Digital natives receive the information as input. This input could be related to brand names, 
product or service attributes, messages, or media used by companies. These inputs have a sig-
niﬁ cant inﬂ uence on the information processing of digital natives. They 
process these attributes on the basis of their ability and expertise. These 
consumers look for solutions and search for information when they have an 
issue. They process this information to arrive at the desired outcome. Dig-
ital natives today make no compromises on this. Thus, memory is closely 
associated with information processing. 
Reasons for Information Processing
There are di erent reasons that inﬂ uence information processing by the dig-
ital natives. The individuals process the information based on their needs, 
requirements, innate nature and their decision-making skills, which are fur-
ther explained in the subsequent sections. 
Needs and Requirements
The ﬁ rst and primary requirement of digital natives when it comes to processing information 
is to fulﬁ l and satisfy their basic needs. For example, let us assume there is a need to get infor-
mation about the right rates for hotels when people travel to di erent destinations. To fulﬁ l 
this requirement, Trivago o ers search facilities for hotels. Using this, the digital natives can 
compare hotel prices in just a few clicks. Trivago provides data and information about more 
than 200 booking sites and 1.3 million hotels across 190 countries. The consumers visit their 
site, compare the prices, and ﬁ nd good deals quickly and easily. They can also select a high-star 
category, luxury rooms, luxury suites, or any other value-added services, as they require.  Digital 
natives prefer to satisfy their needs with products and services closest to them. Here, digital 
natives consider price, beneﬁ ts, and especially value that products and services would provide 
them. More so, they search for information for all these elements. Based on these, they conduct 
comparisons using mobile apps (Trivago, 2017). 
Innate Human Nature
Human beings have an innate nature to process information. This behavior is known as reﬂ ex 
behavior. This helps them in their survival. This behavior is most visible in newborn babies as they 
try to survive. For example, they grab objects, which are placed in their palm. They do so after 
processing the information in their mind. This may be even connected with baby care products like 
Johnson and Johnson. Thus, digital natives, especially mothers, go online and study the products 
range. Finally, they select the category that is coordinated with their babies’ requirements and needs. 
These mothers are the actual buyers and the babies are the consumers. However, for processing the 
information, mothers are important as they make the ﬁ nal purchase decisions (Cassidy, 2016).
Decision Making
Digital natives process information for making decisions. They search the information inter-
nally and externally as we have studied in the decision-making chapter. The internal search 
FIGURE 9.3  Rationale for 
Information Processing 
Adapted from:   Hawkins & Mothersbaugh, 2013; 
Schiffman & Kanuk, 2002; Majumdar, 2010; 
Prakash, 2010; Kardes, Cline, & Cronley, 2011
Reason for Information Processing 

Daily Consumption  
Epistemic Value and Need
Evaluations of Alternatives 
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is linked to consumers’ memory and prior experience. 
External search is related to the word of mouth, fam-
ily, friends, online forum, consumer reports, adver-
tising, and so on. This information search is also 
based on digital natives’ issues and problem. This 
problem is associated with alternatives and options. 
These options are synced with the memory and prior 
experience of digital natives. They recall all the rele-
vant information about the brand, product, or service 
to process this information. For example, people go 
online to visit 99acres.com, a realty portal. It acts as 
an interface between the sellers and the buyers. This 
interface is quite popular. The digital natives enter 
their information about their issues, problems, and 
requirements. This information is entered in this site 
using di erent ﬁ lters. Further, buyers easily connect 
with the sellers for real estate and properties. Thus, decision-making becomes easy. Further, 
the data is in context with the requirements of both parties (“how does 99acress works for the 
clients”, 2016). After understanding the reasons for information processing, we have to learn 
the relevant theories of information processing.
Conventional Understanding about 
Information Processing
We will ﬁ rst understand the conventional orientation about information processing. We can do 
so by learning the most relevant theories. These theories include the hypodermic needle theory, 
hierarchy of needs, theory of reasoned action, and learned behavior. These theories will be dis-
cussed in detail in the subsequent sections.
Hypodermic Needle Theory
This communication theory which is related to stimulus-response was propounded by Harold 
Lasswell in the 1920s. This theory has a direct, immediate, and powerful e ect on individuals. It 
also signiﬁ cantly a ects their behavior. The strong e ects are related to persuasion, media, and 
motion pictures. Further, the theory explains that mass media can signiﬁ cantly inﬂ uence the uni-
formity of a large group of individuals. This can be done by “shooting” or “injecting” relevant 
FIGURE 9.5 
Theories for 
Information Processing
Adapted from:  Bineham, J. L. 
(1988), Sukma Wijaya, B. L. 
(2012). Sarver, V. T. (1983)
FIGURE 9.4  99Acres.com: Facilitating Consumer 
Decision Making by Making Property Search Easy
Credits:  Sharaf Maksumov. Shutterstock.com
Theories for Information Processing
Hypodermic 
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messages. These messages are developed to create the desired response. The images used in this 
theory are associated with bullet. The bullet and needle explain the powerful and direct ﬂow of 
information.
The hypodermic needle theory, also known as bullet theory explains that message is like 
a bullet that can be ﬁred from the “media gun.” It can reach an individual’s head from here. 
Further, emotive imagery is the hypodermic needle. This needle can inject the media messages 
directly into passive individuals. The media can also be a dangerous means of communication, 
as the receiver appears powerless, unable to resist the inﬂuence of messages. The model states 
that there is no escape of the receiver from the inﬂuence of these messages. Thus, the individual 
is passive. Numerous messages through dierent media channels are shot at them continuously 
and consistently. They might not have access to any other source of information. The US elec-
tions were studied in “the people choice” in 1940. Here, the voting patterns and the relationship 
between media and political behavior was studied. It was found that a majority of individuals 
were not aected by the propaganda. Yet, the interpersonal outlets brought signiﬁcant eect on 
these people rather than the mass media. In addition, it is no surprise that the campaigns were 
not at all eective and powerful. There was no magic in the bullets. Thus, more interactive forms 
of the media originated. This theory was replaced by the theory of diusion of innovation theory 
(Hypodermic Needle Theory, 2016).
Information Integration Theory
In late 1950, Norman Anderson developed this theory. It explains the process of various stim-
uli having an eect on the individual response. This means that individuals are the active 
integrators of various information and stimulus that is generated from the external envi-
ronment. This interaction and integration are also based on personal experience, observa-
tions, records, suggestions, and remarks provided by other individuals. Thus, this theory was 
extensively used in understanding perception, assessment of jobs, food testing, meal prefer-
ences, psychology responses, preferences, and judgments. The theory primarily works on two 
parameters—value and weight. Value is the assessment made by digital natives, which can 
be favorable or unfavorable, and weight means the perceived importance of the content. For 
example, digital natives think funky colored shirts to be cool for beach parties. When they 
are provided with this information, the value of the information would lead to a favorable 
response and the weight of the content would be aected. This content can be made persuasive 
by adding a new element. For example, videos with funky shirts and celebration on beaches 
can add new elements. Thus, digital natives will be persuaded by the information. This new 
element makes the attitude more favorable and positive. This integration of information and 
creative elements are important for digital natives, as they always want the content to be novel 
to have a positiveattitude. 
Consumer Involvement Theory
This theory deﬁned by McNamara in 2014, helps us understand the behavior of the individ-
uals with respect to the thinking, feeling, and energy that they would like to apply to buy 
products and services. Four rational and emotional quadrants explain this theory in detail. For 
example, high rational involvement signiﬁes that the consumer would highly focus on facts 
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and testimonials while they process the information. This means that content is important for 
digital natives in this context of information processing. This type of information processing 
is primarily seen for expensive products such as insurance plan, purchase of cars, and so on. 
Digital natives look for features and beneﬁts clearly, while they process the information; they 
consciously compare the facts through charts, reviews detailed content illustrations, and so 
on. These exercises are easy for digital natives as they use dierent types of online forums 
and mobile apps that provide them comparisons based on their requirements. High emotional 
involvement means that digital natives would focus on content, which is media rich and has 
a pull approach. This media-rich content would help consumers process that information 
especially with their emotions and feelings. This high emotional involvement seems to be 
personal to digital natives. For example, they would need the information in this format for 
their exotic vacation, engagement rings, wedding dress, hiring people for interior designing, 
and so on. Thus, the content has to be strong and heartfelt to inﬂuence these consumers. 
These individuals prefer videos while processing this kind of information as it will illustrate 
the experience. Low rational involvement signiﬁes that individuals would like to identify 
new ways of information processing. These new ways could be QR codes, mobile apps, and 
so on. These new approaches help consumers break the old and mundane ways of informa-
tion processing and buying decisions. This low rational involvement is primarily for basic 
products such as tea and coee. Another form of involvement is habitual purchases, which 
individuals buy on a regular basis. These habits and purchases are deeply embedded in their 
neuro patterns, which need to be made more exciting. These excitements can be de-cluttered 
by free trials, samples, online coupons, online rewards, and so on, which can make the entire 
trivial information processing more entertaining. Lastly, there exists low emotional involve-
ment that aims for high levels of gratiﬁcation. This information processing usually happens 
with impulse buying of products and services. Impulse buying would need emotions and 
sensations for eective information practice. Such sensations are developed using celebrities, 
cartoons, ﬁctions, and so on. Here, the point of purchase stickers are also important for con-
sumers for information processing. 
Customer buying behavior can be understood in four ways (“Four ways to understand 
your customers’ buying behavior”, 2017). When the product is costly and very important for 
the customer, then the rational involvement will be high. For example, let us look at the case of 
a  middle-class family buying their ﬁrst four-wheeler, the customer will research and consider 
multiple options, might take a longer time to arrive at a decision and will involve recommen-
dations and several discussions with friends and family members. In such cases, companies 
should ensure that simple and clear information is easily accessible to the customers along with 
experiences and testimonials of other customers. However, products, which fall under routine 
purchases like beverages or toiletries, will involve little or no rational involvement from the cus-
tomers with respect to the buying process. Here the companies need to strive to adopt strategies 
to break the habits through interesting oers or eye-catching campaigns and branding exercises. 
The customers might exhibit a high level of emotional involvement when the product of pur-
chase is of high personal value to him or her, like the purchase of an engagement ring. Here 
the marketing communication should connect to the customers at an emotional level, which is 
relatable and give them a glimpse of the experience that the product or service could oer, by 
means of stories. When it comes to purchases entailing low emotional involvement, like instant 
and short-lived gratiﬁcation products like ice creams, companies should heavily invest of visual 
appeal, point of sale displays.
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Hierarchy of Effects
This model was developed in 1961. It is comprehensive and extends from viewing products 
to their purchase. Consumers need persuasion and encouragement to buy products. The three 
stages that help consumers process the information and a ect their behavior are cognitive, a ec-
tive, and conative. There are six steps involved—awareness, knowledge, liking, preference, con-
viction, and purchase. 
 •
Awareness helps consumers know about products and services. 
 •
Knowledge helps consumers get more information about products and services. This is 
especially so when they use digital platforms. These states of awareness and knowledge 
are related to the cognitive stage of the consumers. 
 •
Liking is the stage when consumers prefer products and services. This leads to the stage of 
preference. Consumers might compare products and services with competitors’ products 
and services. These stages, i.e., liking and preferences, are the a ective stages where con-
sumers develop feelings and convictions about the products and services.
 •
Conviction develops consumers’ desires for products and services. Here, consumers are 
ready for samples or trials.
 •
The ﬁ nal stage is purchase. Here consumers prefer simple and easy systems for making 
payment. They could be negative or positive. 
In the conative stage, they buy products. Hierarchy means that conventional and older 
consumers follow sequential systems. They move from one stage to the other.  Companiesin 
2
High Rational Involvement
Your approach:
Seek ways to break old buying habits, 
such as coupons and offers
4
Low Rational Involvement
Your approach:
Find ways to break
old buying habits,
such as coupons and offers
1
High Emotional Involvement
Your approach:
Stress on facts and testimonials 
as content is king
3
Low Emotional Involvement
Your approach:
Seek ways to break old buying habits, 
such as coupons and offers
FIGURE 9.6 
Four Ways to 
Understand Your 
Customers’ Buying 
Behavior
Adapted from:  ‘Four Ways to 
Understand Your Customers’ 
Buying Behavior’, Our Visual 
Aid for Today, CI Group, www.
ci-group.com
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India keenly observe these changes. They have changed their products and services 
accordingly. 
For example, Leaf Wearables is a Delhi-based company that makes smart jeweler. These 
jewelers double as safety devices for women. Going on, they are working on similar kinds of 
devices for children and senior citizens. Here, the company has identiﬁ ed that most consumers 
in India are tech savvy. They are concerned about their safety and security. These products are 
well received by the consumers in India (Kenton, 2010).
Elaboration Likelihood Model
This model illustrates that persuasion has a dual process of information processing by the indi-
vidual in order to change their attitude. This model was developed in 1986. It aims to provide dif-
ferent ways of processing the stimuli, reasons for using them, and output as the changed  attitude. 
This model has two ways of information processing which is central and peripheral. Central 
processing means that individuals are careful and thoughtful about the information and work 
on the merits for advocacy. It involves high levels of message elaboration with enhanced cog-
nition for the arguments that are developed by the consumers. While they receive the message, 
the outcome of the changed attitude can be comparatively enduring, resistant, and  predictive. 
Onthe contrary, the peripheral process of information processing means that consumers asso-
ciate with positive or negative cues in the stimulus and develop simple inferences. The cues 
that are received by consumers primarily with the digital natives are not related to the logical 
stimulus (Ipfs.io, 2018). The cues could be related to the source credibility of the message. The 
likelihood of elaborating the message will be a ected by the digital native’s motivation and 
capability to assess arguments that are being illustrated. 
FIGURE 9.7 
Elaboration Likelihood 
Model
Source:  Leon Schiffman, Leslie 
Kanuk, ‘Consumer Behavior 
10/e’, Copyright © 2010 Pear-
son Education, Inc. Publishing as 
Prentice Hall
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Theory of Reasoned Action
Martin Fishbein and Icek Ajzan developed this theory in the 1980s (Fishbein, 1979). It was 
meant to understand the processes of persuasion and behavioral intentions of consumers. This 
theory was related to explicit consumer behavior. It stated that there might be some situations 
that could aect the attitude and behavior of consumers. For example, if consumers are online 
on a dating website, and they do not have money, it could prevent the individual from going on 
a date. Thus, the theory of reasoned action balances attitude, predictions, and actual  behavior 
prediction. The theory also states that norms and attitude aect eventual behavior. Attitude leads 
digital natives to do things. Norms may aim for doing something else altogether. These two 
factors aect the intention of consumer behavior. For example, some digital natives like to play 
online games. However, their friends might suggest that it is childish to indulge in these time-
pass activities. Despite the norms, the digital natives would continue to love playing online 
games, thus going against their friends’ advice. 
Further, there could be subjective norms and normative beliefs. These elements lead to 
compliance. Normative beliefs refer to what an individual thinks. These thoughts are related to 
what others would want or expect from the person. The motivation to comply would decide the 
importance of the work. All these elements are a part of persuasion. For example, the strength of 
the belief, assessment of attitude, weakened evaluation of attitude, and a new attitude with belief 
strength are all related to persuasion and goals. This process is eectively used by companies 
in India such as Saathi Innovations Private Limited (a venture by Harvard alumnus, located in 
Ahmedabad, Gujarat, India). They develop sanitary napkins from locally sourced banana ﬁber. 
Thus, these pads are biodegradable. The company realized that only 16 percent women in India 
have access to sanitary pads, which was unacceptable. 
Subsequently, the company gathered data and information from women in the age group 
of 20 to 60 years. This included data about their habits, beliefs, knowledge, and understanding 
about menstruation. Based on these insights, the company conducted menstrual hygiene, edu-
cation events, training, and orientations in dierent regions. Their main intention was to change 
beliefs and attitude of women in India. These training and workshops were conducted by exten-
sively using digital and the social media channels. They understood stories around menstrual 
periods. The campaigns around this issue were primarily run on digital platforms. Thus, women 
preferred them, as they did not have to discuss this personal issue in public. Thus, the company 
was able to clear the stigma. They were able to change the behavior of women towards Saathi 
pads. Having seen the operation of the Saathi pads, we can further understand models of infor-
mation processing and persuasion. These models are related to the process used by digital natives 
when they receive the message. They also deal with the means by which digital natives infer and 
retain information. Further, the prior experience of digital natives’ works as a catalyst in this 
information processing. Primarily, information processing starts from the stimuli. The devel-
opers of products and services send this. Here, digital natives are exposed to messages to draw 
their attention. They comprehend, accept, and retain the message. Eventually, they save it in their 
memory. These are the ﬁve stages of information processing that the digital natives use. Thus, 
consumers are selective in providing attention to products and services. For example, the existing 
consumers of Standard Chartered Bank are more likely to pay attention to the new services that 
the bank has launched like video banking. In this service, the digital natives can use any of the 
digital platforms and gadgets.
Further, there are two elements that aect the attention of digital natives—individual 
traits and stimulus. Individuals’ traits are motivation, attitudes, and adaptability of individuals 
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that inﬂuence the attention span of consumers. Stimuli are the visual, imagery, size, color, 
movement, exclusivity, distinctiveness, celebrity, and other factors of the communication that 
aectsattention.
Learned Behavior
Companies can learn about consumers’ behavior, but it is complicated. Of course, it is so 
because it depends on human capacity and external elements and environment. That is 
why a single cell cannot learn anything. It has to be connected with earlier functions. To 
complicate things further, consumers also exhibit learned behavior. This means they have 
learned this behavior. This learning often follows programming seen in the lives of digi-
tal natives. Added to this, wearable technology is changing consumer behavior. They are 
usually seen in ﬁve categories—ﬁtness, medical, lifestyle, gaming, and infotainment. The 
Apple watch helps digital natives breeze through the airport without a boarding pass. Dig-
ital natives develop and personalize these ﬁtness apps based on their lifestyles and goals. 
These apps include Fitbit that works on ambient intelligence, omnipresent computing, and 
biometric tracking. Thus, the experience of consumers is quite experiential, innovative, and 
personalized.
This learned behavior also aects the lifestyle of digital natives. Let us take an analogy. 
Human beings have a mind similar to that of a computer’s schema, which has a huge hard 
disk. They ﬁll this hard disk with information. Just like computers, humans store information 
in their brains. For human beings, this lifestyle is synchronized with the consumers’ goals 
and objectives of their life. For example, the transition to womanhood has never been easy 
for women in India. Few individuals are aware of the use and disposal of sanitary pads during 
the menstrual cycle and basic menstrual hygiene. Interestingly, only 350 million women in 
India use sanitary napkins. This is only around 15 percent of the total population of women in 
India. Further, a study conducted by Nielson in 2016 found that 80 percent of the girls after 
their ﬁrst period were not aware of washing the menstrual cloth. After understanding these 
issues, a campaign was started Lahu Ka Lagaan, which means the price of blood. The whole 
objective was to make sanitary napkins tax-free. Thus, a maximum number of women in India 
could use it easily. This campaign used popular social media platforms such as Twitter and 
Facebook. This campaign had 11 million Twitter impressions. These initiatives also became a 
part of the “Clean India campaign” (Zeebiz, 2017). Until now, we have seen how behavioral 
patterns can be learned. 
The behavior of digital natives can also be unlearned. This can be done when the digital 
natives feel that the learned behavior is not related to their lifestyles’ goals and objectives. This 
could also be the unwanted behavior that has led them to an incorrect lifestyle. For example, 
we, as individuals, were trained to believe that restaurants were meant for sitting, eating, or 
dining in. This concept has completely changed now with the “cloud kitchen”. This means that 
space is not needed for dining in. A cloud kitchen functions based on a hub and spoke model, 
where a central unit caters to orders from dierent channels based on orders from a website 
or app. This reduces the ﬁxed cost to a large extend. Additionally, digital natives have also 
unlearned their earlier and conventional behavior about food outlets, which meant eating out-
side. They have started opting for home delivery and pickups. After understanding the dierent 
theories of information processing, let us understand how persuasion aects this process in the 
subsequentsection.
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Information Processing  
and the Rise of Persuasion
After the bullet theory, there was an increase in the usage of persuasion in communication 
 globally. Propaganda techniques commonly used during the world wars relied on similar persua-
sion theories. The main reason for this was that it aected information processing of individuals. 
Data acquisition improved. There was no clear idea about how to improve and enhance products 
and services. The companies in full used these voices. They did so to cater to digital natives’ 
needs and requirements. Let us overview the usual processes involved. 
First, consumers usually had an inquiry, complaint, or proposal. These were sent to the 
customer care center (s). This center was essentially the sales oces. From here, the customers’ 
voices were further sent to the relevant department for analysis and investigation. Lastly, this 
led to improvements in the quality and product development of the companies. This process was 
important for organizations as the economy was changing. Thus, the digital natives’ feedback 
was imperative for ﬁrms. Eventually, companies also realized that it is not a good idea to ﬂood 
the inbox and mobile phones of digital natives with promotional messages. Thus, they used 
online surveys. 
Organizations also realized that it is not always important for companies to feed their digi-
tal natives with information. They realized that they should have a dialogue with them from time 
to time. Thus, digital natives were sent emails with invitations for conversations. It also meant 
that companies would take care of them. It came as no surprise that this process completely 
changed the image of the ﬁrms. In return, digital natives liked the new changes. They felt that 
they were heard and there was a proper dialogue with the companies. This positive image and 
association developed a strong relationship with the digital natives with companies. Further, 
digital natives were even able to use their expertise in guiding the companies to deal with their 
issues and challenges. Digital media further strengthened this. For example, Panasonic worked 
on “#DigitalBanegaIndia” campaign to create digital awareness among urban consumers. In 
fact, this was required in the cities than villages. 
They wanted to establish that rural consumers were also equally enhancing their digital 
literacy, as the experiences were captured from rural and urban areas. The company developed 
a microsite that was coordinated with Google Maps. Digital natives were encouraged to share 
their experiences and upload them on this site. Using the microsite, Panasonic reached out to 
the entire country. This connection and reach developed as the site was connected with a sim-
ple log in. Additionally, several options were provided to the consumers. Thus, they could gain 
from a comprehensive interactive experience by viewing the connections, clicking through 
various regions to see the statistics and get recommendations to invite friends. The campaign 
portrays how rural India is being digitized. Panasonic created a google map based website 
where people were asked to upload their experiences captured to show digitized Indian com-
munity and invite friends to share as well. The participants who have covered the length and 
breadth of the country by getting more friends to share. This campaign helped to create more 
awareness about the product Panasonic P55, at the same time the company also gained more 
knowledge about the level of digitization all over India, based on which they could develop 
future campaigns. Here the company thus followed a dierent strategy of information pro-
cessing to capture the attention of digital perceptive customers (Bhatkal, 2015). Further, this 
site was connected to Facebook and Twitter, thus, more people could easily connect with 
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each other. This campaign actually worked well due to many reasons and one of them being 
connecting the consumers to the microsite through mobile phones. This was supplemented by 
the idea of socializing and sharing through digital platforms. These were the key persuasive 
elements that enhanced information processing of Indian digital natives and thus their connect 
with the brand, Panasonic, increased (“Interviews with the SV70/7 Development Team - Pana-
sonic India”, 2016).
Information Processing and Persuasive 
Communication
This communication can enhance information processing among consumers. To develop this 
communication, the sender sets up objectives of communication and selects the audience 
for the message with relevant media platforms. The design and encoding of the message 
have to be coordinated with the medium and the audience. This system has to have a prior 
feedback. The system should also provide alternatives to the sender if any modiﬁcation or 
adjustments are required. This arrangement can be made eective in terms of the message and 
the medium. The objectives of communication can be linked with awareness, sales, encour-
aging e-retail, decreasing post purchase dissonance, developing goodwill, and image. Many 
models explain persuasive communication. Here, the most eective model that can depict the 
process is cognitive in its logic. The reason for the same is that exposure to messages leads 
to enhanced interest and desires for the products. For example, Amazon used the concept of 
“Apni Dukaan” as the persuasive campaign to reduce apprehensions about online shopping 
among digital natives. The company focused on the main features that the brand delivered 
to the consumers such as one-day delivery, easy returns, and cash on delivery. Here, the key 
persuasion was the personalized messages that connected easily with digital natives. This 
personalized communication generated trust and credibility for the company. The company’s 
products, in fact, were genuine. The easy returns were actually trouble-free. The delivery was 
reliable. In short, the total shopping experience for the consumers was extremely pleasant. 
This persuasive communication facilitated an increase in information processing among digi-
tal natives. The main reason for the same was that it was planned at the right time and the right 
place. Thus, the Indian Premier League and India Fashion Week became favorite destinations. 
Subsequently, Amazon created an “Aur Dikhao” dimension as a part of their persuasive com-
munication andcampaign.
Target Consumers
This is a very important dimension of persuasive communication. This is because the heart 
of persuasive communication is the selection of the right digital natives. Their traits, charac-
teristics, needs, interest, preferences, experiences, and knowledge have to be known. Based 
on the same, messages can be developed in relevance to these elements. This relevance would 
enhance information processing among consumers. Digital natives need contextual, relevant, 
and micro personalized messages. These elements will ensure that digital natives can process 
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information quickly and make decisions. For example, digital natives process information faster 
when it is aided by relevant visuals, as seen in the case of Instagram. YouTube provides tuto-
rial videos that could help people in their daily lives. Similarly, micro blogging site, Twitter, 
provides crisp messages in 140 characters. One of the ﬁrst companies to exploit this potential 
was Qatar Airways. They started a new campaign for micro targeting digital natives. This was 
especially for Twitter users. Using various media platforms, the contestant had to register for 
this campaign, after which they could participate in the campaign. This process provided the 
company with the detailed data of digital natives. These consumers were also encouraged to 
select a companion from the comprehensive list of Twitter followers. Thus, the campaign was 
known as “tweet-a-meet microsite.” After accepting the invitation, both the teammates had to 
select a destination from the Qatar Airways. Thus, they could choose from 117 cities, which 
would become their “meeting place.” Additionally, these two teammates could collect air miles 
by tweeting about their meeting place #tweetameet with the username of their companion. The 
company provided a business class ticket to the top three teams, which scored in terms of the 
highest number of tweets. This approach connected many people irrespective of their geograph-
ical locations through social media platforms. Thus, this platform and digital technology helped 
the airline reach out to more consumers. This would result in using this airline in the future 
(Cuttingedgepr,2017).
Media
Digital natives place a high premium on the media that they use and how companies use these 
platforms. They read, view, hear, and respond to the communication carried out by the  companies. 
This will happen only when the message and communication are in synchronization with their 
proﬁles. This synchronization matches with the speciﬁc usage of media on regular basis. In line 
with this, they especially like the information on the online platforms that could help them navi-
gate their search, provide complete information; personalize the content, aesthetics, and designs 
that can increase their pleasure and enjoyment. For example, Flipkart uses dierent channels to 
connect with the digital natives. Thus, they use the testimonials of consumers to maximize their 
credibility among other prospects in India. Here, they use Facebook to hold contests. They also 
use Twitter to provide information about their new products, discounts, and deals, and provide 
solutions to all digital natives’ queries in real time. Thus, they are able to link the content with 
the media channels easily (Cutting-edge, 2017).
Message
The message is usually an idea or image. These ideas or images should provide information. 
Based on the same, the digital natives also understand why and what the companies are trying to 
say. The message and processing of this information is related to the digital natives’ education, 
interests, and experience. Continuing further, the digital native also like the connected images, 
words, and visuals, which they could associate very easily.
Additionally, there are three types of buyers such as righteous buyer who wants more 
information from the independent sources (like online consumers’ reports, online indus-
try reports, and so on), social buyer who relies on the suggestions provided by the friends, 
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celebrity, family as they act as the testimonials, and pragmatic buyer who aims for the best 
value for money (not low prices). These categories of buyers look for those messages with 
those variables that help them process information. For example, In 2015, Snapdeal devel-
oped a campaign around “Dil Ki Deal,” Famous Bollywood celebrity, Aamir Khan, did the 
endorsements. The campaign was developed to strengthen the brand’s vision of presenting 
life-changing experiences for buyers as well as sellers by enabling them to fulﬁl their wishes. 
They tried to portray that a deal is not just another online transaction but also the fulﬁlment 
of an aspiration. In the advertisement, Amir Khan is an onlooker who witnesses the dreams of 
others being transformed into reality through Snapdeal and ﬁnally, he receives a deal himself. 
The experience was extended to social media as well, where people were encouraged to share 
their deals using the #DilKiDealOnSnapdeal. Snapdeal also ran contests around this theme 
on social media. 
Snapdeal’s Dil ki Deal campaign reportedhaving a signiﬁcant impact on the sellers. With 
this, buyers also felt they had life-changing experiences, and 40 million users and 150,000 
sellers reported this across 5,000 cities. The message of this campaign was extensively fea-
tured on Facebook, Twitter, and so on. Here, with this key term, #Dilkidealon, Snapdeal facili-
tated many contests that increased the views of the campaign videos. The company’s Facebook 
and Twitter pages were ﬁlled with pictures and visuals that connected with Dil Ki Deal ini-
tiative. Subsequently, the ﬁrm started a blogging contest. After this campaign, the message 
was very eective. It also provided eective information-processing elements and platforms. 
Thus, Snapdeal had 3,235,657 followers on Facebook and 40 million people on Twitter. More 
so, the company had a 600 percent growth rate. The key to this success through the message is 
“emotions and feelings.” The key component was the theme built around emotional fulﬁlment 
provided by the brand to customers. This message also used all the regional languages in India 
such as Tamil, Marathi, Bengali, and Kannada. This facilitated information processing among 
digital natives (Tewari, 2015). This was a stroke of genius as there are at least 18 languages 
spoken in the country. 
Digital natives also emphasize on the structure of the message. This means that the design 
of the message should include resonance, positive, negative, comparative, presentation order, 
one-sided message (direct messages which communicate particular) or two-sided (messages 
which are meant to have multiple interpretations) messages, and so on. Resonance means 
developing double meaning by integrating the relevant pictures. This double meaning grabs the 
attention of digital natives as they notice advertisements. For example, Mahindra and Mahindra 
launched KUV100, a sports utility vehicle. This model was launched with the intention to target 
the younger generation and ﬁrst-time buyers under the age of 30. This car had seven vibrant 
colored variants. As per the company, KUV100 was supposed to reﬂect the personality of indi-
viduals and enhance their lifestyles. This was catered to by oering aggressive styles, trendy 
interiors, a long feature list (7.0-inch touchscreen infotainment system, remote lock/unlock for 
the tailgate, power folding wing mirrors, rear parking sensors, a new multi-info display giving 
readouts for gearshift alert, several design features), attractive prices, and a product for a win-
ner by helping them to stand out and enhance their lifestyle. To do so, Mahindra designed the 
message based on these features. Further, they used digital platforms for the pre-launch. The 
company received 1.5 million views in their microsite, and 300,000 views and 50,000 queries 
within the 2 days of the car’s launch. To supplement this message, Mahindra also created an ad 
video featuring a young celebrity, Varun Dhawan. This ocial launch was eected on digital 
platforms such as YouTube and Facebook. The core message in the campaign was “get up – get 
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dressed – get the dog – get the SUV – get the Gang – get out – get lost – get lucky – get dirty – 
get shower – get the life – get it now.”
The digital natives appreciated this message as they could process the information 
quickly. This speed was a reﬂection of their lifestyles and personality. The company recorded 
more than 19 lakh views on YouTube alone. The company further enhanced this digital usage 
as they used e-commerce platforms such as Flipkart and e-retail M2ALL to sell their models 
after the launch. This was the ﬁrst exclusive tie up of an automobile brand with an e-com-
merce company to connect with the digital natives quickly. Further, to connect the message 
of the brand with digital natives, the company announced a Dubsmash contest before the 
launch of the car (Dubsmash is a video messaging mobile application using which users can 
choose an audio recording or soundbite from movies, shows, music, and internet trends and 
record a video of themselves dubbing over that piece of audio). The digital natives were asked 
to develop a video based on their ﬁrst experience when they saw the model. The ﬁrst prize 
winner was supposed to receive a car. Individuals engaged with the company innovatively at 
various levels while making these videos. Finally, the social media campaign garnered more 
than 16 million fans and over 35 million video view in 2012 (“Mahindra and Mahindra mar-
keting mix strategy”, n.d). Thus, with all these messages and digitally-oriented approaches, 
the company received 21 thousand bookings, 1.75 lakh enquiries and 2.7 million visits on the 
website within 45 days since the launch and 450–500 orders daily (carandbike, 2016). They 
were also able to export this model to Nepal, Bangladesh, Sri Lanka, and South Africa in April 
2016 (Carwale, 2016). This overwhelming response helped Mahindra and Mahindra increase 
their production by 50 percent. This means that the ﬁrm started producing 12,000 units in a 
month instead of 9,000 units. (Mukerjee, 2016).
Moreover, digital natives also process information with positive framing. This states that 
speciﬁc product beneﬁts and negative messages explain what would happen if the products and 
services are not used or consumed by digital natives. However, the ﬁnal decisions of the digi-
tal natives depend on their traits, attitude, and characteristics and features of the products and 
services. They also prefer supportive messages that provide favorable information eectively. 
However, if digital natives were critical and not accommodative, they would need information 
on competitive products. Similarly, if digital natives are well educated, they always like to know 
opposing claims. Such communication also provides the shortcomings of the product and ser-
vices. For example, Mahindra mentioned in one of their digital communication: “you have been 
crazy about the topless model”, where they actually referred to Mahindra’s popular Jeep model 
of 1996, but the message was two-sided and caught attention by evoking multiple interpretations 
and controversies. In addition, consumers also prefer comparisons. These comparisons may be 
explicit or implicit.
Information Processing and Semiotics
This section deals with the meanings construed by digital natives. The media of symbols and 
language develop these meanings. They are further supplemented by the culture as it has a huge 
eect on the digital natives’ information processing. This culture also determines digital natives’ 
ability to interpret and process information. Thus, cultural knowledge leads to meaning genera-
tion. In line with this, viewing and interpreting are referred to as decoding which aects infor-
mation processing among digital natives. Consumers interpret these signs, colors, and graphics 
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while they process information. The sign can also be aural or sonic. Simply put, consumers work 
with the context and comprehend the meaning and process the information. For example, during 
demonetization in India, there were many companies like Amul that developed contextual cam-
paigns during this time. They developed an advertisement especially for Twitter, which read as 
“#Amul topical: Short term pain! Long term gain!” The company also mentioned, “No black, no 
white only yellow, any time maska.” This campaign and message helped the consumers process 
the information quickly and e ectively.
The meanings are something that digital natives might expect from the marketing commu-
nication of products and services. These meanings also a ect the acquisition of information. The 
reason for the same is that digital natives look for speciﬁ c words and meanings. When products 
and services o er these meanings and words, they a ect the human senses. These are conven-
tional senses. There are other senses too which a ect the intended meanings for the consumers 
and subsequently information processing. These senses include temperature, kinesthetic, pain, 
balance, and internal stimuli (based on the carbon dioxide concentration in the blood). These 
senses relate to the physical phenomenon and regions of the brain where the individual receives 
signals. Further, we can divide the senses into exteroceptive and interceptive. Exteroceptive 
senses are those senses that feel the human body’s position, motion, and state. They are called as 
proprioceptive. Additionally, there is a sense of direction, pain, balance, and movement of body 
parts. In the same line, interceptive senses are related to the perceived senses of internal organs. 
For example, Britannia developed a campaign, “#smilemoreforagoodday.” They focused on the 
visuals and colors with the emphasis on smiling. T here were meanings associated with sight, 
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taste, and touch which helped consumers process information about the brand quickly and eec-
tively. Further, they get engaged with the brand easily through social media platforms (Hedley, 
2019). Finally, the semiotics are connected with the touch, smell, sight, taste and hearing of the 
digital natives which is been explained in detail in the next sections. 
Sight
This is the capability of the eyes to focus on and detect images in the retina of each eye. The 
eyes develop electrical nerve impulses for dierent colors, hues, and brightness. More spe-
ciﬁcally, there are two types of photoreceptors—rods and cones. Rods are sensitive to light 
but cannot dierentiate colors. Cones dierentiate colors but are not sensitive to dim light. 
These receptors are responsible for developing the perception about colors and brightness. 
These perceptions in the depth of both eyes create senses known as cognitive and post sen-
sory  function. This entire process is known as visual memory. For example, Naukri.com had 
a simple advertising that started with the tagline “found a job.” Through the visual appeal of 
colors, the message helped to process the information eectively. If eyes are unable to see these 
images, it refers to blindness. This blindness damages eyeballs. This damage is primarily seen 
in the retina and optic nerve associated with each eye and links with the brain. There could be 
temporary or permanent blindness. Thus, individuals who are blind would have distractions in 
the visual cortex. They might have a limited ability of vision. Thus, they may react to the visual 
stimuli but not develop conscious perception. This is called blindsight. These individuals do not 
feel that they are reacting to visual sources. Thus, they unconsciously adjust their behavior in 
synchronization with the stimuli. This was observed in Kit Kat’s Twitter campaign #mybreak, 
where the company smartly weaved a 500-rupee note in the form of a Kit Kat wafer. Further, 
the campaign narrated the message to make the breaks memorable with Kit Kat. The visual 
stimuli helped consumers’ process information unconsciously about the brand and the product 
(Tracy Bryan, 2017).
Hearing
This sense is related to the sense of sound related to vibrations. Here, mechanoreceptors are able 
to provide motion in the electrical nerve pulses located in the inner ear. Sound travels in vibra-
tions through the medium of air. The mechanically transmitted eardrum (thin as hair, ﬁbers) 
located in the inner ear process sound with the tiny bones. These tiny bones detect the mechani-
cal motion if the sound is within the range of 20 to 20,000 Hertz. More importantly, hearing at a 
higher frequency reduces with age. Further, sound can be detected as vibrations are undertaken 
through the body. Thus, even deaf individuals are able to understand the direction and location 
of the vibrations. For example, the ring tone of Airtel is so catchy that every consumer in India 
is able to relate this tone with the company (Tracy Bryan, 2017).
Taste
This sense is formally known as gustatory perception. It is associated with the ability of the 
person to detect the taste of the food with certain minerals, vitamins, and so on. However, the 
sense of ﬂavor is the integration of taste and smell perceptions. Flavor is linked with odor, 
M09_Consumer Behavior_A Digital Native_C09.indd   286 6/22/2019   12:42:17 PM

















[image: ]Information Processing    287
texture, temperature, and taste. Individuals develop the taste via sensory organs in the form of 
taste buds. The ﬁve basic tastes of the individuals are—bitter, sweet, salty, sour, and umami. 
Subsequently, other tastes developed by certain speciﬁc elements such as calcium, fatty acids, 
and free fatty acids are present. However, they are at a nascent stage. For example, McDonald’s 
used interactive and tempting food-related images on their Facebook. These pictures generated 
conversations and engagement with the company and strengthened information processing by 
the digital natives (Tracy Brya, 2017).
Smell
Smell is related to the “chemical sense.” Numerous olfactory receptors integrate this sense. 
Further, they form the molecule of smell through the olfactory system. This olfactory receptor’s 
neuron is not similar to those in the nose as it perishes and regenerates frequently. Some individ-
uals are unable to smell which is known as anosmia. More importantly, the neurons in the nose 
are especially adept at determining pheromones. The best example for this would be Starbucks 
where the coee smell always grabs attention. This is further supplemented by the online activi-
ties that the company undertakes, especially on mobile apps. This is especially so for occasions 
like Valentine’s Day. The company collaborated with TrulyMadly, a dating app, which facilitated 
in establishing a close connection with the digital natives. These were linked with the special 
moments of the digital natives and were highlighted as “meet me at Starbucks.” The whole idea 
was that people could have fun and relax with the aroma of coee while being connected with 
digital devices and social media platforms (Tracy Byran, 2017). 
Touch
Touch is developed by the activation of neural receptors primarily through the skin. This includes 
hair follicles, tongue, throat, and mucosa. Dierent pressure receptors react and respond to var-
iations that take place due to pressure. These changes are related to temporary or permanent 
damage of the nerve. The best example here would be Durex condoms in India. Condoms are 
always about touch, love, and sex, but buying them has always been dicult in India. Thus, 
the company had a campaign known as #DotheRex. This initiative was to remove taboos about 
sex from the Indian market and allow people to talk about love and touch with pleasant stories 
and memories through “Rex Talk” (make love without fear; great sex is like a great game of 
football). Many celebrities such as Ranveer Singh and Honey Singh acted as catalysts for these 
conversations and discussions. This initiative was well received by the Indians. There were three 
hundred million views on YouTube, 200 million impressions, and 120 articles written based on 
the positive sentiments developed (Tracy Byran, 2017). 
Thus, we now understand how the digital natives process the information through  semiotics. 
Let us now study the other inﬂuences of information processing.
Influences that Affect Information Processing
Many inﬂuences aect digital natives when they process information. These inﬂuences can be 
categorized as internal and external. Internal inﬂuences are connected to digital natives’ inter-
nal dimensions such as stimulus, need arousal, consumer perception, attention, and learning. 
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External inﬂuences include those elements that aect consumers from outside while process-
ing information. These external inﬂuences include information exposure, reference group, 
 situational and culture, and social class. 
Internal
The internal factors that aect the information processing among the digital natives are stim-
ulus, needs arousals, perceptions, attention and learning. These are the intrinsic elements that 
aect how the digital natives process the information, which is explained with detailed examples 
in the subsequent sections. 
Stimulus and Need Arousal
Similarly, conditioning theory starts with the stimuli, which aect need arousal. This arousal 
is linked to the response. If this response is associated with unsatisﬁed needs, it relates to 
dierent responses. However, if the response is associated with satisﬁed needs, behavior is 
repeated. Thus, it is a stimulus-response theory that understands learning as the trial and 
error process. If the response satisﬁes digital natives, it is reinforcing or rewarding and could 
lead to repeat purchases. Hence, these processes extensively aect information processing 
of digital natives. Further, repeat behavior and stimulus can also be generated when it is 
exclusively for certain segments and a certain set of digital natives. For example, “Happily 
Unmarried” is an online store that sells household and lifestyle products but only for people 
who are single or not married. They might need these products in their daily lives. This sat-
isfaction leads to repeat purchases of products from this online store by single individuals 
in India this was because they are single and their requirements and needs are dierent from 
those of families.
Consumer Perception and Attention
Individuals process and organize information in the comprehension stages. Further, the per-
ceptual organization decides perceptions of ﬁgures, forms, ﬁgures, and lines from the visual 
set-up. Subsequently, people based on their experiences, memory, and expectations draw inter-
pretations. Here, stimulus and semiotics play an important role. Companies can enhance these 
experiences and memories further by the digital and social media channels. For example, P&G 
worked on the “consumer pulse” campaign where they analyzed consumer online comments, 
understood the customer sentiments and provided real-time solutions and these responses 
were garnered through blogs or on Twitter in real time. This real-time interaction with the 
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company changed the perception of digital natives. Once their queries were responded, sub-
sequent purchase decisions were made (Mackinsey, n.d). On the same lines, attention can be 
paid to dierent types of information. It may be voluntary attention where consumers actively 
search for information. This search is related to their personal relevance. Involuntary attention 
refers to surprise, exclusive or novel, which could be unusual sounds, sizes, contrast eects, 
and colors.
Learning
Learning is another dimension of digital natives. This dimension aects information process-
ing. This process is related to permanent changes that occur because of reinforced experience. 
Learning leads to the development of skills and habits. There are many theories of learning; 
however, speciﬁcally two theories are important for processing the information—cognitive the-
ory and conditioning theory.
The cognitive theory explains that cognition starts with need awareness, which ﬂows 
to the memory and thinking ﬁles. These ﬁles relate to applied knowledge, which could be 
negative or positive experiences. This applied knowledge is related to the behavior of digi-
tal natives and is used to satisfy the needs and ﬁnally acquire the results. These results are 
again linked with the memory and thinking ﬁles through negative or positive experiences. 
Depending on the high and low involvement of consumers, this process may involve memory, 
thinking, and application of knowledge to solve problems. Further, digital natives evaluate 
complex products and services decisions such as the purchase of cars and insurance. This 
complexity is much minimized as products and services have started using digital media 
platforms. For example, ICICI Prudential is an insurance company that uses visuals, images, 
and easy navigation so that their online services can be accessed easily. These online and easy 
services help consumers make decisions about insurance products easily as they can solve 
their issues with a few clicks. The famous classical conditioning theory developed by Pavlov 
stressed that learning takes place by means of association of multiple stimuli. For example, 
online services are often associated with some rewards, as if users are awarded cash back 
when they make payments via payment gateways. Here, the behavior and learning is rein-
forced by rewards. 
External
After understanding the internal factors that aect information processing, we need to learn how 
external factors also inﬂuence the information processing of the digital natives. The internal and exter-
nal factors are imperative for the digital natives’ information processing. The external factors include 
information exposure, reference groups, situational elements, cultural factors and social class. These 
factors have a signiﬁcant role in aecting the information processing of the digital natives, which we 
have explained in the subsequent sections with the help of comprehensive examples. 
Information Exposure
The perceptions of digital natives also aect their information processing as it is related to 
exposure to information. We have learnt about this process in Chapter 2. Here, we will only 
study how perception aects information processing in individuals. In the exposure stage, 
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sensory organs of individuals are activated by the stimuli. Further, selective exposure facil-
itates digital natives to select the information by themselves. The actual detection of this 
process is dependent on the intensity, which is also the absolute threshold. Subsequently, 
subliminal perceptions aect the sub-conscious mind and feelings of the individuals. Further, 
these individuals adapt and get accustomed to the stimulus and could become their reference 
point. However, the butterﬂy curve states that preference of the stimulus reduces as the per-
son is habituated. For example, Garnier personal care products use black and green colors 
and emphasize on oil-free skin for men in all their social media and digital campaigns. The 
responses to these stimuli reduce over time, as digital natives always want to see dierent 
stimulus and prefer surprises from the companies especially on digital platforms, as they get 
bored with the mundane stu easily. 
Reference Groups
The external sources that can aect information processing of the consumers are family, social 
environment, religion, and association. Human beings are social in nature. They would always 
want to part be a part of social groups. There could be primary groups like family and second-
ary groups such as clubs and organization. Reference groups have a signiﬁcant inﬂuence on the 
information processing of the digital natives as their beliefs, attitudes, and behavior is adapted 
from these people. They also seek opinion leaders who guide consumers, processing of infor-
mation, and decisions. They act as experts with social standing. They also have high credibility 
in terms of the processing of information. This leads to positive word-of-mouth. For example, 
many digital natives use Apple products. This is because individuals have a tendency to buy 
new and trendy gadgets that have the latest technology. These people change their old products 
like iPad, iPhone, or MacBook, and get the latest version. This approach creates peer pressure 
among the digital natives as everyone wants to get the latest products. Further, this approach 
is observed among all kinds of digital natives across the demographic composition, including 
senior citizens as well as young kids. They can also be related to speciﬁc product categories. 
They could also increase the involvement level of the digital natives, as their inﬂuence is high 
on individuals.
These groups exert social power. The power of the group may vary depending on the digi-
tal natives. However, they have a signiﬁcant inﬂuence on information processing and subsequent 
decisions. Here, there are ﬁve types of social power—referent, legitimate, expert, reward, and 
coercive. Referent is the individual who acts and reacts with the groups so that the whole group 
accepts the person. For example, a teenager would listen to popular music and use all digital 
platforms that their group members use so that the person can be accepted in the group. “Legit-
imate” is associated with membership that has agreements and consequences that could lead 
to nonconformity. For example, the boss could ﬁre an employee working in an organization if 
the person is unable to deliver in accordance with the ﬁrm’s expectations. An expert is related 
to a particular group, which is knowledgeable, and other people would like to gain from these 
individuals. For example, the Advertising Agencies Association of India has access to all the 
experts in the area of advertising. Thus, other people would like to seek their advice in success-
fully running the businesses. Rewards provide power to the group to oer incentives such as 
cash prizes, medals, and trophies to outstanding performers. Lastly, coercive is the social power 
or the group that penalizes the members for not performing tasks within the speciﬁed rules 
(“External  inﬂuences—Introduction”, 2015).
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Situational and Culture
External factors include situational inﬂuences like atmospherics, which could be music, color, 
smell, animations, background, and so on. For example, if there are bright colors used by compa-
nies, they would connect the digital natives easily through their mobile apps. For example, pre-
mium women’s lingerie Zivame uses stories that connect them well with female digital natives 
in India. They use the pink color, which connects very easily with women. For instance, one of 
the initial advertisements was aimed at breaking the stereotypes and inhibitions around lingerie 
shopping in India, they showed how a rough and tough woman police oer can select pink thong 
and have a feminine side and an old woman who ﬁnds a tummy tucker product through Zivame. 
The digital natives could easily relate to and welcome this change. Thus, information processing 
related to this brand becomes easy for digital natives. The other element that aects informa-
tion processing is culture as it is associated with taboos, values, and attitudes of the society and 
individuals. Individuals process information about products and services using their nationality 
and religious identity as well. These cultural values are ingrained in the individuals since their 
childhood and signiﬁcantly aect information processing. They decide acceptable norms related 
to right and wrong. This decision aects information processing. For example, culture aects 
food habits, dressing style, language, and consumption patterns of consumers. These elements 
signiﬁcantly aect the processing of information among digital natives. For instance, Indian 
digital natives buy new apparel for Diwali. However, they prefer to wear Indian attires that they 
buy online. 
Social Class
Another external element that aects the information processing of the digital natives is social 
class. This factor explains the hierarchical arrangement of the society and reﬂects the social 
status of digital natives. Social class also refers to lifestyle, media usage, activities, preference, 
and interests of individuals. For instance, Raymond used social class, inﬂuence, lifestyle, and 
Omni-channels to reach out to digital natives. They promoted online shopping as they realized 
that digital natives would like to buy products whenever they wish to. The Omni-channel strat-
egy helped consumers shop their products online and get it delivered at home. This is important 
for digital natives, as they need exclusive designs that can be reﬂected in their social class. Thus, 
this approach really worked for them (ET, 2014). 
Information Processing and Maslow’s Hierarchy 
of Need and Re-orientation
Abraham Maslow stated the hierarchy of needs in 1943. There are ﬁve needs—physiological 
(basic), safety, social, esteem, and self-actualization. However, with digital natives, self-es-
teem is very important. It promotes conﬁdence and reduces stress, depression, and anxiety. 
Materialism has increased in India due to the craze over seeking positive comments and likes 
on social media platforms. Digital natives often have a fragile self-esteem. Due to this, they 
are aected by negative comments and negligence of people. Additionally, belongingness is 
important for digital natives, as they always want to be a part of elite and high-end groups. 
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Digital natives ignore the other elements of belongingness such as health and relationship. 
Thus, individuals work hard to achieve success. Individuals immigrate to big cities for better 
opportunities, and they juggle ﬁnancially and personally in these locations. Enjoyment and 
connectedness is the need to go out, carry out tasks distinctively, have constant connection 
with other people, and never missing a call or a message. Enjoyment for adults can include 
alcohol, movies, music, and dance. The need for safety and physiological needs is not related 
to individual priority. These digital natives feel that it is the responsibility of parents or the 
government, as they believe in high expectation and titles. Consumers feel that other people 
and government must abide by trac rules, but they would not follow the rules and drive 
even when the trac lights are red or yellow to save time. They would park their cars wher-
ever they want and create chaos and trac jams. These digital natives do not believe in any 
kind of self-governance. Additionally, they never achieve self-actualization as they always 
try to better themselves in terms of cars, house, oce, and ﬁnances. However, they develop 
very high levels of ego and self-esteem. They assess people by what they have accomplished 
in their life with almost no focus on social welfare. Digital natives feel that success has to 
be always quantiﬁed and measured in terms of monetary gain. Thus, Indian society is more 
“material oriented” than “person oriented.” However, digital natives and society have become 
digitized. They are concerned about the safety of women as crimes are high in this country. 
We have seen that the cases of eve-teasing, stalking, and even rape have increased in India. 
This is especially so in cities such as Delhi, Bengaluru, and Kolkata. Hence, women’s safety 
has become important and urgent in India. Software companies that developed women safety 
apps, which can be easily installed in smartphones, understood this urgency. For example, 
there is an app known as “My Safety Pin” where users get safety scores of dierent areas as 
they are visiting. The app also has a safety tracker that is like a personal guardian of the user. 
This app allows the person to track the users who have activated the “track me” button. This 
is undertaken by GPS navigation. 
These digital natives can be friends or family as selected by the user. This tracker provides 
information to people when the user is unsafe. These people can get a map and reach out phys-
ically, if required, in real time (Vishwanath & Basu, 2015).
Information Processing and Memory
The memories of digital natives are the individuals’ collection of knowledge acquired about 
products and services. Modern approaches related to memory is information processing. This 
is because digital natives’ minds function like a computer where there is input from the data, 
processes, and output. Memory is aected by external and internal elements. External elements 
include packaging, displays, prices, information provided by friends on the social media, and so 
on. Internal elements are based on experiences and memorable advertising or communication. 
These elements create an imprint on consumers’ minds and aect their information processing. 
This information inﬂuences the subsequent choice of products and services. There are three 
stages in which this information processing operates in the human mind—encoding, storage, 
and retrieval. Digital natives encode information that enters their system by recognition. They 
extract information when required based on their desires. There might be many cues of infor-
mation that might be locked in by the digital natives and not used, as there are no right cues. 
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Products and services provide these cues. Digital natives can use and process the information 
for purchasing. For example, WhatsApp and Facebook are connected so well in the consumers’ 
mind That they process these companies quickly. A study found that more than 50 percent of 
the users’ log in these apps every day (Hootsuite, 2019). Here, India has the second largest users 
for Facebook in the world with 125 million consumers (TOI, 2016). Additionally, digital natives 
like instant messaging which is very easy through these apps. These instant messages connect 
consumers with social circles on a consistent basis digitally. Additionally, these individuals are 
able to process information about the brand easily in their mind as they always remember them 
(Hootsuite, 2018).
Internal Factors
Encoding information can be enhanced and saved in the digital natives’ memory by simplic-
ity. For example, the meaning of “two minutes” and the red and yellow colors of the Maggi 
brand helped digital natives encode information easily. Further, they processed information 
quickly about this brand when they saw the advertisement on social and digital media. These 
meanings were activated quickly and helped in the encoding of information. Further, there 
could be semantic meanings and symbolic association to enhance the encoding of information 
processing. These elements are further supplemented by the relevance of consumers and are 
known as ﬂashbulb memories. This supplement enhances information processing of encoding 
the messages. For example, when digital natives see the black app with the letter “U”, their 
ﬂashbulb memories work and they are easily able to link this color and icon to Uber cabs 
(Irani, 2016). No wonder, experts say that Uber positively reconstructed the entire private 
transport business.
FIGURE 9.10   
Uber–Reconstructing 
Private Transportation
Credits:  Russell Hart/Alamy 
Stock Photo
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More speciﬁcally, the brain of digital natives works in the “bottom-to-top” and “top-to- 
bottom” processing format. Top to bottom would be a black box on white background. The 
simple color or objects have a small space so that the focus can be on the box. Top-to-bot-
tom processing means the determination of the object as the black box rather than the box-
shaped hole. The reason for the same is that it is cognitive in nature. This cognition is enhanced 
by repetitions. However, repetitions should always have a dierent story. For example, Amul 
always repeated advertisements on Twitter. Through them, digital natives are able to process 
the information cognitively. Yet the context of the processing is always a current one. This cur-
rent content enhances information processing at the cognitive level among digital natives. For 
instance, P.V. Sindhu won the silver medal for India in Olympics in 2016. Thus, Amul’s Twitter 
campaigns said, “Hindustan Hamara #Amul Tropical: India’s Badminton Heroine at Rio wins 
Silver!” Digital natives were quick to connect with Amul at the cognitive level and process the 
information immediately in their mind.
External Factors
Research has indicated that during holidays, digital natives relax. At that juncture, their brain is 
ready for the right cues to be supplied by the companies. For example, Star Cruises provided a 
relaxing eect on their online site. They used softer images and relaxing colors such as blue and 
white. These images and colors acted as the cues for relaxation. For example, online retail stores 
usually have sales for three days and the deals are lucrative. They make it a point to mention 
this in their message, “only three days.” This message enhanced the processing of information 
among the consumers as they felt that the deal was limited, and they should buy the products and 
services immediately, otherwise, they would miss the oers. These elements are supplemented 
by post experiences of the consumers that can enhance their memory. For example, consumers 
shared their experiences online about Lego, which makes toys for children. These reviews or 
post-purchase personal stories, in turn, help the other prospective digital natives’ process infor-
mation easily. They also get excited about purchasing the company’s products. These individuals 
also save their consumption and shopping experiences in their memory. For example, digital 
natives always remember their ﬁrst car and the associated experiences. They would also remem-
ber that after buying the car, they might have gone to a temple and used an app for performing 
rituals. They would remember having posted the picture with their ﬁrst car on their Facebook 
page and other social media channels.
Process for Information Processing with 
Different Categories of Memory
Many models explain how the brain processes information. Attention, comprehension, memory, 
and retrieval are activated as digital natives’ brains are exposed to information. Neurophysiology 
explains that the brain organizes knowledge based on their retrieved memories. Thesemantic 
model states that there are dierent nodes that represent the concepts and these nodes are asso-
ciated with the relatedness. For example, digital natives watch online advertisements of bridal 
wear and based on the same, they buy apparel. Further, they might receive advertisements of 
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shoes and makeup, as these are related products. Additionally, the connectionist model explains 
that the digital natives’ knowledge is represented by the pattern of neural activation and not 
by associated meanings. Thus, every model has advantages and disadvantages. Past memories 
are also developed by not only remembering the prior experience but also by watching the 
recordings of the videos or posts that others may have posted earlier. Thus, the human brain 
chooses information from these sources and develops recall. This recall develops retrieval cues. 
Environment triggers the brain to retrieve memory. If the retrieval cues are good, there is a high 
recall. However, this retrieval can also be distorted if companies use wrong the questions. For 
example, questions like “what to buy now” would dissuade consumers from purchasing prod-
ucts online. For instance, Singapore Tourism always depicts dierent places and experiences. 
They also allow visitors to share their stories. Interestingly, human beings are essentially pat-
tern recognition machines. These patterns provide actionable steps to individuals. For example, 
when a child tries to learn words, their neurons recognize dierent patterns between objects. 
There are massive, hierarchical, and recursive processess undertaken by the brain. For example, 
digital natives read online with their individual pattern. The recognition of letters determines the 
words, paragraphs, and whole articles. Computers can recognize these patterns, read, and learn 
like the digital natives. Similarly, human expertise is also synchronized with machine expertise 
by understanding how experts think and comprehend their patterns. Thus, IBM has developed 
machines that would help digital natives diagnose their disease eectively and quickly. The main 
aim is to determine the right pattern quickly and eectively. Thus, selective attention would be 
eective for the digital natives as it aects the conscious brain. This is stated by the pattern rec-
ognition theory of mind as it explains the development of the mind and works beyond words. 
These patterns are the key to information processing. FreeCharge, a digital wallet that helps 
consumers make online payments, understood this selective working of the mind. FreeCharge 
is available in countries like India where there are 317 million internet users who are active at 
least once a month. Interestingly, these people are social as they spend only one-hour watching 
television and ﬁve hours and four minutes using internet on their gadgets each day. Addition-
ally, smartphone users’ data shows that mobile internet users spend around three hours and 
24 minutes on their smartphones. This data was helpful to FreeCharge as they connected with 
these online users by undertaking co-branding. Thus, they simpliﬁed the shopping processes 
for the Indian digital natives. The company also linked with the Indian Premier League and 
enhanced rapid processing among the digital natives. Thus, digital natives used this digital wal-
let for shopping or online payments for electricity, taxis, and so on. Theyliked the digital wallet 
TABLE 9.1  Internet Users in India 
Indian Population 2015 (1336 Million)
 Urban Rural Data from Oct 2014 to Oct 2015
Population 414 (mn) 922 (mn) Indicators Urban Rural
Ever internet users 246 (mn) 129 (mn) Growth in ever internet users 43% 28%
Monthly active internet users 209 (mn) 108 (mn) Growth in monthly active users 38% 77%
Mobile internet users 197 (mn)   80 (mn) Growth in mobile internet users 65% 99%
Courtesy:  Census of India 2011, Govt. of India
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so much that its user base increased to eight million active users (“How  Consumers Process 
Information”, 2016).
Information Processing and Categories 
ofMemory
Digital natives have di erent types of memory which could be long-term memory, short-term 
memory, and sensory memory.
Sensory Memory
Sensory memory is related to the ﬁ ve senses of the individual. Each sense receives fragments 
of information that is transmitted to the brain. The brain develops perceptions about the single 
instant in synchronization with the single image at a single point of time. If it is not saved, it is 
lost. The brain also tags the perceptions as positive and negative in a microsecond. This cogni-
tion remains unless the information is processed further. 
Marketing is now as demanding as Olympic level shooting. Sometimes, the ﬁ rst impres-
sions of the products and services last in the brain of an individual. This is not just in the case of 
love. For example, Bharat Interface for Money (BHIM) is a well-known mobile app developed 
by the Ministry of State for Electronics and Information Technology and Ministry of Law and 
Justice in India. This is a government digital payment app, which is one of the most trending 
apps across a wide range of platforms. The transactions that are made on this app are safe and 
secure. Thus, this app is registered in the brain. Besides this, digital natives process information 
easily and quickly. The memory thus created is related to sensory experiences such as images 
and visuals. This memory foliates information processing. The human brain works on visuals 
and images. This information is retained and used for further processing. This goes through a 
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phenomenon referred to as the attention gate. This information has to develop impressions in the 
brain so that it can process information. At this stage, the information enters the subconscious 
level of the individual. This develops the initial process of cognition as digital natives process 
the information. The short-term preservation of these experiences is known as a sensory store. 
This almost automatic process grabs the attention and draws quick interpretations. However, if 
consumers do not analyze information appropriately, the information is removed from the sen-
sory store as the meaning was not extracted. 
Thus, companies have to work on those areas where meanings are not extracted but con-
nected. For example, Castrol developed a campaign connected with cricket on social media 
platforms and digital channels. It was known as #ActivCricketSmash where Castrol connected 
the love for cricket among Indians consumers through social media using Dubsmash. In this 
campaign, the company aimed at featuring humorous cricketing moments by using Dubsmash. 
Celebrities like Harsha Bhogle, who is a renowned cricket commentator in India, also endorsed 
this initiative. Digital natives were asked to make videos using Dubsmash with their favorite 
commentary comments. People shared their videos on Facebook, Twitter, and Instagram by 
using #ActivCricketSmash. 3.5 million fans connected through these channels. The company 
also received 80 Dubsmash entries that had more than 435k views. 
This result was achieved, as the company was able to work with digital natives’ sub-con-
scious level (Samosa, 2016). In line with this, there are two categories of sensory memory, 
which are known as echoic and iconic memory. Echoic memory is associated with whatever we 
hear and the comprehension, which states, “This is what it says”. For example, the Indian Army 
Autobiographical 
Sensory
Short-term
Long-term 
Information 
Processsing 
and Categories 
of Memory  
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Information Processing 
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asks, “Do you have it in you” after narrating the entire story about how the army person is dif-
ferent and exclusive from other people. Iconic memory is the memory associated with what we 
see. It is visual in nature. For example, the Incredible India campaign showed through visuals a 
journey of the country and developed a memory about India.
Short-term Memory
This memory works with the arriving information and pre-existing knowledge. Here, the con-
sumers comprehend and understand the information which can be the scratch pad or readily 
available state of mind. This memory is also known as the working memory of the digital natives. 
The information is transferred to digital natives’ mind within 2 to 10 seconds and if not pro-
cessed within 30 seconds, it gets lost. This happens because memory is a function of the prefron-
tal cortex of the brain. This memory is imperative as it connects signiﬁcantly with information 
processing. For example, Kamal, i.e., a lotus ﬂower, in orange color is associated with the BJP 
in India. A lotus ﬂower is usually pink in color; however, in the logo of BJP, it is orange. This 
additional information provided by the party was linked to the prior knowledge while Indian 
consumers would process the information. More importantly, the prefrontal cortex controls two 
neural loops—the visual cortex for visuals and the phonological loop for language. This phono-
logical loop has the Broca’s area, which is the inner voice of the digital natives. This area repeats 
the words in their mind. This prefrontal cortex is also part of the cortex, which aects short-term 
memory deﬁcits. Thus, this phonological loop is important as it synchronizes with the semantic 
category. Thereafter, the words and ﬁgures are articulated aloud and they are not read sub-vocally. 
Lastly, there is a human capacity to work with short-term memory as well. This inner 
voice of the consumers can be enhanced through visuals and videos with mesmerizing stories 
to enhance the short-term memory of the individual for information processing. For example, 
a famous Bollywood star, Aamir Khan, promoted his movie, Dangal, with a similar approach. 
Using attractive visuals and videos, he narrated a wonderful story to promote the movie through 
social media platforms and digital channels. Digital natives preferred this, as they were able 
to record this information in their short-term memories. The movie received an overwhelming 
response from the audience (“Instrumental Conditioning Information Processing and Memory 
Consumer Psychology Social Sciences Psychology”, 2015). 
In line with this, there is also imagery and discursive processing. This processing takes 
place in the short-term memory. For example, when we hear Starbucks, we visualize the picture 
of the good aroma of coee, pleasant experience, great food, and socializing with friends. The 
brand name is connected with smell, feelings, sound, taste, and so on. It means that this process-
ing is related to the visual, auditory, gustatory, tactile, and olfactory features associated with 
Starbucks. Consumers essentially relate these factors to imagery processing of the company. 
Image processing would also be related to the relative size of visuals and images. This infor-
mation processing is also connected to how elaborate it can be. For example, consumers can be 
daydreamers, visual problem solvers, or fantasize while working on the imagery and informa-
tion processing. Discursive processing would also involve the prices and cost of the whole trip. 
Long-term Memory
The information under long-term memory stays for a longer period and can have a signiﬁcant 
inﬂuence on information processing. This memory involves physical changes in the structure 
of neurons in the human brain, which is known as long-term potentiation. The circuits in the 
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brain are called neural networks. These networks are modiﬁed, developed, and enhanced. These 
neural circuits are developed from various neurons intersects at junctions called synapses, which 
improve by the visual cortex, auditory cortex, and the associative region of the cortex. This 
memory has two categories—autobiographical and semantic.
Autobiographical Memory
This memory relates to the memory that digital natives have about themselves and their past. 
The past would include their experiences, feelings, emotions, and senses, which create nostalgia 
among the digital natives. The digital natives remember retro brand as there is a spontaneous 
recovery of the information in this process. These senses such as smell, hear, sight, and taste 
evoke the memories saved within the consumers’ minds over longer times. These memories are 
personal and individualistic. For example, at Café Coee Day, consumers are able to connect 
with their college days. Thus, they share their experiences with their college friends through 
Facebook and WhatsApp. This experience is also discussed when they meet in their reunions as 
it becomes a long-term memory. This long-term memory helps consumers process the informa-
tion quickly. They are able to make better decisions. Our memories function as if they are always 
detached from the main episode. These episodes of memories can be developed easily via social 
media platforms by creating social conversations around the brand. For example, BMW devel-
oped a social conversation around their brand by focusing on the future of luxury. They had a 
campaign known as the “#iamtheFuture” which trended on Twitter. This conversation focused 
on the future of luxury especially in terms of performance and mobility. This campaign was 
enhanced further as celebrities like Sachin Tendulkar were also involved in the conversation. 
Thus, the memory was ampliﬁed on social media channels by eective social conversations 
and credible sources like celebrities to expedite information processing about the brand among 
digital natives (Sirgy, Rahtz & Portolese, 2015).
Information Processing and Memory Retrieval 
and Enhancement of Memory
Digital natives work very closely with retrieval and memory. They would also use an app like 
Bookmyshow to block movie tickets. Digital natives may receive certain input but would use it 
later to process information about products and services. The information in the digital natives’ 
brain is not retained for a long-time period as the links tend to get reorganized. This informa-
tion processing is linked with the network of nodes (concepts) that link many elements in the 
brain. Further, they elaborate on the processing, which is called as activation. This activation is 
associated with cues and stimuli. When these cues are activated, it is known as “schema”. The 
consumers process new information alongside the already structured information in their brain. 
Thus, processing familiar information is easier than processing unfamiliar information. Addi-
tionally, researchers from sound symbolism and linguistics suggested that sounds and words 
convey meanings and have a signiﬁcant inﬂuence on the encoding and retention of the informa-
tion by digital natives.
Speciﬁcally, retention is the amount of information retained after learning. This is primar-
ily dependent on incoming information and characteristics (Demographics and  Psychographics) 
of digital natives. The incoming information is associated with repetition, completeness of 
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information, and time. The digital natives’ characteristics include an individual’s mood, famil-
iarity, experiences, and motivation. Bajaj Pulsar used these elements extensively in their social 
media campaign known as “ZingZong world tour,” which was developed by the digital natives 
themselves. The company developed this initiative on World Marriage Day. This was a happy and 
festive occasion, which was reﬂected in the response, as digital natives were joyous and blissful. 
Further, they were able to connect their emotions and feelings with the brand. This connection 
helped the company retain learning which the digital natives had about the brand. To have a 
better understanding of the factors of information processing and memory enhancement, we can 
categorize them as digital natives’ orientation and information. These consumer-oriented fac-
tors such as state of mind, motivation, memory storage, and information-oriented elements like 
relevance, short and repeated, and competing are discussed in detail in the subsequent sections.
Consumer Oriented
State of Mind and Motivation
Research and studies have found that retrieving information is dependent on digital natives’ state 
of mind. Consumers are likely to recall information quickly when their mood or level of interest 
matches with the environment in which the information was learned about earlier. For example, 
consumers with an energetic mood can identify themselves with the place while watching the 
video of Hard Rock Café with vibrant music playing in a lively environment. Thus, they would 
process this information quickly and eectively. For digital citizens speed is life. Many studies 
have found that digital natives who are motivated process information in the deeper levels of 
their memory. Subsequently, they retain the content accurately for a longer period as compared 
to unmotivated consumers. This is further supplemented by psychologists’ ﬁndings about inci-
dental learning and directed learning. Incidental learning takes place when digital natives do 
not actively participate in processing information. Directed learning happens when consumers 
consciously process the information in the direction of their goals and objectives. Goal-directed 
decoding as digital natives categorize the incoming information in their memory in terms of the 
goals drives this information processing. Thus, they remember all the information associated 
with these goals. For example, assume there are two digital natives and they are both looking for 
cars. The ﬁrst digital natives might have speciﬁc goals that their car has to be economical and 
safe. The second consumer might not have any goals. Thus, he might be unable to articulate his 
needs and requirements appropriately. Thus, both would visit dealers’ websites, take test drives 
of dierent cars, discuss their views and seek advice from their family friends, online groups, 
and would even read reviews about dierent cars from various people. 
Further, information available in memory does not mean that digital natives would 
retrieve or recall information. Information retrieval even does not mean that it would be in 
TABLE 9.2   Factors that Affect Information Processing  
and Memory Enhancement
Consumer Oriented Information Oriented
State of Mind Relevance
Motivation Short and Repeated
Mood and Familiarity  Competing Cues
Memory Storage 
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synchronization with the originally stored information in the digital natives’ memory. Informa-
tion retrieval is linked to the retrieval cues available to digital natives during the processing of 
information. These retrieval cues could be self-generated or determined by external factors. To 
do so, digital natives may try to reconstruct the situation where products or services were last 
seen, observed, or consumed. This cue could be self-generated by consumers. However, if the 
digital natives, especially in India, see a celebrity associated with the products or services, this 
becomes an external cue. There are many cues that are presented along with the products and 
services through online platforms such as tutorial videos, co-created videos, and pictures of the 
digital natives with brands, and so on. These external cues drive information processing and 
retrieval of information among the digital natives easily and quickly.
Mood and Familiarity
In addition to the state of mind and motivation, the mood of the digital natives also aects infor-
mation retention. Research has found that positive mood increases the encoding of information, 
especially in memory. For example, digital natives recall brand names quickly when they are in a 
positive mood rather than in a neutral mood. On the same line, research has found that consumer 
familiarity also aects information retention as familiarity leads to better retention. Familiarity 
also inﬂuences in three ways—ﬁrst, consumers who are familiar with products and services are 
likely to remember new information about existing brands than those who are less familiar. This 
is because familiar digital natives are able to process new information more deeply than those 
who are not. For example, consumers who use iPhone would easily remember the new ad of the 
new iPhone as compared to non-iPhone users. Second, digital natives also analyze information 
in terms of products’ characteristics and beneﬁts that are organized in their memory. For exam-
ple, iPhone 7 is water and dust resistant and has a high-resolution camera, which was featured 
extensively on digital media platforms. These features are analyzed by digital natives and they 
expedite information processing with this source of data. Research has found that digital natives 
are able to recall product category if they process the information using the brand names rather 
than the products’ attributes and beneﬁts.
Memory Storage
Memory, which is stored, can be retrieved easily through ﬁgures rather than through stories. 
Research has also indicated that recall is higher for numerically coded information rather than 
verbal information. This storage is related to surface-level processing and meaning-level pro-
cessing. Surface-level processing means that information is stored in memory without the anal-
ysis of the meaning. However, meaning-level processing stores the meaning of the information 
and not raw data. For example, digital natives watch car advertisements online stating, “It gives 
better mileage,” and another commercial, which may state, “30 km per litre”. The digital natives 
would remember the second message easily as compared to the ﬁrst as memory would save 
meaningful, concrete, and analytical information. Further, cognitive psychologists state that the 
dierence between surface and meaning-level processing is similar to the dierence between 
sensory and semantic processing. Further, there could also be high rates and a quick pace of 
recognition. Despite this, digital natives could make multiple errors in assessing, evaluating, and 
judging products and services at the surface levels, as they are not connected to the meanings. 
Make no mistakes, companies and brands cannot take meanings for granted.
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Information Oriented
After understanding the consumer-oriented factors that a ect information processing and mem-
ory enhancement, let us now learn about the elements that are connected with the actual “infor-
mation”. These information-oriented factors are relevance, short and repeated messages and 
competing cues. This means that digital natives’ need relevant, short, repeated and competing 
cues in the information, which would facilitate, them to process it further and helps in memory 
enhancement. The detailed explanation of these factors is provided independently with relevant 
examples in the next few sections. 
Relevance
Relevance means that information has to be coordinated with an array of data, which digital 
natives think, is relevant to the situation. This relevance is deeply processed in the memory of 
the individual. For example, well-targeted or hyper-targeted advertisements are relevant and 
meaningful for digital natives. This remembrance is present because ads ﬁ t easily with digital 
natives’ frame of reference. They perceive them as being familiar and appropriate. Mercedez 
Benz used this familiarity and appropriateness as it allowed digital natives to click a picture with 
its cars in the Auto Expo. Thus, a majority of consumers dream of buying this car and widely 
shared the pictures on their social media platforms. Further, they tweeted and re-tweeted about 
the brand. This opportunity and initiative were so relevant to them that they deeply processed 
the information in their memory. Further, they used it appropriately, which helped the brand.
Short and Repeated Messages
To understand the importance of repeated messages, we need to learn about competing informa-
tion. Competing information means that digital natives forget previous messages and informa-
tion when they receive new content. This new content has to compete with the old information 
for retention. This is possible when consumers receive well-targeted messages in a less cluttered 
environment. For example, MP tourism used extremely new content in their campaign known 
as “MP Mein Dil Hua Bache Sa” (Adageindia.in, 2018). This means that in this state of India, 
your heart would be free and happy as a child. They showed di erent locations, people, culture, 
markets, textile, and so on in this message and used customized toys famously originating from 
this state. Additionally, they optimized their site on popular searches such as Google and Yahoo. 
The result of this initiative was phenomenal as the occupancy rates after this campaign increased 
by 50 percent at various hotels and resorts in the state.
Similarly, when the information is complete, digital natives recollect information easily. 
For example, digital natives clicked on the banner ads of Pringles to ﬁ nd out the entire story 
FIGURE 9.13 
Visual Enhancement 
of Message by MP 
Tourism
Source:  Madhya Pradesh 
Tourism Home Page, http://
www.mptourism.com/ , Min-
istry of Tourism, Govt. of India, 
accessed 07 May, 2019
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about the brand. They clicked on the banner ads where a man is proposing to a woman. At 
that time, she had Pringles in her right hand. In line with this, time also a ects the retention of 
 information. This is because consumers forget information with the lapse of time. Consumers 
can remember the messages, which are repetitive and have short content.
Competing Cues
Information processing and retrieval are also linked to the inferences that consumers draw from 
competing cues. For example, when a digital native orders a toothpaste online, he/she sees 
various brands. However, they remember, click and select that brand which has had the most 
recent advertisements on their screen. This commercial is stored in their short-term memory. 
From here, the inferences are drawn. These consumers have the ability to recall information 
about competing brands from their memory. Further, they use it to process information more 
accurately and appropriately to make decisions.
Information Processing and Methods 
of Memory Enhancement
Let us now understand the di erent methods by which the memory of the digital natives can 
be enhanced for e ective information processing. The key methods are chunking, semantics, 
rehearsal, recirculation, elaboration, and artiﬁ cial creation. These methods are discussed in 
detail in the subsequent sections.
Chunking
This means that digital natives retrieve information and process “chunks” of information using 
their short-term memory. Conventional studies have found that digital natives are able to retrieve 
three to seven chunks. Chunks refer to the groups of units and information that are processed 
by consumers as a whole set. For example, India’s pin code has three chunks—the regional, 
sub- regional, and divisional details. Digital natives use this information while making an online 
transaction and carrying out shopping on e-commerce websites or making payments through 
their credit cards. These chunks of information have to match the consumers’ frames of refer-
ence. This is further a ected by the prior knowledge of consumers. This means that knowledge-
able digital natives would have more complex and sophisticated chunks. These complex chunks 
can be simpliﬁ ed by technology as digital natives extensively use the internet to sort out their 
issues. This is because, for digital natives, processing chunks and remembering them is easier 
than it is for individual units. For example, Indian Bank states that it is “your tech-friendlybank”. 
Information Processing and Methods 
of Memory Enhancement
Chunking 
Semantic Rehearsal Recirculation Elaboration
Artiﬁcial 
Creation
FIGURE 9.14 
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Thiscommunication states all the chunks of information that the digital natives have to remem-
ber like all the transactions through online platforms or gadgets. This makes the process quite 
easy. The bank has not listed every facility, as the digital natives would not be able to remember 
all the individual units. They chunked all the information in one unit. Thus, this information 
could be saved in the minds of the digital natives. Every unit stored like this could make all the 
dierence between defeat and success for the brands and companies.
Semantic
Further, information in the long-term memory has an episodic and semantic way of being pro-
cessed. Further, semantic means the concept is understood through concepts. These concepts are 
saved in the frameworks, which link the new data to prior information. This link is integral to the 
subsequent processing of information. Bajaj Avenger and Royal Enﬁeld used this association of new 
data and prior information. They used this association when they celebrated “Brotherhood Day” 
through their campaign. Digital natives are quite familiar with the concept of goodwill. Further, 
they discussed Brotherhood Day through a ﬁlm that helped create a resonance between these brands 
and the riding community. The ﬁlm described the entire journey of two riders on their respective 
machines. The journey on the bikes resulted in the creation of the bond of goodwill in their lives. 
The VP Marketing of Bajaj illustrated this core idea. He stated that bikers have a natural tendency 
to bond with other bikers. This bonding is especially strong during rides. Thus, this ﬁlm engaged 
the consumers as riders felt that the brands actually belong to them. No wonder that their YouTube 
channel and Facebook page received 700k views in 24 hours. Added to that, viewers also tagged 
friends who owned these bikes and shared pictures about the brand and the rides. Thus, the episodes 
were developed by brands which enhanced information processing of consumers quickly with their 
novel ideas (“Bajaj Avenger, Royal Enﬁeld go for a ride, celebrate Brotherhood Day”, 2016).
Rehearsal
Chunking enhances short-term memory. This ensures that the information is not lost. Extending 
further, rehearsal directly moves information from short-term memory to long-term memory. 
Here, rehearsing means the consumers are consistently and consciously interacting and connect-
ing to information. The reason for the same is that they might need the information frequently. 
Otherwise, the information can get lost. Consumers carry out this recap because they are moti-
vated to undergo this process. Further, this mental image is developed in the digital natives’ 
mind. For example, Wild Stone (deodorant) communicated about the unique fragrance of the 
product by narrating creative stories. These creative stories helped the brand to cut across the 
competitors such as Fog, Axe, and so on. This cutting-edge element of the product was based 
on the simple positioning theme ‘looks good and smells good’. These individuals were able to 
develop the brand’s mental images quickly as the message was simple and easy to understand.
Recirculation
This means that the digital natives remember information by simple repetition without rehears-
als. Recirculation states that digital natives repeatedly in the brain eect the formation. Thus, 
the repetition moves the information from short-term memory to long-term memory. For 
example, Coca Cola used the communication tagline “Thanda Matlab Coca Cola” (cold means 
Coca Cola). Most Indian consumers on various media channels such as television, YouTube, 
 Facebook, heard this message and so on. The message was processed in their minds repeatedly. 
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Thus, the information moved from short-term memory to long-term memory among the digital 
natives. However, there could be a point of diminishing returns, which states that if there are 
numerous repetitions, the messages lose their eectiveness. However, if the messages were sim-
ple, short, and easy, consumers would retain them. For example, CEAT Tires used a very simple 
message—“Born Tough.” In their campaigns, they used it on various digital media channels. 
Thus, these consumers connected easily. This information was retained in the memory, as it was 
short, simple, precise, and relevant (“The Human Memory”, 2019). 
Elaboration
This system works when the digital natives process the information at a deeper level and move 
it from short-term to long-term memory. Digital natives try to remember the associated chunks 
with this information through rehearsal or recirculation. Next, they process the information exten-
sively. However, this kind of system may not work every time. This is because digital natives may 
forget the information after two or three days. They will be able to move the information easily 
from short-term memory to long-term memory. Digital natives relate their knowledge and past 
experiences easily with brands like Complan, which is given to children when they are young. 
Consumers develop this connection as the brands associate the information with the growth of 
the children in terms of height and physical ﬁtness as compared to other children of the same 
age. Digital natives have seen these linkages on the messages sent by the brand on television 
as well as online channels. This association provides more elaboration to the digital natives in 
processing the information. Additionally, this associated information can also be known as the 
stimuli, which evoke deeper relevance and meanings to the consumers’ information processing.
Artificial Recreation
Studies and research by psychologists have found that generating images can be accessible to 
the mind. Consumers retain the new images and forget the sources of earlier images. Individuals 
even overshadow their images from the past. Further, they even found that memory is related to 
“imagination inﬂation.” These imagination inﬂations can be developed with the post experiences 
of the digital natives through advertising messages. For example, digital natives see Domino’s 
Pizza commercial with a variety of pizza and fresh cheese. They might not have experienced the 
fresh cheese when they ordered online some time ago. However, these negative prior experiences 
and negative memory would be overshadowed by the recent online advertisement. Further, they 
would access this memory and treat it as their prior experience. Additionally, memory can also 
be reconstructed by repetitions as they increase the belief in the claims advertised by the prod-
ucts and services. This is supplemented by the digital natives’ research related to “truth eect” 
which found that older consumers are more susceptible to repetitions made by the truth-insistent 
messages than young individuals are. 
Methods of Information Processing
The dierent key methods by which digital natives process information are neural networks, 
associative networks, semantic networks, and central and peripheral. The semantic network has 
two dimensions—trace strength and activation. We will explain these methods in detail in the 
subsequent sections.
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Neural Networks 
These networks are also known as artiﬁ cial neural networks (ANN). According to Hecht-
Nielsen, these networks have computing systems that are developed from simple but highly 
blended processing dimensions that process information. Subsequently, Caudill explained that 
ANN are devices that process the neural structures of the cerebral cortex on a small scale. Algo-
rithms or hardware can undertake this processing. ANN can have thousands of processing units. 
However, the brain has billions of neurons, which enhance the magnitude of the comprehensive 
interactions and the resultant behavior thereof. Interestingly, scholars and researchers were able 
to simulate the retina function and eye model in a well-structured manner. For example, Sony 
Mobile used the retina function and the eye model along with the creative engagement for the 
Indian market. The company realized that there were many local players in the market who 
o ered mobile devices. Thus, they realized that they had to develop a high recall for the brand 
Sony. This was carried out by “vibrancy and youth” as the core themes of the campaigns. Thus, 
their phones had speciﬁ c attributes such as sound quality and stylish looks. The
The company also used a series of contests, quizzes, and crowd-sourced content. All these 
generated a high degree of awareness resulting in strong engagement on social media platforms. 
These contests had a high rate of participation in the form of sharing pictures and videos. These 
pictures and videos were eye-catching, vibrant, and youthful. This content worked around the 
eye model and retina function models. Further, conventional computing has a central processor 
that addresses the array of memory locations in terms of the data and instructions. Computa-
tions are developed by the processors to read the instructions saved in the memory, execute the 
work based on instructions, and save the results in the predetermined location. This functions in 
accordance with the needs and the requirements of the user. In the serial system, computation 
sequences are—rational, logical, sequential, and determined in accordance with the one variable 
that can be tracked from one operation to the other. The easier the transition, the better it is for 
companies and the consumers. 
Information Processes and Neural Networks
These networks are developed on numerous layers that are created with interlinked “nodes” that 
serve the “activation function.” There are di erent patterns that are illustrated in these networks 
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through the “input layers.” These layers interact with the “hidden layers.” Together, the actual 
processing is carried out through the “connections” system. Subsequently, they are associated 
with the “output layers.” Further, many ANNs include the “learning rule” that adjust the weights 
of the connections in accordance with the input patterns. For example, individuals learned about 
Dove shampoo by the recognition that they have developed from the online illustration of the 
product. In the same lines, there are dierent learning rules used in the neural networks. How-
ever, the most important rule is the delta rule. This rule is widely used by “back propagational 
neural networks” related to backward propagation of errors. This rule facilitates the supervision 
of the process and the occurrences of each cycle. Simply put, the illustration of the neural net-
work is always carried out according to a pattern. This pattern developed with a random guess of 
what it could be. It provides answers and tries to reach the actual answer by oering alterations 
to the connections of weights. Additionally, within each node, a “hidden layer node” has sig-
moidal activation characteristics. These characteristics facilitate the polarization of the activities 
of the networks. Subsequently, the sigmoidal activation stabilizes networks. Further, the back 
propagation delivers the gradient. This gradient is provided within the solution of vector space. 
This space is linked to the global minimum concept and the steepest vector related to the error 
surface. The global minimum is the theoretical solution that has the lowest errors. This error is 
lowered by the hyperactive paraboloid or smooth surface. However, the solution space can be 
highly irregular as it has multiple “pits” and “hills” that are developed in the networks with a 
“local minimum.” This minimum refers to the best possible solutions. This local minimum was 
developed by Airtel for their 4G campaign, which showed that how life could become better 
with an Airtel 4G connection in various phases of life such as downloading, sharing, social-
izing, and so on. The consumers preferred this minimum connection. Further, this connection 
processed the information that was conveyed by the company eectively and quickly.
These solutions can be determined when the neural networks analysis is carried about a 
large number of digital natives. The learning rule that dictates the analysis is developed from 
mathematics. This analysis facilitates the process to control the speed. This speed is the beta 
coecient and works with the “momentum” of learning. The speed of learning is linked to the 
rate of convergence between the current solution and the “global minimum.” This convergence 
can be most often seen in nostalgic evocations. This is also related to comfort food, emotional 
connections, and childhood memories. This is carried out virtually by using social media chan-
nels with a focus on a simpler and happier time. This focus develops a strong feeling towards the 
brands. This works very well with the middle class as they have an emotional ﬂux and a long-
ing originating from their positive past memories. Thus, neural networks of the digital natives 
are activated with the momentum of nostalgia aimed at the “global minimum” concept. More 
speciﬁcally, when the neural networks are developed and acquire a satisfactory level, it can be 
used for other data as well. Here, these individuals facilitate networks to function forward in 
the propagation mode. New inputs are demonstrated through the input pattern. They are ﬁltered 
and processed by the middle layers through training with the retention of output and no back 
propagation. The predicted model is developed based on forward propagation to determine the 
output with analysis and interpretations. 
The best example for this network understanding would be the IRCTC connect. This is 
India’s online travel network. It is also the largest in the world. They also have mobile apps that 
facilitate travelers in blocking their tickets, checking schedules of trains, and PNR status. This 
app connects dierent features that make train travel easy in India. Thus, digital natives are 
 satisﬁed. Additionally, there is a possibility of overtraining the neural networks. This means that 
the neural networks are trained to respond to only one type of input that leads to memorization. 
This memorization would enable learning. The network thus developed would be known as the 
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“grand-mothered” neural networks. This application is useful and eective as individuals have to 
dierentiate between the grand-mothered networks from new input. This new input can emerge 
from the new format of technology. For example, Zomato is a mobile app that is widely used 
by consumers in India. The company feels that consumers are smart and they know how to use 
the app and the service. Consumers are waiting to check the new content. Thus, the company 
provided them with avenues to do so by connecting them with Facebook, Twitter, Instagram, and 
blogs. Thus, consumers developed new content. The neural network was trained by developing 
the content. The consumers were able to dierentiate the information processing of this brand as 
they provided the new content. This content was widely promoted on dierent digital channels 
(“A Basic Introduction to Neural Networks”, 2015). However, ANNs are not sequential and not 
predetermined. There are no complex processors as they are simple. They just take the weighted 
sum of the inputs from other processors. They do not execute the programmed instruction, as 
their response is real and simultaneous. There is no distractive memory storage for the data. The 
information is used for the comprehensive activation of the network. This network also presents 
the knowledge, which is the sum of individual elements. 
This knowledge is well presented to consumers by using social media and digital channels. 
For example, Oreo India engaged the digital natives in creating content by starting a campaign 
known as #DailyDunks by using a famous Bollywood celebrity in the form of Ranbir Kapoor. 
There were many ideas from various consumers. This high response was seen on Oreo India’s 
ocial accounts on Facebook, Twitter, Instagram, Pinterest, and YouTube. Additionally, this 
social media campaign also helped the company in its oine marketing. Thus, the company 
in terms of content and celebrity stipulated the input. Both these dimensions stimulated and 
activated the information processing networks of the consumers very eectively. These neural 
networks are mainly used for capturing the associations. They are also used to understand the 
high number and volume of diversiﬁed data and develop the relationship between the variables. 
For example, back propagated neural networks work like black boxes. These are random num-
bers. The user has to feed the input, watch the training, and subsequently wait for the output. It 
is almost as if individuals really do not know what they are doing. Despite this, there are free 
software packages that facilitate the users’ understanding of the growth of sample networks’ 
progress within regular time intervals. However, users have to learn everything by themselves. 
The ﬁnal output is the activity that is developed from the trained network. It does not provide 
any equation or relationships besides internal mathematics. It only provides “IS” which is the 
ﬁnal equation linked with the relationship. Additionally, these networks are slow in the training 
as they are connected to the speciﬁc node, networks, and a large amount of data. However, the 
speed of the machines has been worked upon to derive good results. 
Lastly, the strength of the internal data can be enhanced with adequate training and per-
form well in the dynamic and non-linear setup. Amul reﬂected this non-linear set up as they 
always focused on social issues in their topical stories. Each story has an opinion on social 
media. This is an integral part of their campaigns. Each social situation is always reﬂected by the 
Amul girl with the content that coveys a contemporary message. In line with this, the company 
widely used Facebook and Twitter to promote these campaigns. In turn, the digital natives liked 
this dynamic and non-linear nature of the approach.
Neural Networks and Information Retrieval
Digital natives retrieve information from their long-term memory by this process. This retrieval 
can be enhanced by providing cues to the digital natives. For example, digital natives retrieved 
information about Domino’s Pizza through the online delivery of pizza in India. Additionally, 
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the retrieval of information is faster when there are memorable experiences related to digital 
natives. These experiences could also be related to fashion, lifestyles, or addressing the social 
issue. These elements were used by #VogueEmpower, which was an initiative by Vogue India to 
increase awareness about women empowerment and reduce violence against women. The com-
pany also used Bollywood celebrities to increase the power of storytelling. They also made the 
experiences memorable to digital natives. These experiences were shared on all the social media 
channels such as Facebook, Twitter, Instagram, and Google plus. Thus, the company generated 
a high fan following as digital natives connected with memorable events and episodes, which 
increased their information processing. Speciﬁcally, these consumers retrieve information from 
their memory while extracting the content from their associative networks. 
More importantly, there could be interference eects while the digital natives retrieve 
 information. These eects are linked with the previous experience, prior knowledge, and choices. 
These links can also be joyous and funny; for example, Shaadi.com developed an idea to inte-
grate marriage, emotion, and fun. Thus, they had an initiative, #MeriShaadiKarwao, which was 
hilarious. This fun initiative was well accepted by consumers on Facebook, Twitter, and You-
Tube. This was because the emotions associated with marriage were projected and expressed 
with humor. This fun and humor made the consumers aware of the brand. Further, they made 
their choices in accordance with this initiative (“9 Indian Brands That Are Doing Content Mar-
keting Well”, 2016).
Associative Networks
This network is a set of concepts related to neural links. This means that if one concept is acti-
vated, other concepts automatically are activated. The reason for the same is that they are related 
to similar links. These are called as networks because the units have knowledge structures. This 
data is linked with the nodes connected with links and structures. Similar data are chunked 
together. Other information is sent to the abstract category. New information is linked with the 
existing structures for further processing of information. Additionally, there is hierarchical pro-
cessing of information that starts from the bottom to top. In other terms, information processing 
starts from the basic to complex level as it requires higher cognitive processing. If this process-
ing does not work, the brain starts working with other information. The associative networks are 
related to nodes. Every node is related to a concept or category. This node or attribute can be a 
brand name, color, packaging, and so on. Interestingly, some networks can be strong or weak. 
For example, Google developed an interesting campaign to heal 60 years’ discord between 
India and Pakistan. In the campaign, their children through Google connected two old friends 
living in their respective countries and who have not met each other for decades by. The com-
pany wanted to promote the campaigns as “start searching India.” Thus, digital natives could use 
these platforms for searching. This magical and interesting story was well received by the digital 
natives, as there were 900,000 YouTube views in the ﬁrst 24 hours. Additionally, there was an 
extensive Twitter conversation about “Google search—reunion” with positive sentiments (Twishy, 
2013). Thus, if the message is delivered with a relevant background and nodes; the networks for 
information processing can be strong and enhanced, and help consumers in brandrecall.
Additionally, the concepts that are related to strong links are likely to be activated faster as 
they are ﬁrmly connected with the brain and become part of long-term memory. Digital natives 
process the weak links for a short time period. It is saved in the short-term memory of individu-
als. For example, Idea, a mobile service provider, is always connected with “an idea can change 
the life.” Digital natives are also connected with the social campaigns of the company. In these 
campaigns, they help dierent segments of the society. This is another strong link about the 
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brand as they are able to use the technology to help people of dierent strata of society. These 
links develop associative networks. These networks facilitate consumers in moving information 
about the company from short-term memory to long-term memory.
Semantic Network
This network means that digital natives are able to retrieve and process only some part of the 
information saved in the memory. This retrieval of information is aected by two factors, which 
are discussed below.
Trace strength
This strength means how strong and weak links are developed and are related to the memory 
of the digital natives. If this strength is high, digital natives are able to connect, retrieve, and 
process the information quickly. This can be done by rephrasing, recirculating, or elaborating on 
the information. For example, a well-known radio channel in India, Red FM 93.5, connected to 
the consumers with their tag line, “Bajate Raho” (always play). This is because digital natives 
wanted that their radio channel to play non-stop super hit songs without any break. Thus, the 
radio channel recirculated this message by playing songs on an almost non-stop basis on their 
radio station. These strong links increased the trace strength of this radio channel in India. Dig-
ital natives moved this information about the brand to their long-term memory from short-term 
memory (“A Basic Introduction to Neural Networks”, 2015).
Activation
This is another dimension that retrieves information from their memory for processing. The 
strong links in the digital natives’ brain are able to generate more voltage than the weaker ones. 
This activation facilitates consumers in processing information quickly about products and ser-
vices. This activation is further aected by two factors—motivation and consumer knowledge. 
This means that if the digital native were highly motivated, the activation of the strong links 
would be high. Similarly, if the digital native has high knowledge about the product and services, 
there would be high activation. This is because these elements are directly connected to the con-
sumers’ memory. For example, policybazaar.com is an insurance website and comparison portal. 
It informs about dierent types of insurance and term plans that help the digital natives make 
decisions based on their lifestyle. This site empowers digital natives so that they can make the 
right decisions at the right time. They also integrate family, emotions, and a thorough analysis of 
ﬁnancial products. This integration was based on price, quality, and key features. This approach 
provided high levels of motivation, as it was both emotional and rational. Subsequently, digital 
natives also gained knowledge from the data and information provided by the website. Thus, 
these elements facilitated them in eectively processing the information. Additionally, there 
is also an activation of the node in their memory. In some cases, consumers might not even be 
aware of it. In such a case, it is known as priming.
Further, there is a process known as spreading activation that is related to meanings. These 
meanings are related to brands, ads, products, and so on. The meanings that are associated with 
these elements would activate information processing among digital natives. For example, can-
cer awareness was created by using digital channels where consumers were shown stories. This 
positive meaning about the deadly disease was well processed and comprehended by digital 
natives as the meaning were relevant and connected.
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Central and Peripheral Information Processing
This processing of central and peripheral information processing is closely linked to problem-solving 
and high and low involvement of consumers. Thus, individuals process information with the central 
route. The reason for the same is that their involvement is high and the products and services are of 
signiﬁ cant relevance to consumers. Thus, they assess and evaluate all the possible alternatives and 
options. To do so, they process the information very thoroughly. This process emerges from the 
“elaboration likelihood model,” which is also connected to persuasion. In the central route, consum-
ers seek high-quality arguments with convincing messages. Thus, if this is not achieved, consumers 
forget the content easily. The two conditions that are related to this model are motivation and ability. 
Consumers are able to cognitively like and think about the products and services. Thus, they can get 
motivated to buy products after processing the relevant information through the central route. How-
ever, in the peripheral route, emotions and feelings help consumers process the relevant information. 
Simply put, when the information about the products and services are provided to the consumers, 
they use two ways of processing this information—central and peripheral.
Thus, in the peripheral information processing, the situation is totally opposite to that 
of the central processing. This is because consumers need less information and are involved 
at a lower level. Here, visuals and imagery play an important role in information processing, 
especially in the case of digital natives. For example, Idea used di erent visuals to connect with 
digital natives. They used di erent stories to educate these consumers about internet usage. 
Here, the product knowledge of the digital natives also a ects the processing of information. For 
example, utilitarian products would need to be provided with more information and knowledge 
based on data. Thus, digital natives can process information centrally. Hedonic products would 
need subjective knowledge based on symbolic features, which help digital natives to process the 
information peripherally. 
FIGURE 9.16 
Policybazar.com: Comparison and Purchase Portal for Insurance Policies
Source:  Home Page, PolicyBazaar.com , https://www.policybazaar.com/, accessed 07 May, 2019
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Brain Functioning and Information Processing
The brain theory states that the human brain is categorized into two cerebral hemispheres that 
operate together to process the information. The left hemisphere deals with language. It is also 
linked to reading, communication and attributive information processing. The right hemisphere 
is non-verbal. It is non-linear, imaginative, involved with pleasure, and so on. 
Simply put, the left-brain is rational and active, and right is emotional, impulsive, and 
intuitive. Thus, digital natives see advertisements and passively save the information in the right 
brain, which is non-verbal. After repeated exposure to messages, this involvement increases or is 
activated. Further, exposure facilitates consumers’ information processing. Consumers process 
all the message related to facts. This includes messages and information from the digital media 
platforms as well. Since it involves the left hemisphere, there is a high involvement on the part 
of the consumers. However, visuals and pictures activate the right brain, as the involvement is 
also minimal. The right brain and passive processing can be activated by visual, imagery, and 
repetitions over short durations to increase brand familiarity.
For example, packaging, logos, store displays, and display ads on online platforms can 
easily enhance the familiarity of the brand and recall. However, verbal cues enhance left-brain 
processing for more cognitive and complex information processing. Thus, digital natives use 
dierent cues to process information in their brain. There are integrated processors in the human 
brain, which operate in the left and right brain and facilitate verbal and non-verbal cues during 
information processing. For example, Vicks used verbal and non-verbal cues so that consum-
ers could eectively process information. Their verbal cues were “generation of care #touch 
of care”. Further, videos and pictures about stories reﬂected the challenges of transgenders in 
India. These cues expedited the information processing of the consumers. This processing of 
information is also associated with consumer involvement, which will be discussed in the sub-
sequent sections. After learning the brain functioning and how the information is processed, we 
have to now learn about consumer involvement and information processing. 
Information Processing and Consumer 
Involvement
Consumer involvement signiﬁcantly aects the information processing of digital natives. This 
is because consumers’ involvement refers to the degree of personal relevance, importance, and 
interest in the products and services to the consumers. The other factors that aect involvement 
are situation, personality, and communication. If the degree of relevance is high for consumers, 
there is a high level of involvement. More speciﬁcally, consumers also are involved in those 
products and services where the risk is higher and they need more information. For example, 
digital natives need more information when they undergo heart surgery. Thus, they would search 
online about doctors and hospitals thoroughly. Further, they would gather information from 
online and oine sources. However, in low-involvement contexts, digital natives are not so 
much concerned about or related to products and services. For example, when digital natives 
buy a beverage to quench their thirst in a mall, they do not want a lot of information. Here, thirst 
speaks louder than any other deliberations of the mind.
They would just go and get the drink. More importantly, highly involved digital natives 
will accept the products and services from narrow categories. Uninvolved consumers are more 
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likely to choose products and services from broad categories. Thus, a company like MeadWest-
vaco, a global packaging leader, carried out research and found that packaging behavior has 
three parts—trail, repeat, and switch. 
Further, in terms of product satisfaction, studies have found that Indian consumers give 
more importance to packaging than global consumers (Reporter, 2018). The products that are 
most important to digital natives are personal care, beverages, and beauty care products. Fur-
ther,as illustrated in the Figure 9.17, 65 percent of consumers buy the products after getting 
attracted due to the packaging, 55 percent go for the repeat purchases because of packaging and 
50 percent switch to a new brand as they have negative experiences with the new packaging. 
Lastly, packaging also plays an important role in product satisfaction, primarily in India. This is 
because as a developing nation packaging is imperative for the digital natives, which is not the 
case in the developed countries (clearly illustrated by Figure 9.18). 
Further, there could be brand involvement, products involvement, service involvement, 
and advertising involvement. These involvements also a ect information processing of digital 
natives. This is because they are linked to the perceived risk and evaluation of the informa-
tion. The involvement of digital natives can be increased by interesting cues like Avatars. These 
avatars can increase the involvement of consumers as they can excite these individuals during 
online shopping. Additionally, in advertising, the cues could have a narrative appeal that could 
increase the ad involvement more than factual appeal can. Narrative appeal expedites informa-
tion processing among digital natives of the advertisement. The advertisements also use sensory 
FIGURE 9.17 
Importance of 
Packaging in Product 
Satisfaction
Adapted from:  “Packaging 
more important for brands in 
India”, “https://www.business-
standard.com/” https://www.
business- standard.com,  accessed 
20 May, 2019
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FIGURE 9.18 
Impact of Product 
Packaging on Indian 
Consumers
Adapted from:  “Packaging 
more important for brands in 
India”, “https://www.business-
standard.com/” https://www.
business- standard.com,  accessed 
20 May, 2019
appeals, unusual stimuli, celebrity, and animation to increase the involvement of consumers 
towards advertisements and facilitate information processing. For example, the unusual stimu-
lus used by Myntra was “Bold and Beautiful,” which was especially aimed at their ethnic wear 
brand. There were ﬁ lms lasting 3 minutes that aimed at addressing social acceptance issues for 
women. These issues were around homosexuality, single parenting, and staying alone. The most 
interesting story that became viral through this initiative was the story about a lesbian couple 
who had not told about their status to their parents. Thus, brands can use unusual stimulus so 
that the consumer can process the information easily. Further, digital natives also show greater 
involvement when the products and services engage them in bonds and relationship. This is 
especially true for digital natives. This bond can be developed easily through online platforms. 
For example, Tanishq, a jewelry brand, managed the relationship with consumers easily through 
social media channels. The company used Facebook to engage with digital natives with ele-
ments of beauty and glamor. Further, the brand developed relationships with these consumers 
via Twitter by using @tanishq Jewelry (Singh, 2019). 
Information Processing and Retrieval Failures
Trace strengthening and activations are connected with the digital natives’ tendency to forget. 
This tendency leads to retrieval failure, which a ects information processing of digital natives 
in terms of their shopping, purchase, and consumption. These failures can be of di erent types 
as discussed in the subsequent section. 
Decay
The digital natives’ nodes or the links get decayed over a period. This is because the trace 
strength is weakened and fades away. Further, memory decay happens with consumers over a 
period. This happens because short-term memory communicates with the frontal, prefrontal, 
and parietal lobes of the brain, which are not stable. Nevertheless, the good news is that the 
memory and neurons can be activated by reactivation of past memory. Thus, these individuals 
may forget the events that have happened when they were children and thus this memory may 
Developing Markets
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decay. However, this decay can be reduced if the consumers are exposed to information on reg-
ular bases recirculated or elaborated consistently. This process may save the information in their 
long-term memory and delay the memory decay process. Interestingly, research has also identi-
ﬁed that decay happens more vis-à-vis the source of the message rather than the actual message. 
This means that consumers would remember “Wah Taj” but may forget the Taj Mahal tea brand. 
In order to work on this decay process, this brand provides these messages on television with 
dierent stories across segments.
Further, they extensively use online channels to be connected to digital natives. Thus, the 
decay has reduced considerably with digital natives.
Interference
This is another element, which aects the retrieval of information by the consumer during infor-
mation processing. This happens when the digital natives are unable to relate to the features 
and attributes of the products and services, as there is less dierentiation. This is exactly what 
is happening with the maximum number of brands in India. For example, consumers cannot see 
any dierence between the telecom services in India. Additionally, they try to connect using 
similar formats with consumers. Thus, the trace strength and activation are weak. Another issue 
with interference is the company also activates that one concept several times. This aects their 
other concepts. Thus, information retrieval does not take place. For example, Lux soap is also 
linked with celebrities and beauty. This concept has been deeply ingrained as the company has 
strengthened the association with consumers by using these elements over many years. Thus, 
digital natives are unable to retrieve any other concept related to this brand even through dig-
ital and social media usage. In addition, they forget other elements, which they might try to 
remember. This creates a degree of inability in the digital natives to relate to and retrieve other 
information. The digital natives frequently activate memory traces for those concepts, which he 
already remembers. This means that digital natives see the information strategically, which help 
them eectively process the information. After understanding the dierent causes of informa-
tion retrieval, let us now understand the various types of retrievals and the signiﬁcant inﬂuence 
in information processing.
Information Processing and Types of Retrieval
Digital natives can extract or retrieve information in two ways—explicit memory and implicit 
memory.
Explicit Memory
This memory helps digital natives retrieve information from prior experiences, events, or epi-
sodes. These individuals try to remember the exact way in which things happened in the past. 
This means of processing the information is carried out by recognition and recall. Recognition 
helps digital natives remember all products and services that they might have retrieved based on 
their prior observation. This recognition works very well with the brands as consumers connect 
very fast. These connections or recognition can be at stores, logos, packaging, celebrities, sto-
ries through campaigns on social media, animations on digital channels, and so on. Axis bank 
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in India used these cues. They also provided mobile apps, which were promoted by a famous 
Bollywood celebrity. These approaches helped the digital natives retrieve information about 
the bank. However, in recall, digital natives have to activate associated past links. These links 
can be activated easily by creative and social messages provided by companies on digital and 
traditional channels. For example, Tata Tea’s “Jago Re” campaign-related to the social messages 
activated the digital natives’ minds and made them aware of their rights and responsibilities. 
These messages helped digital natives recall the brand easily when they saw these campaigns on 
dierent media channels. Now, this recall can happen in two ways; free recall and cued recall. 
A free recall occurs when consumers are able to retrieve the information from their memory 
without any help. Cued recall happens when digital natives recall the information and process it 
after getting some cues. These cues can be from a mobile app like WhatsApp, which is widely 
used by digital natives. They are able to retrieve the information and process it by using the app 
for socializing extensively.
Implicit Memory
This memory helps digital natives retrieve information without undertaking conscious eorts. 
This memory works exceptionally well with explicit memory. The process is known as “prim-
ing”. The priming process provides certain cues to digital natives to process the information in 
their memory. This activation has to be strong, as it has to be connected with associated links 
so that digital natives can retain information, which is required for further processing. The links 
can be connected to cues such as blue color, icon, and the features that Facebook Messenger pro-
vides. These cues help digital natives easily activate the memory and process the information. 
Thus, consumers’ recalls are used explicitly in ads as they are used as measures for ad recall, 
brand recall, ad recognition, brand recognition, and in pre-testing campaigns (“How Does the 
Brain Process Information?”, 2015). After learning the dierent types of retrievals for informa-
tion processing, it is important to study how information retrieval can be enhanced.
Information Processing and Enhancement 
ofInformation Retrieval
Digital natives can enhance information retrieval, which could help them easily process infor-
mation. This entire process is dependent on four dimensions such as stimuli, linkages, informa-
tion processing approaches, and digital natives’ traits. Stimuli can be messages or the media of 
communication, visuals, animation or sources in the ad, background, and so on that provide dif-
ferent cues to digital natives. Using these cues, these individuals are able to retrieve information 
easily. For example, Maggi was used to develop a cake for birthdays digitally. They showcased 
the stories of consumers where Maggi was used as the birthday cake. This stimulus helped dig-
ital natives enhance information retrieval of the brand.
Stimuli
These stimuli can work in dierent ways—salience, prototypicality, redundant cues, and the 
medium. Digital natives are able to retrieve information easily if the context is unique, distinc-
tive, or outstanding. For example, there can be extra brightness, bold colors, only black and 
white colors, and extra-large or extra small sizes. These variables grab the attention of the digital 
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natives easily and quickly. These elements are so prominent that they enhance further elabora-
tion and develop strong memories in the minds of the digital natives.
Research has also indicated that digital natives remember longer advertisements on tele-
vision. The same is true of bigger print advertisements as well. Further, prototypical brands are 
rehearsed and recirculated and are easy to remember. Thus, digital natives are able to associate 
information from their long-term memory.
Stimulus and Short-term Memory
The other element that a ects information retrieval is short-term memory, which a ects informa-
tion processing of digital natives. Research has found that images and visuals are very e ective 
while digital natives process the information. This is because the mind processes the imagery 
and pictures more e ectively than words. However, visual and words are always together and 
consumers have to process them simultaneously. This is called dual coding. These linkages 
enhance information retrieval for further processing by the digital natives. This is further facili-
tated with similar audio, which explains pictures and the images to digital natives.
Stimulus Linkage
Digital natives link stimulus easily to their memories. These linkages can be enhanced and 
strengthened by using retrieval cues. Cues activate the memory using stimuli easily. These 
retrievals can be developed internally or externally. However, research has found that the brand 
name is e ective when digital natives recall information rather than retrieving it. The ZooZoos 
used by Vodafone is one of the best examples of the same. Other retrieval cues could also be 
associated with packaging, logos, and so on depicted in the advertisement campaigns. These 
linkages facilitate digital natives in retrieving information appropriately; creating a shopping 
environment, and enhancing buying decisions.
Redundant Cues and Medium Used
Digital natives can enhance their memory easily when they receive redundant cues. It means that 
if they see consistent messages over a period on multiple media channels, consumers retrieve 
the information easily. Research has also found that consumers’ memory is enhanced when the 
core brand meaning is conveyed consistently on various platforms, as they are able to connect 
FIGURE 9.19 
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with the same easily. For example, LinkedIn’s apps always communicate a consistent message 
that they help in professional relationships and enhance networks through digital channels. The 
consumers’ memory is also enhanced by the medium that is used by products and services. This 
means that if consumers watch ads on media platforms that they access frequently, they would 
remember them very easily. For example, when they watch the advertisement of Biba frequently 
on online platforms, they remember the brand easily. After understanding the enhancement of 
information retrieval, we have to know factors that can aect this retrieval and the processing of 
the information among digital natives. These factors are mainly the consumers’ mood, expertise, 
and familiarity, which are discussed comprehensively in the subsequent section.
Information Processing and Factors Affecting 
Information Retrieval
Digital natives process the information and retrieve it on the basis of their mood, expertise and 
familiarity. Hence, these three factors have a signiﬁcant role in information retrieval by the digital 
natives. The comprehensive explanations of each factor and its role in the information retrieval of 
digital natives is explained in detail in the subsequent sections through comprehensive examples. 
Consumer Mood and Expertise
Information retrieval is aected by the mood and expertise of digital natives. This retrieval is 
also known as state-dependent retrieval. This is coordinated with the mood congruence eect. 
The mood of digital natives has a signiﬁcant eect on the information retrieval of the con-
sumers. This means that the positive mood of digital natives facilitates information retrieval. 
Thus, “feeling good” is important for digital natives when they process information. This feel-
ing can be developed by pampering the digital natives and reducing their stress. For example, 
airlines quickly process details for premium passengers and pamper them with special oers, 
upgrades, personalized messaged and connect with them via through social media platforms 
as well. Hence the passengers get a delightful experience leading to a feel good factor, which 
helps in brand recall later. Additionally, digital natives’ mood aects elaboration and rehearsal 
of the memory that inﬂuence the processing of information. Digital natives’ positive mood also 
reﬂects the openness and readiness for new exploration and experimentation. The other ele-
ment is the digital natives’ expertise, as they understand how products and services would aect 
information processing. Associative networks and linkages would be strong if these consumers 
are experts. This is because activation will be strong for features, attributes, traits, and bene-
ﬁts about products when these consumers have expertise in products and services. Individuals 
develop product expertise by gathering information about products from the company’s website 
and other social media networks. 
Consumer Familiarity
Another retrieval factor is familiarity, which enhances recall. Salience is another factor, which 
refers to the prominence of activation like unique designs. This prominence immediately acti-
vates retrieval and helps in information processing of products and services. Finally, research 
has indicated that when digital natives look at an advertisement, they ﬁrst see the pictures. 
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Thiswasactually found to be true for 90 percent of the digital natives. These factors also enhance 
comprehension and information processing. For example, the picture of Amitabh Bachchan 
helped consumers relate to the polio campaign in India conducted through digital channels. The 
message about the awareness becomes more e ective with the familiarity of digital natives with 
the image of this celebrity (“Remembering & Forgetting”, 2015).
FIGURE 9.20 
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India through LinkedIn, which has a user base of 50 million 
professionals in India (Entracker, 2018).
In line with this, LinkedIn proposed “most fashionable 
professional” on their website. Using their respective Linke-
dIn accounts, users had to nominate the 10 most fashion-
able professionals in their networks. This campaign spanned 
a month, and the users who nominated these profession-
als received gift vouchers that could be redeemed at the 
stores. The site of this campaign also provided advice and 
suggestions for fashionable corporate dressing by including 
renowned editors from a magazine like the Marie Claire. 
Further, senior professionals on LinkedIn also actively 
participated in the campaign, which provided a platform 
for the company to connect with them. The company was 
able to develop a reliable and credible brand presence in 
the second largest country, i.e., India, after the US, about 
the database of digital natives. This resulted in 1.5 million 
reaches, 29,629 new visitors, 5,000 professionals opted 
in through LinkedIn accounts, 14,962 profiles nominated 
across the country, 10,700 shares via LinkedIn, and 18,019 
clicks (Linkedin, n.d). It was the most innovative and cre-
ative campaign as it was ranked eighth in the world. The 
medium also created a buzz about this new idea and 
developed a strong brand voice. This resulted in good PR 
and the media covered the same as the most fashionable 
campaign by the renowned and well-known platforms of 
print such as Economic Times,  The Hindu,  Business Line, 
and so on.
Digital channels such as Agency FAQs and Lighthouse 
Insights also captured it. This went to receive the top eight 
innovative campaign recognition by Mashable.com. To 
conclude, this result was achieved as the company worked 
on the specific needs and requirements of consumers. The 
right message and relevant meanings were transferred 
through appropriate visuals, symbols, and language that 
expedited information processing among digital natives 
for the brand through the central route, thereby increasing 
their involvement.
Summary 
(a)  This chapter provided a comprehensive overview of the varied dimensions of digital natives 
vis-à-vis information processing. This overview will be contextualized in terms of decision-
making and need prioritization. Some of the most important factors and dimensions neces-
sary for information processing are emotional connection, repetitive information exposure, 
and focus on accrued value. Additionally, it was seen that these dimensions supplemented 
the increasing demand for personalization and emotional connection. 
(b)  Indian companies that oer products and services need to understand digital natives’ modes 
of information processing. We have also seen in the chapter that in addition to verbal modes 
of information processing, tactile and visual modes are equally important for optimal retail 
experience. 
(c)  The most salient theories central to understanding information processing have been dis-
cussed. In line with this, the Hypodermic Needle Theory, which states that the most relevant 
and desired messages need to be shot or injected, has been explained. This injection needs 
to be eected with the purpose of creating the desired response. The next theory that was 
overviewed is the Hierarchy of Eects, which understands information processing and deci-
sion making from viewing products to actual purchase. Finally, the chapter has also studied 
the Theory of Reasoned Action, which states that persuasion and the behavioral intention 
M09_Consumer Behavior_A Digital Native_C09.indd   320 6/22/2019   12:42:21 PM

















[image: ]Information Processing    321
of digital natives are key to understanding information processing and decision-making. It 
also states that situations and contexts directly aect the attitude and the behavior of digital 
natives. 
(d)  Subsequently, the chapter has also overviewed the speciﬁc nature of appeals necessary 
for information processing. In line with the same, digital natives prefer both rational and 
logic-based appeals. For high-involvement products and services, they try to understand the 
“why” of what they should buy. If the product or service is low involvement in nature, they 
prefer emotional appeals such as fear, humor, abrasiveness, and sex appeal. Going further, 
the role of logical and emotional appeals can be seen in developing societal orientation and 
appeal of products and services.
(e) The overview of appeal and information processing has been studied further at a more gran-
ular level and sharpened by providing the means of creating the most eective information 
dissemination formats; information processing and semiotics—dedicated to how meanings 
are developed by the media of symbols and language; sensory appeal—the necessity of bal-
ancing the visual and the auditory; and ﬁnally, tactile extension—which refers to the ability 
of information positioning to appeal to touch and taste.
(f)  Finally, this chapter oers an in-depth understanding of the situational, physiological, and 
need-based matrices of information processing. The chapter has studied the various neu-
ral phenomena central to information processing. In line with the same, it has oered a 
comprehensive overview of memory stabilization, the optimal volume of information to 
be disseminated, and the means of engagement with the same. The chapter also studied in 
detail the nature of neural networks, synapses, and pathways. A thorough understanding of 
dierent types of memory and their relation backs up these insights to information process-
ing. In conclusion, this chapter has also studied external and internal contexts aecting 
information processing. 
Discussion Questions
♦
 
Discuss the key characteristics of the interaction of 
digital technology and information processing in 
the Indian context for digital natives.
♦
 
Evaluate the key theories that are central to under-
standing information processing and decision mak-
ing in the context of digital natives.
♦
 
Describe the key modes of information dissem-
ination and processing in terms of a multi modal 
approach primarily for digital natives.
♦
 
Contextualize the role of memory and its various 
dimensions in information processing and decision 
making vis-à-vis products and services especially 
for digital natives.
♦
 
Explain the role of neural networks and synapses in 
the context of information processing and decision 
making for digital natives.
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  Understand the various types of decisions and 
methods used by digital natives.
  Explain the different factors that affect decision-
making of digital natives.
  Explain the different views and models related 
to decision-making.
Learning Objectives
A er reading this chapter, you will be able to:
Traditionally, consumers used to invite carpenters to their 
house to create furniture. In present times, consumers do 
not have time to bring carpenters to their house. They find 
it difficult to provide them with the required materials. Thus, 
consumers have moved on to buying furniture online. Their 
high-spending capacity, high brand awareness, and digital 
orientation have facilitated this move (Anand, 2018). This 
movement of the consumers from offline to online space 
has also influenced the growth of the overall furniture mar-
ket in India with an expected annual compounded growth 
rate of 12.9 percent in the time period from 2016–2022 
(Research and Markets, 2018.) Today, we live in a country 
that has a US$ 10  billion online furniture market, which has 
large as well as small online players. Who have extensively 
educated the consumers, primarily digital natives? This is 
especially in terms of their decision-making. Since 2011, 
these changes have been seen in India as well. This was the 
time when international players entered the country and 
removed the concept of multiple stores as well as depen-
dence on local carpenters. These new players provided 
greater options to digital natives for decorating their living 
rooms, bedrooms, and kitchen. These customized kitchen 
formats and other personalized furniture were offered 
along with digital gadgets. Here, the most preferred means 
were the laptops and mobile phones of the digital natives. 
Thus, we gained a wider range of products, aesthetic 
designs, secure payment method, consumer-oriented poli-
cies, and warranties. These offerings changed the decision-
making process of these consumers (Vidiemme, 2018). 
It was also the perfect time for consumers and compa-
nies to continue their journey. Both were looking for changes. 
Thus, these wider options and personalization enhanced the 
furniture industry in India. The main reason for this was that 
consumers were educated about the brands’ benefits and 
oPening Case
Decision-making: Online Furniture Industry
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FIGURE 10.1 
Online Furniture 
Companies in India
Source:  Home Page, www.
urbanladder.com/, accessed 
07May, 2019
value propositions. Adding icing to the cake, the online fur-
niture products were also able to survive in Indian conditions 
such as heat, termites, and storage issues. Consumers also 
liked these brands for understanding their living conditions. 
The company worked on its delivery and response time, and 
customer services, which facilitated the digital natives’ deci-
sion-making process. Indian furniture market will rise to more 
than $30 billion by 2020, where online is expected to con-
tribute about $700 million (Saikrishna, 2018). Added to this 
is the heavy demand for household items including furniture 
and furnishing products from the urban class. This stratum 
of society has historically been the most conducive segment 
for the growth of the furniture market in India. This trend is 
expected to grow in the future as well. A large number of peo-
ple have been migrating to the urban areas in order to raise 
their standards of living and earn more income.
However, there were still some reservations in the minds 
of consumers about buying furniture online. A survey found 
that 46 percent of consumers still felt that touch and feel is a 
very important factor while buying furniture. This was specifi-
cally so in the case of kitchen furniture. To work on this issue, 
companies worked on virtual reality and 3D technology. These 
two facilitated the digital natives in customizing their kitchen 
and wardrobes. The companies also tried to increase trust and 
credibility. It is understood that these two were the most impor-
tant dimensions for digital natives when buying furniture online. 
If these dimensions are present, consumers feel comfortable in 
the online furniture-purchasing environment. Thus, we see that 
digital natives are evolving rapidly in terms of digital media 
platforms. This further affects their decision-making process. 
Though 75 percent of the Indian population lives in rural 
areas and contributes to one-third of the domestic income, 
the country is ranked third in terms of digital penetration in 
the world. The social media platforms have grown by 37.4 
percent. The e-commerce business is expected to grow to 
US$ 220 million by FY’25. Further, the income levels have 
improved in the country and so has consumerism evolved. 
Additionally, Indian consumers have had a high preference 
for value propositions, family orientation, emotions, feel-
ings, nurturing of values, care, and affection. With these 
changes happening in India, we need to study the complex 
decision-making process of these individuals (LPU, 2011).
After learning about the changing mindsets of the digital natives and their orientation about online 
furniture in terms of their decision-making, let us now understand the key concepts related to 
 decision-making. These concepts are explained in detail with the relevant examples in the chapter. 
The concepts include the meaning of decision, steps involved, the role of the decision maker, level of 
decision-making, types and methods of decision-making, models and factors of decision-making and 
ﬁ nally, how decision-making a ects the gifting behavior of the digital natives. These concepts will 
help you to understand how the digital natives made the decisions and what the key inﬂ uences are. 
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Meaning of Decision
Digital natives take decisions on a regular basis. The essence of most of these decisions is choos-
ing one product, service, or another. This process is nowhere near as easy. However, there could 
be a situation where a digital native does have the ability. However, there is no available choice. 
This situation is known as Hobson’s Choice (which means free choices when there are no alter-
natives) (Merriam-Webster, 2017). Now, however, it is rare. That is because there are multiple 
choices o ered to consumers in terms of products and services. In addition, it is understood that 
with choices there need to be laws to protect the freedom and opportunity of the consumers. 
However, if the consumer has no or limited choices, they select the available products quickly. 
Based on the choices, there could be di erent types of decisions such as short term, long term, 
individual, group, routine, life-altering, and so on. These decisions can be related to politics, 
personal, medical, romance, career, ﬁ nance, and so on. Further, advances in technology also 
a ect the decisions of consumers. For example, easy EMI (or equated monthly installments) 
options, cash on delivery, discount, a ordability, and social reviews have inﬂ uenced the deci-
sion-making process of the digital natives for online purchases. 
More speciﬁ cally, digital natives do a lot of online shopping. This process involves mul-
tiple decisions. Their online shopping increased by 73 from 2014 to 2018. They prefer buy-
ing products and services on their mobile phones. Added to this, they use their debit cards 
to make the payments. Additionally, digital natives in India work hard to gain primarily by 
using digital platforms. This usage is clocked at approximately 50 hours a week (NDTV, 2016). 
They spend money easily for these pleasures. It seems that their focus is on the short term. On 
a long-term basis, they save money for education, durables, entertainment, and travel. They 
also like to buy high-tech luxury products such as mobiles and tablets. Thus, 56 percent of the 
consumers feel that foreign companies are unable to do so. This was also reﬂ ected when the 
top 20 brands in India were indigenous (ET Bureau, 2016). This means that consumers prefer 
Indian products and services. Consequently, foreign companies are trying to “Indianize” their 
products and services. However, this decision-making is not a cake walk. This is supported by 
research, which found urban Indian women are delaying their marriages and subsequent family 
expansion to focus on their education and career (Banerjee, 2018). These changes amongthe 
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individuals’marriagesand education have a signiﬁcant inﬂuence on the decisions that are been 
made related to the purchases of product and services. Importantly, this means that digital 
natives will make the majority of the purchase decisions in the digital set-up; as they would have 
high, purchasing power but there will be a time crunch. 
The Role of Decision Maker
The individual digital natives may have three roles as a decision maker, i.e., payer, user, and buyer, 
which can be played simultaneously or by three dierent consumers. These roles are synchronized 
with the kind of decisions, types, and factors that could aect these decisions. The key factor in this 
synchronization is the expected outcome of the consumers or the beneﬁts they would like to derive 
from the decisions. For example, with e-commerce companies like Flipkart, Indian consumers 
have managed the roles of payer, user, and buyer simultaneously in most of the cases. We will dis-
cuss these areas subsequently in this chapter. Usually, consumers take decisions primarily at three 
dierent places such as home, business, and public areas. These locations signiﬁcantly aect the 
decision-making process of consumers. They make most of the decisions about the products and 
services “on the move.” They focus on their convenience and time while making such decisions.
Their decisions are not restricted to or inﬂuenced by the physical areas alone. Additionally, 
these individuals shop using mobile apps. They ﬁnd the deals lucrative if they get discounts through 
digital platforms. This is how changes have been brought in the buying behavior of Indian consumers. 
However, they always mentally budget before and during the purchase. Conventionally, the Indian 
consumers were price sensitive, but now digital natives are value conscious (ET Online, 2011). 
Levels of Decision-making
Decision-making can be carried out at three levels—extensive problem solving where the digital 
natives have to thoroughly assess the alternatives and make decisions with the detailed informa-
tion; limited problem solving where the consumers reach the ﬁnal decision of purchase based 
on the information; and routine behavior where these consumers do not need the information 
as they are aware of the brands and products that have to be purchased. They can also make 
payments by cash on delivery, net banking, credit card, debit card, and so on. This was further 
supplemented by the cash back oers of the companies. For example, ShopClues provided on 
an average 10 percent cash back to their customers who had an HDFC card. This arrangement 
facilitated the decision-making process of the digital natives. 
Types of Buying Decisions
Digital natives make their decisions primarily through their online purchase. This is evident 
from the fact that in 2017 there were more than 100 million transactions by these individ-
uals (IBEF, 2019). This increase in purchase and buying decision by the digital natives has 
been seen due to demonetization, decreased cash transaction, enhanced banking facilities, and 
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opportunities provided by e-commerce companies. Further, these decisions of purchase were 
expected to boost Indian e-commerce market to $200 billion by the year 2026. Digital natives 
also take the buying decisions on their mobile phones as it has been found that 50 percent of the 
sales are derived from mobile phones (Banerjee, 2017).
Digital natives use di erent types of buying decision: 
 1.  Routine or Habit Based: These decisions are always related to the daily routine or habit-
ual buying patterns of the products and brands. For example, digital natives are habitu-
ated to the taste of Maggi noodles. Thus, most of the digital natives do not want to switch 
to other brands. Additionally, when taking these decisions, the consumers have excellent 
knowledge about the products. They do not think that there is any other alternative in the 
consideration set. Further, the product must be reasonable and cheap. The involvement of 
the digital natives for such type of products and brands is minimal (Brookins, 2015).
 2.  Diagnostic Decisions: These decisions are complicated. They require high involvement 
on the part of the digital natives in terms of their time, energy, and e orts. For example, if 
these consumers would like to buy a bike, they will gather an in-depth understanding of 
all the associated attributes in terms of areas, ﬁ nancing, payments, paperwork, and so on. 
Thus, digital natives go online and explore all this information on digital platforms to get 
the best deal. However, these decisions are very complex. Thus, digital natives undertake a 
lot of evaluations and assessment before arriving at decisions. To support these decisions, 
companies like Flipkart and Amazon collaborated with the State Bank of India and HDFC, 
respectively. The result was that extra discounts could be o ered to consumers when they 
used credit cards (Brookins, 2015). 
 3.  Intense Diagnostic Decisions: digital natives for those products that are not bought fre-
quently or on a regular basis take these decisions. The products that require this kind of 
decision-making, are expensive. Further, the consumer may also be less familiar with the 
products or categories, and the technology and other parameters might be dynamic, chang-
ing constantly. These products include cars, digital cameras, and air conditioners. Subse-
quently, consumers visit the stores, if required, and capture clicks. They send these pictures 
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to their tech-savvy friends for their recommendation. This is integrated with online and 
oine sources as well. This is because digital natives feel that in intense diagnostics deci-
sions, they cannot fully rely on online sources. Thus, they use oine sources as well. For 
example, Hitachi tied up with Bajaj Finance, which facilitated the EMIs at zero-interest 
rate. Further, there were no hidden charges or processing fees. These beneﬁts helped con-
sumers, especially when they made intense diagnostic decision for consumer durables 
(Brookins, 2015). 
 4.  Impulsive Decision-making: Digital natives buy numerous products and brands without 
any preset plan. Thus, they make many impulsive decisions in terms of products and brand 
purchase. This is based on emotional reactions to the stimuli to make the decision and the 
purchase. These stimuli are often the layout of the product, which is seen while consumers 
browse, see banner ads, display ads, display of products, packaging, and so on. The digital 
natives do a lot of impulsive buying while they are commuting.
They may even do so when they are performing other activities on their mobile phone. 
Earlier, consumers used to plan their shopping. They would do impulsive buying mostly for low-
priced products and brands. However, the normative behavior of the digital natives now tends 
more towards hedonism. This trend includes novelty, surprise, fun, joy, self-reliance, and so on. 
In this form of buying, consumers do not follow the rational track of purchasing. For example, 
digital natives respond quickly to fashion and apparels ads and campaigns. They get attracted to 
deals, discounts, product placements, discounts, packaging, and so on. Here, age is a signiﬁcant 
factor in determining impulsive behavior. It means that children would be more impulsive than 
adults (Brookins, 2015). 
Additionally, various factors determine the impulse buying behavior of digital natives:
 1.  Packaging and Discounts, and Merchandizing: Digital natives get attracted to pack-
aging, which leads them to buy products. This is true of food, beverages, apparels, and 
accessories. Many online formats of packaging allure these consumers to buy the prod-
ucts quickly. Additionally, discounts work very well for impulsive buying. This is another 
important factor that digital natives consider instantly if there are discounts on the leading 
brands on the online platforms, they grab this opportunity quickly and buy the products. 
This behavior is evident among the digital natives in India when Amazon or Myntra oers 
special discounts. Digital natives get attracted to visual merchandising, especially so in 
terms of the colors, new stocks, and exclusive trends seen on online channels. This is par-
ticularly true of fashion and apparels. Thus, digital natives get excited about such online 
merchandising. For example, digital natives approved of Pantaloons’ use of visual mer-
chandising in India, which is primarily seen in the online space. They worked on the retail 
design focusing on creating tailor-made store environments. Additionally, these consumers 
used Omni-channels media before visiting the store. Store professionals also helped the 
digital natives in the store to search for a particular brand or design they were looking for. 
Thus, the design and technology were well integrated by Pantaloons. This came as a major 
help to the digital natives in their decision-making processes (Agawal, 2016). 
 2.  Emotional Association and Brand Name: Digital natives are known to develop emotional 
associations with products and brands. This emotional connection is deeper in countries like 
India. For example, digital natives watch online ads that oer maximum connection to their 
feelings and emotions. This connection is strong for gifts, ﬂowers, and cakes.  Additionally, 
these consumers do impulse buying when they see big brand names selling their prod-
ucts via online sources. They would not have been able to aord these products oine. 
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Thus, they grab the ﬁrst opportunity when there is a discount on 
it. Thinking or planning about it takes a back seat. Additionally, 
digital natives buy these brands based on trust and credibility.
      For example, consumers buy the products of the Tata brand 
due to its trustworthiness and credibility. The posts and the com-
ments that digital natives upload about the brands on digital plat-
forms enhance the trust (Emily, 2018). 
 3.  Social Image and Reﬂection of Status: Digital natives care a lot 
about their social image and status—both online and oine. This 
is because they meet their social circles oine. Yet, they still have 
online conversations that include their recent purchases. Thus, 
they buy products and brands impulsively. This is even supported 
by the recent reports that state, digital natives have a high incli-
nation towards social image. This is primarily so for men. They 
would like to project this image by travel and internet shopping 
Kumar, 2017). 
 4.  Festival, Weddings and Special Occasions: Digital natives get 
excited when they ﬁnd an ostentatious portrayal of products and 
brands. During festivals such as Diwali, Rakhi, and so on, the excitement is highest. These 
displays are made on various digital platforms. People discuss these products and brands, 
which, also leads to prompt purchases. For example, during festivals, Flipkart has its Big 
Billion sales, Snapdeal, its Unbox Zindagi sale and Amazon, its Great Indian sale. It came 
as no surprise that digital natives bought many products through these e-commerce chan-
nels. Often, they would buy products and brands without planning and thinking about it. It 
is equally true of birthdays and anniversaries. Thus, digital natives go online and buy stu 
for weddings. For example, New Delhi Television Limited or NDTV, entered the Indian 
online wedding market with a venture capital investment of $20 million, supported by 
US-based CerraCap Ventures. They focused on Indian values and Indian roots for their 
business. Thus, they created high brand recall in the wedding market. 
 5.  Mood of the Consumer with Inﬂuence of Peers and Advertisements: Sometimes, digi-
tal natives are in the mood to relieve themselves of their stress. Further, the role of peers is 
high in India, and they have a signiﬁcant eect on the buying behavior of consumers. Peers 
make the consumer impulsive. 
        Usually, consumers do not indulge in much thinking and planning before purchasing. 
For instance, digital natives from Northern India have high inﬂuence from their peers as 
friends from their social circles take majority of the purchase decisions. Further, digital 
natives also get aected by the ads and promotion, which they watch via online platforms 
such as YouTube and Instagram. Thus, mood, peers and ads have a signiﬁcant inﬂuence on 
the product decisions made by the digital natives (Bahree, 2016).
Decision-making Methods
Digital natives use dierent criteria and methods to make decisions. They always opt for mobil-
ity, website design, and a user-friendly interface for easier decision-making processes. Mobile 
phones help digital natives to streamline their checkouts and remove redundant and unnecessary 
FIGURE 10.4  Emotional 
Association of the Consumers with 
Brand Name
Credits:  PSL Images/Alamy Stock Photo
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ﬁelds while they make decisions. They also use digital wallets such as FreeCharge, Paytm, 
Apple Pay, Android Pay, and PayPal. Additionally, these digital natives use promo codes, loyalty 
registration, and alternative shipping methods while they make decisions for the purchase. 
 1.  Utility Theory: This theory states that digital natives are rational actors. Thus, they make 
decisions based on expected outcomes. They select the outcome that can elevate their well-
being. This well-being can be enhanced through shopping. For example, Indian consumers 
extensively use the internet and mobile apps for shopping. Research has found that Indian 
women shop in greater volume than men do. 
 2.  Cut-o Approach: Digital natives use a “cuto” approach. They especially use this when 
they need to evaluate alternatives. Here, “cuto” means there are speciﬁc parameters 
about the products and services to make it acceptable to digital natives. For example, 
digital natives can set up some criteria for prices and they would ignore all products and 
services that go beyond these parameters. This behavior is seen when digital natives look 
for ﬂights and hotels at MakeMyTrip.com (MakeMyTrip, n.d). Based on the same, the 
company sets up its criteria for price. Interestingly, women have a distinctive decision-
making behavior in terms of online shopping. Female digital natives search for speciﬁc 
brands rather than for products. Further, in their search category, they narrow it down 
to brands. In comparison, men search for products. Women also use more of debit cards 
as compared to credit cards; studies have found that 59 percent women and 53 percent 
men used debit cards for online purchase (Javelin, n.d). As compared to 54.09 percent 
women, 62.37 percent men used credit cards (credit.com, 2013). Female digital natives 
are also bargain hunters. They use dierent coupons while making an online purchase. 
Handmade and vintage items while shopping online also excite them. They extensively 
buy clothes and technologically oriented products. Thus, it can be stated that female 
digital natives extensively use social media and online space, and interestingly they have 
outnumbered men.
 3.  Piecemeal Judgment: Digital natives use piecemeal process to evaluate the choices for 
various alternatives. They develop their own assessment criteria. Based on the same, they 
use bits and pieces of this information to make decisions. For example, while searching for 
cars through online sources, consumers use dierent parameters such as comfort, safety, 
fuel eciency, prices, and use these criteria one after the other to make the decision. 
Hence, websites like Carwale provides the facility for customers to compare cars based 
on budget and features. Thus, it becomes a piecemeal approach. Further, digital natives 
use piecemeal judgment by comparing all these features on dierent websites. Their basic 
considerations in all these comparisons are cost and value-for-money.
 4.  Perceived Signals: These digital natives to assess the quality of products use these signals. 
For example, many consumers feel that high prices mean excellent quality. Discounted 
products and services may signify bad quality. The warranty provided by the products also 
signiﬁes the quality of the product. Additionally, signals can be hedonic as well. These 
signals play an important role in digital natives’ decision-making (“Higher Price, Better 
Product”, 2013). 
After understanding the various methods of decision-making such as utility theory, cut-o 
approach, piecemeal judgement and perceived signals by digital natives, let us now comprehend 
the models that work for decision-making. The subsequent section would help us learn the dif-
ferent models, which are used by digital natives in their decision-making processes. 
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Decision-making Model
Every digital native makes decisions regularly depending on their needs and wants.  However, 
there are always dierences among digital natives. This is especially so in terms of their 
 aspirations. It is indeed more complex as there are multiple options available for them through 
online and digital sources. Their searches are also complex as it involves digital, social media 
platforms, and mobile apps. Earlier, the most comprehensive model for consumer behavior was 
the black box model, as proposed by Philip Kotler in 1990. This model was developed to under-
stand complicated consumer individual decision-making behavior. This model stated that digital 
natives would respond to stimuli in terms of their behavior. These stimuli could be individual, 
internal, or external. Marketers usually develop external stimuli. The connection of this process-
ing between the internal and external stimuli is yet to be explored. Thus, the stimuli known in 
this model is known as the “black box.” It is dicult to know how digital natives transform the 
data into information and the way they draw interpretations. This model has three components—
environment, which included the marketing mix; environmental factors such as demographics, 
socio-economic, and so on; and the buyer’s black box, that is, the reaction to the stimuli, includ-
ing key elements like buying attitude, preferences, what, when, how, and relationship of the 
digital natives with the ﬁrm. Thus, it is imperative to understand the dierent components that 
aect the decision-making of digital natives. These components are external and internal which 
are explained subsequently with the detailed and relevant examples. 
External Components
Various external components that aect the decision-making of the digital natives. They can be 
explained as follows: 
 1.  Marketing Mix: Dierent marketing mix factors are used by marketers such as four Ps 
(product, price, place, promotion). In some cases, products are so lucrative that digital 
natives are attracted to them. In this case, the product acts as the stimulus for consumers, 
while in other, it might be great deals and prices. For example, e-commerce companies in 
India often indulge in price wars. It was a hard-fought battle as companies provide com-
petitive deals and discounts to consumers. In businesses, such as restaurants, the place 
can be the stimulus. Additionally, there would be dierent kinds of promotions that can be 
created by marketers to attract consumers, including the digital natives.
      The digital natives see the features and characteristics of products online, which act 
as stimuli. More speciﬁcally, on online channels, there are many deals and oers in terms 
of the price. This is a great stimulus for digital natives because they believe in deals. Fur-
ther, if the digital natives receive oers from dierent places such as Domino’s, Pizza Hut, 
and so on, they would grab it through their online transactions. Thus, Domino’s provided 
50 percent o for ordering online. Additionally, there could be changes in the prices, the 
volume of the purchases, or changes in alternatives, products, or services features. These 
elements also aect decision-making. 
 2.  Rate of Change and Perceived Risk: Changes that take place in the products, usage, traits, 
consumption patterns, packaging, and technology can aect the decision-making process 
of digital natives. It goes without saying that digital natives always prefer products that 
are technologically advanced. For example, they would buy a car that is loaded with the 
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latest technical features and accepted worldwide rather than a lower-priced slightly less-
advanced model. These consumers are very tech savvy and cannot be left behind in terms 
of the products and brands. They often prefer changed and modiﬁed versions of products. 
In a product, they often look for something that they would add value to their lifestyles. 
The perceived risk also determines the decision-making process of digital natives. If the 
perceived risk of products and brands is high, information gathering, exploration, evalua-
tion, and purchase become more complicated. This is because digital natives feel that high 
associated risks demand a check and veriﬁcation of all the elements and factors related to 
the products and brands before they make the purchase. To buy products that have high-
perceived risks, digital natives connect with all the associated stakeholders digitally to get 
their reviews, feedbacks, and views. 
        These views are accessed online as they can connect with them physically or through 
mobile phones to get more detailed views if required. For example, Snapdeal provided 
localized and advanced levels of personalization for the consumers. They would chat live 
24×7, receive shopping assistance virtually, and provide installation in one working day. 
These beneﬁts reduce the level of perceived risk felt by consumers and facilitate their 
decision-making process. 
 4.  Demographics: These are factors related to age, income, gender, education, occupation, 
and so on. These factors have a signiﬁcant impact on the buying behavior of the consum-
ers, i.e., digital natives. The digital natives have a dierent orientation towards various 
stimuli. For example, female digital natives are more aesthetically oriented than their male 
counterparts are. Naturally, they get attracted to colors and visuals easily. However, male 
digital natives need to have more information about products so that they can get the 
best deals. In this consumer segment, education also plays an important role in decision-
making. The more qualiﬁed the consumer is, the more is his/her exposure to brands and 
products. Additionally, if these consumers were from the elite class, they would always 
want exclusive brands, products, and deals. Economic dimensions are important for digital 
natives. They are in fact the key drivers of action. One of the main reasons for it is that 
there has been an exponential increase in the consumers’ disposable income, savings, and 
purchasing power. This can be traced to the dual source of income that most in this seg-
ment enjoy. Women have also started contributing ﬁnancially in Indian households. This 
ﬁnancial independence allows the consumer to buy products of their choice. This trait was 
FIGURE 10.5   
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even reﬂected in the consumer durables such as TV, refrigerators, air conditioners, and 
soon. Digital natives explore the brands online and buy them when there are good deals. 
 5.  Situation: There are other elements like situations. This means that digital natives are within 
the constraints of time and reasons for making decisions. For example, a digital native has 
to go to a wedding. Naturally, he would have to buy a gift, and it would be the easiest 
thing in the world to buy it online. Similarly, consumer decisions are aected by occasions 
such as formal, informal, youngsters’ parties, weddings, birthday parties, and so on. Digital 
natives decide on the products based on occasions. They explore and learn about the occa-
sions before deciding the products through online platforms. If they do not know about the 
occasion, these consumers would gain knowledge about the customer and traditions before 
deciding about the products. This is because, in India, everything has to be bought with 
due respect to customs and traditions. Further, there could be situational factors such as 
experience (ﬁrst-time buyer, no past buying, or unsatisﬁed buying experience) and social 
acceptability as the gift or the product or service has to be accepted by social circles. For 
example, Asian Paints involved the consumers by providing them the experience of develop-
ing  Rangoli through the Facebook App in 2013 during the festival of Diwali. This platform 
helped consumers develop exclusive designs that could be shared with their social circle.
        This oer based on the occasion facilitated consumers to buy the products of the com-
pany. There were immense discussions about this oer among digital natives in their social 
circles as well, which created a viral eect. 
 6.  Social Dimensions and Family: In India, social dimensions play a signiﬁcant role in digi-
tal natives’ decision-making. They might use all the digital channels. Yet, they do follow 
social norms that exist in Indian society. There is a signiﬁcant impact of the societies, cul-
tures, sub-cultures, families, and their own dierent reference groups such as colleagues, 
neighbors, school friends, college friends, and so on, which have a high inﬂuence on the 
decision-making of these digital natives. These social elements are also seen in online 
channels. On these channels, digital natives discuss with their particular reference groups 
about the kind of products to be purchased.
       They ﬁnd WhatsApp groups most handy for these discussions. Digital natives send 
pictures of the products. Further, the traits are discussed in this group on various digital 
platforms before deciding about the products. Further, in India, family plays a signiﬁcant 
role in the decision-making of digital natives. These roles can be functional, economic, 
emotional, and so on. These roles can be that of a/an:
 a.  Initiator where the digital native gathers information from family members for deci-
sions about products and services.
 b.  Inﬂuencer where the native provides opinions pertaining to products and services, 
which is normally used by consumers while assessing and evaluating them.
 c.  Decider where an individual decides the amount of money, which has to be provided 
for products and services.
 d.  Buyer where the native is the actual buyer of products or services where he/she explores 
the products and buys them online.
 e.  Developer, where the individual develops the products or services which can be appro-
priate for the family.
 f.  User where the consumer is the actual user of the products and services.
 g.  Maintainer where the individual provides support in maintaining the products and ser-
vices used by the family.
 h.  Disposer where the individual carries out the task of disposing of products and ser-
vices that may not be relevant for the family any more.
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 7.  Culture, Social Class and Lifestyles: This is the software of the digital natives’ minds. 
This means that there is a set of basic values, perceptions, and behavior of these con-
sumers. This set di erentiates them from other groups of people. Digital natives learn 
these values, from society and family, which are deeply ingrained in their minds. These 
values determine the person’s wants and behavior. In India, consumers are more collectiv-
ist, but they are now moving towards individualism. Thus, culture has a signiﬁ cant role 
to play in the decision-making of digital natives. Another key element important for the 
digital natives besides culture is the sub-culture. It consists of groups of people who have 
shared value systems. This value system is associated with the upcoming experiences and 
situations of digital natives. Sub-culture includes nationality, religion, and geographic 
locations of digital natives. These elements have a signiﬁ cant impact on digital natives’ 
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decision-making. This is especially so in countries like India. Additionally, social class is 
prevalent in all societies. This means that it is a permanent division of society. This is an 
important element for the decision-making of digital natives. This is because it directly 
relates to their occupation. Further, lifestyles refer to digital natives’ pattern of living. This 
relates to the digital natives’ activities, interests, and opinions, which is also referred to as 
AIO. Activities are related to work and hobbies. Interests mean likes and preferences of 
food, fashion, family, and opinions related to the digital natives’ views on social issues, 
products, services, and business. Thus, lifestyle is more than the social class or personal-
ity of the consumers. It captures individuals’ holistic responses and interactions. Hence, 
lifestyle has a signiﬁcant inﬂuence on the decision-making of digital natives. The digital 
natives’ lifestyles determine their decision-making process about products and brands. If 
they want to live an elite lifestyle, digital natives would prefer unique products and brands. 
This uniqueness is important to their status and social image. 
 8.  Social Media Conversations through Multiple Digital Channels: The conversations on 
social media with friends, family, and other members in various online groups inﬂuence the 
decision-making of digital natives. The expression of feelings and views about the products 
and services signiﬁcantly aect the decision-making process of the digital natives. This is 
because these conversations develop connections with reference groups. These conversations 
follow the trends. They also center on product reviews and other information to consumers. 
These reference groups explain what is “hot” and “trending” in the product or service category. 
Thus, these conversations become very engaging. They develop positive customer experi-
ences. Further, digital natives consume information through multiple channels. For example, 
Pinterest and Instagram inform them about the current trends in various product and service 
categories. They discuss these trends with their reference groups on WhatsApp and  Facebook. 
Subsequently, they gain deeper insights. They are hyper-connected and uber-excited about 
this information. This aects the decision-making process. Additionally, these channels work 
24×7. They provide information to digital natives for their decision-making process. This 
information is extremely helpful in making decisions. For example, Facebook allows digital 
natives to share their events with their friends, which in turn expedites the decision-making 
process. Additionally, they also use sophisticated digital tools such as their own image, voice, 
and gestures or 3D technology to get information about products and services. They use 
devices that can augment the realities like Google glasses. The decisions of these consumers 
are signiﬁcantly inﬂuenced by their experiences during the journey with these devices. 
 9.  Online and Oine Media Consumption with Communities: Digital natives use online 
media along with oine channels. This is because social media do not operate in silos. For 
example, In 2013, Maggi’s advertising campaigns were based on the theme “Khushiyan” 
(Happiness). The advertisements promoted by Amitabh Bachchan around happiness theme 
was adopted online as well. Digital natives got connected with Maggi when the company 
developed the campaigns, using both platforms (online and oine). Digital natives are 
always connected with this brand emotionally as well. Additionally, consumers also dis-
cuss online reviews when they meet their reference groups in the physical space for more 
engaged discussion about products and services. For example, some brands provide “win-
dow shops” to enhance this consumer decision-making process and integrate both plat-
forms. More importantly, consumers, especially digital natives, are connected with various 
online communities. They are connected with these communities based on their interests, 
hobbies, and so on. The members play a signiﬁcant role in inﬂuencing their decisions. This 
is because they are always connected digitally and help each other. These members even 
go the extra mile to sort out issues of these consumers (Zhu and Chang, 2009). 
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Internal Components
We have understood the external factors so far. Now, it is imperative to comprehend the internal 
components that aect the decision-making process of digital natives. These are discussed here. 
 1.  Perceptions and Attitude: Digital natives develop perceptions about the products and 
brands by selecting, organizing, and interpreting the information. Perception is the indi-
vidual’s picture of the world where the person lives in. This could be an online or oine 
world. This process makes a lasting impression of the products and brands on their mind-
set. For example, if they order a shirt through an online channel and the color they saw 
on the digital channel is not similar to what they have received, their perception about this 
website changes. They might never shop from this website, as they did not deliver what 
they had promised. The digital natives’ attitude also aects their decision about products 
and brands. If they have a favorable attitude towards the brands, the decision-making of 
digital natives would be quick and fast. However, if the attitude is not favorable, consumers 
might either disregard the products from their purchase list or explore more information 
through online sources to gather more data, which can facilitate their decision-making. 
 2.  Motivation and Learning: This is a compelling driver for the digital natives at their intuitive 
level. This driver is related to the satisfaction of their needs and wants, which signiﬁcantly 
aect their decision-making process. For example, the digital natives thoroughly explore 
online deals when they have to plan their holiday abroad. Here the need is enjoyment and 
fun. This is taken care of by exploring various options through digital channels. This driver 
of seeking fun and enjoyment motivates them to explore various location and destinations. 
This can be done easily through the digital source. The digital natives learn new elements. 
These drivers change their behavior. This could happen through new experiences. 
 3.  Personality: This element includes the psychological and behavioral aspects of the digi-
tal natives. These elements dierentiate the individual and signiﬁcantly aect consumers’ 
decision-making. The traits include self-conﬁdence, aggressiveness, dominance, and so on. 
Predominant among these qualities is that of impatience. Thus, digital natives are not ready 
to wait. The psychological matrix works on both “what next,” and “if not you, someone else.” 
        This mindset and personality aect the decision-making of the individual about prod-
ucts and brands. They explore products and brands on online sources. If the informa-
tion does not synchronize with their personality, they move to another brand quickly. For 
example, if they are looking for a pair of jeans from Pepe and they do not get the color, 
which they want within a day, the consumer would explore other options on the online set 
up instantly and move on. 
 4.  Biases and Preferences: This could be the internal element of digital natives. This is 
because they might have their personal biases towards and preferences for products and 
services. This element has a signiﬁcant eect on the decision-making of digital natives. 
More importantly, there could be cognitive biases. The reason for the same is that their 
thinking patterns are related to observation. It may lead to errors in the memory, inac-
curacy in the judgements, and irrelevant logic. These biases are not only associated with 
beliefs. It may also be related to the prior knowledge of consumers. Additionally, there 
could be a hindsight bias where digital natives explain events and episodes as something 
that would have happened anyways. Another bias is omission bias where digital natives 
avoid the information that is perceived to be risky. There is conﬁrmation bias too owing 
to which consumers observe what they have predicted in the observation. These biases are 
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related to the consumers’ time, money, and e orts that they invest in the decision-making. 
In line with the same, age has a signiﬁ cant e ect on the preferences in the decision-making 
of consumers. Here, younger consumers would like to have more options than older con-
sumers did. More interestingly, there are biases among the Indian house owners when 
o ering their house on rent to those individuals who are single, eat meat, and belong to 
certain castes and regions. These biases of the house owners prevent religious minorities 
and single individuals from integration. Thus, NestAway technology started a campaign to 
facilitate these individuals’ freedom in terms of living space across the country. This was 
a new venture that was started in Bangalore, which worked towards reducing the biases of 
homeowners. Further, they facilitated their decision-making about new people who could 
live in their property on rent. Many Indian digital natives approved of this campaign and 
concept. One important reason for the same is that it was rolled out in di erent media 
channels, especially social media, where people are highly connected (Chandran, 2017). 
 5.  Heuristics: These mental shortcuts reduce the cognitive burden on digital natives’ deci-
sion-making. Digital natives use them as they reduce their work. Thus, they enhance their 
ability to scrutinize the signals and meanings that a ect the choices in decision-making. 
Additionally, they also reduce the work in retrieving and saving information in memory. 
They can structure decisions based on integrated information, which is required to make 
the decisions. This process results in making judgments. For example, digital natives make 
judgments about a doctor based on the number of patients who visit him. These heuristics 
help the decision-making process among digital natives, as there are lesser e orts by indi-
viduals in this process. There is price-related heuristics, which inﬂ uence the consumers in 
making the decision based on price. Availability-based heuristics retrieve easily available 
information and facilitate the consumers in taking decisions (Lempert, 2015). 
 6.  Past Experiences and Anticipated Regrets: Experiences and decisions taken in the past 
signiﬁ cantly a ect decisions. If consumers have positive experiences originating from an 
earlier decision, they are more likely to take similar decisions. Thus, consumers would like 
to avoid their past mistakes. This is very relevant in the case of ﬁ nancial decisions. For 
example, if they have bought a life insurance policy from ICICI Prudential and identiﬁ ed 
that the plans have covered the risk and provided ﬁ nancial cover, they would again go for 
the same company. Their experience would facilitate their subsequent decisions. These 
decisions work very well when consumers have a pleasant experience with the company in 
the past, especially claim settlement. These experiences are also supplemented by the wide 
usage of internet and social media platforms. This is because digital natives constantly 
compare the processes and approaches of various insurance companies. This may a ect 
their present decision as well. Anticipated regret refers to digital natives’ belief that deci-
sions would not work. Thus, they will take certain decisions, which will not a ect their 
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overall decisions. Regret can be related to making choices or gathering more information, 
analyzing options, and so on (McConnel et al., 2000). 
Additionally, rural digital natives also reﬂect the consumption of digital media. “Bharat” is 
becoming more digitalized. It is forecasted that by 2020, 315 million Indian digital natives of rural 
India would be connected to the internet. This would be 36 percent of the total Indian population. 
Consumers would be connected to products and services through internet and digital channels. 
These individuals have started using emails and Facebook. A report by consulting ﬁrm BCG stated 
that around 15 percent rural digital natives search for their products online. Further, they post their 
feelings-post-purchase, which could either be related to satisfaction and dissatisfaction. They buy 
products and services through the online website. This predilection may be less when compared to 
urban India. However, it is growing at a faster rate. They will purchase more from online sources. 
The growth rate would shoot up from 4 percent to 8 percent (Tandon, 2016). 
More speciﬁcally, there are ﬁve segments of Internet users in rural India—unemployed, 
farm owner/student, farm worker/laborer, self-owned business, and service worker/trader. These 
segments can be primarily categorized as less auent and auent. Unemployed, farm owner/
student, farm worker/laborer fall under the less auent group. They have high growth potential 
as compared to the auent segment. 
More importantly, the unemployed and less auent consumers use the internet for social 
networking, gaming, emails, and listening to music. Their intention to use the internet in future 
is high. In this segment, middle-aged people also read news on media platforms. In line with 
the same, the auent class conducts all these activities. They also undertake e-commerce and 
banking online. However, 40 percent of these consumers feel that their personal information 
is at risk; 30 percent feel that products and services that are sold online are of poor quality; 
25percent ﬁnd it dicult to use these platforms. They would prefer some simple visual oriented 
apps that could be operated on the small screen of their mobiles even with low networks in their 
regional language. Consumers feel that campaigns and communication should be centered on 
this new change. Thus, digital touch points of the rural digital natives are dierent from urban 
consumers in India (Accenture, 2017).
These digital natives are aware of many brands. They lack education and have apprehen-
sions about e-commerce websites. Appropriate channels for communication and educative and 
informative campaigns with more visuals and demonstration would facilitate these consumers 
in their decision-making process. 
This approach could become the next wave in the movements of digital native in rural 
India. Facebook and Google used these insights. They worked on the local and regional content 
that could be used by these consumers. Google also developed a global internet balloon pro-
gram known as Project Loon in 2018. Its basic aim was to provide connectivity to rural India 
using balloons stationed high in the stratosphere to develop an aerial network of high speeds. 
However, there are no uniﬁed set of users in rural India, and thus, Boston Consulting Group 
(BCG) has categorized them as mature, ambitious, late adopters, next wave, and dark. These 
users have dierent requirements. Their internal and external factors are dierent in the deci-
sion-making process. Thus, these digital natives would appreciate if companies understood their 
requirements and facilitated their purchase of products and services online. More importantly, 
two-thirds of these consumers use feature phones. Only a quarter have smartphones. This is 
another major dierence between the digital native of rural India and urban consumers.There 
are apps like GoCoop popular in rural India. It gives an opportunity for handloom workers to 
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learn about sales trends and allow them to buy and sell the products and raw materials. Hence, it 
is clear that within the same segment, rural Indian consumers have dierent internal (needs and 
wants) and external factors (technology) that could aect their decision-making for the product 
and services, especially online purchases (Vakkalanka, 2018). After studying various external 
and internal factors of decision-making, let us now understand the various stages of the deci-
sion-making process of digital natives. There are usually ﬁve problem-solving stages related to 
the decision-making processes of the digital natives. They are as follows:
 1.  Identiﬁcation of the Needs: Needs are identiﬁed and recognized by two stimuli—internal 
and external. The internal stimulus is the physical requirement of the individual such as 
hunger, thirst, and so on. External stimuli are developed from the marketplace as a result of 
exposure to advertisement, campaigns, or communication. Additionally, there is a problem 
stimulus (where the problem is the source of information, within or outside the consumer). 
There is also a solution stimulus, that is, exposure to information and it provides a solution 
for the problem. Further, there could be three stages that are related to the solution stimuli—
when the digital natives have identiﬁed the problem and explored the solutions; when prob-
lem was identiﬁed in the past and consumer is still exploring the solution; and when digital 
natives never realized that there is a need for solution before they are exposed to it.
        However, in some cases, digital natives do not have a problem, for example, when they 
plan a vacation with their immediate family and friends. In this case, the stimuli would be 
external in the form of Facebook posts of their social circles who might have visited dier-
ent places for vacation. The digital natives plan at least 2–6 months before their travel with 
their travel agent and online sources. They do advance online booking of their ﬂights and 
accommodation. Their decision-making about destinations is inﬂuenced by recommenda-
tions made by family members and their social circle through online and oine channels. 
Movies and Bollywood stars who might have posted about their recent travel on Facebook 
or Instagram also inspire these consumers. Consumers also obtain information from their 
travel agent through digital channels or by meeting them in person. Additionally, consum-
ers read reports about the location on the online source, blogs, and reviews from websites 
like TripAdvisor and Lonely Planet, listen to destination-speciﬁc programs on radio, and 
get details about the destination from preferred airlines. After extensively exploring desti-
nations, consumers work on ﬁnalizing the best deals. They start exploring websites such as 
MakeMyTrip, Expedia, and so on to get good deals. Further, consumers explore the places 
for adventure or other places based on their interest and hobbies. They also look for visa 
processes, especially if they are traveling abroad, and they prefer to use non-stop ﬂights as 
it saves time. Thus, they become well informed about the destination before they start their 
travel. It is sometimes found that digital natives have more knowledge about the destina-
tion than travel agents. Thus, it can be seen that digital natives in India can plan and take 
decisions about their travel destinations.
        Additionally, needs can also be determined by the role of the decision maker, i.e., payer, 
buyer, and user. Digital natives must identify the needs and wants by their desired state 
rather than the actual state. During the actual state, the digital natives manage them-
selves whereas in the desired state they want to fulﬁll their unsatisﬁed desires and wants. 
The desired stage is also aected by the changes in the personal environment and cir-
cumstances, self-image, future objectives, or aspirations of the consumers. The digital 
natives feel this need when there is a discrepancy between the actual state and the desired 
state. This transition from the actual state to the desired state happens due to constraints 
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of time and the need for novel exposure. The digital natives are always exposed to newer 
products, categories, and trends of dierent countries. This global exposure changes 
their actual state to the desired state easily. These desires evoke the needs among digital 
natives. For example, while buying mobile phone, the digital natives in India would 
also see what consumers buy in the US and the UK as they have global perspectives? 
 However, this may not be true for generic needs. This is because there is a primary 
demand, especially for the products that consumers use in their daily lives such as water, 
tea, coee, soap, and so on. In these products, the dierentiations among the products 
are less. This is because the desired state generates compelling needs, which digital 
natives cannot resist. These desires are developed very easily through online sources, 
as the digital natives are always online, where they look for various kinds of data and 
 information. For example, while surﬁng the web, if they come across a carpool with a 
better route that cuts down their travel time to oce in their own vehicle, they would 
work on this desired state and get more details about this service. Thus, this online 
information aects their decision-making. This decision is quick. interestingly, the con-
sumers can be involved with the products and services on a temporary or enduring basis. 
Temporary involvement means that these consumers are not interested in the product 
category, but would like to make informed decisions. Enduring involvement means that 
digital natives get interested in the category due to the inherent interest, but they may not 
have immediate intent to purchase. 
 2.  Consumers’ Conﬁdence and Purchase Frequency: The conﬁdence level of digital 
natives is an imperative factor for exploring the information about a product. If digital 
natives are conﬁdent about products or brands, they usually do not explore the alternatives 
because they know what they have to buy. This is a more prevalent behavior among men 
in India as they have deﬁned shopping patterns especially in terms of their apparels. How-
ever, women would always like to explore and try something new. Thus, their desired state 
and unsatisﬁed needs are fulﬁlled easily as these conﬁdent digital natives would go online 
and make the purchase. Further, the frequency at which digital natives buy products also 
aects their decision-making. This is because if digital natives buy the products regularly, 
they know the brands and their traits. These products and brands are always in the wish list 
of digital natives. They just put them in their digital cart and buy the products. This could 
be true for products and brands such as soap, shampoo, and so on, that they use these daily. 
This means that with two clicks, the product is at their doorstep. 
 3.  Information Search and Seeking: Digital natives search for information while consid-
ering three sets—awareness set that is developed by consumers in accordance with their 
awareness level about the products and services; evoked set that is created by digital natives 
based on their memory and retention and consideration set that is developed on the basis 
of the evoked set while consumer consider the products and services from their evoked 
set. Further, they search the information on the bases of their selection criteria, screening 
options, reliability, and comparisons. Subsequently, their decision is made on the bases 
of dierent sources of information, search approaches they have used, and the amount 
of search they derive at the decision. These sources of information could be provided by 
the marketer (advertising, campaigns, and so on), personal (past experience, friends, and 
so on), or independent sources (reports, industry documents, etc.). This means that if the 
perceived risk were high, the intensity of the search based on all these elements would 
be more extensive. These parameters also determine the product involvement of digital 
natives. This means that if consumers were highly involved with products and services, 
they would do exhaustive research and vice versa. Digital natives also are inﬂuenced by 
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familiarity and expertise when they conduct searches. If they are familiar with the products 
and services, the search is faster and not so intense. Similarly, if the digital natives have 
expertise about the products and services, they are conﬁdent. Therefore, they do not carry 
out intense searches. These elements also reﬂect the experience of consumers. This means 
that if consumers had a good experience with products and services, they would do less 
intensive searches. Additionally, a digital native’s search is also dependent on the time they 
have for searching products and services. 
      After identifying the needs, digital natives search for the relevant information and 
options that can help them attain their desired state. Digital natives identify the needs 
and subsequently explore the relevant information. The search could be of two types— 
external and internal. During the external search, the consumer explores online platforms 
and social media groups to seek information from digital sources on their online group 
members. Internal search means that they would use their memories and thoughts to gather 
information. Unfortunately, this internal search of digital natives has reduced drastically as 
they use external sources for information seeking. They usually use Google for searching 
information. Additionally, the search could be personal or non-personal. Thus, they would 
either look for information themselves or explore non-personal sources such as online ads, 
online word-of-mouth, online information about the products and brand, or the websites of 
companies. Digital natives can also search for information within the store through their 
mobile phones using digital and social media networks. More speciﬁcally, information 
seeking consumer behavior is also aected by product involvement and perceived risk. If 
these consumers were highly involved in products, information seeking and exploration 
would be of a high volume or vice versa. This is because product involvement is related to 
the perceived risk, as the consumer must invest more money, time, and energy in buying 
these products and brands. 
        In addition, another important area that aects decision-making and information 
search is variety-seeking behavior. If consumers have high variety-seeking behavior, the 
volume of information that will be searched would be high. This behavior is more prevalent 
among women as they prefer exploratory buying. Subsequently, information processing is 
also aected by ﬁve factors that include exposure, attention, comprehension, acceptance, 
and retention. Exposure aects digital natives’ senses and activates the processing of infor-
mation in their minds. After exposure, the attention span of consumers is important. If 
digital natives have paid attention, information processing becomes faster. The compre-
hension stage determines that consumers have understood all sources connected with the 
products. Finally, these consumers accept and retain the information while making the 
purchase. 
 4.  Assessment of Alternatives: Consumers assess and evaluate the alternatives in dierent 
ways while making decisions: 
 a. Total Set: Digital natives commence their evaluation from the total set of alterna-
tives from which they have to make decisions. These options could be numerous as 
digital natives would like to consider multiple alternatives before making the decision. 
This means that they aggregate the options and alternatives on a tablet or a digital 
device. These options are also assessed by “sharper image”, a wireless activity tracker 
where the web captures the emotions and motives of the purchase and products. It 
also provides more options for their total set from which they can make decisions. 
This decision-making is especially evident in the e-commerce domain. This is further 
supplemented by the interactive techniques and beneﬁts that the consumers can derive 
out of the products.
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 b.  Awareness and Evoked Set: Digital natives remove those products and brands from 
the total set of which they are not aware of. This is done with the aim of minimizing 
associated risks. Here the options are curtailed, and only the concrete set is retained, 
from which consumers can select. They usually select those products and brands that 
are acceptable and familiar to them. However, consumers also have inept and inert sets 
of choices. Inept do the digital natives set those of products and brands that are not at 
all acceptable. They discard or avoid them completely because they might not be aware 
of these products or services another plausible reason might be that the products are of 
poor quality. Further, these products or services might not have any exclusive beneﬁts 
or unable to satisfy the needs and requirements of the digital natives. There is a likely 
possibility in the above state events; digital natives would block these products or ser-
vices from their social media and digital channels, as they might not want to see them 
at all. 
         The inert set of products and brands is that set where the digital natives are indif-
ferent about their views. These products and services are used only as backups. They 
might move some of these brands to the evocation set if they ﬁnd relevant information 
about the products acceptable. In India, acceptability is not only at the individual level 
but at the social and group levels as well. Digital natives have to select products and 
services from the evoked set, which are acceptable to their social circles and society. 
For example, digital natives might like a piece of apparel on an online fashion website, 
but if this product were not acceptable in the social circles, it would not be ﬁgured out 
in their evoked set. 
 c.  Assessment Factors: After working on the evoked set, digital natives develop 
assessment factors and elements. These assessment factors facilitate the products 
and the brands’ inclusion in the evoked set. Further, they would select the best prod-
uct, and the assessment factors include quality, brand name, features, traits, beneﬁts, 
price, style, aesthetics, brand image, and so on. Consumers consider and evaluate 
these elements and assessment factors through various comparative mobile apps and 
 aggregators. They set their criteria to price, features, results and so on. These become 
evident in the platforms consumers choose to use. For example, MakeMyTip.com 
provides all available options to digital natives about hotels and airlines based on 
their assessment criteria. Further, consumers can set maximum priority for one vari-
able that could be of utmost importance to them. More speciﬁcally, some digital 
natives would aim for qualitative data. Others may consider quantitative ﬁgures that 
may include ROI, opportunity cost, and so on. More speciﬁcally, in India, digital 
natives make their decisions about products and services primarily based on conve-
nience and price. 
 d. Model of Decision: After understanding the assessment factors, digital natives fol-
low certain models for making decisions. These models are compensatory or non- 
compensatory. In the compensatory model, consumers weigh all the alternatives. 
Based on this process, the summation is tabulated. Based on the same, these consum-
ers decide on products and brands. This prioritization could be based on the quality of 
the products, its attributes, or value. In some cases, digital natives also feel that high 
pricing indicates the excellent quality of the product. This assessment facilitates their 
decision-making process about the product and brand. However, non-compensatory 
models work on conjunctive, disjunctive, and lexicographic factors. The conjunc-
tive model means consumers will develop a minimum cut o for all the elements. 
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Thismeans that if the product and brands do not conform to the stipulated cuto, 
they would be eliminated. Further, consumers will not consider it. This model helps 
the consumers reduce the number of choices and alternatives. In this model, digital 
natives also consider competitors’ products and services and compare their attributes. 
These consumers select the products and services that have a higher value for all the 
attributes. In line with the same, digital natives would select the products and services 
that exceed the cuto values of these consumers. The disjunctive model also means 
that digital natives would create the cut o for elements of alternatives, but it would 
be lower than the conjunctive principle. Lastly, the lexicographic model states that 
these consumers would rank all the attributes. Based on the same, digital natives select 
products or services. Another method is the non-compensatory approach involving 
elimination by consumers after assessing the cuto and then moving to the subsequent 
attributes to make the decision. 
 e.  Additionally, there could be a two-stage choice model where digital natives use a com-
pensatory model in the ﬁrst phase and a non-compensatory model in the second.
 5.  Making Choices: After the assessment and evaluation of the products and brands, digital 
natives make choices. This is the ﬁnal stage of the purchase. After assessing and evaluating 
various options, digital natives decide on the relevant product or brand from the consider-
ation set. This is followed by the relevant trade-os and making of the decision within the 
stipulated time. Additionally, in making the purchase, the end goals and objectives with the 
internal and external factors are also considered by the digital natives. These involve three 
stages: 
 a.  Trial is the ﬁrst stage where consumers make these choices and purchase for products 
of daily use. These products do not signiﬁcantly aect their daily lifestyle and for this 
reason, shampoo, soaps, detergents, and their likes ﬁgure out here. Furthermore, digi-
tal natives get online trial coupons as and when they are ready to try something new. 
This set of digital natives are experimental in nature. 
 b.  Second, they repeat their purchases from those places from where they buy regularly. 
They have a list ready in their online cart and they get the products easily at home. 
 c.  The third stage is where the consumers are strongly faithful and committed to some 
products and brands and are unwilling to change. For example, Dettol is considered to 
be a very credible brand in India, even when it comes to online purchases (ET Now, 
2013). Consumers do not want to switch to another brand. Thus, decision-making is 
very easy for these products and brands. 
 6.  Post Purchase and Actual Assessment: After the purchase has been made, digital natives 
have to understand the value acquisition of the products. For example, in the case of buy-
ing consumer durables such as television and air conditioner, consumers have to factor in 
the installation process for their buying decision. The way such products are processed 
and delivered can change the subsequent decision of the consumers. Nowadays, digital 
natives purchase such products from various online portals. While making the purchase, 
they also ﬁx the day and time of the visit of the employee for the installation on the pur-
chased  product. As consumers are quite occupied these days, such facility helps save time 
for all the parties involved. Leading consumer durables companies such as Samsung and 
LG provide such facilities and these help in the decision-making of consumers. 
 7.  Consumption Situation: The consumption context of the digital natives is imperative for 
the consumer’s decision. It includes physical content, which means the time and place of 
the consumption; the social context meaning with whom the products and services are 
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consumed; the consumption context which implies what were the other set of items that 
were present in the proximity of consumption; and consumption system, which means 
how many times the products and the services were consumed and how they were used 
and consumed comprehensively. For example, the digital natives book their spa treat-
ments online, but the consumption situation of this service could be based on a couple 
or an individual. This situation could help the digital natives decide the kind of treatment 
they would select online. Consumers in India while availing these services as an indi-
vidual would always prefer those spa treatments that release their stress (ET Now, 2017). 
However, on special occasions, like anniversaries, when the consumption situation is dif-
ferent, they would book an exclusive spa treatment where they could be pampered along 
with their spouse.
 8.  Subsequent Consequences After Purchase: After buying the products, there are three 
criteria (Satisﬁed, Neutral or Dissatisﬁed) for the re-purchase of the products. They are 
based on the zone of indierence, which means the extent to which digital natives are will-
ing to accept the degree of variations.
 a. Satisﬁed: When digital natives feel that the products or brands have delivered in accor-
dance with their expectation, they are satisﬁed. They mention their views in the online 
reviews so that other digital natives can also buy the products or avail of the services. 
Additionally, digital natives can develop loyalty towards these products and services, 
as they were happy with the brand. These loyalty phases could be cognitive (beliefs 
based), aective (liking), and action (act). More speciﬁcally, digital natives also associ-
ate satisfaction with the ideal, equitable, and expected performance of the products and 
services. Finally, satisfaction levels would result in the digital natives’ loyalty towards 
the products and services. For example, entry-level smartphones with premium fea-
tures and aordable prices with premium product quality provide satisfaction to the 
digital natives. These features are in synchronization with their expectations. 
 b.  Neutral and Dissatisﬁed: This is the stage when digital natives do not have any posi-
tive or negative views about the brand. Their expectations about the products and brands 
were somewhat related. Dissatisﬁed is the stage when the expectation of the consumers 
is not in synchronization with the performance of the products and the brands. They 
experience cognitive dissonance. Due to the same, they would like to avoid certain 
products and brands. This dissonance could make the consumers uncomfortable. How-
ever, sometimes-digital natives may also feel that the sense of dissonance was normal 
as these consumers had more expectations (unrealistic expectation) with regards to the 
products and services. The dissonance usually occurs due to dierences in price, prod-
uct performance, perceived performance of the rejected alternatives, credibility of the 
sources of information, and psychological elements. Finally, this dissatisfaction may 
be due to a letdown in the performance of the products and services with the digital 
natives’ expectation. It might also be due to the failure by the marketers or the person-
ality trait of the digital natives. All these factors might result in complaint generation. 
These complaints have to be managed and dealt with properly; otherwise, the company 
may lose its consumers. These experiences are saved in the digital natives’ memory. 
Now, let us understand the actual decision-making process with an exclusive focus on the 
digital natives. There are various segments of the digital natives, and the ﬁrst among them is the 
socialites who are the consumers and belong to the upper stratum of the society. They buy prod-
ucts and services from specialty stores and visit clubs and pubs over the weekends. They also 
spend high amounts of money on luxury products. These consumers are highly brand- and fash-
ion-conscious individuals. They also like to shop in the high-end luxury malls, foreign locations, 
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or at the boutiques of the fashion designers. The second one is the conservative class of digital 
natives who take considerable time in decision-making and information searches while making 
purchases. Their main aim is durability, functionality, and reﬂ ection of the social image while 
buying products and services. The third group is that of the working sector who take buying 
decisions independently. The fourth group is the rural digital natives who are growing 3 percent 
to 4 percent annually. They consume 50 percent of the FMCG products in India. The literacy 
level of these consumers has increased. They are more exposed to social media platforms and 
digital platforms. Their awareness levels about the products and services have increased after 
using these media platforms (Financial Brand, 2018). 
Further, there are other factors that inﬂ uence the behavior of digital natives, especially 
in terms of their decision-making, and these are illustrated in Figure 10.8 and discussed in the 
subsequent sections:
 1.
  Buyers’ Market and Bulk Purchase: After liberalization in 1991, the Indian market has 
provided more options to the consumers. Now they have options ranging from the interna-
tional brand to the local and regional ones. Digital natives prefer local and regional brands, 
especially for Indian festivals and weddings as attuned to their customs and culture. 
        However, of late digital natives have started making bulk purchases, as they would like 
to save their time. The major factor behind this is urbanization and lifestyle changes. These 
consumers prefer to go to the hyper stores over the weekends to make a purchase instead 
of going frequently to the nearby stores. Besides, they also make bulk purchases online 
for their routine products. For example, these days’ consumers order from BigBasket, an 
online grocery shop, for their weekly needs. 
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 2.  Contemporary Lifestyle and High Spending: The urban and upper middle-class digital 
natives have stylish and contemporary lifestyles. They are highly inﬂ uenced by western 
lifestyle elements. These consumers are liberal and would like to experiment products and 
services. They also like to explore western trends and thus prefer international brands. 
Another reason for the acceptance of western or international brands is the boost they o er 
to the consumers’ social image. For example, the Indian digital natives for the enhance-
ment in the social image accept luxury brands like Louis Vuitton. Further, digital natives 
have increased their spending capacity, which in turn has a ected their decision-making 
process. They do not believe in constant savings. They would like to have fun and enjoy 
their life with all the high-end products and services. For example, digital natives have 
started exploring di erent types of spa and massage parlor for relaxation, which they eas-
ily carry out on their smartphones. Thus, the consumers have information about all the 
product and services on their ﬁ ngertips. They can compare products and services when-
ever they like through digital gadgets, which are always with them. Usually, they rely on 
their mobile phones to conduct these tasks, and consequently, these gadgets have become 
more important to them than any other human connection. 
 3.  Quality and Discounts: Indian digital natives have moved from price sensitivity to focus-
ing on the quality of product and the services. They prefer products that are expensive, as 
they have come to that high price is indicative of high quality. To ensure that this correlation 
is positive, these consumers also verify the service outlets of products while they make the 
purchase. For example, if they like to buy mobile phone, they would go online and check at 
the nearby stores. If there are no nearby stores of the mobile service provider, they will not 
consider that brand for purchase. Further, digital natives have high inclinations towards free-
bies and discounts. These elements have a signiﬁ cant impact on the decision-making process 
of the consumers. They would like to have freebies and discounts while they make online 
as well as o ine purchase on all product categories and services. Thus, companies such as 
Myntra and Amazon always o er discounts and freebies on all the product categories. 
 4.  E-commerce and Celebrity with High Use of Social Media: This major change that 
the e-commerce companies have brought in by promotions via celebrity online pages and 
inﬂ uencers has had a signiﬁ cant impact on the decision-making process of the Indian 
consumers. For example, consumers are now buying their routine products as well as gifts 
through Amazon, Flipkart, and so on. 
In India, celebrities a ect consumers’ decision-making. These celebrities can be from 
 Bollywood or sports. Indian consumers have a high preference for Bollywood stars and  cricketers. 
Digital natives follow them online. They comprehend their styles and trends so that they can use 
them in their decision-making while they make product or service purchases. More importantly, 
FIGURE 10.9 
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consumers extensively use social media and digital platforms for every decision that they make 
pertaining to the products and services. Like before going for a movie, they check its reviews 
online, and also the o ers before blocking the tickets through a mobile app. For example, if they 
would like to watch a movie at the PVR Cinemas, they would block the tickets through the PVR 
mobile app on their smartphone. They would also include refreshments and beverages along 
with the tickets as they get the best deals possible there (Saxenam, 2011). 
The entire process of decision-making can be easily illustrated by Patanjali Ayurveda’s 
successful turnaround of achieving 
`5,000 crore sales in less than a decade. The company was 
started by Baba Ramdev and Acharya Bal Krishna in 2006. This is the fastest growing FMCG 
Company in India, which has grown 10 times in terms of revenue in the last ﬁ ve years. In 2015, 
Patanjali Ayurveda showed a 150 percent growth in sales. For the year ending 2017, their target 
was 
`10,000 crore of revenue. Their distribution channels are strong as they have 4,000 distrib-
utors, 10,000 stores, and 100 mega-marts. The company has also collaborated with other retail 
stores such as Future groups and Reliance Retail. With this massive expansion and penetration, 
they have raised a loan of 
`1,000 crore to start four new manufacturing units. The consumers 
prefer these products because it follows the approach of brands like Apple, which means that all 
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the brands and products are promoted by one single brand. All the product oerings are under 
a single name, Patanjali Ayurveda. The company communicates consistent messages in their 
advertisement of all the products. Consumers like this connection and consistency in their com-
munication. They do not want to see individual brands, as it is dicult to remember. Following 
this method, Patanjali Ayurveda also saves money on communication and advertising, as they 
do not have to build and promote dierent sub-brands. Their competitors such as Unilever and 
P&G have multiple brands. These companies promote individual brands in their communication 
and advertisements. Though there is a consistency in their messages, consumers cannot connect 
well with them. Additionally, Patanjali uses multiple online media platforms to promote their 
one brand. Thus, in all the media platforms such as television, online, radio and so on, consum-
ers hear and see only one brand, i.e., Patanjali Ayurveda (Anand, 2017). 
The other factor that makes this brand exclusive and distinctive is that its products are 
developed for the health-conscious digital natives. These consumers prefer these products, as 
they are organic and Ayurvedic. This is a sea change in the mindset of Indian consumers. Fur-
ther, these products are priced lesser than that of the competitors. To sweeten this deal, they also 
oer discounts. They can aord the same as the company works directly with the farmers. Thus, 
they can eliminate the role of intermediaries and achieve low-cost production. Additionally, 
they have strong distribution channels. These products are sold at medical stores across India. 
Besides these stores, they sell the products at their own clinics, health centers, non-medicine 
outlets, retail stores, and general stores. Digital natives have a strong association with Baba 
Ramdev who is considered the “yoga guru” in India. More speciﬁcally, the products have a sim-
ple packaging that provides it with a simple and natural look. Digital natives like simplicity as 
they consider it natural and organic. These elements are covered extensively by the company’s 
promotion and campaigns. The products have signs of herbs and leaves on their packaging, 
which reﬂect the health and wellness requirements to the consumers. Thus, the company focuses 
all their promotions with yoga guru, Ramdev Baba. Additionally, he maintains excellent rela-
tions with the press, politicians, and all other stakeholders. He also has an extensive presence on 
all social media platforms. This easy connection helped the company develop a near-viral eect 
in the Indian market. The company did not spend intensively on advertising at the earlier stage. 
They gained their market share almost only by word-of-mouth publicity. Subsequently, they 
invested 6 percent to 20 percent of their revenue in advertising (Anand, 2018). Hence, consumer 
awareness and purchase decisions were largely guided by word of mouth publicity. 
Digital natives re-purchased Patanjali’s products because of their perceived superior 
 quality. There is an excellent trail conversion rate. Digital natives buy the products especially 
ghee, Chyavanprash, toothpaste, and shampoo. All these products are able to deliver good 
results, which ensure that the initial users are able to recommend these products others. Thus, 
other people also buy the products. More speciﬁcally, the company created an image that it 
is transparent, by citing how they are avoiding intermediaries and passing on the savings to 
consumers, which the consumers liked. The company states that its products are herbal, and 
all their ingredients are organic and herbal, unlike their competitors. They also associated their 
products as being Indian and “Swadesi”. The credibility of Baba Ramdev as a Yoga expert and 
the swadeshi factor helped reinforce the herbal image of the products. Lastly, the consumers 
connect easily with their brand ambassador, Baba Ramdev. He has many followers in the yoga 
camps and TV channels like Aastha. Thus, the trust in the brand has been very strong, which 
has been developed by positive experiences. Further, it has converted the digital natives to brand 
evangelists. Now, the entire business model is based on satisﬁed digital natives. They are the key 
driving force of the company. 
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Additionally, the entire process of decision-making was also observed among farmers. 
They too have become digital natives of India. This change was seen when the prime minis-
ter of the country launched the digital infrastructure for rural digital natives. This helped the 
consumers in using the digital services and promoted digital literacy in these areas. It has been 
observed that 68 percent of the Indian consumers live in rural India. Their basic means of living 
is agriculture. This digitization has provided timely, localized, and socially and economically 
sustainable information to the farmers. The connectivity of these areas has improved. Further, 
low-cost data plans were provided to consumers. The rural youth were the key digital natives 
of this digital agriculture plan. This technology provided information about the planting date, 
variety, real-time weather, and forecasted market prices. These features were extensively used 
by developed nations such as the US and Australia. India would also like to use technology and 
leverage this opportunity.
Subsequently, farmers in India are able to use cloud-enabled information. This information 
is synchronized with the application programming interface. These platforms develop a rich and 
dynamic data ecosystem for advanced analytics. Thus, farmers can maximize their agriculture 
production at minimum risk. In this endeavor, mobile phones are used extensively for these 
technologies. Thus, through this channel, education can be provided through the pictures and 
visuals to the farmers. There are 204 million smartphone users in India. With the mobile phone, 
the digital natives of the rural areas are able to observe the weather patterns. They can also get 
the estimates on the yields, harvest date, pest control dates, and cost control measures. This is 
supplemented by remote sensing. This helps the rural consumers increase their productivity 
(Hindu, 2019). 
These changes have had a great impact on the democratization of market pricing and 
cost reduction. This has helped the farmers make more proﬁts. The farmers were also able to 
enhance the productivity of their perishable products. They can sell them easily and quickly at 
the right prices in the nearby markets. Additionally, all these facilities were linked with a unique 
identiﬁcation number known as Aadhaar. This number allowed the veriﬁcation of the subsidies 
to these consumers. In the same line, the rural digital native also started using digital money. 
They also started learning to make digital transactions through mobile phones. Thus, all these 
developments helped the digital natives of rural India exponentially.
Their decision-making also accelerated and became faster with the use of technology and 
mobile phones (Su, 2017). 
Before studying the models of consumer decision-making, it is important to understand 
how digital natives make decisions. It is also imperative that we study the various schools of 
thoughts behind making these choices by the individual. These views illustrate the whys and hows 
of consumer behavior in the case of digital natives. The views are illustrated in Figure10.11.
 1.  Economic Views: This view is related to the economic man theory, which states that con-
sumers should be provided with all the options for products and services. Economic man is 
an ideal person who can act with rationale based on all the required information, to decide 
on options to get the highest level of utility. Hence, consumers should be provided with 
all the options for dierent product and services as that they could make an evaluation 
based on the advantages and disadvantages of the alternatives, and identify the best among 
the lot. This theory holds true even in the case of digital natives. It also assumes that the 
digital natives are rational buyers. Thus, they consider the review, compare the products 
and services, and make rational and logical decisions. For example, in India, the Panasonic 
brand is known for its premium quality, performance, and after-sales service. They have 
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premium service set-ups for providing quick solutions to the digital natives. This is linked 
to the economic views as the company o ers its products and services as the best alterna-
tive to Indian consumers. However, consumers hardly have all the information pertaining 
to the products and services. If they do, it would be an “ideal” situation. Thus, the clas-
sical economic model states that the logical ﬂ ow of the digital natives’ choice making is 
not ideal. This is because consumers have limited skills and knowledge. Further, digital 
natives seem to operate in limited contexts. Within these limitations, they have to maxi-
mize their decisions and ensure that they get the most e ective results. In many instances, 
this model is not used as it is too simple and idealistic. 
 2.  Passive View: This school of thought is quite the opposite of economic view. Here, digital 
natives are considered submissive, irrational, and impulsive. They select products and ser-
vices that provide maximum satisfaction, which could be emotive or hedonic, and it does 
not follow the economic views. These consumers also are carried away by advertising and 
promotions, as they are impulsive in nature. For example, Pulse, a hard-boiled candy with 
a raw tangy mango ﬂ avor, increased its market size in India by capitalizing on the impul-
sive nature of digital natives. Based on the same, they have extensive penetration of social 
media channels. Thus, the brand has increased its visibility in the online and o ine chan-
nels and developed videos for YouTube. Further, they carried out product reviews on vari-
ous platforms digitally, conducted question and answer on the Quora website, posted on 
Facebook, and shared photos on Instagram. In line with this, special deals, large displays, 
and signage aid the consumers in making their decisions. These elements work on the per-
ceptions, personality, learning, and motivation of the digital natives. These individuals get 
excited about the seasonal fashion and high-street fashion design labels. For example, the 
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retro theme that was used by Louis Vuitton in the high-street fashion with high price also 
excited consumers. 
 3.  Cognitive View: This is the third school of thought. It states that consumers are thinkers 
and problem solvers. This tendency is observed among digital natives. These views thus 
integrate the economic model and the passive model. The consumers evaluate information, 
which is important for them. Thus, they would see only those advertisements that help them 
satisfy their needs and requirements. To solve problems, they consistently acquire infor-
mation from various sources, evaluate them, and make the decisions that are satisfactory to 
them. Thus, they always look for value for money and good deals. Further, digital natives 
work on it until their needs are satisﬁed. More speciﬁcally, BCG (2018) stated, the digital 
natives are very demanding and value conscious as compared to global peers.  Further, in 
a CII report it was identiﬁed that Indian consumers negotiate about the price very often, 
spend less on luxury products, and save more than the consumers in the European markets. 
A major advantage is technology that helps consumers sort out their issues and problems. 
For example, Jet Airways has an app that facilitates the consumers’ knowledge of the ﬂight 
details easily. If they are stuck in a meeting and like to know the details of their travel, this 
mobile app can help them easily sort out their issues. Digital natives buy cars with features 
that might exceed their budget. However, they would need to enhance their social image. 
Thus, they prefer a sedan to a hatchback any day. Digital natives do extensive research 
online before going to the stores. They do so to gain maximum  knowledge. They even 
carry out discussions in social circles through online channels. Further, they seek expert 
advice on these platforms. Thus, cognitive thinkers can use technology and sort out their 
issues very easily. 
 4.  Emotive View: This school of thought states that there are deeper feelings and emotions 
guiding digital natives’ decision-making processes. These feelings could be love, sex, joy 
hope, fantasy, and so on. Digital natives make these decisions not only for consumption 
but also for their possessions. These decisions of the consumers are facilitated by emo-
tions and feelings. The strongest forms of this feeling are that of “have it now” and “I am 
worth it.” Thus, these consumers take these decisions to look and feel better. Here, the 
key element that determines the decision is the “mood,” which is the “feeling state.” This 
mood inﬂuences how, why, what, and where the digital natives shop. The environment in 
which they shop or make decisions develops the digital natives’ mood. More importantly, 
a positive mood encourages digital natives to buy products quickly and make decisions 
promptly. For example, if a real-estate seller mentions “your home”, digital natives are 
excited about it. Similarly, Body Shop has campaigns that develop an emotional response 
that allure digital natives easily in India. Additionally, emotions and feelings can be also 
related to larger humanitarian issues. For example, Dabur Vatika developed a campaign 
that saluted female cancer survivors. This campaign illustrated a woman who had lost her 
hair during her ﬁght to survive cancer (Afaqs.com, 2016). Her conﬁdence and the care that 
she received from her neighbors and colleagues helped her in getting ready for the work 
after the treatment. She planned to wear a head wrap but dropped that idea. She entered 
her oce wearing a sari and bindi. This messaging of the ad was about hair shampoo and 
hair oil of Dabur Vatika in India, which is a conventional and traditional market. The digi-
tal natives really liked this move of the company. Thus, emotions and feelings drive these 
consumers to the decision-making process (Baum, 2017). 
After understanding the various views including economic, passive, cognitive and emotive 
about the decision-making of digital natives, and how they use the views in their decision-making 
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processes, let us now learn about the various decision-making models, which are used by the 
digital natives. These models will be explained with comprehensive explanation, relevant exam-
ples pertaining to digital natives, and their decision-making processes in the next section. 
Consumer Decision Models
There are primarily six consumer decision models that are very eective and useful for under-
standing consumer behavior primarily for digital natives. They are as follows: 
 1.  Andreasen Model: This is a conventional model of consumer behavior developed in 
1965. This model focuses on the signiﬁcance of the information primarily in the consumer 
decision-making processes. It aims at information processing, screening, and developing 
consumer attitude. However, now digital natives are early adapters and they are known as 
alpha consumers. They provide their insights about the products and services and work 
with the company as partners. For example, Bonita, a home utility product manufacturer, 
develops its ﬁnal products, especially the design, with the help of their digital natives. 
 2.  Nicosia Model: After the Andreasen model, the subsequent model was created by  Nicosia 
in 1976. This model explains how marketers aect consumer choices in decision- making. 
Their providing several messages that help consumers take purchase decision see the 
Andreasen
•  Information is key for decision-making
Nicosia
•  Marketers message and advertising affects decision
Howard-Sheth
•   Consumers make decisions on the basis of intense problem solving, limited problem 
solving and routine activieties 
Bettman
•  Simple process of information processing
Engel-Kollat-Blackwell Model
•  Information processing for decision-making by external stimulus
Sheth-Newman-Gross
•  Choices and option assesment with social, functional, emotional, epestemic conditions
Solomon
•  Rational path to maximize benets and achieve satisfaction
Stimulus Response 
•  Consumers make decisions through the stimulus 
Consumer Decision-making Framework
•  Internal and socio-economic factors affects the decision-making 
Expected Utility
•  Decisions are made on the desirability of the output
Spider Web
•   Decisions are made with different requirement accross all digital platforms capturing 
rational and emotional touchpoints of consumers and reference group as well
FIGURE 10.12   
Main Tenets of Various 
Consumer Decision 
Models
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marketers’ inﬂuence. These advertising messages signiﬁcantly aect consumer choices 
and purchase decisions. This was because there is a positive attitude of the consumers 
towards the advertised products and services. Thus, this model’s focus was on market-
ing communication and its inﬂuence on consumers’ decision-making. The model clearly 
explained that advertising messages have a signiﬁcant impact in developing a positive atti-
tude towards the products and services. Thus, the model states that consumers’ decision-
making can be aected by advertising messages easily. This model has divided consumers’ 
attitude into two further dimensions—the marketing environment and characteristics of 
 consumers. Marketing environment explains the competition, media used and consumed, 
choices made, and communication and knowledge about the products and services. In 
line with the same, consumer characteristics would include the personality, experience, 
and all other traits of the consumers that mediate the advertising messages. Similarly, 
digital natives are inﬂuenced by the advertising content and subsequent product choices 
and decisions. This method is even faster and quicker in the digital set-up. For example, 
in 2017, Vodafone featured a campaign depicting an elderly couple who go for a second 
 honeymoon. They are seen taking advantage of the connectivity to video call their daughter 
for suggestions and use google maps to travel around. The couple featured in the ad were 
famous dancer couple V.P. Dhanajayan and Shanta Dhanajayan. Thus, these consumers had 
to step into the digital world for their social connectivity, which made their life easier and 
better. This marketing initiative by Vodafone was appreciated and used by many consum-
ers in India. This was also because Vodafone provided strong 4G networks that facilitated 
the digital natives in capturing their memorable moments and subsequently sharing them 
with their social circles with the spirit of “young at heart” (Pillai, 2018).
 3.  Howard-Sheth Model: This model presented a holistic picture of the consumer decision-
making process. Developed in 1969, this model was able to dierentiate the decision- 
making processes of the consumers. It was primarily done in terms of intense problem 
solving, limited problem solving, and routine behavior. Digital natives undertake intense 
problem solving when they do not have an idea and knowledge about the products and 
services. For example, digital natives undertake ideas from various digital channels such 
as blogs, Pinterest, and online product reviews. This is especially so when they buy mobile 
phones. Additionally, they do not have a speciﬁc preference for brands. They always 
explore information and alternatives to make decisions. For example, digital natives 
explore options for decision-making on websites and mobile apps. Other unique instance 
states when they seek advice from their friends related to home food delivery as they are 
away from their parents and would like to have homemade food. Limited problem solving 
reﬂects that the consumers have some information about the products and services but are 
not able to make their decisions. They prefer comparisons of the products and services 
as this information facilitates digital natives in decision-making. The routine response is 
developed when digital natives’ knowledge and beliefs are certain. This certainty makes it 
easy for consumers to make the decision about products and services. The digital natives 
become habituated to products and services and would like to take less risk with other 
options. This model is premised on four factors that include inputs, perceptual and learn-
ing elements, outputs, and exogenous factors. 
        The ﬁrst input is the three dierent types of stimuli, i.e., signiﬁcate (physical appear-
ance of products and services), symbolic (verbal and visual appearance of the products), 
and social (such as reference group, peers, colleagues, and family). Perceptual and learn-
ing element work when the psychological variables of the consumers work while making 
purchase decisions. Perception is centered on how the digital natives receive the input and 
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process the information. Perceptions can also be aected when the information that the 
digital natives receive is not in synchronization with their prior experiences.  Additionally, 
learning aects the concept formation and goals of the digital natives. More so, the objec-
tives from the evoked set are used to assess the alternatives for decision-making. In the 
same line, the output is attention, attitude, comprehension of the brand, purchase inten-
tion, and the actual purchase. Finally, the exogenous elements include the importance of 
purchase, time, and approval of competitors’ brands, knowledge, and personality. These 
elements work at the sub-conscious level of the digital natives’ mind. For example, there 
was a complaint against HDFC Life for rejecting the claims of digital natives.  Consumers 
on social media posted this message and it became viral. The company immediately 
responded to all the conversations and published ocial public notices on all digital touch 
points. Subsequently, this issue was managed legally. A notice was issued against the per-
son who had uploaded the post. The Indian consumers liked this proactive approach of 
the company in sorting out issues as these external factors aected the decision-making 
process of many digital natives. 
 4.  Engel-Kollat-Blackwell Model: Developed in 1972, this model deals with the means by 
which consumers’ processes information and arrive at decisions. This model has four ele-
ments—input from information, processing of information, decision-making process, and 
external elements. According to this model, consumers gather information from various 
sources and use ﬁlters to scan this data. The sources could be from the stimuli of market-
ing, reference groups, or digital sources. Further, information processing comprises expo-
sure of the digital natives, comprehension, and retention of the information. Digital natives 
retain the information in their long-term memory. This is because digital natives have asso-
ciated meanings related to this retained information. This retention can deliver solutions 
to the digital natives’ needs and requirements. The retained information would include 
packaging, aesthetics, colors, and so on. More speciﬁcally, this model also explains the 
various stages of the decision-making process such as problem identiﬁcation, search, and 
assessment of alternatives, purchase intention, and purchase. They include social vari-
ables such as social class, family, and reference groups. These elements aect consumers’ 
decision-making as they are always at the sub-conscious level of the digital natives. We 
can state that this model is based on belief-attitude-intention and tries to develop a func-
tional relationship among these variables and their eect on decision-making in the digital 
world. However, some critics have stated that the model is complicated and vague and has 
ambiguous validity. 
 5.  Bettman Model: This model was developed in 1979. Its primary contribution was its rev-
elation that consumers have limited scope for information processing. Digital natives usu-
ally make choice-based decisions. They do not undertake a complicated assessment of the 
options and follow simple steps such as processing capacity, motivation, attention, percep-
tion (encoding), acquiring information and assessment (internal and external), memory, 
the process for decision and consumption, and process for learning. In the context of this 
theory, processing capacity means that digital natives have a limited scope for process-
ing information. Motivation aects the decision-making of digital natives in terms of the 
direction and intensity of the consumers in making choices. It also triggers the assessment 
of information. Motivation is derived from goals, sub-goals, and the desires of consumers 
that aect their choices. However, the process is simple. The goals determine consum-
ers’ decision-making. Additionally, there are two types of attention—voluntary attention 
(conscious and works with the goals) and involuntary conscious (automated response for 
the new information or conﬂicts). Here, digital natives’ perceptions are organized and 
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interpreted. According to this model, information acquisition is assessed because of 
relevance and utility. Memory works as a source of internal information. Further, they 
carry out the external acquisition of the information. Digital natives on the bases of their 
goals, individuals (personality), and situational (purpose) elements make the processes of 
decision-making. In the same line, digital natives for subsequent decisions use consump-
tion and learning. This entire process is further expedited in the digital world with digital 
natives.
 6.  Sheth-Newman-Gross Model: This model explains the reason for consumers’ choices. 
It oers help in segmenting the market. The values relevant to consumption are explained 
by reasons that illustrate why consumers select a speciﬁc product or a brand over the other 
options. These values include functional, social, emotional, epistemic, and conditional.
       Functional value is the perceived use of the product or the service by the consum-
ers situated primarily in the physical attributes. These attributes could be price, quality, 
durability, reliability, and so on. Conventionally, consumers liked these elements when 
they were highlighted by the markets in the advertising campaigns. Further, social value 
is related to the demographics, social, economic, cultural, and ethnic elements, and is 
measured in terms of the proﬁle choice imagery. This imagery means that the primary 
and secondary reference groups like or prefer the consumption of the product or services, 
which is important in a country like India. The digital natives in India have added mobile 
phones and mobile accessories to this category. Mobile phones and related accessories are 
key for men and women in India. In the same line, emotional values are feelings associated 
with products and services. The digital natives’ feelings determine their decision-making. 
These feelings could be joy, anger, fear, and so on. These feelings could provide pleasant, 
unpleasant, relaxed, excited, curious, and calm environments to these consumers. This sig-
niﬁes that the digital natives can have a love aair with the products and services. This is 
quite visible in the Indian scenario. 
        More speciﬁcally, epistemic value is related to those options that deliver uniqueness, 
reduce anxiety, and satisfy the desire and needs for knowledge. This means that digital 
natives left the alternatives, as they were boring and mundane. Lastly, conditional values 
are the speciﬁc situations and certain items are associated with them such as Christmas 
gifts, greeting cards, festivals celebration weddings, and healthcare services. Thus, we can 
state that dierent types of values are visible among digital natives and they change in 
accordance with their needs, requirements, context, and mood. These changes are dynamic 
and volatile in the digital world. 
 7.  Solomon Model: Schiman and Kanuk (1997) developed the model. It is based on economic 
views, which means that every consumer follows the rational process of decision-making. 
This process maximizes their beneﬁts to achieve satisfaction when they buy products and 
services. They primarily determine their needs and make the purchase.  Additionally, this 
model explains every stage of the consumption process. The exchange can be between 
people or organizations. There are many actors associated with this  process. There could 
be the purchaser, user, and inﬂuencer. They might have dierent roles to play in the buying 
process. The model is divided into pre-purchase, where the consumers identify their needs 
and search for the information, purchase, which include the consumers’ experience, and 
post-purchase, which aims for pleasure derived from the purchase, experience of product 
disposition, and consequences that could be related to environment. For example, digital 
natives extensively buy wearable technology. In Accenture Digital Consumer Tech Sur-
vey of 6,000 consumers in 2014 in six countries namely Australia, Canada, India, South 
Africa, the UK, and the US, India was ranked as the country with the maximum number of 
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consumers with the highest interest in wearable technology products. This data state that 
consumers would like to be ﬁt and thus GOQii provides the ﬁtness coaching system, which 
is a subscription-based model. 
 8.  Stimulus-response Model: This model relates to the stimulus-response model of buyer 
behavior. Middleton (1994) developed the model. This model has one central element 
known as “buyer characteristics and decision process.” Four interactional dimensions sup-
plement it. Stimulus is the input, which gets aected by communication channels. These 
channels could be marketing channels such as advertising, sale promotion, PR, and so 
on. They could also include reference groups, which include friends, family, and so on. 
Subsequently, consumers use communication ﬁlters such as learning, perception, and 
experience, and motives derived from demographics, social class, economic class, psy-
chographics, needs, wants, goals, and attitude of the digital natives. These processes aect 
the purchase of products and brands by the digital natives. Lastly, post-purchase and post-
consumption feelings again aect communication ﬁlters. This process is quite easy in the 
digital world. Thus, it becomes cyclical. For example, the stimuli for the consumers would 
write online reviews about products and services. These help consumers to develop online 
and oine platforms and gain monetary and non-monetary beneﬁts. 
 9.  Consumer Decision-making Framework: Gilbert (1991) created this framework. It 
assumes that consumers are the decision makers. This individual makes the decision at 
two levels. The ﬁrst is aected by motivation, personality, perception, and leaning. The 
second level is inﬂuenced by cultural, familial, and socioeconomic elements. However, 
digital natives have complex levels in their decision-making process. For example, if they 
have to get insurance, they would ﬁrst work at the personal level and ﬁgure out beneﬁts and 
incentives. At the second level, they verify the information with their family and friends. 
At the third level, they go online and check the data on the company website. In the last 
and fourth level, they would interact with the sales team of the company. 
 10.  Expected Utility Model: This model helps us understand how consumers make rational 
decisions. Utility means the desirability of the output of the decisions. Utility diers from 
individual to individual. In the mathematical area, expected utility is equated to the “like-
lihood of occurrence.” This model states that individuals make rational decisions, as it is 
associated with the highest expected utility. Additionally, the model explains that individu-
als make decisions by tabulating the expected utility and selecting the output (which would 
be highest). For example, digital natives who are parents would prefer to go to a children’s 
retail store oering maximum loyalty rewards, as such a shop will be of high utility value 
as the purchases for children are frequent Hence the desired output expectation is driving 
the purchase decision. However, the subjective ability of individuals diers. Thus, not all 
decisions are optimal. More speciﬁcally, individuals have the tendency to select options 
that have assured rewards and minimal losses. This model is not eective at explaining the 
complicated decision-making process of individuals. It is a great tool for understanding 
the decision-making process. This model does not illustrate how decisions are taken.
 11.  Spider Web Model: This model states an important contradiction. It states that in the digi-
tal environment, none of the earlier and conventional models work in understanding the 
decision-making of the digital natives. Instead, this model studies decisions like a spider 
web. Thus, all the steps of decision-making are connected to each other and run simul-
taneously with the digital natives. They discuss their views about the products and ser-
vices with their reference groups through dierent social media platforms. Their rational 
and emotional minds work simultaneously to make decisions. For example, if a consumer 
plans to buy a car, they would read the online reviews of dierent cars by various people. 
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Then they discuss it with the reference group through social media, write notes of dierent 
dealers’ website, see the video of the cars on YouTube, read and watch dierent pictures of 
the cars, read news of the cars on mobile apps, and so on, simultaneously. After these com-
plex and complicated processes, they would go for a test drive. Again, they would share 
the experience through online channels and read more about the brand. Subsequently, they 
would make an online or oine purchase based on the best deal and value for money. 
Thus, decision-making is like a spider web in the digital space. It is not quite so easy and 
sequential as it used to be earlier (Bellini, Cardinali & Grandi, 2016).
 12.  System 1 and System 2: This process of decision-making was developed by Kahnmen in 
the early 1970s.This system of decision-making focuses on the thinking process of indi-
viduals, which could be fast or slow. The thought process of the human mind determines 
whether the thinking process should be fast or slow. System 1 is a fast, reﬂective, intuitive, 
and automatic thinking process. This thinking process can be traced to the primitive part of 
thinking, which is imperative for quick assessment and reactions primarily in threatening 
situations. Thus, we can state that System 1 is related to the conscious level of awareness 
in the individual’s mindsets. On the other hand, System 2 is slow, rational, and deliberate. 
This means that the thinking of the individual is based on observation, analysis, logical 
reasoning, and assessments. Further, System 2 can also override the decisions taken by 
System 1. However, System 2 can tend to be more complex than System 1. Thus, consum-
ers could tend to take irrational decisions. For example, when an individual is shopping 
online, use of System 1 could avoid fraudulent pop-ups. Further, System 1 could work as a 
catalyst in the assessments and intentions of people. Thus, this system can also intuitively 
assess the intentions of opponents. On the contrary, System 2 will tend to lead to irrational 
decisions. Thus, it leads these digital natives to click on fraudulent pop-ups. Interestingly, 
research has found that among digital natives there is a proxy system too. This means that 
digital natives do not use their thought process and rely heavily on social media digital 
platforms, peers, and friends. For example, if they want to decide which phone they would 
buy they would consult their tech-savvy friend in their social circle. This tech-savvy friend 
will be considered as a product expert. Whatever decision this person will take pertaining 
to the mobile phone will inﬂuence the other person in buying the product. This entire pro-
cess of decision-making takes place on dierent social media and gadgets. The trust and 
credibility of this friend is so high that the digital natives do not want to use their rational-
ity to buy the mobile phone. Hence, we can say that digital natives use proxy systems for 
decision-making.
Decision-making and Gifting Behavior 
Gifts are very important for digital natives. The reason for the same is that gifts have sym-
bolic meanings and associations with special events. These events could be weddings, pro-
motions, anniversaries, birthdays, graduations, accomplishments, and so on. For example, as 
digital natives are digitally and socially active, companies interact with them on Facebook and 
WhatsApp to ease their decision-making for gifts. Earlier, gifting behavior was related to the 
exchange of the gifts that took place between the giver and the recipient. Subsequently, self-gift-
ing has become important for digital natives. They would like to congratulate themselves for all 
the milestones they have reached. 
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For example, for self-gifting, women digital natives may also interact with designers to 
know more about the new products. There are ﬁve dierent types of gifting:
 1.  inter group (which means that the exchange of gifts happens among the groups which 
could be family, friends, colleagues, and so on);
 2.  inter category (which means consumers buy gifts together for a special occasion such as 
wedding and birthdays, and this is a joint gift to the recipient);
 3.  intragroup (which involves gifts provided to the members of an online group; there could 
be two members who might have bought anniversary gifts that could be given to the 
couple);
 4.  interpersonal (where the gifting takes place between two individuals); and
 5.  intrapersonal (where gifts are given by the individuals to oneself.
These are special gifts where digital natives would like to “treat themselves.” These gifts 
are connected to products and services such as fashion apparels, holidays, and spas). 
Cable networks decided to communicate their unique 
proposition with the customers by means of emotional 
connect! Strange, but it worked its magic on digital 
natives. Many companies use emotions and feelings to 
connect with digital natives. This connection works well as 
organizations are able to relate easily to the consumers’ 
values and aspirations. Thus, they have to represent cer-
tain sets of values to be connected with the consumers. Let 
us see how Tata Sky connected to digital natives through 
emotions and made subsequent decisions.
Tata Sky is the second player in the Indian market in 
the direct-to-home market. It had more than 16 million 
subscribers in 2018 (telecomlead, 2018). The company 
connected with consumers by its “Daily Dillagi” campaign 
that narrated the story of two young lovers and how they 
nurtured their love through their daily meetings. The cam-
paign had 14 commercials with distinctive offerings. They 
also had an effective tag line, which said, “Tata Sky laga 
daala toh life jingalala,” which embraced all the occasions 
in India. In the campaign, which was aimed for TataSky 
Active English, the company illustrated a newly married 
couple. 
The new bride impressed her husband with her excel-
lent facility with English. Similarly, the company wanted to 
promote their Fitness service. Here, they depicted an old 
couple. The husband worked out extensively on his fitness 
as he had heart trouble. When the wife enquires about the 
newfound love of exercising, he replies humorously that he 
wants to stay fit to trouble his wife for longer years. Addi-
tionally, the company also had short films where tender 
moments of the digital natives’ lives were captured. These 
were the consistent messages across all the campaigns 
and films that the company used (Exchange4media, 2016). 
Through both these campaigns, Tata sky tried to portray 
how they are enabling people to rekindle moments of love 
is everyday life 
Subsequently, Tata Sky initiated a new campaign to 
develop emotional connect with the digital natives. This 
connect helped them in the decision-making process as 
this initiative was endorsed by Amitabh Bachchan who is 
one of the most popular celebrities in India. The organiza-
tion created an interactive service platform called, Acting 
Adda for people who are interested in acting but not nec-
essarily with formal acting training. Acting Adda presented 
Closing Case
Tata Sky with Emotional Connect in 2016 
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a platform for people to learn the nuances of acting from 
celebrities and get information about various opportuni-
ties. The company partnered with Sunil Shetty and Mukesh 
Chhabra to develop exclusive content by the best acting 
teachers. These people would have chances of getting 
promising jobs in movies, television shows, theater or 
advertising as they get platforms to display talent and get 
updated information about various auditions. This initiative 
was helpful for aspiring artists as they got an easy platform 
to realize their Bollywood dreams. To make it more accessi-
ble, Tata Sky provided this service free for the first 10 days 
and charged only 
`59 per month. They also connected this 
service to Hashtag 111 in 2017 (Adageindia, 2017). 
Subsequently, Tata Sky was able to capture 16 million 
houses in a short period by 2018. From here on, it wanted 
to work on brand recall. Thus, their ad agency, Ogilvy & 
Mather, who was working on its campaigns, increased 
the magical and romantic moments of the married couple 
depicted in the earlier campaigns. They changed the tag 
line to “isko laga dala to pyaar jingalala” in order to cre-
ate more memorable moments. In addition, the company 
wanted to reach out to all the demographics and socio-
economic segments. They also portrayed workers helping 
women in household activities. Finally, they also offered 
digital services to the consumers such as live chat, mobile 
app, and so on. Thus, with the right marketing stimuli like 
emotions and feelings, they could achieve customization 
across demographic segments. Thus, the company was able 
to influence the decision-making process of consumers in 
India (Naidu, 2015). 
Summary 
(a) This chapter has had an overview of the varied orientations of digital natives’ 
vis-à-vis their decision-making about products and services. Some of the most 
important inﬂuences and orientations are aesthetics, secured payment methods, 
consumers oriented policies and warranties.
(b) This chapter also discusses how these orientations have supplemented the increas-
ing quality consciousness and high standards of delivery of Indian products and 
services across the board. In this chapter, we also see that in addition to the tac-
tile extension provided by the retail experience, producers and service producers 
have provided 3D technological platforms that can customize their products and 
services. 
(c)  Further, the companies have always strived to maximize digital natives’ conﬁdence 
by providing safety in electronic transactions, and product and service warranty. 
Continuing further, the chapter also focuses on the predominant mode of con-
sumer orientation, viz., that of the digital native. This digital native in India seeks 
both long-term and short-term beneﬁts from producers and services, but with 
immediacy. 
(d) Further, digital natives have commenced investing great trust in the products and 
services of their own country. To understand this at a more granular level, the 
chapter engaged with dierent types of decisions—conventional decisions related 
to the daily, routine, or habitual buying of products and brands; impulsive deci-
sions taken by those who buy numerous products and brands without pre-plan-
ning; intense diagnostic decisions taken by digital natives for those products that 
are not bought frequently or on a regular basis; and diagnostic decisions that are 
complicated and require high involvement in terms of time, energy, and eorts. 
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(e)  This granularity was further sharpened by the chapter by providing the means of understand-
ing the modes of these decision-making formats in the form of utility theory, illustrating 
that digital natives are rational actors who make decisions based on the expected outcomes; 
cut-o meaning that digital natives evaluate the alternatives based on speciﬁc requirements 
about the parameters acceptable in terms of performance; piecemeal judgment wherein the 
consumers evaluate the choices for various alternatives and develop their own assessment 
criteria to make their decisions; and signal perception where the digital natives assess the 
quality of the products often with the feeling that high prices mean excellent quality. 
(f)  This chapter provides the means of problem-solving that support the assessment criteria 
stated earlier, which are identiﬁcation of the needs (consumers identify and recognize their 
needs based on two stimuli—internal and external); conﬁdence of digital natives (the infor-
mation availability of the product should invoke the conﬁdence of the consumers); pur-
chase frequency (digital natives buy products at a certain rate of frequency which aects 
their decision-making as digital natives buy those products regularly about which they are 
most well aware of); information search and seeking (digital natives search the information 
based on the awareness set developed by consumers in accordance with their awareness 
level about products and services); and evoked set (created by digital natives based on their 
memory and retention). 
(g) Finally, this chapter concludes with key observations about the macro-inﬂuential factors 
that play a key role in the decision-making of consumers—social media (social media and 
digital platforms are used for all decisions pertaining to products and services); and e-com-
merce (e-commerce companies have changed the digital natives’ decision-making by digi-
tization and almost instantaneous access).
Discussion Questions
♦
 
Discuss the key characteristics of digital natives’ 
vis-à-vis understanding consumer behavior.
♦
 
Explain the importance of understanding the levels 
of decision-making in implementing the dimen-
sions of consumer behavior for digital natives.
♦
 
Discuss the dierent types of criteria and methods 
of decision-making of digital natives that compa-
nies need to understand for understanding con-
sumer behavior. 
♦
 
Contextualize the macro socio-economic fac-
tors that inﬂuence the decision-making of digital 
natives’ vis-à-vis products and services.
♦
 
Compare and contrast the external and internal 
components that dierentiate the decision-making 
process of digital natives.
M10_Consumer Behavior_A Digital Native_C10.indd   360 6/22/2019   12:38:20 PM

















[image: ]LC
B
11
 Map the evolution of India as an important 
market for luxury brands under the 
consumerism pattern of digital natives.
 Explain the theoretical frameworks that describe 
the behavior of digital natives in the context of 
luxury brands.
 Explain the evolution of digital natives’ behavior 
with luxury brands and democratization of 
luxury.
 Understand the dimensions influencing luxury 
behavior of digital natives and the challenges 
that prevent them from making a purchase.
Learning Objectives
A er reading this chapter, you will be able to:
Tiffany, Young, and Ellis was founded in 1837 by Charles Lewis 
Tiffany and John Young. They sold stationery items in lower 
Manhattan, New York. In 1853, when Charles started manag-
ing the firm alone, its name was changed to the iconic, Tiffany. 
Tiffany was the only store to stick the price tag over prod-
ucts during that time. It has headquarters in New York City, 
USA. Tiffany’s product range includes jewelry, sunglasses, 
bags, writing instruments, and watches; however, 90 percent 
of its sales was from jewelry. Therefore, the company started 
operating mainly in the jewelry segment, particularly in dia-
mond jewelry and silver ornaments.  Tiffany’s product range 
includes sterling silver, crystal, accessories, and leather goods. 
It sells through self-owned stores and direct mails. It boasts of 
design and products which have a long and proud tradition.
Tiffany’s world-famous flagship store, which has been 
seen in numerous films such as Breakfast at Tiffany’s and 
Sweet Home Alabama, is located at the corner of Fifth 
Avenue and 57th Street in Manhattan, New York. Tiffany 
& Co. has always been innovative in terms of advertising. It 
published a catalog named “Blue Book” in 1845 and used 
it as a part of its advertisement strategy. This particular 
catalog was distributed free until 1972. It is one of the first 
catalogs to be printed in full color. In 1994, its mail-order 
catalogs reached 15 million people. Now, the advertising 
strategy of Tiffany does not focus primarily on its catalog as 
it used to be, though the company still publishesit. Maga-
zineslikeThe New York Times, Money, Vanity Fair, Architec-
tural Digest, Texas Monthly, Black  Enterprise, and  Conde 
Nast Traveler carry the brand’s advertisement  regularly. 
With the evolution of technology, Tiffany has also become 
tech-savvy and introduced a new mobile marketing cam-
paign in 2010 (Sapora, 2010). In its latest banner advertise-
ment in The New York Times, it has introduced a mobile app 
for iPhone users. 
oPening Case
Tiffany and Co.
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Tiffany made its presence felt by opening a store in the 
DLF Emporio mall in Delhi and subsequently in UB City, 
 Bangalore. They also developed franchisees with local jewelers 
and opened a store in Mumbai’s Oberoi Hotel; however, this 
outlet closed down very soon. Though the brick and mortar 
strategy was not very successful for the brand in India, they 
were able to make inroads in the digital world, targeting the 
digital natives. Thus, Tiffany worked on trendier design and 
their signature blue box, which was highlighted extensively 
on the digital platforms to attract the digital natives. With 
this aesthetic focus, Tiffany provided engagement rings with a 
digital experience to the digital natives. This resulted in a huge 
fan following on the company’s Facebook page. Further, it 
also posted simple product images with a link of e-commerce 
pages along with product videos and images of celebrity 
wearing Tiffany jewelry. Digital natives liked all these content 
available on Facebook. They made Tiffany an iconic and aspi-
rational brand. In addition, Tiffany also responded to users’ 
comments and engaged in conversations with its fans by pro-
viding  relevant  links  of  e-commerce  and  customer services. 
This interaction made Tiffany more interactive and engaging. 
Additionally, the company also ran many hashtag campaigns 
on Twitter. They tweeted more than 5 to 10 times a day. This 
was about images, promotions, and product suggestions. They 
also displayed the tweets of the users within a day. More spe-
cifically, Tiffany used Pinterest to collect product wish lists and 
wedding ideas, which were used to develop engagement rings 
and jewelry. Tiffany also used digital platforms within their 
stores to enhance the overall consumer experience (“Tiffany 
Returns to India for Its Second Innings”, 2008). This experi-
ence was elevated by integrating omnichannel capabilities 
with CRM, which helped the firm in assortment planning. This 
planning delivered high levels of satisfaction to the consumers. 
After learning from Tiany’s blue box approach which the company used for digital natives in 
India, let us now understand key dimensions related to luxury and digital natives’ behavior in 
this chapter. We would learn about luxury evolution in India such as high income, high aware-
ness about the luxury brands, well-travelled digital natives and so on. These factors will be fol-
lowed by the theoretical frameworks which will help us understand the links of theory and actual 
luxury behavior of the digital natives. Subsequently, factors that change the luxury behavior 
such as the inﬂuence of peers, social value, demographics, mood, occasion and other factors will 
be explained. Further, challenges such as identity crises, high custom duties and customization 
would be detailed out in the context of luxury behavior of digital natives in India. Finally, the 
closing case of Louis Vuitton would help us learn how the company has used the digital behav-
ior of the digital natives as the consumer insights and develop eective strategies for the brand.
Why India is an Important Market for Luxury Brands
Historically, luxury brands have focused on wealthy, auent, and developed nations such as the 
US and the UK. Recently, the emphasis has been on emerging nations such as China and India. 
FIGURE 11.1  Tiffany’s Iconic Blue Box that has 
Enticed Generations
Credits:  AlesiaKan.Shutterstock
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After the dot-com phase and liberalization, there were substantial changes in the consumption of 
luxury brands in the Indian market. The Indian luxury market was estimated at US$18.5billion in 
2016 and it is growing by 30 percent per year. This growth has been seen among the digital native 
as they are spending more than US$ 85 million on online websites to make purchases. These con-
sumers are very tech savvy and believe in buying online (Singh, 2016). The digital natives would 
further enhance their online purchases, as they would get the luxury brands with the click of a 
button. Further, they can comprehend the information about the origin, uniqueness, speciality, and 
services through online platforms. This changing scenario of buying luxury has resulted in fewer 
walk-ins to the stores. Interestingly these online purchases have been increased in not only teenag-
ers and people who are below 20 years of age, which accounts 41 percent of India’s population, and 
another half of the population has increased the usage of internet in their purchases. India’s brand 
value as a nation is ranked as seventh in the world. In addition, its position is becoming stronger. 
This growth is related to aspirational consumption. However, digital natives do not think that these 
brands are status symbols. In fact, they include them in their lifestyles. These consumers also like 
the adaptation that these brands make to relate themselves to the local environment. They also 
like it when the luxury brands are accustomed to the cultural identity of these individuals. Thus, 
digital natives have moved on from conspicuous consumption to value-based purchases. To them, 
experience is the key while they think about luxury brands. These digital natives think that their 
preferences and needs are not fulﬁlled fully by the brands because there is high demand for lux-
ury accessories, jewelry, designer apparel, and footwear. This diculty in getting the right luxury 
brand has increased for the digital natives in the case of aordable luxury, as they are more value 
conscious about this category. Digital natives also draw dierent meanings of luxury, as they are 
heterogeneous. For example, some digital natives would like to buy luxury for a better lifestyle. 
Other people would like to adopt the products and services within their existing lifestyle. These 
perceptions of digital natives depend on market maturity and exposure. Digital natives have had 
many restrictions after 2016 due to demonetization and GST implementation. In fact, they have 
even had to present their PAN cards when they did a purchase of 
`2 lakh. Yet, they were happy 
when the government approved of 100 percent foreign direct investment (FDI) for automobiles as 
it provided them access to global brands  easily.  However, digital natives always aim for a good bar-
gain and excellent deals. Thus, they also search the prices and features of all the luxury products 
across the country through the available digital platforms. They also ﬁgured out that these products 
are sold cheaper in Singapore, Dubai, and London as the import duty is lesser. Interestingly, digital 
natives are open to experimenting. They are bold enough to take novel purchase decisions. They 
are ready to experiment with colors and style across dierent luxury product categories. These con-
sumers primarily focus on brands and logos. However, men are more logos centric than women. 
The latter focus on aesthetic, variety, and value, which means that artisanship, is very important 
for women digital natives. This orientation was adopted by many aordable luxury brands such as 
Coach and Charles and Keith. The digital natives really like these brands. Further, real estate is not 
very organized in terms of luxury space in India, as luxury retails are available only in three metro 
cities—Mumbai, Delhi, and Bangalore. This information reveals that the digital natives of other 
cities have immense opportunity to do online shopping of these brands (“Unfolding India’s Luxury 
Market in 2018- Business News”, 2018). These digital natives go online in small cities and make 
the purchase, as there are no high streets for luxury products in India. Despite this, India is the ﬁfth 
largest luxury market in the world (Assocham.org, 2013). The substantial changes that were under-
taken aected their perception about luxury products and services. The factors included increasing 
disposable income and changes in the standard of living of digital natives, the globalization and the 
cosmopolitan outlook, diversity is cultures, heterogeneity, and the inﬂuence of celebrities. Further, 
these factors have been explained in detail in the subsequent sections. 
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Evolution of Luxury Brands in India
Historically, consumers have bought luxury items, especially in the case of gold coins and jew-
elry. They treat both as investments. These products have been a part of their personal ﬁ nance 
decisions. These investment decisions were related to their traditional culture, which was the 
marriage of their daughter. The individual belief was based on the ancient ﬁ nancial wisdom 
that stated that gold prices always go up. Thus, buying jewelry in advance was their top prior-
ity. These individuals used to buy luxury jewelry and gold coins, especially during Diwali and 
the wedding season. They also made investments in the form of luxurious necklaces and rings, 
which would help them later in weddings. These individuals also associated emotionally and 
symbolically with these luxury products. Conventional consumers like to touch and feel and this 
is primarily true for luxury products (apparels, accessories and fashion). Thus, these consumers 
made the most of their purchases from their favorite stores. However, digital natives enagage in 
online purchases of these products rather than buying from the stores. E-commerce has facili-
tated the purchase processes, sales of luxury products are increasing in the online space, and the 
online retail will grow further (eMarketer, n.d). 
High Disposable Income and High 
Standard of Living
Digital natives’ income has increased dramatically over the preceding 
years. They have dual incomes in their family. The middle class has 
expanded by 41 percent (Sujatha, 2015), and there are many consum-
ers who used luxury brands for the ﬁ rst time in their lives. They might 
have also explored these brands through their online sources or social 
media networks as many digital natives post about these brands on these 
platforms. Digital natives with high disposable income (Schultz & Jain, 
2013) associate their earnings with luxury brands as these products facil-
itate and signify high living standards. These consumers feel that their 
standard of living is made known by the brands and products that they 
consume (Daswani & Jain, 2011; Jain, Pingle & Daswani, 2012), espe-
cially in the digital context. For example, when Chanel portrayed their 
elegance through the model they used in a campaign, the consumers 
liked it. The models are seen as liberated, independent, and sophisticated, 
associated with star power. Digital natives felt that when they consumed 
Chanel, they were more sophisticated. 
High Awareness
Digital natives are aware of the luxury brands as they use social media 
extensively. They explore luxury brands on their mobile phone. These con-
sumers express their personality with the luxury brands. Therefore, there 
is a level of high brand awareness in the country. These people are known 
by the brands that they consume and not by their society, community, and 
family (Schultz & Jain, 2013). Digital natives are educated, adventurous, 
Evolution of Luxury with 
Digital Natives
High Disposable Income
High Standard of Living
High Awareness
Well Traveled and Global 
Lifestyle
Diverse Culture
Heterogeneous
Effect of Celebrities
FIGURE 11.2 
Attributes of Digital Natives in the 
Context of Luxury
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enlightened, and well traveled; they are aware of global lifestyle. They travel to developed 
nations such as Japan and Singapore and are aware of the global lifestyles and trends. Due to 
this, they explore new brands after conducting the most relevant research (Schultz & Jain,2013; 
Silverstein, Fiske & Butman, 2005), especially through online sources. 
Diverse Culture with Heterogeneity
Digital natives have dierent cultures across dierent cities and they have diverse behavior 
within the same geographical area. This distinctive behavior is reﬂected in their luxury con-
sumption (Schultz & Jain, 2013). For example, Delhi’s culture is dierent from that of Mumbai. 
The digital natives in their online usage also reﬂect this. Delhi is more about cash and osten-
tation. Mumbai focuses on talent, brain, and something more than money, which is reﬂected 
in the content and visuals of digital natives. Delhi consumers are more focused on conspicu-
ous consumption than Mumbai’s as the former ﬂaunt their brands in the online space. There 
can be cultural dierences even in a city—North Delhi is more focused on ostentatious living 
than South Delhi. The Indian market is heterogeneous unlike that of the developed worlds. 
This is especially so for digital natives. Luxury consumption not only changes with the geo-
graphical area but even with the demographics, psychographics, lifestyle, and ethnicity of the 
individuals (Daswani & Jain, 2011), which is even reﬂected in their online usage and consump-
tion. For example, people who move from small cities to the metros consume luxurious goods 
to gain peer group acceptance. This is primarily so in the case of their online social groups. 
Their luxury orientation is dierent from an individual who is a native of a metro city. These 
“ immigrants” from small towns are ﬁrst-time luxury consumers and might be aware of these 
brands through their online social circles. Additionally, there are dierent segments on the bases 
FIGURE 11.3   
The Brand Chanel—
Portraying Elegance 
and Sophistication 
Credits:  imageBROKER/Alamy 
Stock Photo
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of psychographics for the Indian market such as aspiring epicures who are not rich but would 
want to be part of the group, hostesses who give importance to networking, fast-trackers who 
are the global citizens, and proven entrepreneurs who believe in clubbing, dining, and travel that 
is reﬂected in their content, visuals and text on the online space. Table 11.1 shows that aspiring 
epicures are not rich but consume luxury because of social pressure that primarily moves them 
to impress their group mates by posting and sharing the content digitally. Hosts believe in net-
working. However, the motive to consume luxury is personal, as they would like to satisfy their 
own selves. Fast-trackers are global citizens and want to consume luxury that is unique and 
exclusive. Proven entrepreneurs travel widely and would like to consume luxury for themselves, 
as they believe in self-satisfaction. 
Effect of Celebrities
Digital natives are inﬂuenced by celebrities when it comes to luxury consumption. Celebrities 
are star icons and trendsetters for the digital natives. They follow the styles of these celebrities 
on Instagram and Pinterest. This means that the rating and the importance of celebrity endorse-
ment is at seven or eight on a scale of ten. Prof. Don Shultz, who is a well-known professor at 
the Northwestern University, did this scaling and ranking. Digital natives follow any celebrity, 
especially in terms of fashion, through Instagram, Twitter, and Pinterest. This is because human 
beings tend to prefer and like those stimuli that are directly related to their goals and objec-
tives. This preference and liking is very high for celebrities as they are well known and digital 
natives can be connected to these celebrities through the online platforms. Professor Schultz 
has provided another theory that connects these consumers with luxury product and services. 
This theory states that the recommendations and suggestions provided by the celebrities are 
encouraging for these individuals. Thus, there is a vicarious engagement, which means that 
these individuals feel that while they cannot be like a celebrity, they can always use the products 
and services endorsed by them. The salience of vicarious thinking is heightened and elevated 
among the digital natives primarily for the luxury product and services. These consumers ﬁnd 
those celebrities credible who have a global appeal, dynamic personality, and lasting appeal and 
the digital natives these attributes were liked by the digital natives. They really approved of Bol-
lywood celebrities such as Hrithik Roshan for Rado and Abhishek Bachchan for Omega. Digital 
natives preferred these endorsements as they always matched their own philosophy. The digital 
native through online platforms can easily carry out this matching. For example, there are 10.3 
million followers of Sonam Kapoor on Instagram. These digital natives keenly follow her and 
the philosophy that she endorses. These perspectives of digital natives are related to the theory, 
which says that celebrity recommendations are important for those consumers who have a wide 
TABLE 11.1  Luxury Consumers Traits and Motives
Luxury Consumers Traits or Behavior Motive for Luxury
Aspiring epicures Not rich but high social pressure Impress others
Hostesses Networking Personal
Fast Trackers Global citizen Exclusivity
Proven entrepreneurs Clubbing, dinning and travel Individual
Adapted from:  Puddick & Menon, 2012
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range of friends’ network and associate themselves with style and fashion. These consumers 
are reliant and believe in their social circles on digital platforms. These connections state that 
these networks of people in the online space would identify “what is in and what is out”. Here, 
celebrities have a signiﬁcant role to play. Now, we need to understand the dierent theoretical 
frameworks, as they would help us comprehend the luxury consumption of digital natives in a 
holistic way.
Theoretical Frameworks
We have four theoretical frameworks that will help us understand digital natives with regards 
their orientation, purchase, and consumption of luxury brands. 
Self Component
The digital natives’ drivers and motivators for consuming luxury brands are aected by the 
self-component. The self-dimension of these individual aects the meaning with regard to 
the orientation of individuals towards luxury brands and consumption. James (1890) has 
explained that self is the comprehensive summation of all the belongings of the individual 
such as psyche, physique, friends, house, clothes, image, and bank account. This deﬁnition 
was further developed and Belk (1988) has formulated a new dimension of self that diers 
according to the culture of the country. For example, western and eastern countries have dif-
ferent “self ” components for their individuals (Wong & Ahuvia, 1998). The western countries 
have consumers with “inner”, private or “independent” self that is associated with personal 
feelings, desires, emotions, and likings. However, in eastern countries, individuals have an 
“outer,” “public,” or “interdependent” self (Daswani & Jain, 2011). These individuals focus on 
social roles and what others think about them while they perform a task, consume a product, 
or a brand even in the digital context. 
This concept of “self ” is associated with the thinking, orientation, and consumption of 
products by the digital natives. These consumers emerge and evolve with time. Their orientation 
towards luxury also changes. Their needs and requirements also evolve and their perception 
about luxury constantly changes as they are consistently evolving with the rapid use of digital 
platforms. For example, digital natives have moved from “interdependent self ” to “digital self”. 
These components are explained in detail in the subsequent section of the chapter. Digital self, 
which is interactive in nature, has also democratized luxury consumption. Consumers’ aspi-
rations, lifestyles, and social networks also change their orientation about “self ” and luxury 
consumption (Schultz & Jain, 2014). Earlier, the focus was on the consumers’ views and use of 
luxury and congruency of products with their lifestyle. Now, the emphasis is on how luxury can 
add value to their lifestyle and satisfy their “self ” requirements. “Self ” is an internal element 
of the individual that aects their mindsets and decisions related to luxury. There is another 
framework known as stimuli-organism-response model that is related to the self of an individual 
(Woodworth, 1921). This framework states that individuals react and behave in dierent ways 
while they are exposed to dierent stimuli as their internal element, i.e., self-diers. They are 
also exposed to external stimuli, which they process internally to make decisions. Therefore, it 
is stated that “self ” is a complex element that aects their thinking and mindset.
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Luxury Brand Index
Vigneron and Johnson (2004) developed the luxury brand index to understand consumers’ views 
about luxury brands and measure the amount of “luxury” that a brand or product encapsu-
lates. These dimensions measure consumers’ perceptions. There are two components—personal 
and non-personal perceptions of consumers. Personal perceptions are based on symbolism and 
“extended self” of individuals, while non-personal perceptions have three elements— exclusivity, 
conspicuousness, and quality. Here, digital natives feel that if a brand is rare and exclusive, it can 
be considered as a real luxury. Conspicuousness means that when these individuals use the lux-
ury brand or products in public (which is the digital space), they should be praised and admired 
by other individuals. These consumers always feel that luxury brands should have premium 
quality. They also perceive that if the luxury brands are hedonic and symbolic and add value to 
their extended self, they are happy with those products, and thus, these products score high on 
“luxury” status (Daswani & Jain, 2011). 
Black Box Purchase Behavior
In the preceding paragraphs, we discussed that self is an internal stimulus that is processed by 
the consumers for decision-making. Keegan’s (1992) black box model explains the compre-
hensive way in which consumers make decisions. This framework deals with the actual buying 
process of the consumers and the role of internal and external factors or stimuli in aecting their 
decisions. This model states that it is important to know how the consumer responds to stimuli 
and processes it in their mind. Internal stimuli are personal and take the shape of perception, 
attitude, behavior, motivation, and lifestyle of an individual. External elements are related to 
social class, family, and their reference groups. The individuals have a vital role to play in the 
consumers’ decision-making process. External factors are connected to the internal stimuli of 
the individuals and develop the association with all the elements for in-depth decision-making 
and selection of brands. The philosophy is that consumers do not buy products in isolation. They 
integrate with dierent people and platforms, which could be the stimulus for their purchase 
process. They associate with information from various sources and stimuli as a part of their 
decision-making. Further, in terms of digital natives, social media has made this process more 
complex as these consumers are constantly online and seek live advice from their friends and 
relatives or exploring the information on the internet, which becomes their stimuli. This dimen-
sion is explained in detail in the chapter about reference groups. 
Cue Utilization Framework
This framework facilitates the understanding of the role of brand familiarity in the consumers’ 
experience with luxury brands (Campbell & Keller, 2003). This theory states that consumers use 
dierent cues to develop their perception, which leads to purchase decisions about the brands 
and products. Consumers use these cues to assess and evaluate the products and their quality 
thereof (Olson, 1972). There are primarily two types of cues—extrinsic and intrinsic. Extrinsic 
cues are related to products traits such as characteristics, features, brand, country of origin, and 
price. Intrinsic cues are internal elements like ingredients that are embedded in the products. 
Digital natives use all these cues while processing information and making purchase decisions. 
These consumers deal with all these elements in an in-depth manner when purchasing luxury 
brands. Thus, the process of decision-making is more complex as the price to be paid is higher, 
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due to which they expect better deals online. Digital natives emphasize on both the elements, as 
they have become independent, which is still mediated by the social and community set up. This 
approach states that consumers would focus on both the dimensions for their luxury purchase 
(Schultz & Jain, 2015), especially in the digital context. 
Further, India would become the second largest e-commerce marketing in the world by 
2034. Interestingly, 75 percent of internet users in the country are young and like to explore lux-
ury brands. Easy online access to luxury brands across all the product categories ranging from 
computers to electronics has increased the e-retail sales by 42 percent. However, some recent 
changes and developments can be observed among the digital natives. There are fewer walk-ins 
in the stores of luxury brands as digital natives prefer spending their time on online platforms. 
This change is observed by the luxury brands and to lure digital natives, they have made the 
products and services more aordable and accessible. This means that luxury is no more for 
just the elite who were the trendsetters earlier. Luxury products and services are available to 
the new digital natives who have EMI options. Among these products and services, fashion is a 
very important luxury category primarily among the women, and two-tier and three-tier  cities 
in India. These consumers are constantly updated about the latest fashion trends via digital 
platforms. The latest information evokes the desires among the digital natives, which otherwise 
might not have been possible without the digital platforms. In this way, luxury products and 
services aect not only purchases but also the lives of the digital natives. For instance, many 
luxury brands provide aordable rental plans for products and services for a limited time. The 
digital natives can also customize their products and services based on the requirements and 
 preferences. Importantly, India being a developing country, the drive towards luxury among 
digital natives is high. This means several digital natives are interested in luxury products and 
services. Digital platforms would only contribute to awareness about luxury and e-commerce 
websites will provide more alternatives. This change is not only for young individuals but also for 
people across all the age groups that use digital platforms for shopping these products ( Sachdev, 
2018). Many elements inﬂuence the luxury behavior of digital natives which are explained in 
detail in the followingsections. 
Increase in Consumer Base
Earlier, luxury was focused on the developed, elite, and mature segment in India. Now, the 
emphasis is on the emerging segment such as digital natives who are the young and adventurous 
individuals. In India, around 50 percent of the population is below 20 years (Jain & Schultz, 
2015). In addition, this entire segment of consumers is interested in luxury products. This seg-
ment has increased the consumer base in India as they widely consume luxury. 
Black Money and Demonetization
The government in India is trying to monitor black money, especially through luxury jewelry 
purchases above 
`6 lakh, and they are monitoring all cash transactions above this amount to 
avoid black money and promote a digital economy. More importantly, luxury consumers have 
to provide PAN card detail when they do the purchase of luxury products above 
`50,000. These 
steps were undertaken by the government because luxury jewelry is the easiest way to convert 
black money (“Black Money Re-Enters Luxury Segment in Real Estate Market”, 2018). Luxury 
real estate transactions are known for the deals in black money and on an average 5 to 10 percent 
of payments involve black money transactions. After demonetization in November 2016, the 
black money accumulated in the luxury real estate has been rendered useless by the government. 
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These policies are also applicable for the digital natives when they make the online purchases 
of the luxury goods.
Shift from Old to New Luxury
Digital natives have transformed the luxury market in India. Historically, consumers in the west 
were associated with emotions, personal values, desires and memories, while those in the east-
ern countries were related to social role and appearances. However, digital natives are moving 
towards individualism from being a collectivist culture. They prefer more individualism and 
hedonism with regard to luxury brands. There is also a shift from “old luxuries” to “new  luxury”. 
Old luxuries are associated with product attributes, traits, and status, new luxury, which is related 
to inner value, experience, and value oered to these individuals (Daswani & Jain,2011). 
Increase in High-net-worth Individuals
High-net-worth individuals (who have more than US$1 million of ﬁnancial assets excluding 
their primary residence) have increased by 55 percent from 2017 to 2015, in the Indian market 
(“Number of Indian HNIs grew 55 percent from 2007 to 2015: New World Wealth report”, 
2015). The growth is expected to be over 100 percent by 2025. 
Importance of Affordable Luxury
Digital natives give importance to the aordable luxury as they oer excellent value and deals. 
They feel that luxury should not be restricted to the elite class because the upper middle class 
is also interested in these products. This segment would like to feel the “luxe” of these products 
(Chadha & Husband, 2010). These digital natives can experience luxury at aordable prices and 
achieve satisfaction. Further, the digital natives make their online social circles aware of their 
purchases by clicking pictures related to luxury consumption and posting them on their social 
media networks. 
Benefit to the Society and Government
Digital natives feel that luxury brands can help the society by raising the standard of living. These 
consumers feel that the government would also be beneﬁtted, as there would be an increase in 
the business transactions of these products, especially through the online context. These indi-
viduals would buy these brands from their own country rather than getting them from abroad as 
it is very easy to get them online. 
Dream Creation–Brand Family–Desire–Co-create Communities
Digital natives feel that there are dierent approaches that they use while buying luxury products. 
They start the pre-purchase stage by exploring the brands that create dreams and evoke desire. 
These desires are also very short-lived and impulsive as they are generated from the online con-
tent and digital context. However, when they are buying the products, their primary focus is on 
aesthetics and appearance. After the purchase, consumers like to be a part of online brand com-
munities and prefer to be a part of a “brand family” to co-create these approaches  digitally. These 
digital natives aim for long-term relationships with luxury brands (see Table11.2) ( Puddick & 
Menon, 2012) through social media networks. For example, consumers liked it when Harley 
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connected the spirit of its brand through the online community, Harley Owners Group (HOG). 
The HOG network is a matter of pride for the owners, accentuates their identity, and provides a 
feeling of belongingness. The community also presents networking opportunities, where mem-
bers meet and go on group rides (“How does Harley gather its drivers”, 2015). 
Brand Coherence and Surprises
Luxury consumers, especially digital natives, prefer brand coherence. They feel that the brand 
needs to be consistent and coherent in its positioning, message, and delivery (Atwal & Jain, 
2012). The information on the website needs to be coordinated with what is available on the 
company’s Facebook page and other media platforms. They feel distracted when the brand posi-
tion is dierent across various media. Additionally, they also like pleasant surprises sprung by 
luxury brands. For example, a luxury brand can surprise a consumer on his or her birthday or 
anniversary by delivering a gift or a cake with the help of digital media platforms. The brands 
intelligently use the data provided by the customers to wish them on special occasions with 
discounts and oers. This approach makes them happy and delighted. They feel that through 
their peers and friends may forget their birthday or anniversary, the luxury brand wishes them. 
This feeling establishes high credibility and strengthens the relationship of the consumer with 
the brand. These digital natives feel close to the brand. In addition, a strong emotional bond is 
developed with the brand in the digital space. 
Evolving Consumer Behavior for Luxury Brands
Digital natives like to redeﬁne their identity by using luxury brands. India is in the midst of a 
revolution, as the consumers are evolving in their taste for luxury brands. The major develop-
ments for the luxury brands in the Indian market are: 
Consumer Shift
There are major shifts in the digital natives’ perspective pertaining to luxury brands with chang-
ing times. Today, consumers are more knowledgeable, educated, well-traveled, and adventurous. 
They are also updated about new luxury trends and fashion across countries. These individuals 
are even more educated than the actual brand store managers are at times. They desire person-
alization and would like to indulge in luxury to pamper “themselves” as they believe in the 
“Iam worth it” element. These consumers also believe in the concepts of “luxury scape rather 
than ostentation.” This means that they have the desire to escape with the love of luxury. As the 
luxury, consumption is for satisfaction and self-identity, ﬂaunting with a logo will take a back-
seat among digital natives. For example, these individuals would prefer a lazy private beach or 
TABLE 11.2  Purchase Process and Consumers’ Approach
Purchase Process Approach
Pre-Purchase Dream with the brand as background to evoke desire
Purchase Aesthetics
Post Purchase Brand communities for long-term relationship
Adapted from:  Daswani & Jain, 2011
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yacht holiday with a single companion. Historically, luxury was Mumbai Chaupati, Haldiram 
in Kolkata, and the beaches in Chennai. This was because these places used to be premium and 
prestigious, but today, it is accessible to everyone. Luxury now is deﬁned and expressed by dig-
ital natives. These consumers have provided the deﬁnition of luxury based on their lifestyle and 
aspirations and not from the historical stereotypes. This means that as these consumers evolve 
and change their lifestyle and aspirations, the orientation of luxury also changes. These changes 
are signiﬁcantly dynamic, especially for the digital natives as their rate of change in terms of 
lifestyle and aspiration changes rapidly. This quick change is due to the access of information 
they have about luxury products and services, resulting in a change in perspective and the deﬁ-
nition of luxury. 
Transition from Outer Self to Inner Motives
Digital natives have moved from the outer self to internal elements and motives. Earlier, con-
sumers used to buy luxury brands for others. Now, they want to purchase it for themselves. 
They do not believe in showing o, as the focus is more on memories, desires, and emotions. 
These elements further evolve their inner self and independent association with luxury brands 
(Daswani & Jain, 2011). This inner self is also related to the ego and exclusivity. This means 
that digital natives would like to stand out in the crowd. For example, these people would like to 
become members of the elite online member club of Lamborghini so that they can ﬂaunt their 
status among the online social circles. This arrogance makes them more aspirational as they 
derive an elevated feeling while they are part of such an online club. 
Change from Old Luxury
Historically, consumers have emphasized on old luxury (Functional, Elite). Their focus has been 
on the extrinsic components and basic traits of the products such as characteristics, features, and 
performance. Nowadays, the consumers’ focus is on new luxury, which is intrinsic in nature and 
more indigenous. These digital natives focus more on customization and personalization as the 
emphasis is on the individual and not on products or services (Daswani & Jain, 2011). For exam-
ple, Omega works on limited editions as digital natives get fascinated with the spirit of world-
class craftsmanship. This urgency makes digital natives more impatient and highly impulsive as 
it increases their desire for the product. 
Integration of Online and Offline Forums
Digital natives integrate online (main) and oine (peripheral) forums for luxury brands in India. 
They explore, search, and discuss brands on online platforms and visit stores. Additionally, 
when they are in the stores, they use digital and online media for real-time discussions about 
brands. They could also use dierent formats such as researching online and then purchasing 
oine for services like luxury hotels and spas, or they could research oine (stores) and pur-
chase online for apparels and accessories. Moreover, the digital natives like to eliminate the 
inﬂuence intermediary for the luxury products and services. They want to protect themselves 
from counterfeit products that are available in the stores, as they believe that online purchases 
would be genuine, as it will be carried out through the authentic website of the company. For 
example, digital natives would buy a Gucci bag from the company website after reading the 
news blogs and online content related to the brand. 
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Effect of Social Circle, Peers, or Friends
Social circles and friends have increased their inﬂuence on the digital natives for luxury brands. 
These consumers seek their opinion at every stage of purchase, which includes exploration, 
comparison, evaluation, and purchase. They have “experts” within their social circle who guide 
them in the decision-making process. These experts are considered knowledgeable about a cat-
egory. For example, when a female wants to buy a shirt, she would contact an expert through 
online networks within her social circle. The expert is fashion conscious and gathers knowledge 
about her recommendations on luxury brands through digital platforms. 
Brand Value is More Important than the Price
Digital natives feel that “luxury sets the price, price does not set luxury” (Kapferer & 
 Bastien,2012). These consumers are not price conscious any more as they are ready to pay 
higher if they derive the desired value from the brand. Historically, consumers were considered 
price sensitive, but now digital natives are more value conscious. If a brand adds value to their 
identity and lifestyle, they are ready to pay higher prices. For example, Cartier is a brand that 
focuses on the love aair between luxury and royalty. This enhancement of brand value subdues 
the importance of the price among digital natives. These individuals aim for the brand value in 
their online searches for this luxury brand.
Aesthetics of Luxury Brands
Digital natives are more focused on the aesthetics of the products. They feel that the prod-
ucts need to have exclusive design and be artistic and stylish. The digital natives would like to 
mention these elements of aesthetics in their online and digital posts. For example, consum-
ers buy Louis Cartier watches and jewelry primarily for their aesthetic designs and beauty. 
FIGURE 11.4   
Amazing Aesthetic of 
the Cartier Watch 
Source:  Sorbis.Shutterstock.com
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Thiselementis more important for women than men. Thus, female digital natives would aim for 
exploration and ostentation of aesthetics in their online search and posts. 
Consumer Dreams, Aspirations, and Expectations for Luxury Brands
Digital natives have dreams about, aspirations, and expectation from luxury brands, which 
keep changing as they are always exposed to dierent brands very frequently through online 
sources. After this online exposure, the digital natives’ expectations and dreams keep evolving 
and emerging. However, they feel that brands need to oer them a sophisticated and royal treat-
ment. They do not want to use their mind while consuming luxury, as brands need to have all the 
information about the individuals. These consumers would like to forget the “real world” when 
they are in the “luxury world” and display their visit to this world with a picture on their social 
media networks. 
Multi-sensory with Global Aspirations
Digital natives prefer multiple sensory strategies when they consume luxury brands. These con-
sumers feel that all their senses need to be indulged while they consume luxury brands. They 
want to see, touch, smell and hear the “luxe” of the brands (Chadha & Husband, 2010). These 
consumers focus on these elements as they are always online and are aware of the dierent life-
styles of various individuals around the world. The brands need to provide them with the latest 
and updated products and services, which is the same oered in developed nations. Moreover, 
consumers emphasize more on beauty, grooming, fashion, clubbing, and wedding as they reﬂect 
the lifestyle of the individuals in the digital context. If the luxury brands are able to relate to 
these areas and deliver on the same, then the consumers feel good about it, which is reﬂected, in 
their digital content and online sharing. 
Levels of Luxury Consumption
Digital natives have emerged through three levels of luxury consumption—conspicuous, indi-
vidual, and interactive. Conspicuous consumption was the ﬁrst level of luxury consumption that 
was used by Indian consumers historically. This phase is associated with the outer or interde-
pendent self of the consumers. This level focused on ostentation, ﬂamboyance, and lavishness, 
and its objective was to portray status and prestige in the society. At this stage, consumers like 
to consume luxury to impress others. 
The second level of luxury consumption is the individual one, where consumers use prod-
ucts to indulge in luxury and pamper themselves. This phase is associated with the independent 
or inner self of the consumers. This level of consumption is related to the symbolic and hedonic 
pleasure derived from the luxury brands. The third level of luxury consumption that has devel-
oped recently and associated with the digital self and it is the interactive one. These consumers 
feel that an online identity is more important than oine self-portrayal. These consumers use 
dierent types of social and digital media while they explore, compare, evaluate, purchase, and 
post about the consumption of their brands. This kind of networking and digital self is important 
for digital natives while they use luxury brands (Jain & Schultz, 2016). 
Consumers Focus on “WE” Purchase with “WOW” Feeling
Digital natives do all the activities related to online purchases. They seek the opinion of their 
friends who are around the world in real time through social media. Once they approve of their 
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choices of brands, they make the purchase. In “We” purchase, one physical person makes the 
purchases and others (i.e., the social circle), usually on the digital media, approve of the prod-
uct. Additionally, these consumers would like to have “WOW” feelings, especially with lux-
ury brands. They want luxury brands to deliver more than their expectations. These consumers 
believe that if the WOW feeling is achieved, there is a sense of love and belongingness with 
brands (Chadha & Husband, 2007).
Stand-out Approach
Digital natives aspire to stand out in their online social circle. This “stand out” trait is also a 
basic characteristic of the digital natives reﬂected in terms of the luxury purchases. If the luxury 
brands provide them with a unique identity, they can have an exclusive image within their online 
social circle. For example, when they buy Dom Pérignon, the famous wine brand that produces 
only 306 bottles of 1959 Rosé Vintage from the auction at New York at the premium price of US 
$84,700, they develop their distinctive standout image by saying that only two bottles were sold 
and they bought them (Chadha & Husband, 2007). Digital natives admire this unique and stand-
out purchase and they would share it on their social media networks. This unique post would 
help them in enhancing their online social image as well. 
Country of Origin
Digital natives prefer value and exclusivity of the product to the country of origin as they can 
check the details easily through online sources. These consumers feel that the country of origin 
is only important when they explore, compare, and evaluate luxury brands. However, when they 
make the actual purchase, then the country of origin becomes secondary. Digital natives are 
ready to explore the luxury brands of dierent countries including India. They want premium 
FIGURE 11.5   
Rosé Vintage with 
Exclusive and Stand 
out Image 
Credits:  skvalval.Shutterstock.com
M11_Consumer Behavior_A Digital Native_C11.indd   375 6/24/2019   12:02:41 PM

















[image: ]376  Chapter 11
quality and international appeal that is accepted by their social circle especially among the 
online groups (Schultz & Jain, 2015). 
Democratization of Luxury
Digital natives have democratized the luxury brands as they feel that everyone-is-worth-it con-
cept works for these products (Kapferer & Bastein, 2012). Luxury has been democratized for 
the digital natives. Thus, they can experience luxury and indulge in the products at a rapid pace. 
They have democratized the brands so that these consumers can easily indulge in the pampered 
luxe world. However, these consumers also want these brands to maintain exclusivity and cred-
ibility in the market. Primarily, this change is observed in the upper middle class as they also 
aspire for these brands and products. Luxury has become very important, as digital natives are 
educated about these brands and products, especially through digital platforms. This education 
and awareness can also been seen in smaller regions, such as Coimbatore and Cochin, as digital 
natives easily through online platforms can access luxury. Thus, every digital native has devel-
oped a taste for luxury. That may include middle class and upper middle class who have a far 
deeper understanding of brands like Zara, Armani, Prada, Fendi, and so on. Interestingly, the 
digital natives who cannot aord the actual luxury products also buy pre-owned luxury products 
through various websites. Thus, luxury in any form, new or pre-owned is vital for the digital 
natives. Their global outlook and networks give them the opportunity to learn about the luxury 
trends and products and they wish to experience the pleasure of luxury, which is explained in 
the subsequent sections. 
Pleasures and Delights
Luxury is associated with the pleasure and delights aspired for by the digital natives. They 
feel good and happy while they think, perceive, plan, buy, and consume luxury. Digital natives 
receive pleasure at all the stages related to luxury products. For example, digital natives pur-
chase Rolex watches. They are usually gifted to someone who is very close to their heart as it is 
a symbol of love. These watches remind about the symbolic aspects of the time that the person 
has spent time with someone. This symbolic time expresses the desire and pleasure with the 
delights. Thus, Rolex watches are also known as timeless beauties by the digital natives and are 
usually gifted on special occasions such as mothers’ birthdays, parents’ wedding anniversaries, 
brothers’ ﬁrst day in the oce, and graduation day of a sister and so on. The digital natives also 
capture the movements when then they bestow this timeless beauty upon their dear one by click-
ing this memorable picture and sharing it on social media (“A Father’s Day Gift-Why Rolex is 
So Special”, 2019). 
High Accessibility with Enhance Spending Power
Digital natives feel that luxury brands should not be restricted to the elite class and it should 
be accessible to the higher middle-class individuals as well. These consumers feel that luxury 
should be more aordable and accessible. These consumers have high spending power as they 
have dual incomes (both husband and wife earn in the family). High net worth individuals have 
also increased in India and they like to spend on luxury products primarily in the digital context. 
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Globalization and Quick Communication
Digital natives are inﬂuenced by globalization. These consumers know about global brands through 
either online media or stores when they visit malls. They also explore global styles and patterns 
through digital platforms. These consumers extensively and quickly communicate via social media 
and express their feelings and emotions to their family, friends, and peers. When they communi-
cate via social media, they know about the trends of luxury brands that may exist outside India. 
Personal and Public
Digital natives have moved from the show-o stage in the 20th century to the symbolic, hedonic, 
and personal stages in the 21st Century. They would like to consume luxury and derive pleasure 
for themselves. This element is observed widely in metro cities like Mumbai as they follow 
an independent culture. Among friends and society, these consumers feel that “luxury among 
friends” is very important as they are an integral part of their life. A dierence between the lux-
ury consumption that happens for oneself and one happens in public even in the online space. 
When luxury is to be consumed with friends, it is associated with “we purchase”. For example, 
partygoers decide among themselves the style and patterns of luxurious fashion and accesso-
ries that they will use for the occasion. However, when they go to a luxurious spa, they simply 
indulge in experiencing luxury as the focus is on self-enjoyment, which might not be posted or 
shared on the social media networks. 
Importance of Conspicuous Consumption 
andMaterialization with Different Consumers
These dimensions are observed more in the metro cities of India. It is also seen in individuals 
who have moved to these places from small towns. These segments of consumers are using 
luxury for the ﬁrst time and would like to indulge in the brands to enter elite social groups. 
Additionally, this element is more visible in the metro cities like Delhi as the culture of this city 
is more “ﬂamboyant” in nature. They feel superior when they use and consume luxury brands. 
Importantly, there are ﬁve types of luxury consumers as described here (Jain et al., 2015):
 •
Hedonists are interested in sensory pleasure rather than in price, own thoughts and feel-
ings, and intangible beneﬁts that they derive from consumption. 
 •
Perfectionists focus on the quality, products traits, and performance. They rely on their 
own perception and assessment of the product’s quality and the pleasure they would derive 
while consuming the products. 
 •
Veblen perceived price as the most important factor for consuming luxury brands and 
would like to impress others by this element. 
 •
Snobs believe that high price indicates more prestige, and that price is an indicator of 
exclusivity. 
 •
Similar to snobs, bandwagons also consider the high price to be an indicator of prestige, 
and that price helps them make an eect on others while consuming the brand. 
Moreover, there are socially oriented consumers (SOC) and personally oriented consumers 
(POC). SOC impress others and always like to position themselves in a particular group. POC 
gratify themselves rather than impressing others by luxury brands, which is even reﬂected in the 
digital space. 
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Dimensions that Influence Luxury  
Behavior in India
Luxury consumption, which was historically associated with the privileged society, moved 
within the reach of digital natives in the 21st century. The growing disposable incomes, global 
connectivity, awareness about the brands and accessibility to global brands led to proliferation 
of digital natives’ interest in luxury products. These individuals redeﬁned the sense of style 
and comfort, new practices like luxury gifting and retail therapy along with the shift of focus 
towards the value for money concept, almost overhauled the luxury consumption in India. The 
inﬂuence of references and media in shaping speciﬁc consumption trends online and oine is 
also vital consumption factors. The next sections will explain these key dimensions in detail. 
Traditional and Demographics
Historically, the royal families in India used luxury. However, the dynamics of luxury behavior 
have changed dramatically with digital natives. Earlier, the old, mature, and established indi-
viduals in India consumed luxury. However, the young, literate, and digital natives, who have 
high disposable incomes, now primarily consume luxury. These individuals are between the 
age group of 25 and 34 years. They are well traveled and aware of the trends and lifestyles in 
dierent countries across the world. They like to spend on luxury to enhance their lifestyle and 
prefer to deﬁne their personalities and identities. The interest in luxury consumption was further 
deepened by the brands, which started marketing their products in India (post the liberalization 
era). This consumption was further inﬂuenced by imperative factors, which includes macro level 
(pertaining to the market) dimensions and micro level factors (speciﬁc to an individual) which 
are explained further in the next sections. 
Globalization and Mood of the Consumer
After liberalization in 1990s, when the multi-national companies were allowed to do business 
in India, the entire market changed dramatically. Western companies came to India and had 
an eect on the mindset of the consumers. Digital natives became more open, experimental, 
and liberal about brands and products. They started exploring and experimenting with various 
brands and products. Globalization inﬂuenced luxury consumption as consumers became ﬂex-
ible and started using these brands. These consumers also had a western inﬂuence in their con-
sumption pattern in India. Thus, their behavior about luxury brands changed. In India, luxury 
products can have dierent meanings for the same individuals at various times. For example, 
when an individual thinks of a Gucci bag on a Monday afternoon, it is considered aesthetic and 
elegant. On a Sunday, the same product is considered “cool”. The mood of consumers aects 
the purchase decisions and luxury consumption (Jain et al., 2012), which is quite volatile for 
the digital natives. 
Occasion to Purchase with Brand and Fashion Consciousness
In India, there are dierent occasions where luxury brands are bought (Jain et al., 2012). 
 Historically, consumers purchased luxury brands during dierent festivals and marriages. 
Eventually, the occasions have increased dramatically as consumers celebrate Indian as well as 
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Westernfestivals. They buy luxury brands as gifts for those in their social circle on festivals. 
Now, digital natives believe in the concept of “self-gift.” When they achieve success, reach a 
milestone, or want to motivate themselves, they buy luxury brands through online sources. These 
consumers even make luxurious purchases even when there is no occasion. They do so when 
they are stressed out and want to change their mood. Thus, digital natives, primarily women, 
consider luxury shopping to be a real stress buster. These consumers have become more brand 
and fashion conscious in recent years. According to a Nielsen (2013) global report, “India is 
amongst the most brand-conscious countries.” These consumers also inﬂuence the kids and the 
next generation in the digital context. Additionally, in India, digital natives, especially women, 
are more fashion conscious than men are. These women like style- and fashion-oriented products 
in the luxury segment, which they track very easily through the online sources. However, men 
in this context are “brand conscious” as they prefer the brand over fashion (Jain et al., 2012). 
Style and Aesthetics
Digital natives have become stylish. They prefer luxury brands that use new styles, which can be 
captured very easily, through digital sources. When these consumers use these products, they do 
so because it creates an exclusive image of theirs. Further, Bollywood celebrities in India aect 
styles. Women are more style conscious than men about the consumption of luxury brands are. 
Moreover, social media has also inﬂuenced the “style” component as consumers click pictures 
and post them on their social media. They count the number of likes and comments from other 
individuals. Very speciﬁcally, aesthetics is important for the digital natives for luxury brands 
as they focus on color, taste, touch, odor, sound, and smell. These consumers like beautiful and 
elegant luxury products that can inﬂuence their senses in the digital context. For example, in 
a luxury hotel, these consumers not only prefer good and appealing food, but they also focus 
on the ambience that includes aesthetics, which is easily reﬂected 
on the online sources. MAhout Hotels used these elements and the 
consumers liked it. Consumers preferred the sensory elements in all 
the facilities provided by this luxury hotel.
Price and Quality
Historically, consumers were considered price sensitive. However, 
this trend has changed in the present times. Digital natives are now 
ready to pay higher if they think that the products would add some 
value to their life. They have become more value conscious as they 
carry out a thorough cost-beneﬁt analysis before making the pur-
chase (Jain et al., 2012). These consumers emphasize on quality 
while they buy luxury brands. They want premium quality in all the 
luxury products categories that they can check and validate easily 
through online sources. For example, these consumers buy Armani 
for its excellent quality and wide range of collection in fashion and 
accessories in the online setup. In Figure 11.6, we can see Armani 
Collezioni, a ready-to-wear collection by the brand Armani; in its 
Fall-Winter 2014 collection, it launched a range that focuses on qual-
ity in the digital context. This helps the brand to connect with and 
target the message to the digital natives eectively. 
FIGURE 11.6  Premium Quality of 
Apparels by Armani
Credits:  Lourens Smak/Alamy Stock Photo
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Comfort and Exclusivity
Digital natives perceive that comfort level is more important for them while they buy lux-
ury brands. These consumers think that as they are buying luxury, the product needs to be 
 comfortable. They should relax while consuming these products and services. Digital natives 
are likely to “switch o” their mind while experiencing luxury moments so that they can relax 
and enjoy the moments. Exclusivity is another dimension that inﬂuences the luxury purchase in 
India. Consumers believe that luxury brands need to be unique and dierent from other  products. 
Exclusivity should also reﬂect the “wow” feeling of consumers. 
Sophistication and Influence of Reference Groups
Digital natives feel that luxury brands should use all the updated and latest technology as it 
makes them sophisticated. The sophistication level for luxury brands is developed based on 
international standards and global appeal. When these consumers use luxury brands, it should 
be sophisticated and accepted by the peer groups who might be living in dierent countries. In 
addition, the inﬂuence of reference groups is high on the digital natives while they purchase 
luxury brands. They explore, compare, evaluate, and purchase luxury brands with their friends. 
These consumers have product experts’ in their circle who guide them at various stages. They 
are always connected with their friends digitally. The entire discussion and picture sharing of 
luxury brands happens on social media. For example, consumers purchase Louis Vuitton and 
post it on Facebook; they are eager to count the number of “likes” and appreciations from their 
peers and friends. Reference groups have a very important role to play for the luxury product 
and services among digital natives. These individuals identify product experts within their dif-
ferent social circles and take recommendation from them. For example, if they would like to buy 
a mobile phone, they would identify a high-tech friend within their social group, discuss, and 
explore all the available brands with their features with this  person. Digital natives would do the 
exploration and discussion on social media by sharing web content. After these discussions, they 
would take online recommendations fromthisproduct expert to make thepurchase.
Frequency of Purchase and Media
The frequency of buying luxury products has increased in India. Digital natives do not have a 
reason to buy luxury as it is considered a stress buster primarily by women. These consumers 
shop alone and do not need any company. This changed behavior has increased in the luxury 
purchase in the digital context. Digital natives use multiple media platforms (Jain, 2009), while 
getting associated with luxury brands. They use complex and sophisticated media platforms 
because these digital platforms are integrated with the oine or traditional medium. We will 
understand their media usage and perception for both the platforms in detail (Okonkwo, 2010).
Co-create
Digital natives use online media. Online media platforms are six times faster than traditional 
media in terms of disseminating information. These media use a bottom-up approach. This 
allows them to interact, participate, collaborate, and co-create. These are important dimensions 
for luxury brands. These consumers feel that these elements help luxury brands customize prod-
ucts and provide a personalized experience. Online media also provides luxury consumers with 
social aliation, digital self-expression, and a platform to share their thoughts. We will now 
discuss the key elements related to this area in detail.
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Time Spent with Friends and Family
Digital natives are usually connected with their friends and family. They connect with these 
groups through WhatsApp and Facebook. These consumers have groups for friends and family 
members. They discuss luxury brands and share their opinions through social media with these 
friends and family members. Importantly, digital natives spend more time on the Internet and 
social media. Individuals do not meet their friends, family, and peers in the physical space as 
they might be living in dierent geographical areas and cannot meet in person. However, the 
digital space is convenient and has fewer issues. These consumers are more social in the online 
world than in the oine world. This world aects their orientation about luxury brands.
Web Atmosphere with Appealing Design
Digital natives feel that the web’s atmosphere has actually replaced the human senses with the 
virtual environment. These consumers perceive that everything needs to be digitized as they are 
used to the virtual space. They want luxury brands to use digital gadgets even in the physical 
stores as they provide a pleasing atmosphere. Speciﬁcally, digital natives feel that proper nav-
igation is required, while they explore luxury brands in the online world. They get perplexed 
when there are no deﬁned directions and retrieval of information becomes dicult. Moreover, 
they also feel that designs used by the luxury brands in the digital world need to be appealing 
and mesmerizing as they inﬂuence their mindset. 
Right Mood and Feeling on Website for an Emotional Affair
Digital natives feel that the right mood needs to be set up by the luxury brands while the consum-
ers look at the website. It should not be cluttered with texts or images. They might be stressed 
out because of their work and thus would like to explore these high-end product websites to 
change their mood. These consumers feel that luxury brands should allow them to alleviate their 
mood and make them happy by providing them the right information with pictures in real time. 
Digital natives prefer an emotional connection rather than a cognitive bond with luxury brands. 
When a consumer purchases luxury brands for the ﬁrst time, they celebrate with the brands and 
feel “you made in my life”. This new image is projected digitally to their social circle. Moreover, 
when they receive pleasant surprises from these high-end brands like vouchers for limited edi-
tion products or exclusive sale, they feel happy and express their views on digital platforms and 
social media. Eventually, when they are delighted with the luxury brand, they have a connection, 
which is stronger than the cognitive bond as the trust and credibility are higher.
Hierarchy Of Online Consumer Behavior  
for Luxury Brands on Digital Media  
with Multiple Screens and Media Platforms
There are four levels of hierarchy for online consumer behavior in the digital media— functional, 
customized, habitual, and addicted (sense of owning the brand). The functional stage means that 
consumers look for information and retrieve data from the websites or other sources of lux-
ury brands. The second level is customized when luxury brands can personalize their products 
and services through online media. Digital natives become habitual eventually when the luxury 
brands fulﬁl their customized needs and requirements. Finally, they are “hooked” to the brand 
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and feel a sense of ownership Digital natives also display three screen behaviors at one time—
they have a passive television that is switched on, mobile where chatting may happen with 
friends on WhatsApp and Facebook and tablets where detailed information might be gathered 
from dierent sources (Jain, Reddy & Chauhan, 2015). These consumers use the three applica-
tions simultaneously, retrieve, and discuss the information about the luxury brands in real time. 
Additionally, these individuals use fashion blogs, Pinterest, and apps for luxury brands. They 
read the fashion blogs of experts to know the latest trends, use Pinterest to share pictures, and 
other apps to explore, compare, and evaluate the information about the luxury brands. Digital 
natives use all these platforms in real time, as they do not have patience. 
High Usage of Digital Channels in Stores
In a luxury brand store, experience is very important for digital natives. Before visiting the store, 
these consumers study these brands and carry out extensive online research. Thus, they have a 
great amount of knowledge about luxury brands. Digital natives discuss these brands with their 
friends. They are sophisticated shoppers and like to be received as unique guests at the stores. 
They usually shop alone in the stores but receive real-time opinions from their friends and 
peers through WhatsApp and Facebook. Additionally, women digital natives shop more than 
men do as they feel that purchasing luxury is a stress buster. These women are independent 
individuals; and they like to choose their own brands and products, without the assistance of the 
store’s sta. In comparison, men prefer assistance from the sta as they feel that their shopping 
time reduces stress. Women spend more time in the store as they would like to experience the 
“luxury moments”. Men display focused shopping patterns and like to spend less time in the 
stores. Women are focused on style, fashion, and aesthetics. Moreover, as they are sophisticated 
shoppers, they would like to have the store experience that could be larger than life. They want 
the shopping experience to be memorable; they should be allowed to indulge in the “luxe” of the 
products, especially in the digital context. By connecting with the customers digitally within a 
physical store, brands are able to improve the shopping experience. For instance, Mahindra, the 
leading automobile company in India, facilitates virtual reality driving experience for selected 
cars in exclusive dealerships, so that customers can virtually test-drive the car in dierent sce-
narios, leading to a better experience (Mahindra Corporate Website, 2018). 
Challenges
There are a few challenges that aect the marketers for luxury products in India, mainly owing 
to the heterogenic nature of the country, the inability of brands to connect with customer’s innate 
wishes personalities and enable identity creation and high customs duties. 
Geographical Area and Customization
India is not a homogenous country. Consumers in North India focus on cash, high living, and 
low cerebral involvement (Outlook, 2006). In comparison, individuals from South India believe 
in talent, skills, simple living, and high thinking (“Things a North Indian should know about 
South”, 2018). Additionally, in the Indian market, there is heterogeneity among the digital 
natives within the same city. These consumers have various demographic and psychographic 
elements that are dierent. For example, North Delhi is dierent from South Delhi and North 
Mumbai varies from South Mumbai. These consumers ﬁnd it challenging to receive customized 
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luxury products because brands are unable to undertake micro personalization while maintain-
ing global standards and appeals.
Luxury Brands Cannot Define “Who They Are”  
with Revolution
Digital natives perceive luxury brands as being unable to deﬁne their consumers. However, 
consumers can explain the importance of luxury goods in their life. Digital natives feel that 
luxury brands do not carry out robust research to understand “who they are”. These individuals 
have complex layers and networks. These consumers want luxury brands to understand their 
background, thinking and feelings. They feel that these elements are not considered seriously by 
the luxury brands in the Indian market. Digital natives follow basic values and historical culture 
even in the digital format. For example, they undertake rituals through mobile apps. Digital 
natives are strongly inﬂuenced by Western culture as they move towards individualism. The 
challenge is that they are in the middle of collectivism and individualism. The revolution has not 
been fully completed. These consumers feel that in this midst of revolution, luxury brands have 
not captured their basic elements. 
Identity Crisis and High Custom Duties
Indian digital natives have to prove that they have the money to project their status in society. 
They also think that identities can be redeﬁned by luxury consumption and not by their family 
history. These consumers feel that luxury brands can help in casting their identities, as people 
might not know the exact situation. They believe that these brands can act as a “friend” to sort 
out the issue. In addition, to this end, these consumers are ready to share their historical data, 
consumption pattern, and other information that is required by the brand. However, these con-
sumers do not get any help and response from the luxury brands about this concern. Importantly, 
India’s high custom duty on luxury goods makes it attractive to buy such goods overseas where 
the tax is less. This is a major challenge for these consumers as they cannot buy these brands 
from their own country and have to identify alternatives from other nations. 
Louis Vuitton (LV), one of the most premier luxury brands in 
the world, entered India in 1999. Indian consumers were 
aware of this brand, as it was used by the royal families of 
India (Kaushik, 2013) since the 19th century.  Consumers 
have seen an aura of luxury around LV. Indian consum-
ers started buying this brand to achieve the royal feeling 
that has been associated with the brand. Moreover, digi-
tal natives acquired more information about LV through 
digital platforms. They wanted to be knowledgeable and 
well informed before making a purchase. Eventually, they 
became more familiar with the brand. After 2010, as the 
cosmopolitan culture developed in India and many luxury 
malls emerged, they started purchasing from company-
owned outlets (Kaushik, 2013). Now, these consumers of 
Delhi and Mumbai buy LV extensively as they are aware of 
the brand and have access to various outlets. These indi-
viduals like LV’s connections with and endorsements by 
 Bollywood celebrities, fashion designers, and bureaucrats 
Closing Case 
Louis Vuitton
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as a royal and exclusive feeling is easily associated with this 
approach. Digital natives feel that celebrities make “style 
statements” in India. In addition, when they use this brand, 
it  becomes  more  stylish  and  appealing. These consumers 
like the premium pricing of LV products as it helps them 
become a part of the exclusive elite class experience. Digi-
tal natives are also able to develop an exclusive, unique, 
and standout image that can be given by LV. 
Earlier, elite and royal consumers bought this brand. 
Now, the nouveau riche individuals are buying the products 
as HNIs have increased extensively in India (Assocham.org, 
2013). These individuals are first-time buyers of the brand 
and they want to experience its “royal” appeal. They also 
want to be exclusive people in their social circle. However, 
they prefer to buy this brand from the outlet that is present 
in a luxury mall as they want to experience multiple lux-
ury brands in one destination while enjoying the spillover 
effect (an impact on an event or a situation that occurs 
because of another factor in a different context). These 
consumers have primarily two categories for LV—super 
rich and nearly rich. Super rich consumers always want the 
best deals and the nearly rich focus on quality and experi-
ence. Super rich have bought and experienced the brand 
earlier so they focus on value. However, nearly rich consum-
ers would like to experience LV for the first time to indulge 
in the LV world. Nearly rich consumers would buy LV to 
enjoy every moment of purchase and would like to inform 
their social circle that finally they bought LV. Sometimes, 
they also buy LV items to receive acceptance in their peer 
circle. Nearly rich consumers are primarily the young digital 
natives. The super-rich are traditional, conservative, mature, 
and royal individuals who might be physical natives. Nearly 
rich consumers have increased in India as there are many 
young professionals emerging from the business and cor-
porate world who are very brand conscious. It has been 
seen that women would like to get pampered by the LV 
experience with a focus on the feel-good factor while men 
emphasized on the quality and internal characteristics of 
the brand. 
Digital natives feel that the purchase of LV is affected 
by poor infrastructure, high import duty on luxury brands, 
and localization. Many consumers still buy LV from abroad 
when they travel to different countries as it is cheaper, have 
better service, and provide excellent shopping experience. 
LV has launched an exclusive made-to-order shoe service 
in India, which provides personalization of the product. 
The digital natives can make a request to the company 
directly through online sources; they also get to select from 
13  colors provided by the brand. This means that digital 
natives can have their own preferences and choices in 
terms of color, style, and aesthetics. Based on these, the 
company would have delivered their product. 
To summarize, digital natives preferred the approaches 
used by LV in India such as multiple outlets for purchase, 
focus on exclusivity and aesthetics by roping in celebrity 
and designer endorsers, and more opportunities for first-
time buyers to purchase the product. However, luxury pur-
chase is not without its share of issues in India. LV is trying 
to work on the challenges by providing a pleasurable expe-
rience to these consumers. 
Summary 
(a)  Digital natives choose and decide on luxury brands based on complementary and complex 
factors. One of the most important factors is their increased earning capacity, which is seen 
as a means of and justiﬁcation for more high-intensity expenditure. Thus, digital natives 
with access to higher incomes feel that luxury consumption is almost a right they have. The 
consumption of luxury goods and services by the digital natives is seen and used as a means 
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of enhancing their own sophistication, class, and pedigree. Importantly, luxury consump-
tion of products and services is seen as clear proof and validation of their own elite taste 
and elevated perceptions. Thus, digital natives see luxury consumption as a means of being 
seen as experts and guides. 
(b)  The consumption of luxury goods and services by digital natives is highly inﬂuenced by the 
salience of celebrities. Speciﬁcally, celebrities are seen as aspirational ideals and ﬁgures. 
Thus, the celebrities are often seen as guarantors of the luxury quotient of a product and 
service. Going on, the endorsement of a luxury product by a celebrity is a case of the halo 
eect, that is, the celebrity endorser transfers their own credibility and associations to the 
products or services that they endorse. Another important aspect of celebrity endorsement 
is the synchronization of these consumers’ goals with the characteristics of celebrities. This 
synchronization is most essential because the digital natives often perceive luxury goods 
and services as a mark of their achievement. They would feel this more strongly if the celeb-
rity endorsing the luxury goods stands for those very goals and qualities. 
(c)  A very important contribution of this chapter is that it engages with the unique complexity 
of balancing certain complementary dimensions of luxury products and services. These 
complementary dimensions are the super exclusivity of luxury, moderate access to luxury, 
and democratization of luxury. The ﬁrst dimension is one of the key characteristics of lux-
ury. This is especially so in the case of luxury goods and products that have a long pedigree. 
On the other hand, there are products and services that are a part of the luxury rubric posi-
tioned slightly dierently. Their pedigree may be quite well established yet it is positioned 
as something that can be aspired for and bought with a certain degree of planning and 
investment. The ﬁnal dimension of luxury is that of certain product lines from established 
luxury brands that are made easily accessible. These products and services are used as a 
platform to develop the consumers’ acquaintance with luxury.
(d)  Finally, this chapter also engages with the role and inﬂuence of reference groups on luxury 
goods and services in the digital context. Here, the consumption choices and patterns of 
digital natives are majorly inﬂuenced by the praise, appraisal, and acceptance by these 
consumers’ peer groups. In fact, luxury products are often bought not simply for special 
occasions and festival. They can even be bought for increasing their status in digital peer 
groups. 
Discussion Questions
♦
 
Discuss the role of sophistication, aspirations, and 
increased individualization in the context of luxury 
consumption by digital natives.
♦
 
Discuss the salience of the dierent levels of luxury 
consumption in the context of the digital era related 
to digital natives. 
♦
 
Discuss the role of peer groups and models in terms 
of their inﬂuence on digital natives’ consumption of 
luxury. 
♦
 
Discuss the eectiveness of co-creation as a key 
factor that inﬂuences the consumption pattern of 
digital natives for luxury goods and services.
♦
 
Discuss the key shifts and transitions in the con-
sumption patterns of digital natives with respect to 
luxury products and services. 
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Glossary
Absolute Threshold: The lowest level at which an individual experiences a sensation. It is the 
point at which a person can detect the dierence between “something” and “nothing.”
Acculturation: Learning about a new culture. 
Adoption: It is a term designating the process leading to a person’s decision of whether or not 
to adopt an innovation. After becoming aware of and interested in the innovation, and evaluating 
and trying it, the person adopts (purchases) the innovation. If satisﬁed, he (or she) would buy the 
innovative product again. If not, there will be no repeat purchase.
Aective Component: The second component of the Tri-Component Model of attitudes. It rep-
resents the person’s emotions and feelings regarding the attitude object, which are considered 
evaluations because they capture the person’s overall assessment of the attitude object 
Anthropomorphism: Assigning human characteristics to an object. See Brand Personiﬁcation.
Apps (Applications): Chunks of software installed on one’s computer, tablet, or smartphone 
that are gateways to games, online resources, and social networking.
Attitude: A learned predisposition to behave in a consistently favorable or unfavorable way 
towards a given object. See Attitude Measures.
Awareness: The ﬁrst stage of Innovation Adoption, which is a term designating the process 
leading to a person’s decision of whether or not to adopt an innovation. In this stage, the person 
becomes aware that innovation is available. See Innovation Adoption.
Blog: A discussion or informational site published on the Internet and consisting of discrete 
entries
Brand Community: An online community formed by consumers who share an attachment to 
a brand.
Brand Equity: The social esteem that using it provides, and the customers’ trust and identiﬁ-
cation with the brand.
Brand Loyalty: A measure of how often consumers buy a given brand, whether or not they 
switch brands and, if they do, how often, and the extent of their commitment to buying the brand 
regularly. 
Brand Personiﬁcation: Communicating human features of a brand in advertising. 
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Celebrity Endorsement: An ad where a celebrity appears on behalf of a product, with which he 
may or may not have direct experience or familiarity.
Chunking: The process during which consumers recode what they have already encoded, which 
often results in recalling additional relevant information. 
Classical Conditioning: A form of behavioral learning stating that animal and human alike, can 
be taught behaviors and associations among stimuli through repetition. 
Closure: The instinct to organize pieces of sensory input into a complete image or feeling. Indi-
viduals need closure, which means that if they perceive that a stimulus is incomplete, they are 
compelled to ﬁgure out its complete meaning.
Cluster: A probability sample where the population is divided into mutually exclusive groups 
and the researcher draws a sample of the groups to study.
Cognitive Dissonance: The mental discomfort that people experience when facing conﬂicting 
information about an attitude object.
Cognitive Learning: The premise that learning occurs in the form of sequential, mental pro-
cessing of information when people face problems that they wish to resolve.
Communication: The process of imparting or exchanging information. In the context of con-
sumer behavior, it is the transmission of messages from senders which is the sources to receivers 
which is the consumer via media (i.e.) the channels of transmission.
Complexity: One of the ﬁve characteristics identiﬁed as a determinant of consumer acceptance 
of a new product representing the degree to which a new product is dicult to understand or use.
Compliant Individuals: One of three groups identiﬁed by Karen Horney (a neo- Freudian 
researcher), it designates persons who move toward others and desire to be loved, wanted, and 
appreciated.
Conditioned Response: A response to conditioned stimulus.
Conditioned Stimulus: A stimulus that became associated with a particular event or feeling as 
a result of repetition.
Consumer Behavior: The study of consumers’ actions during searching for, purchasing, using, 
evaluating, and disposing of products and services that they expect will satisfy their needs.
Consumer Involvement: The degree of personal relevance that the product or purchase holds 
for the consumer.
Consumer Learning: The process through which consumers acquire knowledge from experi-
ences with products and observations of others’ consumption, and use that knowledge in subse-
quent buying.
Consumer Panels: A research method where a group of people are paid to record their pur-
chases and/or media viewing habits in diaries, which are then compiled and analyzed to deter-
mine trends.
Consumer Research: The process and tools used to study consumer behavior.
Consumer Socialization: The process by which children acquire the skills, knowledge, atti-
tudes, and experiences necessary to function as consumers.
Continuous Reinforcement: A method used in instrumental conditioning where a desired 
behavior is reinforced after every time it occurs.
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Cues: Stimuli that direct motivated behavior.
Culture: The collective values, customs, norms, arts, social institutions, and intellectual achieve-
ments of a particular society which express its principles, standards, and priorities.
Customer Retention: Turning individual consumer transactions into long-term customer 
relationships.
Customer Satisfaction: Customers’ perceptions of the performance of the product or service in 
relation to their expectations.
Customer Value: The ratio between customers’ perceived beneﬁts and the resources they have 
used to obtain those beneﬁts.
Daydreaming: Responding to frustration by fantasizing and imaginary gratiﬁcation of unﬁlled 
needs.
Distributed Learning: Learning designed to take place over a period of time.
Dogmatism: A personality trait representing the opposite of being open-minded towards infor-
mation and opinions contradictory to one’s own.
Early Adopters: An adopter category designating consumers who buy new products within 
relatively short periods following the products’ introductions, but not as early as the innovators.
Ego: A Freudian term referring to the individual’s conscious control in the form of an internal mon-
itor that balances the impulsive demands of the id and the sociocultural constraints of the superego.
Elaboration Likelihood Model: The proposition that attitudes can be changed by either one 
of two dierent routes to persuasion, a central route or a peripheral route and that the cognitive 
elaboration related to the processing of information received via each route is dierent.
Encoding: Assigning a word or visual image in order to represent an object during 
communications.
Enculturation: Learning one’s own culture.
Ethnocentrism. A personality trait representing one’s tendency towards buying or not buying 
foreign-made products.
Evaluation: The third stage of Innovation Adoption, which is a term designating the process 
leading to a person’s decision of whether or not to adopt an innovation.
Evoked Set: The speciﬁc brands (or models) a consumer considers during deciding which item 
to purchase within a particular product category.
Experiments: A consumer research approach designed to identify cause-and-eect relation-
ships among purchase related factors.
Extended Family: A nuclear family with at least one grandparent or other relation living within 
the same household.
Extensive Problem Solving: Purchase situations that occur infrequently and where the con-
sumer does not have prior criteria to evaluate the product considered.
Extrinsic Cues: Characteristics that are not physically inherent in the product, such as packag-
ing, price and promotions.
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Family: Two or more persons related by blood, marriage, or adoption residing together.
Family Life Cycle: A composition that includes marital status, size of family, age of family 
members (focusing on the age of the oldest or youngest child), and employment status of the 
head of household classiﬁes the family into a “typical” stage.
Forgetting: A point at which the link between the stimulus and the expected reward seizes to 
exist because of a lack of engagement in the applicable purchase situation for a lengthy period.
Freudian Theory: A theory maintaining that unconscious needs or drives, especially biological 
and sexual ones, are at the heart of human motivation and personality.
Frustration: The feeling that results from failure to achieve a goal.
Gifting Behavior: Consumer behavior involving giving gifts.
Goals: Sought after outcomes of motivated behavior.
Grouping: People’s instinctive tendency to group stimuli together and unite them into one entity.
Halo Eect: An evaluation of an object based on only one or several positive dimension. 
Inert Set: Brands (or models) the consumer is indierent toward because they are perceived as 
not having any particular advantages.
Information Overloading: A situation that occurs when consumers receive too much informa-
tion and ﬁnd it dicult to encode and store it.
Inner-Directed: Consumers who rely on their own inner values and standards in evaluating new 
products, and are also likely to be consumer innovators.
Innovators: Consumers who are open to new ideas and are among the ﬁrst to try new products, 
services, or practices.
Instrumental Conditioning (Operant Conditioning): A form of behavioral learning based on 
the notion that learning occurs through a trial-and-error process, with habits formed as a result 
of rewards received for certain responses or behaviors.
Intrinsic Cues: Physical characteristics of the product itself, such as size, color, ﬂavor, or aroma.
JND (Just Noticeable Dierence): The minimal dierence that can be detected between two 
similar stimuli.
Joint Decisions: Purchase decisions where the husband and wife’s inﬂuence are equal.
Learning: Applying one’s past knowledge and experience to present circumstances and behavior.
Limited Problem Solving: Purchase decisions where consumers buy updated versions of prod-
ucts they have bought before and have set criteria to evaluate these items.
Market Research: A process that links the consumer, customer, and public to the marketer 
through information in order to identify marketing opportunities and problems, evaluate mar-
keting actions, and judge the performance of marketing strategies.
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Marketing: The activity, set of institutions, and processes for creating, communicating, deliver-
ing, and exchanging oerings that have value for customers, clients, partners, and society.
Marketing Mix: A business plan that includes four elements: the product (or service), price, 
place (or distribution), and promotion.
Maslow’s Hierarchy of Needs: A theoretical framework consisting of ﬁve levels of human 
needs, which rank in order of importance from lower-level (biogenic) needs to higher-level 
(psychogenic) needs. The theory states that individuals seek to satisfy lower-level needs before 
higher-level needs.
Materialism: A personality traits that gauges the extent to which an individual is preoccupied 
with the purchase and display of non-essential and often conspicuous luxury goods.
Media: The channels for transmitting communications.
Message: A thought, idea, attitude, image, or other information that the sender wishes to convey 
to the intended audience, and it can be verbal (spoken or written), nonverbal (a photograph, an 
illustration, or a symbol), or a combination of the two.
National Brand: A brand that is available in all the 29 states of India.
Need for Cognition (NFC): A personality trait that reﬂects a person’s craving for or enjoyment 
of thinking.
Needs: Circumstances or things that that are wanted or required, and therefore direct the moti-
vational forces.
Negative Reinforcement: Removing an unpleasant stimulus. 
Neo-Freudian Personality Theory: A theory based on the premise that social relationships 
play a crucial role in the development of personality, in addition to the aspects outlined by Freud.
New Media: Online channels, social networks, and mobile electronic devices. Unlike traditional 
media, these channels allow marketers to send personalized messages to individual consumers 
who can respond to the messages immediately.
Normative Inﬂuence: Learning and adopting a group’s norms, values, and behaviors.
Nuclear Family: A married couple with one or more children.
One-Sided Message: A message that ignores competitors’ products.
Optimum Stimulation Level (OSL): A personality trait that reﬂects the degree to which a 
person likes novel, complex and unusual experiences (i.e., high OSL), or prefers simple, unclut-
tered, and calm existence (i.e. low OSL).
Perceived Price: The customer’s view of the value that he or she receives from the purchase.
Perceived Risk: The uncertainty that consumers face when they cannot foresee the conse-
quences of their purchase decisions. 
Perception: The process by which individuals select, organize, and interpret stimuli into a 
meaningful and coherent picture of the world.
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Personal Values; Within Gordon’s Survey of Personal and Interpersonal Values, measures of 
one’s leadership, desire to be recognized, and conformity.
Personality: The inner psychological characteristics that both determine and reﬂect how we 
think and act
Physiological Needs: Innate (biogenic, primary) motivational forces that sustain biologi-
cal existence. They include the need for food, water, air, protecting the body from the outside 
environment.
Positioning: The process by which a company creates a distinct image and identity for its prod-
ucts, services and brands in consumers’ minds.
Positive Reinforcement: Rewarding a particular behavior and strengthening the likelihood of a 
speciﬁc response during the same or similar situation in the future.
Post-Purchase Dissonance: Cognitive dissonance that occurs after a purchase.
Power Need: A psychological force that is closely related to the egoistic need and reﬂects the 
individual’s desire to control his or her environment, including controlling other persons and 
objects.
PRIZM: A framework designed by Nielsen that is widely used in geodemographic segmenta-
tion. It consists of sixty-six segments classiﬁed according to ZIP codes and enables marketers to 
locate speciﬁc consumer groups readily.
Product Placement: A form of promotion where marketers “ disguise” promotional cues by 
integrating products (i.e., “ﬁgures”) into TV shows, ﬁlms or other entertainment content (i.e., 
“grounds”), or building entertainment content around products.
Projection: Responding to frustration by projecting blame for failures and inabilities on other 
objects or persons.
Psychographics: Segmenting consumers according to their lifestyles, which consist of consum-
ers’ activities, interests, and opinions 
Psychological Needs: Motivational forces that are learned from our parents, social environ-
ment, and interactions with others.
Psychology:  The study of the human mind and the mental factors that aect behavior (i.e., 
needs, personality traits, perception, learned experiences, and attitudes).
Reference Groups: Groups that serve as sources of comparison, inﬂuence, and norms for peo-
ple’s opinions, values, and behaviors.
Rehearsal: The process that information in the short-term store undergoes, in the form of silent, 
mental repetition of information, after which the information is transferred to the long-term 
store.
Reinforcement: In learning, particularly in instrumental conditioning, it is a reward, in the form 
of pleasure, enjoyment, and other beneﬁts, for a desired behavior. In consumer behavior, it is the 
beneﬁts, enjoyment, and utilities that consumers receive from products purchased.
Reliability: A measure has reliability if the same questions, asked of a similar sample, produce 
the same ﬁndings.
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Repetition: In the context of consumer learning, the mechanism used continuously to establish 
and maintain associations between brands and unfulﬁlled needs.
Repositioning: The process by which a company strategically changes the distinct image and 
identity of its products, services, and brands.
Response: Reaction to a drive or cue.
Retrieval: The process by which people recover information from the long-term store, that is 
frequently triggered by external cues.
Ritual: A symbolic activity consisting of a ﬁxed sequence of steps that are repeated periodically.
Sample: A presumably representative subset of the population under study that is used to esti-
mate the entire population’s characteristics.
Secondary Data: Information that was gathered previously and not in the course of the study 
presently undertaken.
Selective Attention: Consumers’ heightened awareness of stimuli that meet their needs and 
interests and minimal awareness of stimuli irrelevant to their needs.
Selective Exposure: Consumers seeking out sympathetic, pleasant messages and deliberately 
avoiding messages that they ﬁnd painful or threatening.
Self-image: The way individuals perceive themselves.
Sensation: The immediate and direct response of the sensory organs to stimuli.
Sensation Seeking: A personality traits that is closely related to OSL and reﬂects one’s need for 
varied, novel, and complex sensations and experiences, and the willingness to take risks for the 
sake of such experiences.
Sensory Adaptation: Getting used to high levels of sensory input and therefore less able to 
notice a particular stimulus.
Sensory Receptors: The human organs (the eyes, ears, nose, mouth, and skin) that receive sen-
sory inputs. Their sensory functions are to see, hear, smell, taste, and touch.
Sensory Store: A location in the brain where the sensory input lasts for just a second or two. If 
it is not processed immediately, it is lost.
Shaping:  Reinforcement before the desired consumer behavior actually takes place, which 
increases the probability that the desired behavior will occur.
Showrooming: Consumers using smartphones to scan the bar codes of products displayed in phys-
ical stores and then check the items’ prices online in order to purchase them at the lowest prices.
Sleeper Eect: A person’s disassociation of the message from its source over time, which results 
in remembering only the message’s content, but not its source.
Social Class: The division of members of a society into a hierarchy of distinct status classes, so 
that members of each class have relatively the same status and members of all other classes have 
either higher or lower status.
Social Media: Means of interactions among people in which they create, share, and exchange 
information and ideas in virtual communities and networks.
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Social Needs: The psychogenic needs for love, aection, belonging, and acceptance.
Social Network: Virtual community where people share information about themselves with 
others, generally with similar interests, with whom they had established relationships that, for 
the most part, exist only in cyberspace.
Social Status: The degree of prestige the members of one social class have in comparison 
with members of other social classes. Status is composed of several factors, including wealth 
(amount of economic assets), power (the degree of inﬂuence over others), and the amount of 
esteem one receives from others.
Socialization: The process by which people learn how to behave in ways that are acceptable to 
other members of their society.
Source Credibility: A source’s persuasive impact, stemming from its perceived expertise, trust-
worthiness, and believability.
Stereotypes: Biased notions that people carry in their minds about the meanings of various 
stimuli. When presented with these stimuli, people “add” these biases to what they see or hear 
and form mostly distorted impressions.
Stimulus: Any input to any of the senses.
Subculture: A group that shares certain beliefs, values, and customs, stemming from ethnicity, 
religion, geographic location, age, or gender, while also being a part of a larger society.
Subliminal Perception: A situation that occurs when the sensory receptors receive stimuli that 
are beneath the person’s conscious awareness.
Superego: A Freudian term referring to the individual’s internal expression of society’s moral 
and ethical codes of “proper” or “correct” conduct. The superego’s role is to see that individuals 
satisfy their needs in a socially acceptable fashion. Thus, the superego is a “brake” that restrains 
or inhibits the impulsive forces of the Id.
Symbol: A verbal or non-verbal thing that represents or stands for something else.
Targeting: Selecting the segments that the company views as prospective customers and pur-
suing them.
Theory of Reasoned Action: An approach to studying attitudes that measures the “subjective 
norms” that inﬂuence a person’s intention to act, which include his (or her) beliefs as to what 
relevant others (e.g., family, friends, roommates, co-workers) might think of the person’s con-
templated action.
Traditional Media: Impersonal, communication channels that are generally classiﬁed into print 
(newspapers, magazines, billboards) and broadcast (radio, television) media, where the commu-
nications’ receivers get the same (one-way) message and cannot interact with the senders.
Trait Theory: A personality research approach focused on empirical measures of speciﬁc psy-
chological characteristics (called traits) that distinguish people from one another.
Trial: It is a term designating the process leading to a person’s decision of whether or not to 
adopt an innovation. After becoming aware and interested in the innovation, and undertaking 
a “mental trial” (or evaluation), the consumer tries the innovative product, either by buying it 
(while being able to return it) or receiving a free sample.
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Twitter: An online social networking service and microblogging service that enables its users to 
send and read text-based messages of up to 140 characters, known as “tweets.”
Umbrella Positioning: A statement or slogan that describes the universal beneﬁt of a company’s 
oerings.
Unconditioned Stimulus: A stimulus that occurs naturally in response to given circumstances.
Upward Mobility: The opportunity to move from a lower social class to a higher one because 
of the availability of educational resources and free enterprise.
Validity: A measure has validity if it does, in fact, collects appropriate data needed to answer the 
questions or objectives stated in the ﬁrst (objectives) stage of the research process.
VALS ™: An acronym for “values Attitudes and lifestyles” representing a widely used seg-
mentation method that classiﬁes America’s adult population into eight distinctive subgroups: 
innovators, thinkers, achievers, experiencers, believers, strivers, makers, and survivors.
Visualizers: People who respond favorably to visual and Pictorial messages and pay less atten-
tion to verbal messages.
Weber’s Law: A principal stating that the stronger the initial stimulus, the greater the additional 
intensity needed for the second stimulus to be perceived as dierent.
Withdrawal: Resolving frustration by withdrawing from the situation.
Word-of-Mouth: An oral or written communication in which satisﬁed customers tell others 
how much they like a business, product, service, or event.
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