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Advanced Certificate in Consumer Insights and Trends

Consumer Behaviour and Trends

A/B Testing – a research method that compares two versions of a stimulus to determine which performs
better. split‑testing is a synonym.
Example: An e‑commerce site shows two different checkout button colors to see which yields higher
conversion.
Practical application: Optimising landing‑page design based on real‑time data.
Challenge: Requires sufficient traffic to achieve statistical significance; results may be context‑specific.

Acquisition Cost – the total expense incurred to attract a new customer, including marketing spend,
promotions, and sales effort.
Related: Customer Lifetime Value (CLV).
Example: A SaaS firm spends $200 on ads to acquire a subscriber who pays $50 monthly.
Application: Guides budgeting and ROI calculations.
Challenge: Accurately attributing costs across multiple channels.

Ad Fatigue – the diminishing effectiveness of an advertisement after repeated exposure.
Related: creative wear‑out.
Example: Users ignore a banner ad after seeing it ten times in a week.
Application: Scheduling rotation of creative assets.
Challenge: Detecting fatigue early without sacrificing reach.

Affordance – the perceived properties of an object that suggest how it can be used.
Related: perceived usability.
Example: A raised button on a mobile app signals tapability.
Application: Designing intuitive interfaces that guide consumer interaction.
Challenge: Misinterpretation can lead to user error and frustration.

AIDA Model – a classic hierarchy of effects: Attention, Interest, Desire, Action.
Example: A video ad captures attention, presents benefits to spark interest, creates desire with a
limited‑time offer, and ends with a “Buy Now” call‑to‑action.
Application: Structuring persuasive communications.
Challenge: Linear model may not reflect modern, non‑linear consumer journeys.

Anchor Pricing – setting a reference price to influence perception of value.
Related: price framing.
Example: Displaying a “regular price” of $199 alongside a “sale price” of $149 makes the discount feel larger.
Application: Encouraging higher perceived savings.
Challenge: Overuse can erode trust if anchors are unrealistic.

Attitude – a consumer’s enduring evaluation (favorable or unfavorable) toward an object, brand, or idea.
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Related: cognitive, affective, behavioural components.
Example: Positive attitude toward eco‑friendly products leads to higher purchase intent for sustainable
brands.
Application: Segmenting markets based on attitude strength.
Challenge: Attitudes may not translate into actual behaviour due to situational constraints.

Behavioural Segmentation – dividing a market based on observed actions such as purchase frequency,
brand loyalty, or usage occasion.
Related: demographic, psychographic segmentation.
Example: Identifying heavy‑users versus occasional users of a fitness app.
Application: Tailoring promotions to high‑value segments.
Challenge: Requires robust data collection and privacy‑compliant analytics.

Brand Equity – the value added to a product by its brand name, encompassing awareness, perceived quality,
and loyalty.
Related: brand capital.
Example: Apple’s brand equity allows premium pricing and strong customer advocacy.
Application: Leveraging equity in co‑branding and extensions.
Challenge: Maintaining equity amid negative publicity or market disruptions.

Brand Loyalty – the tendency of consumers to repeatedly purchase the same brand over alternatives.
Related: repeat purchase rate.
Example: A coffee drinker consistently buys the same espresso brand despite price changes.
Application: Designing loyalty programmes and retention strategies.
Challenge: Loyalty can be fragile in highly competitive categories.

Brand Personality – human characteristics attributed to a brand, such as sincerity, excitement, competence,
sophistication, or ruggedness.
Related: brand image.
Example: Patagonia is perceived as adventurous and environmentally responsible.
Application: Aligning tone of voice and visual identity with personality.
Challenge: Inconsistent messaging can dilute personality perception.

Brand Resonance – the depth of psychological connection a consumer has with a brand, measured by
loyalty, attachment, and advocacy.
Related: brand relationship.
Example: Harley‑Davidson owners often form a community that extends beyond product use.
Application: Building brand communities and experiential events.
Challenge: Requires sustained engagement and authentic storytelling.

Buyer Persona – a semi‑fictional representation of an ideal customer based on market research and real
data.
Related: customer archetype.
Example: “Eco‑Emma,” a 30‑year‑old professional who prioritises sustainable fashion.
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Application: Guiding content creation, product development, and channel selection.
Challenge: Personas can become outdated quickly; need periodic refresh.

Channel Conflict – tension that arises when multiple distribution channels compete for the same sales.
Related: multichannel friction.
Example: A brand’s own online store undercuts its authorized retailers on price.
Application: Developing clear channel‑strategy and pricing policies.
Challenge: Balancing control with channel partner satisfaction.

Churn Rate – the proportion of customers who discontinue a product or service within a given period.
Related: attrition, retention.
Example: A subscription service loses 5 % of its users each month.
Application: Monitoring health of a customer base and designing win‑back campaigns.
Challenge: Identifying true reasons for churn amidst multiple touchpoints.

Co‑Creation – collaborative development of products or services with consumers, often via crowdsourcing
or workshops.
Related: open innovation.
Example: A sneaker brand invites fans to submit design ideas, selecting the winning concept for limited
release.
Application: Enhancing relevance and fostering community ownership.
Challenge: Managing intellectual property and quality control.

Consumer Decision Journey – a non‑linear model describing the stages from initial consideration through
post‑purchase experience.
Related: purchase funnel, path‑to‑purchase.
Example: A consumer discovers a product via social media, researches reviews, purchases online, then
shares feedback.
Application: Mapping touchpoints to optimise each stage.
Challenge: Capturing cross‑device interactions and offline influences.

Consumer Involvement – the degree of personal relevance and interest a consumer perceives in a purchase
decision.
Related: high‑involvement, low‑involvement.
Example: Buying a car is high‑involvement; selecting a toothpaste is low‑involvement.
Application: Tailoring communication intensity and depth.
Challenge: Accurately assessing involvement levels across product categories.

Consumer Insight – a deep understanding of consumer motivations, needs, and behaviours that informs
strategic decisions.
Related: market insight.
Example: Insight that “busy professionals value convenience over price” drives a ready‑meal brand’s
packaging redesign.
Application: Guiding product innovation and messaging.
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Challenge: Translating raw data into actionable, empathetic insights.

Contextual Targeting – delivering ads based on the surrounding content, location, or device environment.
Related: behavioral targeting.
Example: Showing travel‑related ads on a news article about vacation destinations.
Application: Increasing relevance and click‑through rates.
Challenge: Balancing relevance with privacy regulations.

Conversion Rate – the percentage of users who complete a desired action, such as a purchase or newsletter
signup.
Related: goal completion, KPI.
Example: An e‑commerce site records a 3 % conversion rate from visitors to buyers.
Application: Benchmarking performance and testing optimisation tactics.
Challenge: Isolating factors that influence conversion amidst multiple variables.

Cross‑Cultural Consumer Behaviour – study of how cultural values, norms, and practices shape purchasing
patterns across societies.
Related: global marketing, cultural dimensions.
Example: Preference for modest packaging in conservative markets versus bold designs in expressive
cultures.
Application: Adapting branding, messaging, and product features for local relevance.
Challenge: Avoiding stereotyping while respecting cultural nuances.

Customer Experience (CX) – the cumulative perception a consumer forms from all interactions with a brand
across the lifecycle.
Related: user experience (UX).
Example: Seamless checkout, responsive support, and post‑purchase follow‑up create a positive CX.
Application: Designing end‑to‑end journeys that delight and retain customers.
Challenge: Coordinating across silos to deliver consistent experiences.

Customer Lifetime Value (CLV) – the projected net profit attributed to the entire future relationship with a
single customer.
Related: acquisition cost, profitability.
Example: A high‑spending subscriber generates $1,200 in profit over five years.
Application: Prioritising high‑value segments and allocating marketing spend.
Challenge: Forecasting future behaviour with limited historical data.

Customer Journey Mapping – visual representation of the steps a consumer takes from awareness to
advocacy, highlighting touchpoints and emotions.
Related: experience blueprint.
Example: Mapping a retail shopper’s path from online research to in‑store purchase and post‑sale service.
Application: Identifying pain points and opportunities for improvement.
Challenge: Capturing the full omnichannel reality and emotional nuances.
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Decision Fatigue – reduced decision‑making quality after a series of choices, leading to avoidance or default
selections.
Related: choice overload.
Example: Shoppers abandon carts after navigating many product options.
Application: Simplifying assortments and offering curated recommendations.
Challenge: Balancing variety with simplicity.

Diffusion of Innovation – the process by which a new idea spreads through a social system over time,
categorised by adopter groups (innovators, early adopters, etc.).
Related: adoption curve.
Example: Early adopters of a wearable device influence mainstream acceptance.
Application: Targeting communication to specific adopter segments.
Challenge: Predicting tipping points and managing resistance.

Emotional Branding – strategy that creates strong affective connections between consumers and a brand,
often through storytelling and sensory cues.
Related: brand affect.
Example: A luxury perfume uses evocative imagery to elicit romance and nostalgia.
Application: Building loyalty that transcends rational price considerations.
Challenge: Measuring emotional impact and ensuring authenticity.

Engagement Rate – metric that measures the level of interaction (likes, comments, shares) relative to
audience size.
Related: social media KPI.
Example: An Instagram post receives 5 % engagement from its followers.
Application: Assessing content resonance and community health.
Challenge: Distinguishing meaningful engagement from vanity metrics.

Ethnographic Research – qualitative method that observes consumers in their natural environment to
uncover unconscious behaviours and cultural contexts.
Related: field study.
Example: Researchers shadow families during grocery shopping to understand decision cues.
Application: Generating deep insights for product design and positioning.
Challenge: Time‑intensive and may raise privacy concerns.

Experience Economy – concept that consumers increasingly value experiences over tangible goods, driving
demand for memorable interactions.
Related: service‑dominant logic.
Example: A coffee chain offers live music and art installations to enhance the visit.
Application: Designing experiential retail concepts and events.
Challenge: Scaling experiences while maintaining quality.

Expectation‑Disconfirmation Theory – framework stating that satisfaction results from the gap between
perceived performance and prior expectations.
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Related: confirmation bias.
Example: A hotel exceeds advertised amenities, leading to positive word‑of‑mouth.
Application: Managing marketing promises and delivering consistent service.
Challenge: Over‑promising can backfire if delivery falls short.

First‑Party Data – information collected directly from consumers by the brand, such as purchase history,
website behaviour, and survey responses.
Related: zero‑party data.
Example: An apparel retailer stores email preferences and purchase frequency in its CRM.
Application: Personalising communications and targeting offers.
Challenge: Ensuring consent and complying with data‑privacy regulations.

Frictionless Commerce – design approach that minimises obstacles in the purchasing process, aiming for
seamless transactions.
Related: checkout optimisation.
Example: One‑click buying on a mobile app eliminates form entry.
Application: Reducing cart abandonment and increasing conversion.
Challenge: Balancing speed with security and data capture needs.

Frequency Capping – limiting the number of times an individual sees the same advertisement within a set
period.
Related: ad exposure control.
Example: A user sees a banner ad no more than three times per day.
Application: Preventing ad fatigue and improving ROI.
Challenge: Coordinating caps across multiple platforms and devices.

Gamification – applying game‑like elements (points, badges, leaderboards) to non‑game contexts to boost
engagement and motivation.
Related: behavioral incentives.
Example: A loyalty app awards points for each purchase, redeemable for rewards.
Application: Encouraging repeat behaviour and data collection.
Challenge: Keeping mechanics relevant and avoiding gimmickry.

Generational Cohort – grouping of consumers based on birth years who share similar experiences, values,
and consumption patterns.
Related: demographic segmentation.
Example: Millennials (born 1981‑1996) often prefer digital‑first experiences and value authenticity.
Application: Tailoring messaging, product features, and channel mix.
Challenge: Avoiding over‑generalisation; intra‑cohort diversity exists.

Growth Hacking – rapid experimentation across marketing channels to identify the most effective ways to
grow a business.
Related: lean marketing.
Example: A startup uses referral incentives to accelerate user acquisition.
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Application: Scaling quickly with limited resources.
Challenge: Maintaining brand integrity while pursuing rapid tactics.

Heuristic Processing – mental shortcuts consumers use to simplify decision‑making, such as relying on
brand reputation or price cues.
Related: cognitive bias.
Example: A shopper chooses a familiar brand over an unknown one to reduce evaluation effort.
Application: Leveraging trust signals and simplifying choices.
Challenge: Over‑reliance can limit exploration of new offerings.

Impulse Buying – unplanned purchase triggered by emotional or situational cues, often at point of sale.
Related: trigger marketing.
Example: A shopper adds candy to the basket while waiting at the checkout counter.
Application: Designing point‑of‑sale displays and limited‑time offers.
Challenge: Regulatory scrutiny on targeting vulnerable consumers.

Innovation Diffusion – same as Diffusion of Innovation; see that entry for details.

In‑Store Analytics – use of sensors, video, and Wi‑Fi data to track foot traffic, dwell time, and shopper
pathways inside physical retail spaces.
Related: store performance metrics.
Example: Heat‑map data shows high dwell around a new product display.
Application: Optimising layout, staffing, and promotional placement.
Challenge: Ensuring anonymity and complying with privacy laws.

Intent Data – signals that indicate a consumer’s readiness to purchase, such as content consumption
patterns or search queries.
Related: lead scoring.
Example: A prospect downloading a product comparison guide signals high intent.
Application: Prioritising sales outreach and tailoring nurture sequences.
Challenge: Distinguishing genuine intent from casual browsing.

Journey Orchestration – coordinated delivery of personalised experiences across channels based on
real‑time consumer actions.
Related: omnichannel strategy.
Example: A retailer triggers a push notification with a discount when a shopper lingers on a product page.
Application: Enhancing relevance and conversion.
Challenge: Integrating disparate data sources and maintaining privacy compliance.

Key Performance Indicator (KPI) – quantifiable metric used to evaluate success of a specific objective.
Related: benchmark.
Example: Monthly active users (MAU) is a KPI for a social app.
Application: Tracking progress and informing strategic adjustments.
Challenge: Selecting KPIs that reflect true business impact, not vanity metrics.
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Keyword Intent – classification of search terms based on the underlying goal (informational, navigational,
transactional).
Related: search intent.
Example: “buy running shoes” signals transactional intent.
Application: Aligning SEO content to match user intent.
Challenge: Ambiguous queries may require nuanced interpretation.

Latent Demand – unmet consumer needs that are not yet expressed because the solution does not exist or
is not known.
Related: unarticulated need.
Example: Early smartphones created latent demand for mobile apps.
Application: Innovating new product categories.
Challenge: Identifying and validating hidden opportunities.

Life‑Cycle Marketing – strategy that tailors communications and offers to the different stages of a product’s
market life (introduction, growth, maturity, decline).
Related: product lifecycle.
Example: Aggressive discounting during the decline stage to clear inventory.
Application: Optimising spend and messaging over time.
Challenge: Accurately forecasting stage transitions.

Long‑Tail Market – niche segments that collectively represent a substantial portion of total demand, often
served online.
Related: long‑tail theory.
Example: An online bookstore sells thousands of obscure titles that together generate significant revenue.
Application: Expanding SKU assortment and leveraging recommendation algorithms.
Challenge: Managing inventory and ensuring discoverability.

Market Saturation – condition where a product category reaches maximum consumer adoption, limiting
growth opportunities.
Related: penetration ceiling.
Example: Smartphone ownership in developed markets approaching 100 %.
Application: Shifting focus to differentiation, services, or emerging markets.
Challenge: Avoiding price wars and maintaining profitability.

Market Segmentation – process of dividing a broad consumer base into sub‑groups with shared
characteristics for targeted marketing.
Related: targeting, positioning.
Example: Segmenting by income, lifestyle, and purchase frequency.
Application: Customising product features, pricing, and communication.
Challenge: Balancing granularity with actionable size.

Micro‑Moments – intent‑driven moments when consumers turn to devices for quick answers, often
influencing purchase decisions.
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Related: instant intent.
Example: A consumer searches “nearest coffee shop” while on the go.
Application: Optimising mobile presence and delivering concise, relevant content.
Challenge: Capturing attention in fragmented attention spans.

Mixed‑Methods Research – combining quantitative (surveys, experiments) and qualitative (interviews, focus
groups) approaches to gain comprehensive insights.
Related: triangulation.
Example: Using survey data to validate themes uncovered in ethnographic interviews.
Application: Strengthening validity and depth of findings.
Challenge: Coordinating timelines, budgets, and data integration.

Moment of Truth – any interaction point where a consumer forms an impression that influences purchase or
loyalty.
Related: critical touchpoint.
Example: A customer service call that resolves an issue can turn a dissatisfied buyer into a brand advocate.
Application: Prioritising training and quality assurance for high‑impact moments.
Challenge: Identifying all moments across channels.

Need Hierarchy – model (often based on Maslow) that orders consumer needs from basic physiological to
self‑actualisation, influencing purchase motivations.
Related: motivation theory.
Example: Consumers seeking status may purchase luxury goods to satisfy esteem needs.
Application: Positioning products according to the targeted need level.
Challenge: Individual differences may blur hierarchical boundaries.

Net Promoter Score (NPS) – metric that gauges customer loyalty by asking respondents how likely they are
to recommend a brand on a 0‑10 scale.
Related: loyalty index.
Example: A score of 70 indicates strong promoter base.
Application: Benchmarking against competitors and tracking changes over time.
Challenge: Limited diagnostic detail; follow‑up surveys needed for depth.

Neuromarketing – application of neuroscience techniques (EEG, eye‑tracking, fMRI) to understand
subconscious consumer responses to stimuli.
Related: biometric research.
Example: Measuring brain activity to assess emotional response to packaging colour.
Application: Refining visual design and messaging for maximum impact.
Challenge: High cost, ethical considerations, and translating data into actionable insights.

Omni‑Channel Strategy – integrated approach that provides a seamless consumer experience across all
physical and digital touchpoints.
Related: cross‑channel harmony.
Example: A shopper adds items to an online cart, picks them up in‑store, and receives follow‑up email
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receipt.
Application: Enhancing convenience and brand consistency.
Challenge: Synchronising inventory, data, and service standards across channels.

Opportunity Cost – the benefit forgone by choosing one marketing action over an alternative.
Related: trade‑off analysis.
Example: Allocating budget to influencer campaigns may reduce spend on traditional TV ads, potentially
missing older audiences.
Application: Prioritising initiatives based on expected ROI.
Challenge: Quantifying intangible benefits and future impacts.

Out‑of‑Home (OOH) Advertising – promotional messages displayed in public spaces, such as billboards,
transit shelters, and digital screens.
Related: out‑of‑home media.
Example: A digital billboard in a commuter hub shows a limited‑time offer.
Application: Building mass awareness and reinforcing brand recall.
Challenge: Measuring direct response and attribution to sales.

Perceived Value – consumer’s assessment of the benefits received relative to the price paid.
Related: price perception.
Example: A premium coffee brand justifies higher price through artisanal sourcing narrative.
Application: Positioning and pricing strategy development.
Challenge: Aligning actual product performance with perceived benefits.

Personalisation – tailoring content, offers, and experiences to individual consumer preferences and
behaviours.
Related: one‑to‑one marketing.
Example: An email campaign recommends products based on previous purchases.
Application: Increasing relevance, engagement, and conversion.
Challenge: Balancing depth of personalisation with privacy concerns.

Personas vs. Segments – personas are narrative representations of ideal customers; segments are
data‑driven groups based on measurable criteria.
Related: target audience definition.
Example: A persona describes “Sustainable Sam” with motivations, while a segment groups all customers
aged 25‑35 with high eco‑spending.
Application: Personas inspire creative direction; segments guide analytical targeting.
Challenge: Keeping both aligned and updated.

Predictive Analytics – statistical techniques that use historical data to forecast future consumer behaviours,
such as churn or purchase propensity.
Related: machine learning models.
Example: A retailer predicts which customers are likely to buy a new product line.
Application: Proactive marketing, inventory planning, and risk mitigation.

Read online: https://certificates.lsba.org.uk/glossaries/3911530/
consumer-behaviour-and-trends

London School of Business and Administration · 22 Jun 2026



G LO S S A RY

Challenge: Data quality, model bias, and interpretability.

Price Elasticity – measure of how quantity demanded responds to a change in price.
Related: elastic vs. inelastic demand.
Example: A 10 % price drop leads to a 15 % increase in sales volume, indicating elastic demand.
Application: Optimising pricing strategy and promotional depth.
Challenge: Estimating elasticity across segments and channels.

Purchase Funnel – visual representation of the stages a consumer passes through from awareness to
purchase, traditionally shaped like a funnel.
Related: conversion pathway.
Example: Awareness → Consideration → Intent → Purchase.
Application: Identifying drop‑off points and focusing optimisation efforts.
Challenge: Modern journeys are often non‑linear, requiring flexible modeling.

Referral Marketing – strategy that encourages existing customers to recommend a brand to peers, often
incentivised with rewards.
Related: word‑of‑mouth.
Example: A ride‑sharing app offers free rides for each successful referral.
Application: Leveraging trust to acquire low‑cost, high‑quality leads.
Challenge: Designing incentives that motivate without eroding profit margins.

Relationship Marketing – long‑term focus on building strong connections with customers rather than
one‑time transactions.
Related: customer retention.
Example: A coffee shop loyalty program offers personalized rewards based on purchase history.
Application: Enhancing lifetime value and advocacy.
Challenge: Maintaining relevance as consumer preferences evolve.

Research Ethics – principles governing the conduct of consumer research, including informed consent,
confidentiality, and avoidance of harm.
Related: IRB, data protection.
Example: Obtaining explicit permission before recording interview participants.
Application: Ensuring credibility and legal compliance.
Challenge: Navigating differing regulations across regions and platforms.

Retention Rate – proportion of customers who continue to purchase over a defined period.
Related: churn, loyalty.
Example: A subscription service retains 85 % of users after six months.
Application: Measuring health of the customer base and effectiveness of engagement tactics.
Challenge: Isolating factors that drive retention versus external influences.

Return on Investment (ROI) – financial metric that compares net profit generated to the cost of an
investment.
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Related: marketing efficiency.
Example: A campaign costs $50,000 and produces $150,000 in revenue, yielding an ROI of 200 %.
Application: Justifying spend and allocating resources.
Challenge: Capturing indirect benefits and attributing multi‑touch contributions.

Revenue Attribution – process of assigning credit for sales to specific marketing activities or touchpoints.
Related: multi‑touch attribution.
Example: Using a weighted model to allocate 30 % credit to email, 50 % to paid search, and 20 % to social
media.
Application: Optimising budget distribution across channels.
Challenge: Data fragmentation and the “last‑click” bias.

Search Engine Optimization (SEO) – set of practices aimed at improving a website’s visibility in organic
search results.
Related: keyword strategy.
Example: Optimising meta tags and creating authoritative content to rank for “organic skincare”.
Application: Driving sustainable, non‑paid traffic.
Challenge: Algorithm changes and competitive keyword bidding.

Segmentation Variables – criteria used to split a market, including demographic, psychographic,
behavioural, and geographic factors.
Related: targeting criteria.
Example: Age, income, lifestyle, purchase frequency, and region.
Application: Building precise audience profiles for campaign design.
Challenge: Ensuring variables are measurable and actionable.

Social Proof – influence that people look to the actions and opinions of others to guide their own
behaviour.
Related: herd effect.
Example: Displaying customer reviews and star ratings on a product page.
Application: Enhancing credibility and reducing purchase risk.
Challenge: Managing fake reviews and authenticity.

Storytelling – narrative technique that conveys brand values and messages through compelling stories.
Related: brand narrative.
Example: A sneaker brand shares the journey of an athlete overcoming adversity.
Application: Building emotional connections and differentiating from competitors.
Challenge: Aligning story with diverse audience interpretations.

Sustainable Consumption – consumer behaviour that prioritises environmental and social responsibility in
purchasing decisions.
Related: green marketing.
Example: Choosing products with minimal packaging and recyclable materials.
Application: Developing eco‑friendly product lines and transparent communication.
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Challenge: Overcoming price sensitivity and green‑washing skepticism.

Target Market – specific group of consumers at whom a company directs its marketing mix.
Related: focus audience.
Example: Young professionals seeking affordable, tech‑enabled fitness solutions.
Application: Concentrating resources for higher impact.
Challenge: Accurately defining scope without being overly narrow.

Touchpoint – any point of interaction between a consumer and a brand, whether physical, digital, or human.
Related: customer contact.
Example: A brand’s Instagram post, in‑store signage, and call‑center conversation.
Application: Mapping and optimising each interaction for consistency.
Challenge: Maintaining quality across disparate channels.

Trend Forecasting – systematic process of predicting future consumer preferences, behaviours, and market
developments.
Related: future insights.
Example: Anticipating growth in plant‑based protein based on health and sustainability trends.
Application: Guiding product pipelines and strategic planning.
Challenge: Balancing data‑driven analysis with creative intuition.

Trust Signals – elements that reassure consumers about the credibility, security, and reliability of a brand.
Related: social proof, credibility badges.
Example: Displaying SSL certificates, industry certifications, and customer testimonials.
Application: Reducing purchase hesitation and increasing conversion.
Challenge: Keeping signals authentic and up‑to‑date.

Ultra‑Personalisation – hyper‑targeted approach that uses real‑time data and AI to deliver uniquely relevant
experiences to each individual.
Related: dynamic content.
Example: A travel site shows a personalised itinerary based on the user’s browsing history, location, and
weather forecast.
Application: Maximising relevance and revenue per visitor.
Challenge: Data privacy, algorithmic bias, and technical complexity.

Value Proposition – concise statement that articulates the unique benefits a product or service delivers to
the consumer.
Related: positioning statement.
Example: “Fast, affordable, and eco‑friendly laundry delivery in under 24 hours.”
Application: Guiding messaging, product features, and pricing.
Challenge: Differentiating from competitors while remaining credible.

Voice of the Customer (VoC) – systematic collection and analysis of consumer feedback, complaints, and
suggestions.
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Related: customer insights.
Example: Post‑purchase surveys that ask about satisfaction and improvement ideas.
Application: Driving product enhancements and service improvements.
Challenge: Filtering noise and acting on actionable insights promptly.

Wearable Technology Adoption – study of consumer acceptance and usage patterns of devices such as
smartwatches and fitness trackers.
Related: technology diffusion.
Example: Early adopters wear devices for health monitoring, influencing mainstream uptake.
Application: Designing integrated ecosystems and data services.
Challenge: Overcoming battery life concerns and privacy anxieties.

Word‑of‑Mouth (WOM) – informal communication among consumers about brands, products, or
experiences.
Related: organic advocacy.
Example: A friend recommends a new restaurant on social media.
Application: Encouraging positive WOM through exceptional service and shareable moments.
Challenge: Negative WOM can spread quickly; monitoring is essential.

Zero‑Party Data – information that consumers proactively share with a brand, such as preferences, interests,
and intent, often through quizzes or surveys.
Related: first‑party data.
Example: A beauty brand asks users to select skin‑type preferences, storing the answers for future
personalisation.
Application: Building highly accurate profiles without third‑party reliance.
Challenge: Incentivising users to provide data willingly and ensuring data security.

360‑Degree View – comprehensive aggregation of all consumer interactions and data points across
channels to create a unified profile.
Related: single customer view.
Example: Combining online browsing, in‑store purchases, and call‑center logs into one dashboard.
Application: Enabling consistent, context‑aware engagement.
Challenge: Data silos, integration complexity, and GDPR compliance.

Read online: https://certificates.lsba.org.uk/glossaries/3911530/
consumer-behaviour-and-trends

London School of Business and Administration · 22 Jun 2026


