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ABSTRACT 

There have been some multiple understandings and considerations of the concept of consumer 

behavior, however little is known about the concept in this contemporary area. This research 

purpose is to explore the concept of consumer behavior under different aspects of its 

interpretation. The approach is based on a sound documentary analysis, with some direct and 

indirect observations.  It consists of a sound search for relevant literature, followed by the 

evaluation of sources, an identification of themes, and gaps. 

The results show that there are some similarities but also some differences in the definition of 

the concept following the research context. As such, there is not a quite common definition of 

this concept. However, a common conception of consumer behavior refers to the particular 

perceptions of habits, lifestyles, attitude and practices.  

 Keywords: Consumer behavior, Consumption, Africa, Marketing.  

___________________________________________________________________________ 

 INTRODUCTION 

The concept of consumer behavior is defined by several authors in the Western context 

specifically such as De Mooij and Hofstede (2011), Schneider, Krieger, and Bayraktar (2011), 

Campanella (2016), Agarwala, Mishra, and Singh (2018), and Islam and Chandrasekaran 

(2020). In the African context little is known about the concept of consumer behavior (Diop, 
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2012; Sahlaoui, 2016; Nassè, 2020).  For some researchers such as Hulland (2019), Vargo and  

Koskela-Huotari (2020) there is a need for conceptual papers in a marketing perspective but 

researchers interest in conceptual papers is trifling for many reasons such as the numerous 

challenges confronted in framing conceptual papers (Vargo & Koskela-Huotari, 2020), the 

failure of  both academia and publishers to motivate and encourage  researchers to do so. The 

purpose of this research is to revitalize the consideration for conceptual papers by intending a 

conceptual review of consumer behavior. However, the deep understanding of consumer 

behavior in different context can help both companies and managers to refine their strategies 

towards consumers, and thus, renovate their given products and services. 

Still, what is the understanding of the consumer behavior concept virtuously by researchers in 

contemporary marketing perspectives? 

This paper aims to make a thorough review of the literature on the concept of consumer 

behavior in a present marketing angle. 

   RESEARCH METHODOLOGY 

Process: This is a sounding documentary analysis in which articles and books are gathered for 

the purpose of this research. The documentary analysis is also completed by some direct and 

indirect observations. Thus, a synthesis is made to bring out the different themes on consumer 

behavior. 

Research Context: Most of the definitions on the concept have been made in developed 

countries context and what is known about the concept in developing countries’ context is 

very little. Thus, the research is carried out in Burkina Faso (Ouagadougou). Consumption 

practices have been observed and therefore described. 

Data Collection and Gathering: The data is from multi-secondary sources. The data is based 

on several research papers conducted in the African context but also, it derives from other 

various papers from the same source. Some various sources are: The researcher has chosen the 

papers that have a good quality. These sources are from internet, particularly from the 

different search engines such as ‘Google, Google Scholar, Semantic Scholar, Yahoo, 

Researchgate, and Academia’. These sources are analyzed, examined, synthesized, and 

critically evaluated to provide a perfect picture of the state of knowledge on the research 

concept. 

Ethical Considerations: It is assured that the articles and the papers that are considered for 

this review are published in some quality journals. Some of these papers are from open access 

journals and some other papers are from non-open access journals (Nassè, 2020).  
  

THE CONCEPT OF CONSUMER BEHAVIOR 

The concept of consumer behavior has been well-defined by several researchers.  Some 

Western researchers have defined consumer behavior as the exactly how and the why 

individuals consume some given products or services (Bergadaa & Faure, 1995; Esso & Dibb, 

2004). The definition of the concept of consumer behavior given by Bergadaa and Faure 

(1995), Esso and Dibb (2004), is too narrowed and it does not bring out the motives around 

consumption not only in the context of Western consumption, but also in the other contexts 

such as Africa or Asian. For Further Mokhlis (2008), consumer behavior refers to the different 

aspects of the consumer's consumption choices. Mokhlis states that consumers do make some 

decisions on the choices for instance to consume or not to consume a given product. Mokhlis’ 

approach of the concept of consumer behavior is much more centered in the Asian context and 
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it is strongly related to the religious environment, to the extent that it is not possible to 

perceive that other factors can also influence the consumption choices of consumers. Diop 

(2004) defines consumer behavior as an acquired attitude by individuals that consume a given 

product. The acquired attitude is specific to each sociocultural context and to each consumer. 

Diop goes that consumers cannot be categorised into one single group for the reason that each 

consumer is characterised by his or her socio-cultural differences. This approach to consumer 

behavior concept limits the consumer to his or her own environment, and it is too centered on 

the Senegalese Muslim consumption context. However, the concept of consumer behavior has 

been defined later by Diop (2012) still in the context of Senegal. Diop (2012) shows that 

consumer behavior includes some values that significantly influence consumers’ shopping and 

consumption choices, and these values include knowledge, manners, beliefs, and customs. For 

Agarwala, Mishra, and Singh (2018) consumer behavior is portrayed as attitudes, values, and 

actions exposed in a consumption perspective by consumers. This perception of consumer 

behavior fails to bring out the psychological aspect related to consumer behavior.  In the 

Burkinabe context, Nassè et al. (2016), Nassè (2018), Nassè et al. (2019) have defined the 

concept of consumer behavior as the how consumers examine, evaluate, decide, which 

products, and/or services they need, and then they make purchases with some specific motives 

related to choice, consumption, quality, taste, advertising, or price. 

In the Ghanaian context, the concept of consumer behavior has been approached differently. 

Galbete et al. (2017) have defined consumer behavior as an aspect of the daily life styles that 

concerns diet and food.  This aspect is always subject to some changes and to some variations 

that reflect the specific needs of every consumer. This definition of Galbete et al. (2017) is 

centered on the diet and food whereas consumption includes other type of products that may 

not be edible such as clothing, transportation, and housing. Thus, their definition is too 

narrow.  For Nassè (2021) consumer behavior is a decision mode, examination mode, and an 

evaluation mode of on products and some services before making their purchases or 

repurchases with some specific choice, consumption, quality, taste, advertising or price 

requirements and expectations. 

In a word the conceptions of consumer behavior can be classified into two themes.  First, 

there is the conception of consumer behavior as an attitude (see Table 1). 
  

  

Table 1 

Portray of Consumer Behavior as an Attitude 
Authors Conceptions of consumer behavior in the literature 

Bergadaa and Faure (1995) ; Essoo and 

Dibb (2004)  

Consumer behavior is how and why people consume products. 

 Diop (2004) Consumer behavior is an attitude adopted by individuals who 

consume a given product or service. 

Galbete et al. (2017)  Consumer behavior is a daily life style.   

Agarwala, Mishra, and Singh (2018) ; 

Nassè (2021) 

Consumer behavior refers to attitudes, values, and actions 

exposed in a consumption perspective. 

(Source : Nassè, Synthesis on the concept of consumer behavior, 2015-2018.) 
 

Second, there is the conception of consumer behavior as a choice (see Table 2). 
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Table 2 

Portray of Consumer Behavior as a Choice 
Authors Conceptions of consumer behavior in the literature 

Zikmund and D’Amico (1996) Consumption behavior corresponds to the activities in which 

people engage in making selections, purchases. 

Mokhlis (2008) Consumer behavior is similar to that of the consumer’s choice on 

a particular product. 

Diop (2012) 

 

Consumer behavior includes these values which significantly 

influence purchasing and consumption choices. 

 Nassè et al. (2016); Nassè (2018); 

Nassè et al. (2019); Nassè (2021) 

Consumer behavior is a mode of purchases or repurchases with 

some specific choice, consumption, quality, taste, advertising or 

price requirements and expectations. 

(Source : Nassè, Synthesis on the concept of consumer behavior, 2015-2018.) 
 

 

 CONCLUSION 

The concept of consumer behavior, according to the relevant literature has been defined in 

several context and different context. Consumer behavior concept has some similarities but 

also some differences following the research context. As such, there is not a quite common 

definition of this concept. However, a common conception of consumer behavior refers to the 

particular perceptions of habits, lifestyles, attitude and practices. Consumer behavior portrays 

how customers or consumers examine, choose, purchase, repurchase, use, and order ideas, 

products, and services to mollify their needs and wants. Thus, consumer behavior puts an 

emphasis on consumer’s different attitudes, choices, actions and underlying motivations in the 

marketplace. 

 

References 

Agarwala, R., Mishra, P., & Singh, R. (2018). Religiosity and consumer behavior: a 

summarizing review. Journal of Management, Spirituality & Religion, 16(1), 32-34. 

Bergadaa, M., & Faure, C. (1995). Enduring involvement with shopping. Journal of Social 

Psychology, 135(1), 17-25. 

Campanella, M. R. (2016). Halal food consumption, responsibility, moral overtones and re-

negotiation of categories among Muslim believers in Stockholm County. Uppsala, UP: 

University of Uppsala. 

De Mooij, M., & Hofstede, G. (2011). Cross-cultural consumer behavior: a review of research 

findings. Journal of International Consumer Marketing, 23(1), 181-192. 

Diop, F. (2012). L’influence de la religion musulmane sur le comportement de consommation 

au Sénégal.  Dakar, DA : Université Cheikh Anta Diop. 

Diop, F. (2004). L’achat familial en Afrique. Dakar, DA: Université Cheikh Anta Diop. 

Essoo, N., & Dibb, S. (2004). Religious influences on shopping behaviour: an exploratory 

study. Journal of Marketing Management, 20(7/8), 683-712. 

Galbete, C., Nicolaou, M., Meeks, K. A., De-Graft Aikins, A., Addo, J., Amoah, S. K., … & 

Danquah, I. (2017). Food consumption, nutrient intake, and dietary patterns in 

Ghanaian migrants in Europe and their compatriots in Ghana. Food & Nutrition 

Research, 61(1), 2-12. 

Hulland, J. (2019). In through the out door. Journal of the Academy of Marketing Science, 

47(1), 1-3. 



International Journal of Management & Entrepreneurship Research, Volume 3, Issue 8, September 2021 

 

Nassè, P.No. 303-307   Page 307 

Islam, T., & Chandrasekaran, U. (2020). Religiosity and consumer decision making styles of 

young Indian Muslim consumers. Journal of Global Scholars of Marketing Science, 

30(2), 147-169. 

Nassè, T. B. (2021). How and why extrinsic religiosity fashions Muslim consumer behavior in 

a multi-faith geography. American Journal of Marketing Research, 7(1), 1-9. 

Nassè, T. B. (2020). Religious beliefs, consumption and inter-religious differences and 

similarities: is syncretism in consumption a new religious dynamics?  International 

Journal of Management & Entrepreneurship Research, 2(2) 59-73. 

Nassè, T. B. (2020). Equity and products of SMEs: a critical literature review in a marketing 

perspective. International Journal of Management & Entrepreneurship Research, 

2(7), 458-462. https://doi.org/10.51594/ijmer.v2i7.189 

Nassè, T. B., Ouédraogo, A., & Sall, F. D. (2019). Religiosity and consumer behavior in 

developing countries: An exploratory study on Muslims in the context of Burkina 

Faso. African Journal of Business Management, 13(4), 116-127. 

Nassè, T. B. (2018). Religious practices and consumption behavior in an African context: An 

exploratory study on consumers in Burkina Faso. Doctoral Thesis, Ouagadougou, OR: 

New Dawn University in Joint Supervision with Cheikh Anta Diop University. 

Sahlaoui, M. (2016). Innovativité et religiosité: Cas de la consommation alimentaire en 

Tunisie. Proceedings of the Marketing Spring Colloquy, 7( 1), 193-212 

Schneider, H., Krieger, J., & Bayraktar, A. (2011). The impact of intrinsic religiosity on 

consumers’ ethical beliefs: Does it depend on the type of religion? A comparison of 

Christian and Moslem consumers in Germany and Turkey. Journal of Business Ethics, 

102(2), 319-332. 

Vargo, S. L., & Koskela-Huotari, K. (2020). Advancing conceptual-only articles in marketing. 

Academy of Marketing Science, 10(1),1-5. 

Yaakop, A. Z., Hafeez, H. M., Faisal, M. M., Munir, M., & Ali, M. (2021). Impact of 

religiosity on purchase intentions towards counterfeit products: investigating the 

mediating role of attitude and moderating role of hedonic benefits. Heliyon, 7(2), 1-7. 
 

Acknowledgements  

The researcher hereby acknowledges the efforts made by the various respondents. The author 

is also grateful to the managers of the different companies, and to the editorial board of the 

International Journal of Management & Entrepreneurship Research. 
 

Conflict of Interest Statement  

No conflict of interest has been declared by the author. 

 

Financial support 

This research has not received any financial contribution. 

 

https://ideas.repec.org/s/taf/jgsmks.html
https://www.fepbl.com/index.php/ijmer/issue/view/36
https://www.fepbl.com/index.php/ijmer/issue/view/36
https://www.fepbl.com/index.php/ijmer/issue/view/36
http://paper.researchbib.com/view/issn/2490-4376/7/1
https://www.sciencedirect.com/science/article/pii/S2405844021001316#!
https://www.sciencedirect.com/science/article/pii/S2405844021001316#!
https://www.sciencedirect.com/science/article/pii/S2405844021001316#!
https://www.sciencedirect.com/science/article/pii/S2405844021001316#!
https://www.sciencedirect.com/science/article/pii/S2405844021001316#!

