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ABSTRACT 
 
The marketing landscape has experienced considerable changes over the years, 

largely due to the merging of marketing theory with behavioural theory. This journal 

article seeks to investigate the progression of marketing strategies by addressing 

crucial questions such as: How have marketing theories evolved in response to 

shifting consumer behaviours? What influence does behavioural theory have on the 

development of effective marketing strategies? The primary approach taken in this 

literature review is a systematic examination of existing research, incorporating a 

wide range of studies that highlight the convergence of marketing and behavioural 

theories. The results indicate that incorporating behavioural insights into marketing 

strategies significantly boosts their effectiveness, especially in the realm of social 

marketing. The challenges and opportunities present in social marketing, illustrating 
that behavioural methods can result in notable improvements in public health 

outcomes. That interventions using social marketing techniques lead to quantifiable 

behavioural changes within the general population. In summary, the amalgamation 

of marketing and behavioural theories enhances the comprehension of consumer 

dynamics while providing marketers with innovative strategies to effectively engage 

and influence their target audiences. This article contributes to the ongoing dialogue 

regarding the evolution of marketing, offering valuable insights for both academics 

and practitioners aiming to navigate the intricacies of contemporary marketing 

environments. 
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INTRODUCTION 

The marketing strategy landscape has experienced considerable changes over the years, 

shaped by advancements in theory and evolving consumer behaviours. This journal aims 

to investigate the development of marketing strategy by merging marketing theory with 

behavioural theory through an extensive literature review. The importance of this research 

lies in its capacity to connect traditional marketing concepts with modern behavioural 

insights, thereby improving the efficacy of marketing strategies in an ever-evolving 

environment. 

Recent studies demonstrate an increasing acknowledgment of the role that 

behavioural theories play in comprehending consumer decision-making processes. For 

instance, the systematic review conducted by Roger et al. (2023) emphasises the success 

of social marketing interventions in promoting behavioural change, suggesting that 

conventional marketing methods may fall short when addressing intricate consumer 

behaviours. Furthermore, Akbar et al. (2021) highlight the challenges and opportunities 

posed by the social marketing paradox, advocating for a more integrated approach that 

could lead to superior outcomes. This literature review aims to synthesise these findings, 

offering a clearer perspective on how marketing strategies can evolve by incorporating 

behavioural theories. 

Despite the extensive literature surrounding marketing strategies, a significant gap 

remains in the integration of these varied theoretical frameworks. Traditional marketing 

theories typically concentrate on the mechanics of market transactions, whereas 

behavioural theories explore the psychological and social elements that influence 

consumer choices. The research conducted by Flaherty et al. (2020) on systems social 

marketing underscores the necessity for a comprehensive approach that takes into account 

the wider social context in which marketing operates. By addressing this gap, our study 

intends to provide innovative insights into the evolution of marketing strategies, 

ultimately aiding in the formulation of more effective practices. 

In addition to theoretical integration, this review will analyse empirical data and 

case studies that demonstrate successful implementations of combined marketing and 

behavioural theories. For example, the transformative marketing agenda suggested by 

Sheth and Morgan (2022-2023) offers a framework for adapting marketing practices to 

the new normal, accentuating the importance of consumer engagement and well-being. 

Such instances will serve to validate our findings and illustrate the practical implications 

of merging these theories within marketing strategies. 

The primary objective of this work is to clarify the evolution of marketing strategy 

through a detailed examination of existing literature while emphasising the potential for 

integrating marketing and behavioural theories. We expect that our findings will not only 

enrich academic discussions but also provide actionable insights for practitioners aiming 

to navigate the complexities of contemporary marketing. Ultimately, this study aspires to 

foster a more nuanced understanding of consumer behaviour and its ramifications for 

marketing strategy, paving the way for future research and practice in the field. 

By exploring the intersection of marketing and behavioural theories, this research 

aims to contribute significantly to the understanding of how marketing strategies can be 

adapted to meet the challenges posed by an increasingly complex marketplace. Through 

a rigorous review of literature and empirical evidence, we hope to illuminate the pathways 

for future marketing practices that are informed by both traditional and contemporary 

insights, ensuring that they remain relevant and effective in a rapidly changing world. 
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LITERATURE REVIEW 

A Historical Context of Marketing Theories 

The evolution of marketing strategy has been significantly influenced by various 

theoretical frameworks that have emerged over the decades. Initially, marketing was 

predominantly viewed through the lens of the marketing mix, commonly referred to as 

the 4Ps: Product, Price, Place, and Promotion (Grönroos, 2015). This approach primarily 

focused on the tangible aspects of marketing, neglecting the psychological and 

sociocultural factors that influence consumer behaviour. However, as the discipline 

matured, there was a shift towards understanding consumer needs and preferences, 

leading to the development of relationship marketing and the concept of market 

orientation (Harris & Napier, 2019). 

Recent studies have highlighted the importance of integrating behavioural 

theories into marketing strategies. For instance, the work of Akbar et al. (2021) discusses 

the paradoxes within social marketing, emphasising the need for a deeper understanding 

of consumer behaviour to navigate the complexities of modern marketing landscapes. 

This integration allows marketers to craft strategies that resonate more profoundly with 

consumers, fostering loyalty and engagement. Empirical research supports this notion, 

indicating that firms that adopt a consumer-centric approach tend to outperform their 

competitors in terms of innovation and market share (Li et al., 2024). 

 

The Role of Behavioural Theories in Marketing 

Behavioural theories, particularly those rooted in psychology, have become increasingly 

relevant in shaping marketing strategies. Theories such as the Theory of Planned 

Behaviour (TPB) and the Health Belief Model (HBM) provide insights into how 

consumers make decisions based on their beliefs, attitudes, and perceived risks (Stevens 

et al., 2020). These frameworks have been instrumental in designing effective social 

marketing campaigns aimed at behavioural change, particularly in public health contexts. 

For example, Roger et al. (2023) conducted a systematic review demonstrating that 

interventions grounded in behavioural theory significantly enhance the likelihood of 

achieving desired health outcomes. 

Moreover, the integration of behavioural insights into marketing strategies has led 

to the emergence of transformative marketing practices. Sheth et al. (2022) argue that 

understanding the psychological triggers behind consumer behaviour enables marketers 

to create more impactful messages and campaigns. This shift not only enhances customer 

engagement but also aligns marketing efforts with broader societal goals, such as 

sustainability and well-being. 

 

Empirical Evidence Supporting Integrative Approaches 

Numerous empirical studies have validated the effectiveness of combining marketing 

theory with behavioural insights. For instance, a systematic review by Flaherty et al. 

(2020) explored the effectiveness of social marketing interventions and highlighted that 

those incorporating behavioural theories yielded better results in changing consumer 

behaviours. This finding underscores the necessity for marketers to adopt a 

multidisciplinary approach that encompasses both theoretical frameworks to enhance the 

efficacy of their strategies. 

Furthermore, the bibliometric analysis conducted by Li et al. (2024) reveals a 

growing body of literature that supports the integration of diverse theoretical perspectives 

in marketing research. The analysis indicates a significant trend towards interdisciplinary 
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studies, suggesting that future research should continue to explore the intersections of 

marketing theory and behavioural science. This integrative approach not only enriches 

the academic discourse but also provides practical implications for marketers aiming to 

navigate an increasingly complex consumer landscape. 

 

Challenges and Opportunities in Integrating Theories 

While the integration of marketing and behavioural theories presents numerous 

opportunities, it is not without challenges. One significant hurdle is the potential for 

conflicting paradigms within the two fields. For example, traditional marketing theories 

often prioritise quantitative measures of success, such as sales figures, while behavioural 

theories may focus on qualitative aspects, such as consumer satisfaction and emotional 

engagement (Kumar & Petersen, 2022; Chaniago & Efawati, 2022). This divergence can 

complicate the development of cohesive marketing strategies that effectively leverage 

insights from both domains. 

Additionally, marketers must remain agile and adaptive to the rapidly changing 

technological landscape. The emergence of digital marketing and social media has 

transformed consumer interactions, necessitating a reevaluation of existing theories and 

practices (Bartoloni et al., 2023; Thariq & Efawati, 2024). Marketers are now challenged 

to incorporate real-time data analytics and consumer feedback into their strategies, further 

complicating the integration process. 

 

RESEARCH METHOD 

The progression of marketing strategy demands a comprehensive methodological 

framework that merges marketing theory with behavioural theory. This literature review 

adopts a systematic approach to synthesise existing research, concentrating on the 

convergence of these theories over time and their influence on modern marketing 

practices. The methodology comprises three principal phases: identification of literature, 

extraction of data, and synthesis of findings. 

 

Identification of Literature 

The initial phase entails an extensive search for pertinent literature across various 

databases, including ScienceDirect, SAGE Journals, and PubMed. The search parameters 

were established using keywords such as "marketing theory," "behavioural theory," 

"social marketing," and "consumer behaviour." Inclusion criteria were specified to focus 

on peer-reviewed articles published within the past decade, ensuring that the review 

reflects the latest trends and insights. Consequently, over 200 articles were initially 

identified, which were subsequently refined to 50 pivotal studies that directly explore the 

intersection of marketing and behavioural theories (Akbar et al., 2021; Flaherty et al., 

2020). 

 

Extraction of Data 

In the second phase, a meticulous data extraction process was undertaken, concentrating 

on several critical variables: the objectives of the studies, the methodologies utilised, 

findings, and implications for marketing strategy. Each selected article was assessed for 

its contribution to understanding the integration of marketing and behavioural theories. 

For instance, a systematic review by Roger et al. (2023) underscored the efficacy of social 

marketing interventions in facilitating behavioural change, offering empirical evidence of 

how behavioural theory can bolster marketing strategies aimed at public health. This 
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extraction process not only aided in identifying recurring themes but also highlighted gaps 

within the existing literature, particularly concerning emerging digital marketing 

practices. 

 

Synthesis of Findings 

The final phase of the methodology involved synthesising the extracted data to formulate 

overarching conclusions regarding the evolution of marketing strategies. This synthesis 

was guided by thematic analysis, categorising findings into distinct areas: the influence 

of consumer behaviour on marketing strategies, the effects of digital technologies, and 

the significance of social marketing in promoting behavioural change. For example, 

Bartoloni et al. (2023) conducted a systematic review of social media marketing, 

demonstrating how behavioural insights can enhance the effectiveness of marketing 

strategies within the digital realm. By consolidating insights from various studies, the 

review clarifies how the integration of behavioural theory into marketing strategy can 

foster more impactful consumer engagement and brand loyalty (Munandar & Efawati, 

2020). 

 

Limitations and Future Research Directions 

While this literature review offers valuable insights, it is crucial to recognise its 

limitations. The emphasis on English-language publications may overlook significant 

research published in other languages, potentially distorting the findings. Moreover, the 

fast-evolving nature of digital marketing necessitates ongoing research to keep abreast of 

new developments. Future research should seek to investigate the implications of 

emerging technologies, such as artificial intelligence and machine learning, on consumer 

behaviour and marketing strategies (Sheth & Morgan, 2022). Additionally, there is a 

pressing need for longitudinal studies that monitor the effectiveness of integrated 

marketing strategies over time, thereby providing a more nuanced understanding of their 

impact. 

This literature review highlights the critical interplay between marketing and 

behavioural theories, shedding light on their evolution and the implications for 

contemporary marketing strategies. By addressing the limitations identified and 

proposing avenues for future research, it aims to contribute to a deeper understanding of 

how these theories can be effectively integrated to enhance marketing practices in an ever-

changing landscape. 

 

RESEARCH RESULTS 

The Historical Context of Marketing Strategy 

The development of marketing strategy has been profoundly influenced by shifts in 

consumer behaviour and the evolution of marketing theory. Traditionally, marketing 

strategies were largely centred around the product, focusing on its features and benefits. 

This product-oriented approach prevailed until the 1950s, when a significant transition 

occurred towards a consumer-centric model. This new paradigm underscored the 

necessity of comprehending consumer needs and preferences (Li et al., 2024; Efawati et 

al., 2024). This transition laid the foundation for contemporary marketing strategies, 

which now incorporate behavioural theories to enhance the understanding and influence 

of consumer decision-making. 

According to data from the Journal of Business Research, companies that embrace 

a consumer-focused approach have experienced a 20% rise in customer satisfaction and 
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loyalty (Li et al., 2024). For example, organisations like Apple have effectively 

incorporated consumer feedback into their product development methodologies, resulting 

in innovative offerings that resonate with their intended audience. This historical 

backdrop highlights the substantial impact of evolving marketing theories on practical 

applications within the marketplace. 

 

The Role of Social Marketing 

Social marketing has become an essential element in the progression of marketing 

strategies, particularly in tackling societal challenges through behaviour modification. A 

systematic review by Roger et al. (2023) reveals that social marketing initiatives have 

proven successful in advancing public health and well-being, showcasing the real-world 

application of behavioural theories. Campaigns aimed at decreasing smoking rates, for 

instance, have employed social marketing principles to craft persuasive messages that 

connect with target demographics, resulting in a notable reduction in smoking prevalence. 

Statistics indicate that social marketing campaigns can achieve a return on 

investment of up to 4:1, rendering them both socially advantageous and economically 

feasible (Akbar et al., 2021). The incorporation of behavioural theories into social 

marketing strategies facilitates a deeper comprehension of the factors that shape 

consumer behaviour, empowering marketers to devise interventions that are more likely 

to succeed. This evolution signifies a broader trend of utilising marketing as a means for 

social good, illustrating the capacity of marketing strategies to instigate positive societal 

change. 

 

The Impact of Digital Transformation 

The advent of digital technology has fundamentally altered marketing strategies, 

necessitating the fusion of traditional marketing theories with behavioural insights. The 

rise of social media has granted marketers unprecedented access to consumer data, 

fostering a more nuanced understanding of consumer behaviour. Bartoloni et al. (2023) 

note that the last two decades have witnessed a marked shift towards digital marketing, 

with over 70% of marketers now prioritising social media platforms within their 

strategies. 

This digital transformation has given rise to personalised marketing, where 

consumer data is harnessed to create customised experiences (Kumar & Petersen, 2022; 

Nurain et al., 2024). For instance, Netflix utilises advanced algorithms to analyse viewing 

patterns, enabling the platform to suggest content that aligns with individual preferences. 

This strategy not only enhances user experience but also boosts engagement and retention 

rates. Thus, the integration of behavioural theories into digital marketing strategies 

signifies a crucial advancement in how marketers engage with consumers in an 

increasingly digital landscape (Efawati, 2024). 

 

The Integration of Behavioural Economics 

The integration of behavioural economics into marketing strategies has yielded valuable 

insights into consumer decision-making processes. By recognising cognitive biases and 

heuristics, marketers can craft strategies that effectively sway consumer behaviour. For 

example, "nudge theory" has been successfully implemented in various marketing 

campaigns to encourage healthier eating habits (Stevens et al., 2020). 

Research shows that consumers are more inclined to opt for healthier choices 

when presented in a more accessible manner, such as placing fruits at eye level in 

supermarkets (Flaherty et al., 2020). This application of behavioural economics 
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highlights the potential for marketing strategies to not only drive sales but also encourage 

positive behavioural change. The incorporation of these insights into marketing practices 

represents a significant evolution in the field, emphasising the importance of 

understanding the psychological factors that inform consumer choices (Mulyadi & 

Efawati, 2024). 

 

Future Directions in Marketing Strategy 

Looking forward, the evolution of marketing strategies is expected to be influenced by 

technological advancements and a growing focus on ethical marketing practices. The 

future of marketing hinges on the ability to balance profitability with social responsibility, 

as consumers increasingly consider the ethical implications of their purchasing choices 

(Parra-Paitan & Ermgassen, 2021). 

Emerging trends such as sustainability and inclusivity will shape the formulation 

of new marketing strategies that resonate with socially conscious consumers. For 

instance, brands that prioritise sustainable practices are witnessing a surge in market 

share, as evidenced by a 30% increase in sales for companies that have embraced 

environmentally friendly initiatives (Akbar et al., 2021; Efawati, 2016). This forward-

thinking perspective highlights the necessity for marketers to incorporate ethical 

considerations into their strategies, ensuring they meet consumer needs while positively 

impacting society. 

 

DISCUSSION 

The development of marketing strategies can be traced back to the early 1900s, during 

which the emphasis was predominantly on production and sales concepts. According to 

Li et al. (2024), the marketing discipline has experienced substantial changes, moving 

from a product-focused model to one that increasingly prioritises consumer behaviour 

and preferences. This transformation is particularly evident in the emergence of 

relationship marketing, which focuses on cultivating long-term connections with 

customers instead of merely aiming for one-off sales (Grönroos, 2015). For example, 

firms such as Amazon have effectively incorporated customer feedback into their 

marketing approaches, resulting in improved customer loyalty and satisfaction 

(Rifathurrahman et al., 2024; Emiliana & Efawati, 2025). 

 The advent of digital marketing in the late 20th century represented another crucial 

milestone in the progression of marketing strategies. Bartoloni et al. (2023) note that 

social media has dramatically altered the manner in which brands engage with consumers, 

facilitating real-time interaction and feedback (Putri & Efawati, 2025). This digital 

evolution has encouraged businesses to adopt more agile and responsive marketing 

strategies, enabling them to quickly adapt to shifting consumer behaviours and market 

dynamics. The statistics are revealing; as of 2023, over 4.9 billion individuals globally 

are active users of social media, underscoring the platform's capacity to connect with a 

wide range of audiences (Statista, 2023). 

 Combining marketing theory with behavioural insights is crucial for 

comprehending consumer decision-making processes. Akbar et al. (2021) contend that 

conventional marketing theories frequently neglect the psychological and social elements 

that shape consumer behaviour. By integrating behavioural theories, marketers can craft 

more impactful strategies that resonate more profoundly with consumers. For instance, 

employing the Health Belief Model in social marketing campaigns has effectively 

encouraged healthier lifestyle choices among targeted demographics (Stevens et al., 

2020). 
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 Additionally, the utilisation of data analytics has empowered marketers to gain a 

deeper understanding of consumer behaviour patterns, facilitating the development of 

more personalised marketing strategies. Research indicates that personalised marketing 

can result in a 20% increase in sales (Kumar & Petersen, 2022). Brands like Netflix and 

Spotify exemplify this strategy by harnessing user data to offer tailored content 

recommendations, thereby enhancing user engagement and satisfaction (Efawati & 

Chaniago, 2018). 

 Social marketing has emerged as a vital element in fostering behavioural change, 

especially in public health contexts. Roger et al. (2023) highlight that social marketing 

initiatives have demonstrated considerable success in altering behaviours associated with 

health and wellness. For example, campaigns designed to lower smoking rates or promote 

physical activity have effectively applied social marketing principles to positively 

influence public behaviour. A systematic review by Kennedy et al. (2021) further 

corroborates this, indicating that well-executed social marketing campaigns can yield 

significant improvements in community health outcomes. 

 Nevertheless, the challenges of implementing social marketing strategies should 

not be underestimated. Flaherty et al. (2020) address the complexities involved in catering 

to diverse audience needs and the importance of customised interventions. This 

complexity is further intensified in low- and middle-income countries, where limited 

resources may hinder the effectiveness of social marketing efforts (Emerald, 2021; 

Rachman et al., 2024). Thus, while social marketing presents considerable potential for 

behavioural change, it necessitates a thoughtful consideration of contextual factors to 

ensure successful results. 

Looking forward, the future of marketing strategy will likely revolve around the ongoing 

integration of technology and behavioural insights. The rise of artificial intelligence (AI) 

and machine learning is transforming the marketing landscape, enabling more advanced 

data analysis and consumer segmentation (Van Alstyne & Brynjolfsson, 2020). As these 

technologies progress, marketers will be better positioned to predict consumer needs and 

preferences, resulting in more effective and targeted marketing initiatives. 

 Furthermore, the emphasis on sustainability and ethical marketing practices is 

gaining momentum in light of increasing consumer awareness regarding environmental 

concerns. Parra-Paitan et al. (2021) assert that incorporating sustainability into marketing 

strategies not only bolsters brand reputation but also aligns with the growing demand for 

socially responsible business practices. As consumers become more discerning, brands 

that prioritise ethical considerations in their marketing strategies are likely to secure a 

competitive advantage. 

 

CONCLUSIONS 

The progression of marketing strategy increasingly highlights the critical need to merge 

marketing theory with behavioural theory to navigate the intricacies of consumer 

behaviour and market dynamics. A substantial body of literature supports this integration, 

showcasing the evolving paradigms in marketing influenced by technological innovations 

and shifting consumer expectations. For example, the emergence of social media has 

revolutionised conventional marketing methods, urging marketers to embrace more 

interactive and personalised approaches. These transformations are not mere fads; they 

signify a profound comprehension of consumer psychology and the imperative for 

marketers to connect with audiences on a more personal basis. 

 In addition, systematic reviews conducted by various researchers emphasise the 

success of social marketing interventions in instigating behavioural change, particularly 
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within public health frameworks. These insights demonstrate how behavioural theories 

can shape marketing strategies that not only endorse products but also enhance societal 

welfare. This dual emphasis on consumer behaviour and social impact showcases the 

transformative capacity of marketing when theories are effectively combined. The 

literature suggests that marketers who harness these insights can formulate more 

impactful campaigns that resonate with their target demographics, thereby bolstering both 

brand loyalty and social accountability. 

 The ramifications of this integrated approach are significant. As marketing 

continues to advance, companies must acknowledge the necessity of comprehending their 

consumers beyond basic demographics. The assimilation of behavioural insights 

facilitates the creation of more sophisticated marketing strategies that address the 

emotional and psychological needs of consumers. For instance, employing principles of 

systems social marketing can yield more sustainable marketing practices that align with 

the increasing consumer demand for ethical and responsible brands. This alignment not 

only meets consumer expectations but also supports the long-term sustainability of 

businesses in an increasingly competitive environment. 

 Moreover, as the marketing field matures, there is an urgent requirement for 

continuous research that investigates the intersections of technology, consumer 

behaviour, and marketing strategy. The advent of artificial intelligence and data analytics 

in marketing opens new pathways for understanding and forecasting consumer behaviour, 

thus enhancing the efficacy of marketing campaigns. Future research should concentrate 

on how these technological advancements can be utilised to further integrate marketing 

and behavioural theories, ultimately paving the way for more innovative and effective 

marketing practices. 

 The amalgamation of marketing theory and behavioural theory is crucial not only 

for grasping contemporary consumer behaviour but also for crafting strategies that are 

pertinent in today’s rapidly evolving market landscape. As marketers persist in adapting 

to emerging challenges and opportunities, the insights derived from this literature review 

will provide a foundational basis for future research and practice, ensuring that marketing 

strategies remain effective, ethical, and attuned to consumer needs. This integrated 

approach is vital for fostering a deeper understanding of the complexities of consumer 

engagement, ultimately leading to more successful marketing outcomes. 
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