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Consumer Insights and The Marketer’s Response

Seeking Resonance from Consumers
Today’s consumers are social media savvy. Especially the young Gen Z and 

millennials. And, of course, consumers of all ages order food on their smartphones 
now. Consumers adopted this practice with a heightened frequency during the 
Covid-19 stay-home time. (Note the Popeyes campaign happened in July 2020). Savvy 
marketers like Popeyes are adept at tapping into this smartphone and net-centered 
buying habit of consumers. And we all enjoy watching a prank, of the innocent, 
harmless type, so the Popeyes’ prank of stalking 
the pizza delivery person was purported to 
engage us, and it surely did. Occasionally, we 
like to play a prank ourselves, again, the small, 
innocent type of prank. So, who among us could 
resist the temptation of pranking a loved one’s 
phone to autocorrect their habitual order of 
pizza to the food brand we suddenly realized we 
wanted to eat? In their marketing campaigns, 
all marketers have a singular question: Will it 
resonate with their customers? Or they should. 
Such resonance comes from being tuned into 
the consumer pulse.

Now that we understand consumer behavior, the inevitable 
question is, how can we put all this knowledge to use to serve the 
consumer better? As customer-oriented marketers, we already 
know that we serve our business interests best by satisfying the 
consumer. Understanding consumer behavior—how consumers 
seek and obtain happiness in the marketplace—should enable 
us to fashion a marketing program that accords with our 
target consumers’ modes of thinking, feeling, and acting. To 
satisfy consumers, marketing programs must respond well to 
consumers’ motivations and needs, their hopes and aspirations, 
and their identities and life projects. In this section, we develop 
some key ideas for a consumer-behavior informed, responsive 
marketing program.




