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Abstract

This article is a documentary study, by collecting data from concepts, academic works, research
results, articles, news related to the marketing factors related to the buying decision, with the aim
of this article is intended to demonstrate the academic ideas and findings of researches that support
the marketing factors related to the purchasing decision are (1) integrated marketing communication,
such as advertising, online marketing and social media, viral marketing and (2) customer relationship
management, such as price reductions, special events. The marketing factors related to the buying
decision by mediated on psychological factors, such as perception, motivation, attitude. Therefore, busi-
nesses should apply the integrated marketing communication and customer relationship management
in order to reach their target customers. Along with building good relationships with customers to
let customers perception, learning, motivation, good attitude towards products and services, and

the finally, customers buying decision of products and services.
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N7 2 Model of Consumer Behavior

Note Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed). NJ: Pearson. p.187
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