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Leveraging Psychology in Digital Marketing : Case Study

Choi, Yang-ael)
Chung, Byoung-gyu2

Abstract

The applications of psychology principles in marketing arcas were pervasived. As the importance of digital
marketing has increased, the cases of applications of psychology principles in digital marketing areas also has
increased. This study analnyzed digital marketing cases based on the psychology principles of social proof, scarcity
and loss aversion, reciprocity, commitment and consistency, anchoring. Cases were analnyzed amomg USA and
Korea in digital marketing areas. This attempt will facilitating interdisciplinary research. It also will improve
customer engagement, increase customer life value, and develope virtuous circle of customer journey through

optimal user interface and message strategies.

Keywords: Digital Marketing, Psychology Principle, Interdisciplinary Research, Customer Journey
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