Homo Zappiens and the effect on customer behaviour

Suzanne Tesselaar

In this paper I argue the effect of media, carriers and communication channels on consumers’ decision time allocation. The decision-making processes are distorted by lack of time, resulting in instant decision making (Simon 1997). Over-signalling occurs when advertisers are fighting for the consumer’s attention in a 24/7 economy. The over-signalling becomes a spiral as advertisers try to invent new and more ways to communicate with their target groups. Lack of time, over-signalling and the desire to be contactable at all times forces consumers to exclude or escape: to zap. Homo Zappiens zap between media, carriers, tasks and signals. This poses a challenge for marketing communication professionals to catch the consumer’s attention at the right time and place, and with the right medium. This interaction has immediate effects on consumer behaviour towards communication signals, expectations from suppliers, their products and brands. In this paper I look at the effect on consumer behaviour on brands and customer service and will argue that Homo Zappiens do not ‘zap’ on brands but have become more brand loyal than before the explosion of digital communication signals. I conclude that the need for personal contact is increasingly forcing organisations back from virtual contacts to face-to-face contact and focus on their reputation.
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