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Consumer behavior plays a vital role in defining a strong preference regarding a given concept. Consumer behavior defines the underlying personality, which can be easily evaluated to provide a strong focus on the critical ideas that can be embraced in achieving a higher level of success. Consumer behavior involves attitude and commitment to a given product or service. Different individuals have different personalities, which explain the varying preferences. Companies, therefore, need to adequately understand the specific concepts, which provide a strong commitment to essential processes that define the strategies that are adopted by organizations in improving consumer engagement. Therefore, in understanding consumer behavior, Sigmund Freud provides a specific focus on individual well-being through the emphasis on essential elements that define definite success. 
The Freudian theory integrates particular concepts, which provide an understanding of crucial development within a given field, which are essential in defining a healthy level of commitment under which it is easier to make better decisions. The Freudian theory outline that human development is a process, which involves different stages. Each stage of human development has different characteristics, which define individual segmentation within the market. Organizations employ the use of different segments based on the underlying components, which determine what an individual is likely to purchase (Solomon et al., 2017).
The theory outlines that the personality theories that are being evaluated and provide a strong commitment to essential processes that define individual development. Human behavior, therefore, is determined by the interaction of the mind, superego, ego, and id. These elements dictate personal well-being where it is possible to an understanding of the source of specific behavioral traits. During each stage of human development, individuals are faced with significant social challenges within their interactive setting, which is essential in providing a greater understanding of the underlying needs. Therefore, evaluation of consumer behavior is vital in building a healthy level of preference on individual wellbeing (Claiborne & Sirgy, 2015).
The id principle in defining an individual personality focuses on pleasure. The decision that is made by a consumer to purchase a given service or product emphasis on personal satisfaction in having a given product. Therefore, a review of the available option is essential in ensuring that an individual selects the best product or quality service, which achieve a higher level of personal satisfaction. The desire that an individual has towards a given product provides a strong understanding of essential concepts that provide a very strong emphasis on personal objectives (Solomon et al., 2017).
The superego principles provide focus on conscience. Therefore even though an individual might need a given product, it is essential to evaluate the benefits and risks that are involved so that it would be easier to make better decisions that define positive choices in the market. Organizations focus on implementing strategic measures, which help in identifying a strong commitment to making better decisions. Different individuals have different concepts in deciding to buy a given product. Organizations, therefore, focus on exploiting these differences by building a strong relationship within a given market (Dootson et al., 2018).
	The ego principle provides a balance between id and superego. Finding the right balance help in making better decisions. The id and superego are two opposing forces that are very difficult to manage without the development of a reliable system which identifies specific concepts that are essential in understanding essential concepts that define individual wellbeing (Godey et al., 2016). Having a strong personality is based on the development of a clear outline between id and superego where an individual understands what they need in life based on the available alternatives. This balance is critical in shaping consumer preference within the market. Market segmentation and targeting are two essential elements that organizations consider in evaluating the possible needs of the consumer and their behavior in the market.
Cognitive psychology acknowledges the existence of an internal mental state and its overall critical influence on how an individual can perceive things. It also highlights that memory structures determine how information is perceived. Individuals tend to have different ways of how they understand things. The manner in which an individual can view a given aspect plays a vital role in informing how they tend to act. Understanding how an individual can perceive things provides a clear understanding of their behaviors and how they can be explained. It is straightforward to understand individual character based on adequate evaluation of the cognitive aspects that are considered within a given environment (Kline, 2014).
The overall understanding of this concept will be vital to understanding the underlying elements of human behavior and personality understanding. It is, therefore, an important aspect to consider since it provides a focus on what needs to be deemed to be based on a cognitive knowledge of human development. Human behavior culminates from their social environment and how the mind can perceive a given development within a social context, which creates a critical focus and allow a given type of attention based on how the perception is interpreted (Peck & Shu, 2018).
This model focuses on the overall wellbeing of an individual based on their interactions within their social environment. Human behavior is formed by the ability of an individual to interact with the situation, which can shape the direction of an individual. The environment includes parenting styles and social interactions in which an individual is exposed to. The social interaction, in this case, creates diverse forms of understanding which result in a different reflection on individual wellbeing (Solomon et al., 2017). Developing stress within a social environment is mainly because of negative interaction within a social setting. The response to a given stimulus is crucial in defining the overall wellbeing of an individual. Therefore behavioral, psychological perspective focus on understanding the key underlying elements, which help in establishing the overall welfare of an individual (Claiborne & Sirgy, 2015).
Sigmund provides a critical focus on the psychodynamic concept where it is challenging to embrace positive change based on the products and services that are provided. Human beings are driven by certain instincts that tend to be more aggressive and sexual. Individual employ varying defense mechanisms to hide certain behaviors from their social environment (Boag et al., 2015). This theory helps in understanding how human being and able to consider many things at some time while ensuring that they do not deviate from their core mandate. The theory emphasizes the unconscious. We tend to hide many things from our environment through different defense mechanisms wellbeing (Godey et al., 2016).
An individual trait is essential in determining the purchase of a given surface, which provides a strong focus on buying, having and being. These concepts can be adequately defined in this case are based on a focus on the ability of individuals to attain positive change. Individuals tend to follow specific habitual patterns, which explain their overall personality. The trait model describes how individuals perform their tasks in multiple ways. The theory seeks to understand human character through consideration of five personality traits, which provide a crucial focus on individual wellbeing (Claiborne & Sirgy, 2015).
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