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Reconsidering Strong’s Theories of Selling: Organizing of the Classic Consumer Purchasing
Behavior Researches Based on the Science of Information Directories,
and Suggesting the Challenges of the Modern Internet Marketing
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The purpose of this paper is to organize the researches on the classic consumer purchasing behavior
based on "Theories of Selling, Strong (1925)" as observed by information directories, offering suggestions
based on consumer behavior theory and marketing theory to be applied in modern Internet business. By
careful examination of Strong (1925), which was set in the year 1925, the awareness of the importance of
increasing the level of the purchasing psychological transformation of the consumer was clearly
understood, producing a number of theories in the period that followed. F urthermore, discussions of this
era such as Strong (1925), also discussed delving into many modern major challenges. Their discussions
were also included, such as the marketing strategy of the customer’s point of view. For instance, the
discussions of prospects and the layout of the advertisement also can be seen at the beginning.
Consequently, resulting from the standpoint of the science information directories, the outcomes of the
classic consumer purchasing behavior researches could be incorporated into the modern Internet
Marketing.
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