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e are proud to herald in the twenty-first century with our
seventh edition, which examines the full range of consumer behavior in the context
of the incredibly dynamic, high-tech global environment in which we live.
Instantaneous satellite transmissions spread the word on new products and fashions
simultaneously across the globe to an increasingly wired global population. The
volume and diversity of Internet marketing seems to explode daily, while regional
and global marketing expands rapidly and geometrically. The variety of service and
product offerings seems boundless.

The population of students and professors has never before been so diverse, so
savvy, so experienced, so technologically literate. Never before have research
sources—journals, articles, archives, and esoteric compilations—been so available,
on stream, on-line, in hand.

And therein lay our challenge. For this streamlined age, we had to produce a
streamlined book. We did a wide-ranging, encyclopedic search of the literature,
selected the latest and most relevant articles for our new citations, pared back on old
citations, and managed to reduce the book from 21 chapters to 16 chapters, with lit-
tle sacrifice in coverage.

In this new edition we have intensified our emphasis on marketing strategy,
using both a theoretical and an applications-oriented approach. Always true believ-
ers in the marketing concept, we have tried our best to meet the needs of our con-
sumers—students, marketing practitioners, and professors of consumer behavior—by
providing a text that is highly readable and that clearly explains the relevant concepts
on which the discipline of consumer behavior is based. We have supplemented this
material with a great many “real-world” examples in order to demonstrate how con-
sumer concepts are used by marketing practitioners to develop and implement effec-
tive marketing strategies. The book is amply illustrated with timely, effective mar-
ketplace examples.

To make the seventh edition as useful as possible to both graduate and
undergraduate students, we have sought to maintain an even balance of basic
behavioral concepts, research findings, and applied marketing examples. We are
convinced that providing structure and direction for effective market segmentation
is a major contribution of consumer behavior studies to the practice of marketing.
To this end, we have paid particular attention to revising and refining the discussion
on market segmentation.

This seventh edition of Consumer Behavior is divided into four parts, consisting
of 16 chapters. Part 1 provides the background and tools for a strong and compre-
hensive understanding of the consumer behavior principles that follow. Chapter 1
introduces the reader to the study of consumer behavior, its diversity, its development,
and the role of consumer research. It contains a detailed discussion of ethical con-
siderations in marketing and consumer practices. The first chapter also introduces a
simple model of consumer behavior decision making which provides the framework
for understanding and relating the consumer behavior principles studied throughout
the book. Chapter 2 provides readers with a detailed overview of the critical consumer
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research process and the techniques associated with consumer behavior research,
including a discussion of positivist and interpretivist research methods. Chapter 3 pre-
sents a comprehensive examination of market segmentation.

Part 2 discusses the consumer as an individual. It begins with an exploration of
consumer needs and motivations, recognizing both the rational and emotional bases
of many consumer actions. Chapter 5 discusses the impact of a full range of
personality theories on consumer behavior and explores consumer materialism,
fixated consumption, and compulsive consumption behavior. The chapter considers
the related concepts of “self” and “self-image” and includes a new discussion of
“virtual personality” and self. Chapter 6 provides a comprehensive examination of
the impact of consumer perception on marketing strategy and the importance of
production positioning and repositioning. The chapter is followed by a discussion of
consumer learning, limited and extensive information processing, and the
applications of involvement theory to marketing practice. This chapter includes a
new section on measures of consumer learning. After an in-depth examination of
consumer attitudes (now one comprehensive chapter), part 2 concludes with a
discussion of communication and persuasion, and links consumers as individuals to
the world and people around them.

Part 3 is concerned with the social and cultural dimensions of consumer
behavior. It begins with a newly combined discussion of consumer reference groups
(including virtual groups and communities), family role orientations, and changing
family lifestyles. Chapter 11 presents consumers in their social and cultural milieus
(including the emergence of the new “techno class”), and investigates the impact of
societal and subcultural values, beliefs, and customs on consumer behavior. Part 3
concludes with an extensive discussion of cross-cultural marketing within an
increasingly global marketplace.

Part 4 explores various aspects of consumer decision making. It begins with a
comprehensive discussion of personal influence, opinion leadership, and the
diffusion of innovations. Next, it describes how consumers make product decisions
and explores the newly important practice of relationship marketing. This section
examines in detail the simple model of consumer decision making that was briefly
introduced in chapter 1, and ties together the psychological, social, and cultural
concepts discussed throughout the book. It includes a greatly expanded exploration
of consumer gifting behavior, and concludes with an examination of the expanding
research focus on individual consumption behavior and the symbolic meanings of
consumer possessions.

OVERVIEW OF MAJOR CHANGES

The text has been thoroughly updated and revised, yet substantially shortened to focus
attention on critical consumer behavior concepts and to highlight the linkages between
interrelated principles and processes. Some of the major changes are as follows.

¢ Chapters 8 and 9 have been combined into chapter 8, “Consumer Attitude For-
mation and Change.” The new chapter 8 streamlines the flow of the text and
strengthens the link between closely related material. Key principles from the
previous edition have been retained and updated and enhanced by new tables,
illustrations, and numerous examples that show marketing strategy in action.

e Chapters 11 and 12 have been combined to form chapter 10, “Reference
Groups and Family Influences.” This chapter carefully traces the influence of
both nonfamily and family groups on consumer behavior. All the critical
concepts pertaining to reference group membership and the influence of
reference groups and the family remain, presented with complete definitions
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and explanations along with specific marketing examples. New and revised
tables and illustrations highlight principles and issues of particular importance.

e Chapters 17 and 18 have been combined to form chapter 15, “Consumer Influence
and the Diffusion of Innovations.” As a result of this change, students can more clearly
see the linkage between two interrelated issues—the influence that others have on
a consumer’s behavior and the dynamic processes that shape the consumer’s accep-
tance of new products and services. Definitions and examples of key concepts have
been retained and enhanced with many new tables and figures; selected sections have
been streamlined and updated in recognition of emerging ideas and practices.

e To streamline the text and focus students’ attention on consumer behavior issues
directly related to marketing strategy, chapters 20 and 21 have been eliminated and
examples of the application of consumer behavior principles to not-for-profit
marketing and public policy issues have been integrated throughout the new edition.

¢ Every chapter features numerous new examples, advertisements, figures, tables,
and diagrams. These have been carefully designed to bring consumer behavior
principles to life and to show how marketers actually apply consumer theories and
research in the development and implementation of effective marketing strategies.

SUPPLEMENTS

The following state-of-the-art supplements package has been created to support the
seventh edition of Consumer Behavior.

Instructor’s Manual

This helpful teaching resource, prepared by James V. Dupree of Grove City College,
contains chapter objectives, lecture outlines, chapter summaries, and answers to
end-of-chapter questions and exercises.

Test ltem File

Extensively revised for the seventh edition, the Test Item File, also prepared by
James V. Dupree, contains more than 1500 items, including multiple-choice, true-
false, and essay questions that are graded for difficulty and page-referenced to the
text. The test items are also available through the Prentice Hall Test Manager
program (Windows version).

PowerPoint Slides and Acetate Color Transparencies

A PowerPoint 4.0 set containing more than 200 electronic slides covers key concepts
and includes complete lecture notes and illustrative tables and figures from the text.
This material is also available in a full set of acetate color transparencies for

those professors who prefer to use an overhead projector in class.

Advertisement Transparencies

New to this edition, a set of over 75 acetate color transparencies of recent ads, both
domestic and international, is provided together with teaching notes for each ad.

On-Line Cases

Four part-ending video cases, and four chapter-end cases, together with supporting
questions and teaching notes, are located on-line at www.prenhall.com/schiffman.

Each video case explores consumer behavior issues as they are managed by
Sputnik, Nascar, Yahoo!, and Kodak. A 10-m1nute company-based video segment
supports each part-ending case.

xvii
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In addition to these exciting video cases, we offer four chapter-end cases. Each
two-pages, in length explore the concepts presented in various chapters throughout

the text.

Web Exercises

The seventh edition also offers Web-based exercises for each chapter in the text.
Located on-line at www.prenhall.com/schiffman, each Web question challenges
students to use the Internet to resolve consumer behavior issues.

Consumer Behavior Video Library

Prentice Hall has produced four company-based video segments to accompany this
edition. Each video is approximately 10 minutes in length and profiles consumer
behavior concepts as they are managed by companies such as Sputnik, Nascar,
Yahoo!, and Kodak. Each video supports a comprehensive part-ending case.

Instructor’s CD-ROM

A great lecture presentation tool, this easy—-to-use software works with PowerPoint
7.0 and includes, for each chapter, PowerPoints, videoclips, and ads together with
complete lecture notes, preview questions, and discussion questions.

Comprehensive Web Site: www.prenhall.com/phbusiness/phlip

Prentice Hall is proud to offer the best Web resource in the industry for both profes-
sors and students. “PHLIP” is a comprehensive Web site that supports Prentice Hall
Business Publishing. As one of the featured titles on PHLIP, Consumer Behavior,
Seventh Edition offers bimonthly updates by chapter, including timely readings and
Internet links. A password-protected professor resource section allows adopters to
download the Instructor’s Manual and PowerPoint files, along with a set of four video
cases, four chapter-end questions, and Internet exercises. PHLIP, developed by Dan
Cooper of Marist College, also includes a feedback feature and bulletin board for pro-
fessors teaching the consumer behavior course. Additional teaching resources are
available in the “faculty lounge” feature.

Student resources include updates, access to study tips, software help, and related
Web site links. PHLIP can also be used to organize homework and out-of-class
exercises and projects for students.
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