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PREFACE

I love to people-watch, don't you? People shopping, people flirting, people parad-
ing. . Consumer behavior is the study of people and the products that help to
shape thelr identities. Because I'm a consumer myself, I have a selfish interest in
learning more about how this process works—and so do you.

In many courses, students are merely passive observers, learning about top-
ics that affect them indirectly if at all. Not everyone is a plasma physicist, a
medieval French scholar, or even an industrial marketer. But we are all con-
sumers. Many of the topics dealt with in this book have both professional and
personal relevance to the reader, whether he or she is a student, professor, or
marketing practitioner. Nearly everyone can relate to the trials and tribulations
associated with last-minute shopping, primping for a big night out, agonizing
over an expensive purchase decision, fantasizing about a week in the Caribbean,
celebrating a holiday, or commemorating a landmark event, such as a graduation,
getting a driver’s license, or (dreaming about) winning the lottery.

In this edition I have tried to introduce you to the latest and best thinking by
some very bright scientists who develop models and studies of consumer behav-
ior. But, that’s not enough. Consumer behavior is an applied science, so we must
never lose sight of the role of “horse sense” when we try to apply our findings to
life in the real world. That’s why you'll find a lot of practical examples to back
up these fancy theories. That’s also why you’ll find a new feature I'm very
excited about. It’s called “Reality Check,” and boy, did I have fun creating it. I
was helped by a great panel of college students from around the world. Each was
chosen by their professor to represent their universities on the panel, and they
did their schools proud. Their comments help to flesh out the material by pro-
viding a valuable perspective on ethical and strategic issues discussed in the text.
You'll find their take on these questions in every chapter. See whether you agree
with them.

Beyo

As this book’s subtitle suggests, my vision of consumer behavior goes well
beyond studying the act of buying—having and being are just as important if not
more so. Consumer behavior is more than buying things, such as a can of peas; it
also embraces the study of how having (or not having| things affects our lives and
how our possessions influence the way we feel about ourselves and about each
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other—our state of being. I developed the models of consumer behavior that
appear at the beginning of text sections to underscore the complex—and often
inseparable—interrelationships between the individual consumer and his or her
social realities.

In addition to understanding why people buy things, we also try to appreci-
ate how products, services, and consumption activities contribute to the broader
social world we experience. Whether shopping, cooking, cleaning, playing bas-
ketball, hanging out at the beach, or even looking at ourselves in the mirror, our
lives are touched by the marketing system. As if these experiences were not
complex enough, the task of understanding the consumer multiplies geometri-
cally when a multicultural perspective is taken. The American experience is
important, but it’s far from the whole story. This book also considers the many
other consumers around the world whose diverse experiences with buying, hav-
ing, and being are equally vital to understand. In addition to the numerous exam-
ples of marketing and consumer practices relating to consumers and companies
outside the United States that appear throughout the book, chapters contain
boxes called “Multicultural Dimensions” that highlight cultural differences in
consumer behavior.

As more of us go online everyday, there’s no doubt the world is changing—and
consumer behavior is evolving faster than you can say World Wide Web. This fifth
edition highlights and celebrates the brave new world of digital consumer behav-
ior. Consumers and producers are brought together electronically in ways we
have never before experienced. Rapid transmission of information is altering the
speed at which new trends develop and the direction in which they travel —espe-
cially since the virtual world lets consumers participate in the creation and dis-
semination of new products.

One of the most exciting aspects of the new digital world is that consumers
can interact directly with other people who live around the block or around the
world. As a result, the meaning of community is being radically redefined. It's no
longer enough to acknowledge that consumers like to talk to each other about
products. Now we share opinions and get the buzz about new movies, CDs, cars,
clothes—you name it—in electronic communities that may include a house-
wife in Alabama, a disabled senior citizen in Alaska, or a teen loaded with body
piercings in Amsterdam.

We have just begun to explore the ramifications for consumer behavior when
a Web surfer can project her own picture onto a Web site to get a virtual
makeover or a corporate purchasing agent can solicit bids for a new piece of
equipment from vendors around the world in minutes. These new ways of inter-
acting in the marketplace create bountiful opportunities for businesspeople and
consumers alike. You will find illustrations of the changing digital world sprin-
kled liberally throughout this edition. In addition, each chapter features boxes
called “Net Profit” that point to specific examples of the Net’s potential to
improve the way business is conducted.

But, is the digital world always a rosy place? As in the “real world,” unfor-
tunately the answer is no. The potential to exploit consumers, whether by invad-
ing their privacy, preying on the curiosity of children, or just plain providing false
product information, is always there. That’s why you’ll also find boxes called



“The Tangled Web” that point out some of the abuses of this fascinating new
medium. Still, I can’t imagine a world without the Web, and I hope you’ll enjoy
the ways it’s changing our field. When it comes to the new virtual world of con-
sumer behavior, you're either on the train or under it.

Like most of the readers of this book, the field of consumer behavior is young,
dynamic, and in flux. It is constantly being cross-fertilized by perspectives from
many different disciplines—the field is a big tent that invites many diverse views
to enter. I have tried to express the field’s staggering diversity in these pages.
Consumer researchers represent virtually every social science discipline, plus a
few from the physical sciences and the arts for good measure. From this melting
pot has come a healthy “stew” of research perspectives, viewpoints regarding
appropriate research methods, and even deeply held beliefs about what are and
what are not appropriate issues for consumer researchers to study in the first
place.

The book also emphasizes the importance of understanding consumers in
formulating marketing strategy. Many (if not most) of the fundamental concepts
in marketing are based on the practitioner’s ability to know people. After all, if
we don’t understand why people behave as they do, how can we identify their
needs? If we can’t identify their needs, how can we satisfy their needs? If we can’t
satisfy people’s needs, we don’t have a marketing concept, so we might as well
fold our tents and go home! To illustrate the potential of consumer research to
inform marketing strategy, the text contains numerous examples of specific
applications of consumer behavior concepts by marketing practitioners as well as
examples of windows of opportunity in which such concepts could be used (per-
haps by alert strategists after taking this course!). Many of these possibilities are
highlighted in special features called “Marketing Opportunities.”

A strategic focus is great, but this book does not assume that everything
marketers do is in the best interests of consumers or of their environment.
Likewise, as consumers we do many things that are not positive either. People are
plagued by addictions, status envy, ethnocentrism, racism, sexism, and many
other “isms.” Regrettably, there are times when marketing activities—deliber-
ately or not—encourage or exploit these human flaws. This book deals with the
totality of consumer behavior, warts and all. Marketing mistakes or ethically sus-
pect activities are also highlighted in special features labeled “Marketing
Pitfalls.”

On the other hand, marketers have helped to create many wonderful (or
at least unusual) things, such as holidays, comic books, techno music,
Beanie Babies, and the many stylistic options available to us in the domains
of clothing, home design, the arts and cuisine. I have also taken pains to
acknowledge the sizable impact of marketing on popular culture. Indeed, the
final section of this book reflects very recent work in the field that scrutinizes,
criticizes, and sometimes celebrates consumers in their everyday worlds. I hope
you will enjoy reading about such wonderful things as much as I enjoyed writing
about them.

PREFACE xw
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Adopters of the fifth edition will be provided with a useful set of resources, many
of which are new to this edition. The improvements to the teaching package
include full Web support for professor and students through our My PHLIP Web
site (www.prenhall.com/myphlip) and Course Compass, a complete online course
management system, a new video library, a set of overhead transparencies featur-
ing advertisements, and a video featuring recent broadcast commercials from
around the world. In addition, the following items comprise the support package
for Consumer Behavior, Fifth Edition.

Instructor’s Manual

This manual includes chapter summaries, chapter outline with annotations
for video cases and internet exercises, answers to end-of-chapter discussion
questions, field projects, and notes for PowerPoint transparencies and ad
transparencies.

Test Item File and PH Test Generator
For each chapter, a file of 50 multiple-choice and true/false questions, ranked by
difficulty, and a complete test generation system for Windows environments.

PowerPoint Lecture Slides

For each chapter, 25-40 slides which outline the key topics in the chapter, includ-
ing print ads. A subset of 150 of these slides are available in acetate form as trans-
parencies to accompany the fifth edition.

Cases in Consumer Behavior by Martha McEnally,

Volumes I & II

In two volumes of ten cases each, these case selections vary in length and cover a
variety of industries and types of consumer buying situations. Either of both mod-
ules can be shrinkwrapped free with the text—ask your sales representative for
the appropriate ISBN code for ordering.

I am grateful for the many helpful comments on how to improve the fifth edition
that were provided by my peer reviewers. Special thanks go to the following
people: Cynthia Webster, Mississippi State University; Amy Rummel, Alfred
University; and Sylvia D. Clark, St. John’s University.

Many other colleagues and friends made significant contributions to this
edition. I would like to thank, in particular, the following people who made con-
structive suggestions or who provided me with a sneak peek at their research
materials and manuscripts now in press or under review:

Jennifer Aaker, Stanford University

Mark Alpert, University of Texas

Craig Andrews, Marquette University

Mary Jo Bitner, Arizona State University

Amitava Chattopadhyay, University of British Columbia (Canada)
Susan Fournier, Harvard University

Giiliz Ger, Bilkent University (Turkey)

Ron Hill, University of Portland

Charlie Hofacker, Florida State University

Margaret Hogg, University of Manchester (United Kingdom]|
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Donna Hoffman, Vanderbilt University
Annama Joy, Concordia University (Canada)
Lynn Kahle, University of Oregon

Jerome Kernan, George Mason University
Noreen Klein, Virginia Tech

Robert Kozinets, Northwestern University
Russell Laczniak, Iowa State University
Therese Louie, University of Washington

John Lynch, Duke University

Deborah Roedder John, University of Minnesota
Greg Rose, University of Mississippi

John Sherry, Northwestern University

Itamar Simonson, Stanford University

Robert Veryzyer, Rensselaer Polytechnic Institute
Dan Wardlow, San Francisco State University
Richard Wilk, Indiana University

A special group of professors around the world helped to make the new
Reality Check panel a reality. The students they nominated to participate in the
panel were delightful to work with, and their numerous thoughtful comments
made this innovative experiment a pleasure to carry out. [ am indebted to all of
them:

Student

University

Sponsoring Professor

Sabrina Aslam

Giselle Gonzales Aybar

Dmitri Batsev
James Beattie
John Dollman IV
Jennifer Freet
Pamela Gillen
Eric Jude Guacena

Michael Hollet
Liv Amber Judd

Katherine S. Kennedy
Constanza Montes
Larranaga

I-Cheng Liu (Frank)
Liana Mouynes
Annalise M.
Mulholland

Michelle Purintun

Satish Ranchhod

Sara Glenn Rast

Simon Fraser University,
Canada

Pontificia Universidad Catolica
Madre y Maestra, Dominican
Republic

University of Alaska Fairbanks
University of Exeter, England
West Virginia University
George Mason University
Dublin City University, Ireland
Virginia Commonwealth
University

Edith Cowan University,
Australia

University of Saskatchewan,
Canada

James Madison University
Universidad de Chile, Chile

Florida State University
University of Washington
Virginia Polytechnic Institute
and State University
University of Wisconsin-La
Crosse

University of Auckland, New
Zealand

Southwest Missouri

State University

Judy Zaichkowsky

Ray Victor

Laura Milner
Andrea Davies
Paula Bone
Laurie Meamber
Darach Turley
Deborah Cowles

Ronald Groves
Tammi S. Feltham
C.B. Claiborne
Enrique Manzur
Mobarec

Ronald Goldsmith
Therese Louie
Noreen Klein
Gwen Achenreiner

Brett Martin

Peggy Gilbert



Concetta Rini College of William and Mary Lisa Szykman

Kerri Ruminiski Idaho State University Ron LeBlanc
Mai Sasaki Keio University, Japan Takeo Kuwahara
Nicole Schragger Edinburgh University, Scotland ~ David Marshall
Astrid Spielrein ASSAS University Paris II, Patrick Hetzel
France
Ho Xiu Rong (Tina) Nanyang Technological Roger Marshall
University, Singapore
Gregory T. Varveris DePaul University Linda FE. Alwitt
Fant Walker University of Mississippi Greg Rose
Jessica Wells Utah State University Cathy Hartman
Jill Wittekind University of Nevada, Las Vegas  Gillian Naylor
Ayano Yamada Keio University, Japan Takeo Kuwahara

Extra special thanks are due to the preparers of the ancillary materials: John
R. Brooks Jr. from Houston Baptist University for preparation of the Instructor’s
Manual and Test Item File, Milton Pressley for preparation of the PowerPoint
lecture slides, and Martha McEnally for preparing the selection of cases that
accompany the text. These cases are packaged in groups of ten, and are of varying
length, and can be packaged free with the fifth edition.

I would also like to thank the good people at Prentice Hall who as always
have done yeoman service on this edition. In particular I am indebted to my
tenacious editor, Whitney Blake, for helping me to navigate the sometimes
treacherous waters of publishing. Thanks also to Bruce Kaplan, Melissa
Pellerano, John Roberts, Anthony Palmiotto, Suzanne Grappi, and Richard Allan
for their support and great work.

With the support and tolerance of my friends and colleagues, I would never
have been able to sustain the illusion that I was still an active researcher while I
worked on this edition. I am grateful to my department chair, Carol Warfield,
and to Dean June Henton for their continuing support. Special thanks go to two
of my courageous doctoral students, Carrie Lego and Natalie Quilty, for their
tireless help. Also, I am grateful to my undergraduate students, who have been a
prime source of inspiration, examples, and feedback. The satisfaction I have gar-
nered from teaching them about consumer behavior motivated me to write a
book I felt they would like to read.

Last but not least, I would like to thank my family and friends for sticking
by me during this revision. They know who they are, since their names pop up in
chapter vignettes throughout the book. My apologies for “distorting” their char-
acters in the name of poetic license! My gratitude and love go out to my parents,
Jackie and Henry, and my in-laws, Marilyn and Phil. My super children,
Amanda, Zachary, and Alexandra, always made the sun shine on gray days.
Finally, thanks above all to the love of my life—Gail, my wonderful wife, best
friend, and occasional research assistant: I still do it all for you.

M.R.S.
Auburn, Alabama
March 2001
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CONSUMERS IN THE
MARKETPLACE

This introductory section provides an overview of the field of consumer behav-
ior. Chapter 1 looks at how the field of marketing is influenced by the actions of
consumers and also at how we as consumers are influenced by marketers. It
describes the discipline of consumer behavior and some of the different
approaches to understanding what makes consumers tick. It also highlights the
importance of the study of consumer behavior to such public policy issues as
addiction and environmentalism.
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