Education
=S FREFEEE N RAH

(10th Edition)

=R |. E&HT (Del l. Hawkins)
4PN

Wit L. OEHE (David L. Mothersbaugh)
(%) THREDKF =

F7A J. NHE (Roger J. Best)
BENX A 2%

T pEE i




(ZFIChR + FRFBFE10RR)

(10th Edition)

Building Marketing Strategy

G
.m
>
©
<
@
om
R
@
=
=
@
c
O
o




ABREMNE THEETHORR R R S& P ELHRETHERSRIIZM, W0 THREh
SR SN, o BIHE MERE T ANASIMEEMER, HRERKLR, ASWKETH,
PR L TR ST A5 A BRI B8, 55 1ORR7E & S5 AN T BB 1B 0 e JRe P 2 ik
B, BT T A BPRCTE, HREENT WNAR TR S REER, BT REAR A R TH
REIT AR ARG, MERM—EEFT TR IER, REIEOWERY . ABEAmERR T
BB RAN R ARHE, BT, MBAER, thalfEhA Xt 5Lk TIEENEEIRY.

Del 1. Hawkins, David L. Mothersbaugh, Roger J. Best. Consumer Behavior: Building Marketing Strategy,
10th Edition.

ISBN-13 978-0-07-310137-8

ISBN-10 0-07-310137-0

Copyright © 2007 by McGraw-Hill Companies, Inc.

This authorized English-Chinese bilingual edition is jointly published by McGraw-Hill Education (Asia)
Co and China Machine Press.

No part of this publication may be reproduced or transmitted in any form or by any means, electronic or
mechanical, including photocopying, recording, taping, or any information and retrieval system, without the
written permission of the publisher. This edition is authorized for sale in the People’s Republic of China only,
excluding Hong Kong SAR, Macao SAR and CHINA Taiwan.

All rights reserved.

A R AGERR I LBR Dol AR Fn X E S5 - AR BE (EM) HRAFEEHR. REHRE
FEBEF, A 8RIER S RE R RA BOEMNE . RASREEARMESN (R
R, R IR TR P ES B #HE.

A 15 H M A McGraw-Hill 22 BIB5 (945 %, THrEE A HEIHE,

BIRA, @R
FHEEME AR HRERNES R

ABRRINEIZS . B 01-2006-3872
BEBER&E (CIP) ¥

WEIThY (EXH - FHBEI0K) / (%) E4£H (Hawkins, D. L. ), (%) LEKE
(Mothersbaugh, D. L. ), (%) 4% (Best,R.J. ) #, FEEFE. —Jbx. YU T AR, 2007.9

(B EHERLIFEE R UREH)

4 # 5 X . Consumer Behavior: Building Marketing Strategy

ISBN 978-7-111-22377-1

L 1.OE- @9 QU Off - W HRETAYE -BEFER - B -, L V.FI13.55
Hh [ A P S TR CIPBiE i (2007) $147033%5

HUBE Tl A RREE (e st iBIK 7 75 1 8220 BREcHait 100037)
FiEgsE. REFE KBkl xkE
=TT A RAREIR - BEBEALR R RAT
20074E9 A 85 AR 88 1R ENARY

214mm x 275mm + 48.75f3k

EHr: 85.007%

WA, mAEGT. ®o. KR, AsdkiTEiAR
Aty ek, (010) 68326294
iEheE . (010) 88379007



tH hiijt BH

HEBA001EMA T (T mB&EEER AR TIHERBHARENE TERLY,
B R A AR T RALE S, MBIk, EHRTAIRMHEEK
EREHANL, #HEER HEmRBA, @R, @Rk WRE, WEKFEER
WAEREKRERE P H K.

BUBE ol bR A8 5y #124 TIR BN KA TR, 2% RS S E S EH 2k s
Hit, 20, JFRIEHFMBYIER, SENELERASTAERENHRT “BS¥8
SN EHIREM” A5, Bt HIRAYIZ R 7B B 7 B bR L3S ol 3415 % A
WIPLFE b, Hrh ko Bt RIER I B KR HIE L TSR A2 /2 e, HT
WHEARVBEM EFHIRS TikE, SHRERTHEFNERER, RELE TSiEENE
IZFARGBA —EMRNLT RS, &4 ENBCERNShR X S E S HE SN0
ARRSTERM T E LM, DA REICE ST E A, 25 RIS r 2Lk,
B TR EBIMN A TR O, TRESHAE. REHSHR, RS iEEdkny
HETME, RIVERBKE. '

ERFRNFERIE KEEFIEENR, HTREMEEHRMIZAFIBEBLES
TEE R A L EREH LR EFNRRERE, ICEROIBUATE. 25K BRI,
NIEFHMHEERIBESHELHEARBREZAGESEEELES, REZMANE
M. PHEMEL Ko & BRI AT (U R R VEE A ARIR S AR, HFER SR
TeFEREEERRE, BiE KiEEEEigd R, LB REEE, LIRS Sk
1a, (Famitiyr, HeHEZ, FUEIAMEL,

B, REFSHEBRREXHMMIHER, B3 THERS. L3A%. HHFKE. &
HREEBRMELRKFENIR D LIHEE, I E SR 2 KB LIEAR
EHERHE! ARESHERESFELRT 5SLEL B REDE R SEWE 2
R RAE Z D RBINEEAEEHE, WL ARINBRE 5%,

BWill]” KiEEX RN XERM A X DFEHLEY LB ETRELMEIN, &
"] L4 1t hzjg @ hzbook.com 5 1B &,

VUL b R e AL B 5 AT



E&W. NSSEMEUERE GERET LS BUREETF980%, Z5ER3 £6
iT—ik. 20004, HRAVASHBRBIETETR, FEBHKE, 25T AL IREOFIE,
T, AIE20024 2 8IRBHIE ok, BIEMIEMEIZBIEI0NR.

EREB A EHERETHEER B, BELHSANXSAHGANE, MAASS
HEHWSARLH LLREA KA ANBE SR SIM, £BHSAKESY. B B2 AR,
B RETHOOMR . HREAHERSEANFEALREHSURNER, B4 e
BT TR, ERERETHMNOELSNE, 2 8y He T RET MO HE
%, Ak, Bxf. HriE®W. #H. b6, ADGHARE. RERBEETNS. 2
SRIX— 5 BT B BB K805y Sk B £, B A — BB 5 BHEHE R AR £ 3 B Hoft I K SR
BEBILE LR, SRl RET ANMBEMEE, AR, 3510k,
BHL. M. . AR, ARBASARHR, BB NBERERESR. BEY
SIS E T, EAR DG b s MR 8% 17 20 5 2 R 5 T 1)
. RE—EILN, KEASEIZEHHASTENABLBEOEE. 5, BEHE
ABi SR RO I S R B UL R BB T H i T R E A48,

HEERTHELR, BIOREEAUTHERTIEBRES. (1) FEMMTRE KB
HREM R REONEMEH, BEFXER EEI T B RAFTHM, TN T S EIR R
KE, (2) “HREBN MHAMTREOAEIES, FRESNTE 2 RKRA R
BFRTHBRETABAORE, (3) HERMH—LRFST THREES, 1) M
B, e, SEEE TS, BB SR hER S00 £ 45 nF2 000£ 38,

AHBNRLE., J7E, MENEESEHAENREGTHETHN, BB
WA ARESTE, PHEEAEERE. FROEGTUEEE R MRS, EE,
Wi EE/MER, EAREEENIHE. ABEABERRTHEHRMEL LARE. W
70k, MBAEIE, BTEAAXERSTRTIEENR LRy,

ABMP SR ETEBRY, £, EEBRTRS, 2ETETRNESROAL,
IR % K B 38 o — e IR T M BRI 5 AT T 20 TE . ZESLBANIE A FE 2 B, B
HEMAERABIEOFERE, 002, TR, 2% TEW. WL, &5 o5, 7
fH. REE. K. BEB. BHEMH AR,

MR BERRESMERENTE, BRRTHRANE S, BRIES, &
BHBIEE 5. &, B OERDREHLGES, RAHYGD KiEERZRRREC
HHEHIE P RUBIR S IR T LT, 5.

HE#H
FhFEXHF



W ERHRE— TREEMERE T ANER . REEWERE, TIRENENXHY
WE k. WM ATREANHS, EARAERZINE L. BOARRHEIH—A,
XR—ZHERE, NEAEX LY, HRETAUERRBEZMENZK, SRMNE-TA
HIA G BEBAX, AP EERUIHARETANER, XFHEBH B TR ELFHH
RE. EHNEHARMEFOHIAR.

HIAE MR S HBETH

AR EE MRG58 A SRS RETANRARERE, K2H
I M REIT BRI R EL NS, BERS SRR, A8 X —
BRME S RN RBUL A S E ARG, FEOR, e TREETIRA
(& IR R AR IR I, i, BIIEET RIS A, K2
TS MM, LA S F BT B e o B4R B0 — E RN E . XhX S, FWiE(L, %
CATRH ELE 02 LRI A2 2 TR TR BT A R O R R S 4 A TEL T, ST, AnRABf1RE
BETEHREITERERELS TR RERX —F%, BRABRET ALK R
TR S 5 TR W L 7 AR B SRk R |

ERERETHERMNR B HEHRERETER, MR, XHTERERZHE
NS AR A AR i, TR X B B h5E T A A SR BB AR, X AbRI
ST JL 4% B L B RS R 2

LERATE F4iHEE W 5 ERMAMNY., BIREERI—2ERK, HRHE%EII
BNV N T AR A RS . AR MEch LR B R RRNER, R, RAE
LM ENMILEH, ERRREENE “TBE" RGNS, WRRALEEM
KB, XI5BRIT, HFEBTAENEE, REETHEBHEAAE. FERHEHS
BB RS SRR 2 REFRER T B, R 24 3 B T A TR
HERFEREEA LTS, ERER L RXEER TR “TUES
EHRME RN, BAMIRMEERMNS SBEETAE EBE" R, B5ATRMK
HA BB RN, RREARBRREARAE, EXEHIOKR. P55, B, £E
KHBENES (B8, EREBTSFEAE, HHAERR),

5ERMELZHUAR, $HZ—BEER, BIFEA, TRESNTESE, £
SEXHMEE: AL S (AN E) XRBERDOTIHEHER? ~ X
SERE ek —EirE” FRaRE. BUEE, NNEEAES FiEold
HEERZEARR, BEoEN ER2E, BRLM T REARFMAEE G5 EE L bS5
EEYISE. [FRE, 2555 T EH% A Th I B M T T RRTR A A T4 R A B A
1055 H i 5 T 0 S R L S — s,



Vi

ABREAETIESHERM . ARHBHITALMEENMIAELRAERBATRR “BX” WE
WiEes . Tk, HONKEE A HEmER. &%, ERE BT ERBHREITAMBSMEIR FLRKE
Rifi 2 E A, X — RSN IT Lo AT m N g B A, ®AOH, RENEMMEA EMNE
fi#, A FTRETEARIEIE I T B antthic X — &

Hok, $R1UET /EEHRIEIE RS & Rt B b ix Lot & il phis R s fl, BAMLIKEFEEBERY, XK
LHHAEEIRIR “anfilia Aix 87, iR R 2B EA R EE W IE SRR A R L s X —

Bfa, EEEMEEomESR, RI T L3RS L s X & T LA TR, 153h5 6.

HBSHBRETH

M EA BRI - ABRHETRE . KL B TWEIE R R 2 £ T TOESRRAI [, B iH %
HE. BB, Bk, BREBFRS, SHEBE . BRERIE™ &, BRAEH% LIE %k
LRI RIFE D, ROV LB THROPERNERE. TRERET AR TREARINEED, ERMBH
ERRIHRE.

EWEDEERBOMLHET, BRI N R 2 R LA R anfal il 3%, b4 UK B &2 am
BT A, MAFRERHARNOIT A, A7 —EMHERETAMIR, FRG T T EHE Rz X
iR, BAGREERT RMIAEWHE., AR SN TRNFEEHNER-FSAGOHITREZE, Alith
ERMANLSHN SR ERR. BARZAURRBENTARIE, BATEELCAE, THRERE MR
MRk EERRA, HERBHRINEFNTRIR LR AL E,

AHEM TR B BEHENIER L, BB X Bl R X L R ERRER, AT
FRAENS K % HH B 9 & FP7EE 81 B ATl R B AR AV EE 1) .

HEREESHBEITH

HEHXMHBREOLL S, REARMBE A AT B bRIPIESILERTL, BREEALELHBFF
B XERMEZHN, FAZEIREBZENHIERA, BINEFES HX—HEH I AR Wi,
xR R REALBOEE, R EmERCE ZROEMERAEAN TR, XASHE THRIE%
FET AN EEEEN @,

LEERGSR, UIRREBERFGHBRETAMPRBNGR 2 —. EABE, BIHRE—F5
SHARNEE, BNEEFEEHERETADNSAIBLES. PAEFILE SR ETRES X
fIRE

F10EMEHARE
AR A HA S E R, HHEHIHRE T ANEREERE, CERERET AHRT R X
ST AR KBRS, b TR LML RGOS, FIOBRMETIFSHUEENE.

BEMFRAR

ITHAEARERBHBERAES, A BRFMORARCKREMA T5 LR ARELNEETHE
ke, W4E.



vii

« £ EE Y

o B Wasg O N B RO b dd
s AT BERdBR CaE T

s tEARM

BERIFAEIRIE

BRULATF R AL B & A K& EE Z M E K @b e, X —MRHx s pil TSR L, B A,
2B S A BNERMAD A, F2EMBPN B E2HLT TS RARLRB. F6 70234

* Bollywood (ENE k) &l EBx:

* Roper Starch 2Bk 4k 1 5 2. 8405

s BE LM

s BEREFLEB T
HREENNA

ABCLH TIOM, RSB ERBEENT R T, REEFMEWETIMHERE/ AN, [kt
REFZ B WAIRA B, HOHEE &M, kAL DRFARS - SEMEMARINE EH, 845
A4, MNAASEIL304E B RO B AR g s fib s,

RESE
AR — A5 (E IR A AT RORH OB, I SR RR 0 RN

H&E3e
B E L SO AT AR LA — D K BR AT 435% — BHOMBH SN A, X Eesc i Rl . BORFRndEE R 4055 B
IR B 17 A OB & R g I,

HEREEM

HRE BN ER A BE G — 8 B, SR T 35— B4 MBI 114 7 3 1 075 44 S B Il L A 28
FOBEL, HHA — iR R LAk Rh 2 3 R A . ERH B %

BB SHELDBNEERE

HEWMERERZ T AMNSH FEH LB, 0288 &M & 00 AE, A0l THSE
WRHEATITIR, X ETHEE RSP A R INCASR N, 20208 £ 20105k 5 Y SR B (k2 FIBORT AL
IR, HHREER, BB NIE RO S0 55 HEHIR A %,
™ E%I

TR IE TE R SO IR 3% 4 4T D MR Bk, R SRS 85 5E RN B 4T iR B w2
ENEERN, BEZG, BARARA TREMEROEL, B R IGSEA SRS WS R — A
URGE . €:3:0F: 30 8
'2I8]

BREHWAR . GABESESRTRE A O E X E RS BRER, XiE BEE,



viii
M iC AL A R S R E .

WA
T TSR T8 B LR A * B N OB AR B 5 6 [A] B R 5 A 5 D SOMRHR H R IS B
Pepik, MTXEFBNERAFERBTIRINGS), BiZ iR, E e LUEAREEL,

SLRRETh

BREEMERE AWM TRRA X LG WAL, X B8] B R4S B IE BT SMB L BRiE
b, fETIRELL T WY S IBRS], HRESERA R, SRRl s, %, RERAERENS,
XL CIHA R AT RERRR EAM IR, FRIUR— %A RRESIAHA .,

FHEPNRMEEITHR
SFA MR IIMEE . RO MREPIRG AR, HRETHEIL,

=B

BT RIEZI, BEZEHMARS.

XSERBIATLAR A A ERE ERE, BTFHENSERBETIR. 2ARERXMY %, 12500
X LERGIHES IR THEMA HAL,

AERGIMINE R—2%, Biidh 2, XBEEHTRELLF LA/DERSH. Bob, thE g
DAME M T RBOR M. ROTEEA B EA, ERGNEEEOPRENMHE, FeEHIRTESHT
o H iR Bz R BT 0D, SRMYET, _

BANROEMITUNFFEOAERDA ., EOUGHAE —LTHEB, (HXHTHERE A 5 sh— Ll ik 3t
KHRTIHE, T L, B ROTLUS RET Sk & (b0 £ BRI ST 547,

RBEMRSEMA

FAIHBRET A Hrh ERRAN— S EB T RENE, BRITHEREEHRAFRRENSES,
B3 F O X TR ZAERBA R A—FHABHRE, ¥ FRE68ETHHEHNRNRRNSE:, HRAE
FEMEARA T RARRAIE . HRE YT B EATTE A,
HEETRHEIT

P ZBIRYE TH M X —EHERMEHETHRETAFHIERR SR, HEEHRMTERLRLERE
HEKIFER, HRETAHFTLRE ERRER P+ Xk —RREBFHR, BE¥ERA, MEEEY

BARRES, BRHRETHESENLAGERES OSSR RLE, WM, HREFAFITL
AEH.

RRLEAN
KL 5EMNE
FARIL A4



IR iR
S
E
H-Wy 8 ©B
B1E HEETHEHIHEH
BRBE oo s
1.1 SHEBMESHMIGTZTER 9
1.2 A ERAE S EBEBTY oo 11
1.3 TARAIT coovvreremmmmmemenmn e 14
1.4 FIAGHASY covvrevemrmmrmmmennemnanneeneeeaens 16
1.5 FAHEEYARBE oo rmrrrmmeee e 19
1.6 SEBERBITR - oovrerrvmmreermeraneans 22
1.7 BEERNHER e
1.8 SHBMBITHEMER oomroroe 28
1.9 SEBMEREN o ooeermmrnnriierie e 30
JNVBE e 31
B> I W

F2E ARENXUTHBETEHESTH -9
2.1 ALBYE N covererorrreeee e 42
2.2 STLMMETEIES - ovvovrerereornnennnandd
23 FEXATEESHBHES e 56
2.4 DIRITAL ooorerrrerrre e e 63
2.5 DIRADIRIE ~voreeeerrrmermereneiieieenns 66
26 BXAERMETHELREE oo 68
INVBE e e 7

$IE TUHMEELL. PR o
31 XETANMEMETAL voeevrevrmmermenes 82
3.2 MMENSEHER - et 93

48 TUFMEEHS. AD

‘ RIS SR oo s
4.1 ALIIRHEE  cooeererrmime 116
42 BREFEHIFB rorerrrrrmrmrenmenns 123
4.3 FHBPE e 135
4.4 EEPHSER e 136
45 HOMRIEIBER oo eeeeenn 144
46 HLSDEFMEEMREE ooorreerreeneen 146
JINVBE e 148

58 EAEMTHEEHS.

ST o157
BA TXALEGSTIE  oevovvemereeeeereeeeenennees 158
5.2 FRREIESTAL  ccvvvorrvemrrrmmninieenineinenn 159
5.3 FEMBERA  ooovoeeevrrermmnerrrennnenn 163
5.4 FEBIFBEREA  coooeerrreerrmmereammnnnnns 168
5.5 TWHEEA ooorrrrrmmmreerommenn 175
56 i%%A ................................. 179
57 EPEBEREA oooreeemrerrmeererennn 180
5.8 PURIATZEEA  --ocovvrrermvermvmemmnnens 181
5.9 I AL  coverorererrrrrnnieiniaeniian 181
510 KIRTESTHE -vovvervrerermmmooneenrennnnnn 186
JIVEE <o eere 187

$6E XEH#HS. REMEA o 195
6.1 EEAELIEIMRE covooreereeroereereaans 196



6.2 EFE%%J?H .............................. 199
6.3 BYARL,EGAYPEMERN
%ﬁ%ﬁﬁimﬁ .................................... 208
64 i}i“%m% .................................... 209
6.5 RERESEHKM 214
6.6 SHEEBIESM oo 215
6.7 EEJLEREG oo 219
SN ee e 220
$7E BEXHEBRETANRE 2
74 BEEER o 228
72 BEBHAIEIIROTM o 235
73 BUYASBHREFWEMEN
ERGEAEIR 2319
7.4 BANABMBRAE oo 241
7.5 BUSFHBL oo 250
JIVEE e 259
;a0 F L)
£fl2-1 EBRRAETMNREFTHHIE
TH e 267
£H2-2 EHORBRBRT] e 268
£HI2-3 EEL BREEFER FE oo 270
x£H12-4 FBiEMlogan RETHER o 271
#4)2-5 Office Depotsi G REEH -~ 272
£6I2-6 DTir=IfPranglXZ¥ &
BEEE e 273
FHI2-7 TWHLER  -ooorevrenrreer 274
£62-8 MOBRKRTESEH 275
£462-9 T OERBEIIER e 276
B AR m
BBEE HIBE 281
B AIBEHIMEE e 282
82 BIE o 283
8.3 SEEE e 287

8.4 FERR oerrereeeeeeeseeien 296
8.5 A ESEEERE oo 307
JINEE < 311

s %3, BILSEREML 2
9.1 HIFETIZEIARTE oo 322
9.2 .iali\zlz{%l‘-_gq:ﬁ{]%@ ..................... 323
9.3 BN ARTHENSNARESTHES 328
9.4 23] DIZHREL e 336
9.5 RERTLEGRERERL oo 346
9.6 SERATHGBIEFTAF oo 151
JIVEE oo 354

F10E= L. MEMEE - 163
101 FHIMLRIARSE - oveeerr e 364
10.2 ZHHLIRIDFIEGSERE oo 372
10.3 AN coovrrere e 378
10.4 AMEEHIBPMBE 380
105 BELE oo 382
10.6 EEMATIHEHER ...383
JIVEE oot 387

1= REMSEARET 395
11 AEHIAMHL e 397
11.2 HBSIERIERE oveervreeereneens 404
1.3 PWSEIENTMESHRER 409
1.4 FWAEEREMNTNEHEHE

B e 411
1.5 HEEHEROTHB TR

FEREERE ~oooevrrrern e 422
IV <o eee e 424

£128 ARBESEFAR oo
12.2 HSFEHREMEE e 441
12.3 VALS™MHASEHFRERYGE coovererermreenees 445
12.4 WIEEFHRS (PRIZM) ----o------450



125 ERREEFT oo 454
VB vv e 455
E=MH R
2413-1 HHBKIBEN B o 461
=43-2 Levi's Signaturef§ & oo 462
24513-3 mMAEETERER e 464
REI13-4 YRGB RHEY 467
RpI3-5 FEKMIFHOSGHT 469
REI3-6 BUHALKBEIEEE o 470
RIGS-7 BRFGEBIEE oo 473
£413-8 Hardiplank$ E IR FH 8% - 474
£H3-9 www.teenpregnancy.org - 475
REI3-10 TEFEHHIPTR vvmereeeerrr 478

EHEsy  MRHERFLR

HEI13E HIEHEm - 483
131 BEEUHEME oo 484
13.2 [EBASIERERELG Y oo 488
13.3 ZLAUAEE e 497
13.4 BIEBEPHEERERE e 498
JINBE ev e 502

ST 51 [OOSR 509
141 SHBEREALER o 510
14.2 A BAEITIR - ooovvemermee e s14
14.3 EmEEIANANATERE - 518
14.4 (S FA S EEBBE oo 520
IV venn e 526

WISE [SEEEE 531
151 (EERIBEEPMTR oo 532
15.2 HIEFEEMAR oo 533
15.3 {ZBEETE v 538
15.4 SNERISEIBEER oo 546

Xi

155 SMEBME RIREMMIE SAA o 547
15.6 ETESEBEEANEHSKEE - 551
I = T T Y ERERESPELS 556
#1162 WIEMGHE 565
16.1 SHBEBMEHFTEEE oo 566
16.2 TEMARAE oo 572
16.3 AMEHIBTSIENMATAE oo 577
16.4 BFEBMERARERM ovvoeeees 580
JINEE v 588
F17E [EHEESME o 597
171 JESEREREGER 598
172 A o 600
173 BhEReEEEENEE - 608
17.4 SHBERBRIISERER e 614
17.5 R ARk AR L
A 1Sk SR AL TT R PR PRPPRPRIPRPPRSRS 617
17,8 T cooververoreere e 626
JIVEE v 626

F18E MEERE. BEHEMN

Tk AR 637
181 REFEIHGR -oovvrermermmrm e e 638
182 B ERERIE oo 641
18.3 EREBENE oo 644
18.4 MALIEMFHBZ B - ooveeeeee 648
18.5 ARFEEEIRRG cvvvrrrrrrromomneeneennnnnnnnns 651
18.6 BiEHRE. EEMIMMESH 655
JINVEE o 662
F SR
BB AR RIEE e 671
RHI42 FMEBEIGY oo 671
£614-3 TAETMNTEN. Blockbuster
BERAETETE oo 672

£4514-4 FRETERREAE TR e 673



Xii

$WJ4-5 Vespa;ﬁﬁ#ﬁ% ..................... 676
FH4-6 MAEEMEET o677
£44-7 Muddy Boots Mercantile --------- 678

Bhis EAHHRERAS

198 ALOMTETFH o 685
191 BLRTTIR - ooccovemrvmmrinrrrinnnenn 636
19.2 LRI -oooeerrremmrirnnneee e 698
19.3 KMIgHEA KB IBEE 698
19.4 HPBRTAHREE 2703

IINGE e 706
RS RE
RHI5-1 RAEX LASERMBREE - -oovrerv 711

RHIS-2 DEFEADVNBLHBED 712

By WHEHAWY

HRETHA
F20E WIHEHMGSHRE
?i‘% ....................................... 717
201 HHEEMMHSHAMIBOES 718
20.2 ﬂﬁ&AB{]ﬁi%&ﬂfﬁu ..................... 728
'IJ\% ................................................... 738
L Jay:ib g 30
RH6-1 JLER FREFAMREIN orerrrrmrnnens 744

BHRA R EBTSRAE e 747
BRB EBBITHEI e 757



Contents

Part One
Introduction 2

CHarPTER ONE

Consumer Behavior and Marketing Strategy 5

Applications of Consumer Behavior 9
Marketing Strategy 9
Regulatory Policy 9
Social Marketing 10
Informed Individuals 1
Marketing Strategy and Consumer Behavior il
Market Analysis Components 14
The Consumers 14
The Company 15
The Competitors 15
The Conditions 16
Market Segmentation 16
Product-Related Need Sets 16
Customers with Similar Need Sets 18
Description of Each Group 18
Attractive Segment(s) to Serve 18
Marketing Strategy 19
The Product 19
Communications 19
Price 21
Distribution 21
Service 22
Consumer Decisions 22
Outcomes 22
Firm Outcomes 22
Individual Outcomes 23
Society Outcomes 24
The Nature of Consumer Behavior 25
External Influences (Part Two) 27
Internal Influences (Part Three) 28
Self-Concept and Lifestyle 28
Consumer Decision Process (Part Four) 29

Organizations (Part Five) and Regulation
(Part Six) 29

The Meaning of Consumption 30
Summary 31

Part Two
External Influences 36

CHaAPTER TwO
Cross-Cultural Variations in Consumer
Behavior 39

The Concept of Culture 42
Variations in Cultural Values 44
Other-Oriented Values 46
Environment-Oriented Values 51
Self-Oriented Values 53
Cultural Variations in Nonverbal Communications
Time 57
Space 59
Symbols 59
Relationships 61
Agreements 61
Things 62
Etiquette 62
Conclusions on Nonverbal Communications
Global Cultures 63
A Global Teenage Culture? 64
Global Demographics 66
Cross-Cultural Marketing Strategy 68

63

Considerations in Approaching a Foreign Market

Summary 71

CHAPTER THREE

The Changing American Society:
Values 81

Changes in American Cultural Values 82
Self-Oriented Values 82
Environment-Oriented Values 87
Other-Oriented Values 90

Marketing Strategy and Values 93
Green Marketing 93
Cause-Related Marketing 94
Marketing to Gay and Lesbian Consumers
Gender-Based Marketing 100

Summary 106

97



Xiv Contents

CHAPTER FOUR
The Changing American Society: Demographics
and Social Stratification 115

Demographics 116
Population Size and Distribution 116
Occupation 117
Education 17

Income 120
Age 120

Understanding American Generations 123
The Pre-Depression Generation 124
Depression Generation 126
Buaby Boom Generation 127

Generation X 129
Generation Y 131
Millennials 134
Social Stratification 135
Social Structure in the United States 136
Upper Americans 137
Middle Americans 139
Lower Americans 141
The Measurement of Social Class 144
Multi-Item Indexes 144
Demaographics or Social Status? 146
Social Stratification and Marketing Strategy 146
Summary 148

CHAPTER FiVE

The Changing American Society:
Subcultures 157

The Nature of Subcultures 158

Ethnic Subcultures 159
African Americans 163
Consumer Groups 164

Media Usage 165
Marketing to African Americans 166
Hispanics 168

Acculturation, Language, and Generational
Influences 169

Marketing to Hispanics 171

Asian Americans 175
Consumer Segments and Trends 176
Marketing to Asian Americans 177
Native Americans 179
Asian-Indian Americans 180
Arab Americans 181

Religious Subcultures 181
Christian Subcultures 182
Non-Christian Subcultures 184

Regional Subcultures 186

Summary 187

CHAPTER Six

The American Society: Families and
Households 195

The Nature of American Households 196
Types of Households 196
The Houschold Life Cycle 199

Marketing Strategy Based on the Household
Life Cycle 208

Family Decision Making 209
The Nature of Family Purchase Roles 210
Determinants of Fumily Purchase Roles 212
Conflict Resolution 214
Conclusions on Family Decision Making 214
Marketing Strategy and Family Decision Making 214

Consumer Socialization ~ 215
The Ability of Children to Learn 216
The Content of Consumer Socialization 216
The Process of Consumer Socialization 217
The Supermarket as a Classroom 218

Marketing to Children 219
Summary 220

CHAPTER SEVEN
Group Influences on Consumer Behavior 227

Types of Groups 228
Consumption Subcultures 229
Brand Communities 231
Virtual Communities 233

Reference Group Influences on
the Consumption Process 235

The Nature of Reference Group Influence 235
Degree of Reference Group Influence 237

Marketing Strategies Based on Reference
Group Influences 239

Personal Sales Strategies 239
Advertising Strategies 240

Communications within Groups
and Opinion Leadership 241

Situations in Which WOM and Opinion
Leadership Occur 243

Characteristics of Opinion Leaders 244



Muarketing Strategy, WOM, and Opinion
Leadership 246
Diffusion of Innovations 250
Categories of Innovations 250
Diffusion Process 253
Marketing Strategies and the Diffusion Process 257
Summary 259

M Part Two CASES
Case 2-1 Starbucks Keeps It Brewing in Asia 267

Case 2-2 Norelco’s Advantage Razor
Introduction 268

Case 2-3 Crest Rejuvenating Effects 270

Case 2-4 Renault’s Logan Taps Emerging Global
Markets 271

Case 2-5 Office Depot Leads in Green 272

Case 2-6 Dixon Ticonderoga's Prang Soybean
Crayon 273

Case 2-7 The Mosquito Magnet 274

Case 2-8 Tapping the Ethnic Housing Market 275

Case 2-9 Fighting Obesity in Kids 276

Part Three
Internal Influences 278

CHAPTER EIGHT
Perception 281

The Nature of Perception 282
Exposure 283
Selective Exposure 283
Voluntary Exposure 285
Attention 287
Stimulus Factors 288
Individual Factors 294
Situational Factors 294
Nonfocused Attention 295
Interpretation 296
Individual Characteristics 297
Situational Characteristics 299
Stimulus Characteristics 300
Consumer Inferences 304
Perception and Marketing Strategy 307
Retail Strategy 307
Brand Name and Logo Development 307
Media Strategy 309
Advertisements 309
Package Design and Labeling 310
Summary 311

Contents XV

CHapPTER NINE

Learning, Memory, and Product
Positioning 321

Nature of Learning and Memory 322
Memory’s Role in Learning 323
Short-Term Memory 323
Long-Term Memory 325
Learning Under High and Low Involvement 328
Conditioning 330
Cognitive Learning 334
Learning to Generalize and Differentiate 336
Summary of Learning Theories 336
Learning, Memory, and Retrieval 336
Strength of Learning 338
Memory Interference 344
Response Environment 346
Brand Image and Product Positioning 346
Brand Image 346
Product Positioning 347
Product Repositioning 349
Brand Equity and Brand Leverage 351
Summary 354

CHAPTER TEN
Motivation, Personality, and Emotion 363

The Nature of Motivation 364
Maslow’s Hierarchy of Needs 364
McGuire’s Psychological Motives 366
Motivation Theory and Marketing Strategy 372
Discovering Purchase Motives 372
Marketing Strategies Based on Multiple Motives 374

Marketing Strategies Based on Motivation
Conflict 376

Motivation and Consumer Involvement 377
Personality 378
Multitrait Approach 378
Single-Trait Approach 379
The Use of Personality in Marketing Practice 380
Communicating Brand Personality 381
Emotion 382
Types of Emorions 383
Emotions and Marketing Strategy 383
Emotion Arousal as a Product Benefit 384
Emotion Reduction as a Product Benefit 384
Emotion in Advertising 385
Summary 387



XVi Contents

CHAPTER ELEVEN
Attitudes and Influencing Attitudes 395

Attitude Components 397

Cognitive Component 397
Affective Component 399
Behavioral Component 402
Component Consistency 403
Attitude Change Strategies 404

Change the Cognitive Component 405
Change the Affective Component 406
Change the Behavioral Component 409

Individual and Situational Characteristics That
Influence Attitude Change 409

Cue Relevance and Competitive Situation
411
Communication Characteristics That Influence

411

Consumer Resistance to Persuasion

Attitude Formation and Change 411
Source Characteristics 412
Appeal Characteristics 416

421
Market Segmentation and Product Development Strategies

Message Structure Characteristics

Based on Attitudes 422
Market Segmentation 422
Product Development 423

_ Summary 424
CHAPTER TWELVE
Self-Concept and Lifestyle 433

Self-Concept 434
Interdependent/Independent Self-Concepts
Possessions and the Extended Self 436

438
Using Self-Concept to Position Products
Marketing Ethics and the Self-Concept

The Nature of Lifestyle 441
Measurement of Lifestyle 442
General versus Specific Lifestyle Schemes

The VALS™ System 445
The VALS™ Segments 446

Geo-Lifestyle Analysis (PRIZM) 450
PRIZM Social and Life Stage Groups
Sample PRIZM Segments 452

Applications of PRIZM in Marketing
Strategy 453

International Lifestyles
Summary 455

434

Measuring Self-Concept
438
439

443

451

454

B PaRrT THREE CASES :
Case 3-1 K9-Quencher Sport Drink for Dogs?

461
Case 3-2 Levi's Signature Stretch 462
Case 3-3 Marketing the California Avocado 464
Case 3-4 Dairy Queen Sells Irradiated Burgers 467

Case 3-5 The Psychographics of Luxury
Shoppers 469

Case 3-6 Revlon for Men? 470

Case 3-7 Made in Mexico* 473

Case 3-8 Hardiplank’s Pull Strategy 474
Case 3-9 www.teenpregnancy.org 475
Case 3-10 Framing Preventive Care 478

Part Four
Consumer Decision Process 480

CHAPTER THIRTEEN
Situational Influences 483

The Nature of Situational Influence 484
The Communications Situation 485
The Purchase Situation 486
The Usage Situation 486
The Disposition Situation 487

Situational Characteristics and Consumption

Behavior 488
Physical Surroundings 488
Social Surroundings 492
Temporal Perspectives 493
Task Definition 494
Antecedent States 495

Ritual Situations 497
Situational Influences and Marketing Strategy
502

498
Summary

CHAPTER FOURTEEN

Consumer Decision Process and Problem
Recognition 509

Types of Consumer Decisions 510
Nominal Decision Making 512
Limited Decision Making 513
Extended Decision Making 513

The Process of Problem Recognition 514
The Nature of Problem Recognition 514
Types of Consumer Problems 517

Uncontrollable Determinants of Problem
Recognition 518



