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This book is an invitation to the diverse. intriguing. dynamic. global world of con-
sumers. The world of consumers seems both smaller and larger than it did last year or even
yesterday. Human societies have always mixed and changed, but people. ideas. and goods
move farther and faster today than in previous decades. Cell phones. the Internet, mobile
commerce, and global satellite communications bring us together quickly. frequently. and
almost effortlessly. In the last decade. Internet communications have more than doubled
every year. The global marketplace is a fact of life. The world seems smaller.

At the same time, the magnitude of our differences. our unique traditions, values. de-
sires, and ways of living are salient and vibrant, Cultures are resourceful. resilient. and un-
predictable. We meet Buddhist monks breakfasting at Denny’s in L.A.. order an orthodox
Hindu menu at the McDonald's in Bombay. celebrate Chinese values and traditions with
Sesame Street in Shanghai. In our own neighborhood. we find people. beliefs, and behav-
iors that seem strange, unfamiliar. and confusing. Rap music pervades the globe. but it
sounds a lot different in Mongolia than it does in Canada. Turkey. or the United States. The
world seems larger, more diverse. Local marketers can no longer assume that their local
customers will share their particular views on the world.

Our intent with this book is to assist readers in making sense of consumers as cultures,
social beings, families. and individuals. We are interested in behavior but also in what con-
sumers think. feel, and say. We are interested in what consumers purchase but also in their
consumption dreams and plans. their unfolding consumption experiences. and their con-
sumption satisfaction and memories. We are interested in the meanings consumers attach
to consumption and possessions. We are interested in how people dispose of things they
no longer want and precious things they can no longer keep. We offer theories and tools
borrowed from all the social sciences. including areas as diverse as neuroscience and evo-
lutionary anthropology. to enable readers to thrive in a global marketplace.

Thriving in the global marketplace means looking closely at the cultures from which
consumer desires emerge. the rituals and patterns associated with products. services, and
experiences. Such an approach is especially important when cultures are in turmoil and
technologies are disrupting established economic and social patterns of behavior. We be-
lieve that the best marketing courses teach students to be sensitive to cultural dynamics.

To research and write this book we brought together the multidisciplinary skills and
viewpoints of three consumer researchers. All three of us have traveled extensively in recent
years and been engaged in multicountry consumer research. We are committed deeply and
resolutely to understanding and teaching consumer behavior. Each of us is blessed (or
cursed) with an eclectic vision of consumers. However, we are grounded in different tradi-
tions. Eric Arnould brings to the project a cross-cultural approach to consumer behavior de-
rived from anthropological training and many years of overseas work. Linda Price con-
tributes perspectives from social psychology and more generally the intersections between
cognition, society, and culture. George Zinkhan adds his many years of experience with is-
sues in mediated communications. advertising. and marketing to his enduring interests in the
literary arts. As authors, we are passionate and active teachers but also passionate and active
researchers. The book offers a cutting-edge treatment of research and practice related to con-
sumers with a wealth of contemporary. real-world examples and marketing applications.

Objectives

Consumers is intended to serve as a textbook for undergraduate and graduate courses in
consumer behavior. The book could also be used as a supplementary text in courses desir-
ing to offer a global perspective on marketing. The tone of the text is conversational. and



we offer numerous examples and applications of consumer theory and research in various
regions of the world.
The objectives of this book are:

*  To highlight the importance and necessity of a global approach to understanding
consumers. To offer a book that emphasizes and illustrates the relationships between
individuals and the communities and cultures in which they live.

* To provide a comprehensive understanding of consumers adopting a culturally
relative orientation. To illustrate how culture affects internal, individual variables
such as perception, emotions, memory, and decision making as well as self-concept,
litestyle, values, and family structure.

* Toillustrate the impact of the Internet and other technological advances on
consumers’ lives and actions. To illustrate the ways in which mediated
communications such as television, the Internet, and ¢-mail influence consumers
and consumer culture.

* To use simple language and examples to integrate complex contemporary discussions
about consumers from a diverse number of disciplines.

*  To provide a clear and wide-ranging treatment of the entire wheel of consumption
from preconsumption thoughts, feelings, and actions, to consumption and
postconsumption thoughts, feelings, and actions.

* To offer explicit treatment of topics often neglected or given cursory investigation in
consumer behavior texts, including a chapter dedicated to consumer satisfaction and
a chaprer dedicated to consumer disposal behaviors.

¢ To highlight the connections between understanding consumers and good marketing
practice.

* To create a book that conveys our own enthusiasm and wonderment about
consumers and their cultures.

Supplements

We understand that new approaches can be foreboding: change is risky. So this package
offers instructors comprehensive supplements and a full array of multimedia materials to
use in the classroom. We blend the new and exciting features of global consumer behavior
with the important features of other consumer behavior texts. Our approach incorporates
the fatest developments in instructional technology to facilitate efficient organization and
delivery of concepts and information. We hope that the book will feel familiar but with a
new and exciting flavor.

* An Instructor’s Manual, written by Cathy Hartman of Utah State University and
Pamela Kiecker of Virginia Commonwealth University in conjunction with the
text’s authors, goes beyond providing solutions to end-of-chaprer questions and
problems. It incorporates additional, new material and examples for professors to use
with students. Sample course syllabi are also included.

*  Our PowerPoint Presentation, also created by Pamela Kiecker in conjunction with
the text's authors, is available on the book's website and on the Instructor’s CD-
ROM. It provides over 350 slides of text material and additional resources for use in
class lectures and discussion.




® The Test Bank, written by Ronald Weir of East Tennessee State University,
includes over 1,300 multiple choice, fill-in-the-blank, and essay questions. Many of
the test questions have been class-tested by the text’s authors over several semesters.

®  The accompanying Video Package includes a collection ot stories shared by
consumer bC}TAViUr teﬂch(‘rﬁ 'd[ld TCSC'ﬂrChCrS frk)ln Hr()[llid thC \\'Orld. ThCSC stories
bring to life a variety of concepts from the textbook. Other video segments in the
package emphasize the ritual aspects of consumption, illustrate consumption in
different parts of the world, and provide examples of consumption within
subcultures and communiries.

* Asct of Four-Color Acetates is available to adopters of this book. Seventy-five
figures, examples, and advertisements from the text and other sources provide
examples for class lectures.

*  Qur book-specific website at www.mhhe.com/Armould offers complete classroom
support for both students and professors. For students, the site provides student
quizzing, an ¢-learning session, interactive activities, links to companies used as
examples in the book, and Internet exercises. For professors, we provide
downloadable supplements, a link to PageOut, and updated Business Week articles.
Pamela Kiecker of Virginia Commonwealth University will provide updates to the
website during the school semester.

* Our Instructor’s Presentation CD-ROM provides professors with the Instructor's
Manual, computerized test bank, images from the acctate package, video clips, links
to company sites, and our PowerPoint slides.

Organization

The book is organized into four parts. The first part of the book is composed of four chap-
ters. Chapter | introduces our perspective on the nature and scope of consumer behavior.
We introduce the wheel of consumption that includes production. consumption, and dis-
posal activities as a template that broadly structures the content of our book. Chapter 2 pro-
vides the crucial link between understanding consumer behavior and marketing strategy.
Throughout the book we give additional examples and illustrations of the connection be-
tween understanding consumers and effective marketing strategy. Chapter 3 describes and
illustrates a wide range of market research strategies and includes extensive discussion of
the impact of new technologies (e.g.. the Internet) and globalization on the effective and
ethical conduct of market research. As compared to other textbooks. we provide more dis-
cussion of anthropological and sociological techniques and describe details on the Internet
and multicountry market research. Chapter 4 overviews the changing world of consump-
tion and illustrates consumption in different regions of the world with numerous examples.
This chapter serves to contrast consumption patterns in less developed countries with those
of the post-industrial world. In this chapter we also outline several important trends that
shape global consumer behavior.

Part 2 provides a background to consumption. In Chapter 5. we outline the meaning
and nature of culture and how it influences consumer behavior. This important chapter pro-
vides many basic ideas that are referred to throughout the text. Chapter 6 provides a thor-
ough overview of how economic and social structures affect consumer behavior. This
chapter is the longest chapter in the book, but other books frequently include multiple
chapters on this topic. Rather than deal with these topics in a piecemeal fashion, we have
integrated our discussion across the related topics of social class. ethnicity. gender, and
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age. Chapter 7 provides an overview of how consumers’ self-concepts and personalities re-
late both to the environments in which they live and their consumption behavior. Chapter
8 follows up with a far-ranging discussion of consumer lifestyles that includes lifestyles i.n
many parts of the world such as Japan and France: it discusses how consumer lifestyle is
connected to cultural beliefs and values. Chapter 9 provides a basic and provocative
overview of consumer perception. Again, our intent is to show how something as individ-
ual as perception is shaped by culture and environment. Appropriately. this chapter is rich
with visual examples.

Part 3 focuses on consumer purchase and acquisition, the traditional heart of con-
sumer rescarch. In six action-packed chapters we cover traditional topics plus some new
material. For example. Chapter 10 describes the many ways that consumers acquire prod-
ucts, services, and ideas. In contrast with conventional treatments. we emphasize gift giv-
ing and secondary markets (e.g.. yard and boot sales) as important ways that consumers
acquire things. In this chapter we also include many leading-edge ideas about how and
why people shop and how we can understand and predict purchase behavior. Chapter 11
draws on our newest understandings of how humans develop in their cultural environments
to cast in new light on the important topic of motivation. Although we cover the usual array
of motivational techniques and research, we also emphasize cross-cultural differences.
Chapter 12 follows on the heels of Chapter 11 by emphasizing how context and culture in-
fluence what consumers experience. learn, and remember. In contrast with other textbooks.
we emphasize an understanding of consumer learning and how that relates to knowledge
rather than tocusing predominantly on consumer knowledge. We also consider how new
technologies might affect what, when. and how consumers learn. Chapter 13 summarizes
models. theories, and research about consumer decision making and attitude models.
Again, we stress the power of situation and context for altering and framing how con-
sumers decide what to believe. buy. or do. Although we cover conventional ideas about
consumer decision making, we emphasize how consumers creatively construct choices to
respond to a particular situation. In Chapter 14 we explore the role of households and for-
mal buying groups in the acquisition and consumption process. We show how the structure
of these groups affects acquisition. We summarize how internal resource pooling aftects
acquisition and consumption. Chapter 15 investigates the processes by which individuals
and informal groups influence others™ acquisition behaviors. We discuss the behavior of
market mavens, celebrity endorsers, and reference groups. for example.

Part 4 provides an in-depth treatment of several of the most important topics in con-
sumer theory and research. Some of these topics are given only cursory treatment, or no
discussion, in other consumer behavior texts. This part is formulated around the conse-
quences and outcomes of consumer acquisition. Chapter 16 provides a bridge between this
and the previous part. It overviews how. why. and when consumers purchase new services
and products and then discusses how and whether they integrate these innovations into
their everyday lives. Chapter 17 describes what we know about consumer satisfaction.
Although consumer satisfaction is considered a key to doing business. this is the first con-
sumer behavior book with an entire chapter dedicated to examining the topic. In one chap-
ter we compress the most recent research on how to deliver value and satistaction to con-
sumers. Chapter 18 focuses on what consumption means to consumers. We hope you find
this chapter to be one of the richest in the book. Multinational firms are interested in pre-
dicting whether or not consumers will purchase. but they are also interested in what their
products or services mean to consumers. We introduce many new ideas in this chapter and
describe cutting-edge theories about consumer meaning. We employ numerous common-
sense examples that help the reader understand the importance and nature of consumer
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meanings. The final chapter, 19. concludes with a discussion of consumer recycling, reuse,
and disposal behaviors. In Chapter 4. we identify ecological concerns as a global trend: the
final chapter addresses how consumers recycle, reuse. and dispose of things and discusses
the micro and macro consequences of consumption. We argue that both marketers and con-
sumers need to pay more attention to what happens after purchase and consumption, and
we provide examples of how marketers can profit from understanding postacquisition at-
titudes and behaviors.

Chapter Structure

On the basis of extensive teaching and writing experience. we have included a number of
features in each chapter that should help students learn about consumers. First and fore-
most. each chapter is global in theory and scope and up to date with reference to both con-
textual factors such as new technologies and topical theory and research. In addition, we
offer a unique blend of old and new.

* Introductory Vignette. Each chapter opens with a consumer story that overviews
many essential aspects of the chapter. The vignettes often draw from the authors’
own experiences and are typically global in character. We refer back to these
vignettes throughout the chapter to make subsequent theories more tangible for the
reader.

* Learning Objectives. Each chapter begins by outlining a few essential learning
objectives that readers can use o gauge their comprehension of the rext.

¢ Consumer Chronicles. Each chapter includes several boxed and detailed consumer
examples that help to illustrate a particular theory or idea with the real thoughts,
feelings, and experiences of consumers around the world.

* Good Practice. Each chapter uses set-aside examples of marketing/management
good practice related to consumers. Sometimes the Good Practice refers to what
companies can, should, and are doing. Sometimes it provides a hands-on
opportunity for readers to apply a good practice of their own. These sections are
target opportunities for in-class discussion and exercises.

* Industry Insights. Each chapter includes examples from industry that help to
highlight the application of consumer theory and research to the practice of
marketing and management. As in the case of Consumer Chronicles, these set-aside
illustrations help to texture readers’ understandings.

* You Make the Call. In addition to a set of end-of-chapter questions and exercises,
each chapter concludes with a short case that can help students grasp the big picture
and elaborate on their own understandings of the chapter material. The cases are
fun vehicles for class discussion, chapter review, and miniprojects. They may even
generate some future research.

* Abundant Use of Full-Color Material. This book draws on a wide array of visual
materials. We include author-developed charts, graphs, and exhibits but also
cartoons, photos of billboards, packaging, advertisements, and consumers. More than
simply eye-catching and aesthetic, this material is intended to convey the richness
and complexity of global consumer behaviors. Numerous examples illustrate the
Internet and emerging technologies, but other examples illustrate the many places
that high technology has not yet penetrated.
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