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PREFACE

Why does the cover of our Consumer Bebhavior textbook portray a group of huskies
pulling a dog sled? What does this have to do with consumer behavior? In a word:
everything. Think of the goal: winning the race, getting the job done. It would be
tough to find an individual husky strong enough to pull the sled and smart enough
to pace itself to its goal. A team—now that is another story. Yet, not a team in the
sense of many huskies rather than one. A cross-functional team—Ileaders and follow-
ers, dogs there for endurance and others there for speed. The journey is possible, the
goal is achievable, because all of these functions are put together, because they all
work together.

There is no real difference between the workplace and a team of huskies. Prod-
uct development is no longer carried out by a handful of researchers or engineers,
and then like the passing of a baton in a relay race, a product is given to the market-
ing department with the instruction: “Go market this.” People from other depart-
ments, with many different functions, are involved much earlier. We would go so far
as to say that they must be involved earlier if a company is to succeed.

We feel so strongly about the cross-functional approach that we have brought it
in to Consumer Bebavior in two major ways. First, every chapter ends with a cross-
functional debate exercise tied to the chapter’s opening vignette. These are intended
to help students apply the chapter’s principles to other business-related disciplines
such as accountancy, management, finance, production, and law. For example, the
opening vignette in chapter 6, “Consumer Attitudes,” concerning Tiger Woods as a
product endorser is extended to the financial ramifications for Nike.

This is not all. The cross-functional approach is brought in in a second way.
Each chapter contains three cross-functional points of view in the end-of-chapter
material. These segments expose students to related disciplines and show them the
interrelationship of marketing and consumer behavior to other functional areas of
business. For example, in Chapter 6, the three cross-functional points of view focus
on:

e Finance and Economics—how consumers’ attitudes toward the health of the
economy affect its actual performance

® Politic—smear campaigns that political candidates often use to win votes

® Ethics—the fashion industry’s tendency to create different fashions every year in
an effort to generate sales
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A cross-functional approach is only one of many things we have done in Con-
sumer Bebavior. All of these things have a common goal: to get the students involved.
This is why we wrote the book. Thomas Jefferson once wrote, “Tell me and T'll for-
get, teach me and I may remember, involve me and T'll learn.” We wanted to bring
this principle to life in the consumer behavior field.

Other than the cross-functional approach, what else have we done to involve the
student? Numerous features keep students interested in the subject and help students
visualize applications of consumer behavior principles. Specifically:

e An opening vignette and Internet exercise at the beginning of each chapter ease
readers into the topic. The Internet exercise directs students to one or more Web
sites to help answer questions. For example, students are directed to visit Weight
Watchers’ Web site to explain the strategies that the company uses to encourage
the one-third of the U.S. population who are overweight to change their eating
habits and lifestyles.

e Each chapter contains three entertaining and informative applications boxes that
tie in with chapter material. The three applications boxes are entitled “Consumer
Behavior in Practice,” “Global Opportunities,” and “Ethical Dilemmas.” Each
box is linked to the Internet and contains thought-provoking questions about
specific Web sites. For instance, in Chapter 6, these boxes are:

e “Consumer Behavior in Practice” A box on the sentiment-expression business
of greeting cards. Students are directed to Hallmark’s website and are asked
what attitudinal factors explain the practice of sending greeting cards.

e “Global Opportunity”: A box on women’s cosmetics in Europe directs stu-
dents to the website of Eurochic Cosmetics. Questions elicit different prefer-
ences for cosmetics in the U.S. versus Europe.

e “Ethical Dilemma”: A box on the Body Shop and its founder’s alleged fabrica-
tion and exaggeration of the natural derivation of the company’s products send
students to the company’s website to help them make up their own minds.

e Each chapter contains four futuristic “The Millennium . .. And Beyond” boxes
designed to get students to think about potential changes in consumer behavior.
In Chapter 6, these boxes focus on such things as the causes of road rage and the
appeal of the “theme park” design trend for shopping centers of the future.

e FEach chapter has a two-page original case covering an issue or a problem facing a
real-world company. These cases include ones such as “Warner Bros. Eyes
China,” “A Japanese Good-Housckeeping Magazine,” “Planning for the New
Volkswagen Beetle,” “Planning Avon’s New Facelift,” and “Club Med Woos
Families.” These cases are followed by questions designed to get students to seek
additional information about the company—usually from the Internet.

e Each chapter ends with two types of questions, five review questions and three
discussion questions. The discussion questions are specifically designed to test
students’ ability to apply the concepts learned in the chapter to other issues in the
business world.

e A running glossary of terms is provided in the page margins to highlight key
terms and help students review chapters at a glance.

All of these items help to get students more involved in the learning process.



Preface

Bringing these features into the text and the accompanying ancillary package has
an obvious benefit for instructors: It reduces your time-consuming preparations as a
professor. It spares you the time and effort needed to create your own hands-on pro-
jects and application-oriented assignments designed to actively involve your students
in the learning process.

QOW IS CONSUMER BEHAVIOR: AN APPLIED APPROACH
ORGANIZED?

The text starts with the individual influences on behavior and then broadens the per-
spective to include relevant social/cultural forces. The text can be broken into three
major sections:

First, chapters 1 through 3, which set the groundwork of the text.

e Chapter 1, “Introduction to Consumer Behavior,” examines the key approaches
to the discipline of consumer behavior and the forces that drive human action.
Unique to this chapter is its coverage of twelve emerging trends in contemporary
society that are expected to have a significant bearing on our lifestyles and
consumption patterns. Ramifications of these current trends are examined both
from marketing strategy and consumer behavior perspectives.

e Chapter 2, “Consumer Research,” emphasizes the need to learn as much as
possible about the consumer. It lists the sources of primary and secondary data
from which such knowledge can be obtained. Unique to this chapter is its
emphasis on the role of the Internet as an indispensable source of data
acquisition. Through the Internet, researchers can track Search Engine Website
visitors, conduct on-line surveys, access data, and receive advice. The chapter also
touches on the practices of database marketing and data mining. It then proceeds
to look at the ethical issues involved in conducting consumer research.

e Chapter 3, “Segmentation, Targeting, and Positioning,” identifies the segments in
which consumers belong. The chapter examines the five approaches of market
segmentation: geographic, demographic, geodemographic, psychographic, and
behavioral. The discussion then progresses to cover targeting strategies, such as the
undifferentiated, multi-segment, concentration, and customization approaches.
The chapter concludes by explaining tactics which can be used to position a
product or a business in the marketplace. Unique to this chapter is the treatment
of segmentation, targeting, and positioning as inseparable, interlocking activities.
Also, there is expanded coverage of positioning tactics.

Second, chapters 4 through 9, which deal with individual influences on behavior.

e Chapter 4, “Consumer Perception,” examines the topics of exposure, attention,
sensation, and interpretation of sensory input. The chapter covers in detail
stimulus and individual factors that influence perception. Other topics covered
include Gestalt psychology, perceptual categorization, and inference. Unique to
this chapter is its extensive coverage of imagery and subliminal persuasion.

e Chapter 5, “Consumer Learning and Memory,” examines learning theories
including classical conditioning, operant conditioning, and cognitive learning, as
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well as how marketers apply these concepts. The chapter covers hemispheric
specialization of the brain, vicarious learning, learning curves, habit, and brand
loyalty. It concludes by examining the memory processes of information retrieval
and loss. Unique to this chapter is the reshaping of the concept of classical
conditioning into a fully-cognitive theory, as well as extended coverage of the
processes of memory, retention, and retrieval.

e Chapter 6, “Consumer Attitudes,” examines the way attitudes develop, function,
and the extent to which they determine our behavior. The chapter delves into a
number of attitude models, including the traditional model and the multi-
attribute model. It goes on to explain the theories of reasoned action, goal pursuit
and trying, and artribution theory. The topic of attitude change is then treated
from the perspectives of cognitive consistency and information processing.
Unique to this chapter is its coverage of the recent theories of goal pursuit and
trying.

e Chapter 7, “Motivation and Emotion,” examines the types and elements of
motivation and briefly highlights the major schools of thought concerning the
origins of human motivation. The chapter investigates motivational conflict. It
concludes with a discussion of emotions versus moods and shows how marketers
may apply emotion in their promotional strategies. Unique to this chapter is its
extensive coverage of the topics of consumer emotions and moods.

e Chapter 8, “Personality, Lifestyle, and Self-Concept,” examines the nature of
personality and briefly explains a number of personality theories such as the
Freudian Psychoanalytic Theory, NeoFreudian Theories, and the Trait Theory.
The chapter progresses with a discussion of psychographics and the Values and
Lifestyles Program (VALS™). It then explores VALS'™ implications to marketers.
Unique to this chapter is its expanded coverage of the self and the ramifications of
this concept to marketers.

e Chapter 9, “Consumer Decision Making,” examines the consumer decision
process and the extent to which it takes on a rational and/or emotional tone. The
chapter goes on to cover programmed versus nonprogrammed decisions and
progresses through the stages of the consumer decision making process. These
entail problem recognition, search activity, identifying and evaluating alternatives,
purchase, and post-purchase considerations—including customer satisfaction and
complaints. Unique to this chapter is its clear and practical treatment of the
Prospect theory.

Third, chapters 10 through 16, which deal mainly with the social and cultural
influences on our consumption behavior. However, to prepare students for this shift
in emphasis, Chapters 10 and 11 cover communication and diffusion of innovations.

e Chapter 10, “Communication,” investigates aspects of the communication
process including its types and elements. Topics treated include a discussion of
the source (ideation and persuasiveness), the message (its various formats), the
medium (selection and effectiveness of the media mix), and the receiver
(reception, decoding, and feedback). Unique to this chapter is the infused
coverage of the electronic media as a means of communication, as well as the
practical coverage of message formats.
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e Chapter 11, “Diffusion of Innovations,” investigates the four elements of the
diffusion process including innovation, the channel of communication, the
social system, and time. The chapter progresses by covering the stages of
the adoption process. It concludes with a discussion of the barriers to new
product adoption in the form of value, usage, risk, tradition, and image
obstacles. Unique to this chapter is its presentation of Rogers’ revised
innovation decision process rather than his traditional, more-familiar stages of
the adoption process.

Chapter 12, “Group Influence,” investigates the meaning and importance of
groups. The chapter delves into the types of social groups and the roles and
statuses of their members. It then proceeds with a discussion of the types of social
power including reward, coercive, legitimate, referent, and expert. The major
thrust of the chapter deals with reference groups and their types and degrees of
influence. The chapter concludes by addressing implications of reference group
influence to the fields of marketing and consumer behavior. Unique to this
chapter is its practical rather than theoretical slant.

Chapter 13, “The Family and Generational Cohorts,” examines the meaning of
family and the process of consumer socialization, with special emphasis placed on
the nature of family decision roles. The chapter moves on to discuss the family
decision making process and eludes specifically to children’s influence on family
decisions. The chapter also covers the family life cycle. Unique to this chapter is
its extended coverage of nontraditional living arrangement patterns prevalent in
contemporary society and generational cohorts and their implications for
marketing strategists.

Chapter 14, “Personal Influence and Word-of-Mouth,” investigates the process
of personal influence, opinion leadership, and word-of-mouth. The chapter
covers models of the influence process and delineates the various methods used
to identify opinion leaders and profile their characteristics. The chapter
concludes by citing strategic applications of personal influence and word-of-
mouth to the field of marketing. Unique to this chapter is the industry-driven
rather than theoretical focus of presentation, as well as the expanded coverage of
methods to harness positive word-of-mouth and combat negative word-of-
mouth.

Chapter 15, “Social Class,” investigates the concept of social stratification and the
evolving social class structure in the United States versus that found in other
cultures. The chapter progresses with a discussion of the methods used to measure
social class and examines the impact of social class on consumption patterns. The
implications of social class standing for purposes of market segmentation,
targeting, and positioning are also highlighted. Unique to this chapter is its
coverage of the ever-evolving middle class in the United States and how it affects
the practice of marketing.

Chapter 16, “Culture and Microcultures,” investigates the meaning of culture.
Unique to this chapter is its creative organization around Hofstede’s as well as
Harris and Moran’s socio-cultural dimensions. The chapter focuses on
microcultures, with special emphasis given to African-, Hispanic-, and Asian-
American consumers. It concludes by citing implications of culture and
microcultures to the field of consumer behavior and marketing strategy.

Xix
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(Mow DOES CONSUMER BEHAVIOR: AN APPLIED
APPROACH'S ANCILLARY PACKAGE UNIQUELY AID
PROFESSORS IN THEIR TEACHING?

No consumer behavior textbook would be complete without a solid, up-to-date, an-
cillary package. Whereas a consumer behavior text should provide both theory and
case examples that clarify and help students understand major concepts, the ancillary
package should integrate theory with real-world practice by offering support materi-
als that both instructors and students find useful.

P PRINTED MATERIALS:

e An instructor’s manual, prepared by the authors, includes transparency masters.
This manual has many features, such as:
e chapter outlines
e detailed chapter lecture notes
® answers to review questions
e answers to discussion questions
e solutions to case questions

e A test bank includes nearly 2,000 questions—a combination of multiple choice
and true-false items—prepared by Martin Meyers of the University of
Wisconsin/Stevens Point. This test bank has been carefully edited and expanded
by the authors to include many of their own exam questions.

P ELECTRONIC MATERIALS:

e A PowerPoint presentation on disk includes lecture outlines and color depictions
of various ads, photos, and schematic diagrams found in the textbook.

e A disk version of the test bank contains the multiple choice and true-false
questions found in the printed version.

» ViDeEo LIBRARY:

e The video library contains relevant videos from ABC News programs and other
sources designed to complement the text.

» WEB SITE: WWW.PRENHALL.COM/HANNA

e Includes self-test quizzes, data exercises tied to the text, updates of text materials,
references to recent related articles which appear in business journals and other
periodicals, relevant statistics from government agencies, Web site addresses that
pertain to the text material, as well as other news and information of interest to
faculty and students of consumer behavior.
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We are extremely indebted to Elisa Adams for her insights and superior editing job,
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encouragement in creating the manuscript, and Sylvia Mallory of Addison-Wesley
who skillfully helped assemble and direct the original project team.

We also offer our sincerest gratitude to the folks at Prentice Hall, particularly
Leah Johnson, Stephen Deitmer, Bruce Kaplan, Anthony Palmiotto, and Shannon
Moore, without whose expertise, dedication, support, and guidance this project
would not have come to completion. We would also like to thank John Roberts,
Abigail Reip, and Danielle Meckley.

Still other individuals who have helped in the course of creating this book and its
accompanying package include: Dr. Edward Curzon, Marty Meyers, Yves Mueller,
Margaret Hanna, Linda Schaller, Tom Highfield, Stacy Kanan, Julie Darmon, and
Becky Stoner.

We sincerely hope that every professor or student who uses this textbook finds it
to be as interesting and enjoyable an experience as we have encountered in the
process of writing it.

Nessim Hanna
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XXi



BRIEF CONTENTS

Preface xv

1 Introduction to Consumer Behavior 1
2 Consumer Research 35
3 Segmentation, Targeting, and Positioning 65
4 Consumer Perception 101
5 Consumer Learning and Memory 135
6 Consumer Attitudes 173
7 Motivation and Emotion 211
8 Personality, Lifestyle, and Self-Concept 249
9 Consumer Decision Making 287
10 Communication 319
11 Diffusion of Innovations 351
12 Group Influence 387
13 The Family and Generational Cohorts 421
14 Personal Influence and Word of Mouth 455
15 Social Class 491
16 Culture and Microcultures 521

Name Index 557
Company Index 566
Glindex 569



CONTENTS

Preface xv

INTRODUCTION TO CONSUMER
BEHAVIOR 1

What Is Consumer Behavior? 2

Approaches to the Discipline of Consumer
Behavior 3

What Do Buying Decisions Involve? 3

Consumer Behavior: The Forces Behind Human
Actions 4

CONSUMER BEHAVIOR IN PRACTICE: IS A CHICKEN
REALLY A CHICKEN? 5

Consumer Behavior: An Interdisciplinary Field 6

The Role of the Marketing Concept in Exchange
Processes 7

It’s a Different World Out There: The Influence of
Macro Forces on Consumer Behavior 8

Emerging Trends in Contemporary Society 9
Growth of the Information Superhighway 9

The Millennium and Beyond 9
Focus on Health, Fitness, and Beauty 11 * Shifting
Roles of Men and Women 12

The Millennium and Beyond 12
Telecommuting and the Office of the Future 13
Personalized Economy 14 ¢ Emphasis on Leisure 15

The Millennium and Beyond 16
Concern About Personal Safety 16 * Diversity in the
Workplace and Marketplace 17 ¢ Focus on Ethics 19

ETHICAL DILEMMA: IF WE ERR—IT’S YOURS, FREE! 20
Ecological Consciousness 21

GLOBAL OPPORTUNITY: A BLUE ANGEL PROTECTS
THE ENVIRONMENT 23
Rise of the Global Village 24

The Millennium and Beyond 25
Changing Perceptions of Religion 26

Ramifications of Current Trends for Consumers
and Marketers 26

Marketers as Agents of Change 27

Organizational Framework of This Text 28

A Cross-Functional Point of View 29

Summary 31

Review Questions, Discussion Questions, and
Cross-Functional Debate 31

Chapter Case: A Fast-Food Supersizing Trend 33

e CONSUMER RESEARCH 35

What Is Consumer Research? 36

Who Is the Consumer? 37
Information About the Purchase Situation 37
Information About the Buyers 38 ¢ Information
About Product Use 38 ¢ Information About
Customer Loyalty 38 * Information About Market
Segments 38 ¢ Information About Customer
Satisfaction 39

Secondary Data 39

Primary Data 40
Observation of Consumers 40 * Consumer Surveys 41

GLOBAL OPPORTUNITY: IF “IT IS WRITTEN,” YOU
CANNOT CHANGE IT 42
Focus Groups 43

The Millennium and Beyond 44

ETHICAL DILEMMA: KID EMPOWERMENT OR CHILD
ABUSE? 44
Experiments 45 ® Test Markets 46 ¢ Consumer
Panels 46

The Millennium and Beyond 46



viii Contents

Current Issues in Consumer Research 47
Using the Internet 47 ¢ Database Marketing 49

The Millennium and Beyond 50
Data Mining 50

Ethical Issues in Consumer Research 51
Protecting Participants 52 ® Avoiding Deception 52
Informing Participants 53 ¢ Honoring Promises of
Confidentiality 53

The Millennium and Beyond 53

Motivation Research 54

CONSUMER BEHAVIOR IN PRACTICE: TORTURE THOSE
CREEPY MALES 54
Projective Techniques 55 © Association Tests 56
Other Motivation Research Techniques 57

A Cross-Functional Point of View 59

Summary 60

Review Questions, Discussion Questions, and
Cross-Functional Debate 61

Chapter Case: Tiger Toy Company of Hong
Kong 62

SEGMENTATION, TARGETING,
AND POSITIONING 65

Mass-Marketing 66
Why Segment Markets? 67

Segmenting Consumer Markets 68
Variables Used to Segment Consumer Markets 68
Geographic Segmentation 69

CONSUMER BEHAVIOR IN PRACTICE: “GO ON, CUT.
YOU'LL BE BRILLIANT” 70
Demographic Segmentation 71

The Millennium and Beyond 75
Geodemographic Segmentation 75

GLOBAL OPPORTUNITY: CREDIT CARDS— JAPANESE
STYLE 78
Psychographic Segmentation 78

The Millennium and Beyond 79

The Millennium and Beyond 80
Behavioral Segmentation 80

ETHICAL DILEMMA: ST. IDES . . . MAY NOT BE HOLY
AFTER ALL 83

Market Targeting 84
Undifferentiated Strategy 84 * Multisegment
Strategy 85 * Concentration Strategy 85
Customization Strategy 86

The Millennium and Beyond 87
Targeting Considerations 88

Positioning 88
Irrelevant Attributes and Positioning 90  Selecting a
Unique Selling Proposition 90 ¢ Viable Positioning
Tactics 91

Repositioning 93

A Cross-Functional Point of View 94

Summary 95

Review Questions, Discussion Questions, and
Cross-Functional Debate 96

Chapter Case: Warner Bros. Eyes China 97

CONSUMER PERCEPTION 101

What Is Perception? 102
Exposure, Attention, and Sensation 103
Sensory Systems 104
Vision 104
The Millennium and Beyond 106
Smell 106
CONSUMER BEHAVIOR IN PRACTICE: NO PLASTIC
SURGEON IS NEEDED FOR THIS NOSE 107
Taste 107 * Sound 108 ® Touch 109
Input Variation: Effect on Sensation 109
The Millennium and Beyond 110
Perceptual Selectivity 110
Selective Exposure and Selective Attention 110
Selective Interpretation 111 ¢ Attention
Stimulation 111 ¢ Adaptation Levels 112
Stimulus and Individual Factors of Perception 112
Threshold Levels 113
What the JND Means to Marketers 114
Situational Influences on Perception 115
Gestalt Psychology 116
Perceptual Categorization 118
Surrogate Indicators 119 * Prototype Matching 120
Perceptual Inference 120
Schema and Scripts 120
Perception and Images 121
The Millennium and Beyond 122
GLOBAL OPPORTUNITY: WHAT DO JAMES DEAN,
COWBOYS, AND LATIN AMERICANS HAVE IN
COMMON? 123
Imagery and Promotion 124
The Millennium and Beyond 124
Image Change 125
ETHICAL DILEMMA: NO SWEAT OVER
SWEATSHOPS 125
Brand Equity 126



Subliminal Perception 126
Do Subliminal Techniques Work? 127 ¢ Present
Stand on Subliminal Techniques 127

A Cross-Functional Point of View 128

Summary 129

Review Questions, Discussion Questions, and
Cross-Functional Debate 130

Chapter Case: A Japanese Good Housekeeping
Magazine 131

CONSUMER LEARNING AND
MEMORY 135

What Is Learning? 136
Definition of Learning 137 ¢ Range of Learning
Situations 137

Learning Theories 138

Classical Conditioning 138
Classical Conditioning and the Formation of
Associations 139

ETHICAL DILEMMA: CAUSE BEHIND CAUSE
MARKETING 139
Learning Principles Under the Classical Conditioning
Model 141

The Millennium and Beyond 141

The Millennium and Beyond 142

Operant (Instrumental) Conditioning 142
How Operant Conditioning Works 143
Reinforcement Schedules 144 © Practice
Schedules 145 ¢ Challenges in Applying Operant
Conditioning 145

Applications of Conditioning Theories: Stimulus
Generalization and Discrimination 147

Cognitive Learning 148

The Millennium and Beyond 149

CONSUMER BEHAVIOR IN PRACTICE: CHANNEL
SURFERS DON’'T SEEM TO ZAP THIS ONE 150
Approaches to Cognitive Learning 150

Classical Conditioning Revisited, with a New
Twist 151

Which Learning Theories Do Marketers
Employ? 152

Learning and Hemispheric Specialization of the
Brain 153

Learning in a Social Context: Vicarious
Learning 155

GLOBAL OPPORTUNITY: NO IMAGES OF AN UGLY
AMERICAN HERE 156

Contents ix

Learning Curves 156
Habit and Brand Loyalty 157 « Why Do Consumers
Develop Brand Loyalties? 158 « Why Do Consumers
Switch Brands? 158

Memory and Retention 158
The Structure of Memory 159

Information Retrieval 161

The Millennium and Beyond 162

Extinction and Forgetting 162
Message Interference and Likelihood of Recall 164

A Cross-Functional Point of View 164

Summary 165

Review Questions, Discussion Questions, and
Cross-Functional Debate 166

Chapter Case: Travelodge Rewards Program 167

CONSUMER ATTITUDES 173

What Are Attitudes? 174

Valence, Intensity, and Centrality of Attitudes 175

Sources of Attitudes 176
Personal Experience with Objects 176 ¢ Social
Interaction 177 * Exposure to Mass-Media 177

The Functions of Attitudes 177
Utilitarian Function 177 ¢ Ego-Defensive
Function 177 ¢ Value-Expressive Function 178

CONSUMER BEHAVIOR IN PRACTICE: WHAT’S MADE
OUT OF RAGS, PULP, AND INK AND IS YALUE
EXPRESSIVE? 179
Knowledge Function 180

Do Attitudes Determine Behavior? 181

The Traditional Model of Attitudes 182
Cognitive Component 183 ¢ Affective
Component 183 ¢ Behavioral or Conative
Component 183 ¢ Attitude Components and
Marketing Strategy 184

The Multi-Attribute Model of Attitudes 184
Limitations of the Fishbein Model 186

The Theory of Reasoned Action 186

GLOBAL OPPORTUNITY: IF IT'S RED, IT WILL SELL
BETTER IN PARIS 187

Theories of Goal Pursuit and Trying 188

The Millennium and Beyond 188

How Attitudes Are Formed 189

ETHICAL DILEMMA: UNCONDITIONAL LOVE FOR
THOSE RAIN FOREST BATH BEADS 191

Attribution Theory 192

The Millennium and Beyond 193



X Contents

How Attitudes Are Changed 193

The Role of Cognitive Consistency in Attitude
Change 194
Cognitive Dissonance Theory 194

The Millennium and Beyond 195

The Role of Information Processing in Attitude
Change 196
Attitude Change Strategies 198

The Millennium and Beyond 200
Consumers’ Reactions to Marketers’ Attitude-Related
Strategies 201

A Cross-Functional Point of View 203

Summary 204

Review Questions, Discussion Questions, and
Cross-Functional Debate 204

Chapter Case: Planning for the New Volkswagen
Beetle 205

MOTIVATION AND
EMOTION 211
What Is Motivation? 212
Classifying Consumer Motivations 214
Conscious versus Unconscious 214 ¢ High versus Low
Urgency 215 © Positive versus Negative Polarity 215
Intrinsic versus Extrinsic 216 ¢ Rational versus
Emotional 217
Elements of Motivation 220
Needs 220 * Motives 220
The Millennium and Beyond 221
Goals 221
The Millennium and Beyond 222
Desires 223
ETHICAL DILEMMA: SHARE YOUR FANTASIES
WITH ME 223
Theories of Motivation 224
Instinct Theories 224 * Drive Theories 225 © Arousal
Theories 225
CONSUMER BEHAVIOR IN PRACTICE: GET ‘EM WHILE
THEY'RE STILL YOUNG 226
Cognitive Theories 228 ¢ Are Theories of Motivation
Contradictory? 230 ¢ Other Views of Motivation 230
The Millennium and Beyond 231
Motivational Conflict 233
The Millennium and Beyond 234
Emotions 235
The Nature of Human Emotions 237

GLOBAL OPPORTUNITY: HONEYDEW MELON
WRAPPED IN BLACK VELVET 237
Emotion versus Mood 238 ¢ Marketing and
Promotional Applications of Emotion 239 ¢
How Emotional Ads Work 240 ¢ Measuring
Emotion 241

A Cross-Functional Point of View 241

Summary 243

Review Questions/Discussion Questions/Cross-
Functional Debate 243

Chapter Case: Frequency Program for a Car Rental
Company 244

PERSONALITY, LIFESTYLE, AND
SELF-CONCEPT 249

What Is Personality? 251
Diversity of Personality Theories 252
Freudian Theory of Personality 253
ETHICAL DILEMMA: COSMETICS
PSYCHOPHARMACOLOGY AND DESIGNER
PERSONALITIES 255
Marketing Applications of FreudianTheory 256
Neo-Freudian Personality Theory 258
Marketing Applications for Neo-Freudian Theory 258
Trait Theory 260
The Millennium and Beyond 262
Measuring Traits 263
CONSUMER BEHAVIOR IN PRACTICE: A CHEERFUL
AND GOOD-NATURED STOVE 264
The Millennium and Beyond 265
Marketing Applications of Trait Theory 265
Psychographics 266
The Values and Lifestyles Program 268 ® Marketing
Applications of VALS 2 270
GLOBAL OPPORTUNITY: FOR THE JAPANESE: A BOWL
OF VALS WITHOUT CHOPSTICKS 271
The Self-Concept 272
Variety of Self-Concepts 273 ¢ Self-Concept and
Social Roles 273
The Millennium and Beyond 273
Self-Concept and Consumption 274 ¢ Stability of
the Self-Concept 275 ¢ Marketing Applications of the
Self-Concept 276
The Millennium and Beyond 277
A Cross-Functional Point of View 277
Summary 279



Review Questions, Discussion Questions, and
Cross-Functional Debate 280

Chapter Case: A Psychographic Profile of the
Porsche Buyer 281

CONSUMER DECISION
MAKING 287
The Decision Process 289
Are Consumers Rational? 289  Effort Variations in
Consumer Decision Making 290
Nonprogrammed Decisions 291
The Millennium and Beyond 292
Programmed Decisions 293
The Nature of the Consumer Decision
Process 293
Problem Recognition 293
The Millennium and Beyond 295
Search Activity 295
Types of Search 295
CONSUMER BEHAVIOR IN PRACTICE: NO MORE WHITE
DOVES 298
Identifying and Evaluating Alternative
Solutions 299
Identifying Alternatives 299 * Evaluating
Alternatives 299
The Millennium and Beyond 300
Purchase or Commitment 303
Choosing Among Alternatives 303
The Millennium and Beyond 303
Selecting a Decision Rule 304
Postpurchase Considerations 305
GLOBAL OPPORTUNITY: GERMAN BANKS ALSO FALL
INTO THE GAP 305
Determinants of Consumer Satisfaction 306 ®
Literature Review of Customer Satisfaction 307
Consumer Complaint Intentions and
Behavior 308
To Whom Do Consumers Complain? 308
ETHICAL DILEMMA: IF YOU'RE MAD . .. PLEASE TAKE
IT OUT ON ME 309
What Can Be Done? 311
A Cross-Functional Point of View 312
Summary 313
Review Questions, Discussion Questions, and
Cross-Functional Debate 314
Chapter Case: Choosing a College 315

Contents Xi

@ COMMUNICATION 319

What Is Communication? 321

Types of Communication 321

GLOBAL OPPORTUNITY: CAN YOU PRONOUNCE MTV
IN JAPANESE? 322

The Millennium and Beyond 323

Stages of the Communication Process 323

The Source 324
Source Ideation 324 ¢ Source Persuasiveness 325

ETHICAL DILEMMA: REAL OR FAKE? 327

The Message 327
Words versus Illustrations 328

CONSUMER BEHAVIOR IN PRACTICE: | SEE . . . | SEE
... THROUGH MY EARS! 329
One-Sided versus Two-Sided Messages 330 ¢ Order
of Presentation 330 ¢ Conclusion Drawing 331
Comparative Advertising 331 * The Roles of Empathy
and Sympathy in Persuasiveness 333 * Sexual
Appeals 334  Fear Appeals 335 ¢ The Use of
Humor 336

The Medium 337
Media Selection 337

The Millennium and Beyond 338
Media Effectiveness 338 ¢ Choosing the Media
Mix 339 ¢ Recent Research on Media
Effectiveness 339

The Receiver 340

The Millennium and Beyond 341
Receivers’ Message Acquisition 341

The Millennium and Beyond 342

Feedback 342

A Cross-Functional Point of View 344

Summary 345

Review Questions, Discussion Questions, and
Cross-Functional Debate 346

Chapter Case: Colgate’s Pay-for-Performance
Scheme 347

DIFFUSION OF
INNOVATIONS 351
Where Did It All Begin? 352

The Diffusion Process 353
The Innovation 353



xii Contents

CONSUMER BEHAVIOR IN PRACTICE:
STEALING, ROBBING, AND BOOTLEGGING
ARE OK AT 3M 354
Classifying Innovations 355

The Millennium and Beyond 356
What Is a “New” Product? 357

The Millennium and Beyond 359
Multiplicity of New-Product Strategies 359 ¢ Factors
that Influence Consumer Acceptance of New Products
360

The Millennium and Beyond 360

The Channel of Communication 364

The Social System 365

Time 367

The Millennium and Beyond 368
Time and Adopter Categories 368 * The S-Shaped
Diffusion Curve 371

The Adoption Process 372
Stages of the Adoption Process 372

ETHICAL DILEMMA: A SPARKLE OF YOUTH ... IN A
BOTTLE 373
How Typical Are the Stages of Adoption? 376
Resistance to Adoption 376

GLOBAL OPPORTUNITY: IF IT PLAYS IN PEORIA, WILL
IT PLAY IN PARIS? PRAGUE? PENANG? 378

A Cross-Functional Point of View 379

Summary 381

Review Questions, Discussion Questions, and
Cross-Functional Debate 381

Chapter Case: Fascination with Beanie Babies 382

& P} GROUP INFLUENCE 387

The Meaning of Groups 388
The Importance of Groups 389
Types of Social Groups 390
Primary versus Secondary Groups 390 * Formal versus
Informal Groups 390
Roles 391 '
Roles and Consumption Behavior 392
Status 394
Status and Consumption Behavior 394
Social Power 395
Types of Social Power 395
The Millennium and Beyond 396
GLOBAL OPPORTUNITY: “BUY AMERICAN" . . . BUY
LE MANS? 398
Types of Social Power Used by Marketers 401

Conformity to Group Mandates 401

The Millennium and Beyond 401

Reference Groups 402

The Millennium and Beyond 403
Types of Reference Groups 404

ETHICAL DILEMMA: FOR DISNEY: ANOTHER SUMMER,
ANOTHER BOYCOTT 406
Degrees of Reference Group Influence 407

The Millennium and Beyond 408

CONSUMER BEHAVIOR IN PRACTICE: WHAT DO THE
DISCOVERY CHANNEL AND GREENPEACE HAVE IN
COMMON? 410

Reference Group Influence on Consumer
Behavior 411

Reference Group Influence and Marketing
Strategy 412

A Cross-Functional Point of View 414

Summary 415

Review Questions, Discussion Questions, and
Cross-Functional Debate 416

Chapter Case: Teen Peer Pressure 417

THE FAMILY AND
GENERATIONAL COHORTS 421

The Family 422
Consumer Socialization 423 ¢ Family Consumption
Roles 424
CONSUMER BEHAVIOR IN PRACTICE: THE MULTIPLE
ROLES OF WORKING MOTHERS 425
The Family Decision Process 427
Children’s Influence on Family Decision
Making 429
The Millennium and Beyond 430
Advertising to Children 432
ETHICAL DILEMMA: WHITE DOVES OR CORPORATE
VULTURES? 432
The Family Life Cycle 434
The Millennium and Beyond 435
A Modernized Family Life Cycle 436
Nontraditional Living-Arrangement
Patterns 437
Latchkey Kids 438 ¢ Boomerang Kids 438
The Millennium and Beyond 439
Single Parenthood 439 ¢ The Live Alones 439
The Millennium and Beyond 440
Gays and Lesbians 440



