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PREFACE

At just about every moment of our lives, we engage in some form of consumer
behavior. When we watch an ad on TV, talk to friends about a movie we just
saw, brush our teeth, go to a ball game, buy a new CD, or even throw away an
old pair of shoes, we are behaving as consumers. In fact, being consumers
reaches into every part of our lives.

Given its omnipresence, the study of consumer behavior has critical impli-
cations for areas such as marketing, public policy, and ethics. It also helps us
learn about ourselves—why we buy certain things, why we use them in a certain
way, and how we get rid of them.

In this book we explore the fascinating world of consumer behavior, looking
at a number of interesting and exciting topics. Some of these are quickly identified
with our typical image of consumer behavior. Others may be surprising. We hope
you will see why we became stimulated by and drawn to this topic from the very
moment we had our first consumer behavior course as students. We hope you will
also appreciate why we choose to make this field our life’s work, and why we de-
veloped and continue to remain committed to the writing of this textbook.

WH Y TH E N Ew 'E D I T I o N There are a number of consumer behavior

) books on the market. An important ques-
OFf THIS BOOK? tion concerns what this book has to offer
and what distinguishes it from other texts. As active researchers in the field of
consumer behavior, our overriding goal was to provide a treatment of the field
that is up-to-date and cutting-edge. There has been an explosion of research on a
variety of consumer behavior topics over the last twenty years. Our primary aim
was to provide a useful summary of this material for students of marketing. In
drawing on cutting-edge research, however, we wanted to be careful to not be-
come too “academic.” Instead, our objective is to present cutting-edge topics in
a manner that is accessible and easy for students to understand.

Specific changes and improvements to the third edition of this book include:

e Marketing Implications sections have been expanded and updated to show stu-
dents how chapter concepts apply to the strategy and practice of marketing.

e Coverage of Internet-related consumer behavior issues has been expanded.

® New coverage of contemporary techniques such as ethnographic research,
conjoint analysis, data mining, and viral marketing has been added.

e New coverage of research and behavioral concepts related to post-decision re-
gret, sexual orientation, teenagers around the world, brand communities, fru-
gality, and special possessions has been included.

e New chapter-closing Questions for Review and Discussion help students re-
member, analyze, and understand every chapter’s content.

e Supplemental chapter-closing exercises challenge students to sharpen their
skills and apply chapter concepts.

e Extensively revised, student-friendly writing style and headings make the text
even more accessible.

e Numerous new advertisements offer concrete illustrations of consumer behav-
10r concepts in action.
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® Numerous new global, small-business, and high-tech examples highlight how
all kinds of organizations use consumer behavior in their marketing efforts.

TEXTBOOK ?s av;rali)c!i'w'inninﬁ teachf.:rs, we hav<}31 triec! to trafns}llgte ournirr;lstrfucl-
FEATURES tionalabi ities and experience into the writing of this text. The fol-

lowing features have been a natural outgrowth of these experiences.

Conceptual Model. First, we believe that students can learn best when they see
the big picture—when they understand what concepts mean, how they are used
in business practice, and how they relate to one another. In our opinion con-
sumer behavior is too often presented as a set of discrete topics with little or no
relationship to one another. We have therefore developed an overall conceptual
model that helps students grasp the big picture and see how the chapters and top-
ics are interrelated. Each chapter is linked to other chapters by a specific model
that fits within the larger model. Further, the overall model guides the organiza-
tion of the book. This organizing scheme makes the chapters far more integra-
tive than most other books.

Practical Orientation, with an Emphasis on Globalization and E-Commerce.
Another common complaint of some treatments of consumer behavior is that they
reflect general psychological or sociological principles and theories, but provide
very little indication of how these principles and theories relate to business prac-
tice. Given our notion that students enjoy seeing how the concepts in consumer
behavior can apply to business practice, a second objective of the book was to
provide a very practical orientation. We include a wealth of contemporary real-
world examples to illustrate key topics. We also try to broaden students’ horizons
by providing a number of international examples (often more than twenty per
chapter). Given the importance of consumer behavior to electronic commerce, we
also provide a number of examples of consumer behavior in an e-commerce con-
text. The abundance of global and e-commerce examples makes our book more
global and e-commerce based than other texts on the market.

Current and Cutting-Edge Coverage. Third, we provide coverage of the field
of consumer behavior that is as current and up-to-date as possible (including
many of the recent research advances). This includes several novel chapters that
often do not appear in other textbooks: “Symbolic Consumer Behavior,”
“Knowledge and Understanding,” and “The Dark Side of Consumer Behavior
and Marketing.” These topics are at the cutting edge of consumer behavior re-
search and are likely to be of considerable interest to students.

Balanced Treatment of Micro and Macro Topics. Fourth, our book tries to
provide a balanced perspective on the field of consumer behavior. Specifically, we
give treatment to both psychological (“micro”) consumer behavior topics (e.g.,
attitudes, decision making) and sociological (“macro”) consumer behavior top-
ics (e.g., subculture, gender, social class influences). Also, although we typically
teach consumer behavior by starting with the more micro topics and then mov-
ing up to the more macro topics, we realize that some instructors prefer the re-
verse sequence. The Instructor’s Resource Manual therefore provides a revised
table of contents and model that show how the book can be taught for those
who prefer a macro first, micro second approach.

Broad Conceptualization of the Subject. Fifth, we present a broad conceptu-
alization of the topic of consumer behavior. While many books focus on what
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products or services consumers buy, consumer behavior scholars have recognized
that the topic of consumer behavior is actually much broader. Specifically, rather
than studying buying per se, we recognize that consumer behavior includes a set
of decisions (what, whether, when, where, why, how, how often, how much, how
long) about acquisition (including but not limited to buying), usage, and disposi-
tion decisions. Focusing on more than what products or services consumers buy
provides a rich set of theoretical and practical implications for both our under-
standing of consumer behavior and the practice of marketing.

Finally, we consider the relevance of consumer behavior to many con-
stituents, not just marketers. Chapter 1 indicates that consumer behavior is im-
portant to marketers, public policy makers, ethicists and consumer advocacy
groups, and consumers themselves (including students’ own lives). Some chap-
ters focus exclusively on the implications of consumer behavior for public policy
makers, ethicists, and consumer advocacy groups. Other chapters consider these
issues as well, though in less detail.

CONTENT AN D One can currently ident.ify two main‘appr(.)aches to the
ORGANIZATION o commer havir i griion, wih o
OF THE BOOK

sumers use to make acquisition, consumption, and disposi-
tion decisions, and a macro orientation, which focuses on group behaviors and
the symbolic nature of consumer behavior. This latter orientation draws heavily
from such fields as sociology and anthropology. The current book and overall
model have been structured around a “micro to macro” organization based on
the way we teach this course and the feedback that we have received from re-
viewers. (As mentioned previously, for those who prefer a “macro to micro”
structure, we provide in the Instructor’s Resource Manual an alternative Table of
Contents and model that reflect how the book could be easily adapted to this
perspective.)

Part One presents an introduction to consumer behavior. Chapter 1 pro-
vides students with an understanding of the breadth of the field as well as its im-
portance to marketers, advocacy groups, public policy makers, and consumers
themselves. It also presents the overall model that guides the organization of the
text. Chapter 2 focuses on the groups who conduct research on consumers and
how that research is both collected and used by different constituents.

Part Two, “The Psychological Core,” focuses on the inner psychological
processes that affect consumer behavior. We see that consumers’ acquisition,
usage, and disposition behaviors and decisions are greatly affected by the
amount of effort they put into engaging in behaviors and making decisions.
Chapter 3 describes three critical factors that affect effort: the (1) motivation or
desire, (2) ability (knowledge and information), and (3) opportunity to engage in
behaviors and make decisions. In Chapter 4, we then examine how information
in consumers’ environment (i.e., ads, prices, product features, word of mouth
communications, and so on) is internally processed by consumers—how they
come in contact with these stimuli (exposure), notice them (attention), and per-
ceive them. Chapter 5 continues by discussing how we compare new stimuli to
our knowledge of existing stimuli, a process called categorization, and how we
attempt to understand or comprehend them on a deeper level. In Chapters 6 and
7, we see how attitudes are formed and changed depending on whether the
amount of effort consumers devote to forming an attitude is high or low. Finally,
because consumers often must recall the information they have previously stored
in order to make decisions, Chapter 8 looks at the important topic of consumer
memory.
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Whereas Part Two examines some of the internal factors that influence con-
sumers’ decisions, a critical domain of consumer behavior involves understanding
how consumers make acquisition, consumption, and disposition decisions. Thus,
in Part Three we examine the sequential steps of the consumer decision-making
process. In Chapter 9, we examine the initial steps of this process—problem
recognition and information search. Similar to the attitude change processes de-
scribed earlier, we next examine the consumer decision-making process, both
when effort is high (Chapter 10) and when effort is low (Chapter 11). Finally, the
process does not end after a decision has been made. In Chapter 12 we see how
consumers determine whether they are satisfied or dissatisfied with their decisions
and how they learn from choosing and consuming products/services.

Part Four reflects a macro view of consumer behavior that examines how
various aspects of culture affect consumer behavior. First, we see how regional,
ethnic, and religious factors (Chapter 13) can affect consumer behavior. Chapter
14 then examines how social class is determined in various cultures, and how it
affects acquisition, usage, and disposition behaviors—such as how we strive to
improve our standing, impress others, and distribute wealth to our progeny.
Chapter 15 examines how age, gender, and housebold influences affect consumer
behavior. Chapter 16 considers how, when, and why the specific reference groups
(friends, work groups, clubs) to which we belong can influence acquisition,
usage, and disposition decisions and behaviors. Combined, these external influ-
ences can influence our personality, lifestyles, and values, the topics covered in
Chapter 17.

Part Five, “Consumer Behavior Outcomes,” examines the effects of the nu-
merous influences and decision processes discussed in the previous four sections.
Because products and services often reflect deep-felt and significant meanings
(e.g., our favorite song or restaurant), Chapter 18 focuses on the interesting topic
of symbolic consumer behavior. Chapter 19 builds on the topics of internal deci-
sion-making and group behavior by examining how consumers adopt new offer-
ings, and how their adoption decisions affect the spread or diffusion of an offer-
ing through a market.

Part Six, “Consumer Welfare,” covers two topics that have been of great
interest to consumer researchers in recent years. Chapter 20 directs our attention
to consumerism and public policy issues. Chapter 21 examines the dark side of
consumer behavior and focuses on some negative outcomes of consumer-related
behaviors (compulsive buying and gambling, prostitution) as well as marketing
practices that have been the focus of social commentary in recent years.

P.E DAGOG | CA I_l Based on our extensive teaching experience, we have in-

ADVANTAGES corporated a number of features that should help stu-

dents learn about consumer behavior.

Chapter Opening Cases. Each chapter begins with a case scenario about an
actual company or situation that illustrates key concepts discussed in the chapter
and their importance to marketers. This will help students grasp the big picture
and understand the relevance of the topics from the start of the chapter.

Chapter Opening Model. Each chapter also begins with a conceptual model
that shows the organization of the chapter, the topics discussed, and how they
relate to both one another and to other chapters. Each model reflects an ex-
panded picture of one or more of the elements presented in the overall concep-
tual model for the book (described in Chapter 1).
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Marketing Implication Sections. Numerous Marketing Implications sections
are interspersed throughout each chapter. These sections illustrate how various
consumer behavior concepts can be applied to the practice of marketing, includ-
ing such basic marketing functions as market segmentation, target market selec-
tion, positioning, market research, promotion, price, product, and place decisions.
An abundance of marketing examples (from both the U.S. and abroad) provides
concrete applications and implementations of the concepts to marketing practice.

Marginal Glossary. Every chapter contains a set of key terms that are both
highlighted in the text and defined in margin notes. These terms and their defini-

tions should help students identify and remember the central concepts described
in the chapter.

Abundant Full-Color Exhibits. Each chapter contains a number of illustrated
examples, including photos, advertisements, charts, and graphs. These illustra-
tions make important topics personally relevant and engaging, helping students
to remember the material and making the book more accessible and aesthetically
pleasing, thereby increasing students’ motivation to learn. All diagrams and
charts employ full color, which serves to both highlight key points and add to the
aesthetic appeal of the text. Each model, graph, ad, and photo also has an ac-
companying caption that provides a simple description and explanation of how
the exhibit relates to the topic it is designed to illustrate.

End of Chapter Summaries. The end of each chapter provides students with a
simple and concise summary of topics. These summaries are a good review tool
to use with the conceptual model to help students perceive the big picture.

End of Chapter Questions and Exercises. Each chapter includes a set of dis-
cussion and review questions and application exercises designed to involve stu-
dents on a more experiential and interactive level. Exercises include experiential

exercises (e.g., watching and analyzing consumers and ads), mini-research pro-
jects, or thought-provoking questions.

COMPLETE TEACHING A sricy of sncilay matils bave e
PACKAGE esigned to help the mstructor in the class-

room. All of these supplements have been
carefully coordinated to support the text and provide an integrated set of materi-
als for the instructor.

Instructor’s Resource Manual. The Instructor’s Resource Manual, prepared
by Professor John P. Eaton, has been completely revised and updated to provide a
thorough review of material in the text, as well as supplementary materials that
can be used to expand upon the text and enhance classroom presentations. An al-
ternate table of contents and consumer behavior model for presenting the text in
a “macro to micro” approach has been provided, as well as different sample syl-
labi. Included for each chapter are a chapter summary; learning objectives; a com-
prehensive chapter outline; a list of useful Web sites, with descriptions of how
they might assist the instructor in preparing for or teaching a class session; and
several suggested classroom activities. Classroom activities include questions for
each chapter that stimulate group discussion, suggestions for bringing additional
examples (videos, readings) into the classroom, and special experiential activities
created by Professor Sheri Bridges, with detailed guidelines for facilitation.
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Expanded Set of Color Transparencies. A set of 50 color transparencies in-
cludes illustrations not found in the text. The transparencies consist of print ads
that may be used to illustrate various concepts discussed in the chapters. Teach-
ing notes are provided to facilitate integrating the transparencies with lectures.

Test Bank/Computerized Test Bank. An extensive test bank prepared by Pro-
fessor David Ackerman is available to assist the instructor in assessing student
performance. The test bank contains approximately 2,100 questions, including a
mix of both conceptual and applied questions for each chapter. All test bank ques-
tions note the page in the book from which the relevant item came. An electronic
version of the printed test bank is available for Windows. This computerized test
bank allows instructors to edit and easily generate multiple forms of tests.

PowerPoint Presentation Package. A package of professionally developed
PowerPoint slides is available for use by adopters of this textbook. Slides include
some text illustrations as well as additional presentations that highlight chapter
concepts. Instructors who have access to PowerPoint can edit slides to customize
them for their classrooms. A view is also provided for instructors who do not have
the program. Slides can also be printed for lecture notes and class distribution.

Videos. A completely new video package has been provided to supplement and
enliven class lectures and discussion. Videos include many real-world scenarios
that illustrate certain concepts in a given chapter. The clips are intended to be in-
teresting, ground the concepts in real life for students, and provide an impetus
for stimulating student input and involvement.

ST U D'E NT AN D Speci,ally designed Web pages enlh.ance t.he
| N STR U CTOR WEB S lT'ES book’s content and provide additional in-

formation, guidance, and activities.

The student site includes chapter previews, chapter outlines, learning ob-
jectives, Internet exercises with hyperlinks, interactive quizzes that help students
assess their progress, chapter links to key companies mentioned in the opening
cases and chapter examples, a resource center providing links to consumer be-
havior research sites, and term paper help.

The instructor site provides lecture notes, PowerPoint slides, suggested an-
swers to the Internet exercises, additional teaching tips, sample syllabi, and vari-
ous classroom enhancement materials, such as additional experiential exercises
and project ideas.
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