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Part of the challenge in preparing this revision (as well as
the five editions that preceded it) was the fact that the
field of consumer behavior is so dynamic and its re-
searchers so prolific. With this in mind, the sixth edition
of Consumer Behavior is committed to the “spirit of di-
versity”’—diversity of viewpoints (distinctive theories
and concepts), diversity of focus (strategic vs. consumer),
diversity of methods (qualitative vs. quantitative), and di-
versity of consumers.

Given the diversity of consumer behavior research,
we have worked particularly hard in this edition to
achieve an appropriate balance between our ongoing
commitment to strategic consumer behavior (i.e., using
consumer behavior principles to make strategic market-
ing decisions) and the broader postmodern perspective
that focuses on individual consumption experience. We
have continued our efforts to update our endnotes to in-
clude the most up-to-date citations possible.

As true believers in the marketing concept, we have
always tried our best to meet the needs of our con-
sumers—students, practitioners, and professors of con-
sumer behavior—by providing a text that is highly
readable and that clearly explains the relevant concepts
upon which the discipline of consumer behavior is based.
We have supplemented this material with a great many
“real-world” examples in order to demonstrate how con-
sumer behavior concepts are used by marketing prac-
titioners to develop and implement effective marketing
strategies.

Our aim in the sixth edition, as in earlier editions,
was to write a book that was complete and comprehen-
sive without being encyclopedic. To make it as useful as
possible to both graduate and undergraduate students, we
have sought to maintain an even balance of basic behav-
ioral concepts, research findings, and applied marketing
examples. We are convinced that a major contribution of
consumer behavior studies to the practice of marketing is
the provision of structure and direction for effective mar-
ket segmentation. To this end, we have paid particular at-
tention to revising and refining the discussion on market
segmentation.

This sixth edition of Consumer Behavior is divided
into five parts, consisting of twenty-one chapters. Part I
provides the background and the tools for a strong and
comprehensive understanding of the consumer behavior
principles that follow. Chapter 1 introduces the reader to
the study of consumer behavior, its diversity, its develop-
ment, and the role of consumer research. It concludes
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with a detailed discussion of ethical considerations in
marketing and consumer practices. Chapter 2 provides
readers with a detailed overview of the critical research
process and the techniques associated with consumer be-
havior research, including a discussion of positivist and
interpretivist research methods. Chapter 3 presents a
comprehensive examination of market segmentation.

Part II discusses the consumer as an individual. It
begins with an exploration of consumer needs and moti-
vations, recognizing both the rational and emotional
bases of many consumer actions. Chapter 5 discusses the
impact of a full range of personality theories (e.g.,
Freudian theory, Neo-Freudian theory, Jungian theory,
and trait and cognitive theory) on consumer behavior, ex-
plores consumer materialism, fixated consumption, and
compulsive consumption behavior, and considers the re-
lated concepts of “self” and “self-image.” This chapter is
followed by a comprehensive examination of the impact
of consumer perception on marketing strategy, and in-
cludes a discussion of product positioning and reposition-
ing. The discussion of consumer learning focuses on
limited and extensive information processing, including
an evaluation of involvement theory and its applications
to marketing practice. After an in-depth examination of
consumer attitudes, Part II concludes with a discussion of
communication and persuasion, and links consumers as
individuals to the world and people around them.

Part III is concerned with the social and cultural di-
mensions of consumer behavior. It begins with a discus-
sion of group dynamics and consumer reference groups,
followed by an examination of new family role orien-
tations and changing family lifestyles. It presents
consumers in their social and cultural milieus, and inves-
tigates the impact of societal and subcultural values, be-
liefs, and customs on consumer behavior. This section
includes an expanded discussion of geodemographic
clustering and examines such subcultures as Generation
X, the affluent and non-affluent, and the Asian-American
consumer. Part IHI concludes with an extended discussion
of cross-cultural consumer behavior within an increas-
ingly global marketplace.

Part IV explores various aspects of consumer deci-
sion making. It begins with a discussion of personal influ-
ence and opinion leadership, followed by an examination
of the diffusion of innovations. Next, it describes how
consumers make product decisions, and explores the
newly important practice of relationship marketing. This
section offers the reader a simple model of consumer




decision making that ties together the psychological.
social, and cultural concepts examined throughout the
book, a greatly expanded exploration of consumer gifting
behavior, and concludes with an examination of the ex-
panding research focus on understanding individual con-
sumption and the symbolic meanings of possessions.

Part V addresses the role of consumer behavior in
our society. It demonstrates the application of consumer
behavior principles to the marketing of protit and not-for-
profit services, including health care marketing. political
marketing. environmental marketing. and the marketing
of social causes. The book concludes with an examination
of public policy issues and a discussion of consumer be-
havior research prioritics for the next decade.

UPPLEMENTS

For the sixth edition of Consumer Behavior, a state-of-
the-art new supplements package has been created to sup-
port your teaching. The following materials are available
upon adoption of the text.

An Instructor’s Resource Manual and Video
Guide includes extensive chapter overviews, learning ob-
jectives, and outlines as well as applications exercises.
Discussion questions and answers are presented in detail.
A separate section in the manual includes the On Loca-
tion! at Lands™ End video cases and provides answers to
the discussion questions.

A new Test Item File with more than 100 questions
per chapter has been created. The multiple choice,
true/false. and essay questions are presented with three
levels of difficulty and are page referenced. Prentice
Hall Custom Test, a computerized test management sys-
tem, is available in DOS and Windows.

A set of Color Transparencies has been created to
present the concepts found throughout the book. and an
additional disk of clectronic transparencies is available in
PowerPoint.

Prentice Hall Presents: Multimedia Presenta-
tions for Marketing and Advertising is also available to
adopters of Schiffman and Kanuk. This brand new CD-
ROM is a compilation of nearly 300 media objects, which
range from EFFIE award-winning TV and print advertise-
ments to On Location! video case clips and dozens upon
dozens of concept illustrations taken from seven Prentice
Hall marketing and advertising texts. All of the media are
organized in a presentation program that makes arranging
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multimedia lectures simple. Create your presentation by
choosing from a list of the media by topic or run premade
chapter-by-chapter multimedia lectures for Consumer Be-
havior from a template that already exists on the CD. Con-
tact your local sales representative for a demonstration.

On Location! at Lands’ End is a series of custom
case videos created especially to accompany Consumer
Behavior. A relevant videocase and questions designed to
provide the students with an opportunity to apply the con-
cepts learned has been written to correspond to each of
the five parts of the text. For each videocase there is an 8
to 10 minute custom-produced video segment that pre-
sents background information and interviews with Lands’
End marketing executives on the issues and topics dis-
cussed in that section. The written video case studies and
the answers to the accompanying discussion questions are
continued in the Instructor’s Resource Manual. This new
feature of Consumer Behavior is designed to provide fo-
cused case studies for professors who wish to use dy-
namic case materials as part of their teaching.
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‘techniq’m amcmw with consumer behavior research, including a
dfmssmaﬁpaamw interpretivist research methods. Chapter 3
presents a comprehensive examination of market segmentation and
demonstrates how consumer behavior provides both the conceptual
framework aﬁd the strategic direction for the practical segmentation

of markets.
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As the twentieth century draws to a close,
the United States is a celebration in diversity.
Its people differ not only in the usual ways—
by age and gender, by race and nationality,
by education and occupation, by marital sta-
tus and living arrangements—but also in their
activities and interests, their preferences and
opinions. They differ in the music they like, the
television shows they watch, the political be-
liefs they hold, the clothing they wear.
Indeed, there has never been a better
time for people-watching. Just stand on a
street corner during the afternoon in any
medium-sized city. The diversity in dress—in
fashion, if you will—is astounding. Women’s
hemlines may vary from just below the hips to
just below the ankle, with any and every
length in between. Their trousers may range
from short-shorts to tailored slacks, from
spandex bicycle pants to flowing pajamas,
from bell-bottom hip huggers to jeans.

Men’s clothing may vary from traditional

here never was in
the world two opinions
alike, no more than two
hairs or two grains; the
most universal quality
is diversity.

—Michel De Montaigne,
1533-1592



business suits to sport jackets, from baseball jackets to un-
structured jackets, from tee shirts to sport shirts to dress shirts.
Department stores feature tattered clothing; the “grunge” look
is still “in”; alligator logos are out; and unisex clothing abounds.
And everybody is in style (see Figure 1-1).

Or look at hairdos—on men and women alike, regardless of age and regardless of
stage. They may range from the shaved head to the flowing mane, from the clipped bob to
the ubiquitous ponytail, from straight hair to curly hair, from frizz to cornrows to perms. In
America in the late 1990s, we are all free to express our tastes and our personalities in any
way that we wish, and the wonderful news is that we all fit in.

In addition to the diversity among consumers, there is also tremendous diversity
among marketers. Traditional retailers, from department stores to mom-and-pop stores, are
still around. So are the mass merchandisers, the discount stores, and the off-price stores.
However. the 1990s also have seen a tremendous increase in outlet malls, as well as a shift
from mass marketing to niche marketing to direct marketing, from showrooms to custom
catalogs, from selling through direct mail to selling through television shopping networks.
Catalog items range in price from 59-cent kitchen utensils to a $100,000, fully operative,
solid-gold miniature train carrying rubies. diamonds, sapphires, and emeralds around a 41-
foot track. In addition to the continued interest in value pricing, which stresses high qual-
ity at the lowest possible price, many marketers are concerned with relationship
marketing—developing a close affiliation with the consumer that results in brand or store
loyalty. Some consumers prefer to shop at stores that offer large selections of merchandise
and low prices, while others prefer stores where they can get in and out quickly and to
which they are willing to pay a premium to save time.

Manufacturers sell through traditional distribution channels, through custom-
designed channels, and directly to the consumer. Where United States producers once fo-
cused almost exclusively on the domestic market, the larger global market now beckons,
and marketers are designing marketing strategies that they hope will be as effective in
Bombay as they are in Boston.

There is great diversity in advertising media. We still have the traditional broadcast
and print media, but cable TV has made enormous inroads on network advertising, and
marketers of every size and every product or service are rushing on to the Internet and
World Wide Web. We have become accustomed to seeing advertising on bus shelters, on
municipal trash baskets, on shopping carts and cabs, and now marketers can even buy ad-
vertising space on the hull of a rocket from NASA.

With all of the diversity that surrounds us, the profusion of goods and services of-
fered to us, and the freedom of choice available to us, one may wonder how individual
marketers actually reach us with their highly specific marketing messages. How do they
know which people to target, where to reach them, and what message would be most per-
suasive to that target audience?

The answer, of course, is that despite the diversity among us, there are also many
similarities—constants that can be found among many peoples of the world. For example,
we all have the same set of biological needs, no matter where we were born. These needs
include the need for food, for nourishment, for water, for air, for shelter from the elements.
We also acquire needs after we are born. These needs often are shaped by the environment
and the culture in which we live, and by our education and the experiences we have had.
For example, if we are brought up in a culture that values exercise and physical fitness, we
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might make it a point to jog every day before work or school. If we experience a euphoric
“high” after jogging for a while, we may acquire the need to jog daily to maintain a sense
of well-being. The interesting thing about acquired needs is that there are usually many
people who experience the same needs, despite the individual nature of such needs.
Remember, if you’re “one in a million,” there may be 4000 people just like you.

One of the few common denominators among all of us, despite our differences, is
that above all, we are consumers. That is, we use or consume on a regular basis food, cloth-
ing, shelter, transportation, education, brooms, dishes, vacations, necessities, luxuries,
services, even ideas. And as consumers, we play a vital role in the health of the economy—
local, national, and international. The decisions that we make concerning our consumption
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