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Preface

Marketing attempts to influence the way consumers
behave. These attempts have implications for the
organizations making the attempt, the consumers they
are trying to influence, and the society in which these
attempts occur. We are all consumers and we are all
members of society, so consumer behavior, and at-
tempts to influence it, are critical to all of us. This text
is designed to provide an understanding of consumer
behavior. This understanding can make us better con-
sumers, better marketers, and better citizens.

MARKETING CAREERS
AND CONSUMER BEHAVIOR

A primary purpose of this text is to provide the student
with a usable, managerial understanding of consumer
behavior. Most students in consumer behavior courses
aspire to careers in marketing management, sales, or
advertising. They hope to acquire knowledge and skills
that will be useful to them in these careers. Unfortu-
nately, some may be seeking the type of knowledge
gained in introductory accounting classes; that is, a set
of relatively invariant rules that can be applied across a
variety of situations to achieve a fixed solution that is
known to be correct. For these students, the uncertainty
and lack of closure involved in dealing with living,
breathing, changing, stubborn consumers can be very
frustrating. However, if they can accept dealing with
endless uncertainty, utilizing an understanding of con-
sumer behavior in developing marketing strategy will
become tremendously exciting.

It is our view that the utilization of knowledge of
consumer behavior in the development of marketing
strategy is an art. This is not to suggest that scientific
principles and procedures are not applicable. Rather, it
means that the successful application of these princi-
ples to particular situations requires human judgment
that we are not able to reduce to a fixed set of rules.

Let us consider the analogy with art in some detail.
Suppose you want to become an expert artist. You
would study known principles of the visual effects of
blending various colors, of perspective, and so forth.
Then you would practice applying these principles until
you developed the ability to produce acceptable paint-
ings. If you had certain “natural” talents, the right

teacher, and the right topic, you might even produce a
“masterpiece.” The same approach should be taken by
one wishing to become a marketing manager, a sales-
person, or an advertising director. The various factors or
principles that influence consumer behavior should be
thoroughly studied. Then, one should practice applying
these principles until acceptable marketing strategies
result. However, while knowledge and practice can in
general produce acceptable strategies, “great” market-
ing strategies, like masterpieces, require special talents,
effort, timing, and some degree of luck (what if Mona
Lisa had not wanted her portrait painted?).

The art analogy is useful for another reason. All of
us, professors and students alike, tend to ask: “How can
I use the concept of, say, social class to develop a
successful marketing strategy?” This makes as much
sense as an artist asking: “How can I use blue to create
a great picture?” Obviously, blue alone will seldom be
sufficient for a great work of art. Instead, to be success-
ful, the artist must understand when and how to use
blue in conjunction with other elements in the picture.
Likewise, the marketing manager must understand
when and how to use a knowledge of social class in
conjunction with a knowledge of other factors in
designing a successful marketing strategy.

This book is based on the belief that knowledge of
the factors that influence consumer behavior can, with
practice, be used to develop sound marketing strategy.
With this in mind, we have attempted to do three things.
First, we present a reasonably comprehensive descrip-
tion of the various behavioral concepts and theories
that have been found useful for understanding con-
sumer behavior. This is generally done at the beginning
of each chapter or at the beginning of major subsections
in each chapter. We believe that a person must have a
thorough understanding of a concept in order to suc-
cessfully apply that concept across different situations.

Second, we present examples of how these concepts
have been utilized in the development of marketing
strategy. We have tried to make clear that these exam-
ples are not “how you use this concept.” Rather, they
are presented as “how one organization facing a partic-
ular marketing situation used this concept.”

Third, at the end of each chapter and each major
section, we present a number of questions, activities, or
cases that require the student to apply the concepts.

vii
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CONSUMING AND
CONSUMER BEHAVIOR

The authors of this book are consumers, as is everyone
reading this text. Most of us spend more time buying
and consuming than we do working or sleeping. We
consume products such as cars and fuel, services such
as haircuts and home repairs, and entertainment such as
television and concerts. Given the time and energy we
devote to consuming, we should strive to be good at it.
A knowledge of consumer behavior can be used to
enhance our ability to consume wisely.

Marketers spend billions of dollars attempting to
influence what, when, and how you and I consume.
Marketers not only spend billions attempting to
influence our behavior, they also spend hundreds of
millions of dollars studying our behavior. With a
knowledge of consumer behavior and an understanding
of how marketers use this knowledge, we can study
marketers. A television commercial can be an annoying
interruption of a favorite program. However, it can also
be a fascinating opportunity to speculate on the com-
mercial’s objective, target audience, and the underlying
behavior assumptions. Indeed, given the ubiquitous
nature of commercials, an understanding of how they
are attempting to influence us or others is essential to
understand our environment.

Throughout the text, we present examples that illus-
trate the objectives of specific marketing activities. By
studying these examples and the principles on which
they are based, one can develop the ability to discern
the underlying logic of the marketing activities encoun-
tered daily.

SOCIAL RESPONSIBILITY
AND CONSUMER BEHAVIOR

Should commercial sites on the World Wide Web
(Internet) that focus on children be strictly regulated,
banned completely, or left alone? This issue is currently
the source of a major debate. As educated citizens, we
have a responsibility to take part in this debate and to
influence its outcome. Developing a sound position on
this issue requires an understanding of children’s infor-
mation processing as it relates to advertising—an im-
portant part of our understanding of consumer behavior.

The debate described above is only one of many that
require an understanding of consumer behavior. We
present a number of these topics throughout the text.

The objective is to develop the ability to apply con-
sumer behavior knowledge to social and regulatory is-
sues as well as to business and personal issues.

NEW TO THE EIGHTH
EDITION

Marketing and consumer behavior, like the rest of the
world, is changing at a rapid pace. Both the way con-
sumers behave and the practices of studying that
behavior continue to evolve. In order to keep up with
this dynamic environment, several changes have been
made for the eighth edition.

Internet Applications

The Internet is rapidly changing many aspects of con-
sumer behavior. We have integrated the latest research
and practices concerning the Internet throughout the
text and the cases.

Consumer Insights

These boxed discussions are now in every chapter.
They provide an in-depth look at a particularly interest-
ing consumer study or marketing practice. Each has
several questions with it that are designed to encourage
critical thinking by the students.

More Global Examples

While previous editions have included a wealth of
global material, this edition further integrates this
important area. Most chapters contain multiple global
examples woven into the text. In addition, Chapter 2
and several of the cases are devoted to global issues.

CHAPTER FEATURES

Each chapter contains a variety of features designed to
enhance students’ understanding of the material as well
as to make the material more fun.

Opening Vignettes

Each chapter begins with a practical example that in-
troduces the material in the chapter. These involve sit-
uations in which businesses, government units, or
nonprofit organizations have used or misused con-
sumer behavior principles.



Integrated Coverage
of Ethical/Social Issues

Marketers face numerous ethical issues as they apply
their understanding of consumer behavior in the mar-
ketplace. We describe and discuss many of these issues.
These discussions are highlighted in the text via ¥ . In
addition, Chapter 20 is devoted to the consumerism
movement and the regulation of marketing practice.
Several of the cases are also focused on ethical or
regulatory issues, including all of the cases following
Part Six.

Internet Exercises

The Internet is rapidly becoming both a major source
of data on consumer behavior and a medium in which
marketers use their knowledge of consumer behavior
to influence consumers. A section at the end of each
chapter has Internet assignments. These serve two pur-
poses. One is to teach students how to use the Internet
as a research tool to learn about consumers and con-
sumer behavior. The second purpose is to enhance stu-
dents’ understanding of how marketers are approaching
consumers using this medium.

DDB Needham Lifestyle
Data Analyses

Each relevant chapter poses a series of questions that
require students to analyze data from the annual DDB
Needham Lifestyle survey. These data are available in
spreadsheet format on the disk that accompanies this
text. These exercises increase students’ data analysis
skills as well as their understanding of consumer
behavior.

Four-Color lllustrations

Print ads, storyboards, and photos of point-of-purchase
displays appear throughout the text. Each is directly
linked to the text material both by text references to
each illustration and by the descriptive comments that
accompany each illustration.

Review Questions

The review questions at the end of each chapter allow
students or the instructor to test the acquisition of the
facts contained in the chapter. The questions require
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memorization, which we believe is an important,
though insufficient, part of learning.

Discussion Questions

These questions can be used to help develop or test
the students’ understanding of the material in the
chapter. Answering these questions requires the stu-
dent to utilize the material in the chapter to reach a
recommendation or solution. However, they can be
answered without external activities such as customer
interviews (therefore, they can be assigned as in-class
activities).

Application Activities

The final learning aid at the end of each chapter is a set
of application exercises. These require the students to
utilize the material in the chapter in conjunction with
external activities such as visiting stores to observe
point-of-purchase displays, interviewing customers or
managers, or evaluating television ads. They range in
complexity from short evening assignments to term
projects.

OTHER LEARNING AIDS
IN THE TEXT

Three useful sets of learning material are presented
outside the chapter format—cases, an overview of con-
sumer research methods, and a format for a consumer
behavior audit.

Cases

There are cases at the end of each major section of the
text except the first. The cases can be read in class and
used to generate discussion of a particular topic. Stu-
dents like this approach, and many instructors find it a
useful way to motivate class discussion.

Other cases are more complex and data intense.
They require several hours of effort to analyze. Still
others can serve as the basis for a term project. We have
used several cases in this manner with success (the
assignment is to develop a marketing plan clearly iden-
tifying the consumer behavior constructs that underlie
the plan).

Each case can be approached from a variety of an-
gles. A number of discussion questions are provided
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with each case. However, many other questions can be
used. In fact, while the cases are placed at the end of the
major sections, most lend themselves to discussion at
other points in the text as well.

Consumer Research
Methods Overview

Appendix A provides a brief overview of the more
commonly used research methods in consumer behav-
ior. While not a substitute for a course or text in mar-
keting research, it is a useful review for students who
have completed a research course. It can also serve to
provide students who have not had such a course with
relevant terminology and a very basic understanding of
the process and major techniques involved in consumer
research.

Consumer Behavior Audit

Appendix B provides a format for doing a consumer
behavior audit for a proposed marketing strategy. This
audit is basically a list of key consumer behavior
questions that should be answered for every proposed
marketing strategy. Many students have found it par-
ticularly useful if a term project relating consumer
behavior to a firm’s actual or proposed strategy is re-
quired.

SUPPLEMENTAL LEARNING
MATERIALS

We have developed a variety of learning materials to en-
hance the student’s learning experience and to facilitate
the instructor’s teaching activities. Please contact your
local Irwin/McGraw-Hill sales representative for assis-
tance in obtaining ancillaries. Or, contact us directly at
our Web site, www.mhhe.com.

DDB Needham Lifestyle Data
Analyses Disk

A disk accompanying the text contains data in spread-
sheet format from the annual DDB Needham Lifestyle
survey. It enables students to access consumer market
data and draw marketing strategy recommendations
based on these data.

Instructor’s Manual

The Instructor’s Manual contains suggestions for teach-
ing the course, learning objectives for each chapter, ad-
ditional material for presentation, lecture tips and aids,
answers to the end-of-chapter questions, suggested
case teaching approaches, and discussion guides for
each case.

Test Bank and Computerized
Test Bank

A test bank of over 1,500 multiple-choice questions
accompanies the text. These questions cover all the
chapters, including the material in the opening vi-
gnettes and in the Consumer Insights. The questions
are coded according to degree of difficulty. A comput-
erized version is available in MAC, DOS, and Win-
dows platforms.

Four-Color Acetates

A packet of 70 four-color acetates of ads, picture boards,
point-of-purchase displays, and so forth is available to
adopters. These acetates are keyed to specific chapters
in the text. The Instructor’s Manual relates the acetates
to the relevant concepts in the text.

Video Cases

A set of video cases is available to adopters. These
videos describe firm strategies or activities that relate
to material in the text. A guide for teaching from the
videos is contained in the Instructor’s Manual.

Electronic Slides

180 PowerPoint slides accompany the eighth edition.
The slides contain key figures from the text as well as
additional images.

CD-ROM Presentation
Manager

This instructor CD-ROM contains PowerPoint elec-
tronic slides, video clips, advertisements from the text,
plus many nontext ads, the Instructor’s Manual, and the
test bank. This supplement is available to adopters of
the text.
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DDB Needham Lifestyle
Data Analyses

DDB Needham Worldwide is one of the leading adver-
tising agencies in the world. One of the many services
it provides for its clients as well as to support its own
creative and strategy efforts is a major, annual lifestyle
survey. This survey is conducted using a panel main-
tained by Consumer Mail Panel. In a panel such as this,
consumers are recruited such that the panel has demo-
graphic characteristics similar to the U.S. population.
Members of the panel agree to complete questions on a
periodic basis.

THE DATA

The 1996 Lifestyle study involved over 3,500 com-
pleted questionnaires. These lengthy questionnaires
included approximately 200 interest and opinion items
(I like to pay cash for everything I buy, I am an avid
sports fan); 160 frequency of activity questions
(worked in the garden, gambled in a casino), questions
on preferred marital style (traditional, modern, or
other), over 200 questions on product purchase and use,
approximately 75 questions on product ownership and
purchase intentions, over 100 questions on one’s self-
concept and ideal self-concept, and numerous questions
collecting demographic and media preference data.

DDB Needham has allowed us to provide a portion
of these data in spreadsheet format in the disk that
accompanies this text. The data are presented in the
form of cross-tabulations at an aggregate level with the
cell values being percents. For example:

Household Size
1 2 3-5 >5
Number in sample 550 1,377 1,626 162
Rented a video 7.0% 10.7% 18.8% 20.0%
Used the Internet 6.1 5.6 5.7 1.9
Made pancakes 2.0 59 9.5 19.3

The above example indicates that 7.0 percent of the
550 respondents from one-person households were

heavy renters of videos, compared to 10.7 percent of
the 1,377 from two-person households, 18.8 percent of
those from households with three, four, or five mem-
bers, and 20.0 percent of those from households with
more than five members.

It is possible to combine columns within variables.
That is, we can determine the percent of one- and two-
person households combined that made pancakes.
Because the number of respondents on which the per-
cents are based differs across columns, we can’t simply
average the cell percent figures. Instead, we need to
convert the cell percent to numbers by multiplying
each cell percent times the number in the sample for
that column. Add the numbers for the cells to be com-
bined together and divide the result by the sum of the
number in the sample for the combined cells’ columns.
The result is the percent of the combined column cate-
gories that engaged in the behavior of interest.

The data available on the disk are described below.

Column Variables
for the Data Tables

Tables

1 & 1A Household size, marital status, number of
children at home, age of youngest child at
home, and age of oldest child at home.

2 & 2A Male’s report of female level of employ-
ment and motivation for working, female’s
report of female work level and motivation
for working.

3 & 3A Household income, education level of re-
spondent.

4 & 4A  Occupation.

5 & 5A  Ethnic subculture, age.

6 & 6A Gender, geographic region.

7 & 7A  Personality/self-concept traits (humorous,

friendly, affectionate, dynamic, shy, as-
sertive, sensitive, independent, traditional,
romantic, intellectual, competitive).

xiii
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Row Variables for Tables 1, 2, 3,
4,5,6,and 7
Activity
Heavy User (25+ times in last year)
Food delivered to home
Made pancakes
Purchased from mail catalog
Used a price-off coupon at grocery store
Attended a lecture
Went to movies
Took photographs
Used the Internet
Cooked outdoors
Jogged
Visited health club
Rented a video
Car trip over 100 miles
Attended church

Heavy User (personal use several times a week or more)

Pain relievers
Shower gel
Dandruff shampoo
Lipstick (females)
Presweetened cereal
Cigarettes

Ownership

Personal computer

Camcorder

Microwave oven

Common stock

A handgun

Cellular phone

35mm camera
Favorite Television Shows (personal preference,
not family)

“E.R.”

“Melrose Place”

“X-Files”

“Seinfeld”

“Frasier”

“Murphy Brown”
“Saturday Night Live”
“David Letterman”

Row Variables for Tables 1A, 2A,
3A, 4A, 5A, 6A, and 7A

Attitudes/Interests/Opinions

I am uncomfortable when the house is not com-
pletely clean.

I love to eat different food with interesting flavors.
I usually check ingredient labels when buying food.

I am confused by all the nutrition information that is
available today.

I like to cook.

I have trouble getting to sleep.

I work very hard most of the time.
I have a lot of spare time.

When I have a favorite brand I buy it—no matter
what else is on sale.

I always check prices even on small items.

I’m willing to pay more to shop at stores where I get
better service.

I am usually among the first to try new products.

I make a special effort to buy from companies that
support charitable causes.

Our family is too heavily in debt.
Most big companies are just out for themselves.

A drink or two at the end of the day is a perfect way
to unwind.

Americans should always buy American products.
I make a strong effort to recycle everything I can.
Everything is changing too fast today.

My greatest achievements are still ahead of me.
Dressing well is an important part of my life.

The car I drive is a reflection of who I am.

I seek out new experiences that are a little frighten-
ing or unconventional.

I like the feeling of speed.



Children are the most important thing in a marriage.
A woman'’s place is in the home.

I think the women’s liberation movement is a good
thing.

Television is my primary form of entertainment.

I refuse to buy a brand whose advertising I dislike.
TV commercials place too much emphasis on sex.

I like to be among the first to see a new movie.

Personality (terms that would describe me)

Interesting
Winner
Self-confident
Sexy
Life-of-the-party

DDB Needham Lifestyle Data Analyses XV

Tense

Patient

ACCESSING THE DATA

The data can be used on either a Macintosh or Windows-
based machine. Once accessed, you should immediately
create a backup copy of all the files either on your hard
drive or on another disk.

If you have a Macintosh system 7 or later, you
should be able to get an immediate translation of the
disk into Macintosh format. If you have an earlier
Macintosh system, you may need to run a utility pro-
gram such as Apple File Exchange to translate the
program. Simply follow the instructions that come with
this program. Be sure to make a backup copy of the
translated files before you begin to work with them.



Contents in Brief

Part One
Introduction 2

Chapter One

Consumer Behavior and Marketing

Strategy 5

Part Two
External Influences 36

Chapter Two

Cross-Cultural Variations in
Consumer Behavior 39

Chapter Three

The Changing American
Society: Values 79
Chapter Four

The Changing American Society:
Demographics and Social
Stratification 111

Chapter Five

The Changing American Society:
Subcultures 145

Chapter Six

The American Society:
Families and Households 191

Chapter Seven

Group Influences on
Consumer Behavior 225

M Part Two Cases
Cealas 2-1 through 2-9 263

Part Three
Internal Influences 280

Chapter Eight
Perception 283
Chapter Nine

Learning, Memory, and Product
Positioning 323

Chapter Ten

Motivation, Personality, and Emotion
Chapter Eleven

Attitudes and Influencing Attitudes
Chapter Twelve

Self-Concept and Lifestyle 427
B Part Three Cases

Cases 3-1 through 3-10 456

Part Four
Consumer Decision Process

Chapter Thirteen
Situational Influences ar7
Chapter Fourteen

Consumer Decision Process
and Problem Recognition 503

Chapter Fifteen
Information Search 527
Chapter Sixteen

Alternative Evaluation and
Selection 559

Chapter Seventeen
QOutlet Selection and Purchase 591
Chapter Eighteen

Postpurchase Processes,
Customer Satisfaction, and Customer
Commitment 627

B Part Four Cases
Cases 4-1 through 4-8 659

Part Five
Organizations as Consumers

Chapter Nineteen

Organizational Buyer Behavior 675
M Part Five Cases

Cases 5-1 and 5-2 702

361

393

474

672

xvii



xviii Contents in Brief

Part Six
Consumer Behavior and Marketing
Regulation 706

Chapter Twenty

Marketing Regulation and Consumer
Behavior 709

MW Part Six Cases
Cases 6-1 and 6-2 737

Appendix A Consumer Research
Methods 742

Appendix B Consumer Behavior Audit
Name Index 754

Case Index 763

Subject Index 764

749



Contents

Part One
Introduction 2

Chapter One
Consumer Behavior and
Marketing Strategy 5
Applications of Consumer Behavior 9
Marketing Strategy 9
Regulatory Policy 9
Social Marketing 9
Informed Individuals 10
Marketing Strategy and Consumer
Behavior 11
Market Analysis Components 13
The Consumers 13
The Company 15
The Competitors 15
The Conditions 15
Market Segmentation 16
Product-Related Need Sets 16
Customers with Similar Need Sets 17
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 24
Society Outcomes 25
. The Nature of Consumer Behavior 26
/= External Influences 27
Internal Influences 27
Self-Concept and Lifestyle 28
Situations and Consumer Decisions 29
The Meaning of Consumption 29
Summary 31

gy \/

Part Two
External Influences 36

Chapter 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 50
Self-Oriented Values 52

Cultural Variations in Nonverbal
Communications 54

Time 7
Space 58
Symbols 59

Friendship 59

Agreements 61

Things 62

Etiquette 62

Conclusions on Nonverbal Communications
A Global Teenage Culture?
Global Demographics 65
Cross-Cultural Marketing Strategy 68

Considerations in Approaching a
Foreign Market 68

Summary 71

Chapter Three

The Changing American Society:

Values 79

Changes in American Cultural Values 80
Self-Oriented Values 80
Environment-Oriented Values
Other-Oriented Values 86

Marketing Strategy and Values 88

e
88HC. N\
Cause-Related Marketing

Green Marketing

Marketing to Gay Consumers 94
Gender-Based Marketing 9 \|&H /
Summary 103

/

84 ;ﬁ?*r

63

63 /7\/1’ F=0k S}

S

Xix



XX Contents

Chapter Four
The Changing American Society: Demographics
and Social Stratification 111
Demographics 112

Population Size and Distribution 112

Age 112

Occupation 116

Education 116

Income 117

Marketing Strategy and Demographics 119
Social Stratification 119

Status Crystallization 121
Social Structure in the United States 121

Upper Americans (14 Percent) 123

Middle Americans (70 Percent) 125

Lower Americans (16 Percent) 128

Conclusions on Social Structure
in the United States 131

The Measurement of Social Class 131

Single-Item Indexes 131

Multi-Item Indexes 134

Which Scale Should Be Used? 136

Issues and Assumptions in Using Social Class 136
Social Stratification and Marketing Strategy 137
Summary 138

Chapter Five

The Changing American Society:
Subcultures 145
The Nature of Subcultures 146
Ethnic Subcultures 148
African-Americans 150

Demographics 151

Consumer Groups 151

Media Usage 152

Marketing to African-Americans 153
Hispanics 155

Identification with Traditional Hispanic Culture 156

Marketing to Hispanics 157
Asian-Americans 161

Consumer Groups 161

Marketing to Asian-Americans 162
Native Americans 164
Asian-Indian Americans 164
Arab-Americans 166

Religious Subcultures 166
Christian Subcultures 166
Non-Christian Subcultures 169

Regional Subcultures 171

Age-Based Subcultures 172 T4
Pre-Depression Generation 173
Depression Generation 173
Baby Boom Generation 176
Generation X 178 ’
Generation Y 179 Nat”

Summary 182

Chapter Six
The American Society:
Families and Households 191
The Nature of American Households 193
Types of Households 193
Changes in Household Structure 195
The Household Life Cycle 196
Marketing Strategy Based on the Household
Life Cycle 204
Family Decision Making 206
The Nature of Family Purchase Roles 206
Determinants of Family Purchase Roles 208
Conflict Resolution 210
Conclusions on Family Decision Making 210
Marketing Strategy and Family
Decision Making 211
Consumer Socialization 212
The Ability of Children to Learn 212
The Content of Consumer Socialization 213
The Process of Consumer Socialization 213
The Supermarket as a Classroom 216
Marketing to Children 217
Summary 218

Chapter Seven
Group Influences on Consumer Behavior 225
Types of Groups 226
Consumption-Based Groups 228
Reference Group Influences on the
Consumption Process 231
The Nature of Reference Group Influence 232
Degree of Reference Group Influence 233
Marketing Strategies Based on Reference
Group Influences 236



Personal Sales Strategies 236

Adbvertising Strategies 237
Communications within Groups 239
Opinion Leadership 240

Situations in Which Opinion Leadership Occurs 240

Opinion Leader Characteristics 241

Marketing Strategy and Opinion Leadership 243
Diffusion of Innovations 247

Categories of Innovations 247

Diffusion Process 249

Marketing Strategies and the Diffusion Process 255
Summary 256

Part Two Cases
Case 2-1 The Copper Cricket 263
Case 2-2 Norelco’s Advantage Razor
Introduction 265
Frito-Lay’s Wow! Chips 267
Tony the Tiger Goes Global 269
Wal-Mart Enters China 271
Tom’s of Maine 272
Understanding Teens
Dixon Ticonderoga’s Prang =~ _
Soybean Crayon 276V ABASEH:

Marketing Bottled Sauces to
Ethnic Groups 277

Case 2-3
Case 2-4
Case 2-5
Case 2-6
Case 2-7
Case 2-8

Case 2-9

Part Three
Internal Influences 280
Chapter Eight
Perception 283
The Nature of Perception 284
Exposure 285
Attention 287
Stimulus Factors 287
Individual Factors 291
Situational Factors 292
Nonfocused Attention 294
Interpretation 296
Individual Characteristics 297
Situational Characteristics 298
Stimulus Characteristics 299
Interpreting Images 302
Consumer Inferences 303

275 \/ JHj

Contents XXi

Misinterpretation of Marketing Messages 304
Perception and Marketing Strategy 305
Retail Strategy 305
Brand Name and Logo Development 305
Media Strategy 306
Advertisements and Package Design 307
Developing Warning Labels and Posters 309
Advertising Evaluation 310
Ethical Concerns 312
Summary 313

Chapter Nine
Learning, Memory,
and Product Positioning 323
Nature of Learning 324
Learning under Conditions of High
and Low Involvement 325
Conditioning 327
Cognitive Learning 330
Summary of Learning Theories 333
_General Characteristics of Learning 334

: 2/&% Strength of Learning 334

Stimulus Generalization 339

Y e
|7k ) Stimulus Discrimination 339

Response Environment 340
Memory 341
Short-Term Memory 341
Long-Term Memory 342
Remembering versus Knowing 345
Brand Image and Product Positioning 345
Product Positioning 347
Brand Equity and Brand Leverage 350
Summary 353

Chapter Ten
Motivation, Personality, and Emotion 361
The Nature of Motivation 362
Maslow’s Hierarchy of Needs 363
McGuire’s Psychological Motives 363
Motivation Theory and Marketing Strategy 368
Discovering Purchase Motives 369
Marketing Strategies Based on Multiple Motives 371

Marketing Strategies Based
on Motivation Conflict 372

Do Marketers Create Needs? 373



Xxii Contents
Personality 374 s TP? & '{\ R
The Use of Personality in Marketing Practice 375
Emotion 378 N
Types of Emotions 379
Emotions and Marketing Strategy 380
Emotion Arousal as a Product Benefit 380
Emotion Reduction as a Product Benefit 381
Emotion in Advertising 381
Summary 385

Chapter Eleven
Attitudes and Influencing Attitudes 393
Attitude Components 395

Cognitive Component 395

Affective Component 398

Behavioral Component 399

Component Consistency 399

Measurement of Attitude Components 401
Attitude Change Strategies =~ 402

Change the Affective Component 403

Change the Behavioral Component 405

Change the Cognitive Component 405
Individual and Situational Characteristics
that Influence Attitude Change = 407
Communication Characteristics that Influence
Attitude Formation and Change 408

Source Characteristics 409

Appeal Characteristics 412

Message Structure Characteristics 416
Market Segmentation and Product Development
Strategies Based on Attitudes 417

Market Segmentation 417

Product Development 419
Summary 419

Chapter Twelve
Self-Concept and Lifestyle 427
Self-Concept 428
Possessions and the Extended Self 429
Measuring Self-Concept 432
Using Self-Concept to Position Products 433
Marketing Ethics and the Self-Concept 434
The Nature of Lifestyle 435
Measurement of Lifestyle 436
The VALS Lifestyles 440
The VALS2 Segments 440
Issues and Uses of VALS2 447

Geo-Lifestyle Analysis (PRIZM) 447
International Lifestyles: GLOBAL SCAN 449
Summary 451

Part Three Cases

Case 3-1  Repositioning Las Vegas 456
Case 3-2  Marketing the California

Avocado 456
Case 3-3  Marketing Food Irradiation 460
Case 3-4  Kraft's Umbrella Campaign 461
Case 3-5  Marketing Men’s Cosmetics 462
Case 3-6 Made in Mexico 465
Case 3-7  ThirstyDog! and ThirstyCat! 466
Case 3-8  Sugar versus Artificial

Sweeteners 469
Case 3-9  Antismoking Campaigns

Targeting Teens 471
Case 3-10 Bayer Ibuprofen? 472

Part Four
Consumer Decision Process 474

Chapter Thirteen
Situational Influences 477
The Nature of Situational Influence 478
The Communications Situation 478
The Purchase Situation 479
The Usage Situation 480
The Disposition Situation 480

Situational Characteristics and Consumption
Behavior 481

Physical Features 482
Social Surroundings 486
Temporal Perspectives 488
Task Definition 488
Antecedent States 491
Ritual Situations 492

Situational Influences and Marketing
Strategy 493

Summary 496

Chapter Fourteen

Consumer Decision Process and Problem

Recognition 503

Types of Consumer Decisions 504
Nominal Decision Making 506



