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PREFACE,

consumer behavior textbooks and realized that they contained very

few vivid images of consumers—Ilots of ads, but few consumers. We
felt it was like reading a book about fish that includes a lot on fishermen/women
but very little about fish. The books focus on theories and research but rarely dis-
cuss how consumers actually behave. While theories are useful, they are insuffi-
cient by themselves. Students must marry knowledge to skills that will allow
them to analyze and influence consumers’ behavior in the real world. It is our
contention that students cannot understand consumer behavior without compre-
hending the things that real consumers, marketers, and public policy actors do.
Too often, consumer behavior texts leave students mystified about why con-
sumers behave as they do and Zow marketers and public policy actors use their
knowledge of consumer behavior in their work. Students must do more than just
memorize theories and examples to spit back on exams. They must be able to in-
tegrate these theories and examples into the marketing activities they learn about
in other courses in order to apply consumer behavior principles to marketing
problems.

In this book, we focus on the skills students require in order to participate
more effectively in marketing-related activities. We propose to teach students
these skills by emphasizing how consumers actually behave and then showing
how marketers, consumer activists, and public officials influence their behavior.
Our approach emphasizes how marketers and others apply consumer behavior
theories, as distinguished from an emphasis on the theories themselves. We use
text, examples, and extensive video material to illustrate the behavior of real con-
sumers and provide opportunities for students to develop their analytic knowl-
edge through guided questions and activities.

When we sat down to begin writing this book, we reviewed the leading

V¥ A CONSUMER BEHAVIOR TEXTBOOK WITH A DIFFERENCE

A textbook in consumer behavior should face outward toward the real world rather
than inward toward academic research, researchers, research methods, and theo-
ries. Research, methods, and theories are unquestionably important, but they are
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means, not ends—they are useful only insofar as they lead to genuine pragmatic
understanding of how consumers actually behave.

A textbook in consumer behavior should include the full range of consumer deci-
stons. It should focus on life-altering decisions, such as purchasing a home, plan-
ning a wedding, or deciding whether and when to have child. It should also ad-
dress less momentous decisions, such as buying a soft drink, choosing a
breakfast cereal, or going to a movie. These latter choices are equally important
to a study of consumer behavior, for two reasons—consumers make them many
times each day, and they are vital to the large industries that market products and
services of this kind.

A textbook in consumer behavior should address both the pleasures and the dark
side of consumption. Consumers derive many benefits from their purchase and
use of products and services—music and movies provide entertainment; check-
ing accounts afford a means of budgeting one’s income. At the same time, con-
sumer behavior has a dark side—alcohol and drug addiction, pollution of the en-
vironment, eating disorders, compulsive gambling, and overuse of credit are
striking examples of consumer behavior gone awry. Such behavior damages its
victims and is the focus of all those who try to help.

A textbook in consumer behavior should include the full range of consumers.
Consumers are old and young, rich and poor, male and female, black and white.
Some consumers work full-time; some are retired. Consumers live in Pennsylva-
nia, Florida, and California; India and Peru. Some consumers are homemakers
who acquire products for their families; others are students who buy for them-
selves.

A textbook in consumer behavior should include all the participants in the mar-
keting process. Consumers, advertisers, marketers, and media executives repre-
sent a portion of the participants in the marketing process; they are joined by con-
sumer advocates and local and national government officials, who influence these
parties. Students who study consumer behavior may choose to enter careers in
any one of these fields. A solid understanding of consumer behavior will enable
them to work effectively in their chosen profession.

A textbook in consumer behavior should provide experience in doing rather than
memorizing. Students must learn how to make rational personal consumption de-
cisions, create convincing advertising, evaluate local and national marketing
plans, develop and test new products, and prevent marketers from injuring con-
sumers or damaging a fragile environment. While they cannot be expected to do
any of these things as well as experienced professionals, they should be expected
to make credible and interesting attempts. After all, learning without doing is the
same as not learning.

V¥ THE DEVELOPMENT PROCESS

In developing this project, we conducted some of our own market research to en-
sure that we could help you meet the objectives noted above in the most efficient
way for the ultimate consumer—your students. Early on, we conducted focus
groups of instructors of consumer behavior to discuss the use of media technol-
ogy in the classroom. We found that existing video series are sorely lacking in
quality. You told us that you want something more than strings of broadcast com-
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mercials. You want to be able to show your students real-world applications of con-
sumer behavior in action—the decisions ordinary consumers make every day. We
delivered. You told us you preferred to stay away from corporate talking heads es-
pousing the virtues of Fortune 500 companies. We concurred. Based on this feed-
back, we developed a prototype for the video series and conducted a second focus
group at the Association for Consumer Research meeting a year later. You told us
what you liked and what we could do better. You suggested ideal time frames,
quantities, and concepts. We responded.

Having established criteria for the video component of the package, we set to
work developing the manuscript. Once a first draft was complete, we bought to-
gether a group of professors at the Marketing Educator’s Conference in San
Francisco for a reviewer conference. Working with the authors and editors, the
group poured over every page of the manuscript, praising its virtues and cri-
tiquing its weaknesses. For two days, we drank coffee, ate sandwiches, and de-
bated, and at the end of the second day, we shook hands, compiled our notes, and
went back to the drawing board and revised. We took your comments to heart,
and we thank you for your candor and your guidance.

No market research is effective if it does not involve the ultimate consumer of
the product. Through a series of focus groups on business disciplines, we turned
to the ultimate user of our product—the student. We discussed pedagogy and de-
sign—what works and what doesn’t, what draws attention and what is disre-
garded. We discovered some new ways of doing things—replacing the tired re-
view questions at the end of each chapter with self-tests reminiscent of the type
found on exams—and better ways of treating existing features—embedding
boxed material more closely into the content of the text, adding definitions of key
terms to the margin running glossary. Through these discussions, we feel that
we have developed a pedagogically sound product that serves as both a source of
information about consumer behavior and a teaching and learning tool for suc-
cessfully completing a consumer behavior course.

V' FEATURES OF THE INSTRUCTIONAL PACKAGE

Our package portrays consumers as individuals, as family members, as influential
friends and neighbors; it depicts marketers, media executives, consumer ac-
tivists, and government officials at work. It does so by extending the traditional
focus on consumer behavior theories to integrate real consumers, marketers, and
public policy actors into the discussion, in both the body of the text and the peda-
gogical elements described below.

Consumer Snapshot Each chapter opens with a photo of a real consumer the
authors have interviewed. The photo is accompanied by a brief autobiographical
caption of the consumer—his or her name, age, occupation, marital status, and
place of residence. These consumers are also featured in the accompanying video
series.

Eye on the Consumer Portions of the consumer interviews are recounted in
chapter-opening vignettes. Eliot Spiegel describes the Harley subculture as a way
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of life. Trupti Niak chronicles her decision to major in mechanical engineering at
the University of Minnesota. Dorothy Sinclair recounts her experience with
credit card debt. These are real people, from across the country. They represent
different demographic groups. They live their own lifestyles. And they are all con-
sumers.

Fact or Fiction The Consumer Snapshot is followed by a series of statements
for the student to consider. The student must decide whether these statements
are true or false—fact or fiction—based on his or her existing knowledge: Are
David Letterman’s Top Ten Lists considered a part of American culture? Does
home shopping eliminate most of the situational influences on purchasing?
Throughout the chapter, as these concepts are addressed, the Fact or Fiction
statements are revisited and answers are provided.

Chapter Objectives A numbered list of chapter objectives follows the Eye on
the Consumer vignettes. These objectives identify the core concepts of the chap-
ter, providing an overview of the key topics and preparing the student for the dis-
cussion.

Thematic Boxes Three core themes are highlighted in anecdotal boxes
throughout the text—the pleasures of consumption, the dark side of consump-
tion, and public policy issues. The Pleasures of Consumption boxes cover such
topics as the growing popularity of Christian music and the pleasures of exercise.
The Dark Side of Consumption boxes grapple with such controversial issues as
the portrayal of negative role models in the media: Do television programs like
NYPD Blue portray too much sex and violence? Do movies like The Program en-
courage teenagers to imitate dangerous behavior? Are models like Kate Moss re-
sponsible for anorexic behavior in adolescent girls attempting to emulate the
“waif” look? The Public Policy boxes take these concerns one step further and ex-
amine the ethical and moral implications of such issues and the role of local, na-
tional, and federal law makers in legislating against them. For example, one Pub-
lic Policy box discusses FCC legislation of 800 numbers that aren’t free of charge
but imply that they are. Another questions the responsibility of marketers who
distribute the popular children’s game Pogs—Are these marketers encouraging
gambling behavior in children? Do they have a responsibility to restrict the im-
ages portrayed on pogs and refuse to sell those that carry pornographic or satanic
figures? Every box throughout the text concludes with a series of thought-pro-
voking questions for the student to consider.

Running Glossary Every boldfaced key term is called out and defined in the
margin in a distinctive purple box, creating a running glossary throughout the
text. These key terms are listed again at the end of the chapter, along with page
references, so the student can find them easily in the body of the text when re-
viewing the material for exams.

Summary Each chapter concludes with a narrative summary, broken down
into the numbered objectives posited at the beginning of the chapter. Each of
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these chapter objectives is revisited and developed in the chapter summary, pro-
viding a detailed overview of the key points of the discussion.

Skill-Building Activities End-of-chapter skill-building activities ask students
to apply the concepts discussed in the text by completing an assignment, con-
ducting an investigation, or defending the role of a consumer, a marketer, or a
public policy advocate in a specific situation. The student may be asked to take
the role of a government official interested in discouraging teenagers from smok-
ing and to incorporate various learning processes to do so. Or, the student may
be asked to watch an hour of evening network television and count the number of
violent acts that are shown and consider the effects this behavior has on con-
sumers. Some of the activities can be conducted as in-class group projects, while
others may be given as individual assignments.

Self-Tests End-of-chapter self-tests provide sample test questions for students
to use to prepare for exams. The questions are organized into multiple-choice,
true-false, short answer, and application exercises reminiscent of the type stu-
dents may be given in class. Answers to all self-test questions are included in the
back of the book.

¥ THE ILLUSTRATION PROGRAM

In keeping with the modern, cutting edge feel of the text, we selected an art stu-
dio to generate the dynamic three-dimensional illustrations featured throughout
the pages of this book. Thunderbolt Graphics delivered an art program that is as
bold and vibrant as the discipline of consumer behavior itself and the countless
examples we encounter every day. Complementing these dynamic illustrations is
a collection of striking print advertisements and storyboards. These ads have
been selected to enhance the textual discussion by visually delineating the con-
cepts introduced in the text; none are extraneous or incidental. Together with the
editors, illustrators, and photo researchers, we have succeeded in developing an
art program that uniquely complements this text and facilitates the education of
today’s visual learners.

¥ ORGANIZATION OF THE BOOK

The organization of this book is rather unique. We have organized the chapters
into four parts—an Introduction, Background Characteristics, Behavioral
Processes, and Consumer Behavior and Marketing. The Introduction presents
the framework we have used to organize our discussion of consumer behavior. In
the first chapter, we provide an overview of consumer behavior by discussing the
roles played by consumers, marketers, and public policy actors. In the second
chapter, we furnish a framework for the analysis of consumer behavior which em-
phasizes the background characteristics on which consumer markets are seg-
mented and the behavioral processes consumers use to complete their purchase
processes. In the third chapter, we focus on marketers. We review the basics of
marketing strategy—segmentation, positioning, and marketing mix—and the vi-
tal role analysis of consumer behavior plays in formulating marketing strategies.
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Part 2, Background Processes, introduces the most common background char-
acteristics on which consumers may be segmented. This part includes chapters
on culture and values; demographic subcultures; personality, lifestyle, and psy-
chographics, and reference groups, communities, and families.

Part 3, Behavioral Processes, presents the behavioral tools consumers use to
complete the purchases process—motivation, perception, learning, attitude for-
mation, and decision making. We present background characteristics before be-
havioral processes because marketers and public policy actors segment markets
on the basis of these characteristics and then examine the different ways con-
sumers in distinct segments use the processes. Chrysler might distinguish be-
tween men and women because they have different attitudes towards minivans,
for example, while the Federal Trade Commission monitors advertisements
aimed at children more closely than those targeted at adults because children’s
perceptual and learning skills are less developed.

Finally, in Part 4, Consumer Behavior and Marketing, we consider the applica-
tion of consumer behavior insights to some key consumer and marketing activi-
ties. The chapters included in this section discuss purchase and usage behavior,
on the part of the consumer; forms of marketing communication, including inte-
grated marketing communications; the effects of interpersonal communication
and opinion leadership on consumer behavior; and new product planning, on the
part of the marketer.

¥ TEACHING AND LEARNING PACKAGE

Video Library This textbook comprises just one component of an entire pack-
age designed to enhance teaching and learning. The book itself is packed with
relevant information, useful concepts, real-world case histories, and skill-building
activities. Regardless of how eloquently we present written examples, however,
visually observing activities can provide insights that can’t be captured in any
other way. Accordingly, we have developed a video library consisting of over 50
video segments selected from more than 40 hours of interviews with real con-
sumers. While students are, naturally, acquainted with their own behavior as con-
sumers, they have little first-hand contact with consumers whose behavior is dif-
ferent from their own or with the marketing activities that produce advertising
and retail sales efforts.

Our video segments are significantly different from the “talking heads” of
television news commentators or the promotional films of national marketers. We
have conducted the interviews and shot the video footage ourselves in six differ-
ent geographic areas around the country. In doing so, we are able to bring you
examples of consumers in their natural settings. We take you into their homes,
their histories, their lifestyles. We show you why some consumers elect to join
health clubs; how television advertising affects certain people and not others; why
some people feel violence on television should be regulated by the government;
how having children has changed the consumption habits of a young couple . . .
the topics are endless. This is consumer behavior.

DDB Needham Lifestyle Survey An important component of consumer be-
havior is lifestyle analysis—How does a consumer’s lifestyle affect his or her con-
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sumption patterns? Do people with similar lifestyles have similar consumption
habits? DDB Needham Advertising is famous for its Lifestyle Survey, developed
by former Director of Research and co-author of this text, William D. Wells. Por-
tions of this survey are available on disk. Instructors can have their students com-
plete the lifestyle survey and tally the results for their class using the software
provided. These results can then be compared to the national average to assess
the similarities and differences among the populations.

Additional Supplements This teaching and learning package includes a
number of other important ancillaries. Each of these suppements is a vital compo-
nent of a sound teaching and learning system that provides information and in-
sight about real consumers, marketers, and outsiders.

Written by Larry Anderson, of Long Island University—Post, the Instructor’s
Manual includes sections on historical foundations of consumer behavior theo-
ries, additional references, and a description of the lifestyle survey and guidelines
for implementing it in class. In addition, each text chapter is broken down into a
chapter outline, a summary, tips for implementing the skill-building activities in
class, and additional group activities.

A Video Guide is available, corresponding to the four hour-long tapes that
make up the Consumer Behavior video series. Written by Lara Carls-Lissick, who
videotaped the consumer interviews, the video guide contains written transcripts
of all of the interviews contained in the text as well as previewing questions for
classroom discussion; summaries of the consumer profiles, along with text page
references; and suggestions for how to incorporate the videos in class.

Prepared by Dorothy Ranson of Wichita State University, who contributed
the self-tests found at the end of each chapter, the Test Bank contains between 75
and 80 multiple choice, 20 true-false, 3 to 4 short answer, and one application
question per chapter. The multiple-choice questions are identified as either fac-
tual or applied. Those questions identified by an asterisk are adapted from the
self-tests found in the text; the remainder of the questions are brand new. The
test bank is also available in a computerized version, MICROTEST, for use on
IBM compatible computers running on MS-DOS.

All of the full-color line drawings from the text are available as transparency
acetates. Black-and-white transparency masters of the figures are also included in
the back of the instructor’s manual. For your reference, Wiley also has a Web site
(www.wiley.com). We invite you to visit our site and watch for additional informa-
tion and announcements.

¥ To THE STUDENT
Consumer behavior texts cover a wide range of approaches and expository styles.
Some attempt to provide an exhaustive reference to all the theories academic
consumer researchers use in their work. Others provide an abridged reference to
the key theories and adopt a more approachable style. Whether the treatment of
theory is exhaustive or abridged, the focus tends to be more on the theory than
on the behavior of actual consumers.

This book is our attempt to provide you with another alternative. Instead of
offering a condensed version of the exhaustive reference works, we have at-
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tempted to provide you with a user’s guide to consumer behavior and analysis.
Our goal is to foster in you a set of skills and insights you will be able to apply to
your own experiences as consumers, to other courses, and to your future careers,
whether they be in marketing, other business areas, consumer advocacy, or gov-
ernment. It is our hope that you will not sell this book the day after your final
exam but will keep it as an interesting and useful reference. More importantly,
however, we hope that you will also retain the skills that will serve you well for
many years.
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