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Preface

S tudents preparing to enter business and related fields should get ready
for what might appear to be a paradox. Our knowledge of narrowly
defined business functions is deep, complex, and technical. Yet the ability
to integrate—to get the big picture—is also important. Business success
demands both perspectives at a time when technologies and practices are
changing quickly. -

The way to deal with and benefit from this paradox is to have an
understanding of the basics—those critical areas of knowledge that form
the support structure for rapidly emerging areas of thought and action.
This book provides a solid understanding of one of those foundation
areas, consumer behavior. Business contacts have provided an opportu-
nity for me to see how business is practiced. Now, more than ever, 1
believe that good practice in business begins with good theory. Every
effort has been made to present the relevant theory of consumer behavior
and show how it can be applied.

A great deal of conventional wisdom about consumer behavior needs
to be preserved, but an emerging view must also be presented. Conse-
quently, part of this book covers the traditional building blocks of con-
sumer behavior, including perception, motivation, learning, attitudes,
social class, and reference groups. The emerging view, based on concepts
from cognitive psychology (information processing and brain function-
ing), also occupies a significant part of the book. Chapter 8 on information
processing highlights the recent evidence about how information is dis-
covered, perceived, and used to capture our view of the world. A careful
attempt has been made to combine both perspectives into a systematic
examination of consumer behavior.

Often consumer behavior elicits a picture of individuals and families;
but industrial firms, professionals, and governments are also important
consumers. Examples from all of these areas are used extensively
throughout the book to show how consumer-behavior concepts can be
applied in a practical sense. Numerous advertisements are reproduced,
which quickly get across points that would otherwise take pages of expla-
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nation. An entire chapter is devoted to organizational buying behavior
that applies to industrial, professional, and government buying.

Consumer behavior is immensely interesting and fun to study, but it is
not simplistic or trivial. The cursory overview of the subject covered in
most marketing principles texts is only amusing when contrasted with a
more in-depth study. To preserve the revealing nature of the subject, the
student must understand numerous concepts both independently and as
they relate to each other. One aid in this task are figures and diagrams,
which augment the explanations in the text and represent graphically
many of the book’s main thoughts and ideas. For example, Chapter 1
includes a diagram that helps visualize the major building blocks and
knowledge that make up consumer behavior. It is not a model of con-
sumer behavior (several models are presented in the last chapter); rather,
it is an educational tool to help the student understand which concepts are
related and to present an overview of how the chapters are sequenced in
the book.

The field of consumer behavior benefits from the attention it has re-
ceived from researchers in diverse scientific and business areas. All too
frequently, however, each drea has tried to understand the big picture
with a single clue based on its own investigations. As a result, concepts
have not always been well integrated, and there have been some amusing
interpretations of reality. Nevertheless, each area has made contribu-
tions. In the field of consumer behavior we have been able to borrow from
other fields; but in many cases tools and techniques have been created
specifically for our use. Both are integrated throughout the book.

Because consumer behavior is still an emerging field, this book should
serve as a springboard for more advanced study. For the most part,
however, it was written to prepare students to be knowledgably consumer
oriented in their future business life, to apply concepts of consumer be-
havior when appropriate, and to be able to ask specialists the right ques-
tions and understand their answers.

Business practitioners cannot be trained in consumer behavior—but
they can become educated in the subject. Training requires the presence
of well-known problems and their clearly defined solutions. The part of
business that involves the understanding of consumer behavior does not
work that way. Many of the problems in business are unique, and each
solution must have its own character. The theories and principles pre-
sented here provide the basis for creating innovative strategies to solve
these unique problems.

I would like to thank several of those who contributed to this book.
Peter D. Bennett kindled my interest in this subject some time ago, pro-
vided support and advice on several occasions, and graciously supplied
an outline for Chapter 11 on social class. Special thanks go to Matthew
Fors, who, tirelessly and enthusiastically, did library research, checked
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sources, and developed insightful examples. Margo Bogart and Elizabeth
Johnston skillfully edited early drafts, while Karen Machleit researched
articles for the bibliographies and Amy Schumacher found examples to
illustrate several principles. Glenn Omura, Bixby Cooper, Dale Wilson,
and Sevo Eroglu gave important suggestions and material. Richard Lewis
and Donald Taylor provided critical support and counsel. For all the help
they gave, I am most appreciative. In good spirit, Leslie Denstaedt and
Pamela Cook expertly typed the manuscript, sacrificing numerous eve-
nings and weekends to speed turnaround and meet deadlines—thanks so
much.

My gratitude extends to the team at Harcourt Brace Jovanovich. Craig
Avery immersed himself in the manuscript during final editorial stages,
keeping student needs in mind and making sure that the whole fit together
with clarity. Don Fujimoto developed original art and graphics, which are
a major strength of the book. Ken Rethmeier, whose advice I sought
many times, provided important guidance and coordinated the entire
project.

I am grateful for the careful attention the following people gave to their
reviews of the manuscript for this book, and to the detailed suggestions
and helpful criticisms they provided: Harold Kassarjian, University of
California, Los Angeles; George Belch, San Diego State University; Wil-
liam Gaidis, Arizona State University; David Gardner, University of Illi-
nois, Urbana/Champaign; Lynn Kahle, University of Oregon; and
Delores A. Barsellotti, California State Polytechnic University.

My heartfelt appreciation goes out to my wife, Susie, and to our chil-
dren, who were so understanding when it counted most.

GILBERT D. HARRELL
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Understanding
Consumer Behavior

Objectives
of This
Chapter

After you have studied this chapter, you should be able to:

1. Describe the major activities that constitute consumer behavior and
identify the types of consumers who are the subjects of study.

2. Trace the origins of the study of consumer behavior.

3. Discuss the types of research and analytical tools used in consumer
behavior studies.

4. Distinguish between types of buying situations and their impact on
consumers’ decision-making processes.



consumer behavior

1  Understanding Consumer Behavior

F inding, evaluating, purchasing, using, and discarding goods or ser-
vices occupies a large part of our daily lives. The study of consumer
behavior helps us understand the forces that guide these activities. Con-
sumer behavior also has a direct effect on businesses and our economic
system. This textbook is designed to provide overall knowledge about the
fundamentals of consumer behavior and the role consumers play in shap-
ing successful business operations. We will stress the main theories and
principles of consumer behavior as we know it today. In addition, the
questions and the suggestions for further reading at the end of each chap-
ter should provide the foundation for more in-depth exploration by those
who are interested.

CONSUMER BEHAVIOR AND MARKETING

Consumer behavior can be defined as the actions and decision processes
of individuals and organizations involved in discovering, evaluating, ac-
quiring, consuming, and disposing of products and services. The study of
consumer behavior has been developed by scholars from a broad range of
disciplines, including psychology, sociology, anthropology, and market-
ing. Although the field of consumer behavior is relatively young compared
to many other academic disciplines, the study of how buyers think and act
is finding considerable application among successful companies. In truly
market-oriented organizations, an understanding of consumer behavior is
the basis for management decision making. These managers recognize
that their success depends on how much they know about potential cus-
tomers—not just who they are, but how, when, where, and why they
consume. Marketers use information about consumer behavior to design
new products and services, determine appropriate prices, select methods
of distribution, and build effective promotion and advertising. When sev-
eral companies are competing for the same market, the firm that best
anticipates and responds to the customer is likely to reap the greatest
reward. All other things being equal, a company’s ability to acquire and
apply knowledge about consumers often spells the difference between
success and failure.

When businesses understand how and why consumers make purchase
choices, they are better able to address the needs and wants of consumers
and to generate greater customer satisfaction. Administrators of public
policy, such as state and federal legislators and local council members,
also are interested in consumer behavior so that they can assure adequate
protection to both individuals and businesses. Consumers themselves of-
ten benefit from a better understanding of how they make purchases. This
is particularly true for industrial purchasers, where huge sums may be at
stake; but it applies just as well to families and to individuals.



