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Preface

I wrote this book because I'm fascinated by the everyday activities of people. The
field of consumer behavior is, to me, the study of how our world is influenced by the
action of marketers. Since I'm a consumer myself, I have a selfish interest in learning
more about how this process works—and so do you.

In many courses, students are merely passive observers, learning about topics
that affect them only indirectly, if at all. Not everyone is a plasma physicist, a
medieval French scholar, or even an industrial marketer. We are, however, all con-
sumers. As a result, many of the topics dealt with in this book are of both profes-
sional and personal relevance to the reader, whether he or she is a student,
professor, or marketing practitioner. Nearly everyone can relate to the trials and
tribulations associated with last-minute shopping, primping for a big night out,
agonizing over an expensive purchase decision, fantasizing about a week in the
Caribbean, celebrating a holiday, or commemorating a landmark event, such as a
graduation, getting a driver’s license, or (dreaming about) winning the lottery.

BEYOND CANNED PEAS: BUYING, HAVING, AND BEING

As the book’s subtitle suggests, my version of this field goes beyond looking at the
act of buying to having and being as well. Consumer behavior is more than buying
things, such as a can of peas; it also embraces the study of how having (or not hav-
ing) things affects our lives and how our possessions influence the way we feel about
ourselves and about each other—our state of being.

In addition to understanding why people buy things, we also try to appreciate
how products, services, and consumption activities contribute to the broader social
world we experience. Whether shopping, cooking, cleaning, playing basketball, hang-
ing out at the beach, or even looking at ourselves in the mirror, our lives are touched
by the marketing system. And, as if these experiences were not complex enough, the
task of understanding the consumer multiplies geometrically when a multicultural
perspective is taken. This book not only probes the psyche of the American con-
sumer, but also attempts wherever possible to consider the many other consumers
around the world whose diverse experiences with buying, having, and being are
equally valid and vital to understand. In addition to the numerous examples of mar-
keting and consumer practices relating to consumers and companies outside the
United States that appear throughout the book, chapters contain boxes called
“Multicultural Dimensions” that highlight cultural differences in consumer behav-
ior. I developed the models of consumer behavior that appear at the beginning of
text sections to underscore the complex—and often inseparable—interrelation-
ships between the individual consumer and his or her social realities.



THE RELEVANCE OF CONSUMER RESEARCH

The field of consumer behavior is young, dynamic, and in flux. It is constantly being
cross-fertilized by perspectives from many different disciplines. I have tried to
express the field’s staggering diversity in these pages. Consumer researchers repre-
sent virtually every social science discipline, plus a few represent the physical sci-
ences and the arts for good measure. From this melting pot has come a healthy
“stew” of research perspectives, viewpoints regarding appropriate research meth-
ods, and even deeply held beliefs about what are and what are not appropriate issues
for consumer researchers to study in the first place.

Several unique features in the book will help you to experience the potential
of consumer research. The ABC News Connection at the end of each chapter pro-
vides a visual, real-world tie-in to relevant topics currently reported in the news.
Related video segments showing the ABC news stories are also available. These
have been selected to complement what you read in the text. In addition, the exer-
cises featured in the Simmons Connection features (and contained on the Simmons
Data Disk made available to your instructor) will allow you to “play with” real data
from the Simmons Market Research Bureau, a process that can illuminate some of
the consumption activities described in the text. These data are the same findings
used by many actual marketing organizations to develop their consumer targeting
and communications strategies, so you’ll be “reading from the same page” as many
of the important decision makers in the field of marketing. Finally, I hope this course
will inspire you to consider the field of consumer research as a career. If that’s the
case, you'll find the career information presented in Appendix I helpful. Appendix
II, Careers in Consumer Research, provides an overview of possible career paths,
and it also includes some suggested references for further exploration.

CONSUMERS AND MARKETING STRATEGY

The book also emphasizes the importance of understanding consumers in formulat-
ing marketing strategy. Many (if not most) of the fundamental concepts in market-
ing are based on the practitioner’s ability to know people. After all, if we don’t
understand why people behave as they do, how can we identify their needs? If we
can’t identify their needs, how can we satisfy those needs? If we can’t satisfy people’s
needs, we don’t have a marketing concept, so we might as well fold our tents and go
home! To illustrate the potential of consumer research to inform marketing strategy,
the text contains numerous examples of specific applications of consumer behavior
concepts by marketing practitioners as well as of windows of opportunity where
such concepts could be used (perhaps by alert strategists after taking this course!).
Many of these possibilities are highlighted in special features called “Marketing
Opportunities.”

This strategic focus is, however, tempered by an important qualification: Unlike
some contemporary treatments of consumer behavior, this book does not assume
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that everything marketers do is in the best interests of consumers or of their envi-
ronment. Likewise, as consumers, we do many things that are not positive either.
People are plagued by addictions, status envy, ethnocentrism, racism, sexism, and
other “isms,” and, regrettably, there are times when marketing activities—deliber-
ately or not—encourage or exploit these human flaws. This book deals with the
totality of consumer behavior, warts and all. Marketing mistakes or ethically suspect
activities are also highlighted in special features labeled “Marketing Pitfalls.”

On the other hand, marketers have helped to create many wonderful (or at
least unusual) things, such as holidays, comic books, the music industry, “pet rocks,”
and the many stylistic options available to us in the domains of clothing, home
design, the arts, cuisine, and so on. I have also taken pains to acknowledge the sizable
impact of marketing on popular culture. Indeed, the final section of this book reflects
very recent work in the field that scrutinizes, criticizes, and sometimes celebrates
consumers in their everyday worlds. I hope you will enjoy reading about such won-
derful things as much as I enjoyed writing about them.
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Completely revised and expanded, the Instructor’s Manual provides instructors with

the resources for a more interactive and innovative classroom. Key features include
Summary Bullets, Lecture/Discussion Ideas, Field Project Ideas, Consumer Behav-




ior Challenges, Video Guide, Simmons Connection User Guide, and Transparency
Masters.

Test Item File

ISBN# 0-13-367277-8

The Test Item File includes a large number of multiple-choice, true/false, short
answer, and essay questions. Several questions per chapter are based on the chapter-

opening vignette, the chapter-closing ABC News Connection, and (where applica-
ble) the Simmons Connection.

3.5” IBM Test Manager
ISBN# 0-13-367319-7

This powerful computerized testing package, available for DOS-based computers,
allows instructors to create their own personalized exams using questions from the
Test Item File. It offers full mouse support, complete question editing, random test
generation, graphics, and printing capabilities.
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Hall. Designed specifically to complement the text, this library is an excellent tool
for bringing students into contact with the world outside the classroom.
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50 full-color transparencies highlight key concepts for presentation and offer addi-
tional advertisements for class discussion and analysis. Each transparency is accom-
panied by a full page of teaching notes that includes relevant key terms and
discussion points from the chapters as well as additional material from supplemen-
tary sources.

Electronic Transparencies

All acetates and lecture notes are available on Powerpoint 4.0. The disk is designed
to allow you to present the transparencies to your class electronically.

Simmons Data Disk

Contains real market data from the Simmons Study of Media & Markets, a widely
used syndicated data service.
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Presentation Manager

An applicaton of the popular Authorware software program, Presentation Manager
allows you to easily prearrange your multimedia classroom lecture by accessing any
of our available media materials on laserdisk, VHS tape, CD-ROM, and 3.5” disk.
Choose the order of the materials you would like to present in class for a list that
appears on-screen, and Presentation Manager for Marketing will do the rest.

New York Times/Prentice Hall “Themes of the Times” Program for Marketing

Prentice Hall and The New York Times, one of the world’s top news publications,
join to expand your students’ knowledge beyond the walls of the classroom. Upon
adoption, professors and students receive a specialized “mini-newspaper” contain-
ing a broad spectrum of carefully chosen articles that focus on events and issues in
the world of marketing as well as on some of the news-making marketing profes-
sionals of the 1990s. To ensure complete timeliness, this supplement is updated twice
a year.

SIMMONS CONNECTION EXERCISES:

Several practical data-oriented exercises have been designed for selected chapters in
the text. These exercises are designed to give students some hands-on experience
with the sort of data that marketers use better to understand the behavior of con-
sumers. Each exercise is keyed to examples and concepts covered in the chapter in
which it appears. There is also a computer disk that contains real market data. In
order to “solve” the various problems posed in these exercises, students will need to
access the data contained on the disk. The exercises are user-friendly and will
increase your involvement in the learning process. Most of the exercises relate
directly to the opening vignettes of the chapters in which they are assigned. Students
may wish to reread the vignette before they begin working on an exercise. The only
thing you will need to run the exercises is a standard spreadsheet program and
access to either a DOS or Macintosh computer.

The data come from a widely used, syndicated data service—the Simmons
Study of Media & Markets. This very extensive study includes data on over 800
product and service categories. The data provided on the Simmons disk are taken
from the 1994 study, which interviewed a total of 22,051 adult Americans (11,063
men and 10,988 women). The real value of this database is that it allows marketers
to look at patterns of buying behavior as a function of a wide array of consumer
characteristics, including demographics (age, education, income, race, and so on) and
psychographics (attitudes, self-concept, buying style, and so on).

The Simmons Study of Media & Markets is conducted annually, and the results
are tabulated into 34 separate volumes that are offered as Simmons products. Addi-
tional tabulations are prepared on a custom basis for individual clients. Simmons
also conducts studies of special groups; for example, CompPro is its study of com-
puter professionals, STARS focuses on teens between 12 and 19 years old, and KIDS
focuses on children younger than 12. For the exercises in your text, we have
extracted portions of the 1994 database and provided summary data in the form of
spreadsheets containing the critical information needed to work on each exercise.



Although Simmons provides a great deal of information at the brand level, for many
of the exercises the data have been aggregated to the product category level.

To use the data from the Simmons disk, you will need access either to a DOS
or Macintosh computer and a standard spreadsheet such as Lotus, Excel, Quattro, or
another comparable program. The files are saved on the disk in what is called a
“WKS” format, which is a generic format for spreadsheets. This means that any stan-
dard program should have no problem reading the information from the disk.

Since the disk itself is already a DOS disk, DOS users can access the files with
no prior translation. If you are using your own computer and the computer has a
hard disk, then you should first copy all of the files from the floppy disk onto the
computer’s hard drive.

If you are using a Macintosh computer and some version of System 7, you
should be able to insert the Simmons disk and get an immediate translation to Mac-
intosh format. For users of earlier versions of the Macintosh operating system, you
will need to run a utility program such as Apple File Exchange. All users of System
6 should have received this program. If you do not have it, you can obtain it either
through your local Macintosh Users Group or directly through Apple. The following
instructions apply whether you are copying the files onto another floppy in Macin-
tosh format or onto a hard drive (only the destination changes). To translate the files
using Apple File Exchange, first open the Apple File Exchange icon. Then insert the
Simmons disk into your floppy drive. The dialog box will show the Simmons files on
the right-hand portion of the screen. Select all of the Simmons data files and click on
the “Translate” button. The next dialog box will ask how you want the files trans-
lated. Just select the format that matches your spreadsheet program.

Fourteen files are on the disk. Ten files are titled Chap#. These are keyed to the
chapters in which you will find the Simmons exercises. The other four files are
labeled Self, Style, Medial, and Media2. These general reference files may come in

MAGAZINES BASE= ALL ALL
ALL ADULTS ADULTS
ADULTS EDUCATION EDUCATION
GRADUATED GRADUATED

ROW CELL TOTAL HIGHSCHOOL COLLEGE
TOTAL (000) 187747 73139 37353
TOTAL Resps 22051 8179 5832
TOTAL Index 100 100 100
ARCHITECTURAL DIGEST  (000) 2939 591 1414
ARCHITECTURAL DIGEST  Resps 883 151 488
ARCHITECTURAL DIGEST  Index 100 52 242
HUNTING (000) 3410 1642 292
HUNTING Resps 636 323 83
HUNTING Index 100 124 43
MADEMOISELLE (000) 4237 1775 854
MADEMOISELLE Resps 1027 392 253

MADEMOISELLE Index 100 108 101
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handy for several of the exercises. The following is an example of what you will find
in the spreadsheets.

Hint: It is much easier to browse through spreadsheets if you learn how to have
the spreadsheet program keep the row and column titles visible on the screen.
Although the method varies from program to program, most have this capability.

Each file contains a cross-tabulation of data—columns by rows. For example,
consider the sample table shown above for three magazines broken down by the
gender of the reader. You should open several of the files and browse through them
to familiarize yourself with the kinds of information they contain.

For each cell in the spreadsheet (a cell is defined as the intersection of a row
and column), there are three pieces of information. The first number is identified by
a ROW label of (000), which is a projection based on the raw count for each cell and
the total U.S. population. This lets marketers immediately project the Simmons sam-
ple values onto the total U.S. population and thereby estimate total potential market
size. In the example above, if the Simmons panel were projected onto all U.S. con-
sumers, there would be 2,939,000 readers of Architectural Digest, 3,410,000 readers
of Hunting, and 4,237,000 readers of Mademoiselle magazines.

The population projections are not a simple matter of multiplying the raw cell
count by a constant. Instead, each respondent is assigned a weight that reflects his or
her “representativeness” in the U.S. population as a whole (this relates to the prob-
ability of their selection in the first place). This weighting is a complex and propri-
etary procedure designed to provide the best possible population estimates. It is
important to remember that because individual cases receive unique weights, two
cells with the same raw count may have different population projection figures.

The second number listed is the actual number of respondents (out of a total
of 22,051) that fit the characteristics defined by the column and row labels. In the
sample above, the intersection of Architectural Digest and TOTAL shows a value of
883.This means that of the entire sample, 883 people reported that they are readers
of Architectural Digest.

The last number—INDEX—is extremely valuable for marketers because it
tells them whether a particular consumer group is more or less likely than all mem-
bers of a particular “universe” of consumers to consume a particular product (or
product category). For example, if we are interested in magazine preferences we
would consider all adult magazine readers as our universe. Each Simmons file iden-
tifies the universe of consumers that form the basis for these index values. The top-
left-most cell containing numerical information identifies the population base used
in computing the index values in that spreadsheet (or portion of a spreadsheet when
multiple bases are used).

For any breakdown defined by row labels—say, education of reader—a value
of 100 would mean that a particular group of consumers would be no more or less
likely to be a reader of, for example, Architectural Digest than the total universe (all
adults). If you look at the intersection of Graduated College and Architectural
Digest, you will see an index value of 242. This means that college graduates are 142
percent more likely (242—100) to be readers of Architectural Digest than are all
adult readers of the magazine. Similarly, high school graduates are 48 percent less
likely to be readers of Architectural Digest than are all adult readers of the magazine.

The index values are always computed using the projected population values
according to the following formula: The percentage value of each cell against the cat-
egory listed in the column is computed. The index is arrived at by dividing the cell
percentage by the row-total percentage and multiplying the result by 100. For exam-



ple, 3.8 percent of college graduates read Architectural Digest ([1414/37353] X 100 =
3.786). Readers of Architectural Digest represent 1.6 percent of the total population
([2939/187747] X 100 = 1.565). Dividing these values yields the cell index of 242
([3.786/1.565] x 100 = 241.9).

Because the index values are a direct comparison of a market segment’s
behavior with that of a relevant universe of consumers, they provide extremely use-
ful information for marketers. The index values are a particularly useful tool in
defining market segments whose tastes, preferences, and past consumption behavior
are particularly well suited for a particular product or product category.

Of course, there are numerous other measures that can be derived from the
data. Percentages and averages across the appropriate categories will be useful for
many of the exercises. It is a good idea to learn how to insert formulas into the cells
of your spreadsheets and how to identify the appropriate cells for each computation
that you want to make. In general, if you compute your own indexes, you should use
the population projections because these are the more reliable indicators of the total
size of the groups with which you are working.
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