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Preface
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It is hard for us to believe that Consumer Behavior had its birth some 26 years
ago in 1968. At that time, the subject was in its infancy and this would be its
first text book. None of us could imagine that the field would have so rich a youth.

Although consumer behavior studies now benefit from universal establish-
ment in the market curriculum, new opportunities continue to present them-
selves. We still face the never-ending challenge of making practical sense out of
a subject that has diverse roots in economics and the behavioral sciences. Our
basic purposes remain unchanged from the first edition:

1. To explore and evaluate a rapidly growing body of published and
unpublished research

To advance generalizations and propositions from the evidence
To assess the practical significance of what has been learned

To pinpoint areas where research is rapidly evolving

G LN

To make the field of consumer behavior exciting, interesting, and relevant
to both students and faculty

Our primary perspective continues to lie in marketing applications, although
we fully acknowledge changing paradigms that have greatly broadened the per-
spective of the field. In particular, the postmodern research paradigm has had
an enriching influence that has established the study of consumption behavior
as a legitimate discipline in and of itself. You will see reflections of this paradigm
throughout the book.

From the outset in 1968 we have used a model of consumer behavior as a
basic method of exposition. It has changed over the years, however, and we
have modified this edition to encompass the growing knowledge of consump-
tion behavior. We continue to receive feedback that a model is helpful in the field
and helps guide applications in both research and strategy.

vii
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We are grateful to the many users of previous editions who have helped us
rethink our objectives. We especially acknowledge the following colleagues who
gave significant help as this edition was conceived and developed; M. Wayne
Alexander, Moorhead State University; Kenneth R. Lord, State University of
New York at Buffalo; Susan Spiggle, the University of Connecticut; Stuart
Van Auken, California State University at Chico; Newell D. Wright, Virginia
Polytechnic Institute and State University.

As always, we approach this subject from one dominant point of view: “ How
helpful is a given concept, theory, or technique beyond the classroom?” As our
knowledge and experience have grown over these decades, so has the richness
of our applications.

Here are some of the changes that long-time users of Consumer Behavior will
notice in this edition:

1. A revamped order of topics placing the essential practical issues of market
segmentation and global marketing up front, followed by a focus on the
stages of consumer decision process.

2. A greatly expanded consideration of postmodern research contributions.
For the first time we have added a chapter on consumption in response to
the rapid growth of research in this important area.

3. A continued commitment to uncover helpful consumer research examples
and applications from all parts of the world. This has been made possible
because two members of our team have extensive international involvement.

4. Expanded commitment to explore the ethics of consumer influence. It
seems that the frequency of abuses grows even more rapidly than
knowledge in the field. Readers also will notice extensive changes within all
chapters. A substantial portion of the textbook is new because we have not
stepped away from our long-standing commitment to be fully up-to-date
with the burgeoning scholarship within this field of study.

We continue to expand the supplementary materials designed to help the
classroom needs of instructors. A new series of accompanying videos will be of
great interest to many. In addition, we offer a computerized test bank contain-
ing nearly 2,000 multiple-choice, true/false, and essay questions, plus color
transparencies and transparency masters for classroom use. We also offer an in-
structor’s manual containing teaching suggestions, chapter outlines, and an-
swers to the end-of-chapter questions. Finally, many have chosen to use our
companion casebook, Contemporary Cases in Consumer Behavior, Fourth Edition
by Roger Blackwell, Tina Blackwell, and W. Wayne Talarzyk.

In the seventh (25th anniversary) edition we acknowledged the contribu-
tions of more than 60 colleagues over the years who have been of such great
help. Once again, we want to let each of you know how much we appreciate
you. Your influence lives on. We also express our appreciation to the staff of
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Management Horizons, a division of Price Waterhouse, for the help provided
from the very beginning.

John Antil, University of Delaware

April Atwood, University of Washington

Kenneth Baker, University of New Mexico

John Bennett, University of Northern Colorado
Gordon Bruner, Southern Illinois University, Carbondale
Steven Burgess, The University of Witwatersrand
Robert Burnkrant, Ohio State University

Peter Chadraba, University of West Oshkosh
Robert Coleman, Kansas State University

Sayeste Daser, Wake Forest University

Rohit Deshpande, University of Texas, Austin
Peter Dickson, Ohio State University

Peter DiPaulo, University of Missouri, St. Louis
Michael Dorsch, Valdosta State College

Hershey Friedman, Brooklyn College

David Gardner, University of Illinois, Urbana/Champaign
Peggy Gilbert, Southwest Missouri State University
James Ginter, Ohio State University

John Grabner, Ohio State University

Donald Granbois, Indiana University

Paul Green, University of Pennsylvania

Nessim Hanna, Northern Illinois University

Betty Harris, University of Southwestern Louisiana
Salah S. Hassan, George Washington University
Douglass Hawes, University of Wyoming

Gail Hudson, Arkansas State University

Wesley Johnston, Georgia State University

Benoy Joseph, Cleveland State University

Harold Kassarjian, University of California, Los Angeles
Inder Khera, Wright State University

Tina Kiesler, University of Southern California
Philip Kotler, Northwestern University

Jim Leigh, Texas A&M University

Larry Lepisto, Central Michigan University

Roger Leyton, University of New South Wales
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Ken Lord, SUNY, Buffalo

Deanna Mader, University of Louisville

James McNeal, Texas A&M University

Dan McQuiston, Butler University



X

Preface

Lee Meadow, Bentley College
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We have benefited from a long and fruitful relationship with The Dryden
Press. We extend special thanks to Lyn Hastert, executive editor; Lisé Johnson,
senior product manager; Paul Stewart, development editor; Doug Smith, pro-
ject editor; Ann Coburn, production manager; Terry Rasberry, art director; and
Elizabeth Banks, permissions editor and photo researcher.

Finally, to Sharon and Tina, thanks for being genuine partners in every sense

of the word.

James F. Engel, Philadelphia, Pennsylvania
Roger Blackwell, Columbus, Ohio
Paul W. Miniard, Miami, Florida

September 1994



About the Authors

FVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVY

James E. Engel (Ph.D., University of Illinois, Urbana; B.S., Drake) has a distinguished
name in the study of consumer behavior. He was honored by his peers in 1980 as the
founder of the field when he was named one of the first two Fellows of the Associa-
tion for Consumer Research. He received a similar citation with the prestigious Paul D.
Converse Award of the American Marketing Association. These honors were given in
recognition of his pioneering research that first appeared in 1960, his role as senior author
of this textbook, and other forms of leadership.

He presently is Distinguished Professor of Marketing and Director of the Center for
Organizational Excellence at Eastern College, St. Davids, Pennsylvania, where he moved
in 1990. Professor Engel has shifted his emphasis from consumer goods marketing to the
application of nonprofit marketing principles to religious organizations worldwide. He
has served as a consultant and management development specialist with hundreds of or-
ganizations in more than 60 countries.

Roger D. Blackwell (Ph.D., Northwestern; B.S., Missouri) is professor of marketing at
The Ohio State University where he has taught since 1965. He is a well-known author
whose works include several casebooks also published by The Dryden Press. He is in fre-
quent demand as a business consultant and speaker in the area of the impact of chang-
ing environments on marketing strategy for companies such as IBM, AT&T, CheckPoint,
and The Limited. He serves on the board of directors for several firms in retailing, con-
sumer services, manufacturing, and management consulting.

Dr. Blackwell was recipient of the 1984 Marketing Educator of the Year Award given
by Sales and Marketing Executives International. He also has received numerous awards
for outstanding teaching at Ohio State, including the Alumni Award for Distinguished
Teaching in 1988.

Paul W. Miniard (Ph.D., M.A,, B.S., University of Florida) is professor of marketing
at Florida International University. He has previously been a tenured member of the fac-
ulties at the University of South Carolina and The Ohio State University. Over his career,
he has received a number of undergraduate and graduate teaching awards.

Dr. Miniard is well known through his published research in the area of consumer be-
havior, which has appeared in such leading journals as Journal of Consumer Psychology,
Journal of Consumer Research, Journal of Marketing Research, and Journal of Experimental
Social Psychology. He also serves as a consultant and expert witness in areas involving
consumer behavior. In 1992, Dr. Miniard visited the University of International Business
and Economics in Beijing, China, to help set up a course in consumer behavior.

xi



Brief Contents

IVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVY

PART 1

Chapter 1
Chapter 2
Chapter 3

PART II

Chapter 4
Chapter 5
Chapter 6
Chapter 7
Chapter 8

PART 111

Chapter 9

Chapter 10
Chapter 11
Chapter 12
Chapter 13

PART IV

Chapter 14
Chapter 15
Chapter 16
PART V

Chapter 17
Chapter 18
Chapter 19
Chapter 20
Chapter 21
Chapter 22

PART VI

Chapter 23
Chapter 24
Chapter 25

Glossary
Credits

Introduction and Overview 1

The Consumer: Perspectives and Viewpoints 3

Market Segmentation and Demographic Analysis 37
Global Consumer Markets: Structure and Strategy 83

Consumer Decision Processes 135

Consumer Decision Processes 137

Need Recognition and Search 175

Pre-purchase Alternative Evaluation 205
Purchase 235

Consumption, Satisfaction, and Divestment 261

Individual Differences 291

Consumer Resources 293
Knowledge 333

Attitudes 361

Motivation and Self-Concept 403
Personality, Values, and Lifestyle 431

Psychological Processes 469

Information Processing 471
Learning 513
Influencing Attitudes and Behavior 559

Environmental Influences 607

Influence of Culture on Buying and Consumption 609

Ethnic Influences on Consumer Behavior 641
Social Class and Status 677

Personal Influence 715

Family and Household Influences 741
Situational Influences 793

Marketing Strategies and Ethical Responsibility 819

Retailing 821

Diffusion of Innovations 867

Consumerism and Ethical Responsibility 913
G-1

C-1

Name Index NI-1
Subject Index SI-13

xii



Contents

FVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVY

PART I
INTRODUCTION AND OVERVIEW 1

CHAPTER 1
THE CONSUMER: PERSPECTIVES AND
VIEWPOINTS 3

“A Flight into the Unknown” — The Dilemma of
the Indian Frequent Flier 3

What's Consumer Behavior All About? 4
Consumer Influence Perspective 4
Postmodern Perspective 7
Global Intercultural Perspective 8
CONSUMER IN FOCUS 1.1: Thumbs Down

on AT&T’s “Thumbs Up” 11
The Perspective of This Book 11
Right Thinking about the Consumer 11
The Consumer Is Sovereign 11
Understanding Consumer Motivation and
Behavior through Research 12

Influencing Consumer Behavior 13

Social Legitimacy of Consumer Influence
When Shaped by a Proper Ethical
Sensitivity 13

Consumer Research as a Dynamically

Evolving Field of Inquiry 14

Dominant Forces Shaping Consumer
Research 15

Pre-World War Il Era 16

Post-World War Il Era 16

CONSUMER IN FOCUS 1.2: Never
Underestimate the Power of a Hot Dog 20

The Contemporary Scene 22

CONSUMER IN FOCUS 1.3: It's Not Worth
Paying a Premium Anymore 25

CONSUMER IN FOCUS 1.4: Nestle Breaks
through Marketplace Clutter with
Individualized Marketing 29

Fasten Your Seatbelt 30

Summary 30

Review and Discussion Questions 30

Endnotes 32

CHAPTER 2
MARKET SEGMENTATION AND
DEMOGRAPHIC ANALYSIS 37

LA Gear Steps to the Front 37

Market Segmentation 39

CONSUMER IN FOCUS 2.1: Marketing to the
Country Segment 40

Segmentation and Consumer Satisfaction 40

Segmentation and Profitability 42

Criteria for Choosing Segments 43

Market Strategy Decisions 43

Bases for Segmentation 45

Uses of Segmentation in Marketing
Strategy 45

Back to the Future 46

Planning for Change 47

Macroanalysis of Trends and
Demographics 48

Consumer Analysis and Social Policy 48

Microapplications of Trend Analysis 49

Enhanced Shareholder Value and the
Criticality of Growing Profits 49

3 Ms of Profit Growth 50

Changing Structure of Consumer
Markets 51

People: Foundation of Market Analysis 52

xiii



xiv  Contents

NAFTA Markets 57

Changing Ages of Markets 58

CONSUMER IN FOCUS 2.2: Did You Get
Your Skippies Today? 61

CONSUMER IN FOCUS 2.3: Marketing to the
Baby Bust Generation 63

Changing Geography of Demand 72

CONSUMER IN FOCUS 2.4: Tapping
Canadian Markets 75

Summary 78

Review and Discussion Questions 79

Endnotes 80

CHAPTER 3
GLOBAL CONSUMER MARKETS:
STRUCTURE AND STRATEGY 83

The Jaegermeister Invasion 83

Global Marketing Strategy 84
Importance of Global Thinking in
Marketing 85
CONSUMER IN FOCUS 3.1: Liebert Growth
Leaps with Global Thinking 86
Structure of Global Markets 90
Fast-and-Slow-Growth Markets 91
Economic Resources and Market
Attractiveness 94
Cultural Analysis of Global Markets 95
Cross-Cultural Analysis 97
Can Marketing Be Standardized? 98
Intermarket Segmentation 100
Localization Based on Differences 102
Global Advertising Effectiveness 102
CONSUMER IN FOCUS 3.2: McDonald'’s Is
the Same Yet Different around the
World 103
CONSUMER IN FOCUS 3.3: Amex Euro Ads:
A Global Message with Local Flair 105
Overcoming Language Problems 105
Brand Names 108
Research Methodology for Cross-Cultural
Analysis 110
Participant-Observer Studies 111
Content Analysis 111
Global Marketing Strategies 111
Consumer Behavior in Developing
Countries 113
Consumer Behavior in the Pacific Rim 114
CONSUMER IN FOCUS 3.4: The Me
Generation Is Alive and Well in China 118
Latin America 120
Communist-Capitalist Continuum 121

CONSUMER IN FOCUS 3.5: Poland’s First
Western Icon 123

European Single Market 124

Germany 125

Global Thinking— A Final Perspective 126

Summary 128

Review and Discussion Questions 129

Endnotes 130

PART 11
CONSUMER DECISION PROCESSES 135

CHAPTER 4
CONSUMER DECISION PROCESSES 137

Focusing on the Focus Group 137

CONSUMER IN FOCUS 4.1: Retreading the
Consumer 141
Nature of Decision Processes 141
Consumer Decision-Process Model 143
Valuables That Shape Decision Making 143
Decision-Process Behavior 146
CONSUMER IN FOCUS 4.2: Know Thy
Customer, Obey What You Hear 147
Types of Decision Processes 154
Decision-Process Continuum 155
Initial Purchase 155
CONSUMER IN FOCUS 4.3: Buying
Toiletries—Get It Over with Fast 157
Repeat Purchases 157
Special Categories of Buying Behavior 158
CONSUMER IN FOCUS 4.4: Freedom of
Choice Enslaves Dazed Customer 159
Factors Influencing the Extent of Problem
Solving 161
Degree of Involvement 161
Limited Problem Solving: The Marketer’s
Greatest Challenge 164
Need Recognition 165
Search 165
Pre-purchase Alternative Evaluation 165
CONSUMER IN FOCUS: “Glide” —The
Giant Killer 166
Purchase 166
Diagnosing Consumer Behavior 167
Summary 170
Review and Discussion Questions 171
Endnotes 171

CHAPTER 5
NEED RECOGNITION AND SEARCH 175

Do Consumers Need Fax Machines? 175



Need Recognition 176
Need Activation 177
CONSUMER IN FOCUS 5.1: Consumers
Needing Help to Buy Homes 178
CONSUMER IN FOCUS 5.2: Furniture: An
Industry in Need of Need Recognition 180
Search 182
Internal Search 183
External Search 183
Dimensions of Search 184
CONSUMER IN FOCUS 5.3: Consumer
Search During Grocery Shopping 186
CONSUMER IN FOCUS 5.4: Food Labels and
Consumer Search 191
Determinants of Search 192
Measuring Information Search 197
Summary 197
Review and Discussion Questions 198
Endnotes 199

CHAPTER 6
PRE-PURCHASE ALTERNATIVE
EVALUATION 205

Businesses” Green Appeals for Consumers’
Changing Environmental Concerns 205

Evaluative Criteria 208
Price 208
Brand Name 208
Country of Origin 210
Salience of Evaluative Criteria 210
CONSUMER IN FOCUS 6.1: Reasons for
Choosing a Supermarket: Americans versus
Canadians 212
Determinants of Evaluative Criteria 212
Determining Choice Alternatives 215
Constructing the Consideration Set 217
Composition of the Consideration Set 218
Assessing Choice Alternatives 218
CONSUMER IN FOCUS 6.2: Can Consumers
tell the Difference between Cheap and
Expensive Ties? 219
Use of Cutoffs 219
Use of Signals 219
CONSUMER IN FOCUS 6.3: Is Whirlpool
Missing the Signal? 221
Selecting a Decision Rule 222
Noncompensatory Decision Rules 222
Compensatory Decision Rules 224
Phased Decision Strategies 225
Constructive Decision Rules 225
Affect Referral 225

Contents

Marketing Implications 226

Summary 227

Review and Discussion Questions 228
Endnotes 229

CHAPTER 7
PURCHASE 235

Shopping from Your Living Room 235

Purchase Decision-Making Process 236
Choosing the Right Alternative 237
Fully Planned Purchase 238
CONSUMER IN FOCUS 7.1: Personal
Computer Shoppers “Know Their
Stuff” 238
Partially Planned Purchase 239
Unplanned Purchase 239
Impact of Situational Influence 240
Choosing the Source of Purchase 240
Retail Shopping and Purchasing 240
Enhancing Relationship Marketing at the
Retail Level 242
CONSUMER IN FOCUS 7.2: Revolution in
Japanese Retailing 244
CONSUMER IN FOCUS 7.3: Enhance
Customer Value through Retail
Reengineering 245
In-Home Shopping and Purchasing 249
CONSUMER IN FOCUS 7 4: Direct
Marketing— A Key to Success in India’s
Competitive Marketplace 250
CONSUMER IN FOCUS 7.5: Direct Mail Is a
Winner in Great Britain 252
Summary 255
Review and Discussion Questions 256
Endnotes 256

CHAPTER 8
CONSUMPTION, SATISFACTION, AND
DIVESTMENT 261

Gilette Responds to a Market Need 261

Consumption of Products and Services 263

Decision To Consume or Not To
Consume 263

Consumption Research 265

CONSUMER IN FOCUS 8.1: The World of
“Mr. Super-Fixer-Upper” 266

CONSUMER IN FOCUS 8.2: Consumption
Becomes Sacred — Notes from the
Odyssey 268



xvi  Contents

Post-purchase Alternative Evaluation 273
Consumer Satisfaction/Dissatisfaction 273
CONSUMER IN FOCUS 8.3: Simple
Apology for Poor Service Is in Sorry
State 274

CONSUMER IN FOCUS 8.4: Retailers Who
Keep Score Know What Shoppers
Value 280

Divestment 282
Outright Disposal 282
Recycling 282
Summary 283
Review and Discussion Questions 284
Endnotes 285

PART III
INDIVIDUAL DIFFERENCES 291

CHAPTER 9
CONSUMER RESOURCES 293

Colleges Join the Hunt for Affluent
Consumers 293

CONSUMER IN FOCUS 9.1: Consumers’
Resources Buy Beauty 294
Economic Resources 295
Measuring Economic Resources 295
Consumer Confidence 297
Whose Income? 297
Where Is the Income? 299
Identifying Market Potential 299
Who Has Buying Power? 299
Targeting the Up Market 301
CONSUMER IN FOCUS 9.2: Targeting the
Affluent Market 306
Targeting the Down Market 306
Other Economic Resources 311
Time and Change in Spending 312
Environmental Scanning 313
Temporal Resources 313
Time-Using Goods 315
CONSUMER IN FOCUS 9.3: Hilton Targets
Time-Crunched Consumers 317
Time-Saving Goods 318
Polychronic Time Use 319
Time Prices 321
CONSUMER IN FOCUS 9.4: Mood-Inducing
Strategies to Enhance Subjective Time
Judgments 321
The Times, They Are a Changin’ 322
Cognitive Resources 322

CONSUMER IN FOCUS 9.5: Allocating
Cognitive Resources 324

Gaining Attention 324

CONSUMER IN FOCUS 9.6: Gaining
Attention with Point-of-Purchase Displays:
Olympia Brewing Company 325

Shallow Attention 325

Danger of Exceeding Cognitive Capacity 326

Summary 327

Review and Discussion Questions 328

Endnotes 329

CHAPTER 10
KNOWLEDGE 333

Compaq’s Challenge of Creating Consumer
Knowledge 333

CONSUMER IN FOCUS 10.1: Consumer
Knowledge and Public Policy 337
Content of Knowledge 338
Product Knowledge 338
CONSUMER IN FOCUS 10.2: Prescription
Drugs Catch the Branding Fever 340
CONSUMER IN FOCUS 10.3: Logos Can
Help a Company’s Image—Or Hurt 341
Purchase Knowledge 344
Usage Knowledge 346
CONSUMER IN FOCUS 10.4: Olive Oil Sales
Benefit from New Advertising Focus on
Product Use 350
The Organization of Knowledge 350
Measuring Knowledge 352
Summary 355
Review and Discussion Questions 355
Endnotes 356

CHAPTER 11
ATTITUDES 361

Power of Positive Attitudes 361

CONSUMER IN FOCUS 11.1: Segmenting
the Mature Market Using Consumer
Attitudes 363

Components of Attitudes 364
Properties of Attitudes 367
Using Multiattribute Attitude Models to

Understand Consumer Attitudes 368

The Fishbein Model 369

The Ideal-Point Model 371

CONSUMER IN FOCUS 11.2: Regional
Differences in the Ideal Product 374

Benefits of a Multiattribute Analysis 377

~



Attitude Change Implications 378
Importance of Feelings in Understanding
Consumer Attitudes 382
Using Attitudes and Intentions to Predict
Consumer Behavior 383
CONSUMER IN FOCUS 11.3: Forecasting the
Success of New Products 384
Effect of Time Interval 385
Social Influences on Behavior 386
Volitional Control 388
Role of Direct Experience 390
Attitude Accessibility 391
Importance of Measurement 391
CONSUMER IN FOCUS 11.4: Attitude
Measures Receive Bad Press 393
Summary 394
Review and Discussion Questions 395
Endnotes 396

CHAPTER 12
MOTIVATION AND SELF-CONCEPT 403

You Just Can’t Talk to These Kids 403

Dynamics of the Motivation Process 404
Felt Need 405
Motivational Role of Involvement 406
Influence of Affect 406
CONSUMER IN FOCUS 12.1: Campbell
Soup — A “Nutritional Scarf” 408
CONSUMER IN FOCUS 12.2: Using the
“Wind and the Water” to Attract Asian
Home Owners 408
Can Needs Be Created? 409
Utility and Stability of Motive Patterns 410
Broader View of Self-Concept 411
Self-Expression in the Daily Life of the
Consumer 411
Understanding Consumer Needs 416
Challenge of Measurement 416
CONSUMER IN FOCUS 12.3: Mind
Games 419
Classification of Needs 420
CONSUMER IN FOCUS 12.4: Socks, Ties,
and Videotapes 421
Some Clues for Marketing Strategy 423
Interpret Research with Caution 423
Be Alert to the Possibility of Motivational
Conflict 423
Be Prepared to Provide Socially Acceptable
Reasons for Choice 423
Exercise Caution When Marketing Cross-
Culturally 424

Contents

Summary 425
Review and Discussion Questions 425
Endnotes 426

CHAPTER 13
PERSONALITY, VALUES, AND
LIFESTYLE 431

Because It's There 431

Relevance of Individuals for Marketing
Programs 432
Personality 433
Psychoanalytic Theory 434
Socio-Psychological Theory 434
Trait-Factor Theory 436
Predicting Buyer Behavior 437
Brand Personality 439
Personality and Decision Making 440
Personal Values 442
CONSUMER IN FOCUS 13.1: Why Are
People Rich or Poor? 443
Rokeach Value Scale 445
Schwartz Value Scale 446
Laddering 446
Lifestyle Concepts and Measurement 448
Psychographics 449
AIO Statements 452
VALS and the Nine American
Lifestyles 454
CONSUMER IN FOCUS 13.2: Dieting
Lifestyles Are Found in Many Sizes 456
VALS and LOV 458
CONSUMER IN FOCUS 13.3: Max &
Erma’s Customers 458
Global Lifestyles 459
Multiple Measures of Individual
Behavior 461
Summary 461
Review and Discussion Questions 462
Endnotes 462

PART IV
PSYCHOLOGICAL PROCESSES 469

CHAPTER 14
INFORMATION PROCESSING 471

Flying without an Airplane: Swissair’s Ad
Campaign Grabs Attention 471

Exposure 473
Threshold Levels 474

xvii



xviii  Contents

Subliminal Persuasion 474
Weber’s Law 475
Attention 476
CONSUMER IN FOCUS 14.1: When
Commercials Come On, Viewers Turn
Off 477
Personal Determinants of Attention 477
Stimulus Determinants of Attention 480
Comprehension 487
Stimulus Categorization 487
Stimulus Elaboration 489
Stimulus Organization 489
Personal Determinants of
Comprehension 491
CONSUMER IN FOCUS 14.2: How Closure
Helps Radio Advertising Reinforce
Television Advertising 492
Stimulus Determinants of
Comprehension 493
CONSUMER IN FOCUS 14.3: Is the Name to
Blame? 495
Miscomprehension 496
Acceptance 497
Cognitive Responses 497
Affective Responses 498
Retention 499
Physiological Properties of the Human
Brain 500
Multiple-Store Theory of Memory 501
CONSUMER IN FOCUS 14.4: Hemispheric
Research and Advertising
Effectiveness 502
Summary 503
Review and Discussion Questions 504
Endnotes 505

CHAPTER 15
LEARNING 513

Billions in Forgettable Ads 513

Cognitive Learning 514
Rehearsal 515
Elaboration 515
Methods for Enhancing Retention 518
Forgetting 522
CONSUMER IN FOCUS 15.1: When Ads
Wear Out Their Welcome 523
Measures of Cognitive Learning 527
Classical Conditioning 529
Determinants of Classical Conditioning 531
Extinction 533
Generalization 534

CONSUMER IN FOCUS 15.2: Gallo Winery
Faces the Challenge of Stimulus
Generalization 535

Discrimination 536

CONSUMER IN FOCUS 15.3: Rollerblade
Wants Brand Name Discrimination 538

Operant Conditioning 538

Reinforcement from Product
Consumption 539

Nonproduct Reinforcement 542

Reinforcing the Heavy User 543

CONSUMER IN FOCUS 15.4: Thanks for the
Business 545

Schedules of Reinforcement 545

Shaping 546

Discriminative Stimuli 547

Vicarious Learning 547

Summary 548

Review and Discussion Questions 548

Endnotes 549

CHAPTER 16
INFLUENCING ATTITUDES AND
BEHAVIOR 559

Miichelin Seeks Young Buyers for Long-Term
Relationships 559

Persuasion Through Communications 560

Elaboration Likelihood Model of
Persuasion 560

Message Source as a Source of
Persuasion 563

CONSUMER IN FOCUS 16.1: Michael
Jordan: Basketball Superstar and
Consummate Product Endorser 565

CONSUMER IN FOCUS 16.2: Product
Demonstration and Advertising
Effectiveness 569

Influence of Attitudes toward the Ad 572

Repetition Effects 572

Consumer Considerations 574

Product Considerations 578

CONSUMER IN FOCUS 16.3: Influencing
Product Choice through Peripheral
Advertising Cues 581

Behavior Modification Techniques 581

Prompting 581

Multiple Request Techniques 582

Principle of Reciprocity 583

Role of Commitment 584

Labeling 585

Incentives 586



CONSUMER IN FOCUS 16.4: Consumers
Wait for the Rebate 591

Summary 592

Review and Discussion Questions 592

Endnotes 593

PART V
ENVIRONMENTAL INFLUENCES 607

CHAPTER 17
INFLUENCE OF CULTURE ON BUYING
AND CONSUMPTION 609

Is Anything Sacred? Is Nothing Sacred? 609

What Is Culture? 611
Values 612
Where Do People Get Their Values? 612
Socialization 612
Culture Is Learned 613
Culture Is Inculcated 613
Culture Rewards Socially Gratifying
Responses 613
Culture Is Adaptive 613
How Culture Affects Consumer
Behavior 615
Why People Buy Products 615
Structure of Consumption 617
Individual Decision Making 618
How Core Values Affect Marketing 619
North American Core Values 620
American Values: Their Influence on
Consumers 621
CONSUMER IN FOCUS 17.1: Inspirational
Marketing 621
U.S. and Canadian Variations in Values 623
Changing Values 626
Changing Institutions 628
Declining Family Influences 628
Changing Religious Influences 629
CONSUMER IN FOCUS 17.2: Cultural
Values and Corporate Decisions 630
Changing Educational Institutions 631
Intergenerational Motivating Factors 632
Pre—-World War I Consumers 632
Interpersonal Generation 632
The Self Generation 633
X Generation 633
CONSUMER IN FOCUS 17.3: Marketers
Must Change to Fit Changing Cohorts 635
National Culture 636
Summary 637

Contents

Review and Discussion Questions 638
Endnotes 638

CHAPTER 18
ETHNIC INFLUENCES ON CONSUMER
BEHAVIOR 641

Cultural Influences in the Marketplace 641

Multicultural Societies 642
Native American Culture 643
Other Nationality Groups 643
CONSUMER IN FOCUS 18.1: Ethnic and
Religious “Tribes” Will Dominate the
Business Future 644
Religious Ethnic Groups 645
CONSUMER IN FOCUS 18.2: Marketing to
Religious Ethnic Segment 645
Geographic Culture 646
African-American or Black Culture 647
Income Deprivation 650
Education Deprivation 650
Family Characteristics 651
Discrimination 652
African-American Consumption
Patterns 655
CONSUMER IN FOCUS 18.3: Marketing to
Minority Kids 658
Asian-American Culture 658
Hispanic or Latino Culture 660
Who Is Hispanic? 661
Marketing to Hispanic Values 662
Avoiding Marketing Blunders 663
CONSUMER IN FOCUS 18.4: Kodak
Develops Family Theme via Cultural
Tie-ins 666
French-Canadian Culture 668
CONSUMER IN FOCUS 18.5: Market
Information Sources in French Canada 670
Summary 670
Review and Discussion Questions 671
Endnotes 671

CHAPTER 19
SOCIAL CLASS AND STATUS 677

A New Approach to Familiar Goals 677

Social Class and Consumer Behavior 678
CONSUMER IN FOCUS 19.1: The Social
Ladder 679
Social Stratification 679
What Is Social Class? 681
Inequality Systems 681

Xix



