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Preface

At just about every moment of our lives, we engage in some form of consumer behavior. When we
watch an ad on TV, talk to friends about a movie we just saw, brush our teeth, go to a ball game, buy
a new CD, or even throw away an old pair of shoes, we are behaving as a consumer. In fact, being a
consumer reaches into every part of our lives.

Given its omnipresence, the study of consumer behavior has critical implications for areas such
as marketing, public policy, and ethics. It also helps us learn about ourselves—why we buy certain
things, why we use them in a certain way, and how we get rid of them.

In this book we explore the fascinating world of consumer behavior, looking at a number of inter-
esting and exciting topics. Some of these are quickly identified with our typical image of consumer
behavior. Others may be surprising. We hope you will see why we became stimulated and drawn to
this topic from the very moment we had our first consumer behavior course as students. We hope
you will also appreciate why we choose to make this field our life’s work, and why we developed and
continue to remain committed to the writing of this textbook.

CONTENT AND ORGANIZATION OF THE BOOK

One can currently identify two main approaches to the study of consumer behavior: a “micro”
orientation, which focuses on the individual psychological processes that consumers use to make
acquisition, consumption, and disposition decisions, and a “macro” orientation, which focuses on
group behaviors and the symbolic nature of consumer behavior. This latter orientation draws heavily
from such fields as sociology and anthropology. The current bock and overall model have been
structured around a “micro to macro” organization based on the way we teach this course and the
feedback that we have received from reviewers. (As mentioned previously, for those who prefer a
“macro to micro” structure, we provide in the Instructor’s Manual an alternative Table of Contents
that reflects how the book could be easily adapted to this perspective.)

Chapter 1 presents an introduction to consumer behavior and provides students with an under-
standing of the breadth of the field, and its importance to marketers, advocacy groups, public policy
makers, and consumers themselves. It also presents the overall model that guides the organization of



14 Preface

the text. An enrichment chapter, which follows Chapter 1, describes the groups who conduct research
on consumers, It also describes methods by which consumer research is conducted.

Part I, “The Psychological Core,” focuses on the inner psychological processes that affect consumer
behavior. We see that consumers’ acquisition, usage, and disposition behaviors and decisions are greatly
affected by the amount of effort they put into engaging in behaviors and making decisions. Chapter
2 describes three critical factors that affect effort: the (1) motivation or desire, (2) ability (knowledge
and information), and (3) opportunity to engage in behaviors and make decisions. In Chapter 3, we
then examine how information in consumers’ environments (ads, prices, product features, word-of-
mouth communications, and so on) is internally processed by consumers—how they come in contact
with these stimuli (exposure), notice them (attention), and perceive them. Chapter 4 continues by
discussing how we compare new stimuli to our knowledge of existing stimuli, a process called: catego-
rization, and how we attempt to understand or comprebend them on a deeper level. In Chapter 5,
we see how attitudes are formed and changed depending on whether the amount of effort consumers
devote to forming an attitude is high or low and whether attitudes are cognitively or affectvely based.
Finally, because consumers often must recall the information they have previously stored in order to
make decisions, Chapter 6 looks at the important topic of consumer mermory.

Whereas Part I examines some of the internal factors that influence consumers’ decisions, a critical
domain of consumer behavior involves understanding how consumers make acquisition, consumption,
and disposition decisions. Thus, in Part II we examine the sequential steps of the consumer decision-
making process. In Chapter 7, we examine the initial steps of this process—problem recognition
and information search. Similar to the attitude change processes described earlier, we next examine
the consumer decision-making process, both when effort is high and when it is low (Chapter 8).
Further, in both chapters we examine these important processes from both a cognitive and an affective
perspective. Finally, the process does not end after a decision has been made. In Chapter 9 we see how
consumers determine whether they are satisfied or dissatisfied with their decisions and how they learn
from choosing and consuming products and services.

Part Il reflects a “macro” view of consumer behavior that examines how various aspects of culture
affect consumer behavior. First, we see how consumer diversity (in terms of age, gender, sexual orien-
tation, region, ethnicity, and religion) can affect consumer behavior (Chapter 10). Chapter 11 then
examines how social class and housebolds are classified and how these factors affect acquisition,
usage, and disposition behaviors. Chapter 12 then examines how external influences affect our
personality, lifestyle, and values, as well as consumer behavior. Chapter 13 considers how, when,
and why the specific reference groups (friends, work group, clubs) to which we belong can influence
acquisition, usage, and disposition decisions and behaviors.

Part IV, “Consumer Behavior Qutcomes,” examines the effects of the numerous influences and
decision processes discussed in the previous three sections. Chapter 14 builds on the topics of internal
decision making and group behavior by examining how consumers adopt new offerings, and how their
adoption decisions affect the spread or diffusion of an offering through a market. Because products
and services often reflect deep-felt and significant meanings (e.g., our favorite song or restaurant),
Chapter 15 focuses on the interesting topic of symbolic consumer bebavior.

Part V, “Consumer Welfare” covers two topics that have been of great interest to consumer
researchers in recent years. Chapter 16 examines ethics, responsibility, and the “dark side” of consumer
bebavior and focuses on some negative outcomes of consumer-related behaviors (compulsive buying
and gambling, prostitution, etc.) as well as marketing practices that have been the focus of social
commentary in recent years.
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PEDAGOGICAL ADVANTAGES

Based on our extensive teaching experience, we have incorporated a number of features that should
help students learn about consumer behavior.

Chapter Opening Cases FEach chapter begins with a case scenario about an actual company or
situation that illustrates key concepts discussed in the chapter and their importance to marketers.

This will help students grasp the “big picture” and understand the relevance of the topics from the
start of the chapter.

Marketing Implication Sections Numerous Marketing Implications sections are interspersed
throughout each chapter. These sections illustrate how various consumer behavior concepts can be
applied to the practice of marketing, including such basic marketing functions as market segmen-
tation, target market selection, positioning, market research, promotion, price, product, and place
decisions. An abundance of marketing examples (from both the US and abroad) provide concrete
applications and implementations of the concepts to marketing practice.

End-of-Chapter Questions Each chapter includes a set of review and discussion questions designed
to help students recall and more deeply understand the concepts in the chapter.

End-of-book Cases By applying chapter content to real-world cases, students have a chance to
make the concepts we discuss more concrete. Many of the cases involve brands that consumers are
familiar with, heightening engagement with the material.
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