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Marketing attempts to influence the way consumers
behave. These attempts have implications for the orga-
nizations making them, the consumers they are trying
to influence, and the society in which these attempts
occur. We are all consumers, and we are all members
of society, so consumer behavior, and attempts to influ-
ence it, is critical to all of us. This text is designed to
provide an understanding of consumer behavior. This
understanding can make us better consumers, better
marketers, and better citizens.

MARKETING CAREERS AND
CONSUMER BEHAVIOR

A primary purpose of this text is to provide the stu-
dent with a usable, managerial understanding of con-
sumer behavior. Most students in consumer behavior
courses aspire to careers in marketing management
sales, or advertising. They hope to acquire knowledge
and skills that will be useful to them in these careers.
Unfortunately, some may be seeking the type of knowl-
edge gained in introductory accounting classes; that is
a set of relatively invariant rules that can be applied
across a variety of situations to achieve a fixed solu-
tion that is known to be correct. For these students, the
uncertainty and lack of closure involved in dealing with
living, breathing, changing, stubborn consumers can
be very frustrating. Howeyver, if they can accept dealing
with endless uncertainty, utilizing an understanding of
consumer behavior in developing marketing strategy
will become tremendously exciting.
It is our view that the utilization of knowledge of
consumer behavior in the development of marketing
strategy is an art. This is not to suggest that scientific
principles and procedures are not applicable; rather,
it means that the successful application of these prin-
ciples to particular situations requires human judgment
that we are not able to reduce to a fixed set of rules.

Let us consider the analogy with art in some detail.
Suppose you want to become an expert artist. You
would study known principles of the visual effects of
blending various colors, of perspective, and so forth.
Then you would practice applying these principles

until you developed the ability to produce acceptable
paintings. If you had certain natural talents, the right
teacher, and the right topic, you might even produce a
masterpiece. The same approach should be taken by
one wishing to become a marketing manager, a sales-
person, or an advertising director. The various factors
or principles that influence consumer behavior should
be thoroughly studied. Then, one should practice apply-
ing these principles until acceptable marketing strate-
gies result. However, while knowledge and practice can
in general produce acceptable strategies, great market-
ing strategies, like masterpieces, require special talents,
effort, timing, and some degree of luck (what if Mona
Lisa had not wanted her portrait painted?).
The art analogy is useful for another reason. All of
us, professors and students alike, tend to ask, “How can
I use the concept of, say, social class to develop a suc-
cessful marketing strategy?” This makes as much sense
as an artist asking, “How can I use blue to create a great
picture?” Obviously, blue alone will seldom be sufficient
for a great work of art. Instead, to be successful, the art-
ist must understand when and how to use blue in con-
junction with other elements in the picture. Likewise,
the marketing manager must understand when and how
to use a knowledge of social class in conjunction with
a knowledge of other factors in designing a successful
marketing strategy.
This book is based on the belief that knowledge of
the factors that influence consumer behavior can, with
practice, be used to develop sound marketing strat-
egy. With this in mind, we have attempted to do three
things. First, we present a reasonably comprehensive
description of the various behavioral concepts and
theories that have been found useful for understand-
ing consumer behavior. This is generally done at the
beginning of each chapter or at the beginning of major
subsections in each chapter. We believe that a person
must have a thorough understanding of a concept in
order to successfully apply that concept across different
situations.

Second, we present examples of how these concepts
have been utilized in the development of marketing
strategy. We have tried to make clear that these exam-
ples are not “how you use this concept.” Rather, they
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are presented as “how one organization facing a particu-
lar marketing situation used this concept.”

Third, at the end of each chapter and each major
section, we present a number of questions, activities, or
cases that require the student to apply the concepts.

CONSUMING AND
CONSUMER BEHAVIOR

The authors of this book are consumers, as is everyone
reading this text. Most of us spend more time buying
and consuming than we do working or sleeping. We
consume products such as cars and fuel, services such
as haircuts and home repairs, and entertainment such
as television and concerts. Given the time and energy
we devote to consuming, we should strive to be good at
it. A knowledge of consumer behavior can be used to
enhance our ability to consume wisely.

Marketers spend billions of dollars attempting to
influence what, when, and how we consume. Marketers
not only spend billions attempting to influence our
behavior but also spend hundreds of millions of dol-
lars studying our behavior. With a knowledge of con-
sumer behavior and an understanding of how marketers
use this knowledge, we can study marketers. A televi-
sion commercial can be an annoying interruption of a
favorite program. However, it also can be a fascinating
opportunity to speculate on the commercial’s objective,
its target audience, and the underlying behavior assump-
tions. Indeed, given the ubiquitous nature of commer-
cials, an understanding of how they are attempting to
influence us or others is essential to understand our
environment.

Throughout the text, we present examples that illus-
trate the objectives of specific marketing activities. By
studying these examples and the principles on which
they are based, one can develop the ability to discern
the underlying logic of the marketing activities encoun-
tered daily.

SOCIAL RESPONSIBILITY AND
CONSUMER BEHAVIOR

by the federal government? These issues are currently
being debated by industry leaders and consumer advo-
cacy groups. As educated citizens, we have a respon-
sibility to take part in these sorts of debates and work
toward positive solutions. However, developing sound
positions on these issues requires an understanding of
such factors as information processing as it relates to
advertising—an important part of our understanding of
consumer behavior.

The debates described above are just a few of the
many that require an understanding of consumer behav-
ior. We present a number of these topics throughout
the text. The objective is to develop the ability to apply
consumer behavior knowledge to social and regulatory
issues as well as to business and personal issues.

AREAS OF ONGOING
CHANGE AND FOCUS

What are the costs and benefits of regulating the mar-
keting of food to children? How much more needs to
be done to protect the online privacy of children? Of
adults? What are the appropriate type and size of a
warning label for cigarettes that should be mandated

Marketing and consumer behavior, like the rest of the
world, are changing at a rapid pace. Both the way con-
sumers behave and the practices of studying that behav-
ior continue to evolve. In order to keep up with this
dynamic environment, the fifteenth edition includes a
number of important features.

Internet, Mobile, and Social Media

The Internet, mobile marketing, and social media are
dramatically changing how and where consumers shop
and buy. This edition integrates the latest research, prac-
tices, and examples concerning technology throughout
the text and the cases.

Global Marketing

Previous editions have included a wealth of global mate-
rial, and this edition is no exception. Multiple global
examples can be found woven into the text across the
chapters. In addition, Chapter 2 and several of the cases
are devoted to global issues.

Ethnic Subcultures

This edition continues our emphasis on the exciting
issues surrounding marketing to ethnic subcultures
Ethnic diversity is increasing, and we draw in the lat-
est research and emerging trends to shed light on this
important topic.
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Strategic Application

This edition continues our emphasis on the application
of consumer behavior concepts and theory to exciting
marketing problems and important emerging trends.
We do this through our heavy emphasis on segmenta-
tion schemes, as well as opening examples, featured
consumer insights, and cases. This edition contains
many segmentation schemes that provide insights into
the development of marketing strategy. The opening
examples, in-text examples, and consumer insights pro-
vide additional strategic insight by showing how specific
companies utilize various consumer behavior concepts
in developing effective marketing strategies. Finally,
cases provide an opportunity to apply consumer behav-
ior concepts to real-world problems.

UNIQUE FEATURES AND NEW
TO THIS EDITION

from industry. Fresh new ads, photos, and screenshots
have been added throughout the text relating to the
discussion of various consumer behavior concepts. In
the following list, we detail the specific revisions made
throughout the fifteenth edition.

CHAPTER 1

e Updated Consumer Insight on consumption
meaning and motivation

CHAPTER 2

Integrated Coverage of Ethical/
Social Issues

Marketers face numerous ethical issues as they apply
their understanding of consumer behavior in the mar-
ketplace. We describe and discuss many of these issues
These discussions are highlighted in the text via an
“ethics” icon in the margin. In addition, Chapter 20 is
devoted to social and regulation issues relating to mar-
keting practice. Several of the cases also are focused on
ethical or regulatory issues, including the cases follow-
ing Part Six.

Consumer Insights

These boxed discussions provide an in-depth look at a
particularly interesting consumer study or marketing
practice. Each has several questions within it that are
designed to encourage critical thinking by the students.
Many of the consumer insights are new to the fifteenth
edition.

New to This Edition

As with our prior editions, we strive to keep pace
with the changing environment surrounding con-
sumer behavior by updating each chapter with the lat-
est research, as well as current and relevant examples

e New chapter opener on the challenges and
benefits of introducing brands globally
New global segmentation structure by
Euromonitor International

e Updated tables related to global demographics

CHAPTER 3

e New Consumer Insight on green marketing
e Updated segmentation framework and tables
related to gender and gender-based activities

CHAPTER 4

e New Consumer Insight on thrift shopping as it
relates to social class
Updated tables throughout, especially those refer-
encing the MRI-Simmons Consumer Data

CHAPTER 5

e New chapter opener on weddings and subculture
influences
Updated figures and tables, including those refer-
encing the MRI-Simmons Consumer Data

CHAPTER 6

e New chapter opener on household and family
DIY projects for the home
New Consumer Insight on household living
arrangements

e Updated tables throughout

CHAPTER 7

e New Consumer Insight on influencers and influ-
encer marketing
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e Updated figure on diffusion
o New terms added (influencer marketing, macro
influencer, mega influencer, and micro influencer)

Part Il Cases (new or updated)

e Updated figures and tables related to lifestyle
segments, such as VALS™ and PRIZM®

Part Il Cases (new or updated)

e Something Crafty Is Brewing in the Beer Industry
® MoviePass Transforms “The Movies” before
Receiving a “Pass”
How Social Media Nearly Brought Down United
Airlines
Gillette: The Best a Man Can (Get) Be
General Motors’ Future Is Electric!
Hispanic Marketing in Online and Mobile Formats

CHAPTER 8

e Patagonia’s Eco-Fashion Push

® Does the Rise of the Influencer Mean the Fall of
the Celebrity Endorser?
Attention, Millennials! Automobile
Manufacturers Adapt for You
Stickiness of COVID-19 Pandemic Shifts in
Consumer Behavior

e [t is Past Time to Ax the Pink Tax

CHAPTER 13

New Consumer Insight on sensory cues
Updated Consumer Insight on the effectiveness of
advertising in the DVR and “cord-cutting” era
Updated figures and tables, especially those refer-
encing the MRI-Simmons Consumer Data

e New term added (neuromarketing)

CHAPTER 9

e New Consumer Insight on disposition situations

CHAPTER 14

e New chapter opener on nudges

e New Consumer Insight on nostalgia marketing

e New Consumer Insight on brand repositioning for
social good

e Updated figures

CHAPTER 10

e New chapter opener on problem recognition asso-
ciated with working from home

e New Consumer Insight on using social media and
online brand communities to identify consumer
problems

CHAPTER 15

o New Consumer Insight on retail therapy

CHAPTER 11

e New chapter opener on search using voice and
visual technologies
Updated Consumer Insight on mobile marketing
strategies
Updated tables and figures
New terms added (push notifications, visual
search, and voice search)

CHAPTER 16

e New Consumer Insight on the use of humor
appeals and spokescharacters in the insurance
industry

CHAPTER 12

e Updated chapter opener on choice overload

CHAPTER 17

e Updated Consumer Insight on the gap between the
ideal and actual self, using Dove’s campaigns as
illustration

e New application of the PRIZM® lifestyle segmen-
tation framework

e New chapter opener on how technology is chang-
ing the retail landscape

e New segmentation framework on Hispanic online
shoppers
New Consumer Insight on pop-up shops
New term added (social commerce)
Updated tables throughout
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CHAPTER 18

Discussion Questions

e New chapter opener on the influence of packaging
on buying decisions

Part IV Cases (new or updated)

e Scent Marketing Reaches Consumers’ Emotions

e Carvana’s Vending Machines and Growth of
e-Commerce for Used Vehicles
Artificial Intelligence: The New Electricity
Tesla’s Novel and Environmental Approach Drives
Amazing Brand Loyalty
The Rise of Subscription Commerce Economy
Albertsons Ditches Self-Checkout Only to Bring
It Back

CHAPTER 19

e New Consumer Insight on B2B loyalty programs
e New section on business customer priorities and
the elements of value

Part V Cases

e No major changes

CHAPTER 20

New chapter opener on product safety and
consumer misuse

New Consumer Insight on virtual influencers
Updates on government regulations and online
marketing to children, including social media
marketing

New term added (virtual influencer)

Part VI Cases

e No major changes

END OF CHAPTER ACTIVITIES

Review Questions

The review questions at the end of each chapter allow
students or the instructor to test the acquisition of the
facts contained in the chapter. The questions require
memorization, which we believe is an important
though insufficient, part of learning.

These questions can be used to help develop or test the
students’ understanding of the material in the chapter.
Answering these questions requires the student to utilize
the material in the chapter to reach a recommendation
or solution. However, they can generally be answered
without external activities such as customer interviews;
therefore, they can be assigned as in-class assignments.

Application Activities

The final learning aid at the end of each chapter is
a set of application exercises. These require the stu-
dents to utilize the material in the chapter in conjunc-
tion with external activities such as visiting stores to
observe point-of-purchase displays, interviewing cus-
tomers or managers, or evaluating ads. They range in
complexity from short evening assignments to term
projects.

ADDITIONAL LEARNING
MATERIALS

Three useful sets of learning material are presented
outside the chapter format—cases, an overview of con-
sumer research methods, and a format for a consumer
behavior audit.

Cases

There are cases at the end of each major section of the
text except the first. Many of the cases are new to the
fifteenth edition. Many of the cases can be read in class
and used to generate discussion of a particular topic.
Students like this approach, and many instructors find
it a useful way to motivate class discussion.

Other cases are more complex and data-intense.
They require several hours of effort to analyze. Still oth-
ers can serve as the basis for a term project. We have
used several cases in this manner with success (the
assignment is to develop a marketing plan clearly iden-
tifying the consumer behavior constructs that underlie
the plan).

Each case can be approached from a variety of
angles. A number of discussion questions are provided
with each case. However, many other questions can be
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used. In fact, while the cases are placed at the end of the
major sections, most lend themselves to discussion at
other points in the text as well.

Consumer Research
Methods Overview

Appendix A provides a brief overview of the more
commonly used research methods in consumer behav-
ior. While not a substitute for a course or text in mar-
keting research, it is a useful review for students who
have completed a research course. It can also serve to
provide students who have not had such a course with
relevant terminology and a very basic understanding of
the process and major techniques involved in consumer
research.

Consumer Behavior Audit

Appendix B provides a format for doing a consumer
behavior audit for a proposed marketing strategy. This
audit is basically a list of key consumer behavior ques-
tions that should be answered for every proposed mar-
keting strategy. Many students have found it particularly
useful if a term project relating consumer behavior to a
firm’s actual or proposed strategy is required.

(New!) Content in Connect

e New assignable, autogradable Language Toolkits
in Connect allow students to familiarize them-
selves with key terminology
Smartbook questions have been revised and updated
to align with the new edition and encourage students
come to class better prepared for discussion

AACSB Tagging

McGraw Hill Education is a proud corporate member
of AACSB International. Understanding the impor-
tance and value of AACSB accreditation, Consume

Behavior: Building Marketing Strategy recognizes the
curricula guidelines detailed in the AACSB standards
for business accreditation by connecting selected
questions in the text and the test bank to the six gen-
eral knowledge and skill guidelines in the AACSB
standards. The statements contained in Consumer
Behavior: Building Marketing Strategy are provided only
as a guide for the users of this textbook. The AACSB
leaves content coverage and assessment within the pur-
view of individual schools, the mission of the school,
and the faculty. While the Consumer Behavior: Building
Marketing Strategy teaching package makes no claim
of any specific AACSB qualification or evaluation, we
have labeled selected questions according to the six gen-
eral knowledge and skills areas.

REFLECTING THE DIVERSE
WORLD AROUND US

McGraw Hill believes in unlocking the potential of
every learner at every stage of life. To accomplish that,
we are dedicated to creating products that reflect, and
are accessible to, all the diverse, global customers we
serve. Within McGraw Hill, we foster a culture of
belonging, and we work with partners who share our
commitment to equity, inclusion, and diversity in all
forms. In McGraw Hill Higher Education this includes
but is not limited to the following:

e Refreshing and implementing inclusive content
guidelines around topics including generalizations
and stereotypes, gender, abilities/disabilities, race/
ethnicity, sexual orientation, diversity of names,
and age
Enhancing best practices in assessment creation to
eliminate cultural, cognitive, and affective bias
Maintaining and continually updating a robust
photo library of diverse images that reflect our stu-
dent populations
Including more diverse voices in the development
and review of our content
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What is consumer behavior? Why should we knowledge of consumer behavior to understand
study it? Do marketing managers, regulators, and use it more effectively?
and consumer advocates actually use Chapter 1 addresses these and a number
knowledge about consumer behavior to of other interesting questions, describes the
develop strategies and policy? How? Will a importance and usefulness of the material
sound knowledge of consumer behavior help to be covered in this text, and provides an
you in your career? Will it enable you to be a overview of the text. Chapter 1 also explains
better citizen? How does consumer behavior the logic of the model of consumer behavior
impact the quality of all of our lives and of shown here, which is presented in Figure 1-3
the environment? How can we organize our and discussed toward the end of the chapter.




chapter

Consumer Behavior and
Marketing Strategy

LEARNING OBJECTIVES

m Define consumer behavior.

m Summarize the applications of consumer behavior.

m Explain how consumer behavior can be used to
develop marketing strategy.

Gladkikh/Getty Images

Explain the components that constitute a
conceptual model of consumer behavior.

Discuss issues involving consumption meanings
and attempts by firms to influence them.



Marketers face exciting and daunting chal-
lenges as the forces that drive and shape
consumer behavior rapidly evolve. Here are
just a few examples.

Evolution of Marketing and Customer
Experience—Marketers offer different ways
for consumers to get their cup of coffee.
Consumers can buy coffee beans and make a
cup of coffee. They can buy K-Cup® pods and
brew a single cup of coffee. They can opt to
go to a local coffee shop and buy a cup of cof-
fee. They can use the drive-thru at McDonald’s
and buy a cup of coffee. Or they can go to
a Starbucks café and buy a cup of coffee.
Which option do you think is more expen-
sive? Likely you would say that the first option
is the least expensive and the final option the
most expensive—and generally you would be
correct! But why is that so? The answer lies
in the layers of value that marketers can add
to “commodity-like” products. These layers
include services and experiences that consum-
ers have indicated are of value to them. Thus,
as products move from being a commodity to a
good to a service to an experience, consumers
are likely to pay more. The success of Starbucks
attests to consumer willingness to pay more for
a cup of coffee from Starbucks that layers the
core product with service and experience.
And Starbucks is going further. For example, it
recently opened a b-floor, 35,000 square foot
store in Chicago that is part of the company’s
portfolio of Starbucks Reserve Roasteries.
Customers can enjoy a cup of coffee brewed
one of seven ways on the third floor, or locally
inspired cocktails on the fourth floor. Starbucks’
roasteries are designed to provide intense

experiential aspects that reflect the history of

the city and the coffee itself."

Marketing 2 Consumers versus Marketing
4 Consumers—Marketing has evolved not only
in its offerings, but also in its relationship to
consumers. A power shift away from market-
ers to consumers has changed the landscape.
Succinctly stated, Marketing 2 Consumers has
shifted to Marketing 4 Consumers. Marketing 2
Consumers used mass marketing, a scattered
approach to reach as many consumers as pos-
sible including unavoidably wasting resources
on consumers who have nointerestin the prod-
uct offering. Marketing 2 Consumers saturated
consumers with advertisements, repeatedly
and frequently, in an effort to gain consumer
attention. In contrast, Marketing 4 Consumers
uses a more targeted approach in an effort
more likely to reach only the consumers who
want the marketer’s offering. Marketing 4
Consumers recognizes that consumers have
the power to choose whether or not they will
allow marketers’ permission (say with a click
on the Internet) to start a dialogue. Product
creation is no longer exclusively in the hands
of marketers. Consumers can initiate and par-
ticipate in product innovation by pitching an
idea and/or funding a pitch (e.g., Kickstarter,
Etsy). Consumers can verify marketers’ prom-
ises of competitive prices for all nature of
things from airfare (e.g., Kayak, Travelocity) to
products (e.g., ShopSavvy, Google Shopping).
And consumers do not have to take marketers
at their word, because they easily can access
customer reviews (e.g., Yelp, Amazon.com).

Social Media—The power shift from market-
ers to consumers has been further amplified
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and are reacting (moving more of their coupons
and rewards directly to consumer cards). Such
“real-time” trend tracking was simply not possible in
most cases prior to social and digital media.

This shift in power from Marketing 2 Consumers
to Marketing 4 Consumers and the rise of social
media have made it all the more crucial for market
ers to understand consumer behavior. Marketers’
use of crowdsourcing to give voice to their con-
sumers’ needs and wants exemplifies marketers’
understanding of the need to place consumers
at the center of marketing. Examples of online
crowdsourcing include Amazon Studios’ Amazon
Preview, Lay’s “Do Us A Flavor,” and Lego’s LEGO
IDEAS. Also, Unilever has launched The Foundry,
a sustainability-focused crowdsourcing initiative,
These examples show how valuable it can be when
marketers talk “with” their customers rather than
simply talk “to” them.

The field of consumer behavior is the study of individuals, groups, or organizations and the
processes they use to select, secure, use, and dispose of products, services, experiences, or ideas to
satisfy needs and the impacts that these processes have on the consumer and society. This view
of consumer behavior is broader than the traditional one, which focused more narrowly on
the buyer and the immediate antecedents and consequences of the purchasing process. Oun
broader view will lead us to examine more indirect influences on consumption decisions as
well as far-reaching consequences that involve more than just the purchaser and the seller.
The opening examples summarize some attempts to apply an understanding of consumer
behavior in a rapidly evolving environment that includes changes in technology and how
consumers interact and communicate with firms. Throughout this text, we will explore the
factors and trends shaping consumer behavior and the ways marketers and regulators can use
this information. Four key aspects regarding consumer behavior are highlighted in this text:

e Consumer behavior is a complex, multidimensional process. Consumer decisions often
involve numerous steps and are influenced by a host of factors including demograph-
ics, lifestyle, and cultural values. Consumer decisions are further complicated when the
needs and wants of multiple individuals or groups are considered, as when families must
make decisions about where to eat for dinner or where to go on vacation.

Successful marketing decisions by firms, nonprofit organizations, and regulatory agencie.
require an understanding of the processes underlying consumer behavior. This relates to

understanding theories about when and why consumers act in certain ways. Whether they
realize it or not, organizations are making decisions every day based on explicit or implicit
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assumptions about what processes drive consumer behavior. Examine the Air France and
Flexjet ads in Illustration 1-1. Both airlines advertise their services to appeal to the luxury
air traveler. But Air France promotes an international luxury travel experience on a com-
mercial flight, whereas Flexjet emphasizes the luxury of private flight travel. What assump-
tions about consumer behavior underlie each ad? Which approach is best? Why?
Successful marketing decisions require organizations to collect information about the spe-
cific consumers involved in the marketing decision at hand. Consumer decisions are heav-
ily influenced by situation and product category. Thus, consumer research is necessary
to understand how specific consumers will behave in a specific situation for a given
product category. Appendix A examines various consumer research approaches.
Marketing practices designed to influence consumer behavior involve ethical issues that
affect the firm, the individual, and society. The issues are not always obvious and many
times involve trade-offs at different levels. The fast-food industry is currently dealing
with such issues. While their products are highly desirable to many consumers in terms
of taste and affordability, they also tend to be high in calories, fat, and sodium. These
health-related issues have grabbed the attention of government and consumer groups.

Sufficient knowledge of consumer behavior exists to provide usable guidelines. However,
applying these guidelines effectively requires monitoring the environment for changes and
factoring those changes into marketing decisions. It also requires practice. We provide a
variety of such opportunities in the form of (a) questions and exercises at the end of each
chapter, (b) short cases at the end of each main part of the text, and (c) a consumer behav-
ior audit for developing marketing strategy (Appendix B) at the end of the text

ILLUSTRATION 1-1

The Air France and
Flexjet advertise-
ments are targeting
the same consumers

ith very similar
products, yet they
use two very different
approaches. Why?
They are based on
different assumptions
about consumer
pbehavior and how to
influence it.
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Aad. see Attitude toward the ad
AARP, 273
Abercrombie & Fitch, 419
Ability
in attention, 298-299
definition of, 298
lack of, in attitudes, 408
Abr. see Attitude toward the brand
Absolut, 306
Abstinence, 50-51, 82
Acceptance strategy, 562-563
Accessibility
chronic, 380
of long-term memory, 333
Acculturation, 163-165
Accuracy
of consumer information, 752-754
of judgments of price, 583
Achievement motivation, 40
Achievement roles, 99
Achievers, in VALS program, 452-453
ACR. see Automatic content recognition
Action-oriented approach, 50
Activation, of problem recognition, 531-533
Active coping, 388-389
Active problems, 525-526
Activities, organizational, 712-714
Activity analysis, 527-528
Actual self-concept, 439, 442, 445
Actual state, 523-524
Acura, 358
ADA. see American Dental Association
Adaptation level theory, 297
Adequacy, of consumer information, 754-756
Adidas, 226, 240, 337, 556
Admire/overcome nature, 86-87
ADM Logistics, 710
Adobe, 719
Adolescents. see also Children
conflict resolution, 209
consumption values, 46
global youth culture of, 59-61
Adopter categories, 251-252
Adoption process, 248
AdSAM, 406, 407
Adver-games, 745
Advergaming, 129
Advertisements. see also specific media and
types of ads
avoidance of, 288-290, 471
to children (see Children, marketing to)
in importance of evaluative criteria, 585
measuring effects of, 779-781
music in, 346
and opinion leaders, 241
perception in, 315
quality of, 299
reference group influence in, 233-235
as source of information, 546
voluntary exposure to, 291
and word-of-mouth communications,
241-242

Advertising intensity, 308

Advertising wearout, 347

Advil, 12

Aerie, 236

Aesthetic appeal, 405

Affect, vs. emotion, use of terms, 386

Affect intensity, 302, 386

Affective choice, 575-578

Affective component of attitudes, 402-412

change strategies for, 411-412

consistency with other components,
407-409

definition of, 405

measurement of, 405-407

Affective interpretation, 302

Affective motives, 371, 374-375

Affective performance, 657-658

Affective reactions, in schematic memory, 331

Affiliation, need for, 375

African Americans. see Blacks

AGA, 456

AGCO, 734

Age

and ability to learn, 210-211

cognitive, 121

consumption influenced by, 119-121

in cultural values, 44-45, 89-90

and external information search, 559

of first-time mothers, 194

Age cohorts, 121. see also Generation(s)

Age distributions, 63, 85, 119-120

Age-gating, 747

Ageism, and Baby Boomer women, 272-274

Agreeableness, in Five-Factor Model of

personality, 382

Agreements, cultural differences in, 57

Al see Artificial intelligence

Ailing outgoers, 122

Air France, 5

Airgas Refrigerants, 296

Aladdin (movie), 175

Albertson’s, 161, 697-698

Alcohol, 21

Alikay Naturals, 100

Allergan, 548, 549

Alternative(s)

appropriate, 542-544

evoked set of, 542-544

in external information search, 557

Alternative evaluation and selection, 572-599

choice overload in, 573-574

definition of, 574

rational choice theory on, 574-575

types of choice processes in, 575-578

Amazon, 390, 415, 607, 610, 633

Amazon Prime, 633

Ambient marketing, 680-682

Ambient scents, 311, 498, 680-682

Ambivalent attitudes, 408

Ambush marketing, 306

American Dental Association (ADA), 415

American Eagle, 131, 500

American Express, 97

American Girl, 612

American Pistachio Growers, 415
American Red Cross, 424
American values, 78-107
in cause-related marketing, 93-95
environment-oriented, 81, 84-88
evolution of, 80-90
in gender-based marketing, 97-103
gender roles in, 79-80, 97-99
in green marketing, 90-92
in LGBTQ market, 95-97
other-oriented, 81, 88-90
Protestant, 177
self-oriented, 80-84
Amica, 665
Analogical reasoning, 341
Analytical reasoning, 340, 342
Anheuser-Busch InBev, 285
Ann Taylor, 229
Antecedent states, 503-504
Anthropologie, 611
Anti-Millennials, 128
Anxiety, in postpurchase dissonance, 648
App(s). see Mobile apps
Appeals
aesthetic, 405
in attitude formation and
change, 419-424
direct vs. indirect, 377
Apple, Inc., 27-28, 158, 653, 717
Approach-approach motivational
conflict, 379
Approach-avoidance motivational
conflict, 379
Appropriate alternatives, 542-544
AR. see Augmented reality
Arab American Institute, 174
Arab Americans, 174-176, 178
Arabic language, 175
AriZona, 122, 157
Arm & Hammer, 532, 649-650
Aromas. see Scents
Arousal, emotion, 386-392
Acrtificial intelligence (AI), 611, 688-690
Artificial scents, 680
Asch phenomenon, 234
Ascribed roles, 99
Ascribed status, 133
As 1 Am, 161, 162
Asian Americans, 169-172
demographic profile of, 157
languages of, 169-172
marketing to, 171-172
market segments for, 171
national background of, 170
origins and use of term, 169
as percentage of population, 156
subcultures of, 156, 169-172
Asian Indian Americans, 174
Aspirational aspects, of celebrities, 417
Aspiration reference groups, 224
Assertion, need for, 375
Association techniques, 774
Associative links, 331-332
Assumptions, in rational choice theory, 574-575
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Astroturfing, 237
AT&T, 55, 495, 660-661
Athleta, 369, 375
AtlasRFID, 701
Atmosphere, store
in brand choice, 630-631
definition of, 497
Atmospherics, 497, 630
Attention, 292-301
celebrity sources and, 416
definition of, 286, 292
individual factors in, 298-299
measurement of, 780-781
nonfocused, 299-301
situational factors in, 299
stimulus factors in, 292-298
Attention reallocation, 294
Attitude(s), 400-431
affective component of, 402-412
behavioral component of, 402-412
changes to (see Attitude change)
cognitive component of, 402-406
communication factors in formation of,
415-419
component consistency in, 407-409
definition of, 25, 402
globalization of, 37
as internal influence, 25
learning of, 211
in lifestyle, 448
in market segmentation, 426
in product development, 426-427
research on, 778-780
strength of, 409, 414-415
Attitude-based choice, 575-578
Attitude change, 409-426
communication factors in, 415-426
elaboration likelihood model of, 413-415
individual factors in, 413-415
situational factors in, 413-415
strategies for, 409-412
Attitude scales, 778
Attitude toward the ad (Aad), 411-412, 417
Attitude toward the brand (Abr), 411-412
Attitudinal loyalty, 664-665
Attraction, in groups, 224
Attractive visuals, 294
Attribute-based choice, 575-595
decision rules for, 586-595
definition of, 577
evaluative criteria in, 578-586
example of, 575
vs. other choice processes, 575-578
stages of, 579
Attribute framing, 425
Attribution, need for, 372
Attribution-oriented consumers, 95
Attribution theory, 372
Audits, consumer behavior, 782-787

Augmented reality/virtual reality (AR/VR),

472, 604, 610, 689
Authority, in family decision making, 209
Automatic content recognition (ACR), 289
Automobiles. see Car(s)
Autonomous sensory meridian response
(ASMR), 303
Autonomy, need for, 373-374
Avatars, 634
Avocados, 401

Avoidance

ad, 288-291, 471

as coping mechanism, 388-389
Avoidance-avoidance motivational conflict, 379
Awareness, top-of-mind, 333
Awareness set of alternatives, 542-544
Axe, 750
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B2B organizations, 724
Baby Boomers, 124-125
retirement by, 121, 124
women, 272-274
Balance Bar, 753
Balanced Optimists, 38
Balancers, 94
Banana Boat, 210
Banana Republic, 369
Banner ads
attention to, 294-296, 298, 300
involuntary vs. voluntary exposure to, 291
smart, 298
as source of information, 551-552
value-expressive vs. utilitarian appeals in, 424
Bargaining, in family decision making, 209
Barilla, 101, 102
Barkley USA, 128
Bass Pro Shops, 612
Bayer, 341, 356
BCLP Law, 718, 720
Beacons, in-store, 610
Beats by Dre, 285
Beauty standards, 443-444, 751-752
Beck’s, 753
Behavior. see Consumer behavior
Behavioral component of attitudes, 402-412
change strategies for, 412
consistency with other components,
407-409
definition of, 406
measurement of, 780
Behavioral targeting, 11, 298, 552
Beliefs
adding new, 410
in attitudes (see Cognitive component of
attitudes)
changing, 409-411
claim-belief discrepancies, 310
Believers, in VALS program, 451-452
Bells & Buck, 127
Belongingness, 371
Benefit beliefs, 403
Benefit chain, 377
Benefit segmentation, 426
Best Buy, 615
BET. see Black Entertainment Television
Beyond Meat, 409, 410
Biases
expectation, 305, 311
in interpretation, 301, 305
negativity, 657
nonresponse, 775
Big Green Egg, 577
Bilingual consumers, 344, 348
Biyani, 46
Blackberry devices, 312
Black Entertainment Television (BET), 160
Black Friday shoppers, 13

Black-ish (TV show), 285
Black Panther (movie), 285
Blacks, 156-162
vs. African Americans, use of terms, 158
demographic profile of, 157
marketing to, 160-162
market segments for, 158, 159
as percentage of population, 156, 157
product placement and, 285
in single-parent households, 193
subculture of, 156-162
Blended families, 192-194
Blind tests, 585
Blogging, transparency of advertising in, 229
Blue Bell Creameries, 308
Blue Buffalo, 560, 561
Blue-collar workers, 136
Blue Pet Products, 421
Bluesign, 463
BMW, 455, 692
BODEQUALITY campaign for Old Navy, 751
BODYARMOR, 230, 231
Bonobos, 617
Borden, 532
Born-again Christians, 177
Bosch, 136, 137
Boston Consulting Group, 128
Bots, 550
Bounded rationality, 574
Bounty, 245
Bourjois, 384
Brain. see also Cognitive development
hemispheric lateralization
in, 299-300
Brand(s)
importance of retail outlets to, 605
in-store and online influences on choice
of, 626-634
store, 620, 753
Brand alliances, 312, 586
Brand ambassadors, 223
Brand awareness, 347
Brand comfort, 663
Brand communities, 222-223, 226-227
Brand delight, 663
Brand effects, 308
Brand engagement, 441-442
Brand equity, 351, 356-359
Brand extension, 312, 356-359
Brand familiarity, 298-299
Brand fests, 228
Brand identification, 663
Brand image, 351-352
brand personality in, 369-370, 383
definition of, 331, 351
vs. product positioning, 352
usage situations in, 352
Brand leverage, 356-359
Brand loyalty
of committed customers, 663-665
definition of, 663
of farmers, 733-736
nominal decision making in, 521
processes for developing, 663
to Tesla, 691-693
Brand names
perception of, 311
as retrieval cues, 350
as surrogate indicators, 586
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Brand performance
consumer judgments of, 582
in cultural values, 48-49, 88
Brand personality, 383-385
in brand image, 369-370, 383
definition of, 369, 383
dimensions of, 383-384
strategies for communicating,
384-385
Brand repositioning, 350, 352, 481-484
Brand scandals, 341
Braun, 755, 756
Bribery, 715
Brick-and-mortar stores, 610-612
beacons in, 610
brand choices in, 626-634
mobile retailing in, 608-609
in omni-channel shopping, 613-617
physical surroundings in, 494-499
reasons for avoiding, 610-612
showrooming in, 614-616
technology used by, 604-605
volume of sales in, 612
Broadmoor, 84, 85
Brooks, 447
Buddhist subculture, 179
Budweiser, 333, 485, 560
Buick, 285, 354
Bureau of Labor Statistics, 99
Burger King, 418
Business-to-business (B2B) marketing, 26.
see also Organizational buying
Buying centers, 702
Buy Now, Pay Later, 635
Buy Online, Pick Up at Curbside (BOPAC), 18
Buy Online, Pick Up in Store (BOPIS), 18
Buzz
creating, 244-245, 291
definition of, 245
BzzAgent, 244
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Café Appliances, 307
Café Press, 194
Caffeine, 21
Calgonite, 744
California Grapes, 531, 532
Calloway’s Nursery Blooming Rewards, 137
Calm app, 374
Campbell’s, 123, 357, 755
Canada Dry, 306, 333
Capital One, 212, 670
Capture strategy, 561
Car(s)
dog-friendly, 685-686
electric, 691-693
luxury sports, 448
for Millennials, 471-473
safety regulations for, 739
Cadillac Lyriq, 589, 590
Cardlytics, 13
Cartier, 304
CARU. see Children’s Advertising Review Unit
Carvana, 572-574
Case IH, 734
Catalogs, retail, 607
Categorize, need to, 372-373
Caterpillar Tractor Company, 709

Catholicism, 164, 176-177
Cause-related marketing (CRM), 93-95,
Cautious Planners, 38
CEI. see Corporate equality index
Celebrity endorsements, 416-418
in attitude formation and change, 416-418
in brand personality, 384
endorser, 467-471
effectiveness of, 416-417
influencers’ rise, 467-470
risks with, 418
Cellphones. see Smartphones
Census Bureau, U.S., 162, 172-173, 192, 194
Center-stage effect, 594
Centrality dimension of materialism, 51
Central route to attitude change, 413-414
Centrum, 103
CGC. see Consumer-generated content
Change
in attitudes (see Attitude change)
in beliefs, 409-411
in cultural values, 49, 85-86
of stimuli, in interpretation, 306-307
Chatbots, 611
Chevron, 719
Chick-fil-A, 176
Child care, in household life cycle, 200
Child-dominant family decisions, 207
Children
consumer socialization of, 191-192, 210-213
cultural values related to, 44-45
eating disorders in, 744
in family decision making, 207-209
in household life cycle, 195-204
in household structure, 192-195
online privacy for, 747-748, 769-770
in PRIZM system, 453-455
safety regulations for, 740, 757
Children, marketing to, 740-748
avenues for, 214
cognitive development and, 214, 741-743
controversial practices in, 745-747
effects of content of ads on, 743-745
regulations on, 211, 740-748
Children’s Advertising Review Unit (CARU),
741-747
Children’s Online Privacy Protection Act
(COPPA) of 1998, 747-748, 769-770
Children’s Online Privacy Protection Rule,
747-748, 769-770
Chinese Americans, 169-170
Choice Market, 619
Choice overload, 573-574
Choice paralysis, 573
Choice processes, types of, 575-578. see also
Attribute-based choice; Decision
process
Choice theory, rational, 574-575, 594
Cholula, 651
Chores, by gender, 99-100
Christian Right, 177
Christians, subcultures of, 176-178
Chronic accessibility, 380
Chrysler, 342
Chunking, 329
Churn, 665-667
Ciba Vision, 339
Cigarettes, 139, 315, 327

e-cigarettes, 746

marketing outside U.S., 39
suppression of problem recognition with, 534
warning labels for, 757
Cinnabon, 680
Circulation data, 779
Claim-belief discrepancies, 310
Clairol, 245
Clarisonic, 239-240, 244
Claritas, 453-454
Classical conditioning, 335
changing affective component of attitudes
through, 411
marketing applications of, 335
summary of, 342
Classrooms, ads in, 747
Class to mass strategy, 118, 136
Clean and green Millennials, 129
Cleanliness, as cultural value, 48, 84-86
‘Clear and conspicuous” requirements, 742, 756
Clementines, 731
Click-through, 292, 299, 551, 780
Clinique, 309
Clorox, 79, 85, 86
Closure, 306
Clothing, environmentally friendly, 463-465
Clustering, 13
Clutter, and attention, 299
Coach, 493
Co-branding, 312
Coca-Cola, 66-67, 90, 158, 305, 315, 333, 419,
426, 486
Cocktail party effect, 299
Coding, dual, 347-350
Cognition, need for, 382
Cognitive age, 121
Cognitive component of attitudes, 402-412
change strategies for, 409-410
consistency with other components, 407-409
definition of, 402
measurement of, 403-405, 779, 780
Cognitive development
and marketing to children, 214, 740-743
Piaget’s stages of, 210-211, 740
Cognitive dissonance, 372
Cognitive interpretation, 301
Cognitive learning, 340
Cognitive motives, 371-373
Cognitive thought, 386
Cohabitation, 193
Cohort analysis, 121
Coleman, 358
Coleman-Rainwater social class system, 133, 134
Colgate-Palmolive, 168, 171, 425
Co-living, 197
Collectivist cultures, 43-44, 47
Colors
and attention, 295, 296
as contextual cues, 305
cultural differences in meaning
of, 56, 497
interpretation of, 304, 305
as situational influence, 497
Comcast, 660, 664, 720, 721
Comfort, brand, 663
Commercials. see Advertisements; specific
media and types of ads
Committed customers, 662-671
brand loyalty of, 663-665
definition of, 663
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marketing strategies for, 668-671
profitability of, 665-667
Common Threads Recycling
Initiative, 463
Communications
in attitude formation and change, 415-426
with Blacks, 161
brand personality in, 384
in gender-based marketing, 101-102
in global marketing, 65
within groups, 235-246
with Hispanic Americans, 166-168
in LGBTQ market, 96-97
in marketing mix, 16-17
nonverbal, 52-59, 426
Communications situations, 491-492
Communities
brand, 222-223, 226-227
definition of, 226
online, 224, 228-230
Company image, 351
Comparative ads, 421-422
Comparative rating scales, 778
Comparison shopping, online, 550
Compensatory decision rule, 587, 591-593
Competence, in brand personality, 383-384
Competition
and attitude change, 413-414
in cultural values, 47-48, 90
in importance of evaluative
criteria, 585
market analysis of, 10-11
Competitive advertising, in memory
interference, 349-350
Completion techniques, 774
Computers, recycling of, 652
ConAgra, 95
Concepts, in elaborative activities, 330
Conceptual models
of consumer behavior, 1, 22-25
definition of, 22
Conditioned response, 335, 336
Conditioned stimulus, 335, 336
Conditioning, 334-338
classical, 335, 342, 411-412
definition of, 334
operant, 334, 338-339, 342
Conditions
market analysis of, 11
in organizational buying, 709
Conflict, motivational, 379
Conflict resolution, in family decision
making, 209
Confucianism, 170
Congruity, self-image, 443
Conjoint analysis, 582-583,
Conjunctive decision rule, 587-588
Conscientiousness, in Five-Factor Model of
personality, 382
Conservative Christians, 177
Conservative Homebodies, 38
Conservatives, religious, 177
Consideration set. see Evoked set
Consistency, need for, 372
Conspicuous consumption, 43, 135
Constant-sum scale, 404, 582
Construction techniques, 774
Consumer behavior
applications of, 6-7

audits of, 782-787
COVID-19 pandemic, stickiness, 478-479
definition of, 4, 27
key aspects of, 4-5
as learned behavior, 328
in market analysis, 10
in marketing strategies, 6-9
model of, 1, 22-26
nature of, 22-26
Consumer characteristics
in external information search, 558-559
in outlet selection, 623-625
Consumer choice, 574. see also Alternative
evaluation and selection
Consumer comfort, 663
Consumer cost, 18
Consumer decisions. see Decision process
Consumer emotional intelligence, 389
Consumer ethnocentrism, 382
Consumer experience. see Experience
Consumer-generated content
(CGO), 236-237
Consumer Price Index (CPI), 490
Consumer Product Safety Commission, 757
Consumer research. see Research
Consumer reviews, 246, 415, 550
Consumer skills
definition of, 211
learning of, 211
Consumer socialization, 210-214
content of, 210, 211
definition of, 210
families’ role in, 191, 210-211
process of, 210, 212-214
Consumer-to-consumer sales, 653
Consummatory motives, 576
Consumption
age influences on, 119-121
education level influences on, 117-118
meaning of, 26-28
occupational influences on, 116
Consumption guilt, 648
Consumption-related attitudes, learning of, 211
Consumption-related preferences, learning
of, 211
Consumption societies, 7
Consumption subcultures, 224-226
Contact, in groups, 223-224
Content
of ads, effects on children, 743-745
consumer-generated, 236-237
Context effects, on consumer choice, 594-595
Contextual cues, 305
Continuous innovation, 246-247
Contrast of stimuli, in attention, 296-297
Convenience samples, 772
COO. see Country of origin
Cooking lifestyle, 438, 447
Cool colors, 295, 497
Cooler Screens, 629
Cooperation, as cultural value, 47, 90
Coors, 168
Coping, consumer, 388-389
COPPA. see Children’s Online Privacy
Protection Act
Corcoran, 405, 406
Cord cutters, 288-289
Corporate culture, 712. see also Organizational
culture

Corporate equality index (CEI), 96
Corporate-sponsored educational materials
and programs, 747
Corrective advertising, 343, 753-754, 757
Cost. see also Price
consumer, 17-18
opportunity, 632
vs. price, 17-18
substitution, 631
switching, 663
transaction, 632
Costco, 694
Cotton Incorporated, 463-464
Country of origin (COO), 308
Covergirl, 119, 120
Covert marketing, 245
COVID-19, 266, 472, 478-480,
683-684, 692
Cozi, 371, 372
CPI. see Consumer Price Index
Craft beer, 265-267
Crate & Barrel, 616, 652
Crayola, 206
Creative class, 61, 85-86, 88
Credibility, of sources, 415-417
Credit cards, 635
Crest, 246, 415-416
CRM. see Cause-related marketing
Cross-cultural comparisons. see
Cultural differences
Cross-cultural marketing
strategies, 64-67
Cross-promotions, 311
Crowding
as situational influence, 498-500
in store atmosphere, 631
Crowdsourcing
examples of, 4
in relationship marketing, 668-669
Cuban Americans, 163
Cues
in attitude change, 413-414
contextual, 305
decision-relevant, 413-414
in interpretation, 302, 303, 305
retrieval, 350
sensory, 303
Cultural creatives, 88
Cultural differences, 34-71
and demographics, 62-64
vs. emergence of global culture, 59-61
in gift giving, 58, 502
globalization and, 36-39
importance of understanding, 40
in interpretation, 309
major categories of, 37
in marketing strategies, 64-67
market research on, 263-265
in meaning of colors, 56, 498
in nonverbal communications, 52-59
in organizational culture, 714, 716
in perception of crowding, 499
in self-concept, 439-440
in shopping style, 264
in source credibility, 416
in values, 41-52
Cultural values, 37-52. see also American values
definition of, 40, 41, 80
and demographics, 62
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Cultural values—Cont.
differences in, 41-52
environment-oriented,
41, 48-50
evolution of, 40, 44, 80
globalization of, 37-39
in organizational culture, 716
other-oriented, 41-48
self-oriented, 41, 50-52
Culture. see also Subcultures
definition of, 39
as external influence, 23-24
in family purchase roles, 207
global, emergence of, 59-61
globalization of, 36-39
nature of, 39-41
organizational, 712-722
Customer commitment. see Committed
customers
Customer loyalty programs, 669
Customer reviews, 415, 550
Customer satisfaction/dissatisfaction, 655-670
in consumer behavior audits, 787
definition of, 19
determinants of, 656-658
expectations for performance in, 655-658
and marketing strategies, 19, 659-661
purchase evaluation in, 655-658
of repeat purchasers and committed
customers, 662-670
responses to dissatisfaction, 658-661
Customer value, 8
Cuties, 731-733
CVS, 3-4

d

Daisy, 493, 494
Dansko, 384
DAR. see Day-after recall
DarkTrace, 702
Data collection
issues with, 771-772
privacy issues with, 748-749
Data mining, privacy issues with, 748-749
Dave & Buster’s, 742
Day-after recall (DAR), 781
DBS. see Direct broadcast satellite
Deception in advertising,
inferences in, 309
through packaging, 753
Decision(s), types of, 519-522
Decision makers, family, 205-207
Decision-making units (DMUs), 702-704
Decision process, 517-537. see also specific stages
in development of marketing strategies, 8
of families, 205-209
goals of, 573
for innovations, 247-248
involvement level in, 25, 488, 519-521, 541
in model of consumer behavior, 22, 23,
25, 488
of organizational buyers, 702-712
in outcomes, 19
stages of, 25, 248, 488
types of decisions in, 519-522
Decision-relevant cues, 413
Decision rules, for attribute-based choices,
586-595

Decoy effect, 594-595
Delayed gratification, 51-52, 82
Delight, brand, 663
Dell, 707, 708
Delta Airlines, 290
Demand, 376
Demographics, 112-132
characteristics of populations in, 114-121
definition of, 62, 114
of ethnic groups, 157
generations in, 121-132
global, 62-63
in lifestyle, 448
of mothers, 193-194
organizational, 712-716
in social status, 114
Depend, 125
Dependent variables, 776
Depression generation, 121-125
Depth interviews, 772-773
Desire, to resolve recognized problems, 525
Desired lifestyles, 446-447
Desired state, 523-524
DHL, 708
Diageo, 652
Diary reports, 779
Dick’s Sporting Goods, 648
Diet. see Food
Differentiation, 341, 558
Diffusion, process of, 248-253
Diffusion enhancement, 252
Diffusion inhibitors, 252
Digital natives, 54, 130
Digital video recorders (DVRs), 285, 288-289
Dillard’s, 619
Direct appeals, 378
Direct broadcast satellite (DBS), 171-172
Direct claims, 310, 752
Direct contact, in groups, 224
Direct measurement, evaluative criteria of,
581-582
Direct questions, 407
DirecTV, 288
Disclosure, in online advertising, 756
Discontinuous innovation, 247-248
DISH Network, 174, 175
Disjunctive decision rule, 588-589
Disney, 18, 113, 744, 746
Disposition, product, 652-655
Disposition situations, 493-494
Disrupt strategy, 560-561
Dissatisfaction. see Customer satisfaction
Dissociative reference groups, 224
Dissonance
cognitive, 372
postpurchase, 647-649
Distribution
definition of, 18
in marketing mix, 18
Distribution strategies, in consumer behavior
audits, 784-785
Diversity, as cultural value, 47-48, 88-89
Divorce
in household life cycle, 200-201
step families after, 192-195
DIY projects, 190
DIY VA by Barbara K, 101
DMUs. see Decision-making units
octors of Osteopathic Medicine, 648, 649

Dodge, 312

Dogpile, 52

Dogs, 685-686

Dolby, 552

Dolce & Gabbana, 41

Dollar General, 140

Dollar Shave Club, 130, 661, 663

Domenica Fiore, 590, 591

Dominance, as dimension of emotions,
386-387

Domino’s Pizza, 667

Domino sugar, 753

Dove, 93, 102, 200, 241-242, 445-446,
650, 750

Dove’s Men+Care, 6-7, 445

Dow Chemical, 53

Drugs, advertising for, 755-756

Dual coding, 347-350

Dunkin’ Donuts, 16, 498

DVRs. see Digital video recorders

Dynamic ad placement, 288-289

Dynamically continuous innovation,
246-247

e

Early adopters, 251-252
Early bird shoppers, 13
Early majority consumers, 251-252
Earworms, 346
Eating disorders, 744
eBay, 123-124
Echo boom, 127
Echoic memory, 348
E-cigarettes, 746
Eco-fashion, 463-464
E-commerce. see Internet shopping; Mobile
retailing
Economic expansions, 118
Economic outcomes, 21
Economic risk, 623-624
Educational materials, corporate-sponsored, 747
Education levels, consumption influenced
by, 116-118
Eggland’s Best, 561, 562
Ego defense, need for, 373-374
Elaborate logos, 312
Elaboration, extent of, 330-331
Elaboration likelihood model (ELM), 413-414
Elaborative activities, 329-331
Electric cars, 691-693
Electronic waste, 652-653
Elevated Faith’s Christian, 176
Elimination-by-aspects decision rule,
589-590
ELM. see Elaboration likelihood model
E-loyalty, 670
E-mail, as source of information, 551
Embarrassment, 500
Embr Wave, 530
Emergen-C, 576
Emotion(s), 385-392
in attitudes (see Affective component)
coping with, 388-389
definition of, 370, 385
in family decision making, 206, 209
intensity of, 302, 386
in interpretation, 301-302
in marketing strategies, 387-389




Subject Index

vs. mood, 503
nature of, 386
in organizational culture, 721-722
in problem recognition, 530
in scent marketing, 680-682
types of, 386-387
Emotional ads, 391
characteristics of, 422
definition of, 423
effectiveness of, 391-392, 484-485
popularity of, 391
Emotional appeals, 423
Emotional benefits, 405
Emotional intelligence, 389
Empowered Activists, 38
Empty-nest households, 202, 204
Endorsements, third-party, 415-416. see also
Celebrity endorsements
Endowment effect, 441,
Enduring involvement, 241
Engagement, brand, 441
Environmental fragrancing, 498
Environmentalism, as cultural value, 86-87
Environmentally sound products,
regulation of, 757
Environmental responsibility
in cultural values, 86-87
in enviropreneurial marketing, 87
in fashion, 463-465
in product disposition, 653, 655
Environment-oriented values
cultural differences in, 41, 48-50
definition of, 42
in U.S.,, 81, 84-88
Enviropreneurial marketing, 87
Episodic memory, 331
Equity, brand, 351
Eskimo Pies, 355
Established Asian Americans, 171
Esteem, in Maslow’s hierarchy of needs, 371
Ethical issues, 5
with activating problem recognition, 533
with covert marketing, 245
with fear appeals, 419-420
in global marketing, 39, 67, 715
with group influences, 234, 235
with inferences, 309
with marketing to children, 214
with packaging and labels, 315
with product placement, 290
with self-concept, 443-444
Ethnic diversity
in American values, 88
of Generation X, 126-127
and multigenerational households, 113
Ethnic groups. see also specific groups
demographic profiles of, 157
household structure among, 193
Ethnic subcultures, 156-175
Arab American, 174-175
Asian American, 156-157, 169-172
Asian Indian American, 174
Blacks, 156-162
definition of, 156
Hispanic American, 156-157, 162-169
Native American, 172-173
nature of, 154-156
size of, 156
thnocentrism, consumer, 382

Etiquette, cultural differences in, 58-59
Etsy, 88

Evaluation, purchase. see Purchase evaluation
Evaluative criteria, 578-586

definition of, 542, 578

and individual judgment, 583-586

in information search, 542, 544
measurement of, 581-583

nature of, 579-581

in organizational buying, 707-709
Evangelical Christians, 177

Event marketing, 161

Evian, 358

Evoked set of alternatives, 333, 542-544
E-waste, 652-653

Excitement, in brand personality, 383-384
Executional factors, in brand personality,
384-385

Expanded usage situations, 493
Expectation bias, 305, 311

Expectations

in attention, 297

in customer satisfaction, 655-656

in interpretation, 305-306

Experian Information Systems, 449, 456, 553
Experience, consumer

evolution of, 3

in organizational buying, 701

peak, 441

as source of information, 544-546

in total product, 9

virtual direct, 412

Experience, openness to, 382
Experiencers, in VALS program, 451-453
Experimentation, 775-777

Expertise, of sources, 415-417

Explicit memories, 333

Exposure, 286-292

definition of, 286

measurement of, 779-780

in media strategy, 312-314

mere, 412

in retail strategy, 311

selective, 288-291, 314

voluntary, 291-292

Expression, need for, 374

Expressive support seeking, 388-389
Extended decision making, 522
definition of, 522

with innovations, 247-248

steps in, 247, 488, 520

Extended families, 45-46, 89

Extended self, 440-442

External influences. see also specific types
in model of consumer behavior, 23-24, 33
on organizational culture, 712-717
types of, 23-24

External information search

amount of, 555

costs vs. benefits of, 557-559
definition of, 541

sources used in, 544-546

External motivation, 298

External reference price, 621, 758
External search, 521-522, 531, 541-543, 555,
557-559

Extinction, 342-343

xtreme sports lifestyle, 447

Extroversion, in Five-Factor Model of
personality, 382
Eye movements, research on, 774

f

Facebook, 228-230, 245, 551, 552

Fair Minimum Wage Act of 2007, 138

Familiarity, 412

Families, 189-217

in American values, 89

in consumer socialization, 192, 210-214

decision making by, 205-210

evolution of, 193-195

extended vs. limited, in cultural values,
45, 89

gender roles in, 79

life cycle of, 195

size of, 193

step (blended), 192-194

traditional, 192

types of, 192-195

Family branding. see Brand leverage

Family decision making, 205-210

Family households, 192-195

Farmers, brand loyalty of, 733-736

FashionAl, 689

Fashion, eco-, 463-465

Fast-Tracker, 100

Fatalism, 49, 86

Fathers

in family decision making, 207-209

stay-at-home, 79, 99-100

FCC. see Federal Communications

Commission

FDA. see Food and Drug Administration

Fear appeals, 415-417

Features beliefs, 403

Federal Communications Commission (FCC),

681

Federal Trade Commission (FTC)

on claim-belief discrepancies, 310-311

“clear and conspicuous” requirements of,
742, 749

on corrective advertising, 756

on covert marketing, 245

on deceptive advertising, 752

Green Guides of, 91

on online privacy for adults, 749, 756

on online privacy for children, 747-748,
769-770

on pricing, 757

on transparency in advertising, 229

website of, 747, 748

FedEx, 15

Feminine orientation

cultural differences in, 45-46

in U.S., 90

Fiat, 85, 472

Figure-ground, 306

Filipino Americans, 170

Films. see Movies

Firing customers, 667

Firmographics, 712-715

Firm outcomes, 19

First-generation Hispanic Americans, 163

Fisher-Price, 531

Five-Factor Model of personality, 381-382

lashbulb memories, 331
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Flexjet, 5
Flixable, 547
FlyOver America, 613
Focus, of attention, 294-295
Fonts, 312
Food. see also Grocery shopping; Restaurants
in meal kits, 202, 438, 474-477
mobile ordering of, 687-688
Native American, 172-173
nutrition labels on, 8, 754-755
safety regulations for, 739-740
Food and Drug Administration (FDA)
on nutrition labels, 8, 754-755
on product safety, 21, 757
Football, 37
Ford Motor Company, 131, 161, 162, 303, 468
Forever 21, 131
Forgetting, 342-351
memory interference in, 349-350
response environment in, 350
strength of learning in, 344-348
Format of stimuli, in attention, 296
Forrester Research, 449, 529
4imprint, 701
Frail recluses, 122
Framing, message, 425
Free samples, 338-339
The Fresh Step, 579-580
Friendships, cultural differences in, 56-57
Frito-Lay, 155, 669
Frugality, in Great Recession, 82, 83
FTC. see Federal Trade Commission
Fuga Energy, 100
Fulfilled Empty Nester, 101
Functional benefits, 405
Fundamentalist Christians, 177
Furman University, 550

g

Gadget gurus, 128-129
Galvanic skin response, 774
Games
adver-, 745
video, 290-291, 314
Gap Inc., 369
Gatorade, 375
Gay consumers. see LGBTQ market
Gay marriage, 97, 98
GEICO, 337, 348, 349, 419, 421
Gender
definition of, 98
household duties by, 98-99
Gender-based marketing, 97-103
communications in, 101-103
gender roles in, 97-103
market segmentation in, 100-101
retail strategy in, 103
Gender differences
in self-concept, 440
in social media use, 102
Gender identity, 98
Gender orientations, traditional vs. modern, 99
Gender roles, 97-100
definition of, 98
evolution of, 79, 97-100
in family decision making, 207-209
in gender-based marketing, 97-99
in parenting, 79-80, 99

General Foods, 305
Generalization, 341
General Mills, 165-166, 493
General Motors (GM), 354, 410, 739
Generation(s), 121-132
cohort analysis of, 121
definition of, 121
descriptions of, 121-132
of Hispanic Americans, 163
Generation Alpha, 121, 132
Generation @, 130
Generation X, 121, 125-126
Generation Y. see Millennials
Generation Z, 121, 130-131
Generic problem recognition,
531-532
Geo-demographic analysis, 453
Geographic boundaries, 65-66
Gerber, 53
Gerontographics, 122
Gift giving
cultural differences in, 58, 502
in extended self, 440-442
external information search in, 555
as situational influence, 501-503
Gillette, 96, 245, 274-276, 342
Global culture, emergence of, 59-61
Globalization, of culture, 36-39
Global localization, 64-65, 67-68
Global marketing, 64-68
considerations in, 65-66
ethical issues in, 39, 66, 715
lifestyles in, 456-458
localization in, 64-65, 67-68
research in, 263-264
translation problems in, 52-53
Global youth culture, 59-61
Glocalization, 64-65
GM. see General Motors
Goal framing, 425
Goodwill, 143
Google, 384, 551-554, 714, 719, 769
Go RVing, 203
‘Got Milk?” campaign, 350
Government, organizational culture and, 715.
see also Regulation
Grace and Frankie (TV show), 272-274
Grapes
California, the, 531, 532
Gratification
immediate vs. delayed, 51-52, 82
sensual, 50, 82
Gratitude, 387-388
Great Recession of 2007-2009
frugality in, 82, 83
gender roles in, 79
income in, 118
problem solving in, 86
Green consumers, 90-92
demographics of, 464
fashion for, 463-465
organizations as, 708-709
segmentation of, 87, 463-464
stereotypes of, 91
Green Guides, 91
Green household products, 463
Greenies dental treat, 523
Green marketing, 90-91
Green segmentation, 87, 463-464
sreenwashing, 91

Grocery shopping
meal kits and, 474-476
self-checkout in, 697-698
unplanned purchases in, 626-627
Groups, 221-257. see also Reference groups
communications within, 235-245
definition of, 223
and innovations, 246-253
membership in, 223
opinion leaders in, 238-252
seeding in, 243
types of, 223-230
Growth-related motives, 372-376
Guanxi, 57, 714
Guerrilla marketing, 245
Guilt, consumption, 648
Guinness, 288

h

Héagen-Dazs, 385
Habitual decision making. see Nominal
decision making
Hair Biology and Kohl’s, 443, 444
H&M, 611
Hanes Corporation, 581
The Happytime Murders (movie), 767
Hardee, 354
Harley-Davidson, 98, 173, 226, 312, 358
Harm, in injurious consumption, 22
Harris Interactive, 471
Healthy hermits, 122
Healthy indulgers, 121, 123
Hedonic benefits, 405
Hedonic consumption, 497
Hemispheric lateralization, 300
Hershey’s, 505
Heuristics, 573
Hewlett-Packard (HP), 653, 703, 716, 717
High-awareness brands, 346
High-context cultures, 309
High-impact zones, 296
High involvement. see Involvement
High self-monitors, 443
Hillshire Snacking packs, 507, 508
Hip-ennials, 128
Hip Hop, 160
Hispanic Americans, 162-168
acculturation among, 163-165
Catholicism among, 164, 177
in cohabiting households, 193
definition of, 162
demographic profile of, 157
family purchase roles of, 207
language of, 163-167
marketing to, 167-168, 279-281
media portrayal of, 752
as percentage of population, 156, 163, 164, 279
social media use by, 165, 167, 279
subcultures of, 156, 163-169
women, influence of, 164-165
HLC. see Household life cycle
HLC/occupational category matrix, 204
Holidays, as ritual situations, 504-506
Holiday shoppers, 13
Holland America, 202
Hollingshead Index of Social Position (ISP),
140-141
ome Depot, 126, 138, 190, 552, 612
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Honda, 91, 309, 358, 454, 525, 551, 562, 563
Household(s), 189-217
in consumer socialization, 190, 210-213
decision making in, 205-210
definition of, 193
ethnic differences in, 193
evolution of, 193-194
influence of, 191-192
life cycle of, 195-204
lifestyles of, 448
multigenerational, 113
single-parent, 192, 193, 200, 203
single-person, 203
types of, 192-195
unmarried-partner, 194, 196
Household duties, by gender, 99-100
Household life cycle (HLC), 195-205
definition of, 195
and external information search, 559
marketing strategy based on, 204-205
stages of, 195-204
House of Cards (TV show), 285
Housing
in household life cycle, 197
types, 192-195
HP. see Hewlett-Packard
Human factors research, 530
Human Rights Campaign Foundation, 96
Humor
in attitude formation and change, 419-421
cultural differences in, 52
need for, 420
Humorous appeals, 420-423
Husband-dominant family decisions, 203-205
Hybrid ads, 288
Hygiene, as cultural value, 49, 85
Hypebeast.com, 225, 226
Hyundai, 472, 585

IBM, 10, 91, 96, 715
Iconic rote learning, 340, 342
Ideal point, in multiattribute attitude
models, 403-404,
Ideal products, changes to perceptions of, 411
Ideal self-concept, 439, 442, 445
Ideals motivation, in VALS program, 449
Identification
brand, 663
need for, 375
Identification influence, of reference
groups, 230, 231, 233
Identity. see also Self-concept
defense, need for, 374
gender, 98
Ikea, 526
IKEA, 263-265, 617
Image
brand (see Brand image)
company, 351
store (see Store image)
Imagery. see also Visuals
emotional responses to, 386
in memory, 330, 347-348
user, and brand personality, 384
Iman, 161
Immediate gratification, in cultural values,
51-52, 82

Immigrants, population of, 157
Implications
logical, 752
pragmatic, 752
Implicit memories, 333
Importance
of evaluative criteria, 578-583, 585
relative, of problems, 525
shifting, 410
in strength of learning, 344
Impression management
in brand communities, 227
in family decision making, 209
Impulse purchases, 626-627
Impulsive Spenders, 38
Inactive problems, 525-526
Income
consumption influenced by, 118
distribution of, 62, 118
education level and, 117
Income divide, 118
Incongruity, 306
Independent self-concept, 439-441
Independent sources of information,
544-545
Index of Social Position (ISP), 140-141
Indian (Asian) Americans, 174
Indirect appeals, 378
Indirect contact, in groups, 224
Indirect measurement
of attention, 781
evaluative criteria of, 581-583
Indirect questions, 407
Individual depth interviews, 772-773
Individual development, in problem
recognition, 526-527
Individual factors
in attention, 298-299
in attitude change, 413-415
in interpretation, 302-305
Individualistic cultures, 43-45, 47-48, 88
Individualized family decisions, 206
Individual judgments, and evaluative criteria,
583-586
Individual outcomes, 20-22
Industry categories, and organizational
buying, 715
Industry structure, and organizational
buying, 718
Inept set of alternatives, 542-545
Inferences
and deception in advertising, 756
definition of, 308
in interpretation, 308-311
Infiniti, 384
Inflated reference prices, 621
Influencer marketing, 242
Influencer relationship management
(IRM) firm, 468
Influencers
in attitude change, 418
in family decision making, 205-207
macro, 242
marketing, 242
mega, 242
micro, 242
social media, 467
Influencers and celebrity, 467-468
nfluentials, 241, 418

Infomercials, 291
Information
accuracy of, 752-754
adequacy of, 754-756
inferences about missing, 309-311
Informational influence, of reference groups,
231-234
Information availability, in external
information search, 557
Information gatherers, in family decision
making, 205-207
Information overload, 298, 549, 755-756
Information processing. see also Perception
definition of, 286, 328
in learning, 328
steps in, 286, 287
Information quantity, in attention, 297-298
Information search, 539-567. see also External
information search
marketing strategies based on patterns of,
560-563
nature of, 541
in organizational buying, 707
sources used in, 544-555
types of information sought, 541-544
Infrastructure, reference group, 716
ING Direct, 15
In-home shopping, 606. see also Internet
shopping
Initiators, in family decision making, 205-207
Injurious consumption, 21
Inner-scope Research, 288
Innovations, 246-253
adopter categories for, 251-252
adoption process for, 246-248
definition of, 246
diffusion of, 248-253
marketing strategies for, 252-253
types of, 246-249
Innovativeness, use, 649-650
Innovators
characteristics of, 251-252
in VALS program, 449-450
Inspired Adventurers, 38
Instability, in Five-Factor Model of
personality, 382
Instacart, 501
Instrumental learning. see Operant
conditioning
Instrumental materialism, 51
Instrumental motives, 576
Instrumental performance, 657
Instrumental training, 212
Intel, 312
Intelligence, emotional, 389
Intensity of stimuli, in attention, 293-294
Intercept strategy, 561
Interdependent self-concept, 439-440, 444
Interestingness of stimuli, in attention, 297
Interests, in motivation, 298
Internal influences. see also specific types
in model of consumer behavior, 22-24,
278-279
in organizational culture, 718-721
types of, 25-26
Internal information search, 521, 541, 542
definition of, 541
sources used in, 544-545
nternal motivation, 298
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Internal reference price, 307, 621
Internal validity, 776
International lifestyles, 456-457
International marketing. see Global marketing
Internet
communities on, 224, 226-228
in global marketing, 67
identifying consumer problems using, 529
information searches on, 546-553
in organizational decision process, 711-712
social network sites on, 228-230
Internet advertising
to children, 745
disclosure in, 756
growth of, 551
intrusiveness of, 293
native, 752
as source of information, 551-552
voluntary exposure to, 291
Internet privacy. see Privacy, online
Internet (online) shopping, 606-608
atmosphere in, 631
barriers to, 607-608
brand choices in, 626-634
choice overload with, 573
dimensions of performance in, 658
loyalty in, 669-670
in omni-channel shopping, 613-617
by organizational buyers, 710-711
product nonuse with, 650-652
purchase process in, 634
reasons for, 607
return policies in, 652
sales personnel in, 634
store image in, 618
time pressures and, 501
top categories of, 607
volume of, 612
website functioning and requirements in, 623
Internet use
by Asian Americans, 172
by Asian Indian Americans, 174
by Blacks, 160
by children, 214
by Hispanic Americans, 167
international rates of, 546-547
reasons for lack of, 549
Interpretation, 301-311
biases in, 301
cognitive vs. affective, 301-302
definition of, 286, 301
individual factors in, 302
inferences in, 308-311
measurement of, 781
situational factors in, 305
stimulus factors in, 305-308
Interviews
depth, 772-773
personal, 775
Intrusiveness, 293
Intuition, in problem recognition, 527
Inventory, brick-and-mortar vs. online, 604
Involuntary exposure, 291
Involvement. see also Product involvement
and attention, 299, 300
and attitude change, 413-414
in decision process, 27, 488, 519-521, 541
definition of, 378

and discontinuous innovations, 248
enduring, 240
in learning, 334-342
and motivation, 378
and opinion leadership, 239
and postpurchase dissonance, 649
in strength of learning, 344-345
Pad, 405
Phone, 28-29, 405, 495
IRI/TNS, 87
Robot, 85, 340
Isolation of stimuli, in attention, 297
ISP. see Index of Social Position
Tunes, 98

Jaguar, 161, 383

James Trussart, 579

Japanese Americans, 169-170

J. Crew’s website, 378

Jeep, 226

Jesse Driftwood, 243

Jessi Malay, 242

Jewish subculture, 178

Jif peanut butter, 103, 753

Jingles, 346

.n.d. see Just noticeable difference
Joe’s Crab Shack, 342

John Deere, 733-735

Johnnie Walker, 652

Johnson & Johnson, 425

Johnston & Murphy, 648

Joint family decisions, 207-210
Joule, 449, 450

Judgments, and evaluative criteria, 583-586
Jump Associates, 10

Just Buy This One, 568-569

Just Crack an Egg, 358-359

Just noticeable difference (j.n.d.), 307, 584
JUUL, 746

k

Kate Spade, 385

Keds, 385

Kellogg’s, 56, 57, 66, 79, 337, 527
KFC, 290, 489

Kiehl’s, 653

Kimberly-Clark, 202

Kind, 755

Kiton, 373

Knowledge, in interpretation, 302-305
Knowledge structure, 331
Korean Americans, 169-170
Kraft, 195, 311, 358, 402, 744
Krispy Kreme, 178

Kroger, 610

Labeling

perception of, 315
regulation of, 6, 754-756
warning, 315, 534, 757
Laboratory experiments, 583
Laddering, 377

Laggards, 251-252
LAT Systems, 769
L&M, 342
Languages
of Arab Americans, 175
of Asian Americans, 169-172
challenges of translating, 52-53, 168
of Hispanic Americans, 162, 165-169
Laser eye surgery, 250
Last-minute shoppers, 13
Late majority consumers, 251-252
Latent motives, 376-377
Latinos. see Hispanic Americans
Leaders, opinion. see Opinion leaders
Lead users, 716-717
Learning, 326-367
in brand image, 351-354
in brand leverage, 356-359
cognitive, 340-341
of consumption-related skills, 210-211
definition of, 328
under high vs. low involvement,
334-342
information processing in, 330
as internal influence, 23, 25, 33
and interpretation, 301-302
memory in, 328-333
nature of, 328-329
organizational, 721
in product positioning, 352-354
reasons for forgetting, 342-350
strength of, 344-350
theories of, 334-342
unlearn bad habits, 327
Legal issues
with covert marketing, 245
with packaging and labels, 315
with product placement, 290
LEGO, 4, 228
Leisure, in cultural values, 51, 83-84
Lennar Homes, 112, 113
Lesbian consumers. see LGBTQ market
Levi Strauss, 142
Lexicographic decision rule, 590-591, 708
Lexicon, 312
Lexus, 285, 358
LGBTQ market, 95-97
Lifestyles, 446-457
definition of, 22, 25, 283, 439, 446
globalization of, 37
international, 456-457
measuring and categorizing, 442,
448-450
in model of consumer behavior, 22-25,
283-284
nature of, 446-449
organizational, 712-714
relationship between self-concept and, 446
Lifestyle studies, 448-449
Liggett & Myers, 560
Likert scales, 441, 582
Lilly Pulitzer, 351-352, 612
Limited decision making, 520-522
Linguistics, in perception, 312
Listerine, 357, 424, 425
Living for the Moment Asian
Americans, 171
Localization, global, 64-65, 67-68
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Local mobile search, 553-555
Location
of organizations, 714
of retail outlets, 622-623
Logical implications, 752
Logo(s)
in brand personality, 384-385
changes to, 311-312
perception of, 311-312
Logo network, 96
Longchamp, 23, 24
Long-term memory (LTM)
definition of, 329, 331
in learning, 328, 331-333
retrieval failure in, 343
retrieval from, 333
schemas in, 331-333
scripts in, 333
types of, 331
L’Oréal, 88, 89, 120, 160, 292, 293, 416
Louis Vuitton, 136, 211
Low-context cultures, 309
Lower class, 133, 134, 138-140
Lower-lower class, 139-140
Lower-upper class, 134-135
Low involvement. see Involvement
Low self-monitors, 443
Loyalty. see also Brand loyalty
attitudinal, 664-665
online, 669-670
service, 663
store, 663
Loyalty programs, customer, 669, 724
LTM. see Long-term memory
Lucid Air, 452
Lululemon, 221-224
Luxury sports cars, 448

m

Macrosegmentation, 715
Macy’s, 168, 604, 611-612
Magnolia Market, 688
Mailchimp, 714
Mail surveys, 775
Maintenance rehearsal, 329
Maintenance strategy, 560
Maison Francis Kurkdjian, 584
Makers, in VALS program, 452-453
Making Ends Meet, 101
Mall of America, 612-613
Malt liquors and fortified wines, 139
Managing on Her Own, 101
Mandarin oranges, 731
M&M’s, 296, 297, 315, 418
Manifest motives, 376-377
Manufacturer’s suggested retail price
(MSRP), 307
Mapping. see Perceptual mapping
Mardel, 176
Market analysis, 9
components, 9-11
in development of market
strategies, 7-9
Market characteristics
in external information search, 557-558
types of, 557

Marketing. see also specific media and types
of ads
to consumers vs. for consumers, 3
evolution of, 3-4
Marketing communications, 16
Marketing mix, 8, 15-19
Marketing regulation. see Regulation
Marketing research. see Research
Marketing sources of information, 545
Marketing strategies, 15-19
consumer behavior in, 6-9
cross-cultural, 64-71
customer dissatisfaction in, 660
emotions in, 387-392
evaluative criteria in, 585-586
family decision making in, 209-210
household life cycle in, 204-205
information search patterns in, 560-563
for innovations, 252-253
marketing mix in, 8, 15-19
motivation in, 376-381
opinion leaders in, 241-245
organizational buyers in, 722-724
outcomes of, 8, 9, 19-22
perception in, 311-315
problem recognition in, 527-534
product disposition in, 653-655
reference groups in, 233-235
repeat purchasers and committed customers
in, 665-670
situational influences in, 506-509
social class in, 141-144
word-of-mouth communications in, 241-245
Market mavens, 240-241
Market segmentation, 11-15
of Asian Americans, 170-171
attitudes in, 426
of Blacks, 162
in consumer behavior audits, 783
definition of, 11
in development of market strategies, 8
of food shoppers, 475, 476
by gender, 99
of green consumers, 91, 463-464,
with innovations, 252-253
of organizational buyers,
steps in, 11-15
Market Segment Research, 171
Marriage
household duties by gender in, 99-100
in household life cycle, 195-204
same-sex, 95, 96
in step families, 192-194
in traditional families, 192
traditional vs. modern gender
orientations in, 99
Marriott, 661
Mars, 53
Masculine orientation
cultural differences in, 46-47
in U.S., 95, 208
Maslow’s hierarchy of needs, 370-371
Mass influencers, 270
MasterCard, 17
Materialism, in cultural values, 51, 83
Mattel, 70, 79, 90
Mature market, 122, 123
Mavens, market, 240

Maybelline, 64, 66
McDonald’s, 3, 48, 64-65, 95, 161, 171, 290,
291, 297, 311, 351-352, 465-466, 669,
732, 745
M-commerce. see Mobile retailing
Meal kits, 438, 474-477
Meaning transfer, 417
Means-end chain, 377
Media strategy, perception in, 312-314
Mediation, in consumer socialization, 210-211
Media usage
by Asian Americans, 171-172
by Asian Indian Americans, 174
by Blacks, 158
by Hispanic Americans, 165-169
in lifestyle, 447
by Native Americans, 172-173
Meishi, 59
Melting pot, 154
Membership, group, 223
Memory, 328-329. see also Long-term memory:
Short-term memory
in brand image, 351-352
in brand leverage, 356-359
definition of, 270, 330
in learning, 326-330
of music, 498
nature of, 328-329
in product positioning, 352-355
reasons for forgetting, 397
as source of information, 544-546
strength of learning in, 344
Memory interference, 349-351
Men. see also Fathers; Gender roles
in family decision making, 207-209
masculine association, 275
retail strategy, 103
Mentos, 650
Mere exposure, 412
Mere ownership effect, 441-442
Merle Norman, 425
Message framing, 425
Message involvement, in strength of learning,
334-335
Message structure, in attitude formation and
change, 424-426
Metagoals, 574
MeToo movement, 275
Metropolitan Life, 174
Mexican Americans, 163
MGs, 226
Michael Kors, 385
Micro influencers, 271
Micron Technology, 713
Microsoft, 96
Micro-targeting, 289
Middle age, in household life cycle,
201-202
Middle class, 136-138
Midol, 354
Millennials (Generation Y), 127-130
car manufacturers targeting, 471-473
characteristics of, 127-130, 471
definition of, 127
as mothers, 128
organizational buying by, 702, 719
in organizational culture, 719
segments of, 128-129
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Miller Brewing Company, 65, 138
Mini Cooper, 227, 552
Minimalist Seekers, 38
Minimum wage, 138
Mintel, 79, 438, 607
Missing information, inferences
about, 309-311
Mobile apps, 609-610
in brand choice, 633-634
children’s privacy in, 769-770
food ordering with, 687
reasons for using, 609-610
as source of information, 554-555
technological advances in, 612-613, 769
Mobile marketing
to children, 745
growth of, 553
to Hispanic Americans, 279-280
information searches and, 553-554
to Millennials, 471-472
outdoor, 314-315
permission-based, 292
push and pull strategies in,
556, 731
Mobile payments, one-click, 610-611
Mobile retailing, 611-612
brand choice in, 636-637
evolution of, 606, 608-609
in omni-channel shopping, 688
in organizational buying, 711, 721
purchase process in, 725
technological advances in, 609
volume of, 622
Mobile search, 553-556
Model(s)
of consumer behavior, 2-3, 26-27
definition of, 45
elaboration likelihood, 413-414
Five-Factor, of personality, 381-382
multiattribute attitude, 403-404,
427-428
of organizational buying, 699
Modeling
in consumer socialization, 212
need for, 375
vicarious, 340, 342
Modern gender orientations, 99
Modified rebuy, 705
Molson, 385
Momentary conditions, 504-505
Monochronic time perspective, 54
Montague Bookmill, 630, 631
Mont Blanc, 58
Mood Media, 499
Moods
definition of, 503
as situational influence, 503-504
in strength of learning, 345
Morphemes, 312
Mothers
demographics of, 272
in family decision making, 206-209
single, 203
stay-at-home, 100-101
working, 84, 101-102, 127
Motivation, 370-381
in attention, 298
in choice processes, 576, 577
definition of, 298, 370

and emotions, 387
in learning, 330
in marketing strategies, 376-381
in Maslow’s needs hierarchy, 370-371
McGuire’s theory of, 371-376
needs in, 298, 370
in organizational culture, 721-722
regulatory focus theory on, 379-380
research on, 377, 774
in VALS program, 451
Motivational conflict, 379-380
Motives
definition of, 370
McGuire’s categories of, 371-372
Mountain Dew, 311, 331-332, 349
Movement, and attention, 295
MoviePass, 267-268
Movies
ads shown before, 290
product placement in, 285
Moving target market approach, 252-253
MSRP. see Manufacturer’s suggested retail
price
Multiattribute attitude models, 404-406,
427-428, 593
Multigenerational households, 113
Multi-item indexes, 140
Multisensory marketing, 303
Multistep flow of communication, 238
Multitrait personality theory, 381-382
Mumsnet, 46
Muscletech, 578, 579
Music
in advertisements, 346
as situational influence, 498, 499
in store atmosphere, 630
Music videos, product placement in, 285
Muslims, subculture of, 178-179
Muting, 288-289
Myntra, 610

n

NAD. see National Advertising Division
Names. see Brand names
NASCAR, 418
National Advertising Division
(NAD), 741, 753
Nationwide, 485
Nationwide Insurance, 302
Native advertising, 752
Native Americans, 172-173
Natural environment. see also
Environment-oriented values
in cultural values, 52, 88
in green marketing, 90-92
in outcomes of marketing strategies, 21
Natural logos, 312
Nebraska, 576
Necessity consumption, reference groups
in, 231-234
Nectar, 624, 625
Need(s). see also specific types
creation of, 376
and emotions, 385
lack of, in attitudes, 408
Maslow’s hierarchy of, 370-371

McGuire’s categories of,
371-375
in motivation, 298, 370
Need for cognition (NFC), 382
Need satisfaction, 20
Need sets, 12-14
Negative framing, 425
Negative products, 558
Negative reinforcement, 345
Negative word-of-mouth (WOM), 236-239,
270-271, 659-660
Negativity bias, 657
Nestl¢’s Cookie Coach, 657
Netflix, 285, 547
Net Generation, 130
Net Promoter Score (NPS), 664-665
Neuromarketing, 300
Neutrogena, 378, 562
New brand strategy, 352
New Holland, 734
New task, 704-705
New York-Presbyterian Hospital
(NYP), 662-663
NFC. see Need for cognition
Nielsen, 279, 286, 454, 474, 475
Nigeria’s Waffles N Cream, 38
Nike, 26, 98, 173, 359, 384, 417, 442, 751
Nintendo, 113
Nissan, 297, 685-686
NLEA. see Nutrition Labeling and
Education Act
Nodes, memory, 331-332
Nominal decision making, 520, 521
Noncomparative rating scales, 778
Noncompensatory decision rules,
587-593
Nonfamily households, 192
Nonfocused attention, 299-301
Nonmaterialism, 50, 83
Nonnecessity consumption, reference
groups in, 231-234
Nonprofits, brand personality of, 383
Nonrandom samples, 772
Nonresponse bias, 775
Nonsatisfaction, 656
Nonuse, product, 649-652
Nonverbal communications
in attitude formation and change, 426
cultural differences in, 52-59
definition of, 52-53
Nordstrom, 612, 616
Normative influence, of reference groups,
230-232, 235
Norms, 40, 41
Nostalgia marketing, 335, 337
“Notice and choice” approach to online
privacy, 749
Not of This World, 176
Nouveaux riches, 135
NPS. see Net Promoter Score
Nudges, 327
Numbers, cultural differences in meaning of, 56
NutraSweet, 312
Nutrition labeling, 6, 754-756
Nutrition Labeling and Education Act
(NLEA), 6, 754-756
NYP. see New York-Presbyterian Hospital
NyQuil, 345
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Obesity, child, 475
Objectification, need for, 373
Objectives, organizational, 712-713, 717
Observation
in diffusion of innovations, 249, 253
in group influences, 239-240
in research, 773
Occupation
consumption influenced by, 116
and household life cycle, 204
Ocean Spray, 168, 753-754
Odors. see Scents
Office Depot, 653
OgilvyAction, 627
Olay, 424
Old Navy, 369
Old-school Millennials, 129
Old Spice, 354
Olympus, 240
Omni-channel shoppers, 613-617
behaviors of, 614-615
definition of, 613
retail strategy for, 615-617
One-click mobile payments, 610-611
1-800-PetMeds, 415
One-sided messages, 424
Ongoing information search, 541,
557, 559
OnGuardOnline, 748, 749
Online communities, 224, 228-230
Online privacy concerns, 633
Online shopping. see Internet shopping
OnStar, 330, 410
Openness to experience, 382
Operant conditioning, 334, 338-340, 342
Opinion leaders, 233-241
characteristics of, 240-241
consumer-generated content by, 236
definition of, 238
in marketing strategies, 241-245
Opportunity costs, 632
Optimism, as cultural value, 49
Oranges, 731-732
Orbit, 166
Orbitz, 96
Oreo, 230, 377
Organization, of stimuli, 298
Organizational buying, 26, 699-727
decision process in, 702-712
examples of, 26
marketing strategies for, 722-724
model of, 699, 703
organizational culture in, 712-721
stereotype vs. reality of, 699
trends in, 701-702
Organizational culture, 712-721
definition of, 712
external factors influencing, 712-717
internal factors influencing, 717-721
tips for building positive, 719-720
Organizational values, 716-718
Organization composition, 715
Orthodox Judaism, 178
Orvis, 577, 578
Other-oriented values
cultural differences in, 41-48

definition of, 41
in U.S,, 81, 88-90
Otis Elevator, 710
Outcomes, of marketing strategies, 8, 9, 19-22
Outdoor advertising, 290, 314-315
Outlet selection and purchase, 603-638
consumer characteristics in, 623-625
in-store and online influences on, 626-635
in organizational buying, 709-710
outlet attributes affecting, 618-623
Overload
choice, 573-574
information, 298, 549, 755-756
Ownership, in product value, 475
Ownership effect, mere, 441-442, 686

p

Pabst Blue Ribbon, 354
Pace, 357
Packaging. see also Labeling
cigarette, 757
deception in, 752
disposition of, 652
perception of design of, 315
size effects of, 309
PAD. see Pleasure-arousal-dominance
Pampers, 200
P&G. see Procter & Gamble
Panera Bread, 680
Pantene, 51
Paradise Shared, 455
Paramount Citrus, 731
Parents. see also Fathers; Mothers
cohabiting, 193
in consumer socialization, 210-213
in family decision making, 207-209
gender roles in, 79-80, 99
in multigenerational households, 113
single, 192-194
Partitioned prices, 630
Pass-it-on tools, 242
Passive-oriented approach, 50, 84
Patagonia, 463-465
Patriot Lighting, 605, 606
PBE. see Permission-based e-mail
Peak experiences, 456
Pedigree, 335
People meters, 779
Pepperidge Farm, 82
Pepsi, 47, 173, 297, 486, 552
Per capita income, 63
Perceived fit, 312
Perceived risk. see Risk, perceived
Perception, 284-317
of actual vs. desired state, 523
attention in, 292-297
definition of, 284, 286
exposure in, 316
interpretation in, 316, 328
in marketing strategies, 377-380
nature of, 286
in organizational culture, 712-714
Perceptual defenses, 286
Perceptual mapping
definition of, 353, 582
in measurement of evaluative criteria, 582-583
in product positioning, 351-352

Perceptual relativity, 301
Performance. see also Brand performance
in customer satisfaction, 651-653
dimensions of, 656
Peripheral route to attitude change, 413-415
Permission-based e-mail (PBE), 551
Permission-based marketing, 292
Personal interviews, 775
Personality, 381-384. see also Brand personality
definition of, 370, 381
and emotions, 385
in family purchase roles, 207-208
trait theories of, 381-382
Personal sales, 233-234, 244
Personal sources of information, 544-545
Personal space, cultural differences in, 55
Persuasion. see also Attitude change
advertising effectiveness, 166
consumer resistance to, 414-415
Pet ownership, 685-686
Pew Hispanic Center, 163
Pew Research Center, 87, 113, 554
Pharmaceutical drugs, advertising for, 755-756
Phased decision making, 578
Phonemes, 312
Phone numbers, 329
Physical environment outcomes, 21
Physical exercise, in cultural values, 50
Physical surroundings, as situational
influence, 494-499
Physiological changes, with emotions, 386
Physiological measures, in research, 774
Physiological traits, in interpretation, 302
Piaget’s stages of cognitive development,
210-211, 740
Picture superiority, 294
Pink Tax, 481-484
Pistachios, 415
Pizza Hut, 669
Plated, 474
Plato’s Closet, 83
Pleasure-arousal-dominance (PAD), 386-387, 406
Point-of-Purchase Advertising International
(POPAI), 626-629
Point-of-purchase (P-O-P) materials, 628
Polaroid, 50
Polychronic time perspective, 54
P-O-P. see Point-of-purchase
POPAL. see Point-of-Purchase Advertising
International
Popeyes, 35-36
Population, research, 772
Population, U.S. see also Demographics
characteristics of, 114
immigrants in, 157-158
Population distribution, 62, 114
Population growth, U.S.
immigrants in, 157-158
patterns of, 114
Population size, 62, 114
Population structure, 62
Pop-up ads
attention to, 293
avoidance of, 290
involuntary vs. voluntary exposure to, 291
Porsche, 376, 448
Position of stimuli, in attention, 294-296
Positive framing, 425
Positive products, 558
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Positive reinforcement, 345
Possessions, in extended self, 440-441
Postponed gratification, 51, 82
Postpurchase dissonance, 647-649
Postpurchase processes, 645-673. see also
Customer satisfaction
dissonance as, 647-649
of organizational buyers, 710
product disposition as, 652-655
product use and nonuse as, 649-651
purchase evaluation as, 655-658
types of, 645, 647
Pottery Barn, 96
Power distance, 48
PPP. see Purchasing power parity
Pragmatic implications, 744-745, 752-753
Pre-Depression generation, 121, 122
Preferences, learning of, 211
Preference strategy, 562
Preservation-related motives, 371-374
Pressure Cooker, 101
Prevention-focused motives, 379-381
Price
accuracy of judgments of, 583
in consumer behavior audits, 784
vs. cost, 17-18
definition of, 17
in global markets, 264
in marketing mix, 17-18
partitioned, 630
perceived range of, in external information
search, 557
reference, 307, 621, 758
regulation of, 757
retail advertising of, 620-622
as surrogate indicator, 584-586
Price-perceived quality, 308
Price premium, 666
Price reductions, in brand choice, 630
Primary groups, 224
Primary motivation, in VALS program, 449
Print ads
attention to, 293-298
interpretation of visuals in, 309
Printer cartridges, 653
Print media, LGBTQ, 96-97
Privacy, consumer, 748-749
Privacy, online, 747-749
for adults, 748-750
for children, 747-748, 769-770
definition of, 747
website policies on, 756
Private consumption, reference groups in,
231,233
Private firms, organizational
culture of, 713
Private self-concept, 439
PRIZM, 448, 453-456
Proactiv Solution, 744-745
Problem(s)
relative importance of, 525
types of, 525
use of term, 25
work-around, 518
Problem analysis, 530
Problem recognition, 517-537
activation of, 531-533
definition of, 523
marketing factors in, 527-533

nature of, 523-525
nonmarketing factors in, 526-527
in organizational buying, 705-707
process of, 522-526
suppression of, 534
Problem solving
in cultural values, 49, 86
social media in, 529
Procter & Gamble (P&G), 66, 160, 358, 372, 391,
444,754,757
Product(s)
adaptations for cultural differences, 263-264
for Blacks, 160
in consumer behavior audits, 786
definition of, 15-16
emotion arousal as, 387-388
in extended self, 440-441
for Hispanic Americans, 168
inferences about quality of, 308
in marketing mix, 15-16
primary or core services as, 16, 18
total, 9
Product analysis, 528-530
Product assortment optimization, 574
Product characteristics
in external information search, 558
in schematic memory, 331
Product development, attitudes in, 426
Product disposition, 652-655
in marketing strategies, 653-655
through recycling, 652-653
Product involvement
and motivation, 298
vs. purchase involvement, 519-521
Product misuse, 740
Product nonuse, 650-651
Product placement
definition of, 285, 290
rise of, 285-286, 290
Product positioning, 352-354
vs. brand image, 352
in consumer behavior audits, 783-784
definition of, 19, 352, 783
as outcome of marketing strategies, 19
perceptual mapping in, 353-354
repositioning, 354
self-concept in, 442-443
usage situations in, 507-509
Product-related need sets, 12-13
Product repositioning, 354
Product safety. see Safety regulations
Product sampling, 243-244
Product use, 649-650
innovativeness in, 649-650
lack of (nonuse), 650-651
by organizational buyers, 710-711
Profits
as outcome of marketing strategies, 20
from repeat purchasers and committed
customers, 665-668
Program context effects, 503
Program involvement, and attention,
299, 300
Projective techniques, 376, 581
Promotional deals, in brand choice, 630
Promotion-focused motives, 379-381
Promotions, cross-, 311
Promotion strategies, in consumer behavior
audits, 785-786

Prom ritual, 490
Protestant subcultures, 177
Proximity, 306
Psychographics, 448-449
Psychological meanings, 301
Psychological needs, 371
Psychological traits, in interpretation, 302
Public firms, organizational culture of, 713
Public Health Service, U.S., 22
Public self-concept, 439
Puerto Ricans, 163
Pull strategies, 551, 556, 610, 731, 732
Pulsing, 346
Punishment, in strength of learning, 345
Purchase(s). see also Outlet selection and
purchase
definition of, 634
repeat (see Repeat purchases)
unplanned, 626-627
Purchase evaluation, 655-658
in organizational buying, 707-709
process of, 655-658
Purchase implementation, in organizational
buying, 709-710
Purchase involvement, 519-521
definition of, 519-520
and discontinuous innovations, 248
and opinion leadership, 239
vs. product involvement, 520-521
Purchasers
in family decision making, 205-206
repeat, 662-670
Purchase situations
for consumers, 492-493, 594
for organizational buyers, 704
Purchasing power parity (PPP), 63
Purina, 334, 335, 579, 580
Push-based apps, 610
Push notifications, 556, 610
Push and Pull Mobile Strategies, 556
Push strategies, 551, 556, 610, 731, 732

q

Quaker Oats, 355, 356, 403
Qualitative research, 772
Quality

of ads, 299

of products, signals of, 308
Questionnaires, 777-778
Quinceafera, 506
Quiznos, 237

r

Racial diversity, in American values, 88
Racial subcultures. see Ethnic subcultures
Rage episodes, 389
Rakuten, 619
Ram Trucks, 168
Random samples, 772
Rank ordering scales, 582
Rating scales, attitude, 778-779
Rational choice theory, 574-575, 594
Rationality, bounded, 574
Rational thought, 300
Rawlings, 418

aymond James, 454, 455




Subject Index

Reasoning
analogical, 341
analytical, 340, 342
in family decision making, 208
Recall, in long-term memory, 333
Recency planning, 349
Recession of 2007-2009. see Great
Recession
Recognition tests, 781
Recycling, 652-653
of clothing, 463
rates of, 652
Red Baron, 200
Reebok, 606
Reference groups
aspiration, 224
changes to situation and, 223-224
definition of, 223
degree of influence of, 231-233
dissociative, 224
infrastructure of, 716-717
marketing strategies based on, 233-234
nature of influence of, 230, 231
in organizational culture, 716-717
Reference price, 307, 621, 758
Referent state, 307
Referral reward programs, 244
Referrals, in profitability, 665-666
Regency planning, 349
Regional subcultures, 179-181
consumption differences among, 180
definition of, 179
examples of, 114-115, 179-180
in organizational culture, 715
Regulation(s), 737-770
examples of, 6, 739-740
in global marketing, 65
on marketing to adults, 748-757
on marketing to children, 211, 740-748
and model of consumer behavior, 25
and organizational culture, 715
Regulatory focus theory, 379-380
Reinforcement
definition of, 345
need for, 373
in operant conditioning, 338-339
in strength of learning, 345
Relational exchanges, 722
Relationship Focused, 101
Relationship marketing, 668-670
definition of, 668
elements of, 668
and loyalty, 669-670
with organizational buyers, 722-724
Relationships, cultural differences in, 56
Relative attitudes, 408
Relative importance of problems, 525
Relativity, perceptual, 301
Relevance, of cues, in attitude change, 413
Religion
in American values, 80-81, 175
in cultural values, 52
subcultures based on, 175-179
Religious Right, 177
Reminder purchases, 626
Remodeling, 190
Repeat purchases, 662-670
definition of, 662
marketing strategies for, 668-670

nominal decision making in, 521
profits from, 665-667
Repetition
in attention, 293
in maintenance rehearsal, 329
in strength of learning, 346-347
Repositioning
brand, 350, 351, 481-484
product, 354
Research, 771-781
in global marketing, 263-265
in market analysis, 10
methods of, 771-781
on Millennials, 471-472
on motivation, 377, 774
need for, 5
on problem recognition, 530
Research in Motion, 312
Resources, in VALS program, 449
Response environment, 350
Restaurants
mobile ordering at, 687-688
music in, 497
Retail advertising, 620-622
Retail attraction model, 623
Retail gravitation model, 623
Retail outlets
attributes of, 618-623
brick-and-mortar (see Brick-and-mortar
stores)
definition of, 605
importance of brands to, 605
loyalty to, 663
mobile, 608-609
online (see Internet shopping)
perceived risk of, 624-625
selection of (see Outlet selection)
types of, 605
Retail shopping
evolution of, 605-617
in-home, 606
omni-channel, 613-617
socialization of, 213
U.S. volume of, 606
Retail strategy
for Blacks, 161-162
in gender-based marketing, 103
for Hispanic Americans, 168
omni-channel, 614-617
opinion leaders in, 244
perceived risk in, 624-625
perception in, 311
Retirement, by Baby Boomers,
121, 124
Retrieval, 342-350
from long-term memory, 333
memory interference in, 349-350
response environment in, 350
strength of learning in, 344-348
Retrieval cues, 350
Retrieval failure, 343
Retro Dreamer, 769
Return policies, online, 652
Reviews
customer, 415, 550
fake, 236
Revlon, 15, 357
Reward programs, customer, 669
hetorical figures, 306

Risk, perceived
in diffusion of innovations, 250, 253
in external information search, 559
in outlet selection, 623-625
social vs. economic, 623-624
Risk taking, in cultural values, 49, 86
Risk tolerance, of organizational
buyers, 722
Ritual situations, 490, 504-505
Rogaine, 249
Roku, 289
Role specialization, in family decision
making, 207
Roman Catholicism, 164, 176-177
Rote learning, iconic, 340, 342
Rub-off effect, 341
Ruggedness, in brand personality, 383
Rules, decision, 586-595

S

Sabian, 417
Safeguard, 562, 563
Safety

in Maslow's hierarchy of needs, 371

in organizational culture, 719
Safety regulations, children, 740, 757
Saks Fifth Avenue, 610
Sales, as outcome of marketing strategies, 19
Sales personnel, in brand choice, 634
Sally Hansen, 355
Salvation Army, 143
SAM, 406, 582
Same-sex marriage, 95, 96
Samples, product, 242-244, 338-339
Sample size, 772
Sampling frames, 772
Sampling, in research, 771-772
Sanctions, 40
Sandals Resort, 199
San Diego Zoo, 391
Sargento, 533
Satisfaction. see Customer satisfaction
Saturn, 342, 352
SBI. see Strategic Business Insights
Scandals, brand, 341
Scent marketing, 680-682
Scents, 680-682

ambient, 311, 498, 680-682

artificial vs. natural, 680

emotions and, 680-682

in memory, 343-344

as situational influence, 498

in store atmosphere, 631
Schemas, 331-333
Schematic memory, 331-333, 351
Schools, commercialization of, 746-747
S.C. Johnson, 6
Scripted fonts, 312
Scripts, memory, 333
SDI. see Subjective discretionary income
Search, information. see Information search
Search engine optimization (SEO), 552-553
Search engines, 548-555
Seating technology, virtual, 547
Secondary data, 771
Secondary groups, 224
Second-generation Asian Americans, 171
Second-generation Hispanic Americans, 163
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Secret, 416
Secret deodorant, 372, 373
Secular societies
cultural values of, 52
U.S. as, 80-81, 175
Secure Traditionalist, 38
Security, in cultural values, 49, 86
Seeding, 243-244
Segmentation. see Market segmentation
Selective exposure, 288-291, 314
Selective problem recognition, 531-533
Self-actualization, 371
Self-care Aficionados, 38
Self-checkout, 697-698
Self-concept, 439-445
cultural differences in, 439
definition of, 22, 25, 283, 439
dimensions of, 439
ethical issues with, 443
measurement of, 442
in model of consumer behavior, 22, 23,
25,283
organizational, 712
and possessions, in extended self, 440-441
in product positioning, 442-443
relationship between lifestyle and, 446
Self-expression motivation, in VALS
program, 449
Self-image congruity, 443
Self-monitors, high vs. low, 443
Self-oriented values
cultural differences in, 41, 50-51
definition of, 42
in U.S., 80-83
Self-referencing, 345
Self-selection, in consumption subcultures,
224-225
Self-service
in organizational buying, 701
in self-checkout, 697
Semantic differential scales, 442, 582, 778-779
Semantic meanings, 301, 312
Semantic memory, 331
SEMs. see Sponsored educational materials
SeniorNet, 124
Sensory cues, 304
Sensory discrimination, 307, 583-584
Sensual gratification, in cultural values, 50, 82
SEO. see Search engine optimization
Sephora, 228, 390
Service failures, 657
Services
definition of, 18
in marketing mix, 18
primary or core, as products, 15, 18
Servicescape, 497, 630
Sesame Street (TV show), 767-768
7-Eleven, 501, 619
Sex, definition of, 98
Sexual orientation. see LGBTQ market
Shaping, 338, 339
Sherwin Williams, 411
Shiseido Co., 44
Shopping, 389-390
Shopping bots, 550
Shopping orientations, 559, 624-625
Shopping style, cultural differences in, 264
ShopShops, 60, 61
Shopzilla, 550

Short-term memory (STM)
capacity of, 329
definition of, 329
duration of, 329
elaborative activities in, 329-331
in learning, 328-331
Shout, 273
Showrooming, 614-615
Silent Generation, 122
Simplicity, voluntary, 83
Simulation, of opinion leaders, 241
Sincerity, in brand personality, 383-384
Single individuals, in household life cycle,
196-204
Single-item indexes, 140
Single Mothers by Choice, 203
Single-parent households, 192, 193, 200, 203
Single-person households, 192, 201
Single-trait personality theories, 382
“Sin” products, 139
Situational factors
in attention, 299
in attitude change, 413-415
in attitude inconsistency, 409
in external information search, 559
in interpretation, 305
in motivation, 381
in organizational buying, 704-705
in reference group influence, 223-224
in schemas, 331-333
Situational influences on behavior, 489-511
antecedent states as, 503-504
definition of, 491
in external information search, 559
in marketing strategies, 506-509
nature of, 491-494
physical, 494-499
ritualistic, 504-505
social, 499-501
task definition as, 502
temporal, 501
Size
of families, 193
of organizations, in organizational
culture, 712
of populations, 62
of retail outlets, in outlet selection, 622-623
of stimuli, in attention, 292-293
Skechers, 309, 310, 542, 543
Skeptical consumers, 95
Skittles, 213
Skyline Chili, 179-180
Skyscanner, 555
Slang, 52
Slotting allowances, 293-294
Smart banner ads, 298
Smart living, 172
Smartphones. see also Mobile apps; Mobile
marketing; Mobile retailing
children’s use of, 746
Hispanic American use of, 279-281
mobile search on, 553-556
recycling of, 652-653
types of users, 553
U.S. rates of ownership, 553, 608
Smashburger, 179
Smell. see Scents
Smith & Wesson, 101
Smoking. see Cigarettes

Snapchat, 131
Snapple, 486
Sneakerheads, 225-226, 649
Snickers, 392
Soccer, 37, 46
Social class, 132-144. see also specific classes
Coleman-Rainwater system of, 133, 134
as continuum, 133
definition of, 132
demographics in, 114
in marketing strategy, 141-144
measurement of, 140-141
thrifting, 142, 143
U.S., descriptions of, 133-140
Social class system, 132
Social commerce, 611
Socialization. see Consumer socialization
Socially concerned consumers, 95
Social marketing
vs. cause marketing, 93, 94
definition of, 6, 93
Social media
ads on, 551, 552
African American use of, 160
and children, 745
consumer power on, 4
gender differences in use of, 103
Hispanic American use of, 165, 167, 279
identifying consumer problems using, 529
marketing via, 229-230
Millennial use of, 471-472
negative word-of-mouth on, 270-271
number of active users of, 270, 271
as source of information, 551
Social media influencers, 418
Social networks
in brand communities, 227
in seeding, 243
Social network sites, online, 228-230
Social risk, 623
Social self-concept, 439, 442
Social standing, 132. see also Social class
Social status
demographics in, 114
and external information search, 559
Social surroundings, as situational influence,
499-501
Social ties, strength of, 223-224
Social welfare, 22
Societal rank, 132
Societies
consumption, 7
secular, 52, 80-81, 175
Society outcomes, 21-22
Socioeconomic status. see Social class
Sonic Drive-in, 746-747
Sony, 229, 653
Sony Ericsson, 245
Sophistication, in brand personality, 384
Sounds
in interpretation, 303
memory of, 349
Sources
in attitude formation and change, 415-419
credibility of, 415-416
Southwest Airlines, 719
Souvenirs, in extended self, 440
Space, cultural differences in views of, 55
Spam, 551




Subject Index

Spanish language, 163, 166-168

Spillover, from scandals, 341

Spillover sales, 620

Spokescharacters, 418, 422-423

Sponsored educational materials (SEMs), 747

Sponsorship, 419

Sports. see also specific types
globalization of, 37
masculine vs. feminine orientation

in, 46-47

Spotify, 96

Sprint, 667, 746

Sprite, 383

Starbucks, 3, 16, 18, 41, 93, 236, 669

Starbucks Reserve Roasteries, 3

Starburst, 19, 20

Starch scores, 781

Starfish Robot, 252-253

State Farm, 172

Status, in cultural values, 47-48, 87-88

Status continua, 133

Status crystallization, 133

Stay-at-home parents, 79, 99-101

Steady shoppers, 13

Step families, 192-194

Stereotypes

of Arab Americans, 174, 175

of green consumers, 91

of organizational buying, 699

Stimulation

need for, 373

of opinion leaders, 241

Stimulus discrimination, 341-342

Stimulus factors

in attention, 292-298

definition of, 292, 305

in interpretation, 305-308

Stimulus generalization, 341

Stimulus organization, 306

STM. see Short-term memory

Stockouts, 631-632

Stop, Breathe & Think®, 503

Store(s). see Retail outlets

Store atmosphere

in brand choice, 630-632

definition of, 497

Store-based retailing. see Brick-and-mortar

stores

Store brands, 620, 753

Store distribution, in external information

search, 557

Store image

definition of, 351, 618

dimensions of, 618

in outlet selection, 618-620

Straight rebuy, 704

Strategic Business Insights (SBI), 449

Streaming services

product placement in, 285

rise in use of, 288

techniques for advertising on, 285,
288-289

Streetwear, 37-38

Strength

of attitudes, 409, 415

of learning, 344-350

Strivers, in VALS program, 451-453

STX Entertainment, 767-768

Subaru, 95

Subcultures, 152-184
Arab American, 174-175
Asian American, 157, 169-172
Asian Indian American, 174
consumption, 224-226
definition of, 154
in family purchase roles, 207
Hispanic American, 156, 162-168
Native American, 172-173
nature of, 154
regional, 114-115, 179-181, 714
religious, 175-178
Subjective discretionary income (SDI), 118
Subjective feelings, 386
Subjectivity, of interpretation, 301
Subliminal advertising, 301
Subliminal stimulus, 301
Subscription commerce economy/subscription
economy, 693-696
Subscription video-on-demand (SVOD) services
285. see also Streaming services
Substitution costs, 631
Subway, 237
Success dimension of materialism, 51
Sugar, 753-754
Suggested list prices, 621
Sunbeam, 583
Sunkist Growers, 352-353
Sun Pacific, 731-733
Super Bowl, 291
Superconnectors, 61
Supergirl (TV show), 39
Suppression, of problem recognition, 534
Surrogate indicators, 584-586
Surveys, 775, 777-778
Survivors, in VALS program, 451, 453
Suspense, 344
SVOD. see Subscription video-on-demand
Swarovski, 405
Sweet ‘N Low, 302
Switching costs, 663
Symbolic performance, 657
Symbols, cultural differences in, 56
Symmetrical logos, 312
Synesthesia, 303
Synesthetes, 302
Synners, 302, 303

t

Table Grape, 410

TAG Heuer, 135

Talk AboutVaping.org, 527, 528

Tang, 168

Target, 10, 118, 168, 347, 351, 409, 612, 622,
753, 754

Targeting, behavioral, 11, 298, 552
Target market, 14-15, 313

Target’s Market Pantry, 753, 754

Task definition, 502

Technology use, in lifestyle, 448-449
Telemundo, 166, 167

Teleological need, 373

Telephone surveys, 775

Television

interactive, 605-606

measures of viewership, 779-781
multitasking with, 472

product placement inside shows, 285

Television commercials
effects on children, 743-745
interactive, 605-606
and Millennials, 471-472
skipping, 288-290
Temporal perspectives, 501, 559
Tension reduction, need for, 374
Terminal materialism, 51
Terms and conditions, in organizational
buying, 709
Tesco, 41
Tesla, 28, 227, 247, 691-693
Testimonial ads, 415
TFI. see Total family income
TGI Fridays, 610
Theater tests, 781
Things, cultural differences in meaning of, 58
Thinkers, in VALS program, 451-452
Thinking
cognitive, 386
with emotions, 386
rational, 300-301
shortterm memory as, 329
Third-generation Hispanic Americans, 163
Third-party endorsements, 415-416
Third screen, 745
ThredUp, 83
Thrifting, 143
Ticketmaster, 547
Tide, 358, 757
Tie-ins, 297
Tiffany and Co., 96, 131
Timberland, 616
Time
cultural differences in views of, 53-55
as situational influence, 501
Time perspective, 53-54
Tim Hortons, 35-36
Tinder, 290
Tiny House Movement, 197
T-Mobile, 495
Tobacco. see Cigarettes
Tone, in brand personality, 384
Top-of-mind awareness, 333
Toro, 353
Total family income (TFI), 118
Total product, 9
Toxic chemical, 739
Toxic masculinity, 274
Toyota, 198, 358
Tracking consumers, in brick-and-mortar
stores, 598
Tradition, in cultural values, 49, 85-86
Traditional families, 192
Traditional gender orientations, 99
Traditionalist Asian Americans, 169-171
Training, instrumental, 212
Traits, in interpretation, 302, 305-306
Trait theories of personality, 381-382
Transactional exchanges, 722
Transaction costs, 632
Translations, challenges of, 52-53, 168
Transparency in advertising
and covert marketing, 245
on social media, 229
Transportation, U.S. Department of, 420
Trialability, in diffusion of innovations, 250, 253
Tricycles, 757
Trust, in organizational culture, 719




Subject Index

Trustworthiness, of sources, 415-416
Truth in Lending Act, 583

Twitter, 228-230, 270-272, 551
Two-sided messages, 424

Two-stage decision process, 707
Two-step flow of communication, 238
Tylenol, 12, 97, 98, 533

Tyler’s, 613

Typographics, perception of, 312-313
Tyson, 351, 352, 591, 592

u

UberEATS, 466

Umbrella branding. see Brand leverage
Unconditioned response, 335-338
Unconditioned stimulus, 335-338
Undaunted Strivers, 38

Uniformity, as cultural value, 47, 88-89
Unilever, 445, 750

UniMas, 166

Uniqueness, need for, 383

United Airlines, 270-273

Unit pricing, 583

Univision, 166

Unmarried-partner households, 194, 196
Unplanned purchases, 626-627

Upper class, 133-136

Upper-lower class, 138

Upper-middle class, 135-136
Upper-upper class, 133-134
Upward-pull strategy, 136

Urban blight, 144

Urbanization, in PRIZM system, 453-455
Usage situations, 493

in brand image, 352

definition of, 493

in evoked set of alternatives, 543
expanded, 493

in importance of evaluative criteria, 585
in product positioning, 507-509

in schematic memory, 331-333

Use, product. see Product use
Used-product market, 653

Use innovativeness, 649-650
User-generated content. see Consumer-
generated content

User imagery, and brand personality, 384
Users

in family decision making, 205-206
lead, 716-717

Use situations. see Usage situations
Utilitarian appeals, 424-425

Utilitarian benefits, 405

Utilitarian consumption, 497

Utilitarian influence, of reference groups,
230-231

Utilitarian need, 374

Vv

Validity

external, 776

internal, 776

VALS program, 448-453, 456

Value City Furniture, 615
Value-expressive appeals, 424
Value-expressive influence, of reference
groups, 231

Values. see also American values; Cultural values
globalization of, 37

impact of advertising on, 744-745, 750-751
in lifestyle, 448

in marketing to children, 744-745

in organizational culture, 715, 717-718
Vanity numbers, 329

Variables, 775-776

Verbal communications, cultural differences
in, 52-53

VeriSign, 633

Verizon, 354, 495

Vicarious learning, 340, 342

Vicks VapoStick, 588

Video games, advertising in, 290-291, 313
Vietnamese Americans, 170-171
View-throughs, 551-552

Viral marketing, 245

Viral videos, 270-271

Virtual direct experiences, 412

Virtual influencer, 758-759

Virtual multichannel video programming
distributors (VYMVPD), 172
Virtual seating technology, 547

Visa, 490

Visible consumption, reference groups
in, 231-234

Visuals

attractive, 294

interpretation of, 308-309

in memory, 330, 347-348

regulation of, 753

Visual search, 540

Vodafone, 49

Voice search, 540, 552, 553

Volkswagen, 91

Voluntary exposure, 291

Voluntary simplicity, 83

Volvo, 561

w

Walmart, 92, 168, 175, 555, 612, 633-634
Warby Parker, 95

Warm colors, 295, 497

Warning labels, 315, 527

Warranties, 308

Waste, electronic, 652-653

WD-40, 650

Wearout, advertising, 347

Weber, 16, 17

Webrooming, 614

Websites. see Internet

Wedding industry, 153

Weighting out, 307

Well-being, in organizational

culture, 719

Wells Fargo, 160

Western Union, 172, 174

White Americans, demographic profile
of, 157

White-collar workers, 136

WHO. see World Health Organization

Wife-dominant family decisions,

207-208

Windex Effect, 273

WOM. see Word-of-mouth

Women. see also Gender roles; Mothers

Baby Boomer, 272-274

beauty standards for, 443-445, 751

in family decision making, 207-209

Generation X, 126

Hispanic American, 164-165

market segments for, 100-101

portrayal in ads, 751-752

self-concept of, 439, 443-445

working, 84

Word-of-mouth (WOM) communications,
235-246

from committed customers, 665

consumer-generated content and, 236

definition of, 235

from dissatisfied customers, 659-660

in marketing strategies, 241-245

negative, 237-238, 270-271,
659-660

in Net Promoter Score, 664-665

situations for, 239-240

Work, in cultural values, 51, 83

Work-around problems, 518

Work from home (WFH), 518

Working class, 133, 134, 137

Working-class aristocrats, 138

Working memory. see Short-term memory

World Bank, 63

World Health Organization (WHO), 39

Worldwide Breast Cancer, 245

X

Xbox Ambassadors, 529

y

Yelp, 3

Yeti, 440

Yoplait, 79

Young adults

in household life cycle, 196-200

in multigenerational households, 113
Youth, in cultural values, 44-45, 89-90
Youth culture, global, 59-61

Youth trend, 45-46

among Asian Americans, 171

among Hispanic Americans, 166-167
YouTube, 230

YouTube TV, 289

Yutori, 44

Zz

Zaoboa.sg, 170
Zapping, 288-289
Zappos, 652
Zipping, 288-289
Zyrtec, 504, 505




