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Preface

his is the tenth edition of the first strategically focused consumer behavior textbook

ever published. Since its first edition (issued in 1978), this book has centered on the ex-

amination and application of consumer behavior to the planning, development, and im-
plementation of marketing strategies, and we continue this managerial emphasis in the tenth
edition of Consumer Behavior. This edition captures the impact of new media on consumer be-
havior and on marketers’ ability to learn more about customers’ purchases and target them
more precisely. Recognizing that new technologies may produce socially undesirable practices
and also acknowledging the urgency of environmentally friendly business strategies, we have
written a new chapter on marketing ethics and social responsibility. As in the past, we have con-
tinued integrating research about the global population into the discussion of every aspect of
consumer behavior.

In this new edition, we have intensified our emphasis on marketing strategy, incorporating
strong theoretical and applications orientations. Following the revised definition of marketing
(by the American Marketing Association), which emphasizes creating value for customers and
society, we enhanced the discussion of customer retention and loyalty throughout the text. Al-
ways true believers in the marketing concept, we are confident that we fully meet the needs of
our own consumers—students, professors of consumer behavior, and marketing practitioners —
by providing a text that is highly readable and that clearly explains the relevant and timely con-
cepts on which the discipline of consumer behavior is based.

The text includes numerous real-world examples that demonstrate how marketing practi-
tioners have used the understanding of consumption patterns in solving marketing problems
and developing effective marketing measures. We remain convinced that effective market seg-
mentation and strategic targeting provide the structure and direction for successful market
practice. To this end, we have refined the discussion of these concepts and applied them to new
media and communication technologies.

What's New to the 10th Edition

The text has been thoroughly updated and revised to best describe the changing environment
of consumption behavior. The new features and where they appear in the text are fully detailed
in the table on the inside front cover. They include:

e New and extensive coverage of the use of new media in creating more effective targeting
strategies and addressable and customized promotional messages.

e New discussion of the role of consumer behavior in advancing marketers’ social responsi-
bility and ethics.

¢ Greater emphasis on applying the knowledge of consumer behavior in the development of
marketing strategies.

¢ Enhanced coverage of the global dimensions of consumer behavior throughout the book.

e Learning objectives are now stated at the beginning of each chapter and identified at the
start of the corresponding sections in each chapter.

e Many of the cases in this edition are brand new, and two cases now appear at the end of
each chapter.

¢ Revised exercises that focus on critical thinking and the application of the material to real-
world situations. Many exercises now require online research.

15



16 PREFACE

Innovative Learning Tools for Our Students

As professors, we are keenly aware of what makes students stand out in class. Just like
positioning products and differentiating them from the competition (these concepts are de-
scribed throughout the text) are the keys to effective marketing, your ability to position your-
selfin your professor’s mind and distinguish yourself among your classmates are the keys to
doing well in this course. Furthermore, following the logic of a classic commercial that states
“you never get a second chance to make a first impression,” your positioning (or marketing)
of yourself must start at the very beginning of the course. To this end, this text includes sev-
eral new features especially designed to enable you to stand out during the course, as well as
facilitate your learning and enhance your involvement with the fascinating field of consumer
behavior:

¢ The titles of all figures featuring ads are questions. You will be able to answer each ques-
tion after reading the material pertaining to that figure. We suggest that you read each
chapter and write down short answers to these questions before the class covering that
chapter, so that you can productively participate in class discussions.

¢ Each chapter begins with a list of learning objectives, and a learning objective also appears
at the start of every main section in each chapter. These objectives provide you with a fo-
cus in reading each part of the book.

¢ The exercises and cases at the end of each chapter are aimed at enhancing your critical
thinking skills and ability to apply the text’s material to real-world marketing strategies.

e We revised the exercises and focused them on critical thinking and the application of the
material to real-world situations. You should complete those exercises that ask you to find
materials (e.g., print ads), apply them to the course’s material, and present them to the
class. Even if your professor doesn’t require you to do so, completing these assignments
will most likely result in your professor’s recognition. All professors appreciate students
who bring in examples related to the course to class because such initiatives favorably re-
flect their own ability to generate enthusiasm toward marketing and consumer behavior
among their students.

¢ www.pearsonglobaleditions.com/schiffman contains valuable resources for both students
and professors, including free access to an interactive student study guide.

The Text's Organization

This 10th edition of Consumer Behavior is divided into four parts and sixteen chapters.

Part 1 provides the background and tools for a comprehensive under-
standing oFthe consumer behavior principles examined throughout the rest
of the book. Chapter 1, “Consumer Behavior: Meeting Changes and Challenges,” sets the
tone for the book. It introduces the reader to the study of consumer behavior and its evolu-
tion, examines how providing value is the foundation for creating and keeping satisfied and
profitable customers, and describes the enormous impact of new technologies and media on
studying and targeting consumers. The chapter also introduces a model of consumer decision
making, providing a structural framework for the interrelationships among the consumer be-
havior principles examined throughout the book. Chapter 2, “The Consumer Research
Process,” is a greatly expanded overview of the process and the techniques used to study con-
sumption patterns. Chapter 3, “Market Segmentation and Strategic Targeting,” was rewritten
and now describes a unique classification of the bases for segmenting consumers and innova-
tive strategic targeting methods.

Part 2 discusses the consumer as an individual. Chapter 4, “Consumer Motiva-
tion,” describes consumer needs and motivations, exploring the key concepts of human moti-
vation and setting goals, as well as the rational and emotional bases of consumer actions.
Chapter 5, “Personality and Consumer Behavior,” describes the impact of personality theories
on consumer behavior and explores, among other concepts, consumer materialism, fixated
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consumption, and compulsive consumption behavior, as well as the notions of self-image and
virtual personality and self. Chapter 6, “Consumer Perception,” examines the impact of con-
sumer perception on marketing strategy and the importance of product positioning and repo-
sitioning. Chapter 7, “Consumer Learning,” describes how consumers learn, and discusses
behavioral and cognitive learning theories, limited and extensive information processing, and
the applications of consumer involvement theory to marketing practice. Chapter 8, “Consumer
Attitude Formation and Change,” examines consumer attitudes. Chapter 9, “Communication
and Consumer Behavior,” which was rewritten, demonstrates that communication is the bridge
between individuals and the world around them and includes a brand new discussion of per-
suasive promotion, traditional and new media, and measuring the effectiveness of advertising
messages.

Part 3 focuses on the social and cultural dimensions of consumer behavior.
Chapter 10, “The Family and Its Social Class Standing,” describes the influence of the family
and its social class on consumption (in previous editions these concepts were covered in sepa-
rate chapters). Chapter 11, “Influence of Culture on Consumer Behavior,” focuses on the in-
fluence of culture and our society’s core values on buying activities. Chapter 12, “Subcultures
and Consumer Behavior,” investigates the impact of societal and subcultural values, beliefs, and
customs on consumer behavior. Chapter 13, “Cross-Cultural Consumer Behavior: An Interna-
tional Perspective,” concludes this part of the book with a discussion of cross-cultural market-
ing within an increasingly global marketplace.

Part 4 explores consumer decision making and marketing ethics. Chapter 14,
“Consumers and the Diffusion of Innovations,” now focuses on the strategic applications of the
diffusion of innovations framework (the coverage of interpersonal influences that was part of this
chapter now appears in Chapter 9 ). Chapter 15, “Consumer Decision Making and Beyond,”
describes how consumers make product decisions, expands on the increasingly important prac-
tice of relationship marketing, and ties together the psychological, social, and cultural concepts
discussed throughout the book. Chapter 16, “Marketing Ethics and Social Responsibility,” is new
to the text and covers social responsibility, potentially unethical marketing strategies, and socially
desirable marketing such as advocating social causes and green marketing.
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