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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 
applying these principles until acceptable marketing 
strategies result. However, while knowledge and prac-
tice can in general produce acceptable strategies, great 
marketing 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 
successful marketing strategy?” This makes as much 
sense as an artist asking, “How can I use blue to cre-
ate a great picture?” Obviously, blue alone will sel-
dom be sufficient for a great work of art. Instead, to be 
successful, the artist must understand when and how 
to use blue in conjunction with other elements in the 
picture. Likewise, the marketing manager must under-
stand 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 differ-
ent situations.

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

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 student 
with a usable, managerial understanding of consumer 
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. Unfortu-
nately, some may be seeking the type of knowledge 
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 solution 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. However, if they can accept dealing with 
endless uncertainty, utilizing an understanding of con-
sumer 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 
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groups. As educated citizens, we have a responsibility to 
take part in these sorts of debates and work toward posi-
tive 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.

FEATURES OF THE 
THIRTEENTH EDITION
Marketing and consumer behavior, like the rest of 
the world, are changing at a rapid pace. Both the 
way consumers behave and the practices of studying 
that behavior continue to evolve. In order to keep up 
with this dynamic environment, the thirteenth edition 
includes a number of important features.

Internet, Mobile, and  
Social Media
The Internet, mobile marketing, and social media are 
dramatically changing the way in which consum-
ers shop and buy. This edition integrates the latest 
research, practices, and examples concerning technol-
ogy throughout the text and the cases.

Global Marketing
Previous editions have included a wealth of global 
material, and this edition is no exception. Most chap-
ters contain multiple global examples woven into the 
text. 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.

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 you and I consume. 
Marketers not only spend billions attempting to influ-
ence our behavior but also spend hundreds of millions 
of dollars studying our behavior. With a knowledge of 
consumer behavior and an understanding of how mar-
keters use this knowledge, we can study marketers. A 
television commercial can be an annoying interrup-
tion of a favorite program. However, it can also be a 
fascinating opportunity to speculate on the commer-
cial’s objective, its target audience, and the underly-
ing behavior assumptions. Indeed, given the ubiquitous 
nature of commercials, 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 
illustrate the objectives of specific marketing activi-
ties. 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 
encountered daily.

SOCIAL RESPONSIBILITY 
AND CONSUMER BEHAVIOR
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 is the appropriate type and size of warn-
ing label for cigarettes that should be mandated by the 
federal government? These issues are currently being 
debated by industry leaders and consumer advocacy 
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many segmentation schemes that provide insights into 
the development of marketing strategy. The opening 
examples, in-text examples, and consumer insights 
provide 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 con-
sumer behavior concepts to real-world problems.

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 
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Chapter Features

Walkthrough

Each chapter contains a variety of features designed to 
enhance students’ understanding of the material as well as 
to make the material more fun.

Learning Objectives
We are dedicated to making this text a valuable learning 
and teaching resource. We believe the learning objectives 
aid both students and instructors. Each chapter starts with 
a set of learning objectives linked to key learning out-
comes that are then integrated throughout the text and in 
other learning and teaching resources.

Revised Pages

37

 Define the concept of culture. 

 Describe core values that vary across culture 
and influence behaviors.
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LEARNING OBJECTIVES

Firms often aspire to be global. The benefits 

can be significant, but the challenges are stag-

gering. The adaptations, adjustments, and 

considerations necessary when doing busi-

ness across country and cultural borders are 

numerous. The following examples (Target, 

Bunnies, and Apple) illustrate the branding and 

logo issues created by global trademark law.

Target: United States versus Australia—

Target, the 1,800-store Minneapolis-based 

retailer, recently established its first non-U.S. 

stores in Canada.1 Although this is Target’s 

first venture beyond its American borders, 

since 1968 there have been Target depart-

ment stores in Australia. Target Australia 

(300 stores, $3.8 B annual revenue) bears an 

uncanny resemblance to the U.S. Target, with 

the same (a) “Target” name in the same font; 

(b) red and white bulls’-eye logo on its store-

front, website, and ads; (c) tagline “Expect 

more, Pay less”; as well as a mix of products 

that consumers likely would find indistinguish-

able from those offered in Target U.S.

The explanation for this seemingly odd 

occurrence can be found in trademark law 

and the historical development of regional and 

local brands at a time when globalization was 

less prevalent. Trademarks for the most part 

can be established only in one country at a 

time. A company doing business in multiple 

countries must obtain trademarks for its name 

separately for each country (Target U.S. did so 

in 1966–67; Target Australia did so in 1968). 

Why Target U.S. would have allowed this is 

speculative, but one expert suggests:

.  .  . the two Targets [likely] had some sort of 

informal, handshake agreement. Fifty years ago, 

retail was primarily a local business and there 

were very few, if any, truly global brands. The 

idea that Target U.S. and Target Australia would 

somehow cross paths seemed remote at best.

Currently, Target U.S. and Target Australia 

are not directly competing. But the globalized 

nature of consumer buying, the permeability 

of country boundaries provided by Internet 

access, and Target U.S.’s desire to grow 

beyond its borders paints a scenario that 

could create challenges and conflict moving 

forward.

Pink Bunnies: Energizer versus Duracell—

The localized nature of trademark laws also 

explains the existence of two battery bunnies, 

the Energizer Bunny in the United States and 

Canada and the Duracell Bunnies in Europe 

and Australia. In 1973, Duracell created the 

Duracell Bunny to personify the long life of its 

batteries. In a worldwide advertisement cam-

paign from 1973 to 1980, the drum-beating 

bunny powered by Duracell batteries outlasted 
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pronounced for women). Understanding such dif-

ferences for grocery retailers is critical. A second 

critical marketing factor is adjusting numerous 

aspects of grocery retailing toward men. This may 

include a range of issues including store layout, 

in-store promotions, and advertising for grocery 

products. For example, “themed events” catering 

to men’s interests such as beer-tasting nights may 

help make the grocery shopping task more engag-

ing. Providing free samples may also be effective 

because it is a major factor cited by men in terms of 

influencing them to switch brands. Finally, appropri-

ate inclusion of male-oriented themes in advertising 

is critical. Only a quarter of men currently feel that 

ads in the grocery category are designed to speak 

to them.

Chapter 2 discussed how variations in values influence consumption patterns across 
cultures. Here, we describe how changes in values within culture over time influence 
consumption patterns, with a specific focus on the United States. The changing role 
of men and women in American society, highlighted in the chapter opener, reflects 
changes in the “masculine/feminine” value described in Chapter 2. As this example 
makes clear, cultural values are not constant. Rather, they evolve over time.2 We begin 
by examining the evolution of American values in general. Next, we examine four 
marketing trends that have evolved in response to changing values: green marketing, 
cause-related marketing, marketing to gay and lesbian consumers, and gender-based 
marketing.

CHANGES IN AMERICAN CULTURAL VALUES
Observable shifts in behavior, including consumption behavior, often reflect shifts in 
 cultural values, widely held beliefs that affirm what is desirable. Therefore, it is neces-
sary to understand the underlying value shifts to understand current and future consumer 
behavior. Although we discuss American values as though every American has the same 
values, in fact there is substantial variance in values across individuals and groups. In addi-
tion, changes in values tend to occur slowly and unevenly across individuals and groups. 
While traumatic events such as the 9/11 attacks and the recent major recession can produce 
value shifts, a slow evolution is more common. Caution should be used in assuming that 
short-term behavioral or attitudinal changes in response to such events represent long-
lasting value shifts.

Figure 3–1 presents our estimate of how American values are changing. These are the 
same values used to describe different cultures in Chapter 2. It must be emphasized that 
Figure 3–1 is based on the authors’ subjective interpretation of the American society. You 
should feel free, indeed compelled, to challenge these judgments.

Self-Oriented Values
Traditionally, Americans have been active, materialistic, hardworking, religious people 
inclined toward abstinence and postponed gratification. Beginning after the end of World 
War II and accelerating rapidly during the 1970s and early 1980s, Americans placed 
increased emphasis on leisure, immediate gratification, and sensual gratification. While 
these changes have remained relatively intact, we discuss what role, if any, the most recent 
recession (dubbed by some as the Great Recession) has had on specific values such as 
materialism and immediate gratification.

LO1

LO2
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•	 Areas in the chapter that deal with a learn-
ing objective are tagged for easy reference.

•	 The summary section in the end-of-chapter 
material is organized around the learning 
objectives to provide additional clarity.

•	 The student quizzes on the student online 
learning center (Student OLC) are tagged 
by these learning objectives.
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Four-Color Illustrations
Print ads, web pages, storyboards, and pho-
tos of point-of-purchase displays and pack-
ages appear throughout the text. Each is 
directly linked to the text material both by 
text references to each illustration and by 
the descriptive comments that accompany 
each illustration. These illustrations, which 
we’ve continued to update with the thir-
teenth edition, provide vivid examples and 
applications of the concepts and theories 
presented in the text.

Revised Pages

Part Two    External Influences40

markets cling to traditional values that must be respected. For example, China appeared to 
eagerly (and profitably) copy TV contest shows like American Idol (Supergirl is a Chinese 
version). However, lawmakers there have clamped down with regulations to make the con-
testants act more conservatively and to keep the judges from embarrassing the contestants. 
According to one expert:

The authorities are reacting against the sensationalistic, slightly rebellious nature of the contest 
programs, which promote individualism and personal achievement. The winners become idols 
with extreme influence on Chinese citizens. “Supergirl” also introduced Chinese to the concept 
of voting.6

Beyond elders and authorities attempting to maintain traditional cultural values, con-
sumers across the globe often hold strong pride in their local heritage and sometimes mis-
trust or resent international brands, seeing them as irresponsible and hurtful to local culture 
and business. Indeed, a recent study indicates that regardless of country, there are four 
basic types of world citizens:7

	•	 Global citizens (55 percent)—Positive toward international brands and view them as 
a signal of higher quality; most concerned about corporate responsibility to the local 
country. Prominent in Brazil, China, and Indonesia. Rare in the United States and the 
United Kingdom.

	•	 Global dreamers (23 percent)—Positive toward international brands and buy into their 
positive symbolic aspects; less concerned about corporate responsibility to the local 
country. Equally distributed across countries.

	•	 Antiglobals (13 percent)—Negative toward international brands; don’t like brands that 
preach American values; don’t trust multinationals. Higher in the United Kingdom and 
China. Lower in Egypt and South Africa.

	•	 Global agnostics (9 percent)—Don’t base decisions on global brand name; evaluate as 
they would local brands; don’t see global brands as special. Higher in the United States 
and South Africa. Lower in Japan, Indonesia, China, and Turkey.

Corporate responsibility and ethical issues can span from labor policies to influences 
on consumption of products linked to negative consequences. One example is American 
tobacco companies, which are aggressively marketing their products in the developing 
countries of Asia, Latin America, Africa, and Eastern Europe. Smoking-related deaths are 
now a leading killer in Asia, where increases in female smoking are a major concern.8 As 
one World Health Organization (WHO) official notes:

Here in Japan we see Western cigarette brands marketed as a kind of liberation tool. We see cigarette 
companies calling on young Japanese women to assert themselves, shed their inhibitions and smoke.9

Clearly, there are both subtle and direct ethical issues involved in international marketing.

THE CONCEPT OF CULTURE
Culture is the complex whole that includes knowledge, belief, art, law, morals, customs, 
and any other capabilities and habits acquired by humans as members of society.

Several aspects of culture require elaboration. First, culture is a comprehensive concept. 
It includes almost everything that influences an individual’s thought processes and behav-
iors. Although culture does not determine the nature or frequency of biological drives such 
as hunger or sex, it does influence if, when, and how these drives will be gratified. It influ-
ences not only our preferences but how we make decisions10 and even how we perceive the 

LO1
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Integrated Coverage of 
Ethical/Social Issues
Marketers face numerous ethical issues as 
they apply their understanding of consumer 
behavior in the marketplace. We describe and 
discuss many of these issues. These discus-
sions 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 marketing practice. Several of the cases are 
also focused on ethical or regulatory issues, 
including all of the cases following Part Six.
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and influence behaviors.

 Understand cross-cultural variations in non-
verbal communications.
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 Summarize key aspects of the global youth 
culture.

 Understand the role of global demographics 

 List the key dimensions in deciding to enter a 
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LEARNING OBJECTIVES

Firms often aspire to be global. The benefits 

can be significant, but the challenges are stag-

gering. The adaptations, adjustments, and 

considerations necessary when doing busi-

ness across country and cultural borders are 

numerous. The following examples (Target, 

Bunnies, and Apple) illustrate the branding and 

logo issues created by global trademark law.

Target: United States versus Australia—

Target, the 1,800-store Minneapolis-based 

retailer, recently established its first non-U.S. 

stores in Canada.1 Although this is Target’s 

first venture beyond its American borders, 

since 1968 there have been Target depart-

ment stores in Australia. Target Australia 

(300 stores, $3.8 B annual revenue) bears an 

uncanny resemblance to the U.S. Target, with 

the same (a) “Target” name in the same font; 

(b) red and white bulls’-eye logo on its store-

front, website, and ads; (c) tagline “Expect 

more, Pay less”; as well as a mix of products 

that consumers likely would find indistinguish-

able from those offered in Target U.S.

The explanation for this seemingly odd 

occurrence can be found in trademark law 

and the historical development of regional and 

local brands at a time when globalization was 

less prevalent. Trademarks for the most part 

can be established only in one country at a 

time. A company doing business in multiple 

countries must obtain trademarks for its name 

separately for each country (Target U.S. did so 

in 1966–67; Target Australia did so in 1968). 

Why Target U.S. would have allowed this is 

speculative, but one expert suggests:

.  .  . the two Targets [likely] had some sort of 

informal, handshake agreement. Fifty years ago, 

retail was primarily a local business and there 

were very few, if any, truly global brands. The 

idea that Target U.S. and Target Australia would 

somehow cross paths seemed remote at best.

Currently, Target U.S. and Target Australia 

are not directly competing. But the globalized 

nature of consumer buying, the permeability 

of country boundaries provided by Internet 

access, and Target U.S.’s desire to grow 

beyond its borders paints a scenario that 

could create challenges and conflict moving 

forward.

Pink Bunnies: Energizer versus Duracell—

The localized nature of trademark laws also 

explains the existence of two battery bunnies, 

the Energizer Bunny in the United States and 

Canada and the Duracell Bunnies in Europe 

and Australia. In 1973, Duracell created the 

Duracell Bunny to personify the long life of its 

batteries. In a worldwide advertisement cam-

paign from 1973 to 1980, the drum-beating 

bunny powered by Duracell batteries outlasted 
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stores in Canada.1 Although this is Target’s 

first venture beyond its American borders, 

since 1968 there have been Target depart-

ment stores in Australia. Target Australia 

(300 stores, $3.8 B annual revenue) bears an 

uncanny resemblance to the U.S. Target, with 

the same (a) “Target” name in the same font; 

(b) red and white bulls’-eye logo on its store-

front, website, and ads; (c) tagline “Expect 

more, Pay less”; as well as a mix of products 

that consumers likely would find indistinguish-

able from those offered in Target U.S.

The explanation for this seemingly odd 

occurrence can be found in trademark law 

and the historical development of regional and 

local brands at a time when globalization was 

less prevalent. Trademarks for the most part 

can be established only in one country at a 

time. A company doing business in multiple 

countries must obtain trademarks for its name 

separately for each country (Target U.S. did so 

in 1966–67; Target Australia did so in 1968). 

Why Target U.S. would have allowed this is 

speculative, but one expert suggests:

.  .  . the two Targets [likely] had some sort of 

informal, handshake agreement. Fifty years ago, 

retail was primarily a local business and there 

were very few, if any, truly global brands. The 

idea that Target U.S. and Target Australia would 

somehow cross paths seemed remote at best.

Currently, Target U.S. and Target Australia 

are not directly competing. But the globalized 

nature of consumer buying, the permeability 

of country boundaries provided by Internet 

access, and Target U.S.’s desire to grow 

beyond its borders paints a scenario that 

could create challenges and conflict moving 

forward.

Pink Bunnies: Energizer versus Duracell—

The localized nature of trademark laws also 

explains the existence of two battery bunnies, 

the Energizer Bunny in the United States and 

Canada and the Duracell Bunnies in Europe 

and Australia. In 1973, Duracell created the 

Duracell Bunny to personify the long life of its 

batteries. In a worldwide advertisement cam-

paign from 1973 to 1980, the drum-beating 

bunny powered by Duracell batteries outlasted 
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Opening Vignettes
Each chapter begins with a practical example that introduces the material in the chapter. 
These involve situations in which businesses, government units, or nonprofit organiza-
tions have used or misused consumer behavior principles. Many of the opening vignettes 
are new to the thirteenth edition.
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	•	 U.S. teens no longer lead the way. Now it’s more about mind-set and the “creatives” are lead-
ing the way. Creatives are most prevalent in Europe (not the United States), are open to new 
ideas, and like expressing themselves in various ways, including personal web pages and art.

	•	 U.S. brands are not currently the leaders. U.S. brands used to be the leaders among global 
teens. Now the top three are Sony (Japan), Nokia (Finland), and Adidas (Germany).

As the global youth culture moves increasingly away from U.S. influence and brands, 
marketers in the United States must find ways to understand and connect with the trends 
and trendsetters across the globe. In addition, it is critical to understand that global youth 
also have a great many culturally unique behaviors, attitudes, and values. As one expert 
states, “European teens resent being thought of as Americans with an accent.”117 Also, 
the similarities described above are most noticeable among middle-class teens living in 
urban areas. Poorer, rural teens often conform more closely to their society’s traditional 
culture. For example, Coke distinguishes between major urban centers and smaller cities 
and towns in China. Consider the following:

In the smaller cities and towns Coke uses a famous Chinese actor traveling the countryside in a hot bus 
and stresses taste and price. In China’s largest markets its TV spot “features a hip Taiwanese VJ . . . 
who shows off his dance moves as he pretends his Coke can magnetically draw him to an attractive 
lady across the street.” According to a Coke executive, “The (urban TV) ad is aimed at young adults 
who want to do things their own way, as opposed to following a famous actor as in the bus spot.”118

The distinction between rural and urban markets is one aspect of demographics dis-
cussed next.

GLOBAL DEMOGRAPHICS
Economies such as India and China have seen rapid growth, which has led to increased 
personal disposable income and strong and growing middle classes that are the envy of 
marketers worldwide.119 Concerns about the extent to which economic growth in these and 
other countries will continue at current rates are beginning to appear due to rising fuel and 

LO5

This ad campaign 

uses a global youth 

appeal to target style 

leaders around the 

world.

ILLUSTRATION 2-7

Untitled-11   62 4/20/15   9:27 AM

haw32549_fm_i-1.indd   7 6/11/15   3:10 PM

Final PDF to printer



viii

Tables

Confirming Pages

Chapter Two    Cross-Cultural Variations In Consumer Behavior 43

VARIATIONS IN CULTURAL VALUES
Cultural values are widely held beliefs that affirm what is desirable. These values affect 
behavior through norms, which specify an acceptable range of responses to specific situa-
tions. A useful approach to understanding cultural variations in behavior is to understand 
the values embraced by different cultures.

Numerous values vary across cultures and affect consumption. We will present a 
classification scheme consisting of three broad forms of cultural values: other-oriented, 
environment-oriented, and self-oriented. The cultural values that have the most impact on 
consumer behavior can be classified in one of these three general categories.

Other-oriented values reflect a society’s view of the appropriate relationships between 
individuals and groups within that society. These relationships have a major influence on 
marketing practice. For example, if the society values collective activity, consumers will 
look toward others for guidance in purchase decisions and will not respond favorably to 
promotional appeals to “be an individual.”

Environment-oriented values prescribe a society’s relationship to its economic and 
technical as well as its physical environment. As a manager, you would develop a very 
different marketing program for a society that stressed a problem-solving, risk-taking, 
performance-oriented approach to its environment than you would for a fatalistic, security- 
and status-oriented society.

Self-oriented values reflect the objectives and approaches to life that the individual 
members of society find desirable. Again, these values have strong implications for mar-
keting management. For instance, the acceptance and use of credit is very much deter-
mined by a society’s position on the value of postponed versus immediate gratification.

Table 2-1 provides a list of 18 values that are important in most cultures. Most of the 
values are shown as dichotomies (e.g., materialistic versus nonmaterialistic). However, 

LO2

Other-Oriented Values

•  Individual/Collective. Are individual activity and initiative valued more highly than collective activity and conformity?
•   Youth/Age. Is family life organized to meet the needs of the children or the adults? Are younger or older people viewed as leaders and role models?
•  Extended/Limited family. To what extent does one have a lifelong obligation to numerous family members?
•  Masculine/Feminine. To what extent does social power automatically go to males?
•  Competitive/Cooperative. Does one obtain success by excelling over others or by cooperating with them?
•   Diversity/Uniformity. Does the culture embrace variation in religious belief, ethnic background, political views, and other important behaviors 
and attitudes?

Environment-Oriented Values

•  Cleanliness. To what extent is cleanliness pursued beyond the minimum needed for health?
•  Performance/Status. Is the culture’s reward system based on performance or on inherited factors such as family or class?
•  Tradition/Change. Are existing patterns of behavior considered to be inherently superior to new patterns of behavior?
•   Risk taking/Security. Are those who risk their established positions to overcome obstacles or achieve high goals admired more than those 
who do not?

•  Problem solving/Fatalistic. Are people encouraged to overcome all problems, or do they take a “what will be, will be” attitude?
•  Nature. Is nature regarded as something to be admired or overcome?

Self-Oriented Values

•  Active/Passive. Is a physically active approach to life valued more highly than a less active orientation?
•  Sensual gratification/Abstinence. To what extent is it acceptable to enjoy sensual pleasures such as food, drink, and sex?
•  Material/Nonmaterial. How much importance is attached to the acquisition of material wealth?
•  Hard work/Leisure. Is a person who works harder than economically necessary admired more than one who does not?
•  Postponed gratification/Immediate gratification. Are people encouraged to “save for a rainy day” or to “live for today”?
•  Religious/Secular. To what extent are behaviors and attitudes based on the rules specified by a religious doctrine?

2-1Cultural Values of Relevance to Consumer Behavior TABLE
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Consumer Insights
These boxed discussions provide an in-depth 
look at a particularly interesting consumer 
study or marketing practice. Each has sev-
eral questions within it that are designed to 
encourage critical thinking by the students. 
Many of the consumer insights are new to the 
thirteenth edition.
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CONSUMER INSIGHT 2-1
Unilever Adapts to Sell Laundry Products Globally

Unilever is highly successful in marketing its laundry 
products outside of the United States. The reason is it 
continually adapts to existing and emerging factors both 
within and across the countries where it does  business. 
A stunning statistic is that “[e]very half hour 7 million 
people in the world wash their cloths with Unilever prod-
ucts, and 6 million of them do so by hand.” Below we 
touch on each of the seven global considerations as 
they relate to Unilever’s global strategy.138

	•	 Cultural Homogeneity. In the global laundry 
market, heterogeneity, even within a country, can 
occur. For example, Brazil’s Northeast and South-
east regions are very different. One difference is that 
in the poorer Northeast region, most laundry is done 
by hand and more bar soap than powder is used. 
In the more affluent Southeast region, most laundry 
is done in a washing machine and more powder 
detergent is used than bar soap in the process.

	•	 Needs. Hand washing versus machine washing 
leads to different laundry product needs. In addi-
tion, in developing countries that are an important 
focus for Unilever, products must be adapted to 
meet strength of cleaning needs related to removing 
sweat, odors, and tough stains due to physical labor.

	•	 Affordability. Clearly affordability is a component 
in pricing the laundry detergents themselves to be 
competitive. However, Unilever also faces the situa-
tion that a transition from hand washing to washing 
machines depends in large part on the economic 
prosperity of a country or region, as this determines 
the affordability of washing machines. Adoption of 
washing machines, in turn, changes the type and 
amounts of laundry products used, as we saw earlier.

	•	 Relevant Values. One source indicates that 
cleanliness, convenience, and sustainability are key 
value aspects in laundry products that vary across 
cultures. In many countries where Unilever oper-
ates, there are segments of kids dubbed “Nintendo 
Kids” who don’t tend to go outside and play and 
thus don’t get dirty. A core strategy for a number 
of their brands in these markets is the “dirt is good” 
campaign that stresses that playing and getting dirty 

are part of a healthy child’s development and “let 
Unilever worry about getting their clothes clean.”

	•	 Infrastructure. A broad infrastructure issue in laundry 
is access to hot water. Many in developing countries 
don’t have access to hot water or large quantities 
of water. Unilever responded in India with Surf Excel 
Quick Wash, an enzyme-based product that uses less 
water and works under lower water temperatures.

	•	 Communication. Europeans have traditionally 
cleaned their clothes in much hotter water with the 
logic being that “boiling clothes” is the only real way 
to get them clean and kill germs. This trend is revers-
ing as Unilever pushes more environmental-friendly 
products and as Europeans have begun to wash in 
cooler temperatures to save energy. An interesting 
consequence of the shift is that antibacterial addi-
tives are now demanded by European customers to 
kill the germs.

	•	 Ethical Implications. While conversion of the  
world’s consumers to fully automated washing 
machines would help standardize Unilever’s approach, 
it has major implications for water usage. This is 
because compared to hand washing, machine wash-
ing can, depending critically on the number of rinse 
cycles needed, use more water. Continued innovation 
in products toward lower water use will be a key ethical 
and performance issue for Unilever moving forward.

 As you can see, Unilever has and must continue to 
innovate and adjust as its target markets evolve along 
these critical dimensions.

Critical Thinking Questions

 1. How might generational influences affect the adop-
tion of washing machines even after economic condi-
tions make them affordable?

 2. What other features beyond price and form (bar ver-
sus powder) do you think Unilever has had to adjust 
to meet different needs/wants/preferences across 
different markets?

 3. Which core value is related to sustainability and green 
marketing? Does this value vary across countries and 
cultures?
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 1. What are some of the ethical issues  
involved in cross-cultural marketing?

 2. What is meant by the term culture?

 3. What does the statement “Culture sets boundaries 
on behaviors” mean?

 4. What is a norm? From what are norms derived?

 5. What is a cultural value?

 6. What is a sanction?

 7. Cultural values can be classified as affecting one of 
three types of relationships—other, environment, or 
self. Describe each of these, and differentiate each 
one from the others.

 8. How does the first of the following paired 
orientations differ from the second?

 a. Individual/Collective
 b. Performance/Status

 c. Tradition/Change
 d. Limited/Extended family
 e. Active/Passive
 f. Material/Nonmaterial
 g. Hard work/Leisure
 h. Risk taking/Security
 i. Masculine/Feminine
 j. Competitive/Cooperative
 k. Youth/Age
 l. Problem solving/Fatalistic
 m. Diversity/Uniformity
 n. Postponed gratification/Immediate  

gratification
 o. Sensual gratification/Abstinence
 p. Religious/Secular

 9. What is meant by nonverbal communications? Why 
is this a difficult area to adjust to?

REVIEW QUESTIONS

LO4: Summarize key aspects of the global 
youth culture
There is evidence that urban youth around the world 
share at least some aspects of a common culture. This 
culture is driven by worldwide mass media and com-
mon music and sports stars. Emerging aspects include 
the importance of technology and the fact that U.S. 
teens and brands are no longer leading the way.

LO5: Understand the role of global demographics
Demographics describe a population in terms of its size, 
structure, and distribution. Demographics differ widely 
across cultures and influence cultural values (and are 
influenced by them) as well as consumption patterns.

LO6: List the key dimensions in deciding to 
enter a foreign market
Seven questions are relevant for developing a cross-
cultural marketing strategy: (1) Is the geographic 
area homogeneous or heterogeneous with respect to 
culture? (2) What needs can this product fill in this 
culture? (3) Can enough of the people needing the 
product afford the product? (4) What values or patterns 
of values are relevant to the purchase and use of this 
product? (5) What are the distribution, political, and 
legal structures for the product? (6) In what ways can 
we communicate about the product? (7) What are the 
ethical implications of marketing this product in this 
country?

Cultural values 41
Culture 40
Demographics 63
Environment-oriented values 43
Glocalization 64
Guanxi 58
Instrumental materialism 52

Monochronic time perspective 55
Nonverbal communication  

systems 54
Norms 41
Other-oriented values 43
Personal space 56
Polychronic time perspective 55

Power distance 49
Purchasing power parity (PPP) 64
Sanctions 41
Self-oriented values 43
Terminal materialism 52
Verbal communication systems 53

KEY TERMS
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The Internet seems like a natural media through which to communicate to consumers. 
However, Internet access varies widely across countries as does the percentage of con-
sumers who will actually buy online. Moreover, tailoring websites to specific countries is 
critical to online marketing success because of cultural variations in website dimensions 
driving purchase and loyalty.139

What Are the Ethical Implications of Marketing This Product in This Country?  
All marketing programs should be evaluated on ethical as well as financial dimensions. 
As discussed at the beginning of the chapter, international marketing activities raise many 
ethical issues. The ethical dimension is particularly important and complex in marketing to 
third world and developing countries. Consider Kellogg’s attempt to introduce cold cereal 
as a breakfast food in a developing country. An ethical analysis would consider various 
factors, including the following:

If we succeed, will the average nutrition level be increased or decreased?

If we succeed, will the funds spent on cereal be diverted from other uses with more 
beneficial long-term impacts for the individuals or society?

If we succeed, what impact will this have on the local producers of currently consumed 
breakfast products?

Such an ethical analysis not only is the right thing to do but also may head off conflicts 
with local governments or economic interests. Understanding and acting on ethical consid-
erations in international marketing is a difficult task. However, it is also a necessary one.

Consumer Insight 2–1 provides an illustration of how Unilever has dealt with a number 
of these considerations in marketing its laundry products globally.

LO1: Define the concept of culture
Culture is defined as the complex whole that includes 
knowledge, beliefs, art, law, morals, customs, and any 
other capabilities acquired by humans as members 
of society. It includes almost everything that influ-
ences an individual’s thought processes and behaviors. 
Culture operates primarily by setting boundaries for 
individual behavior and by influencing the function-
ing of such institutions as the family and mass media. 
The boundaries, or norms, are derived from cultural 
values. Values are widely held beliefs that affirm what 
is desirable.

LO2: Describe core values that vary across 
 culture and influence behaviors
Cultural values are classified into three categories: 
other, environment, and self. Other-oriented values 
reflect a society’s view of the appropriate relationships 
between individuals and groups within that society. 
 Relevant values of this nature include individual/ 
collective, youth/age, extended/limited family, 

masculine/feminine, competitive/cooperative, and  
diversity/uniformity. Environment-oriented values 
prescribe a society’s relationships with its economic, 
technical, and physical environments. Examples of 
environment values are cleanliness, performance/status, 
tradition/change, risk taking/security,  problem solving/
fatalistic, and nature. Self-oriented values reflect the 
objectives and approaches to life that individual mem-
bers of society find desirable. These include active/ 
passive, sensual gratification/abstinence,  material/ 
nonmaterial, hard work/leisure, postponed gratification/ 
immediate  gratification, and religious/secular.

LO3: Understand cross-cultural variations in 
nonverbal communications
Nonverbal communication systems are the arbitrary 
meanings a culture assigns actions, events, and things 
other than words. Major examples of nonverbal com-
munication variables that affect marketers are time, 
space, symbols, relationships, agreements, things, and 
etiquette.

SUMMARY
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End of Chapter Material
Summary

The summary section integrates material 
organized around the learning objectives to 
provide additional clarity.

Key Terms

Discussion Questions

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 activities.

Review Questions

The review questions at the 
end of each chapter allow stu-
dents or the instructor to test 
the acquisition of the facts 
contained in the chapter. The 
questions require memoriza-
tion, which we believe is an 
important, though insufficient, 
part of learning.
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 10. What is meant by each of the following as a form 
of nonverbal communication?

 a. Time
 b. Space
 c. Symbols
 d. Relationships
 e. Agreements
 f. Things
 g. Etiquette

 11. What is guanxi?

 12. What is the difference between instrumental and 
terminal materialism?

 13. What are the differences between a monochronic 
time perspective and a polychronic time perspective?

 14. What forces seem to be creating a global youth 
culture?

 15. What are demographics? Why are they important 
to international marketers?

 16. What is purchasing power parity?

 17. What is glocalization? What factors affect the need 
to adapt to local considerations?

 18. What are the seven key considerations in deciding 
whether or not to enter a given international market?

 19. Why should we study foreign cultures if we do not 
plan to engage in international or export marketing?

 20. Is a country’s culture more likely to be reflected in 
its art museums or its television commercials? Why?

 21. Are the cultures of the world becoming more 
similar or more distinct?

 22. Why do values differ across cultures?

 23. The text lists 18 cultural values (in three 
categories) of relevance to marketing practice. 
Describe and place into one of the three categories 
two additional cultural values that have some 
relevance to marketing practice.

 24. Select two cultural values from each of the three 
categories. Describe the boundaries (norms) 
relevant to that value in your society and the 
sanctions for violating those norms.

 25. What are the most relevant cultural values 
affecting the consumption of each of the 
following? Describe how and why these values are 
particularly important.

 a. Internet
 b. MP3 player
 c. Milk
 d. Fast food
 e. Luxury cars
 f. Cell phones

 26. What variations between the United States and 
other societies, other than cultural variations, may 
affect the relative level of usage of the following?

 a. Internet
 b. MP3 player
 c. Milk

 d. Fast food
 e. Luxury cars
 f. Cell phones
 27. Why is materialism higher in Korea than in the 

United States, where given their collectivist culture 
one might expect materialism to be lower?

 28. What values underlie the differences between Fiji 
Island and U.S. children in terms of the strategies 
they use to influence their parents’ decisions? 
What marketing implications emerge?

 29. What are the marketing implications of the 
differences in the masculine/feminine orientation 
across countries?

 30. Respond to the questions in Consumer Insight 2–1.
 31. Why do nonverbal communication systems vary 

across cultures?
 32. Which, if any, nonverbal communication factors 

might be relevant in the marketing of the following?
 a. Watches
 b. Jewelry
 c. Facial tissue
 d. Laundry detergent
 e. Lip balm
 f. Women’s clothing
 33. What are the implications of guanxi for a Western 

firm entering the Chinese market?
 34. To what extent do you think youth are truly 

becoming a single, global culture?
 35. Will today’s youth still be a “global culture” when 

they are 40? Why or why not?
 36. How do demographics affect a culture’s values? 

How do a culture’s values affect its demographics?

DISCUSSION QUESTIONS

Untitled-11   70 4/20/15   9:52 AM

haw32549_fm_i-1.indd   9 6/11/15   3:10 PM

Final PDF to printer



x

OTHER LEARNING AIDS IN THE TEXT
Three useful sets of learning material are presented outside the chapter format—cases, an 
overview of consumer 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 13e. 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 others 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 identi-
fying the consumer behavior constructs that underlie the plan).

Each case can be approached from a variety of angles. A number of discussion ques-
tions are provided with each case. However, many other questions can be used. In fact, 
while the cases are placed at the end of the major sections, most lend themselves to dis-
cussion 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 behavior. While not a substitute for a course or text in marketing 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 mar-
keting strategy. This audit is basically a list of key consumer behavior questions that 
should be answered for every proposed marketing strategy. Many students have found it 
particularly useful if a term project relating consumer behavior to a firm’s actual or pro-
posed strategy is required.
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 37. What causes the differences between purchasing 
power parity and income, as shown in the text?

 38. The text provides a seven-step procedure for 
analyzing a foreign market. Using this procedure, 
analyze your country as a market for

 a. Laptop computers from Japan.
 b. Automobiles from Korea.
 c. Sunglasses from Italy.
 d. Wine from Chile.

 39. What are the major ethical issues in  
introducing prepared foods such as fast  
foods to developing countries?

 40. Should U.S. tobacco firms be allowed to  
market cigarettes in developing countries?  
Why or why not?

 41. How can developing countries keep their cultures 
from being overly Westernized or Americanized?

 42. Interview two students from two different cultures. 
Determine the extent to which the following are used 
in those cultures and the variations in the values of 
those cultures that relate to the use of these products:

 a. Gift cards
 b. Energy drinks (like Red Bull)
 c. Fast-food restaurants
 d. Exercise equipment
 e. Music
 f. Internet

 43. Interview two students from two different foreign 
cultures. Report any differences in nonverbal 
communications they are aware of between their 
culture and your culture.

 44. Interview two students from two different foreign 
cultures. Report their perceptions of the major 
differences in cultural values between their culture 
and your culture.

 45. Interview a student from India. Report on the 
advice that the student would give an American 
firm marketing consumer products in India.

 46. Interview two students from Southeast Asia 
regarding their perceptions of materialism 
and conspicuous consumption. Report on how 
their responses reinforce or conflict with the 
traditional value systems found in their  
countries.

 47. Imagine you are a consultant working with your 
state’s or province’s tourism agency. You have 
been asked to advise the agency on the best 
promotional themes to use to attract foreign 
tourists. What would you recommend if Germany 
and Australia were the two target markets?

 48. Analyze a foreign culture of your choice, and 
recommend a marketing program for a brand of 
one of the following made in your country:

 a. Automobile
 b. Beer
 c. MP3 player
 d. Discount retailer
 e. Movies
 f. Cosmetics

APPLICATION ACTIVITIES

 1. T. Lee, “Target Has a Twin in Australia, but They’re Not 
Related,” Star Tribune, August 24, 2013, www.startribune.com/
business/220867991.html, accessed August 24, 2014; as well 
as company websites at (Target U.S.) www.target.com/ and 
(Target Australia) www.target.com.au/#!.

 2. K. Kovalchik, “Easter with . . . the Duracell Bunny?,” Mentalfloss.
com, http://mentalfloss.com/article/24372/easter-duracell-bunny,  
accessed August 24, 2014; and “Duracell Bunny vs. Energizer 
Bunny,” blog post on September 30, 2013, at www.budgetbatteries.
co.uk/blog/?p523, accessed August 24, 2014.

 3. I. Paul, “The Beatles and iTunes: A Complicated History,” PC 
World, September 9, 2009; S. Tibken, “Apple Now Officially 

Owns Beatles’ Apple Corps Logo,” cnet news, October 25, 2012, 
http://news.cnet.com/8301-13579_3-57540017-37/apple-now-
officially-owns-beatles-apple-corps-logo/, accessed August 24, 
2014; and S. Crawford, “Why Weren’t The Beatles on iTunes?,” 
electronics.howstuffworks.com, http://electronics.howstuffworks.
com/beatles-itunes2.htm, accessed August 24, 2014.

 4. See, e.g., M. Fielding, “Special Delivery,” Marketing News, 
February 1, 2007, pp. 13–14; and T. Sangkhawasi and L. M. Johri, 
“Impact of Status Brand Strategy on Materialism in Thailand,” 
Journal of Consumer Marketing, 24, no. 5 (2007), pp. 275–82.
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Application Activities

The final learning aid at the end of each chapter is a set of 
application exercises. These require the students to utilize the 
material in the chapter in conjunction with external activities 
such as visiting stores to observe point-of-purchase displays, 
interviewing customers or managers, or evaluating television 
ads. They range in complexity from short evening assign-
ments to term projects.
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Connect Marketing
Less Managing. More Teaching. Greater Learning.

Connect® Marketing is McGraw-Hill’s web-based assignment and assessment platform 
that connects you and your students to the coursework. Interactive applications pro-
vided for each chapter of the textbook allow instructors to assign application-focused 
interactive activities, engage students to “do” marketing, stimulate critical thinking, and 
reinforce key concepts. Students apply what they’ve learned and receive immediate feed-
back. Instructors can customize these activities and monitor student progress. Connect 
Marketing for Consumer Behavior includes:

Simple Assignment Management and Grading

With Connect Marketing, creating assignments is easier than ever, so you can spend 
more time teaching and less time managing. The assignment management function 
enables you to:

•	 Create and deliver assignments easily with selectable test bank items.

•	 Streamline lesson planning, student progress reporting, and assignment grading to 
make classroom management more efficient than ever.

•	 Go paperless with the eBook and online submission and grading of student 
assignments.

New! LearnSmart and SmartBook™

LearnSmart is an adaptive study tool proven to strengthen memory recall, increase class 
retention, and boost grades. Students are able to study more efficiently because they 
are made aware of what they know and don’t know. Real-time reports quickly identify 
the concepts that require more attention from individual students—or the entire class. 
SmartBook is the first and only adaptive reading experience designed to change the way 
students read and learn. It creates a personalized reading experience by highlighting the 
most impactful concepts a student needs to learn at that moment in time. As a student 
engages with SmartBook, the reading experience continuously adapts by highlighting 
content based on what the student knows and doesn’t know. This ensures that the focus 
is on the content he or she needs to learn, while simultaneously promoting long-term 
retention of material. Use SmartBook’s real-time reports to quickly identify the concepts 
that require more attention from individual students—or the entire class. The end result? 
Students are more engaged with course content, can better prioritize their time, and come 
to class ready to participate.

Instructor Features
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Instructor Library

The Connect Marketing Instructor Library is your repository for additional resources to 
improve student engagement in and out of class. You can select and use any asset that 
enhances your lecture. The Connect Marketing Instructor Library includes:

•	 The Instructor’s Manual

•	 Test Bank

•	 PowerPoint

•	 Video Cases—A set of video cases are available to adopters. These videos describe 
firm strategies or activities that relate to material in the text. A guide for teaching from 
the videos is contained in the Instructor’s manual.

•	 Searchable Video Links Database—This database, is organized by chapter and 
searchable by topic. It contains links and classroom discussion guides for commercials 
and concept-based news items found in such locations as YouTube and ABC News 
online. This video links database provides instructors with a powerful set of teaching 
materials that can be used to customize PPT lectures quickly and easily.

•	 Searchable CB Press Highlights Database—This database, is organized by chapter 
and searchable by topic. CB Press Highlights provide short summaries of a current 
concept, company situation, regulatory issue, and so forth. These short summaries are 
accompanied by an in-class discussion guide. CB Press Highlights are an excellent 
and easy way for instructors to add value to the classroom experience with examples 
that are not in the text. Or instructors can assign the articles to students prior to class to 
generate in-class discussion.
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Responding to Learning Needs
CREATE
Instructors can now tailor their teaching resources to match the way they teach! 
With McGraw-Hill Create, www.mcgrawhillcreate.com, instructors can easily 
rearrange chapters, combine material from other content sources, and quickly 
upload and integrate their own content, like course syllabi or teaching notes. 
Find the right content in Create by searching through thousands of leading 
McGraw-Hill textbooks. Arrange the material to fit your teaching style. Order 
a Create book and receive a complimentary print review copy in three to five 
business days or a complimentary electronic review copy via e-mail within one 
hour. Go to www.mcgrawhillcreate.com today and register.

TEGRITY CAMPUS 
Tegrity makes class time available 24/7 by automatically capturing every lec-
ture in a searchable format for students to review when they study and com-
plete assignments. With a simple one-click start-and-stop process, you capture 
all computer screens and corresponding audio. Students can replay any part of 
any class with easy-to-use browser-based viewing on a PC or Mac. Educators 
know that the more students can see, hear, and experience class resources, 
the better they learn. In fact, studies prove it. With patented Tegrity “search 
anything” technology, students instantly recall key class moments for replay 
online, or on iPods and mobile devices. Instructors can help turn all their 
students’ study time into learning moments immediately supported by their 
lecture. To learn more about Tegrity, watch a two-minute Flash demo at http://
tegritycampus.mhhe.com.

BLACKBOARD® PARTNERSHIP
McGraw-Hill Education and Blackboard have teamed up to simplify your life. 
Now you and your students can access Connect and Create right from within 
your Blackboard course—all with one single sign-on. The grade books are 
seamless, so when a student completes an integrated Connect assignment, the 
grade for that assignment automatically (and instantly) feeds your Blackboard 
grade center. Learn more at www.domorenow.com.

MCGRAW-HILL CAMPUS™
McGraw-Hill Campus is a new one-stop teaching and learning experience 
available to users of any learning management system. This institutional 
service allows faculty and students to enjoy single sign-on (SSO) access to 
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all McGraw-Hill Higher Education materials, including the award-winning 
McGraw-Hill Connect platform, from directly within the institution’s web-
site. With McGraw-Hill Campus, faculty receive instant access to teaching 
materials (e.g., eBooks, test banks, PowerPoint slides, animations, learning 
objects), allowing them to browse, search, and use any instructor ancillary 
content in our vast library at no additional cost to instructor or students.

ASSURANCE OF LEARNING READY
Many educational institutions today focus on the notion of assurance of 
learning, an important element of some accreditation standards. Consumer 
Behavior: Building Marketing Strategy is designed specifically to support 
instructors’ assurance of learning initiatives with a simple yet powerful solu-
tion. Each test bank question maps to a specific chapter learning objective 
listed in the text. Instructors can use our test bank software, EZ Test and EZ 
Test Online, to easily query for learning objectives that directly relate to the 
learning outcomes for their course. Instructors can then use the reporting fea-
tures of EZ Test to aggregate student results in similar fashion, making the col-
lection and presentation of assurance of learning data simple and easy.

AACSB TAGGING
McGraw-Hill Education is a proud corporate member of AACSB International. 
Understanding the importance and value of AACSB accreditation, Consumer 
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 general 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 
purview 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 general knowledge and skills areas.

MCGRAW-HILL CUSTOMER EXPERIENCE 
GROUP CONTACT INFORMATION
At McGraw-Hill Education, we understand that getting the most from new 
technology can be challenging. That’s why our services don’t stop after you 
purchase our products. You can e-mail our Product Specialists 24 hours a 
day to get product training online. Or you can search our knowledge bank of 
Frequently Asked Questions on our support website. For Customer Support, 
call 800-331-5094 or visit www.mhhe.com/support. One of our Technical 
Support Analysts will be able to assist you in a timely fashion.
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3

What is consumer behavior? Why should we 

study it? Do marketing managers, regulators, 

and consumer advocates actually use knowl-

edge about consumer behavior to develop 

strategies and policy? How? Will a sound 

knowledge of consumer behavior help you in 

your career? Will it enable you to be a better 

citizen? How does consumer behavior impact 

the quality of all of our lives and of the envi-

ronment? How can we organize our knowl-

edge of consumer behavior to understand 

and use it more effectively?

Chapter 1 addresses these and a number 

of other interesting questions, describes the 

importance and usefulness of the material 

to be covered in this text, and provides an 

overview of the text. Chapter 1 also explains 

the logic of the model of consumer behavior 

shown below, which is presented again in 

Figure 1–3 and discussed toward the end of 

the chapter.
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5

	 Define consumer behavior. 

	 Summarize the applications of consumer 
behavior.

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

LO1

LO2

LO3

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

	 Discuss issues involving consumption 
meanings and firm attempts to  
influence them.

LO4

LO5

LEARNING OBJECTIVES

Marketers face exciting and daunting chal-

lenges as the forces that drive and shape con-

sumer 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. Con-

sumers can buy coffee beans and make a cup 

of coffee. They can buy a package of ground 

coffee and make a cup of coffee. They can 

opt to go to a coffee shop and buy a cup of 

coffee. Or they can go to Starbucks and buy 

a cup of coffee. Which option do you think is 

more expensive? Likely you would say that 

the first option is the least expensive and the 

final option the most expensive—and gener-

ally you would be correct! But why is that so? 

The answer lies in the layers of value that mar-

keters can add to “commodity-like” products. 

These layers include services and experiences 

that consumers have indicated are of value to 

them. Thus, as products move from being a 

commodity to a good to a service to an expe-

rience, 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 store in New Orleans that is one of 

its portfolios of “local relevancy” stores. These 

hyper local stores are designed to provide 

intense experiential aspects that reflect the 

historical and cultural ambience of the store’s 

locale.1 A Starbucks in Philadelphia pictured 

at the beginning of this chapter is another 

example of this hyper local approach.

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 scat-

tered approach to reach as many consum-

ers as possible including unavoidably wasting 

resources on consumers who have no interest 

in the product offering. Marketing 2 Consum-

ers 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 consum-

ers who want the marketer’s offering. Market-

ing 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 dialog. Product cre-

ation is no longer exclusively in the hands of 
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