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PART- AND CHAPTER-OPENING FEATURES

Understand how key concepts are connected across all parts and chapters by viewing the concept maps.

Motivation, ability and opportunity (MAO) to engage in various consumer behaviours are affected by many factors. Outcomes of high MAO include: (1) goal-
relevant behaviour, (2) high-effort information processing and decision making, and (3) felt involvement.

FIGURE 2.1 » CHAPTER OVERVIEW: MOTIVATION, ABILITY AND OPPORTUNITY

Motivation
Influenced by:
• personal relevance (to self-concept, 

values, needs, goals and self-control)
• perceived risk
• moderate inconsistency with attitudes

Ability
Influenced by:
• financial, cognitive, emotional, 

physical, and social and cultural 
resources

• education and age

• high-effort behaviour
• high-effort information processing and decision making
• felt involvement

Opportunity
Influenced by:
• time
• distractions
• complexity, amount, repetition
 and control of information 
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Guide to the text 
As you read this text you will find a number of features in every  

chapter to enhance your study of consumer behaviour and help you  
understand how the theory is applied in the real world.

1

ONE PART
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PART 5 CONSUMER BEHAVIOUR OUTCOMES AND ISSUES

1 Understanding consumer behaviour

PART 1 AN INTRODUCTION TO CONSUMER BEHAVIOUR

AN INTRODUCTION TO 
CONSUMER BEHAVIOUR 

Understanding consumer 
behaviour 3

Appendix: Conducting 
research in consumer 
behaviour 	 29

CHAPTER

1

In Part 1, you will learn that consumer behaviour involves much more than purchasing 
products. In addition, you will find out that marketers continuously study consumer 
behaviour for clues as to who buys, uses and disposes of what goods and services, as 
well as clues as to when, where, why and how they make decisions.

Chapter 1 defines consumer behaviour and examines its importance to marketers, 
advocacy groups, public policymakers and consumers. The chapter also presents 
the overall model that guides the organisation of this book. As this model indicates, 
consumer behaviour covers four basic domains: (1) the psychological core, (2) the 
process of making decisions, (3) the consumer’s culture, and (4) consumer behaviour 
outcomes and issues. In addition, you will read about the implications of consumer 
behaviour for marketing activities.

BK-CLA-HOYER_2E-200075-Chp01.indd   1 10/06/20   9:46 PM

CHAPTER-OPENING FEATURES

Identify the key concepts that the chapter will cover 
with the learning objectives at the start of each 
chapter.

Gain an insight into how consumer behaviour 
theories relate to the real world through the 
chapter-opening vignette at the beginning of each 
chapter.

Test your understanding by answering the 
reflective question after you read the vignette.

Motivation, ability and 
opportunity

AFTER STUDYING THIS CHAPTER, YOU WILL BE ABLE TO:

 discuss the six types of influences that affect the consumer’s motivation to process information, make a 
decision or take an action

 explain how financial, cognitive, emotional, physical, social and cultural resources, plus age and education, can 
affect the individual’s ability to engage in consumer behaviours

 consider how the availability of time, distraction, complexity and control of information can affect consumers’ 
opportunity to engage in consumer behaviours.

LO1LO1

LO2

LO3

LEARNING OBJECTIVES

Dinner and a movie at the cineplex

Dinner and a movie? Yes – together! Going to the movies 
isn’t like what it used to be. Previously, it was just a cinema: 
you went into the auditorium, grabbed your seat, enjoyed 
a flick, maybe with a tub of popcorn, and then headed 
home afterwards. But today, cinemas aren’t just cinemas – 
they are complete entertainment centres that focus on 
‘experience’, and in particular, the ‘experience of luxury’. 
Event Cinemas have their Gold Class, while Hoyts Cinemas 
refer to their luxury product as Lux (see Figure 2.2). 
Whatever the branding, they offer the same experience. 
Enjoy a movie in leather or nicely upholstered seats in an 
auditorium that fits only 20 seats or so, and you can also 
enjoy margaritas and eat full-course dinners with dessert 
while you are watching the movie – sometimes, the food 
and drinks are delivered to your seat!

Such luxury ‘movie and dinner’ experiences have 
been a growing trend in the cinema industry, not only 
in Australia, but also abroad. In the United States, 
cinema chains such as Movie Tavern, AMC and Regal 
Cinemas offer similar luxury packages. Movie Tavern’s 
CEO says one appeal is that ‘dinner and a movie is a 
two-and-a-half hour experience, rather than a four-
hour experience’ that was the previous trend, where 
cinemas would partner with local restaurants to offer 
discounted movie tickets with a meal purchase. Movie 
Tavern also airs operas from New York’s Metropolitan 
Opera and other special events in high definition – 
more evidence of this shift towards the experience 
of luxury in this industry and the effort to keep 

customers in auditorium seats and away from home 
watching TV or streaming movies online.

All of these chains understand that consumers’ 
motivation, ability and opportunity exert a powerful 
influence on consumers’ acquisition, usage and 
disposition decisions. The luxury packages at Events, 
Hoyts and other chains globally allow consumers to 
attain two goals at the same time (eat and watch). But 
the positioning of cinemas as upscale places to watch 
movies is also consistent with consumers’ motivations to 
socialise and ‘consume’ experiences, rather than simply 
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Today’s moviegoers are busy and want to accomplish multiple goals at the same time. 
Watching a movie and enjoying food and drinks is one way to combine two goals in the 
same activity.

FIGURE 2.2 » EVENTS UNDERSTAND THE MOTIVATIONS AND 
NEEDS OF THEIR CUSTOMERS

45

2

BK-CLA-HOYER_2E-200075-Chp02.indd   45 11/06/20   5:01 PM

buy products and services. Having drinks and food delivered 
to their seats while they are watching the latest Hollywood flick 
is all part of the experience that consumers cannot reproduce 
anywhere else. At a more fundamental level, selling ‘all-in-one’ 
experiences for a single price also makes consumers more 
able and willing to buy such packages, since they do not need 
to pay for dinners, drinks and movies separately.

Whether motivated consumers actually pursue a 
goal depends on whether they have the ability and the 
opportunity to achieve it. Ability depends on various 
categories of resources as well as age and education. 
Opportunity is determined by time, distractions and the 
complexity, amount, repetition and control of information 
to which consumers are exposed.

R EF L EC T I V E  QUE S T ION

➜	 How do consumers differ in what they are looking for when it comes to a night out at the movies?

  CONSUMER MOTIVATION AND ITS EFFECTS
Motivation comes from the Latin word ‘movere’, which means ‘to move’. Motivation is what moves people. It 
is defined as ‘an inner state of arousal’, with the aroused energy directed to achieving a goal.1 The motivated 
consumer is energised, ready and willing to engage in a goal-relevant activity. For example, simply think of 
Sydney’s New Year’s Eve celebrations, for which Sydneysiders and tourists queue (and camp!) days in advance, 
as they are motivated to bring in the new year with spectacular fireworks. Likewise, consumers can also be 
motivated, such as queuing up days in advance for the latest smartphone release or for tickets to a concert by 
their favourite musical artist. In all these and many other cases, consumers’ motivations make them ready to 
act and focused on the objective at hand. In general, consumers can be motivated to engage in behaviours, make 
decisions or process information, and this motivation is related to important consumer decisions including 
those about acquiring, using and disposing of goods.

What affects motivation?
Because motivation can affect outcomes of interest to marketers, it is important for marketers to understand 
what affects motivation. If marketers know what the drivers of consumer motivation are, they may be able to 
predict consumers’ motivation to think about, be involved with and/or process information about their brand 
or ad and then develop marketing tactics to influence this motivation. They may also be able to influence this 
motivation, or persuade consumers of a need that they must fulfil. As shown in Figure 2.1, motivation is 
affected when consumers regard something as: (1) personally relevant; (2) consistent with their values, needs, 
goals, emotions and self-control processes; (3) bearing on their needs; (4) personally involving; (5) satisfying 
goals and emotions; and (6) moderately inconsistent with prior attitudes.

Personal relevance
Something will be motivating to the extent that it has personal relevance – that is, the extent to which it has 
a direct bearing on and significant implications for your life.2 For example, if you learn that your smartphone’s 
battery is being recalled because it can overheat and cause a fire, you will probably find this issue to be personally 
relevant. Careers, romantic relationships, a car, an apartment or house, clothes and hobbies are likely to be 
personally relevant because their consequences are significant for you. This relevance fuels your motivation to 
process information, make decisions and take actions.

Consistency with self-concept
Any kind of offering (a good, a service, a person, a place) may be personally relevant to the extent that it bears 
on your self-concept or your view of yourself and the way you think others view you. Self-concept helps us 
define who we are and it frequently motivates our behaviour.3 Note that everyone has many different self-
concepts, and different parts of a self-concept can be salient at different times.4 For example, you may see 
yourself as both frugal and environmentally friendly, but when you are shopping, you may buy the cheap yet 
environmentally unfriendly product when you are low on funds, yet you may buy the cheap but morefriendly 
option when you just got a raise at work. But in all such cases, when we buy any product, we are often making a 

LO1

Motivation
An inner state of arousal that 
provides the energy needed 
to achieve a goal.

Personal relevance
Something that has a direct 
bearing on the self and 
has potentially significant 
consequences or implications 
for our lives.

Self-concept
Our view of who we are.
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xiii

END-OF-CHAPTER FEATURES

At the end of each chapter you will find several tools to help you to review, practise and extend your knowledge of 
the key learning objectives.

Review your understanding of the key chapter 
topics with the Summary.

Return to the chapter-opening vignette to apply 
your learning through Reflection questions.

Test your knowledge and consolidate your learning 
through the Questions for review and discussion.

Analyse in-depth cases that present issues in 
context, encouraging you to integrate and apply the 
concepts discussed in the chapter to the workplace.

behaviour by providing convenient bins for used 
batteries and other recyclable items.

Finally, making products and packaging as 
environmentally friendly as possible – and promoting 
the benefits of doing so – can help marketers attract 
consumers who like the convenience of not having to 
recycle. Heinz, PepsiCo and other companies are using 

bottles that decompose more quickly than traditional 
plastic containers, another step towards using packaging 
that need not be recycled.113 Trash can also be the raw 
material of new products. TerraCycle, for example, 
specialises in creating and marketing tote bags from 
used juice pouches, among other products. ‘Waste does 
not exist’, reads one slogan in the company’s offices.114

8
LO1

Describe consumer 
satisfaction and 
dissatisfaction, 
and explain the 
importance of 
managing consumers’ 
expectations

Satisfaction is both a subjective feeling and an objective evaluation that a decision 
has fulfilled a need or goal. Consumers are satisfied when they make a positive 
evaluation or feel happy with their decision. Dissatisfaction occurs when consumers 
have negative feelings and believe that their goals or needs have not been fulfilled, 
and responses include complaints and negative word of mouth. At the core of 
customer satisfaction is the disconfirmation paradigm where consumers evaluate 
the performance of the product to their expectations, which refer to: (1) equitable 
performance expectations, (2) ideal performance expectations, and (3) expected 
performance.

LO2

Explain how consumers 
make satisfaction 
evaluations

Theories of customer satisfaction include attribution and equity theories. Attribution 
theory involves consumers determining responsibility for an outcome, while 
equity theory involves consumers assessing the amount of input and output from 
themselves and marketers.

STUDY TOOLS

S U M M A R Y

LO3

Understand how 
consumers respond to 
dissatisfaction

Typical responses to consumer dissatisfaction include complaining and responding 
by word of mouth.

LO4

Discuss the importance 
of effectively managing 
relationships with 
customers

Maintaining customers for the long term requires improving and maintaining 
customer satisfaction. Without doing so, marketers can lose valued customers who 
can spread positive word of mouth to others, and thus the loss involves not just 
existing but also potential future customers.

233CHAPTER 8 >  PosT-decision PRocesses
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U B E R :  T U R N I N G  S A T I S F A C T I O N  I N T O  A  T W O - W A Y  S T R E E T

In recent years, a new economy has emerged. It 
has been termed the ‘sharing economy’ and looks 
to unlock the value of sharing resources through 
collaborative consumption. Why not share your home 
while you’re away on holidays, or share your car while 
you’re not using it? The rise of these ‘peer-to-peer 
services’ is, more often than not, facilitated by online 
platforms. One of the most successful names in 
the sharing economy for accommodation is Airbnb. 
Specialising in ‘home sharing’, Airbnb caters to people 
looking to share all or part of their homes for short-
term stays, as well as to people looking for lower-cost, 
authentic accommodation options. Those sharing 
their home are termed ‘hosts’. After a stay, guests are 
prompted to rate the host and their accommodation 
offering. similarly, hosts rate their guests, contributing 
towards Airbnb’s user-based system of quality 
control.

Accommodation is just one market where this 
trend of collaborative consumption is taking place. 
Another rapidly growing market is transport. Ride-
sharing services, whereby individuals transform their 
private cars into common resources, are taking market 
share from traditional transport providers such as 
taxis. The most widely recognised facilitator of ride-
sharing is Uber, which is now available in 35 countries 
globally. established in san Francisco in 2009, it first 
launched in Australia in 2012. Despite a number of 
legal hurdles, the ride-sharing app has now been 
downloaded by over one million Australian consumers, 
and is adopted predominantly by those within the 
24–35 years age bracket.

In contrast to traditional taxi services, Uber 
harnesses technology in order to keep customers 
more informed. There is no longer a need to hail a 
taxi from the street or wait at a taxi rank. The Uber 
app is designed to facilitate ‘mobile hailing’ from 
wherever you may be located. The Uber app interface 
is easy to use and allows customers to split bills 
and pay via a pre-registered credit card, eliminating 

the need for cash or card processing facilities. 
Another differentiating characteristic is the increased 
transparency of the Uber service. Upon requesting 
and booking an Uber ride, customers are provided 
with the cost up-front, which is dynamic, based on 
supply and demand of available rides. In addition, 
they are given the driver’s name, contact details, car 
make and model, and registration details, as well as 
their driver’s star rating out of 5. By leveraging GPs 
technology and Google maps, customers can view 
in real time the approach of their ride and the route 
their driver is taking.

When a person is looking to become a driver 
for Uber, they are encouraged to follow a set of 
service delivery principles, including being friendly 
to customers, accepting a certain percentage of ride 
requests, and offering added service flourishes such 
as mints and bottled water to Uber customers. All of 
these principles are aimed at increasing customer 
satisfaction and in turn increasing the drivers’ service 
rating.

A key differentiating feature of Uber from 
traditional taxi services is the mandatory completion 
of driver and customer feedback. The Uber service 
is a democracy, whereby at the end of the service 
delivery the customer is prompted by the Uber app 
to rate their satisfaction with the driver, and the 
driver must rate their satisfaction with the customer. 
If a customer receives a poor rating for one reason 
or another, this will potentially discourage Uber 
drivers from accepting future ride requests from this 
customer, the same applying for drivers.

As customer satisfaction is critical to business 
success, Uber takes feedback seriously, intervening 
with a driver should their rating drop below a certain 
level. By encouraging customers to get to know 
their Uber drivers, Uber is actively building strong 
emotional bonds between the service participants 
which enhance the satisfaction and loyalty of both 
parties.115

C O N S U M E R  B E H A V I O U R  C A S E
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LO5

Distinguish between 
dissonance and the 
regret that consumers 
may experience 
after acquisition, 
consumption or 
disposition

Consumers sometimes develop post-decision dissonance – a feeling of anxiety or 
uncertainty regarding a purchasing decision after it has been made. On occasion, 
they may feel regret when they perceive an unfavourable comparison between the 
performance of the chosen option and the performance of the unchosen options. 
These feelings of regret can directly influence the consumer’s intention to buy the 
same product in the future.

LO6

Describe how 
consumers may 
dispose of something, 
why this process is 
more complex for 
meaningful objects, 
and what influences 
consumer recycling 
behaviour

Consumers can dispose of products in various ways, actions that have important 
implications for marketing strategy and for an understanding of consumer behaviour. 
Recycling, one form of disposition, depends on consumers’ motivation, ability and 
opportunity to act.

R E F L E C T I O N :  C O M P A N I E S  G O  S O C I A L  F O R  I M P R O V E D  C U S T O M E R  S E R V I C E

Do you think complaining on social media to a company is 
useful? Why or why not?
Complaining on social media might lead to an immediate 
response, but it might also not offer the personalised 

service that talking to a person can provide. Thus, there 
are advantages and disadvantages for companies in 
handling complaints via digital channels.

Q U E S T I O N S  F O R  R E V I E W  A N D  D I S C U S S I O N

1 What are the three types of expectations regarding 
the performance of a consumer product or service?

2 How can the expectation disconfirmation paradigm 
produce either satisfaction or dissatisfaction?

3 Define attribution theory and equity theory and 
explain how they relate to dissatisfaction.

4 What is the role of feelings in influencing satisfaction 
and dissatisfaction?

5 Why is complaining important to marketers and how 
should complaints be handled?

6 How does post-decision dissonance differ from post-
decision regret and what effect do these have on 
consumers?

7 In what eight ways can consumers dispose of 
something?

8 Why is it important for marketers to consider both 
physical and emotional detachment aspects of 
consumer disposition?
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FEATURES WITHIN CHAPTERS

Definitions of important key terms are located in the 
margin for quick reference. A full list of key terms is 
also available in the Glossary, which can be found at 
the back of the book.

Examine how theoretical concepts have been used in 
practice through the Marketing Implications boxes.

Considerations boxes present examples and current 
key information in digital media, research and 
international consumer behaviour.

as a consideration (or evoked) set.5 For example, someone buying toothpaste might consider Colgate and 
Sensodyne rather than all possible brands. With product proliferation, however, the number of offerings 
has increased dramatically. Colgate-Palmolive alone offers more than a dozen toothpaste brands (including 
Colgate Total, Colgate Optic and Colgate Sensitive), a situation that increases competition for inclusion in the 
consideration set.6

In general, the consideration set consists of brands that are ‘top of mind’, or easy to remember, when a 
consumer is making a decision. For instance, some Australians fly rather than take the train between Sydney 
and Canberra simply because they do not consider the possibility of train travel. Conversely, in Japan, rail 
companies are now encouraging business consumers to consider taking the train rather than flying between 
major cities by upgrading the train seats and providing lounge services before the train leaves the station.7

A small consideration set is usually necessary because consumers’ ability to recall information about all 
the brand alternatives decreases as the size of the set increases. It’s much easier to recall information about 
just three brands than 30. However, even if they do not recall the entire set from memory, stored information 
aids  the  recognition process. For example, stored information can help consumers identify brands on the 
shelf, with the information that is retrieved biasing preference for the brand. This is one reason why L’Oréal 
is stepping up advertising in India, where it distributes shampoo and other personal-care products through 
600 000 stores, in competition with Unilever and Procter & Gamble.8 By increasing brand recognition and stored 
information, L’Oréal hopes to strengthen its brand recognition in consumers’ consideration set.

Consideration 
(or evoked) set
The subset of top-of-mind 
brands evaluated when 
making a choice.

165CHAPTER 6 >  Problem recognition and information search

MARKETING IMPLICATIONS ➜ GETTING CONSUMERS TO CONSIDER YOUR BRAND

Researchers have looked at the following factors 
that increase the possibility of consumers’ recalling a 
particular brand during an internal search and including 
that brand in their consideration set.
1 Prototypicality. When consumers engage in an 

internal search, they more easily recall brands that 
are closest to the prototype or that most resemble 
other category members, making these more likely 
to be included in the consideration set than brands 
that are not typical of the category.9 For example, 
Apple’s iPad created the category of tablet computer, 
which it still dominates. This brand is more likely 
than other brands to be in the consideration set 
when problem recognition for the product exists 
(see Figure 6.5).

2 Brand familiarity. Well-known brands are more easily 
recalled during an internal search than unfamiliar 
brands because the memory links associated with 
these brands tend to be stronger. As a result, 
companies need to continually repeat marketing 
communications to keep brand awareness high 
and associations strong. In Asian cultures, ads with 
high-meaning pictures and words (e.g., Superman 
fences with a picture of Superman) are very effective 
in increasing brand-name recall.10 Even in low-
MAO situations in which little processing occurs, 
incidental ad exposure can increase the likelihood 
of a brand’s inclusion in the consideration set.11 
This explains why global brands such as McDonald’s 
have high familiarity worldwide and are likely to 

be in many consumers’ consideration sets. Brand 
familiarity helps consumers recognise which of the 
many brands in the store should be attended to and 
reduces the misidentification of brands.12

3 Goals and usage situations. As discussed in Chapter 4, 
consumers have goal-derived and usage-specific 
categories in memory, such as drinks to bring to the 
beach, and the activation of these categories will 
determine which brands they recall during internal 
searches.13 Therefore, marketers can attempt to 
associate products with certain goals and usage 
situations. For example, for an ad for a new cereal 
product, a marketer can show a family eating it over 
breakfast in the morning along with a tagline touting 
its health benefits, such as being low in sugar and 
high in fibre.

FIGURE 6.5 » PROTOTYPICALITY

When you think of a ‘tablet’, Apple’s iPad probably comes to mind first, 
as it is the prototype of the tablet category.
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interest in many topics like beauty, fashion or cosmetics, 
they had little access to advice or products. With the Shakti 
Ammas, locals had a trusted, local source of product 
knowledge ready to help.

Having been successful in India, Unilever extended the 
program throughout Asia to countries including Pakistan, 
Bangladesh, Vietnam and Sri Lanka. Building on this, 2019 
saw the launch of Project Shakti in Colombia. As Mayda 

Alejandra, regional trainer and Unilever ‘Hero’ points out, the 
program is a way ‘to help low-income women in Colombia 
who are vulnerable and struggle in conditions of poverty’.4

Not only have there been profound social benefits – 
including female empowerment and independence – but 
Unilever now has a network of brand ambassadors who 
can influence village-level demand, delivery and consumer 
education.

  EXTERNAL INFLUENCES ON CONSUMER BEHAVIOUR
Social class
Most societies have a social class hierarchy that confers higher status to some classes of people than to 
others. These social classes consist of identifiable groups of individuals whose behaviours and lifestyles differ 
from those of members of the other classes. Members of a particular social class tend to share similar values and 
behaviour patterns. Note that social classes are loose collections of individuals with similar life experiences, 
not formal groups with a strong identity.5

Many societies view these distinctions as important because they recognise that everyone has a role to play 
in order for society to function smoothly. However, some roles, such as medical doctor or executive, are more 
prestigious and more valued than others, such as parking attendant or cleaner. Nevertheless, the concept of 
social class is not inherently negative. Even with the inequalities, social class distinctions can help individuals 
determine what their role in society is or what they would like it to be (their aspirations). Furthermore, all levels 
of the social class hierarchy make an important contribution to society.

Types of social class systems
Most societies have three major classes: high, middle and lower. Often, however, finer distinctions are made. 
In Australia, for example, recent research suggests that Australian society consists of six levels,6 with around 
60 per cent of the population considered middle class (see Figure 11.3).7 Although most societies have some 
kind of hierarchical structure, the size and composition of the classes depend on the relative prosperity of a 
particular country.8

Compared with Australia, Japan and Scandinavia have an even larger and more predominant middle class, 
with much smaller groups above and below. This distribution means there is greater equality among people in 
those two countries than in other societies. The Japanese structure represents a concerted government effort 
to abolish the social class system and mix together people from all levels of society.9 Yet the very competitive 
and selective Japanese educational system still restricts entry to higher-status corporate and government 
positions. In developing areas such as Latin America and India, the largest concentrations are in the lower 
classes (see Figure 11.3).

Social class influences
Social class structures are important because they strongly affect norms and values and, therefore, behaviour. 
Given that members of a social class interact regularly with each other (both formally and informally), people 
are more likely to be influenced by individuals in their own social class than by those in other classes. Note 
that social class influence is not a cultural straitjacket; it merely reflects the fact that people with similar life 
experiences tend to exhibit similar lifestyles and behaviours.10

The norms and behaviours of consumers in one class can also influence consumers in other social classes. 
A commonly cited theory of class influence is the trickle-down effect, whereby lower classes, seeking to 
raise their social standing, copy trends that begin in the upper classes. They also accept upper-class influence if 

LO1

Social class hierarchy
The grouping of members of 
society according to status, 
high to low.

Lifestyles
People’s patterns of 
behaviour.

Trickle-down effect
Trends that start in the upper 
classes and then are copied 
by lower classes.

R EF L EC T I V E  QUE S T ION

➜➜ What effect might social class have had on the effectiveness of Project Shakti?
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statement about some aspect of who we are – such as a professional, a student or a sports fan. This also means 
that self-concept is important for marketers because consumers form emotional connections with what they 
buy, strengthening brand loyalty and making them less price sensitive towards that brand.5 Harley-Davidson, 
for instance, understands that its consumers see the brand as an important part of their self-concept, and took 
advantage of this by creating a ‘Harley Owners Group’ to strengthen the emotional link between consumers 
and the brand. In a similar way, reality TV shows can be relevant when viewers identify with the lives of the 
people on the show, making them more likely to tune in week after week.6

Consistency with self-construal
An important aspect of the self-concept is one’s self-construal, which refers to how individuals see themselves 
with respect to their relationships with others. There are two broad types of self-construal: independent and 
interdependent. Consumers with an independent self-construal tend to see the self as distinct, unique and in 
terms of their individual aspects. By contrast, consumers with an interdependent self-construal tend to derive 
their sense of self from their relationships with others, primarily family and close friends. These differences 
broadly align with cultural differences: an independent self-construal is most prevalent in Western societies such 
as Australia, Europe and the United States, while an interdependent self-construal is most prevalent in Eastern 
cultures such as China, Japan and Korea. A more thorough discussion about culture can be found in Chapter 10.

An understanding of self-construal is important for understanding motivation. Individuals with a 
predominant interdependent self-construal tend to choose products that more align with the preferences of 
friends and family.7 One study found that interdependent consumers were more likely to choose T-shirts with 
conservative designs and the same types of pens that their family chose. Interdependent consumers also tend 
to consider aspects of the situation holistically rather than analytically, such as by trying to understand the 
context of events and outcomes.8 They also care more about societal obligations because aiming for individual 
performance would essentially go against what it means to be part of a larger community.9

Self-construal
Our view of who we are based 
on our relationships with 
others.

  INTERNATIONAL CONSIDERATIONS IN CONSUMER BEHAVIOUR ➜ CULTURAL DIFFERENCES IN RISK 
TAKING: CHINESE, AMERICANS AND AUSTRALIANS

It is intuitive that Americans, or individuals from Western 
cultures more broadly, would take greater risks than 
Chinese or those from other non-Western cultures. This 
belief is perpetuated by the media presenting Chinese 
individuals as more concerned about being conservative 
and fitting in with their family. However, one study found 
that while this may be true for academic and social risks, 
this is not so for financial risks. Chinese university students 
are less likely to cheat on an exam and more likely to 
choose a simple and traditional design on a T-shirt because 
they do not wish to stand out from their families and 
friends.10 Yet, because they are also part of large families 
and local communities, they also believe that should they 
take a financial risk and lose money, such as investing in 
a risky stock that ultimately drops, they will have financial 
and material assistance from their friends and family, 
allowing them to make more risky investment decisions. 

As such, this greater risk taking among Chinese students is 
only in financial contexts. A more thorough discussion of 
culture specifically can be found in Chapter 10.

Cultural differences in risk taking, whether in 
financial or other domains, exert an impact not just 
on consumers but also the economy. Australians are 
generally risk-averse and seek authority and approval 
from others too much, even though they are highly 
creative. Such conservatism has meant that innovation 
in Australia is slower than in the United States and other 
parts of the Asia-Pacific region.11 This motivated the 
formation of Innovation Australia by then prime minister 
Malcolm Turnbull to boost innovation by directly funding 
project ideas by creative individuals, who previously had 
relied on capital from employers, which was hard to get. 
In effect, this reduces the fear of failure and increases 
risk taking in order to help drive Australia’s economy.

R EF L EC T I V E  QUE S T ION

	➜ Can you think of other types of risks in which Chinese, Americans and Australians might differ?
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reveal needs for esteem by interpreting the man in the cartoon as thinking, ‘My friends will think I’m really 
cool for riding in this car!’ Another might reveal needs for affiliation by filling in the cartoon with ‘I could take 
all my friends for rides with me’.

 RESEARCH CONSIDERATIONS IN CONSUMER BEHAVIOUR ➜ RESEARCHING CONSUMERS’ NEEDS

There are several types of projective techniques that 
allow marketers to understand consumers’ motivations 
and inner desires. One possibility is a word completion 
task. When one study asked cigarette smokers why they 
smoked, most said they enjoyed it and believed that 
smoking in moderation was fine. However, when they 
were given incomplete sentences such as ‘People who 
never smoke are ___’, research participants filled in 
the blanks with words such as happier and wiser. And 
when given sentences such as ‘Teenagers who smoke 
are ___’, respondents answered with words such as 
crazy and foolish. These smokers were clearly more 
concerned about smoking than their explicit answers 
indicated.25 Another method is a word association task. 
Here, consumers are asked to say or write down the 
first word when presented with a brand, product or 

logo. For instance, researchers may present the word 
‘Woolworths’ and consumers’ instantaneous reactions 
are useful to help identify their true feelings towards the 
Australian supermarket chain before they try to correct 
and present their true beliefs.

Another method is called a thematic apperception 
test (TAT). Here, consumers are shown ambiguous 
pictures and are asked to explain what’s going on, what 
the characters are feeling and doing. The TAT allowed 
Clearasil to understand that teenagers were concerned 
that acne and pimples would disrupt their social lives, 
and so the company redesigned their TV commercials 
in the 1980s and 1990s to state not just the scientific 
benefits of their facial wash but also that pimples will 
fade ‘within 12 hours’ of using their product.26 Today, 
Clearasil is one of the leading facewash brands globally.

R EF L EC T I V E  QUE S T ION

Projective techniques are ‘subtle’ in that they do not exactly ask consumers what they want or need. Why do you think 
this is so?

Involvement
One outcome of motivation is behaviour that takes considerable effort. When consumers are highly motivated 
to achieve a goal, they are more likely to pay careful attention to it, think about it, attempt to understand or 
comprehend goal-relevant information, evaluate that information critically and try to remember it for later 
use. This takes a lot of effort. For example, if you are motivated to buy a new piano keyboard, you might scour 
websites looking for a sale. If someone mentions an online retailer that has keyboard sales from time to time, 
you might subscribe to that retailer’s promotional emails.

However, when consumers have low motivation, they devote little effort to processing information and 
making decisions. For example, your motivation to purchase the best paperclips on the market is likely to be 
low. You would devote little attention to learning about the characteristics of paperclips and you would not stop 
to think about what it would be like to use various types of paperclips (coloured or uncoloured, aluminium or 
steel, small or large). You may use decision-making shortcuts, such as deciding to buy the cheapest brand or the 
same brand you bought last time.27 This is, in fact, how consumers tend to buy common supermarket products.

Most research on consumer behaviour has focused on consumers’ motivation to process information 
accurately, as just described. Recent research has focused on a different type of motivation involved in 
information processing that is called motivated reasoning. When consumers engage in motivated reasoning, 
they process information in a biased way so that they can obtain the particular conclusion they want to reach.28

For example, if your goal is to lose weight and you see an ad for a diet product, you might process the ad 
in a biased way to convince yourself that the product will work for you. If we want to believe that we are not 
vulnerable to the ill effects of smoking, we may be more likely to smoke if we are aware of smoking cessation 
products that are touted as ‘remedies’. Because remedies exist to help stop smoking, we can use motivated 
reasoning to convince ourselves that smoking is not so bad after all.29

Motivated reasoning
Processing information in a 
way that allows consumers 
to reach the conclusion that 
they want to reach.
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  WHEN DO ATTITUDES PREDICT BEHAVIOUR?
Marketers are interested not only in how attitudes are formed and can be changed but also in knowing whether, 
when and why attitudes will predict behaviour – the third component of attitudes. As mentioned at the beginning 
of this chapter, a consumer’s affective and cognitive components of attitudes towards a brand may be favourable, 
but all of this is futile if she or he does not actually act on their evaluations and beliefs. The TORA model comes 
closest to providing this information by predicting which factors affect consumers’ behavioural intentions (BIs). 
However, as previously noted, what we intend to do does not always predict what we actually will do. Therefore, 
marketers also need to consider which factors affect the attitude–behaviour relationship. Below are listed some 
of the factors that affect whether a consumer’s attitudes will influence his or her behaviour.

 ■ Level of involvement/elaboration. Attitudes are more likely to predict behaviour when cognitive involvement 
is high and consumers elaborate or think extensively about the information that gives rise to their 
attitudes.174 Attitudes also tend to be strong and enduring and therefore more predictive of a consumer’s 
behaviour when affective involvement is high. Therefore, attitudes towards emotionally charged issues 
such as owning a handgun or getting an abortion tend to be strongly held and related to behaviour. What if 
consumers are faced with inconsistencies about a brand and learn, for example, that it rates higher against 
competitors on one attribute but lower on another attribute? Here, the attitude–behaviour relationship is 
weakened if consumers do not attempt to resolve the inconsistency through elaboration.175

 ■ Knowledge and experience. Attitudes are more likely to be strongly held and predictive of behaviour when 
the consumer is knowledgeable about or experienced with the object of the attitude.176 When making a 
computer-buying decision, for example, an expert is more likely to form an attitude that is based on more 
detailed and integrated information than is a novice. This attitude would then be more strongly held and 
more strongly related to behaviour.

 ■ Analysis of reasons. Research shows that asking consumers to analyse their reasons for brand preference 
increases the link between attitude and behaviour in situations in which behaviour is measured soon after 
attitudes are measured. Marketers should take this finding into account when planning consumer research 
to support a new product introduction.177

 ■ Accessibility of attitudes. Attitudes are more strongly related to behaviour when they are accessible or ‘top 
of mind’.178 Conversely, if an attitude cannot be easily remembered, it will have little effect on behaviour. 
Direct experience (product usage) generally increases attitude accessibility for attributes that must 
be experienced (e.g., tasted, touched), whereas advertising can produce accessible attitudes for search 

LO5

 DIGITAL MEDIA CONSIDERATIONS IN CONSUMER BEHAVIOUR ➜ DOES MOBILE ADVERTISING  
     INFLUENCE ATTITUDES?

Consumer behaviour in mobile settings is increasingly 
relevant to marketers and advertisers. Consumers carry 
their smartphones with them everywhere, making the 
device a media vehicle that can directly and frequently 
reach potential consumers. But are they always effective? 
Researchers have considered how ads that are displayed 
on mobile phones – which are very small and carry 
very little (if any) information – influence consumers’ 
brand attitudes and purchase intentions. Interestingly, 
in many product categories, mobile display ads have 

no effect, but they do improve attitudes and intentions 
for high-involvement, utilitarian products (e.g., financial 
services).172 Mobile devices can also improve attitudes in 
non-advertising settings, such as during in-store shopping, 
because marketers can deliver coupons directly to 
consumers’ phones. When consumers receive a discount 
on their phone for a particular product, their attitudes 
towards those products increase, making them more 
likely to try new products and services.173

R EF L EC T I V E  QUE S T ION

 ➜ How likely are you to buy a product whose ad you see on your phone compared with seeing it on a television?
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Guide to the online resources
FOR THE INSTRUCTOR

INSTRUCTOR’S MANUAL 
The Instructor’s Manual includes:

•	 Learning objectives
•	 Chapter summaries
•	 Teaching notes

•	 Solutions
•	 Case question solutions
•	 Suggested class discussions and activities
•	 Chapter-specific project worksheets.

MINDTAP 
Premium online teaching and learning tools are available on the MindTap platform – the personalised eLearning 
solution.

MindTap is a flexible and easy-to-use platform that helps build student confidence and gives you a clear picture of 
their progress. We partner with you to ease the transition to digital – we’re with you every step of the way.

The Cengage Mobile App puts your course directly into students’ hands with course materials available on their 
smartphone or tablet. Students can read on the go, complete practice quizzes or participate in interactive real-time 
activities.

MindTap for Consumer Behaviour is full of innovative resources to support critical thinking, and help your students 
move from memorisation to mastery! Includes:
•	 Consumer Behaviour eBook
•	 Self-assessment questions
•	 Concept check quizzes
•	 Case studies
•	 Revision quizzes
•	 Video quizzes.

MindTap is a premium purchasable eLearning tool. Contact your 
Cengage learning consultant to find out how MindTap can transform 
your course.

Cengage is pleased to provide you with a selection of resources that will  
help you prepare your lectures and assessments. These teaching tools  

are accessible via  cengage.com.au/instructors  for Australia or  
 cengage.co.nz/instructors  for New Zealand.

COGNERO TEST BANK
A bank of questions has been developed in conjunction with the text for creating quizzes, tests and exams for your 
students. Create multiple test versions in an instant and deliver tests from your LMS, your classroom, or wherever 
you want using Cognero. Cognero test generator is a flexible online system that allows you to import, edit, and 
manipulate content from the text’s test bank or elsewhere, including your own favourite test questions.

Copyright 2021 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part.  WCN 02-200-202



GUIDE TO THE ONLINE RESOURCES

xv

ARTWORK FROM THE TEXT
Add the digital files of graphs, pictures and flow charts into your course management system, use them in student 
handouts, or copy them into your lecture presentations.

FOR THE STUDENT

MINDTAP
MindTap is the next-level online learning tool that helps you get better grades!

MindTap gives you the resources you need to study – all in one place and available when you need them. In the 
MindTap Reader, you can make notes, highlight text and even find a definition directly from the page.

If your instructor has chosen MindTap for your subject this semester, log in to MindTap to:
•	 Get better grades
•	 Save time and get organised
•	 Connect with your instructor and peers
•	 Study when and where you want, online and mobile
•	 Complete assessment tasks as set by your instructor.
When your instructor creates a course using MindTap, they will let 
you know your course link so you can access the content. Please 
purchase MindTap only when directed by your instructor. Course 
length is set by your instructor.

POWERPOINT™ PRESENTATIONS
Use the chapter-by-chapter PowerPoint slides to enhance your lecture presentations and handouts by reinforcing 
the key principles of your subject.
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P R E F A C E
At just about every moment of our lives, we engage in some 
form of consumption activity. When we watch an ad on 
TV, send a text message to friends about a movie we just 
saw, brush our teeth, go to a sporting event or beach party, 
visit a website on the Internet, download a new song, or 
even throw away an old pair of shoes, we are behaving as a 
consumer. Being a consumer reaches into every part of our 
lives. This book is dedicated to our role as consumers and 
how our many different roles and perspectives influence 
our behaviours as consumers. Given its omnipresence, the 
study of consumer behaviour has critical implications for 
areas such as marketing, health, charity, public policy and 
ethics. It also helps us learn about ourselves – why we buy 

certain things, why we use them in a certain way and how we 
get rid of them. 

In this book we explore the fascinating world of consumer 
behaviour, looking at a number of interesting and exciting 
topics that examine why and how we consume. Some of these 
are quickly identified with our typical image of consumer 
behaviour, such as a shopper with a trolley at the supermarket. 
Other examples in which we are consumers may surprise you. 
We hope you will see why we became stimulated and drawn 
to this topic from the very moment we had our first consumer 
behaviour course as students. We hope you will also appreciate 
why we choose to make this field our life’s work, and why we 
are dedicated to this textbook.

WHY THE NEW EDITION OF THIS BOOK?
There are a number of consumer behaviour books on the 
market. An important question concerns what this book has 
to offer and what distinguishes it from other texts. There 
has been an explosion of research on a variety of consumer 
behaviour topics over the last 20 years. As active researchers 
in the field of consumer behaviour, we have the overriding 
goal to continue providing a treatment of the field that is up 
to date and cutting edge, but at the same time relevant to the 
local Asia–Pacific context. Our primary aim was to provide a 
useful summary of this material for students of marketing. 
However, in drawing on cutting-edge research, we wanted to 
be careful not to become too ‘academic’. Instead, our objective 
is to present cutting-edge topics in a manner that is easy for 
students to understand.

Specific changes and improvements to the second 
Australian and New Zealand edition of this text include:

■■ shorter length and more streamlined prose, making the 
content easier for students to process

■■ better connection between the topics and between chapters 
to provide a holistic understanding of consumer behaviour

■■ coverage of the latest research from the academic field of 
consumer behaviour

■■ new in-chapter boxes concerning cultural and technological 
considerations regarding consumer behaviour

■■ new end-of-chapter cases, giving students the opportunity 
to discuss real-world consumer issues and to apply and use 
the concepts discussed in each chapter

■■ new examples of consumer behaviour using case studies, 
advertisements and brands from Australia and the Asia–
Pacific region

■■ new applications of consumer behaviour to a broader 
international context

■■ improved synergistic teaching and other supplemental 
materials.

TEXTBOOK FEATURES
As award-winning teachers, we have tried to translate our 
instructional abilities and experience into the writing of this 
text. The following features have been a natural outgrowth of 
these experiences.

Conceptual model
First, we believe that students can learn best when they 
see the big picture – when they understand what concepts 
mean, how these concepts are used in business practice and 
how these relate to one another. In our opinion, consumer 

behaviour is too often presented as a set of discrete and narrow 
topics with little or no relationship to one another. We have 
therefore developed an overall conceptual model that helps 
students grasp the big picture and see how the chapters and 
topics are themselves interrelated. Each chapter is linked to 
other chapters by a specific model that fits within the larger 
model. Further, the overall model guides the organisation of 
the book. This organising scheme makes the chapters far more 
integrative than most other books.
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Practical orientation, with an 
emphasis on international and 
technological considerations
Second, we believe that insights into consumer behaviour 
are interesting in and of themselves, but also that they 
should be relevant to managerial practice. The ultimate goal 
of consumer behaviour theory and research is to improve 
the decision-making ability of managers in profit and non-
profit organisations who aim to cater to consumers’ needs. It 
should help you better understand yourselves as consumers 
and also give you a set of tools to succeed after you graduate, 
and far beyond that. Rather than merely translating general 
psychological or sociological principles and theories to a 
consumer context, this book is dedicated to putting consumer 
behaviour into practice and application in order to improve 
managerial practice. Given our notion that students enjoy 
seeing how the concepts in consumer behaviour can apply 
to business practice, a second objective of the book was to 
provide a very practical orientation. We include a wealth of 
contemporary real-world, local examples to illustrate key 
topics specifically for Australian and New Zealand students. 
We also try to broaden students’ horizons by providing a 
number of international examples. Given the importance 
of online consumer behaviour, the new edition also fully 
treats the advent and implications of the new technological 
applications. It provides numerous examples of how recent 
advances in such areas as social media and smartphones are 
changing the way marketers understand consumers.

Current and cutting-edge 
coverage
Third, we provide coverage of the field of consumer behaviour 
that is as current and up to date as possible (including many 
of the recent research advances). Every month there is new 
research that advances our understanding of why and how 
we consume. As a result, this text includes several chapters 
that often do not appear in other textbooks, such as ‘Symbolic 
consumer behaviour’ and ‘Marketing, ethics and social 
responsibility in today’s consumer society’. As active and 
award-winning researchers, we explore topics in this textbook 

that are at the cutting edge of consumer behaviour research 
and are likely to be of considerable interest to students.

Balanced treatment of micro and 
macro topics
Fourth, our book tries to provide a balanced perspective on the 
field of consumer behaviour. Specifically, we give treatment 
to both psychological (micro) consumer behaviour topics 
(e.g. attitudes, decision making) and sociological (macro) 
consumer behaviour topics (e.g. subculture, gender, social 
class influences). Also, although we typically teach consumer 
behaviour by starting with the more micro topics and then 
moving up to more macro topics, we realise that some 
instructors prefer the reverse sequence. 

Broad conceptualisation of the 
subject
Fifth, we present a broad conceptualisation of the topic 
of consumer behaviour. While many books focus on what 
products or services consumers buy, consumer behaviour 
scholars have recognised that the topic of consumer behaviour 
is much broader. Specifically, rather than studying buying 
per se, we recognise that consumer behaviour includes a set 
of decisions (what, whether, when, where, why, how, how 
often, how much, how long) about acquisition (including, 
but not limited to, buying), usage, and disposition decisions. 
Focusing on more than what products or services consumers 
buy provides a rich set of theoretical and practical implications 
for both our understanding of consumer behaviour and the 
practice of marketing.

Finally, we consider the relevance of consumer behaviour 
to many constituents, not just marketers. Consumer behaviour 
is important to marketers, doctors, charitable organisations, 
public policy makers, ethicists and consumer advocacy 
groups, and consumers themselves (including students’ own 
lives). Understanding why people buy can shed light on why 
people exercise and why they donate (or not). Some chapters 
focus exclusively on the implications of consumer behaviour 
for public policy makers, ethicists and consumer advocacy 
groups. Other chapters consider these issues as well, though 
in less detail.

CONTENT AND ORGANISATION OF THE BOOK
One can currently identify two main approaches to the study 
of consumer behaviour: a ‘micro’ orientation, which focuses 
on the individual psychological processes that consumers use 
to make acquisition, consumption and disposition decisions, 

and a ‘macro’ orientation, which focuses on group behaviours 
and the symbolic nature of consumer behaviour. This latter 
orientation draws heavily from such fields as sociology, culture 
theory and anthropology. Both orientations are represented 
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in this book. The current book and overall model have been 
structured around a ‘micro to macro’ organisation based on 
the way we teach this course and the feedback that we have 
received from reviewers. 

Chapter 1 in Part 1, ‘An introduction to consumer 
behaviour’, provides students with an understanding of the 
breadth of the field, and its importance to marketers, advocacy 
groups, public policy makers and consumers themselves. 
It also presents the overall model that guides the organisation 
of the text. An Appendix, which follows Chapter 1, introduces 
methods by which consumer research is conducted.

Part 2, ‘The psychological core’, focuses on the inner 
psychological processes that affect consumer behaviour. 
We see that consumers’ acquisition, usage and disposition 
behaviours and decisions are greatly affected by the amount 
of effort they put into engaging in behaviours and making 
decisions. Chapter 2 describes three critical factors that affect 
effort: the (1) motivation or desire, (2) ability (knowledge and 
information) and (3) opportunity to engage in behaviours 
and make decisions. In Chapter 3, we then examine how 
information in consumers’ environments (ads, prices, product 
features, word-of-mouth communications, etc.) is internally 
processed by consumers – how they come in contact with 
these stimuli (exposure), notice them (attention) and perceive 
them (perception – and how we attempt to understand or 
comprehend them on a deeper level). Chapter 4 continues by 
discussing how we compare new stimuli to our knowledge 
of existing stimuli, in a process called categorisation. Also, 
because consumers often must remember the information 
they have previously stored in order to make decisions, this 
chapter examines the important topic of consumer memory. 
In Chapter 5, we see how attitudes are formed and changed and 
whether they are cognitively or affectively based. 

Whereas Part 2 examines some of the internal factors that 
influence consumers’ decisions, a critical domain of consumer 
behaviour involves understanding how consumers make 
acquisition, consumption and disposition decisions. Therefore, 
in Part 3, ‘The process of making decisions’, we examine the 

sequential steps of the consumer decision-making process. 
In Chapter 6, we examine the initial steps of this process – 
problem recognition and information search. We next examine 
the consumer decision-making process and how consumers 
make judgements (Chapter 7), again from both a cognitive and 
an affective perspective. Finally, the process does not end after 
a decision has been made. In Chapter 8, we see how consumers 
determine whether they are satisfied or dissatisfied with their 
decisions and how they learn from choosing and consuming 
products and services.

Part 4, ‘The consumer’s culture’, reflects a ‘macro’ view 
of consumer behaviour that examines how various aspects 
of culture affect consumer behaviour. As Chapter 9 explains, 
our behaviour and decisions can be influenced by certain 
individuals, specific groups (such as friends and co-workers), 
and both traditional and social media. Then, we see how 
consumer diversity (in terms of age, gender, sexual orientation, 
region, ethnicity and religion) can affect consumer behaviour 
in Chapter 10. Chapter 11 looks at various types of households 
and families and explores how household members influence 
acquisition and consumption decisions. It also examines how 
social class affects consumer decisions and behaviours, and 
how the combination of diversity, social class and household 
influences can affect our values, personality and lifestyle.

Finally, Part 5, ‘Consumer behaviour outcomes and 
issues’, examines the effects of the numerous influences 
and decision processes discussed in the previous three parts. 
Chapter 12 builds on the topics of internal decision making 
and group behaviour by examining how consumers adopt new 
offerings, and how their adoption decisions affect the spread 
or diffusion of an offering through a market. Because products 
and services often reflect deep-felt and significant meanings 
(e.g. our favourite song or restaurant), Chapter 13 focuses on 
the exciting topic of symbolic consumer behaviour. Finally, 
Chapter 14 examines marketing, ethics and social responsibility, 
and focuses on marketing and consumer ethics, as well 
as marketing practices that have been the focus of social 
commentary in recent years. 
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CHAPTER

1

In Part 1, you will learn that consumer behaviour involves much more than purchasing 
products. In addition, you will find out that marketers continuously study consumer 
behaviour for clues as to who buys, uses and disposes of what goods and services, as 
well as clues as to when, where, why and how they make decisions.

Chapter 1 defines consumer behaviour and examines its importance to marketers, 
advocacy groups, public policymakers and consumers. The chapter also presents 
the overall model that guides the organisation of this book. As this model indicates, 
consumer behaviour covers four basic domains: (1) the psychological core, (2) the 
process of making decisions, (3) the consumer’s culture, and (4) consumer behaviour 
outcomes and issues. In addition, you will read about the implications of consumer 
behaviour for marketing activities.

Copyright 2021 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part.  WCN 02-200-202



Consumer behaviour encompasses four domains: (1) the psychological core, (2) the process of making decisions, (3) the consumer’s culture, and (4) 
consumer behaviour outcomes and issues. As the figure shows, chapters 2–14 of this textbook relate to the four parts of this overall model.

FIGURE 1.1 » A MODEL OF CONSUMER BEHAVIOUR

The Appendix focuses on consumer behaviour research and how marketers can learn 
more about their consumers’ habits and preferences. You will learn about various 
research methods, types of data and ethical issues related to consumer research. 
With this background, you will be able to understand how consumer research helps 
marketers develop more effective strategies and tactics for reaching and satisfying 
customers.
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Understanding consumer 
behaviour

AFTER STUDYING THIS CHAPTER, YOU WILL BE ABLE TO:

	 define consumer behaviour and explain the components that make up the definition

	 identify the four domains of consumer behaviour that affect acquisition, usage and disposition decisions

	 discuss the benefits of studying consumer behaviour

	 explain how companies apply consumer behaviour concepts when making marketing decisions.

LO1

LO2

LO3

LO4

LEARNING OBJECTIVES

Toby’s Estate: more than coffee

Historically, when people think of coffee, they typically 
don’t think of Australia. Italy, France and Colombia 
may come to mind, but certainly not the country 
that produces kangaroos and koalas! However, in 
the past few decades, Australians have developed a 
coffee culture to such an extent that Australian coffee, 
especially that which can be found in Melbourne’s 
local coffee shops, is now widely regarded as among 
the best in the world, having won prestigious coffee 
brewing competitions globally. Coffee shops with 
Melbourne-trained baristas are increasingly common in 
Los Angeles and New York.1 Australian coffee culture is 
also truly a ‘culture’ with its own slang, idioms and other 
sayings. Instead of an ‘espresso shot’, Australians like 
to say ‘short black’. The flat white is found abroad now, 
but it originated in Australia and New Zealand – even 
Starbucks recently started offering flat whites in its 
North American operations.

Within the Australian coffee community, Toby’s 
Estate is one of the most loved coffee roasters in the 
country (see Figure 1.2). It provides the coffee beans 
to some of the country’s finest coffee shops, with long 
queues during the morning and afternoon rush hours. 
Toby’s has 11 Australian roasting sites with a total of 
about 120 staff and a wholesale arm that functions 
as the backbone of the business. Its renowned coffee 
roasting has also extended to other countries. For 
example, it has stores in Singapore and the Philippines, 

and even a presence in the Big Apple – New York. 
Australian coffees are expanding abroad and some of 
the thanks for that can go to Toby’s Estate.2

What makes Toby’s Estate so successful, not just in 
Australia but also worldwide? Certainly its knowledge 
of its customers’ tastes and preferences. But ‘tastes’ 
and ‘preferences’ goes beyond the aroma or nuttiness 
that Australians prefer in their daily cup of coffee. As 
part of its coffee roasting operations, Toby’s Estate also 
adopts a ‘Social, Ethical and Environmental’ philosophy 
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FIGURE 1.2 » TOBY’S ESTATE IS SUCCESSFUL BECAUSE 
IT UNDERSTANDS COFFEE TASTES AND PREFERENCES 
AND IS DEVOTED TO PRACTISING SOCIAL, ETHICAL AND 
ENVIRONMENTAL RESPONSIBILITY
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that means sustainable relationships are maintained 
with local coffee bean farmers that are built on trust and 
traceability in finding the best quality coffee, as well as tea 
and chocolate, at fair prices for all parties involved.3

As such, when Australians are drinking their morning 
cup of coffee, they aren’t just drinking coffee the beverage, 
but are also playing a role in helping a business operation 
that protects the rights of farmers as well as the natural 
environment in which the coffee beans grow. The dedication 
to superior coffee beyond taste is one reason why Toby’s 
Estate has been so successful in the Australian market.

This chapter provides a general overview of: (1) what 
consumer behaviour is, (2) what factors affect it,  

(3) who benefits from studying it, and (4) how marketers 
apply consumer behaviour concepts. Because you are a 
consumer, you probably have some thoughts about these 
issues. However, you may be surprised at how broad the 
domain of consumer behaviour is, how many factors help 
explain it, and how important the field is to marketers, 
ethicists and consumer advocates, public policymakers 
and regulators, and consumers like yourself. You will also 
get a glimpse of the marketing implications of consumer 
behaviour, previewing how we will connect consumer 
behaviour concepts with practical applications throughout 
this textbook.

R EF L EC T I V E  QUE S T ION

➜  �How important to the success of Toby’s Estate is understanding consumer behaviour?

	  DEFINING CONSUMER BEHAVIOUR
If you were asked to define consumer behaviour, you might say it refers to the study of how a person buys 
products. However, consumer behaviour really involves quite a bit more, as this more complete definition 
indicates:

Consumer behaviour reflects the totality of consumers’ decisions with respect to the 
acquisition, consumption and disposition of goods, services, activities, experiences, people 
and ideas by (human) decision-making units [over time].4

This definition has some very important elements. The following sections present a closer look at each 
element.

Think of some marketing strategies and tactics that try to influence one or more of the dimensions of 
consumer behaviour shown in Figure 1.3.

Consumer behaviour involves goods, services, activities, 
experiences, people and ideas
Consumer behaviour means more than just the way in which a person buys tangible products such as bath 
soap or smartphones. It also includes consumers’ use of services, activities, experiences and ideas, such 
as going to the dentist, attending a concert, taking a trip and donating to UNICEF.5 In addition, consumers 
make decisions about people, such as voting for politicians, who to go on a date with, reading books by certain 
authors, seeing movies or TV shows starring certain actors and attending concerts featuring favourite bands. 
All of these decisions are consumption decisions since consumers ‘take in’ these products and services, whether 
physiologically (e.g., food) or mentally (e.g., a movie at a cinema). Because consumer behaviour includes the 
consumption of so many things, we use the simple term offering to encompass these entities.

How consumers make decisions and purchases is extremely important to marketers. However, marketers 
are also intensely interested in consumer behaviour related to using and disposing of an offering.

Acquiring
Buying is one type of acquisition behaviour. As shown later in this chapter, acquisition includes other ways 
of obtaining goods and services, such as renting, leasing, trading and sharing. It also involves decisions about 
time as well as money.6 For example, when consumers make a purchase that does not work out well, they 
will perceive the time period until the next purchase as being shorter because they want to remove negative 
feeling.7 Consumers sometimes find themselves interrupted during a consumption experience; studies show 

LO1
Consumer behaviour
The totality of consumers’ 
decisions with respect to the 
acquisition, consumption and 
disposition of goods, services, 
activities, experiences, people 
and ideas by human decision-
making units (over time).

Offering
A product, service, activity, 
experience or idea offered 
by an organisation to 
consumers.

Acquisition
The process by which a 
consumer comes to own an 
offering.
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interruption actually makes a pleasant experience seem more enjoyable when resumed.8 Deadlines and time 
pressure can also affect acquisition behaviour: consumers tend to procrastinate in redeeming coupons and gift 
cards with far-future deadlines, but they move more quickly when deadlines are closer. Why? Because they do 
not want to regret having missed out and they expect to have more time to enjoy and indulge themselves with 
the acquisition in the future.9

Using
After consumers acquire an offering, they use it, which is why usage is at the very core of consumer behaviour.10 
Whether and why we use certain products can symbolise something about who we are, what we value and what 
we believe. The products we use on ANZAC Day (e.g., ANZAC biscuits that we bake at home or buy from stores) 
may symbolise the event’s significance and how we feel about our country. The Australian music we may enjoy 
(Tones and I, or Kylie Minogue) and the jewellery we wear (earrings or engagement rings) can also symbolise who 
we are and how we feel. Moreover, marketers must be sensitive to when consumers are likely to use a product,11 
whether they find it effective,12 whether they control their consumption of it,13 and how they react after using it – 
do they spread positive or negative word-of-mouth reviews about a new film, for instance?14

Disposing
Disposition, how consumers get rid of an offering they have previously acquired, can have important 
implications for marketers.15 Consumers can give away their used possessions, sell them on Gumtree or lend 
them to others. Vintage clothing stores now sell older clothes (disposed of by the original owners) that buyers 
find stylish. Eco-minded consumers often seek out biodegradable products made from recycled materials or 
choose goods that do not pollute when disposed of. Governments and local councils are also interested in how 
to motivate an earth-friendly disposition (see Figure 1.4).16 Marketers see profit opportunities in addressing 
disposition concerns. Terra-Cycle, for example, markets tote bags, pencil cases and other products made from 
used packaging and recycled materials in Australia. In North and South America, Europe and the Baltic region, 
Terra-Cycle partners with firms such as PepsiCo to collect mountains of discarded packaging and turn them into 
usable products for sale.17

Usage
The process by which a 
consumer uses an offering.

Disposition
The process by which a 
consumer discards an 
offering.
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FIGURE 1.3 » WHAT IS CONSUMER BEHAVIOUR?
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Consumers dispose of old products they acquired in a number of ways. This 
evocative ad from the Waste Authority encourages Australians to properly dispose of 
recyclables on Australia Day.

Consumer behaviour is a dynamic process
The sequence of acquisition, consumption and disposition can occur over time in 
a dynamic order – hours, days, weeks, months or years, as shown in Figure 1.3. To 
illustrate, assume that a family has acquired and is using a new car. Usage provides 
the family with information – whether the car drives well and is reliable – that affects 
when, whether, how and why members will dispose of the car by selling, trading 
or sending it to the wreckers. Because the family always needs transportation, 
disposition is likely to affect when, whether, how and why its members acquire 
another car in the future.

Entire markets are designed around linking one consumer’s disposition decision 
to other consumers’ acquisition decisions. When consumers buy used cars, they 
are buying cars that others have sold. From Gumtree’s online listings to secondhand 
clothing stores run by Salvos, from consignment shops to used books sold online, 
many businesses exist to link one consumer’s disposition behaviour with another’s 
acquisition behaviour.

Broader changes in consumer behaviour occur over time as well. Fifty years 
ago, consumers had far fewer brand choices and were exposed to fewer marketing 
messages. By contrast, today’s consumers are more connected, easily able to research 

offerings online, access communications and promotions in multiple media, and check what others think 
of brands with a quick search or social media post. Before the Internet, it was hard to acquire goods from 
abroad; today, it’s easy to add to a cart and have products shipped to our doorstep from beyond Australia. Or 
simply consider how you can interact with your favourite store without having to physically step foot inside. 
You can visit its website, ‘like’ its Facebook page or even download its app on your smartphone. Social media 
and digital platforms are also now the first channel of choice for marketers wishing to communicate directly 
with consumers, informing them of new products and celebrity endorsements and maintaining relations. 
These tactics would never have been possible with more traditional communication channels such as via the  
post office.

Consumer behaviour can involve many people
Consumer behaviour does not necessarily reflect the action of a single individual. A group of friends, a few 
co-workers or an entire family may plan a birthday party or decide where to have lunch, exchanging ideas in 
person, while talking on the phone, via social media or by email or text message. Moreover, the individuals 
engaging in consumer behaviour can take on one or more roles. In the case of a car purchase, for example, one 
or more family members might take on the role of information gatherer by researching different models. Others 
might assume the role of influencer and try to affect the outcome of a decision. One or more members may 
take on the role of purchaser by actually paying for the car and some or all may be users. Finally, several family 
members may be involved in the disposal of the car.

Consumer behaviour involves many decisions
Consumer behaviour involves understanding whether, why, when, where, how, how much, how often and for 
how long consumers will buy, use or dispose of an offering (look back at Figure 1.3).

Whether to acquire/use/dispose of an offering
Consumers must decide whether to acquire, use or dispose of an offering. They may need to decide whether to 
spend or save their money when they earn extra cash.18 How much they decide to spend may be influenced by 
their perceptions of how much they recall spending in the past.19

FIGURE 1.4 » DISPOSITION
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