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Preface

At just about every moment of our lives, we engage in some
form of consumer behavior. When we look for posts on social
media, watch an ad on TV, send a text message to friends
about a movie we just saw, brush our teeth, go to a ball game
or to a beach party, visit a website, 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. Of course, we are much more than just consumers. We
are students, teammates, family members, employees, citi-
zens, voters, patrons, patients, clients, neighbors, basketball
fans, ice-cream lovers, bloggers, inventors, and more. This
book is dedicated to our role as consumers.

Given its omnipresence, the study of consumer behav-
ior has critical implications for areas such as marketing,
public policy, and ethics. It also helps us learn about
ourselves—why we buy certain things, why we use them
in a certain way, and how we remove them from our
lives through practices like throwing them away, selling,
re-gifting, and donating them.

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

Why the New Edition of This
Book?

There are a number of consumer behavior books on the
market. An important question concerns what this book
has to offer and what distinguishes it from other texts. As
active researchers in the field of consumer behavior, our
overriding goal was to continue providing a treatment of
the field that is up to date and cutting edge. There has been
an explosion of research on a variety of consumer behavior
topics over the last 30 years. Our primary aim was to pro-
vide a useful summary of this material for students of mar-
keting. 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 man-
ner that is accessible and easy for students to understand,
and provides context for how and why consumer behavior
insights are applied in real-world marketing.

Xiv

Specific changes and improvements to the seventh edi-
tion of this book include:

Accessible explanations of the latest academic
research and classic research from consumer behavior
studies, and their practical implications for marketing
strategy worldwide.

Global perspective of research and behavioral
concepts related to such important contemporary
topics as financial management and money decisions,
marketing ethics, privacy and transparency, obesity,
materialism, self-control and self-regulation, conta-
gion, emotions, mobile marketing, social media, and
unconscious consumer behavior.

Carefully edited narrative and examples make the
content easier for students to process and connect
with basic marketing principles as well as personal
consumer experiences.

Balanced coverage of marketing controversies and
the challenges and opportunities of marketing as a
force for social responsibility.

New and updated examples highlight how all kinds
of organizations in many nations use insights into
consumer behavior to improve their marketing
effectiveness and creativity.

New database analysis exercises offer students
an opportunity to make marketing decisions
based on consumer demographics and behavior
styles.

Improved synergistic and digitally accessible
supplemental materials allow students the opportunity
to participate in self-assessments, polls, and short
videos for self-reflection and more; Additional short
readings are also available. These materials are both
student friendly and extremely helpful for effec-
tive learning using the Cengage MindTap platform.
A description of the MindTap platform appears later
in this preface.

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 out-
growth 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, con-
sumer behavior is too often presented as a set of discrete
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 chap-
ters 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 organization of the book. This organizing scheme
makes the chapters far more integrative than most other
books. Instructors have told us that this conceptual model
is a valuable and beneficial aide to student learning.

Practical Orientation, with an
Emphasis on Globalization and
Social Media

Second, we believe that insights into consumer behav-
ior are interesting in and of themselves, but also that
they should be relevant to managerial practice. The ulti-
mate goal of consumer behavior theory and research is
to improve the decision-making ability of managers in
profit and nonprofit organizations who aim to cater to
consumers’ needs, and to help policy makers better pro-
tect consumers. Rather than merely translating general
psychological or sociological principles and theories to a
consumer context, this book is dedicated to understand-
ing consumer behavior in order to improve managerial
practice. Given our notion that students enjoy seeing how
the concepts in consumer behavior can apply to business
practice, a second objective of the book was to provide
a very practical orientation. We include a wealth of con-
temporary real-world examples to illustrate key topics.
We also try to broaden students’ horizons by providing
a number of international examples. Given the impor-
tance of online consumer behavior, the new edition also
fully treats the advent and implications of the latest digital
developments, social media marketing, and mobile mar-
keting applications.

Current and Cutting-Edge
Coverage

Third, we provide coverage of the field of consumer behav-
ior that is as current and up to date as possible (including
many of the recent research advances). This includes sev-
eral novel chapters that often do not appear in other text-
books: “Attitudes Based on Low Effort,” “Judgement and
Decision Making Based on Low Effort,” and “Marketing
Ethics and Social Responsibility in Today’s Consumer
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Society” These important topics are likely to be of consid-
erable interest to students. Instructors have told us how
much they appreciate the cutting-edge nature of our book
and its ability to keep abreast of the latest research in con-
sumer behavior. Students appreciate that this material is
delivered in an engaging way that’s also easy to read.

Balanced Treatment of Micro
and Macro Topics

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

Broad Conceptualization of the
Subject

Fifth, we present a broad conceptualization of the topic
of consumer behavior. While many books focus on what
products or services consumers buy, consumer behav-
ior scholars have recognized that the topic of consumer
behavior is much broader. Specifically, rather than study-
ing buying per se, we recognize that consumer behavior
includes a set of decisions (what, whether, when, where,
why, how, how often, how much, how long) about acqui-
sition (including, but not limited to buying), usage, shar-
ing, 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 behavior and the practice of
marketing.

Finally, we consider the relevance of consumer behav-
ior to many constituents, not just marketers. Chapter 1
indicates that consumer behavior is important to mar-
keters, public policy makers, ethicists and consumer
advocacy groups, and consumers themselves (including
students). Some chapters focus exclusively on the impli-
cations of consumer behavior for public policy makers,
ethicists, and consumer advocacy groups. Other chapters
consider these issues as well, though in less detail.

Content and Organization
of the Book

One can currently identify two main approaches to the
study of consumer behavior: One approach focuses on
the individual psychological processes that consumers
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use to make acquisition, consumption, and disposition
decisions. A second approach focuses on group behaviors
and the symbolic nature of consumer behavior. This lat-
ter orientation draws heavily from such fields as sociol-
ogy, culture theory, and anthropology. Both orientations
are represented in this book. The current book and overall
model have been structured around a “micro to macro”
organization based on the way we teach this course and
the feedback that we have received from reviewers.

Chapter 1 in Part I, “An Introduction to Consumer
Behavior,” presents an introduction to consumer behav-
ior. It helps students understand the breadth of the field,
and its importance to marketers, advocacy groups, public
policy makers, and consumers themselves. This chapter
introduces some of the newest research and presents the
overall model that guides the organization of the text. An
Appendix, which follows Chapter 1, introduces methods
by which consumer research is conducted.

Part II, “The Psychological Core,” focuses on the inner
psychological processes that affect consumer behavior.
We see that the amount of effort consumers put into their
acquisition, usage, and disposition behaviors and deci-
sions has significant effects on the decisions they make.
Chapter 2 describes three critical factors that affect effort:
the (1) motivation or desire, (2) ability (knowledge and
information), and (3) opportunity to engage in behaviors
and make decisions. The key role of emotions is also dis-
cussed. In Chapter 3, we then examine how consumers
process information in their environments (ads, prices,
product features, word-of-mouth communications, etc.).
We consider how they come in contact with these stim-
uli (exposure), notice them (attention), and perceive them
(perception). Chapter 4 continues by discussing how
consumers compare new things they encounter in their
environment to their existing knowledge, a process called
categorization, and how they make sense of or comprehend
them on a deeper level. 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 Chapters
5 and 6, we see how attitudes are formed and changed
depending on whether the amount of effort consumers
devote to forming an attitude is high or low and whether
attitudes are cognitively or affectively based.

Whereas Part II examines some of the internal factors
that influence consumers’ decisions, a critical domain of
consumer behavior involves understanding how consum-
ers make acquisition, consumption, and disposition deci-
sions. Thus, in Part III, “The Process of Making Decisions,”
we examine the sequential steps of the consumer deci-
sion-making process. In Chapter 7, we examine the initial
steps of this process—problem recognition and information
search. Similar to the attitude change processes described
earlier, we next examine the consumer decision-making

process, both when effort is high (Chapter 8) and when

it is low (Chapter 9). Further, in both chapters we exam-
ine these important processes from both a cognitive and
an affective perspective. Finally, the process does not end
after a decision has been made. In Chapter 10, we see how
consumers determine whether they are satisfied or dissat-
isfied with their decisions and how they learn from choos-
ing and consuming products and services.

Part IV, “The Consumer’s Culture,” examines how
various aspects of culture affect consumer behavior. First,
Chapter 11 considers how, when, and why the specific
reference groups (friends, work group, clubs) to which we
belong can influence acquisition, usage, and disposition
decisions and behaviors. Then, we see how consumer
diversity (in terms of age, gender, sexual orientation,
region, ethnicity, and religion) can affect consumer
behavior in Chapter 12. Chapter 13 then examines how
social class and household characteristics influence acquisi-
tion, usage, and disposition behaviors. Finally, Chapter 14
examines how external influences affect our personality,
lifestyle, and values, as well as consumer behavior.

Finally, Part V, “Consumer Behavior Outcomes,” examines
the effects of the numerous influences and decision processes
discussed in the previous three sections. Chapter 15 builds
on the topics of internal decision-making and group behav-
ior 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 ser-
vices often reflect deep-felt and significant meanings (e.g., our
favorite song or restaurant), Chapter 16 focuses on the excit-
ing topic of symbolic consumer behavior. Finally, Chapter 17
examines marketing, ethics, and social responsibility, including
alook at marketing controversies and the use of marketing for
constructive purposes.

Pedagogical Advantages

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

Chapter Opening Model

Each chapter begins with a conceptual model that shows
the organization of the chapter, the topics discussed, and
how they relate both to one another and to other chapters.
Each model reflects an expanded picture of one or more
of the elements presented in the overall conceptual model
for the book (described in Chapter 1).

Marketing Implication Sections

Numerous Marketing Implications sections are interspersed
throughout each chapter. These sections illustrate how various
consumer behavior concepts can be applied to the practice



of marketing, including such basic marketing functions as
market segmentation, target market selection, positioning,
market research, promotion, price, product, and place
decisions. An abundance of marketing examples (from many
countries and many industries) provide concrete applications
and implementations of the concepts to marketing practice.

Marginal Glossary

Every chapter contains a set of key terms that are both high-
lighted in the text and defined in margin notes. These terms
and their definitions should help students identify and
remember the central concepts described in the chapter.

Rich Use of Full-Color Exhibits

Each chapter contains a number of illustrated examples,
including photos, advertisements, charts, and graphs.
These illustrations help to make important topics person-
ally relevant and engaging, help students remember the
material, and make the book more accessible and aesthet-
ically pleasing, thereby increasing students’ motivation to
learn. All diagrams and charts employ full color, which
serves to both highlight key points and add to the aes-
thetic appeal of the text. Each model, graph, ad, and photo
also has an accompanying caption that provides a simple
description and explanation of how the exhibit relates to
the topic it is designed to illustrate.

End-of-Chapter Summaries

The end of each chapter provides students with a simple
and concise summary of topics. These summaries are a
good review tool to use with the conceptual model to help
students to get the big picture.

End-of-Chapter Questions

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

Complete Teaching Package
with Online Content

In addition to online content for students including
self-assessments, polls, and short videos for self-reflection,
a variety of ancillary materials have been designed to help
the instructor in the classroom. All of these supplements
have been carefully coordinated to support the text and
provide an integrated and synergistic set of materials
for the instructor. Dr. Angeline Close Scheinbaum of
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The University of Texas at Austin authors the digital
content and has revised and updated the instructor’s
teaching manual. She brings a modern approach, and
includes experiential aspects of consumer behavior in the
supplements. Her objective in this project is twofold:

Give students digital content so they can have more
real-world examples of the theoretical content and
opportunities for self-assessment and more critical
thinking, while enhancing the student learning expe-
rience via more interactive and visually engaging
supplements.

Help instructors, especially newer instructors, by
giving modern supplements that are synergistic with
each other. That is, the text, the Instructor’s Manual,
Test Bank, PowerPoint presentations, and quizzes
reinforce the same learning objectives and content.

MindTap for Marketing: Consumer Behavior

As authors, one frustration we've had in the past is
providing current examples. Every day, new and inter-
esting video, audio, and print content that relates to
consumer behavior is covered in the media. Now
technology helps us make such content immediately
accessible to students. We have partnered with Cen-
gage Learning to provide students with access to cur-
rent issues in Consumer Behavior through the content
of Business Insights. We have selected exciting content
from Business Insights which contains readings and
videos from sources like The New York Times, The
Economist magazine, and Marketing News and related
it to the concepts in each chapter. We have also created
assessments to provide assurances to both students
and instructors that learning objectives are being met.

MindTap

The seventh edition of Consumer Behavior offers two exciting
alternative teaching formats. Instructors can choose between
either a hybrid print and digital offering or a version that
provides completely integrated online delivery through a
platform called MindTap. MindTap is a fully online, highly
personalized learning experience built upon authoritative
content. By combining readings, multimedia, activities, and
assessments into a singular Learning Path, MindTap guides
students through their course with ease while promoting
engagement. Instructors personalize the Learning Path by
customizing Cengage Learning resources and adding their
own content via apps that integrate into the MindTap frame-
work seamlessly. Instructors are also able to incorporate the
online component of Consumer Behavior into a traditional
Learning Management System (e.g., Blackboard, Canvas,
D2L, etc.) providing a way to manage assignments, quizzes,
and tests throughout the semester.
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How to Access the Supplements

Consumer Behavior 7¢’s Instructor’s Manual, Test Bank,
and PowerPoint supplements, are available on the Instruc-
tor’s Resource companion site.

Instructor’s Manual

The Instructor’s Manual is updated to be synergistic with
all other supplements. Each chapter includes a summary;,
learning objectives, chapter outline, review/discussion
answers discussion questions, and experiential learning
exercises to enhance student learning.

Test Bank

A new test bank is available for CB 7e, also updated to be
synergistic with the text and other supplements. Each test
bank question has a new system of potential choices. There
is one clearly defined correct choice. There are two or three
other choices that are clearly incorrect for a precise rea-
son (as indicated by the readings). Then, there is a choice
that is not relevant at all. The number of “all of the above”
and “none of the above” choices has been reduced. The
new CB 7e test bank includes AACSB requirement tags
(e.g., ethics).

Test Bank, Cognero Format

The Cognero Testing system is a full-featured, online
assessment system that allows you to manage content, cre-
ate and assign tests, deliver tests through a secure online
test center, and have complete reporting and data dissem-
ination at your fingertips. The following are some of the
features of the Cognero Testing System:

Access from anywhere. Web-based software that runs
in a Web browser. No installs are required to start
using Cognero. Works in Windows, Mac, and Linux
browsers.

Desktop-like interface looks and feels like a desktop
application. Uses the latest Web functionality to imi-
tate desktop usability features like drag-and-drop and
wizards.

Full-featured test generator. Author and manage your
assessment content as well as build tests using the only
online test generator that supports all of the major
functionality of its desktop competitors. Cognero is
complete with a full-featured word processor, multil-
anguage support, Math-ML compliant equation edi-
tor, algorithmic content support, native support for 15
question types (true/false, modified true/false, yes/no,
multiple choice, multiple response, numeric response,
completion, matching, objective short answer, subjec-
tive short answer, multi-mode, ordering, opinion scale/

Likert, essay, and custom), unlimited metadata, ability
to print professional paper tests with multiple styles
and versions, and more.

Class Management and Assignments. Manage your
students, classes, and assignments with the ease of
simple drag-and-drop. You can build or import ros-
ters, have students self-register for a class, and move
students easily from class to class. Once your roster is
set, simply drag a test to a class to schedule and put
your students to work.

Secure Online Testing. Cognero has an integrated
secure online testing center for your students. Along
with delivering traditional tests, your students can
receive immediate feedback on each question and/or
receive a detailed end-of-assignment report to help
them know exactly how they are doing.

Complete Reporting System. What is the use of assess-
ment without being able to disseminate the data
derived from it? Cognero allows you to analyze how
your students are performing on a real-time basis
and from multiple approaches to allow for immediate
intervention. You can also quickly analyze your ques-
tions and perform a gap analysis of student testing.

Content Management System. Cognero has a unique set
of tools to allow for the creation of products (groups of
question sets and tests) for distribution to other users.
This system includes workflow management for the
shared authoring environment, the ability to authorize
specific users to access your content, and the ability to
edit content and push changes through to subscribers.
There are also a number of design features to make high
volume authoring within Cognero very efficient. All
content created in this system has built-in digital rights
management, meaning that your content is protected
against unauthorized use.

PowerPoint Presentation Package

A package of professionally developed PowerPoint slides
is available for use by adopters of this textbook. These lec-
ture PowerPoint slides outline the text content, including
key figures and tables. CB 7e will have more user friendly,
experiential presentations to enhance student learning
and break up the monotony of text-based lectures.

Videos

A video package has been provided to supplement and
enliven class lectures and discussion. Videos contain real-
world scenarios that illustrate certain concepts in a given
chapter. The clips are intended to be interesting, to ground
the concepts in real life for students, and to provide an
impetus for stimulating student input and involvement.
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The
Psychological Core

Motivation, Ability, and Opportunity
From Exposure to Comprehension
Memory and Knowledge

Attitudes Based on Effort

The Process of
Making Decisions

Problem Recognition and
Information Search

Judgment and Decision-

Making Based on Effort
Post-Decision Processes




An Introduction to
Consumer Behavio

N PART ONE, you will learn that consumer behavior
involves much more than purchasing products. In
addition, you will find out that marketers continuously
study consumer behavior for clues to who buys, uses,
and disposes of what goods and services, as well as clues
to when, where, why, and how they make decisions.
Chapter 1 defines consumer behavior and examines
its importance to marketers, advocacy groups, public
policy makers, and consumers. The chapter also pres-
ents the overall model that guides the organization of
this book. As this model indicates, consumer behavior
covers four basic domains: (1) the psychological core,
(2) the process of making decisions, (3) the consum-
er’s culture, and (4) consumer behavior outcomes and
issues. In addition, you will read about the implica-
tions of consumer behavior for marketing activities.
The Appendix focuses on consumer behavior
research and its special implications for market-
ers. 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 market-
ers develop more effective strategies and tactics for

reaching and satisfying customers.
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CHAPTER

Understanding
Consumer
Behavior

LEARNING OBJECTIVES

After studying this chapter, you will be able to:

) Define consumer behavior and explain the
components that make up the definition.

Identify the four domains of consumer behavior
that affect acquisition, usage, and disposition
decisions.

Discuss the benefits of studying consumer
behavior.

Explain how companies apply consumer
behavior concepts when making marketing
decisions.

iStockphoto.com/Ostill

INTRODUCTION
From Starbucks to Samsung and Apple
know that their success depends on understa
ior and trends so they can create goods and serv
ers will want, like, use, and recommend to others. Char
government agencies, and other organizations are also in
how consumers behave and how marketing can influence co
ers’ thoughts, feelings, and actions.

This chapter provides an overview of (1) what consumer behav-
ior is, (2) what factors affect it, (3) who benefits from studying it,
and (4) how marketers apply consumer behavior 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 behavior is, how many factors help explain it, and how
important the field is to marketers, ethicists and consumer advo-
cates, public policy makers and regulators, and consumers like
yourself. You will also get a glimpse of the marketing implications
of consumer behavior, previewing how we will connect consumer
behavior concepts with practical applications throughout this book.
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CHAPTER 1 | UNDERSTANDING CONSUMER BEHAVIOR 5

1-1

If you were asked to define consumer behavior, you might
say it refers to the study of how a person buys products.

Defining Consumer Behavior

activities, experiences, and ideas such as going to the den-
tist, attending a concert, taking a trip, and donating to
UNICEE? In addition, consumers make decisions about
people, such as voting for politicians, reading books by

However, consumer behavior really involves
quite a bit more, as this more complete definition
indicates:

Consumer behavior reflects the totality of con-
sumers’ decisions with respect to the acquisi-
tion, consumption, and disposition of goods,
services, activities, experiences, people, and
ideas by (human) decision-making units [over
time].!

This definition has some very important ele-
ments, summarized in Exhibit 1.1. The following
sections present a closer look at each element.

1-1a

Consumer behav-
ior The totality of
consumers’ decisions
with respect to the
acquisition, consump-
tion, and disposition of
goods, services, time,
and ideas by human
decision-making units
(over time).

Offering A product,
service, activity, experi-
ence, or idea offered by
a marketing organiza-
tion to consumers.

CONSUMER BEHAVIOR INVOLVES

certain authors, streaming movies or TV shows
starring certain actors, and attending concerts
featuring favorite bands.

Another example of consumer behavior
involves choices about the consumption of time, a
scarce resource. Will you check to see what's hap-
pening on Facebook, search for a YouTube video,
watch a sports event live, or record a program
and watch it later, for instance?® How we use time
reflects who we are, what our lifestyles are like,
and how we are both the same as and different
from others.* Because consumer behavior includes
the consumption of so many things, we use the
simple term offering to encompass these entities.

GOODS, SERVICES, ACTIVITIES,
EXPERIENCES, PEOPLE, AND IDEAS

Consumer behavior means more than just the way that
a person buys tangible products such as bath soap and
automobiles. It also includes consumers’ use of services,

| Exhibit 1.1 P What Is Consumer Behavior?

1-1b CONSUMER BEHAVIOR INVOLVES
MORE THAN BUYING

Marketers are intensely interested in consumer behavior
related to using and disposing of a product, not just the
way that consumers make acquisition decisions. They

Consumer behavior reflects more than the way that a product is acquired by a single person at any one point in time. Think
of some marketing strategies and tactics that try to influence one or more of the dimensions of consumer behavior shown

in this exhibit.

Consumer Behavior Reflects:

The totality About the Of an offering By decision-
of decisions consumption making units
Whether Products Information Hours
What gatherer

Services Days
Why Acquisition Influencer
How Activities

. Week

When Usage . Decider eexs

Experiences
Where

Months

How much/ Disposition People Purchaser
How often/
How long Ideas User Years

ecces

........ A

: A4
Marketing Strategies and Tactics
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6 PART ONE | AN INTRODUCTION TO CONSUMER BEHAVIOR

also study how consumers make decisions about personal
finances.

Acquiring an Offering

Buying represents one type of acquisition behavior. 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.®> Consumers sometimes find
themselves interrupted during a consumption experience;
studies show interruption actually makes a pleasant expe-
rience seem more enjoyable when resumed.® Deadlines
can also affect acquisition behavior: Consumers tend to
procrastinate in redeeming coupons and gift cards with
far-future deadlines, but move more quickly when dead-
lines 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.” Obviously, attitudes toward materialism, status,
and self-concept play a role in acquisition behavior, as dis-
cussed in later chapters.

Using an Offering

After consumers acquire an offering, they use it, which
is why usage is at the very core of consumer behavior.®
Whether and why we use certain products can symbolize
something about who we are, what we value, and what we
believe. The products we use on Thanksgiving (e.g., mak-
ing desserts from scratch or buying them in a bakery) may
symbolize the event’s significance and how we feel about
our guests. The music we enjoy (Lady Gaga or Mark Ron-
son) and the jewelry we wear (nose rings or engagement
rings) can also symbolize who we are and how we feel.
Moreover, marketers must be sensitive to when consum-
ers are likely to use a product,” whether they find it effec-
tive,' whether they control their consumption of it,!! and
how they react after using it—do they spread positive or
negative word-of-mouth reviews about a new movie, for
instance?!?

Disposing of an Offering
Disposition, how consumers get rid of an offering they
have previously acquired, can have important implica-
tions for marketers.!* Consumers can give away their used
possessions, sell them on eBay or on consignment to vin-
tage stores, rent them via sharing websites, or lend them
to others. As discussed in detail in Chapter 17,
environmental concerns are growing among
consumers and marketers. Eco-minded consum-
ers often seek out biodegradable products made
from recycled materials or choose goods that do
not pollute when disposed of (see Exhibit 1.2).
Municipalities are also interested in how to moti-
vate earth-friendly disposition.!> Marketers see
profit opportunities in addressing disposition
concerns. TerraCycle, for example, markets tote
bags, pencil cases, and other products made from

Acquisition The
process by which a
consumer comes to
own an offering.

14 Usage The process by
which a consumer uses
an offering.

Disposition The
process by which a
consumer discards an
offering.

Timberland Earthkeepers.
Lightweight. Organic. Recycled.
Worship the ground you walk on.

4 Timberfand Vake it better

Exhibit 1.2 P Disposition
Consumers dispose of old products they acquired in a number
of ways, oftentimes through recycling or vintage shops.

used packaging and recycled materials. In North and
South America, Europe, and the Baltic, the company part-
ners with firms such as PepsiCo to collect mountains of
discarded packaging and turn them into usable products
for sale.'®

Managing Money and Making Financial
Decisions
How do consumers make financial decisions before,
during, and after acquiring an offering? What are their
attitudes toward money and prices? These topics are the
focus of much study because consumers don’t always do
a good job of managing money. For example, consumers
generally know how to budget and plan for ordinary pur-
chases, but they tend to underestimate spending on out-
of-the-ordinary purchases and, in particular, spend more
than anticipated on individual purchases.!” On
the other hand, consumers do adjust their bud-
gets in some situations. For example, perhaps
because the price of gas is very salient (with
prices displayed on store signs and discussed in
the news), when gas prices rise, consumers do
tend to shop less frequently, switch to one-stop
shopping at low-price retail establishments, and
reduce overall spending to compensate.!
Consumer behavior also affects decisions
about managing debt. For instance, consumers
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CHAPTER 1 | UNDERSTANDING CONSUMER BEHAVIOR 7

are likely to make higher repayments when credit card
statements make no mention of a mandatory minimum
monthly repayment.!® Another study found that con-
sumers who close a credit account are more likely to be
successful at eliminating their debt, because taking this
step motivates them to persist in pursuit of their goal.?
When consumers feel powerful and in control of their
resources, they will put more money in the bank in order
to maintain that state of power.?!

1-1c CONSUMER BEHAVIOR IS A
DYNAMIC PROCESS

The sequence of acquisition, consumption, and disposi-
tion can occur over time in a dynamic order—hours, days,
weeks, months, or years, as shown in Exhibit 1.1. To illus-
trate, 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 junking it. 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 con-
sumer’s disposition decision to other consumers’ acqui-
sition decisions. When consumers buy used cars, they
are buying cars that others have disposed of. From eBay’s
online auctions to Goodwill Industries’ secondhand
clothing stores, from consignment shops to used books
sold online, many businesses exist to link one consumer’s
disposition behavior with another’s acquisition behavior.
Environmental attitudes and actions are changing, which
means marketers must take into account consumers’ goals
and priorities, perceptions of brands, and internal pro-
cesses when planning marketing efforts.

Broader changes in consumer behavior occur over time,
as well. Fifty years ago, consumers had far fewer brand
choices and were exposed to fewer marketing messages. In
contrast, today’s consumers (particularly millennials) 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. Later chapters examine these
influences in more detail. Consumers can also work with
marketers or with each other to collaboratively create new
products.?? For example, thousands of consumers partic-
ipate when Mountain Dew uses crowdsourcing to request
ideas for new soft-drink flavors, product logos, and ads.?

1-1d CONSUMER BEHAVIOR CAN
INVOLVE MANY PEOPLE

Consumer behavior does not necessarily reflect the action
of a single individual. A group of friends, a few coworkers,
or an entire family may plan a birthday party or decide
where to have lunch, exchanging ideas in person, on the

phone, via social media, or by e-mail or text message.
Moreover, the individuals engaging in consumer behavior
can take on one or more roles. In the case of a car pur-
chase, 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 influ-
encer 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 BEHAVIOR INVOLVES
MANY DECISIONS

Consumer behavior also involves understanding whether,
why, when, where, how, how much, how often, and for
how long consumers will buy, use, or dispose of an offer-
ing (look back at Exhibit 1.1).

1-1e

Whether to Acquire/Use/Dispose of an
Offering

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

They may need to decide whether to order a pizza,
clean out a closet, or download a movie. Some consum-
ers collect items, for example, a practice that has created
a huge market for buying, selling, transporting, storing,
and insuring collectible items.?* Decisions about whether
to acquire, use, or dispose of an offering are often related
to personal goals, safety concerns, or a desire to reduce
economic, social, or psychological risk. However, such
decisions can also be affected by subtle cues in our envi-
ronment. Did you know that the mere act of hand washing
can affect people’s decisions to relinquish their own pos-
sessions??® Also, simply entering a lottery can undermine
someone’s self-control—making a person more likely, for
example, to give in to indulgent purchases.?” Self-control
is an important factor in many consumer behavior situa-
tions, as you'll see in later chapters.

What Offering to Acquire/Use/Dispose Of
Consumers make decisions every day about what to buy;
in fact, U.S. consumers spend an average of about $90 per
day on goods and services in a typical month.?® In some
cases, we make choices among product or service catego-
ries such as buying food versus downloading new music.
In other cases, we choose between brands such as whether
to buy an Apple iPhone or a Samsung Galaxy phone. Our
choices multiply daily as marketers introduce new prod-
ucts, sizes, and packages. Exhibit 1.3 shows how much,
on average, U.S. consumers spend for major categories of
goods and services every year.
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Average annual
ltem expenditure by consumers
Housing $17,148
Transportation 9,004
Food 6,602
Personal insurance, pensions 5,528
Health care 3,631
Entertainment 2,482
Cash contributions 1,834
Clothing and services 1,604
All other expenditures 3,267
TOTAL $51,100

Source: Adapted from “Consumer Expenditures—2013,” Economic
News Release, September 9, 2014, U.S. Department of Labor, U.S.
' Bureau of Labor Statistics, Table A, www.bls.gov.

m“ 1.3 P Average Annual U.S. Consumer
Spending, By Category

On average, U.S. consumers spend more for basics like
housing, transportation, and food than for other categories of
expenditures.

Why Acquire/Use/Dispose of an Offering
Consumption can occur for a number of reasons. Among
the most important reasons, as you will see later, are the
ways in which an offering meets someone’s needs, val-
ues, or goals. Some consumers acquire tattoos as a form
of self-expression, to fit into a group, or to express their
feelings about someone or something. Taking the self-
expression of tattoos into the automotive arena, 3M makes
a series of vinyl wrap “tattoos” for car owners to use in
personalizing the look of their vehicles.?’ Acquisition may
be related to a consumer’s attitudes toward money, mate-
rialism, status, emotions, and self-control, as discussed in
other chapters.

Sometimes our reasons for using an offering are filled
with conflict, which leads to some difficult consumption
decisions. Teenagers may smoke cigarettes or e-cigarettes,
even though they know it is harmful, because they think
smoking will help them gain acceptance. Some consum-
ers may be unable to stop acquiring, using, or disposing
of products. They may be physically addicted to products
such as cigarettes, or they may have a compulsion to eat,
gamble, or buy.

Why an Offering Is Not Acquired/Used/
Disposed Of

Marketers also try to understand why consumers do
not acquire, use, or dispose of an offering. For exam-
ple, consumers may delay buying a particular consumer

electronics product because they believe that the prod-
uct will soon be outdated or that some firms will leave
this market, leaving them without after-sale support or
service. At times, consumers who want to acquire or con-
sume an offering are unable to do so because what they
want is unavailable. Ethics and social responsibility can
also play a role. Some consumers may want to avoid prod-
ucts made in factories with questionable labor practices
or avoid movies downloaded, copied, and shared without
permission.*® This is why transparency is increasingly of
concern when consumers want to know what a brand or
company stands for.

How to Acquire/Use/Dispose of an Offering
Marketers gain a lot of insight by understanding how con-
sumers acquire, consume, and dispose of an offering.

Ways of Acquiring an Offering

How do consumers decide whether to acquire an offer-
ing in a store or mall, online, or at an auction?*! How do
they decide whether to pay with cash, a check, a debit
card, a credit card, an electronic system such as PayPal,
or a “mobile wallet” smartphone payment app such as

Acquisition

Method Description

Buying Buying is a common acquisition method used
for many offerings.

Trading Consumers might receive a good or service as
part of a trade.

Renting or Instead of buying, consumers rent or lease

leasing cars, furniture, vacation homes, and more.

Bartering Consumers (and businesses) can exchange
goods or services without having money
change hands.

Gifting Each society has many gift-giving occasions as
well as informal or formal rules dictating how
gifts are to be given, what is an appropriate
gift, and how to respond to a gift.

Finding Consumers sometimes find goods that others
have lost (hats left on a bus) or thrown away.

Stealing Because various offerings can be acquired
through theft, marketers have developed
products to deter this acquisition method, such
as alarms to deter car theft.

Stealing Another method of acquisition is by sharing or

borrowing. Some types of “sharing” are illegal
and border on theft, as when consumers copy
and share movies.

Exhibit 1.4 P Eight Ways to Acquire an
Offering

There are many ways that consumers can acquire an offering.
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Apple Pay?*? These examples relate to consumers’ buy-
ing decisions, but Exhibit 1.4 shows that consumers can
acquire an offering in other ways. As the cost of cars and
car insurance rises, some consumers are choosing not to
buy cars, but to instead use services like Zipcar or Uber.*?

Ways of Using an Offering
In addition to understanding how consumers acquire an
offering, marketers want to know how consumers use an
offering. For obvious reasons, marketers want to ensure
that their offering is used correctly. Improper usage of
offerings like cough medicine or alcohol can create health
and safety problems.** Because consumers may ignore label
warnings and directions on potentially dangerous products,
marketers who want to make warnings more effective have
to understand how consumers process label information.
Using an offering can include what we use with the
offering (e.g., chips with salsa) as well as how we store
and organize the items in our homes. Some interesting
research suggests that we like to have things organized in
our homes because we feel less anxiety and a greater sense
of control over our lives when things are structured.®
Notably though what seems organized to one person may
seem messy to another. Whereas you might think about
the items in your room in finely grained categories (e.g.,
black shirts are different from white shirts, and pants,
shoes, and belts are in a different categories altogether),
your roommate might have broader categories for think-
ing of items in their closet (they’re all just “my clothes”).
You may think her closet is messy; your roommate may
think the organization of her closet is perfectly fine.*

Ways of Disposing of an Offering

Sometimes nothing but the packaging remains of an offer-
ing (such as food) after it has been consumed. This leaves
only a decision about whether to recycle or not, and how.
Consumers who want to dispose of a tangible product
have several options:*’

Find a new use for it. Using an old toothbrush to clean
rust from tools or making shorts out of an old pair
of jeans shows how consumers can continue using an
item instead of disposing of it.

Get rid of it temporarily. Renting or lending an item is
one way of getting rid of it temporarily.

Get rid of it permanently. Throwing away an item,
sending it to a recycling center, trading it, giving it
away, or selling it are all ways to get rid of it perma-
nently. However, some consumers refuse to throw
away things that they regard as special, even if the
items no longer serve a functional purpose.

When to Acquire/Use/Dispose of an Offering

The timing of consumer behavior can depend on many
factors, including our perceptions of and attitudes toward
time itself. Consumers may think in terms of whether it is

“time for me” or “time for others” and whether acquiring
or using an offering is planned or spontaneous.* In cold
weather, our tendency to rent movies, call for a tow truck,
or shop for clothes is greatly enhanced. At the same time,
we are less likely to eat ice cream, shop for a car, or look
for a new home during cold weather. Time of day influ-
ences many consumption decisions, which is why Panera
Bread is adding drive-throughs to accommodate breakfast
customers in a hurry and McDonald’s now serves break-
fast all day, every day.*

Our need for variety can affect when we acquire, use,
or dispose of an offering. We may decide not to eat a
sandwich for lunch today if we have already had it every
other day this week. Transitions such as graduation, birth,
retirement, and death also affect when we acquire, use,
and dispose of offerings. For instance, we buy wedding
rings when we get married. When we consume can be
affected by traditions influenced by our families, our cul-
ture, and the area in which we live.

Decisions about when to acquire or use an offering are
also affected by knowing when others might or might not
be buying or using it. Thus, we might choose to go to the
gym when we know that others will not be doing so. In
addition, we may wait to buy until we know something
will be on sale; even if we have to line up to buy something
popular, we are likely to continue waiting if we see many
people joining the line behind us.*® Also, waiting to con-
sume a pleasurable product such as candy increases our
enjoyment of its consumption, even though we may be
frustrated by having to wait.*!

Another decision is when to acquire a new, improved
version of a product we already own. This can be a diffi-
cult decision when the current model still works well or
has sentimental value. However, marketers may be able to
affect whether and when consumers buy upgrades by pro-
viding economic incentives for replacing older products.*?

Even the first letter of our last name can impact when
we acquire products. If your last name begins with a let-
ter that’s later in the alphabet (i.e., W, X, Y, or Z) you may
be faster in buying the product than consumers whose
last name begins with a letter that’s in the beginning of
the alphabet. Why? One reason is that as a kid you were
always last when lines or roll calls were alphabetical. If
you've learned to wait, you may develop a desire not to
wait, which leads to buying more quickly.*?

Where to Acquire/Use/Dispose of an Offering
In addition to acquisition decisions, consumers also make
decisions about where to consume various products. For
example, the need for privacy motivates consumers to
stay home when using products that determine whether
they are ovulating or pregnant. On the other hand, wire-
less connections allow consumers in public places to make
phone calls, post messages and photos to social media
sites, play computer games, and download photos or
music from anywhere in the world.





