o/ o

absolute threshold, sensory
overload, 97-98
abusiveness, misbehavior, 16
acceptance to change,
attitudes, 303-305
accommodative decisions,
family members, 165
achievability, product
definition, 50-51
acknowledgement, customer
satisfaction, 327
acquaintances, product
information source, 32
active information search,
decision-making process,
31-32
actors, celebrity presentations,
181
actual self
defined, 337
lifestyle influence, 14
reinforcing, 120-121
self-concept dimension, 117
actual state, needs awareness,
29
ad copy, 337
adaptability evaluation,
product strategy, 49,
54-55
adaptability, household
structures, 165
addictive consumption,
misbehaviors, 192-193
adjustment function, internal
assessment, 104
adolescents, differential
association, 191
advertisements
culture jamming, 187
external needs stimulus, 30
reward power, 174
advertising
allowance, 337
billboards, 294
budget, 337
deceptive, 266-267

Index

effectiveness determination,
201
emotional links, 76-78
Internet, 295-298
phone book, 292-293
plan, 337
product information
source, 32
promotion strategy, 55-58
radio, 293-294
research, 337
social media, 298-299
television, 292
affective choice,
decision-making
element, 33
affiliate, 337
affiliate marketing, 338
affiliate marketing
partnerships, advertising
pros/cons, 297-298
African American consumers,
138
age
household structure
purchasing factor, 152
subculture group, 139-140
agreements, consensual
decisions, 165
AlO (activities,
interest, opinions),
psychographics, 122
AlO (Attitude, Interest,
Opinion) surveys,
psychological bases, 231
alternative products, decision-
making process, 33-35
alumni organizations, 168
American Marketing
Association (AMA), code
of ethics, 269-270
anomie, unfulfilled aspirations,
190
appearance, lifestyle
characteristic, 125
approach-approach conflict,
consumer motivation,
81-82

approach-avoidance conflict,
consumer motivation, 82
artificial needs, ethical
marketing, 269
Asian American consumers,
138
aspirational groups, nature of
association, 176
associations, reshaping
negative attitudes, 110
associative groups, nature of
association, 176
attention, loyalty quality, 322
attentive listening, customer
satisfaction, 328
attitude internalization, group
reaction, 171-172
attitude measurement,
inconsistency factor, 107
attitude-based choice,
decision-making element,
33-34
attitudes. See also consumer
attitudes
category-specific dimension,
237
defined, 338
group members, 178
internal influence, 13
internal purchasing factor,
10, 12
attitude-toward-ad model, 103
attraction, group strength
factor, 175-177
attractiveness
group strength assessment,
179
group strength factor,
176-177
product adaptability factor,
54
attribute choice,
decision-making
element, 34
aversion to change, new
product failure reason,
301-302
avoidance-avoidance conflict,
consumer motivation, 81
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baby boomers, group
characteristics, 139
bachelor stage, 155
bad checks, misbehaviors, 184
bait-and-switch, unethical
product promotion, 263
bank accounts, consumer
fraud, 186-187
banner ad, 338
basic needs, motivation factor,
72
behavior base, market
segmentation, 232
behaviors, consumer
intentions, 99-101
beliefs
consumer attitude, 100-101
cultural, 136-137
culture transmission, 145
lifestyle characteristic, 125
reshaping negative attitudes,
110-111
self-concept perceptions, 119
benefits
product description, 48-49,
53-54
versus features, 276
billboards
advertising media, 57-58
advertising pros/cons, 294
culture jamming, 187
birthday specials, customer
satisfaction, 330
birthdays, cultural
communications, 147
brainstorming, product naming
strategy, 51-52
brand awareness,
group appeal
strategy, 180
brand comparisons, attribute
choice, 34
brand familiarity, category-
specific dimension, 237
brand, 338
branding, product name, 48
break-even point, pricing
strategy, 62-63
break-even unit, 62—-63
broadcast advertising,
promotion
strategy, 56
brochures, marketing
collateral, 56
Buddhism, 139
bundling, pricing perk, 61,
64-65

business groups, formal group,
168
business ideas, market
research result, 201
business markets, category-
specific dimensions,
238-239
business publications,
secondary data source,
212
business-to-business (B2B)
marketing
buying process complexity,
332
decision maker identification,
333
defined, 338
market size, 332
negotiations, 335
product distribution, 334
purchase motivations, 334
rational decision making, 333
sales cycle duration, 333
thirst for knowledge, 334
value of sales, 331-332
businesses
consumer behavior
evaluation, 10-11
loyalty, 317-318
social responsibility, 268
business-to-consumer (B2C)
marketing, 338
buyer profiles, market
segmentation, 239-240
buyer
household role, 151
primary research data, 213
buyer’s remorse, purchase
regret, 39
buying power, lifestyle factor,
128, 131
buying process, B2B
marketing, 332
buying situation, business
market dimension, 238
buying value, product
evaluation, 35

oo

cards, follow-up evaluation, 41
case studies
customer trust building, 291
primary research data, 213
cash discounts, pricing
strategy, 64
cash, payment options, 62

causal research, market
research classification,
207
cause associations, reshaping
negative attitudes, 110
cause-and-effect relationships,
causal research, 207
celebrities, group appeal
strategy, 180-181
channel of distribution, 338
check fraud, misbehaviors, 184
checks, payment options, 61
children
ethical marketing practices,
267
household structure variable,
152-153
Children’s Television Act of
1990, 267
choice processes, decision-
making, 33-34
civic rituals, cultural
communications, 147
clarity
group strength assessment,
179
marketing objectives, 44
self-concept perceptions, 118
clique, primary group, 168
club, secondary group, 168
code of ethics, American
Marketing Association
(AMA), 269-270
cognitive dissonance,
consumer purchase
reaction, 39-40
cognitive organization,
perception stage, 86-87,
91-92
cohesion, household
structures, 165
cohort analysis,
cross-sectional
studies, 207
collective commitment, culture
function, 141
colors
product evaluation element,
33
vision stimuli, 88
comfort zones, self-concept
perceptions, 119
commercial sources,
information gathering, 32
commitment, group strength
factor, 176-177
committed loyalty, customer
type, 318-319
common man, group appeal
strategy, 180-181
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communicability, product
adoption issue, 308
communicable, product
definition, 50-51
communications
household structures, 165
lifestyle characteristic, 125
loyalty building block, 321
community projects,
promotional
activity, 56
community, secondary group,
169
company policy abuse, hostile
behavior, 187
company positioning,
consumer perceptions,
272-273
comparative marketing,
positive attitude
development, 108
compatibility
product adaptability
factor, 54
product adoption issue, 308
competence, loyalty building
block, 321
competition
attitude inconsistency factor,
107
new market assessment,
254-255
unique selling proposition
(USP) positioning, 279-282
competitive advantage, market
assessment, 254
complaints, unfounded, 187
complexity
product adaptability
factor, 54
product adoption issue, 308
compliance, group reaction,
171-172
comprehension, marketing
factors, 92
compulsive buying, consumer
misbehavior, 188
compulsive consumption,
misbehavior motivation,
192-193
compulsive shopping,
consumer misbehavior,
188
computer fraud, forms, 186
concepts of perception,
stimuli, 96
conferences, promotion
strategy, 57, 58

conformation, group reaction,
171-172
confused positioning,
positioning
mistake, 283
consensual decisions, family
members, 165
conspicuous items, social class
sales, 130
consultative selling, external
needs stimulus, 30
consumer attitudes. See also
attitudes
acceptance to change,
303-305
attitude models, 103
aversion to change failure,
301-302
beliefs, 100-101
change factors, 102-103
defined, 100
external influences, 103,
105-106
feelings, 100-101
formation factors, 103
inconsistency factors,
106-107
intentions, 99-101
internal assessment, 103-105
lifestyle characteristic, 125
positive marketing
approaches, 108
product adoption issues,
307-309
purchase factors, 102
reshaping negative attitudes,
108-111
consumer base, market
assessment, 251-252
consumer behavior, 338
Consumer Bill of Rights,
265-266
consumer knowledge,
information
source, 247
consumer markets, category-
specific dimensions,
237-238
consumer misbehavior. See
also misbehaviors
abusiveness, 16
defined, 338
fraud, 16
shoplifting, 16
consumer tendencies, new
market assessment, 256
contacts, primary research
data, 213

contests, promotional
activity, 56
contractualism, moral belief
component, 193
contrast, structural stimuli, 90
convenience, motivation
factor 72
convenience products, cultural
shift, 142
conversations, external needs
stimulus, 30
cool colors, vision stimuli, 11
core market
customer needs
identification, 234-235
defined, 338
profiler bases, 228-232
segmentation qualifiers,
232-233
submarket segmentation,
235-236
submarketing decisions, 224
success evaluation, 233-234
cost efficiency, 338
cost of change loyalty,
customer type, 319
cost per inquiry, 338
cost per rating point (CPP),
339
cost per thousand (CPM), 339
cost/reward evaluation, new
market opportunity,
253-256
cost-based pricing, versus
value-based pricing, 60
coupons, promotional
activity, 56
creative strategy, 339
credibility, group strength
assessment, 179
credible sources, positive
attitude marketing, 108
credit card theft, consumer
fraud, 186-187
credit cards, payment
options, 61
cross-sectional studies,
descriptive research, 207
cultural beliefs, external
purchasing factor, 10, 12
cultural identity, 10. See also
identity
culture
acquisition methods, 143-144
age, 139-140
beliefs, 136-137, 145
consumer behavior impacts,
141
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culture (continued)
consumption choice
validation, 143
defined, 339
ethnicity, 137-138
external influences, 14-15
functions, 141
gender, 139-140
imitation, 144
impulsive purchase impact,
141-142
information gathering,
146-147
instruction, 144
internalization, 145
language, 147
learning forms, 144
lifestyle factor, 124-126, 129
marketing appeals, 147-148
material object expressions,
141
nationality, 137-138
norms, 136-137, 144-145
observation, 144
planned purchase impact,
141-142
product success/failure
factors, 143
reinforcement, 144
religion, 138-139, 142
rituals, 147
self-concept development,
118
spontaneous manifestation,
145
standard of excellence within
its society, 135
subcultures, 137-140
symbols, 147
uncertainty avoidance, 140
understanding cultural shifts,
142
values, 136-137, 145
way of life, 136
culture jamming,
misbehaviors, 187
curiosity, positive attitude
marketing, 108
customer attention
action-inspiring message,
288-289
case studies, 291
education messages, 289-290
outlet selection suggestions,
299-300
stimuli, 288
testimonials, 290-291
third-party reviews, 290

customer base, market
research advantage, 201
customer loyalty. See also
loyalty
attention, 322
cards/programs, 323-324
communications, 321
competence, 321
equity, 321
expertise, 322
flexibility, 322
foundations, 321-323
friendliness, 322
identities, 318-319
importance to businesses,
317-318
initial purchase psychology,
320-321
orientation, 321
patience, 322
personalization, 321
predisposition, 324
superiority, 322
trust, 321
versus repeat buying,
316-317
customer needs
identification, 234-235
segmentation variable, 226
customer satisfaction. See also
satisfaction
attentive listening, 328
birthday specials, 330
e-newsletters, 329
follow-ups, 328
greetings, 327
online presence, 329
purchase experience,
329-330
special events, 330
surveys, 328
volunteering, 330
customer service
competition positioning, 281
value assessment factor, 35,
38,94
customer support, value
assessment factor, 94

o e

DAGMAR (Defining Advertising
Goals for Measured
Advertising Results), 339

data gathering, market
research, 204, 210-218

dealers, product information
source, 32

debit cards, payment options,
61
deceptive advertising, 339
deceptive marketing, ethical
issues, 266-267
deceptive practices, consumer
fraud, 186-187
decider, household role, 151
decision maker, B2B
marketing, 333
decision-making process
choice processes, 33-34
evaluation phase, 33-35
high-involvement purchases,
34-35
low-involvement purchases,
34-35
needs recognition, 28-30
post-purchase evaluation,
38-41
solution search, 30-32
value assessment, 35-38
decline, product life cycle, 306,
313-314
deferred payment, payment
options, 61
deficient products, ethical
marketing, 263
Defining Advertising Goals for
Measured Advertising
Results (DAGMAR), 339
delivery
decision-making element, 36
value assessment factor, 95
demand competition, attitude
inconsistency, 107
demographic base, market
segmentation, 229-230
demographics, 339
demonstrations, product
benefit proof, 80
deontological evaluation,
moral beliefs, 193
depression, nonexpressed
emotion, 75
descriptive data analysis,
market research, 220-221
descriptive function, market
research role, 200
descriptive research, market
research classification,
206-207
design plans, market research
element, 204-210
desirable products, ethical
marketing, 263
desire for reward, group
influence, 175



desired state, needs
awareness, 29
desires, decision-making
process, 28-30
determining dimensions,
market segmentation, 237
diagnostic function, market
research role, 200
differential association,
misbehavior
motivation, 191
differential threshold, sensory
overload, 97-98
Digg, social media marketing,
298-299
direct channels, product
distribution, 46
direct mail
defined, 339
placement strategy, 67
promotion strategy, 56
direct marketing, 339
direct sales, placement
strategy, 65
disagreements,
accommodative
decisions, 165
discomfort, emotional state, 76
discounts
loyalty cards, 323-324
pricing perk, 61, 64
discretionary income, 152-153,
164
disillusionment, misbehavior
motivation, 191
disposable income
household structure variable,
152-153, 164
lifestyle factor, 123, 129
disposer, household role, 151
dissatisfaction, emotional
state, 76
dissatisfied customers, post-
purchase evaluations,
38-41
dissociative groups, nature of
association, 176
distortion, concept of
perception, 96
distribution. See also
placement strategy
B2B marketing, 334
new market assessment, 256
distribution channels,
placement strategy, 46,
66-67
divisibility, product adoption
issue, 308
double talk, rationalizing
emotions, 75

doubtful positioning, 283
downloads
computer fraud, 186
opportunism, 192
dress, lifestyle characteristic,
125
drunkenness, hostile behavior,
187
durability, product evaluation,
33
durable products, newly
married couples, 155-156

oF o

early adopters, target
category, 309-310
early information, product
comprehension, 92
early majority, target category,
309, 311
eating habits, lifestyle
characteristic, 125
editorial media, 32
education
customer attention
messages, 289-290
marketing plan element,
18, 20
new product acceptance,
20-21
publications, 57
reshaping negative
attitudes, 111
educational institutions, belief/
value transmission, 145
ego function, internal
assessment, 104-105
ego, motivation factor 72
elderly consumers, group
characteristics, 140
electronic materials
computer fraud, 186
opportunism, 192
e-mail, follow-up evaluation, 41
emotional arousal, purchasing
factor, 75
emotions
consumer feelings, 100-101
defined, 339
discomfort, 76
dissatisfaction, 76
double talk, 75
expressed, 75
fear, 79-81
identifying, 79-80
it feels right factor, 33
internal influence, 12-13
internal purchasing factor, 10

marketing activities, 76-78
marketing tactics, 80-81
misbehavior motivation,
190-191
motivation role, 74-78
nonexpressed, 75
positive attitude marketing,
108
product benefit awareness,
77-78
product name strategy, 51
purchasing behavior role,
75-76
satisfaction, 76
self-concept perceptions, 120
tension, 76
employment, household
structure purchasing
factor, 152-153
empty nest I, 157
empty nest II, 157
endorsements, celebrity
appeals, 181
endowment effect, gain/loss
factor, 305
end-users, primary research
data, 213
e-newsletters, customer
satisfaction building, 329
equity, loyalty building block,
321
ethical marketing
American Marketing
Association (AMA),
269-270
artificial needs, 268
children, 267
Children’s Television Act of
1990, 267
Consumer Bill of Rights,
265-266
deceptive marketing, 266-267
development guidelines,
269-270
fluidity issues, 260-261
marketers, 264-269
placement, 264
planned obsolescence, 268
pricing, 262
products, 263
promotion, 263
puffery, 267
social responsibility, 268
standards/communication
approach, 259
unethical behavior effects,
261-262
versus actual laws, 261
ethnicity, 137-138
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event associations, reshaping
negative attitudes, 110
examination, product
information
source, 32
excess change, immoral
behavior, 184, 189
excitement, expressed
emotion, 75
executives, group appeal
strategy, 180-181
expectations, post-purchase
evaluations, 38-39
experiences
external influence, 106
self-concept perceptions, 118
experiential sources,
information gathering, 32
experimentation, primary
research method, 214
expert power, group influence,
174
expertise
group strength assessment,
179
loyalty quality, 322
experts, group appeal strategy,
180-181
exploratory research, market
classification, 206
exposure, concept of
perception, 96
extended family, 150
external influences
consumer attitudes, 103,
105-106
cultures, 14-15
groups, 15
household structures, 15-16
subcultures, 14-15
external point of view, market
assessment, 251-252
external sources, secondary
data, 211-212
external stimuli, need/desire
triggers, 29-30
external threats, market
research identification,
202

ofFe

Facebook, social media
marketing, 298-299

failure, self-concept
perceptions, 119

fair market pricing, market
research, 203

fairness, moral belief
component, 193
fairs, promotional activity, 56
family
defined, 150
informal group, 168
product information source,
32
family dynamics, household
structures, 164-166
family households,
relationships, 150
family life
belief/value transmission, 145
cultural influence, 144
family of orientation, 150
family of procreation, 150
favorite teams, symbolic
groups, 169
fear, emotional motivator,
79-81
fear of punishment, group
influence, 175
features
product description, 49,
53-54
versus benefits, 276
Federal Communications
Commission (FCC), 339
Federal Trade Commission
(FTC), 339
feedback, information source,
247
feel (touch), sensory stimuli,
89
feelings
consumer attitude
component, 100-101
misbehavior motivation,
190-191
reshaping negative attitudes,
110
festivals
cultural communications, 147
promotional activity, 56
field tests, primary research
data, 213
final pricing, distribution
channel factor, 67
financing, payment options, 61
first impressions, information
interpretation, 92
fixed costs, break-even point
factor, 63
fixed-sum-per-unit method, 340
flat rate, 340
flexibility, loyalty quality, 322
flyers, marketing collateral, 56

focus
competition positioning, 281
market segmentation
advantage, 224
focus group interview, 340
focus groups
cultural information
gathering, 146
primary research data,
213-214
follow-ups
customer satisfaction, 328
post-purchase evaluation,
40-41
foods, lifestyle characteristic,
125
foreign countries, product
name translations, 48
formal groups, types, 168
formal learning, cultural
conditioning, 144
formulas
break-even point, 63
market segmentation
estimation, 241-243
positioning statement, 285
product description, 52
four Ps
defined, 340
marketing strategy
components, 45-46
fraud
bad checks, 184
computer activities, 186
consumer misbehavior, 16
consumer scams, 186-187
free trials
group conformity strategy,
180
product benefit proof, 80
frequency of contact, group
strength factor, 176
friendliness, loyalty quality,
322
friends
external needs stimulus, 30
product information source,
32
frustration, misbehavior
motivation, 192
full nest I, 156
full nest II, 156
full nest III, 156
full-service marketing research
firms, primary research,
213
fun, motivation factor, 72
functionality, product
description, 49, 53-54
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functions
culture, 141
internal assessment, 104-105
market research, 200
reshaping negative attitudes,
110
Fundamentalist Christianity,
139

oG o

gangs
differential association, 191
secondary group, 169
gatekeeper, household role,
151
gay households, market
trends, 159
gender roles, household
structures, 161-163
gender, 139-140
generation X, 139
generation Y, 140
geographic base, market
segmentation, 231
geographic location
business market dimension,
238
category-specific dimension,
238
getting back, misbehavior
motivation, 191
gift giving, household
structures, 159
giveaways, promotional
activity, 56
go low strategy, value-based
pricing, 61
goal clarity, group strength
assessment, 179
goals
emotional arousal, 75
market research use, 202
marketing objectives, 43-44
pricing strategy, 63-64
greetings, customer
satisfaction
building, 327
grooming, cultural
communications, 147
group acceptance, purchasing
reason, 10, 12
group associations
external purchasing factor,
10, 12
reshaping negative attitudes,
110

groups

actors, 181

attitude internalization,
171-172

attractiveness, 176-177, 179

clarity, 179

clique, 168

club, 168

collective decision influence,
169-170

community, 169

compliance, 171-172

conformation, 171-172

conformity encouragement
steps, 180-181

core characteristics, 178-179

credibility, 179

defined, 340

desire for reward, 175

desire fulfillment, 177

differential association, 191

endorsements, 181

expertise, 179

external influences, 15

fear of punishment, 175

formal, 168

free trials, 180

frequency of contact, 176

gang, 169

household, 168

individual decision influence,
169-170

informal, 168

informational influence, 170

members’ attraction/
commitment, 175-177

mob, 169

nature of association, 176

needs fulfillment, 177

normative influence, 170

opinion leader, 180-182

past success, 179

peer, 168

primary, 168

product samplings, 180

secondary, 168-169

self-concept protection, 175

self-image protection, 175

social acceptance desire, 175

social power, 174

squad, 169

strength determinates,
175-177

symbolic, 169

team, 169

testimonials, 181

value-expressive influence,
170-171

word-of-mouth information
exchange, 173
growth, product life cycle, 306,
313
gym memberships, cultural
shift, 142

o H o

habitual loyalty, customer
type, 319

hackers, computer fraud, 186

halo effect, information
interpretation, 93

handling, product information
source, 32

happiness, expressed emotion,
75

health club memberships,
cultural shift, 142
health-related activities,
cultural shift, 142
heightened attention, solution
search element, 31-32
high-involvement purchase,
340
high-involvement purchases,
in-depth evaluation
process, 34-35
Hispanic consumers, 138
holidays, cultural
communications, 147
home life, cultural influence,
144
hostile behaviors, types, 187
household, primary group, 168
household structures
accommodative decisions,
165
buyer, 151
consensual decisions, 165
decider, 151
discretionary income, 164
disposable income, 164
disposer, 151
empty nest I, 157
empty nest II, 157
external influences, 15-16
external purchasing factor,
10, 12
family disagreement factors,
164-166
family dynamics, 164-166
family groupings, 149-150
family household, 150
full nest I, 156
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household structures (continued)
full nest II, 156
full nest III, 156
gatekeeper, 151
gay/lesbian trends, 159
gender roles, 161-163
gift-giving rituals, 159
income assessment, 164
influencer, 151
logistical factors, 165-166
maintainer, 151
marital trends, 158
married with no children,
160-161
multiple-role players, 151
newly married couples,
155-156
nonfamily household, 150
older singles, 161
pets as family members, 150
preparer, 151
purchasing behavior factors,
152
real income, 164
retired solitary survivor, 157
single family trends, 158-159
single parents, 160
social factors, 166
solitary survivor, 157
target market identification,
153-154
user, 151
variables, 152-153
young singles, 155
housekeeping, cultural
communications, 147
human deviance,
misbehaviors, 184
human sensitivity, gain/loss
factor, 304

o]e

ideal self
defined, 340
identity, 117, 121
lifestyle influence, 14
reinforcing, 121
self-concept dimension, 117
ideas, external influence, 105
identity. See also cultural
identity
actual self, 116
actual self reinforcement,
120-121
culture development,
118, 141
ideal self, 117, 121

lifestyles, 113-115, 123-128
marketing plan success
factor, 116
private self, 117, 121
psychographics, 122
public self, 117, 121-122
purchasing behavior results,
114-115
received message
development, 117
self-concepts, 113-115,
118-120
social comparisons, 118
identity theft
computer fraud, 186
consumer fraud, 186-187
statistics, 184
illegal downloads
computer fraud, 186
opportunism, 192
imitation, cultural conditioning
phase, 144
impulsive purchases, cultural
impact, 141-142
incentivized loyalty, customer
type, 319
income
category-specific dimension,
238
household structure variable,
152-153, 164
lifestyle factor, 123, 129
indirect channels, product
distribution, 46
indirect sales, placement
strategy, 66
inferential data analysis,
market research, 221-222
influencer, household role, 151
informal groups, types, 168
informal learning, cultural
conditioning, 144
information gathering, cultural
factors, 146-147
information power, group
influence, 174
informational influence, group
decisions, 170
initial profit strategy, cost-
based pricing, 60
initial purchase, customer
loyalty psychology,
320-321
innovators, target category,
309-310
insecurity, nonexpressed
emotion, 75

in-store payment plans,
payment options, 61
instruction, cultural
conditioning
phase, 144
insurance claims, consumer
fraud, 186-187
integrated marketing
communication (IMC), 340
integrity, marketing plan
element, 19
intensity, structural stimuli,
89-90
intentions
consumer attitude
component, 99-101
self-concept perceptions, 120
internal assessment, consumer
attitudes, 103-105
internal conflict
consumer motivation
resolution, 81-82
reshaping negative attitudes,
110
internal influences
attitudes, 13
decision-making elements,
12-14
emotions, 12-13
lifestyles, 14
motivation, 12-13
perceptions, 13
self-concept, 14
internal point of view, market
assessment, 251-252
internal sources, secondary
data, 211-212
internal stimuli, need/desire
triggers, 29-30
internalization
cultural conditioning phase,
145
group reaction, 171-172
Internet
advertising pros/cons,
295-298
computer fraud, 186
placement strategy, 67
product information source,
32
secondary data source, 211
interpersonal needs,
household structures, 165
interpretation
market research element,
205, 221-222
perception stage, 86-87,
92-93
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interviews
cultural information
gathering, 146
primary research data, 213
introduction, product life
cycle, 306, 312-313
Islam, 138
it feels right, emotional factor,
33

o]o

Jehovah’s Witnesses, 138
joy, expressed emotion, 75

oo

key success factors, 340

knowledge function, internal
assessment, 105

knowledge quest, B2B
marketing, 334

o/ o

lack ability, attitude
inconsistency
factor, 106
lack of conscience,
misbehavior motivation,
191
laggards, target category,
310-311
language
cultural communications, 147
lifestyle characteristic, 125
large quantities, pricing goal,
63

late majority, target category,
310-311
learning ability, lifestyle
characteristic, 125
legitimate power, group
influence, 174
leisure time, cultural shift, 142
lesbian households, market
trends, 159
letters, follow-up evaluation, 41
Levitt, Theodore, marketing
myopia, 264
life cycle
new product, 20, 305-307
staged incentive offerings,
311-314
lifestyles
buying power, 128, 131
conspicuous items, 130

cultural influence, 144
culture, 124-126, 129
defined, 340
identity element, 113-115
income level, 123, 129
internal influence, 14
marital status, 124, 129
psychographics, 122
purchasing reason, 10, 12
social class, 126-127, 130
listening, customer satisfaction
building, 328
longitudinal studies,
descriptive research,
206-207
low-calorie foods, cultural
shift, 142
lower lower class, 127
lower middle class, 126-127
lower upper class, 126
low-involvement purchase
defined, 340
convenience items, 34-35
repetition stimuli, 90
loyalty. See also customer
loyalty
business market dimension,
239
committed, 318-319
cost of change, 319
habitual, 319
incentivized, 319
marketing plan element, 18,
21
monopoly, 319
loyal customers, versus
satisfied customers,
316-317
loyalty cards/programs,
323-324

ol o

magazines, media relations
campaign, 56
maintainer, household role,
151
marginal analysis, 340
marital status, household
structure, 152-153, 158
market comparisons, market
research, 202
market forecasting, product
adaptability evaluation, 49
market opportunities
consumer base assessment,
251-252
cost/reward evaluation,
253-256

information sources, 247

marketing, 247

marketplace, 246

product idea search, 249-251

product/service, 246

success evaluation, 253

unmet needs recognition,
248-249

market performance, market

research use, 202

market research

barrier lowering, 203

campaign development, 202

causal, 207

cohort analysis, 207

competition identification,
203

consumer understanding, 203

cross-sectional studies, 207

data collection, 204, 210-218

defined, 199, 341

descriptive, 206-207

descriptive data analysis,
220-221

descriptive function, 200

design planning, 204-210

diagnostic function, 200

experimental method, 214

exploratory, 206

external threat identification,
202

fair market pricing, 203

goal establishment, 202

inferential data analysis,
221-222

information source, 247

interpretation, 205, 221-222

longitudinal studies, 206-207

marketing plan development,
202

marketing strategy
element, 17

mission establishment, 202

mystery shopper, 214

niche market identification,
203

opportunity evaluations, 202

point of sale, 215

predictive function, 200

presentations, 205, 220-221

primary research, 208-210,
213-218

problem definition, 203, 205

product locations, 203

qualitative data, 207, 220-221

quantitative data, 207,
220-221
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market research (continued)
question crafting guidelines,
216-218
reports, 205, 222
sample plan, 204, 218-220
sample size, 204, 218-220
sampling errors, 219-220
secondary data sources,
211-212
secondary research, 206,
208-210
segment identification, 203
success keys, 201
target market selections, 202
third-party data gathering,
204
trend identification, 202
market segmentation. See also
segmentation
advantages, 224-225
behavior base, 232
buyer profiles, 239-240
category-specific dimensions,
237-239
core market, 224, 228-236
customer needs
identification, 234-235
defined, 223, 340
demographic base, 229-230
determining dimensions, 237
estimation formula, 241-243
geographic base, 231
predictive analysis, 239-240
processes, 227
profiler bases, 228-232
psychographic base, 230-231
qualifying dimensions, 236
size/revenue potential
estimation, 240-243
submarkets, 224, 235-236
variables, 226
market share, 341
marketability, product
definition element, 50
marketers
ethical responsibilities,
264-269
social responsibility, 268
marketing activities, emotional
links, 76-78
marketing budgets
development guidelines, 59
distribution channel
factor, 67
marketing campaigns, market
research development,
202

marketing collateral,
promotion strategy, 56, 58
marketing messages
interactive placement
methods, 295-299
traditional placement
options, 291-294
trust building, 290-291
marketing mix, 341
marketing myopia, ethical
issues, 264
marketing objectives
clarity, 44
conflict avoidance, 44
goal identification, 43-44
measurable, 44
time specific, 44
marketing outlets, selection
suggestions, 299-300
marketing plans
consumer-driven tasks, 18-19
integrity, 19
positioning statement, 19
marketing strategies
follow-up programs, 40-41
four Ps, 45-46
information source
identification, 32
loyalty building, 18, 21
market research, 17
needs identification, 30
new market opportunities,
247
new product adoption, 20-21
plan development, 19-21
post-purchase evaluation,
39-41
product evaluation
awareness, 34-35
segmentation, 17-18
unique selling proposition
(USP), 20
untapped market discovery,
18
value assessment knowledge,
37-38
marketplace
needs recognition search,
248-249
new market opportunities,
246
marketplace changes, market
research result, 201
marketplace differentiation,
pricing goal, 63
married with no children,
household structures,
160-161

marital status, lifestyle factor,
124,129
material objects, cultural
expressions, 141
materiality, 341
maturity, product life cycle,
306, 313-314
mealtimes, cultural
communications, 147
measurable, marketing
objectives, 44
media
billboards, 294
cultural influence, 144
Internet, 295-298
marketing message
placement, 291-299
outlet selection suggestions,
299-300
phone book, 292-293
product information source,
32
radio, 293-294
social media, 298-299
television, 292
media relations campaign,
promotion strategy, 56, 58
media strategy, 341
membership groups, nature of
association, 176
memory, self-concept
perceptions, 120
men, household structure
roles, 162-163
mental processes, lifestyle
characteristic, 125
metrosexual, marketing to
men, 163
microwave ovens, cultural
shift, 142
misbehaviors
addictive consumption, 192
anomie, 190
bad checks, 184
compulsion, 192-193
compulsive buying, 188
compulsive shopping, 188
computer fraud, 186
consumer fraud, 186-187
deontological evaluation, 193
derailing, 188-189
differential association, 191
excess change, 184, 189
hostility, 187
human deviance, 184
identity theft, 184
illegal versus immoral, 189
lack of learned moral
constraints, 191



material alteration/
destruction, 187
moral belief components, 193
opportunism, 192
pathological socialization,
191
policies/consequences, 195
prevention measures, 194
product misuse, 187-188
shoplifting, 184, 186
situational factors, 192
teleological evaluation, 193
thrill seeking, 190-191
unfounded complaints, 187
unfulfilled aspirations, 190
value basis, 184
versus problem behavior,
184-185
missions, market research use,
202
mistake avoidance, market
research advantage, 201
mob, secondary group, 169
money, new market
assessment, 255-256
monopoly loyalty, customer
type, 319
moral beliefs
contractualism, 193
deontological evaluation, 193
fairness, 193
misbehavior motivation, 191
relativism, 193
teleological evaluation, 194
Mormonism, 139
motivation
approach-approach conflict,
81-82
approach-avoidance conflict,
82
avoidance-avoidance conflict,
81
B2B marketing, 334
consumer fears, 79-81
convenience, 72
customer identification, 79
defined, 71, 341
emotion identification, 79-80
emotional marketing tactics,
80-81
emotion’s role, 74-78
fun, 72
internal influence, 12-13
marketing-driven, 73-74
needs, 72
negative, 73
positive, 73
security/safety, 72
self-image/ego, 72

motivation research, 341

multiattribute attitude model,
consumer attitudes, 103

multilevel marketing,
placement strategy, 66

mystery shopper, customer/
salesperson interaction,
214

o\ o

National Advertising Division
(NAD) of
the Council of Better
Business Bureaus, 341
national brand, 341
nationality, 137-138
nature of association, group
strength factor, 176
needs
artificial needs, 268
category-specific dimension,
238
market opportunity search,
248-249
motivation factor, 72
needs awareness
decision-making process, 11,
28-30
marketing plan element,
18-19
negative motivation,
described, 73
negotiations, B2B marketing,
335
neighbors, product
information source, 32
net sales, marketing budget
element, 58
newly married couples,
household structure
stage, 155-156
newsletters
customer satisfaction
building, 329
marketing collateral, 56
newspapers, media relations
campaign, 56
nonfamily households,
relationships, 150
nonprofit marketing, 341
normative influence, group
compliance, 170
norms
conditioned behaviors,
144-145
cultural rules, 136-137

defined, 341
group members, 178
lifestyle characteristic, 125
North American Industry
Classification System
(NAICS), 238
novelty, structural stimuli, 90
nuclear family, 150
number of people, household
purchasing factor, 152

o () o

objective, 341
observation
cultural conditioning phase,
144
primary research data,

214-215

older singles, household
structures, 161

online advertisements,
promotion strategy, 58

online bill pay, cultural shift,
142

online presence, customer
satisfaction building, 329

open house, customer
satisfaction building, 330

operations, market
assessment, 252

opinion leader, group appeal
strategy, 180-182

opportunism, misbehavior
motivation, 192

options, product evaluation
element, 33

organic search engines,
advertising pros/cons, 296

organization type, business
market dimension, 239

orientation, loyalty building
block, 321

outcomes, post-purchase
evaluation, 38-39

outdoor advertising,
promotion strategy, 56

outside sales force, placement
strategy, 67

oven-ready meals, cultural
shift, 142

overcrowding, misbehavior
motivation, 192

overpositioning, positioning
mistake, 283
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opPoe

packaging, product
information source, 32

pain point, unique selling
proposition (USP),
276-278

partial service market research

firms, primary research,
213
partnerships, advertising pros/
cons, 297-298
past purchase experience,
decision-making element,
36
past success, group strength
assessment, 179
pathological socialization,
misbehavior motivation,
191
patience, loyalty quality, 322
payment options, price
strategy element, 60, 62,
65
pay-per-click search engines,
advertising pros/cons, 297
peer, primary group, 168
penetrated market, 342
per inquiry, 342
perceived risk, 342
percent-of-sales method, 342
perception
cognitive organization stage,
86-87, 91-92
concepts, 96
consumer individuality
factors, 95
defined, 342
internal influence, 13
internal information
interpretation, 85-86
internal purchasing factor,
10, 12
interpretation stage, 86-87,
92-93
selection stage, 86-90
sensory overload thresholds,
97-98
sensory stimuli, 87-89
structural stimuli, 87, 89-90
value assessment factors,
93-95
perceptual map, product
positioning, 274-275
perks, pricing strategy
element, 60-61, 64
personal sources, information
gathering, 32

personal stories, emotional
marketing tactic, 80
personality traits
external influence, 106
internal purchasing factor, 10
personalization, loyalty
building block, 321
persuasion process, 342
pets, as family members, 150

phone books, advertising pros/

cons, 292-293
physical abuse, hostile
behavior, 187
physical appearance,
information
interpretation, 92
placement strategy
customer location, 68
direct mail, 67
direct sales, 65
distribution channels, 66-67
ethical marketing element,
264
indirect sales, 66
Internet marketing, 67
market size, 68
marketing component, 45-46
multilevel marketing, 66
order quantities, 68
outside sales force, 67
retail, 66
target market characteristics,
68
telemarketing, 67
wholesale, 66
planned obsolescence, ethical
marketing, 268
planned purchases, cultural
impact, 141-142
playing, cultural influence, 144
pleasantness, shopping
experience factor, 37-38
pleasing products, ethical
marketing, 263
point of sale, primary
research, 215
point of view, market
assessment, 251-252
policies, misbehavior
deterrence, 195
policy abuse, hostile behavior,
187
positioning. See also product
positioning
companies, 272-273
do’s and don’ts, 283-284
features versus benefits, 276
mistake avoidance, 283-284
perceptual map, 274-275

positioning statement, 272,
274, 284-286
positioning strategy, 272
problem solving step, 274
products, 272-273
structural stimuli, 90
unique identity creation, 271
unique selling proposition
(USP) step, 273-274
positioning messages, market
segmentation advantage,
224-225
positioning statement
formula, 285
marketing plan element, 19
product positioning element,
272,274
testing, 286
writing guidelines, 285-286
positioning strategy, product
positioning element, 272
positive motivation, described,
73
positive self-esteem, culture
function, 141
posters, marketing collateral,
56

post-purchase evaluation,
decision-making process,
38-41
potential market, 342
power of influence, groups, 174
power, household structures,
165
predictive function, market
research role, 200
preparer, household role, 151
presence acknowledgement,
customer satisfaction
building, 327
presence of time pressure, 36
presentations, market
research, 205, 220-221
press kits, media relations
campaign, 56
press releases, media relations
campaign, 56
prestige pricing strategy,
value-based pricing, 60
price
competition positioning, 281
marketing strategy
component, 45-46
product evaluation element,
33
pricing strategy
break-even point, 62-63
break-even unit, 62—-63
cash discounts, 64



cost-based pricing, 60-61
ethical marketing element,
262
goals, 63-64
payment options, 60, 62, 65
perks, 60-61, 64
product price, 60-61
value-based pricing, 60-61
primary groups, types, 168
primary research
collection methods, 213-215
defined, 342
experimental method, 214
full-service marketing
research firms, 213
market research, 208-210,
213-218
observation method, 214-215
partial service market
research firms, 213
point of sale, 215
research tool supplier, 213
survey method, 214
print advertising, promotion
strategy, 56
prior use, product adoption
element, 307
private luxury, group influence
factor, 177
private necessity, group
influence factor, 177
private self
defined, 342
lifestyle influence, 14
reinforcing, 121
self-concept dimension, 117
problem behavior, versus
misbehavior, 184-185
problem definition, market
research element, 203
problem solving, positioning
step, 274
product advantage, product
adaptability factor, 54
product attributes, unique
selling proposition (USP),
282
product benefits
emotional marketing tactic,
80
new market search, 250-251
versus features, 276
product capabilities, market
research gap avoidance
201
product definition
achievability, 50-51
communicable, 50-51
marketability, 50

product purpose, 47-48
profitability, 50-51
specificity, 50
understandable, 50-51
vision matching, 50-51
product description
benefits to consumer, 48-49,
52
formula, 52
product differentiation, 342
product distribution, B2B
marketing, 334
product evaluation, decision-
making element, 11, 33-35
product expectations, post-
purchase evaluations,
38-39
product features
new market search, 250-251
versus benefits, 276
product ideas
market segmentation
advantage, 225
new market search, 249-251
product involvement
household structures, 165
product adoption element,
307
product life cycle, 342
product margins, distribution
channel factor, 67
product misuse, consumer
misbehavior, 187-188
product name
brainstorming, 51-52
consumer recognition, 48
descriptive versus creative,
51-52
product positioning. See also
positioning
defined, 342
features comparison, 272-273
marketing plan element,
18-19
unique selling proposition
(USP), 20
product premiers, customer
satisfaction building, 330
product pricing, price strategy
element, 60-61
product proof, emotional
marketing tactic, 80
product research, information
sources, 32
product samples
group conformity strategy,
180
product benefit proof, 80
promotional activity, 56

product strategy
adaptability evaluation, 49
consumer behavior factors,
49-55
features listing, 49
functionality, 49
identification/definition,
47-48
name branding, 48
product description, 48
product type, business market
dimension, 239
product understanding,
product adoption
element, 307
product utility, household
structures, 165
product/service, competition
positioning, 281
products
aversion to change failure,
301-302
deficient, 263
desirable, 263
ethical marketing element,
263
life cycle, 305-307
marketing strategy
component, 45-46
new market opportunities,
246
new product acceptance,
20-21
planned obsolescence, 268
pleasing, 263
private luxury, 177
private necessity, 177
public luxury, 177
public necessity, 177
puffery, 267
salutary, 263
profiler bases
core market identification,
228-232
segmentation variable, 226
profit goal strategy, cost-based
pricing, 60
profit margins, pricing goal, 63
profitability
new market assessment, 256
product definition element,
50-51
profits
distribution channel factor,
67
marketing budget element, 58
promise assessment, market
research key, 201
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promotion
bait-and-switch, 263
defined, 342
ethical marketing element,
263
marketing strategy
component, 45-46
promotion strategy
advertising, 55-58
conferences, 57, 58
marketing collateral, 56, 58
media relations campaign,
56, 58
promotional activities, 56-57,
58
public speaking, 57, 58
publications, 57, 58
promotional activities,
promotion strategy,
56-57, 58
promotional mix, 343
prompt pay discounts, pricing
strategy, 64
psychographic base, market
segmentation, 230-231
psychographics
defined, 343
lifestyle measurement, 122
psychological segmentation,
343

public luxury, group influence
factor, 177
public necessity, group
influence factor, 177
public self
defined, 343
lifestyle influence, 14
reinforcing, 121-122
self-concept dimension, 117
public sources, information
gathering, 32
public speaking, promotion
strategy, 57, 58
publications
promotion strategy, 57, 58
secondary data source, 212
publicity, 343
puffery, deceptive marketing,
267
purchase experience,
customer satisfaction
building, 329-330
purchase relationships,
category-specific
dimension, 238

purchases
decision-making elements, 11
product adoption process,
20-21
reasons for, 9-11

oQo

qualifying dimensions, market
segmentation, 236

qualitative data, market
research, 220-221

qualitative methods, market
research, 207-208

qualitative research, 343

quality

product evaluation element,
33
value assessment factor, 35,

94

quality control, 343

quantitative data, market
research, 220-221

quantitative methods, market
research, 207

quantitative research, 343

quantity discounts, pricing
strategy, 64

questionnaire, 343

questions, survey guidelines,
216-218

quick sales strategy, cost-
based pricing, 60

o R o

radio, advertising, 293-294

rating organizations, product
information source, 32

rational decisions, B2B
marketing, 333

real income, household
structure variable, 164

receipts, shoplifting
deterrence, 194

received messages, self-
concept development, 117

reciprocity, business market
dimension, 238

reference group, 343. See
groups

reference points, gain/loss
factor, 304-305

reference power, group
influence, 174
reinforcement, cultural
conditioning phase, 144
relationships
business market dimension,
238
lifestyle characteristic, 125
relative advantage, product
adoption issue, 308
relative profitability, new
market assessment, 256
relativism, moral belief
component, 193
religions
subculture group, 138-139
target marketing, 142
religious
leaders, 174
organizations, 145
rituals, 147
repeat buying, versus
customer loyalty, 316-317
repetition, structural stimuli,
90
reports, market research
element, 205, 222
representative contacts,
primary research data,
213
research companies,
secondary data source,
211-212
research tool supplier, primary
research, 213
resellers, primary research
data, 213
resentment, misbehavior
motivation, 191
resistance to change, self-
concept perceptions, 119
resource competition, attitude
inconsistency factor, 107
responsibility, household
structures, 165
retail displays, product
information source, 32
retail, placement strategy, 66
retention, concept of
perception, 96
retired solitary survivor,
household structure
stage, 157
retrosexual, marketing to
men, 163
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return business
decision-making element,
36-37
post-purchase evaluation,
38-41
return policy, decision-making
element, 36-37
returned products, dissatisfied
customers, 41
revenge, misbehavior
motivation, 191
revenue potential, market
segmentation estimation,
240-243
revenue, marketing budget
element, 58
reviews, third-party, 290
reward power, positive
reinforcement, 174
reward/cost evaluation, new
market opportunity,
253-356
rewards, loyalty cards, 323—
324
rites of passage, cultural
communications, 147
rituals
cultural communications, 147
household structures, 159
roles, group members, 178

oS e

safety
fear emotion, 79-81
motivation factor, 72
product evaluation element,
33
self-concept perceptions, 120
sales cycle, B2B marketing, 333
sales, decision-making
element, 37, 38
sales management,
distribution channel
factor, 67
sales team knowledge,
information
source, 247
sales value, B2B marketing,
331-332
salespeople, product
information
source, 32
salutary products, practical
value, 263

same price strategy, value-
based pricing, 60
sample plans, market research
element, 204, 218-220
sample size, market research
element, 204, 218-220
samples
product benefit proof, 80
promotional activity, 56
sampling errors, reasons for,
219-220
samplings, cultural information
gathering, 146
satisfaction, 76. See also
customer satisfaction
satisfied customers
post-purchase evaluations,
38-41
versus loyal customers,
316-317
scams, consumer fraud,
186-187
school groups, formal group,
168
schooling, cultural influence,
144
search engines, advertising,
296-297
seasonal discounts, pricing
strategy, 64
secondary data, sources,
211-212
secondary groups, types,
168-169
secondary research
defined, 343
exploratory research
element, 206
market research, 208-210
security
fear emotion, 79-81
motivation factor, 72
self-concept perceptions, 120
security cameras, 189, 194
security guards, 189
segmentation, 17-18. See also
market segmentation
selection, perception stage,
86-90
self-concept protection, group
influence, 175
self-concept reinforcement,
purchasing reason, 10
self-concepts
actual self, 14
consumer’s perceptions,
113-115

defined, 343
development methods,
117-118
dimensions, 116-117
engagement methods,
120-122
ideal self, 14
individual perceptions,
118-120
internal influence, 14
ongoing process, 119
private self, 14
public self, 14
self-esteem loss, self-concept
perceptions, 120
self-image, motivation factor,
72
self-image protection, group
influence, 175
sensory thresholds, overload
avoidance, 97-98
service/product, competition
positioning, 281
services
cultural shift, 142
market research gap, 201
new market opportunities,
246
shape/size
structural stimuli, 89-90
vision stimuli, 11
shoplifting
brick-and-mortar stores, 186
consumer misbehavior, 16
deterrence methods, 189
differential association, 191
opportunism, 192
pathological socialization,
191
prevention, 194
receipt requirement, 194
statistics, 184
thrill seeking, 190-191
shopping experience, decision-
making element, 37-38
shopping groups, secondary
group, 168
short-term revenue, pricing
goal, 63
signage, shoplifting
deterrence, 189, 194
single households, market
trends, 158-159
single parents, household
structures, 160
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situational awareness, internal
needs stimulus, 30
size
B2B marketing, 332
business market dimension,
239
size/shape
structural stimuli, 89-90
vision stimuli, 11
slogans, unique selling
proposition
(USP), 275
smell, sensory stimuli, 88
social acceptance, group
influence, 175
social class, lifestyle factor,
126-127, 130
social comparisons, self-
concept development, 118
social influence, attitude
inconsistency factor, 107
social interactions, group
members, 179
social media, advertising pros/
cons, 298-299
social power
group influence, 174
group members, 179
social status, group members,
178
social system stability, culture
function, 141
sociocultural influences. See
external influences
sociocultural, 343
solitary survivor, household
structure stage, 157
solution search, decision-
making process, 11, 30-32
sound, sensory stimuli, 89
source loyalty, business
market dimension, 239
special events
customer satisfaction
building, 330
promotional activity, 56
specials
birthday, 330
decision-making element,
37, 38
specificity, product definition
element, 50
spokespersons, group appeal
strategy, 180-181
sponsorships, promotional
activity, 56

spontaneous manifestation,
cultural conditioning
phase, 145
sports groups, secondary
group, 168
sports participation, cultural
influence, 144
squad, secondary group, 169
statistical research. See
descriptive research
status, product evaluation
element, 33
stereotypes, information
interpretation, 92
stimuli
cognitive organization, 91-92
concepts of perception, 96
customer attention, 288
interpretation, 92-93
sensory characteristics,
87-89
sensory overload levels,
97-98
structural characteristics, 87,
89-90
store atmosphere, decision-
making element, 36-37
store policy, misbehavior
deterrence, 195
strategic market planning, 344
strategic marketing
partnerships, advertising,
297-298
strategy assessment,
reshaping negative
attitudes, 109-110
strength assessment, 109
stress
cognitive dissonance, 39-40
product evaluation element,
33
subcultures
culture subdivision, 137
defined, 344
distinctive market segment,
143
external influences, 14-15
subliminal perception, 344
subliminal threshold, sensory
overload, 97-98
submarkets, core market
segmentation, 224,
235-236
success
group strength assessment,
179
self-concept perceptions, 119

success evaluation, new
market opportunity, 253
superiority, loyalty quality, 322
surveys
AlO (Attitude, Interest,
Opinion), 231
customer satisfaction, 41
customer satisfaction
building, 328
primary research data,
213-214
question crafting guidelines,
216-218
shopping experience
analysis, 37
sweepstakes, promotional
activity, 56
symbolic, secondary group,
169
symbols, cultural
communications, 147

oJ e

target audience, 344
target market
adopter categories, 309-311
B2B marketing, 332
defined, 344
household structures,
153-154
market research information,
202
religions, 142
target market identification,
344
taste, sensory stimuli, 88
team, secondary group, 169
technical associations,
secondary group, 168
technical learning, cultural
conditioning, 144
telemarketing, placement
strategy, 67
teleological evaluation, moral
beliefs, 194
telephone banking, cultural
shift, 142
telephone calls, follow-up
evaluation, 41
television broadcast
advertising, 292
media relations campaign, 56
tension, emotional state, 76
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term changes, new product
acceptance, 21
terms of the sale, decision-
making element, 36-37
testimonials
celebrity appeals, 181
customer trust building,
290-291
product benefit proof, 80
Thaler, Richard, endowment
effect theory, 305
theory of reasoned action,
consumer attitudes, 103
third-party reviews, customer
trust building, 290
thoughts, consumer beliefs,
100-101
threat identification, market
research, 202
threats, self-concept
perceptions, 118-119
thrill seeking, misbehavior
motivation, 190-191
time consciousness, lifestyle
characteristic, 125
time pressure
decision-making element, 36
return business factor, 37
time specific, marketing
objectives, 44
touch (feel), sensory stimuli,
89
trade organizations, secondary
data source, 212
trade shows, promotional
activity, 56
traditional family, household
structure stages, 155-157
trends, market research
identification, 202
trial use, product information
source, 32
tricomponent attitude model,
consumer attitudes, 103
trust, loyalty building block,
321
trying-to-consume attitude
model, 103
Twitter, social media
marketing, 298-299
two-sided messages, positive
attitude marketing, 108

o lf o

U.S. government, secondary
data source, 211
ubersexual, marketing to men,
163
uncertainty avoidance, cultural
factor, 140
uncooperation, hostile
behavior, 187
underpositioning, positioning
mistake, 283
understandable, product
definition element, 50-51
unethical marketing, bait-and-
switch tactics, 263
unethical marketing, consumer
behavior effects, 261-262
unfounded complaints
misbehavior, 187
opportunism, 192
unfulfilled aspirations,
misbehavior motivation,
190
unique selling proposition
(USP
competition positioning,
279-282
defined, 344
differentiation elements,
282-283
effectiveness guidelines, 278
mistake avoidance, 283-284
pain point identification,
276-278
positioning step, 273-284
product attributes, 282
product benefits, 20
slogans, 275
usage occasion, 282
users, 282
unique size/shape, vision
stimuli, 11
unmet needs, market
opportunity search,
248-249
untapped markets, marketing
strategy, 18
upper lower class, 127
upper middle class, 126
upper upper class, 126
usage occasion, unique selling
proposition (USP), 282
user, household role, 151

users, unique selling
proposition (USP), 282

oo

vacation packages, cultural
shift, 142
value assessment
decision-making element,
35-38
perception factors, 93-95
value function, internal
assessment, 104
value-based pricing, versus
cost-based pricing, 60
value-expressive influence,
shared value projection,
170-171
values and lifestyles (VALS)
research, 344
values
consumer behavior basis,
184
cultural component, 136-137
culture transmission, 145
group members, 178
lifestyle characteristic, 125
variable costs, break-even
point factor, 63
vehicle, 344
verbal abuse, hostile behavior,
187
virtual groups, nature of
association, 176
viruses, computer fraud, 186
visibility, product adaptability
factor, 54
vision matching, product
definition element, 50-51
vision, sensory stimuli, 88
volunteering, customer
satisfaction building, 330
vulnerable consumers, ethical
marketing practices, 267

o[/ o

warm colors, vision stimuli, 11
warranty
decision-making element, 36
product evaluation
element, 33



362

Consumer Behavior For Dummies

wholesale, placement strategy, = work groups, formal groups,

66 168
women, household structure work habits, lifestyle
roles, 162 characteristic,
word-of-mouth advertising 125-126
defined, 344 written laws, versus ethical
group information exchange, marketing, 261
173

oyo

Yellow Pages, advertising,
292-293

young singles, household
structure stage, 155

YouTube, social media
marketing, 298-299



