AUTHORS

CONSUMER
BEHAVIOR [

How Humans Think, Feel, and Act in the Marketplace

Morris Holbrook, Ph.D.
Columbia University

Sharon Beatty, Ph.D.
University of Alabama

Priya Raghubir, Ph.D.
U. of California at Berkeley

=
o
o
X
o
]
2
o
=
=
E

nption World

de the Mind of the Consumer
ooser and Shopper

Arch G. Woodside, Ph.D.

Boston College
Banwari Mittal

_— _ , Authors are marketing profes-

Morris Sharon ‘ Priya Arch .

Holbrook Beatty Raghubir | Woodside SOfrs, eaCh Wlth more than d de'

cade of research, teaching, and

contemplation of Consumer
ISBN: 978-0-9791336-0-2 hardcover, 4C, 796 pages Behavior.

11.25"x8.75"x 1" 4 lbs.
© 2008, Open Mentis Publishers
Business/Reference/Nonfiction

Synopsis
Next Page >>



S.Y.N.O.P.S.1.S.

At this very minute, thousands of marketers are pitching their products to millions
of consumers around the world. From call centers and in mall stores, on eBay and in
media placements, in blogs and viogs, and through pop-ups and podcasts. How are
consumers reacting to this cacophony of slogans and promises? What persuades
them to embrace some marketplace offerings while spurning others?

Welcome to the fascinating world of consumers. In this book, we describe, dissect,
and discourse about Consumer Behavior—human behavior in the world of goods.
How we make our product choices and then weave them into the tapestry of our lives.
How we consume to sustain and energize our bodies, feed our minds, and construct
our identities.

In 21 chapters long and short, we define and describe almost all of the concepts
and principles of consumer behavior, spin them into theories and models, and
illustrate their applications for the benefit of consumers as well as marketers. We
take you, as well, on an excursion, visiting enclaves of esoteric and enchanted
consumption.

Through such excursion and forward-gazing, we bring our exploration to its logical
fruition—to grasp the quintessential value of consumption, and to understand how we
should, as marketers, fulfill marketing’s ultimate purpose: To become co-creators of

consumption value humans seek.

To The Professor...

[In writing this book,
we have had] a singular
goal, indeed an obses-
sion: students should
read it not because they
have to, but because
they want to. ...

... We made a choice:
Teaching comes second;
engaging the student
comes first. A textbook
can be good, very good.
But can it also create ex-
citement in the student
about the subject itself?
... We wanted to abso-
lutely, positively enthrall
the student.

EXCERPTS FROM THE PREFACE

To The Student...

... won’t promise that you will
enjoy the book over partying,
or your favorite TV show, or
people watching, or fantasiz-
ing about yourself.

Or wait a minute—this last
one, we come pretty close.
Maybe not fantasizing, but at
least thinking about yourself—
the book is all about that. It is
a book about you. About why
you enjoy the TV shows that
you do, about your constant
search in the store for a per-
fect match for your persona,
about your enchantment with
the world of goods.

To The Marketing Executive...

... iIf your work entails, in one way or
another, influencing your consumers, do
you want to spend a whole lifetime trying
to do it without knowing why it works or
how you can make it work better?

We wrote it to be easy enough for col-
lege students, but also practical enough
for the “Tell-me-something-I-can-use-on-
Monday-morning” Marketing Executive.

This is a knowledge book that could gen-
uinely compete with your other weekend
reading. And something to bring to work
on Monday. If your work on Monday will
require thinking about consumers, that
is
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Who Should Read the Book and Why

In University Libraries

Professors in Psychology, Sociology, Communications, Political Science, and Marketing.
To get an appreciation of how consumers (voters, citizens, youth, minorities, opinion
leaders, opinion followers, masses and classes—indeed humans in general) think about
and act to realize their lifestyles, values, goals, identities, as consumers and as humans.
[As the book demonstrates (p.4), each of us is a consumer 24/7!]

Students at all levels (UG, Masters, Ph.D.) in above subjects. to get a bird’s eye view
of a significant human enterprise—how humans build lifestyles and identities through
consumption.

In Public Libraries:

Executives and Leaders in Business, Government, and Social Organizations.

A comprehensive reader on how their clients, customers, citizens, and stake holders
think and act as they seek Value in all their transactions and interactions with these
organizations.

Educated Citizens. To develop an understanding of and reflect on their own behavior in
the marketplace—marketplace here meaning any socio-economic setting where they
seek value from an organization.

What Makes This Book Special for these Readers:

Extreme readability, examples that anyone can relate to. Easy to apply. Engaging story
telling style of authors; frequently (though not always) captivating.
Caution: It is not a Tools book (a la: How to... in 30 days); rather it is a perspective-
giving, thought provoking, self-reflective, authoritative, knowledge digest, presented in a
captivating narration.
It is a new and interesting way of looking
at a body of knowledge!

Couldn’t put the book down. Well-written, well-crafted, colorful--pleasing to the eye and
captivating.

- Devanathan Sudharshan, Professor of Marketing and Dean, Gatton College of Business and
Economics, University of Kentucky



E.x.p.ert. R.e.view.s.”
Authors write in a clear authoritative voice. ...Clear strength on measurement and the
presentation of measurement instruments. International applications woven into the
text.”
--Marketing Professor, Kent State University

This is the best introductory chapter on consumer behavior | have ever read. The
writing style is terrific. It was a great read, fun, and interesting.”
-- Marketing Professor, University of Central Florida

One of the major attractions | have for the reviewed text is how well-written it is. It

is extremely readable. ... [Readers] will be able to comprehend how the principles
of consumer behavior relate to marketing and can be implemented in the business
environment.* -- Marketing Professor, Nashville State Technical College

Excellent writing. Strong example... Very different from other texts | have used, and
that is very refreshing.”
-- Marketing Professor, Louisiana State University

* Pre-publication Blind Reviews (Academic experts in consumer behavior provided
manuscript evaluation on condition of anonymity)

Couldn’t put the book down. Well-written, well-crafted, colorful--pleasing to the eye and
captivating.

- Devanathan Sudharshan, Professor of Marketing and Dean, Gatton College of Business
and Economics, University of Kentucky

How To Purchase This Book

1. From the publisher direct online: www.openmentis.com
2. Ask your local bookstore or distributor to get it for you.

3. Baker & Taylor carries it (But we can’t offer the $29.99 thru
them; thru them it wil be $39.99 plus S&H

4. From Publisher by sending a purchase order (next page)

Open Mentis
- P.O. Box 42362
Publishers L .
Clncmnatl, OH 45242-0362, US.A info@openmenti&com

Wwww.openmentis.com Phone: 513-792-0059 Fax: 513-792-9709



Purchase Order

1. Your purchase order#: .........ccoeevvveeennnnn...

2. Contact Name .........ccoceeeviiiiiiiiiee e
Title: oo
Organization: .........cccooevveiiiiiiieeee e

phone ................ email ......ooeeiiiiiii

3. Item:

CONSUMER BEHAVIOR
How Humans Think, Feel, and Act in the Marketplace
Authors: Banwari Mittal, Morris Holbrook, Sharon Beatty, Priya Raghubir, and Arch
Woodside
ISBN: 978-0-9791336-0-2 LOCC: 2006939584
Copyright: 2008 Open Mentis, 796 pages, 4C hardcover, 4lbs
List Price: $145.00
Shipping : Free to libraries (U.S. only*).
LIST price: $145 X

LIBRARY RATE = $29.99 per copy X... ....... (# of copies) =$ ................
Shipping (Fedex Ground): $7.00 X ....... (# of copies) =$ ...............
TOTAL =$
4. Payment: Bill Me: ..................
Credit Card: ...MC ... Visa [=D( o R
2 S Code.............

(Mail to: Open Mentis, P.O. Box 42362, Cincinnati, OH 45242-0362,USA. or
FAX to: 513-792-9709)

*Overseas customers: Please send email to obtain shipping and customs esti-
mates. publisher@openmentis.com



