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   ... IN THE WORLD OF GOODS

HUMANS 
ARE 

HUMANS

W E L C O M E  T O  T H E  E X C U R S I O N ! 

TALES 
FROM 

THE WEST 

NOW 
TRANSLATE 
THIS, DEAR 
STUDENT!

Consumers learn brand images through classically conditioned associations. In 
high involvement conditions, they elaborate the message. Rational consumer 
attitudes are based on brand beliefs. Consumers are “info-misers” and use heu-
ristics (rules of thumb). Framing biases their judgments. Reference groups in-
fluence consumers in three separate ways. Consumers use products as identity 
markers. They use brand stories to enact their own life dramas. Consumers can’t 
count their money correctly... On and on, the book reveals and explains these CB 
theories—with zeal unstoppable by context, country, culture. 
          This is because ALL consumers behave this way—whether they are shopping 
at a department store in New York, a boutique shop in Singapore, a floating mar-
ket in Thailand, or medieval street markets in Morocco.

When given a project to do, students often ask for a sample report as a guide. 
An ideal sample report is one that resembles, but is not a carbon copy of, the 
purported student report. So the book is an invitation to this general experi-
ential project: Here is how this specific CB concept works in the countries and 
world regions implied in the book. Now let’s go find out how it works in our 
country. We learn if we find it to be similar.  We learn even more if we find it to 
be dissimilar. True learning comes more from that which is different from the 
already-familiar. 

CONSUMERS 
ARE 

CONSUMERS

GLOBAL 
REMIX

SERVED

THE WORLD 
IS 

FLAT

Lenovo, LG, Samsung, Sony, Dove, Chanel, Diesel, Billabong, Yellow Tail, 
Oolong—these non-U.S. brands are today truly global. Among stores, Seven-
Eleven, a U.S. headquartered company, has a store in every city block in Japan, 
and Hermès opened its first store in Sao Paolo in 2009. No good marketing 
book today can be anything but INTERNATIONAL.

But country and culture do add alluring, vibrant colors on the canvas of univer-
sal consumer behavior. The book samples these from far and wide—not only in 
the examples (e.g., Modern Sound in Seoul, Lingerie Perdu in Saudi Arabia, and 
the Romancing Singapore Campaign) but also in concepts (e.g., face saving in 
China) and in research studies (e.g., brand communities in Spain, Austria, and 
Switzerland). Look for the globe icons. 

About readers not from North America, one thing is certain. Either your mar-
ketplace is similar to the marketplace in the U.S. (many Western European 
countries and urban centers around the world are), or it is dissimilar. Either way, 
tales from the West can be fascinating—and what 20-something in the new cen-
tury doesn’t want to read about the New World consumers and marketplace? 
Admiration, curiosity, critiquing, differentiation—any reason is a good reason. 

Consumers are humans first. Their marketplace behavior gets its nourishment 
from the wellspring of the human psyche. A majority of CB concepts (80%) are 
actually concepts and theories about universal human behavior. They are, at 
their core, country-neutral.
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To CB educators at various schools, whose professional reviews of the 
manuscript improved it exponentially, and whose enthusiasm for its 
distinctions sustained the book’s resolve. 

To CB professors and students who embraced our earlier editions—
faults and all, and who, with their nurturing feedback and undimin-
ished enthusiasm, helped us improve this book.

To our professional colleagues around the world, who, over the years, 
have supported our modest academic endeavor in knowledge dis-
semination. It is to their collective goodwill that we owe the desire 
and drive to offer this book.

1 To hundreds of CB scholars and researchers, whose labors and in-
sights have produced the body of knowledge this book ventures to 
paraphrase and explain.

To authors of all CB textbooks—Eric Arnould, Del Hawkins, Wayne 
Hoyer, Leslie Kanuk, Frank Kardes, Debbie MacInnis, Paul Miniard, 
David Mothersbaugh, Jerry Olsen, J. Paul Peter, Linda Price, Leon 
Schiffman, Jagdish Sheth, Michael Solomon, among others—who 
blazed the path this book now follows.
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TO YOU ALL,  OUR SINCERE GR ATITUDE.  

To the organizations (see photo and content credits) who have gener-
ously shared valuable images and information included in the book.
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