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This second edition of Contemporary Issues in Marketing and Consumer Behaviour has been completely revised and updated to
keep pace with the latest developments, exploring fresh new themes in brand cultures, postmodernism, gender, ethics and
globalisation. Topics new to this edition include: * the moralised brandscape; * the politics of consumption; * the spaces and places
of marketing; and * the relationship between marketing and psychoanalysis. This popular text successfully links marketing theory
with practice, locating marketing ideas and applications within wider global, social and economic contexts. Written by three experts
in the field, this title fills a gap in a growing market interested in these contemporary issues. Mapping neatly to a one-semester
module, it provides a complete off-the-shelf teaching package for masters, MBA and advanced undergraduate modules in
marketing and consumer behaviour and a useful resource for dissertation study at both undergraduate and postgraduate levels.
This book integrates new thinking on the image, marketing, and branding of places at all levels, from town squares to cities and
countries, and of the products and peoples associated with them, thereby bridging the ‘country’ and ‘place’ silos in place-related
research and practice. Insightful contributions from top scholars reflect fresh theorizing and provide a critical appraisal of
conventional wisdom by juxtaposing intriguing contexts, questioning commonplace practices, and challenging methodologies and
theoretical assumptions.
To survive in today’s competitive business environment, marketing professionals must look to develop innovative methods of
reaching their customers and stakeholders. Social media is a useful tool for developing the relationships between businesses and
consumers. Building Brand Identity in the Age of Social Media: Emerging Research and Opportunities is a critical scholarly
resource that examines the media consumption and habits of consumers to evaluate the challenges of brand building. Featuring
coverage on a broad range of topics such as brand identity, brand loyalty, and social media branding, this book is geared towards
marketing professionals, business managers, and individuals interested in how social media fits into today’s marketing
environments.
Death has never been more visible to consumers. From life insurance to burial plots to estate planning, we are constantly
reminded of consumer choices to be made with our mortality in mind. Religious beliefs in the afterlife (or their absence) impact
everyday consumption activities. Death in a Consumer Culture presents the broadest array of research on the topic of death and
consumer behaviour across disciplinary boundaries. Organised into five sections covering: The Death Industry; Death Rituals;
Death and Consumption; Death and the Body; and Alternate Endings, the book explores topics from celebrity death tourism, pet
and online memorialization; family history research, to alternatives to traditional corpse disposal methods and patient-assisted
suicide. Work from scholars in history, religious studies, sociology, psychology, anthropology, and cultural studies sits alongside
research in marketing and consumer culture. From eastern and western perspectives, spanning social groups and demographic
categories, all explore the ubiquity of death as a physical, emotional, cultural, social, and cosmological inevitability. Offering a
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richly unique anthology on this challenging topic, this book will be of interest to researchers working at the intersections of
consumer culture, marketing and mortality.
Advertising, materialism and consumption are central aspects of contemporary Western culture. We are bombarded with idealised
images of the perfect body, desirable consumer goods, and affluent lifestyles, yet psychology is only just beginning to take account
of the profound influence these consumer culture ideals have on individuals’ sense of identity and worth. Consumer Culture,
Identity, and Well-Being documents the negative psychological impact consumer culture can have on how individuals view
themselves and on their emotional welfare. It looks at the social psychological dimensions of having, buying and wanting material
goods, as well as the pursuit of media-hyped appearance ideals. In particular, it focuses on: the purchasing of material goods as a
means of expressing and seeking identity, and the negative consequences of this psychological buying motivations in conventional
buying environments and on the Internet the unrealistic socio-cultural beauty ideals embodied by idealized models. Throughout,
different approaches from social psychology are integrated, such as self-completion, self-discrepancy and value theory, to create a
comprehensive theoretical framework for understanding the impact of internalising core consumer culture ideals on how
individuals see themselves and the implications this has for their psychological and physical health. This book is of interest to
anybody who wants to find out more about the psychological effects of living in modern consumer societies on children,
adolescents, and adults. More specifically, it will be of interest to students and researchers in social psychology, sociology, media
studies, communication and other social sciences, as well as to psychologists, health workers, and practitioners interested in the
topics of identity, consumption pathologies, body image, and body-related behaviours.
A globalization process epitomised by historically large cross-border population movements with rapidly improving networking and
communication technologies, has resulted in the growth of ethnic diversity across newly industrialised economies. Instead of
adapting to a dominant, host country culture, many ethnic minorities seek to preserve their identities, both as diasporic
communities and within their adopted countries. For marketers it has been recognised as crucial to understand the unique needs
of these individuals and to develop superior marketing strategies that meet their preferences. Ethnic Marketing shows the rich
opportunities that ethnic minority communities have to offer, as well as offering instruction on the design and implementation of
effective social and business marketing strategies. The text offers practical guidance on assessing the needs of individual ethnic
communities and a guide to marketing to these communities within various countries. Since the publication of Pires' and Stanton's
2005 book there has been continuing changes in the political, social and economic environment in many countries which have
growing ethnic minorities. Incorporating new research across disciplines on the marketing relevance of ethnic minorities, this book
also integrates contributions and excerpts from in-depth interviews conducted with leading marketing experts, whose views and
insights stimulate discussion and result in in an invaluable guide to best practice in ethnic marketing across the world, plus expert
insights into the future of this dynamic area. This is an excellent resource for researchers and advanced marketing students taking
both postgraduate and undergraduate courses in marketing management or strategy, as well as government, marketing
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practitioners and businesses seeking ways to reach ethnic communities.
This proceedings volume examines transformation in marketing to better understand current and future standing of the marketing
field. From whether there is a need for transformation in our field; what methodological transformations are necessary; historical
looks at how the field has transformed and continues to transform; how learning institutes are transforming and how marketing
theory, practice, consumption practices and people are transforming as the world continues to change. It is by understanding
these changes and transformations that marketers have a better knowledge of the discipline. Featuring the full proceedings from
the 2017 Academy of Marketing Science (AMS) World Marketing Congress (WMC) held in Christchurch, New Zealand, this book
contains research from scholars and practitioners from around the globe analyzing the need and drivers of transformation in
marketing. Founded in 1971, the Academy of Marketing Science is an international organization dedicated to promoting timely
explorations of phenomena related to the science of marketing in theory, research, and practice. Among its services to members
and the community at large, the Academy offers conferences, congresses, and symposia that attract delegates from around the
world. Presentations from these events are published in this Proceedings series, which offers a comprehensive archive of volumes
reflecting the evolution of the field. Volumes deliver cutting-edge research and insights, complementing the Academy’s flagship
journals, the Journal of the Academy of Marketing Science (JAMS) and AMS Review. Volumes are edited by leading scholars and
practitioners across a wide range of subject areas in marketing science.
This book is an original, high-quality collection of chapters about highly topical and important brand management issues, and it
shows both theoretical and empiric analysis. The 10 selected chapters are referred, with original contents and rigorous research
methodologies, to some important challenges the brand management has to face in the current competitive contexts,
characterized by the dominance of the intangible resources and the new information and communication technologies. Written by
leading academics, this book is dedicated not only to marketing and management scholars but also to students wanting to
investigate the knowledge concerning special fields and special brand management themes. As well to the practitioners who can
find a wide reference also to the managerial implication from the strategic and operative perspectives.
Consumer Identities explores the notion of agency by tracing the role and activities of consumers from the pre-Internet age into the possible
future. Using an overview of the historical creation of consumer identity, the collection demonstrates that active consumption is not merely a
product of the digital age; it has always been a means by which a person can develop identity. Grounded in the acknowledgment that identity
is a constructed and contested space, the authors analyze emerging dynamics in contemporary consumerism, ongoing tensions of structure
and agency in consumer identities, and the ways in which identity construction could be influenced in the future. By exploring consumer
identity through examples in popular culture, the authors have created a scholarly work that will appeal to industry professionals as well as
academics.
Since the first International Corporate Identity Group’s symposium in 1994, the fields of corporate identity, corporate communications and
corporate branding have become a focal point for scholars and managers alike. Recently, the term corporate marketing has incorporated a
host of key corporate-level concepts, representing a new paradigm of thought. Contemplating Corporate Marketing, Identity and
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Communication is a collection of papers and extended abstracts from the 12th ICIG symposium, presenting a variety of perspectives with a
view towards stimulating debate about the advances in corporate marketing, identity and communication. The contributions in this volume
examine critically the development of the field and focus for future research in order to encourage cutting-edge scholarship along with
practitioner insights. In a field characterized by paradoxes – unity and variety; integration and specialization – the aim is to integrate diverse
practices to inspire a more sophisticated approach or theoretical framework. The papers in this volume are both challenging and distinctive.
The hidden brain is the voice in our ear when we make the most important decisions in our lives—but we’re never aware of it. The hidden
brain decides whom we fall in love with and whom we hate. It tells us to vote for the white candidate and convict the dark-skinned defendant,
to hire the thin woman but pay her less than the man doing the same job. It can direct us to safety when disaster strikes and move us to
extraordinary acts of altruism. But it can also be manipulated to turn an ordinary person into a suicide terrorist or a group of bystanders into a
mob. In a series of compulsively readable narratives, Shankar Vedantam journeys through the latest discoveries in neuroscience,
psychology, and behavioral science to uncover the darkest corner of our minds and its decisive impact on the choices we make as individuals
and as a society. Filled with fascinating characters, dramatic storytelling, and cutting-edge science, this is an engrossing exploration of the
secrets our brains keep from us—and how they are revealed.
There is no way to mistake the ubiquitous trademarked Coca-Cola bottle, or the stylish ads for Absolut Vodka with any of their competitors.
How have these companies created this irresistible appeal for their brands? How have they sustained a competitive edge through aesthetics?
Bernd Schmitt and Alex Simonson, two leading experts in the emerging field of identity management, offer clear guidelines for harnessing a
company's total aesthetic output -- its "look and feel" -- to provide a vital competitive advantage. Going beyond standard traditional
approaches on branding, this fascinating book is the first to combine branding, identity, and image and to show how aesthetics can be
managed through logos, brochures, packages, and advertisements, as well as sounds, scents, and lighting, to sell "the memorable
experience." The authors explore what makes a corporate or brand identity irresistible, what styles and themes are crucial for different
contexts, and what meanings certain visual symbols convey. Any person in any organization in any industry can benefit from employing the
tools of "marketing aesthetics." Schmitt and Simonson describe how a firm can use these tools strategically to create a variety of sensory
experiences that will (1) ensure customer satisfaction and loyalty; (2) sustain lasting customer impressions about a brand's or organization's
special personality; (3) permit premium pricing; (4) provide legal "trade dress" protection from competitive attacks; (5) lower costs and raise
productivity; and (6) most importantly, create irresistible appeal. The authors show how to manage identity globally and how to develop
aesthetically pleasing retail spaces and environments. They also address the newly emergent topic of how to manage corporate and brand
identity on the Internet. Supporting their thesis with numerous real-world success stories such as Absolut Vodka, Nike, the Gap, Cathay
Pacific Airlines, Starbucks, the New Beetle Website, and Lego, the authors explain how actual companies have developed, refined, and
maintained distinct corporate identities that set them apart from competitors.
In recent years the study of consumption has become one of the most important areas of knowledge in the social sciences. In business
studies and marketing, the nature of consumer research has undergone a profound change. Postmodern perspectives which challenge and
undermine previously held notions of consumer identity, belief and decision-making have radically altered our understanding of consumer
practice and marketing theory. This volume is a collection of essays by exponents of postmodern consumer research from Europe and
America. Topics covered include: chronicle, composition and fabulation in consumer research; postmodern approaches to pluralism in
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consumer research; marketing in cyberspace; poststructuralism in marketing; and semiotics in marketing and consumer research.
Consumers are changing but the marketing categories used to identify them have not. Engage with this new generation of consumers who
increasingly take for granted that products and advertising will blend their multiple brand identities rather than market to them as a specific
subculture. Male or female, work or play, online or offline. These and other market categories are no longer relevant as modern consumers
defy traditional boundaries and identify as members of multiple subcultures. The New Chameleons reveals how to engage with this new
generation and how to stand out among the competition. Global consumer behavior expert Michael R. Solomon directs marketers to move
beyond their traditional categories and communicate with consumers as individuals rather than as a market segment. He explains how
traditional marketing is based on the assumption of boundaries between us and them, the individual and the collective, producer and
consumer, work and play, humans vs. computers, and editorial vs. commercial. He then shows how those boundaries are blurring: people
identify with members of multiple subcultures; individuals seek collective advice before making a purchase; consumers no longer distinguish
between purchases online or in-store; consumer-generated content becomes the norm; gender identity is fluid; gamification strategies turn
work into play; and identity marketing becomes more popular. Combining history, data, experience and examples, The New Chameleons is
written for every marketer (or reader) who wants to offer products and services that resonate with consumers now and in the future.
"Tell me what you eat, I'll tell you who you are," said Anthelme Brillat-Savarin. Today, "You are what you consume" is more apt. Barbara
Krueger’s ironic twist of Descartes - "I shop therefore I am" - has lost its irony. Such phrases have become commonplace descriptions of our
identity in the contemporary world. In our materialistic world it seems as if there is no debate that our consumption behaviour is fused with our
self-identity - shaping it, changing it and often challenging it. The Routledge Companion to Identity and Consumption introduces the reader to
state-of-the-art research, written by the world’s leading scholars regarding the interplay between identity and consumption. The book
addresses the diverse issues regarding the ways identity affects our consumption behaviour and vice-versa and in doing so, presents a broad
perspective on the dynamics of self-identity and consumption. With chapters discussing the theory, research and practical implications of
these dynamics, including the way they change across our life span and their expression within different social, cultural and religious
contexts, this book will be a valuable reference source for students and academics from a variety of disciplines.
This book integrates new thinking on the image, marketing, and branding of places at all levels, from town squares to cities and countries,
and of the products and peoples associated with them, thereby bridging the 'country' and 'place' silos in place-related research and practice.
Insightful contributions from top scholars reflect fresh theorizing and provide a critical appraisal of conventional wisdom by juxtaposing
intriguing contexts, questioning commonplace practices, and challenging methodologies and theoretical assumptions. Chapters explore
interdependencies among residents, visitors, brand managers, and consumers; image effects of place and social identity, cross-border
acquisitions, popular culture exports, and sporting mega-events; country-of-origin research, cross-cultural consumer behaviour, international
marketing, destination branding, and brand modelling; and cutting-edge methodological approaches and managerial best practices in place
marketing. The book's interdisciplinary know-how and approach makes it an invaluable and comprehensive reference for researchers,
managers, consultants, and students alike, in areas from marketing, place management, international business, and tourism to
communications, social psychology, urban geography, and regional economics.
The Handbook of Research on Identity Theory in Marketing features cutting-edge research that delves into the origins and consequences of
identity loyalty and organizes these insights around five basic identity principles that span nearly every consumer marketing subdomain. This
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Handbook is a comprehensive and state of the art treatment of identity and marketing: An authoritative and practical guide for academics,
brand managers, marketers, public policy advocates and even intellectually curious consumers.
The question of consumption emerged as a major focus of research and scholarship in the 1990s but the breadth and diversity of consumer
culture has not been fully enough explored. The meanings of consumption, particularly in relation to lifestyle and identity, are of great
importance to academic areas including business studies, sociology, cultural and media studies, psychology, geography and politics. The
SAGE Handbook of Consumer Culture is a one-stop resource for scholars and students of consumption, where the key dimensions of
consumer culture are critically discussed and articulated. The editors have organised contributions from a global and interdisciplinary team of
scholars into six key sections: Part 1: Sociology of Consumption Part 2: Geographies of Consumer Culture Part 3: Consumer Culture Studies
in Marketing Part 4: Consumer Culture in Media and Cultural Studies Part 5: Material Cultures of Consumption Part 6: The Politics of
Consumer Culture
Digital communication has altered the flow of global information,evolved consumer values and changed consumption practices
worldwide.New Perspectives on Critical Marketing and Consumer Society provides an illuminating, challenging and thought-provoking guide
for all upper-level students of marketing,branding and consumer behaviour.
The creation and expression of identity (or of multiple identities) in immersive computer-mediated environments (CMEs) is rapidly
transforming consumer behavior. The various social networking and gaming sites have millions of registered users worldwide, and major
corporations are beginning to attempt to reach and entice the growing flood of consumers occupying these virtual worlds. Despite this huge
potential, however, experts know very little about the best way to talk to consumers in these online environments. How will well-established
research findings from the offline world transfer to CMEs? That's where "Virtual Social Identity and Consumer Behavior" comes in. Written by
two of the leading experts in the field, it presents cutting-edge academic research on virtual social identity, explores consumer behavior in
virtual worlds, and offers important implications for marketers interested in working in these environments. The book provides special insight
into the largest and fastest growing group of users - kids and teens. There is no better source for understanding the impact of virtual social
identities on consumers, consumer behavior, and electronic commerce.
First Published in 1990. Routledge is an imprint of Taylor & Francis, an informa company.
This thesis explores the relationships between consumers, society and food, with the aim of understanding how individuals create self-identity
through food culture. The study is based within Consumer Culture Theory, particularly the body of work considering consumers' identity
projects and makes theoretical contribution therein. It focuses within food culture because it encompasses universal consumption which is:
mundane and symbolic, social and personal, incorporates both work and pleasure and as such contains distinctive insight for consumer
identity. Food consumption is also both practice and policy relevant representing the world's largest industry and a key governmental priority.
The findings of this narrative study show that people construct self by negotiating the territory between established theoretical traditions,
understanding their own identity as more nuanced than the extremis positions can suggest. The main theoretical contribution in this area is a
refinement of extant models of extended-self. It considers that factors of unextended-self are uniquely configured. It finds that consumption
can be both instrumental to maintaining unextended-self and a factor of extended-self in its own right and that in this second state it should be
understood within a separate category distinct from sans-consumption self. It proposes that understanding how consumer culture becomes
subsumed into extended-self requires examination of three distinct matters: characteristics of incorporation, means of incorporation and
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relevant incorporation activities. The thesis also contributes to theory upon the social antecedents of identity and consumption. It finds that
personal unique constructions of family and friendship are the most enduring and directly impactful relationships. Food culture maintains
these relationships while simultaneously being influenced by them and the antecedents of self-identity which they represent. It concludes with
implications for social marketing which embrace the influence of niche-groups upon individuals and for food marketers to ensure opportunity
for consumer identity work as part of branded relationships.
The lesson for marketers is clear: Traditional marketing techniques and single marketing campaigns will not effectively reach consumers who
express distinctive ethnic, age-related, or lifestyle values by what they buy and how they buy it. Using a variety of real-world examples and a
rich set of data sources, Marketing and Consumer Identity in Multicultural America introduces students to the phenomenon of multiculturalism
in America and examines its impact on consumer identity, consumer behavior, and marketing. In a straightforward, engaging style, Marye C.
Tharp presents both the theoretical foundation and the practical tools necessary for marketers to thrive in a multicultural world.
Because American consumers transmigrate between social identities in expressing their values and affiliations, marketers must apply
transcultural marketing methods and offer a cultural values proposition to build long-term customer relationships. This unique book weaves
these topics into profiles of 9 influential American subcultures currently shaping their members marketplace choices.

In America today, you can connect to your ethnic heritage in dozens of ways, or adopt an identity just for an evening. Our society
is not a melting pot but a salad bar--a bazaar in which the purveyors of goods and services spend close to $2 billion a year
marketing the foods, clothing, objects, vacations, and events that help people express their (and others') ethnic identities. This is a
huge business, whose target groups are the "hyphenated Americans"--in other words, all of us. As immigrant groups gain
economic security, they tend to reinforce--not relinquish--their ethnic identification. Marilyn Halter demonstrates that, to a great
extent, they do it by shopping. And their purchasing power is enormous. How has the marketplace responded to this hunger?
Instantly and wholeheartedly: tweaking old products and inventing new ones; launching new brands in supermarkets, new music
groups, vacation itineraries, language courses, toys, greeting cards, et cetera. This nexus of business and ethnicity is already seen
as the hottest consumer development of this decade, and Halter is uniquely qualified to describe its origins, the exponential growth
of products and advertising, and the phenomenal sales of items from salsa to Chieftains CDs. She addresses her subject with an
abundance of anecdotal evidence, telling examples of ethnic marketing, and interviews with entrepreneurs (many of them
immigrants) who are vigorously seizing the opportunities offered by the business of ethnicity. Shopping for Identity is provocative,
intriguing, and farseeing, illuminating an important aspect of our contemporary way of life while validating the yearning we all feel
for connection to our roots.
A revised new edition of the bestselling toolkit for creating, building, and maintaining a strong brand From research and analysis
through brand strategy, design development through application design, and identity standards through launch and governance,
Designing Brand Identity, Fourth Edition offers brand managers, marketers, and designers a proven, universal five-phase process
for creating and implementing effective brand identity. Enriched by new case studies showcasing successful world-class brands,
this Fourth Edition brings readers up to date with a detailed look at the latest trends in branding, including social networks, mobile
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devices, global markets, apps, video, and virtual brands. Features more than 30 all-new case studies showing best practices and
world-class Updated to include more than 35 percent new material Offers a proven, universal five-phase process and methodology
for creating and implementing effective brand identity
Outlining the key themes, concepts and theoretical areas in the field, this book draws on contributions from prominent researchers
to unravel the complexities of consumer culture by looking at how it affects personal identity, social interactions and the consuming
human being. A field which is characterised as being theoretically challenging is made accessible through learning features that
include case study material, critical reflection, research directions, further reading and a broad mix of the types of consumers and
consumption contexts including emerging markets and economies. The structure of the book is designed to help students map the
field in the way it is interpreted by researchers and follows the conceptual mapping in the classic Arnould & Thompson 2005
journal article. The book is organised into three parts - the Consumption Identity, Marketplace Cultures and the Socio-Historic
Patterning of Consumption. Insight is offered into both the historical roots of consumer culture and the everyday experiences of
navigating the contemporary marketplace. The book is supported by a collection of international case studies and real world
scenarios, including: How Fashion Bloggers Rule the Fashion World; the Kendal Jenner Pepsi Commercial; Professional Beer
Pong, Military Recruiting Campaigns, The World Health Organisation and the Corporatization of Education. The go-to text for
anyone new to CCT or postgraduate students writing a CCT-related thesis.
Doing Anthropology in Consumer Research is the essential guide to the theory and practice of conducting ethnographic research
in consumer environments. Patricia Sunderland and Rita Denny argue that, while the recent explosion in the use of “ethnography”
in the corporate world has provided unprecedented opportunities for anthropologists and other qualitative researchers, this
popularization too often results in shallow understandings of culture, divorcing ethnography it from its foundations. In response,
they reframe the field by re-attaching ethnography to theoretically robust and methodologically rigorous cultural analysis. The
engrossing text draws on decades of the authors’ own eclectic research—from coffee in Bangkok and boredom in New Zealand to
computing in the United States—using methodologies from focus groups and rapid appraisal to semiotics and visual ethnography.
Five provocative forewords by leaders in consumer research further push the boundaries of the field and challenge the boundaries
of academic and applied work. In addition to reorienting the field for academics and practitioners, this book is an ideal text for
students, who are increasingly likely to both study and work in corporate environments.
The key to any marketing strategy is finding a way to reach and appeal to the consumer. In the case of a diverse consumer pool,
marketers must strive to direct their promotional efforts to appeal to a global customer base. Analyzing the Cultural Diversity of
Consumers in the Global Marketplace explores the strategies associated with promoting products and services to a culturallydiverse target market. Providing innovative solutions for global brands, this publication is ideally designed for use by marketing
professionals, executives, students, as well as researchers.
Founded in 1971, the Academy of Marketing Science is an international organization dedicated to promoting timely explorations of
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phenomena related to the science of marketing in theory, research, and practice. Among its services to members and the
community at large, the Academy offers conferences, congresses and symposia that attract delegates from around the world.
Presentations from these events are published in this Proceedings series, which offers a comprehensive archive of volumes
reflecting the evolution of the field. Volumes deliver cutting-edge research and insights, complimenting the Academy’s flagship
journals, the Journal of the Academy of Marketing Science (JAMS) and AMS Review. Volumes are edited by leading scholars and
practitioners across a wide range of subject areas in marketing science. This volume includes the full proceedings from the 2014
Academy of Marketing Science (AMS) Annual Conference held in Indianapolis, Indiana, entitled Let’s Get Engaged! Crossing the
Threshold of Marketing’s Engagement Era. The volume includes manuscripts relevant to marketing strategy, consumer behaviour,
quantitative modelling, among others.
The globalization of marketing has brought about an interesting paradox: as the discipline becomes more global, the need to
understand cultural differences becomes all the more crucial. This is the challenge in an increasingly international marketplace and
a problem that the world's most powerful businesses must solve. From this challenge has grown the exciting discipline of ethnic
marketing, which seeks to understand the considerable opportunities and challenges presented by cultural and ethnic diversity in
the marketplace. To date, scholarship in the area has been lively but disparate. This volume brings together cutting-edge research
on ethnic marketing from thought leaders across the world. Each chapter covers a key theme, reflecting the increasing diversity of
the latest research, including models of culture change, parenting and socialization, responses to web and advertising, role of
space and social innovation in ethnic marketing, ethnic consumer decision making, religiosity, differing attitudes to materialism,
acculturation, targeting and ethical and public policy issues. The result is a solid framework and a comprehensive reference point
for consumer researchers, students, and practitioners.
As shopping has been transformed from a chore into a major source of hedonistic pleasure, a specifically Russian consumer
culture has begun to emerge that is unlike any other. This book examines the many different facets of consumption in today’s
Russia, including retailing, advertising and social networking. Throughout, emphasis is placed on the inherently visual - not to say
spectacular - nature both of consumption generally, and of Russian consumer culture in particular. Particular attention is paid to
the ways in which brands, both Russian and foreign, construct categories of identity in order to claim legitimacy for themselves.
What emerges is a fascinating picture of how consumer culture is being reinvented in Russia today, in a society which has one,
nostalgic eye turned towards the past, and the other, utopian eye, set firmly on the future. Borrowing concepts from both marketing
and cultural studies, the approach throughout is interdisciplinary, and will be of considerable interest, to researchers, students and
practitioners wishing to gain invaluable insights into one of the most lucrative, and exciting, of today’s emerging markets.

Social media (e.g., Facebook, LinkedIn, Groupon, Twitter) have changed the way consumers and advertisers behave. It
is crucial to understand how consumers think, feel and act regarding social media, online advertising, and online
shopping. Business practitioners, students and marketers are trying to understand online consumer experiences that help
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instill brand loyalty. This book is one of the first to present scholarly theory and research to help explain and predict
online consumer behavior.
Massive demographic upheavals are changing the societal identities of American consumers and disrupting the
effectiveness of traditional marketing techniques. The so-called mass market is dissolving into smaller groups of
consumers who express distinctive ethnic, age-related, or lifestyle values by what they buy and how they buy it.
Consumers in different subcultures speak different languages, read different magazines, watch different networks on TV,
and buy in different places. The lesson for marketers is clear -- a single marketing campaign may no longer effectively
reach a broad spectrum of consumers. Marketers and advertisers hoping to attract large numbers of American
consumers must build relationships by mirroring the values and multiple identities of various groups. Marketers need
tools to link their efforts to consumers within several subculture communities. Marketing and Consumer Identity in
Multicultural America presents strategies and tools for marketers seeking to reach these emerging subcultures. Chapter 1
introduces the phenomenon of multiculturalism in America and its impact on marketing. Chapter 2 introduces the seven
key shifts from traditional thinking that marketers must make to thrive in a multicultural world (e.g., from "market
segmentation" to "market identification"). Chapters 3 through 7 profile five key subculture groups -- the elderly, Latinos,
African Americans, gays and lesbians, and Asian Americans. Chapter 8 profiles several emerging groups, and chapter 9
is a comprehensive summary of marketing attitudes and techniques that are critical to success in this new multicultural
environment.
Widely regarded as the authoritative reference in the field, this volume comprehensively reviews theory and research on
the self. Leading investigators address this essential construct at multiple levels of analysis, from neural pathways to
complex social and cultural dynamics. Coverage includes how individuals gain self-awareness, agency, and a sense of
identity; self-related motivation and emotion; the role of the self in interpersonal behavior; and self-development across
evolutionary time and the lifespan. Connections between self-processes and psychological problems are also addressed.
New to This Edition *Incorporates significant theoretical and empirical advances. *Nine entirely new chapters. *Coverage
of the social and cognitive neuroscience of self-processes; self-regulation and health; self and emotion; and hypoegoic
states, such as mindfulness.
By examining the interface between consumer behavior and new product development, People and Products: Consumer
Behavior and Product Design demonstrates the ways in which consumers contribute to product design, enhance product
utility, and determine brand identity. With increased connectedness and advances in technology, consumers and
marketers are more closely connected than ever before. Yet consumer behavior texts often overlook the application of
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the subject to product design, testing, and success. This is the first book to explore this interface in detail, exploring such
issues as: the attributes and qualities that consumers demand from products and services, and social and cultural forces
to be aware of; design and form and how they facilitate product usage; technological developments and the ways they
have changed how consumers interact with products; product disposal and sustainability; emerging and future trends in
consumer behavior and product development and design. This exciting volume is relevant to anyone interested in
marketing, consumer behavior, product development, technology, engineering, design, and brand management.
This book offers analysis of articulation of consumer culture and modernity in everyday lives of people in a transnational
framework. It pursues three broad themes: lifestyle choices and construction of modern identities; fashion and
advertising; and subaltern concerns and moral subjectivities. It juxtaposes empirical studies with theoretical traditions in
addressing questions such as: How do people imagine modernity and identity in consumer culture? What does modernity
or ‘being modern’ mean to people in different societies? Are modernity and tradition antithetical to or develop an
interface with each other? The chapters in the book trace manifestations and trajectories of consumer culture and
modernity as they connect to develop a sense of renewed identity.
Marketing and Consumer Identity in Multicultural AmericaSAGE Publications, Incorporated
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