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Chapter 5

Consumer Markets and Consumer Buyer Behavior

GENERAL CONTENT: Multiple-Choice Questions

1.
Which of the following companies is known for making the motorcycle known as a “hog”?

a.
Yamaha

b.
Kawasaki

c.
Honda American Classic

d.
Harley-Davidson

e.
BMW

(Answer: d; p. 128; Easy)

2.
How would you best describe the average Harley-Davidson motorcycle owner?

a.
the Hell’s Angels crowd

b.
a young adult in his or her 20s

c.
a teenager

d.
a 46-year-old husband 

e. 
a Generation Yer with above-average income

(Answer: d; p. 128; Moderate)

3.
Research has shown that which of the following is NOT a universal Harley appeal?

a.
freedom

b.
dependence

c.
power

d.
baddest guy on the block

e.
B and D






























(Answer: b; p. 129; Easy)

4.
________ is never simple, yet understanding it is the essential task of marketing management.

a.
Brand personality

b.
Consumption pioneering

c.
Early adoption

d.
Consumer buying behavior

e.
Understanding the difference between primary and secondary data

(Answer: d; p. 130; Easy; LO1)

5.
Most large companies research ________ buying decisions to find out what they buy, where they buy, how and how much they buy, when they buy, and why they buy.

a.
market

b.
permanent

c.
consumer

d.
social

e.
group

(Answer: c; p. 130; Easy; LO1)

6.
The starting point of understanding a consumer’s response to various marketing efforts is the ________ of a buyer’s behavior.

a.
belief

b.
subculture

c.
postpurchase feeling

d.
stimulus-response model

e.
postpurchase dissonance

(Answer: d; p. 130; Challenging; LO1)

7.
Which of the following is NOT a marketing stimulus considered one of the four Ps?

a.
product

b.
packaging

c.
price

d.
promotion

e.
place

(Answer: b; p. 130; Easy; LO1)

8.
Which of the following is NOT one of the buyer responses discussed in the text?

a.
brand choice

b.
product choice

c.
need recognition

d.
dealer choice

e.
purchase amount

(Answer: c; p. 130; Challenging; LO1)

9.
The marketer wants to understand how the stimuli are changed into responses inside the consumer’s ________, which has two parts. First, the buyer’s characteristics influence how he or she perceives and reacts to the stimuli. Second, the buyer’s decision process itself affects the buyer’s behavior.

a.
culture

b.
black box

c.
belief

d.
lifestyle

e.
social class

(Answer: b; p. 130; Moderate; LO1)

10.
Many factors come together to develop a person’s wants and behavior. The most significant of these is ________.

a.
culture

b.
brand personality

c.
cognitive dissonance

d.
new product

e.
selective perception

(Answer: a; p. 131; Moderate; LO2)

11.
It is very important to marketers to discover new products that might be wanted as a result of ________.

a.
lifestyles

b.
cultural shifts

c.
groups

d.
dissonance

e.
attitudes

(Answer: b; p. 131; Challenging; LO2)

12.
________ are defined as smaller cultural groups of people with shared value systems based on common life experiences and situations.

a.
Alternative evaluations

b.
Cognitive dissonances

c.
Subcultures

d.
Motives

e.
Attitudes

(Answer: c; p. 131; Moderate; LO2) {AACSB: Diversity}

13.
Four important subcultures mentioned by the author include all EXCEPT ________.

a.
Hispanics

b.
African Americans

c.
mature consumers

d.
opinion leaders

e.
Asian Americans

(Answer: d; p. 131; Easy; LO2) {AACSB: Diversity}

14.
Which is NOT included in the U.S. Hispanic market?

a.
Americans of Cuban descent

b.
Mexicans

c.
Spaniards

d.
those of Puerto Rican descent

e.
B and C

(Answer: c; p. 131; Easy; LO2) {AACSB: Diversity}

15.
This subcultural group tends to buy more branded, higher-quality products. They are very brand loyal, and they favor companies who show special interest in them.

a.
Hispanic

b.
African American

c.
Asian

d.
mature

e.
gay and lesbian

(Answer: a; p. 132; Challenging; LO2) {AACSB: Diversity}

16.
Although more price-conscious than other segments, ________ consumers are also strongly motivated by quality and selection. They place more importance on brand names, are more brand loyal, and do more “shopping around.”

a.
Hispanic

b.
African American

c.
mature

d.
Asian

e.
Baby Boomer

(Answer: b; p. 132; Challenging; LO2) {AACSB: Diversity}

17.
Per capita, ________ consumers spend twice as much as ________ consumers for online services.

a.
African American; Asian

b.
African American; white

c.
African American; Asian

d.
white; African American

e.
mature; African American

(Answer: b; p. 132; Challenging; LO2) {AACSB: Diversity}

18.
________, the fastest-growing U.S. demographic segment, now number more than 41 million.

a.
African American

b.
Hispanics

c.
Asian Americans

d.
Mature consumers

e.
Gays and lesbians

(Answer: b; p. 131; Challenging; LO2) {AACSB: Diversity}

19.
________ are becoming a very attractive market: they are the ideal market for exotic travel, restaurants, high-tech home entertainment products, leisure goods and services, and designer furniture and fashions.

a.
Hispanics

b.
Asian Americans

c.
Mature consumers

d.
African Americans

e.
Teenagers

(Answer: c; p. 133; Moderate; LO2) {AACSB: Diversity}

20.
Which of the following is NOT said of mature consumers?

a.
The best strategy is to appeal to their active, multidimensional lives.

b.
They are an ideal market for cosmetics and personal care products.

c.
High-tech home entertainment products appeal to them.

d.
Because of their age, they are a poor market for travel.

e.
They are a good market for designer fashions and furniture.

(Answer: d; p. 133; Moderate; LO2) {AACSB: Diversity}

21.
________ are society’s relatively permanent and ordered divisions whose members share similar values, interests, and behaviors.

a.
Social classes

b.
Purchase decisions

c.
Perceptions

d.
Attitudes

e.
Lifestyles

(Answer: a; p. 134; Easy; LO2)

22.
What is one way that a social class is NOT measured?

a.
occupation

b.
education

c.
income

d.
number of children in the family

e.
house type

(Answer: d; p. 134; Easy; LO2)

23.
________ are ones to which the individual wishes to belong, as when a teenage basketball player hopes to play someday for the Los Angeles Lakers.

a.
Membership groups

b.
Aspirational groups

c.
Reference groups

d.
Leisure groups

e.
Social class groups

(Answer: c; p. 135; Easy; LO2)

24.
________ are people within a reference group who, because of special skills, knowledge, personality, or other characteristics, exert influence on others.

a.
Opinion leaders

b.
Habitual buyers

c.
Charismatic personalities

d.
Perceptionists

e.
Wild ducks

(Answer: a; p. 135; Easy; LO2)

25.
A new trend in marketing is the use of opinion leaders to seek out trendsetters and subtly push them into talking up a specific brand to their friends and admirers. The term for this is ________ marketing. 

a.
family

b.
buzz

c.
personality

d.
opinion

e.
relationship

(Answer: b; p. 135; Easy; LO2){AACSB: Communication}

26.
The ________ is the most important consumer buying organization in society. 

a.
family

b.
social class

c.
opinion leader

d.
information search

e.
reference group

(Answer: a; p. 138; Easy; LO2)

27.
A ________ consists of the activities people are expected to perform according to the persons around them.

a.
motive

b.
role

c.
lifestyle

d.
perception

e.
tradition

(Answer: b; p. 139; Easy; LO2)

28.
People often buy the kind of clothing that shows their ________ in society.

a.
attitude

b.
status

c.
learning

d.
motive

e.
lifestyle

(Answer: b; p. 139; Easy; LO2)

29.
A buyer’s decisions are influenced by personal characteristics such as all of the following EXCEPT ________.

a.
the buyer’s occupation

b.
the buyer’s age

c.
the buyer’s life-cycle stage

d.
the buyer’s economic situation

e.
the buyer’s age at retirement

(Answer: e; p. 139; Moderate; LO2)

30.
People change the goods and services they buy over time because of two important factors. They are ________.

a.
belief and attitude

b.
perception and personality

c.
age and life-cycle stage

d.
groups and learning

e.
family and tradition

(Answer: c; p. 139; Moderate; LO2)

31.
Lifestyle is a person’s pattern of living as expressed in his or her _______. 

a.
personality

b.
culture

c.
psychographics

d.
motive

e.
social class

(Answer: c; p. 140; Easy; LO2)

32.
All of the following make up a person’s lifestyle EXCEPT ________.

a.
AIO dimensions

b.
interests

c.
dissonance-reducing buying behavior

d.
opinions

e.
C and D

(Answer: c; p. 140; Moderate; LO2)

33.
Several research firms have developed lifestyle classifications. The most widely used is the ________.

a.
VALS

b.
AIO

c.
CIA

d.
B2B

e.
R2D2

(Answer: a; p. 140; Easy; LO2)

34.
________ are people with so many resources and a high amount of innovation who are primarily motivated by ideals.  

a.
Habitual buyers

b.
Thinkers

c.
Brand personalities

d.
Subcultures

e.
Reference groups

(Answer: b; p. 140; Moderate; LO2)

35.
________ refers to the unique psychological characteristics that lead to relatively consistent and lasting responses to one’s own environment. It is usually described in traits such as self-confidence, dominance, sociability, autonomy, defensiveness, adaptability, and aggressiveness.

a.
Alternative evaluations

b.
Belief

c.
Culture

d.
Personality

e.
Self-awareness

(Answer: d; p. 141; Moderate; LO2)

36.
What is the term that means a specific mix of human traits that may attribute to a particular brand such as MTV and excitement or CNN and competent?

a.
information search
b.
social class
c.
brand personality
d.
new product
e.
brand equity
(Answer: c; p. 141; Easy; LO2)

37.
A person’s buying choices are further influenced by four major psychological factors. Which is NOT one of these factors?

a.
motivation

b.
perception

c.
habitual buying behavior

d.
learning

e.
none of the above

(Answer: c; p. 142; Moderate; LO2)

38.
A person’s ________ is a need that is sufficiently pressing to direct their actions to seek eventual satisfaction.

a.
drive

b.
personality

c.
culture

d.
motive

e.
A and D

(Answer: d; p. 142; Easy; LO2)

39.
The term ________ refers to qualitative research designed to probe consumers’ hidden, subconscious motivations.

a.
social class
b.
opinion leader
c.
motivation research
d.
need recognition
e.
depth research technique
(Answer: c; p. 142; Easy; LO2)

40.
Maslow’s theory is that human needs are arranged in a ________ from the most pressing at the bottom to the least pressing at the top.

a.
social class

b.
culture

c.
perception

d.
hierarchy

e.
complex

(Answer: d; p. 143; Easy; LO2)

41.
Maslow’s hierarchy of human needs extends from the most pressing to the least pressing. These five needs do NOT include ________.

a.
physiological needs

b.
safety needs

c.
need recognition

d.
self-actualization

e.
social needs

(Answer: c; p. 143; Moderate; LO2)

42.
To marketers, more important than reality is ________, the process by which people select, organize, and interpret information to form a meaningful picture of the world.

a.
personality

b.
perception

c.
selective group

d.
habitual behavior

e.
assessment

(Answer: b; p. 143; Moderate; LO2)

43.
People can form different perceptions of the same stimulus because of three perceptual processes. All of the following name these processes EXCEPT ________.

a.
selective attention

b.
selective distortion

c.
selective attitude

d.
selective retention

e.
none of the above

(Answer: c; p. 143; Challenging; LO2)

44.
People often forget much that they learn. Through ________, the information they tend to retain is that which supports their pre-existing attitudes and beliefs. 

a.
selective attention

b.
selective distortion

c.
selective attitude

d.
selective retention

e.
perceptual vigilance

(Answer: b; p. 143; Challenging; LO2)

45.
________ advertising is a discredited technique where it was once felt that consumers could be affected by marketing messages without even knowing it.

a.
Alternative evaluation

b.
Subliminal

c.
Complex

d.
Motive

e.
Comparative

(Answer: b; p. 143; Easy; LO2) {AACSB: Ethics}

46.
________ describes changes in an individual’s behavior arising from experience. 

a.
Lifestyle

b.
Learning

c.
Perception

d.
Cognitive dissonance

e.
Aggressiveness

(Answer: b; p. 144; Easy; LO2)

47.
Learning occurs through the interplay of all of the following EXCEPT ________.

a.
drives

b.
stimuli

c.
cues

d.
dissonance behavior

e.
A and D

(Answer: d; p. 144; Challenging; LO2)

48.
Cues are subtle stimuli that determine where, when, and how a person responds to ________ an item.

a.
purchasing

b.
disposing of

c.
rejecting

d.
recommending

e.
A and D

(Answer: a; p. 144; Challenging; LO2)

49.
The practical significance of ________ for marketers is that they can build up demand for a product by associating it with strong drives, using motivating cues and providing positive reinforcement.

a.
alternative evaluations

b.
social classes

c.
learning theory

d.
subcultures

e.
family and tradition

(Answer: c; p. 144; Challenging; LO2)

50.
When a consumer has a descriptive thought about an object, that person is said to have a ________.

a.
lifestyle

b.
motive

c.
belief

d.
habitual behavior

e.
stereotype

(Answer: c; p. 144; Easy; LO2)

51.
________ puts people into a frame of mind of liking or disliking things, of moving toward or away from them.

a.
Lifestyle

b.
Motive

c.
Habitual behavior

d.
Attitude

e.
Perception

(Answer: d; p. 144; Moderate; LO2)

52.
A person’s attitudes fit into a pattern, and to change one attitude may require difficult adjustments in many others. Thus, a company should ________ try to fit its products into existing attitudes rather than attempt to change attitudes.

a.
usually

b.
not

c.
once in a while

d.
seldom

e.
never

(Answer: a; p. 145; Easy; LO2)

53.
When consumers are highly involved with the purchase of an expensive self-expressive product, they most likely will undertake ________. 

a.
habitual buying behavior


b.
complex buying behavior

c.
reflective buying behavior

d.
opinion leadership

e
none of the above

(Answer: b; p. 145; Moderate; LO3)

54.
With habitual buying behavior, buyers are not highly committed to any brand; marketers of low-involvement products with few brand differences often use ________ and ________ promotions to stimulate product trial. 

a.
belief; attitude

b.
learning; attitude

c.
price; sales

d.
culture; learning

e.
impulse buying; end-of-aisle

(Answer: c; p. 146; Challenging; LO3)

55.
Which of the following typically happens with habitual buying behavior? 

a.
There is high consumer involvement. 

b.
There is strong brand loyalty. 

c.
Consumers search extensively for information. 

d.
Ad repetition creates brand conviction. 

e.
none of the above

(Answer: e; p. 146; Easy; LO3)

56.
The buyer decision process includes all of the following EXCEPT ________. 

a.
need recognition

b.
information search

c.
variety-seeking buying behavior

d.
purchase decision

e.
none of the above

(Answer: c; p. 147; Challenging; LO3)

57.
Internal or external stimuli begin the buyer decision process with this step.

a.
need recognition

b.
information search

c.
evaluation of alternatives

d.
purchase decision

e.
separation of needs and wants

(Answer: a; p. 147; Easy; LO3)

58.
There are many sources of information for consumers. These include all of the following EXCEPT ________.

a.
personal

b.
commercial

c.
attitude

d.
public

e.
B and D

(Answer: c; p. 148; Moderate; LO3)

59.
The most effective source that consumers obtain information from is ________ because it legitimizes or evaluates products for the buyer.

a.
commercial

b.
public

c.
experimental

d.
personal

e.
social

(Answer: d; p. 148; Challenging; LO3)

60.
How the consumer processes information to arrive at brand choices, the step of the decision process known as ________, is of particular importance to marketers. 

a.
alternative evaluation

b.
opinion leaders

c.
lifestyle

d.
habitual buying behavior

e.
post-purchase dissonance

(Answer: a; p. 148; Moderate; LO3)

61.
Generally, the consumer’s purchase decision will be to buy the most preferred brand, but two factors can come between the purchase intention and the purchase decision. What is one of these factors?

a.
postpurchase behavior

b.
attitude of others

c.
cognitive dissonance

d.
habitual buying behavior

e.
impulse buying

(Answer: b; p. 149; Challenging; LO3)

62.
After the purchase of a product, consumers will be either satisfied or dissatisfied and engage in ________.

a.
habitual buying behavior

b.
alternative evaluation

c.
post purchase behavior

d.
variety-seeking buying behavior

e.
product assessment

(Answer: c; p. 149; Easy; LO3)

63.
Repurchase often depends on whether or not a customer is satisfied. To fully understand satisfaction, the marketer must understand the relationship between the consumer’s expectations and the product’s ________.

a.
perceived performance

b.
brand personality

c.
recognition

d.
consumer market

e.
service quality

(Answer: a; p. 149; Easy; LO3)

64.
Almost all major purchases result in ________, or discomfort caused by postpurchase conflict.

a.
opinion leaders

b.
cognitive dissonance


c.
purchase decisions

d.
complex buying behavior

e.
dissatisfaction

(Answer: b; p. 149; Moderate; LO3) {AACSB: Ethics}

65.
All other marketing variables aside, the key to building lasing relationships with customers lies with ________.

a.
personality

b.
alternative evaluations

c.
need recognition

d.
customer satisfaction

e.
quality

(Answer: d; p. 149; Moderate; LO3)

66.
Companies should set up systems that ________ customers to complain.

a.
discourage

b.
encourage

c.
do not allow

d.
any of the above

e.
none of the above

(Answer: b; p. 149; Easy; LO3) {AACSB: Ethics}

67.
How do customers learn about new products for the first time and make the initial decision to buy them? This process is referred to as the ________.  

a.
new product recognition

b.
adoption process

c.
variety-seeking buying behavior


d.
information search

e.
quality assessment

(Answer: b; p. 150; Moderate; LO4)

68.
Among the stages that customers go through in adopting a new product are all of the following EXCEPT ________.  

a.
awareness

b.
interest

c.
evaluation

d.
culture

e.
trial

(Answer: d; p. 151; Easy; LO4)

69.
Relative advantage, compatibility, complexity, divisibility, and communicability are characteristics of ________.

a.
alternative evaluation

b.
dissonance-reducing buying behavior

c.
influence of product on rate of adoption

d.
habitual buying behavior

e.
service quality

(Answer: c; p. 152; Challenging; LO4)

70.
Family is one of the ________ factors that influence consumer behavior.

a.
cultural

b.
social

c.
personal

d.
psychological

e.
business

(Answer: b; p. 134; Moderate; LO2)

71.
All of the following are true regarding African American consumers EXCEPT which statement?

a.
They have annual buying power of $762 billion.

b.
Black consumers seem to enjoy shopping more than other groups.

c.
Many companies work to meet the needs of African American consumers.

d.
African Americans are the most affluent U.S. segment.

e.
Black consumers spend twice as much as white consumers for online services.

(Answer: d; p. 132; Challenging; LO2) {AACSB: Diversity}

72.
There are many misunderstandings about social class in the United States. Of the following statements, which is true regarding social class?

a.
Social class is determined primarily by income level.

b.
Lines between social classes in the United States are fixed and rigid.

c.
Social classes show distinct product preferences in clothing and automobiles.

d.
Wealth is more critical than education level in measuring social class.

e.
People are relegated to a permanent class layer in the United States.

(Answer: c; p. 134; Challenging; LO2) {AACSB: Diversity}

73.
Opinion leaders are sometimes referred to as ________.

a.
the influentials

b.
the upper class

c.
the middle class

d.
buzz marketers

e.
none of the above

(Answer: a; p. 135; Moderate; LO2)

74.
People coming from the same subculture, social class, and occupation may have quite different lifestyles. Lifestyles can be measured through our ________.

a.
patterns of living

b.
activities, interests, and opinions

c.
AIOs

d.
net worth

e.
A, B, and C

(Answer: e; p. 140; Moderate; LO2)

75.
Which of the following is NOT a primary motivation?

a.
achievement

b.
self-esteem

c.
ideals

d.
self-expression

e.
A and B

(Answer: b; p. 141; Moderate; LO2)

True/False

76.
Harley-Davidson customers are now just as likely to be a banker than a member of the Hell’s Angels.

(Answer: True; p. 128; Easy)

77.
The Harley-Davidson Company found in their research that their customers are some of the loyalist buyers of any product.

(Answer: True; p. 129; Moderate)

78.
Consumer buying behavior not only is applicable to consumers, but also often refers to the buying behavior of businesses.

(Answer: False; p. 130; Easy; LO1)

79.
The central question for marketers is, how do consumers respond to various marketing efforts the company might use? The starting point is called the stimulus-response of buyer behavior.

(Answer: True; p. 130; Moderate; LO1)

80.
A dissonance-reducing buying behavior is designed to probe consumers’ hidden, subconscious motivations.

(Answer: False; p. 146; Challenging; LO3)

81.
Each culture contains groups of people with very different value systems based on dissimilar life experiences and situations.

(Answer: False; p. 131; Moderate; LO2)

82.
Asian Americans, while not the fastest-growing segment, are the most affluent U.S. demographic segment, including Chinese Americans, Japanese Americans, Asian Indians, Korean Americans, and Filipino Americans.

(Answer: True; p. 133; Easy; LO2) {AACSB: Diversity}

83.
Younger consumers are better off financially than mature consumers. They are the ideal market for exotic travel, restaurants, high-tech home entertainment products, and leisure goods and services.

(Answer: False; p. 133; Easy; LO2) {AACSB: Diversity}

84.
Because certain people are able to move between social classes, these classes are relatively impermanent and disordered divisions whose members share dissimilar values, interests, and behaviors.

(Answer: False; p. 134; Easy; LO2)

85.
Buzz marketers are now taking to the streets, as well as cafes, nightclubs, and the Internet, in record numbers. Their goal: to seek out the trendsetters in each community and subtly push them into talking up a specific brand to their friends and admirers.

(Answer: True; p. 135; Moderate; LO2) {AACSB: Communication}

86.
Lifestyle is a person’s pattern of living as expressed in his or her psychographics.

(Answer: True; p. 140; Easy; LO2)

87.
A belief is a descriptive thought that a person has about something.

(Answer: True; p. 144; Moderate; LO2)

88.
A person’s buying choices are further influenced by four major psychological factors: motivation, perception, learning, and beliefs and attitudes.

(Answer: True; p. 142; Easy; LO2)

89.
A motive exists when consumers are highly involved with an expensive, infrequent, or risky purchase but see little difference among brands.

(Answer: False; p. 142; Easy; LO2)

90.
Maslow’s theory is that human needs are arranged in a hierarchy. They include physiological needs, safety needs, social needs, esteem needs, and self-actualization needs. A person tries to satisfy the most important need first.

(Answer: True; p. 143; Moderate; LO2)

91.
Perception is the process by which people select, organize, and interpret information to form a meaningful picture of the world.

(Answer: True; p. 143; Moderate; LO2)

92.
The consumer’s purchase decision will most often be to buy the most preferred brand; however, two factors that can come between the purchase intention and purchase decision are need recognition and alternative identification.

(Answer: False; p. 149; Moderate; LO3)

93.
After purchasing the product, the consumer will be satisfied or dissatisfied and will engage in post-purchase behavior.

(Answer: True; p. 149; Easy; LO3)

94.
Most major purchases are well thought out and do not result in cognitive dissonance, or discomfort caused by post-purchase conflict.

(Answer: False; p. 149; Easy; LO3)

95.
When a consumer learns about a new product for the first time and makes a decision to try it, it is called the adoption process.

(Answer: True; p. 150; Moderate; LO4)

96.
People differ greatly in their readiness to try new products. In each product area, there are “consumption pioneers.” They are referred to as early adopters.

(Answer: False; p. 151; Challenging; LO4)

97.
Early adopters are guided by respect; they are opinion leaders in their communities and adopt new ideas early but carefully.

(Answer: True; p. 152; Moderate; LO4)

98.
The early majority are deliberate; although they rarely are leaders, they adopt new ideas before the average person.

(Answer: True; p. 152; Moderate; LO4)

99.
The laggards are skeptical; they adopt an innovation only after their friends have tried it.

(Answer: True; p. 152; Challenging; LO4)

100.
In general, innovators tend to be relatively older, be more mature, and have a lower income than late adopters.

(Answer: False; p. 152; Challenging; LO4)

101.
Five characteristics are especially important in influencing an innovation’s rate of adoption. Two of these are price and rate of recycling.

(Answer: False; p. 152; Moderate; LO4)

102.
Although consumers in different countries have different values, attitudes, and behaviors, the products they buy are very similar to each other.

(Answer: False; p. 153; Challenging; LO2) {AACSB: Global}

103.
A difference in international products may be something as straightforward as reducing the size of a product to fit the customer’s hand.

(Answer: True; p. 153; Moderate; LO2) {AACSB: Global}

104.
Alternative evaluation is how the consumer processes information to arrive at brand choices. This process may not be a simple and single evaluation process in all buying situations.

(Answer: True; p. 148; Moderate; LO3)

105.
With globalization, marketers are forced to adapt their products to meet the needs of international consumers, rather than offering a standardized product.

(Answer: False; p. 153; Moderate; LO4) {AACSB: Global}

Essay

106.
Harley-Davidson’s customers are very loyal, some even getting the company logo tattooed on their bicep. How would you explain this level of customer loyalty?


Harley-Davidson customers are loyal because the company makes a lifestyle statement and displays the attitude of being “the toughest, baddest guy on the block.” The customer feels “wicked astride all that power.” In addition, Harley-Davidson renews the customer’s spirit and announces the customer’s independence. Harley-Davidson also makes the customers feel that thumbing the starter of a Harley does a lot more than fire the engine; it fires the imagination! Harley-Davidson sells a dream.

(p. 129; Moderate)

107.
Cultural factors exert a broad and deep influence on consumer behavior. Describe the differences between a person’s culture and subculture.


Culture is the most basic cause of a person’s wants and behavior. It is the man-made portion of the environment. Each culture contains smaller subcultures, or groups of people with shared value systems based on common life experiences and situations faced. Some examples of subcultures include nationalities, religions, racial groups, and geographic regions. 

(p. 131; Challenging; LO2)

108.
The two largest racial subcultures in the United States are Hispanics and African Americans. Describe the characteristics of these two groups.


Hispanic consumers are now the largest subcultural group in the United States, numbering more than 41 million. They tend to buy more branded, higher-quality products—generics do not sell well to Hispanics. Perhaps more important, Hispanics are very brand loyal, and they favor companies who show special interest in them. African American consumers, now numbering 39.7 million, are more price-conscious than other segments; they are also strongly motivated by quality and selection. They place more importance on brand names, are more brand-loyal, and do more “shopping around.” Per capita, African American consumers spend twice as much as white consumers for online services. 

(p. 131; Challenging; LO2) {AACSB: Diversity} 

109.
A consumer’s behavior also is influenced by social factors, such as the consumer’s small groups, family, and social roles and status. Explain the differences among these social factors.


Small groups to which a person belongs have a direct influence on what a person buys. Reference groups serve as direct or indirect points of comparison or reference in forming a person’s attitudes or behaviors. An aspirational group is one to which the individual wishes to belong. Reference groups expose a person to new behaviors and lifestyles, influence a person’s attitudes and self-concept, and create pressures to conform that may affect the person’s product and brand choices. Opinion leaders are also included in reference groups. The family, furthermore, is the most important consumer-buying organization in society. Marketers are interested in the roles and influence of each member. Social roles and status: Anna Flores plays the role of a daughter and a wife, and in her company she plays the role of a brand manager. A role consists of the activities people are expected to perform according to the persons around them. Anna will buy the kind of clothes that reflect her role and status.

(p. 134; Challenging; LO2) {AACSB: Diversity}

110.
Each person’s distinct personality influences his or her buying behavior. Personality is usually described in terms of traits. What is meant by this term, traits? What are some examples of traits, and how do they affect the way people purchase items?


Personality is described in terms of traits such as self-confidence, dominance, sociability, autonomy, defensiveness, adaptability, and aggressiveness. Personality can be useful in analyzing behavior for certain products. For example, coffee marketers have discovered that heavy coffee drinkers tend to be high on sociability.

(p. 141; Easy; LO2) {AACSB: Diversity}

111.
A brand personality is the specific mix of human traits that may be attributed to a particular brand. One researcher identified five brand personality traits. Name three of these traits and tell about them. 


Sincerity (down-to-earth, honest, wholesome, and cheerful), excitement (daring, spirited, imaginative, and up-to-date), competence (reliable, intelligent, and successful), sophistication (upper class and charming) and ruggedness (outdoorsy and tough) are the five brand personality traits.

(p. 141; Easy; LO2)

112. You are the marketing specialist for a market-leading product, and you wish to encourage habitual buying behavior. How might you accomplish this? 

Because habitual buyers are not highly committed to any brands, marketers often use price and sales promotions to stimulate product trial. Ad copy should stress only a few key points with high repetition of short duration messages.

(p. 146; Easy; LO3)

113.
Explain brand personality as it affects specific brands.


A brand personality is the specific mix of human traits that may be attributed to a particular brand. Five brand personality traits include sincerity, excitement, competence, sophistication, and ruggedness. Many well-known brands tend to be strongly associated with one particular trait.

(p. 141; Easy; LO3)

114.
Explain Maslow’s needs hierarchy.


Maslow suggested that our unfulfilled needs are enough to motivate us and that our needs are arranged in a hierarchy. The hierarchy of needs includes physiological, safety, social, self-esteem, and self-actualization. Maslow suggested that we fill the bottom-level, basic needs first before moving up the hierarchy.

(p. 143; Easy; LO2)

115.
Listing them in the proper order, what are the stages in the buyer decision process? Describe each.


In the awareness stage, consumers become aware of the new product but lack information about it. Then, consumers seek information about the new product in the interest stage. In the evaluation stage, consumers consider whether trying the new product makes sense. Consumers try the product on a limited basis in the trial stage. Consumers decide to make full use of the product in the adoption stage.

(p. 147; Moderate; LO3)

APPLICATION CONTENT: Multiple-Choice Questions

116.
 Now that you have read about the marketing program at Harley-Davidson, which of the following would NOT appear on Harley-Davidson’s home page?

a.
Our goal is to run production at a level that everyone who wants a Harley can get one right away.

b.
We sell a dream.

c.
We give you maximum self-expression in your own space.

d.
Owning this makes you a member of the Harley family.

e.
Feel the independence!

(Answer: a; p. 129; Challenging)

117.
A number of personal factors are important to marketers. Among these factors are all of the following EXCEPT the buyer’s ________.

a.
age and life-cycle stage

b.
occupation

c.
social class

d.
economic situation

e.
lifestyle

(Answer: c; p. 131; Easy; LO2)

118.
Procter & Gamble currently markets heavily to the growing Hispanic segment. Which of these things does P&G NOT do?

a.
P&G targets a major portion of its advertising budget to Hispanics. 

b.
P&G distributes free samples of their products to new Hispanic mothers.

c.
P&G charges less for their products in Hispanic bodegas.

d.
P&G publishes their own targeted magazine, Avanzando con Tu Familia.

e.
B and C

(Answer: c; p. 132; Challenging; LO2) {AACSB: Diversity}

119.
What is one thing that Wal-Mart does NOT do to cater to the Asian American market in one Seattle store?

a.
Wal-Mart stocks a large selection of CDs from Asian artists.

b.
Wal-Mart stocks videos from Asian artists.

c.
Wal-Mart stocks Asian-favored health and beauty products.

d.
Wal-Mart puts out white bows because Asians think it is a lucky color.

e.
C and D

(Answer: d; p. 133; Moderate; LO2) {AACSB: Diversity}

120.
Paul Deibert’s employer, a major electronics manufacture, recently overhauled its marketing approach in order to target products and services to consumers based on their social class. Its new Consumer Segment Division targets four social class segments. Given the text discussion, which of the following would NOT be one of these segments?

a.
upper class

b.
middle class

c.
working class

d.
lower class

e.
working poor

(Answer: e; p. 134; Easy; LO2) {AACSB: Diversity}

121.
Margaret Gorman can consider buying an expensive flat panel television if she has enough ________, savings, or borrowing power.

a.
knowledge

b.
personal income

c.
skill

d.
information 

e.
clout

(Answer: b; p. 141; Easy; LO2)

122.
Many marketers use a concept related to personality—a person’s self-concept. The basic self-concept premise is that people’s possessions contribute to and reflect their identities; that is, “we are what we have.” This leads consumers to ________. 

    
a.
buy books to support their self-images

b.
use brand personalities

c.
begin habitual buying behavior

d.
begin variety-seeking buying behavior

e.
conduct the information search

(Answer: a; p. 141; Challenging; LO2)

123.
Mark had long supported President Bush’s actions. However, lately, most of the news stories and the comments of many of his friends were highly critical of what the President had been doing. However, Mark did not believe them and continued to support President Bush as usual. Mark has engaged in ________.

a.
selective distortion

b.
selective attitude

c.
selective retention

d.
selective attention

e.
perceptual defense

(Answer: d; p. 143; Challenging; LO3)

124.
Stephanie and Jamal attended a sales seminar. Both left the seminar with differing opinions about what was important to implement in their jobs. Both used the information in different ways, according to what each already believed was important. They have engaged in ________.

a.
selective distortion

b.
selective attitude

c.
selective retention

d.
selective attention

e.
perceptual defense

(Answer: a; p. 143; Moderate; LO3)

125.
If the experience is rewarding, a consumer will probably use the product more and more. The consumer’s response to the product will be ________.

a.
a learning experience

b.
a belief

c.
reinforced

d.
a dissonance experience

e.
a selective distortion

(Answer: c; p. 144; Easy; LO3)

126.
George is buying his first house. He has found two houses that he thinks he likes. He is highly involved in the purchase and perceives significant differences between these two houses. George will likely undertake ________.

a.
postpurchase behavior

b.
complex buying behavior

c.
opinion leadership

d.
dissonance

e.
marketing myopia

(Answer: b; p. 145; Challenging; LO3)

127.
For the past 10 years Bill and Margaret Kennedy have saved money to go to the Super Bowl should their team, the Chicago Bears, ever win the NFC championship. This is the year, and several tour companies offer attractive packages to the game. They want to be certain to choose the best one. ________ is likely to occur.

a.
Brand personality

b.
Dissonance-reducing buying behavior

c.
Complex buying behavior

d.
Consumer market

e.
A or C

(Answer: b; p. 146; Challenging; LO3)

128.
Pat thought he had received a great deal on his new Martin guitar. Shortly after the purchase, Pat started to notice certain disadvantages of his new guitar as he learned more about other guitars available. Pat is experiencing ________.

a.
post-purchase culture

b.
perception

c.
post-purchase dissonance

d.
purchase decision

e.
perceptual vigilance

(Answer: c; p. 146; Moderate; LO3)

129.
________ occurs under conditions of low consumer involvement and little significant brand difference. Consumers have little involvement in this product category—they simply go to the store and reach for a brand.

a.
Alternative evaluation

b.
Habitual buying behavior

c.
Brand personality

d.
Opinion leader

e.
Impulse buying

(Answer: b; p. 146; Moderate; LO3)

130.
Carrie tends to purchase various brands of bath soap. She has never been loyal to a specific brand; thus, she does a lot of brand switching. Carrie is undertaking ________.

a.
dissonance buying behavior

b.
complex buying behavior

c.
need recognition behavior

d. 
variety-seeking buying behavior

e.
brand preferencing

(Answer: d; p. 147; Challenging; LO3)

131.
Which of the following does NOT encourage habitual buying behavior?

a.
dominating shelf space

b.
running frequent reminder advertising

c.
keeping shelves fully stocked

d.
putting out new products

e.
end-of-aisle displays

(Answer: d; p. 146; Easy; LO3)

132.
If the consumer’s drive is strong and a satisfying product is near at hand, the consumer is likely to buy it then. If not, the consumer may store the need in memory or undertake a(n) ________.

a.
brand personality

b.
alternative evaluation

c.
postpurchase behavior

d.
information search

e.
dismissal

(Answer: d; p. 147; Challenging; LO3) {AACSB: Communication}

133.
Attitudes toward different brands are particularly important as consumers begin the evaluation process. Consumers develop these attitudes through various evaluation procedures. Which of these below describes how this happens?

a.
Consumers use careful calculations and logical thinking.

b.
Consumers sometimes do little or no evaluating; instead, they buy on impulse and 

rely on intuition.

c.
Sometimes consumers turn to friends for advice.

d.
Some consumers are brand-loyal.

e.
All of the above.

(Answer: e; p. 148; Easy; LO2)

134.
Which of the following is difficult to determine by visual cues alone?

a.
social class

b.
life-cycle stage

c.
demographics

d.
psychographics

e.
lifestyle

(Answer: d; p. 141; Moderate; LO2)

135.
After an individual’s need for food, clothing, and shelter is filled, he or she will work to fill ________ needs.

a.
physiological

b.
safety

c.
social

d.
self-esteem

e.
self-actualization

(Answer: b; p. 143; Easy; LO2)

Short Answer

136. What role do marketing stimuli (the four Ps) play in consumer behavior?

Marketing stimuli, consisting of the four Ps, enter the buyer’s black box, where they are turned into this set of observable buyer responses: product choice, brand choice, dealer choice, purchase timing, and purchase amount.

(p. 130; Easy; LO1)

137. Give an example of a cultural shift that may impact the marketing of products or services.

From time to time, for example, Americans develop a “fitness craze” that generates increased marketing of exercise equipment and gear and decreased marketing of fast food.

(p. 131; Easy; LO2)

138. Why might the Hispanic market be the most viable targeted group for a manufacturer of a branded product that is just now targeting ethnic markets?

Hispanic consumers, 41 million in number, represent the largest ethnic subculture group. They also tend to buy more branded, higher-quality products.

(p. 132; Challenging; LO2) {AACSB: Diversity}

139. In terms of spending behaviors, how might the current group of mature consumers differ from the mature consumers of the 1970s and 1980s?

The mature consumers in the 1970s and 1980s may have been more conservative, having remembered economic strife during the Great Depression, and they were less attracted to exotic travel, restaurants, or leisure items than the current group of mature consumers.

(p. 133; Challenging; LO2) {AACSB: Diversity}

140. Is the recognition of social class somehow related to the age of the consumer? How might consumers in their 20s measure social class differently than consumers in their 50s?

Consumers may reflect their own interests in this process. Consumers in their 20s may pay more attention to the type of car driven, clothing brands worn, and accessibility to high-tech gadgets. Consumers in their 50s may especially notice house type, neighborhood, income, and source of income.

(p. 134; Moderate; LO2) {AACSB: Diversity}

141. List three factors that may force an individual to move to a lower social class in the United States.

Such factors may include a change in income or source of income, the loss of a job or a change in occupation, and a significant drop in the value of a stock portfolio.

(p. 134; Easy; LO2)

142. In what way might a marketer rely on opinion leaders?

Opinion leaders can influence other larger groups of consumers.

(p. 135; Easy; LO4)

143. Give an example of a product for which buzz marketing may not be necessary.

Buzz marketing may not be necessary for products with very little competition or for products that strongly complement the sale of another product.

(p. 135; Moderate; LO4) {AACSB: Communication}

144. A great deal of research was conducted in the 1970s to determine which products might be typical husband-dominant or wife-dominant products. Explain why this data may now be incorrect.

More single-parent families and more dual-income families have changed the traditional buying roles over time.

(p. 138; Moderate; LO2)

145. Why might a marketer, whose advertising in the past was based on the traditional family life-cycle stages, consider changing this approach? Give an example of how changes in family life-cycle stages may change a marketer’s promotional strategy.

In TV ads, for example, the marketer who portrays a typical family with the father, mother, and children is alienating childless couples, same-sex couples, and single parents; once a group feels alienated it may become difficult for the marketer to reach that group in the future.

(p. 139; Challenging; LO2)

146. Explain how lifestyles may be developed.

Answers will vary. Many individuals may believe that lifestyles are molded by the way individuals are raised and as a result of life experiences.

(p. 140; Moderate; LO2) 

147. According to the VALS lifestyles classifications, what are the three primary consumer motivations?

VALS divide consumers into eight groups based on resources and motivations. Primary motivations include ideals (guided by knowledge and principles), achievement (looking for products that show success to their peers), and self-expression (desiring social or physical activity, variety, and risk).

(p. 141; Moderate; LO2) {AACSB: Diversity}

148. How is a brand personality developed?

A brand personality is the specific mix of human traits that may be attributed to a particular brand. 

(p. 141; Easy; LO2)

149. While visiting the Martin guitar factory, a consumer was taken by the fact that the tour guide had to maintain a count of the visitors as they walked through the factory. It was explained that, because the factory uses so much wood and chemicals, there was a need to keep track of visitors in case of fire. Briefly explain the shift in needs, according to Maslow’s hierarchy.

Upon arrival, the visitors were filling their self-actualization needs. After the mention of the fire danger, safety quickly became a potential need for the group.

(p. 143; Challenging; LO2)

150. Explain why selective attention is not controllable by a marketer.

A marketer cannot guarantee that a consumer will pay attention to or remember a specific ad, for example; numerous stimuli affect a consumer’s level of attention.

(p. 143; Moderate; LO3)

151. Explain how selective distortion is somewhat controllable by a marketer.

Marketers can attempt to understand consumers’ mindsets and how these will affect perceptions of advertisements.

(p. 143; Moderate; LO3)

152. Selective retention causes people to generally not remember everything that they see in an advertisement. Knowing this, what might a marketer do to reduce selective retention?

Among techniques are the use of drama, fear, or extreme humor in an ad to promote retention among consumers; repetition may also work. However, often consumers will subsequently remember the advertisement and not the sponsor. 

(p. 143; Moderate; LO3)

153. Which is more specific in nature—a drive or a motive?


Neither; both are terms used to describe a need that is sufficiently pressing in order to direct a person to seek satisfaction of a need.

(p. 142; Moderate; LO2)

154. Attitudes put people in a frame of mind of liking or disliking things, or moving toward or away from them. How might this affect buying behavior?

A digital camera buyer may hold attitudes such as “buy the best,” and “the Japanese make the best electronic products.” If so, the Nikon camera would fit well into the consumer’s existing attitudes.

(p. 144; Challenging; LO2)

155. Explain how marketers may be able to reduce post-purchase dissonance.

Marketers must make every effort to enhance after-sale communications, providing evidence and support to help consumers feel good about their purchases.

(p. 149; Moderate; LO3)

Scenario


The Attic Trunk began in 1979 as an upscale dress shop in Forest Ridge’s fashionable shopping district, catering to a wealthy, mature clientele. Many other specialty shops lined the main avenue over the next few years. But as Forest Ridge began to attract an affluent, younger, and more demographically diverse population, the once-popular shopping district was increasingly perceived as stodgy and snobby. By the late 1980s, many of these specialty shops suffered financially. Most shops attracted only tourists who enjoyed browsing through the displays of alligator belts and shoes, piles of scented cashes, and useless flowered parasols, often laughing at the ridiculously high prices. Owners of The Attic Trunk had noticed the shifts in population and buying behavior of the typical shopper by the late 1980s. In fact, the owners had observed that the once-fashionable shopping district in Forest Ridge no longer attracted a “typical shopper.” The wealthy, mature clientele had been replaced with affluent families with children and a mix of Asian and African Americans as well as Caucasians. Specialty items at The Attic Trunk gradually disappeared, replaced by brand-name apparel, colognes, and jewelry. Others followed suit in the early 1990s, bringing restaurants, an outdoor cafe, and a day spa to the main avenue in Forest Ridge.

156. How would you describe the cultural shift that appears to have taken place in Forest Ridge?

An affluent, diverse population replaced the affluent, mature population; shops along Forest Ridge’s fashionable shopping district were forced to change their marketing strategies.

(p. 131; Easy; LO2)

157. What characteristics of the typical African American consumer might the owners of The Attic Trunk be able to observe?

African American consumers are price-conscious and motivated by quality and selection; they are fashion-conscious and enjoy shopping more than other groups.

(p. 132; Moderate; LO2) {AACSB: Diversity}

158. What characteristics of the typical Asian American consumer might the owners of The Attic Trunk be able to observe?

Asian Americans are the fastest-growing and most affluent of U.S. segments; they are the most brand-conscious of all segments.

(p. 133; Moderate; LO2) {AACSB: Diversity}

159. Is it a wise move for the Attic Trunk to now move rapidly away from targeting the mature consumers market?  

No. While the culture has shifted in the community, seniors are expected to double in number in the next two decades; they are better off financially than younger segments. Seniors are an ideal market for designer items, leisure items, and fitness. Many of the revamped shops in Forest Ridge now provide the types of products and services attractive to seniors.

(p. 133; Challenging; LO2) {AACSB: Diversity}

160. It would appear that many families with children are now shopping in Forest Ridge. Are there characteristics of families, as consumer groups, that the owners of The Attic Trunk might want to keep in mind?

Individual family members, in their roles, influence the buying behavior of other family members. Spouse involvement varies widely by product category; therefore, the owners should not take specific behaviors or characteristics for granted. Finally, children are a strong influence on family buying behavior.

(p. 138; Challenging; LO2)

161. How might the concept of family life-cycle stages address how people change what they buy over their lifetimes? Explain.

People change the goods and services they buy over their lifetimes. Buying is also shaped by the stage of the family life cycle. Marketers often define their target markets in terms of life-cycle stage and develop appropriate products and marketing plans for each stage.

(p. 139; Challenging; LO2)

162. When comparing the lifestyles of all the consumer segments attracted to The Attic Trunk, what might each segment have in common with the other segments?

Each of the affluent segments likely shares similar activities, interests, and opinions (AIOs) with each other.

(p. 140; Moderate; LO2)

163. Why do the owners of The Attic Truck have a problem as they attempt to change shoppers’ attitudes about their store from the 1980s to the 1990s?

Attitudes are difficult to change. A person’s attitudes fit into a pattern. Thus, the store should try to fit its products into existing attitudes rather than attempt to change attitudes. Shoppers have to be convinced that The Attic Trunk has permanently shifted from offering overpriced specialty items—which were of little use to the consumer—to offering chic, upscale apparel and accessories.

(p. 145; Moderate; LO2)

164. Why might The Attic Trunk’s current shoppers experience less post-purchase dissonance than the shoppers of the early 1980s?

The Attic Trunk now offers what the typical customer wants. Because most of the product offerings are name-branded, consumers likely know what they are getting before they purchase it. Consumers in the 1980s purchased products based on uniqueness; there were fewer, if any, branded items in the offering with which consumers could have built a relationship prior to the purchase. 

(p. 145; Challenging; LO3) {AACSB: Ethics}

165. What are some assumptions that can be made about any dissatisfied customers at The Attic Trunk?

Bad word of mouth travels faster than positive comments. Dissatisfied customers do not often volunteer their complaints; therefore, the owners of this shop should set up a system to encourage customer comments. 

(p. 149; Moderate; LO3) {AACSB: Ethics}

Continuing Small Business Case #2: Busy Bee PlaySpace
Busy Bee PlaySpace is a large, airy area with climbing tunnels, a play mat area, a ball pit, monkey bars, and other integrated play spaces. Also within the facility are a puppet theater, a face painting station, a party room, and a make-believe street set up for pedal cars. The facility also provides a comfortable table and chair area for parents, a snack bar, and child-friendly restrooms. The Busy Bee facility is indoors and thus heated for winter and air-conditioned for summer. The region has a population of approximately 450,000 within a 15-minute drive to Busy Bee. This site is also located amidst a large tourist motel area that services close to 3,000,000 annual visitors. Busy Bee targets two market segments, local parents and those visiting the area with small children.
166. What cultural shifts in the United States over the past few decades have created an opportunity for a facility like the Busy Bee PlaySpace?

A market offering is some combination of products, services, information, or experiences offered to a market to satisfy a need or want. Over the last few decades needs and wants have changed. As the average American family has changed, there are more single parents and more working mothers seeking social play spaces for their young children. As mothers work, more and more mature grandparents are caring for their grandchildren. As more people travel domestically for vacation and pleasure, the tourist industry has grown and the need for play space while traveling has grown as well.

(p. 131; Moderate; LO2)

167. How might changes in social factors influencing consumer behavior affect Busy Bee PlaySpace?

The text discusses three major areas under this topic: reference groups, family, and roles and status. Changes in each of these three are relevant to Busy Bee. Reference groups expose a person to new behaviors and lifestyles, influence the person’s attitudes and self-concept, and create pressures to conform that may affect the person’s product and brand choices. Marketers are interested in shifting decision-making roles within families. Today 70 percent of women are holding jobs outside the home.  

(p. 134; Moderate; LO2)

168. How might differences in personal characteristics influence consumer behavior as it affects Busy Bee PlaySpace?

Traditional family life-cycle stages are changing and marketers are increasingly catering to a growing number of alternative, nontraditional stages such as unmarried couples, singles marrying later in life, same-sex couples, single parents, and extended parents (those with young adult children returning home).

(p. 138; Moderate; LO2)

169. How might Busy Bee PlaySpace apply the concept of Maslow’s hierarchy of needs to position themselves?

Maslow positioned that people are driven by particular needs at particular times. He believed that human needs are arranged in a hierarchy from the most pressing to the least pressing. In order, these needs are physiological (hunger, thirst), safety (security, protection), social (sense of belonging, love), esteem, (self-esteem, recognition, status), and self-actualization (self-development, realization). The most important need is satisfied first, and when that need is satisfied it will stop being a motivator and the person will then try to satisfy the next most important need. Busy Bee’s product would appear to be most important to those seeking safety (a safe and secure play space) and social (playing and interacting with others).

(p. 143; Moderate; LO2)

Continuing Small Business Case #9: Spring House Antiques

Peter and Susan Messimer were looking forward to Peter’s retirement in the spring from Millersville University. Peter had worked in student affairs for more than 30 years and was now ready to once again turn to the antiques business he had once followed when he was in college. Peter’s father was a successful antiques dealer in the Hudson River Valley region of New York. Just as Peter was entering his freshman year in college, his father passed away. Peter then took over the business, on a part-time basis, and thereby financed his college education. After graduation, his marriage to Susan and a daughter that followed brought Peter to the more stable academic field. Susan also had a strong interest in antiques, and her career path led her to become a curator at a Pennsylvania State museum. Peter and Susan had been collecting antiques for decades and now planned to begin to liquidate part of their collection as their initial inventory in their antiques business. Their plans were still fluid as they considered either opening a stand-alone shop or renting space in one of several local antique coops. Peter’s retirement income from his pension and Social Security would amount to about 75 percent of his current income. Their financial goal was to replace the remaining 25 percent through antiques sales. For the time being, Susan would continue to work at the museum. All of his life Peter had worked closely with students, and it was his desire to target younger antiques collectors.  

170. What demographic shifts in the United States over the past few decades have created an opportunity for Spring House Antiques?

A market offering is some combination of products, services, information, or experiences offered to a market to satisfy a need or want. Over the last few decades needs and wants have changed. The mature market has grown to 68 million strong and will more than double in the next 25 years. Mature consumers have more time and money than other groups and may be an excellent market for antiques sales. The recent success and popularity of PBS’s Antique Road Show demonstrate a new interest in antiques and their value.

(p. 133; Moderate; LO2)

171. How might differences in personal characteristics influence consumer behavior and Spring House Antiques?

Personal characteristics that will be relevant to consumer behavior and Spring House Antiques include the age, life-cycle stage, and lifestyle of the customers along with the general economic condition in the country and region. Peter has expressed a desire to target younger collectors. This may not be the most successful approach to the market. This age group will not be as likely to have the financial where-with-all to be antiques collectors. Peter’s goal to instill an interest in antiques collecting with a new generation may prove difficult. The market of more mature collectors is a good one. The soon to retire Baby Boomers have demonstrated a growing interest in all things antique. Expenditures for antiques are most likely discretionary in nature, and as such, are closely linked to regional and local economic conditions.

(p. 131; Moderate; LO2)

172. Why is Peter’s desire to target younger collectors suspect?

Personal characteristics that will be relevant to consumer behavior and Spring House Antiques include the age of the targeted consumer(s). Peter appears to feel that his rapport with students would make him a “natural” to introduce them to the joys of antiques collecting that he experienced as a young person. It is, however, more difficult to motivate a first-time buyer than an existing collector. Also, the resources that are necessary to amass a collection of antiques are more likely to be found with a more mature market.

(p. 133; Moderate; LO2) {AACSB: Diversity}

Continuing Small Business Case #10: disAbled for Access & Justice

Phil and Wayne were both confined to wheelchairs. While Phil was able to walk a bit, he had been, since his birth, quite limited in his mobility. However, his disability had not kept him from pursuing an education as he had earned both a Bachelor of Arts degree in psychology and a Master of Arts degree in counseling. Wayne, prior to the accident that had put him in the chair, had also earned his undergraduate degree and operated a successful construction business. Both men were active as leaders of the organization, disAbled for Access and Justice. The objective of this not-for-profit organization was to advance the cause of disabled individuals in their community. The men had met with both success and failure in recent years. Through the use of the threat of a suit under the Americans with Disability Act, they had forced the city to install curb cuts at a cost of close to $3 million. In doing so that had burned some valuable social capital with the city’s officials, who were under constant pressure to control real estate taxes. Wayne had also met privately with several new businesses in the downtown business district and convinced them to install access ramps. Now the men had set a new, and difficult, goal, making the downtown business district totally accessible. This would require extensive marketing efforts targeting many different individuals and groups,

173. What culture shifts in the United States over the past few decades have created an opportunity for an organization like disAbled for Access & Justice?

Over the past few decades, in the United States, there has been a widespread growth in the interest in the well being of various individuals and groups who have faced, in the past, discrimination. Among these are women, ethnic and religious minorities, and the disabled. The disabled are now a larger group than any other minority in the United States. With the passage of the Americans with Disabilities Act, a legal means was created to bring about change and access. Enforcement, however, has been slow and limited. The changes called for by the Act are expensive, and reason has often won out. The present-day culture now accepts the community responsibility to bring about positive change in accessibility.

(p. 131; Moderate; LO2) {AACSB: Diversity}

174. How might disAbled for Access & Justice motivate the businesses in the downtown business district and in city hall to move toward the goal of total accessibility?

A motive is a need that is sufficiently pressing to direct the activities toward seeking satisfaction. A motivated person is ready to act. How the person acts is influenced by his or her perception of the situation. If the businesses and city hall can be brought to hold the belief that providing access to the disabled is in their best interest, rather than simply a costly response to a complaint, they will hold a positive attitude toward action. The product offered by Phil, Wayne, and their organization is an idea or belief that accessibility is not only the legally required course of action, but also an idea that makes sound business sense. To accomplish this, they must demonstrate the value of the business presently being lost through the lack of access versus the costs of making the stores and offices accessible.

(p. 142; Moderate; LO2) {AACSB: Diversity}

175. How might the buyer decision process be used to better understand the problem(s) facing disAbled for Access & Justice?

The buyer decision process consists of five steps: need recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behavior. Each of these steps is important as disAbled for Access & Justice attempts to market the idea of total accessibility to the downtown businesses. First, the businesses must be brought to recognize a need for action. This could be done through one of three ways: the threat of a suit, an appeal to moral behavior, or a cost-benefit analysis of renovations. The objective of all three is the recognition of a need. Second, the businesses will need information about what alternatives there are available. The organization can play a major role here in providing such information. Third, the various businesses must be moved to decide (evaluate) on a course of action. Fourth, action must be taken. Finally, since accessibility will most likely not happen all at once, with all the downtown businesses, the level of post-purchase satisfaction will be essential to reaching the final goal of total accessibility.

(p. 147; Moderate; LO2) {AACSB: Diversity}
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