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Routledge International Handbook of Consumer Psychology

This unique handbook maps the growing field of consumer psychology in its increasingly global context. With contributions from
over 70 scholars across four continents, the book reflects the cross-cultural and multidisciplinary character of the field. Chapters
relate the key consumer concepts to the progressive globalization of markets in which consumers act and consumption takes place.
The book is divided into seven sections, offering a truly comprehensive reference work that covers: The historical foundations of the
discipline and the rise of globalization The role of cognition and multisensory perception in consumers’ judgements The social self,
identity and well-being, including their relation to advertising Social and cultural influences on consumption, including politics and
religion Decision making, attitudes and behaviorally based research Sustainable consumption and the role of branding The
particularities of online settings in framing and affecting behavior The Routledge International Handbook of Consumer Psychology
will be essential reading for anyone interested in how the perceptions, feelings and values of consumers interact with the decisions
they make in relation to products and services in a global context. It will also be key reading for students and researchers across
psychology and marketing, as well as professionals interested in a deeper understanding of the field.

The Routledge International Handbook of Critical Positive Psychology

The Routledge International Handbook of Critical Positive Psychology is the first volume to critically apprise this influential but
controversial field of study

The Routledge Companion to Consumer Behavior

The key to marketing is understanding and satisfying consumer needs, thus a knowledge of consumer behavior is essential to any
organization dealing with customers, users, or clients. This book promises to be a contemporary classic. It brings together an
international set of scholars, many of whom are \"household names\

Routledge Handbook on Consumption

Consumption research is burgeoning across a wide range of disciplines. The Routledge Handbook on Consumption gathers experts
from around the world to provide a nuanced overview of the latest scholarship in this expanding field. At once ambitious and timely,
the volume provides an ideal map for those looking to position their work, find new analytic insights and identify research gaps. With
an intuitive thematic structure and resolutely international outlook, it engages with theory and methodology; markets and
businesses; policies, politics and the state; and culture and everyday life. It will be essential reading for students and scholars across
the social and economic sciences.

The Routledge International Handbook of Children, Adolescents and Media

The roles that media play in the lives of children and adolescents, as well as their potential implications for their cognitive,
emotional, social and behavioral development, have attracted growing research attention in a variety of disciplines. The Routledge
International Handbook of Children, Adolescents and Media analyses a broad range of complementary areas of study, including
children as media consumers, children as active participants in media making, and representations of children in the media. The
handbook presents a collection that spans a variety of disciplines including developmental psychology, media studies, public health,
education, feminist studies and the sociology of childhood. Essays provide a unique intellectual mapping of current knowledge,
exploring the relationship of children and media in local, national, and global contexts. Divided into five parts, each with an
introduction explaining the themes and topics covered, the handbook features 57 new contributions from 71 leading academics
from 38 countries. Chapters consider vital questions by analyzing texts, audience, and institutions, including: the role of policy and
parenting in regulating media for children the relationships between children’s’ on-line and off-line social networks children’s
strategies of resistance to persuasive messages in advertising media and the construction of gender and ethnic identities The
Handbook’s interdisciplinary approach and comprehensive, international scope make it an authoritative, state of the art guide to the
nascent field of Children’s Media Studies. It will be indispensable for media scholars and professionals, policy makers, educators,
and parents.

Handbook of Research Methods in Consumer Psychology

What impact can various research methods have on consumer psychology? How can they help us understand the workings of the
consumer mind? And how can the field of consumer psychology best utilize these methods? In the Handbook of Research Methods in
Consumer Psychology, leading consumer psychologists summarize key aspects of the research process and explain how different
methods enrich understanding of how consumers process information to form judgments and opinions and to make consumption-
related decisions. Kardes, Herr, and Schwarz provide an in-depth analysis of the scientific research methods needed to understand
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consumption-related judgments and decisions. The book is split into five parts, demonstrating the breadth of the volume: classic
approaches, contemporary approaches, online research methods, data analysis, and philosophy of science. A variety of leading
researchers give insight into a wide range of topics, reflecting both long-standing debate and more recent developments in the field
to encourage discussion and the advancement of consumer research. The Handbook of Research Methods in Consumer Psychology
is essential reading for researchers, students, and professionals interested in consumer psychology and behavior.

Routledge International Handbook of Self-Control in Health and Well-Being

The ability to prioritise long-term goals above short-term gratifications is crucial to living a healthy and happy life. We are
bombarded with temptations, whether from fast-food or faster technologies, but the psychological capacity to manage our lives
within such a challenging environment has far-reaching implications for the well-being not only of the individual, but also society as
a whole. The Routledge International Handbook of Self-Control in Health and Wellbeing is the first comprehensive handbook to map
this burgeoning area of research by applying it to health outcomes and personal well-being. Including contributions from leading
scholars worldwide, the book incorporates new research findings that suggest that simply inhibiting our immediate impulses isn’t
the whole story; there may be more options to improve self-control than simply by suppressing the ego. Divided into six coherent
sections, the book provides an overview of the research base before discussing a range of interventions to help improve self-control
in different contexts, from smoking or drinking too much to developing self-control over aggression or spending money. The only
definitive handbook on this far-reaching topic, this essential work will appeal to researchers and students across health and social
psychology, as well as related health sciences.

The Routledge Handbook of Digital Consumption

Since the publication of the ground-breaking first edition, there has been an exponential growth in research and literature about the
digital world and its enormous potential benefits and threats. Fully revised and updated, this new edition brings together an expertly
curated and authoritative overview of the impact and emerging horizons of digital consumption. Divided into sections, it addresses
key topics including digital entertainment, self-representation, communication, Big Data, digital spirituality, online surveillance, and
algorithmic advertising. It explores developments such as consumer data collection techniques, peer-to-peer payment systems,
augmented reality, and AI-enhanced consumer well-being, as well as digital transgression, secrecy, crypto-currencies, NFTs, and
cultural concerns such as the spread of conspiracy theories and fake news. From digital influencers, digital nomads, and digital neo-
tribalism to robots and cyborgs, it explores existences that blur boundaries between humans and machines, reality and the
metaverse, and the emerging \"technoculture\" – a state of all-encompassing digital being. This unique volume is an essential
resource for scholars, practitioners, and policy makers, and will continue to provide a new generation of readers with a deep
understanding of the universe of digital consumption.

The Cambridge Handbook of Consumer Psychology

In the last two years, consumers have experienced massive changes in consumption – whether due to shifts in habits; the changing
information landscape; challenges to their identity, or new economic experiences of scarcity or abundance. What can we expect
from these experiences? How are the world's leading thinkers applying both foundational knowledge and novel insights as we seek
to understand consumer psychology in a constantly changing landscape? And how can informed readers both contribute to and
evaluate our knowledge? This handbook offers a critical overview of both fundamental topics in consumer psychology and those that
are of prominence in the contemporary marketplace, beginning with an examination of individual psychology and broadening to
topics related to wider cultural and marketplace systems. The Cambridge Handbook of Consumer Psychology, 2nd edition, will act as
a valuable guide for teachers and graduate and undergraduate students in psychology, marketing, management, economics,
sociology, and anthropology.

Advertising, Gender and Society

Advertising, Gender and Society explores contemporary social-psychological theory and original research that examines the
portrayal of gender in advertising. It reports empirical data, discusses the social implications of gendered advertising and comments
on the relevant 2019 ASA rules. Zawisza-Riley analyses theories such as stereotype content and elaboration likelihood models,
stereotype threat and ambivalent sexism theories, the selectivity hypothesis as well as implicit and embodied cognition to illuminate
the relationships between sex, gender and advertising in cultural and social contexts. The author thus examines the portrayal of
gender in advertising, its effectiveness and effect on audiences and the ways in which audiences, marketers and policy-makers can
mitigate potential harm of gendered advertising. She offers theory extension and novel application of existing theory and research
to the subject of gender advertising. Advertising, Gender and Society is ideal for students, academics and professionals in the fields
of psychology, gender and media studies as well as marketing, advertising and policy-making.

Consumer Education (RLE Consumer Behaviour)

Education in consumer affairs has become increasingly important in recent years with the growth of consumer societies in many
parts of the world. This practical handbook is a guide to teachers on the various aspects of the field; it looks at the consumer world
in its political, social and economic context, describing how teachers have approached some of the subjects discussed in the book in
class. Although based on the UK experience, it contains many references to global consumerism.
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Media Capitalism

This book argues that media and capitalism no longer exist as separated entities, and posits three reasons why one can no longer
exist without the other. Firstly, mass media have become indispensable to capitalism due to the media’s ability to sell the
commodities of mass consumerism. Media capitalism also creates pro-capital attitudes among a target population and establishes
an ideological hegemony. Thirdly, media capitalism provides mass deception to hide the pathologies of capitalism, which include
mass poverty, rising inequalities, and the acceleration of global warming. To illuminate this, the book’s historical chapter traces the
emergence of media capitalism. Its subsequent chapters show how media capitalism has infiltrated the public sphere, society,
schools, universities, the world of work and finally, democracy. The book concludes by outlining how societies can transition from
media capitalism to a post-media- capitalist society.

Handbook of Consumer Psychology

The APA Handbook of Consumer Psychology presents a comprehensive survey of the field, including historical reviews and critical
sources of information in both core and emerging literature. This 33-chapter handbook is designed as a library reference that
captures up-to-date content on consumer psychology, with insights offered by an outstanding roster of contributors. Broad coverage
areas include perspectives on consumer psychology, consumer characteristics and contexts, use of psychology to communicate with
consumers, consumer cognitions and affect, and use of psychology to carry out business functions. Chapters pinpoint practical
issues; probe unresolved and controversial topics in a balanced manner; and present future theoretical, research, and practice
trends. The handbook provides a starting point for an examination of consumer psychology and ways to move the knowledge
forward in this meaningful and vital area of human behavior.

APA Handbook of Consumer Psychology

The Routledge Companion to Consumer Behavior Analysis provides a unique and eclectic combination of behavioral, cognitive and
environmental perspectives to illuminate the real-world complexities of consumer choice in a marketing-oriented economy. Edited
by a leading authority in the field, the contributing authors have created a unique anthology for understanding consumer preference
by bringing together the very latest research and thinking in consumer behavior analysis. This comprehensive and innovative
volume ranges over a broad multi-disciplinary perspective from economic psychology, behavioral psychology and experimental
economics, but its chief focus is on the critical evaluation of consumer choice in the natural settings of affluent, marketing-oriented
economies. By focussing on human economic and social choices, which involve social exchange, it explores and reveals the
enormous potential of consumer behavior analysis to illuminate the role of modern marketing-oriented business organizations in
shaping and responding to consumer choice. This will be of particular interest to academics, researchers and advanced students in
marketing, consumer behavior, behavior analysis, social psychology, behavioral economics and behavioral psychology.

The Routledge Companion to Consumer Behavior Analysis

The term ‘consumption’ is generally thought of as process by which individuals purchase goods and services. The New Consumer
Psychology attempts to explain consumption as a social behavior that satisfies individual values and desires. In modern society,
individual needs are no longer determined solely by age or gender, but by the life values and desires that one pursues. This book
uncovers people's subjective experiences of consumption in the capitalist society with interesting inside stories ranging from politics
to designer handbags. The book also provides valuable consumer insights into business and individuals by going beyond the
limitations of population statistics and demonstrates Q-methodology is used to analyse consumers’ subjective responses. This book
is an interesting take on how we should shift our focus from products to people and explains why identification and interpretations
of different consumer groups are important in smart targeting. Its content will definitely inspire marketing strategies and market
effectiveness.

The New Consumer Psychology

This book covers the gamut of topics related to gender and consumer culture. Changing gender roles have forced scholars and
practitioners to re-examine some of the fundamental assumptions and theories in this area. Gender is a core component of identity
and thus holds significant implications for how consumers behave in the marketplace. This book offers innovative research in gender
and consumer behavior with topics relevant to psychology, marketing, advertising, sociology, women’s studies and cultural studies.
It offers 16 chapters of cutting-edge research on gender, international culture and consumption. Unique to this volume is its
emphasis on consumption and masculinity and inclusion of topics on a rapidly changing world of issues related to culture and
gender in advertising, communications, psychology and consumer behavior.

Gender, Culture, and Consumer Behavior

Written by two scholars at the forefront of conducting research on the psychology of consumers and mentoring those new to the
field, Becoming a Consumer Psychologist provides a guide to what it takes to become a consumer psychologist, and achieve success
in this area. Monga and Bagchi lay out the varied experiences that lead one to be a consumer psychologist in academia, marketing,
or public policy. The book discusses the academic route in detail, guiding you on how to apply to schools, including for a Ph.D., what
courses to take, and what to expect during your educational experience and after. It also discusses other routes that lead to diverse
non-academic career paths in which practitioners apply their knowledge about consumer psychology. The authors' guidance is
backed by their own experiences as consumer psychology researchers, mentors, and journal Associate Editors; and the insights that
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the authors have gathered exclusively for this book from 23 other leading academics and practitioners. This book is essential
reading for anyone looking to start their career in consumer psychology, and for mentors and advisors who are guiding students
about career choices.

Becoming a Consumer Psychologist

Quantitative consumer research has long been the backbone of consumer psychology producing insights with peerless validity and
reliability. This new book addresses a broad range of approaches to consumer psychology research along with developments in
quantitative consumer research. Experts in their respective fields offer a perspective into this rapidly changing discipline of
quantitative consumer research. The book focuses on new techniques as well as adaptations of traditional approaches and
addresses ethics that relate to contemporary research approaches. The text is appropriate for use with university students at all
academic levels. Each chapter provides both a theoretical grounding in its topic area and offers applied examples of the use of the
approach in consumer settings. Exercises are provided at the end of each chapter to test student learning. Topics covered are
quantitative research techniques, measurement theory and psychological scaling, mapping sentences for planning and managing
research, using qualitative research to elucidate quantitative research findings, big data and its visualization, extracting insights
from online data, modeling the consumer, social media and digital market analysis, connectionist modeling of consumer choice,
market sensing and marketing research, preparing data for analysis;, and ethics. The book may be used on its own as a textbook
and may also be used as a supplementary text in quantitative research courses.

Quantitative Research Methods in Consumer Psychology

This comprehensive Handbook addresses a wide variety of methodological approaches adopted and developed by behavioural
economists, exploring the implications of such innovations for analysis and policy.

Handbook of Research Methods in Behavioural Economics

This is a reprint of a formerly published book. It deals with the psychology and behavior that motivates people to make the purchase
and consumer choices that they do.The book makes a major new contribution to our understanding of consumer decision-making.

Consumer Psychology in Behavioral Perspective

When immigrants leave their home country to live in a host country that has a different culture, the acculturation process begins.
There is subtle cultural, social, and political pressure on immigrants to adopt the cultural values of the host nation. The acculturation
process occurs over time. Exposure to a new culture is often stressful, as one is exposed to new values, beliefs, and behaviors that
may be different from their home culture. Strategies for Cultural Assimilation of Immigrants and Their Children: Social, Economic,
and Political Considerations increases awareness of the cultural assimilation process among parents, children, employers, and
educators. This book discusses internal conflicts and promotes harmony and understanding. Covering topics such as civic literacy,
mental health, and identity formations, this premier reference source is an excellent resource for sociologists, psychologists,
government officials, educators and administrators of both K-12 and higher education, students of higher education, librarians,
researchers, and academicians.

Strategies for Cultural Assimilation of Immigrants and Their Children: Social, Economic, and Political
Considerations

Around the world lesbian, gay, bisexual, trans, intersex and queer individuals are subjected to violence and intimidation based on
their real or perceived sexuality, gender identity or expression. With those most at risk of human rights violations often living in
areas of low economic development, questions of sexuality, gender identity, and expression have become a significant area of
research within the field of development studies. The Routledge Handbook of Queer Development Studies is the first full length
study of queer development studies, collecting the very best in research from around the world. Topics for discussion include:
Queering policy and planning in development Queer development critique and queer critiques of development Global LGBTIQ rights
Queer social movements and mobilizations At a time when development and human rights organizations such as the World Bank,
Office of the UN Secretary General and Human Rights Watch are placing increasing importance on global LGBT rights, the Routledge
Handbook of Queer Development Studies is an essential guide for scholars, upper level students, practitioners and anyone with an
interest in global sexualities, gender identities, and expressions.

Routledge Handbook of Queer Development Studies

Awarded second place in the 2017 AJN Book of the Year Awards in Psychiatric and Mental Health Nursing. \"I welcome, at long last, a
book on global mental health targeted to nurses, the front-line health worker for billions of people around the world.? The roles that
nurses can, and should, play in mental health care are diverse and this book addresses both well-trod as well as emerging concerns
across the continuum of care from promotion to prevention to treatment. Importantly, at the heart of this diversity is the foundation
of compassion and care, the hallmark of the nursing profession.\" – Vikram Patel, Professor of International Mental Health and
Wellcome Trust Principal Research Fellow in Clinical Science, Centre for Global Mental Health, London School of Hygiene and
Tropical Medicine, UK Psychiatric disorders have consistently been identified as serious and significant global burdens of disease,
yet meeting the needs of people in mental distress has not often been a priority in health care. This important reference work sets
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out the knowledge base for understanding the state of mental health care globally, and translating that into effective practice. The
Handbook provides a historical and contemporary context of mental health care, identifies and discusses evidence-based standards
of care and strategies for mental health promotion and explores the need to deliver care from interdisciplinary and community-
based models, placing these imperatives within a human rights and empowerment framework. It is made up of four core sections
which look at: Key and emerging issues that affect global mental health practice and research, including the social context of health;
Evidence-based health promotion strategies for major areas of practice internationally; A range of country studies, reflecting
different problems and approaches to mental health and mental health care internationally; and What constitutes empowering
practice. The only comprehensive work looking at global perspectives on mental health nursing, this is an invaluable reference for
all students, academics and professionals involved in mental health research with an interest in global or cross-cultural issues.

Routledge Handbook of Global Mental Health Nursing

While consumer research is founded on traditional quantitative approaches, the insight produced through qualitative research
methods within consumer settings has not gone unnoticed. The culturally situated consumer, who is in intimate dialogue with their
physical, virtual and social surroundings, has become integral to understanding the psychology behind consumer choices. This
volume presents readers with theoretical and applied approaches to using qualitative research methods in ethnographic studies
looking at consumer behavior. It brings together an international group of leading scholars in the field of consumer research, with
educational and professional backgrounds in marketing, advertising, business, education, therapy and health. Researchers, teaching
faculty, and students in the field of consumer and social psychology will benefit from the applied examples of qualitative and
ethnographic consumer research this volume presents.

Qualitative Research Methods in Consumer Psychology

We are all confronted with a myriad of Consumer Behaviour issues every day. Whether you are deciding about which laptop to buy
for yourself, which television show to watch, listening to FM, or surfing the Internet, you are interfacing with topics of relevance to
the study of Consumer Behaviour. This book is divided into five chapters. The first chapter provides the whole introductory details
about the consumer, its meaning, significance and differentiation. Chapter 2 is totally dedicated to the consumer trait such as:
consumer motivation, consumer personality, consumer attitude and consumer expectations, etc. The third chapter in details talks
about the process of consumer buying decision and the main factors influencing it such as: psychological, social, personal, personal,
economic and cultural factors and other related topics. After that, Chapter 4 further describes the process of buying decision.
Chapter 5 is a discussion on organizational buying behaviour of consumer or organization encompassing the topics of types of buyer
which explains the different types of buyer and the characteristics of the organizational buying behavior. The factor influencing the
organizational buyers and the process of the whole organizational buying decision. All in this entire book is a one stop solution for
the topic related or important for the consumer behavior.

Consumer Behaviour

This book presents state of the art reviews on classical and novel research fields in economic psychology. Internationally
acknowledged experts and the next generation of younger researchers summarize the knowledge in their fields and outline
promising avenues of future research. Chapters include fundamental as well as applied research topics such as the psychology of
money, experience-based product design and the enhancement of financial capabilities. The book is targeted particularly towards
researchers and advanced students looking to update their knowledge and refresh their thinking on future research developments.

A Research Agenda for Economic Psychology

Like any other subject, the study of religion is a child of its time. Shaped and forged over the course of the twentieth century, it has
reflected the interests and political situation of the world at the time. As the twenty-first century unfolds, it is undergoing a major
transition along with religion itself. This volume showcases new work and new approaches to religion which work across boundaries
of religious tradition, academic discipline and region. The influence of globalizing processes has been evident in social and cultural
networking by way of new media like the internet, in the extensive power of global capitalism and in the increasing influence of
international bodies and legal instruments. Religion has been changing and adapting too. This handbook offers fresh insights on the
dynamic reality of religion in global societies today by underscoring transformations in eight key areas: Market and Branding;
Contemporary Ethics and Virtues; Intimate Identities; Transnational Movements; Diasporic Communities; Responses to Diversity;
National Tensions; and Reflections on ‘Religion’. These themes demonstrate the handbook’s new topics and approaches that move
beyond existing agendas. Bringing together scholars of all ages and stages of career from around the world, the handbook
showcases the dynamism of religion in global societies. It is an accessible introduction to new ways of approaching the study of
religion practically, theoretically and geographically.

Routledge International Handbook of Religion in Global Society

This book reviews problems with credit use and causes of indebtedness among young adults, while uncovering possibilities to
encourage a healthier attitude towards loans in this segment of the population. Both consumption loans and mortgages are covered
in order to adequately represent real-world credit use by young people about to enter adulthood. It focuses on three distinctive
actors: the legislative authorities, the financial institution, most commonly a bank, and finally the individual borrower. More
specifically, the book discusses the functioning of these three entities in the context of young adults borrowing behaviour, and
would appeal to academics, researchers and students of financial institutions and banking.
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Indebtedness in Early Adulthood

Assisted reproductive technology (ART) allows people who are infertile the opportunity to conceive children and form much desired
families. Over the past few decades, the number of ART procedures conducted in the United States has steadily increased, in part
affected by the growing number of women trying to conceive later in their reproductive lives. This demographic shift in baby making
has widened to include a variety of other people who experience social infertility, from single persons to same-sex couples. Media
exposure and political attention to the use of ART have aroused public concern and controversy. In Assisted Reproduction,
Alexandra E. Sigillo and Monica K. Miller explore how media, personal differences, societal influences, and psychological processes
shape community sentiment toward ART and ART-related laws and policies. This book is recommended for students and scholars of
psychology, sociology, gender and women’s studies, communication studies, public health, and legal studies.

Assisted Reproduction

First Published in 2012. Routledge is an imprint of Taylor & Francis, an informa company.

Online Consumer Behavior

There is broad consensus on the need to shift to a new paradigm of lifestyles and economic development, given the un-
sustainability of current patterns. Given this, research on consumer behavior is to play a crucial role in shedding light on the motives
underpinning the adoption of responsible behaviors. Stemming from a thorough discussion of existing approaches, this book argues
that the perspective of analysis has to be modified. First, acknowledging that a profile of the responsible consumer does not exist
since all of us can be more or less sustainable and environment-friendly: the sustainability of an individual should not be considered
as given, being something dynamic that changes according to both subjective and contextual factors. Moreover, the book
hypothesises that integrating dimensions and perspectives that have been so far overlooked by mainstream research will help
deconstruct responsible behaviors adopting a flexible and holistic approach. Relevant policy implications are discussed, and
empirical research on responsible behaviors is illustrated. This book will be of great interest to students and scholars of consumer
behavior, sustainable consumption, environmental psychology and environmental studies in general.

Responsible Citizens and Sustainable Consumer Behavior

Consumer behavior is becoming increasingly complex in the current global market. A broader understanding of the psychologically-
driven motivation of consumers and characteristics of the consumer decision-making process is vital for effective customer
engagement in the global economy. The Handbook of Research on Leveraging Consumer Psychology for Effective Customer
Engagement provides current research on topics relevant to consumer beliefs, feelings, attitudes, and intentions and how best to
utilize this research improving consumer appeal and relationships. Emphasizing critical topics in the field of consumer behavior
research, this publication is a comprehensive resource for marketing professionals, managers, retailers, advertising executives,
scholars, and graduate-level students in marketing, psychology, and MBA programs.

Handbook of Research on Leveraging Consumer Psychology for Effective Customer Engagement

Context and Cognition in Consumer Psychology is concerned with the psychological explanation of consumer choice. It pays
particular attention to the roles of perception and emotion in accounting for consumers’ actions and their interaction with the
desires and beliefs in terms of which consumer choice is frequently analyzed. In this engaging book, Gordon Foxall extends and
elaborates his theory of consumer action, based on the philosophical strategy of Intentional Behaviorism. In doing so, he introduces
the concept of contingency-representation to explore the ways in which consumers mentally represent the consequences of past
decisions and the likely outcomes of present consumption. The emphasis is on action rather than behavior and the manner in which
the intentional consumer-situation, as the immediate precursor of consumer choice, can be reconstructed in order to explain
consumer actions in the absence of the environmental stimuli required by behaviorist psychology. The result is a novel reaffirmation
of the role of cognition in the determination of consumer choice. Besides the concept of contingency-representation which the
author introduces, the analysis draws upon psychoanalytic concepts, theories of cognitive structure and processing, and the
philosophy of perception to generate a stimulating synthesis for consumer research. The book will be of interest to students and
researchers in consumer behavior and economic psychology and to all who seek a deeper interdisciplinary understanding of the
contextual and cognitive interactions that guide choice in the market place.

Context and Cognition in Consumer Psychology

Social values are central to people's lives, guiding behaviors, and judgments, and defining who we are. This book advances
understanding of consumer social values and their roles in the global marketplace by refining and directing existing knowledge of
consumer behaviors. With a diverse set of contributors from different parts of the world, this engaging collection provides a unique
examination of social values through cross-cultural research. It incorporates input from researchers with varying academic
backgrounds from marketing to psychology and philosophy, and also focuses on a range of methodological approaches including
surveys, ethnography, interviews, semantic analysis, and neuroscience. The book introduces innovative concepts and provides
comprehensive coverage of several specialized areas, to offer an important contribution to values research and discussion. Key
topics include values and choice; means-end chains; relations among goals; motives; religion and personality; value measurement
and values related to specific services and industries. Consumer Social Values is an essential resource for scholars, students, and
practitioners of consumer psychology and marketing communications.
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Consumer Social Values

Containing original and previously unpublished theoretical and empirical studies, Consumer Behavior in Travel and Tourism will give
professionals, professors, and researchers in the field up-to-date insight and information on trends, happenings, and findings in the
international hospitality business arena. A great resource for educators, this book is complete with learning objectives, concept
definitions, and even review questions at the end of each chapter. From this book, readers will understand and learn the needs and
preferences of tourists and how to investigate the process of destination and product selection to help provide customers with
products and services that will best meet their needs. In today's highly competitive business environment, understanding travel
behavior is imperative to success. Consumer Behavior in Travel and Tourism brings together several studies in one volume,
representing the first attempt to explore, define, analyze, and evaluate the consumption of tourist and travel products. This guide
offers essential research strategies and methods that enables readers to determine the wants and needs of tourists, including:
discussing and evaluating the main factors that affect consumer behavior in travel and tourism, such as travel motivation,
destination choice, and the consequent travel behavior exploring the various decision-making processes of consumers that leads to
consequent destination choices through case study analysis and marketing suggestions determining customer expectations of
products through a variety of research techniques in order to find ways of improving satisfaction examining selected research tools,
such as product positioning and repositioning and using perceptual maps, to evaluate the market implications of using qualitative
and/or quantitative research techniques detecting and analyzing the relative roles individual, environmental, socioeconomic, and
demographic factors play in choosing travel destinations Full of detailed charts and graphs, Consumer Behavior in Travel and
Tourism illustrates key points to give you a better understanding of important facts and findings in the field.

Consumer Behavior in Travel and Tourism

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.

Consumer Culture, Branding and Identity in the New Russia

The Routledge Handbook of Identity Studies offers an exceptionally clear overview of the analysis of identity in the social sciences,
and in so doing seeks to develop a new agenda for identity-studies in the twenty-first century. The key theories of identity, ranging
from classical accounts to postmodern, psychoanalytic and feminist approaches, are drawn together and critically appraised, and
there are substantive sections looking at racial, ethnic, gendered, queer, consumerist, virtual and global identities. The Handbook
also makes an essential contribution to the debate now opening up over identity-politics and its cultural consequences. From anti-
globalization protestors to new ecological warriors, from devotees of therapy culture to defenders of international human rights: the
culture of identity-politics is fast redefining the public political sphere. What future for politics is there after the turn to identity?
Throughout there is a strong emphasis on interdisciplinarity with essays covering sociology, psychology, politics, cultural studies and
history. The Handbook’s clear and direct style will appeal to a wide undergraduate audience in the social sciences and humanities.

Routledge Handbook of Identity Studies

Consumer Psychology: Theories and Applications is the first textbook that systematically discusses a wide range of the psychological
theories and their applications in consumer behaviour in an accessible style. The selected psychological theories include both classic
theories and contemporary developments, and the applications in consumer behaviour draw from state-of-the-art research
underpinned by theories and practical implications. Why are influencers with a smaller number of followers sometimes more
effective than the mega influencers? Why are the sounds of brands, such as Coca-Cola and Kit Kat, attractive to consumers? How
does music, scent, or lighting influence shoppers? Why can using consumption to boost self-esteem be negative to consumer well-
being? Readers will explore these questions and more. This textbook is essential reading for advanced marketing students and also
applied psychology students looking at the business world. It includes a chapter on research methods in consumer psychology and
can also provide a vital guide for those completing a dissertation project in consumer psychology. Hazel Huang is a Chartered
Marketer of the Chartered Institute of Marketing and an Assistant Professor in Marketing at Durham University Business School, UK.

Consumer Psychology

The second edition of this successful textbook continues to offer a sophisticated treatment of consumer psychology which is directly
related to the concerns of marketing management, especially in terms of market segmentation, product positioning and new
product development. It has an international approach that is reflected in language, examples, and scope and it also has a
comprehensive and up-to-date coverage of literature and recent research. The new edition takes into account past reviewers and
users comments by reducing the amount of material on adaptive/innovative cognitive style and replaces this with a wider range of
material on the theme of personality and new product phrase. This edition also includes end-of-chapter questions and suggested
further reading.
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