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Preface

This is the sixth Canadian edition of Consumer Behaviour. The changes over all these 
editions have really made this a unique text that captures the Canadian identity.

The textbook still carries Michael R. Solomon’s trademark of vastly interesting 
examples and issues. We have tried not to interfere with his winning style, but have defi-
nitely added our own twist. Chapters 12 and 13 are presented with a distinctly Canadian 
focus. Throughout, we have integrated successful Canadian stories. In addition, the “CB 
As I See It” boxes, which present the point of view of consumer researchers, are all from 
scholars of Canadian universities. The cases presented at the end of each chapter all rep-
resent real companies and issues that have a distinctly Canadian focus.

ApproAch And objective to buying, 
hAving, And being

As the book’s subtitle, “Buying, Having, Being,” suggests, our version of this field goes 
beyond looking at the act of buying to having and being as well. Consumer behaviour is 
more than buying things; it also embraces the study of how having (or not having) things 
affects our lives and how our possessions influence the way we feel about ourselves and 
about each other—our state of being.

In addition to understanding why people buy things, we also try to appreciate how 
products, services, and consumption activities contribute to the broader social world we 
experience. Whether shopping, cooking, cleaning, playing basketball, hanging out at the 
beach, or even looking at ourselves in the mirror, our lives are touched by the marketing 
system. And, as if these experiences were not complex enough, the task of understand-
ing the consumer multiplies dramatically when a multicultural perspective is taken. In 
addition to the numerous examples of marketing and consumer practices relating to 
consumers and companies, chapters contain boxes called “Consumers in Focus” that 
highlight ways in which consumption impacts us as individual consumers

The book also emphasizes the importance of understanding consumers in formu-
lating marketing strategy. Many (if not most) of the fundamental concepts in marketing 
are based on the practitioner’s ability to know people. After all, if we don’t understand 
why people behave as they do, how can we identify their needs? If we can’t identify their 
needs, how can we satisfy those needs? To illustrate the potential of consumer research 
to inform marketing strategy, the text contains numerous examples of specific applica-
tions of consumer behaviour concepts by marketing practitioners, as well as examples 
of windows of opportunity where such concepts might be used—perhaps by alert strate-
gists after taking this course! Many of these possibilities are highlighted in special fea-
tures called “Marketing Insight.”

FeAtures oF the sixth cAnAdiAn  
edition

The sixth Canadian edition of Consumer Behaviour retains and updates the best ele-
ments of the previous edition.
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CB As I See It: We have asked fellow researchers to share their current work and explain 
how it relates to the various theories of consumer behaviour.

End-of-Chapter Cases: This is a new addition for the sixth edition. These cases highlight 
real-world marketing and consumer issues and have a distinctly Canadian focus. The 
questions at the end of each case ask students to use concepts they learned in the chapter 
to address real-world questions and problems.

Consumers in Focus. These examples highlight implications for marketing and 
consumption on individual consumers.

Marketing Insight: These examples help to highlight how principles of consumer 
behaviour are relevant in real-world marketing contexts.

Weblinks: We have included weblinks throughout each chapter. Web users are reminded 
that, although the sites are checked thoroughly prior to printing, addresses may change 
or become inaccessible or currently unavailable.

AdditionAl leArning Aids

Learner objectives: Learner objectives at the start of every chapter help students focus on 
key skills and topics as they make their way through the chapter material.

Full-colour figures, photographs, advertisements, and illustrations: Throughout each 
chapter, key concepts and applications are illustrated with strong, full-colour visual 
materials.

Key Terms: Key terms are bolded within the text and listed at the end of each chapter with 
page references. All of the key terms are collected together in the glossary at the back of 
the book, and are boldfaced with their page references in the subject index.

Chapter Summary: This feature provides a concise review of the chapter’s key topics.

Review Questions: These straightforward questions draw attention to key concepts and 
theories in each chapter.

Consumer Behaviour Challenge: Each chapter contains two sets of questions that 
challenge the student to apply the key issues covered. Discussion Questions encourage 
dialogue about important issues in consumer behaviour. Experiential Exercises connect 
learners directly to the marketplace and communities that provide the contexts for 
consumer behaviour. Many new questions have been added for this edition.

Indexes: A subject index and a product, service, corporate, and celebrity index reference 
all information and examples in the book.

prefacexii
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supplements
This edition of Consumer Behaviour is accompanied by a complete supplements package.

For Instructors

MyTest: A powerful assessment-generation program that helps instructors easily create 
and print quizzes, tests, exams, as well as homework or practice handouts. Questions 
and tests can all be authored online, allowing instructors ultimate flexibility and the abil-
ity to efficiently manage assessments anytime, from anywhere.

Instructor’s Resource CD-ROM: This comprehensive instructor’s resource contains elec-
tronic versions of the following supplements: Instructor’s Resource Manual, PowerPoint 
Slides, PRS Questions, and the Image Library.

Instructor’s Resource Manual with Video Guide: The Instructor’s Resource Manual with 
Video Guide contains lecture notes, field project ideas, and answers to the questions in 
each Consumer Behaviour Challenge.

PowerPoint Slides: More than 150 Slides highlighting key concepts featured in the text 
are available electronically in PowerPoint.

Personal Response System Questions: These questions are designed to be used in con-
junction with “clickers” from an outside vendor. They are a great way to increase student 
participation.

Image Library: The Image Library contains all the advertisements featured in this edi-
tion, as well as all the figures and tables.

Pearson Canada/CBC Video Library: Pearson Canada and the CBC have worked togeth-
er to bring you segments from the CBC series Venture, The National, and Marketplace. 
Designed specifically to complement the text, this case collection is an excellent tool for 
bringing students in contact with the world outside the classroom. The programs have 
extremely high production values and have been chosen to relate directly to chapter con-
tent. Please contact your Pearson Canada sales representative for details.

CourseSmart for Instructors: CourseSmart goes beyond traditional expectations—
providing instant online access to the textbooks and course materials you need at a lower 
cost for students. And even as students save money, you can save time and hassle with 
a digital eTextbook that allows you to search for the most relevant content at the very 
moment you need it. Whether it’s evaluating textbooks or creating lecture notes to help 
students with difficult concepts, CourseSmart can make life a little easier. See how when 
you visit www.coursesmart.com/instructors. 

Technology Specialists.  Pearson’s Technology Specialists work with faculty and campus 
course designers to ensure that Pearson technology products, assessment tools, and 
online course materials are tailored to meet your specific needs. This highly qualified 
team is dedicated to helping schools take full advantage of a wide range of educational 
resources, by assisting in the integration of a variety of instructional materials and media 
formats. Your local Pearson Education sales representative can provide you with more 
details on this service program.

Pearson Custom Library

For enrollments of at least 25 students, you can create your own textbook by choosing 
the chapters that best suit your own course needs. To begin building your custom text, 
visit www.pearsoncustomlibrary.com. You may also work with a dedicated Pearson Cus-
tom editor to create your ideal text—publishing your own original content or mixing and 
matching Pearson content. Contact your local Pearson Representative to get started.

xiiipreface
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prefacexiv

For Students

Companion Website [URL: TBD] 

The Companion Website is easy to navigate and is organized to correspond to the chap-
ters in this textbook. Whether you are a student in the classroom or a distance learner, 
you will discover helpful resources for in-depth study and research that empower you in 
your quest for greater knowledge and maximize your potential for success in the course. 
The resources on this site provide students with tools for learning course material. These 
modules include the following:

Chapter Quizzes
Mini-Cases and Assessment 
Simulations (correlation)
Audio Chapter Summaries
Glossary Flashcards

Use the access code packaged with this text to take advantage of these online resources 
to enhance your learning experience.  

CourseSmart for Students: CourseSmart goes beyond traditional expectations—
providing instant, online access to the textbooks and course materials you need at an 
average savings of 60 percent. With instant access from any computer and the ability 
to search your text, you’ll find the content you need quickly, no matter where you are. 
And with online tools such as highlighting and note-taking, you can save time and study  
efficiently. See all the benefits at www.coursesmart.com/students.

Pearson eText: Pearson eText gives students access to the text whenever and wherever 
they have access to the Internet. eText pages look exactly like the printed text, offering 
powerful new functionality for students and instructors. Users can create notes, highlight 
text in different colours, create bookmarks, zoom, click hyperlinked words and phrases 
to view definitions, and view in single-page or two-page view. Pearson eText allows for 
quick navigation to key parts of the eText using a table of contents, and provides full-text 
search. The eText may also offer links to associated media files, enabling users to access 
videos, animations, or other activities as they read the text.

Study on the Go: At the end of each chapter, you will find a unique barcode providing 
access to Pearson’s Study on the Go, an unprecedented mobile integration between 
text and online content. Students link to unique Study on the Go content directly from 
their smartphones, allowing them to study whenever and wherever they wish! Go to one 
of the sites below to see how you can download an app to your smartphone for free; 
once the app is installed, your phone will scan the code and link to a website containing 
Study on the Go content, including the popular study tools Glossary Flashcards, Audio 
Summaries, and Quizzes, which can be accessed anytime:

ScanLife

http://getscanlife.com

NeoReader

http://get.neoreader.com

QuickMark

www.quickmark.com.tw
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