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Introduction

OVERVIEW

Consumer psychology studies the human behavior of purchase and consumption activities, 
as well as decisions about products, services, ideas, and experiences. It investigates a myriad 
of motives, social interactions, and choices that drive individual economic and consumption 
behaviors and processes, as well as their consequences, ranging from individual happiness to 
environmental conditions to societal well-being. One textbook described consumer behavior 
as encompassing the broad topics of “buying, having, and being” (Solomon, 2017), expos-
ing the existential centrality of consumption. Consumption could be viewed as the manifest 
expression of human needs and desires. As Gloria Steinem said, “We can tell our values by 
looking at our checkbook stubs.” Today it might be our credit card statements rather than 
checkbook stubs that depict our discretionary choices as consumers. Regardless, consumer 
psychology certainly is the foundation of expression for business and economic exchange.

Although this handbook is the first on consumer psychology in the American Psycho-
logical Association (APA) series, we hope to build on our non-APA predecessors. Haugtvedt 
et al. (2008) produced an excellent Handbook of Consumer Psychology, which we hope this 
volume updates. Likewise, the Routledge International Handbook of Consumer Psychology, by 
Jansson-Boyd and Zawisza (2017), also contributed an important addition to this space, on 
which we hope to expand. We do not dive deeply into methodology here because a recent 
handbook has done a thorough and admirable job on that topic (Kardes et al., 2019).

This handbook surveys what we currently know in the area of consumer psychology, 
including basic historical reviews. It identifies the most pertinent sources of information in 
both core and emerging literature. Chapters pinpoint practical issues, probe unresolved and 
controversial topics, and present future theoretical, research, and practice trends. The tone 
is meta-analytic. It lays out controversies but seeks to be balanced.

Several aspirations guided our planning for this handbook. We assume readers have a 
high level of curiosity and desire to have a greater understanding of consumer issues at a 
sophisticated level. We target the content toward a primary audience of psychologists, con-
sumer researchers, practitioners, and graduate students. We summarize consumer knowl-
edge relevant to advertisers, anthropologists, brand managers, communicators, economists, 
environmentalists, guardians of public policy, home economists, investors, marketers, social 
workers, and sociologists. This handbook is mostly about psychology, although we realize 
that other disciplines have important ideas to contribute to understanding this area (e.g., 
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economics, sociology, anthropology). We organize around psychological constructs such as 
involvement and happiness, important consumer differences such as age and gender, and 
social processes from culture to current changes in social media. Theory about behavior 
guides the science of consumer psychology.

MARKETING CONCEPT

The way people conceptualize marketing has often been misunderstood. Consumer psy-
chology does indeed dominate marketing activity, but that dominance is usually not cen-
tered on tricking or misleading consumers. Rather, the concern is satisfying consumers. 
Some people assume that consumer psychology first enters into marketing with advertising 
and promotional communication, but that assumption is usually incorrect. Often the easiest 
way to market a product is to involve the customer, beginning at the earliest stages. The 
marketer first determines what the consumer or group of customers (target market) want 
or need, frequently considering consumer psychology along the way. Then the marketer 
develops the product designed to address the identified wants or needs, as discussed by 
Hall (Chapter 32) and by Proctor, Zeng, and Vu (Chapter 33). After designing a prototype of 
the product, the marketer determines, again with psychological research, whether the new 
product meets the needs of the consumer from the perspective of the consumer (Chap-
ter 26, by Hollebeek and Srivastava). Then the marketer determines strategies (Chapter 5, 
by Keller) for issues such as how much to charge (Chapter 30, by Monroe), how to distrib-
ute the product (Chapter 29, by Verhoef, van Ittersum, Kannan, and Inman), and how to 
brand the product (Chapter 31, by Priester, Fleming, Donovan, and Dutton). All of these 
steps should be informed by consumer psychology. According to Keller’s Chapter 5, custom-
ers are attracted to firms’ products when “they can offer products and services that custom-
ers value more than the price that they pay for them” (p. 144). If the product and strategy 
have been developed with careful attention to consumer psychology, the communication 
phase (Chapters 19–22, by Pogacar, Mecit, Gao, Shrum, and Lowrey; Thorson; Lamberton 
and Humphreys; and Gurel-Atay) is much easier. The message is not “You should buy this 
item because I made it” but rather “You should buy this item because it was created to sat-
isfy your psychological needs and desires.”

This idea is sufficiently central to marketing that it has been called the marketing concept: 
“The marketing concept holds that the key to success at achieving organizational goals is 
being more effective than competitors at delivering and communicating superior customer 
value to your target market” (Kotler & Keller, 2012, p. 18). The focus is always on the con-
sumer and creating happiness or satisfaction (Chapter 28, by Tambyah and Tan).

ORGANIZATION OF THIS VOLUME

The book is divided into several sections. Part I provides critical perspectives of the field. 
Chapter 1, by Cohen and Wilkie, presents an evocative history of the development of 
consumer psychology as an area of knowledge, capturing a number of evolving research 
goals and orientations. Chapter 2, by Wyer, summarizes important work on how ideas 
about products and market purchases are activated by cues in the external environment and 
learned procedures. Chapter 3, by Foxall, provides one philosophy of science for psycho-
logical research. It articulates different ways psychologists measure and use hypothesized 
mental constructs like emotions, goals, and thoughts to increase our ability to predict and 
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understand human behavior. Chapter 4, by Bagozzi, examines structural equation model-
ing, an important methodological approach to understanding how different environmental 
and economic variables jointly affect or are affected by the behavior of consumers. The final 
chapter of Part I, Chapter 5, by Keller, places consumer psychology in the context of the 
marketing concept and the larger discipline of marketing.

Part II emphasizes individual differences across consumers with important demographic 
and psychographic characteristics that apply to consumer psychology. Hill, in Chapter 6, 
focuses on the noteworthy concerns of people with a low income, but people with other 
income levels also have unique needs and concerns. Chapter 7, by John and Chaplin, inves-
tigates children by looking at that one age category, but people in other age categories, such 
as young adults or senior citizens, also have unique needs and concerns. Zayer and Pound-
ers (Chapter 8) explore selected gender issues. Ramanathan (Chapter 9) describes person-
ality research in consumer psychology. Gurel-Atay (Chapter 10) reviews social values, and 
Valette-Florence, Meenaghan, and Kahle (Chapter 11) discuss lifestyle and sports.

Part III examines recent advances in social psychology, investigating the psychology of 
consumer action in a social world. Torelli and Shavitt (Chapter 12) explore cultural influ-
ences, and Tormala and Rucker (Chapter 13) tackle the classic social psychology topic of 
attitude change. Wight, Liu, Bettman, and Fitzsimons (Chapter 14) detail the influence 
of close social relationships with family and friends. The next contributions concern the 
social and ethical effects of consumers’ actions. Claudy and Peterson (Chapter 15) look at 
the sustainability effects from consumer disposal of products, and Kennedy and Kapitan 
(Chapter 16) present the ethical implications of the ways consumers treat each other in the 
marketplace. Note that other chapters (e.g., Hill, Chapter 6) also discuss important soci-
etal issues. Monga, Zor, and Siddiqui (Chapter 17) reflect on time and its psychological 
consequences for consumption. Consumers have expectations based on their experiences, 
described in the chapter by Curtin (Chapter 18). He explores the role of conscious and 
nonconscious influences on consumers’ expectations of future economic conditions. These 
expectations are measured, among other places, by his widely cited and influential Univer-
sity of Michigan Survey of Consumer Sentiment.

Part IV explores how businesses communicate formally with consumers and how con-
sumers communicate with each other. Pogacar, Mecit, Gao, Shrum, and Lowrey (Chapter 
19) demonstrate the ways language alters both actions and beliefs. Thorson (Chapter 20) 
explores traditional media, and Lamberton and Humphreys (Chapter 21) consider the 
phenomenal growth of social media and the influence that it has on consumption, activities, 
and well-being. Finally, Gurel-Atay (Chapter 22) discusses use of celebrity endorsers.

Part V explores affect and cognition, especially as they relate to consumer decisions. 
Kardes, Posavac, and Gaffney devote Chapter 23 to omission neglect and consumer judg-
ment and inference based on limited evidence. Lee and Cecutti (Chapter 24) consider that 
bodily feelings can alter emotions, beliefs, and procedures. Chapter 25, by Adaval and Galli, 
looks at the interplay of affect and cognition in how feelings guide consumer behavior. Hol-
lebeek and Srivastava’s Chapter 26 discusses consumer involvement. Humans are animals 
with neurological characteristics, and Chapter 27, by Genevsky and Yoon, explores insight 
on consumer psychology from neurological data. Chapter 28, by Tambyah and Tan, reaches 
deeply into the existential issue of happiness from consumption.

Part VI probes the psychological aspects of how businesses and organizations under-
stand and attempt to influence consumers, organized by the various roles and functions of 
marketing departments. Chapter 29, on channels, by Verhoef, van Ittersum, Kannan, and 
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Inman, looks at the rapidly changing world of retailing to omnichannel marketing, where 
channels intermix between electronic sources and brick-and-mortar stores. Chapter 30, by 
Monroe, explores the psychological issues that companies consider in setting prices. It looks 
both at the level and at the form of prices offered to consumers. Chapter 31, by Priester, 
Fleming, Donovan, and Dutton, on branding, summarizes antecedents and consequences 
of seven brand properties. A brand’s influence can range from relatively weak to relatively 
strong and enduring. The authors’ framework is unique in characterizing these properties 
as sequentially increasing in strength. Those topics lower in the hierarchy, such as attitudes 
and associations, may be more easily changed in the near term, but those topics with more 
strength, such as brand relationships and community, are both harder to alter and exhibit 
greater consumer influence over time. In Chapter 32, Hall notes that organizations try to 
innovate offerings for an ever-changing world. Very few products or services have survived 
unchanged for more than a century. Innovation and creativity are not magical processes but 
rather ones that psychology can understand and improve. Finally, human factors research 
tries to design what people want and can use effectively, as discussed by Proctor, Zeng, and 
Vu in Chapter 33. Human factors research too relies on a psychological foundation.

FINAL THOUGHTS

We wish to acknowledge that many of the chapter authors also served as reviewers for other 
chapters. We deeply appreciate the patience and cooperation of the authors, in addition to 
their broad and deep intellectual prowess.

Of course, scientific knowledge is a moving target; thus, we acknowledge that this 
handbook does not cover everything about consumer psychology. It does give substantial 
examination of many of the important topics. We hope that it provides a starting point for a 
dialectical examination (cf. Kahle et al., 2000) of what we know about consumer psychology 
and how to move knowledge forward in this meaningful and vital area of human behavior.

Lynn R. Kahle 
Editor-in-Chief

Tina M. Lowrey 
Joel Huber 

Associate Editors
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