consumer behavior buying having and being
12th edition

**Understanding Consumer Behavior: Insights from Buying, Having, and Being 12th Edition**

consumer behavior buying having and being 12th edition continues to be an essential resource
for marketers, students, and business professionals aiming to grasp the complexities of how
consumers make decisions. This edition builds upon decades of research and theory, offering a
nuanced perspective on the psychological, social, and cultural factors influencing consumer choices.
Whether you are exploring why people buy certain products or how ownership affects their self-
identity, this book dives deep into the emotional and cognitive processes behind consumption.

What Makes "Consumer Behavior Buying Having and
Being 12th Edition" Stand Out?

When discussing consumer behavior textbooks, few have maintained relevance and academic rigor
like this one. The 12th edition has been updated to reflect new trends in digital marketing, social
media influence, and evolving consumer values. It integrates contemporary research with classic
theories, making it a comprehensive guide for understanding the dynamic marketplace.

Bridging Theory and Real-World Applications

One of the strengths of this edition is how it connects theoretical frameworks with practical
examples. Readers are not only introduced to fundamental concepts like motivation, perception, and
attitudes but also see how these ideas play out in real-life purchasing scenarios. For instance, it
discusses how social media platforms influence buying decisions and how consumers’ sense of
identity shapes brand loyalty.

Exploring the Triad: Buying, Having, and Being

The title itself captures the core of the consumer experience:

- *Buying**: The act of acquiring goods or services.
- *Having**: The state of ownership and possession.
- **Being**: How consumption relates to self-expression and identity.

Understanding this triad is crucial because consumer behavior is not just about transactions; it’s
about meaning-making and personal narratives. This perspective helps marketers design campaigns
that resonate on a deeper emotional level.



Key Concepts Covered in the 12th Edition

The book's comprehensive coverage can be broken down into several essential themes that provide
insights into consumer psychology and behavior.

Psychological Influences on Consumer Behavior

The 12th edition delves into how internal processes such as learning, memory, perception, and
motivation affect purchasing choices. For example, it explains how brand associations and past
experiences create mental shortcuts that influence decision-making. Marketers can leverage these
insights to craft messages that stick in consumers’ minds.

Social and Cultural Factors

No consumer operates in isolation. The influence of family, peer groups, social class, and cultural
norms is extensively examined. This section highlights how cultural values shape preferences and
how social identity impacts brand perception. It also addresses the role of subcultures and cross-
cultural differences, which are increasingly significant in a globalized market.

Consumer Decision-Making Process

From problem recognition to post-purchase evaluation, the book outlines the step-by-step process
consumers go through. It emphasizes that this process is not always linear and can be influenced by
emotions, heuristics, and situational factors. For example, impulse buying is contrasted with more
deliberate, rational decision-making.

How the 12th Edition Addresses Modern Consumer
Trends

With the rapid evolution of technology and consumer expectations, staying updated is vital. The 12th
edition does an excellent job of integrating these contemporary issues.

The Impact of Digital Transformation

Consumers today have unprecedented access to information and peer reviews. This edition explores
how online shopping, mobile commerce, and social media platforms have reshaped the buying
landscape. It discusses the importance of online reputation management and how digital influencers
affect consumer trust.



Sustainability and Ethical Consumption

Increasing awareness about environmental and social issues is changing consumption patterns. The
book highlights the rise of ethical consumerism and how brands can appeal to consumers’ values by
promoting sustainability, fair trade, and corporate social responsibility.

Personalization and Consumer Experience

The 12th edition also sheds light on personalization trends where consumers expect tailored
products and services. It explains how data analytics and Al are used to enhance customer
experiences and foster stronger brand relationships.

Practical Tips for Applying Insights from "Consumer
Behavior Buying Having and Being 12th Edition"

Understanding consumer behavior is only valuable when applied effectively. Here are some
actionable tips inspired by the book’s insights:

e Segment Your Audience: Use demographic, psychographic, and behavioral data to create
targeted marketing strategies.

¢ Focus on Emotional Branding: Connect your product to consumers’ identities and emotions
to build lasting loyalty.

e Leverage Social Proof: Encourage user reviews and influencer endorsements to enhance
credibility.

e Incorporate Storytelling: Tell authentic brand stories that resonate with consumer values
and lifestyles.

e Adapt to Digital Channels: Optimize your online presence to meet consumers where they
are most active.

e Promote Ethical Practices: Highlight your commitment to sustainability and social
responsibility to attract conscientious buyers.

Why Studying Consumer Behavior Matters in Today’s
Market

Grasping the concepts outlined in consumer behavior texts like "Buying, Having, and Being 12th



Edition" equips professionals with the ability to anticipate changes in market dynamics. As
consumers become more informed and selective, businesses must evolve their strategies
accordingly.

Enhancing Product Development

Understanding what drives consumers helps companies develop products that better meet needs
and preferences. This can reduce the risk of product failure and increase customer satisfaction.

Improving Marketing Communications

Knowing the psychological triggers and social influences that affect buying decisions enables
marketers to craft messages that cut through the noise and motivate action.

Building Stronger Customer Relationships

By recognizing the importance of ownership and identity in consumption, businesses can create
experiences that foster brand loyalty and advocacy.

The evolving insights from "consumer behavior buying having and being 12th edition" continue to
inspire marketers and scholars alike, making it a cornerstone in understanding not just what
consumers buy, but why they buy, how they live with their purchases, and how those purchases
shape who they are. This holistic view is more important now than ever, as the marketplace grows
increasingly complex and consumer expectations rise.

Frequently Asked Questions

What are the key themes covered in 'Consumer Behavior:
Buying, Having, and Being' 12th edition?

The 12th edition explores the psychological, social, and cultural aspects of consumer behavior,
focusing on how consumers make decisions, acquire products, and the meaning these possessions
have in their lives.

How does the 12th edition address the impact of digital
technology on consumer behavior?

The book discusses the influence of digital technology by examining online shopping habits, social
media's role in shaping consumer preferences, and the rise of e-commerce and mobile purchasing.



What new case studies or examples are included in the 12th
edition to illustrate consumer behavior concepts?

The 12th edition includes updated case studies featuring recent market trends, such as the impact of
sustainability on buying decisions and the growing importance of experiential consumption.

How does 'Consumer Behavior: Buying, Having, and Being'
12th edition integrate psychological theories into
understanding consumer actions?

The text integrates theories like motivation, perception, learning, and attitude formation to explain
why consumers behave the way they do and how these processes influence buying and ownership.

In what ways does the 12th edition address ethical
considerations in consumer behavior?

The edition highlights ethical issues such as consumer privacy, the effects of advertising on
vulnerable populations, and the responsibility of marketers to promote honest and transparent
communication.

Additional Resources

**Consumer Behavior: Buying, Having, and Being 12th Edition - A Comprehensive Review**

consumer behavior buying having and being 12th edition continues to be a pivotal resource in
marketing and consumer psychology literature. This edition builds upon its predecessors by delving
deeper into the nuanced relationship between consumers and their purchasing decisions. It explores
not only the act of buying but also the psychological ownership and identity formation tied to
possessions. As consumer patterns evolve in the digital age, this textbook remains an essential guide
for academics, marketers, and students aiming to understand the complexities of modern consumer
behavior.

In-Depth Analysis of Consumer Behavior Buying Having
and Being 12th Edition

The 12th edition of *Consumer Behavior: Buying, Having, and Being* offers a well-rounded
examination of how consumers interact with products and brands beyond mere transactions. The
authors emphasize the multidimensional nature of consumption, incorporating theories from
psychology, sociology, and economics. This comprehensive approach caters to a broad audience,
from undergraduate students to marketing professionals seeking to apply theoretical insights
practically.

One of the key strengths of this edition is its updated content reflecting current market trends and
technological advancements. For instance, the book addresses the rise of e-commerce, social media



influence, and the increasing importance of sustainability in purchasing decisions. These additions
make it highly relevant in today’s fast-changing consumer landscape.

Core Themes Explored

At its heart, *Consumer Behavior Buying Having and Being 12th Edition* investigates three
fundamental stages:

e Buying: The decision-making process consumers undergo, including problem recognition,
information search, evaluation of alternatives, purchase, and post-purchase behavior.

e Having: The experience of ownership and possession, examining how products impact
consumers’ self-concept and social identity.

e Being: The broader implications of consumption on a person’s identity, social relationships,
and cultural meaning.

These stages are supported by case studies, empirical research, and real-world examples that
highlight how consumer behavior is far more intricate than simple transactional models suggest.

Integration of Contemporary Consumer Trends

A notable feature of the 12th edition is its inclusion of digital consumer behavior. The authors
dissect how online shopping platforms, mobile apps, and digital wallets have transformed traditional
buying processes. They explore the role of online reviews, influencer marketing, and personalized
advertising in shaping consumer preferences. This reflects a keen awareness of how technology
influences not only what consumers buy but also how they feel about their purchases.

Moreover, the book tackles the growing consumer consciousness regarding ethical consumption.
Topics such as green marketing, corporate social responsibility, and the ethical dilemmas consumers
face when choosing products are thoroughly examined. This aligns the book with contemporary
discussions about sustainability in consumer markets.

Comparative Insights and Academic Relevance

Compared to earlier editions, the 12th iteration is more comprehensive and updated, incorporating
recent academic findings and market data. It surpasses many other consumer behavior textbooks by
blending solid theoretical frameworks with current industry practices. For instance, the inclusion of
neuro-marketing insights and behavioral economics principles provides a rigorous scientific
underpinning to traditional concepts.

In comparison to alternative texts, *Consumer Behavior Buying Having and Being 12th Edition*



strikes a balance between accessibility and depth. It avoids overly technical jargon, making it
suitable for students new to the subject, while still offering complex analyses that professionals and
researchers will find valuable.

Strengths and Potential Limitations

The textbook’s strengths include:

e Comprehensive coverage of consumer behavior stages with rich empirical support.
e Incorporation of modern consumer trends such as digital transformation and sustainability.
e Use of engaging case studies and real-life examples that enhance understanding.

e Balanced presentation of theories from multiple disciplines.

However, one could argue that the dense academic content might be challenging for casual readers

or those seeking a more simplified overview. Additionally, while the book addresses global consumer
behavior, some examples remain Western-centric, which may limit its application in diverse cultural

contexts.

Practical Applications for Marketers and Educators

For marketing professionals, the insights from the 12th edition are invaluable in crafting targeted
campaigns and understanding consumer motivations. The book’s detailed discussion on
segmentation, consumer attitudes, and perception equips marketers with tools to design more
effective strategies that resonate with specific demographics.

Educators benefit from the structured layout and pedagogical aids such as summaries, discussion
questions, and further reading suggestions. These features support comprehensive course design
and encourage critical thinking among students.

Enhancing Consumer Engagement through Behavioral
Insights

The exploration of the “being” aspect in consumer behavior—how possessions contribute to
identity—offers marketers a deeper understanding of brand loyalty and emotional engagement. By
recognizing the symbolic meanings attached to products, brands can foster stronger connections
with consumers, transforming routine purchases into meaningful experiences.

Additionally, the book’s insights into post-purchase behavior and cognitive dissonance help
businesses manage customer satisfaction and retention. Understanding that ownership impacts self-



perception allows firms to tailor after-sales services and community-building initiatives effectively.

Conclusion: The Evolving Landscape of Consumer
Behavior Study

*Consumer Behavior Buying Having and Being 12th Edition* stands as a definitive guide that
reflects both timeless theories and evolving market realities. Its analytical depth and contemporary
relevance make it a cornerstone text in the study of consumer psychology and marketing. As
consumer habits continue to shift amid technological innovation and ethical considerations, this
edition provides the frameworks necessary to navigate and understand these changes.

By integrating traditional consumer behavior models with modern phenomena such as digital
engagement and sustainability, the 12th edition ensures that readers are well-equipped to analyze
and influence consumer decisions in today’s complex marketplace.
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and understand difficult concepts. NOTE: You are purchasing a standalone product;
MyMarketingLab(tm) does not come packaged with this content. If you would like to purchase both
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R. Solomon, Sgren Askegaard, Margaret K. Hogg, Gary Bamossy, 2019 La 4¢ de couv. indique : Now
in its seventh edition, Consumer Behaviour: A European Perspective provides the most
comprehensive, lively and engaging introduction to the behaviour of consumers in Europe and
around the world. The new slimline edition has 13 chapters, maintaining its breadth of coverage and
making it ideal for second- and third-year undergraduates as well as Master's students. The book
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their everyday work. Brand new Case studies about European companies and topics give deep
insights into the world of consumer behaviour. New coverage of sustainable consumption, emerging
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at www.pearsoned.co.uk/solomon
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Mursalim Nohong, Fitra Roman Cahaya, Phung Minh Tuan, Arifuddin Mannan, Anas Iswanto Anwar,
Rianda Ridho Hafizh Thaha, Rakhmat Nurul Prima Nugraha, Andi Tenri Harahap, Muhammad Try
Dharsana, Fakhrul Indra Hermansyah, 2025-08-30 This is an open access book. The Integration of
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consumer behavior buying having and being 12th edition: Anthropological Approaches to
Understanding Consumption Patterns and Consumer Behavior Chkoniya, Valentina, Madsen, Ana
Oliveira, Bukhrashvili, Paata, 2020-04-03 Anthropology is a science specialized in the study of the
past and present of societies, especially the study of humans and human behavior. The disciplines of
anthropology and consumer research have long been separated; however, it is now believed that
joining them will lead to a more profound knowledge and understanding of consumer behaviors and
will lead to further understanding and predictions for the future. Anthropological Approaches to
Understanding Consumption Patterns and Consumer Behavior is a cutting-edge research publication
that examines an anthropological approach to the study of the consumer and as a key role to the
development of societies. The book also provides a range of marketing possibilities that can be
developed from this approach such as understanding the evolution of consumer behavior, delivering
truly personalized customer experiences, and potentially creating new products, brands, and
services. Featuring a wide range of topics such as artificial intelligence, food consumption, and
neuromarketing, this book is ideal for marketers, advertisers, brand managers, consumer behavior
analysts, managing directors, consumer psychologists, academicians, social anthropologists,
entrepreneurs, researchers, and students.

consumer behavior buying having and being 12th edition: Cross-Cultural Consumer
Behavior Katja Gelbrich, Stefan W. Muller, Stanford A. Westjohn, 2023-05-09 This cutting-edge
book unpacks the relationship between culture and consumer behavior to present the state-of-the-art
in cross-cultural consumer research. Examining how culture shapes what consumers seek, evaluate
and choose to purchase, Cross-Cultural Consumer Behavior explains why and how cultural values
such as individualism, indulgence, or uncertainty avoidance influence consumers’ buying behavior.

consumer behavior buying having and being 12th edition: Navigating the Shifting
Landscape of Consumer Behavior Sahin, Fatih, Soylemez, Cevat, 2024-02-07 The marketing
world is transforming in this era of unprecedented technological advancement, changing consumer
tastes, and evolving social norms. As information flows freely and brand loyalty becomes a coveted
prize, understanding what motivates consumers to choose one brand over another is paramount.
Navigating the Shifting Landscape of Consumer Behavior is an authoritative exploration of the
dynamic interplay between consumers, brands, and the evolving digital environment. This book
dives into the contemporary consumer behavior. The narrative reveals the phenomenon of brand
activism as a significant force reshaping the marketing battlefield. No longer content to remain
apolitical, brands are increasingly taking stances on pressing social and environmental issues. The
book critically examines the dynamics of successful brand activism and explores customer reactions
to companies championing social causes. The book incorporates real-world examples and practical
tactics, making it an invaluable resource for marketing scholars, researchers, professionals,
educators, and graduate students.

consumer behavior buying having and being 12th edition: Religion and Consumer
Behaviour Gaurav Gupta, Mandakini Paruthi, Shivinder Nijjer, 2023-02-28 Religion is an important
part of individual lives, playing a major role in our decision making and puchasing. Understanding
the influence of religion on consumer behaviour is therefore an essential practice for business. The
COVID-19 pandemic has especially enhanced the influence of consumers’ religiosity on their
consumption decisions. This book concentrates on understanding the relationship of religiosity with




various aspects of consumption and consumer behaviour to improve policy and build on an under
represented topic. In this edited collection, expert contributors, academicians and researchers
discuss the influence of religion on consumer behaviour in depth including the “dark side” of religion
on consumers’ consumption behaviour and religious cults. The chapters also explore the ethical
issues surrounding consumption and the role of religion on branding and sustainable practices. With
a broad perspective, the book draws on examples of practices from Christianity, Islam, Hinduism
and Buddhism. This book will be a particularly valuable resource for scholars and upper level
students of marketing, consumer behaviour and consumer psychology. The interdisciplinary
perspectives will also appeal to those studying sociology and globalization.

consumer behavior buying having and being 12th edition: Service And Operations
Management Cengiz Haksever, Barry Render, 2017-12-26 The purpose of this book is to provide
cutting-edge information on service management such as the role services play in an economy,
service strategy, ethical issues in services and service supply chains. It also covers basic topics of
operations management including linear and goal programming, project management, inventory
management and forecasting.This book takes a multidisciplinary approach to services and
operational management challenges; it draws upon the theory and practice in many fields of study
such as economics, management science, statistics, psychology, sociology, ethics and technology, to
name a few. It contains chapters most textbooks do not include, such as ethics, management of
public and non-profit service organizations, productivity and measurement of performance, routing
and scheduling of service vehicles.An Instructor's Solutions Manual is available upon request for all
instructors who adopt this book as a course text. Please send your request to sales@wspc.com.

consumer behavior buying having and being 12th edition: Media and Change Management
Matthias Karmasin, Sandra Diehl, Isabell Koinig, 2022-02-15 Change management is not just
affected globally by environmental and social conditions, including political and technological
changes, but also through convergence, which helps conceptualize change over the past decades.
The media industry, in particular, is being challenged by the rise of social media, the crisis of
refinancing especially for quality news media, the ‘misinformation epidemic’, and the changing role
of legacy media. The evolving nature of media usage and communication, the rise of produsage and
influencers, and intermediaries and their personalized algorithmic content are also factors that
impact the industry, along with data privacy and privacy management, and the “new
responsibilities” of companies such as sustainability, agility and resilience, etc. This book focuses on
permanent change management in the media and related industries. It provides insights into the
most common and crucial phenomena of media and change management in general, while also
revealing some more specific issues brought about by technical and social innovations. The authors
expand the meaning of media management beyond the management functions within the industry to
include the management of different media. The book serves as a useful guide for researchers,
students, and practitioners alike, as they are all affected by change processes.

consumer behavior buying having and being 12th edition: Multidisciplinary Research in
Arts, Science & Commerce (Volume-24) Chief Editor- Biplab Auddya, Editor- Shagufta Shan,
Dr.A.Sudarvizhi, Shweta Tiwari, Poorna Shree.T, Dr. Jay Prakash Rajak, Dr. Vinati Baurasi,
2025-04-11

consumer behavior buying having and being 12th edition: Technological Innovations in
the Food Service Industry Garg, Anshul, 2024-12-02 The rapidly evolving food service industry
relies significantly on the synergy between technology and business strategies. Technological
advances have fundamentally reshaped consumer perceptions of the food industry, impacting every
stage, from production and distribution to final consumption. Moreover, these advancements have
revolutionized the food service sector, introducing innovations such as digital ordering, self-service
technologies, and voice-assisted customer service. These developments, affecting both
customer-facing and behind-the-scenes operations, call for a comprehensive examination of both
academic and practical viewpoints. Technological Innovations in the Food Service Industry explores
the dynamic intersection of technology and the food service industry, delving into how cutting-edge



innovations are revolutionizing every aspect of dining experiences, operational efficiency, and
customer engagement. It provides valuable insights into the latest trends, tools, and strategies
driving the industry forward. Covering topics such as customer intention, grocery delivery, and
sustainability, this book is an excellent resource for researchers, academicians, policymakers,
business leaders, investors, entrepreneurs, and more.

consumer behavior buying having and being 12th edition: Eurasian Business and
Economics Perspectives Mehmet Huseyin Bilgin, Hakan Danis, Ender Demir, Sofia Vale, 2024-09-02
This is the 29th issue of the Springer’s series Eurasian Studies in Business and Economics, which is
the official book series of the Eurasia Business and Economics Society (EBES, www.ebesweb.org).
This issue includes selected papers presented at the 42nd EBES Conference - Lisbon on January
12th, 13th, and 14th, 2023 hosted by the ISCTE-IUL Instituto Universitario de Lisboa. The
conference was held both in hybrid with both in-person and online paper presentation format.

consumer behavior buying having and being 12th edition: Modern Marketing Dr. H B
Siddaraju, Latha G & Mrs. Lavanya N Gowda , 2025-08-30 Marketing is a dynamic business function
that involves identifying, anticipating, and satisfying customer needs profitably. It plays a crucial
role in connecting producers with consumers, ensuring that goods and services reach the right
audience at the right time and place. At its core, marketing is not just about selling products, but
about creating value and building lasting relationships with customers. The process of marketing
involves a series of activities such as market research, product development, pricing, promotion, and
distribution. Through these activities, businesses understand consumer behavior and tailor their
offerings to meet market demands. This customer-centric approach helps companies gain a
competitive edge and increase customer loyalty. Modern marketing goes beyond traditional
boundaries, incorporating digital tools and platforms such as social media, e-commerce, and data
analytics. This shift has made marketing more interactive and personalized, enabling brands to
engage with customers in real-time. In today’s globalized economy, marketing also helps companies
expand into new markets and build a strong brand presence.

consumer behavior buying having and being 12th edition: Entrepreneurship Adnan ul
Haque, 2025-07-30 Entrepreneurship: A Contemporary Perspective emphasizes theories and
practices related to entrepreneurship as it is found in the real world. The book provides in-depth
insights into entrepreneurship concepts and offers practical learning solutions through its many and
varied case studies. The book explores the attributes of successful entrepreneurial ventures in a
changing business environment and explains how key concepts, approaches and practices have
evolved over time. The unique focus of this textbook is that it steps away from the traditional views
of entrepreneurship and instead looks at entrepreneurship through a number of distinct lenses,
including gender, geopolitical trends, and the social environment. The book also examines the
optimal conditions and strategies for the survival and sustenance of entrepreneurial ventures in an
ever-changing business world. With a future-facing focus, Entrepreneurship: A Contemporary
Perspective shines a light on what entrepreneurship will be like in the next few - likely
transformative - decades. Suitable for students at advanced undergraduate and postgraduate levels,
this textbook will find a home wherever modern entrepreneurship is taught and studied.

consumer behavior buying having and being 12th edition: An Empirical Research on
Customer Satisfaction towards Various Services Dr. R. Chandrasekaran, 2025-05-15 Empirical
Research on Customer Satisfaction Towards Various Services is an insightful academic and practical
resource that explores customer satisfaction through the lens of empirical investigation. It focuses
on how satisfaction levels vary across service industries by collecting and analyzing primary data,
using statistical tools and research methodologies. This book is designed for researchers,
academicians, practitioners, and students seeking a deep understanding of the dynamics that
influence consumer satisfaction in diverse service environments. Customer Satisfaction Towards
Various Services is a comprehensive exploration into one of the most crucial aspects of modern
business strategy: customer satisfaction. This book examines how customer expectations,
experiences, and perceptions shape their satisfaction levels across different service industries,




including banking, healthcare, hospitality, telecommunications, education, FMCG and e-commerce.
The book delves into the theoretical foundations of customer satisfaction, drawing upon established
models such as SERVQUAL, the Expectation-Confirmation Theory, through a combination of
literature reviews, case studies, and primary research data, the author(s) present a comparative
analysis of how service quality, responsiveness, reliability, empathy, and customer engagement
influence satisfaction in each sector.

consumer behavior buying having and being 12th edition: Responsible Marketing for
Well-being and Society Michael Saren, Louise M. Hassan, Miriam McGowan, N. Craig Smith, Emma
Surman, Rohit Varman, 2024-04-09 This book provides an overview of recent and current research
which defines and scopes the field of responsible marketing in one single edited book. It brings
together diverse perspectives from contributors at Birmingham University, leading the academic
development of knowledge of the subject, to contribute to the learning curriculum and reach out to
those interested in improving marketing practices and standards. Responsible Marketing for
Well-being and Society draws together a rich and diverse body of scholarly research from a variety
of perspectives from individual to global, macro and micro, producer and consumer, environmental,
stakeholder, supply chain, and other intermediary viewpoints. The embryonic research in this field
involves different philosophical and methodological positions, theoretical approaches, and research
communities including aspects of corporate social responsibility, marketing ethics, critical
marketing, consumer culture theory, and macromarketing. The book takes a predominantly
organisational or enterprise-level perspective in order to understand and explain how individuals
and organisations can manage their marketing activities and relationships responsibly. The actions
of other stakeholders are also a crucial component in achieving responsible outcomes; therefore, a
broader perspective on the impacts of marketing decisions and actions on other stakeholders, such
as consumers, employees, the environment, and society, is also taken as a basis for analysis and
discussion. The book provides an authoritative overview for the academic market, including
university libraries, research teams, PhD students, and independent researchers. The topics and
contents of responsible marketing are relevant to several disciplinary fields of study including,
marketing, advertising, retailing and other business subjects, consumer studies, sustainability,
ethics, public policy, media studies, psychology, economics, and other social sciences.
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