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Are you planning to develop a textbook or monograph in 
Consumer Psychology? Do you feel there is a need for 
a new journal in this area? If so, we would like to hear 
from you. We welcome proposals covering any aspect of 
consumer psychology, in its theory and practice.
Please send proposals to:
us/canada: 
Anne C. Duffy, Senior Editor 
anne.duffy@taylorandfrancis.com 
uk/europe/row: 
Lucy Kennedy, Senior Editor 
lucykennedy@psypress.co.uk

Book Orders 
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Taylor & Francis Group, 
7625 Empire Drive, Florence, Kentucky 41042, USA
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www.bookpoint.co.uk

Examination Copy Requests 
(US/Canada/Latin America)
Please fax to 1- 800-248-4724 
or call 1-800-634-7064, Mon–Fri, 8am–5pm, EST, or mail: 
Taylor & Francis/Psychology Press Customer Service Group, 
Attn: Textbook Coordinator,
7625 Empire Drive, Florence, Kentucky 41042, USA
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Inspection Copy Requests 
(UK/Europe/Rest of World)
Julie Norton, 
Customer Services, Psychology Press, 
27 Church Road, Hove, 
East Sussex, BN3 2FA, UK
Tel: +44 (0) 2070 177747
Fax: +44 (0) 2070 176717
Email: customer.services.psychology@psypress.co.uk 

Journal Subscriptions 
(International)
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Colchester, Essex, C03 3LP, UK
Tel: +44 (0) 2070 175 544
Fax: +44 (0) 2070 175 198
Email: tf.enquiries@tfi nforma.com

eBooks
eBooks are a fl exible and dynamic resource for teaching, 
learning and research. Taylor & Francis eBooks provide quick 
and effi cient access to the right material at the right time, 
where and when you want it. To fi nd out more about the 
full range of eBooks available, visit www.ebookstore.tandf.
co.uk. For further information on library subscriptions and 
purchases, go to www.ebooksubscriptions.com.
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Marketing and Consumer 
Psychology Series

The processes and modes of learning are often unique for different constituents of 
the marketing enterprise. The basic researcher prefers carefully controlled studies 
and uses research methods developed and enhanced by a many disciplines.  The 
practitioner faces immediate, constant, and long-term pressures for high levels of 
performance and creativity while desiring to learn more about the basic nature of 
brands and their roles in consumers’ lives.  This series was founded with a goal of 
providing a link between theory, research, and practice and an explicit recognition 
that academics and practitioners have much of value to learn from one another.  
If you are interested in submitting a proposal, please send it to  
Curtis P. Haugtvedt, Series Editor, Ohio State University  
(email: haugtvedt_1@fisher.osu.edu)  
or Anne Duffy, Senior Editor  
(email: anne.duffy@taylorandfrancis.com) 

www.facebook.com/PsychologyPress

www.psypress.com/marketing-and-consumer-psychology 

Discover a wealth of Consumer Psychology resources at  

www.consumerpsychologyarena.com 
including:
•	10% discount on all online orders!
•	Free shipping on online orders! 
(US and Canadian customers: free shipping on orders of $35 or more.)
•	Forthcoming events and conferences
•	Special offers, news, calls for papers
•	The latest books and journal issues
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CONSUMER BEHAVIOR 
KNOWLEDGE FOR EFFECTIVE 
SPORTS AND EVENT MARKETING
Lynn R. Kahle & Angeline G. Close (Eds.)
University of Oregon and the University of Nevada Las 
Vegas, USA

“In my 19 years as head basketball coach at UNLV, I witnessed the 
value of understanding consumer behavior to improve our sports 
program and brand. Building a sports brand via engaging events 
entails understanding emotion, psychology, and relationships. This 
book employs tested theories to give managers connection with the 
community.” - Jerry Tarkanian, “Tark the Shark”, NCAA Div. I 
National Basketball Champion Head Coach, 1990

“This book adds to our understanding of the complex world in which the sports consumer resides. The 
diversity of the topics explored, the up- to -date data and issues described, and the expertise of the editors and 
authors are key features of this volume.” - Gregg Bennett , Texas A&M, USA

The growing complexity and importance of sports and event marketing has pushed scholars and 
practitioners to apply sophisticated marketing thinking and applications to these topics. This book 
deals with the professional development in the sense that sports marketing can be viewed as an 
application of consumer behavior research. Readers will learn about new opportunities in using 
consumer behavior knowledge eff ectively in the areas of a) infl uencing behaviors in society and 
sports, b) building relationships with consumers through sports and events, and c) providing 
services to consumers through sport and event sponsorships. This book, by a superb group of 
authors, includes comprehensive reviews, innovative conceptual pieces, empirical research and 
rigorous att ention to data.
CONTENTS
S.A. Greyser, Harvard Business School, Foreword: Consumers: Alpha and Omega of Marketing. J. King, 
L. R. Kahle, A. Close, Introduction: Study of Sports Consumer Behavior. Part 1: Infl uencing Behaviors 
and Society in Sports. S. P. Lee, T. B. Cornwell, A Framework for Measuring the Contributions of 
Sport to Society: Actors, Activities and Outcomes. E. R. Hirt, J. J. Clarkson, The Psychology of Fandom: 
Understanding the Etiology, Motives, and Implications of Fanship. S. Jones, S. J. Grove, G. M. Pickett , 
Spectator Rage: An Overview. D. L. Scammon, D. A. Fuller, K. Karniouchina, T. Masters, Sport Related 
Subculture as a Useful Basis of Market Segmentation: Insights for Ski Area Managers. Part 2: Building 
Relationships with Consumers Through Sports. P. A. Kennett -Hensel, R. Lacey, M. Biggers, The Impact 
of Corporate Social Responsibility on NBA Fan Relationships: A Conceptual Framework. S. J. Andrews, 
And a Child Athlete Will Save Us: Marketing Psychosocial and Physical Benefi ts of Sport to Children, 
Adolescents, Coaches and Parents. L. H. V. Kurpis, C. S. Bozman, The Motivations Associated with 
Att endance and Participation in an Amateur Sporting Event. R. Burton, J. Tripoldi, S. Owen, L. R. Kahle, 
Hospitality: A Key Sponsorship Service in Sports Marketing. Part 3: Providing Service to Consumers 
Through Sports and Event Sponsorship. T. J. Reynolds, Assessing the Existential Validity of the Bowl 
Championship Series Rankings. F. Riedmueller, Service Quality Perceived by Fans at Professional Sporting 
Events. R. Z. Finney, R. Lacey, A. G. Close, Event Marketing and Sponsorship: Lessons Learned from the 
Tour De Georgia Cycling Races. 

October 2010: 6x9: 348pp
Hb: 978-0-415-87357-4: $90.00
Pb: 978-0-415-87358-1: $49.95
www.psypress.com/9780415873581
Available as an e-inspection copy
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FORTHCOMING

L.J. Shrum (Ed.)
The Psychology of Entertainment Media, 2nd Ed

Blurring the Lines Between Entertainment 
and Persuasion

January 2012: 6x9: 440pp
Hb: 978-1-84872-944-5: $80.00
www.psypress.com/9781848729445
Available as an e-inspection copy
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TRANSFORMATIVE CONSUMER 
RESEARCH FOR PERSONAL AND 
COLLECTIVE WELL-BEING
Sponsored by the Association for Consumer Research

David Glen Mick, University of Virginia, USA; Simone 
Pett igrew, University of Western Australia; Cornelia (Connie) 
Pechmann, University of California, USA; Julie L. Ozanne, 
Virginia Tech, USA (Eds.)

“Just like the typical shopping mall, this book off ers something tempting 
to everyone—whether you’re a researcher, practitioner, reformer, student, 
or simply a curious consumer. But unlike most stuff  at the mall, the 
ideas on display here won’t make you fat and broke and degrade the 
environment, but instead, they provide new insights on how we can 
consume sustainably, healthily, and wisely on a changing and increasingly constrained planet.” - Erik 
Assadourian, Worldwatch Institute, USA

Daily existence is more interconnected to consumer behaviors than ever before, encompassing 
many issues of well-being. This unique volume edited by expert international authors will look at 
opportunities for well being and help consumers, policy administrators and marketers navigate 
many problems facing today’s consumers.
CONTENTS
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M. Csikszentmihalyi, Foreword: 
Consuming and Evolving. Part 
1. Declaring and Projecting 
Transformative Consumer 
Research D.G. Mick, S. Pett igrew, C. 
Pechmann, J.L. Ozanne, The Origins, 
Qualities, and Envisionments of 
Transformative Consumer Research. 
A.R. Andreasen, M.E. Goldberg, M.J. 
Sirgy, Foundational Research on 
Consumer Welfare: Opportunities 
for a Transformative Consumer 
Research Agenda. B. Wansink, 
Activism Research: Designing 
Transformative Lab and Field Studies. 
J.L. Ozanne, E.M. Fischer, Sensitizing 
Principles and Practices Central 
to Social Change Methodologies. 
Part 2. Economic and Social 
Issues M. Viswanathan, Conducting 
Transformative Consumer Research: 
Lessons Learned in Moving from 
Basic Research to Transformative 
Impact in Subsistence Markets. C.J. 
Shultz II, S.J. Shapiro,Transformative 
Consumer Research in Developing 
Economies: Perspectives, Trends, and 
Refl ections from the Field. J.A. Rosa, S. 
Geiger-Oneta, A. Barrios Fajardo, Hope 
and Innovativeness: Transformative 
Factors for Subsistence Consumer 
Merchants. J.D. Williams, G.R. 
Henderson, Discrimination and 
Injustice in the Marketplace: They 
Come in All Sizes, Shapes, and 
Colors. Part 3. Technological 
Edges D.L. Hoff man, Internet 
Indispensability, Online Social 
Capital, and Consumer Well-Being. 
R.V. Kozinets, F.M. Belz, P. McDonagh, 
Social Media for Social Change: A 
TCR Perspective. T.P. Novak, Quality 
of Virtual Life. Part 4. Materialism 
and the Environment J.E. Burroughs, 
A. Rindfl eisch, What Welfare? On 

the Defi nition and Domain of 
Transformative Consumer Research 
and the Foundational Role of 
Materialism. P. McDonagh, S. Dobscha, 
A. Prothero, Sustainable Consumption 
and Production: Challenges for 
Transformative Consumer Research. 
W. Kilbourne, J. Mitt elstaedt, From 
Profl igacy to Sustainability: Can We 
Get There from Here? Transforming 
the Ideology of Consumption. Part 
5. Enhancing Health S. A. Grier, 
E.S. Moore, Tackling the Childhood 
Obesity Epidemic: An Opportunity 
for Transformative Consumer 
Research. K.G. Grunert, L.E. Bolton, 
M.M. Raats, Processing and Acting 
upon Nutrition Labeling on Food: 
The State of Knowledge and New 
Directions for Transformative 
Consumer Research. C. Pechmann, 
A. Biglan, J.W. Grube, C. Cody, 
Transformative Consumer Research 
for Addressing Tobacco and Alcohol 
Consumption. M. Fishbein, S. E. 
Middlestadt, Using Behavioral Theory 
to Transform Consumers and Their 
Environment to Prevent the Spread of 
Sexually Transmitt ed Infections. Part 
6. Consumer Finances G. Loewenstein, 
C.E. Cryder, S. Benartzi, A. Previtero, 
Addition by Division: Partitioning 
Real Accounts for Financial Well-
Being. D. Soman, A. Cheema, E.Y. 
Chan, Understanding Consumer 
Psychology to Avoid Abuse of 
Credit Cards. P.A. Keller, A. Lusardi, 
Employee Retirement Savings: 
What We Know and What We Are 
Discovering for Helping People to 
Prepare for Life aft er Work. Part 7. 
Other Risky Behaviors and At-Risk 
Consumers R.J. Faber, K.D. Vohs, A 
Model of Self-Regulation: Insights 
for Impulsive and Compulsive 

Problems with Eating and Buying. 
J. Cott e, K.A. LaTour, Gambling 
Beliefs vs. Reality: Implications for 
Transformative Public Policy. J.M. 
Albright, Porn 2.0: The Libidinal 
Economy and the Consumption of 
Desire in the Digital Age. A. Litt , D.M. 
Pirouz, B. Shiv, Neuroscience and 
Addictive Consumption. S. Menzel 
Baker, M. Mason, Toward a Process 
Theory of Consumer Vulnerability 
and Resiliency: Illuminating Its 
Transformative Potential. S. Pett igrew, 
G. Moschis, Consumer Well-Being 
in Later Life. Part 8. Family Matt ers 
R.J. Prinz, Eff ective Parenting to 
Prevent Adverse Outcomes and 
Promote Child Well-Being at a 
Population Level. A.M. Epp, L.L. Price, 
Family Time in Consumer Culture: 
Implications for Transformative 
Consumer Research. Part 9. Enriching 
Behaviors and Virtues  R. Belk, R. 
Llamas, The Nature and Eff ects of 
Sharing in Consumer Behavior. S.R. 
Maddi, Resilience and Consumer 
Behavior for Higher Quality of 
Life. D.G. Mick, B. Schwartz, Can 
Consumers Be Wise? Aristotle Speaks 
to the 21st Century. Part 10. Epilogue 
D.R. Lehmann, R.P. Hill, Epilogue to 
Transformative Consumer Research: 
Suggestions for the Future.  

June 2011: 7x10: 767pp
Hb: 978-1-84872-852-3: 
$105.00
www.psypress.
com/9781848728523
Available as a complimentary 
examination copy
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SENSORY MARKETING
Research on the Sensuality of Products
Aradhna Krishna, University of Michigan, USA (Ed.)

“Understanding the role that the touch, taste, smell and sight play 
in marketing is important and underserved. Aradhna Krishna’s new 
edited book is thorough and wide-ranging, as well as thought provoking 
and illuminating. This will be an infl uential book, critical for anyone 
studying the impact of senses in marketing.” - Jennifer Aaker, 
Stanford University
“Professor Krishna has successfully tackled the challenge of 
bringing together academic authorities on all the senses that infl uence 
our emotions and decision-making. A “must read” for every product 
marketer and branding expert.” - Harald H. Vogt, Founder and Chief 
Marketer, Scent Marketing Institute

What is sensory marketing and why is it interesting and also 
important? Krishna defi nes it as “marketing that engages the consumers’ senses and aff ects their 
behaviors.” In this edited book, the authors discuss how sensory aspects of products, i.e., the 
touch , taste, smell, sound, and look of the products, aff ect our emotions, memories, perceptions, 
preferences, choices, and consumption of these products. We see how creating new sensations or 
merely emphasizing or bringing att ention to existing sensations can increase a product’s or service’s 
appeal. The book provides an overview of sensory marketing research that has taken place thus 
far. It should facilitate sensory marketing by practitioners and also can be used for research or in 
academic classrooms.
CONTENTS
Preface and Acknowledgments. A. Krishna, Introduction. Part 1. Haptics. J. Peck, Does Touch Matt er? 
Insights from Haptic Research in Marketing. R.L. Klatzky, Touch: A Gentle Tutorial with Implications for 
Marketing. A.C. Morales, Understanding the Role of Incidental Touch in Consumer Behavior. T.L. Childers, 
J. Peck, Information and Aff ective Infl uences of Haptics on Product Evaluation: Is What I Say How I Feel? 
Part 2. Olfaction. M. Morrin, Scent Marketing: An Overview. R.S. Herz, The Emotional, Cognitive and 
Biological Basics of Olfaction: Implications and Considerations for Scent Marketing. M.O. Lwin, M. Wĳ aya, 
Do Scents Evoke the Same Feelings Across Cultures?: Exploring the Role of Emotions. M. Morrin, J. Chebat, 
C. Gelinas-Chebat, The Impact of Scent and Music on Consumer Perceptions of Time Duration. Part 3. 
Audition. J. Meyers-Levy, M.G. Bublitz, L.A. Peracchio, The Sounds of the Marketplace: The Role of Audition 
in Marketing. E. Yorkston, Auxiliary Auditory Ambition: Assessing Ancillary and Ambient Sounds. D.W. 
Dahl, Understanding the Role of Spokesperson Voice in Broadcast Advertising. M. Carnevale, D. Lerman, D. 
Luna, Hear is the thing: Auditory Processing of Novel Non-word Brand Names. Part 4. Vision. P. Raghubir, 
Visual Perception: An Overview. A. Chatt opadhyay, G.J. Gorn, P. Darke, Diff erences and Similarities in Hue 
Preferences between Chinese and Caucasians. E.A. Greenleaf, Does Everything Look Worse in Black and 
White? The Role of Monochrome Images in Consumer Behavior. B.E. Kahn, X. Deng, Eff ects on Visual 
Weight Perceptions of Product Image Locations on Packaging. Part 5. Taste. A. Krishna, R.S. Elder, The 
Gist of Gustation: An Exploration of Taste, Food, and Consumption. P. Rozin, J. Hormes, Psychology and 
Sensory Marketing, with a Focus on Food. P. Chandon, Estimating Food Quantity: Biases and Remedies. A. 
Krishna, N. Aydinoglu, B. Wansink, Do Size Labels Have a Common Meaning Among Consumers? Part 6. 
The Future. R.S. Elder, N. Aydinoglu, V. Barger, C. Caldara, H.E. Chun, C.J. Lee, G. Mohr, A. Stamatogiannakis, A 
Sense of Things to Come: Future Research Directions in Sensory Marketing. 

2009: 6x9: 428pp
Hb: 978-1-84169-753-6: $85.00
Pb: 978-1-84169-889-2: $39.95
www.psypress.com/sensorymarketing
Available as an e-inspection copy
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FORTHCOMING

Otnes & Tuncay-Zayer

Gender, Culture, and Consumer Behavior

January 2012: 6x9: 240pp
Hb: 978-1-84872-946-9: $60.00
www.psypress.com/9781848729469
Available as an e-inspection copy
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NEW IN PAPERBACK

CONSUMER CULTURE, IDENTITY 
AND WELL-BEING 
The Search for the ‘Good Life’ and 
the ‘Body Perfect’
Helga Ditt mar, University of Sussex, UK

European Monographs in Social Psychology Series 
“Dr. Ditt mar has done us a great service by writing a book on the 
importance of ‘consuming’ to society and to individual identity and well-
being that is both scholarly and accessible. The book tackles some tough 
questions regarding who and what people want to be, how they go about 
constructing their ‘selves’, and just what is it that people want from life 
and why. I wish more research psychologists were writing books like this.” - James E. Maddux, George 
Mason University, Washington, USA 

Advertising, materialism and consumption are central aspects of contemporary Western culture. We 
are bombarded with idealized images of the perfect body, desirable consumer goods, and affl  uent 
lifestyles, yet psychology is only just beginning to take account of the profound infl uence these 
consumer culture ideals have on individuals’ sense of identity and worth.

Consumer Culture, Identity, and Well-Being documents the negative psychological impact consumer 
culture can have on how individuals view themselves and on their emotional welfare. It looks at 
the social psychological dimensions of having, buying and wanting material goods, as well as the 
pursuit of media-hyped appearance ideals. In particular, it focuses on:

The purchasing of material goods as a means of expressing and seeking identity, and the negative • 
consequences of this
Psychological buying motivations in conventional buying environments and on the Internet• 
The unrealistic socio-cultural beauty ideals embodied by idealized models.• 

Throughout, diff erent approaches from social psychology are integrated, such as self-completion, 
self-discrepancy and value theory, to create a comprehensive theoretical framework for 
understanding the impact of internalizing core consumer culture ideals on how individuals see 
themselves and the implications this has for their psychological and physical health.
This book is of interest to anybody who wants to fi nd out more about the psychological eff ects 
of living in modern consumer societies on children, adolescents, and adults. More specifi cally, 
it will be of interest to students and researchers in social psychology, sociology, media studies, 
communication and other social sciences, as well as to psychologists, health workers, and 
practitioners interested in the topics of identity, consumption pathologies, body image, and body-
related behaviors.
CONTENT
1. Understanding the Impact of Consumer Culture. 2. To Have is to Be? Psychological Functions of 
Material Possessions. 3. Consuming Passions? Psychological Motives for Buying Consumer Goods. 4. Is 
this as Good as it Gets? Materialistic Values and Well-Being. 5. I Shop Therefore I Am? Compulsive Buying 
and Identity-Seeking. 6. Does Size Matt er? The Impact of Ultra-Thin Media Models on Women’s Body 
Image and on Advertising Eff ectiveness. 7. Think ‘Ideal’ and Feel Bad? Using Self-Discrepancies to 
Understand Negative Media Eff ects. 8. What is Beautiful and Who is ‘Cool’? Consumer Culture and 
Socialisation. 9. What is the Price of Consumer Culture? Consequences, Implications, and the Cage Within. 

September 2010: 6x9: 296pp
Hb: 978-1-84169-608-9: $64.50
Pb: 978-1-84872-062-6: $34.95
www.psypress.com/socialmonographs/9781848720626
Available as an e-inspection copy
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THE PSYCHOLOGY OF 
ADVERTISING
Bob M. Fennis & Wolfgang Stroebe
Utrecht University, The Netherlands

“This book is extremely well-writt en. The authors have done an 
outstanding job of explaining and summarizing complex topics in 
a manner that advanced undergraduates and graduate students 
can understand and appreciate. The book is thorough, accurate and 
scientifi cally grounded and is the most sophisticated and advanced 
summary of the host of psychological processes that infl uence 
advertising eff ectiveness.” - Frank R. Kardes, University of 
Cincinnati, USA
“This book provides an impressive, elaborate and thoroughly researched 
review of the academic literature on the psychology of att itudes and 
att itude change, with an emphasis on advertising and consumer 

behavior. It provides a well writt en overview of the research, I learned a lot from reading it, and enjoyed it 
greatly!” - Peeter Verlegh, Erasmus University, The Netherlands
Advertising is a ubiquitous and powerful force, seducing us into buying wanted and sometimes 
unwanted products and services, donating to charity (even to causes we have not heard of before), 
voting for political candidates (even of questionable reputation), and changing our health-related 
lifestyles for bett er or worse. The impact of advertising is oft en subtle and implicit, but sometimes 
blatant and impossible to overlook.

This book discusses key topics from the fi elds of social and consumer psychology. Important 
questions are addressed in the volume such as:

What impact does advertising have on consumer behavior? What causes this impact?• 
What are the psychological processes responsible for the eff ectiveness of advertising?• 
How do consumers make sense of advertising messages?• 
What messages “get across” and when and why?• 

This is the fi rst book to off er a comprehensive and state-of-the-art overview of the psychological 
fi ndings on the impact of advertising, and to discuss this research in the context of recent 
developments in the fi elds of social and consumer psychology. It presents and discusses results of 
both classic and contemporary studies in an engaging style that avoids highly technical language.

The authors have included a glossary of frequently used concepts which assist student 
comprehension, making it a unique and invaluable volume for advanced undergraduate and 
graduate students, as well as researchers and lecturers in social psychology, marketing, and 
communications. It is also a useful resource for professionals working in advertising, public health, 
public services and political communication.
CONTENTS
1. Sett ing the Stage. 2. How Consumers Acquire and Process Information from Advertising. 3. How 
Advertising Aff ects Consumer Memory. 4. How Consumers Form Att itudes Towards Products. 5. How 
Consumers Yield to Advertising: Principles of Persuasion and Att itude Change. 6. How Advertising 
Infl uences Buying Behaviour. 7. Beyond Persuasion: Achieving Consumer Compliance without Changing 
Att itudes. 

May 2010: 7x10: 344pp
Hb: 978-0-415-44273-2: $62.95
www.psypress.com/9780415442732
Available as an e-inspection copy
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THE CONNECTED CUSTOMER
The Changing Nature of Consumer and 
Business Markets
Stefan H.K. Wuyts, Marnik G. Dekimpe, Els Gĳ sbrechts, 
F.G.M. (Rik) Pieters, Tilburg University, The Netherlands 
(Eds.)

“The mantra of marketing practice today is connectivity--creating 
deeper connections with customers to enhance brand equity, generate 
more loyalty, develop new products, and achieve other goals. This book 
features research by some of the world’s best academics on the topic of 
connectivity. It is a must-read for any academic, student, or practitioner 
interested in what we know about viral marketing, social networks, 
emotion, word-of-mouth, and a number of other topics related to how 
to create and improve customer relationships.” - Russell Winer, 
Chairman, Marketing Department, Stern School of Business, 
New York University, USA
“This is a timely topic that should fi nd relatively broad interest. Moreover there are no up-to-date competing 
volumes and the lineup of authors is strong.” - Norbert Schwarz, University of Michigan, USA

In today’s connected consumer environment, customers are bett er informed and harder to please, 
but they also leave a more visible evidence trail in the form of improved databases and customer 
information. Consumers are increasingly interconnected through various sorts of social networks, 
a trend that is facilitated by recent advances in electronic media and telecommunication (i.e., 
MySpace, Facebook, Twitt er and Cyworld). Consumers are also increasingly connected with 
brands and seek to play a more participative role in their relationship with companies, stimulating 
companies to reconsider how to connect with consumers.  
This book consists of a collection of chapters by thought-leaders in the fi eld of marketing and beyond that 
deals with the rich facets of connectivity. This edited volume is a great source of research ideas and fresh 
theory building for academics and students in marketing and related areas who wish to understand this 
exciting fi eld. It will be a source of inspiration for practitioners who are eager to take up the challenge and 
adapt their marketing strategies to the changing nature of consumer and business markets. 

CONTENTS 
Preface.  Introduction.  Part 1. Connectivity and the New Reality of Markets C. Van den 
Bulte, Opportunities and Challenges in Studying Customer Networks.  C.M. Henderson, R.W. 
Palmatier, Understanding the Relational Ecosystem in a Connected World. S. Wuyts, Connectivity, Control, 
and Constraint in Business Markets.  Part 2. Leveraging Vertical Connectivity with Channel Partners 
and Brands  N. Camacho, V. Landsman, S. Stremersch, The Connected Patient. B. Shiv, Is Mr. Spock a Good 
Candidate for Being a Connected Customer? The Role of Emotion in Decision Making. A. Rindfl eisch, 
N. Wong, J.E. Burroughs, God and Mammon: The Infl uence of Religiosity on Brand Connections. R. 
Srivastava, T. Wiesel, Brand Platforms as Strategic Investments: Leveraging Customer Connections to 
Manage Profi tability, Growth and Risk. Part 3. Leveraging Horizontal Connectivity Among Customers R. 
Burt, The Shadow of Other People: Socialization and Social Comparison in Marketing. R. van der Lans, G. 
Verbruggen, Viral Marketing: What is It and What are the Components of Viral Success? J. Goldenberg, 
S. Han, D.R. Lehmann, Social Connectivity, Opinion Leadership and Diff usion. A. Bonfrer, The Eff ect of 
Negative Word of Mouth in Social Networks. 

January 2010: 6x9: 376pp
Hb: 978-1-84872-837-0: $69.95
www.psypress.com/9781848728370
Available as an e-inspection copy
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THE AGING CONSUMER 
Perspectives From Psychology and 
Economics
Aimee Drolet, UCLA Anderson School, USA; Norbert 
Schwarz, University of Michigan, USA; Carolyn Yoon, 
University of Michigan, USA

Marketing and Consumer Psychology Series
Series Ed: Curtis P. Haugtvedt

“Despite the greying of the population (to which I can personally 
att est), too litt le has been done to examine the important intersection 
between research on aging and consumer research. Such work is critical 
due to the increased complexity of the world facing older consumers, 
including health, housing, retirement, and other important decisions. 

The chapters in this volume provide much needed insights into how age may moderate the typical fi ndings 
of consumer research, which increases not only our understanding of this important segment but also the 
prospects for developing interventions that will enhance the lives of elderly consumers.” - Jim Bett man, 
Duke University, USA

“This book brings together in one volume wide ranging research into the changing consumption patt erns of the 
aging population and the theoretical and practical implications of these changes. It is a scholarly approach to 
an under researched issue; it is likely to be taken by just about any ‘self respecting’ academic library.” - Susan 
Auty, Lancaster University, UK

At present, about 45 million Americans are over the age of 65, and by 2020, one out of every 
six Americans will be 65 or older. These statistics are refl ective of a worldwide phenomenon in 
developing and developed countries alike unrivalled since the Industrial Revolution.

This edited volume, writt en by experts in many fi elds, examines the economic and psychological 
research on how aging consumers behave, make decisions, and choose in the marketplace. The book 
takes stock of what is known, identifi es gaps and open questions, and outlines an agenda for future 
research. It covers topics from the individual to the societal level of analysis.
CONTENTS
Sereis Foreword, C.P. Haugtvedt.  Preface. Part 1. What Changes with Aging? A.H. Gutchess, Cognitive 
Psychology and Neuroscience of Aging. M.D. Hurd, S. Rohwedder, Spending Patt erns in the Older 
Population. A. Drolet, L. Lau-Gesk, P. Williams, H.G. Jeong, Socioemotional Selectivity Theory: Implications 
for Consumer Research. Part 2. Decision Making. E. Peters, Aging-related Changes in Decision Making. 
G. Burtless, Do Workers Prepare Rationally for Retirement? S.L. Wood, J.A. Shinogle, M.M. McInnes, New 
Choices, New Information: Do Choice Abundance and Information Complexity Hurt Aging Consumers’ 
Medical Decision Making? C. Folkman Curasi, L.L. Price, E.J. Arnould, The Ageing Consumer and 
Intergenerational Transmission of Cherished Possessions. Part 3. Older Consumers in the Marketplace. 
C.M. Bonifi eld, C.A. Cole, Comprehension of Marketing Communications among Older Consumers. R. 
Lambert-Pandraud, G. Laurent, Impact of Age on Brand Choice. C. Yoon, F. Feinberg, N. Schwarz, Why Do 
Older Consumers Tell Us They Are More Satisfi ed? H.R. Moody, S. Sood, Age-branding. N. Charness, M. 
Champion, R. Yordon, Designing Products for Older Consumers: A Human Factors Perspective. 

June 2010: 6x9: 328pp
Hb: 978-1-84872-810-3: $70.00
Pb: 978-1-84872-811-0: $39.95
www.psypress.com/marketing-and-consumer-psychology/9781848728110
Available as an e-inspection copy
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BRANDS AND BRAND 
MANAGEMENT 
Contemporary Research Perspectives
Barbara Loken, Rohini Ahluwalia, Michael J. Houston 
University of Minnesota, USA (Eds.)

Marketing and Consumer Psychology Series
Series Ed: Curtis P. Haugtvedt

“This volume refl ects the work of arguably the most talented collection 
of brand researchers at any top business school in the world, as well 
as contributions of other leading branding thought leaders from 
organizations. It off ers perspectives and insights that will be vital to 
successful brand management in the future. Specifi cally, it addresses 
branding topics that have been of enduring interest (brand extensions 
and brand alliances) as well as topics that have become increasingly more important in recent years (corporate 
social responsibility and brand emotions) It provides alternative perspectives on brands and their meaning, 
measurements, management and protection.” - Kevin Lane Keller, Dartmouth University USA; 
internationally-known branding expert and author of Strategic Brand Management
“This cutt ing edge volume off ers an authoritative approach to understanding the science of branding. The 
chapters from top experts on branding mine the best research from a range of disciplines, providing fascinating 
insights for scholars and managers alike. If you have ever wondered how to design successful brand alliances, 
how to cultivate brand loyalty among consumers, how brands develop symbolic meanings, and why some 
brands become “cultural icons” then read this book!” - Sharon Shavitt , University of Illinois USA; 
President-Elect, Association for Consumer Research

Very few books exist that meaningfully integrate the rich and vast body of scientifi c research and 
theories that have accumulated in the fi eld, relating to both traditional and contemporary topics 
in branding. This book accomplishes that task, with contributions from leading experts in the 
science of branding, national and international.  The book should appeal to all students, faculty, 
and marketing professionals with an interest in research fi ndings about brands, and an interest in 
deepening their understanding of how consumers view brands.
CONTENTS
K. Keller, Foreword. C.P. Haugtvedt, Series Foreword. B. Loken, R. Ahluwalia, M.J. Houston, Preface. Part 
1. Overview. B. Loken, R. Ahluwalia, M.J. Houston, The Science of Branding: Introductory Chapter. Part 
2. Managing and Leveraging Brands. B. Loken, C. Joiner, M.J. Houston, Leveraging a Brand Through 
Brand Extension: A Review of Two Decades of Research. A. Rao, Brand Alliances. R. Ahluwalia, A. 
Kaikati, Traveling the Paths to Brand Loyalty. Z. Gurhan-Canli, A. Fries, Branding and Corporate Social 
Responsibility (CSR). Part 3. Cultural, Sociological, and Global Branding Perspectives. C. Torelli, H.T. 
Keh, C. Chiu, Cultural Symbolism of Brands. T.C. O’Guinn, A.M. Muniz, Jr., Towards a Sociological Model 
of Brands. Part 4. New Directions in Measurement of Brand Equity. C.W. Park, D.J. MacInnis, X. Dreze, J. 
Lee, Measuring Brand Equity: The Marketing Surplus and Effi  ciency (MARKSURE) Based Brand Equity. 
B. Shiv, A. Bechara, Revisiting the Customer Value Proposition: The Power of Brand Emotion. T. Erdem, J. 
Swait, Utility-Based Models of Brand Equity. Part 5. Protecting Brands. B. Loken, D. Roedder John, When Do 
Bad Things Happen to Good Brands? Understanding External and Internal Sources of Brand Dilution. S. 
Baird, Brands and Trademarks: The Legal Implications of Branding. 

2009: 6x9: 344pp
Hb: 978-1-84169-759-8: $69.95
www.psypress.com/marketing-and-consumer-psychology/9781841697598
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HANDBOOK OF CONSUMER 
PSYCHOLOGY
Curtis P. Haugtvedt, The Ohio State University, USA; Paul 
M. Herr, University of Colorado at Boulder, USA; Frank R. 
Kardes, University of Cincinnati, Ohio, USA (Eds.)

Marketing and Consumer Psychology Series
Series Ed: Curtis P. Haugtvedt

This Handbook contains a unique collection of chapters writt en by 
the world’s leading researchers in the dynamic fi eld of consumer 
psychology. Although these researchers are housed in diff erent 
academic departments (ie. marketing, psychology, advertising, 
communications) all have the common goal of att aining a bett er 
scientifi c understanding of cognitive, aff ective, and behavioral 

responses to products and services, the marketing of these products and services, and societal 
and ethical concerns associated with marketing processes. Consumer psychology is a discipline 
at the interface of marketing, advertising and psychology. The research in this area focuses on 
fundamental psychological processes as well as on issues associated with the use of theoretical 
principles in applied contexts. 
CONTENTS
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Introduction. D.W. Schumann, C.P. 
Haugtvedt, E. Davidson, History 
of Consumer Psychology. Part 1. 
Consumer Information Processing. 
R.W. Wyer, The Role of Knowledge 
Accessibility in Cognition and 
Behavior: Implications for Consumer 
Information Processing. A. Kronlund, 
B. Whitt lesea, C. Yoon, Consumer 
Memory, Fluency, and Familiarity. W. 
Hutchinson, E. Eisenstein, Consumer 
Learning and Expertise. B. Loken, L. 
Barsalou, C. Joiner, Categorization 
Theory and Research in Consumer 
Psychology: Category Representation 
and Category-Based Inference. F. 
Kardes, M.L. Cronley, S. Posavac, P. 
Herr, Consumer Inference. J. Peck, T.L. 
Childers, Eff ects of Sensory Factors on 
Consumer Behavior. D. Roedder John, 
Stages of Consumer Socialization: 
The Development of Consumer 
Knowledge, Skills, and Values 
from Childhood to Adolescence. 
C. Yoon, C. Cole, Older Consumers 
and Information Processing. Part 2. 
Motivation, Aff ect, and Consumer 
Decisions. A. Isen, Positive Aff ect 
and Decision Processes: Some Recent 
Theoretical Developments with 
Practical Implications. J. Cohen, M. 
Pham, E. Andrade, The Nature and 
Role of Aff ect in Consumer Behavior. 
K. Vohs, R. Baumeister, D. Tice, Self-
Regulation: Goals, Consumption, 
and Choices. H. Baumgartner, R. 
Pieters, Goal-Directed Consumer 
Behavior: Motivation, Volition, and 
Aff ect. C. Janiszewski, Goal-Directed 
Perception. Part 3. Persuasion, 
Att itudes, and Social Infl uence. 
C.P. Haugtvedt, J.A. Kasmer, Att itude 
Change and Persuasion. C. Jones, R. 

Fazio, Associative Strength. A. Perkins, 
M. Forehand, D. Maison, A. Greenwald, 
Measuring the Nonconscious: 
Implicit Social Cognition and 
Consumer Behavior. P. Vargas, Implicit 
Consumer Cognition. P. Petrova, R. 
Cialdini, Evoking the Imagination 
as a Strategy of Infl uence. I. Aizen, 
Consumer Att itudes and Behavior. M. 
Campbell, A, Kirmani, The Persuasion 
Knowledge Model in Consumer 
Research. L. Kahle, G. Xie, Social 
Values in Consumer Psychology. 
J.R. Bett man, M.F. Luce, J.W. Payne, 
Consumer Decision Making: A Choice 
Goals Approach. A. Fishbach, R. Dhar, 
Dynamics of Goal-Based Choice: 
Toward an Understanding of How 
Goals Commit verses Liberate Choice. 
C. Hsee, Hedonomics in Consumer 
Behavior. M. Wenjing Liu, D. Soman, 
Behavioral Pricing. J.E. Heyman, B. 
Mellers, Perceptions of Fair Pricing. S. 
van Osselaer, Associative Learning and 
Consumer Decisions. Part 4. Products, 
Preferences, Places, and People. J. 
Heogg, J. Alba, A Role of Aesthetics in 
Consumer Psychology. S. Broniarczyk, 
Product Assortment and Consumer 
Psychology. C. Allen, S. Fournier, F. 
Miller, Brands and Their Meaning 
Makers. S. Eroglu, K. Machleit, Theory 
in Consumer-Environment Research: 
Diagnosis and Prognosis. J. Kellaris, 
Music and Consumers. R. Madrigal, 
V. Dalakas, Consumer Psychology 
of Sport: More Than Just a Game. 
J. Williams, W.N. Lee, G. Henderson, 
Diversity Issues in Consumer 
Psychology. Part 5. Consumer 
Well-Being. E. Borgida, A. Kim, E.N. 
Stark, C. Miller, Consumers and the 
Allure of “Safer” Tobacco Products: 

Scientifi c and Policy Issues. M. 
Goldberg, Assessing the Relationships 
between Tobacco Advertising and 
Promotion and Adolescent Smoking 
Behavior: Convergent Evidence. A. 
Stukas, M. Synder, E.G. Clary, The 
Social Marketing of Volunteerism: 
A Functional Approach. G. Menon, 
P. Ragibur, N. Agrawal, Health 
Risk Perceptions and Consumer 
Psychology. J. Burroughs, P. Moreau, 
D. Mick, Toward a Psychology of 
Consumer Creativity. R. Faber, T. 
O’Guinn, Compulsive Consumption: 
Review and Refl ection. A. Duhachek, 
Summing Up the State of Coping 
Research: Prospects and Prescriptions 
for Consumer Research. Part 
6. Advances in Research Methods. 
K. Weaver, N. Schwarz, Self Reports 
in Consumer Research. S. Shavitt , 
A.Y. Lee, T.P. Johnson, Cross-
Cultural Consumer Psychology. M. 
Viswanathan, Measurement Error in 
Experimental Design in Consumer 
Psychology. C.P. Haugtvedt, K. Liu, K.S. 
Min, Individual Diff erences: Tools for 
Theory Testing and Understanding 
in Consumer Psychology Research. 
G. Egidi, H. Nusbaum, J. Cacioppo, 
Neuroeconomics: Foundational Issues 
and Relevance to Consumer Research.

2008: 7x10: 1280pp
Hb: 978-0-8058-5603-3: 
$110.00
www.psypress.com/
marketing-and-consumer-
psychology/9780805856033

Available as an e-inspection 
copy

Consumer US artwork.indd   12 01/04/2011   14:36:58



CONSUMER BEHAVIOR AND 
ADVERTISING INVOLVEMENT
Selected Works of Herbert E. Krugman
Edward P. Krugman
Cahill Gordon & Reindel, LLP, New York, USA

Marketing and Consumer Psychology Series
Series Ed: Curtis P. Haugtvedt

“I think the compilation of Krugman’s work is great.  Where can I buy 
one right now?? The breadth of his topics is wonderful, touching on 
many important persuasion topics in Consumer Behavior, media and 
advertising.  His work spans almost four decades, going back to the post 
war days and propaganda and forward to the media and advertising 
studies in the 70s and 80s.  I would think this would be a great 
reference book on a number of persuasion topics with excellent cross referencing possibilities.  I don’t think the 
consumer scientists of today are aware of the breadth of his contribution to this body of knowledge.” - David 
Schumann, University of Tennessee, USA

This book is an honor to the many important contributions of Herbert Krugman, past president of 
APA, The Division of Consumer Psychology and The Association for Public Opinions Research.  
This reader contains his selected works in Consumer Behavior and Advertising which combine 
insights from Cognitive Psychology, Social Psychology and Survey Methodology.  William Wells, 
University of Minnesota, has provided the foreword and section overviews for the book which will 
help it appeal to all academics and students of consumer research.
CONTENTS
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Editor’s Note.  Foreword by William 
D. Wells. Part 1. Themes. 1. The 
Learning of Tastes. 2. The Learning 
of Consumer Preference. 3. An 
Application of Learning Theory to TV 
Copy Testing. 4. Some Applications of 
Pupil Measurement. 5. A Comparison 
of Physical and Verbal Responses 
to Television Commercials. 6. The 
Impact of Television Advertising: 
Learning Without Involvement. 7. 
The Measurement of Advertising 
Involvement. 8. Psychological 
Perspectives in Marketing Strategy. 9. 
Processes Underlying Exposure 
to Advertising. 10. Television and 
Trust in Rationality. 11. What’s 
a Krugman Connection? Part 2. 
Brain Waves. 12. Flicker Fusion 
Frequency as a Function of 
Anxiety Reaction: An Exploratory 
Study. 13. Passive Learning from 
Television. 14. Mass Media and 
Mental Maturity. 15. “Temporary” 
Eff ects of Communication. 16. 
Brain Wave Measures of Media 
Involvement. 17. Why Three 
Exposures May Be Enough. 18. What 
Makes Advertising Eff ective? 19. 
Memory Without Recall, Exposure 
Without Perception. 20. Toward an 
Ideal TV Pre-Test. 21. The Two Brains: 
New Evidence on TV Impact. 22. 
Media Imagery: Perception Aft er 

Exposure. 23. A Question of Speed 
of Communications. 24. Sustained 
Viewing of Television. 25. The 
Eff ective Use of Physiological 
Measurement in Advertising 
Research. 26. Next Steps - A 
Productive Approach to Measuring 
Eff ective Frequency. 27. The Two 
Futures of Advertising Research: 
Images vs. Messages. 28. Beyond 
Recall. 29. Measuring Memory: 
An Industry Dilemma. 30. A 
Personal Retrospective on the 
Use of Physiological Measures 
of Advertising Response. Part 3. 
Corporate Advertising. 31. Adapting 
Existing Survey Data Banks to Social 
Indicator Purposes. 32. Innovations 
in Public Opinion Research. 33. 
Public Att itudes Toward Private 
Enterprise and Business. 34. How to 
Misinterpret Public Opinion Research 
and Underestimate the Potential 
of Corporate Advertising. 35. 
Understanding Public Response 
to Massive New Technologies. 36. 
Measuring Progress. 37. Tracking the 
Eff ects of Corporate Advertising. 38. 
Corporate Advertising as “Thought 
Provoking” Messages. 39. Repetition 
Revisited: Application of the Three 
Exposure Theory to Corporate 
Advertising. 40. Television 
Program Interest and Commercial 

Interruption. Part 4. Methods and 
Observations. 41. The “Draw a 
Supermarket” Technique. 42. The 
Role of Magazines in America: Today 
and Tomorrow. 43. Fast Learning 
and Slow Forgett ing of Advertising 
Campaigns. 44. Limits of Att ention 
to Advertising. 45. High Resolution 
Television and Video Games of 
the Future: Some Psychological 
Implications. 46. Some Consequences 
of High Defi nition Television. 47. 
Consumer Behavior. 48. Sociology 
and Consumer Behavior. 49. Pavlov’s 
Dog and the Future of Consumer 
Psychology. 

2008: 6x9: 354pp
Hb: 978-0-8058-5788-7: $69.95
www.psypress.com/
marketing-and-consumer-
psychology/9780805857887

Available as an e-inspection 
copy
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THE EVOLUTIONARY BASES OF 
CONSUMPTION
Gad Saad
Concordia University, Canada

Marketing and Consumer Psychology Series
Series Ed: Curtis P. Haugtvedt

“Saad’s book The Evolutionary Bases of Consumption is aimed 
at academic researchers studying aspects of consumer psychology, 
students and practitioners in advertising or marketing, or nonconsumer 
psychologists who enjoy interdisciplinary research.  The book suggests 
that there is broad applicability of Darwinian principles to the study of 
consumer behavior. ... It is the fi rst book of its kind.” - Jill M. Sundie, 
PsycCRITIQUES

The Evolutionary Bases of Consumption by Gad Saad applies Darwinian principles in understanding 
our consumption patt erns and the products of popular culture that most appeal to individuals. The 
fi rst and only scholarly work to do so, this is a captivating study of the adaptive reasons behind 
our behaviors, cognitions, emotions, and perceptions. This lens of analysis suggests how we come 
to make selections such as choosing a mate, the foods we eat, the gift s that we off er, and more. It 
also highlights how numerous forms of dark side consumption, including pathological gambling, 
compulsive buying, pornographic addiction, and eating disorders, possess a Darwinian etiology.

Engaging and diverse in scope, the book maps consumption phenomena onto four key Darwinian 
modules: survival, reproduction, kin selection, and reciprocal altruism. As an interesting proposal, 
the author suggests that media and advertising contents exist in their particular forms because 
they are a refl ection of our evolved human nature - negating the notion that they exist through the 
reverse causal link, as proposed by social constructivists. The link between evolutionary theory and 
consumption behaviors is detailed throughout the book via an examination of (among many other 
topics):

Appearance-enhancing products and services• 
Financial and physical risk-taking• 
Use of sexual imagery and the depictions of women in advertising• 
Television programs, movies, songs, music videos, literature, religion, and art.• 

The Evolutionary Bases of Consumption will appeal to evolutionists who desire to explore new areas 
wherein evolutionary theory can be applied; consumer and marketing scholars who wish to learn 
about the ways in which biological-and evolutionary-based theorizing can be infused into the 
consumer behavior/marketing/advertising disciplines; as well as other interdisciplinary scholars 
interested in gaining knowledge about the power of evolutionary theory in explaining a wide range 
of behavioral phenomena.
CONTENTS
Series Foreword, C.P. Haugtvedt.  Preface. Introduction. 1. What is Evolutionary Psychology? 2. Consumer 
Research – Domain-General and Proximate-Level Theorizing. 3. Consumption and Darwinian Modules. 
4. Advertising Content and Media Eff ects – Mirrors of Human Nature. 5. Darwinian Roots of Cultural 
Products. 6. Darwinian Roots of ‘Dark-Side’ Consumption. 7. Benefi ts of Darwinizing Consumer Research. 
Concluding Remarks.

2007: 6x9: 360pp
Hb: 978-0-8058-5149-6: $115.00
Pb: 978-0-8058-5150-2: $49.95
www.psypress.com/marketing-and-consumer-psychology/9780805851502
Available as an e-inspection copy
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VISUAL MARKETING
From Attention to Action
Michel Wedel, University of Maryland, USA 
Rik Pieters, Tilburg University, Netherlands (Eds.)

Marketing and Consumer Psychology Series
Series Ed: Curtis P. Haugtvedt

“Although vision is perhaps the primary human sensory modality, 
vision research is perhaps the most advanced of research on sensory 
systems, and marketers provide a multitude of visual information to 
consumers via ads, packaging, and other media, ironically we know 
relatively litt le about how visual information aff ects consumers. This 
volume takes a large step toward addressing that lack of knowledge 
by providing both conceptual approaches and applications that point 
the way toward developing a science of visual marketing. This is an 
important contribution that should stimulate thinking and research in this crucial domain.” - Jim Bett man, 
Duke University, USA

This comprehensive volume aims to further research and theory development in visual marketing. 
By bringing together leading researchers in the fi eld, it strives to contribute to the establishment 
of visual marketing as a coherent discipline. The chapters represent an array of issues in visual 
marketing. They address three areas in theory: att ention and perception, visual cognition and action 
and choice. The chapters go beyond what is known, and off er in many cases a more speculative and 
visionary account of the directions that visual marketing research could and should take.

Rather than being confi ned to advertising only, this new volume shows how visual marketing 
permeates almost all consumer and marketing activities. It will be of interest to undergraduate 
and graduate students in marketing, management, industrial design, and consumer and social 
psychology. Professional practitioners, especially those involved with marketing communications, 
retail, and in store marketing and market research, will also benefi t from the empirically based and 
innovative ideas put forth in this book.
CONTENTS
Series Foreword, C.P. Haugtvedt. M. Wedel, R. Pieters, Introduction to Visual Marketing. Part 1. Visual 
Att ention and Perception. K. Rayner, M.S. Castelhano, Eye Movements During Reading, Scene Perception, 
Visual Search and While Looking at Print Advertisements. R. Pieters, M. Wedel, The Informativeness 
of Eye-Movements for Visual Marketing: Six Cornerstones. N.T. Tavassoli, The Eff ect of Selecting and 
Ignoring on Liking. Part 2. Visual Cognition. E.F. McQuarrie, Diff erentiating the Pictorial Element in 
Advertising: A Rhetorical Perspective. E. Greenleaf, P. Raghubir, Geometry in the Market Place. P. Raghubir, 
Are Visual Perception Biases Hard-Wired? A. Krishna, Spatial Perception Research: An Integrative Review 
of Length, Area, Volume, and Number Perception. Part 3. Action and Choice. J. Meyers-Levy, R. Zhu, 
Perhaps the Store Made You Purchase It: Toward an Understanding of Structural Aspects of Indoor 
Shopping Environments. P. Chandon, J.W. Hutchinson, E.T. Bradlow, S.H. Young, Measuring the Value of 
Point-of-Purchase Marketing with Commercial Eye-Tracking Data. H. Cho, N. Schwarz, H. Song, Images and 
Preference: A Feeling-as-Information Analysis. Epilogue. C. Janiszewski, Rethinking Visual Communication 
Research: Updating Old Constructs and Considering New Metaphors.  

2007: 6x9: 328pp
Hb: 978-0-8058-6292-8: $90.00
www.psypress.com/marketing-and-consumer-psychology/9780805862928
Available as an e-inspection copy
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DECEPTION IN THE 
MARKETPLACE
The Psychology of Deceptive 
Persuasion and Consumer Self-
Protection
David M. Boush, Marian Friestad, Peter Wright, University 
of Oregon, USA

“A remarkable piece of work. Thought-provoking and illuminating 
… This will be an infl uential book, critical for anyone studying 
marketplace deception. It will stretch your mind.” - Jennifer Aaker, 
Stanford University, USA
“Consumers today are inundated at every turn by complex and subtle 

forms of marketplace deception that they are ill-prepared to detect or defl ect. This book by three of the most 
reputed scholars on persuasion is not only timely, but also thorough, insightful, and practical. It broadens and 
deepens the concept of marketplace deception through its review of relevant social science, while it also extends 
and specifi es the range of skills that consumers of all ages must acquire to safeguard their best self-interests. This 
book should be must-reading for ethical leaders in professional marketing associations, for regulators and policy 
administrators, and for educators of the next generations of consumers.” - David Glen Mick, University of 
Virginia, USA

This is the fi rst scholarly book to fully address the topics of the psychology of deceptive persuasion 
in the marketplace and consumer self-protection. Deception permeates the American marketplace. 
Deceptive marketing harms consumers’ health, welfare and fi nancial resources, reduces people’s 
privacy and self-esteem, and ultimately undermines trust in society. Individual consumers must try to 
protect themselves from marketers’ misleading communications by acquiring personal marketplace 
deception-protection skills that go beyond reliance on legal or regulatory protections. Understanding 
the psychology of deceptive persuasion and consumer self-protection should be a central goal for 
future consumer behavior research. 

The authors explore these questions: what makes persuasive communications misleading and 
deceptive? How do marketing managers decide to prevent or practice deception in planning their 
campaigns? What skills must consumers acquire to eff ectively cope with marketers’ deception tactics? 
What does research tell us about how people detect, neutralize and resist misleading persuasion 
att empts? What does research suggest about how to teach marketplace deception protection skills to 
adolescents and adults? 

Chapters cover theoretical perspectives on deceptive persuasion; diff erent types of deception tactics; 
how deception-minded marketers think; prior research on how people cope with deceptiveness; the 
nature of marketplace deception protection skills; how people develop deception protection skills in 
adolescence and adulthood; prior research on teaching consumers marketplace deception protection 
skills; and societal issues such as regulatory frontiers, societal trust, and consumer education practices. 

This unique book is intended for scholars and researchers. It should be essential reading for upper 
level and graduate courses in consumer behavior, social psychology, communication, and marketing. 
Marketing practitioners and marketplace regulators will fi nd it stimulating and authoritative, as will 
social scientists and educators who are concerned with consumer welfare. 
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CONTENTS
Preface.  1. Deception in the 
Marketplace.  2. Theoretical 
Perspectives on Deceptive 
Persuasion.  3. Marketplace 
Deception Tactics I.  4. Marketplace 
Deception Tactics II.  5. How 
Deception-Minded Marketers 
Think.  6. How People Cope with 
Deceptiveness: Prior Research.  7. 

Marketplace Deception Protection 
Skills.  8. Developing Deception 
Protection Skills in Adolescence 
and Adulthood.  9. Teaching 
Marketplace Deception Protection 
Skills: Prior Research.  10. Societal 
Perspectives: Regulatory Frontiers, 
Societal Trust, and Deception-
Protection Education.  References. 
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SOCIAL PSYCHOLOGY OF 
CONSUMER BEHAVIOR
Michaela Wänke (Ed.)
Universität Basel, Switzerland 

Frontiers of Social Psychology Series
The Social Psychology of Consumer Behavior brings together the 
most promising and theoretically fruitful research developments 
by internationally renowned scholars, whose work is at the 
cutt ing edge of research. Experts from both fi elds – social 
psychology and consumer behavior – provide an informed, up-
to-date overview, from an original integrative perspective.

The aim of this volume is two-fold. On the one hand, the 
application of social psychology to consumer behavior is meant 
to broaden the horizon of social psychologists. On the other hand, 
students and researchers of consumer behavior will be off ered 
an advanced account of relevant theories tailored to their interests. While the range of topics is 
rather broad – including the construal of judgments and decisions, aff ective and cognitive feelings, 
social and media infl uences, and goals and self-regulation – each chapter is focused on one specifi c 
theoretical or methodological perspective and thereby gives a comprehensive and penetrative 
account of the relevant issues and the respective research.

The volume provides an invaluable resource to students, researchers, and instructors in social 
psychology, consumer psychology, consumer behavior, and marketing.
CONTENTS
Part 1. Introduction: A Tale of Two Disciplines. M.Wänke, What’s Social about Consumer Behavior? 
R.S. Wyer, Jr., R. Adaval, Social Psychology and Consumer Psychology: An Unexplored Interface. Part 
2. The Construal of Consumer Judgments and Decisions. T. Eyal, N. Liberman, Y. Trope, Psychological 
Distance and Consumer Behavior: A Construal Level.Theory Perspective. A. Dĳ ksterhuis, R.B. van Baaren, 
K.C.A. Bongers, M.W. Bos, M.L. van Leeuwen, A. van der Leĳ , The Rational Unconscious: Conscious Versus 
Unconscious Thought in Complex Consumer Choice. H. Bless, R. Greifenender, Brands and Successful 
Brand Extensions: A Social Psychology Perspective on Economic Questions. A. Chernev, R. Hamilton, 
Compensatory Reasoning in Choice. Part 3. Aff ective and Cognitive Feelings in Consumer Judgment. J. 
De Houwer, Conditioning as a Source of Liking: There is Nothing Simple About It. M.T. Pham, The Lexicon 
and Grammar of Aff ect-As-Information in Consumer Decision Making: The GAIM. N. Schwarz, H. Song, 
J. Xu, When Thinking is Diffi  cult: Metacognitive Experiences as Information. Part 4. Social and Media 
Infl uences on Judgment and Behavior. S. Shavitt , A.Y. Lee, C.J. Torelli, Cross-Cultural Issues in Consumer 
Behavior. L.J. Shrum, Television Viewing and Social Reality: Eff ects and Underlying Processes. N.J. 
Goldstein, R.B. Cialdini, Normative Infl uences on Consumption and Conservation Behaviors. A. Kirmani, 
M.C. Campbell, Taking the Target’s Perspective: The Persuasion Knowledge Model. Part 5. Goals and 
Self-regulation. A.Y. Lee, E.T. Higgins, The Persuasive Power of Regulatory Fit. M. Friese, W. Hofmann, M. 
Wänke, The Impulsive Consumer: Predicting Consumer Behavior with Implicit Reaction Time Measures. 
A. Fishbach, Y. Zhang, The Dynamics of Self-Regulation: When Goals Commit Versus Liberate. 

2009: 6x9: 385pp
Hb: 978-1-84169-498-6: $69.95
www.psypress/frontiers/9781841694986
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SOCIAL PSYCHOLOGY AND 
ORGANIZATIONS
David De Cremer, Tilburg University, The Netherlands; Rolf 
van Dick, Goethe University Frankfurt, Germany; J. Keith 
Murnighan, Northwestern University, USA (Eds.)

Series in Organization and Management
Series Ed: Arthur Brief, kim Elsbach & Michael Frese

“This is a stunning collection of many of the most interesting people 
in the fi eld addressing the most interesting social psychological issues 
in organizations. Buy it!” - Max Bazerman, Straus Professor, 
Harvard University, USA
“This is a book to feed the intellect. It off ers the lens of social psychology 
to enable us to discover the hidden processes of organizational life. The 

topics are theoretically challenging and of the utmost importance practically for organizational life. In the 
wake of fi nancial crises and ethical scandals, we desperately need new paradigms and alternative perspectives 
to help us understand how to create sustainable institutions and organizations. This book provides a glut of 
these alternatives from craft speople of the highest standing within psychology. The editors have done a brilliant 
job.” - Michael West, Aston Business School, Aston University, UK

This book is one of the fi rst to provide an overview of recent developments in social psychological 
theory as it applies to organizational issues. It brings together outstanding scholars whose research 
touches the interfaces of social psychology, IO psychology and organizational behavior.

Social psychology deals with social interactions between individuals and groups. As individuals 
populate, run, and confuse (!) organizations, analyzing individual behavior and interpersonal 
interactions is critical for understanding organizational eff ectiveness and success, as well as 
individual satisfaction and well-being. The chapters in this volume address the critical topics 
for current and future organizational life such as prosocial and antisocial behavior, ethics, trust, 
creativity, diversity, stress, confl ict, power and leadership and many more.
CONTENTS
Series Foreword, A. Brief. Part 1. Introduction. D. De Cremer, R. Van Dick, J.K. Murnighan, On Social Beings 
and Organizational Animals: A Social Psychological Approach to Organizations. Part 2. Leadership, 
Power, and Social Infl uence. A. D. Galinsky, D. Rus, J. Lammers, Power: A Central Force Governing 
Psychological, Social, and Organizational Life. D. De Cremer, T.R. Tyler, On Being the Leader and 
Acting Fairly: A Contingency Approach. N.J. Goldstein, R.B. Cialdini, Managing Normative Infl uences 
in Organizations. M. Frese, Entrepreneurial Actions: An Action Theory Approach. Part 3. Confl ict, 
Cooperation and Decision Making. R.M. Kramer, Responsive Leaders: Cognitive and Behavioral Reactions 
to Identity Threats. D. Moore, S.A. Swift , The Three Faces of Overconfi dence in Organizations. S. Rispens, 
K.A. Jehn, Confl ict in Workgroups: Constructive, Destructive, and Asymmetric Confl ict. K.T. Dirks, D. De 
Cremer, The Repair of Trust: Insights from Organizational Behavior and Social Psychology. F.J. Flynn, Give 
and Take: Psychological Mindsets in Confl ict. Part 4. Contemporary Issues. K.W. Phillips, S.Y. Kim-Jun, 
S-H. Shim, The Value of Diversity in Organization: A Social Psychological Perspective. K. Aquino, J. O’Reilly, 
Antisocial Behavior at Work: The Social Psychological Dynamics of Workplace Victimization and Revenge. 
C.K.W. De Dreu, B.A. Nĳ stad, M. Baas, Creativity in Individuals and Groups: Basic Principles with Practical 
Implications. S.A. Haslam, R. van Dick, A Social Identity Approach to Workplace Stress. M.M. Pillutla, When 
Good People Do Wrong: Morality, Social Identity and Ethical Behavior. K. Leung, M.W. Morris, Culture and 
Creativity: A Social Psychological Analysis. 

August 2010: 6x9: 472pp
Hb: 978-1-84872-856-1: $69.95
www.psypress.com/9781848728561
Available as an e-inspection copy
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BRAND MEANING
Mark Batey
Brand Consultant

“A most thought-full book. Must reading for everyone who studies 
or manages brands. It is well reasoned and very practical.” - Gerald 
Zaltman, Harvard Business School, USA
“A thorough, wide-ranging book, which nicely integrates major theories 
and concepts of consumer behavior from the distinctive viewpoint of 
brand meaning.” - Bernd Schmitt , Columbia Business School, 
USA
How a company ‘positions’ a brand is not necessarily how the 
consumer perceives that brand. Brands allow marketers to add 
meaning to products and services, but it is consumers who 
ultimately determine what a brand means. The sources of brand 
meaning are many and varied, as are the ways in which meanings 
become att ached to brands. 

Brand Meaning takes a comprehensive and holistic look at how consumers fi nd and create meaning 
in brands. It explores the fundamental conscious and unconscious elements that connect people with 
products and brands. Traditional marketing concepts are questioned, and a new brand meaning 
framework is put forward. The book lays out new and fertile territory for the understanding of how 
brands can both assimilate and provide meaning. It will leave readers with a bett er appreciation of 
what brand means and what brands mean. 

Primarily intended as a supplemental reader for undergraduate, graduate and MBA courses, the 
book’s scope should also make it rewarding and valuable reading for practitioners in the fi elds of 
marketing and advertising.
CONTENTS
Introduction. 1. About Brands. 2. Human Motivation: How and Why We Seek Meaning. 3. 
Perception. 4. The Meaning of Things. 5. Brand Meaning: Defi nition and Directions. 6. Brand 
Meaning and Brand Strategy. 7. The Evolution of Brand Meaning. 8. Brand Communication. 
Appendix 1. Appendix 2 

2008: 6x9: 280pp
Hb: 978-0-8058-6454-0: $69.95
Pb: 978-0-8058-6455-7: $29.95
www.psypress.com/9780805864557
Available as an e-inspection copy
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BRICK & MORTAR SHOPPING IN 
THE 21ST CENTURY
Tina Lowrey (Eds.)
University of Texas-San Antonio, USA

“This book off ers a novel and thought-provoking perspective regarding 
how consumer behavior theories and research can inform consumer 
shopping behavior and retailing strategies.” - Laura Peracchio, 
University of Wisconsin, USA

This book explores how traditional retailing operates in the 
new competitive environment of a combined e-tailing and brick 
and mortar marketplace. In drawing together the cutt ing-edge 
research of a global group of experts in the fi eld of consumer 
behavior, this volume addresses questions such as: which 
psychological theories can provide insights into why so many 
consumers still fl ock to traditional shopping environments? 

What situational factors promote or inhibit ‘physical’ shopping? Which methodologies best capture 
moderators and mediators of various shopping behaviors?

This volume advances the fi eld of consumer psychology by covering the e-tail vs. traditional retail 
discussion from a 21st Century perspective. Topics include:

Experient• ial retail
Mood and cognition eff ects during shopping• 
New fi ndings relevant to retail strategy• 
Methodological innovations for studying shopping• 
Social identity variables that impact shopping • 
Third party infl uences on shopping decisions• 
Synergies bet• ween brick and mortar retailers and their electronic counterparts.

This volume will be of interest to both marketing professionals and graduate students in the areas of 
advertising, retailing, consumer behavior, marketing communications and psychology.
CONTENTS
T.M. Lowrey, Preface: Brick & Mortar Shopping in the 21st Century: An Overview. Part 1. Mood and 
Cognition Eff ects on Shopping Behavior. R. Kozinets, Brands in Space: New Thinking About Experiential 
Retail. K.-Y. Wang, L.A. Peracchio, D. Luna, The Role of Thin Slice Judgments in Retail Environments. 
D. Allan, Music Eff ects on Shopping Behavior: A Review of Experimental Evidence. M.K. Hogg, E. 
Penz, Online vs. Offl  ine Purchasing Strategies: A Preliminary Investigation and Conceptualization of 
Approach-Avoidance Confl icts in Shopping Behavior. Part 2. New Findings in Retailing Strategy. S. 
Crader, J.L. Zaichkowsky, The Art of Marketing. R.L. Benedkctus, III, M.K. Brady, P.R. Darke, C.M. Voorhees, 
Building Trust in Multi-Channel Firms: The Interacting Eff ects of Physical Presence, Brand Familiarity, 
and Consensus Information. N.U. Saqib, R.V. Manchanda, Brand Evaluations of Co-Branded Products: 
The Brand Licensing Eff ect. Part 3. The Infl uence of Social Identity Variables on Shopping Behavior. L. 
Tuncay, C.C. Otnes, Exploring the Link Between Masculinity and Consumption. J.D. Williams, M.O. Lwin, 
A.-M.G. Hakstian, V.A.R. Gooding, Developing a Power-Responsibility Equilibrium Model to Assess “Brick 
& Mortar” Retail Discrimination: Balancing Consumer, Corporate, and Government Interests. J.A. Ruth, 
The Shopping Environment as Crossroads of Society: Insights From Retail Experiences in Apartheid and 
Post-Apartheid South Africa. Part 4. Methodological Innovations for Studying Shopping Behavior. O.B. 
Bütt ner, G. Silberer, Assessing In-Store Consumer Cognition: The Validity and Prognostic Value of Video-
Cued Thought Protocols. D. Paulson, Cartoon Sequence Stimuli: Addressing the Mystery of Consumer 
Decision-Making and Rationale. G. Silberer, Behavior at the POS – Classical and Newer Methods of 
Recording It.

2007: 6x9: 312pp
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LEARNING FROM WINNERS
How the ARF Ogilvy Award Winners 
Use Market Research to Create 
Advertising Success
Raymond Pett it, 
Advertising Research Foundation

“Nowhere has there ever been such a thorough and thoughtful review 
and explication of the best of the best in advertising research.” - Dee 
Alsop, Group President, Harris Interactive

This book demonstrates how the best companies use the creative 
application of research, done up front, to produce the big 
ideas with signifi cant impact on the market and on the people, 
employees, partners, retailers and customers. Readers of this 
book will experience how brand managers and their agencies 
use the right research to drive new brand insights, re-defi ne problems or markets, support risk-
taking ideas, and illuminate diverse audiences. This book will be an invaluable resource for business 
executives looking for market strategy, consumer psychologists, teachers, students, and practitioners 
looking for a trusted guide for study in advertising, marketing and promotion.
CONTENTS
D. Allsop, Preface. S. Kim, Foreword. Introduction: Prologue. Part 1. The Winners. 1. Seizing a New 
Business Opportunity. 2. Creating a New Business Model Where None Existed Before. 3. Smashing 
Category Traditions. 4. Scaling the Ladder of Insight. 5. Implementing the ‘Big Idea’ for Everyday 
Consumer Products. 6. Reaching Multiple Customer Segments With a Powerful Idea. Part 2. Great 
Research Is a Hidden Asset. 7. The David Ogilvy Research Excellence Awards. 8. Great Research is a 
Hidden Asset. 9. Where Are We Headed? Appendices: Ken Roman, Personal Essay – “Learning From 
Winners: Look Before You Leap.” Description of Att ached CD ROM.

2007: 6x9: 200pp
Hb: 978-0-8058-5653-8: $42.50
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Available as an e-inspection copy
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SOCIAL INFLUENCE 
EDITOR
Kipling D. Williams, Purdue University, USA 
Provides an integrated focus for research into 
this important, dynamic, and multi-disciplinary 
fi eld. Covering a wide variety of topics, it should 
be of interest to social psychologists, political psychologists, 
consumer psychologists, organizational psychologists, sociologists, 
communication researchers, and anyone interested in any aspect of 
social infl uence.

New Writers Wanted! 
Are you writing a short report on social infl uence tactics? The journal 
will consider articles up to 5,000 on a range of topics including 
conformity, norm of reciprocity, authority, scarcity, interpersonal 
infl uence, persuasion, power, advertising, mass media eff ects, 
political persuasion, propaganda, and compliance. 

The journal is also interested in papers on minority infl uence, infl uence in groups, social movements, 
resistance to infl uence, infl uence across cultures, and the history of infl uence research. 

Manuscript Submission
Please email your paper, saved in a standard document format type such as Word or PDF, to Duncan.
Nicholas@psypress.co.uk. Prior to submission, please read the full Instructions for Authors at the journal’s 
website.
Special Issues
Sent free to subscribers as part of their subscripti on and also available for individual purchase.

Individual Diff erences and Social Infl uence
Guest Editor: Jerry M. Burger
The articles in this volume demonstrate how social infl uence researchers can obtain a greater 
understanding of the phenomena they study by incorporating individual diff erence variables into their 
research.
Vol. 5/3: July 2010: 96pp
PB: 978-1-84872-734-2: $44.95 

Recent Articles
Direct and indirect self-promotion in the eyes of the perceivers by Nurit Tal-Or (Vol. 5:2, 2010, 87-100
Participants are people too: Introduction to the special issue on individual diff erences and social 
infl uence by Jerry M. Burger (Vol. 5:3, 2010, 149-151)
Bragging in the right context: Impressions formed of self-promoters who create a context for their 
boasts by Nurit Tal-Or (Vol. 5:1, 2010, 23-39)
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Now listed in the Social Sciences Citation Index!

Don’t forget to follow the Psychology Press 
Twitter feed for free articles, news and 
announcements: 
twitter.com/psypress

Visit our Special Offer page to read free sample articles from all 
our Social Psychology journals: 
http://goo.gl/kLqa6.
www.psypress.com/socinf

Free social psychology articles
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PSYCHOLOGICAL INQUIRY
EDITOR
Ronnie Janoff -Bulman, University of Massachusett s, USA 

Psychological Inquiry is an international forum for the discussion of 
theory and meta-theory. The journal strives to publish articles that 
represent broad, provocative, and debatable theoretical ideas primarily 
in the areas of social psychology and personality. We discourage 
submission of purely empirical, applied, or review articles. Each issue 
typically includes a target article followed by peer commentaries and a 
response from the target author. Manuscripts for the target articles can 
be invited or submitt ed. Manuscripts for the commentaries are always 
invited. Authors for the commentaries are chosen by the editors with 
input from the target authors.

Manuscript Submission
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Visit our Special Offer page to read free sample articles from all 
our Social Psychology journals: 
http://goo.gl/kLqa6.
www.psypress.com/psyinquiry
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JOURNAL OF MARKETING 
COMMUNICATIONS
EDITOR
Philip J. Kitchen, Brock University, Canada

The Journal of Marketing Communications is a double-blind peer-
reviewed journal devoted to publishing research papers and 
information concerning all aspects of marketing and corporate 
communication, branding both corporate and product-related, 
and promotion management. It is a channel for discussing issues 
such as customer relationship management, integrated marketing 
communication, together with behavioral foundations of marketing 
communications and promotion management.

www.tandf.co.uk/journals/rjmc

Email submissions are preferred and should be sent to Ronnie Janoff -Bulman, 
Editor, at janbul@psych.umass.edu. Prior to submission, please read the full 
Instructions for Authors at the journal’s website.

Recent Articles
The Five-Factor Framing of Personality and Beyond: Some Ruminations by Jack Block 
(Vol. 21:1, 2010, 2-25)
Diversity Science: Why and How Diff erence Makes a Diff erence by Victoria C. Plaut (Vol. 21:2, 2010, 77-99)
Toward a Theory of the Big Five by Colin G. DeYoung (Vol. 21:1, 2010, 26-33)

Impact Factor: 4.05 – Top Ten in Category!

Consumer US artwork.indd   23 01/04/2011   14:37:06



Examination copies are for lecturers or faculty considering textbooks for course adoption. 

Some textbooks are available as complimentary examination copies. No more than three complimentary exam copies will be sent out 
at any one time. Complimentary exam copies are not sent out before publication, and are sent at the publisher’s discretion. To request 
your complimentary exam copies, please visit the URL at the end of the book’s entry and select your choice of print or electronic copy, or 
complete and return this form. 

Return to:  
Taylor and Francis/Psychology Press Customer Service Group,  
Attn. Textbook Coordinator, Taylor & Francis Group Inc.,  
7625 Empire Drive, Florence, KY 41042, USA  
Tel: 1-800-634-7064, Mon–Fri, 8am–5.00pm, EST  
Fax: 1-800-248-4724 6717  
Email: julie.norton@informa.com

Some books are available as electronic inspection copies only.  
To request an e-inspection copy, please visit the URL at the end  
of the book’s entry in the catalog, and press the  
“Request e-Inspection Copy” button. No more than six e-inspection copies will be sent out at any one time.

E-inspection copies are available for viewing for 60 days.

 �Please tick here if you do not want to join the Psychology 
Press mailing list. 

Faculty

Professor’s Name

University/College 

Address 

State/Province & Zip Code           

Email

Phone                                                                            Fax 

Course Name and Number

Course Start Date

Expected Annual Enrollment

Examination Copy Request Form

please send me AN examination copy of the books indicated below  

Author/Editor	                  Title	                                                                        ISBN	

Book Order Form: Customers in the US, Canada and Latin America

please send me the books indicated below  

Author/Editor	 Title	 ISBN	 Price	 Quantity	 Amount Payable

Subtotal $

Tax

Shipping/Handling

Total Amount Payable

Books in this catalog are available through your bookseller or by ordering direct. Please attach a list if you 
prefer. All prices and page extents are subject to change without notice. Some of the titles featured are not yet 
published. Throughout this catalog, dimensions of all books are given in inches. “Hb” denotes Cloth/Hardback 
binding and “Pb” denotes Softcover/Paperback. All orders will be recorded and books sent out  automatically 
upon publication. Checks will be banked immediately. Credit cards will be debited upon publication. 
Institutions: Please attach your institutional purchase order to this form. We request that all US and Canadian 
individual orders be prepaid by check, money order (in US dollars), or credit card; Latin American individual 
orders be prepaid by money order or credit card only. Offer good in the US, Latin America, and Canada only. 
All orders must be pre-paid. Shipping and handling: US Ground: $5.99 first book; $1.99 each additional 
book.US 2-Day: $9.99 first book; $1.99 each additional book.US Next Day: $29.99 first book; $1.99 each 
additional book. Canada Ground: $7.99 first book; $1.99 each additional book. Canada Expedited: $15.99 
first book; $1.99 each additional book. International ISAL:$17.00 first book; $5.00 each additional book. 
International Courier: $44.00 first book; $7.00 each additional book. Residents of AZ, CA, CO, CT, FL, GA, KY, 
MA, MD, MO, NJ, NY, PA, TN, TX and VA please add local sales tax. Canadian residents please add 6% GST.

To order in the US, Canada & Latin America, contact:  
Taylor & Francis Group, 
7625 Empire Drive, Florence, Kentucky 41042, USA
Call Toll Free: 1-800-634-7064, Mon–Fri, 8am–5:00pm, EST
Fax Toll Free: 1-800-248-4724 anytime    
Email: orders@taylorandfrancis.com
Call international: (561) 361-6000, ext 6418   
Fax international: (561) 361-6075

Bookstores: Latin America (wholesalers, bookstores  
and libraries) Ethan E. Atkin, tel. +1 802-223-6565.  
Email: eatkin@cranburyinternational.com
US: Contact your usual supplier. Canada: Login Canada, 
Call Toll Free 800-665-1148   
Email: sales@ib.ca

Credit Card Address (if different from above)

Signature                                                                                 Date

Address           

Name

City, State/Province & Zip Code 

Phone                                                                            		  Email 

Delivery Address (if different from above) 

 �Please tick here if you do not want to join the Psychology Press mailing list.  �Please tick here if you do not wish to receive special offers and updates by email.

Expiry Date	                                              Start Date (Visa)

Please invoice me

My Mastercard/American Express/Visa/number (delete as appropriate) is

I have included my check (US and Canada only) or money order for the 
full amount due in US dollars, made out to Taylor & Francis.

Please charge my credit/debit card (delete as appropriate) with the amount of $

Method of payment

CONS11

Consumer US artwork.indd   24 01/04/2011   14:37:06



Examination copies are for lecturers or faculty considering textbooks for course adoption. 

Some textbooks are available as complimentary examination copies. No more than three complimentary exam copies will be sent out 
at any one time. Complimentary exam copies are not sent out before publication, and are sent at the publisher’s discretion. To request 
your complimentary exam copies, please visit the URL at the end of the book’s entry and select your choice of print or electronic copy, or 
complete and return this form. 

Return to:  
Taylor and Francis/Psychology Press Customer Service Group,  
Attn. Textbook Coordinator, Taylor & Francis Group Inc.,  
7625 Empire Drive, Florence, KY 41042, USA  
Tel: 1-800-634-7064, Mon–Fri, 8am–5.00pm, EST  
Fax: 1-800-248-4724 6717  
Email: julie.norton@informa.com

Some books are available as electronic inspection copies only.  
To request an e-inspection copy, please visit the URL at the end  
of the book’s entry in the catalog, and press the  
“Request e-Inspection Copy” button. No more than six e-inspection copies will be sent out at any one time.

E-inspection copies are available for viewing for 60 days.

 �Please tick here if you do not want to join the Psychology 
Press mailing list. 

 �Please tick here if you do not wish to receive special offers 
and updates by email.

Faculty

Professor’s Name

University/College 

Address 

State/Province & Zip Code           

Email

Phone                                                                            Fax 

Course Name and Number

Course Start Date

Expected Annual Enrollment

Examination Copy Request Form

please send me AN examination copy of the books indicated below  

Author/Editor	                  Title	                                                                        ISBN	

please send me the books indicated below  

Author/Editor	 Title	 ISBN	 Price	 Quantity	 Amount Payable

Bookstores: Latin America (wholesalers, bookstores  
and libraries) Ethan E. Atkin, tel. +1 802-223-6565.  
Email: eatkin@cranburyinternational.com
US: Contact your usual supplier. Canada: Login Canada, 
Call Toll Free 800-665-1148   
Email: sales@ib.ca

Phone                                                                            		  Email 

 �Please tick here if you do not wish to receive special offers and updates by email.

Consumer US artwork.indd   25 01/04/2011   14:37:06



journal subscription form

Please indicate which journal/s you wish to subscribe to and return this form to:  
Journal Customer Services, T&F Informa UK Ltd., Sheepen Place, Colchester, Essex, CO3 3LP, UK
For orders and enquiries, telephone: +44 (0)2070 175544  fax: +44 (0)2070 175198  email: tf.enquiries@tfinforma.com

Please invoice me for the amount of £/$/€

My Mastercard/Eurocard/Visa/American Express/Switch/Maestro number (delete as appropriate) is

Expiry Date	                                 Start Date (Visa/Maestro)

I enclose a cheque for £/$/€

I authorise you to debit my credit card with the amount of £/$/€

Please note: Cheques should be made payable to Informa UK Ltd. Cheques in Sterling should 
be drawn from a UK bank. Checks in US Dollars should be drawn from a US bank..

journal subscription form

Method of payment

Please indicate overleaf which journal/s you wish to subscribe to and return this form to:  
Journal Customer Services, T&F Informa UK Ltd., Sheepen Place, Colchester, Essex, CO3 3LP, UK  
For orders and enquiries, telephone: +44 (0)2070 175544  fax: +44 (0)2070 175198  email: tf.enquiries@tfinforma.com

Credit Card Address (if different)

Signature Date

Please indicate which journal/s you wish to subscribe to by 
ticking the appropriate price box(es) on the reverse of this 
form, then fill in your details and return it to us at the address 
above. Please see the brochure or visit www.psypress.com/
journals for prices. Please visit www.informaworld.com for 
more information on the journals listed below which are flagged 
Routledge or Informa Healthcare. 

Subscriptions are payable in advance and all rates include 
postage and exclude local and national sales taxes where 
applicable. Contact our Journal Customer Services department 
(address overleaf) for full information on any tax chargeable, 
or to request a pro-forma invoice including tax details. Please 
send payment with your order whenever possible. Issues will 
only be sent on receipt of payment. Subscriptions are entered 
on an annual basis – January to December – and may be 
paid in Sterling,  US Dollars or Euros. Journals produced in 
the UK and Europe are sent by air to the US, Canada, Mexico, 
India, Japan and Australasia, and by surface mail to all other 
countries.

Society Discounts: Society discounts are available on individual 
subscriptions to some of the journals listed below; please email 
journals@psypress.com for details.

Online Access: Please note that all institutional subscriptions 
include electronic (online) access.

Visit www.tandf.co.uk/journals for more Subscription and 
Customer Service information including: Ordering by Bank 
Transfer • Downloadable Library Recommendation Form • 
2010 Australian Dollar Price List • Back Issues • Single Issues 
• Individual Articles • Permissions • Online Subscriptions: 
Switching on Your Online Access • Online Subscriptions: FAQs

Name

Address 

Postal Code and Country           

Email

Phone                                                                                                                                        Fax 

 �Please tick here if you do not want to join the Psychology 
Press mailing list. 

 �Please tick here if you do not wish to receive special offers 
and updates by email.

your details

CONS11

All subscribers registered for VAT are requested to supply their VAT number 
here. Subscribers outside the UK registered for VAT who supply their VAT 
number when ordering need not include the VAT charge in their payment.

Tax Payable

Subtotal

Total Payable

Please indicate which currency you are paying in

   £  Sterling

   $  US Dollar

   €  Euro

Social Influence

ISSN: 1553-4529 (electronic)  
1553-4510 (paper) 
Publication Frequency:  
4 issues per year 

purchase type  	 customer type 	 price 

2011 Online Only Subscription 	 Any 	 US$270 / GBP£153 / EUR€214

2011 Print Only Subscription 	 Personal	 US$129 / GBP£74 / EUR€102

2011 Print & Online Subscription 	 Any	 US$300 / GBP£170 / EUR€238

   

 

Psychological Inquiry 

ISSN: 1532-7965 (electronic)  
1047-840X (paper)  
Publication Frequency:  
4 issues per year 

purchase type  	 customer type 	 price 

2011 Online Only Subscription 	 Any 	 US$733 / GBP£439 / EUR€584

2011 Print and Online Subscription 	 Personal 	 US$73 / GBP£43 / EUR€58

2011 Print & Online Subscription 	 Any 	 US$814 / GBP£488 / EUR€649

   

 

Journal of Marketing Communications 

ISSN: 1466-4445 (electronic)  
1352-7266 (paper) 
Publication Frequency:  
5 issues per year 

purchase type  	 customer type 	 price 

2011 Online Only Subscription 	 Any 	 USD$12665 / GBP£765 / EUR€1007

2011 Print Only Subscription 	 Personal 	 USD$184 / GBP£103 / EUR€148

2011 Print & Online Subscription	 Any 	 USD$1406 / GBP£850 / EUR€1119

  
* Subscriptions purchased at the personal rate are strictly for personal, non-commercial use only. The reselling of personal subscriptions is 
prohibited. Personal subscriptions must be purchased with a personal cheque or credit card. Proof of personal status may be requested. 

Consumer US artwork.indd   26 01/04/2011   14:37:06



jouRnaL suBsCRiption FoRm

Please indicate which journal/s you wish to subscribe to and return this form to: 
Journal Customer Services, T&F Informa UK Ltd., Sheepen Place, Colchester, Essex, CO3 3LP, UK
For orders and enquiries, telephone: +44 (0)2070 175544  fax: +44 (0)2070 175198  email: tf.enquiries@tfi nforma.com

Please indicate overleaf which journal/s you wish to subscribe to and return this form to: 
Journal Customer Services, T&F Informa UK Ltd., Sheepen Place, Colchester, Essex, CO3 3LP, UK 
For orders and enquiries, telephone: +44 (0)2070 175544  fax: +44 (0)2070 175198  email: tf.enquiries@tfi nforma.com

Please indicate which journal/s you wish to subscribe to by 
ticking the appropriate price box(es) on the reverse of this 
form, then fi ll in your details and return it to us at the address 
above. Please see the brochure or visit www.psypress.com/
journals for prices. Please visit www.informaworld.com for 
more information on the journals listed below which are fl agged 
Routledge or Informa Healthcare. 

Subscriptions are payable in advance and all rates include 
postage and exclude local and national sales taxes where 
applicable. Contact our Journal Customer Services department 
(address overleaf) for full information on any tax chargeable, 
or to request a pro-forma invoice including tax details. Please 
send payment with your order whenever possible. Issues will 
only be sent on receipt of payment. Subscriptions are entered 
on an annual basis – January to December – and may be 
paid in Sterling,  US Dollars or Euros. Journals produced in 
the UK and Europe are sent by air to the US, Canada, Mexico, 
India, Japan and Australasia, and by surface mail to all other 
countries.

Society Discounts: Society discounts are available on individual 
subscriptions to some of the journals listed below; please email 
journals@psypress.com for details.

Online Access: Please note that all institutional subscriptions 
include electronic (online) access.

Visit www.tandf.co.uk/journals for more Subscription and 
Customer Service information including: Ordering by Bank 
Transfer • Downloadable Library Recommendation Form • 
2010 Australian Dollar Price List • Back Issues • Single Issues 
• Individual Articles • Permissions • Online Subscriptions: 
Switching on Your Online Access • Online Subscriptions: FAQs

CONS11

Social Infl uence

ISSN: 1553-4529 (electronic) 
1553-4510 (paper)
Publication Frequency: 
4 issues per year 

purchase type   customer type  price 

2011 Online Only Subscription  Any  US$270 / GBP£153 / EUR€214

2011 Print Only Subscription  Personal US$129 / GBP£74 / EUR€102

2011 Print & Online Subscription  Any US$300 / GBP£170 / EUR€238

   

 

Psychological Inquiry 

ISSN: 1532-7965 (electronic) 
1047-840X (paper) 
Publication Frequency: 
4 issues per year 

purchase type   customer type  price 

2011 Online Only Subscription  Any  US$733 / GBP£439 / EUR€584

2011 Print and Online Subscription  Personal  US$73 / GBP£43 / EUR€58

2011 Print & Online Subscription  Any  US$814 / GBP£488 / EUR€649

   

 

Journal of Marketing Communications 

ISSN: 1466-4445 (electronic) 
1352-7266 (paper)
Publication Frequency: 
5 issues per year 

purchase type   customer type  price 

2011 Online Only Subscription  Any  USD$12665 / GBP£765 / EUR€1007

2011 Print Only Subscription  Personal  USD$184 / GBP£103 / EUR€148

2011 Print & Online Subscription Any  USD$1406 / GBP£850 / EUR€1119

  
* Subscriptions purchased at the personal rate are strictly for personal, non-commercial use only. The reselling of personal subscriptions is 
prohibited. Personal subscriptions must be purchased with a personal cheque or credit card. Proof of personal status may be requested. 

Social Infl uence

Publication Frequency: 
4 issues per year 

Psychological Inquiry 

Publication Frequency: 
4 issues per year 

Journal of Marketing Communications 

Publication Frequency: 
5 issues per year 

Consumer US artwork.indd   27 01/04/2011   14:37:07



Ps
yc

ho
log

y P
re

ss 
is 

pa
rt 

of
 th

e T
ay

lor
 &

 Fr
an

cis
 gr

ou
p, 

a t
ra

din
g d

ivi
sio

n o
f In

fo
rm

a U
K L

td
.

Re
gis

te
re

d i
n E

ng
lan

d u
nd

er
 no

. 1
07

29
54

Re
gis

te
re

d O
ffi

ce
: M

or
tim

er
 H

ou
se

, 
37

-4
1 M

or
tim

er
 St

re
et

, L
on

do
n W

1T
 3J

H.
 U

K

C
h

a
n

g
e 

o
f 

a
d

d
re

ss
? 

 
E

m
ai

l a
le

x.
re

nn
er

@
in

fo
rm

a.
co

m
, 

q
uo

tin
g 

‘C
O

N
S

11
’.


P

le
as

e 
re

cy
cl

e 
th

is
 c

at
al

og
 w

he
n 

yo
u 

ha
ve

 fi
ni

sh
ed

 re
ad

in
g 

it.

Ps
yc

ho
lo

gy
 P

re
ss

 
c/

o 
C

M
FS

 
31

 S
ty

er
to

w
ne

 R
oa

d 
C

lif
to

n,
 N

J 0
70

12

RE
TU

RN
 S

ER
VI

C
E 

RE
Q

U
ES

TE
D

PR
SR

T 
ST

D
U

.S
. P

os
ta

g
e

PA
ID

W
ay

ne
, N

J
Pe

rm
it 

N
o.

 1
10

4

Consumer US artwork.indd   28 01/04/2011   14:37:13


