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This Handbook suggests future directions for crosscultural marketing research in a rapidly evolving global
environment. It builds upon existing models and topics
and addresses the methodological challenges of crosscultural research and provides applied examples
spanning various methodologies as well as industry
sectors and country settings. In addition, contributors
present new paradigms for future research.
In this 10th edition, Belch/Belch introduces students to
the fast-changing field of advertising and promotion.
While advertising is its primary focus, it is more than just
an introductory advertising text because there is more to
most organisations' promotional programs than just
advertising. The changes happening in the world of
advertising are leading marketers and their agencies to
approach advertising and promotion from an integrated
marketing communications (IMC) perspective, which
calls for a “big picture” approach to planning marketing
and promotion programs and coordinating the various
communication functions. To understand the role of
advertising and promotion in today's business world, one
must recognise how a firm can use all the promotional
tools to communicate with its customers. This 10th
edition, with its integrated marketing communications
perspective (the theme of the text), catapults the reader
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Help your students achieve marketing success by
delivering the best up-to-the-minute coverage of key
marketing topics available in this complete, yet brief,
latest edition of ESSENTIALS OF MARKETING by
award-winning instructors and leading authors
Lamb/Hair/McDaniel. ESSENTIALS OF MARKETING,
7E uses a fresh, streamlined design to focus on
captivating examples and innovative applications that
ensure students not only understand marketing
concepts, but also know how to effectively apply them to
real-world practice. This edition now visually illustrates
key marketing concepts and showcases the customer
experience with an engaging writing style punctuated by
the most recent marketing statistics and figures. A new
appendix and exercises emphasize building a
professional marketing plan with an integrated internet
focus to further prepare students for success. This
book's concise 15-chapter format offers unequaled
flexibility to make this course your own with outside
projects and readings, while still providing the
comprehensive coverage students need. Powerful
teaching and learning tools form part of the book's
hallmark Integrated Learning System organized around
the book's learning objectives. All-new videos produced
specifically for this edition feature fascinating stories of
marketing success, while a myriad of exceptional online
and in-book tools answer the needs of a variety of
learning and teaching styles. ESSENTIALS OF
MARKETING, 7E's lively coverage and broad-based
appeal is designed to create a learning experience that
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Important Notice: Media content referenced within the
product description or the product text may not be
available in the ebook version.
Emotion and Reason in Consumer Behavior provides
new insights into the effects that emotion and rational
thought have on marketing outcomes. It uses sound
academic research at a level students and professionals
can understand.
For courses in Consumer Behavior. Beyond Consumer
Behavior: How Buying Habits Shape Identity Solomon's
Consumer Behavior: Buying, Having, and Being deepens
the study of consumer behavior into an investigation of
how having (or not having) certain products affects our
lives. Solomon looks at how possessions influence how
we feel about ourselves and each other, especially in the
canon of social media and the digital age. In the Twelfth
Edition, Solomon has revised and updated the content to
reflect major marketing trends and changes that impact
the study of consumer behavior. Since we are all
consumers, many of the topics have both professional
and personal relevance to students, making it easy to
apply them outside of the classroom. The updated text is
rich with up-to-the-minute discussions on a range of
topics such as "Dadvertising," "Meerkating," and the
"Digital Self" to maintain an edge in the fluid and evolving
field of consumer behavior. MyMarketingLab(tm) not
included. Students, if MyMarketingLab is a
recommended/mandatory component of the course,
please ask your instructor for the correct ISBN and
course ID. MyMarketingLab should only be purchased
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MyMarketingLab is an online homework, tutorial, and
assessment product designed to personalize learning
and improve results. With a wide range of interactive,
engaging, and assignable activities, students are
encouraged to actively learn and retain tough course
concepts.
Having a grasp on what appeals to consumers and how
consumers are making purchasing decisions is essential
to the success of any organization that thrives by offering
a product or service. Despite the importance of
consumer knowledge and understanding, researchbased insight into the buying patterns and consumption
habits of individuals in emerging nations remains limited.
The Handbook of Research on Consumerism and
Buying Behavior in Developing Nations takes a critical
look at the often overlooked opportunities available for
driving consumer demand and interest in developing
countries. Emphasizing the power of the consumer
market in emerging economies and their overall role in
the global market system, this edited volume features
research-based perspectives on consumer perception,
behavior, and relationship management across
industries. This timely publication is an essential
resource for marketing professionals, consumer
researchers, international business strategists, scholars,
and graduate-level students.
Consumer BehaviorPrentice Hall
Consumption forms a major part of people’s lives. As
such, geographers, historians of technology and
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sociologists
have devoted
much attention
to trying to
figure out what makes consumption meaningful. By
contrast, economists have been content to hold onto
theories of consumption that depend on a self-interested
representative agent making utility maximizing decisions.
Pietrykowski develops this alternative account through
the recovery of past attempts to forge a different
analytical approach to the study of consumption. In
particular, theories of consumption espoused by home
economists, psychological economists and Regulation
school theorists are critically reviewed. These research
projects, marginalized by the mainstream, are the
precursors of contemporary scholarship in feminist,
behavioural and radical political economics. Reclaiming
this work greatly enlarges the scope for contemporary
research in consumer behavior. Pietrykowski then
provides a richly textured set of case studies of green
automobility, slow food and alternative/local currency in
order to explore the diversity of user cultures and to
highlight resistant forms of consumer practice. By
carefully interweaving historical and interdisciplinary
research Pietrykowski creates a lively and incisive
critique of mainstream economics This monograph will
be of interest to academic economists, sociologists,
historians and graduate students. In addition, the
economics of consumption would also be of interest to
readers in management, marketing and schools of
business administration.
Consumer behaviour is more than buying things; it also
embraces the study of how having (or not having) things
affects our lives and how possessions influence the way
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being. The 3rd edition of Consumer Behaviour is
presented in a contemporary framework based around
the buying, having and being model and in an
Australasian context. Students will be engaged and
excited by the most current research, real-world
examples, global coverage, managerial applications and
ethical examples to cover all facets of consumer
behaviour. With new coverage of Personality and
incorporating real consumer data, Consumer Behaviour
is fresh, relevant and up-to-date. It provides students
with the best possible introduction to this fascinating
discipline.
As marketing strategies remain an essential tool in the
success of an organization or business, the study of
consumer-centered behavior is valuable in the
improvement of these strategies. Cases on ConsumerCentric Marketing Management presents a collection of
case studies highlighting the importance of customer
loyalty, customer satisfaction, and consumer behavior for
marketing strategies. This comprehensive collection
provides fundamental research for professionals and
researchers in the fields of customer relations, marketing
communication, consumer research, and marketing
analytics for insights into practical aspects of marketing
in any organization.
??????:?????????????????????????????????????
The present study is an analysis of the connections
established between the intercultural phenomenon and
trade. Both intercultural contacts and commerce
appeared and developed due to humans’ mobility and
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their basis
was exchange
(either spiritual
or material).
Since the dawn of history people travelled a lot and
exchanged knowledge and goods (for instance, silk was
brought to Europe by two Byzantine monks from China,
in 550 C.E.), so, travel generated interculturality and
trade. Intercultural contacts can be positive (trade, for
example) or negative (wars). One can say that
interculturality is a trait of the human species. Many
innovations in different fields spread due to intercultural
exchange, globalisation is also based on cross-cultural
or intercultural contacts. The Industrial Revolution and
colonialism represented the main causes of the
intensification of intercultural contacts which generated
an increase in international trade. In contemporary
human society, this kind of relationships is essential for
development in any activity field. The globalised trade in
nowadays world was generated by interculturality and
World Trade Organization was founded to facilitate it and
to create an international network; the technological
evolution and the modern means of transport enhanced
the relations between different cultures. Interculturality is
an umbrella concept covering a diversity of domains:
communication, religion, education, anthropology,
literature etc. In this paper, we try to answer to the
following question: “How can interculturality influence
trade or vice versa?” by pointing out the main aspects of
the analysed phenomena and their links. To accomplish
this task we shall make use of the historical method and
imagology.
Hospitality and Tourism - Synergizing creativity and
innovation in research contains 116 accepted papers
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International
Postgraduate Conference 2013 (Shah Alam, Malaysia, 2
3 September 2013). The book presents trends and
practical ideas in the area of hospitality and tourism, and
is divided into the sections below:A trusted resource for Consumer Behaviour theory and
practice. Consumer Behaviour explores how the
examination and application of consumer behaviour is
central to the planning, development, and
implementation of effective marketing strategies. In a
clear and logical fashion, the authors explain consumer
behaviour theory and practice, the use and importance of
consumer research, and how social and cultural factors
influence consumer decision making. The sixth edition of
this Australian text provides expanded coverage of
contemporary topics.
This volume includes the full proceedings from the 2011
World Marketing Congress held in Reims, France with
the theme The Customer is NOT Always Right?
Marketing Orientations in a Dynamic Business World.
The focus of the conference and the enclosed papers is
on marketing thought and practices throughout the world.
This volume resents papers on various topics including
marketing management, marketing strategy, and
consumer behavior. Founded in 1971, the Academy of
Marketing Science is an international organization
dedicated to promoting timely explorations of
phenomena related to the science of marketing in theory,
research, and practice. Among its services to members
and the community at large, the Academy offers
conferences, congresses and symposia that attract
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these events are published in this Proceedings series,
which offers a comprehensive archive of volumes
reflecting the evolution of the field. Volumes deliver
cutting-edge research and insights, complimenting the
Academy’s flagship journals, the Journal of the
Academy of Marketing Science (JAMS) and AMS
Review. Volumes are edited by leading scholars and
practitioners across a wide range of subject areas in
marketing science.?
Strategic Marketing Management (8th Edition) outlines
the essentials of marketing theory and offers a structured
approach to identifying, understanding, and solving
marketing problems. This book delineates a
comprehensive framework for articulating sound
marketing strategies to guide business decisions
involving product and service design, branding, pricing,
sales promotion, communication, and distribution. The
concepts, principles, and frameworks advanced in this
book apply to a wide range of organizations, from
startups to established market leaders, from packagedgoods manufacturers to value-added service providers,
from nonprofit entities to for-profit corporations.

‘Clothing that is not purchased or worn is not
fashion’ (to paraphrase Armani) Knowledge of
marketing is essential to help ensure success and
reduce the risk of failure in fashion. For the designer
starting up in business, this book offers a guide to
the major decisions that will enable you to fulfil your
creative potential and be a financial success: What
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are the major trends we should be monitoring?; How
should we set our prices?; What is the most effective
way to get our message across about the new
product range?; Which colour-wash will be the most
popular with buyers? Marketing is now a firmly
established element of most fashion and clothing
courses. Fashion Marketing is written to meet
students’ requirements and has many features
making it essential reading for anyone involved in
the fashion and clothing business: · deals with
contemporary issues in fashion marketing · up-todate examples of global good practice · exclusively
about fashion marketing · a unique contribution on
range planning with a practical blend of sound
design sense and commercial realism · a balance of
theory and practice, with examples to illustrate key
concepts · clear worked numerical examples to
ensure that the ideas are easily understood and
retained · over 50 diagrams · a glossary of the main
fashion marketing terms and a guide to further
reading · a systematic approach to fashion
marketing, not hyperbole or speculation. The new
edition has been updated throughout with new
material on different promotional media, visual
marketing and international marketing research; and
new coverage of internal marketing, supply chain
management, international marketing
communications as well as the role of the internet.
See www.blackwellpublishing.com/easey for
Page 10/21

Access Free Consumer Behavior 10th Edition
10th Tenth Edition By Schiffman Leon Kanuk
Leslie Published By Prentice Hall 2009
supporting pack for tutors, including PowerPoint
slides for each chapter plus ideas and exercises for
seminars.
This concise introduction presents a rigorous
analysis of consumer choice from the perspective of
consumer behavior analysis. Gordon Foxall provides
a deeper understanding of what consumers actually
buy and the nature of the utility that shapes and
maintains patterns of consumption.
ITJEMAST publishes a wide spectrum of research
and technical articles as well as reviews,
experiments, experiences, modelings, simulations,
designs, and innovations from engineering,
sciences, life sciences, and related disciplines as
well as interdisciplinary/crossdisciplinary/multidisciplinary subjects. Original work
is required. Article submitted must not be under
consideration of other publishers for publications.
After years of study in the area of consumer
behavior, Mullen and Johnson bring together a broad
survey of small answers to a big question: "Why do
consumers do what they do?" This book provides an
expansive, accessible presentation of current
psychological theory and research as it illuminates
fundamental issues regarding the psychology of
consumer behavior. The authors hypothesize that an
improved understanding of consumer behavior could
be employed to more successfully influence
consumers' use of products, goods, and services. At
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the same time, an improved understanding of
consumer behavior might be used to serve as an
advocate for consumers in their interactions in the
marketplace.
???4?17?,??????,?????,??????,????????????
As marketing professionals look for ever more
effective ways to promote their goods and services
to customers, a thorough understanding of customer
needs and the ability to predict a target audience’s
reaction to advertising campaigns is essential.
Marketing and Consumer Behavior: Concepts,
Methodologies, Tools, and Applications explores
cutting-edge advancements in marketing strategies
as well as the development and design
considerations integral to the successful analysis of
consumer trends. Including both in-depth case
studies and theoretical discussions, this
comprehensive four-volume reference is a
necessary resource for business leaders and
marketing managers, students and educators, and
advertisers looking to expand the reach of their
target market.
The Second Edition of this popular text brings up-todate Marieke de Mooij's important analysis of the
impact of culture on consumer behavior worldwide.
The author shows how it is increasingly vital for
marketing students—tomorrow's marketing
professionals—to understand the limits of consistent
brand identities and universal advertising
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campaigns. Consumer behavior is not converging
across countries, and therefore it is of even greater
importance to understand, and be able to respond
to, differences in behavior. This edition offers a new
chapter, Chapter 7, on culture, communication, and
media behavior that extends the prior edition's
discussion on communication theories and
advertising styles to cover differences in media
usage worldwide, particularly the use of the Internet.
Consumer Credit and the American Economy
examines the economics, behavioral science,
sociology, history, institutions, law, and regulation of
consumer credit in the United States. After
discussing the origins and various kinds of consumer
credit available in today's marketplace, this book
reviews at some length the long run growth of
consumer credit to explore the widely held belief that
somehow consumer credit has risen "too fast for too
long." It then turns to demand and supply with
chapters discussing neoclassical theories of
demand, new behavioral economics, and evidence
on production costs and why consumer credit might
seem expensive compared to some other kinds of
credit like government finance. This discussion
includes review of the economics of risk
management and funding sources, as well
discussion of the economic theory of why some
people might be limited in their credit search, the
phenomenon of credit rationing. This examination
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includes review of issues of risk management
through mathematical methods of borrower
screening known as credit scoring and financial
market sources of funding for offerings of consumer
credit. The book then discusses technological
change in credit granting. It examines how modern
automated information systems called credit
reporting agencies, or more popularly "credit
bureaus," reduce the costs of information acquisition
and permit greater credit availability at less cost.
This discussion is followed by examination of the
logical offspring of technology, the ubiquitous credit
card that permits consumers access to both
payments and credit services worldwide virtually
instantly. After a chapter on institutions that have
arisen to supply credit to individuals for whom
mainstream credit is often unavailable, including
"payday loans" and other small dollar sources of
loans, discussion turns to legal structure and the
regulation of consumer credit. There are separate
chapters on the theories behind the two main thrusts
of federal regulation to this point, fairness for all and
financial disclosure. Following these chapters, there
is another on state regulation that has long focused
on marketplace access and pricing. Before a final
concluding chapter, another chapter focuses on two
noncredit marketplace products that are closely
related to credit. The first of them, debt protection
including credit insurance and other forms of credit
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protection, is economically a complement. The
second product, consumer leasing, is a substitute for
credit use in many situations, especially involving
acquisition of automobiles. This chapter is followed
by a full review of consumer bankruptcy, what
happens in the worst of cases when consumers find
themselves unable to repay their loans. Because of
the importance of consumer credit in consumers'
financial affairs, the intended audience includes
anyone interested in these issues, not only
specialists who spend much of their time focused on
them. For this reason, the authors have carefully
avoided academic jargon and the mathematics that
is the modern language of economics. It also
examines the psychological, sociological, historical,
and especially legal traditions that go into fully
understanding what has led to the demand for
consumer credit and to what the markets and
institutions that provide these products have become
today.
Consumption is the primary economic activity in our postindustrial society. We are consumers, not producers.
Consumer behavior analysis is leading heterodox marketing
scholarship and innovative applied behavioral work, with
much to offer both constituencies. This volume shows how
consumer behavior analysis fits within a larger-scale
approach to marketing, consumer psychology, behavior
analysis and organizational behavior management.
Describing both theoretical analyses and empirical studies
including laboratory experiments in e-commerce, in-store
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counterfeit goods market, this book is a working example of
translational research. It contains tools and studies to help
understand contemporary consumer behavior, particularly for
those in marketing. Scholars will appreciate the theory and
real-world applications evident in each chapter when
considering their own research direction. All students of
marketing theory, behavior analysis and consumer choice will
find this collection a thought-provoking tool for further
understanding of a new behavioral approach to marketing
strategy, consumer decisions and marketing firms. This book
comprises articles originally published in the Journal of
Organizational Behavior Management.
?????:????
This volume presents papers that cover a wide gamut
including immigrant consumption experiences, gift-giving,
sharing, transgressive gender roles, attachments to special
possessions in online games and real life, the homeless
consumer experience, disposition of possessions, privacy,
metaphor analysis, sustainable consumption, alcohol
consumption, c
This wide-ranging yet focused text provides an informative
introduction to consumer behavior supported by in-depth,
scientifically grounded coverage of key principles and
applications. CONSUMER BEHAVIOR, Second Edition,
devotes ample attention to classic consumer behavior topics,
including consumer information processing, consumer
decision making, persuasion, social media and the role of
culture and society on consumer behavior. In addition, this
innovative text explores important current topics and trends
relevant to modern consumer behavior, such as international
and ethical perspectives, an examination of contemporary
media, and a discussion of online tactics and branding
strategies. This versatile text strikes an ideal balance among
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findings, and
applied real-world examples that illustrate how successful
businesses apply consumer behavior to develop better
products and services, market them more effectively, and
achieve a sustainable competitive advantage. With its strong
consumer-focused, strategy-oriented approach, CONSUMER
BEHAVIOR, Second Edition, will serve you well in the
classroom and help you develop the knowledge and skills to
succeed in the dynamic world of modern business. Important
Notice: Media content referenced within the product
description or the product text may not be available in the
ebook version.
The Routledge Companion to Consumer Behavior Analysis
provides a unique and eclectic combination of behavioral,
cognitive and environmental perspectives to illuminate the
real-world complexities of consumer choice in a marketingoriented economy. Edited by a leading authority in the field,
the contributing authors have created a unique anthology for
understanding consumer preference by bringing together the
very latest research and thinking in consumer behavior
analysis. This comprehensive and innovative volume ranges
over a broad multi-disciplinary perspective from economic
psychology, behavioral psychology and experimental
economics, but its chief focus is on the critical evaluation of
consumer choice in the natural settings of affluent, marketingoriented economies. By focussing on human economic and
social choices, which involve social exchange, it explores and
reveals the enormous potential of consumer behavior
analysis to illuminate the role of modern marketing-oriented
business organizations in shaping and responding to
consumer choice. This will be of particular interest to
academics, researchers and advanced students in marketing,
consumer behavior, behavior analysis, social psychology,
behavioral economics and behavioral psychology.
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of the ISCONTOUR
The
aim2009
of the International
Student Conference in Tourism Research (ISCONTOUR) is
thus to offer students a unique platform to present their
research and to establish a mutual knowledge transfer forum
for attendees from academia, industry, government and other
organisations. The annual conference, wich is jointly
organised by the IMC University of Applied Sciences Krems
and the Salzburg University of Applied Sciences, will take
place alternatively at the locations Salzburg and Krems. The
conference research chairs are Prof. (FH) Dr. Roman Egger
(Salzburg University of Applied Sciences) and Prof. (FH)
Mag. Christian Maurer (University of Applied Sciences
Krems). The target audience include international students
(also PhDs), graduates, teachers and lecturers from the field
of tourism and leisure management as well as companies and
anyone interested in the conference topic areas. Issues to be
covered at the conference include the following areas within a
tourism context: Marketing & Management Tourism Product
Development & Sustainability Information and
Communication Technologies
Strategic Marketing Management: The Framework outlines
the essentials of marketing theory and offers a structured
approach to identifying and solving marketing problems. This
book presents a strategic framework to guide business
decisions involving the development of new offerings and the
management of existing products, services, and brands.
For undergraduate and graduate consumer behavior courses.
The text that set the standard for consumer behavior study.
Consumer Behavior explores how the examination and
application of consumer behavior is central to the planning,
development, and implementation of marketing strategies.
This program will provide a better teaching and learning
experience–for you and your students. Here's how: Improve
Results with MyMarketingLab: MyMarketingLab delivers
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proven results
in helping
students succeed
and provides
engaging experiences that personalize learning. Bring
Concepts to Life with Cases: End-of-chapter cases show
students the real-life application of the concepts just covered
so that they can see how real companies use consumer
behavior to create marketing strategies, Global Coverage
Focus: Discussions and examples appear throughout the text
demonstrating the importance of cultural differences in both
domestic and multinational marketing. Keep Your Course
Current and Relevant: New examples, exercises, and
research findings appear throughout the text. Note: You are
purchasing a standalone product; MyMarketingLab does not
come packaged with this content. If you would like to
purchase both the physical text and MyMarketingLab search
for ISBN-10: 0133131033/ISBN-13: 9780133131031. That
package includes ISBN-10: 0132544369/ISBN-13:
9780132544368 and ISBN-10: 0132552000/ISBN-13:
9780132552004. MyMarketingLab is not a self-paced
technology and should only be purchased when required by
an instructor.
There are some events in life that are inevitable, and the
emergence of problems in the workplace is one. Solutions
sets out to provide remedies that are accessible, practical,
meaningful, and final. Well organized, and referenced to
specific operations, this book provides troubleshooting and
other assistance, and serves as an encyclopedic reference
for answers to organizational problems for managers and
practitioners. All the functional activities and operations of
organizations are included, so that almost any problem or
issue that may occur will be addressed in one or more
chapters. Readers will be able to quickly locate, understand
and use a specific tool or technique to solve a problem. The
different tools available are described, or a single most useful
tool indicated. The tool is then explained in depth with an
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weaknesses of individual tools are identified and there are
suggestions for further help. Solutions is essential for anyone
wanting to learn the basics of business problem solving and
those who might know the basics but want to expand their
understanding.
For undergraduate and graduate consumer behavior courses.
The text that set the standard for consumer behavior study.
Consumer Behavior explores how the examination and
application of consumer behavior is central to the planning,
development, and implementation of marketing strategies.
This program will provide a better teaching and learning
experience–for you and your students. Here’s how: Improve
Results with MyMarketingLab: MyMarketingLab delivers
proven results in helping students succeed and provides
engaging experiences that personalize learning. Bring
Concepts to Life with Cases: End-of-chapter cases show
students the real-life application of the concepts just covered
so that they can see how real companies use consumer
behavior to create marketing strategies, Global Coverage
Focus: Discussions and examples appear throughout the text
demonstrating the importance of cultural differences in both
domestic and multinational marketing. Keep Your Course
Current and Relevant: New examples, exercises, and
research findings appear throughout the text. Note: You are
purchasing a standalone product; MyMarketingLab does not
come packaged with this content. If you would like to
purchase both the physical text and MyMarketingLab search
for ISBN-10: 0133131033/ISBN-13: 9780133131031. That
package includes ISBN-10: 0132544369/ISBN-13:
9780132544368 and ISBN-10: 0132552000/ISBN-13:
9780132552004. MyMarketingLab is not a self-paced
technology and should only be purchased when required by
an instructor.
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transport passengers and the relationship between those
factors in Indonesia. The conceptual model in this book
explains behavioural intentions of paratransit passengers
which can result in recommendations to unravel the
complexity of the congestion problem from consumer
behaviour perspective. Based on the results of survey
research on behavioural intention of public transport users in
Jabodetabek, Indonesia, the result of the study is presented
in a model that describes the factors that influence. This book
is recommended for academics who wish to gain knowledge
about the phenomenon of consumer behaviour, for regulators
whose duty is to make a decision and determine the strategic
steps to overcome congestion and researchers who want to
develop their knowledge and provide solutions related to
congestion from the perspective of consumer behaviour.
"When considering how we should introduce this volume, we
reflected on our own lives as women who both grew up in
America, but whose heritages are distinct. We are both
daughters of male liberal arts professors who provided most
of the family income, while our mothers focused on childrearing and community activities, as well as by-choice
educational pursuits and forays into the working world. Linda
is a first-generation American whose parents emigrated to the
U.S. in 1970. Cele's ancestors were early U.S. settlers whose
families relied on hard work and the G.I. Bill to fend off blows
dealt by the Depression. We decided to offer examples of
how gender, culture and consumption intersect in memories
that demonstrate the dramatic and dynamic changes in these
three areas over our lifetimes"--Provided by publisher.
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