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is an integrative framework for the interdisciplinary study of consumer
behaviour. Currently his research is focused on the areas of compulsive buying behaviour and the unconscious processing of information. Dr Albanese is active in presenting his research at conferences
of the Association of Consumer Research, Society for the Advancement
of Behavioral Economics, International Association for Research in
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and the International Society for the Scientific Study of Subjectivity. Dr
Albanese primarily teaches courses on Consumer Behavior.
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edition (Wiley). His research has appeared in the Journal of Marketing
Research, Journal of Marketing, Journal of Consumer Research, Journal
of International Business Studies, Columbia Journal of World Business,
International Journal of Research in Marketing, Journal of International
Marketing, International Marketing Review and other publications. His
research interests focus on the entertainment industry, global marketing
strategy and methodological issues in international marketing research.
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International Business at New York University’s Stern School of Business.
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elected as a fellow of the Academy of International Business in 1991 and
was made a fellow of the European Marketing Academy in 2002. She was
a leading scholar in international marketing and passed away suddenly in
January 2011.
Professor Douglas was co-author of Global Marketing Strategy
(McGraw-Hill) and International Marketing Research, 3rd edition (Wiley).
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Research in Marketing, International Marketing Review, Journal of
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His chief research interests lie in psychological theories of consumer choice
and consumer innovativeness and their relationships to marketing management and strategy. He has published some 20 books and over 250
articles and papers on these and related themes and has previously held
professorial appointments at the Universities of Strathclyde, Birmingham
and Keele. His books include the popular text Consumer Psychology
for Marketing (co-authored with Ron Goldsmith and Stephen Brown),
which has been translated into Korean, Russian, Polish and Chinese,
and monographs such as Consumer Choice and Marketing Psychology.
In addition, he has published in numerous scholarly journals including
Journal of Consumer Research, Journal of Business Research, International
Journal of Research in Marketing, Psychology and Marketing, Journal of
the Experimental Analysis of Behavior, Behavioural Processes, and Journal
of the Academy of Marketing Science. His undergraduate work and early
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research career were undertaken at the University of Salford and he is also
a graduate of the Universities of Birmingham (PhD industrial economics and business studies) and Strathclyde (PhD psychology). In addition,
he holds a higher doctorate of the University of Birmingham (DSocSc).
He is a Fellow of both the British Psychological Society (FBPsS) and the
British Academy of Management (FBAM) and was recently elected an
Academician by the Academy of Social Sciences (AcSS). He is particularly
concerned with the development and evaluation of consumer behaviour
analysis, which systematically relates consumer choice to the situational
contexts in which it arises. This work began with an analysis of the empirical evidence for attitude–behaviour relationships, a mainstay of consumer
and marketing research, which showed that the expected consistency
between cognitive and behavioural measures was rarely demonstrated in
empirical research. Both psychologists and marketing scientists agreed
that situational influences must be taken into consideration in order
to predict behaviour accurately from attitude measures. Nevertheless,
neither group had produced a model of situational influences on consumer
behaviour that served this purpose. (See the books Consumer Choice and
Marketing Psychology.) The Behavioural Perspective Model makes possible an eightfold classification of consumer situations, and recent empirical
research involving both English- and Spanish-speaking consumers demonstrates that attitude–behavioural consistency is high when the situational
contexts derived from the model are taken into consideration. In addition,
the empirical research that has stemmed from the model suggests practical
solutions to problems of retail design and the management of consumer
situations. Further empirical research funded by grants from the Nuffield
Foundation is concerned with the nature of consumers’ brand choices and
the decision processes that underlie them. The theoretical and empirical
scope of consumer behaviour analysis is apparent from a three-volume set
that Gordon has just edited for Routledge: Consumer Behaviour Analysis:
Critical Perspectives in Business and Management (2002) which deals
comprehensively with the philosophical background to the behavioural
perspective, its empirical basis, and its managerial implications.
Ronald E. Goldsmith, PhD, is the Richard M. Baker Professor of Marketing
in the College of Business at Florida State University where he teaches
consumer behavior and marketing research. Most of his research focuses
on personality’s role in consumer behavior and measurement issues, especially in the areas of diffusion of innovations, consumer involvement, and
services marketing. Since 1991 he has been a co-editor (North America)
for the Service Industries Journal. He has published over 160 articles in
such journals as the Journal of Services Marketing, Journal of Consumer
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Behaviour, Journal of Advertising, European Journal of Marketing, Journal
of Social Psychology, Journal of the Academy of Marketing Science, and
Journal of Business Research. His book co-authored with Gordon Foxall
entitled Consumer Psychology for Marketing was first published in 1994
and appears in Chinese, Polish, Russian, and Korean editions.
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New York (CCNY) and his PhD from the State University of New York
at Stony Brook. After completing post-doctoral research, Green joined
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concerns choice and decision-making in rats, pigeons, and humans, with
a particular interest in models of self-control, impulsivity, choice and
decision-making, and basic learning processes. In addition, he is one of
the developers of ‘behavioral economics,’ a transdisciplinary field that
combines the experimental methodology of psychology with the theoretical constructs of economics. He has published over 150 articles and
book chapters, is co-author of Economic Choice Theory: An Experimental
Analysis of Animal Behavior (Cambridge University Press), and editor of
Advances in Behavioral Economics, the third volume of which is subtitled
Substance Use and Abuse. He was Associate Editor and later Editor of the
Journal of the Experimental Analysis of Behavior, Associate Editor of the
Pavlovian Journal of Biological Science, is a Consulting Editor for Behavior
and Philosophy, and on the Advisory Board of The Psychological Record.
Green’s research has been funded by the National Institutes of Health,
National Institute on Aging, and the McDonnell Center for Higher
Brain Function. He has served on the Executive Board of the Society for
the Quantitative Analysis of Behavior (SQAB) and was President of the
Society for the Experimental Analysis of Behavior (SEAB). Green is a
Fellow of the Association for Behavior Analysis International (ABAI) and
the Association for Psychological Science (APS).
Charles S. Gulas is a Professor of Marketing in the Raj Soin College of
Business at Wright State University in Dayton Ohio USA. He earned his
PhD in marketing at the University of Massachusetts Amherst. Chuck has
published articles in the Journal of Advertising, Journal of Current Issues
and Research in Advertising, Journal of Business and Psychology, Journal
of Business Ethics, Advances in Consumer Research and other business
publications. He and Marc Weinberger are the co-authors of Humor in
Advertising: A Comprehensive Analysis published by M.E. Sharpe. He
has previous work experience as a regional sales representative, founder
and owner of small business, and co-founder and former president of a
not-for-profit corporation. He has worked as a consultant for government
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agencies, small businesses, advertising agencies, and Fortune 1000 firms.
He is currently on the advisory boards of two small businesses.
Donald A. Hantula (BA, Emory University; PhD University of Notre
Dame), is an organizational psychologist, associate professor of
Psychology, member of the Interdisciplinary Masters Program in Applied
Behavior Analysis and director of the Decision Laboratory at Temple
University, Philadelphia. Previous positions include occupational health
promotion at the Johns Hopkins University School of Medicine, appointments in business schools at King’s College and St. Joseph’s University,
and as a visiting scholar in Behavior Analysis at University of NevadaReno. He is the past Executive Editor of the Journal of Social Psychology.
Currently he serves as Associate Editor of the Journal of Organizational
Behavior Management, where he recently guest edited two special issues
on Consumer Behavior Analysis. He has also edited special issues of
other journals on topics such as: experiments in e-commerce, evolutionary
perspectives on consumption (Psychology & Marketing), and Darwinian
Perspectives on Electronic Communication (IEEE Transactions). Professor
Hantula served on the National Science Foundation’s Decision Risk and
Management Sciences review panel and remains an ad hoc reviewer for
government and private research funding agencies. He has published
in many high impact journals including the Journal of the American
Medical Association, Journal of Applied Psychology, Journal of Economic
Psychology, Organizational Behavior and Human Decision Processes and
Behavior Research Methods. His research in evolutionary behavioral
economics combines behavior analytic and Darwinian theory to focus on
questions in financial and consumer decision making and escalation of
commitment. He also maintains active research and application projects
in performance improvement and human/technology interactions. He has
published over 80 articles and book chapters, authored or edited 10 books,
manuals, and technical reports, made over 150 presentations at national
and international scientific meetings, and is a busy researcher, consultant
and speaker.
Mirja Hubert is a PhD student in Marketing at Zeppelin University,
Germany. Her overall research interest is consumer behaviour, consumer
neuroscience, and neuroeconomics. Her work has been published among
others in the Journal of Economic Psychology, Journal of Consumer
Behaviour and Advances in Consumer Research.
Uzma Javed is an assistant professor at COMSATS Institute of Information
Technology, Islamabad. She earned her PhD in Human Resource
Management (HRM) at Cardiff Business School in 2010. Her PhD research
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primarily investigated the impact of work environment characteristics, as
perceived by employees, on their attitudes, wellbeing and behaviour. This
research was grounded in the theories and methods from sociology and
psychology with an application to the field of HRM. Her research interests
include work psychology, wellbeing, emotions and attitudes, meta-analysis,
structural equation modeling, internet addiction and consumer behaviour.
Peter Kenning is a professor of Marketing at Zeppelin University, Germany.
His overall research interest is consumer behaviour, consumer neuroscience,
neuroeconomics, and marketing management. His work has been published
widely in outlets including Management Information Systems Quarterly,
Management Decisions, Journal of Consumer Behaviour, Journal of Economic
Psychology, and Advances in Consumer Research, as well as in the Journal of
Neuroimaging, Neuroreport, and Brain Research Bulletin. He has presented
papers at a number of conferences including the AMA Conference, the
EMAC and ACR. He has received several best-paper awards and grants
from the German government. Since 2011, Peter Kenning is a member of the
Scientific Advisory Board on Consumer and Food Policies at the Federal
Ministry of Food, Agriculture and Consumer Protection in Germany.
Marc Linzmajer is a PhD student in Marketing at Zeppelin University,
Germany. His overall research interest is consumer behaviour, consumer
neuroscience, and neuroeconomics. His work has been published in
Advances in Consumer Research and Journal of Consumer Protection and
Food Safety. He has presented papers at a number of conferences including the Conference of the Society for Neuroeconomics.
Luís L. Oliveira is a PhD student at Washington University, St Louis,
USA and earned his bachelor’s degree in Psychology and a master’s degree
in Cognitive Sciences from the University of Minho (Portugal) under the
supervision of Dr Armando Machado. During this time, his research
focused on comparing the predictions of two major models of timing, SET
and LeT. In 2008, Luís entered the doctoral program in psychology at
Washington University in St Louis under the supervision of Dr Leonard
Green. He has been pursuing comparative studies that investigate probability and delay discounting in animals and humans, the discounting of token reinforcers in pigeons, and extensions of the hyperboloid
model of discounting. Luís recently was awarded a doctoral fellowship
from the Foundation for Science and Technology (FCT, Portugal) and
was the recipient of the Experimental Analysis of Behavior Fellowship
from the Society for the Advancement of Behavior Analysis (SABA).
Ken Peattie is Professor of Marketing and Strategy at Cardiff Business
School and Director of the ESRC-funded BRASS Research Centre based

Victoria Wells and Gordon Foxall - 9781781005125
Downloaded from Elgar Online at 01/21/2020 02:52:31PM
via free access

WELLS 9781849802444 PRINT.indd xii

31/05/2012 17:00

Contributors xiii
at Cardiff, which specialises in research into business sustainability and
corporate social responsibility. Before working as an academic he worked
in marketing and strategic planning in an American paper multinational
and a UK electronics company. His research interests focus on the impact
of sustainability concerns on marketing and corporate strategy making;
social marketing for healthy and sustainable lifestyles; social enterprise;
corporate social responsibility; and education for sustainable development. He has published three books and numerous book chapters on these
topics, and has published in journals including California Management
Review, Journal of Business Research, Journal of Marketing Management,
Public Policy and Marketing, and European Management Journal. His
most recent book, Sustainability Marketing: A Global Perspective, coauthored with Frank-Martin Belz, won the 2010 Business Book of the Year
Award of the German Business Research Association.
Don Ross is Professor of Economics and Dean of Commerce at the
University of Cape Town, and Research Fellow in the Center for Economic
Analysis of Risk at Georgia State University. Until 2010 he was Professor
of Philosophy and Professor of Economics at the University of Alabama
at Birmingham. He is Canadian, and holds a PhD in Philosophy of Science
from the University of Western Ontario. His main research interests are
the microeconomics of addiction and other impulsive consumption, game
theoretic models of human sociality, unification of sciences, and trade and
industry policy in Africa. He is the author or editor of 12 books, recently
including The Oxford Handbook of Philosophy of Economics, which he
co-edited with Harold Kincaid, and numerous articles. He is Director of
Research for the National Responsible Gambling Programme of South
Africa, and former Director of the SABITA Infrastructure Development
Assessment Project.
Harry Timmermans is Professor of Urban Planning and Director of
Research, Eindhoven University of Technology, the Netherlands. He
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with the Faculty of Architecture, Building and Planning of the Eindhoven
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Urban Planning Research. In 1986 he was appointed chaired professor of
Urban Planning at the same institute. In 1992 he founded the European
Institute of Retailing and Services Studies (EIRASS) in Eindhoven, the
Netherlands (a sister-institute of the Canadian Institute of Retailing
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and Services Studies). His main research interests concern the study of
human judgement and choice processes, mathematical modelling of urban
systems and spatial interaction and choice pattens, and the development
of decision support and expert systems for application in urban planning. He has published several books and many articles in journals in the
fields of Marketing, Urban Planning, Architecture and Urban Design,
Geography, Environmental Psychology, Transportation Research, Urban
and Regional Economics, Urban Sociology, Leisure Sciences and Computer Science.
Rodoula H. Tsiotsou is currently an Assistant Professor of Services
Marketing at the Department of Marketing & Operations Management,
University of Macedonia, Greece where she teaches services marketing, consumer behavior, tourism marketing and sports marketing. She
obtained her Master’s degree from Ohio University and her PhD
from Florida State University. Dr Tsiotsou is also a Visiting Assistant
Professor at the Athens University of Economics and Business (Master’s
Program in Services Management), Greece. Dr Tsiotsou has published in
a variety of international scientific journals such as The Service Industries
Journal, Journal of Marketing Management, International Journal of
Retail and Distribution Management, Applied Financial Economics
Letters, Journal of Vacation Marketing, Journal of Hospitality and Leisure
Marketing, International Journal of Nonprofit and Voluntary Sector
Marketing, Journal of Travel & Tourism Marketing, and International
Journal of Sport Marketing and Sponsorship. Dr Tsiotsou serves at the
editorial board of the International Review on Public and Nonprofit
Marketing and is an ad hoc reviewer for the Journal of the Academy of
Marketing Science, European Journal of Marketing, Journal of Business
and Industrial Marketing, Journal of Strategic Marketing, Computers in
Human Behavior and other marketing journals. Dr Tsiotsou’s research
interests include services marketing, brand management, nonprofit marketing, and e-marketing.
Marc G. Weinberger is Professor of Marketing at the University of
Massachusetts, Amherst where his marketing work has examined negativity effects and his advertising papers have explored the use of humour
and other message devices in magazines, television and radio. His most
recent book is Humour in Advertising: A Comprehensive Analysis. His
articles have appeared in the Journal of Marketing, Journal of Advertising
Research, Journal of Advertising, European Journal of Marketing, Journal
of the Academy of Marketing Science, and International Journal of
Advertising, among others.
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Michelle F. Weinberger is an Assistant Professor at Northwestern
University in the Medill School’s Integrated Marketing Communications
department. Her research on consumer culture takes a sociological perspective, examining topics such as the resource value of experiences, nonparticipation in dominant consumption rituals, collective gift giving, and
the role of cultural knowledge in the activation and use of resources. She
has presented work at the Association for Consumer Research, Consumer
Culture Theory, and American Sociological Association conferences.
Victoria K. Wells is senior lecturer in marketing at Durham Business
School. Previously she was lecturer in marketing and strategy and research
associate at Cardiff Business School as well as a research assistant and
graduate teaching assistant at Keele University. Prior to her academic
position she has also worked in retail and communications. As an account
executive she was involved with a wide range of companies developing
advertising and communications solutions, marketing plans, PR development and event development and management.
Jochen Wirtz holds a PhD in services marketing from the London Business
School and has worked in the field of services for over 20 years. He is a
tenured Associate Professor of Marketing at the National University of
Singapore (NUS), where he teaches service marketing in executive, MBA,
and undergraduate programs. Professor Wirtz’s research focuses on service
marketing and has been published in over 80 academic journal articles, 100
conference presentations, and some 40 book chapters. His more than ten
books include Services Marketing – People, Technology, Strategy (Prentice
Hall, 7th edition, 2011), co-authored with Professor Lovelock; Essentials of
Services Marketing (co-authored with Lovelock and Chew, Prentice Hall,
2009), and Flying High in a Competitive Industry: Secrets of the World’s
Leading Airline (co-authored with Heracleous and Pangarkar, McGraw
Hill, 2009). Professor Wirtz was the winner of the inaugural Outstanding
Service Researcher Award 2010 and the Best Practical Implications Award
2009, both by Emerald Group Publications. He serves on the editorial review boards of over ten academic journals, including the Journal
of Service Management, Journal of Service Research, Journal of Service
Science and Cornell Hospitality Quarterly, and is an ad hoc reviewer for the
Journal of Consumer Research and Journal of Marketing.
Mirella Yani-de-Soriano is a lecturer in marketing at Cardiff Business
School, Cardiff University, UK. She has managerial and consultancy
experience, working for international organisations such as Gillette before
coming into academia. She holds a PhD from Keele University, UK and
an MBA from Bryant College, USA. She teaches consumer behaviour
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to postgraduate students at Cardiff Business School, and her research
focuses on consumer behaviour, particularly in the areas of emotions,
online behaviour, consumer culture, anticonsumption, ethical marketing/
branding and cross-cultural research. She has published her work in a
number of publications, including Journal of Business Research, Journal of
Applied Social Psychology, Psychology & Marketing, Journal of Marketing
Management, Journal of Retailing and Consumer Services, Journal of
Consumer Behaviour, and Journal of Management History.
Shumaila Y. Yousafzai is lecturer in marketing and consumer behaviour
at Cardiff Business School, Cardiff University, UK. She holds a PhD
from Cardiff University and an MSc in E-Commerce from Coventry
University. Her research specialism is in the field of adoption and diffusion of innovation, ethical consumption, online additions, and consumer
behaviour in the financial service sector. She has published in various
international journals including Psychology & Marketing, Technovation,
Services Industries Journal, and Journal of Applied & Social Psychology.
Judith Lynne Zaichkowsky is Professor of Marketing and Communications
at Copenhagen Business School, Denmark. She is currently at the Beedle
School of Business, Simon Fraser University Vancover, Canada. She
received her PhD in marketing from University of California, Los
Angeles in 1984. Her dissertation, ‘Conceptualizing and Measuring the
Involvement Construct’, was completed under the supervision of Hal
Kassarjian. The measurement part of the dissertation was published in
1985 in the Journal of Consumer Research and has become one of the top
cited articles from the journal. Her other research interests have led to
monographs on Brand Imitation (1995) and Trademark Infringement and
Counterfeiting (2006). Her main academic goal these days is to help young
researchers publish.
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