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%%?@%%ﬁ%g%ﬁ 3 Alrport consumer behavior discussion
Provides the background and tools for a strong and comprehensive understanding of
4 28 | the airport consumer behavior principles examined throughout the rest of the book.
e Discusses the consumer as an individual. Concerns with the social and cultural
HAE dimensions of consumer behavior. Explores various aspects of consumer decision
making.
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SETL Consumer Behavior: buying, having, and being. (6/e), M. R. Solomon, by
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Consumers Rule
Sensation and Perception
Learning and Memory
Motivation and Values

The Self
Attitudes

Personality and Lifestyles :
Attitude Change and Interactive Communications
Individual Decision Making '
Buying and Disposing

Group Influence and Opinion Leadership
Organizational and Household Decision Making
Income and Social Class

Ethnic, Racial, and Religious Subcultures

Age Subcultures

Cultural Influences on Consumer Behavior
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