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New to this Edition

Following is a list of the significant chapter-by-chapter updates to the 12th edition of the text:
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Chapter 2: Market Segmentation and Real-Time Bidding
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Ad exchanges and the application programing interface
The dynamics of real-time bidding

Cross-channel campaigns

Chapter 3: Consumer Motivation and Personality

Technology serves consumers’ needs
Technology reshapes some needs
New section on the impact of hidden motives

Expanded narrative about personality traits

Chapter 4: Consumer Perception and Positioning

Technology enables astute positioning
Perceptions of social media
Discerning more complex perceptions

Technology and perceived risk

Chapter 5: Consumer Learning

Technology and decision-making
More complex information processing
Involvement and customized messages

Increasingly diverse measures of brand loyalty
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