Chaminade University

Consumer Research:  COM 437-01-1, including Lab
Fall 2012, TTH 1:00-2:20, class; TTH 2:30-3:20, Lab; HENRY 203

Instructor:  Margaret L. Friedman, PhD
Contact:  739-4608, mfriedma@chaminade.edu
Office:  Kieffer Hall #28 

Office Hours:  MWF: 1:00pm-3:00pm; TTH 10:00am-noon; or by appointment
Integrated Marketing Track Mission Statement:  


The Integrated Marketing track gives students the knowledge required to understand the marketing function in organizations and cultivates students’ ability to bring an analytical, customer-focused perspective to addressing marketing tasks.  Students also learn to use the tools and practices implemented by successful marketers.

Course Catalogue Description:


This course introduces students to the range of consumer behavior dimensions that are of interest to marketers as well as the cutting edge techniques and approaches used to conduct market research in order to reduce risk in strategic marketing decision-making.  Theories from the social sciences are used to help understand both the psychological and social influences on consumer behavior.  Both quantitative and qualitative research techniques are introduced, as well as the wide range of secondary sources of information that market researchers typically consult to improve decision-making.  The course content will be applied to real world marketing decision making situations.
   General Purpose of the Course:


Marketers operate in a challenging environment.  It is challenging because they are trying to understand consumer behavior so that they can produce goods and services that create loyal satisfied consumers.  Consumer psychology is inherently complex and “tricky” to figure out.  Also, marketers are faced with the situation where the “right” answer to their strategy options cannot be known until AFTER their strategies are implemented!  Hence, the more marketers can study and research their options, the better they are able to reduce the risk of implementing strategies that fail—strategies that fail to create satisfied, loyal customers.  Therefore this course addresses both the concepts that help us understand consumer psychology and the various research techniques used to support effective marketing decision-making. 

Course Context:  Requirement in the Integrated Marketing Track
Integrated Marketing Program Level Learning Outcomes:  In completing this class toward a major in Integrated Marketing, a graduating student will have demonstrated the following competencies:

· The ability evaluate research methods appropriate to the communication professions for which they are preparing

· An understanding of how to use and evaluate research methods employed for studying diverse consumer groups in a global society

Course Level Student Learning Outcomes:  After completing this course students will:

· Demonstrate an understanding of the purpose of consumer research

· Demonstrate an understanding of the theories of both the psychological influences and social influences on consumer behavior

· Demonstrate an understanding of and ability to implement the typical steps in conducting a market research project

· Demonstrate an understanding of the traditional types of research designs, as well as newer ethnographic approaches

· Demonstrate an understanding of the difference between primary and secondary data and how each is collected (including via the internet)

· Demonstrate an understanding of the difference between quantitative and qualitative data and how each is collected (including via the internet)

· Demonstrate an understanding of ethical issues related to the practice of consumer research
Service-Learning Student Learning Outcome:  As a result of the Service-Learning experience, students will demonstrate an understanding of the connections between academic work and real-life situations.

Texts and other reading materials:

Critical Thinking in Consumer Behavior, Judy Graham, Prentice Hall, paperback, Second Edition, 2010, ISBN-13: 978-0-13-602716-4 or ISBN-10: 0-13-602716-4, paperback
Analysis for Marketing Planning, Donald R. Lehmann and Russell S. Winer, McGraw-Hill Irwin, 2008, ISBN: 978-0-07-352984-4, paperback

American Advertising Federation case, supplied by instructor
Other materials supplied by instructor

LAB:  This is a 4 credit course with “lab” that meets twice a week.  The lab time will be used more informally to tackle the major projects you will be working on in this class—the FAFSA project, the AAF Competition (check with Cliff Bieberly), Career Services project, and Target Market Analysis project.  Everything about what we will be studying is “applied” meaning that it is being carried out on a regular basis in the real world.  It is in the “lab” that we will be using our time to make those connections between theory and practice.

Requirements and Grading Policies:
· Exams (2) each worth 10% of your final grade for a total of 20%

· Final Exam worth 25% of your final grade

· Consumer Research Skills exercises compiled over the course of the term, collectively worth 10% of your final grade

· FAFSA Service Learning project worth 20% of your final grade

· Career Services project/Target Market Analysis project worth 10% of your final grade 

· American Advertising Federation Case Competition worth 15% of your final grade

Final grades will be determined as a weighted average of the grades you earn on the assignments as noted above.  The customary grading scale of A (outstanding scholarship), B (superior work), C (average grade indicating a competent grasp of the subject matter), D (inferior work of the lowest passing grade, not satisfactory for fulfillment of prerequisite course work), F (failure to grasp the minimum subject matter, no credit given).

Exams:


Exams will be short answer format and application oriented which means you will recognize the concepts you are learning about being used in real business situations.  You will use the terms and concepts you are learning about to express yourself in your responses.

AAF Case Competition:


For the past several years Communication students have participated in the American Advertising Federation Case Competition.  A real-world company sponsors the competition.  More information regarding this aspect of the class will provided early in the semester.  The case materials are due to be sent to us shortly.  


The actual competition takes place in the spring semester.  However, preparation starts now!  The role of this class is to support the Integrated Campaigns class offered next semester, when the actual campaign is developed and presented.  Before a communication campaign can be developed, however, there is a lot of background work needed—a lot of understanding of the market (consumers) obtained through conducting research—hence, this class Consumer Research is the perfect place to start the background work.  As soon as the case study materials are received I will develop the assignments that we will be working on to pass on to the Integrated Campaigns class next semester.

Consumer Research Skills Exercises:  


As we move through the readings in this course there are simple “exercises” suggested, especially in the Critical Thinking in Consumer Behavior book.  These are designed to strengthen your understanding of the concepts discussed.  You will work on these exercises and compile them neatly in a binder to be handed in at the end of the term (we will be going over them and discussing them as we go along, of course, but they will be evaluated as a group at the end of the term).  Therefore, it is your responsibility to use these assignments to demonstrate your understanding of specific concepts and to organize them so that someone (me!) is able to quickly and easily assess your grasp of the sometimes “slippery” ideas that we will study.

Career Services project /Target Market Analysis project:


Half of you will be working as a team to help our own CUH Career Services market their services more effectively on campus and the other half of you will be working as a team to help students at Pace University in New York City understand the elderly market better, especially in terms of their needs and how technology might serve them better.  More information on each of these projects will be provided shortly.
FAFSA Service Learning Project:  


The FAFSA project is an ongoing Service-Learning opportunity.  It began in the advanced accounting class where students were asked to help fill a need in the community.  The need is at Kaimuki High School where college counselors need help in getting college-bound seniors to avail themselves of financial aid for college.  To be considered for aid, students MUST complete a government FAFSA form which can be a daunting experience, particularly if you are the first person in your family to be applying to college or if you or your parents don’t speak English, common situations at KHS.  The accounting students came to the rescue to help Kaimuki students and their families complete the FAFSA forms.  One of the issues that arose, however, was that students who really needed such help did not turn out in large numbers—the free help was available, but for whatever reasons, students and their families did not show up for the help to apply for “free” money!  That is where students in marketing classes entered the situation.


This project is especially instructive as it is interdisciplinary, allows you to apply what you are learning, is ongoing and evolutionary, and it serves a real need in the community.  Students see firsthand how their efforts help others. 

Since the FAFSA must be filed early in the year (January), the fall semester is an important time to plan for and promote the service that we offer.  The actual work needed to be done (assignments) will become clearer when we are debriefed by the students who were involved with the project last year.  

Half of the class will be working with Kaimuki High School and the other half of the class will be helping Farrington High School gear up for their second year of participation in the project.

Your grade for this project will be based on a written reflection of your experience.  You should think about how this assignment has affected you…What did you learn about yourself and your place in the world?  How/Do you think your attitudes/behavior will change in the future as a result of what you learned in carrying out this assignment?  To what extent do you see the potential for your knowledge and talents to be forces for social change?  What do you think about the relationship between the consumer research knowledge/skills you learned and the social issues the project raises?  What ethical issues, if any, did you wrestle with in conducting this assignment?  In what ways did the project change your thinking about the nature of  marketing.  Your reflection will be graded on the basis of 1) how thorough it is, 2) how thoughtfully you make the connections between what you have learned in class to the real world situation presented by the FAFSA project, and 3) the clarity and creativity with which you express your thoughts.  Your active participation in the project will be a prerequisite to a meaningful reflection, of course.
 
Reminder:

You have chosen to attend a Marianist University to obtain your undergraduate degree.  Fr. Chaminade, one of the founders (during the French Revolution) of the Marianist order of Catholic Brothers, felt that education is an important way to transform society.  Marianist educational institutions offer a particular perspective on the educational process.  Specifically, the Marianist values include:
· Education for formation in faith:  What is learned is both intellectual and spiritual 

· Provision of an integral quality education:  What is learned comes from many sources and many different points of view, and is intended to result in growth and development of the whole person (mind, body and spirit)

· Education in family spirit:  Learners are treated with care, respect and acceptance

· Education for service, justice and peace:  What is learned should be seen as a resource to help others and to address injustice in the world 

· Education for adaptation and change:  What is learned equips the whole person to meet an uncertain and ever-changing future and to be an agent of positive change

These values, from a marketing point of view, are important points of differentiation that distinguish the Chaminade University brand of education from its competitors.  They will be integrated as much as possible into the content and format of this class.

Miscellaneous Information:

· Please do not be shy during the semester about seeing me during my office hours or making an appointment to see me.  I will be setting up short “get to know you” meetings with each of you at the beginning of the semester, so you will know where to find me, and I will be able to get to know you more quickly.

· Classroom deportment:  Cell phones are to be in the OFF position during class.  You will be asked to leave the classroom if your cell phone rings.  You will also be asked to leave if you are dozing off or engaging in other inappropriate classroom behavior (reading the newspaper, doing work for a different class, chatting, and the like).  NO FOOD in the classroom. It is too noise and distracting.  Liquid refreshment is acceptable.

· If you have problems or questions that are better addressed outside of the classroom, DO NOT WAIT to see me.  If you let a problem go on too long, we may not be able to fix it in time for you to complete the course successfully.  During the semester I will be happy to help you in any way that I can to facilitate your understanding of the material covered in this course.

· There is no extra credit available in the course.  You will be better off if you give your best to the assignments described in the syllabus, rather than adding more assignments.  

· Attendance is not calculated as an explicit part of your final grade.  However, you will find that success in completing the assignments depends very much on applying what we discuss in class.  Since three of our major assignments are done as a group, attendance is really a matter of common courtesy and being respectful to your classmates.  

· Important Dates:  Add-Drop deadline period is 8/27-9/4; 9/28 is the deadline for withdrawal with no record; 11/9 is the deadline to withdraw from 2012 Fall day classes and last day to apply for CR/NCR 

· Academic Honesty:  Students are responsible for promoting academic honesty at Chaminade by not  participating in or facilitating others’ participation in any act of academic dishonesty, and by reporting incidents of academic dishonesty (such as theft of tests, records, and other confidential materials, altering grades, and/plagiarism) to their instructors.

· Chaminade University is required by law to provide equal access to qualified individuals with disabilities.  Accommodations are made to ensure that students have equal access to the same educational benefits other students have.  The Chaminade Counseling Center handles disability accommodation requests.  You should contact that office (x845) if you have special needs regarding this class.

Course Calendar
DATE

TOPIC





Assignment
Week 1

8/28,30

Overview of  Market/Marketing Research

AFMP Ch 1

Week 2

9/4,6

SWOT:  Competitor Analysis


AFMP Ch 2, 3, 4
Week 3



9/11, 13

SWOT:  Understanding the Customers

AFMP Ch 5

Week 4

9/18,20

SWOT:  Measuring the Market


AFMP Ch 6

Week 5

9/25,27

SWOT:  Developing Marketing Strategy

AFMP Ch 7




EXAM I  

Week 6

10/2,4

Consumer Centricity



CTCB I  

Week 7

10/9, 11

Consumer Segments



CTCB V
Week 8

10/16,18

External Influences on Consumers


CTCB VI, X

Week 9



10/23,25

Internal Influences on Consumers


CTCB II, III, IV
Week 10

10/30,11/1

Consumer Attitudes and Decision Making

CTCB VII,VIII, IX
Week 11

11/6,8

Qualitative Consumer Research


CTCB X



EXAM II 

Week 12

11/13,15

Project Status Reports



Week 13

11/20

Project presentations:  Career Services/Target Market Analysis




Week 14

11/27,29

Project presentations:  FAFSA


Week 15

12/4,6

Project presentation:  AAF

Final Exam:  Tuesday, 12/11, 1:15pm-3:15pm

AFMP = Analysis for Marketing Planning

CTCB = Critical Thinking in Consumer Behavior

Syllabus is subject to change, as needed.

