Chaminade University

Consumer Behavior—MKT 439 01

Fall 2003, T, R:  2:00-3:20pm, K101

Instructor:  Margaret L. Friedman, PhD

Office:  Keiffer  28

Phone:  739-4608 (O), 946-9126 (H)

Email:  mfriedma@chaminade.edu
Office Hours: M, W, F:  9:00-5:00; T, R:  3:00-5:00; or by appointment

Course Catalogue Description:


This course covers all aspects of what marketers try to understand about the behavior of consumers from pre-consumption through product disposal.  Theories from the various social sciences are “borrowed” and then applied to the study of consumption behavior in particular:  psychology, anthropology, social psychology, sociology to name a few.  Internal influences on consumer behavior such as perception and learning are covered as well as external influences such as culture and  social class.  The goal is to be able to use knowledge of consumer behavior to improve marketing decision-making.

General Purpose of the Course:


This course covers what many consider to be at the heart of effective marketing—understanding consumer behavior.  Remember the “marketing concept” or the “marketing mindset” which suggests that marketing’s role in contributing to the profitability of the firm is to create satisfied customers.  To accomplish this, marketers, of course, need to have a thorough understanding of consumers—their needs and wants, how they make purchase decisions and what influences those decisions, what affects actual consumption after purchase, and so on.  All marketing programs must start with as sound an understanding of consumers as possible and, then, marketing effectiveness is determined by consumers—by their satisfaction and subsequent purchase and consumption behavior. 

At the end of this course, you will NOT come away with a good understanding of what makes consumers behave as they do.  Rather, you will have no doubt in your mind that understanding consumer behavior is the most important, but most challenging, aspect of the marketing process.  It is challenging because human behavior (and the subset, consumer behavior) is extremely complex and always changing. What you will take from this class is a firm grasp of the tools, methods, models, theories, and research used to TRY to understand consumer behavior.  Finally, it is hoped that you will have more insight and awareness of your own consumer behavior so that you will be a more thoughtful and responsible consumer.  

Course Objectives:


When you successfully complete this course you will be able to:

· Identify and discuss ethical issues related to the study of consumer behavior

· Identify and discuss current trends affecting consumer behavior

· Identify and discuss various internal influences on consumer behavior 

· Identify and discuss various external influences on consumer behavior

· Name and discuss various aspects of consumer decision making AND consumption over time

Additionally, you will leave this course knowledgeable in the jargon that marketers use to talk about and research consumer behavior.  Your analytical skills will be sharpened through your study of  the “WHYS” explaining consumer behavior in real world situations.  Hopefully, you will also be more aware of the influences on your own behavior as a consumer.

Texts and other reading materials:

· Consumer Behavior: A Framework, John C. Mowen and Michael S. Minor, Prentice Hall, 2001, paper

· Affluenza:  The All Consuming Epidemic, John DeGraaf, David Wann and Thomas H. Naylof, Berrett-Koehler, 2001

· Supplementary readings provided by the instructor

· Trendwatching.com

Requirements and Grading Procedures:

· 3 exams: each worth 20% for a total of 60% of your final grade

· Market Segment study:  worth 10% of your final grade

· Consumer Trend study:  worth 10% of your final grade

· 2 Consumer Behavior in the News analyses:  each worth 5% of your final grade for a  total of 10% of your final grade

· A Day (or two) in my Life as a Consumer OR Service Learning Option:  worth 10% of your final grade

Each of the items listed above is described in detail in this syllabus.  Be sure to refer to these descriptions when starting an assignment so that you understand what you need to do to fulfill the requirement successfully.

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 and an unusual degree of intellectual initiative), B (superior work done in a consistent and intellectual manner), 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), and F (failure to grasp the minimum subject matter; no credit given).

Exams:


Exams are short answer format.  You will be given an article(s) to read from well-known sources such as The Wall Street Journal, Business Week, or Fortune.  Then you will respond to questions regarding specific concepts and theories you have learned about.  You will be evaluated on the basis of how well you can make the connections between the textbook models, theories, and concepts and the real world situation you read about in the article(s) provided.

Market Segment Study:


You are to choose a market segment of interest to you (an ethnic segment, age group, social class, lifestyle segment.….) and research its most interesting characteristics.  You will need to be thoughtful in figuring out what to study about the group, based on what you think actual marketers would need to know in order to be effective in that market.  You will report your findings in short written report (maximum 5 double-spaced, word-processed pages) as well as in a  short (5 minutes) oral presentation to the class.  It is NOT acceptable to simply read your paper for your oral presentation.  Rather, you will want to prepare an engaging presentation that extracts from your paper what you think is the single most interesting point to share with your classmates.  Your effort will be evaluated on the basis of your ability to identify and research an array of characteristics of your chosen segment that you can “prove” to be relevant to marketers, your ability to communicate your findings using terminology and concepts you are learning in class, and your communication skills (spelling, grammar, organization, creativity).  This assignment is due Tuesday, 9/30/2003.

Consumer Trend Study:


You are to research an important consumer trend in society.  For example, some observers have documented a trend called “voluntary simplicity,” referring to those who give up most modern conveniences and live quite frugally and in a self-sufficient fashion.  On the other hand, you will be reading a book that talks about “affluenza” or “overconsumption.”   Research your chosen trend in depth and then discuss its implications for marketers.    Again, you will report your findings in a written report (maximum of 5 double-spaced, word-processed pages) as well as in a short (5 minutes) oral presentation to the class.  It is NOT acceptable to simply read your paper for your oral presentation.  You are to develop a presentation that communicates in an engaging and convincing manner the single most interesting and important point you learned about the trend you studied.  Your effort will be evaluated on the basis of your ability to pick out a trend that has relevance to marketers, to provide a depth and breadth of information regarding that trend, your use of concepts and terms you are learning in class, and your communication skills (spelling, grammar, organization, creativity).  This assignment is due Thursday, 12/4/2003.

Consumer Behavior in the News:


You are to find an article in one of  the following popular business publications  (NO EXCEPTIONS):  The Wall Street Journal, Business Week, or Fortune, and then analyze the situation described in the article.  The format for this analysis should include a thesis statement (statement of the major lesson or “rule” to be learned about consumer behavior from the article) and three specific points that support your thesis and that demonstrate you can make the connection between the real world and what you learn in the classroom.  This analysis should be no longer than 1 double-spaced page.  This requires that you make your points clearly and concisely.  You should attach the article you analyzing to your report, so that I can evaluate your ability to focus on what is important in the article and to sound like a marketer who has a good understanding of the issues and ideas related to the study of consumer behavior, as appropriate to the situation described in the article.  Specifically, you will be graded on your ability to formulate an important and relevant thesis, your ability to apply what you have learned using the appropriate terminology, and your communication skills (spelling, grammar, organization, and clarity).  These analyses are due anytime over the course of the semester, with a final due date of  Tuesday, 11/25/2003.  You are urged to submit one earlier in the semester so that you can use the feedback you get to make sure your second effort is on target.  
A Day (or two) in My Life as a Consumer:


Monitor your own consumer behavior regarding the purchase of a big ticket item or of several purchases of a more frequently purchased item.  Keep a journal in great detail of all of your thoughts and behaviors and the media you are exposed to or the people you talk with, etc.;  all activities leading up to, then during the purchase process, and finally during consumption.  Use your journal “data” as a basis for analyzing your own behavior in terms of the theories and concepts you are learning in class.   Formulate a model of this behavior that you present in a short written report (3-5 double-spaced, word processed pages), attaching your journal as an appendix to the paper.  Your effort will be evaluated on the basis of the substance of the behavior you choose to study, your ability to use what you have learned to analyze this behavior, and the clarity with which you express yourself, including spelling, grammar, organization, and creativity.  This assignment is due on or before Tuesday, 11/25/2003.

OR

Service Learning Option:


The Service Learning option involves volunteering at least 20 hours of your time to a  vulnerable or disadvantaged  consumer group (seniors, children, mentally challenged, physically challenged….).  Keep a journal to document your interactions with these consumers/people.  Make special note of the unique needs of this group that already are or could be met with effective marketing programs.  Also note how the theories and concepts you are learning in class about what motivates and directs consumer behavior apply to this group.  Additionally, reflect upon this experience in terms of how it affects and changes your personal worldview and values.  How will you behave/think differently in the future based on this experience?  What did the experience teach you about “empathy?”  Your written report (3-5 double-spaced, word processed pages) should reflect upon both these marketing and personal issues.  Your reflection will be graded on the basis of  the breadth and depth of your observations, you ability to apply what you have learned to the experience, the substance of the personal lessons you draw from the experience and the clarity with which you express your ideas, including spelling, grammar, organization and creativity.  This assignment is due on or before Tuesday, 11/25/2003.

Miscellaneous Information

· Pay close attention to exam dates and due dates for assignments shown on the class schedule.  Make-up exams are allowed only in the event of a physician-excused absence and assignments handed in late will be down-graded one grade/day for each day past the due date.

· Classroom deportment:  Pagers and cell phones are to be in the off position during class.  You will be asked to leave the classroom if your pager or 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 noisy and distracting.  Liquid refreshment is acceptable, excluding alcoholic beverages, of course.  

· 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 too long, we may not be able to fix it in time 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 work 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.  You will notice that you are given at least two tries for each assignment so that improvement is possible (and encouraged!).  

· Attendance is not calculated as an explicit part of your final grade.  However, you will find that exams focus on topics we cover in class.  Also, if your final average computes to a borderline figure, say 2.4, I will use attendance, as well as the pattern of your grades on the various assignments (I look for steady improvement), to help me decide whether a C or a B best reflects your standing in the class.

· Note the following deadlines:  8/25-9/2 Add-Drop Period; 9/2 Last day to register for classes or change registration and last day to receive a 75% refund; 10/7 Last day to withdraw from classes and last day to apply for credit/no credit option.

· 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 incidences of academic dishonesty (such as theft of tests, records, and other confidential materials, altering grades, and/or plagiarism) to their instructors.

Course Calendar

Date

Topic








Assignment

T 8/26

Orientation to the class/assessment




CBF:  Ch1

R 8/28

What is the study of consumer behavior



CBF:  Ch 2

T  9/2

Consumer behavior and the marketing manager


CBF:  Ch 3

R 9/4

Consumer information processing:  involvement & perception
CBF:  Ch 4

T 9/9

continued

R 9/11

Consumer information processing:  memory & cognition

CBF:  Ch 5

T 9/16

Consumer motivation








R 9/18

continued







CBF:  Ch 6

T 9/23

Personality and psychographics




CBF:  Ch 7

R 9/25

Consumer beliefs and attitudes






T 9/30

Market Segment Project presentations/paper due

R 10/2

Review and catch-up

T 10/7

FIRST EXAM






CBF:  Ch 9, 10

R 10/9

Consumer decision processes







T 10/14

continued







CBF:  Ch 11

R 10/16

Situational influences on consumer behavior



CBF:  Ch 12

T 10/21

Group consumer behavior





CBF:  Ch 13, Ch14

R 10/23

Culture and consumer behavior




CBF:  Ch 15

T 10/28

The International Consumer





CBF:  Ch 16

R 10/30

Deviant consumer behavior/ethical issues







T 11/4

SECOND EXAM

R 11/6

Researching consumer trends





Coolhunting article

T 11/11

Trends and their implications





Trendwatching site 11/13

The Merchants of Cool video





A:  Ch 1-14

T 11/18

Documenting a consumer trend:  symptoms



A:  Ch 15-20

R 11/20

Documenting a consumer trend:  causes



A:  Ch 21-30

T 11/25

Documenting a consumer trend:  treatment






T 12/2

Affluenza video

R 12/4

Consumer Trend Study presentations/paper due/assessment

Final Exam Period:   Wednesday, 12/10, 12:45-2:45
Calendar is subject to additions, deletions, and other changes as necessary.

CBF:  Consumer Behavior, A Framework
A:  Affluenza

