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When you e-mail the professor ALWAYS copy the TA, please (and vice versa).
	Dr. Linda L. Golden, Professor of Marketing
	Office Hours: After Class or by Appointment

	Marlene and Morton Meyerson Centennial
	E-mail: utlindagolden@gmail.com

	Professor in Business
	Blackboard Website: http://courses.utexas.edu

	Teaching Assistant: Ilya Dayter
	TA e-mail: idayter@gmail.com


COURSE GOALS AND FOCUS

This course focuses on consumer marketplace behavior.  The central focus is consumer behavior, however, we go beyond the study of consumers (b2c) to include the behavior of external marketplace influences on that behavior and other types of customers, such as b2b.  The course concentrates on purchasing and human decision-making processes and influences on that process.  The principles are expandable to organizational and business-to-business environments, including for-social-profit situations.

“Consumers” are technically defined as “purchasers of products or services for personal or family non-business use”.  A goal of this course is to give you a basic understanding of human behavior as it relates to product and service acquisition (as opposed to disposition) of goods.  The course is cross-functional in approach, drawing on others, such as sociology, social psychology, psychology, and economics, among other disciplines.  You will learn about perception, motivation, attribution, decision-making processes, reference groups, information processing, and many other concepts.  We will be oriented ultimately toward your developing a working knowledge of marketplace behavior in order to produce actionable marketing strategies and tactics for both profit and non-profit firms. 

Thus, the course includes a textbook focus and a hands-on component (i.e., Application Assignments).  You will study the underlying behavioral principles and concepts, as well as practice their use in important real world settings, with some hands-on practice developed by the students. The importance of building customer loyalty and maintaining strong positive customer relationships is also emphasized (CRM, Customer Relationship Management).
This course is organized as a highly student participative class. You must attend class and contribute.

COURSE RELEVANCE

It is impossible to develop effective marketplace strategy without understanding your target market(s) and influences on them.  Therefore, a working knowledge of the marketplace is indispensable to your business education.  Remember: Consumer behavior has its focus on the end-user for personal or family, non-business purposes. Customers may be end-use consumers, but customers also include those buying in the channel of distribution, as middlepersons, manufacturers, or in other market positions (including organizations).  All customers, be they manufacturers, middlepersons, companies, or end users are human beings and subject to all potential influences that might impact human decision-making and action.

Again, the concepts we study are relevant to b2b and organizational buying, although this course focuses primarily on the processes of and influences around human decision-making in a consumer behavior context (b2c: purchasing for non-business, personal or family end use).  This course is also relevant to your understanding of your own behavior and decision-making.

GRADING AND ASSIGNMENTS

Your grade will be based on the total number of points you accumulate out of a possible 100 points.
Letter grades will be assigned as follows:
· 90 points and higher = A,
· 89-80 points = B,
· 79-70 points = C,
· 69-60 points = D, and
· 59 points and below = F

Your final course grade, calculated as shown above, will be based on your performance on:

· Quizzes (8 for 10 points each and drop your lowest)	70 Points
· PowerPoint Presentation	10 Points
· Application Assignments (3 for 5 points each)	15 Points
· Discussion Activity Co-leader	  5 Points
	The University allows for plus/minus grading at the undergraduate level, but does not require it. Plus and/or minus grades may be used in this class. The lower number of points for a given letter grade may receive a “minus” and the higher number of points for a given letter grade may receive a “plus”. This will depend on the final grade distribution and student performance.
	Note on Quiz Procedures:  All backpacks, briefcases, reading materials, caps, electronics (e.g., mobile phones and computers), etc. must be left on the perimeter of the room prior to being seated for the exam.  The quiz will not be handed out to anyone until this requirement is met.  You do not want to be the person everyone is waiting for to begin the quiz, so please be on time and leave everything other than your #2 pencils on the side or back of the room. Before the quiz, please space yourself so empty chairs are in-between you and other students.  Again, all messaging devices and cell phones are to be left in your backpacks or other bags and not accessed during the test.  Please remember to turn cell phones off before entering the classroom during any class period, and especially during the quizzes.  Once the quiz is handed out, you are NOT permitted to leave the room until you turn in your quiz for a grade.  

COURSE STRUCTURE

	Quizzes:  The quizzes will be multiple choice and many questions will be posted on Blackboard that reflect the concepts to study for each chapter.  Some quizzes may also cover in-class material or other reading posted on BlackBoard.  You will be alerted to quiz coverage ahead of time.  While the number of questions may vary, each quiz will count for ten points (lowest quiz grade dropped).  See the Day-to-Day Schedule for quiz dates.  Study questions for in-class and/or non-text reading materials will not be posted on BlackBoard.

	Presentations and Discussions:  Each student will make a 30-minute presentation over the text material assigned for that day (10 points).  The next 30 minutes of that class will involve a student lead discussion exercise based upon some aspect(s) of the text material (5 points for non-PowerPoint co-leader).  

	The 30-minute time limit will be strictly adhered to!  A PowerPoint for each chapter will be uploaded on BlackBoard for you to use as a template.  You may change, adapt and expand to be creative.  You MUST email your PowerPoint to Dr. Linda Golden and Ilya Dayter by noon the day prior to presenting.  The presenter is to begin at the start of class so should begin preparation for a prompt start prior to 8:00am

	Thus in summary, each student will make one PowerPoint presentation and co-lead one discussion exercise to follow the PowerPoint.  The PowerPoint presenter will be totally in charge and the only presenter the first 30 minutes of class.  The co-discussion leader will then participate in the second half of class, the discussion exercise (5 points for co-leaders material development and responsibility).  

	Application Assignments:  Application Assignments’ (“AA”) due dates are on the Day-to-Day schedule.  These will be handed out in advance and be worth 5 points each.  

REQUIRED TEXTBOOK

Consumer Behavior, by Frank Kardes, Maria Cronley, and Thomas Cline, First Edition
SOUTH-WESTERN/CENGAGE Learning
ISBN-10: 0538745401 
ISBN-13: 978-0538745406

INFORMATION ABOUT BLACKBOARD USE IN THIS CLASS

In order to keep you appraised of all course information easily, and so you can monitor your quiz results quickly, this class will use Blackboard.  To access the site, go to http://courses.utexas.edu. You will need your UTEID and password to enter the site. 

	Student Privacy:  Students who do not want their names included in the electronic class rosters must restrict their directory information in the Office of the Registrar, Main Building, Room 1.  For more information visit the Registrar’s website at: http://www.utexas.edu/student/registrar/faq.html#directory

SCHOLASTIC DISHONESTY

The responsibilities of both students and faculty with regard to scholastic dishonesty are described in detail in the Policy Statement on Scholastic Dishonesty for the McCombs School of Business.  By teaching this course, I have agreed to observe all of the faculty responsibilities described in that document.  By enrolling in this class, you have agreed to observe all of the student responsibilities described in that document. If the application of that Policy Statement to this class and its assignments is unclear in any way, it is your responsibility to obtain clarification. 

	Policy on Scholastic Dishonesty:  Students who violate University rules on scholastic dishonesty are subject to disciplinary penalties, including the possibility of failure in the course and/or dismissal from the University. Since dishonesty harms the individual, all students, and the integrity of the University, policies on scholastic dishonesty will be strictly enforced.  You should refer to the Student Judicial Services website at http://deanofstudents.utexas.edu/sjs/ or the General Information Catalog to access the official University policies and procedures on scholastic dishonesty as well as further elaboration on what constitutes scholastic dishonesty.

STUDENTS WITH DISABILITIES:

Students with disabilities may request appropriate academic accommodations from the Division of Diversity and Community Engagement, Services for Students with Disabilities, 471-6259, http://www.utexas.edu/diversity/ddce/ssd/.
RELIGIOUS HOLIDAYS AND MISSED GRADE COMPONENTS

Holidays of all religions will be respected in this course.  You will know of special days that apply to you ahead of time.  If you will miss the due date for an assignment due to your observance of a holy day you will be given an opportunity to complete the missed work before your absence.  You MUST notify me fourteen days in advance of your absence, as stated in the University policies on religious holidays.

If you miss a quiz, you will be given a zero (0) for that quiz.  Again, quiz dates are explicitly posted on the Day-to-Day Syllabus attached.  You must attend this class to do well.  In addition, any missed deadline for an assignment will result in point loss (up to and including receiving a zero).  Assignments are to be turned in at the beginning of the class period and quizzes will be taken in class.  If you arrive after a quiz has started, you will still be required to turn in your quiz with the rest of the class.  No extra time will be given.
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DATE LECTURE TOPIC ASSIGNMENT* 



Wednesday, August 29 Welcome to Consumer Behavior *See Non-text readings 
posted on Blackboard 



Monday, September 3 No Class Happy Labor Day 



Wednesday, September 5 Orientation to Consumer Behavior Chapter 1 



Monday, September 10 Segmentation and Positioning Chapter 2 



Wednesday, September 12 Quiz (Chapters 1-2)  



Monday, September 17 Consumer Perception Chapter 3 



Wednesday, September 19 Application Assignment #1 AA #1 DUE 



Monday, September 24 Attitude and Judgment Chapter 4 



Wednesday, September 26 Quiz (Chapters 3-4)  



Monday, October 1 Motivation and Emotion Chapter 5 



Wednesday, October 3 Learning and Memory Chapter 6 



Monday, October 8 Quiz (Chapters 5-6)  



Wednesday, October 10 Automatic Information Processing Chapter 7 



Monday, October 15 Self-Concept Chapter 8 



Wednesday, October 17 Quiz (Chapters 7-8)  



Monday, October 22 Consumer Decision Making Chapter 9 



Wednesday, October 24 Product Evaluation and Choice Chapter 10 



Monday, October 29 Quiz (Chapters 9-10) AA #2 DUE 



Wednesday, October 31 Behavioral Decision Theory Chapter 11 



Monday, November 5 Culture and Values Chapter 12 



Wednesday, November 7 Quiz (Chapters 11-12)  



Monday, November 12 Social Influence Chapter 13 



Wednesday, November 14 Online Consumer Behavior Chapter 15 



Monday, November 19 Quiz (Chapters 13 &15) Work on AA#3 



Wednesday, November 21 Special Topic on Rituals Happy Thanksgiving, 
Enjoy Consumption! 



Monday, November 26 Special Topic on Rituals  Work on AA#3 



Wednesday, November 28 Application Assignment #3 AA#3 DUE  



Monday, December 3 Strategies and Branding Chapters 14, 16 



Wednesday, December 5 Future Perspectives  
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		DATE

		LECTURE TOPIC

		ASSIGNMENT*



		Wednesday, August 29

		Welcome to Consumer Behavior

		*See Non-text readings posted on Blackboard



		Monday, September 3

		No Class

		Happy Labor Day



		Wednesday, September 5

		Orientation to Consumer Behavior

		Chapter 1



		Monday, September 10

		Segmentation and Positioning

		Chapter 2



		Wednesday, September 12

		Quiz (Chapters 1-2)

		



		Monday, September 17

		Consumer Perception

		Chapter 3



		Wednesday, September 19

		Application Assignment #1

		AA #1 DUE



		Monday, September 24

		Attitude and Judgment

		Chapter 4



		Wednesday, September 26

		Quiz (Chapters 3-4)

		



		Monday, October 1

		Motivation and Emotion

		Chapter 5



		Wednesday, October 3

		Learning and Memory

		Chapter 6



		Monday, October 8

		Quiz (Chapters 5-6)

		



		Wednesday, October 10

		Automatic Information Processing

		Chapter 7



		Monday, October 15

		Self-Concept

		Chapter 8



		Wednesday, October 17

		Quiz (Chapters 7-8)

		



		Monday, October 22

		Consumer Decision Making

		Chapter 9



		Wednesday, October 24

		Product Evaluation and Choice

		Chapter 10



		Monday, October 29

		Quiz (Chapters 9-10)

		AA #2 DUE



		Wednesday, October 31

		Behavioral Decision Theory

		Chapter 11



		Monday, November 5

		Culture and Values

		Chapter 12



		Wednesday, November 7

		Quiz (Chapters 11-12)

		



		Monday, November 12

		Social Influence

		Chapter 13



		Wednesday, November 14

		Online Consumer Behavior

		Chapter 15



		Monday, November 19

		Quiz (Chapters 13 &15)

		Work on AA#3



		Wednesday, November 21

		Special Topic on Rituals

		Happy Thanksgiving, Enjoy Consumption!



		Monday, November 26

		Special Topic on Rituals 

		[bookmark: _GoBack]Work on AA#3



		Wednesday, November 28

		Application Assignment #3

		AA#3 DUE 



		Monday, December 3

		Strategies and Branding

		Chapters 14, 16



		Wednesday, December 5

		Future Perspectives
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