Initial Syllabus--CONSUMER BEHAVIOR (MKT 372)

Fall, 2013 (Unique #05125)
Monday and Wednesday 8:00-9:30 a.m.
UTC 1.102

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: Abhishek Kuravi
	TA e-mail: abhishekkuravi@utexas.edu


COURSE GOALS AND FOCUS

This course focuses on human marketplace behavior.  The central focus is consumer behavior, however, we go beyond the study of consumers (b2c and c2c) 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 (such as non-profit organizations).

“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 other disciplines, such as sociology, social psychology, psychology, and economics, among other disciplines.  You will learn about stimulation, 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 several “textbooks” and a strong hands-on component (i.e., Application Assignments and Presentations by students).  You will study the underlying behavioral principles and concepts, as well as practice their use in important real world settings. 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.  The course emphasizes both basic, traditional consumer behavior topics and their application to the modern marketplace.  The world is very dynamic and changing rapidly, thus, our focus is both classic and modern.
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 they may also be buying in the channel of distribution, as middlepersons, manufacturers, or in other market positions.  All customers, be they manufacturers, middlepersons 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.

REQUIRED READING
There are three books that are required reading for this course:

· Philip Graves (2013), Consumer.ology.  London and Boston:  Nicholas Brealey Publising.  (ISBN:  978-1-85788-576-7),
· Erik Qualman (2013), Socialnomics.  Hoboken:  John Wiley and Sons (ISBN 978-1-118-23265-1), and  
· Allen P. Adamson (2012), The Edge.  New York:  Palgrave Macmillan (ISBN 978-0-230-34224-8).

Other required readings will be provided.  These will be both in the form of hand-outs and your own research for special course topics.
FORMAT FOR THE COURSE

This course is a seminar and will focus on student presentations and student-lead discussion, not simply lectures from the professor. Hence, there is an emphasis on your coming prepared to class each day. The final student group organization of the course will depend on the number of students registered; however, each of you will belong to one group for the semester.  We will discuss this process in depth by the third week of class.


Grades will be based on presentations, application assignments, class participation (beyond showing up) and quizzes over the reading material and lectures.  Across grading components there will be a total of 100 points with letter grades as follows:  A=90-100 points, B-=89-80 points, C=79-70 points, D=69-60 points and F=59 points and below.

