


[bookmark: _GoBack]                                            MKT 372 – Consumer Behavior – Spring, 2012
                            Tuesday/Thursday, 3:30 p.m. – 5:00 p.m., UTC 4.102
INSTRUCTOR:
Richard Grant, Ph.D. 
Office:  CBA 6.314, Telephone: TBA
Email: richard.grant@mccombs.utexas.edu
Office hours: By appointment
TEACHING ASSISTANT:
Richard Bennett
Email: rbennett@mail.utexas.edu
Course Objectives and Overview:
Consumer Behavior is the course within the marketing curriculum that studies concepts, principles, and theories from various social sciences and applies these to the acquisition, consumption, and disposition of products, services, and ideas.  
Knowledge of consumer behavior principles is fundamental for the marketing manager, public policy maker, and individual consumer.  A  knowledge of consumer behavior guides the marketing of products, services, and experiences that fulfill the needs/wants of both individuals and organizations.  This course will draw upon principles from a number of disciplines, including economics, psychology, social psychology, sociology, and anthropology, to describe and explain consumer behavior.  
Principal learning objectives for students in this course are:
1.  To learn the major  ideas and processes that characterize the consumer behavior field, and
2. To apply consumer behavior theory and concepts to marketing strategy and tactics. 
These objectives will be achieved through textbook review, classroom lecture and discussion, and a team-based term project.  All students are strongly encouraged to participate actively in class, both in contributing ideas and discussing the ideas of others.  Classroom exchange and the assigned project will provide practical experience in applying knowledge and analytical skills to real consumers.  The semester-long project is a demanding group assignment and will require consistent planning and careful time management.  More detailed instructions will be provided separately on this assignment as the course progresses.  
Materials:	
1.  Hoyer, Wayne D., and MacInnis, Deborah J., Consumer Behavior, 5th Edition, South-Western, Cenage Learning,  2010.
  

Course Procedures
Blackboard (http://courses.utexas.edu):
Blackboard and classroom announcements will serve as communication vehicles for this course.  Please check Blackboard for PowerPoint slides for a class session, as well as for other session-related materials.  Power Point  slides are secondary to the actual classroom presentation and may need to be annotated.  The “Assignments” folder with Blackboard will be used to post assignments. 
In order to ensure that you receive all information sent out through Blackboard, please update your email address on UTDirect (www.utdirect.utexas.edu). 

Grading and Course Requirements: 
Grades will be based on class and team participation, three exams, and a term project.  The exams are intended to test your understanding of consumer behavior concepts as well as your ability to analyze a marketing situation in terms of these concepts.  The final grade will be based on (out of 100 possible points):

                                       In-class quizzes, class and team participation:            10%        (10 points)
                        Group term project:                                                          45%       (45 points)                                                
                          (2 reports & presentations at 20% and 25% each)
                                      3 in-classroom exams (15 pts. Each)                               45%       (45 points)
                                       
                                    

Participation grades will take account of not only the quality and regularity of your comments but also your attendance, punctuality, and preparation.  The goal of participation is a substantive contribution that helps move our analysis and understanding forward.  
Classes should be viewed as professional commitments.  Please plan to arrive on time for the class—late arrivals unfairly distract the rest of the class.  If, for any reason, you must miss class or are not prepared to begin class on time, please let me know in advance.  Unapproved absences beyond two class sessions will result in loss of points that are used to calculate the participation grade.  
Final grades will be determined by number of points accumulated.  A = 90-100 pts., B = 85-89 pts., C = 70-79 pts., D = 60-69 pts., F = below 60 pts.    Fractions of points will be rounded: .50 or higher upwards, .49 or lower downwards.  Plus/minus will not be assigned to the letter grades.       
The McCombs School of Business has no tolerance for acts of 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.  If the application of that Policy Statement to this class and its assignments is unclear in any way, it is your responsibility to ask me for 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.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.  

Class and Team Contribution, Quizzes (10%): 
Valued class contribution includes asking insightful questions about lecture material or assigned chapters and readings, redirecting a discussion when the current point has been adequately covered, providing an appropriate quantitative analysis, summarizing and/or reconciling previous comments, and drawing generic learning points from a particular assignment or class discussion. Assigned textbook chapters and other materials are intended to provide the framework for understanding fundamental concepts and their application.  Please go over assigned material prior to class.  In general, lectures will amplify textual material, offering additional information that will illustrate and supplement the text.  
From time to time, I may give you in-class “pop” quizzes. These are meant to help your understanding of essential concepts/applications, as well as gauge your preparation for class in assigned readings.  


Group Project (45%): 
The group project is a major learning component in this course, and will therefore require significant effort and carry a significant weight. The essential idea is to do a deeper analysis into aspects of consumer behavior that you have selected in a chosen consumption area, and then to apply the analysis results to critique the marketing activities of a branded offering (a product, service, or experience) that is a major competitor within that industry.  Specific phases include:
1.  In the first step, student teams will select a particular consumption area of interest to group members, then will select and propose specific aspects of consumer behavior that they intend to study and how they will study them.  As an example, a team might focus on motivations for choice of dining-out establishments, on telecommunications services or products, or on sports/recreational equipment.  Or the team might evaluate usages of social services, such as dating services, Facebook, or other  social media.  The deliverable for this phase of the project will be a brief (1-2 page) proposal.  

2.  In the next phase, the team will conduct research and field work to gather data and insights for understanding thoroughly the specific aspect of consumer behavior in the consumption area they selected.  The deliverable for this phase will be a written report and a class presentation, together worth 20% of the semester grade.  

3. In the final phase, the team will evaluate the marketing strategy and activities of a major branded offering in their chosen industry, and, using information from initial data gathering,  will provide a critique and recommendations for improved alignment with consumer behavior concepts and applications.  The deliverable for this phase will be a lengthier presentation to the class and a comprehensive written report.  These deliverables are worth 25% of the semester grade.

4. Emphasis in all phases of the project will be on professionalism, rigor, and creativity, covering aspects such as teamwork, data gathering, data analysis and interpretation, report production, and effective presentation.  

Exams (45%):
There will be three in-class closed book exams.  Each exam will consist of true/false and/or multiple-choice questions, plus a few short answer questions based on course material covered prior to the exam date.   Exam I will cover book chapters and class materials up to and including Chapter 6, and will be worth 15 possible points.  Exam II will cover book chapters and class materials from Chapter 7 to Chapter 12, and will be worth 15 possible points.  Exam III will cover book chapters and class materials from Chapter 13  to Chapter 18 and will be worth 15 possible points.  There will be no final exam.
  

Other Course Policies:
1.  Unless otherwise mentioned you are responsible for all the materials assigned in the course, whether or not that material is covered in the class. 
2. Use of laptop computers during class session is distracting and thus prohibited, unless required and permitted for a specific class activity.
3. All students are expected to act within and uphold the UT Honor Code fully.  You may access the General Information Catalog to review specific University policies on scholastic dishonesty or refer to the Student Judicial Services website at http://deanofstudents.utexas.edu/sjs/.  
4. Students with disabilities may request appropriate academic accommodations from the Division of Diversity and Community Engagement, Services for Students with Disabilities, 471-6259.  
5. Class websites and student privacy:
Password-protected class sites will be available for all accredited courses taught at the University of Texas.  Syllabi, handouts, assignments, and other resources are types of information that may be available within these sites.  Site activities can include exchanging email, engaging in class-related discussions and chats, and exchanging files.  In addition, class email rosters will be a component of the sites.  Students who do not want their names included in these electronic class rosters must restrict their directory information in the Office of the Registrar, Main Building, Room 1.  For information on restricting directory information, see:  
http://www.utexas.edu/student/registrar/catalogs/gi02-03/app/appc09.html.
6.  Please sit in the same location (seat) during classroom sessions, so that your participation can be noted, and use your name cards for every class session.
    Thank you for taking this course; I look forward to working together with you this semester!


Class Schedule and Assignments:  A tentative class schedule is described below.  It may be modified depending on unforeseen contingencies.  Students are solely responsible for staying in touch with the progress of the course on a daily basis.  

Class    Date/Day                                Topic                                         Reading(s)/Assignment 

1          01/17 T              Course overview/Chapter 1                       Chapter 1

2          01/19 Th            Enrichment Chapter                                     Enrichment Chapter               
                                       

3          01/24 T             Motivation, Ability, Opportunity                 Chapter  2                                                      
                                                                                                                 Finalize project teams

4          01/26 Th           Exposure, Attention, Perception                Chapter 3
                                     				       
	
5          01/31 T             Knowledge and Understanding                  Chapter 4
                                      

6          02/02 Th            Attitudes Based on High Effort                  Chapter 5, Project Proposals due	
							           Hand out Exam I question pool
                                                                                                                                               
7          02/07 T           Attitudes Based on Low Effort                    Chapter 6                    
		           Review Project Proposals
                    					                        
8          02/09 Th           Exam I (Ch. 1-6, plus Enrichment Chapter)                                       

9          02/14 T             Memory and Retrieval                                  Chapter 7
                                      
10        02/16 Th          Problem Recognition, Info Search               Chapter 8 

11        02/21 T            High Effort Judgment/Decision Making      Chapter 9
                                                                                                              Assign order, Phase I Presentations

12        02/23 Th            Low Effort Judgment/Decision Making      Chapter 10
                                                                                                                   Phase I Reports due         

13        02/28 T              Phase I Project Presentations (1)
							           
                                                                                                                 					                                                                                                                 14        03/01 Th            Phase I Project Presentations (2)


15        03/06 T              Post-decision Processes                                 Chapter 11

16       03/08 Th             Consumer Diversity                                        Chapter 12
                                                                                                               Hand out Exam II question pool
SPRING BREAK:  March 11—March 18

17       03/20 T               Psychological Types

18       03/22 Th            Exam II (Chapters 7-12)

19       03/27 T              Social Class/Household Influences              Chapter 13

20       03/29 Th            Psychographics                                               Chapter 14

21       04/03 T              Social Influences                                             Chapter 15

22       04/05 Th            Innovations                                                      Chapter 16

23       04/10 T              Symbolic Consumer Behavior                       Chapter 17
                                                                                                                   Hand out Exam III Question Pool

24       04/12 Th            Ethics/Social Responsibility                           Chapter 18
                                                                                                             Assign order, Phase II Presentations

25       04/17 T             Exam III  (Chapters 13-18)
 							     
26       04/19 Th           Guest Speaker TBA
                                      

27       04/24 T             Marketing and Sales                                        Phase II Report due
                                      The Experience Economy                          

28       04/26 Th          Phase II Project Presentations (1)

29       05/01 T            Phase II Project Presentations (2)

30       05/03 Th           Summary/Wrap-up





