School of Business and Technology

University of Wisconsin – Parkside
MKT 355 – Buyer Behavior

Fall Semester 2004

Monday, Wednesday 2 – 3:15
Instructor:
Dr. Jan P. Owens

Office: 
Molinaro 339

Phone:
(262) 595-2105

Email:

owens@uwp.edu; jan-owens@wi.rr.com

Office Hours:
MW Noon – 1:50, Mondays after 4:50, and by appointment

Course Materials:

Peter, J. Paul and Jerry C. Olson, Consumer Behavior and Marketing Strategy, Irwin

McGraw, 7th edition, 2004.  (required)

Underhill, Paco, Why We Buy: The Science of Shopping, any edition.   (required)

Recommended but not required:


Popcorn, Faith, Clicking, any edition


Danziger, Pam, Why People Buy Things They Don’t Need

Postrel, Virginia, The Substance of Style: How the Rise of Aesthetic Value Is Remaking 


Commerce, Culture, and Consciousness.


Underhill, Paco, The Call of the Mall.

Course Prerequisites:  MKT 350

COURSE PHILOSOPHY AND OBJECTIVES:

Marketing begins and ends with the consumer, from determining consumer needs to providing continued customer satisfaction.  Thus, a clear understanding of consumers is critical in successfully managing the marketing function.

The purpose of this course is to introduce the student to the study of consumer behavior. Usually, we will take the perspective of a marketing manager who needs knowledge of consumer behavior in order to develop, evaluate, and implement effective marketing strategies.  We will examine many concepts and theories from cognitive and behavioral sciences, and analyze their usefulness for developing marketing strategies.

Like many disciplines, marketing has few hard and fast “rules” and “established procedures” that ensure success.  This will become especially obvious in consumer behavior.  So, rather than look for the “right answer,” we will examine concepts and ideas that may be useful for under-standing consumers’ behaviors.  You will probably add some ideas of your own.  Together, we will see how useful these concepts can be for analyzing, developing, and implementing successful marketing strategies.  Ideally, we can create an atmosphere in which we can creatively and imaginatively try out our ideas.  In the process, we can develop our intellectual skills and become better thinkers, not memorizers.

Four functional objectives will be emphasized in order to accomplish this overall goal.  The student will:

(1) Demonstrate an understanding of consumer behaviors through written assignments, major papers, and class discussion.

(2) Demonstrate the ability to analyze, evaluate, and develop marketing strategies intended to influence the target market’s consumption behavior.

(3) Demonstrate effective communication skills in marketing problems and issues.

(4) Demonstrate an understanding of the ethical considerations in business decisions.

COURSE GRADE AND EVALUATION CRITERIA


Points

Criteria

 160

4 Individual Assignments @ 40

   40

Brand Name Assignment  (Group)


   50

Why We Buy paper


   75

Clicking Paper



 325

Total points

Grading Scale:

Over 305 points = A; 292–304 = A-;  283-291 = B+;  270-282 = B;  260-269 = B-;  250-259 = C+;

237-249 = C; 227-236 = C-;  211-226 = D; Below 210 = F

EXPLANATION OF GRADE CRITERIA:

Take-Home Assignments

Students will demonstrate mastery of concepts in buyer behavior through four take-home assignments that are to be done on an individual basis.  These assignments are mostly in written form, although some diagrams may be required.  Assignments must be typed, although the diagrams may be carefully and clearly hand-drawn.  Assignment requirements will be distributed at least one week prior to their due dates, which are shown in the course calendar.  

Projects

All projects must be typed.  Please see additional format information on D2L and my SBT faculty website.

New Brand Name Project


We have accepted the task of coming up with suggestions for a new name for the Alcohol & Other Drugs Council of Kenosha County, Inc.  Jeanine Pataska, Executive Director of the Council, will visit the class to explain its objectives and why a new name for the Council is welcome.  As we work though the cognitive and affective chapters of the text, students will consider the implications of these principles, and apply them to generating a new name for the Center.  Students will form groups of 4-5 and submit one name for the Center with explanatory material.  It is anticipated that the paper will be no longer than 3 typewritten pages

Grading criteria:
Discussion of cognitive/affective meanings of suggested brand name:
30




Reflects general measures of a good brand name


  
  5




General writing style and presentation




  5




Total score:








40

Why We Buy Project

Students are required to read the book, Why We Buy, by Paco Underhill.  The author is an industry expert specializing in behavioral aspects of consumer retail and public environments.  After reading the book, each student will analyze a retail environment of his/her choice in the context of Underhill’s book.  Students may select one retailer, or compare one or more retailers selling similar types of goods.  At least 4-5 major points should be described and discussed.  I suggest that you make a point of really observing consumers in a store environment, as well as noting your own behavior.  Papers should run 5 – 7 pages, double-spaced.  However, some students really get into it and go longer….

Grading criteria:
Identification of key points and supporting examples


10




Analysis and critique of issues raised, including remediation

35




General writing style and presentation




  5




Total:









50

Clicking Project

The instructor will discuss the major trends discussed in Clicking: 17 Trends that Drive Your Business and Your Life, by Faith Popcorn and Lys Marigold.  Students will decide on a relevant topic to focus on that reports on one or more of these trends.  The student will submit the topic for approval by the date shown in the course calendar.  The student will find examples of these trends in the current events literature and industry trends.  At least three relevant sources or references are required that demonstrate current information.  Students may select topics such as:

1. A discussion of a product category that taps into multiple trends, such as SUV’s, bath and body products, trends in clothing, specialty products, etc.

2.  A discussion of trends in an industry, such as the travel industry, that highlights various

     market segments.

3.  An analysis of a service industry, such as a higher education, spectator sports, etc. that tap

     into a number of trends.

4.  A discussion of multiple trends particular to a market segment, such as parents with children;

     teenagers; etc.

5. A discussion of one of the trends, with multiple examples not especially highlighted in the

book.

6. Suggestion your own topic relevant to trends in consumer behavior.  For example: “Consumer Trends in Internet Shopping.”

Papers are generally in the 5-7 page range, and must be typed.   

CLASS PARTICIPATION:

You are expected to actively contribute to the classroom learning experience, although you are not evaluated directly on your participation.  Attendance at class is not required except during a guest speaker.  However, my experience is that it is difficult to do well in the course material, assignments, and participation without significant class attendance.

Failure to attend class for a guest speaker presentation will result in a 50 point loss to your grade.

Furthermore:

I expect all students enrolled in this class to accept the responsibility of reading, understanding, and meeting all course requirements and policies as set forth in this syllabus.  Students are expected to adhere to due dates for completion of their assignments unless discussed with me previous to the due date.  Failure to submit assignments or take tests on the assigned dates automatically results in half credit, and possibly no points.

I do not permit extra credit.  If you are having difficulty, ask me for advice and guidance so that you can better study for the assignments in the future.

I expect that students adhere to honorable codes of conduct in the completion of their work.  Any plagiarism or cheating will result in a failing grade for this class.

Course Calendar

	Class
	Topic
	Assignment

	Sept. 8


	Course introduction and requirements

Clicking discussion

Framework for consumer analysis

Begin Affect and Cognition
	Ch. 1, 2



	Sept. 13, 15


	Affect and cognition

Branding discussion

Guest Speaker – Alcohol, etc. Council
	Ch. 3  and 47-48; 74-78; 127; 137-139;

    434-436

Guest Speaker

	Sept. 20, 22


	Product knowledge and involvement


	Ch. 4 

Assignment #1 due Sept. 22

	Sept. 27, 29
	Attention and comprehension

Guest Speaker: Mike Alioto
	Ch. 5

Guest Speaker Sept. 29

	Oct. 4, 6


	Attitudes and intentions


	Ch. 6

	Oct. 11, 13
	Consumer Decision-Making
	Ch. 7

Assignment #2 due Oct. 13

	Oct. 18, 20
	Analyzing consumer behavior

Conditioning and learning processes

Influencing Consumer Behaviors
	Ch. 8

Ch. 9

Ch. 10

	Oct. 25, 27
	Introduction to the environment

Cultural and Cross-cultural Influences


	Ch. 11

Ch. 12

Brand Name Assignment due Oct. 27

Submit Clicking Paper Topic Oct. 27



	Nov. 1, 3


	Subcultural influences and social class


	Ch. 13

NO CLASS NOV. 3 – WWB time

	Nov. 8, 9, 10
	Reference groups and the family

Executive-in-residence presentation – Union

   Auditorium
	Ch. 14

Executive in Residence, Nov. 9,

  Attend session at 9:30 or 11

Why We Buy Paper Due Nov. 10

	Nov. 15, 17
	Market segmentation and positioning

CB and Product Strategy
	Ch. 15

Ch. 16

	Nov. 22, 24
	CB and promotion strategy


	Ch. 17

NO CLASS Nov. 24 – Exec-in-Res

	Nov. 29,

  Dec. 1
	Consumer Behavior, Electronic Commerce,

    and channel strategy


	Ch. 19

Assignment #3 Due Dec. 1.

	Dec. 6, 8
	CB and Pricing strategy


	Ch. 18

Clicking Paper due

	Dec. 13, 15
	CRM and Direct Marketing

Course Evaluations
	Assignment #4 Due Dec. 17

	
	
	


Note: The instructor reserves the right to make minor changes to the course calendar.
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