CONSUMER BEHAVIOR

MARKETING 443
FALL 2007
Instructor:
Jim Gentry




Class Time:  TR 12:30-1:45
Office:

322 CBA




Classroom:  CBA 104
Phone:

471-3278

Email:

jgentry@unl.edu

Office Hours:  TR 3:30-4:45, very late MW afternoons
REQUIRED TEXT


Consumer Behavior, Hoyer and MacInnis, Houghton Mifflin, 4th Ed., 2007

COURSE DESCRIPTION


This course will consist of lectures on consumer behavior, class participation, three exams, and three projects
COURSE OBJECTIVES


This is a strange course.  You walk into it as an expert on consumer behavior; you have consumed all of your life.  One course objective is to reduce your perceived expertise and to have you acknowledge that all consumers are not like you.  The course should help you increase your awareness of factors influencing consumer decision making and of the decision processes involved, if any.

Access to Power Point slides is through Blackboard.

Students are advised that neither the Marketing Department nor the College of business Administration will tolerate sexual or racial harassment in the classroom.  If you have such a complaint, you may take it up with the instructors, the department chair, the dean or the campus EEO/Affirmative Action Office.
FLEXIBLE SCHEDULE
Date
Topic                                                        Reading Assignment

Aug  28
Introduction                                              Chapter 1

         30
Cross-Cultural Influence                          Chapter 13 (312-326)
Sept    4
Cross-Cultural Influence         
Chapter 18
           6
Cross-Cultural Influence                           Chapter 15 (360-76)
         11
Cross Cultural Influence                        

         13                       Exchange Processes


   18                       Motivation                                                 Chapter 3 

   20                       Perception                                                  Chapters 4,5

         25                       Memory                                                     Chapter 8
         27
Learning                                                    Chapters 11 (253-4), 12 (274-8, 



16 (414-5)
Oct    2
Personality and Psychographics                Chapter 15 
          4
EXAM 1

          9
Personality and Psychographics                 Chapter 15
        11 
Beliefs, Attitudes & Behavior, Proj 1 Due Chapter 6,7
        16                        Persuasion
  Chapter 6,7
        18                        Communication Processes                          Chapter 7
        23                        FALL BREAK

        25
NO CLASS      

        30 
Communication Processes                          Chapter 7
 Nov   1 
Search Processes                                         Chapter 9
           6
Consumer Decision Processes, Proj 2 Due Chapter 10
           8                       EXAM 2

         13 
Consumer Decision Processes, Proj 2 Due Chapter 11
         15
Post-Purchase Processes                              Chapter 12
         20
Post-Purchase Processes                              Chapter 18 (463-476)
         22
NO CLASS, THANKSGIVING

         27
Situational Influences                                   Chapter 10 (236-244)
         29 
Group and Diffusion Processes                    Chapters 16, 17
           4
Family                                                           Chapter 14
           6
Family                                                           Chapter 14

         11      
Subcultures                                                    Chapter 13
         13                       Social Class, Project 3 Due                           Chapter 14
Final Exam                 Friday December 21, 7:30-9:30 AM
Basis for Grade                                     Points
Exams                                                       500


Projects
450
Class Participation                                     50
        TOTAL
1000

GRADE SCALE
92.6 - 100.0   
A

90.0 -  92.5
A-

87.5 -  89.9  
B+

82.6 -  87.4 
B

80.0 -  82.4
B-

77.5 -  79.9
C+

72.6 -  77.4                   
C

70.0 -  72.5
C-

67.5 -  69.9                       
D+

62.5 -  67.4                      
D

60.0 -  62.4
D-

Below 60.0           
F

It may be possible to get a grade higher than what the total points earned would indicate if there is a natural break below the set boundaries.

POLICIES
This course is not available on a pass/no pass basis for business students.

I do not give incompletes.

Students may withdraw passing prior to the University deadlines regardless of their performance prior to the time.

Academic dishonesty is repugnant to me.  I will "kiss and tell", meaning that I will share my discovery of your indiscretion with my colleagues in the CBA.  Such negative word of mouth can be very harmful when one is seeking job recommendations.

Class attendance is up to you.  Should you miss class for any reason, you are responsible for       getting the notes from one of your fellow classmates.  (Hint:  use the space below to record some names and phone numbers should you need to borrow notes).  If you do not deem it important enough to come to class, rest assured that I will not deem it important enough to repeat the lecture on a one-to-one basis in my office.

Other Marketing 443 Students:

                                                                                            Phone Number

_____________________________________                  ______________

_____________________________________                  ______________

_____________________________________                  ______________

Late assignments will be penalized; the magnitude of the penalty increases directly with the amount of time that it is late.  Given that the grade is based on a  point system, an F (59% or less) is far preferable to a 0, so turn in the assignment.  A second late assignment will be penalized more heavily than the first one was.

EXAMS

The examinations will consist of objective questions (mainly multiple choice) and essay questions.  The multiple choice questions will come from the text and from lectures.  The essay questions will come from lectures.  The first two exams are worth 150 points each, and the final is worth 200 points.

PROJECTS

You are to select one of the projects listed on the following pages, and turn in a five-page report.  NOTE:  each listing starts with a ( and is a separate project. You will do this three times during the semester; please select a project each time that is being covered in that part of the semester.

For most projects, there are two levels of analysis.  The first is more descriptive, as you provide detail as to what was done.  The second is more analytical, as you evaluate what you observed in light of material provided in class and/or in the textbook.  If I judge that the report could have been written this well prior to your taking the course, the highest grade which you will receive is a C.


The projects vary in terms of effort required, and that will be considered during the grading process.  I encourage you to select projects which are both personally relevant and challenging.  If a project appears to be of interest, but could be more relevant to you if its requirements were modified somewhat, talk to me about it.  In the vast majority of cases, such adjustments are also encouraged.  


Please put your name only on a cover sheet.  Then start the project itself on the next page by listing the description of the project which you have selected.  Please double space.
Possible Projects
Again, there are several options per chapter.  Do only one option for each assignment. Projects with two stars after them are ones which tend to be preferred by the person grading the projects.
Introduction
· Posing as a customer, visit several stores that sell (pick one).  Report on the sales techniques used (point-of-purchase displays, store design, salesperson comments, and so forth).  What beliefs concerning consumer behavior appear to underlie these strategies?  It is often worthwhile for a male and a female student to visit the same store and talk to the same salesperson at different times.  The variation in sales appeal is sometimes quite revealing.


a.
waterbeds            d. skis
g. a major purchase item that you are

b.
flowers                e. dvd player                     considering

c.
pet                       f. pipes

· Interview three individuals who recently made a major purchase and three others who made minor purchase.  In what ways were their decision processes similar?  In what ways were they different? How important is brand name in the decisions? Consider their post-purchase satisfaction as well, and relate it to their level of pre-purchase search. [Hint: in general, the more minor the purchase, the more separation you will find in the decision processes.]
· Interview a variety of store managers [some services (hairdresser/barber, lawn services, etc.), some durable products (appliances, furniture, automobile), some non-durable products (grocery, liquor stores, hardware)].  Determine whether they seek discrete exchanges or more of a relationship with their customers.  Draw conclusions across types of products/ services. **
· Interview at least one grandparent. Ask about life as consumer when he/she was your age. Also ask him/her about their perceptions of your current life as a consumer and what he/she would enjoy most. **
· Interview an industrial buyer.  Have him/her describe the processes involved for major and minor purchases in the firm.  Then have him/her describe his/her own purchase processes for major and minor purchases.  Note the similarities and dissimilarities in the processes. **
Cross Cultural
· Interview two students from different cultures.  Determine the extent to which the following products are used in those cultures and the variations in the values of those cultures that relate to the use of the products.  Attempt to explain differences observed between this behaviors and yours in terms of the material provided in the course. **

a.
toothpaste
d.
personal computers

 
b.
perfume 
e.
bicycles


c.
beer 
f.
VCRs/dvd players
· Interview two students from two different foreign cultures.  Report their perceptions of the major differences in cultural values between their culture and the U.S. culture.  Relate these differences to noticeable differences in consumer behavior. **
· Imagine you are a consultant working with Nebraska’s tourism agency.  You have been asked to advise the state on the best promotional themes to use to attract foreign tourists to the state.  What would you recommend if Japan and Germany were the two target markets selected by the state? Provide rationale for your recommendations.
· Interview three international students about the existence of counterfeit brands in their countries. Ask where they find them, how price is determined, and about the quality of the counterfeits compared to the genuine brand. Ask if they can detect which products are real and which are fake; if they can, have them explain how. **
· Examine two foreign magazines in your library or bookstore.

a. Comment on any general difference you notice in advertising from various countries.  What causes the difference?  Contrast them with comparable U.S. magazines.

b. Copy or describe ad from the same company that differ across countries.  Explain why the differences exist. 

Perception, Memory, and Learning 
· Read and review Subliminal Seduction by Wilson Bryan Key.  Is the author really describing subliminal perception?  Do you feel he makes a valid point? Evaluate his arguments in some detail.
· Watch ten TV commercials aimed at children under 9, and 10 aimed at adults.  List the commercials and describe them briefly.  Analyze the differences, if any, between the commercials from an information processing perspective. Also note differences in the appeals to the genders across age groups. **
· Compare three TV commercials aimed at the elderly with three aimed at their adult children (Baby Boomers).  How effective are the elderly ads?  How could they be improved?

· Select ten print ads that vary in complexity from simple-attribute appeals to ones in which the message is not entirely clear.  Show the set of ads to five college students and have them rate the ads.  After a delay of thirty-minutes, ask them to recall (in an unaided fashion) as many of the ten ads as possible and then have them select the products advertised from a list of 25 products.  Repeat with five elderly (over 65) people. **
· Develop a short questionnaire to measure children's depth of awareness and understanding of television commercials shown on Saturday mornings.  Interview four children, two in the 5-to-7 age group, and two in the 8-to-10 category.  Discuss the results in terms of differences between the two groups in number of commercials recalled, specific information recalled, and ability to differentiate between commercials and programs. **
· Interview an industrial buyer.  Have him/her list the expected nature of (a) a first-time sales call and (b) a "rebuy" situation.  How do these  two "scripts" differ?

· Identify three advertisements which you believe are based on low-involvement learning and three which are based on high-involvement learning.   Justify your selections in detail.

· Interview a grandparent about his/her reaction to advertising and retail stimuli now and discuss any memory problems mentioned. Probe to see if they find some new products interesting but have problems finding them in the store. **
Motivation, Personality, Lifestyle 
· Find and copy five ads with strong emotional appeals, and five ads from the same product categories with limited emotional appeals.

a. Have 20 students rank or rate the ads in terms of their preferences and  then explain  their rankings or ratings.

b. Have ten different students talk about their reactions to each ad as they view it.
· Find ads that are aimed at the following VALS II segments:  Actualizers (Innovators), Fullfilleds (Thinkers), Believers, Achievers, Strivers, Experiencers, and Makers.  Justify your choices.  Discuss the fit between the product, medium (most likely, magazine), and segments.

· Develop your own psychographic instrument (set of relevant questions) that measures the outdoor activity consumption lifestyle of college students.  Have a small sample of students complete it, and discuss how it might be used in the development of promotional campaigns.

Attitude 
· Measure another student's ideal beliefs and belief importance for (select one).  Examine these ideal beliefs and importance weights and then develop a verbal description (i.e., concept) of new brands of (use all of these) that would satisfy this student's needs.  Next, measure that student's attitude toward the concepts you have developed in your verbal description. Explain the results.

a.
candy bar
c.
restaurant


b.
slacks
d.
job

· Use the multiattribute attitude model to assess ten students' attitudes toward various (select one).  Measure their behavior with respect to these objects.  Are they consistent?  Explain any inconsistencies.


a.
fruits
d.
deodorants


b.
brands of cereal
e.
pain relievers


c.
magazines
f.
types of exercise

· Develop two advertisements for (select one).  One ad should focus on the cognitive component and the other on the affective component.  Briefly discuss how the ads would be expected to work. Have a few friends evaluate your ads.

a.
a type of fruit
d.
aftershave lotion


b.
breakfast cereal
e.
adopt-a-pet (animal shelter)


c.
dvd player
f.
personal computer

Communication Processes 

· Identify a television commercial that uses a  humorous appeal and then interview ten other individuals not enrolled in your class and measure their:

a. awareness of this commercial.

b. recall of the brand advertised

c. recall of relevant information

d. liking of the commercial

e. preference for the product advertised

In your introduction to the commercial, do not mention the brand involved. Evaluate your results and assess the level of communication that has taken place in terms of these five consumers' exposure, attention, comprehension, and preferences for this product and commercial.

· Describe magazine or television advertisements using each of the following (one ad per topic).  Evaluate the effectiveness of each ad.  (If print ads are described, include them in the report). Discuss the general fit of the appeal types and the products/services advertised.

a.
source credibility
f.
comparative approach


b.
celebrity source
g.
extensive nonverbal elements


c.
fear appeal
h.
a one-sided appeal


d.
humorous appeal
i.
a two-sided appeal


e.
emotional appeal
j.    distraction

Search 
· Find and describe two newspaper or magazine advertisements that attempt to activate problem recognition, one which you think is done well and one in need of improvement.  Analyze the advertisements in terms of the type of problem and the actions the ads are suggesting.  Also, discuss any changes you would recommend to improve the effectiveness of the ads in terms of activating problem recognition.

· Find and describe two advertisements and two point-of-purchase displays that attempt        to influence the timing of problem recognition.  Evaluate their likely effectiveness.

· Interview three people who recently purchased automobiles.  Have them discuss both their pre-purchase search activities and their on-going search activities.  In the latter case, have them discuss previous experience with car ownership, their attention to advertising, their reading of Consumer Reports and other forms of brand rating, and other activities that had been done over an extended period of time.  Attempt to determine when decisions such as subcompact vs. Compact, brand, price range, and foreign vs. domestic were made. Finally, evaluate their post-purchase satisfaction.
· Develop a questionnaire to measure shopping orientations among college students.  Arrange for 30 students to complete the questionnaire.  Classify the students into relevant orientations.  Why do these differing orientations exist?

· Develop a questionnaire to measure the image of (select one).  Have other students (at least 15) complete these questionnaires for three or four outlets.  Discuss the marketing implications of your results.


a.
grocery stores
d.
speciality stores


b.
banks
e.
bookstores


c.
department stores
f.
computer stores

· Visit three retail stores selling the same type of merchandise and prepare a report on their use of P-O-P displays.  Interview the store managers and try to assess their intentions for the displays.

· Interview five people from different age groups, all of whom use the Internet. Discuss the nature of the information sources (Internet, in-store, catalogs, Consumer Reports, etc.) used in consumer search and their purchase transaction processes (web, mail, in-store, phone, etc.). In particular, determine whether they are more likely to use the Internet first and purchase there, use the Internet first and purchase in a store, shop at the store first and then use the Internet, or shop at the store and purchase there. **
Choice 
· List the evaluative critera and the importance of each that you would use in purchasing (use all of these). Would situational factors change the criteria?  The importance weights?  Why?  Repeat the process with someone whom you did not know prior to the start of the semester.


a.
automobile
d.
compact disc player


b.
mouthwash
e.
car insurance


c.
movie
f.
hair cut

· Describe the decision rule(s) (compensatory, lexicographic, affect-referral, etc.) you used or would use in the following situations.  Do the same for a friend (after interviewing him/her).  Compare and contrast the patterns of processes across products and across people.


a.
choosing a bank
g.
choosing a Christmas gift for a friend


b.
choosing a restaurant
h.
selecting a television program


c.
choosing a career
i.
deciding to donate blood


d.
choosing a pencil 
j.
selecting a pet


e.
choosing a toothpaste

f.
choosing a dentist

· The table below represents a particular consumer's evaluative criteria, criteria importance, acceptable level of performance, and judgments of performance with respect to several  brands of mopeds.  Discuss the brand choice this consumer would make when using the lexicographic, compensatory, and conjunctive decisions rules.  Evaluate the choice heuristics, covering their appeal, their ease of use, their likely usage, and their ability to yield "good" choices.

                                                                    Alternative Brands

	Evaluative

Criteria


	Criterion

Importance
	Minimum

Level

Acceptable
	Motobecane
	   Motron            
	    Vespa
	  Cimatti           
	   Garelli
	    Puch

	Price


	    40
	     4
	      4
	     2     
	     3
	     2
	     4             
	     3

	Horsepower

 
	     10
	      3
	      5
	      4
	      4
	      4
	      3     
	     5

	Weight


	     10
	      2
	      3
	       3
	      3
	      3
	      3
	     5

	Gas Economy
	     20
	      3
	      2
	       4
	      4
	     3
	      3
	     3



	Color Variety
	      5
	      3
	     4
	       5
	       2
	      4
	      2
	     3



	Frame
	      15
	      2
	      1
	       3
	       3
	      4
	      2
	     3




Post Purchase 

· Develop a questionnaire designed to measure consumer satisfaction of a purchase of $25 or more.  Include in your questionnaire items that measure the product's instrumental and expressive dimensions of performance, as well as what the consumer wanted in terms of instrumental and expressive performance.  Then interview ten consumers to obtain information on actual performance, expected performance, and satisfaction.  Using this information, determine if the consumer received (i.e., evaluation of performance) what they expected, and relate this difference to consumer expressions of satisfaction.

· Develop a survey to measure student dissatisfaction with retail purchases.  Include measures of the frequency of such occurrences.  For purchases they were dissatisfied with, determine what action they took to resolve this dissatisfaction and what was the end result of their efforts.  Survey at least 15 students.

· Interview five adult consumers.  Ask them how they pay for (all) [credit, check, debit card, cash, layaway, etc.]  Discuss each transaction in some depth, and evaluate the importance of the terms of the transactions themselves to the decision to purchase.  Does each consumer have one consistent preference in terms of paying for goods?  Are the preferences consistent across consumers?


a.
gasoline
e.
automobile


b.
restaurant in Lincoln
f.
residence

c.
restaurant on vacation
g.
gift


d.
clothing

· Interview five international students.  Ask them how they pay for (all) [credit, check, debit card, cash, layaway, etc.] in the US and how they paid for them in their home countries.  Discuss each transaction in some depth, and evaluate the importance of the terms of the transactions themselves to the decision to purchase.  Does each consumer have one consistent preference in terms of paying for goods?  Are the preferences consistent across consumers? **

a.
gasoline
e.
automobile


b.
restaurant in Lincoln
f.
residence


c.
restaurant on vacation
g.
gift


d.
clothing
· Evaluate the increase in the promotion of gift cards by retailers during the Christmas holiday season. Discuss how the use of a gift card may alter consumer decision processes from other types of transactions (paying their own cash, for example). Discuss the possible benefits and detriments that this provides retailers.

Situational 
· Interview ten people who have recently purchased a (select one).  Determine the role, if any, played by situational factors.


a.
magazine
d.
bottle of wine


b.
dog
e.
video rental


c.
soft drink

· Interview two (select one) salespersons.  Determine the role, if any, these individuals feel situational variables play in their sales.  How does (should) the awareness of situational variables influence the sales approach?


a.
men's suit 
c.
dvd player


b.
furniture
d.
women's shoes

· Conduct a study using a small (ten or so) sample of your friends in which you attempt to isolate the situational factors that influence the type or brand of (do all) purchased or used.


a.
beer
c.
movie (both in theater and rental)

b.
toothpaste
d.
breakfast food

· Create a list of ten use situations relevant to campus area restaurants.  Then interview ten students and have them indicate which of these situations they have encountered and ask them to rate these situations in terms of how likely they are to occur.  Discuss how a restaurant could use this information in trying to appeal to the student market.

· Copy three advertisements that are clearly based on a situational appeal (the three ads should emphasize different situational appeals).  For each advertisement, indicate:

a. Which situational variable is involved.

b. Why the company would use this variable.

c. Your evaluation of the effectiveness of this approach.

· During the Thanksgiving break, note your family’s preparation for shopping on Black Friday and observe those family members who participate in the process. Interview them to determine their shopping objectives (buy for themselves, for others, because it is a great bargain and someone to be determined later will like it, etc.), their successes and failures, and their evaluations of the experience. Contrast these shopping experiences with their more typical ones. **
Family, Group Processes 
· Interview three clothing salespersons.  Determine the role that opinion leaders play in the purchase of their product.  To what extent, if any, do they utilize opinion leaders?

· Look in the recent issues of magazines such as Advertising Age, Fortune, or Business Week which list new products.  Categorize the new products as continuous, dynamically continuous, or discontinuous innovations.  Justify your categorizations in detail. Note, all "new" brands may not be seen as being "new" by consumers.

· Watch the movie “Wall Street” starring Charlie and Martin Sheen. Discuss the roles of aspiration groups and dissociative groups in Charlie’s consumer behavior.

· Interview three recently married males and three recently married females to determine how their consumption patterns have changed as a result of their role change.  What marketing opportunities are suggested by your results? **
· Interview one individual from each stage in the household life cycle.  Determine and report the extent to which these individuals conform to the descriptions provided in the text. **
· Interview two couples who have been married between 10 and 15 years. Find couples of different household types (dual-income vs. single income or children vs. no children). Ascertain and report the degree and nature of role specialization that has developed with respect to their purchase decisions. **
· Interview a family with at least one child at home.  Interview both the parents and the child, but interview the child separately.  Try to determine the influence of each family member on the following products for the child's use.  In addition, ascertain what methods of conflict resolution are used.  Compare this with your own family history to see if your findings generalize. **

a.
toothpaste
e.
cookies


b.
fruit
f.
candy 


c.
shoes
g.
automobiles

d.
restaurants
h.
shampoo

· Interview a career-oriented workwife and a traditional housewife of a similar age. Report differences in attitudes toward shopping, products, and so forth. Note the role that the presence of children has in the household, and contrast that to the impact of the work roles. **
· Interview both a married working mother and a single working mother. Discuss how food purchasing, food preparation, and dining (meals brought in, meals delivered, meals home-cooked, or meals eaten out) take place in the households, noting and explaining any contrasts. **
· Interview a single father about the transition to becoming a single parent. Discuss any challenges he faced to his masculinity and how the marketplace stereotypes the role of fathers. **
· Watch 20 TV commercials during male sports programming, noting the gist of their content (in the appendices) and then watch 20 commercials during television targeted to women (briefly noting their content as well). Note differences in the portrayals of males and females in the two sets of ads. In particular, note any differences in the portrayal of men as fathers. **

· Interview three students (including one international student) about their notions of family. Try to determine their warm memories of family experiences. Try to develop an ad based on the three ‘senses of family.” ** 

Subcultures

· Interview a salesperson at a hot tub outlet and obtain a description of the "average" purchaser in demographic terms.  Are the demographic shifts predicted in the text going to increase or decrease the size of this average-purchaser segment?

· Interview two members of one of the following subcultures.  Identify the major ways, if any, that their consumption-related behaviors are unique because of their membership in that subcultural group. **
a. African-American

b. Hispanic

c. Senior citizen

· Examine ads in magazines aimed at (select all).  For each subculture, select one ad you feel will be very effective and one you feel is ineffective.  Justify your selections.

a. African-American

b. Hispanic

c. Senior Citizen

· Interview a salesperson that has been selling automobiles for at least ten years.  See if this individual has noticed a change in the purchasing roles of women over time.  Also interview the following salespersons with the same intent:


a.
jewelry salesperson
c.
waterbed salesperson


b.
art salesperson
d.
book salesperson

· Interview salespersons from stores carrying differing quality levels of furniture.  Determine the social class or status characteristics of their customers, and the marketing strategies used by the store.

· Interview two salespersons from one of the following product categories.  Ascertain their perceptions of the social classes or status of their customers.  Determine if their sales approach differs with differing classes.  Be sure to differentiate the roles played by social class versus income.


a.
used cars
d.
dresses


b.
real estate
e.
insurance

d. electronics
· Examine a variety of magazines/newspapers and clip or describe an advertisement which positions a product as appropriate for five social classes (lower upper class, upper middle class, middle class, working class, and upper lower class).  (Choose separate ads for each social class).  Justify your choices in detail.  Be sure to include a discussion of the medium.

· Interview an established professor, grocery checker, car salesperson, and plumber.  Measure their social status using one of the multi-item measurement devices.  Evaluate their status crystallization (how consistent their status is across the various dimensions) and their unique and similar consumer behaviors.

Public Policy 
· Look at print ads for either cigarettes or beer from the 1940s to the present.  List the type of appeals used most frequently in the various decades.  Note any changes in advertising in attempts to sway public opinion and/or to avoid governmental regulation. Also, note changes in social norms regarding those products observed over the decades.
· View ten children's commercials.  Describe them and try to classify them as boy's, girl's, or both.  Note the nature of the appeals in the three classes of ads (make certain that you get some that can clearly be classified as boy's and some that are clearly girl's).  Try to identify themes (for example, adult themes might be sex appeal or price search) that are observed. **
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