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Then said a teacher, speak to us of teaching.

And he said:

No man can reveal to you aught but that which already lies half asleep in the dawning of your knowledge.

The teacher who walks in the shadow of the temple, among his followers, gives not of his wisdom but rather of his faith and his lovingness.

If he is indeed wise he does not bid you enter the house of his wisdom, but rather leads you to the threshold of your own mind.
--- Kahlil Gibran (The Prophet)
“A thinker sees his own actions as experiments and questions--as attempts to find out something. Success and failure are for him answers above all.”

 --- Friedrich Nietzsche
SEMINAR OVERVIEW

The purpose of this hands-on seminar is to provide Ph.D.-level coverage of various topics in decision research / behavioral economics, and to encourage cross-fertilization between this discipline and marketing science (e.g., empirical choice modeling).  The underlying philosophy of this seminar is that the gains of interdisciplinary and multi-method research far outweigh the pain and inconveniences associated with leaving one’s “comfort zone.”  Thus, for example, we will discuss how substantive marketing issues (e.g., reward programs, choice set effects, versioning) could benefit from an interdisciplinary union of methods (e.g., experiments and process measures, secondary data analysis, econometric and theoretical modeling).  We will also read and analyze various articles that bridge consumer behavior research with marketing science.

Besides examining prior work and highlighting the benefits of cross-disciplinary research, the goal of this seminar is to improve your ability to identify interesting research questions and develop effective methods for testing them.  In each session there will be about two or so articles that will be analyzed in detail.  In addition, for most sessions there will be several additional background readings (which are not mandatory).  The discussion articles and the additional readings assigned for each class appear on the following pages.

Each student will be expected to write a paper presenting an original research idea and including the following:

· Very brief and very relevant literature review;

· Detailed conceptualization and hypotheses generation;

· Detailed operationalizations and method;

· Typically, a stylized model, capturing the essence of the studied phenomenon (note: you need to show that this model is empirically testable) and;

· Very brief discussion.

You will be asked to discuss and present your research idea in class (see class plan).  My approval for the topic and general methodology of the research is required.  The paper is due by June 14th and should not exceed 15 pages, including tables, figures, and references (no exceptions!).  Your final course grade will be based on class participation (60%) and the research paper (40%).

COURSE SCHEDULE AND READINGS

Session 1:  Course Overview; a Primer on Bridging the Theory & Practice of Decisions
When: Thursday, January 25, 2018, 2:15 p.m. – 5:30 p.m.

Where: Uris Hall 327
Readings

1. Cialdini, Robert B. (2009), “We Have to Break Up,” Perspectives on Psychological Science, 4(1), 5-6.
2. Simonson, Itamar (2008), “Will I Like a “Medium” Pillow?  Another Look at Constructed and Inherent Preferences,” Journal of Consumer Psychology, 18 (3).

3. Simonson, Itamar (2015), “Mission (Largely) Accomplished: What’s Next for Consumer BDT-JDM Researchers?” Journal of Marketing Behavior, 1, 9–35.

Assignments
1. Carefully read the aforementioned papers.

Session 2:  Menu Dependency and Reference Dependence
When: Thursday, February 1, 2018, 2:15 p.m. – 5:30 p.m.

Where: Uris Hall 327
Readings

1. Simonson, Itamar and Amos Tversky (1992), “Choice in Context: Tradeoff Contrast and Extremeness Aversion,” Journal of Marketing Research, 29 (August), 281-295.

2. Kivetz, Ran, Oded Netzer, and V. Srinivasan (2004), “Alternative Models for Capturing the Compromise Effect,” Journal of Marketing Research, 41 (3), 237-257.

3. Kivetz, Ran (2003), “The Effects of Effort and Intrinsic Motivation on Risky Choice,” Marketing Science, 22 (4), 477-502.
4. Kőszegi, Botond and Matthew Rabin (2006), “A Model of Reference-Dependent Preferences,” The Quarterly Journal of Economics, 121(4), 1133-1165.
5. Robert P. Rooderkerk, Harald J. van Heerde, and Tammo H.A. Bijmolt (2010), “Incorporating Context Effects into a Choice Model,” Journal of Marketing Research.

Assignments
1. Carefully read the aforementioned papers.

Additional Readings on Context Effects, Menu Dependency, Versioning
· Kivetz, Ran, Oded Netzer, and V. “Seenu” Srinivasan (2004), “Extending Compromise Effect Models to Complex Buying Situations and Other Context Effects,” Journal of Marketing Research, 41 (3), 262-268.

· Shapiro, Carl and Hal R. Varian, “Versioning: The Smart Way to Sell Information,” Harvard Business Review, November-December 1998, pp. 106-114, [98610].
· Gershoff, Andrew, Ran Kivetz, and Anat Keinan (2012), “The Effects of Versioning on Perceptions of Fairness: Making Things Better May Make Things Worse,” Journal of Consumer Research, 39, August, 382–398.
· Briley, Donnel, Michael Morris, and Itamar Simonson (2000), "Reasons as Carriers of Culture: Dynamic Vs. Dispositional Models of Cultural Influence on Decision Making," Journal of Consumer Research, 27 (September), 157-178.
· Huber, Joel, John Payne, and Christopher Puto (1982), “Adding Asymmetrically Dominated Alternatives: Violations of Regularity and the Similarity Hypothesis,” Journal of Consumer Research, 9 (June), 90-98.
· Lehmann, Donald R. and Y. Pan, (1994), “Context Effects, New Brand Entry, and Consideration Sets,” Journal of Marketing Research, 31, August, 364-74.
· Prelec, Drazen, Birger Wernerfelt, and Florian Zettelmeyer (1997), “The Role of Inference in Context Effects: Inferring What You Want From What is Available,” Journal of Consumer Research, 24(1), 118-125.
· Robert P. Rooderkerk, Harald J. van Heerde, and Tammo H.A. Bijmolt (2010), “Incorporating Context Effects into a Choice Model,” Journal of Marketing Research.
· Shafir, Sharoni, Tom A. Waite, and Brian H. Smith (2002), “Context-dependent Violations of Rational Choice in Honeybees (Apis mellifera) and Gray Jays (Perisoreus canadensis),” Behavioral Ecology and Sociobiology, 51(2),180–187.
· Sharpe, Kathryn M., Richard Staelin, and Joel Huber (2008), “Using Extremeness Aversion to Fight Obesity: Policy Implications of Context Dependent Demand,” Journal of Consumer Research, 35(3), 406-22.
· Simonson, Itamar (1989), “Choice Based on Reasons: The Case of Attraction and Compromise Effects,” Journal of Consumer Research, 16, 158-174.

· Tversky, Amos and Itamar Simonson (1993), “Context-dependent Preferences,” Management Science, 39 (10), 1179-1189.

Additional Readings on Reference Dependence
· Tversky, Amos and Daniel Kahneman (1991), “Loss Aversion in Riskless Choice: A Reference-dependent Model,” Quarterly Journal of Economics, 106, 1039-1061.

· Hardie, Bruce, Eric J. Johnson, and Peter Fader (1993), “Modeling Loss Aversion and Reference Dependence Effects on Brand Choice,” Marketing Science, 12, 378-394.

· Bell, David R. and James M. Lattin (2000), “Looking for Loss Aversion in Scanner Panel Data: The Confounding Effect of Price Response Heterogeneity,” Marketing Science, 19(2), 185-200.

· Heath, Chip, Richard Larrick, and George Wu (1999), “Goals as Reference Points,” Cognitive Psychology, 38, 79-109.
· Kalyanaram, Gurumurthy and Russel S. Winer (1995), "Empirical Generalizations from Reference Price and Asymmetric Price Response Research," Marketing Science special issue on empirical generalizations in marketing, 14 (part 2 of 2 in issue #3), G161-G169.
· Lichtenstein, Sarah and Slovic, Paul (1971), “Reversals of Preference between Bids and Choices in Gambling Decisions,” Journal of Experimental Psychology, 89, 46-55.

· Meyer, Robert J. and Eric J. Johnson (1995), “Empirical Generalizations in the Modeling of Consumer Choice,” Marketing Science, 14, 180-189.
· Payne, John W., James R. Bettman, and Eric J. Johnson (1992), "Behavioral Decision Research: A Constructive Processing Perspective," Annual Review of Psychology, 43, 87-131.
· Thaler, Richard H. and Eric J. Johnson (1990), “Gambling with the House Money and Trying to Break Even: The Effects of Prior Outcomes on Risky Choice,” Management Science, 36 (June), 643-660.

· Tversky, Amos, Shmuel Sattath, and Paul Slovic (1988), “Contingent Weighting in Judgment and Choice,” Psychological Review, 95(3), 371-384.
· Winer, Russell S. (1986), “A Reference Price Model of Brand Choice for Frequently Purchased Products,” Journal of Consumer Research, 13 (September), 250-256.
Sessions 3 & 4:  Myopia (Classic Self-Control): A Thesis
When: Thursday, March 22, 2018, 2:15 p.m. – 5:30 p.m. and Thursday, April 12, 2018, 2:15 p.m. – 5:30 p.m.

Where: Uris Hall 327

Readings

1. Ainslie, George (1975), “Specious Reward: A Behavioral Theory of Impulsiveness and Impulse Control,” Psychology Bulletin, 82 (April), 463-496.

2. Herrnstein, Richard J. and Drazen Prelec (1997), “A Theory of Addiction,” in The Matching Law, eds. Howard Rachlin & David I. Laibson, Cambridge, MA: Harvard University Press, 160-187.
3. Hoch, Stephen J. and Loewenstein, George F. (1991), “Time-inconsistent Preferences and Consumer Self-control,” Journal of Consumer Research, 17 (4), 492-507.

4. Kentaro Fujita, Yaacov Trope, Nira Liberman, and Maya Levin-Sagi (2006), “Construal Levels and Self-Control,” Journal of Personality and Social Psychology, 90(3), 351–367.
5. Wertenbroch, Klaus (1998), "Consumption Self-Control by Rationing Purchase Quantities of Virtue and Vice," Marketing Science, 17 (4), 317-337.

Assignments
1. Carefully read the aforementioned papers.

2. Prepare a PowerPoint presentation (maximum 5 slides) that reviews the theory and major findings/points of one of the aforementioned papers.
Additional Readings

· Kirby, Kris and Barbarose Guastello (2001), “Making Choices in Anticipation of Similar Future Choices Can Increase Self-Control,” Journal of Experimental Psychology: Applied 7(2), 154-164.
· Mischel, Walter (1983), “Delay of Gratification as Process and as Person Variable in Development,” in Human Development: An Interactional Perspective, eds. D. Magnusson and V. L. Allen, New York: Academic Press, 149-165.

· Mukhopadhyay, Anirban and Gita Venkataramani Johar, “Where There is a Will, is There a Way? Effects of Lay Theories of Self-Control on Setting and Keeping Resolutions,” Journal of Consumer Research, 31(4), 779-786. 

· Schelling, Thomas C. (1984), “Self-Command in Practice, in Policy, and in a Theory of Rational Choice,” American Economic Association Papers and Proceedings, 74 (May), 1-11.
· Thaler, Richard H. (1980), “Toward a Positive Theory of Consumer Choice,” Journal of Economic Behavior and Organization, 1, 39-60.

· Thaler, Richard H. (1985), “Mental Accounting and Consumer Choice,” Marketing Science, 4 (3), 199-214.

· Thaler, Richard H. (1999), “Mental Accounting Matters,” Journal of Behavioral Decision Making, 12(3), 183-206.
Session 5:  Hyperopia (Reverse Self-Control): An Antithesis
When: Thursday, April 26, 2018, 2:15 p.m. – 5:30 p.m.

Where: Uris Hall 327

Readings

1. Kivetz, Ran and Itamar Simonson (2002b), “Self Control for the Righteous: Toward a Theory of Pre-Commitment to Indulgence,” Journal of Consumer Research, 29 (2), (September), 199-217.

2. Kivetz, Ran and Anat Keinan (2006), “Repenting Hyperopia: An Analysis of Self-Control Regrets,” Journal of Consumer Research, 33(September), 273–282.
3. Haws, Kelly L. and Cait Poynor (2008), “Seize the Day! Encouraging Indulgence for the Hyperopic Consumer,” Journal of Consumer Research, 35 (December), 680-691.
4. Kivetz, Ran, Rachel Meng, and Daniel He (2017), “Hyperopia: A Theory of Reverse Self-Control,” in Handbook of Self-Control in Health and Wellbeing, ed. Marieke Adriaanse, Kentaro Fujita, and Denise de Ridder.

Assignments
1. Carefully read the aforementioned papers in the order listed above.

2. Prepare a PowerPoint presentation (maximum 5 slides) that reviews the theory and major findings/points of one of the aforementioned papers.
Additional Readings

· Keinan, Anat, Ran Kivetz, and Oded Netzer (2016), “The Functional Alibi,” Journal of the Association for Consumer Research, 1(4), 479-496.
· Kivetz, Ran, and Yuhuang Zheng (2006), “Determinants of Justification and Self-Control,” Journal of Experimental Psychology: General, November, 135 (4), 572-587.
· O'Donoghue, Ted and Matthew Rabin (2000), “The Economics of Immediate Gratification,” Journal of Behavioral Decision Making 13 (June), 233-250.
· O’Guinn, Thomas C. and Ronald J. Faber (1989), “Compulsive Buying: A Phenomenological Exploration,” Journal of Consumer Research, 16 (2), September, 147-157.
· Thaler, Richard H. and H.M. Shefrin (1981), “An Economic Theory of Self-Control,” Journal of Political Economy, 89 (April), 392-410.

· Trope, Yaacov and Ayelet Fishbach (2000), “Counteractive Self-Control in Overcoming Temptation,” Journal of Personality and Social Psychology, 79 (4), 493-506.

· Berry, Christopher J. (1994), The Idea of Luxury: A Conceptual and Historical Investigation, New York, NY: Cambridge University Press.
· Hirschman, Elizabeth C. and Morris B. Holbrook (1982), “Hedonic Consumption: Emerging Concepts, Methods, and Propositions,” Journal of Marketing, 46 (Summer), 92-101.

· Holbrook, Morris B. and Elizabeth C. Hirschman (1982), “The Experiential Aspects of Consumption: Consumer Fantasies, Feelings, and Fun,” Journal of Consumer Research, 9 (September), 132-140.
Additional Readings (continued)

· Prelec, Drazen and Richard J. Herrnstein (1991), “Preferences or Principles: Alternative Guidelines for Choice,” in Strategy and Choice, ed. Richard J. Zeckenhauser, Cambridge, MA: MIT Press, 319-340.

· Scitovsky, Tibor (1992), The Joyless Economy, Rev. ed., NY: NY: Oxford University Press.
· Shu, Suzanne B. (2008), “Future-Biased Search: The Quest for the Ideal,” Journal of Behavioral Decision Making, 21, 352-77.
· Schrift, Rom, Oded Netzer, and Ran Kivetz (2011), “Complicating Choice,” Journal of Marketing Research, 48 (2), 308-326. (Winner, 2010 Best Competitive Paper Award, Society of Consumer Psychology)
· Giner-Sorolla, Roger (2001), “Guilty Pleasures and Grim Necessities: Affective Attitudes in Dilemmas of Self-Control,” Journal of Personality and Social Psychology, 80 (2), 206–21.

· Lastovicka, John L., Lance A. Bettencourt, Renee Shaw Hughner, and Ronald J. Kuntze (1999), “Lifestyle of the Tight and Frugal: Theory and Measurement,” Journal of Consumer Research, 26 (June), 85–98.

· Rick, Scott I., Cynthia Cryder, and George Loewenstein (2008), “Tightwads and Spendthrifts,” Journal of Consumer Research, 34 (April), 767–82.

Session 6:  Synthesizing Myopia and Hyperopia
When: Thursday, May 3, 2018, 2:15 p.m. – 5:30 p.m.

Where: Uris 140
Readings

1. Rom Schrift, Ran Kivetz, and Oded Netzer (2016), “Complicating Decisions: The Work Ethic Heuristic and the Construction of Effortful Decisions,” Journal of Experimental Psychology: General, 145(7), 807-829.
2. Mehta, Ravi, Rui (Juliet) Zhu, and Joan Meyers-Levy (2014), “When Does a Higher Construal Level Increase or Decrease Indulgence? Resolving the Myopia versus Hyperopia Puzzle,” Journal of Consumer Research, 41(August), 475-88.
Assignments
1. Carefully read the aforementioned papers.

2. Prepare a PowerPoint presentation (maximum 7 slides) that details your individual research idea and/or hypothesis regarding a synthesis between myopia and hyperopia.  That is, you should propose a synthesis of myopia (the original “thesis”) and hyperopia (the subsequent “antithesis”) into a unified theory of self-control.  Your presentation should include a proposed theory, hypotheses, design of studies, and predicted findings.

Bring your slides to class on a flash drive so you can present in class from the podium.

Session 7:  The Behavioral Economics of Incentives
When: Thursday, May 10, 2018, 10:00 a.m. – 12:00 a.m.

Where: Uris 327
Readings

1. Kivetz, Ran and Itamar Simonson (2002a), “Earning the Right to Indulge: Effort as a Determinant of Customer Preferences Toward Frequency Program Rewards,” Journal of Marketing Research, 39 (May), 155-170.
2. Kivetz, Ran, Oleg Urminsky, and Yuhuang Zheng (2006), “The Goal-Gradient Hypothesis Resurrected: Purchase Acceleration, Illusionary Goal Progress, and Customer Retention,” Journal of Marketing Research, 43 (1), 39-58.
3. Gneezy, Uri, Stephan Meier, and Pedro Rey-Biel (2011), “When and Why Incentives (Don’t) Work to Modify Behavior,” The Journal of Economic Perspectives, 25(4), 191-209.

4. Beshears, John Leonard, James J. Choi, David Laibson, Brigitte C. Madrian, and Jung Sakong (2011), “Self Control and Liquidity: How to Design a Commitment Contract,” RAND Working Paper Series WR-895-SSA.

Assignment
1. Carefully read the aforementioned papers.

2. Revise your PowerPoint presentation (maximum 7 slides) that details your individual research idea and/or hypothesis regarding a synthesis between myopia and hyperopia.  That is, you should propose a synthesis of myopia (the original “thesis”) and hyperopia (the subsequent “antithesis”) into a unified theory of self-control.  Your presentation should include a proposed theory, hypotheses, design of studies, and predicted findings.  You should revise this presentation so to address the comments, suggestions, and concerns that were raised by myself and by your classmates when you first presented the idea in the past two sessions.  You should make sure that you can present in a very clear manner your ideas, hypotheses, and studies (including operationalization of variables and expected results).  Each student will have 5 minutes to reintroduce her/his research idea synthesizing myopia and hyperopia and any improvements in this idea and the related study/studies.
Bring your slides to class on a flash drive so you can present in class from the podium.

Additional Readings

· Benabou, Roland and Jean Tirole (2003), “Intrinsic and Extrinsic Motivation,” The Review of Economic Studies, 70(3), 489-520.

· Ryan, Richard M. and Edward L. Deci (2000), “Intrinsic and Extrinsic Motivations: Classic Definitions and New Directions,” Contemporary Educational Psychology, 25, 54-67.
· Wadhwa, Monica and JeeHye Christine Kim, (2015), “Can a Near Win Kindle Motivation? The Impact of Nearly Winning on Motivation for Unrelated Rewards,” Psychological Science, 26(6), 701-708.
· Goswami, Indranil and Oleg Urminsky (2017), “The Dynamic Effect of Incentives on Postreward Task Engagement,” Journal of Experimental Psychology: General, 146(1), 1-19.
· Hsee, Christopher K., Fang Yu, Jiao Zhang, and Yan Zhang (2003), “Medium Maximization,” Journal of Consumer Research, 30 (1), 1-14.
· Kivetz, Ran (2005), “Promotion Reactance: The Role of Effort-Reward Congruity,” Journal of Consumer Research, 31 (4), 725-736.
· Kivetz, Ran, and Itamar Simonson (2003), "The Idiosyncratic Fit Heuristic: Effort Advantage as a Determinant of Consumer Response to Loyalty Programs," Journal of Marketing Research, 40 (4), 454-467.

· Roehm, Michelle, Ellen Bolman Pullins, and Harper A. Roehm, Jr. (2002), “Cultivating Brand Loyalty for Consumer Packaged Products,” Journal of Marketing Research, 39 (May), 202-213.
· van Osselaer, Stijn M. J., Joseph W. Alba, and Puneet Manchanda (2004), "Irrelevant Information and Mediated Intertemporal Choice," Journal of Consumer Psychology, 14 (3), 257-270.
· Lim, Noah, Michael J. Ahearne, and Sung H. Ham (2009), “Designing Sales Contests: Does the Prize Structure Matter?” Journal of Marketing Research, 46 (3), 356–371.
· Lim, Noah (2010), “Social Loss Aversion and Optimal Contest Design,” Journal of Marketing Research, 47 (4), 777-787.
Session 8:  Social Media
When: Thursday, May 17, 2018, 2:15 p.m – 5:30 p.m

Where: Uris 327
Readings

1. Watts, Duncan (2003), Chapter 2 in “The Origins of a ‘New’ Science,” in Six Degrees: The Science of a Connected Age, New York, NY: W.W. Norton & Company. 

2. Allcott, Hunt and Matthrew Gentzkow (2017), “Social Media and Fake News in the 2016 Election,” Journal of Economic Perspectives, 31(2), 211-36.

3. Jun, Youjung, Rachel Meng, and Gita V. Johar (2017), “Perceived Social Presence Reduces Fact-Checking,” Proceedings of the National Academy of Sciences, 114(23), 5976-5981. 

4. He, Daniel and Ran Kivetz (2017), “Being in the Moment: The Effects of Ephemeral Communication in Social Media,” Working Paper.
Assignment
1. Carefully read the aforementioned papers.

2. Prepare a PowerPoint presentation (maximum 7 slides) that details your individual research idea and/or hypothesis regarding consumer behavior on social media.  Your presentation should include a proposed theory, hypotheses, design of studies, and predicted findings.

Additional Readings

· Berger, Jonah and Katy Milkman (2012), “What Makes Online Content Viral?” Journal of Marketing Research, 49 (2), 192-205.
· Goldenberg, Jacob, Barak Libai, and Eitan Muller (2001), “Talk of the Network: A Complex Systems Look at the Underlying Process of World-of-Mouth,” Marketing Letters, 12(3), 211-223.
· McPherson, Miller, Lynn Smith-Lovin, and James M. Cook (2001), “Birds of a Feather: Homophily in Social Networks,” Annual Review of Sociology, 27, 414-44.
· Wilcox, Keith and Andrew T. Stephen (2013), “Are Close Friends the Enemy? Online Social Networks, Self-Esteem, and Self-Control,” Journal of Consumer Research, 40(1), 90-103.
· Brown, Jo, Amanda J. Broderick, and Nick Lee (2007), “Word of Mouth Communication Within Online Communities: Conceptualizing the Online Social Network,” Journal of Interactive Marketing, 21(3), 2-20.
Session 9:  Discussion of Research Ideas for Course Papers
When: Tuesday, May 22, 2018, 2:15 p.m – 5:30 p.m

Where: Uris 327
Assignment
1. Arrive prepared to thoroughly explain your research idea for the course paper.

Session 10: “Bridging Behavioral Economics and Marketing Science in the Store”

When: Thursday, May 24, 2018, 2:15 p.m – 5:30 p.m

Where: Whole Foods Market, 808 Columbus Ave. (b/w 100th and 97th Streets)

We will meet at the entrance to the store and will discuss ideas for field experiments and secondary data analysis from this location.
Sessions 11 - 12:  Final Presentations of Course Papers
When: Tuesday, May 29, 2018, 2:15 p.m – 7:00 p.m

Where: Uris 327
Details will follow.
