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Because of classroom availability, we will meet at various locations.  Please consult the Canvas site for weekly locations.
Syllabus
Course Objectives:
Traditionally, marketing can be oversimplified as a tale of two approaches, one consisting of the quantitative analysis of markets and their participants, the other the application of theories from the behavioral sciences (primarily psychology, and to some extent sociology and anthropology) to the study of consumer behavior.  These days are over:  Increasingly, quantitative modelers are realizing the importance of behavioral constructs, and the study consumer behavior has become increasingly rigorous, addressing and in some cases questioning the assumptions made by quantitative modeling.   Simply put, the goal of this course is to prepare you for a research career that can meaningfully combine both approaches.

To do this, the course should do two things:

(1) Expose all participants, even those whose research interests will not primarily be in consumer behavior, behavioral economics, cognitive and social psychology to basic concepts in the area.  This should provide them both with "cultural literacy” and the knowledge of the available concepts and tools in consumer research.

(2) Provide the opportunity for you to discover areas of interest, and to become an expert in these areas.   

An ancillary goal is to provide you with an understanding of behavioral research methodology.  We will read articles not just for their conceptual content, but also as case studies of the decisions that a researcher makes in designing a study.  Thus your reading of empirical studies should pay attention to methodological details, as well as to the results.  Your understanding of the content of the articles will be tested during in-class discussion.  Our goal is constructive criticism

Assignments:
For each week, I expect you to carefully read each of the assigned articles, unless otherwise indicated.  In addition, I expect one of you to 'volunteer' to become an expert on each of the articles and be prepared to present it to the class.   My style in doctoral seminars is primarily Socratic.  You should be prepared to work on your feet as we work together to get an active understanding of the material covered.

Each week, I expect each student to prepare a simple paragraph posing a question about the one or more of the readings assigned for that week.  These are due, via email, midnight before the day we meet, and no late assignments will be graded.  I will use these to orient class discussion.  Remember, there are no such things as stupid questions, and it will be your fault if there are unquestioned assumptions.  I will grade these each week using a simple check, check plus, no credit system.

One way to help you sharpen you methodological and conceptual skills is to review articles.  During the semester, I will assign you at least one previously published article to review. You should produce professional-level reviews as if you had been given these articles as manuscripts by the editor of your favorite journal.  

Finally, I expect you, by the end of the course, to produce a literature review that also proposes an empirical study. I will also experiment this semester with the web in two ways: First, I will be posting many of the readings, where possible on web.   More importantly, I will help you learn about using the web for research.  

Readings:
In general, I will use two types of articles:  The first type of article will be one from the basic disciplines, sometimes theoretical, sometimes empirical, which illustrates the state-of-the art for some important concept.  The second type will be a marketing application of that concept. 

Since the enrollment is small, topics can be determined negotiation, using three principles: (1) what I think you need to know, (2) what I think is new and interesting, and (3) what you think you need to know.  

Finally, remember one thing:  This is fun!

Resources

Books:

These are background books that should be useful as you try and identify topics.

Bettman, James R., (1976) An Information Processing Theory of Consumer Behavior, Reading, Mass: Addison-Wesley.

Carroll, J. and Johnson, Eric.   Decision Research: A field guide.

Kahneman, D., & Tversky, A. (Eds.). (2000). Choices, values, and frames: New York, NY, US: Cambridge University Press. (2000). xx, 840pp.

Kahneman, D.   (2012) Thinking, Fast and Slow.
Weekly readings and assignments will be available on Canvas.
Topics
	Topic
	Dates

	Background….Human Cognition  
	August 31

	Loss Aversion 
	Sept  13

	Risk
	Sept   20

	Impatience
	Oct 1

	Mental Accounting  
	Oct 8

	Context Effects
	Oct 25

	Consumer Financial Decision Making
	TBA

	Behavioral Game Theory
	November 1

	Hedonic Forecasting   
	November 8

	Choice Architecture
	November 15


I will usually introduce each topic with a small lecture
Grading

Grades will be assigned based on

1) Class participation and preparation.    Questions and comments in class will account for 25% of the grade.

2) Course Presentations: Presenting articles in class and other assignments will account for 25% of the grade.

3)  Research Applications:   At the end of the course, each student should submit a well researched paper applying concepts in this class. I expect a full research proposal outlining experiments, with hypothesized data and proposed analyses.   As we will discuss in class, I would hope that you do an analysis of the replicability of the research in the area.
