COLLEGE OF MANAGEMENT

GEORGIA INSTITUTE OF TECHNOLOGY

Management 6302

Consumer Behavior

Semester:
Spring 2008
Class Time:
Mon - Wed 9:35 – 10:55

Instructor:
Dr. Naresh K. Malhotra

Office:
College of Management, Rooms 4212 (430)

Telephone:
(404) 894-4358

Office Hours:
Mon –Wed 11:00 – 1:00 pm. You do not need a prior appointment to see me.  Just drop in.  Also available at other times by appointment. 

Course

Description:  
The primary objective of this course is to provide an opportunity for studying the theory and applications of the principles governing the behavior of buyers.  The specific objectives include:


1.
Examining the theories, concepts, methods, and research findings 
that may be useful to the study of buyer behavior.


2.
Relating behavioral concepts and consumer research findings to 
marketing decision making.


3.
To have a strong managerial focus.


4.
To make the course material relevant to the current environment 


including a focus on ethical issues.

At the end of the course, the students should be able to:

1.
Describe in their own words using their own illustrations, the various concepts of consumer behavior.

2.
Apply consumer behavior concepts in real life marketing situations with specific focus on analyzing magazine advertisements and TV commercials.

Course Requirements:


Project (Analyses & Presentations) 
20.0%


Case Analyses
20.0%


First exam
20.0%


Final Exam (optional)
20.0%


Class Attendance & Participation
20.0%


100.0%

For those choosing to NOT take the final exam, their grade will be prorated based on the other requirements.  The final exam will probably be a take-home exam, most probably the New Beatle case.

Exam and Presentation Dates  


First Exam 



March 24, 2008

Final 




As scheduled in the Finals week


First Project Presentation

March 12, 2008

Final Project Presentation

Last Week of Classes

Cold Calling
Students will be called upon to answer questions in the class.  Students who feel uncomfortable can excuse themselves but they will lose CP credit.  There will also be credit for spontaneous CP.

Self-grading of class attendance and participation

Each student is required to keep a log and grade her/himself on class attendance and participation.  I will use this as input.  However, I will determine the grade for class participation.

Class Sessions
It shall be assumed that students have read and analyzed the assigned materials such as class notes, book chapters and cases before the class session. Each of you is expected to contribute to class discussion. To a large extent, learning in this course will be related to your preparation of assigned materials and your willingness to expose your viewpoint to the critical judgment of your classmates. One method that will improve your performance in this course is an attempt to write your thoughts, ideas, opinions, solutions pertaining to a case in addition to reading and performing a mental (non-written) analysis. I encourage you to prepare a short summary of your case analysis for each class session for which a case is assigned.  The questions discussed in the class will be much broader than those given in the case. 

Harvard Case Analyses
The objective of the Harvard cases is to illustrate how the different consumer behavior principles have been or can be applied to solve real-world problems.  The emphasis will be on the appropriateness and use of consumer behavior principles, rather than on the larger strategic issues. Therefore, you may find that the case discussion in this course is somewhat different than you may have experienced in other courses.  You must specifically answer the focal questions assigned for each case.  These questions are given in this syllabus.
Required

Text:


Leon G. Schiffman and Leslie Lazar Kanuk, Consumer Behavior, Ninth Edition, Prentice Hall, 2007 (S&K). 

Journal Articles:
Ethical Decision-Making by Consumers: The Roles of Product Harm and Consumer Vulnerability. By: Jones, Jeri; Middleton, Karen. Journal of Business Ethics, 
Feb2007, Vol. 70 Issue 3, p247-264, 18p

Consumers’ Ethical Beliefs: The Roles of Money, Religiosity and Attitude toward Business. By: Vitell, Scott; Singh, Jatinder; Paolillo, Joseph. Journal of Business Ethics, Aug2007, Vol. 73 Issue 4, p369-379, 11p

What Motivates Software Crackers? By: Goode, Sigi; Cruise, Sam. Journal of Business Ethics, May2006, Vol. 65 Issue 2, p173-201,

Social Responsibility and the Marketing Educator: A Focus on Stakeholders, Ethical Theories, and Related Codes of Ethics. By: Malhotra, Naresk K.; Miller, Gina L.. Journal of Business Ethics, Apr99 Part 1, Vol. 19 Issue 2, p211-224,
Note: All these journal articles can be downloaded from the GT library. Use the eJournals.
Course

Outline:

1. Introduction and consumer decision making, S&K, Chapters 1 and 16.  Ethical theories.  Read Malhotra, Naresk K.; Miller, Gina L

Case Analysis I due in one week.

2. Market Segmentation, S&K, Chapter 3

3. Motivation, S&K, Chapter 4.  Ethical issues. Read Goode, Sigi; Cruise, Sam

Case Analysis II: TiVo case due in one week.

4. Personality and Psychographics, S&K, Chapter 5.  .  Ethical issues. Read Vitell, Scott; Singh, Jatinder; Paolillo, Joseph

Case Analysis III: Hieneken case due in one week.

5. Perception, S&K, Chapter 6.  .  Ethical issues. Class Notes

Case Analysis IV: Land Rover case due in one week.

7. Learning S&K, Chapter 7.  .  Ethical issues. Read Jones, Jeri; Middleton, Karen

Case Analysis V: The New Beetle case due in one week.

8. Attitudes, S&K, Chapters. 8.  .  Ethical issues. Malhotra, Naresh K.; Miller, Gina L
9. Interpersonal Influences: (Skim Chapters 10 to 14).  Ethical issues. Class Notes.
10. Student Project Presentations

Project:

The project will involve applying the principles of Consumer Behavior discussed in class to explain the advertising and marketing strategies adopted by marketers of various products.  The students will be required to analyze seven magazine advertisements of various brands in a given product category, as well as other available information relating to the particular product category.  Some product categories that are appropriate are:
1.
Detergents

2.
Toothpaste

3.
Diapers

4.
Toilet soaps

5.
Fast food restaurants

6.
Perfumes

7.
Cereals

8.
Soft drinks

9.
Shampoos

10.
Airlines

11.
Cosmetics

12.
Department store chains

13.
Automobiles

14.
Athletic shoes (Nike, Reebok, etc.)

15.
Hotels

16.
Candy (Hershey, M&M/Mars, etc.) 

Students should scan the original ads and convert it to a PowerPoint file.  They should submit the original ads (in paper form) as well the PowerPoint file.  There is no required length of the project.  This instructor emphasizes quality and not quantity.  However, the project should be comprehensive in nature.  The project must be typed.  Please submit a hard copy and a disk copy (using MS Word).

The DEADLINE for the submission of the project material is Monday, April 14, 2008 at the beginning of class.

Students will be required to make presentations of their projects.

The project should be organized into the following chapters.

Chapter 1:
Introduction: - Background information about the industry.  This chapter should cover information on:

a.
Size of the market - in annual sales (units & dollars).

b.
Past and projected future growth in sales.

c.
Market share of the major brands.

d.
Profitability of the different brands.

e.
Elements of the competitive environment.

f.
Other pertinent information.

Please cite all the references giving complete information on each.  This information can be obtained over the Internet and by using the GALILEO database (www.library.gatech.edu).  Select Business and Economics and then ABI Inform.

Chapter 2:
Motivation - Please consider the product category that you have selected for your project.  Analyze the advertisements that you have selected to answer the following questions.


1.
What conditions have been employed to lead to arousal?  Which 
motivational appeals in Maslow's hierarchy have been made?


2.
How are the aroused motives being directed toward the marketer's brand?


3.
Please illustrate how the principles of motivation discussed in class could 
be better employed to more effectively market the brand.

Chapter 3:
Personality - Please consider the product category that you have selected for your project.  Analyze the advertisements that you have selected to answer the following questions.


1.
Which of the personality theories discussed in class could be used to 
describe the various ads?


2.
How could the various personality theories be employed to more effectively market the brands?

Chapter 4:
Perception - Please consider the product category that you have selected for your project.  Analyze the advertisements that you have selected to answer the following questions.


1.
Which of the principles of perception discussed in class could be used to 
describe the various ads?

2. How could the various principles of perception be employed to more effectively market the brands?

Chapter 5:
Learning - Please consider the product category that you have selected for your project.  Analyze the advertisements that you have selected to answer the following questions.

1. Which theories of learning discussed in class could be used to analyze the various ads?

2.
How can the application of learning principles to advertising discussed in class be used to describe the various ads?


3.
How could the various principles of learning be employed to more 
effectively market the brands?

Chapter 6:
Mock Advertisement - Please develop an ideal advertisement based on the principles of motivation, personality, perception, and learning discussed in the class.  Please explain why and how this advertisement developed by you is better than those considered in your project.

Group Work:

The project, student presentations, as well as the cases will be done in small groups.  You are free to form your own group.  You will have an opportunity to provide me with feedback on your group's operation.  A confidential peer evaluation form about contribution of each member is required to be filled in by each group member separately for the project and the cases.  A copy of the form is attached at the end of the syllabus.   I will assign individual grades taking this feedback into consideration.
Student Group Presentations:
1. Geographic, demographic, psychological, and sociocultural segmentation, pages 47-57
2. Use-related, use-situation, benefit and hybrid segmentation, pages 57-75

3. Needs and Goals, positive and negative, rational versus emotional motives, pages 83-89
4. Needs, success & failure, substitute goals, frustration, and multiplicity of needs, pages 89-94
5. Types and systems of Needs with a focus on Murray’s list, A trio of Needs, Pages 97-98, 102-105
6. Consumer Innovativeness and related personality traits, pages 123-127
7. Consumer materialism to Compulsive consumption, pages 128 to 133
8. Brand personality, personification and product personality, pages 133-137
9. Subliminal perception, pages 155-158

10. Product positioning, repositioning, and positioning of services, pages 170 to 177
11. Perceived price, quality and price/quality relationship, pages 177-185
12. Stimulus generalization and stimulus discrimination, pages 203-210.

Case Analysis I

Harvard Case: CONSUMER BEHAVIOR EXERCISE 

The objectives of this case are:

1. To cultivate empathy for and appreciation of the lived experience of the consumer.

2. To further your understanding of the consumer behavior model presented in the class.
Each group will be assigned one of the following cases (A, B, or C):

a. 
Consumer Behavior Exercise (A) (Case no 9-596-039)
b. 
Consumer Behavior Exercise (B) (Case no 9-596-040)
a. 
Consumer Behavior Exercise (C) (Case no 9-596-041)

Each group should:
1. Conduct the depth interview as specified in the assigned case.  Prepare a short report about who was interviewed and how long the interview took.

2. Based on the findings of the depth interview, construct a model of consumer behavior as discussed in the class. Describe the various parts of the model.

3. Which ethical theory/theories best describes the model you have constructed.

Case Analysis II
Harvard Case: TiVo (Case no. 9-501-038)

The objective of this case analysis is to show the linkage of consumer behavior principles, with a focus on motivation, to marketing decisions.  Please answer the following questions.
1. Situating the case: What is the situation facing TiVo?

2. What are the benefits consumers can derive from TiVo?

3. How do the benefits derived by consumers translate into a product definition for TiVo, i.e., what type of a product is TiVo?

4. What is the role of interpersonal influences in the consumer’s decision to buy/use TiVo?

5. Analyze the print ads (Exhibits 4 and 5) in terms of conditions that have been employed to generate motive arousal?

6. How are the aroused motives being directed in the print ads (Exhibits 4 and 5).

Case Analysis III
Harvard Case: HIENEKEN N.V.: GLOBAL BRANDING AND ADVERTISING (Case) No. 9-596-015)
The objective of this case analysis is to show the linkage of consumer behavior principles, with a focus on personality theories, to marketing decisions.  Please answer the following questions.

1. What are Hieneken’s strengths and Weaknesses?
2. How would you segment the market for beer?

3. How can Hieneken apply the psychoanalytic theory of personality to market the brand?
4. How can Hieneken apply the psychographic and lifestyle theory of personality to market the brand?

5. How can Hieneken apply the self concept theory of personality to market the brand?

6. What advertising theme would you recommend for Hieneken in developed countries? In developing countries?
7. Discuss the Ethical issues involved in marketing beer and alcoholic beverages.

Case Analysis IV
Harvard Case: LAND ROVER NORTH AMERICA (LRNA) (Case no 9-596-036)

The objective of this case analysis is to show the linkage of consumer behavior principles (motivation, personality, and perception) to marketing decisions.  Please answer the following questions.

1. Understanding Category Motivation: What needs do people seek to satisfy while buying SUVs? What appeals in terms of Maslow’s hierarchy are likely to be effective?

2. Who is the typical SUV target consumer and how is this changing? How can the typical consumer be characterized in terms of the various theories of personalities?

3. How would you segment the market for SUVs? (See S & K Chapters 1, 2, and 3).

4. Differentiation: What are the differences among competitive SUV offerings?

5. What is the distinctive role and positioning of the different brands within the Land Rover line?

6. How does Land Rover attempt to attract attention in its print ads?

7. What principles of perception can LRNA apply to more effectively market Land Rover Discovery?

Case Analysis V
Harvard Case: THE NEW BEETLE (Case no 9-501-023)

The objective of this case is to illustrate the application of learning theories in a real life context.  Please answer the following questions.

1. What is the meaning of the VW Brand?

2. Analyze exhibits 6, 7, and 8 in terms of the various theories of learning.  Which of these ads (exhibits) best communicates the meaning of the VW brand?

3. What is the positioning of the New beetle?

4. Using the various theories of learning developing a print ad that best communicates the positioning of the New Beetle.

Note: Some of these cases can be purchased directly from Harvard Business Online:

http://harvardbusinessonline.hbsp.harvard.edu; the others you should order yourself for delivery by mail.
Other Administrative Comments:
1.
If, at any point during the course, you have any questions or concerns regarding any aspect of the course, please do not hesitate to contact me in person, via email or by phone.  If scheduled office hours are inconvenient to you, contact me after the class to arrange an alternative appointment.

2. Use name cards regularly in class throughout the term and take the same seat in every class.  Being absent from class without prior intimation will result in substantial reduction in points for class participation.  However, it is OK to miss class for legitimate reasons (e.g., job interviews, plant visits, etc.) with prior intimation.
3. There will be some guest speakers making presentations.

4. Surfing the Internet in the class or engaging in any course unrelated activities is not allowed.

Confidential Peer Evaluation Form
Please complete and submit this form whenever you complete group work. This information will be treated as confidential. You have 100 points to allocate among your group members, excluding yourself. Please assign some number of points (0-100, and no negative points) to each member of your group.

Your name:______________________________________________, 

Group Activity:___________________________________________, Group #:_____________________

The allocation of points given below, represents OVERALL CONTRIBUTION made by various members of my group excluding myself:
Name of the group members

Number of points

1. _____________________

______________

2. _____________________

______________

3. _____________________

______________

4. _____________________

______________



       Total: 100
COMMENTS are required if your distribution of points is not uniform:

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________
Self Grading of Attendance and Class Participation
Your name:______________________________________________, 

Number of classes missed:

Informed the professor



_______

Number of classes missed:

Did not inform the professor


_______

Class Participation Grade:

Frequency of CP




_______

Quality of CP




_______

3

1

