
SYLLABUS - MKT 303 - Consumer Behavior

Wright State University

Fall, 2010 
 T, Th. 10:25 - 12:05 PM

 041 Rike
   I.
BASIC INFORMATION
Professor: Dr. Inder P. Khera, 205 Rike Hall
Telephone: Office: 775-2127, Home: 937-773-5580, Marketing Department: 775-3047 

Email: inder.khera@wright.edu, web site: www.wright.edu/~inder.khera 

Office Hours: T, Th:  2:00–3:30PM, T 4:00-5:00PM, and by appointment

Please note: 1. Any e-mails that I send to you will be at your WSU e-mail address, so please get in the habit of checking your Wright State e-mails If, however, you send me an e-mail from another address, I would answer by simply clicking the “reply” button. If you need to know if your e-mail has reached me, please send it “Return Receipt Requested. 
2. You must include MKT303 in the subject line of any e-mails you send me. 

3. It is better to send me an e-mail than leave a message on my voice mail because. I

check my e-mail more often than my voice mail.

4. It is your responsibility to make sure your mailbox has enough space so that you can receive any e-mail messages I send you If I get an “over quota” message, I will not resend the message unless you notify me that you have created enough space..

Text:
Schiffman & Kanuk, Consumer Behavior 10 e, Prentice-Hall, 2009
Subscription: You should subscribe either to The Wall Street Journal or Business Week (or both if you so desire). Both are highly discounted.
  II.
LEARNING OBJECTIVES AND DESCRIPTION OF COURSE
To help students acquire an understanding of the purchasing decision process of individuals and families. Psychological, societal and cultural influences on consumer decisions will be examined. Marketing strategy implications of conceptual constructs will be discussed throughout the course.
The students will understand:

1. The decision and buying process of the consumers and other buying units (primarily individuals and families) and their relationship to effective marketing. 
2. The complex nature of consumer behavior and the contributions made to its understanding by such disciplines as economics, psychology, sociology,  etc.

3. Technology in consumer behavior.

III. PREREQUISITES:  Prerequisite for this class is MKT250 or equivalent with a C or better. It is your responsibility to make sure that you have the appropriate prerequisite otherwise the registrar’s office may drop you from this class at any time.
IV.
MODE OF INSTRUCTION
Class Sessions: The class format will be lecture/discussion type.  Lectures may not follow the book chapter-by-chapter or topic-by-topic. Not all material in the book will be covered in class and other material covered in class may not be in the book. PowerPoint slides will be used extensively. I will put selected (not all) slides on the course web site or e-mail them directly to you a few days before each exam. 

Please ask questions whenever something is not clear, share your experiences with the class, and contribute to the class in any other appropriate way.

A class in a professional school is like a professional meeting. Your behavior in class should therefore be akin to being in a professional meeting. This means that you do not talk to your neighbors, use cell phones, exchange notes, go in and out of class, or otherwise engage in behavior that might distract the professor or your fellow students. 

V.
WHAT THE STUDENTS ARE EXPECTED TO DO
Attend all class sessions: Attendance is expected and absences will be treated as: no

penalty for 2 absences (10% of the class sessions); after 2 absences, the student will not

have his/her score automatically moved up 1 percentage point if the student’s overall
final average percentage score ends in a 9. Attendance means that you arrive on time

and stay for the entire class period. You must sign the attendance sheet (full signature)

by the end of a class. It is not permitted to sign someone else’s name or have someone
else sign your name. The minimum penalty for doing so will be one letter grade
reductions for the course for both students. Excused absences will require a written
reason from a physician, supervisor, coach, funeral director, etc.  No changes to
attendance records will be made after the end of the class session.

Take the scheduled examinations: There will be two exams during the term.  The first exam will cover the first half of the course material (chapters, class notes, and assignments if any). The second exam will cover the remainder. Exams will be multiple-choice type and will contain 60-80 questions each. About one minute will be allowed to answer each question. Even though class lectures will be general, exam questions (because of the nature of multiple choice questions) will be specific. EXAMINATIONS WILL COVER ALL ASSIGNED MATERIAL, EVEN IF SOME CHAPTERS OR TOPICS ARE NOT SPECIFICALLY COVERED IN CLASS.

Make-up any missed exams:  If, for some reason, you cannot take an exam at the regularly scheduled time, you must notify me PERSONALLY before the exam time.  Failure to do so may result in penalty points or you not being allowed to make up the exam. The make-up exam may be the same format as the regular exam or any other format (short essay, long essay, true/false, oral etc.) at the professor’s discretion

Class Assignments: 

For every class beginning with the second Tuesday of the quarter, bring a write-up of a current item relating to some aspect of consumer behavior/consumer marketing from The Wall Street Journal or Business Week (these publications only; issue date going back no more than 4 weeks). The item you write about must be at least 24 column inches long and should be attached to your report (attach a copy if you get it from the Internet). Unstapled papers will not be accepted. 

Prepare a one-page report as follows: 
Top of the page: Your name and the date you submitted the report.
Line 2: Full citation of the source article: (author name, title of the article, name of publication, date of publication, and page numbers.
Next paragraph: A brief summary (use this heading) of the item. About 2/3rd of the page.

Next paragraph:  Your opinion as to what impact (use this heading) will this item have on some aspect of consumer marketing/consumer behavior in the US or abroad. About 1/3rd of the page. 

Format: Word or a similar format and not to exceed one double-spaced page, size 12 font.
Submission: Hand in the paper during the class. If your name is called during a class, briefly discuss the item for the benefit of the class and circle your name before handing in the paper. Each student must hand in his/her paper personally in class, i.e., you may not hand in a paper on somebody else’s behalf or submit it by e-mail. Your paper will not be accepted if you are absent when your name is called or you did not sign the attendance sheet. 
These papers will be counted but not graded unless they are very poorly written, do not have the required column-inch length, are from the wrong publication, or are otherwise significantly deficient. Such papers will usually get ½ or zero credit.

Individual Assignment: Article Reports 
Read four consumer behavior related major articles (no 1-3 page notes, interviews, points-to-ponder, ideas-for-the-future or other opinion type “articles”) from the Harvard Business Review, Business Horizons, Journal of Consumer Research, or Journal of Marketing. Prepare a PowerPoint summary and critical review of each article. Cite the article as: name(s) of the author(s), year of publication, “title of the article”, name of the journal, volume, issue, page numbers. Use exactly this format and let the citation wrap around, i.e., do not use separate lines for author, title etc. Your report should be about 16-20 slides long. Print four slides per page. Both, the slides and the page must be in landscape format. Use large enough font to be easily read in a four-slides-per-page format. The first slide (top left of page 1) is your cover page. It should have the complete citation of the article (see above) at the top of the slide, MKT 303-F10 followed by article number (1 – 4) in the middle of the slide, and your name and the date you submit near the report at the bottom of the slide. The remaining slides should provide a summary of the article (label each slide with a small ‘Summary’), then a couple of slides labeled ‘What I Thought of the Article’ (article’s writing style, logical organization, clarity, easy to understand language, completeness of the arguments etc). The final 2 - 4 slides each labeled ‘What I learned From It’ should contain things such as what new concepts, facts/ideas you learned from the article, usefulness of the article information for you and for marketers of consumer products, etc. Do not use dark background in any of the slides. Papers are due before the end of the class on Thursdays, 9/16, 9/30, 10/14, and 10/28/2010. Hand in a hard copy in class or, with my permission, e-mail it to me by 12:05PM on due date. Do not do both (5-point penalty for submitting both).
You do not need to buy any articles off the Internet. Go to the WSU library, click on Databases, choose Business Source Complete (it is one of the best for business articles), enter key words such as consumers, buyers, etc., choose Advanced Search and specify HBR, JM etc., also check Full Text and, if you want, specify years of publication. You will get many hits. All this is free to you as WSU students. 
Just because you submit a paper does not mean that you will get full credit for it. The actual score for each report will consider such things as choosing the right type of articles from the required journals, correct citation, correct format (landscape/landscape), well laid-out slides, use of appropriate font size (easily readable in a four-slides-per-page format), use of bullet points with short explanations (no Word style paragraphs), use of correct English, parsimony of words, a good flow of ideas, well thought out concluding slides (what you learned and usefulness of those ideas), no dark backgrounds, staying within the length limit, clear expression, etc.  There will be 1 to 10 point penalties for not following these instructions. I may or may not make any comments on the papers. There is generally no correlation between the number of comments and the score for a paper.
Please save a copy of all work you submit (for your own portfolio and in case you need to resubmit a copy of the report to me). The professor also reserves the right to keep copies of some or all of your work for pedagogical purposes.
VI.
HOW THE STUDENTS ARE GOING TO BE GRADED
Your final grade will be based on the following point distribution:

Exam 1


60-80 points 
Exam 2


60-80 points
Class Assignments

50 points (10 @ 5 points each)
Article Reports

80 points (4 @ 20 points each)
Quizzes

           
0 - 25 points (0-5 quizzes @ 5 points each)
TOTAL
          
           250-315 points

The highest (or near-highest) score in each exam will be converted to 100%.  All other scores will then become a percent of that score in that exam.  The scores for the project will simply be out of the 100 points allocated to the project. The final grade will be determined by a standard curve (90, 80, 70, 60, etc.) applied to the overall average percent score in all activities adjusted for absences
.

VII.
COVERAGE OF ETHICS, INTERNATIONAL MARKETING AND COMPUTER             USAGE
Ethics and international dimensions of consumer behavior will be discussed wherever appropriate, Use of computers is required for typing the class assignments and the book reports.

VIII.
POSTING OF GRADES/RETURN OF TERM PAPERS
Please look for your grades on WINGS Express beginning Tuesday afternoon after the finals week. Any papers that I owe will be placed in the clear plastic holders outside my office. I will also leave any papers that I owe you in those plastic holders. Please pick them up since unclaimed papers will be discarded about 2-3 weeks after the final exam.
IX.
TENTATIVE ASSIGNMENTS
Week

Topic






Chapter(s)
 
 l

Understanding Consumer Behavior


   1

 2

Consumer research, Segmentation


   2, 3 

 3

Motivation, Personality



   4, 5

 4

Perception, Learning

 
    

   6, 7      

 5

Attitude and Attitude Change



   8

 6

Communication & Persuasion


   9

 7

 Reference Groups & Family Influence

   10

 8

Social Class & Cultural influence
 

   11, 12    
                

 9

Sub-Cultural, Cross-Cultural influence, 




Diffusion of Innovations


   13, 14
        

10

Decision process, Marketing Ethics


   15, 16

Final Exam: Thursday, 11/18/10, 10:45AM
Please note that the Professor may change any part of this syllabus at his discretion. 

Student Rights and Responsibilities Guide 

You are paying for an education.  You have a right to receive one.  However, buying an education is not like buying a car.  An education is more like an exercise program.  In order to benefit you must be an active participant.  Higher education in particular is a cooperative effort between the student, the faculty member, and the other students in the classroom.  All must cooperate in order for the educational process to work.  Therefore, each participant has rights and responsibilities in the educational process.

Rights

You have the right to a rigorous course.

Learning can be fun but learning is often hard work.  To continue with the exercise analogy presented earlier, you can increase your level of fitness by playing games such as tennis or basketball.  However, if you are serious about fitness you must supplement these games with other forms of exercise.  Indeed, if you are serious about the games themselves you must exercise.  You will learn more from a course that demands much from you than you will from a class that demands little.

You have the right to constructive criticism. 

If every student receives an “A” on every assignment, they have all been shortchanged.  Unconditional positive reinforcement creates a false sense of reality.  Every movie is not “outstanding,” every product is not “exceptional,” every meal is not “extraordinary.”  These are the adjectives that describe the grade of “A.”  There is a range of quality with any product, including student work.  Student work that is exemplary should be noted as such.  Similarly, student work that is good (B), average (C), below average (D), or seriously deficient (F) should be identified as such to provide students with necessary feedback for corrective actions.

You have the right to an environment that is conducive to learning.

The learning environment is created by the instructor and the students in the class.  The instructor will treat you with courtesy and respect and you are expected to treat the instructor and the other members of the class with courtesy and respect (see below).

Responsibilities

It is your responsibility to treat classmates with respect and courtesy.

Classes have scheduled beginning and ending times.  Arriving late to class or leaving early creates a distraction.  These distractions are particularly problematic if guest speakers are present, or if students are making presentations.  There are of course unavoidable situations that can cause occasional late arrivals or require early departures.  But no student should be habitually late, nor should any student make early class departure a habit.  If you have a medical condition that makes it difficult or impossible for you to remain in the classroom for two hours at a time please inform the instructor.  Class sessions scheduled for more than two hours will incorporate a break.  Other than the class break, there should be no occasion for a student to leave and return during the class period.  

Except in extraordinary circumstances (e.g. a job that requires you to be on call, a seriously ill relative, etc.) cell phones should be TURNED OFF during class, not set to vibrate, but turned OFF.  Text messaging, web surfing, listening to music, making or receiving phone calls, watching iPod videos, etc. during class are all activities that can be distracting to those around you and are inappropriate classroom behaviors.  

If you are working with a team you should attend all team meetings and perform your role within the team to the best of your ability.  If you choose to drop the class, after you have joined a team, it is your responsibility to inform your teammates of your decision immediately.

It is your responsibility to attend class regularly, read all assigned material, and complete assignments on time.

If you are a varsity athlete on a Wright State University team and you miss class due to team travel, or you are required to be absent due to travel requirements to participate in the Society for the Advancement of Management National Student Case Competition, the National Ethics Bowl Competition, or similar university sponsored activities, a good-faith effort will be made to allow you to make up missed material.  In general, however, you are expected to attend every class meeting and read all assigned material at the time it is assigned.  Not only will this maximize your learning, it will aid in creating a positive learning environment for the class.  Students who have read the assignments are better prepared to engage in class discussion which enhances everyone’s opportunity to learn.  If you are an active, engaged member of the class you are also more able to make a contribution to group projects.

If you need to miss a class due to illness or some other reason it is your responsibility to get notes from missed classes from a classmate.  

It is your responsibility to contact the instructor as soon as possible regarding problems with a teammate or other difficulties regarding the class.

Typically problems regarding members of a student team can be resolved during the quarter if the instructor is informed.  However, once the team project is completed it is impossible to take remedial action to address a problem.  Similarly, other course problems can be addressed if the instructor is informed early in the quarter.

It is your responsibility to behave ethically.

As a part of a team you owe the team your best effort.  It is unethical to “coast” while other members of the team do the work.  It is unethical to submit the work of others as your own.  Do not plagiarize, do not cheat on exams.

Conclusion

Learning and practicing professional standards of behavior will benefit you in your career.  An employee who is consistently late to meetings, who sends text messages to friends while in meetings, who fails to submit projects on time, who is disrespectful of coworkers, who rides on the efforts of others, who produces substandard work, will have very limited career opportunities.

You must take an active role in the learning process.  This means in addition to classroom activities you should take advantage of external learning opportunities when possible.  Participate in professional organizations such as the Wright State Marketing Club, the Dayton Ad Club, and the American Marketing Association.  You should attend speeches given by business and economic leaders.  You should participate in internships and read business publications such as the Wall Street Journal, Business Week, Forbes, and Business 2.0.  You should stay generally informed about current events by watching the news and/or by visiting news websites such as foxnews.com and cnn.com.  By doing these activities you will enhance your learning and enhance the overall learning environment of the classroom.  You cannot get fit simply by joining a gym.  You need to work at getting fit.  You cannot get an education simply by “taking” a course.  You need to put something into it.
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