CONSUMER BEHAVIOR-Green Version
MKT 444

WINTER  2008
T/Th  2-4  Copeland 444  

Professor:
Dr. Jane Sojka

Office:

538 Copeland Hall

Office Hours:  12-2 T/Th


Please see attachment in syllabus for ‘Java with Jane’ days


Also available by appointment

Phone:
(740) 593-9438 (office)



(740) 645-3197 (cell)



(740) 245-7510 (home)

Internet Address: sojka@ohio.edu

Required Text:  Consumer Behavior (10th Edition) Blackwell, Miniard, and Engel
Prerequisites:
The undergraduate prerequisite for this course is MKT 202.  If you do not meet this requirement, you will be dropped from the course at mid-quarter.

Course Description:  This course introduces the fascinating field of consumer behavior.  You will be exposed to all aspects of the consumer process.  Consumer behavior theory will be introduced and applied to “real world” marketing situations.

Biographical Sketch:  Dr. Sojka graduated with honors in English from Indiana University and obtained her M.B.A. from Wichita State University and her Ph.D. from Washington State University.  She has taught a wide range of marketing courses including marketing principles, consumer behavior, marketing strategies, sales management, retailing, and marketing for service and nonprofit organizations.  She was awarded the University Professor teaching award in 2006 and was named the Robert H. Freeman Endowed Professor of Marketing 

Dr. Sojka has worked as a marketing consultant to large and small businesses across the country.  Prior to her consulting activity, she was employed as materials manager for the Coleman Company.  She has published and presented papers at national conferences on the topics of affect, decision processing, relationship selling, marketing research ethics, advertising, donor behavior, and cross cultural consumer behavior.  Additional research interests include marketing ethics, shopping behavior, scale development, and sales management. 

This course is dedicated with gratitude to Robert H. Freeman and his family who, with their generous contribution, have helped to make this course possible.  Thank you. 

Teaching Philosophy:  I believe that teaching/learning is an interactive, iterative, and personal process.  My job as your professor is to facilitate your learning by providing an educational environment conducive to your learning style and present opportunities for you to succeed fabulously.  Learning is not confined to a classroom, but rather is an on-going, never-ending, life-long experience.  My hope is that your quest for knowledge (marketing, consumer behavior, and otherwise) will extend well beyond the brief time we’ll spend together in this class.

“The secret of education lies in respecting the student.” Ralph Waldo Emerson

Course Objectives:

As a result of my participation in the Kanawha Project, this section of Consumer Behavior is dedicated to exploring environmental sustainability within the context of consumer behavior.  I do not profess to be an expert about sustainability issues; however I do believe that as individuals, we need to each do our part to protect our environment.  Hence, if we are to sustain our environment, we need to look at environmental issues from an individual, consumer perspective. 

1.  Gain an appreciation and understanding of the consumer behavior discipline and of the multiple topics that are included in its domain.  This will include:

a.  Identifying the external and internal forces that influence consumer    behavior.

b.  Examining non-purchase elements of consumer behavior (such as shopping behavior, information processing, post-purchase behavior, consumer satisfaction, product disposal etc.).  

c.  Studying marketing influences on consumer behavior.

d.  Exploring consumer learning processes and information acquisition.

2.  Provide exposure to consumer behavior theory and current research and learn how that information applies to “real world” consumer issues and marketing management.
3.  Examine ethical issues in consumer behavior and explore how these issues impact consumers, corporations, society, and the world in general.

4.  Gain exposure and practice to qualitative and quantitative research methods in a consumer behavior context. 

5.  Encourage critical thinking and communication skills (both written and verbal) within the context of the consumer behavior discipline.

Drop/Add Policy:  Please remember that if the class is added late, you are still responsible for the material missed.  Students dropping the course after the WP/WF deadline will receive a WF if I was not notified in advance.

Academic Misconduct:  The use of another person’s words without proper citation is plagiarism and will not be tolerated in this class or at Ohio University.  In accordance with the O.U. Code of Academic Misconduct you will receive an “F” in this course and may be subject to expulsion from the University.  Cheating on an exam carries similar penalties.

Religious Holidays:  In the case that this class conflicts with a religious holiday, please notify me two weeks in advance so that alternative arrangements can be made.  Advance arrangements will insure that you are afforded equal opportunity and treatment with your classmates.

Disability Policy:  Every reasonable attempt will be made to remove any physical barrier that may hamper your ability to learn in this classroom.  Anyone who has a physical or learning limitation that would impact attendance, preparation, participation, or timely completion of assignments should feel welcome to discuss this limitation with me.  The College of Business and its faculty are committed to helping meet your individual needs and to supporting your efforts for a quality education.

Missed Exams or Presentation Classes:  It is imperative that all exams are taken as scheduled and that you are in class when outside guests are visiting.  Should an emergency arise that would prevent you from taking your exam or attending class as scheduled, you must notify me at least 24 hours in advance.  Please contact me by phone leaving a message with the date and time of your call, and a number where you can be reached.  An email about a missed exam or presentation is not acceptable.
Late Assignments:  As adults, it is your responsibility to manage your time accordingly.  As such, all assignments are expected on the due date as noted on the syllabus.  I reserve the right to impose a penalty (deduct points) if assignments are turned in late.

Proposed Guidelines for Promoting Civility in the Classroom and Beyond
Studying marketing can be a fun and exciting adventure if we all strive to make the environment as warm and welcoming and comfortable as possible.  To create a classroom environment conducive to learning, I propose the following guidelines for appropriate behavior.

Class Preparation and Participation:  This class will be more fun and higher quality if everyone prepares and participates on a daily basis.  Your insight and remarks are not only encouraged but expected.  Marketing strategy is an exciting and dynamic field and we can really have a good time if we are enthusiastic about our work.  

While it is assumed and expected you have read the assigned material and are sufficiently familiar with it to carry on an intelligent discussion in class, in the occasional event of an unanticipated emergency that prevented adequate class preparation, you may declare a “bad hair day.”  If it appears that the class as a whole is unprepared, a pop quiz will be given or material will be included on the exam that was not discussed in class.

Individual Assignments Conducted Together:  The majority of assignments in this course are to be prepared individually.  Occasionally, however, individuals may accidentally submit similar examples, or similar issues in an article etc.  If a pattern of similarity between two students appears, both students will meet with me to discuss the miscommunication.

Arrival/Departure:  There are all times when we run late or have unavoidable conflicts.  Please remember that an apology and/or explanation is appreciated.  

Missed Classes:  Unavoidable conflicts may arise.  You are adults and can choose your priorities.  If you choose to miss class, while I will do my best to help you catch up, please remember that you are responsible for anything missed.

Cell Phones/Laptops:  Please try to remember to turn off cell phones during class.  Because they can be distracting those around you, laptops are not allowed in class.  If you prefer to take your class notes on a laptop, please see me for an exemption.  
Talking to Neighbors:  If you need to talk with your neighbor, please use the break time or before/after class time to chat.  If you need a point of clarification, please ask me and I will try to explain the material in a different manner.  Please remember that talking to others during class is disruptive to your classmates.

Human Respect Statement:  We will be talking about a lot of different kinds of people and behavior in this class.  It is important to remember that we all must respect our differences and treat others with kindness in thoughts, words, and actions.  Please remember to treat people the way you’d like someone you love, to be treated.  We can learn a lot about our differences and similarities if we are all open to new ideas, suggestions, and ways of thinking and doing things that are not like our own.  It is important to remember that different is not better or worse; it is just different.  Let us all make an effort to not judge others based on differences.

Conflict:  Although I strive to create an environment of mutual respect, in any situation, conflict is possible.  If you have a concern, please see me privately so we can discuss the issue.  In cases of severe conflict, I will assist you in finding another class more suitable for your learning style.

Failure to conform to these expected behaviors will result in disciplinary action.

Grading Criteria:
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CFL project
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Observation






  50


Interview






  50


Marketing Tactics





  50

Reflection
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Exams:  3 @  approximately 80 points each


            240



   
 

        ______

Total Points




  

            420
Your numerical grade will be converted to a percentage; because I tend to provide many opportunities for you to excel, grades are not rounded up.  Please remember that a grade is only my assessment of your work; it does not predict your aptitude for marketing nor does it reflect your value as a human being.  Average grade in this course last quarter was a ‘B.’ Extra credit (usually 1 or 2 points) for attending an important lecture or completing a research survey may be given.  Final grades will be assigned as follows:

93-100=A
87-89=B+
77-79=C+
67-79=D+
-59=F

90-92=A-
83-86=B
73-76=C
63-66=D



80-82=B-
70-72=C-
60-62=D-

Blackboard:  Grades, copies of assignments, course schedule changes and all relevant course materials will be posted on Blackboard.  Please check it frequently and report any problems to me.

Java with Jane:  (OK, I’m just trying to be a little clever here…..).  I enjoy spending time with you and I truly want to be as available as possible when you need me, or just when you want to visit.  In addition to office hours, I love having coffee at the Front Room with my students.  Please email me and we’ll set up a time that is convenient for us.  Coffee is on me! For the sake of our green focus, I’ll try to remember by reusable Front Room coffee cup and I’ll try to purchase free trade/environmentally sound coffee.  (
Exams:

Exams will be primarily a multiple choice format.  The multiple choice questions will be heavily weighted on material covered in class.  Typical questions include definitions of terms, application of consumer behavior concepts, and integration of consumer behavior concepts.  If essays are included, they will tend to be broad questions requiring you to support your response.  The final exam will be comprehensive.

100 points each
Assignments:  
Green Behavior 
The purpose of this assignment is to locate clever ways that individuals can contribute to environmental sustainability and then share that information with the class.  Each of you will identify a green behavior, present it to the class, and then write a brief (one page/double-spaced) paper about your topic.  The green behavior may be an idea found in a magazine, newspaper article, or other secondary source, or you may be creative about sustainability issues and present an original idea for increasing sustainability.   Consumer (as opposed to B2B) ideas are preferred.  Keep in mind that each student must present a new idea-it can not be an idea previously presented to the class-so there is an incentive for presenting early in the quarter.  Your paper should briefly summarize the idea, explain the benefits, and stress the challenges to adoption of this behavior.  Creativity is encouraged.

10 points-Due Date:  Individual dates assigned (if you’ve forgotten your assigned date, please see me.  It’s OK to forget the date; it’s not OK to forget the presentation ()

CFL (COMPACT FLORESCENT LIGHT BULB) PROJECT
The purpose of this project is to provide an opportunity to apply what we’ve learned in class about consumers, consumer research, and consumer behavior to promote the purchase and use of CFLs in homes and offices.  Specifically, you will have the opportunity to collect secondary data, to practice observing shoppers, to interview consumers, to analyze qualitative data, and to suggest marketing tactics for improving the consumer adoption of CFLs.  These assignments will help us address various questions related to the purchase and consumption of CFLs so that we can recommend marketing tactics to expedite their adoption. 
Secondary Data Collection

The purpose of this assignment is to help us become familiar with CFLs and the issues surrounding their purchase, use, and repurchase.  You are to find an article related to light bulbs and energy and write a brief summary about the significant consumer issues addressed in your source.  Please attach a hard copy of your article.  Your analysis of the issues should be brief; a one page, double-spaced paper should be sufficient.  Be prepared to discuss the information you find in class.  
Key Question:  What are the issues surrounding CFLs?
20 points-Due Date1-17
Observation Analysis

One of the best ways to learn about consumer behavior is to observe consumers in their natural habit:  a store!  Each student will be assigned to a store that sells light bulbs.  Your job will be to subtly observe consumers shopping for light bulbs.  Who is shopping? Who puts the bulb in the cart? How many different bulbs do they consider? How long do they spend in the light bulb isle?  Do they read the labels? Is the behavior different if the bulbs are in a light bulb isle versus a P-O-P display?  Does the behavior differ between stores?  These are some of the issues you and your classmates will be exploring.  To complete this assignment, you will develop an observation schedule, write notes from your observation, and analyze your data in a well-written, one to two page double-spaced paper.  
Key Question:  What did you learn about the light bulb purchase process?
50 points-Due Date 2-5

Personal Interviews

As we will study throughout the course, buying is not the same as consumption.  Consumer purchases of CFLs does not necessarily mean that the CFLs will be used or repurchased.  Hence, it is necessary to understand the issues embedded in consumption or use of CFLs.  To successfully complete this assignment, you need to interview one student and one non-student (i.e. a parent, grandparent, employer etc.) to learn about their motivations to use or not use CFLs.  You will develop a brief set of interview questions, conduct your interviews with participants likely to offer divergent viewpoints, and then analyze the information you collected.  Your paper should be about two pages, double-spaced; interview questions and responses should be included in an appendix.  
Key Question:  What motivates people to use CFLs?

50 points-Due Date 2-19
Marketing Tactics-
As a marketing expert, what would you recommend to manufacturers, retailers, and government agencies to encourage the purchase and use of CFLs?  Excluding price reductions, what changes in a marketing program (Packaging? Advertising? Sales promotions? Public relations? Etc.) would you make to increase sales and consumption?  You should present two to three marketing tactics; be certain to relate your recommendations to data that you or your classmates collected.
Key Question:  So what?  How does all this CB information relate to marketing?

50 points-Due Date 3-6
Reflection

Because this is the first time I’ve included a “green” emphasis in a consumer behavior course, I’m interested in your reactions.  The purpose of this reflection paper is for you to stop, pause, and reflect on what you learned about consumer behavior and environmental sustainability.  Did you learn anything from this course about sustainability issues?  How do you feel about what you learned?  Did you change your behavior as a result of the green emphasis?  Did your friends or family change their behavior?  What is your attitude toward sustainability?  Will this course impact your decisions when you’re a business manager?   There is no right answers for this paper, I just want to read your thoughtful, honest response.  
Key Question:  Did the Kanawha Project have an impact?

10 points Due Date 3-13
Schedule of Classes

1-8
Welcome


1-10
Introduction to Consumer Behavior—Chapter 1 Consumer Behavior and 
Research

1-15
Decision Processing—Chapter 3 Consumer Decision Process

1-17
Need, Search, Alternative Evaluation—Chapter 4 Pre-Purchase Processes


Secondary Data Research Due

1-22
Purchase and Shopping—Chapter 5 Purchase

1-24
Satisfaction and Brand Loyalty—Chapter 6 Post-Purchase

1-29
Personality, self-concept—Chapter 7 Demographics, psychographics and 
personality

1-31
Test 1 Decision Processing (Chapters 1,3-6)

2-5
 Motivation—Chapter 8 Consumer Motivation


 Observation Paper Due

2-7
 Knowledge--Chapter 9 Consumer Knowledge 

2-12
 Attitude—Chapter 10 Consumer Beliefs, Feelings, Attitudes etc.

2-14
  Subculture--Chapter 11 Culture, Ethnicity, and Social Class

2-19
  (cont.) Interview Paper Due
2-21
 Family—Chapter 12 Family and Household Influences

2-26
Test 2 Individual Factors + Subculture (Chapters 7-11) 
2-28
  Reference Groups—Chapter 13 Group and Personal Influence

3-4
Information Processing—Chapter 14 Making Contact

3-6
(cont.) Marketing Tactics Paper Due
3-11
Attitude Change—Chapter 15 Shaping Consumers’ Opinions

3-13
Memory—Chapter 16 Helping Consumers Remember


Reflective Paper Due
3-18
Final Exam 2:30 Environmental Influences and Changing CB (Chap. 12-16)
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