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1231.3402.02 – Consumer Insights and Strategic Marketing
(Prerequisites:  Passing grade in Marketing Management)
Second Semester – 2019/2020
* The class is taught in Hebrew. Power-point presentations and syllabus are in English.
	Section
	Day
	Hour
	Exam date
	Lecturer
	Email
	Telephone

	02
	Tuesday
	15:45-18:30
	As posted on the list of exams
	Dr. Liat Hadar
	lhadar@tauex.tau.ac.il
	03-6405892


Teaching Assistant (TA): Sarah Ascarelli
Office Hours: Tuesday, either before or after class
	Course Units


2 course units = 8 ECTS units
The ECTS (European Credit Transfer and Accumulation System) is a framework defined by the European Commission to allow for unified recognition of student academic achievements from different countries.

	Course Description


Despite substantial heterogeneity between people and between acquisition situations, some psychological and behavioral processes are common to most consumers, such as the tendency to defer choice, to purchase the middle option, or to avoid risks. The course will focus on selected topics in the study of consumer behavior. In each session we will discuss a particular topic in consumer behavior, such as persuasion, biases in judgment and decision making, or the perception of various product attributes. After reviewing these basic topics, we will discuss how they may be applied to develop an effective marketing strategy (STP and 4P’s).
	Course Objectives


Upon completion of the course, you will be able to:

1. Understand the information processing model of consumer behavior 

2. Outline a consumer based market research project

3. Conduct consumer research
4. Strategically influence consumer behavior
	Evaluation of Student and Composition of Grade 


	Percentage
	Assignment
	Date
	Group Size/Comments

	50%
	closed-book exam
	Jul 2, 2020
	

	10%
	Individual assignment #1
	May 12, 2020
	

	10%
	Individual assignment #2
	Jun 2, 2020
	

	15%
	Group assignment
	Jun 23, 2020
	3-4 members per group

	5%
	Group presentations
	Jun 23, 2020
	

	10%
	Class participation
	
	


* According to University regulations, participation in all classes of a course is mandatory (Article 5).

* Students who absent themselves from classes or do not actively participate in class may be removed from the course at the discretion of the lecturer. (Students remain financially liable for the course even if they are removed.)

	Course Assignments


Test comments: The test questions are based on the materials discussed in lectures, and your mandatory course readings. The test consists of multiple choice questions and short open-ended questions. 

Assignment notes: You will complete two individual assignments and one group assignment. The group assignment will be conducted in self-selected groups of 3-4 individuals. You will present your assignment on the last class. All assignments should be submitted during the semester through the course website.

Attendance & participation: Each person brings a unique set of experiences, a unique perspective and knowledge to the classroom, and I would like all class participants to tap into this diverse pool of resources and benefit from it. Therefore, we will devote a portion of class time to in-class discussions. Constructive contribution to the class discussions and active listening are important elements of this course. It is therefore essential that you be fully prepared to participate actively in class. This means you need to have read the assigned material prior to the class session. Effective participation includes: (1) providing insightful questions and comments on concepts from lectures and readings; (2) sharing your experience or point of view with the class; (3) building on points raised by others; (4) clarifying issues; and (5) relating ongoing topics to previous class discussions. Please keep in mind that I will base your score on the quality of your comments and not their quantity.

	Grading Policy


In the 2008/9 academic year the Faculty instituted a grading policy for all graduate level courses that aims to maintain a certain level of the final course grade.  Accordingly, this policy will be applied to this course's final grades. 
Additional information regarding this policy can be found on the Faculty website. 

https://coller.tau.ac.il/MBA-students/programs/2019-20/MBA/regulations/exams
	Evaluation of the Course by Student


Following completion of the course students will participate in a teaching survey to evaluate the instructor and the course, to provide feedback for the benefit of the students, the teachers and the university.

	Course Site (Moodle)



The course site will be the primary tool to communicate messages and material to students.  You should check the course site regularly for information on classes, assignments and exams, at the end of the course as well.
Course material will be available on the course site.
Please note that topics that are not covered in the course material but are discussed in class are considered integral to the course and may be tested in examinations.
	Course Outline*


	Week
	Date
	Topic(s)
	Required Reading
	Submissions

	1
	Mar 17, 2020
	Introduction

Affect & Cognition
	
	

	2
	Mar 24, 2020
	Affect & Cognition

Memory
	Signing at the beginning
	

	3
	Mar 31, 2020
	Knowledge structures
	Laddering
	

	4
	Apr 21, 2020
	Interpretative Processes
	If It Says McDonald’s, Then It Must Be Good
	

	5
	May 5, 2020
	Interpretative Processes – cont.
Attitudes
	
	

	6
	May 12, 2020
	Consumer Behavior research
	Harnessing the science of persuasion

Made to Stick
	1st individual assignment

	7
	May 19, 2020
	Decision Making - Models
	
	

	8
	May 26, 2020
	Decision Making - Biases
	Why too much choice is stressing us out
	

	9
	Jun 2, 2020
	Behavioral Economics
	Nudge

Extraneous factors in judicial decisions
	2nd individual assignment

	10
	Jun 9, 2020
	Learning

Consumer Environment
	
	

	11
	Jun 16, 2020
	Marketing strategy


	
	

	12
	Jun 23, 2020
	Group presentations
	
	group Assignment


*Subject to change
* During the semester I will invite 1-2 guest speakers. I will notify you in advance about whom and when they will be coming. Guest lectures are mandatory attendance as is the group assignment presentation meeting.
	Required Reading


1. Signing at the beginning makes ethics salient and decreases dishonest self-reports in comparison to signing at the end (PNAS)
2. Using laddering to understand and leverage a brand’s equity (Qualitative Market Research: An International Journal)

3. If It Says McDonald’s, Then It Must Be Good (NYT)

4. Harnessing the science of persuasion (HBR)

5. Made to Stick (Cheap and Dan Heath)

6. Why too much choice is stressing us out (The Guardian)

7. Nudge (Thaler & Sunstein)
8. Extraneous factors in judicial decisions (PNAS)
	Recommended Reading


1) Textbook: Consumer Behavior (4th-6th Edition) by Wayne D. Hoyer, Deborah J. MacInnis, and Rik Pieters, South-Western, 2012. This is an excellent book that provides a relatively encyclopedic reference to consumer behavior concepts, many of which we will discuss in class. 

2) Academic journals:  Journal of Consumer Research, Journal of Consumer Psychology, Journal of Marketing Research, Journal of Marketing, Psychological Science, 

http://www.myscp.org/pdf/SCP%20Consumer%20Psychology%20Syllabus%202014.pdf
3) Popular Science Books: Note that with some of these books, you get the idea after reading about half the book. 
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https://www.amazon.com/Thinking-Fast-Slow-Daniel-Kahneman/dp/0374533555/ref=sr_1_1?ie=UTF8&qid=1466498639&sr=8-1&keywords=thinking+fast+and+slow+by+daniel+kahneman
Excellent, expansive book dealing with the entirety of human thought. Very detailed and long. There are also summary versions.

Great Youtube video on the book: https://www.youtube.com/watch?v=qzJxAmJmj8w
_________________________________________________________________________

[image: image2.jpg](6

Everything

Is Obvious

Duxcan J. Warrs





https://www.amazon.com/Everything-Obvious-Common-Sense-Fails/dp/0307951790/ref=sr_1_1?s=books&ie=UTF8&qid=1466498734&sr=1-1&keywords=everything+is+obvious
A great book on understanding research in the social sciences.  

Short promo for the book: https://www.youtube.com/watch?v=D9XF0QOzWM0
_________________________________________________________________________
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https://www.amazon.com/Stumbling-Happiness-Daniel-Gilbert/dp/1400077427/ref=sr_1_1?s=books&ie=UTF8&qid=1466498839&sr=1-1&keywords=stumbling+on+happiness
This book is about affective forecasting – how people make forecasts about what will make them happy in the future.  I liked the book a lot. 

Video:  https://www.youtube.com/watch?v=2EiV4-ClcIs
__________________________________________________________________________

There are many other good popular science books that span social science thinking, going from psychology to sociology to psychology. To mention a few, you can read the books by Malcolm Gladwell. Tipping point, in particular was good. It is about diffusion of information. Those of you interested in behavioral finance can look up one of the books written by Richard Thaler (https://www.amazon.com/s/ref=nb_sb_noss_2?url=search-alias%3Dstripbooks&field-keywords=richard+thaler). Also, there are the books written by Dan Ariely on acting irrationally and on unethical behavior (https://www.amazon.com/s/ref=nb_sb_noss_1?url=search-alias%3Dstripbooks&field-keywords=dan+ariely&rh=n%3A283155%2Ck%3Adan+ariely). Barry Schwartz has a book about “The paradox of choice: Why more is less”.  (https://www.ted.com/talks/barry_schwartz_on_the_paradox_of_choice). 

If you want to read books about Motivation and willpower then you should read Baumeister’s book titled Willpower (https://www.amazon.com/Willpower-Rediscovering-Greatest-Human-Strength/dp/0143122231/ref=sr_1_1?ie=UTF8&qid=1466499484&sr=8-1&keywords=willpower). If you want read about how to use incentives then you can read Uri Gneezy and John Lists book, The Why Axis (https://www.amazon.com/Why-Axis-Undiscovered-Economics-Everyday/dp/1610393112/ref=sr_1_sc_1?s=books&ie=UTF8&qid=1466501792&sr=1-1-spell&keywords=they+why+axis+gneezy). 
