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Autumn 2023

Time: Tuesdays, Live Lecture 6:15-7:15 PM			Location: Zoom (access via Carmen)

Professor:		Dr. Rebecca Walker Reczek
Email and Twitter:	reczek.3@ osu.edu	@Rebecca_Reczek   
Office:			506a Fisher Hall
Phone:		(614) 247-6433 (office); (614) 961-8987 (cell)
Office hours:	Tuesdays, 4:00-5:00 PM; we can also Zoom by appointment; just email me to set up a time. 

COURSE DESCRIPTION

Contemporary approaches to business emphasize the importance of adopting a consumer focus. Marketing, in particular, is a customer-driven function that begins and ends with the consumer—from recognizing his or her needs to ensuring post-purchase satisfaction and loyalty. This course is designed to enhance your understanding of how and why people choose, use, and evaluate goods and services the way they do. 

While all of us are consumers, our intuitions about our own behavior as well as that of others are often inaccurate. In this class we will use theories developed in marketing, psychology, and other behavioral sciences to better predict how consumers will respond to different marketing activities. This course will primarily focus on the process of consumer decision making and the outcomes associated with those decisions. 

COURSE LEARNING OBJECTIVES

The primary objective of this course is to provide key tools and frameworks for analyzing consumer behavior in order to solve marketing problems and define effective marketing strategies. 

Specifically, you will: 
· Appreciate the importance of consumer analyses to the design, implementation, and evaluation of successful marketing strategies and programs.
· Learn about relevant theories and research from the behavioral sciences (e.g., psychology, sociology, economics) that can help marketers understand and influence consumer behavior.
· Apply consumer behavior research when developing and evaluating marketing strategies.
· Understand the strengths and limitations of specific, often competing theories for interpreting particular consumer issues. 
· Improve your abilities to discover original consumer insights that go beyond surface-level intuitions.
HOW THIS COURSE WORKS

Mode of delivery: This course is 100% online with 30% occurring synchronously and 70% asynchronously. You are required to be logged in for the required synchronous session on Tuesdays, 6:15-7:15pm.

Pace of online activities: This course is divided into weekly modules, with a new module released every Monday for you to begin AFTER our weekly live sessions. Students are expected to keep pace with weekly deadlines but may schedule their efforts freely within that time frame.

Credit hours and work expectations: This is a 1.5-credit-hour course. According to Ohio State policy, students should expect around 3.5 hours per week of time spent on direct instruction (instructor content and Carmen activities, for example) in addition to 6 hours of homework (reading and assignment preparation, for example) to receive a grade of (C) average.

Attendance and participation requirements: Because this is a hybrid course, your attendance is based on your participation in the live Zoom lecture AND your online activity and participation. The following is a summary of everyone's expected participation:

Because this is an online course, your attendance is based on your online activity and participation. The following is a summary of everyone's expected participation: 
· Participating in online activities for attendance: AT LEAST ONCE PER WEEK 
You are expected to log in to the course in Carmen every week. (During most weeks you will probably log in many times.) If you have a situation that might cause you to miss an entire week of class, discuss it with me as soon as possible.  
· Live sessions: REQUIRED 
All live, scheduled events for the course, are required.  
· Office hours: OPTIONAL 
My office hours are optional, but highly encouraged 
· Participating in every discussion forums:  AT LEAST ONCE PER DISCUSSION QUESTION
As part of your course discussion grade, you are required to post at least once in each discussion board question. 

COURSE MATERIALS AND TECHNOLOGIES

Required Readings

· Course Pack (Required). There is a required Harvard Business Publishing Course Pack for this course that you should purchase from the HBP website (around $30; link available on Carmen).
· Three paperback books available on Amazon. You are only reading excerpts from these books. I used to include them in the HBP course pack, but it’s significantly cheaper for you to buy a paperback version of the entire book than for you to pay for the excerpt in a course pack due to high copyright clearance fees (These are not textbooks, so you might actually enjoy reading the rest of the book).  
· Ariely, Dan (2010), Predictably Irrational: The Hidden Forces that Shape our Decisions, Revised and Expanded Edition, Harper Collins.
· Schwartz, Barry (2016), The Paradox of Choice: Why More is Less, Revised Edition, Harper Collins. 
· Thaler, Richard H. and Cass Sunstein (2009), Nudge: Improving Decisions about Health, Wealth, and Happiness, Penguin. 
· All other readings are available for free online (a link will be provided in Carmen or a note will indicate that the item is available through the OSU library website). 
· For articles available through the OSU library website, I recommend you go to the “Research and Databases” link (http://library.ohio-state.edu/screens/databases.html), then to “Business Source Complete” and search (using the citation provided) from there.

Additional Readings (Recommended based on interest)

There are many text books and popular press book titles that cover issues related to our class discussions. We will be reading excerpts from a number of these during the term. I am also happy to recommend additional books beyond the ones listed. My first recommendation is a comprehensive consumer behavior text book that you may wish to purchase as a supplement to your course pack:
· Hoyer, Wayne D., MacInnis, Deborah J., and Rik Pieters (2018), Consumer Behavior, 7th edition. Cengage Learning.

I also highly recommend these books that we will be reading excerpts from during the term or that touch on topics we will cover during the term (you are not required to purchase these, but you may wish to do so for your own, independent reading). These are NOT text books:
· Ariely, Dan (2010), Predictably Irrational: The Hidden Forces that Shape our Decisions, Revised and Expanded Edition, Harper Collins.
· Ariely, Dan (2011), The Upside of Irrationality: The Unexpected Benefits of Defying Logic, Harper Collins.
· Belsky, Gary and Thomas Gilovich (2000), Why Smart People Make Big Money Mistakes and How to Correct Them: Lessons from the New Science of Behavioral Economics, Simon and Shuster.
· Berger, Jonah (2017), Invisible Influence: The Hidden Forces that Shape Behavior, Simon and Shuster. 
· Brennen, Bridge (2009), Why She Buys, Crown Business.
· Cialdini, Robert (2006), Influence: The Psychology of Persuasion, Collins.
· Gladwell, Malcolm (2007), Blink: The Power of Thinking without Thinking, Back Bay Books.
· Iyengar, Sheena (2011), The Art of Choosing, Twelve.
· Kahneman, Daniel (2011), Thinking Fast and Slow, Farrar, Straus and Giroux.
· Sunstein, Cass (2021), Sludge: What Stops Us from Getting Things Done and What to Do about It, The MIT Press.
· Schwartz, Barry (2016), The Paradox of Choice: Why More is Less, Revised Edition, Harper Collins. 
· Thaler, Richard H. and Cass Sunstein (2021), Nudge: Improving Decisions about Health, Wealth, and Happiness, Revised Edition, Penguin.
· Underhill, Paco (2009), Why We Buy: The Science of Shopping: Updated and Revised for the Internet, the Global Consumer, and Beyond, Simon & Schuster.
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For help with your password, university email, Carmen, or any other technology issues, questions, or requests, contact the OSU IT Service Desk. Standard support hours are available at https://ocio.osu.edu/help/hours, and support for urgent issues is available 24/7.
· Self-Service and Chat support: http://ocio.osu.edu/selfservice
· Phone: 614-688-HELP (4357); TDD: 614-688-8743
· Email: servicedesk@osu.edu 

Baseline technical skills for online courses
· Basic computer and web-browsing skills
· Navigating Carmen: for questions about specific functionality, see the Canvas Student Guide.

REQUIRED TECHNOLOGY SKILLS SPECIFIC TO THIS COURSE 
· CarmenZoom virtual meetings 

Required equipment
· Computer: current Mac (OS X) or PC (Windows 7+) with high-speed internet connection 
· Webcam: built-in or external webcam, fully installed and tested 
· Microphone: built-in laptop or tablet mic or external microphone 
· Other: a mobile device (smartphone or tablet) or landline to use for BuckeyePass authentication 

Required software
· Microsoft Office 365: All Ohio State students are now eligible for free Microsoft Office 365 ProPlus through Microsoft’s Student Advantage program. Full instructions for downloading and installation can be found at go.osu.edu/office365help.

Carmen access

You will need to use BuckeyePass multi-factor authentication to access your courses in Carmen. To ensure that you are able to connect to Carmen at all times, it is recommended that you take the following steps:

· Register multiple devices in case something happens to your primary device. Visit the BuckeyePass - Adding a Device help article for step-by-step instructions. 
· Request passcodes to keep as a backup authentication option. When you see the Duo login screen on your computer, click “Enter a Passcode” and then click the “Text me new codes” button that appears. This will text you ten passcodes good for 365 days that can each be used once.
· Download the Duo Mobile application to all of your registered devices for the ability to generate one-time codes in the event that you lose cell, data, or Wi-Fi service.

If none of these options will meet the needs of your situation, you can contact the IT Service Desk at 614-688-4357 (HELP) and the IT support staff will work out a solution with you.


GRADING AND ASSIGNMENTS

Assessment

In order to prevent grade inflation, FTMBA Program Policy requires that no course exceeds a 3.6 grade point average. As such, grading in this course must be based on relative rather than absolute standards. Scaling is achieved using the average grade across all students, and grades will be set such that this average is at or below a 3.6. Note that grades below a B are not required for the course to meet the 3.6 upper limit. However, the final distribution of grades could include any grade throughout the A-E range depending upon student performance. No extra credit or makeup work will be offered.

The final grade will be determined by your score on four assessment tools:
Decision Rules Assignment (individual grade)				15%
Customer Journey Map Assignment (individual OR team – you choose)	20%
Exam (individual grade)							30%
Discussion Grade (In-Class and on Discussion Boards) (individual grade)	35%
											100%

Keep in mind that Fisher’s grading policy means that final grades will be determined at the end of the course once all grades are available for all students, so your grade on any individual assignment may not be diagnostic of your final grade. 

Details on the Decision Rules and Customer Journey Map Assignment will be provided on Carmen. The Decision rules assignment is individual work, with no collaboration allowed. You can choose to do the Customer Journey Map in a team of up to three people or as an individual assignment (your choice – I will not assign teams). No collaboration with anyone outside your team is allowed. 

Keep in mind that Fisher’s grading policy means that final grades will be determined at the end of the course once all grades are available for all students, so your grade on any individual assignment may not be diagnostic of your final grade. 
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The exam will be a short-answer essay open book/open notes exam. Students are NOT allowed to collaborate on the exam – your work must be solely your own. See the exam review sheet on Carmen for more details (including sample questions).

Weekly Participation in Online Learning and Discussion Grade

You will have three main types of activities to do each week. You will:

· READ. You will be assigned readings from books, journals, etc. to illustrate consumer behavior phenomena. I will also give you questions to think about while reading to get you thinking about the managerial implications of what you read. 
· WATCH. You will watch video lectures from me (recorded via Zoom) in which I explain consumer behavior theories and relate them to real-world problems. 
· DISCUSS. You will discuss cases, readings, and the content from the lectures with your classmates. The discussions, which will be a key part of your course grade, will take place on Carmen discussion boards. 

The first document in each Module is a Road Map for that week. This Road Map will list all activities for the week in order. Each activity will be listed as a Read, Watch, or Discuss activity. 

[bookmark: _Hlk107923604]Your participation grade will be determined by your participation in the Canvas discussion board AND your in-class discussion during our live class, both quality and quantity. If you do not participate in the discussion boards or in class, you will (obviously) not receive a high grade.

Late assignments

Late submissions will not be accepted. Please refer to Carmen for due dates.
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Discussion Board guidelines

The following are my expectations for how we should communicate as a class. Above all, please remember to be respectful and thoughtful.
· Writing style: While there is no need to participate in class discussions as if you were writing a research paper, you should remember to write using good grammar, spelling, and punctuation. A more conversational tone is fine for non-academic topics.
· Tone and civility: Let's maintain a supportive learning community where everyone feels safe and where people can disagree amicably. Remember that sarcasm doesn't always come across online.
· You are welcome to use any resources you would like in engaging in the discussion: Feel free to reference not only the readings for this course, but also outside readings (please provide a link when doing so), and your personal business experience and experience as a consumer. 
· You are welcome to talk to others (inside or outside of the class) before posting your discussion board response (e.g., you may choose to discuss a recent purchase with a consumer), but the actual written post should be your individual work product.

Academic Integrity and Collaboration 

Your written assignments should be your own original work (or the work of your team for team assignments). You are welcome to ask a trusted person to proofread your assignments before you turn them in, but no one else should revise or rewrite your work.

Ohio State’s Academic Integrity Policy

Academic integrity is essential to maintaining an environment that fosters excellence in teaching, research, and other educational and scholarly activities. Thus, The Ohio State University and the Committee on Academic Misconduct (COAM) expect that all students have read and understand the university’s Code of Student Conduct (studentconduct.osu.edu), and that all students will complete all academic and scholarly assignments with fairness and honesty. Students must recognize that failure to follow the rules and guidelines established in the university’s Code of Student Conduct and this syllabus may constitute “Academic Misconduct.”

The Ohio State University’s Code of Student Conduct (Section 3335-23-04) defines academic misconduct as: “Any activity that tends to compromise the academic integrity of the university or subvert the educational process.” Examples of academic misconduct include (but are not limited to) plagiarism, collusion (unauthorized collaboration), copying the work of another student, and possession of unauthorized materials during an examination. Ignorance of the university’s Code of Student Conduct is never considered an excuse for academic misconduct, so I recommend that you review the Code of Student Conduct and, specifically, the sections dealing with academic misconduct.

If I suspect that a student has committed academic misconduct in this course, I am obligated by university rules to report my suspicions to the Committee on Academic Misconduct. If COAM determines that you have violated the university’s Code of Student Conduct (i.e., committed academic misconduct), the sanctions for the misconduct could include a failing grade in this course and suspension or dismissal from the university.
If you have any questions about the above policy or what constitutes academic misconduct in this course, please contact me.

Other sources of information on academic misconduct (integrity) to which you can refer include:

Committee on Academic Misconduct (go.osu.edu/coam)
Ten Suggestions for Preserving Academic Integrity (go.osu.edu/ten-suggestions)
Eight Cardinal Rules of Academic Integrity (go.osu.edu/cardinal-rules)

Copyright for Instructional Materials

The materials used in connection with this course may be subject to copyright protection and are only for the use of students officially enrolled in the course for the educational purposes associated with the course. Copyright law must be considered before copying, retaining, or disseminating materials outside of the course.

Creating an Environment Free from Harassment, Discrimination, and Sexual Misconduct

The Ohio State University is committed to building and maintaining a community to reflect diversity and to improve opportunities for all. All Buckeyes have the right to be free from harassment, discrimination, and sexual misconduct. Ohio State does not discriminate on the basis of age, ancestry, color, disability, ethnicity, gender, gender identity or expression, genetic information, HIV/AIDS status, military status, national origin, pregnancy (childbirth, false pregnancy, termination of pregnancy, or recovery therefrom), race, religion, sex, sexual orientation, or protected veteran status, or any other bases under the law, in its activities, academic programs, admission, and employment. Members of the university community also have the right to be free from all forms of sexual misconduct: sexual harassment, sexual assault, relationship violence, stalking, and sexual exploitation.

To report harassment, discrimination, sexual misconduct, or retaliation and/or seek confidential and non-confidential resources and supportive measures, contact the Office of Institutional Equity:

1. Online reporting form at equity.osu.edu,
2. Call 614-247-5838 or TTY 614-688-8605,
3. Or email equity@osu.edu

The university is committed to stopping sexual misconduct, preventing its recurrence, eliminating any hostile environment, and remedying its discriminatory effects. All university employees have reporting responsibilities to the Office of Institutional Equity to ensure the university can take appropriate action:

All university employees, except those exempted by legal privilege of confidentiality or expressly identified as a confidential reporter, have an obligation to report incidents of sexual assault immediately.
The following employees have an obligation to report all other forms of sexual misconduct as soon as practicable but at most within five workdays of becoming aware of such information: 1. Any human resource professional (HRP); 2. Anyone who supervises faculty, staff, students, or volunteers; 3. Chair/director; and 4. Faculty member.

Your Mental Health

As a student you may experience a range of issues that can cause barriers to learning, such as strained relationships, increased anxiety, alcohol/drug problems, feeling down, difficulty concentrating and/or lack of motivation. These mental health concerns or stressful events may lead to diminished academic performance or reduce a student's ability to participate in daily activities. No matter where you are engaged in distance learning, The Ohio State University’s Student Life Counseling and Consultation Service (CCS) is here to support you. If you find yourself feeling isolated, anxious or overwhelmed, on-demand mental health resources (go.osu.edu/ccsondemand) are available. You can reach an on-call counselor when CCS is closed at 614- 292-5766. 24-hour emergency help is available through the National Suicide Prevention Lifeline website (suicidepreventionlifeline.org) or by calling 1-800-273-8255(TALK). The Ohio State Wellness app (go.osu.edu/wellnessapp) is also a great resource. 



Accessibility Accommodations for Students with Disabilities

Requesting Accommodations

The university strives to make all learning experiences as accessible as possible. If you anticipate or experience academic barriers based on your disability including mental health, chronic or temporary medical conditions, please let me know immediately so that we can privately discuss options. To establish reasonable accommodations, I may request that you register with Student Life Disability Services (SLDS). After registration, make arrangements with me as soon as possible to discuss your accommodations so that they may be implemented in a timely fashion. In light of the current pandemic, students seeking to request COVID-related accommodations may do so through the university’s request process, managed by Student Life Disability Services.

Disability Services Contact Information
· Phone: 614-292-3307
· Website: slds.osu.edu
· Email: slds@osu.edu
· In person: Baker Hall 098, 113 W. 12th Avenue

Accessibility of Course Technology

This online course requires use of CarmenCanvas (Ohio State's learning management system) and other online communication and multimedia tools. If you need additional services to use these technologies, please request accommodations as early as possible. 
CarmenCanvas accessibility (go.osu.edu/canvas-accessibility)
Streaming audio and video
CarmenZoom accessibility (go.osu.edu/zoom-accessibility)


COURSE CALENDAR

We will start each week with a live class session on Tuesday evening (6:15-7:15 PM). 

After class, a new Weekly Module on Canvas will unlock at 7:15 PM with your assignments for the week. 

Then you will have until the next class session to complete the assignments for that week (a mix of readings, video lectures, and discussion boards). I recommend that you schedule your time in advance each week to complete your work. This will help keep you from falling behind. 

	Week
	Topic
	Live Class session on Tuesdays at 6:15 PM on Zoom; weekly module opens at 7:15 PM after class
	Due Date for all Assignments in Weekly Road Map due by 6:15 PM the following Tuesday

	1
	What is Consumer Behavior/How to Study Consumer Behavior
	8/22
	8/29

	2
	Motivation, Ability, and Opportunity
	8/29
	9/5

	3
	[bookmark: _Hlk107328962]Consumer Decision Making/Decision Rules
	9/5
	9/12

	4
	[bookmark: _Hlk107328944]BBC Case/Heuristics and Biases
	9/12
	9/19
Decision Rules Assignment due via Carmen 

	5
	[bookmark: _Hlk107329297]Context Effects on Decision Making/Post-Decision Processes
	9/19
	9/26

	6
	Social Influence 
	9/26
	10/3

	7
	Social Influence in the Retail Environment and Exam review
	10/3
	Monday, 10/9
Customer Journey Map Assignment due via Carmen

	The final exam is online on 10/10 (time TBD by registrar). It will be a short-answer essay exam posted on Carmen as a word file. You will type your exam in the word file and email it back to Reczek.3@osu.edu when the allotted time is up. Your exam must be only your individual work (no collaboration allowed).



Road Map Documents will be posted on Carmen each week as the first document in the Weekly Module. Please follow these as a step-by-step guide to complete the weekly content. An example Road Map for the first week of class is shown on the next page. Please use the final version on Carmen that contains live links to each activity.

Road Map for Online Learning Week 1: How to Study Consumer Behavior

This work is to be completed AFTER our in-class session on 8/22.

Content Available 8/22 at 7:15 PM
Please complete all assignments by 8/29 at 6:15 PM 

Participation in the Carmen discussion boards is an important part of your course grade.

During all videos, you will be able to see my power point slides. Please note that the slides are also posted for you to access in each weekly module.

1. WATCH: Primary vs. Secondary data video from Prof. Reczek 

1. READ about qualitative consumer research:
1. Mittal, Vikas (2015), “Qualitative Research for Customer-Focused Insights.” Available at SSRN: http://ssrn.com/abstract=2682846

1. WATCH: Depth Interviews and Focus Groups video from Prof. Reczek

1. APPLY AND DISCUSS: Watch a video of a real focus group and participate in Discussion Board about what insights a marketer might draw from it and what you noticed about it from a methodological perspective (Both good and bad). 

1. READ about observational and ethnographic research
1. Wasserman, Todd (2003), “Sharpening the Focus,” Brandweek, November 3, pp. 28-32. *Available through OSU library website. I recommend you go to the “Research and Databases” link (http://library.ohio-state.edu/screens/databases.html), then to “Business Source Complete” and search (using the citation provided) from there.

1. WATCH: Observational Research and Surveys video from Prof. Reczek

1. APPLY AND DISCUSS: Participate in Discussion Board about what research method you’d use for a sensitive research question. 

1. READ about consumer behavior experiments and test markets
1. Sullivan, Michelle (2015), “How Columbus Became America’s Test Market City,” Columbus Monthly, January: http://www.columbusmonthly.com/content/stories/2015/01/how-columbus-became-americas-test-market.html
1. Gallo, Amy (2017), “A Refresher on A/B Testing,” Harvard Business Review, June 28: https://hbr.org/2017/06/a-refresher-on-ab-testing

1. WATCH: Consumer Behavior Experiments video from Prof. Reczek

1. Readings and in-class discussion questions to prepare for next week’s live class session
1. Gallo, Amy (2016), “A Refresher on Marketing Myopia,” Harvard Business Review, August 22: https://hbr.org/2016/08/a-refresher-on-marketing-myopia 
1. Segran, Elizabeth (2021), “One-third of workers would take a pay cut to never dress for work again. Here’s how retailers are responding,” Fast Company: https://www.fastcompany.com/90707836/one-third-of-workers-would-take-a-pay-cut-to-never-dress-for-work-again-heres-how-retailers-are-responding

You do not need to prepare written answers to these discussion questions but thinking about them before our live class session will help you be better prepared for our discussion:
1. Why do some consumers find an ad interesting and engaging while others completely ignore the same ad?
1. How do marketing managers use an understanding of consumers’ needs in developing marketing strategy?
1. How has the pandemic changed consumer needs?

OPTIONAL: If you’d like to learn more about the consumer behavior research I do, I gave one of the OSU Science Sunday lectures that you can access and watch here!
Science Sundays is a free lecture series open to the public that provides a wide range of current and emerging topics and issues in science that touch our everyday lives. Speakers are experts in their fields from on campus and around the world with experience in making their topics interesting and accessible for audiences of all ages, with or without a science background.


