Course Syllabus ‑ BA 591

Special Topics in Consumer Research

Jim Bettman – Spring 2008
Purpose:
The purpose of this seminar is to examine recent work in, or relevant to, consumer research.  We will select a set of topics to be considered over the semester, often triggered by a new article of particular interest or student interests.  For each topic considered, a few articles will be chosen, and we will read and discuss those.  Our goals will be to gain exposure to the latest ideas in consumer research and to develop research ideas.  In particular, each week we should generate in class the design/idea for at least one new study in the focal topic area.

Classes will be held in Seminar Room 2 of the Academic Center of the Fuqua School on Wednesdays from 1:15-3:45.  The first class is Wednesday, January 16.  There is no class on March 12, which is Duke’s spring break, and the last class is April 16. 

Student Responsibilities:
Each student should come to the seminar prepared to discuss each article in depth and to present their ideas about the major ideas, contributions, or shortcomings of each article if asked to do so.  Students should also examine the research ideas of the other students, as described next.
As noted above, we will also generate an idea for a study each week.  Each student will be responsible for writing up an approximately one-page (double-spaced) note for each class focusing on an idea for a study that relates to that week’s readings, e.g., a new study or studies designed to extend a particular paper or to build a bridge between papers.  Please specify the research question, why it is important, and a brief overview of the proposed design (e.g., the independent and dependent variables) and hypotheses.  I may call on people in class to outline their ideas.  Please submit your ideas to me no later than 5 pm on the Tuesday before the class so that I and the other students can examine them.  I will forward these ideas to each class member.  I will also send out copies of the papers for each session via email.
Finally, each student will be expected to do a research paper, which can be a critical literature review, a design for a study, etc.  I will set aside 1-2 hours at specific times during the semester when we will discuss preliminary ideas for the papers, and I will ask each student to present an idea at those times.  Papers are typically 20-30 pages in length and will be due by 12n on May 2, the Friday of exam week.  On March 26 we will have each student present their paper idea for roughly 10-15 minutes; please prepare a brief set of overheads outlining your idea (no more than 2-3) that you will present; try to keep your presentation to 5 minutes or so in order to allow time for feedback from me and the others in the class.
Papers for BA591, Spring 2008
Session 1 – Influences on Reactions to Experiences I – January 16, 2008 

a.  Cowley, Elizabeth (2007), “How Enjoyable Was It?  Remembering an Affective Reaction to a Previous Consumption Experience,” Journal of Consumer Research, 34 (December), 494-505.

b.  Plassmann, Hilke, John O’Doherty, Baba Shiv, and Antonio Rangel (2008), “Marketing Actions Can Modulate Neural Representations of Experienced Pleasantness,” Proceedings of the National Academy of Science.
Session 2 – Influences on Reactions to Experiences II – January 23, 2008
a.  Shiv, Baba, Ziv Carmon, and Dan Ariely (2005), “Placebo Effects of Marketing Actions: Consumers May Get What They Pay For,” Journal of Marketing Research, 42 (November), 383-393. 

b.  Gal, David, S. Christian Wheeler, and Baba Shiv (2007), “Cross-Modal Influences on Gustatory Perception,” Working paper, Stanford University.
c.  Lee, Leonard, Shane Frederick, and Dan Ariely, “Try It, You’ll Like It:  The Influence of Expectation, Consumption, and Revelation on Preferences for Beer,” Psychological Science, 17 (December), 1054-1058.
Session 3 – Incidental Influences – January 30, 2008
a.  Berger, Jonah and Gráinne Fitzsimons (forthcoming), “Dogs on the Street and Pumas on Your Feet: How Cues in the Environment Influence Product Evaluation and Choice,” Journal of Marketing Research.

b.  Ferraro, Rosellina, James R. Bettman, and Tanya L. Chartrand (2008), “The Power of Strangers: The Effect of Incidental Consumer-Brand Encounters on Brand Choice,” Working paper, University of Maryland.

c.  Kay, Aaron C., S. Christian Wheeler, John A. Bargh, and Lee Ross (2004), “Material Priming: The Influence of Mundane Physical Objects on Situational Construal and Competitive Behavioral Choice,” Organizational Behavior and Human Decision Processes, 95 (September), 83-96.

Session 4 – Social Class and Choice – February 6, 2008
a.  Stephens, Nicole M., Hazel Rose Markus, and Sarah S. M. Townsend (2007), “Choice as an Act of Meaning: The Case of Social Class,” Journal of Personality and Social Psychology, 93 (November), 814-830.

b.  Snibbe, Alana Conner and Hazel Rose Markus (2005), “You Can’t Always Get What You Want: Educational Attainment, Agency, and Choice,” Journal of Personality and Social Psychology, 88 (April), 703-720.

c.  Markus, Hazel Rose, Yukiko Uchida, Heather Omoregie, Sarah S. M. Townsend, and Shinobu Kitayama (2006), “Going for the Gold: Models of Agency in Japanese and American Contexts,” Psychological Science, 17 (February), 103-112.
Session 5 – Self-Identity – February 13, 2008
a.  Dunning, David (2007), “Self-Image Motives and Consumer Behavior: How Sacrosanct Self-Beliefs Sway Preferences in the Marketplace,” Journal of Consumer Psychology, 17(4), 237-249.

b.  Berger, Jonah and Chip Heath (2007), “Where Consumers Diverge from Others: Identity Signalling and Product Domains,” Journal of Consumer Research, 34 (August), 121-134.

c.  Ledgerwood, Alison, Ido Liviatan, and Peter J. Carnevale (2007), “Group-Identity Completion and the Symbolic Value of Property,” Psychological Science, 18 (October), 873-878.
Session 6 – Experiences and Savoring – February 20, 2008
a.  Van Boven, Leaf and Thomas Gilovich (2003), “To Do or to Have? That Is the Question,” Journal of Personality and Social Psychology, 85 (December), 1193-1202.

b.  Bryant, Fred B. (2003), “Savoring Beliefs Inventory (SBI): A Scale for Measuring Beliefs about Savouring,” Journal of Mental Health, 12 (2), 175-196.

c.  Zauberman, Gal, Rebecca K. Ratner, and B. Kyu Kim (2008), “Memories as Assets: Strategic Memory Protection in Choice over Time,” Working paper, University of Pennsylvania.
Session 7 – Happiness – February 27, 2008
a.  Mochon, Daniel, Michael I. Norton, and Dan Ariely (forthcoming), “Getting Off the Hedonic Treadmill, One Step at a Time: The Impact of Regular Religious Practice and Exercise on Well-Being,” Journal of Economic Psychology.

b.  Sheldon, Kennon M. and Sonja Lyubomirsky (2006), “Achieving Sustainable Gains in Happiness: Change Your Actions, Not Your Circumstances,” Journal of Happiness Studies, 7 (March), 55-86.

c.  Liu, Wendy and Jennifer Aaker (2008), “The Happiness of Giving: The Time-Ask Effect,” Journal of Consumer Research.
Session 8 – Brand Relationships – March 5, 2008
a.  Aaker, Jennifer, Susan Fournier, and S. Adam Brasel (2004), “When Good Brands Do Bad,” Journal of Consumer Research, 31 (June), 1-16.

b.  Aggarwal, Pankaj (2004), “The Effects of Brand Relationship Norms on Consumer Attitudes and Behavior,” Journal of Consumer Research, 31 (June), 87-101.

c.  Moore, Sarah G. and Gavan J. Fitzsimons (2007), “Just Say No: Can Firms Enhance Customer Happiness by Denying Their Requests?” Working paper, Duke University.
Session 9 – Psychological Distance – March 19, 2008
a.  Trope, Yaacov, Nira Lieberman, and Cheryl Wakslak (2007), “Construal Levels and Psychological Distance: Effects on Representation, Prediction, Evaluation, and Behavior,” Journal of Consumer Psychology, 17 (2), 83-95.
b.  Williams, Lawrence E. and John A. Bargh (2008), “Keeping One’s Distance: The Influence of Spatial Distance Cues on Affect and Evaluation,” Psychological Science, 19 (March), 302-308.

c.  Fujita, Kentaro, Marlone D. Henderson, Juliana Eng, Yaacov Trope, and Nira Lieberman (2006), “Spatial Distance and the Mental Construal of Social Events,” Psychological Science, 17 (April), 278-282.

Session 10 – Student Paper Idea Presentations – March 26, 2008
Session 11 – Optimal Time of Day – April 2, 2008
a.  Kruglanski, Arie W. and Antonio Pierro (2008), “Night and Day, You Are the One: On Circadian Mismatches and the Transference Effect in Social Perception,” Psychological Science, 19 (March), 296-301.

b.  Bodenhausen, Galen V. (1990), “Stereotypes as Judgmental Heuristics: Evidence of Circadian Variations in Discrimination,” Psychological Science, 1 (September), 319-322.

c.  May, Cynthia P., Lynn Hasher, and Natalie Foong (2005), “Implicit Memory, Age, and Time of Day,” Psychological Science, 16 (February), 96-100.

d.  Cavanaugh, Lisa, Keisha Wells, James R. Bettman, and Mary Frances Luce (2008), “Hoping to Defy Daily Rhythms: The Facilitative Effect of Specific Positive Emotions in Self-Regulation,” research in progress.
Session 12 – Age, Identity, Memory, and Preferences – April 9, 2008
a.  Amir, On, and Nina Mazar (2008), “The Most Influential Age Hypothesis: Does the Self Cause Predictable Preferences?”  Working paper, University of California, San Diego.

b.  Rubin, David C., Tamara A. Rahhal, and Leonard Poon (1998), “Things Learned in Early Adulthood are Remembered Best,” Memory & Cognition, 26 (1), 3-19.
c.  Berntsen, Dorthe and David C. Rubin (2002), “Emotionally Charged Autobiographical Memories Across the Life Span: The Recall of Happy, Sad, Traumatic, and Involuntary Memories,” Psychology and Aging, 17 (4), 636-652.

d.  Holbrook, Morris B. and Robert M. Schindler (1989), “Some Exploratory Findings on the Development of Musical Tastes,” Journal of Consumer Research, 16 (June), 119-124.
Session 13 – Dishonesty – April 16, 2008
a.  Mazar, Nina, On Amir, and Dan Ariely (forthcoming), “The Dishonesty of Honest People: A Theory of Self-Concept Maintenance,” Journal of Marketing Research.
b.  Bateson, Melissa, Daniel Nettle, and Gilbert Roberts (2006), “Cues of Being Watched Enhance Cooperation in a Real-World Setting,” Biology Letters, 2 (3), 412-414.

c.  De Quervain, Dominique J.-F., Urs Fischbacher, Valerie Treyer, Melanie Schellhammer, Ulrich Schnyder, Alfred Buck, and Ernst Fehr (2004), “The Neural Basis of Altruistic Punishment,” Science, 305 (August 27), 1254-1258.  Supplemental material at www.sciencemag.org/cgi/content/full/305/5688/1254/DC1
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