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MBA and M.Sc. Courses
1231.3402.02 – Consumer Insight and Strategic Marketing
(Prerequisites: Marketing Management with a grade of at least 78)
Second Semester – 2016

* הקורס מועבר בשפה העברית. הסילבוס והמצגות הן בשפה האנגלית 
* הקורס יועבר בשיתוף עם חברת המחקרNIELSEN  http://www.houseofconsumers.com/
	Section
	Day
	Hour
	Classroom
	Exam date
	Lecturer
	Email
	Telephone

	02
	Sunday
	15:45-18:30
	304
	22/6/16
	Prof. Shai Danziger
	shaid@tau.ac.il
	03-6406311


Teaching Assistant (TA): Einat McMurry

Office Hours:  Sunday  15:00-15:40

	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


The course setting: Companies MUST understand their target consumers to succeed. This realization has culminated in the customer-centric approach to marketing. To develop an effective marketing strategy (positioning and 4ps), companies must understand how consumers feel, think, evaluate, choose, consume offerings and talk about them. Unfortunately, while we are all consumers, our intuitions about our own behavior and especially that of others, is often inaccurate, and may at times, be misleading. 

The course goal: The primary goal of this course is to help each participant become an insightful investigator and strategic shaper of consumer behavior. This involves examining and analyzing consumer behavior critically, and uncovering findings that can steer managerial action. 
How? To achieve the course goal, I have designed the course so it provide you with a broad coverage of frameworks, concepts, tools, and techniques to understand the minds of consumers, with an emphasis on uncovering, generating, and interpreting business-relevant consumer insights. We will discuss relevant theories and research in behavioral sciences with the overarching goal of understanding and influencing consumer behavior. Topics include consumer need analysis, motivation, involvement and engagement, consumer perception & attention, representation of knowledge and learning, evaluation, choice, and consumer talk (word of mouth and recommendations). We will also touch on contextual factors that sway consumer behavior such as culture. The course format is action-learning-oriented with a lot of in-class participation, assignments and exercises.
The course has a strong practical orientation. I have teamed up with the Nielsen group (http://www.houseofconsumers.com/) who will provide us with guest lecturers and with 3 consumer insight assignments that you will complete during the course. 
For each of the 3 assignments, the course TA and I will select the 3 best exercises that the people from Nielsen will then evaluate. The teams of the top three assignments for each exercise will then present their assignments on the last meeting of the course so that we can select the gold, silver and bronze winners for each assignment! 
So do your best to prepare great assignments. 

	Course Objectives


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

1. Understand the complexity of consumer behavior 
2. Outline a consumer based market research project
3. Conduct various types of market research  
4. Strategically influence consumer choices
	Evaluation of Student and Composition of Grade 


	Percentage
	Assignment
	Date

	54%
	closed-book test
	At the end of the course

	36%
	3 group assignments (12% each) 
	You will complete each assignment in groups of 3-4 individuals. Submission dates will be given during the first class.

	Mandatory
	3 short group exercises
	You will complete each exercise in groups of 3-4 individuals. You will submit assignments during the semester, so carefully examine the submission dates.

	Mandatory
	Reading application
	You will complete each reading application in groups of 3-4 individuals. You will submit applications during the semester, so carefully examine the submission dates. Your task will be to explain how the findings of the paper can be applied to solve a business problem that one of the group members has encountered in their workplace

	10%
	Class participation and attendance
	


* הקורס מועבר בשפה העברית. הסילבוס והמצגות הן בשפה האנגלית 

	Course Assignments


Test comments: I will base the test on the materials discussed in lectures, your readings for the various assignments and exercises, and a set of mandatory articles. The test consists of multiple choice questions and short open-ended questions. 

Assignment notes: You will complete each assignment in self-selected groups of 3-4 individuals. You will submit assignments during the semester, so carefully examine the submission dates. You can examine the experience map assignment at the end of this document to develop an impression of the scope of an assignment.

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 must 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.

* 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.)

	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. 

	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
	21 February
	Overview of the field of consumer behavior (what is consumer research about, why it is important, customer centric marketing, the Ps from a consumer based perspective).  
	
	

	2
	28 February
	Consumer behavior research (tools for doing consumer behavior research, experimental design and methodology)


	A
	

	3
	6 March
	Nielsen Lecture: Market data analysis- Keren Barash
	
	

	4
	13 March
	Making consumer tick, part 1 (Need recognition, types of needs, needs based positioning)
	B
	Exercise 1: JG6-Means end analysis.

	5
	20 March
	Making consumer tick, part 2 (Consumer ability and opportunity, consumer involvement and how it influences marketer strategy)
	
	Assignment (1): Market Data Analysis
(Keren Barash) 


	6
	27 March
	Nielsen Lecture: Sensory Testing-  Keren Corley
	
	

	7
	3 April
	Making consumers pay attention to me (consumer sensation and perception processes).
	C
	

	8
	10 April
	Consumer knowledge, part 1 (internal representations, spreading activation, and memory systems)
	
	Assignment (2): Sensory testing (Keren Corley)

	9
	17 April
	Nielsen Lecture; The Shopper Journey- Yael Gabriel
	D
	

	10
	1 May
	Consumer knowledge, part 2 (beliefs and drawing inferences from the 4ps)
	
	Exercise (2): JG8: Attitude change strategies and the ELM.

	11
	8 May
	How do consumers feel about me (attitudes and the customer based brand equity model)
	
	Assignment (3): The Shopper Journey 
(Yael Gabriel)

	12
	15 May
	Consumer attitudes, preference and choice (part 1) (the construction of preference and choice goals)
	E
	Exercise (3): JG-12: Choosing a camera


	13
	22 May
	Consumer preference and choice (part 2) (choice strategies, mental accounting and prospect theory)
	
	

	14
	29 May
	Presentations with the Nielsen team
	
	


*Subject to change
* Three lecturers from Nielsen will visit us during the semester. It is mandatory to attend their talks and the final presentations. Note that their lecture dates are scheduled. 
	Required Reading


 (1) Six articles, reading associated with the assignments, and readings associated with the exercises.  
A:  From neural responses to population behavior: Neural focus group effects predict population-level media effects (Psychological science).

B:  The MPG illusion (Science)

C:  Signing at the beginning makes ethics salient and decreases dishonest self-reports in comparison to signing at the end (PNAS)

D: Female Hurricanes Are Deadlier Than Male Hurricanes (PNAS)

E:  Extraneous factors in judicial decisions (PNAS)
* Some short readings are from the text “Critical Thinking in Consumer Behavior: Cases and Experiential Exercises. Judy Graham, Pearson, Prentice Hall, 2004”.  I refer to these readings in the course outline above as JG. They will be available on Moodle.

	Recommended Reading


· 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.
· Thinking fast and slow. Daniel Kahneman. An excellent book by an Israeli Nobel prize winner.

· Everything is obvious. Duncan Watts. An excellent primer for understanding how to do research.
Some good background materials:
 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
Assignment 1: Market data analysis

קרן ברש: מנהלת מחקר ופיתוח עסקי בנילסן ישראל
keren.barash@nielsen.com
In this assignment you will analyze category tracking data (sales, shares, prices) and panel shopping characteristics (penetration, frequency, basket size) to learn about category trends, dynamics and competitive environment. 

Assignment 2: Why is it tasty? Consumer sensory research
קרן קורלי: מנכ"ל New Sense Research, קבוצת נילסן ישראל
keren@newsense.co.il
המחקר הסנסורי מאפשר לחברות ה FMCG לקבל החלטה בדבר כדאיות השקת מוצר חדש או חידוד הצורך בשיפור מוצר קיים. המחקר מתמקד במוצר עצמו בלבד, תוך ניטרול האלמנטים השיווקיים האחרים, מתוך הנחה בסיסית שאם המוצר אינו אטרקטיבי דיו לא תעזור העטיפה השיווקית בהתנסות חוזרת עם המוצר. מטרת התרגיל הינה להתנסות במחקר על שלביו השונים ולהבין כיצד ניתן לאמוד אטרקטיביות של מוצרים שונים.

Assignment 3: The Shopper Journey- How to maximize in store performance by understanding shopper perceptions, decisions and behavior.

יעל גבריאל: מנהלת תחום מחקר צרכנים בנילסן ישראל
yael.gavriel@nielsen.com
התרגיל שיינתן במסגרת נושא זה יכלול בחירה של קטגורית מוצר בחנות וחקירת התנהגות הקנייה בחנות וליד המדף של אותה קטגוריה (באמצעות תצפיות וראיונות) כדי לתכנן נכון יותר את נראות ופעילות הקטגוריה בחנות.
