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 Marketing Trends and Social Influences
2018-19
Lecturer: Dr. Liraz Lasry, Liraz@LirazLasry.com 
Teaching assistant: Mrs. Maya Goldstein, mayagold.tau@gmail.com 
Office Hours: Reception hour is after class hours.
	Course Units


1 course unit = 4 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


We all have a product, message, idea or behavior we would like to spread like wildfire – among our consumers, customers (B2C or B2B), our employees, our community or even our own private circle of friends.
In other words – we would all like to create Trends.
What is a Trend? Why did certain products such as Instagram and Crocs become hits while others failed? What product characteristics create a Trend? What factors influence social adoption? How do groups operate? Are there certain members of the group, organization or community who can influence the success of a Trend more than others?
These questions are not only relevant for consumer goods, but rather for a wide range of domains, organizations and firms – because a Trend can also be an idea, a technology, a service, a behavior, a social change and more.
Through practical examples the talk explores how products, ideas and behaviors become Trends, and discusses several tools which may help you create your Trend. All of the above will be integrated with guest lecturers, concrete business examples and live discussions.
Dr. Liraz Lasry is a business professor teaching at executive and entrepreneurship programs at Tel- Aviv University and at NYU. She is a TEDx speaker and a public speaker, speaking regularly at Israeli and international firms' conferences and events, and a judge at innovation and startup competitions. She is a strategic and personal advisor to investors, entrepreneurs, and High-Level executives at leading firms and funds. She sits on company boards and advisory boards, and is a co-owner of a European community of entrepreneurs herself (Founders Kite Club). More information can be found on www.LirazLasry.com 
	Course Objectives


1. Understand what Trends are

2. Understand how  and why trends ("viral") are created

3. Develop methodological thinking about the trends theory and practice 
4. Gain the key tools and develop the ability to design a trend 
	Evaluation of Student and Composition of Grade 


The course is based on the following components:

1. In-class exercise
2. Lectures
3. Class discussions
4. Guest speakers

5. Trend analysis and presentation
	Percentage
	Assignment
	Teams

	20%
	In-class exercise
	2 students

	15%
	Class participation
	Individual

	35%
	Trend presentation (presented in class)
	5-6 students

	30%
	Trend presentation (submitted for review)
	5-6 students 
(same as presented in class)


* 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  key Assignments


Detailed in a separate file. 

There is no final exam. Instead, student teams will focus on an in-depth brand critical analysis and a short case study (assignment instructions – attached).
	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*


	Class
	Topic
	Assignments

	1 

- 
17. 2.19
	Introduction
Definitions

What is a trend? and what isn’t?

Trends types

Long vs short-lived trends

Trends Forecasting
Is it here to stay? 

	In-class exercise 

	2

-

18. 2.19 
	Product characteristics
Do you have what it takes to become a trend?

Individual psychology

What makes people adopt (or abandon) a trend?

Social influences

Following the herd 

	Submit before class: chosen Trend for Trend presentation


	3

-

19. 2.19 


	Storytelling
Creating a viral message – and making people talk
	

	4

-

20.2.19 
	Summary

Final presentations

	Submit in class: present trend analysis in class



	10.3.19 
	No class
	Submitting final trend analysis – last chance 


*Subject to change. Guest speakers will be integrated throughout classes, and are all high-level executives.
