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Departamento: Mercadologia   

Disciplina:        Varejo e Comportamento do Consumidor  
Cursos: 
 Mestrado Acadêmico e Doutorado

Professor: 
 Juracy Parente  juracy.parente@fgv.br - 3281-7750, 9114-2316
2( Semestre 2012
P R O G R A M A 
I - OBJETIVOS DO CURSO  
O objetivo desse seminário consiste em ajudar alunos do doutorado e mestrado interessados em Varejo e em Comportamento do Consumidor a:

a) Desenvolver uma maior capacidade de compreender, explicar, prever comportamento do consumidor e dos sistemas e dos fenômenos varejistas.
b) Identificar e manter-se atualizado sobre os temas emergentes que vem despertando o interesse dos pesquisadores (acadêmicos) nas áreas de Varejo e do Comportamento do Consumidor.. 

c) Analisar, sob a ótica do pensamento científico, artigos recentes e clássicos sobre Varejo (em publicações como o “Journal of Retailing” ) e sobre o comportamento do Consumidor (em publicações como o Journal of Consumer Research), com o objetivo de exercitar os fundamentos e métodos para o desenvolvimento do conhecimento e da construção de teoria.

d) Desenvolver maior capacidade de análise e produção do conhecimento em temas ligados ao Varejo e Comportamento do Consumidor.

e) Estimular a elaboração de artigos, dentro dos paradigmas da “academia” para submetê-los para apresentação em congressos e/ou publicá-los em revistas acadêmicas.

f) Reforçar os objetivos fundamentais do conhecimento e das teorias, ou seja: Descrever, explicar, prever e controlar fenômenos, e ressaltar, por meio das implicações e aplicações gerenciais,das pesquisas, a utilidade prática para a comunidade empresarial do conhecimento, desenvolvido na academia. 
II – METODOLOGIA 
A metodologia do curso está apoiada em intenso trabalho de pesquisa, leitura e análise a ser realizado pelos alunos nas áreas de varejo, comportamento do consumidor e sobre a filosofia da ciência. A metodologia visa estimular um processo de aprendizagem centrado no envolvimento pro-ativo do aluno, que participará no trabalho de identificação do estado da arte no conhecimento acadêmico e na assimilação, com uma visão crítica, dos vários temas, conceitos e arcabouços teóricos ligados ao varejo e ao comportamento do consumidor.

A maioria dos textos para leituras provem dos dois periódicos mais destacados em suas respectivas áreas, ou seja; Journal of Retailing e Journal of Consumer Research. Ao longo do curso haverá uma forte sinergia entre os temas de Varejo e os de Comportamento do Consumidor. Boa parte dos artigos, a serem lidos, tratam de aspectos do Comportamento do Consumidor no contexto varejista.

Dentre as responsabilidades do aluno, determinantes de seu sucesso na disciplina, destacam-se o cumprimento proficiente, honesto e pontual das tarefas programadas, tais como:
- estudo prévio dos textos a serem selecionados no programa.
- participar das discussões em classe.
- elaboração e entrega dos exercícios e etapas intermediárias dos projetos

O curso irá identificar estimular a avaliação crítica de diferentes textos acadêmicos na área de marketing, procurando analisar esses textos à luz da filosofia da ciência.

O professor estará trabalhando para proporcionar orientação, aconselhamento e avaliação para que os participantes atinjam seus objetivos o mais efetivamente possível. O atendimento e assessoramento ocorrerão sempre que possível durante as aulas e extra-classe em condições combinadas. O “e-mail” também pode e dever ser utilizado. 

III – CONTEÚDO e PLANO DE AULAS

Aula 1  INTRODUÇÃO AO CURSO E AO CONHECIMENTO DE VAREJO 
Aula 2 – CONHECIMENTO NO VAREJO –  RETROSPECTIVA E NOVAS FRONTEIRAS DA PESQUISA EM VAREJO  

LEITURAS PRÉVIAS PARA A AULA  2: 
1- Dhruv Grewal e Michael Levy, Retailing research: Past, present, and future, Journal of Retailing, Vol.83, Issue 4, December 2007, Pages 447-464



References and further reading may be available for this article. To view references and further reading you must purchase this article.

2- James R. Brown e Rajiv P. Dant, On what makes a significant contribution to the retailing literature , Journal of Retailing – Vol.84, Issue 2, June 2008, Pages 131-135 




References and further reading may be available for this article. To view references and further reading you must purchase this article.

3- James R. Brown e Rajiv P. Dant, The Theoretical Domains of Retailing Research: A Retrospective, Journal of Retailing – Vol. 85, Issue 2, June 2009, Pages 113-128 
4- Rajiv P. Dant e James R. Brown, A Journal of Retailing Retrospective Based on ISI Web of      Knowledge. Journal of Retailing – Vol. 85, Issue 4, December 2009, Pages 527-531 

LEITURAS OPCIONAIS:  
5- James R. Brown, e Rajiv P. Dant, Reflections from the Past Quarter Century: Introduction.  journal of Retailing- Vol. 85, Issue 4, December 2009, Pages 502-503. 

6- Praveen K. Kopalle, Modeling Retail Phenomena , Journal of Retailing – Vol. 86, Issue 2, june 2010.
Aula 3  – COMPORTAMENTO DO CONSUMIDOR NO VAREJO E EXPERIÊNCIA DE COMPRA

LEITURAS PRÉVIAS PARA A AULA  3: 
1- Bobby j. Calder e  Alice M. Tybout, “What Consumer Research is ...,” Journal of Consumer Research, 14, (1987), 136-140.

2- Nancy M. Puccinelli, Ronald C. Goodstein, Dhruv Grewal, Robert Price, Priya Raghubir e David Stewart, , Customer Experience Management in Retailing: Understanding the Buying Process ; Journal of Retailing Vol. 85, Issue 1, March 2009, Pages 15-30 
.
3- David M. Hardesty e William O. Bearden, Consumer Behavior and Retailing , Journal of                              Retailing – Vol. 85, Issue 3, Setember 2009, Pages 239-244


References and further reading may be available for this article. To view references and further reading you must 

4- Dhruv Grewal, Michael Levy, e V. Kumar, Customer Experience in Retailing: An Organizational Framework; 


References and further reading may be available for this article. To view references and further reading you must purchase this article.

Journal of Retailing, Vol. 85, Issue 1, March 2009, pp 1-14. 

5- Peter C. Verhoef, Katherine N. Lemonb, A. Parasuramanc, Anne Roggeveend, Michael Tsiros e Leonard A. Schlesinger, Customer Experience Creation: Determinants, Dynamics and Management Strategies , Journal of Retailing – Vol. 85, Issue 1, March 2009, pp 31-41. 


LEITURAS OPCIONAIS:
6-  PAN, Yue, ZINKHAM, George,  Determinants of Retail Patronage: A meta-analytical perspective, Journal of Retailing, 2006, vol 82, issue 3, 2006, pp 229-243.




References and further reading may be available for this article. To view references and further reading you must purchase this article.

7- V. Kumar, Morris George e Joseph Pancras, Cross-buying in retailing: Drivers and consequences ,  Journal of Retailing - Volume 84, Issue 1, April 2008, pp 15-27 

8- M. B. Holbrook. “What is Consumer Research?” Journal of Consumer Research, 14, (1987), pp128-132.

9- Jerome B. Kernan, “Chasing the Holy Grail: Reflections on “What is Consumer

Research,” Journal of Consumer Research, 14  (1987), (June), 133-135.
10- Itamar Simonson, Ziv Carmon, Ravi Dhar, Aimee Drolet e Stephen M. Nowlis, Consumer Research: In Search of Identity, Annu. Rev. Psychol. 2001. 52: pp 249–75

Aula 4 – ESTRATÉGIAS VAREJISTAS E LOCALIZAÇÃO DE LOJAS 

LEITURAS PRÉVIAS PARA A AULA 4: 

1- Dinesh Kumar Gauri, Minakshi Trivedi, and Dhruv Grewal, Understanding the Determinants of Retail Strategy: An Empirical Analysis, Journal of Retailing – Vol. 84, Issue 3, September 2008, pp 256-267
2- Arieh


References and further reading may be available for this article. To view references and further reading you must  GOLDMAN, The Transfer of Retail Formats into Developing Economies: The Example of China. Journal of Retailing, 77, 2002, pp 221-242.

3- Shankar Ganesan; Alan J. Malter; Aric Rindfleisch. Does Distance Still Matter? Geographic Proximity and New Product Development. Journal of Marketing, Oct. 2005, Vol. 69 Issue 4, p44-60
4- Juracy Parente, Supermercados no Brasil: Uma Investigação sobre a Demanda de Mercado, Fatia de Mercado e Área de Influência – Relatório de Pesquisa – NPP - FGV-EAESP 2003.
LEITURAS OPCIONAIS: 
5-  Juracy Parente e Heitor Kato. Área de Influência: Um Estudo no Varejo de Supermercados. Revista de Administração de Empresas (FGV), São Paulo, v. 41, n. 2, p. 46, 2001.

6- Juracy Parente, e Heitor Kato. Uma Investigação sobre Fatia de mercado em supermercados no Brasil, EMA-Anpad – 2004

7- Audhesh Paswan, María de los Dolores Santarriaga Pineda, Francisco Carlos Soto Ramirez

Small versus large retail stores in an emerging market—Mexico, Journal of Business Research, 63 (2010) pp. 667–672

8- Ana Paula Miotto e Juracy Parente. Formatos de Lojas de Confecção para Baixa Renda. XXXIII Encontro da ANPAD 2009. 

9- Fanny Terepins e Juracy Parente. Responsabilidade Social Empresarial do Varejo no Brasil. Revista ANGRAD. v. 9,  2009.

10- purchase this article.

 Aula 5 - GESTÃO E ESTRATÉGIA DE PREÇOS E DE PROMOÇÕES 

LEITURAS PRÉVIAS PARA A AULA 5: 
1- Min Ding, William T. Ross Jr e Vithala R. Rao, Price as an Indicator of Quality: Implications for Utility and Demand Functions, Journal of Retailing - Volume 86, Issue 1, March 2010, pp 69-84.

2- Praveen Kopalle, Dipayan Biswas, Pradeep K. Chintagunta, Jia Fan, Koen Pauwels, Brian T. Ratchford, e James A. Sills, Retailer Pricing and Competitive Effects, Journal of Retailing – Vol. 85, Issue 1, March 2009, pp 56-70. 
3- Kusum L. Ailawadi, J.P. Beauchamp, Naveen Donthu, Dinesh K. Gauri, e Venkatesh Shankar Communication and Promotion Decisions in Retailing: A Review and Directions for Future Research, Journal of Retailing – Vol. 85, Issue 1, March 2009, pp 42-55.

4- Devon Delvecchio; David Henard; Traci H Freling. The effect of sales promotion on post-promotion brand preference: A meta-analysis. Journal of Retailing, Sep 2006, Vol. 82,  Issue 3, p203-213.  
LEITURA OPCIONAL:

5- Peter Darke; Cindy M. Y; Chung. Effects of pricing and promotion on consumer perceptions: it depends on how you frame it.  Journal of Retailing; 2005, Vol. 81 Issue 1, p35-47.

	


3- Devon DelVecchio; Arun Lakshmanan and H. Shanker Krishnan. The Effects of Discount Location and Frame on Consumers’ Price Estimates, 


References and further reading may be available for this article. To view references and further reading you must purchase this article.

Journal of Retailing, Volume 85, Issue 3, September 2009, pp 336-346. 
Aula 6 – ESTRATÉGIA E GESTÃO DO MIX DE PRODUTO E GERENCIAMENTO DE CATEGORIAS
LEITURAS PRÉVIAS PARA A AULA 6: 
1- Murali K. Mantrala, Michael Levy, Barbara E. Kahn, Edward J. Fox, Peter Gaidarev, Bill Dankworth e Denish Shah, Why is Assortment Planning so Difficult for Retailers? A Framework and Research Agenda, Journal of Retailing- Vol. 85, Issue 1, March 2009, Pages 71-83 
2- Subir Bandyopadhyay, A Dynamic Model of Cross-Category Competition: Theory, Tests and Applications, Journal of Retailing –Vol. 85, Issue 4, December 2009, Pages 468-479 
3- SLOOT, Laurens,  FOK, Dennis, VERHOEF, Peter , The Short- and Long-Term Impact of an Assortment Reduction on Category Sales. Journal of Marketing Research (JMR), Nov. 2006, Vol. 43 Issue 4, p536-548

4- Joseph M. Hall, Praveen K. Kopalle e Aradhna Krishna, Retailer Dynamic Pricing and Ordering Decisions: Category Management versus Brand-by-Brand Approaches. Journal of Retailing,Vol. 86, Issue 2, June 2010, pp 172-183

LEITURA OPCIONAL: 

5-  INMAN, J. Jeffrey; SHANKAR, Venkatesh; FERRARO, Rosellina,  The Roles of Channel-Category Associations and Geodemographics in Channel Patronage.  Journal of Marketing, April 2004, Vol. 68 Issue 2, p51-71.

6- TSIROS, Michael; HEILMAN, Carrie, The Effect of Expiration Dates and Perceived Risk on Purchasing Behavior in Grocery Store Perishable Categories.  Journal of Marketing, AprIL 2005, Vol. 69 Issue 2, p114-129

7- YANG, Sha e RAGHUBIR, Priya,  Can bottles speak volumes? The effect of package shape on how much to buy, Journal of Retailing; 2005, Vol. 81 Issue 4, p269-281 
8- Gerenciamento de Categorias – Melhores Práticas, São Paulo: Food Marketing Institute, Associação ECR Brasil, 1998.

Aula 7  – ATMOSPHERICS E BRANDING 

LEITURAS PRÉVIAS PARA A AULA 7 
1- AILAWADI, Kusum, L.; KELLER, Kevin Lane, Understanding retail branding: conceptual insights and research priorities. Journal of Retailing, 2004, vol 80, Issue 4.  
2- KALTCHEVA, Velitchka D.; WEITZ, Barton A., When Should a Retailer Create an Exciting Store Environment?. Journal of Marketing, Jan 2006, Vol. 70 Issue 1, p107-118. 
3- Stefania Borghini, Nina Diamond, Robert V. Kozinets, Mary Ann McGrath, Albert M. Muñiz Jr. e John F. Sherry Jr., Why Are Themed Brandstores So Powerful? Retail Brand Ideology at American Girl Place . Journal of Retailing, Volume 85, Issue 3, September 2009, Pages 363-375 


References and further reading may be available for this article. To view references and further reading you must purchase this article.

	
	


4- Sevgin A. Eroglua, Karen Machleitb,Terri Feldman Barrc, Perceived retail crowding and shopping satisfaction:the role of shopping values. Journal of Business Research 58, 2005,  1146–1153.
LEITURA OPCIONAL: 
5- LAM, Shun Yin, MUKHERJEE, Avinandan,  The effects of merchandise coordination and juxtaposition on consumers’ product evaluation and purchase intention in store-based retailing. Journal of Retailing; 2005, Vol. 81 Issue 3, p231-250. 

6- Wi-Suk Kwon e Sharron J. Lennon, Reciprocal Effects Between Multichannel Retailers’ Offline and Online Brand Images. Journal of Retailing, Volume 85, Issue 3, September 2009, Pages 376-390.

7 - Lucien J. Geargeoura e Juracy Parente - Ambiência da Loja e Estratégia Mercadológica no 
      Varejo: Um Modelo Teórico Consolidado. XXXIII Encontro da ANPAD, 2009.

8 - Nicolas Pontes e Juracy Parente, Personalidade de Marca: Como se Mede?.  XXXII Encontro ENANPAD de 2008. 




References and further reading may be available for this article. To view references and further reading you must purchase this article.

Aula 8 – COMPRAS (CADEIA DE SUPRMIMENTO), RELACIONAMENTO E SERVIÇOS 
LEITURAS PARA A AULA 8
1- Joseph M. Hall, Praveen K. Kopalle, e Aradhna Krishna, Retailer Dynamic Pricing and Ordering Decisions: Category Management versus Brand-by-Brand Approaches . Journal of Retailing
Volume 86, Issue 2, June 2010, Pages 172-183.

2- LUSCH, Robert F.; VARGO, Stephen L.; O’BRIEN, Matthew. Competing through service: Insights from service-dominant logic. Journal of Retailing, 2007, Vol. 83 Issue 1, p5-18.
3- Steven P. Brown and Son K. Lam. A Meta-Analysis of Relationships Linking Employee Satisfaction to Customer Responses. Journal of Retailing - Volume 84, Issue 3, September 2008, Pages 243-255 
LEITURA OPCIONAL

4- KUMAR, Piyush, The competitive impact of service process improvement: Examining customers’ waiting experiences in retail markets. Journal of Retailing, 2005, Vol. 81 Issue 3, p171-180.
5- GREWAL, Dhruv; BAKER, Julie; LEVY  Michael; VOSS, Glenn B.., The effects of wait expectations and store atmosphere evaluations on patronage intentions in service-intensive retail stores, Journal of Retailing, 2003, vol 79, Issue 4. 
6- Elias Frederico e Juracy Parente, Determinants of Relationship Between Fashion Retailers and Suppliers in Brazil. European Retail Research. v. 22, 2008.

	


 Aula 9 - VAREJO MULTICANAL E VIRTUAL 

LEITURAS PARA A AULA 9
1- MARKEDIS, Constantinos; CHARITOU, Constantinos. “Competing with dual business models: A contingency approach”. The Academy of Management Executive, v. 18, n. 3, Ago/2004, pp. 22-36. 
2- Iryna Pentina, Lou E. Peltona e Ronald W. Hasty, Performance Implications of Online Entry Timing by Store-Based Retailers: A Longitudinal Investigation.  Journal of Retailing – Vol. 85, Issue 2, June 2009, Pages 177-193. 
3- J


References and further reading may be available for this article. To view references and further reading you must purchase this article.

4- aishankar Ganesh, Kristy E. Reynolds, Michael Luckett e Nadia Pomirleanu, Online Shopper Motivations, and e-Store Attributes: An Examination of Online Patronage Behavior and Shopper Typologies. Journal of Retailing – Vol. 86, Issue 1, March 2010, Pages 106-115 

	 LEITURA OPCIONAL
	


5- Debanjan Mitraa e Scott Fay, Managing Service Expectations in Online Markets: A Signaling Theory of E-tailer Pricing and Empirical Tests. Journal of Retailing- Vol. 86, Issue 2, June 2010, pp 184-199.



References and further reading may be available for this article. To view references and further reading you must purchase this article.

Aula 10 – PROCESSO DE INFORMAÇÃO DO CONSUMIDOR:  PERCEPÇÃO, APRENDIZADO,   E MEMÓRIA
LEITURAS PARA A AULA 10
1- Scot Burton, Elizabeth Howlett e Andrea Heintz Tangari, Food for Thought: How Will the Nutrition Labeling of Quick Service Restaurant Menu Items Influence Consumers’ Product Evaluations, Purchase Intentions, and Choices?  Journal of Retailing - Volume 85, Issue 3, September 2009, Pages 258-273.

2- Joseph Lajos, Zsolt Katona, Amitava Chattopadhyay, Miklos Sarvary, When does Choice  Reveal Preference? Moderators of Heuristic Versus Goal-Based Choice, Journal of Consumer Research,  Vol. 36,  june 2009.

3- Cohen, Joel B. e  Kunal Basu,  Alternative Models of Categorization: Toward a Contingent Processing Framework. ,” Journal of Consumer Research, 13, March, 1987, 455-472.

4- D. Eric Boyda e Kenneth D. Bahn, When Do Large Product Assortments Benefit Consumers? 

An Information-Processing Perspective.  Journal of Retailing – Vol. 85, Issue 3, September 2009,

 
pp 288-297.
5- Solomon, Cap. 2 e Cap. 3.   

LEITURA OPCIONAL

6- K


References and further reading may be available for this article. To view references and further reading you must purchase this article.

2. eller, Kevin Lane (1987), “Memory Factors in Advertising: The Effect of Advertising Retrieval Cues on Brand Evaluations,” Journal of Consumer Research, 14 (December),316-333.
7- Chaiken, Shelly, “Heuristic versus Systematic Information Processing and the Use of Source  versus Message Cues in Persuasion,” Journal of Personality and Social Psychology, 39 (5), 1980, 752-766. 
8- Kardes, F. R. et al. Categorization Theory and Research in Consumer Psycology: Category Representation and Category-Based Inference, p.133-164. In Handbook of Consumer Psycology, 2008.

9- Alba, Joseph W. and J. Wesley Hutchinson (2000), “Knowledge Calibration: What Consumers Know and What They Think They Know,” Journal of Consumer Research, 27 (September), 123-156.
10- John, Deborah Roedder, Barbara Loken, Kyeongheui Kim, and Alokparna Basu Monga, (2006), “Brand Concept Maps: A Methodology for Identifying Brand Association Networks, Journal of Marketing Research, 43 (November), 549-563.

Aula 12 - MOTIVAÇÃO E AFETO 

LEITURAS PARA A AULA 12



References and further reading may be available for this article. To view references and further reading you must purchase this article.

1- Bagozzi, Richard P., Mahesh Gopinath, and Prashanth U. Nyer (1999), “The Role of Emotions in Marketing,” Journal of the Academy of Marketing Science, 27 (Spring),184-206.
2- Mark J. Arnold and Kristy E. Reynolds, Affect and Retail Shopping Behavior: Understanding the Role of Mood Regulation and Regulatory Focus . Journal of Retailing - Volume 85, Issue 3, September 2009, Pages 308-320. 

3- Monika Kukar-Kinney, Nancy M. Ridgway, and Kent B. Monroe, The Relationship Between Consumers’ Tendencies to Buy Compulsively and Their Motivations to Shop and Buy on the Internet. Journal of Retailing, Volume 85, Issue 3, September 2009, Pages 298-307 
4- MacInnis, Deborah J. and Gustavo E. de Mello (2005), “The Concept of Hope and its

Relevance to Product Evaluation and Choice,” Journal of Marketing, 69 (1), 1-14.

LEITURA OPCIONAL

5- Howard, Daniel J. and Charles Gengler (2001), “Emotional Contagion Effects on Product Attitudes,” Journal of Consumer Research, 28 (September), 189-201.

6- Andrade, Eduardo B. (2005), “Behavioral Consequences of Affect: Combining Evaluative and Regulatory Mechanisms,” Journal of Consumer Research, 32 (3),355-362.

7- Gardner, Meryl Paula. (1985), "Mood States and Consumer Behavior: A CriticalReview," Journal of Consumer Research, 12 (December), 281-300.
8- Yi, S.W. & Baumgartner, H. (2004). Coping with negative emotions in purchaserelated situations. Journal of Consumer Psychology, 14, 303-317.

Aula 13 – ATITUDES E PERSUASÃO 

LEITURAS PARA A AULA 13
1- Zajonc, Robert B. and Hazel Markus (1982), “Affective and Cognitive Factors in Preferences,” Journal of Consumer Research, 9 (September), 123-131. 
2- Fishbein, Martin and Susan E. Middlestadt (1995), “Noncognitive Effects on Attitude Formation and Change: Fact or Artifact?” Journal of Consumer Psychology, 4 (2), 181-202.

3- Fishbein, Martin and Susan E. Middlestadt (1997), “A Striking Lack of Evidence for  Nonbelief-Based Attitude Formation and Change: A Response to Five Commentaries,” Journal of Consumer Psychology, 6(1), 107-116

4- Friestad, Marian and Peter J. Wright (1994), “The Persuasion Knowledge Model: How People Cope with Persuasion Attempts,” Journal of Consumer Research, 21 (June), 1-31.- 
5- Salomon, cap. 7.  
LEITURA OPCIONAL

6- A. Parasuraman, Leonard Berry e Valerie Zeithaml, Refinement  and Reassessment of the SERVQUAL Scale, Journal of Retailing,  67, winter, 1991, pp 420-50.

7- J. Jeffrey Inman, Russell S. Winer, & Rosellina Ferraro, The Interplay Among Category Characteristics, Customer, Characteristics, and Customer, Activities on In-Store Decision Making, Journal of Marketing, Vol. 73 (September 2009), 19–29

8- Echo Wen Wan, Jiewen Hong, Brian Sternthal, The Effect of Regulatory Orientation and

Decision Strategy on Brand Judgments, Journal of Consumer Research, vol. 35 , 2008.

9- Hastie, Reid and Bernadette Park (1986), “The Relationship Between Memory and

Judgment Depends on Whether the Judgment Task is Memory-Based or On-Line,”

Psychological Review, 93 (3), 258-268.

10- Janiszewski, Chris (1988), “Preconscious Processing Effects: The Independence of

Attitude Formation and Conscious Thought,” Journal of Consumer Research, 15

(September), 199-209.

Aula 14 -  O PROCESSO DE DECISÃO 
LEITURAS PARA A AULA 14
1- Bettman, James R., Mary Frances Luce and John W. Payne, “Constructive Consumer Choice - Processes,” Journal of Consumer Research, 25, December, 1998, pp 187-217.

2- Elad Granot, .Henry Greene b,1, Thomas G. Brashear c,2, Female consumers: Decision-making in brand-driven retail, Journal of Business Research 63 (2010) 801–808

3- Johnson, Michael (1984), “Consumer Choice Strategies for Comparing Noncomparable

Alternatives,” Journal of Consumer Research, 11 (December), 741-753.
4- Huang, Yanliu; Hui, Sam; Inman, Inman, and Suher, Jacob,  Under review at the Journal of Marketing Research, Capturing the “First Moment of Truth”: Understanding Point-of-Purchase Drivers of Unplanned Consideration and Purchase
5- Solomon, cap 8, e cap 9. 
LEITURA OPCIONAL

6- Thaler, Richard H. (1985), "Mental Accounting and Consumer Choice," Marketing Science, 4 (Summer), 199-214.

7- Prelec, D. and G. Loewenstein (1998), “The Red and the Black: Mental Accounting of

Savings and Debt,” Marketing Science, 17 (1), 4-28.

8- Wilson, Timothy D. and Jonathan W. Schooler (1991), “Thinking Too Much:Introspection Can Reduce the Quality of Preferences and Decisions,” Journal of Personality and Social Psychology, 60 (2), 181-92.

9- Itamar Simonson (1989), “Choice Based on Reasons: The Case of Attraction and Compromise Effects,” JCR, 16 (September), 158-174.
Aula 14 – INFLUÊNCIAS EXTERNAS - RENDA, CLASSE SOCIAL E CULTURA 
LEITURAS PARA A AULA 15
1- Edgard Barki and Juracy Parente, Consumer Behaviour of the Base of the Pyramid Market in Brazil. Greener Management International,  56, May,  2010, pp 11-23.
2- Viswanathan, Madhu, and José Antonio Rosa. 2010. "Understanding subsistence marketplaces: Toward sustainable consumption and commerce for a better world. Journal of Business Research 63(6):535-37. 

3- Viswanathan, Madhu, José Antonio Rosa, and Julie A. Ruth. 2010. "Exchanges in Marketing Systems: The Case of Subsistence Consumer–Merchants in Chennai, India." Journal  of Marketing 74(3):1-17. 
LEITURAS COMPLEMENTARES SERÃO AINDA INDICADAS 
Aula 15 – INFLUÊNCIAS EXTERNAS - ETNIA, RAÇA, PRECONCEITOS, SEXO, IDADE, E OUTRAS  

1- Anne M. Brumbaugh e José Antonio Rosa, Perceived Discrimination, Cashier Metaperceptions, Embarrassment, and Confidence as Influencers of Coupon Use: An Ethnoracial–Socioeconomic Analysis. Journal of Retailing, Vol.  Issue 3, September 2009, pp 347-362.

2- Grier, Sonya A. and Rohit Deshpande (2001), “Social Dimensions of Consumer Distinctiveness: The Influence of Social Status on Group Identity and Persuasion,” Journal of Marketing Research, 38 (May), 216-224.

LEITURAS COMPLEMENTARES SERÃO AINDA INDICADAS 

IV - BIBLIOGRAFIA

a) Literatura Básica

- Journal of Retailing 

- Journal of consumer Behavior 

- Wayne D. Hoyer, Wayne D. Hoyer (Author) 

› Visit Amazon's Wayne D. Hoyer Page
Find all the books, read about the author, and more.

See search results for this author 

Are you an author? Learn about Author Central 

Deborah J. MacInnis , Consumer Behavior, 5a ed, South Western:  Cengage,  2010.

· Michael Solomon, Consumer Behavior, 9a ed. Upper Saddle River: Prentice Hall, 2011.  

· Michael Levy , Barton Weitz, Retailing Management, 8ª ed. McGraw Hill, 2011.
b) Outras Referências

Journal of Marketing

Journal of Marketing Research

Journal of Retailing and Consumer Services

Elias Awad; Samuel Klein e Casas Bahia. Osasco: Novo Século Editora, 2005.

Barry Berman; Joel Evans. Retail Management: a Strategic Approach, Upper Saddle River:  Pearsons Prentice Hall. 10th ed. 2006.

Patrick Dunne; Robert F. Lusch. Retailing, Fort Worth: The Dryden Press, 2003.

Charles Fishman. The Wal-Mart Effect. London: The Penguin Books Ltd, 2006.

Shelby Hunt. Modern Marketing Theory. Cincinnati: South Western Publishing Company,1991.

Juracy Parente. Varejo no Brasil: Gestão e Estratégia, São Paulo: Editora Atlas, 2000.

Juracy Parente; Jacques Gelman (Coord.). Varejo e Responsabilidade Social. Porto Alegre: Bookman, 2006.

Juracy Parente; Tânia Limeira e Edgard Barki. Varejo para Baixa Renda.  Porto Alegre: Bookman, 2007.

Jagdish N. Sheth; David M. Gardner; Dennis E. Garrett Garrett. Marketing Theory: evolution and evaluation,  (New York: John Wiley & Sons, 1988) 

Robert Spector. Category Killers – The Retail Revolution and its impact on consumer culture, Boston: Harvard Business School Press, 2005.

Paco Underhill. Call of the Mall – The Geography of Shopping, New York: Simon & Schuster Paperbacks, 2004. 

V – SISTEMA DE AVALIAÇÃO

· 40% - Exercícios 

· 30% - Projeto e Participação

· 30% - Exame Final  

VI – MINI-CURRÍCULO

Juracy Parente – 

Professor Associado do Departamento de Marketing – FGV-EAESP; Fundador  do GV-CEV - Centro de Excelência em Varejo; Professor Visitante na Cornell University e na Univesity of Florida. Ph.D. London Business School, University of London; MBA Cornell University, Graduado em Administração UFBA. Autor de diversos livros, pesquisas e artigos científicos na área de varejo. Orientador de dezenas de dissertações e teses de mestrado e doutorado em Marketing e em Varejo. 15 anos de experiência como executivo em Marketing do Grupo Pão de Açúcar. 20 anos de experiência em pesquisa e consultoria de marketing para empresas varejistas.
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