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Objective 

The main objectives of this course are: 
a) To present the fundamental theoretical perspectives of Consumer Behavior (CB) in the areas of Attitudes, Motivation and values, Consumer Culture Theory CCT and Transformative Consumer Research TCR.
b) To provide a solid basis for critical thinking on CB, enabling the student to critically assess scientific literature in the CB field.

c) To make the student familiar with the multimethod approach for research in the CB field. 

d) To enable the student to develop his/her own ideas on a CB research topic as well as his/her ability to conceptualize and implement research.

Summary Content
The subject includes the following content:

a) Attitudes

b) Motivation and values

c) Consumer Culture Theory CCT

d) Transformative Consumer Research TCR

e) Research methods in CB (concepts and practices)

Methodology

The learning process is student-centered, which calls for preparation and the prior undertaking of the recommended activities and readings. It is the student responsibility to seek appropriate bibliography to understand the theories or methods presented in the scientific literature as well as to appraise and criticize them. In each class, a different student will be responsible for presenting the recommended readings and for guiding the discussion on the theme The student should seek to enlarge his/her knowledge of a specific CB topic by elaborating a project of a scientific paper. The lecturer will co-operate with the students’ efforts so as to create and co-ordinate a relevant learning experience, giving guidance, advice and assessment. 
See “instructions for the undertaking of the activities” for more detailed information.
Evaluation Criteria
	Grade
	Activity
	Weight 

	1.1
	Exam (individual)
	30%

	1.2
	Participation (including oral exposition of the content of the book chapter and articles)
	30%

	1.3
	Project of a paper (individual)
	40%


The Ethics of the Lecturer/Student Relationship
· Punctuality.
· Due preparation for the lectures.
· The fulfillment of the tasks given within the relevant deadlines.
· The honest undertaking of all activities.
· Mutual respect.
Contact and Office Hours

The professor can and should be sought outside class-time on all questions related to the course. Appointment should be made by email: tania.veludo@fgv.br 
Instructions for the Undertaking of the Activities

Exam (individual)

Students will take a quick exam (1.5 hours long), individually, covering all the material discussed in class. It is an open book exam for the first 30min only. 
Participation (including oral exposition of the content of the book chapter and articles)

One of the students will lead the discussion of the book chapter and articles in each class. For the book chapter, you should highlight the most important issues related to the topic. When you guide the discussion of articles, please avoid summarizing the article (because everyone will have read it): your briefing should convey (a) the research question investigated, (b) the methodology used, (c) the main findings, and (d) what these findings mean theoretically. The point of this exercise is to get you into the habit of thinking of each paper as telling a story. The discussion of each article or book chapter should last an average of 40 minutes (10 minutes of brief presentation + 30 minutes discussion). 
Projects (individual)

Students will individually develop a project on a specific CB topic. We recommend that you focus on the theme which will be studied in your dissertation/thesis. The objective of this activity is to encourage students to think about her/his research topic from multimethod perspective. 

Student should apply in-depth interview as a method of data collection. The content should include:

1. Introduction

A. Topic (introduce the topic to the reader)

B. Justify your theme (present up-to-date numerical data, gaps in the literature; show the importance of the study of the topic) 

C. Research problem and/or general and specific objectives

2. Theoretical frame of reference / Literature review

A. Theory on the research project's construct(s) under discussion.

B. Definition of research question(s) that your study wishes to address.

3. Qualitative method

A. Data collection

I. Acess (e.g. gatekeepers, letters, informed consent)

II. Interview strategy (e.g. unstructured interview, semi-structure interview, projective interview etc.)

III. Interview approach (e.g. ground tour, detailed schedule, probe questions etc.)

IV. Interview implementation (e.g. longitudinal, online, face-to-face; duration of each interview; recorded, field notes, notes on the setting etc.) 

B. Presentation of the method of data analysis (e.g. thematic, discourse, content analysis)

*Justify your choices

4. Results

A. Pre-test results only (e.g., two depth interviews)
*Contextualize the data; analyse figures of speech; pay attention to contradictions in the data and in moments of revelation; explore discontinuities between talk and action; maintain contact with academic theory; illustrate your points with consumers’ selected dialogues and verbatim extracts. 

5. Final remarks

A. Possible contributions of the research (for the knowledge and practice of marketing)

B. Possible limitations (evaluate the appropriateness of the interview technique used to the particular research setting and research questions of your study)

6. References (according to ABNT or APA)

7. Appendix

A. Interview schedule (explain why you have structured and worded the questions in this particular way)

Project format:

Layout of the pages: size of paper A4
     margins: top - 3cm; bottom - 2cm; right - 2cm; left - 3cm.
Layout of the text:

Times New Roman Type 12

Spacing between characters, words and lines: 1.5

Use the bottom of the pages (and not the top) for the numbering of the pages.

Number of pages: minimum 8, maximum 12, including illustrations and references (but not the appendix)

Content of the first page

Title of the study, all the main words beginning with capitals

Student's name

The beginning of the text itself
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Course Outline
	Date
	Topic
	Reference/ activity
	Research method under analysis

	1
	Attitudes & Persuasion
	Chapter 20 – “Consumer attitudes and behavior” (Ajzen, in Haugtvedt et al., 2008, pp. 525-548)

Arrticle 1 – Ajzen (2011)

Article 2 – Ajzen (2012)

Article 3- Michaelidou & Hassan (2014)

Article 4 – Yousafzai et al. (2010)

Article 5 – Freberg (2013)

Article 6 – Lewis et al. (2013)

Two additional files on how to construct a TPB questionnaire
	Survey (SEM); Focus group

	2
	Motivation & Values
	Chapter 22 – “Social values in consumer psychology” (Kahle & Xie, in Haugtvedt et al., 2008, pp. 575-588)

Article 1 – Reynolds & Gutman (1988)

Article 2 – Veludo-de-Oliveira et al. (2006)

Chapter 6 – “Review of marketing research” (Reynolds & Phillip, in Malhotra, 2010, pp. 130-174)

Chapter 3 – “Values and goals” (Bearden et al., 2011, pp. 151-161)


	Laddering interviews; Qualitative projective techniques

	3
	Motivation & Values
	Article 3 – Fullerton (2013)

Article 4 – Levy (2005)

Article 5 – Rohani et al. (2014)

Article 6 – Pich & Dean (2015)
	

	4
	Consumer Cutlure Theory (CCT)
	Article 1 – Arnould & Thompson (2005)

Article 2 – Belk (2014)

Article 3 – Askegaard & Scott (2013)

Artigo 4 – Belk et al. (1989)

Artigo 5 – Kozinets (2002)

Artigo 6 – Belk & Kozinets (2005)
	Etnography; Videography





	5
	Consumer Culture Theory (CCT)
	Article 1 – Belk (1988)

Article 2 – Belk (2013)

Article 3 – Coupland (2005)

Article 4 – Thomnpson & Haytko (1997) 

Article 5 – Scaraboto & Fischer (2013)

Article 6 – Mosainder et al. (2009)
	Etnography, Phenomenological and personal interviews; Netnography

	6
	Transformative Consumer Research (TCR)
	Chapter 1 – “Origins, qualities, and envisionments of Transformative

Consumer Research” (Mick et al., in Mick et al., 2012, pp. 3-24)
Article 1 - Crocket et al. (2013)

	Mystery shopping field; ZMET interviews; Experiment; Observation

	7 
	Transformative Consumer Research (TCR)
	Article 2 – Johnson & Grier (2012)

Article 3 – Adams et al. (2011)

Article 4 – Bone et al. (2014)
	

	8 
	
	Exam & CheckPoint

	

	9
	
	Delivery & presentation of the final project

	

	10
	
	Presentation of the final project & feedback
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