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Syllabus 
A disciplina será conduzida em português.
(Course will be conducted in Portuguese)  
Course and Learning Objectives 
1. To visit the major conceptual and theoretical framework related to the understanding of how and why shoppers respond to different stimulus offered by the retailers.

2. To understand major theoretical perspectives about retailing and shopper behavior  

3. To help students understand  the major objectives of knowledge and how theory building occurs

4. To show how good articles are crafted and how they demonstrate their contribution to knowledge

5. Learning objectives: We expect that the students will finish the course with: 

· A deeper theoretical perspective about shopper behavior and retailing

· A better and more fluent understanding about  some essential ingredients for crafting a good paper, such as:  

· How the article reinforces the importance of the paper topic.

· How the relevant literature is reviewed

· How gaps in existing knowledge are identified

· How objetives are clearly stated 

· How analysis is connected to the paper objectives and paper contributions 

· How contributions are presented and highlighted  

Topics

1. Theory building and contributions to knowledge
2. Shopper Experience and Behavior 

3. Shopper Responses to price and promotions 

4. Shopper Response to other store stimuli – product, atmospherics, services. 

5. Shopper response to retail clusters and store location theories  

6. Impact of income and social class on shopper behavior 

7. Shopper loyalty and store branding 
8. Shopper preferences and retail evolutionary patterns 

9. Online and Omnichannel shopping 

Methodology 
The course will adopt a range of methodologies, mostly based on active student participation. An extensive reading material will be required for each class, mostly based on retailing and shopper behavior (in journals such as Journal of Retailing and/or Journal of Consumer Research.). Students will present in class their critical and insightful comments about the way the article was crafted and about the article contribution to knowledge. 

The learning process will take place through the following activities:
1 – Previous students review of reading assignments 

2- Students presentation and class assignments

3- Research Report - to be defined with the professor 

In this context, the professor role is to be an inductor and facilitator of the learning process, by: coordinating class discussion, highlighting the process of knowledge building adopted in the various papers analyzed during the course, correcting and commenting on the student’s work and exercises, and evaluating the student’s progress. The Professor will be totally available to provide guidance, counseling to help students achieve the course learning. This service will occur during class and extra class, or by e-mail or skype.

The course requires intense extra class preparation, and class participation is crucial. The student is expected to come thoroughly prepared to discuss the reading assignments and offer his/her contributions to enrich the collective learning process of the group.

The Weekly reviews can be written in Portuguese or in English, and should be:  three pages long, 1½ single-spaced, Times New Roman 12. The evaluation of the reviews should follow the guidelines offered by the professor and will consider the text quality, clarity and objectivity with which ideas are presented and the critical perceptions of the analyzed texts. Reviews must be handed in printed format in class, and also sent to the professor by email. They will be available in the course e-class files.

Assessment Criteria

Students will be assessed using the criteria displayed in the following table. 

	Activity
	Weight 

	Weekly reports on reading assignments 
	40%

	Presentations in class and participation in class 
	30%

	Final essay 
	30%


Topics and Readings 

CLASS 1 – INTRODUCTION TO THE COURSE AND KNOWLEDGE BUILDING:
1- John Summers, Guidelines for Conducting Research and Publishing in Marketing: From Conceptualization through the Review Process, Journal of the Academy of Marketing Science, Fall 2001 29: 405-415.

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 
3- Brown, J. R., & Dant, R. P. (2009). The theoretical domains of retailing research: A retrospective. Journal of Retailing, 85(2), 113-128.
4- Brown, J. R., & Dant, R. P. (2008). Scientific method and retailing research: A retrospective. Journal of Retailing, 84(1), 1-13.
CLASS 2 – SHOPPER MARKETING; 
· Venkatesh Shankar, J. Jeffrey Inman, Murali Mantrala, Eileen Kelley, Ross Rizley, Innovations in Shopper Marketing: Current Insights and Future Research Issues, Journal of Retailing 87S (1, 2011) S29–S42

· Peter C. Verhoef, Katherine N. Lemon, A. Parasuraman, Anne Roggeveen, 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. 

· 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 

· Cele C. Otnes, Behice Ece Ilhan,  Atul Kulkarni , The Language of Marketplace Rituals: Implications for Customer Experience Management. Journal of Retailing 88 (3, 2012) 367–383.

· Delgado-Ballester, E., Hernandez-Espallardo, M., & Rodriguez-Orejuela, A. (2014). Store image influences in consumers’ perceptions of store brands: the moderating role of value consciousness. European Journal of Marketing, 48(9/10), 1850-1869.
 CLASS 3 – PRICES AND PROMOTIONS IMPACT ON SHOPPER 

1- James R. Carver, Daniel T. Padgett, Product Category Pricing and Future Price Attractiveness: 99-Ending Pricing in a Memory-Based Context. Journal of Retailing 88, 4, 2012, 497–511.
2- Liu S, Perry P, Moore C, Warnaby G., “The standardization-localization dilemma of brand communications for luxury fashion retailers' internationalization into China,” Journal Of Business Research, 69(1), 2016, 357-364
3- Devon DelVecchio; Arun Lakshmanan and H. Shanker Krishnan. The Effects of Discount Location and Frame on Consumers’ Price Estimates, Journal of Retailing, Volume 85, Issue 3, September 2009, pp 336-346. 

4- 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. 

5- 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.

CLASS 4 – PRODUCT MIX AND CATEGORY MANAGEMENT 

1- Gabriele Pizzi, Daniele Scarpi, When Out-of-Stock Products Do Backfire: Managing Disclosure Time and Justification Wording. Journal of Retailing 89, 3, 2013, 352–359.

2- 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 

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- Aristeidis Theotokis, Katerina Pramatari, Michael Tsiros, Effects of Expiration Date-Based Pricing on Brand Image Perceptions. Journal of Retailing 88 (1, 2012) 72–87.

5- Marnik G. Dekimpe, Katrijn Gielens, Jagmohan Raju, Jacquelyn S. Thomas. Strategic Assortment Decisions in Information-Intensive and TurbulentEnvironments,  Journal of Retailing 87S, 1, 2011, S17–S28. 
6- 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 

CLASS 5 - ATMOSPHERICS E BRANDING 

1- Richard G.Netemeyer, Carrie M. Heilman,James G. Maxham III, The Impact of a New Retail Brand In-Store Boutique and its Perceived Fit with the Parent Retail Brand on Store Performance and Customer Spending. Journal of Retailing 88 (4, 2012) 462–475.

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.

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.

5- Marcelo Moll Brandão, Juracy Parente, “Brasileiro gosta de “muvuca”? impacto da densidade humana no comportamento de compra”, RAE  São Paulo v. 52 n. 6 nov. /dez. 2012  613-627. 

6- Delgado-Ballester, E., Hernandez-Espallardo, M., & Rodriguez-Orejuela, A. (2014). Store image influences in consumers’ perceptions of store brands: the moderating role of value consciousness. European Journal of Marketing, 48(9/10), 1850-1869.
CLASS 6 – LOCATION, SERVICES AND PERSONAL SELLING 

1- Dhruv Grewal, Praveen Kopalle, Howard Marmorstein, Anne L. Roggeveen, Does Travel Time to Stores Matter? The Role of Merchandise Availability, Journal of Retailing 88 (3, 2012) 437–444.

2- P Kumar, The competitive impact of service process improvement: Examining customers’ waiting experiences in retail markets. Journal of Retailing, 2005, Vol. 81 Issue 3, p171-180.
3- Raji Srinivasan,Shrihari Sridhar, Sriram Narayanan, Debika Sihi,Effects of opening and closing stores on chain retailer performance, Journal of Retailing 89 (2, 2013) 126–139. 
4- Amy Wong, Amrik Sohal (2003) "Service quality and customer loyalty perspectives on two levels of retail relationships", Journal of Services Marketing, Vol. 17 Iss: 5, pp.495 - 513
CLASS 7 – LOYALTY, ONLINE AND OMNICHANNEL SHOPPING 

1- Peter C Verhoef, P. K. Kannan, J. Jeffrey Inman, From Multi-Channel Retailing to Omni-Channel Retailing: Introduction to the Special Issue on Multi-Channel Retailing, Journal of Retailing June 2015, Pages 174–181 Vol. 91 Issue 2, p174-181.
2- V. Kumar, Ilaria Dalla Pozza, Jaishankar Ganesh, Revisiting the Satisfaction–Loyalty Relationship: Empirical Generalizations and Directions for Future Research, Journal of Retailing 89 (3, 2013) 246–262.

3- Rose, S., Clark, M., Samouel, P. & Hair, N. (2012). Online Customer Experience in e-Retailing: An empirical model of Antecedents and Outcomes. Journal of Retailing, 88(2), 308–322.

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

5- Venkatapparao Mummalaneni, An empirical investigation of Web site characteristics, consumer emotional states and on-line shopping behaviors, Journal of Business Research 58 (2005) 526– 532

CLASS 8 – SHOPPER AFFECTED BY CULTURAL FACTORS 

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- 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.  

3- Roland Gau, Haeran Jae, Madhubalan Viswanathan,  Studying low-literate consumers through experimental methods: Implications for subsistence marketplaces, Journal of Business Research 65 (2012) 1683-1691.
4- Ana Paula Miotto & Juracy Parente (2015), "Retail Evolution Model in Emerging Markets: Apparel Store Formats in Brazil", International Journal of Retail & Distribution, Vol. 43 Iss 3 pp. 242 – 260.
CLASS 9 – STUDENTS ESSAY PRESENTATIONS 
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