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Course Objective:

The goal of this course is to give you an overview of some topic areas in consumer behavior research. More importantly, by the end of the semester, I want you to be able to do some preliminary research in consumer behavior. This means, you should be able to select an interesting consumer behavior problem/phenomenon; understand it using some theoretical apparatus; make a creative, insightful, and succinct prediction or two; develop a research design that will allow you to test these prediction(s). Ideally, you would also conduct a preliminary study (or studies); do the data analyses; and write up the paper in the form that is fit for submission to the review process.    

Course Material:

Published articles from consumer behavior, marketing, and social psychology will form the core material. These articles were chosen for the impact they have had on research in consumer behavior. In this sense, some of them are “classics”. However, I have also included some recent articles because they are a joy to read. 

Course Format:


Class discussions form the backbone of the course. Therefore, your participation will determine the success of the course. In order to participate meaningfully in the course, you will need to know how to “deconstruct” an article. What does deconstructing mean?  

Most articles have some basic structure and can be thought of investigation of relationships. For example, how does “mere exposure” influence “attitudes”?  In this case, the paper would have at least two constructs, mere exposure and attitudes. 
Research articles usually start with a context for the key foci, a.k.a., constructs involved in the research question. This may be an empirical phenomenon, or a marketing/social problem, a contradiction between the predictions from known theory and practice etc. This is often the “Introduction”. We then encounter some related work in the literature — theory — that bears on the research problem and results in predictions. This section is “Literature Review”. These predictions are then subjected to an empirical examination. This section is often called “Method”. The results of the examination validate or qualify the predictions. This section is called “Results”. These, in turn, tell us something new about the context in which the research problem is situated. This section is called “Discussion”. If you carefully observe most empirical articles, they begin very broadly, become very focused in the methods section, and become broad in the results section, somewhat like an hourglass. Given the different role played by each portion of the article, we should have a battery of questions about the paper in order to deconstruct the paper. Here are some guidelines. We are likely to encounter articles based on experiments more often those based on other methods. So, much of the following guidelines apply mostly to experimental work. Some of the following questions may not be applicable for non-experimental approaches, and questions not included here may be more relevant. Hence, use the following as a general guideline only:

· What is the primary research question?

· What are the key constructs that comprise the research question? 

· What theoretical grounding does the research question have?

· What have other researchers said about related topics?  

· What is the research approach (experiment versus survey versus ethnographic inquiry etc.) and how appropriate it is, given the research question?  -- To answer this question, you need to know the relative strengths and weakness of the chosen approach.

· What is the research design? – This relates to the technical aspects of the research approach such between versus within subjects’ designs etc.

· What are the independent constructs, and how are they manipulated?  -- This is usually applicable only for experiments.

· How are the key dependent constructs measured?

· Do studies have internal manipulation and confound checks?

· If it is a non-experiment, is the data analysis appropriate?

· Are there alternative explanations for the results?  And do the authors examine these?

· What do we know from the paper after reading it that we did not know before?

· What contribution does it make?  Documents a new phenomenon?  Supports/contradicts an existing theory?  Documents boundary conditions for existing theory, thus building new theory?  Supports/contradicts a popular or conventional non-theoretical notion?

You will quickly notice that these questions are not pertinent just to consumer behavior papers. Many of these issues can be raised for most other research areas as well. I sincerely believe that when you train yourself to pose questions such as these (you may find additional questions that may be relevant) at an article and attempt to answer them, you will be sharpening your skills as both a consumer and author of solid research. 
A caveat. Frequently, people engage in vicious criticism while discussing an article. This is very easy, but not very productive. If we keep in mind the fact that published articles represent a fraction of the numerous papers that are written, and that they are published after undergoing a rigorous review process, we will be able appreciate its contributions despite its limitations. It is usually impossible to find a published paper that is without limitations. So, be aware of the limitations, and try to grasp its contributions. 
Grading:


I will grade you for your class participation (30%), one end of semester paper (50%), and article summaries (20%). 

Class Participation. There will be at least one person leading the discussion on each article every week (occasionally, two people). The articles will be self-assigned. Now, what does it mean to lead the discussion? The leader will not make a presentation or a summary, leaving others as passive observers. Instead, the leader will generate a list of discussion questions which he/she will raise with a view of providing a thorough look at various aspects of the article. Discussion leaders must email the discussion questions to me along with the article summary and research idea (described below). Others (i.e., non-leaders for the given article) will be the discussion participants for that article. If the discussion flounders, the leader will pick it and bring it back to a level where it is able to self-sustain. Your participation grade will depend on what you contribute to the papers you both lead and do not lead.

End of Term Paper. For the term paper, you will come up with a 20 page document (double-spaced, JCR style formatting) in which you generate the front-end of a publishable paper on a topic of your choice to be finalized in consultation with me. If you collect data and analyze it competently, you will be able to get bonus points that will offset any deficit arising from your “summaries” score. It will not offset deficits in participation score.  
Article Summaries and Idea. For the paper you are leading, in a given week, you have to generate an article summary (one page) and generate one research idea (one page) which includes information on (a) what marketing or consumer behavior phenomenon you are investigating, (b) what theory (very brief) it draws from, and (c) what you predictions are. The article for which you will be responsible will be made one week in advance. For example, at the end of the class meeting for the 3rd week, we will make assignments for the 4th week. Your summaries are due by 5.00 p.m. on the Tuesday before the class discussion day – send it by email. 
General Guidelines/Other Information:


Read the assigned papers with a critical eye, and come fully prepared to discuss. Every student should expect to be questioned on all the topics on the table, any given day. In the absence of documented and verifiable emergencies, assignments/projects and other deliverables, if any, should be turned in on or before the deadlines. 


You are responsible for all announcements and material covered in class. There will be no exceptions to this policy. I want you to participate vigorously in the class. I expect this to be an interesting course, and I am positive that your participation will enhance the learning experience for all of us. This course outline, including the grading policy, is tentative. If there are any changes, I will inform you in advance. 

The Center for Students with Disabilities provides a wide variety of academic support services to all currently enrolled UH students who have any type of mental or physical disability of either a temporary or permanent nature. These services include assistance with course accommodations, adaptive equipment, individualized exam administration, taped textbooks, wheelchair repair, library needs, registration, handicapped parking, accessible housing and transportation, as well as many other needs. If you feel that you may need assistance of this nature, you may wish to call the Center at 3-5400. In addition, you should let me know about any special needs as soon as possible. 

The CBA has a policy that requires all of its instructors to be evaluated by their students. The results of these evaluations are important to provide feedback to instructors on how their performance can be improved. In addition, these evaluations are carefully considered in promotion and other important decisions. We openly encourage students to provide feedback to the instructors by participating in the evaluation process. 
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Reading List
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Session 1 – Introduction - What is Consumer Behavior Research?
1. Moriss B. Holbrook, (1987), “What is Consumer Research?” Journal of Consumer Research, 14 (June), 128-132. 
2. Jerome B. Kernan (1987), “Chasing the Holy Grail,” Journal of Consumer Research, 14, 133-135.

3. Bobby J. Calder and Alice M. Tybout, (1987), “What Consumer Research Is...,” Journal of Consumer Research, 14, 136-140.

4. William D. Wells (1993), “Discovery-oriented Consumer Research,” Journal of Consumer Research, 19, 489-504.

Session 2 - Motivation and Personality
1. Youngme Moon, (2000), "Intimate Exchanges: Using Computers to Elicit Self-Disclosure from Consumers," Journal of Consumer Research, 26 (March 2000), 323-339.

2. Russell Belk, (1988), "Possessions and the Extended Self," Journal of Consumer Research, 15 (September 1988), 139-168.
3. Richard S. Lazarus, (1991), "Progress on a Cognitive-Motivational-Relational Theory of Emotion," American Psychologist, 46, 819-834.
4. Susan Fournier, (1998), "Consumers and Their Brands: Developing Relationship Theory in Consumer Research," Journal of Consumer Research, 24 (March), 343-373.
Additional Suggested Readings

5. Franklin E. Evans, (1959), "Psychological and Objective Factors in the Prediction of Brand Choice," Journal of Business, 32, 340-69.
6. Harold H. Kassarjian, (1971), "Personality and Consumer Behavior: A Review," Journal of Marketing Research, 8, 409-18.
7. William Wells, (1975), "Psychographics: A Critical Review," Journal of Marketing Research, 12 (May), 196-213.
8. Susan Schultz Kleine, Robert Kleine, and Chris T. Allen, (1995), "How Is a Possession "Me" or "Not Me"? Characterizing Types and an Antecedent of Material Possession Attachment," Journal of Consumer Research, 22 (December), 327-343.
9. M. B. Setterlund and P. M. Niedenthal, (1993), "'Who Am I? Why Am I Here?': Self-Esteem, Self-Clarity, and Prototype Matching," Journal of Personality and Social Psychology, 65 (October), 769-780.
10. Jennifer Aaker (1997), "Dimensions of Brand Personality," Journal of Marketing Research, 34 (August), 347-356.
Session 3 - Attention and Perception
1. Herbert Krugman (1965), "The Impact of Television Advertising: Learning Without Involvement," Public Opinion Quarterly, 29 (Fall), 349-356.
2. John A. Bargh and Tanya L. Chartrand, (1999), "The Unbearable Automaticity of Being," American Psychologist, 54 (July), 462-479 
3. Scott McKenzie, (1986), "The Role of Attention in Mediating the Effect of Advertising on Attribute Importance," Journal of Consumer Research, 13 (September), 174-195.
4. Susan M. Broniarczyk and Joseph W. Alba, (1994), "The Importance of the Brand in Brand Extension," Journal of Marketing Research, 31 (May), 214-228.
Additional Suggested Readings

5. Christopher Puto, (1987), "The Framing of Buying Decisions," Journal of Consumer Research, 14 (December), 301-315.
6. Meryl Gardner, (1985), "Mood States and Consumer Behavior: A Critical Review," Journal of Consumer Research, 12 (December), 281-300.
7. Kevin Lane Keller and David A. Aaker, (1992), "The Effects of Sequential Introduction of Brand Extensions," Journal of Marketing Research, 29 (February), 35-50.
8. David M. Boush and Barbara Loken, (1991) "A Process-Tracing Study of Brand Extension Evaluation," Journal of Marketing Research, 28 (February), 16-28.
9. John Gourville, (1998), "Pennies-a-Day: The Effect of Temporal Reframing on Transaction Evaluation," Journal of Consumer Research, 24 (March), 395-408.
Session 4 - Applications of Attention and Perception; Search.

1. Raymond Bauer, (1960), "Consumer Behavior as Risk-Taking," in Donald F. Cox, ed., Risk Taking and Information Handling in Consumer Behavior, 23-33.
2. Joseph W. Alba and J. Wesley Hutchinson, (1987), "Dimensions of Consumer Expertise," Journal of Consumer Research,13 (March), 411-454. 

3. William Boulding, Ajay Kalra, Richard Staelin, and Valarie Zeithaml, (1993), "A Dynamic Process Model of Service Quality: From Expectations to Behavioral Intentions," Journal of Marketing Research, 30 (February), 7-27
4. John G. Lynch and Dan Ariely, (2000), "Wine Online: Search Costs Affect Competition on Price, Quality, and Distribution," Marketing Science, 19 (Winter), 83-103.
Additional Suggested Readings

5. James R. Bettman, (1978), "Consumer Information Acquisition and Search Strategies," In Andrew Mitchell, ed., The Effect of Information on Consumer and Market Behavior, 35-48.
6. Merrie Brucks, (1985), "The Effects of Product Class Knowledge on Information Search Behavior," Journal of Consumer Research, 12 (June), 1-16.
7. Mita Sujan and James Bettman, (1989), "The Effects of Brand Positioning Strategies on Consumers' Brand and Category Perceptions: Some Insights from Schema Research," Journal of Marketing Research, 26 (November), 454-467.
8. S. Ratneshwar and Allan D. Shocker, (1991), "Substitution in Use and the Role of Usage Context in Product Category Structures," Journal of Marketing Research, 28 (August), 281-295.
9. Joseph W. Alba, Susan Broniarczyk, Terence Shimp, and Joel Urbany, (1994), "The Influence of Prior Beliefs, Frequency Cues, and Magnitude Cues on Consumers' Perceptions of Comparative Price Data," Journal of Consumer Research, 21 (September), 219-235.
Session 5 – Memory
1. James R. Bettman, (1979), "Memory Factors in Consumer Choice: A Review," Journal of Marketing, 43 (Spring), 37-53.
2. Kathryn A. Braun, (1999), "Postexperience Advertising Effects on Consumer Memory," Journal of Consumer Research, 25 (December), 319-334.
3. John Lynch and Thomas Srull, (1982), "Memory and Attentional Factors in Consumer Choice: Concepts and Research Methods," Journal of Consumer Research, 9 (June), 18-37.
4. Gabriel Biehal and Dipankar Chakravarti, (1983), "Information Accessibility as a Moderator of Consumer Choice," Journal of Consumer Research, 10 (June), 1-14.
Additional Suggested Readings

5. Meryl Lichtenstein and Thomas Srull, (1985), "Conceptual and Methodological Issues in Examining the Relationship between Consumer Memory and Judgment," in Linda Alwitt and Andrew Mitchell, eds., Psychological Processes and Advertising Effects, 113-128.
6. Kevin Lane Keller, (1987), "Memory Factors in Advertising: The Effect of Advertising Retrieval Cues on Brand Evaluations," Journal of Consumer Research, 14 (December), 316-333.
7. Prakash Nedungadi, (1990), "Recall and Consumer Consideration Sets: Influencing Choice Without Altering Brand Evaluations," Journal of Consumer Research, 17 (December), 263-276.
8. Mita Sujan, James R. Bettman, and Hans Baumgartner, (1993), "Influencing Consumer Judgments Using Autobiographical Memories: A Self-referencing Perspective, Journal of Marketing Research, 30 (November), 422-436.
9. Geeta Menon, (1993), "The Effects of Accessibility of Information in Memory on Judgments of Behavioral Frequencies," Journal of Consumer Research, 20 (December), 431-440.
10. Joseph W. Alba, J. Wesley Hutchinson, and John G. Lynch, Jr., (1991), "Memory and Decision Making," in H. H. Kassarjian & T. S. Robertson, eds., Handbook of Consumer Behavior, Prentice-Hall, 1-49.
Session 6 - Decision Processes I
1. James Bettman, Mary Frances Luce, and John Payne, (1998), "Constructive Consumer Choice Processes," Journal of Consumer Research, 25 (December 1998).
2. Gerald Haubl and Valerie Trifts, (2000), "Consumer Decision Making in Online Shopping Environments: The Effects of Interactive Decision Aids," Marketing Science, 19 (Winter), 5-21.
3. J. Edward Russo, Margaret G. Meloy, and Victoria Husted Medvec, (1998), "Predecisional Distortion of Product Information," Journal of Marketing Research, 35 (November), 438-452.
4. Itamar Simonson, (1989), "Choice Based on Reasons: The Case of Attraction and Compromise Effects," Journal of Consumer Research, 16 (September), 158-174.
Additional Suggested Readings

5. Robert Zajonc, (1980), "Feeling and Thinking: Preferences Need No Inferences," American Psychologist, 35 (February), 151-175.
6. Robert Zajonc and Hazel Markus, (1982), "Affective and Cognitive Factors in Preferences, "Journal of Consumer Research, 9 (September), 123-131.
7. Mita Sujan, (1985), "Consumer Knowledge: Effects on Evaluation Strategies Mediating Consumer Judgment," Journal of Consumer Research, 12 (June), 31-46.
8. Michael Johnson, (1984), "Consumer Choice Strategies for Comparing Noncomparable Alternatives," Journal of Consumer Research, 11 (December), 741-753.
9. James R. Bettman and C.W. Park, (1980), "Effects of Prior Knowledge and Experience and Phase of the Choice Process on Consumer Decision Processes: A Protocol Analysis, "Journal of Consumer Research, 7 (December), 234-248.
10. Eloise Coupey, (1994), "Restructuring: Constructive Processing of Information Displays in Consumer Choice," Journal of Consumer Research, 21 (June), 83-99.
Session 7 - Decision Processes II
1. J. Edward Russo, (1977), "The Value of Unit Price Information," Journal of Marketing Research, 14 (May), 193-201.
2. Itamar Simonson and Amos Tversky, (1992), "Choice in Context: Tradeoff Contrast and Extremeness Aversion," Journal of Marketing Research, 29 (August), 281-295.
3. Baba Shiv and Alexander Fedorikhin, (1999), "Heart and Mind in Conflict: The Interplay of Affect and Cognition in Consumer Decision Making," Journal of Consumer Research, 26 (December), 278-292.
4. Anusree Mitra and John G. Lynch, Jr., (1995), "Toward a Reconciliation of Market Power and Information Theories of Advertising Effects on Price Elasticity," Journal of Consumer Research, 21 (March), 644-659.
Additional Suggested Readings

5. Jacob Jacoby, Donald Speller, and Carol Kohn, (1974), "Brand Choice Behavior as a Function of Information Load: Replication and Extension," Journal of Consumer Research, 1 (June), 33-42.
6. Christopher K. Hsee and France Leclerc, (1998), "Will Products Look More Attractive When Presented Separately or Together?" Journal of Consumer Research, 25 (September), 175-186.
7. J. Edward Russo, (1974), "More Information is Better: A Re-evaluation of Jacoby, Speller, and Kohn," Journal of Consumer Research, 1 (December), 68-72.
8. Peter Wright, (1979), "Concrete Action Plans in TV Messages to Increase Reading of Drug Warnings," Journal of Consumer Research, 6 (December), 256-269.
9. Leigh McAlister, (1979), "Choosing Multiple Items from a Product Class," Journal of Consumer Research, 6 (December), 213-224.
10. John G. Lynch, Howard Marmorstein, Michael F. Weigold, (1988), "Choices from Sets Including Remembered Brands: Use of Recalled Attributes and Prior Overall Evaluations," Journal of Consumer Research, 15 (September), 169-184.
Session 8 – Attitudes 

1. Richard E. Petty and John Cacioppo, (1981), pages 183-212, from “Attitudes and Persuasion: Classic and Contemporary Approaches,” W. C. Brown Co. Publishers.

2. Richard Lutz, "The Role of Attitude Theory in Marketing," in Kassarjian and Robertson, Third Edition, 233-250.
3. Icek Ajzen and Martin Fishbein, (1977), "Attitude-Behavior Relations: A Theoretical Analysis and Review of Empirical Research," Psychological Bulletin, 84 (September), 888-918.
4. Julie Edell and Richard Staelin, (1983), "The Information Processing of Pictures in Print Advertisements," Journal of Consumer Research, 10 (June), 45-60.
Additional Suggested Readings

5. Richard Bagozzi, (1981), "Attitudes, Intentions, and Behavior: A Test of Some Key Hypotheses," Journal of Personality and Social Psychology, 41 (October), 607-627.
6. Russell Fazio, Martha Powell, and Carol Williams, (1989), "The Role of Attitude Accessibility in the Attitude-to-Behavior Process," Journal of Consumer Research, 16 (December), 280-288.
Session 9 - Persuasion and Attitude Change I 

1. Richard E. Petty, H. Rao Unnava, and Alan J. Strathman, (1991), "Theories of Attitude Change," in H. H. Kassarjian and T. S. Robertson (Eds.), Handbook of Consumer Behavior, Prentice-Hall, 241-280.
2. Peter Wright, (1973), "The Cognitive Processes Mediating the Acceptance of Advertising," Journal of Marketing Research, 10 (February), 53-62.

3. Richard Petty, John Cacioppo, and David Schumann, (1983), "Central and Peripheral Routes to Advertising Effectiveness: The Moderating Role of Involvement," Journal of Consumer Research, 10 (September), 135-146.
4. Michaela Wanke, Gerd Bohner, and Andreas Jurkowitsch, (1997), "There Are Many Reasonsto Drive a BMW: Does Imagined Ease of Argument Generation Influence Attitudes?", Journal of Consumer Research, 24 (September), 170-177.
Additional Suggested Readings

5. Chris Janiszewski, (1988), "Preconscious Processing Effects: The Independence of Attitude Formation and Conscious Thought," Journal of Consumer Research, 15 (September), 199-209.
6. Julie Edell and Kevin Keller, (1989), "The Information Processing of Coordinated Media Campaigns," Journal of Marketing Research, 26 (May), 149-163.
7. Baba Shiv, Julie Edell, and John Payne, "Factors Affecting the Impact of Negatively and Positively Framed Ad Messages," Journal of Consumer Research, 24 (December 1997), 285-294.
Session 10 - Persuasion and Attitude Change II
1. Julie A. Edell and Marian C. Burke, (1987), "The Power of Feelings in Understanding Advertising Effects," Journal of Consumer Research, 14 (December), 421-433.
2. Marian Friestad and Peter Wright, (1994), "The Persuasion Knowledge Model: How People Cope with Persuasion Attempts," Journal of Consumer Research, 21 (June), 1-31.
3. Jennifer Aaker and Durairaj Maheswaran, (1997), "The Effect of Cultural Orientation on Persuasion," Journal of Consumer Research, 24 (December), 315-328.
4. Laura Peracchio and Joan Meyers-Levy, (1997), "Evaluating Persuasion-Enhancing Techniques from a Resource-Matching Perspective," Journal of Consumer Research, 24 (September), 178-191.
Additional Suggested Readings

5. Richard Lutz, (1975), "Changing Brand Attitudes Through Modification of Cognitive Structure, "Journal of Consumer Research, 1 (March), 49-59.
6. Scott MacKenzie, Richard Lutz, and George Belch, (1986), "The Role of Attitude Toward theAd as a Mediator of Advertising Effectiveness: A Test of Competing Explanations," Journal of Marketing Research, 23 (May), 130-143.
7. Amna Kirmani and Peter Wright, (1989), "Money Talks: Perceived Advertising Expense and Expected Product Quality," Journal of Consumer Research, 16 (December), 344-353.
8. Scott Koslow, Prem Shamdasani, and Ellen Touchstone, (1994), "Exploring Language Effects in Ethnic Advertising: A Sociolinguistic Perspective," Journal of Consumer Research, 20 (March), 575-585.
 Session 11 – Learning
1. John Deighton, (1983), "How to Solve Problems that Don't Matter: Some Heuristics for Uninvolved Thinking," Advances in Consumer Research, 10, 314-319.
2. Jennifer Gregan-Paxton and Deborah Roedder John, (1997), "Consumer Learning by Analogy: A Model of Internal Knowledge Transfer," Journal of Consumer Research, 24 (December), 266-284.
3. Patricia West, Christina Brown, and Stephen Hoch, (1996), "Consumption Vocabulary and Preference Formation," Journal of Consumer Research, 23 (September), 120-135.
4. Stijn M. J. Van Osselaer and Joseph W. Alba, (2000), "Consumer Learning and Brand Equity," Journal of Consumer Research, 27 (June), 1-16.
Additional Suggested Readings

5. James R. Bettman, Deborah Roedder John, and Carol Scott, (1986), "Covariation Assessment by Consumers," Journal of Consumer Research, 13 (December), 316-326.
6. Stephen J. Hoch and Young-Won Ha, (1986), "Consumer Learning: Advertising and the Ambiguity of Product Experience," Journal of Consumer Research, 13 (September), 221-233.
7. Greg Carpenter and Kent Nakamoto, 1989, "Consumer Preference Formation and Pioneering Advantage," Journal of Marketing Research, 26 (August), 285-298.
8. Frank Kardes and Gurumurthy Kalyanaram, (1992), "Order-of-Entry Effects on Consumer Memory and Judgment: An Information Integration Perspective," Journal of Marketing Research, 29 (August), 343-357.
9. Terence A. Shimp, Elnora W. Stuart, and Randall W. Engle, (1991), "A Program of Classical Conditioning Experiments Testing Variations in the Conditioned Stimulus and Contents,"Journal of Consumer Research, 18 (June), 1-12.
Session 12 - Group and Interpersonal Influence
1. Albert M. Muniz and Thomas C. O'Guinn, (2001), "Brand Community," Journal of Consumer Research, Volume 21 (March), 412-432.

2. James C. Ward and Peter H. Reingen, (1990), "Sociocognitive Analysis of Group Decision Making among Consumers," Journal of Consumer Research, 17 (December), 245-262.
3. Kelly Tepper, (1994), "The Role of Labeling Processes in Elderly Consumers' Responses to Age Segmentation Cues," Journal of Consumer Research, 20 (March), 503-519.
4. David Glen Mick and Susan Fournier, (1998), "Paradoxes of Technology: Consumer Cognizance, Emotions, and Coping Strategies," Journal of Consumer Research, 25 (September), 123-143.
Additional Suggested Readings

5. David Midgley and Grahame Dowling, (1978), "Innovativeness: The Concept and Its Measurement," Journal of Consumer Research, 4 (March), 229-242.
6. Hubert Gatignon and Thomas Robertson, (1985), "A Propositional Inventory for New DiffusionResearch," Journal of Consumer Research, 11(March), 849-867.
7. Harry Davis and Benny Rigaux, (1974), "Perception of Marital Roles in Decision Processes, "Journal of Consumer Research, 1 (June), 51-62.
8. C.W. Park, (1982), "Joint Decisions in Home Purchasing: A Muddling-through Process," Journal of Consumer Research,9 (September).
9. Russell Belk, Robert Mayer, and Amy Driscoll, (1984), "Children's Recognition of Consumption Symbolism in Children's Products," Journal of Consumer Research, 10 (March), 386-397.
10. Thomas O'Guinn and L. J. Shrum, (1997), "The Role of Television in the Construction of Consumer Reality," Journal of Consumer Research, 23 (March), 278-294.
Session 13 ​ Interpretive Approaches
1. Russell Belk, Melanie Wallendorf, and John Sherry, (1989), "The Sacred and the Profane inConsumer Behavior: Theodicy on the Odyssey," Journal of Consumer Research, 16 (June), 1-38.
2. Grant McCracken, (1989), "Who Is the Celebrity Endorser? Cultural Foundations of the Endorsement Process," Journal of Consumer Research, 16 (December), 310-321.
3. Thomas O'Guinn and Ronald Faber, (1989), "Compulsive Buying: A Phenomenological Exploration," Journal of Consumer Research, 16 (September), 147-157.7.
4. Linda M. Scott, (1994), "Images in Advertising: The Need for a Theory of Visual Rhetoric, "Journal of Consumer Research, 21 (September), 252-273.
5. Mark Ritson and Richard Elliott, (1999), "The Social Uses of Advertising: An Ethnographic Study of Adolescent Advertising Audiences," Journal of Consumer Research, 26 (December), 260-277
Additional Suggested Readings

6. Morris Holbrook and Elizabeth Hirschmann, (1982), "The Experiential Aspects of Consumption: Consumer Fantasies, Feelings, and Fun," Journal of Consumer Research, 9 (September),132-140.
7. Dennis Rook, (1987), "The Buying Impulse," Journal of Consumer Research, 14 (September), 189-199.
8. Morris Holbrook and Mark Grayson, (1986), "The Semiology of Cinematic Consumption: Symbolic Consumer Behavior in Out of Africa," Journal of Consumer Research, 13 (December), 374-381.
8. Barbara Stern, (1994), "Classical and Vignette Television Advertising Dramas: Structural Models, Formal Analysis, and Consumer Effects," Journal of Consumer Research, 20 (March), 601-615.
9. Douglas Holt, (1998), "Does Cultural Capital Structure American Consumption?" Journal of Consumer Research, 25 (June), 1-25.
Session 14 – Emotions (Regret) and Decision Making.
1. Daniel Gilbert and Jane E. J. Ebert, (2002), “Decisions and Revisions: The Affective Forecasting of Changeable Outcomes”, JPSP, 82 (4), 503-514.
2. Daniel Gilbert and Timothy D. Wilson (2000), “Miswanting: Some Problems in Forecasting of Future Affective States,” in J. P. Forgas (Ed.), “Feeling and Thinking: The Role of Affect in Social Cognition,” Cambridge University Press.
3. Timothy D. Wilson, Jay Meyers and Daniel Gilbert, (2003), “How Happy Was I, Anyway?” Social Cognition, Volume 21 (6 December), 421-446.
4. Zeelenberg, Jane Beattite, Joop van der Pligt and Nanne K. de Vries, (1996), “Consequences of Regret Aversion: Effects of Expected Feedback on Risky Decision Making”, Organizational Behavior and Human Decision Processes, 65 (2 February), 148-158.
Session 15 – Presentations 

