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“Business has only two functions — marketing and innovation.”
~ Peter Drucker (#4 on Accenture Consulting’s List of the top 50 Business Thinkers)

Course Description: This course will focus on understanding “the behavior of the consumer or decision maker in the market place of products and services” (AMA, 2006) as a first step toward formulating efficient and effective marketing strategies.  

Readings (required): CR = book chapters and articles that are posted at the UB Libraries Course Reserves link (MGM404). IC = material that will be introduced in-class and for which no advanced reading is necessary. BSC = articles that can be accessed via the UB Libraries Databases link (Business Source Complete). G = articles that can be accessed via Google (by inserting the title into the search field). 

In addition to the book chapters and articles listed below, in virtually every class I will discuss/present ad hoc material (e.g., popular press articles, book excerpts, webpages, etc.) which bears on the topic at hand. 

Note: the examination will reflect all material assigned and/or discussed (including ad hoc material discussed/presented in-class) through 5/6.         

Week / Topics

Week 1 - Introduction 

1. Course Preview
2. Lindsey, Charles (2012), “The Art and Science of Branding,” Keynote Address, Buffalo-Niagara Sales and Marketing Association, Buffalo, NY. IC

Week 2 - Types of Consumer Needs/Jobs 
1. Christensen, Cook, & Hall (2005), “Marketing Malpractice: The Cause and the Cure,” Harvard Business Review. BSC

Week 3 - Need/Job Discovery

1. Levitt, Theodore (1980), “Marketing Success through Differentiation – of Anything,” Harvard Business Review. BSC

2. MacMillan & McGrath (1997), “Discovering New Points of Differentiation,” Harvard Business Review. BSC 

3. Video Clip: PBS - The Persuaders, 2004. IC

Week 4 - Segmentation, Targeting, and Positioning (Part 1)

1. Video Clip: Malcolm Gladwell @ TED Conference, 2009. IC

2. Video Clip: PBS - The Persuaders, 2004. IC

3. Market Segmentation and Segmentation Strategies (Ch. 5), Market-Based Management, Best, 2004. CR

Week 5 - Segmentation, Targeting, and Positioning (Part 2)

1. SPAN 1 Consulting Tool. IC

2. SPAN 2 Consulting Tool. IC

Week 6 - Advertising, Promotion, and Word-of-Mouth (Part 1)

1. Video Clip: Seth Godin @ TED Conference, 2009. IC

2. Heath and Heath (2007), Made to Stick, Chapter 1 - What Makes an Ad Go Viral? CR

Week 7 - Advertising, Promotion, and Word-of-Mouth (Part 2)

1. Dye (2000), “The Buzz on Buzz,” Harvard Business Review. BSC

2. “Putting a Better Face on Squid,” Robert Lindsey, New York Times (1981). G

3. A Founder’s Bold Gamble on Panera, Beth Kowitt, Fortune Magazine (2012). G

4. “The 6 Principles of Persuasion: Tips from the ‘Guru of Social Influence’,” by Douglas T. Kenrick, Published in Sex, Murder, and the Meaning of Life, Psychology Today (2012). G

Week 8 - Brand-Level Considerations and Marketing Diagnostics (Part 1) 

1. “The Better Product Always Wins and Other Myths,” Al Ries, Advertising Age (2014). G

2. “The Three Rules of Marketing,” Al Ries, Advertising Age (2012). G

3. “The Difference Between Building a Business and Building a Brand,” Al Ries, Advertising Age (2013). G

4. “Differentiation Will Only Get You So Far: For Long-Term Success, Marketers Must Focus on Preemption,” Al Ries, Advertising Age (2013). G

Week 9 - Brand-Level Considerations and Marketing Diagnostics (Part 2)

1. Farris, Bendle, Pfeifer, and Reibstein (2010), Marketing Metrics: The Definitive Guide to Measuring Marketing Performance, Chapter 2 - Share of Hearts, Minds, and Markets. CR

Week 10 - Brand-Level Considerations and Marketing Diagnostics (Part 3)

1. Funnel Model Consulting Tool. IC

Week 11 - Pricing Considerations (Part 1) 

1. “Apple’s pricing decoys,” 2010, Bloomberg Business Week.  G 

2. Mind Your Pricing Cues, Anderson & Simester, Harvard Business Review, 2003. BSC

Week 12 - Pricing Considerations (Part 2)

1. Smith & Nagle (1995), “Frames of reference and buyers’ perception of price and value,” California Management Review. CR

Week 13 - Personal Branding  

1. Peters (1997), “The Brand Called You,” Fast Company. G

2. Peters (2004), “Brand You Survival Kit,” Fast Company. G
3. Amy Cuddy @ TED Conference, 2012. IC

4. Shawn Anchor @ TEDX Conference, 2012. IC

Week 14 - Exam Review

Grading Summary

	
Deliverables
	
Points

	
Percentage/Weight

	
Exam 

	
100
	
67%

	
In-Class Participation* 

	
100
	
33%


* See appropriate sections below for grading breakdown
Final Grade
See your student handbook for applicable grade cutoffs.
Exam
The goal of the exam is to test your foundational knowledge of consumer behavior. It will reflect all material assigned and/or discussed (including ad hoc material discussed/presented in-class) prior to the designated final exam. Questions will include short essay, multiple-choice, fill-in the blank, true-false, etc.  
In-Class Participation 
Your in-class participation grade is solely a function of the quality (and not quantity) of your comments/observations. I am the final arbiter of quality.  
Attendance 
Regular attendance is expected. Systematic failure to attend class will negatively impact your in-class participation grade.
Academic Integrity 
Cheating in this course will not be tolerated and will be dealt with severely. See your student handbook for guidelines on academic integrity. 
