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Course Name

	International Consumer Behavior


Faculty Contact Information

	Name
	Jerry Tepfer, Ph.D., MBA

	Email
	profjertep4@gmail.com


Course Goals/Objectives and Description

	Dates
	16  3 -hour sessions (twice a week for 8 weeks)

	Location
	St. John’s University, 101 Astor Place, NY, NY 10003

	Objectives
	1. To understand the multidimensionality of culture and its influence
2. To explore the impact of culture value systems on consumer attitudes and behaviors

3. To interpret cultural roles in consumer decision-making processes and behaviors

4. To investigate consumers as members of particular cultures or subcultures

	Description
	This 8 week course is intended to provide an international, culturally adjusted, multidisciplinary and holistic perspective on Consumer Behavior. As such, we will be looking at external influences on consumer behavior as well as internal stimuli and how their conjunction will affect purchasing decisions. An analysis of the purchasing decision process will enable us to better understand the differing attitudes as they relate to the global arena. The implications of these factors will impact global marketing strategies and tactics. Market segmentation and the successful implementation of marketing’s 4p’s will also be analyzed in the context of the ever changing global marketplace and its segmented and differing consumer behaviors.

	Outcomes
	Students will come to understand how differing cultures across the globe offer differing consumer behaviors ultimately affecting the buying decision. The student will thus come to understand consumption and consumer behavior are about people and people are NOT the same everywhere. Students will gain an understanding of what people buy, why they buy and how they buy in the global context. This understanding will thus lead to successful implementation of marketing’s 4P’s.

	Required Text

	Consumer Behavior and Culture  - Consequences for Global Marketing and Advertising – 2nd edition – Marieke de Mooij – Sage Publications – ISBN – 9781412979900


Note: Each student must have his/her own copy of the required text.  The final examination presupposes a careful reading and understanding of the text. Normally, students will be required to have their text with them in class.       

Supplemental readings:

Global Consumer Behavior – Chantal Ammi – Wiley/ISTE – ISBN - 978-1905209637
Marketing Across Cultures – 5th edition – Jean-Claude Usunier and Julie Anne Lee – Pearson Publishing – ISBN – 9780273713913

Global Marketing - Contemporary Theory, Practice and Cases - Ilan Alon & Eugene Jaffe – McGraw-Hill Irwin –

ISBN – 9780078029271

Consumer Behavior – A Global Perspective – Jerry Tepfer – McGraw-Hill - ISBN - 9781121612617 

Course Policies and Assessment

Attendance and Late/Missed Work Policy; Academic Honesty and Plagiarism; Electronic Devices

Due to the abbreviated schedule for this course (8 weeks), attendance, participation and peer support are key components of grading.  Therefore, attendance is expected at all class meetings.  Valid excuses for non-attendance must be presented to the instructor, and it is the student responsibility to make up material that was missed.  Excessive lateness or absenteeism will lower the final grade assigned or will lead to your ejection from the class.  Usage of electronic devices is not permitted during class. 

	Policy Regarding Plagiarism

Plagiarism is an unacceptable practice under any circumstances. To promote and protect academic integrity, the policy against plagiarism must be unconditionally respected. Students found to be committing acts of plagiarism will face academic sanctions to be determined by the professor involved as well as the SJ administration.


Grading Scale

	100-96     A    (4.0)
	75-72      C    (2.0)

	95-92      A-   (3.7)
	71-68      C-   (1.7)

	91-88      B+   (3.3)
	67-64      D+   (1.3)

	87-84      B    (3.0)
	63-60      D    (1.0)

	83-80      B-   (2.7)
	59 -         F    (0)

	79-76      C+   (2.3)
	


Grading Criteria:
Attendance, Participation and Peer Support 

20%

Group Project 




40%

Final Exam




40%

Group Project:
The group project deals with understanding global consumption for a particular product category of your choice (e.g., drinks, jewelry, fast food, furniture) across various cultures. After selecting a product category, you will study its meanings and consumption in at least two different countries (preferably select countries with considerably different cultural backgrounds). At a minimum, your project report should address the issues of:

A. Conceptual equivalence of your selected product category in different cultures:

Basic concepts used in defining needs and their hierarchy, product usage patterns or products themselves, may vary across markets You will explore what is culture-specific versus what is culture universal. How is your chosen product category “defined” in each culture (e.g., what is “coffee”, what is a “car”, what is “water”…?) What are the core concepts (e.g., beauty, convenience, health…) that are relevant to the consumption of your product category? What is their meaning and what role do they play in consumption rituals and myths?

B. Functional equivalence of your selected product category in different cultures:

Functionality of similar products may vary across markets.

How is the function of your product understood in each country? (What are the expected functional benefits?). How are these products used in each country?

C. Buying process and Communication across cultures:

What is the nature of the buying process in each country? (Who buys/consumes and Why? What? Where? When? How? How much?) Analyze similarities or differences across cultures! Explain what socio-cultural forces drive these processes across countries? Topics related to advertising and branding of your product in a cross-cultural perspective should also be addressed.

By addressing the issues above you will in fact analyze the CULTURAL MEANINGS related to consumption of the chosen product category. The focus of these issues will centralize on an analysis of Cultural meanings related to consumption of the chosen product category. Questions to be addressed include:

· What rituals are relevant to consuming your product? Are they similar or different across the chosen countries in their nature and meaning?

· What mythic elements can you find in this product categories' marketing and media texts (find and analyze product-relevant advertisements, product packaging, media coverage, movies, etc.).

· In what ways are these myths appealing or repellent to consumers? Does the presence and appeal of these mythic elements vary across chosen countries?

You are asked to not exclusively focus on the history and characteristics of the product, but also to pay great attention to the cross-cultural comparison in terms of level of consumption, consumer decision making, meaning of consumption, product-relevant texts (e.g., advertising, pop culture) etc.

In the concluding section of your analysis, you ought to provide specific recommendations for cross cultural strategies and marketing management when marketing this product category in various countries/cultures. In other words, specify how marketers should deal with the issues of marketing adaptation vs. standardization because of what you discovered in your product category analysis across cultures.

In conducting the analysis for this team project, you should use formal research – journal articles, industry reports and analyses, and possibly combine these sources with videos/images analysis of the relevant product category and consumer cultures. 
All sources should be referenced both within the text (citations, tables, figures, graphs, research articles, etc.) and in the final exhaustive Reference list section at the end of your report using the required formatting.

The group project consists of 3 components: 
1) a 10-15 page written report 
2) a 15-20 minute power point presentation 
3) A 5-10 minute question and answer session in which the group will defend their findings to the members of the class.
DAILY SCHEDULE 

Spring Break – March 30 – April 12, 2015.   

Holiday: President’s Day – 2/16/15 & Memorial Day: 5/25/15 

Finals – week of 3/23: last day class meets (1st session) & week of 6/1: last day class meets (2nd session) 

COURSE SCHEDULE

	Class #
	Date
	Topic – Readings/Assignments

	1
	2/02
	Introduction + Syllabus
Course website: www.professortepferscourses.weebly.com
Video: Entering the Chinese Market – Management 1/11

Video: Impact of Culture on Business: Spotlight on China – Management 1/21 

Video: Marketing a movie globally

Wal-Mart in China and Mexico

Shiffman – PowerPoint 13

In class assignment: Forming of Groups for group project
Reading Assignment: Chapter 1

	2
	2/04
	Introduction to Consumer Behavior
Homework: Case & questions as posted on website

In class assignment: 
Reading Assignment: Chapter 1

	3
	2/09
	Chapter 1 – Consumer Behavior across cultures
Assumptions of homogenization and causes of these assumptions. 

Video: 

Homework: Case & questions as posted on website

In class assignment: 
Reading Assignment: Chapter 2

	4
	2/11
	Chapter 2 - Models of culture – value concepts, culture and dimensions of culture that explain consumer behavior differences 

Homework: Case & questions as posted on website

Video: you tube – Hofstede

In class assignment: 
Reading Assignment: Chapter 2

	5
	2/16
	President Day – NO SESSIONS 


	6
	2/18
	Chapter 2 continued – Values and Culture - value concepts, culture and dimensions of culture that explain consumer behavior differences - Schwartz

Homework: Case & questions as posted on website

Reading Assignment: Chapter 3 


	7
	2/23

	Chapter 3 – Convergence and Divergence

Homework: Case & questions as posted on website



	8
	2/25
	Project outlines

Homework: Case & questions as posted on website

Reading Assignment: Chapter 4

	9
	3/02
	Chapter 4 – Consumer Attributes

Homework: Case & questions as posted on website

Reading Assignment: Chapter 5

	10
	3/04
	Chapter 5 – Social Processes

Homework: Case & questions as posted on website

Reading Assignment: Chapter 6

	11
	3/09
	Chapter 6 – Mental Processes 
Cognitive processes and the understanding the how’s of behavior. Cognitive processes being shaped by culture. The person as a carrier of culture.
Homework: Case & questions as posted on website

Reading Assignment: Chapter 7


	12
	3/11
	Chapter 7 – Culture, Communication, and Media Behavior 
Differences in cultural background, values and self-concepts as impediments to effective communication across cultures. High-context and low-context communication. How advertising works across cultures. 


	13
	3/16
	5 group projects

	14
	3/18
	5 group projects

	15
	3/23
	Projects Reviews and analysis
Chapter 8 – Consumer Behavior Domains

Product acquisition, ownership and usage, shopping and buying behavior, complaining behavior, brand loyalty, adoption and diffusion of innovations

Case in Consumer behavior

Review for final Exam

	16
	3/25
	Final Exam
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