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Graduate School of Management & Economics
Sharif University of Technology
رفتار مصرف کننده
Consumer Behavior

Course description
A successful marketing strategy must be built around an understanding of consumers.  Even the most intricate strategy runs the risk of being useless if it ignores some fundamental facts about how people perceive and process information, make decisions, and form attitudes.  Using lectures, examples, and discussions, this course will build upon research in psychology, marketing, and other social sciences to help you understand why consumers act as they do.  As we learn how to characterize and predict consumer behavior, we will discuss implications for designing and implementing marketing strategies. 
The purpose of this course is to provide PhD level coverage of the major research work carried out in consumer behavior.
Note: 

This course is delivered in the framework of “Official Educational Rules for Graduate Programs in Sharif University of Technology”. This is a doctoral-level course and Sharif “MBA” and “MSc in Management” students can take it as an elective course.

Objectives
The main objective of this course is to provide you with a strong foundation for critical thinking in the area of consumer decision making.  This will entail familiarity with a fairly extensive body of literature pertaining to consumer behavior.
In this class we will try to learn how and why consumers behave the way that they do. We will explore our intuitions about our own behavior. We will learn about theories developed in marketing, psychology and other behavioral sciences. And we will learn how to use these theories to predict how consumers will respond to different marketing activities.   
By the end of this course, you should not only be familiar with a large body of consumer behavior literature, but you should also be able to apply this knowledge to a variety of marketing problems.  

Class Format
The class format is similar to that of any doctoral level seminar. Readings are assigned which will form the background for discussions in class.  Required readings are the core readings that you should read thoroughly.
Each student should come to the class prepared to discuss each required article in depth and to present their ideas about the major ideas, contributions, or shortcomings of each article if asked to do so.  

Grading
Grading will be based on the following components:
Class participation 				35%
Final Paper	    			               35%
 Exams                                                                           30%

Class Participation 
Each student is expected to thoroughly prepare each assigned reading and contribute to the discussions in class. Class participation will be graded on the basis of the quality and extent of contribution made to each class and to the specific papers for which you will be the discussion leader. 


Discussion leaders:
For every class session, a group will have the responsibility to briefly present one assigned paper. I will randomly assign a paper to a student a week ahead.
Your role as a discussion leaser will involve: 
· summarizing the main ideas conveyed in the paper. 
· guiding the class discussion on the paper
· bringing a one-page (no longer than 2 pages, please!) summary of the paper to class – please make copies for the whole class. 
· Discussing the paper’s implications 
· Shortcomings /What could be done differently. 
· Suggesting how you would develop the paper’s ideas.


Textbooks:

Michael R. Solomon (2011)- Consumer_Behavior - buying, having, being, 9th Edition, Prentice Hall.
Haugtvedt, Curt, Frank Kardes, and Paul Herr (2008), Handbook of Consumer Psychology.

Overview of Course Topics
	Section
	Topic	

	1
	Introduction 

	2
	Attention, Perception and Search 

	3
	Learning, Memory and knowledge

	4
	Categorization

	5
	Motivation and personality

	6
	Attitude and Attitude change

	7
	Judgment and Decision making

	8
	Affect and emotions

	9
	Group influence

	10
	Culture and cross-cultural issues




Schedule
	Date 
	Topic
	Discussion Leader

	Section 1: Introduction


	Monday
12/11/88
	CB, Solomon, Chapter 1: Consumers rule
	

	Saturday
17/11/88
	CB, Solomon, Chapter 1: Consumers rule
	

	Monday
19/11/88
	CB, Solomon, Chapter 2: Perception
	

	Saturday
24/11/88
	Holiday
	

	Monday
26/11/88
	Holiday
	

	Saturday
1/12/88
	Holbrook, M.B. (1987), “What is Consumer Research?” Journal of Consumer Research, 14, 128-132.
	G1

	
	Calder, B. and A. Tybout (1987), “What Consumer Research is ...,” Journal of Consumer Research, 14, 136-140.
	G3

	Monday
3/12/88
	Sheth, J.N. (1992), Acrimony in the Ivory Tower: A Retrospective on Consumer Research, Journal of the Academy of Marketing Science, 20, 350-354.
	G2

	
	Simonson, I., Z. Carmon, R. Dhar, A. Drolet and S. Nowlis. (2001), “Consumer Research: In Search of Identity”, Annual Review of Psychology, 52: 249-275
	G4

	Section 2: Attention, Perception and Search

	Saturday
8/12/88
	Scott McKenzie, “The Role of Attention in Mediating the Effect of Advertising on Attribute Importance,” JCR, 13 (September 1986), 174‑195.
	G1

	
	Celsi, Richard L. and Jerry Olson (1988), “The role of involvement in attention and comprehension processes,” Journal of Consumer Research, 15, 210-224.
	G4

	Monday
10/12/88
	Shapiro, Stewart (1999), “When an ad’s influence is beyond our conscious control: Perceptual and conceptual fluency effects caused by incidental ad exposure,” Journal of Consumer Research, 26, 16-36.
	G3

	
	John A. Bargh, “Losing Consciousness: “Automatic Influences on Consumer Judgment, Behavior, and Motivation,” JCR, 29 (September 2002), 280-285.
	G2

	Saturday
15/12/88
	Alba, Joseph W. and J. Wesley Hutchinson (1987), “Dimensions of Consumer Expertise,”Journal of Consumer Research 13, 411-454.  
	G4

	
	Lynch, J.G., and D. Ariely (2000), “Wine Online: Search Costs Affect Competition on Price, Quality, and Distribution, Marketing Science, 19 (Winter), 83-103.  
	G1

	Section 3: Learning, Memory and knowledge


	Monday
17/12/88
	CB, Solomon, Chapter 3: Learning and Memory
	

	Saturday
22/12/88
	Stephen J. Hoch and Young‑Won Ha, “Consumer Learning: Advertising and the Ambiguity of Product Experience,” JCR, 13 (September 1986), 221‑233.
	G2

	
	West, Patricia, Brown, Christina, & Hoch, Stephen (1996), "Consumption Vocabulary and Preference Formation," Journal of Consumer Research, 23, 120-135.
	G3

	Monday
24/12/88
	Gregan-Paxton, J. and D. Roedder John (1997), “Consumer Learning by Analogy: A Model of Internal Knowledge Transfer, Journal of Consumer Research, 24 (December), 266-284. 
	G4

	
	Stijn M. J. Van Osselaer and Joseph W. Alba, “Consumer Learning and Brand
Equity,” JCR, 27 (June 2000), 1-16.
	G1

	Saturday
14/1/89
	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.
	G2

	
	Angela Lee (2002), "Effects of Implicit Memory on Memory-Based Versus Stimulus Based Brand Choice," Journal of Marketing Research, 39, 440-454.
	G3

	Monday
16/1/89
	Braun, Kathryn A. (1999), “Postexperience Advertising Effects on Consumer Memory,” Journal of Consumer Research, 25 (March), 319-334. 
	G4

	
	Zauberman, Gal, Rebecca K. Ratner, and B. Kyu Kim, (2009), “Memories as Assets: Strategic Memory Protection in Choice over Time,” Journal of Consumer Research, 35 (February), 715-728.
	G1

	Saturday
21/1/89
	Alba, J.W. and J.W. Hutchinson (2000), “Knowledge Calibration: What Consumers Know and What They Think They Know,” Journal of Consumer Research, 27 (September), 123-156. 
	G1

	
	Wood, Stacy L. and John G. Lynch (2002), “Prior Knowledge and Complacency in New Product Learning,” Journal of Consumer Research, 29 (December), 416-426.
	G2

	Section 4: Categorization

	Monday
23/1/89
	Cohen, J. and K. Basu (1987), “Alternative Models of Categorization: Toward a Contingent Processing Framework,” Journal of Consumer Research, 13 (Mar), 455
	G3

	
	Moreau, C. Page, Arthur B. Markman and Donald R. Lehmann (2001), “’What Is It?’Categorization Flexibility and Consumers’ Responses to Really New Products,” Journal of Consumer Research, 27 (Mar), 489
	G4

	Section 5: Motivation and personality


	Saturday
28/1/89
	CB, Solomon  Chapter 4 Motivation and Values,  Chapter 5   The self,  Chapter  6  Personality and lifestyles
	

	Monday
30/1/89
	Gutman, Jonathan (1982), “A Means-End Chain Model Based on Consumer Categorization Processes,” Journal of Marketing, 46, (Spring) 60-72
	G2

	
	Russell Belk, (1988), "Possessions and the Extended Self," Journal of Consumer Research, 15  
	G3

	Saturday
4/2/89
	Susan Fournier, “Consumers and Their Brands: Developing Relationship Theory in Consumer Research,” JCR, 24 (March 1998), 343-373
	G4

	
	Jennifer Aaker, “Dimensions of Brand Personality,” JMR, 34 (August 1997), 347-356.
	G1

	
	Ayelet Fishbach and Ravi Dhar “Goals as Excuses or Guides: The Liberating Effect of Perceived Goal Progress on Choice,” JCR, 32 (December 2005), 370-377.
	G2

	Section 6: Attitude and Attitude change


	Monday
6/2/89
	CB, Solomon  Chapter 7 Attitudes and Persuasion
	

	Saturday
11/2/89
	Russell Fazio, Martha Powell, and Carol Williams, “The Role of Attitude Accessibility in the Attitude-to-Behavior Process,” JCR, 16 (December 1989), 280-288
	G1

	Monday
13/2/89
	Marian Friestad and Peter Wright, (1994), "The Persuasion Knowledge Model: How People Cope with Persuasion Attempts," Journal of Consumer Research, 21 (June), 1
	G2

	
	Petty, Richard E., John T. Cacioppo, and David W. Schumann (1983) "Central and Peripheral Routes to Advertising Effectiveness:  The Moderating Role of Involvement," Journal of Consumer Research, 10 (September), 135‑146
	G3

	
	MacKenzie, Scott, Richard Lutz, and George Belch (1986), “The Role of Attitude Toward the Ad as a Mediator of Advertising Effectiveness:  A Test of Competing Explanations,” Journal of Marketing Research, 23 (May), 130-143.
	G4

	Saturday
18/2/89
	Campbell, M. and A. Kirmani (2000), “Consumers’ Use of Persuasion Knowledge: The Effects of Accessibility and Cognitive Capacity on Perceptions of an Influence Agent,” Journal of Consumer Research, 27 (June), 69
	G3

	
	Aaker, J. L. and D. Maheswaran (1997), “The Effect of Cultural Orientation on Persuasion,” Journal of Consumer Research, 24, 315
	G4

	
	Michaela Wänke, Gerd Bohner, and Andreas Jurkowitsch, “There Are Many Reasons to Drive a BMW: Does Imagined Ease of Argument Generation Influence Attitudes?” JCR, 24 (September 1997), 170
	G2

	
	Cohen, J. B. and A. Reed II (2006), “A Multiple Pathway Anchoring and Adjustment (MPAA) Model of Attitude Generation and Recruitment,” Journal of Consumer Research, 33, 1
	G1

	Section 7: Judgment and Decision making

	Monday
20/2/89
	CB, Solomon  Chapter 8: Decision making
	

	Saturday
25/2/89
	Bettman, James R., Mary Frances Luce, and John W. Payne (1998), “Constructive Consumer Choice Processes,” Journal of Consumer Research, 25 (December), 187-217. 
	G4

	
	Kahneman, Daniel (2003), “A Perspective on Judgment and Choice: Mapping Bounded Rationality,” American Psychologist, 58, 697-720.
	G3

	
	Simonson, Itamar (1993), "Get Closer to Your Customers by Understanding How They Make Choices," California Management Review, 35 (Summer), 68-84.
	G2

	
	Lowenstein, George (2001), “The Creative Destruction of Decision Research,” Journal of Consumer Research, 28 (December), 499-505.
	G1

	Monday
27/2/89
	 (Holiday)
	

	Section 8: Affect  and Emotions

	Saturday
1/3/89
	Bagozzi, Richard P., Mahesh Gopinath and Prashanth Nyer (1999),  “The Role of Emotions in Marketing,” Journal of the Academy of Marketing Science, 27 (Spring), 184-206.
	G4

	
	Shiv, Baba 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.
	G3

	
	Han, Seunghee, Jennifer S. Lerner, and Dacher Keltner (2007), “Feelings and consumer decision making: The appraisal-tendency framework,” Journal of Consumer Psychology, 17(3), 158-168.
	G2

	
	Pham, Michel Tuan (1998), “Representativeness, Relevance, and the Use of Feelings in Decision Making,” Journal of Consumer Research, 25 (September) 144-159.
	G1

	Section 9: Group influence


	Monday
3/3/89
	Solomon  Chapter  10 Groups Solomon  Chapter  11 Organizational and Household Decision Making
	

	Saturday
8/3/89
	Albert M. Muniz and Thomas C. O’Guinn, “Brand Community,” JCR, 27 (March 2001), 412-432.
	G4

	
	Dan Ariely and Jonathan Levav, “Sequential Choice in Group Settings: Taking the Road Less Traveled and Less Enjoyed,” JCR, 27 (December 2000), 279-290.
	G1

	Section 10: Culture and Cross-Cultural Issues

	Monday
10/3/89
	Solomon  Chapter  15 Cultural influences on Consumer Behavior
	

	Wednesday
12/3/89
	McCracken (1986) “Culture and Consumption: A Theoretical Account of the Structure and Movement of the Cultural Meaning of Consumer Goods,” Journal of Consumer Research, 13 (June), 71-84.
	G4

	
	Arnould, Eric J and Craig J Thompson (2005) “Consumer Culture Theory (CCT): Twenty Years of Research”, Journal of Consumer Research, Mar. Vol. 31, Iss. 4; pp. 868-882
	G3



Section 1 : introduction
Book: 
 Solomon  Ch. 1 Consumers rule
Main Readings
Holbrook, M.B. (1987), “What is Consumer Research?” Journal of Consumer Research, 14, 128-132.
Calder, B. and A. Tybout (1987), “What Consumer Research is ...,” Journal of Consumer Research, 14, 136-140.
Sheth, J.N. (1992), Acrimony in the Ivory Tower: A Retrospective on Consumer Research, Journal of the Academy of Marketing Science, 20, 350-354.
Simonson, I., Z. Carmon, R. Dhar, A. Drolet and S. Nowlis. (2001), “Consumer Research: In Search of Identity”, Annual Review of Psychology, 52: 249-275
Additional Readings
1967-Howard, John and Jagdish Sheth, The Theory of Buyer Behavior, Chapter 2. 
Bettman, J. (1979), An Information Processing Theory of Consumer Choice, Ch. 2
Hudson, Laurel and Julie Ozanne, Julie (1988), Alternative Ways of Seeking Knowledge in Consumer Research, Journal of Consumer Research, 14, 508-521.
Bagozzi, R.P. (1992), Acrimony in the Ivory Tower: Stagnation or Evolution?, Journal of the Academy of Marketing Science, 20, 355-360.
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]William D. Wells (1993), “Discovery-oriented Consumer Research,” Journal of Consumer Research, 19, 489-504.

Bobby J. Calder and Alice M. Tybout (1999), “A Vision of Theory, Research, and the Future of Business Schools,” Journal of the Academy of Marketing Science, 27 (3), 359-366.
Donald R. Lehmann (1999), “Introduction: Consumer Behavior and Y2K,” Journal of Marketing, 63, 14-18.

Loken, Barbara (2006), “Consumer psychology: Categorization, inferences, affect, and persuasion,” Annual Review of Psychology, 57, 453-485.
John Deighton-2007-The Territory of Consumer Research Walking the Fences


Section 2: Attention, Perception and Search
Book:  Solomon  Ch. 2   Perception
part 1 : Attention and perception
Main Readings
Scott McKenzie, “The Role of Attention in Mediating the Effect of Advertising on Attribute Importance,” JCR, 13 (September 1986), 174‑195.
Celsi, Richard L. and Jerry Olson (1988), “The role of involvement in attention and comprehension processes,” Journal of Consumer Research, 15, 210-224.
Shapiro, Stewart (1999), “When an ad’s influence is beyond our conscious control: Perceptual and conceptual fluency effects caused by incidental ad exposure,” Journal of Consumer Research, 26, 16-36.
John A. Bargh, “Losing Consciousness: “Automatic Influences on Consumer Judgment, Behavior, and Motivation,” JCR, 29 (September 2002), 280-285.
Additional Readings

Herbert Krugman, “The Impact of Television Advertising: Learning Without Involvement,” Public Opinion Quarterly, 29 (Fall 1965), 349‑356.
Hoyer, Wayne D. (1984), “An Examination of Consumer Decision Making for a Common  repeat-Purchase Product,” Journal of Consumer Research, 11 (December), 822-829.
John A. Bargh and Tanya L. Chartrand, (1999), "The Unbearable Automaticity of Being," American Psychologist, 54 (July), 462-479 

Part 2 : Application of Attention and Perception- Search
Alba, Joseph W. and J. Wesley Hutchinson (1987), “Dimensions of Consumer Expertise,"Journal of Consumer Research 13, 411-454.  
Lynch, J.G., and D. Ariely (2000), “Wine Online: Search Costs Affect Competition on Price, Quality, and Distribution, Marketing Science, 19 (Winter), 83-103.  

Additional Readings
Alba-2000- Dimensions of Consumer Expertise...or Lack Thereof Advances in Consumer Research
Section 3: Learning, Memory and knowledge 
Book:  Solomon  Ch. 2   Learning and memory
Part 1: Learning
Main Readings
Stephen J. Hoch and Young‑Won Ha, “Consumer Learning: Advertising and the Ambiguity of Product Experience,” JCR, 13 (September 1986), 221‑233.
West, Patricia, Brown, Christina, & Hoch, Stephen (1996), "Consumption Vocabulary and Preference Formation," Journal of Consumer Research, 23, 120-135.
Gregan-Paxton, J. and D. Roedder John (1997), “Consumer Learning by Analogy: A Model of Internal Knowledge Transfer, Journal of Consumer Research, 24 (December), 266-284. 
Stijn M. J. Van Osselaer and Joseph W. Alba, “Consumer Learning and Brand
		Equity,” JCR, 27 (June 2000), 1-16.
Additional Readings
Gorn -1982-The Effects of Music in Advertising on Choice Behavior A Classical Conditioning Approach- Journal of Marketing

John Deighton, (1983), "How to Solve Problems that Don't Matter: Some Heuristics for Uninvolved Thinking," Advances in Consumer Research, 10, 314-319.

Shimp, Terence, Eleanore W. Stuart, and Randall W. Engle (1991), “A Program of Classical Conditioning Experiments Testing Variations in The Conditioned Stimulus and  Context,” Journal of Consumer Research, 18(June), 1-12.  
Greg Carpenter and Kent Nakamoto, “Consumer Preference Formation and Pioneering Advantage,” JMR, 26 (August 1989), 285-298.
Marcus Cunha Jr. and Juliano Laran, “Asymmetries in the Sequential Learning of Brand Associations: Implications for the Early Entrant Advantage,” JCR, 35 (February 2009), 788-799.
Part2: Memory
Main Readings
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.

Braun, Kathryn A. (1999), “Postexperience Advertising Effects on Consumer Memory,” Journal of Consumer Research, 25 (March), 319-334. 
Angela Lee (2002), "Effects of Implicit Memory on Memory-Based Versus Stimulus Based Brand Choice," Journal of Marketing Research, 39, 440-454.
Zauberman, Gal, Rebecca K. Ratner, and B. Kyu Kim, (2009), “Memories as Assets: Strategic Memory Protection in Choice over Time,” Journal of Consumer Research, 35 (February), 715-728.

Additional Readings
Biehal, Gabe and Dipankar Chakravarti (1983), “Information Accessibility as a Moderator of Consumer Choice,” Journal of Consumer Research, 10 (June), 1-14.  
Keller, Kevin Lane (1987), “Memory Factors in Advertising: The Effect of Advertising Retrieval Cues on Brand Evaluations,” Journal of Consumer Research, 14 (Dec), 316-333.  
Feldman, Jack M. and John G. Lynch, Jr. (1988), “Self-Generated Validity and Other Effects of Measurement on Belief, Attitude, Intention and Behavior,” Journal of Applied Psychology, 73 (August), 421-435.
Rottenstreich, Yuval, Sanjay Sood, and Lyle Brenner (2006), “Feeling and thinking in memory-based versus stimulus-based choices,” Journal of Consumer Research
Kronlund, Antonia, Bruce Whittlesea, and Carolyn Yoon (2007), “Consumer Memory, Fluency, and Familiarity”, in Handbook of Consumer Psychology, Edited by Curtis P. Haugtvedt, Paul Herr, and Frank Kardes.
Part3 :Knowledge
Main Readings
Alba, J.W. and J.W. Hutchinson (2000), “Knowledge Calibration: What Consumers Know and What They Think They Know,” Journal of Consumer Research, 27 (September), 123-156. 
Wood, Stacy L. and John G. Lynch (2002), “Prior Knowledge and Complacency in New Product Learning,” Journal of Consumer Research, 29 (December), 416-426.
Additional Readings
Johnson, Eric and J. Edward Russo (1984), “Product Familiarity and Learning New Information,” Journal of Consumer Research, 11 (June), 542-550. Additional Readings
Brucks, M. (1985), The Effects of Product Class Knowledge on Information Search Behavior, Journal of Consumer Research, 12 (June), 1-16.
Sujan, M. (1985), "Consumer Knowledge: Effects on Evaluation Strategies Mediating Consumer Judgment," Journal of Consumer Research, 12  (June), 31-46. 
Mitchell, Andrew A. and Peter A. Dacin (1996), “The Assessment of Alternative Measures of Consumer Expertise,” Journal of Consumer Research, 23, (December), 219-239.
Section 4: Categorization
Book: 
Loken, Barbara, Barsalou, Lawrence W. and Christopher Joiner (2008), “Categorization Theory and Research in Consumer Psychology: Category Representation and Category-based Inference,” in Handbook of Consumer Psychology, eds. Curtis P. Haugtvedt, Paul M. Herr, and Frank R. Kardes, New York: Lawrence Erlbaum Associates, 133-164. (background)
Main Readings
Cohen, J. and K. Basu (1987), “Alternative Models of Categorization: Toward a Contingent Processing Framework,” Journal of Consumer Research, 13 (Mar), 455-472.
Moreau, C. Page, Arthur B. Markman and Donald R. Lehmann (2001), “’What Is It?’Categorization Flexibility and Consumers’ Responses to Really New Products,” Journal of Consumer Research, 27 (Mar), 489-498
Additional Readings
Ratneshwar, S., Cornelia Pechmann and Allan D. Shocker (1996), “Goal-Derived Categories and the Antecedents of Across-Category Consideration, “Journal of Consumer Research, 23 (Dec), 240-250.
Gregan-Paxton, Jennifer, Steve Hoeffler, and Min Zhao (2005). When categorization is ambiguous: Factors that facilitate the use of a multiple category inference strategy. Journal of Consumer Psychology, 15 (2), 127-140.
Mao, Huifang and H. Shanker Krishnan (2006), “Effects of Prototype and Exemplar Fit on Brand Extension Evaluations: A Two-Process Contingency Model,” Journal of Consumer Research, 33 (June), 41-49. 
Mogilner, Cassie, Tamar Rudnic and Sheena S. Iyengar (2008), “The Mere Categorization Effect: How the Presence of Categories Increases Choosers’ Perceptions of Assortment Variety and Outcome Satisfaction,” Journal of Consumer Research, 35 (Aug), 202-215.
Loken, Barbara, Barsalou, Lawrence W. and Christopher Joiner (2008), “Categorization Theory and Research in Consumer Psychology: Category Representation and Category-based Inference,” in Handbook of Consumer Psychology, eds. Curtis P. Haugtvedt, Paul M. Herr, and Frank R. Kardes, New York: Lawrence Erlbaum Associates, 133-164. (background)

Section 5: Motivation and personality
Textbooks: 
 Solomon  Ch. 4 Motivation and values,  Ch. 5   The self,  Ch. 6  Personality and lifestyles
Kathleen Vohs, Roy Baumeister, and Diane Tice (2007), “Self-regulation: Goals,Consumption, and Choices” in Handbook of Consumer Psychology, Edited by Curtis P.Haugtvedt, Paul Herr, and Frank Kardes. 
Baumgartner, Hans and Rik Pieters (2008), “Goal Directed Consumer Behavior: Motivation, Volition and Affect,” HCP, 367-392.
Main Readings
Gutman, Jonathan (1982), “A Means-End Chain Model Based on Consumer Categorization Processes,” Journal of Marketing, 46, (Spring) 60-72
Russell Belk, (1988), "Possessions and the Extended Self," Journal of Consumer Research, 15  
Susan Fournier, “Consumers and Their Brands: Developing Relationship Theory in Consumer Research,” JCR, 24 (March 1998), 343-373
Ayelet Fishbach and Ravi Dhar “Goals as Excuses or Guides: The Liberating Effect of Perceived Goal Progress on Choice,” JCR, 32 (December 2005), 370-377.
Jennifer Aaker, “Dimensions of Brand Personality,” JMR, 34 (August 1997),  347-356.
Additional Readings
Harold H. Kassarjian, (1971), "Personality and Consumer Behavior: A Review," Journal of Marketing Research, 8, 409-18.
Gutman, Jonathan (1982), “A Means-End Chain Model Based on Consumer Categorization Processes,” Journal of Marketing, 46, (Spring) 60-72
Zeithaml, Valarie A., (1988) “Consumer Perceptions of Price, Quality, and Value: A Means-End Model and Synthesis of Evidence,” Journal of Marketing 52 (July), 2-22
Richard S. Lazarus, “Progress on a Cognitive-Motivational-Relational Theory of Emotion,” American Psychologist,1991
Bagozzi, Richard P.and Utpal Dholakia, (1999) “Goal Setting and Goal Striving in Consumer Behavior,” Journal of Marketing 63, (Special Issue) 19-32
Aaker and Lee (2001), “I Seek Pleasures and We Avoid Pains”…JCR  
Burroughs, J. E.; Rindfleisch, A. (2002). Materialism and well-being: A conflicting values perspective. Journal of Consumer Research 29, 348-370.
Hans Baumgartner, “Toward a Personology of the Consumer,” JCR, 29 (September 2002), 286-292.
Aaker, Jennifer L., and Angela Y. Lee (2006), “Understanding Regulatory Fit”, Journal of Marketing Research, Vol. 43(1), pp. 15-19.  
Kathleen Vohs, Roy Baumeister, and Diane Tice (2007), “Self-regulation: Goals,Consumption, and Choices” in Handbook of Consumer Psychology, Edited by Curtis P. Haugtvedt, Paul Herr, and Frank Kardes. 
Section 6: Attitude and Attitude change 
Book: 
Solomon  Chapter 7 Attitudes and Persuation
Petty, R.E., H.R. Unnava, and A.J. Strathman (1991), “Theories of Attitude Change,” in Robertson & Kassarjian (eds.), Handbook of Consumer Behavior, Prentice Hall, 241-280.
Main Readings
Petty, Richard E., John T. Cacioppo, and David W. Schumann (1983) "Central and Peripheral Routes to Advertising Effectiveness:  The Moderating Role of Involvement," Journal of Consumer Research, 10 (September), 135‑146
MacKenzie, Scott, Richard Lutz, and George Belch (1986), “The Role of Attitude Toward the Ad as a Mediator of Advertising Effectiveness:  A Test of Competing Explanations,” Journal of Marketing Research, 23 (May), 130-143.
Russell Fazio, Martha Powell, and Carol Williams, “The Role of Attitude Accessibility in the Attitude-to-Behavior Process,” JCR, 16 (December 1989), 280-288
Marian Friestad and Peter Wright, (1994), "The Persuasion Knowledge Model: How People Cope with Persuasion Attempts," Journal of Consumer Research, 21 (June), 1-31.
Campbell, M. and A. Kirmani (2000), “Consumers’ Use of Persuasion Knowledge: The Effects of Accessibility and Cognitive Capacity on Perceptions of an Influence Agent,” Journal of Consumer Research, 27 (June), 69-83
Aaker, J. L. and D. Maheswaran (1997), “The Effect of Cultural Orientation on Persuasion,” Journal of Consumer Research, 24, 315-328.
Michaela Wänke, Gerd Bohner, and Andreas Jurkowitsch, “There Are Many Reasons to Drive a BMW: Does Imagined Ease of Argument Generation Influence Attitudes?” JCR, 24 (September 1997), 170-177.
Cohen, J. B. and A. Reed II (2006), “A Multiple Pathway Anchoring and Adjustment (MPAA) Model of Attitude Generation and Recruitment,” Journal of Consumer Research, 33, 1-15

Additional Readings
Icek Ajzen and Martin Fishbein, “Attitude‑Behavior Relations:  A Theoretical Analysis and Review of Empirical Research,” Psychological Bulletin, 84 (September 1977), 888‑918.
Richard E. Petty and John Cacioppo, Attitudes and Persuasion: Classic and Contemporary Approaches, 183‑212.
Richard Bagozzi, “Attitudes, Intentions, and Behavior: A Test of Some Key Hypotheses,” JPSP, 41 (October 1981), 607‑627
Millar, Murray G. and Abraham Tesser (1986), “Effects of Affective and Cognitive Focus on the Attitude-Behavior Relation,” Journal of Personality and Social Psychology, 51 (2) 270-276.
Bodur, H Onur; David Brinbergm, Eloise Coupey (2000), “Belief, Affect, and Attitude; Alernative Models of the Determinants of Attitude”, Journal of Consumer psychology, Vol. 9(1), pp. 17-28.
Wilson, Timothy D., Samuel Lindsey, and Tonya Y. Schooler (2000), “A model of dual attitudes,” Psychological Review, 107(1), 101-126.
Andrew Karpinski and James L. Hilton, “Attitudes and the Implicit Association Test,” JPSP, 81 (November 2001), 774-788.
Patti Williams and Jennifer L. Aaker, “Can Mixed Emotions Peacefully Coexist?” JCR, 29 (March 2002), 636-649

Section 7: Judgment and Decision making
Book: 
Solomon  Chapter 9: Individual decision making
Main Readings
Bettman, James R., Mary Frances Luce, and John W. Payne (1998), “Constructive Consumer Choice Processes,” Journal of Consumer Research, 25 (December), 187-217. 
Kahneman, Daniel (2003), “A Perspective on Judgment and Choice: Mapping Bounded Rationality,” American Psychologist, 58, 697-720.
Simonson, Itamar (1993), "Get Closer to Your Customers by Understanding How They Make Choices," California Management Review, 35 (Summer), 68-84.
Lowenstein, George (2001), “The Creative Destruction of Decision Research,” Journal of Consumer Research, 28 (December), 499-505.
Briley, Donnel, Michael W. Morris, and Itamar Simonson (2000), “Reasons as Carriers of Culture: Dynamic versus Dispositional Models of Cultural Influence on Decision Making,” Journal of Consumer Research, 27 (September), 157-179. (A)

Additional Readings
Thaler,  Richard  H.  (1985), "Mental  Accounting  and  Consumer  Choice,"  Marketing Science, 4 (Summer), 199-214.
Simonson, Itamar (1989), “Choice Based on Reasons: The Case of Attraction and Compromise Effects,” JCR 16 (September), 158-174.  
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