SEMINAR IN BEHAVIORAL RESEARCH

MKTG 972

SPRING 2008
Time:  TTh 3:30 – 4:45
Room:  CBA 337
Procedures:  All class members are responsible for the required readings for each period’s class, and each of you is expected to participate in the discussion each class period.  Further, you are to have one written question (which is to be turned into me at least two hours before each class period) which has been provoked as you read the articles for the class and which is intended to stimulate discussion during class.  It should not be answerable with a simple yes or no.  Further, “good” questions will integrate at least two of the readings for that class period.  You are encouraged to place the questions in the context of your expected dissertation research.

The grade will be determined by (1) a midterm (which will have ambiguous, comp-like questions), (2) a take-home final (which may entail the critical evaluation of a manuscript, including suggestions as to how to improve the paper for re-submission), and (3) a term paper applying some of the material covered in this seminar to a topic of interest to you (this should include a review of the problem, a literature review, hypotheses, proposed methodology, and proposed analyses—and somewhere there should be strong justification for the proposed study).  Use the Journal of Consumer Research style sheet as a guide for the proper format.  The paper is due April 25. The term paper should not be unrelated to your likely dissertation topic, meaning that it should overlap with the content of a second-year paper. Incorporate course material directly with your topic, hopefully looking beyond your current effort to your dissertation. The paper should have an introduction presenting the problem under study, a literature review, research questions and/or hypotheses, a projected methodology, a results section that has everything but the numbers, and a conclusion that stresses the contribution (hopefully) of the work. In other words, this should take the form of a long article.

Each of the three components above will be weighted 30%.  In addition, the quality (and not necessarily the quantity) of class participation will be weighted 10%.  Should I deem that the level of the class preparation has fallen off after the midterm exam, the final will also take the form of an essay test.

There will be no incompletes given due to time pressures unless there is a health problem with you or with one of your family members.  However, if a term paper is turned in that is not acceptable BUT which has the potential to be acceptable, you may have it returned to you with feedback, be given a choice of taking the tentative grade or of resubmitting it by the end of May..  This has been the typical scenario.  If a paper is turned in that is judged to be unacceptable and not to have the potential to be acceptable, you will just receive a very low grade.

Students are advised that neither the Marketing Department nor the College of Business Administration will tolerate sexual or racial harassment in the classroom.  If you have such a complaint, you may take it up with the instructor, the department chair, the dean, or the campus EEO/Affirmative Action office.

Students with disabilities are encouraged to contact the instructor for a confidential discussion of their individual needs for academic accommodation. It is the policy of the University of Nebraska-Lincoln to provide flexible and individualized accommodation to students with documented disabilities that may affect their ability to fully participate in course activities or to meet course requirements.  To receive accommodation services, students must be registered with the Services for Students with Disabilities (SSD) office, 132 Canfield Administration, 472-3787 voice or TTY.  

TENTATIVE COURSE OUTLINE

Jan 15
INTRODUCTION/DECISION MAKING

Hirschman, Elizabeth C. (1993), “Ideology in Consumer Research, 1980 and 1990: A Marxist and Feminist Critique,” Journal of Consumer Research, 19 (March), 537-555.

Loewenstein, George (2001), "The Creative Destruction of Decision Research," Journal of Consumer Research, 24 (December), 499-505.

Wells, William D. (2001), "The Perils of N=1," Journal of Consumer Research, 28 (December), 494-498.

Zaltman, Gerald (2000), "Consumer Researchers: Take a Hike!" Journal of Consumer Research, 26 (March), 423-428.

Feynman, Richard P. (1955), “The Value of Science,” Address to Academy of Science.

Jan 17
EXPERIMENTAL DESIGN CONCERNS

Perdue, Barbara C. and John O. Summers (1986), “Checking the Success of Manipulations in Marketing Research,” Journal of Marketing Research, 23 (November), 317-326.

Sawyer, Alan G. (1975), "Demand Artifacts in Laboratory Experiments in Consumer Research," Journal of Consumer Research, 1 (March), 20-30.

Mick, David Glen (1996), “Are Studies of Dark Side Variables Confounded by Socially Desirable Responding? The Case of Materialism,” Journal of Consumer Research, 23 (September), 106-119.

Peter, J. Paul (19??), "On Ignoring Research Education," Source Unknown at this time.

Warwick, Donald P. (1975), "Deceptive Research: Social Scientists Ought to Stop Lying," Psychology Today, February, 38, 40, 105, 106.

Wheeler, S. Christian and Jonah Berger (2007), “When the Same Prime Leads to Different Effects,” Journal of Consumer Research, 34 (October), 357-368.
Jan 22
TASK AND CONTEXT EFFECTS

Bettman, James R., Mary Frances Luce, and John W. Payne (1998), “Constructive Consumer Choice Processes,” Journal of Consumer Research, 23 (December), 187-217.

Dawes, Robyn M. (1975), “The Mind, the Model, and the Task,” in Cognitive Theory, Vol. 1, Eds. Frank Restle et al., Hillsdale, NJ: Lawrence Erlbaum, 119-129.

Punj, Girish N. and David W. Stewart (1983), “An Interaction Framework of Consumer Decision Making,” Journal of Consumer Research, 10 (September), 181-196.

Jan 24 ETHNOGRAPHY

Arnould, Eric J. and Melanie Wallendorf (1994), “Market-Oriented Ethnography: Interpretation Building and Marketing Strategy Formulation,” Journal of Marketing Research, 31 (November), 484-504.

Hill, Ronald Paul (1992), “A Primer for Ethnographic Research with a Focus on Social Policy Issues Involving Consumer Behavior,” Advances in Consumer Research.
Thompson, Craig J., William B. Locander, and Howard R. Pollio (1989), “Putting Consumer Experience Back into Consumer Research: The Philosophy and Method of Existential-Phenomenology,” Journal of Consumer Research, 16 (September), 33-146.
Jan 29
PROCESS MONITORING APPROACHES

Jacoby, Jacob, James J. Jaccard, Imran Currim, Alfred Kuss, Asim Ansari, and Tracy Troutman (1994),  “Tracing the Impact of Item-by-Item Information Accessing on Uncertainty Reduction,” Journal of Consumer Research, 21 (September), 291-303.

Russo, J. Edward and France Leclerc (1994), “An Eye-Fixation Analysis of Choice Processes for Consumer Nondurables,” Journal of Consumer Research, 21 (September), 274-290.

Russo, J. Edward, Eric J. Johnson, and Debra L. Stephens (1989), “The Validity of Verbal Protocols,” Memory & Cognition, 17 (No. 6), 759-769.

Jan 31 FAMILY 1

Corfman, Kim P. and Donald R. Lehmann (1987), “Models of Cooperative Group Decision Making and Relative Influence: An Experimental Investigation of Family Purchase Decisions,” Journal of Consumer Behavior, 14 (June), 1-13.

Davis, Harry L., Stephen J. Hoch, and E. K. Easton Ragsdale (1986), “An Anchoring and Adjustment Model of Spousal Predictions,” Journal of Consumer Research, 13 (June), 25-37.

Park, C. Whan (1982), “Joint Decisions in Home Purchasing: A Muddling-Through Process,” Journal of Consumer Research, 9 (September), 151-162.

Sillars, Alan L. and Pam J. Kalbflesch (1988), “Implicit and Explicit Decision Making Styles in Couples,” in David Brinberg and James Jaccard (Eds.), Dyadic Decision Making, New York: Springer-Verlag, 179-214.

Feb 5
FAMILY 2

Commuri, Suraj and James W. Gentry (2000), "Opportunities for Family Research in Marketing," Academy of Marketing Science Review, http://www.amsreview.org/amsrev/theory/commuri08-00.html

Commuri, Suraj and James W. Gentry (2005), “Resource Allocation in Households with Women as Chief Wage Earners,” Journal of Consumer Research, 32 (September), 185-195.
Cotte, June and Stacy L. Wood (2004), “Families and Innovative Consumer Behavior: A Triadic Analysis of Sibling and Parental Influence,” Journal of Consumer Research, 31 (June), 78-86.
Coupland, Jennifer Chang (2005), “Invisible Brands: An Ethnography of Households and the Brands in Their Kitchen Pantries,” Journal of Consumer Research, 32 (June), 106-118.
Rindfleisch, Aric, James E. Burroughs, and Frank Denton (1997), “Family Structure, Materialism, and Compulsive Consumption,” Journal of Consumer Research, 23 (March), 312-325.

Feb 7
CROSS CULTURAL DECISION MAKING

Briley, Donnel A., 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), 157-178.

Chen, Haipeng (Allan), Saron Ng, and Akshay R. Rao (2005), “Cultural Difference in Consumer Importance,” Journal of Marketing Research, 42 (August), 291-301.
Hofstede, Geert (1994), “The Business of International Business is Culture,” International Business Review, 3 (No. 1), 1-14.

Mandel, Naomi (2003), “Shifting Selves and Decision Making: The Effects of Self-Construal Priming on Consumer Risk-Taking,” Journal of Consumer Research, 30 (June), 30-40.

Triandis, Harry C. (1989), “Cross-Cultural Studies of Individualism and Collectivism,” in John Berman (Ed.),  Nebraska Symposium on Motivation, Lincoln: University of Nebraska Press, 41-133.

Monga, Alakparna Basu and Deborah Roedder John (2007), “Cultural Differences in Brand Extension Evaluation: The Influence of Analytic versus Holistic Thinking,” Journal of Consumer Research, 33 (March), 529-536.
Feb 12
COGNITIVE BIASES

Tversky, Amos and Daniel Kahneman (1974), “Judgment Under Uncertainty: Heuristics and Biases,” Science, 185 (September 27), 1124-1131.

Tetlock, Philip E. (1991), “An Alternative Metaphor in the Study of Judgment and Choice: People as Politicians,” Theory and Psychology, 1 (No. 4), 451-475.

Kahneman, Daniel, Jack L. Knetsch, and Richard H. Thaler (1991), “Anomalies: The Endowment Effect, Loss Aversion, and Status Quo Bias,” Journal of Economic Perspectives, 5 (Winter), 193-206.

Einhorn, Hillel J. and Robin M. Hogarth (1981), “Behavioral Decision Theory: Processes of Judgment and Choice,” Annual Review of Psychology, 32, 53-88.

Johnson, Eric J. and J. Edward Russo (1984), “Product Familiarity and Learning New Information,” Journal of Consumer Research, 11 (June), 542-550.

Slovic, Paul and Sarah Lichtenstein (1983), “Preference Reversals: A Broader Perspective,” The American Economic Review, 73 (No. 4), 596-605.

Feb 14
PROSPECT THEORY AND MENTAL ACCOUNTING

Kahneman, Daniel and Amos Tversky (1979), “Prospect Theory: An Analysis of Decision Under Risk,” Econometrica, 47 (March), 263-292.

Thaler, Richard (1985), “Mental Accounting and Consumer Choice,” Marketing Science, 4 (Summer), 199-214.

Okada, Erica Mina (2001), "Trade-Ins, Mental Accounting, and Product Replacement Decision," Journal of Consumer Research, 27 (March), 433-459.

McGraw, A. Peter, Philip E. Tetlock, and Orie V. Kristel (2003), “The Limits of Fungibility: Relational Schemata and the Value of Things,” Journal of Consumer Research, 30 (September), 219-229.

Feb 19
FRAMING

Dunegan, Kenneth J. (1993), “Framing, Cognitive Modes, and Image Theory: Toward an Understanding of a Glass Half Full,” Journal of Applied Psychology, 78 (No. 1), 491-503.

Ross, William T. Jr. (1991), “Performance Against Quota and the Call Selection Decision,” Journal of Marketing Research, 28 (August), 296-306.

Tversky, Amos and Daniel Kahneman (1981), “The Framing of Decisions and the Psychology of Choice,” Science, 211 (January 30), 453-458.

Feb 21 NON-COGNITIVE:  HOPE, DESIRE, AND GRIEF

Belk, Russell W., Guliz Ger, and Soren Askegaard (2003), “The Fire of Desire: A Multisited Inquiry into Consumer Passion,” Journal of Consumer Research, 30 (December), 326-351.

MacInnis, Deborah J. and Gustavo DeMello (2005), “The Concept of Hope and its Relevance to Product Evaluation and Choice”, Journal of Marketing, 68 (January), 1-14.
Pavia, Teresa M. and Marlys J.Mason (2004), “The Reflexive Relationship between Consumer Behavior and Adaptive Coping,” Journal of Consumer Research, 31 (September), 441-455.

Turley, Darach (2005), “Death Where is Thy Sting? Mortality and Consumer Motivation in the Writings of Zigmunt Bauman” in David Mick & S. Ratneshwar (eds.), Inside Consumption: Consumer Motives, Goals, and Desires, London: Routledge.

Feb 26
MOTIVATION/AFFECT

Deci, Edward L. and Richard M. Ryan (1991), “A Motivational Approach to Self: Integration in Personality,” in Richard Dienstbier (Ed.), Perspective on Motivation: Nebraska Symposium on Motivation, Vol. 58, 237-286.

Kahn, Barbara E. and Alice M. Isen (1993), “The Influence of Positive Affect on Variety Seeking Among Safe, Enjoyable Products,” Journal of Consumer Research, 20 (September), 257-270.

Zajonc, Robert B. and Hazel Markus (1982), “Affective and Cognitive Factors in Preferences,” Journal of Consumer Research, 9 (September), 123-131.

Feb 28
ATTRIBUTION THEORY AND RELATED NOTIONS

Folkes, Valerie S. (1988), “Recent Attribution Research in Consumer Behavior: A Review and New Directions, “ Journal of Consumer Research, 14 (March), 548-565.

Hoch, Stephen J. and Young-Won Ha (1986), “Consumer Learning: Advertising and the Ambiguity of Product Experience,” Journal of Consumer Research, 13 (September), 221-233.

Weiner, Bernard (1985), “An Attributional Theory of Achievement Motivation and Emotion,” Psychological Review, 92 (No. 4), 548-573.

Weiner, Bernard (2000), "Attributional Thoughts about Consumer Behavior," Journal of Consumer Research, 27 (December), 382-387.

Mar 4  MOTIVATION/COGNITIVE INTERFACE

Kunda, Ziva (1990), “The Case for Motivated Reasoning,” Psychological Bulletin, 108 (March), 480-498.

Jain, Shailendra Pratap and Durairaj Maheswaran (2000), "Motivated Reasoning: A Depth-of-Processing Perspective," Journal of Consumer Research, 26 (March), 358-371.

MacInnis, Deborah J., Christine Moorman, and Bernard J. Jaworski (1991), “Enhancing and Measuring Consumers’ Motivation, Opportunity, and Ability to Process Information from Ads,” Journal of Marketing, 55 (October), 32-53.

March 6  ESSAY EXAMINATION

March 11 FISHBEIN EXTENDED MODEL

Bagozzi, Richard P. (1992), “The Self-Regulation of Attitudes, Intentions, and Behavior,” Social Psychology Quarterly, 55, (No. 2), 178-204.

Bagozzi, Richard P., Hans Baumgartner, and Youjae Yi (1992), “State Versus Action Orientation and the Theory of Reasoned Action: An Application to Coupon Usage,” Journal of Consumer Research, 18 (March), 505-518.

Bagozzi, Richard P. (2000), "On the Concept of Intentional Social Action in Consumer Behavior," Journal of Consumer Research, 27 (December), 388-396.

March 13  EXTERNAL INFORMATION SEARCH

Bloch, Peter H., Daniel L. Sherrell, and Nancy M. Ridgway (1986), “Consumer Search: An Extended Framework,” Journal of Consumer Research, 13 (June), 119-126.

Brown, Jacqueline Johnson and Peter Reingen (1987), “Social Ties and Word-of-Mouth Referral Behavior,” Journal of Consumer Research, 14 (December), 350-362.

Rosen, Dennis L. and Richard W. Olshavsky (1987), “A Protocol Analysis of Brand Choice Strategies Involving Recommendations,” Journal of Consumer Research, 14 (December), 440-444.

Gentry, James W., Sanjay Putrevu, Clifford Shultz, and Suraj Commuri (2001),"How Now Ralph Lauren? The Separation of Brand and Product in a Counterfeit Culture," Association for Consumer Research, Salt Lake City, 2000.

Schmidt, Jeffrey B. and Richard A. Spreng (1996), “A Proposed Model of External Consumer Information Search,” Journal of the Academy of Marketing Science, 24 (Summer), 246-256.

March 18 and 20  SPRING BREAK

March 25  PERCEPTION, CURIOSITY, AND CULTIVATION

O’Guinn, Thomas C. and L. J. Shrum (1997), “The Role of Television in the Construction of Consumer Reality,” Journal of Consumer Research, 23 (March), 278-294.

Loewenstein, George (1994), “The Psychology of Curiosity: A Review and Reinterpretation,” Psychological Bulletin, 116 (No. 1), 75-98.

Dweck, Carol S. (1990), "Self-Theories and Goals: Their Role in Motivation, Personality, and Development," Nebraska Symposium on Motivation, 199-235.

March 27  LEARNING

Hoch, Stephen J. and John Deighton (1989), “Managing What Consumers Learn from Experience,” Journal of Marketing, 53 (April), 1-20.

Braun, Kathryn A. (1999), "Postexperience Advertising Effects on Consumer Memory," Journal of Consumer Research, 25 (March), 319-334.

Hoch, Stephen J. (2002), “Product Experience Is Seductive,” Journal of Consumer Research, 29 (December), 448-454.

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

April 1 CATEGORIZATION

Cohen, Joel B. and Kunal Basu (1987), “Alternative Models of Categorization: Toward a Contingent Processing Framework,” Journal of Consumer Research, 13 (March), 455-472.

Fiske, Susan T. and Mark A. Pavelchak (1986), “Category-Based Versus Piecemeal-Based Affective Responses: Developments in Schema-Triggered Affect,” in Richard M. Sorrentino and E.  Tory Higgins (Eds.), The Handbook of Motivation and Cognition: Foundations of Social Behavior, New York: Guilford, 167-203.

Schmitt, Bernd H. and Shi Zhang (1998), “Language Structure and Categorization: A Study of Classifiers in Consumer Cognition, Judgment, and Choice,” Journal of Consumer Research, 25 (September), 108-122.

Yorkston, Eric and Gustavo De Mello (2005), “Linguistic Gender Marking and Categorization,” Journal of Consumer Research, 32 (September), 224-234.
April 3 SCRIPTS/KNOWLEDGE STRUCTURES/SCHEMAS

Abelson, Robert P. (1981), “Psychological Status of the Script Concept,” American Psychologist, 36 (July), 715-729.

Leigh, Thomas W. and Patrick F. McGraw (1989), “Mapping the Procedural Knowledge of Industrial Sales Personnel: A Script-Theoretic Investigation,” Journal of Marketing, 53 (January), 16-34.

Sujan, Harish, Mita Sujan, and James R. Bettman (1988), “Knowledge Structure Differences Between More Effective and Less Effective Salespeople,” Journal of Marketing Research, 25 (February), 81-86.

Meyers-Levy, Joan and Alice M. Tybout (1989), “Schema Congruity as a Basis for Product Evaluation,” Journal of Consumer Research, 16 (June), 39-54.

April 8  CHOICE PROCESSES 

Park, C. Whan (1978), “A Conflict Resolution Choice Model,” Journal of Consumer Research, 5 (September), 124-137.

Wright, Peter (1975), “Consumer Choice Strategies: Simplifying Vs. Optimizing,” Journal of Marketing Research, 12 (February), 60-67.

Desmeules, Remi (2002), “The Impact of Variety on Consumer Happiness: Marketing and the Tyranny of Freedom,” Academy of Marketing Science Review, http:www.Vancouver.wsu.edu/amsrev/theory/desmueles12-2002.html

Simonson, Itamar and Stephen M. Nowlis (2000), “The Role of Explanations and Need for Uniqueness in Consumer Decision Making: Unconventional Choices Based on Reasons,” Journal of Consumer Research, 27 (June), 49-68.
Ratner, Rebeccca K., Barbara E. Kahn, and Daniel Kahneman (1999), “Choosing Less-Preferred Experiences for the Sake of Variety,” Journal of Consumer Research, 26 (June), 1-15.
April 10 PROCESSING OF PERSUASIVE COMMUNICATION

Friestad, Marian and Peter Wright (1994), “The Persuasion Knowledge Model: How People Cope with Persuasion Attempts,” Journal of Consumer Research, 21 (June), 1-31.

Ahluwalia, Rohini (2000), "Examination of Psychological Processes Underlying Resistance to Persuasion," Journal of Consumer Research, 27 (September), 217-232.

Deighton, John and Kent Grayson (1995), “Marketing and Seduction: Building Exchange Relationships by Managing Social Consensus,” Journal of Consumer Research, 21 (March), 660-676

April 15   CONTROL PROCESSES
Hoch, Stephen J. and George F. Loewenstein (1991), “Time-Inconsistent Preferences and Consumer Self-Control,” Journal of Consumer Research, 17 (March), 492-507.

Aaker, Jennifer L. and Angela Y. Lee (2001), "'I' Seek Pleasure and 'We' Avoid Pain: The Role of Self-Regulatory Goals in Information Processing and Persuasion," Journal of Consumer Research, 28 (June), 33-49.

Heckhausen, Jutta and Richard Schulz (1995), "A Life-Span Theory of Control," Psychological Review, 102 (No. 2), 284-304.

Baumeister, Roy F. (2002), “Yielding to Temptation: Self-Control Failure, Impulse Purchasing, and Consumer Behavior,” Journal of Consumer Research, 28 (March), 670-676.

Soman, Dilip and Amar Cheema (2004), “When Goals Are Conunterproductive: The Effects of Violation of a Behavioral Goal on Subsequent Performance,” Journal of Consumer Research, 31 (June), 52-62.
April 17  EXPERIENCE/EXPERTISE

Alba, Joseph W. and J. Wesley Hutchinson (1987), “Dimensions of Consumer Expertise,” Journal of Consumer Research, 13 (March), 411-454.

Shanteau, James (1987), “Psychological Characteristics of Expert Decision Makers,” in Expert Judgment and Expert Systems, Eds. J. Mumpower et al., Springer-Verlag Berlin Heidelberg.

Johnson, Eric J. (1988), “Expertise and Decision under Uncertainty: Performance and Process:” in Michelene T.H. Chi, Robert Glaser, and M.J. Farr (Eds.), The Nature of Expertise, Hillsdale, NJ: Lawrence Erlbaum Associates, 209-228.

Spence, Mark T. and Merrie Brucks (1997), “The Moderating Effects of Problem Characteristics on Experts’ and Novices’ Judgments,” Journal of Marketing Research, 233-247.

April 22 IMAGERY/PERIPHERAL PROCESSING

Petty, Richard E., John T. Cacioppo, and David Schumann (1983), "Central and Peripheral Routes to Advertising Effectiveness: The Moderating Role of Involvement," Journal of Consumer Research, 10 (2), 135-146.

MacInnis, Deborah J. and Linda L. Price (1987), “The Role of Imagery in Information Processing: Review and Extensions,” Journal of Consumer Research, 13 (March), 473-492.

Scott, Linda M. (1994), “Images in Advertising: The Need for Theory of Visual Rhetoric,” Journal of Consumer Research, 21 (September), 252-273.

Hawkins, Scott A. and Stephen J. Hoch (1992), “Low-Involvement Learning: Memory without Evaluation,” Journal of Consumer Research, 19 (September), 212-225.

McQuarrie, Edward F. and David Glen Mick (1999), "Visual Rhetoric in Advertising: Text-Interpretive, Experimental, Reader-Response Analyses," Journal of Consumer Research, 26 (June), 37-54.

Scott, Linda M. and Patrick Vargas (2007), “Writing with Pictures: Toward a Unifying Theory of Consumer Response to Images,” Journal of Consumer Research, 34 (October), 341-256.

April 24   GENDER

Richins, Marsha L. (1991), “Social Comparison and the Idealized Images of Advertising,” Journal of Consumer Research, 18, (June), 71-83.

Schmitt, Bernd H., France Leclerc, and Laurette Dube-Rioux (1988), “Sex Typing and Consumer Behavior: A Test of Gender Schema Theory,” Journal of Consumer Research, 15 (June), 122-128.

Ball, FL Jessica, Philip Cowan, and Carolyn Pape Cowan (1995), “Who’s Got the Power? Gender Differences in Partner’s Perceptions of Influence During Marital Problem Solving Discussions,” Family Process, 34, 303-321.

Gentry, James W., Suraj Commuri, and Sunkyu Jun (2003), “A Review of Literature on Gender in the Family,” Academy of Marketing Science Review, http://www.amsreview.org/articles/gentry01-2003.pdf
.

April 29  SOCIAL CONTEXT/GROUP PROCESSES

Depret, Eric and Susan T. Fiske (1993), “Social Cognition and Power: Some Cognitive Consequences of Social Structure as a Source of Control Deprivation,” in G. Weary, F. Gleicher, and K. Marsh (Eds.), Control Motivation and Social Cognition, New York: Springer-Verlag, 176-202.

Frenzen, Jonathan K. and Harry L. Davis (1990), “Purchasing Behavior in Embedded Markets,” Journal of Consumer Research, 17 (June), 1-12.

Frenzen, Jonathan and Kent Nakamoto (1993), “Structure, Cooperation, and the Flow of Market Information,” Journal of Consumer Research, 20, (December), 360-375.

Ariely, Dan and Jonathan Levav (2000), "Sequential Choice in Group Settings: Taking the Road Less Traveled and Less Enjoyed," Journal of Consumer Research, 27 (December), 279-290.

Lerouge, Davy and Luk Warlop (2006), “Why It Is So Hard to Predict Our Partner’s Product Preferences: The Effect of Target Familiarity on Production Accuracy,” Journal of Consumer Research, 33 (December), 393-402. 
May 1  YOUNG/OLD

John, Deborah Roedder (1999), "Consumer Socialization of Children: A Retrospective Look at Twenty-Five Years of Research," Journal of Consumer Research, 27 (December), 183-213.

Gregan-Paxton, Jennifer and Deborah Roedder John (1997), "The Emergence of Adaptive Decision Making in Children," Journal of Consumer Research, 24 (June), 43-56.

Chaplin, Lan Nguyen and Deborah Roedder John (2005), “The Development of Self-Brand Connections in Children and Adolescents,” Journal of Consumer Research, 32 (June), 119-129.

Chaplin, Lan Nguyen and Deborah Roedder John (2005), “Growing up in a Material World: Age Differences in Materialism in Children and Adolescents,” Journal of Consumer Research, 34 (December), 480-483.
Law, Sharmisha, Scott A. Hawkins, and Fergus IM Craik (1998), "Repetition-Induced Belief in the Elderly: Rehabilitating Age-Related Defects," Journal of Consumer Research, 25 (September), 91-107.

Yoon, Carolyn (1997), "Age Differences in Consumer Processing Strategies: An Investigation of Moderating Influences," Journal of Consumer Research, 24 (December), 329-342.

May 7
TAKE HOME FINAL DUE IN MY OFFICE BY 5:30 PM

All complete full-text (searchable) articles from the Journal of Consumer Research are now available online. Issues/articles from 1974 through 1999 are available from JSTOR, a non-profit archiving organization. JSTOR is at http://www.jstor.org. Articles appearing from 2000 to the present are available from the University of Chicago Press, and may be accessed through our home page at http://www.wisc.edu/jcr/
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