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COURSE DESCRIPTION   
We begin the seminar by following the traditional paradigm of information processing and then looks 
at factors that affect consumers’ information processing. The seminar closes with student 
presentations of research proposals. The readings of the sessions cover substantive research areas in 
marketing and decisionmaking 

 

I.- COURSE LEARNING OBJECTIVES  
This seminar focuses on the information processing aspect of consumer behavior. Throughout the 
seminar, stress is laid on understanding current theoretical and methodological approaches to various 
topics of consumer behavior.  

1. To acquire in-depth knowledge about research on information processing related topics.  

2. To develop the ability to critically evaluate research papers.  

3. To design an innovative research project that builds on the extant literature.  

4. To develop skills in effectively communicating academic research, both orally and in writing.  

 

 

 



 

II.- CONTENTS 

Topic Content Mandatory Reading 

1 ORIENTATION Mediation Tests: 
1. Baron, Reuben M. and David A. Kenny (1986), “The Moderator-
Mediator Variable Distinction in Social Psychological Research: Conceptual, 
Strategic and Statistical Considerations,” Journal of Personality and Social 
Psychology, 51, 1173-1182. 
 
2.  Zhao, Xinshu, John G. Lynch Jr., and Qimei Chen (2010), 
“Reconsidering Baron and Kenny: Myths and Truths about Mediation 
Analysis,” Journal of Consumer Research, 37(2), 197-206. 
 
Moderation Tests (when the moderator is a continuous variable) 
3.  Krishna, Aradhna, “A Clearer Spotlight on Spotlight: Understanding, 
Conducting and Reporting,” 
Journal of Consumer Psychology, 26(3), 315-324. 
 
 The Meaning of “Research Contribution” 
4.  Ladik, Daniel M., and David W. Stewart (2008), “The Contribution 
Continuum,” Journal of the Academy of Marketing Science, 36(2), 157-165. 
 
Paper Writing Tips 
5.  Ortinau, David J. (2011), “Writing and Publishing Important Scientific 
Articles: A Reviewer’s Perspective,” Journal of Business Research, 64(2), 

2 ATTITUDE 
FORMATION 
AND CHANGE 

How Consumers Make Choices: 
1. Powell-Mantel, S. and F.R. Kardes (1999), “The Role of Direction of 
Comparison, Attribute-Based Processing and Attitude-Based Processing in 
Consumer Preference,” Journal of Consumer Research, 25 (March): 335-368. 
 
Source Characteristics: 
2. Deshpandé, R. and D. M. Stayman (1994), "A Tale of Two Cities: 
Distinctiveness Theory and Advertising Effectiveness," Journal of Marketing 
Research, 31(1), 57-64. 
 
Appeal Characteristics: 
3. Petty, Richard E., 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. (REFERENCE ARTICLE) 
 
Message Framing: 
4. Hung, Iris W., and Robert S. Wyer, Jr. (2009), “The Impact of 
Differences in Perspective on the Influence of Charitable Appeals: When 
Imagining Oneself as the Victim is Not Always Beneficial,” Journal of 
Marketing Research, 46(3), 421-434. 
 
 



 

Individual and Situational Characteristics that Influence Attitude Change: 
5. Sengupta, Jaideep and Gavan J. Fitzsimons (2000), “The Effects of 

Analyzing Reasons for Brand Preferences: Disruption or Reinforcement,” 
Journal of Marketing Research, 37(3), 318‐330. 

Sustainability and Attitude Change:  
6. Gershoff, Andrew D., and Judy K. Frels. "What makes it green? The role of 
centrality of green attributes in evaluations of the greenness of products." 
Journal of Marketing 79, no. 1 (2015): 97-110. 

3 SOCIAL 
INFLUENCE 

1. Mandel, Naomi, Derek D. Rucker, Jonathan Levav, and Adam D. 
Galinsky (2016), “The Compensatory Consumer Behavior Model: How Self-
Discrepancies Drive Consumer Behavior,” Journal of Consumer Psychology. 
 
2. Ordabayeva, Nailya and Pierre Chandon (2011), “Getting Ahead of 
the Joneses: When Equality Increases Conspicuous Consumption among 
Bottom-Tier Consumers,” Journal of Consumer Research, 38(1), 27-41. 
 
3. Zhao, Min and Jinhong Xie (2011), “Effects of Social and Temporal 
Distance on Consumers’ Responses to Peer Recommendations,” Journal of 
Marketing Research, 48 (3), 486‐496. 
 
4. Mourali, Mehdi and Zhiyong Yang (2013), “The Dual Role of Power in 
Resisting Social Influence,”Journal of Consumer Research, 40(3), 539-554. 
 
5. Wilcox, Keith and Andrew T. Stephen (2013), “Are Close Friends the 

Enemy? Online Social Networks, Self-Esteem, and Self-Control,” Journal 
of Consumer Research, 40(1), 90-103. (REFERENCE ARTICLE) 

6. Trudel, Remi. "Sustainable consumer behavior." Consumer psychology 
review 2, no. 1 (2019): 85-96. 

4 CULTURAL 
INFLUENCE 

Country-Of-Origin Effect: 
1. Gurhan-Canli, Zeynep and Durairaj Maheswaran (2000), 
“Determinants of Country-of-Origin Evaluations,” Journal of Consumer 
Research, 27(1), 96-108. 
  
Ethnicity: 
2. Laroche, Michel, Zhiyong Yang, Chankon Kim, and Marie-Odile 
Richard (2007), “How Culture Matters in Children’s Purchase Influence: A 
Multi-Level Investigation,” Journal of the Academy of Marketing Science, 
35(1), 113-126. 
 
Self-Construal: 
3. Aaker, Jennifer L. Angela Y. Lee (2001), “‘I’ Seek pleasures and ‘We’ 
Avoid Pains: The Role of Self- Regulatory Goals in Information Processing 
and Persuasion,” Journal of Consumer Research, 28 (June), 33-49. 
 
4. Ma, Zhenfeng Zhiyong Yang, and Mehdi Mourali (2014), “Consumer 
Adoption of New Products: Independent versus Interdependent Self-
Perspectives,” Journal of Marketing, 78(2), 101-117. 



 

 
5. Markus, Hazel and Shinobu Kitayama (1991), “Culture and the Self: 

Implications for Cognition, Emotion, and Motivation,” Psychological 
Review, 98 (April), 224-253. (REFERENCE ARTICLE) 

Sustainability and Culture:  
6. White, Katherine, and Bonnie Simpson. "When do (and don't) normative 
appeals influence sustainable consumer behaviors?." Journal of Marketing 
77, no. 2 (2013): 78- 95. 

 

III.- METHODOLOGY, EVALUATION AND BASIC REGULATIONS 

3.1.- Methodology: 

This course follows a collaborative seminar format, where the learning objectives will be carried 
through a combination of lecture, class discussion, one-on-one coaching and presentations. Typically, 
each of the students will be asked to summarize a paper in the assigned articles. The professor will 
moderate the discussion, and end the class with a summary of key learning points. During the course 
of the course, each student will develop his/her own research proposal in close collaboration with the 
professor.  
 
Note that the value of the course depends on the extent to which participants are prepared to 
contribute in an informed, thoughtful, and critical manner. Hence it is imperative that students not only 
read, but also think about the readings before coming to class. A useful way to prepare for class is to 
make informal notes summarizing your responses to the discussion questions circulated by the 
professor on the Tuesday preceding the class. In addition, you can also make notes about other related 
research (beyond the assigned readings) that you would like to raise in class, so that your participation 
is organized and clear. Class participation will be measured by the quality of discussion questions 
submitted in advance of the class, and the quality of oral comments offered in class. 
 
Each student assigned to a paper, will prepare a one page (single-spaced) summary of each of the 
articles assigned for that session, including the following elements: 
(1) Existing knowledge on this topic (brief; no need for details); 
(2) Gap in the literature 
(3) Research question 
(4) Theoretical development (provide some logic behind each hypothesis) 
(5) Overall logic behind the sequence of experimental studies (see below) 
(6) Method and results for EACH experiment 
(7) Overall conclusion of the paper 
(8) Potential contribution of this paper 
 
The summaries of the paper will be shared by the student with the class when they present the paper 
and post the same to the file section of Teams folder under each topic. These summaries will be very 
useful memory aid later, in quickly reviewing the main findings in this area of research. 

3.2.- Evaluation:  

The grades for this course are distributed as follows: 
 



 

Class participation (thoughtful questions, and discussion frequency and quality) 25% 
Summary of papers during each session 50% 
Term paper (Written presentation/content and style) 25% 

 
Grade Scale 
A (90-100%); B (80-89%); C (70-79%); D (60-69%); F (below 60%). 
 
Research Proposal  
Each student will develop a research proposal during the course. The topic should be an issue related 
to any of the seminar topics of interest to you. The proposal should be approximately five pages 
excluding references, double-spaced. The proposal will consist of the following sections:  
 

i. The introduction section (suggested: 1 page). This section should motivate the proposal 
by briefly discussing the general importance of the topic, the gap in the literature, and the 
likely contribution(s) of the proposed research.  

ii. The theoretical development section (suggested: 2 pages). This section should summarize 
relevant past research, and use this summary as a base to build up testable hypotheses.  

iii. The methodology section (suggested: 2 pages) This section should include details about 
three experiments, each containing experimental design, participants, procedure, 
measurement of variables, instructions to participants, manipulation checks, and analysis 
plan.—You don’t need to collect data, but you will have to describe your plan for data 
analysis.  

iv. References (suggested: 2 pages). This section should contain the list of references, 
formatted as in JCR.  

 
In addition, the proposal should contain an upfront, one-page, double-spaced abstract that clearly 
states the conceptual, methodological and practical implications of the proposed research. 

3.3.- Basic Regulation 

1. Students must have at least 75% attendance in the course to be able to pass it. 

2. The classes will be the days and hours indicated by the program address. 

3. For each class, the students must have read and studied in advance the corresponding 

bibliography. 

4. The qualification of all the evaluations will be done with a score from 1 to 7. 

5. The teacher reserves the right to add, delete or replace bibliography during the course of the 

program if he deems it appropriate for the course of the course. 

6. The unjustified absence of a student to a requirement will be scored with note 1. 

7. It is important to emphasize that each student must assume his / her own responsibility in 

fulfilling the program, especially in relation to: 

8. to. Be up to date on the development of the subject and the various indications given by both 

the teacher and the course coordinator. For example, absence from a class session does not 

exempt you from the academic obligations indicated on that day. 

9. Ensure the faithful compliance with the dates and deadlines established for the different 

evaluation activities. Once fixed and known, they will not be modified. 

10. Obtain the support material indicated for the chair when appropriate. 

11. All work submitted during the course of the program will only be of value to the extent that the 



 

author is able to explain and endorse them personally. Deliveries that contradict the above are 

not accepted. All medical justification corresponding to non-attendance to a requirement must 

be presented through the regular channels established by the University. 

12. All forms of copy and / or plagiarism are penalized drastically, failing the chair with a grade of 

1.0. To avoid any inconvenience, please check the relevant regulations here. 

 

IV.- BIBLIOGRAPHY 

Mandatory Readings 

All readings can be obtained from the University of Chile library but will also be provided as a 

link from my OneDrive for students to download. 

 

*Syllabus subject to changes  


