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Pur pose of the Course

This course explores a variety of themes connected with
conmer ci al communication (via the nedia, entertainment,
advertising, and the arts) in the contenmporary culture of
consunption (associated with the narket econony in a society
based on consuner capitalism. These thenes energe fromthree
key distinctions based on (1) concepts, (2) nethods, and (3)

ai ns.

(1) Concepts. Wth respect to concepts, the course

di stingui shes between the mcro and nacro | evels of
anal ysi s and consi ders conmuni cati on phenonena t hat
occur for individual consuners (engaged in experiences
with various nedia of arts or entertainnent) and for
society as a whole (within the so-called "culture of
consunption").

(2) Methods. Wth respect to methods, the course
covers both sides of the split or continuum between
relatively nore neopositivistic and interpretive
approaches by considering studies that draw on
traditional |aboratory experinents or other
conventional enpirical applications on the one hand as
opposed to those that rely on nore sem ol ogical or

her meneuti c anal yses on the other.

(3) Ains. Wth respect to ains, the course recognizes
the difference between work that is notivated by the
pursuit of intrinsic versus extrinsic value - as found,
for example, in the contrast between basic research (on
topics pursued for their own sake in the short run but
wi th potential |onger run nanagerial applications) and
applied research (of immediate rel evance to nmarketing
managers or to public policy makers).
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Conbi ni ng these three distinctions suggests eight focal points
for the course. These are structured according to eight thematic
focuses that correspond to all possible conbinations of the three
di stinctions just nentioned, as foll ows:

Intrinsic Extrinsic

(Basi c) (Appl i ed)
Mcro Neoposi tivistic 1 2
Interpretive 3 4
Macr o Neoposi tivistic 5 6
Interpretive 7 8

These ei ght types of thenes raise questions concerning such
i ssues as:

(1) the senmiotics of nessage effects, aesthetic
experi ences, and product neani ngs

(2) the cognitive / affective / behavioral effects of
advertising

(3) the introspective significance and subjective
meani ngs of possessions

(4) the hermeneutics of buying behavior: consunption
as text

(5) taste, nostalgia, and preference spaces for
entertainers and artists

(6) the market success of popular culture

(7) the role of consunption symbolismin the neaning of
art wor ks

(8) the social criticismof comercial communication in
the culture of consunption

Structure of the Course

The syl |l abus begins with introductory sessions devoted to
provi di ng an overview of the course in general and commerci al
conmuni cation in particular. (To avoid confusion with the eight
topi cs just enunerated, these overview sessions are listed on the
schedul e as "Topic 0.")

The renai ni ng sessions conprise the main body of the course and
foll ow the numbering schene introduced earlier (from Topic 1 to
Topic 8). (These are listed on the schedule as "Topic 1" through



"Topic 8" and correspond to the matri x shown earlier.)

Gui di ng View of Commercial Conmunication

It should be clear fromthe comrents offered thus far that this
is not intended to be a course on nedia managerment. For exanpl e,
the course does not pretend to offer systematic coverage of
advertisi ng nanagenent, medi a marketing, the business of

entertai nnent, investing in works of art, or labor relations in
Br oadway theater productions. Those with an interest in these

ki nds of topics are encouraged to take the courses offered by the
Busi ness School in Advertising Managenent (B8602), Marketing

I nformati on Technol ogi es (B9601-41), Industry Analysis of the

I nformati on and Medi a Econony (B8210), the Informati on Age and
Managenment (B9462), International Comuni cations and Medi a

Net wor ks (B9501), Strategic Managenent in the Entertai nnent

I ndustry (B9301), etc., or by the University in Copyright Law
(L6341), International Media and Comunication (U8000),

Tel econmuni cati ons Network Control and Managenent (E6940), Arts
and the Media (R6511), the Financing, Distribution, Marketing,
and Exhibition of Films (R6004), and so forth.

By contrast, the present course is intended to cover various
aspects of commercial comunication in general - viewed as a
conpl ex system of interactions between producers (nedia,
entertainers, artists) on the one hand and consuners (audi ences,
fans, patrons) on the other, in which the nessage or nediating
link between the two consists of cultural commobdities (prograns,
performances, artworks). |In other words, the course adopts a

vi ew of communication as a chain of |inkages froma source

t hrough a nessage to a receiver

This perspective ties together a variety of phenonena such as
those found in Lasswell's who-says-what-to-whom paradigm in the
stream of social psychol ogi cal work by Hovland and his col | eagues
at Yale, in Jakobson's psycholinguistic fornulation, in the
stimul us-organi smresponse framework of psychol ogi cal |earning
theory, in the Brunsw kian "l ens" or features-perceptions-affect
nodel , in the source-nessage-channel -recei ver perspective of

i nfornati on theory, in the cognition-affect-behavior theories of
consumner behavior, in a view of art as involving a chain from
artist to artwork to aesthetic reaction, in a producer-cultura
commodi t y- consuner conception of naterial culture, and in a view
of business as involving a chain of effects from nanagers to
products to custoners.

In other words, everything (including business) is comrunication

Accordingly, the course material will enconmpass a broad

consi derati on of how individual people and collective audi ences
respond to conmercial comunication, how such processes are
studi ed, and what such studies inply for the growth of know edge
in general and for applications to solving managerial and soci al
problens in particular.

Note, then, that the main thing distinguishing B9601-38 from



other courses is its primary focus on the audi ence(s) for nedia,
entertai nnent, advertising, or the arts and on the genera
probl em of how we can better understand these audiences. |In this
spirit, some aspects of the course (the |eft-hand portion of the
matri x shown earlier) will deal with nore basic (as opposed to
nore applied) research - that is, with various work, studies, or
approaches whose "pay off" in the formof inplications for

busi ness managers or public policy makers may be indirect rather
than direct or may occur in the longer rather than the shorter
run (in the sane way that the basic sciences contribute, say, to
i mproved health only after the design of applications in
nmedi ci ne, genetic engineering, etc.). In each case, however, we
shall nove in the direction of pushing fromtheory to

applications. That is, we shall nove fromleft to right in the
af orenentioned matrix - beginning with basic concepts but then
aski ng how these can be applied to nanagerial problens.

Post nodern Perspectives on the Culture of Consunption

As indicated by reading assignnments for the first day of class,
this course will reflect a perspective that could be
characterized as "postnodern." To coin sone acronyns (which, one
hopes, shoul d be useful for menonic purposes), the course will
describe the effects of a WI.MP. culture on a C A GE. D
consunmer froma perspective of POS. T.MODERNI.S M The
general terms of interest for each of these acronynms are as
fol | ows:

Cul ture of Consunption

W Western, Wiite (Ethnocentric)
I. - Inperialistic, Individualistic (Free Enterprise Systen)
M - Mterialistic, Mlitaristic (Mlitary-Industria
Conpl ex)
Patriarchal, Protestant Ethic, Profit-Oriented (the
Pat ernal i stic Doni nant | deol ogy)

P

Consunption of Culture

C. - Oass (Education, Qccupation, Incone...)

A. - Age

G - Cender

E. - Ethnic Group (Nationality, Race, Religion, Oher
Subcul t ur es)

D. - Denp- Soci o- Psychographi ¢ Vari abl es (other than those

al ready nentioned - e.g., RomanticisniCl assicism
Nost al gi a Proneness)

Post noder ni sm

Moder n Post nodern



PCSI TI VI SM P. {interpretivisnt
OBJECTI VI SM O {subj ectivisnt
SCl ENCE S. {humani ti es}
TECHNOCRACY T. {relativismre progress}
{uni vocality} M MULTI VOCALI TY
{dom nant readi ngs} O OPPCSI Tl ONAL READI NGS
{mass prod' n} D. DI FFERENTI ATl ON
{ronolith} E. ECLECTI Cl SM
{refer. [/ corres.} R REFLEXI VI TY / | NTERTEXTUALI TY
{l'inearity} N. NONLI NEARI TY / CGESTALTS
{reality} l. | MAGES / HYPERREALI TY
{! ogi c} S. SELF- CONTRADI CTI ON

M

{ethnocentrisni MULTI CULTURALI SM

Another way to set forth the basic characteristics of

post moder ni sminvol ves what the instructor calls "the nine P's of
Post noder ni sm' - Paradox, Parody, Pastiche, Playful ness,
Pluralism Proliferation, Proniscuity, Polyseny, and

Pancul turalism (These are discussed in the readi ng assi gnnents
for Topic Zero.)

Readi ngs
The course will make use of two kinds of reading assi gnments.

First, a nunber of specialized books will convey key aspects of
the eight focuses mentioned earlier. These books will be
avai |l abl e at the Col unbia University Bookstore and the Labyrinth
Bookstore. The books have been carefully chosen to provide an
optimal combi nation of excellence and inexpensiveness. However,
buying all of them might still be sonewhat costly for students on
a tight budget. Hence, students are encouraged to nake use of
the library and/or to teamup with classnates to buy-and-share
books pertinent to various phases of the course. For exanple, a
team of two or three students might decide to pool their
resources, buy the full set of required texts, and then share

t hem t hr oughout the term

The required books - which should be read by all students before
comng to class on the day when they are discussed - are as
fol |l ows:

Fi ske, John (1990), Introduction to Conmunication
Studi es (Second Edition), New York: Routl edge.

Feat her stone, M ke (1991), Consuner Culture and

Post noderni sm Newbury Park, CA: Sage Publications or
Brown, Stephen (1995), Postnodern Marketing, London
UK:  Routl edge.

Nor man, Donald A. (1988), The Design of Everyday
Thi ngs, New York: Doubl eday (Currency).

Jackson, Sally (1992), Message Effects Research, New
York: @uilford Press.



H rschman, Elizabeth C. and Morris B. Hol brook (1992),
Post nodern Consuner Research: The Study of Consunption
As Text, Newbury Park, CA: Sage Publications.

O Shaughnessy, John (1987), Wy Peopl e Buy, New York:
Oxford University Press.

Twi tchell, James B. (1992), Carnival Culture, New York:
Col unbi a University Press.

Austin, Bruce A (1989), Imediate Seating: A Look at
Movi e Audi ences, Belnmont, CA: Wadsworth Publi shing
Conpany.

Berger, Arthur Asa (1991), Media Anal ysis Techni ques
(Revised Edition), Newbury Park, CA: Sage Publications.

Post man, Neil (1985), Anusing Qurselves to Death, New
York: Pengui n Books or Hol brook, Mrris B. (1993),
Dayti ne Tel evi sion Gane Shows and the Cel ebration of
Merchandi se: The Price Is Right, Bowing Geen, OH
Bowl i ng Green State University Popul ar Press.

Optional books - which mght be of use to students with special
interests in the relevant areas - are:

Hol br ook, Mrris B. and Elizabeth C. Hirschman (1993), The
Sem otics of Consunption: Interpreting Synbolic Consuner
Behavi or in Popular Culture and Works of Art, Berlin and New
York: Mouton de Gruyter.

Hol br ook, Mrris B. (1995), Consumer Research:
I ntrospective Essays on the Study of Consunption, Thousand
Oaks, CA: Sage Publications.

Second, illustrative applications pertinent to each focus covered
by the course will be taken froma book of readings based on the
instructor's research on various aspects of the nedia,

entertai nnent, advertising, and the arts. These are contained in
a readi ngs book available to all nenbers of the class and include
the foll ow ng sel ections:

(A) "On Hatching a Program of Consumer Research: An
El ephant's Faithful One Hundred Percent”

(B) "Artistic Creation, Artworks, and Aesthetic
Appreci ation: Some Phil osophical Contributions to
Nonprofit Marketing"

(© "The Study of Signs in Consuner Esthetics: An
Egocentric Revi ew'

(D) "Integrating Conpositional and Deconpositional Analyses
to Represent the Intervening Role of Perceptions in
Eval uati ve Judgments"

(E) "Perceptual Veridicality in Esthetic Comunication: A
Mbdel , General Procedure, and Illustration”

(F) "Detecting the Differences in Jazz: A Conparison of
Met hods for Assessing Perceptual Veridicality in



(G

(H

(M
(N)
(O
(P)
(Q

(R
(S)

(T
(V)
(V)
(W
(X)
(v)
(e
(BB)
(CO)

(DD)

(EE)

Appl i ed Aesthetics"

"Ai ms, Concepts, and Methods For the Representation of
I ndi vidual Differences in Esthetic Responses to Design
Feat ur es"

"Assessing the Real -to-Artificial Generalizability of
Multiattribute Attitude Mddels in Tests of New Product
Desi gns"

"The Effects of Situation, Sequence, and Features on
Perceptual and Affective Responses”

"The Role of Enption in Advertising"

"Assessing the Role of Enmptions as Mediators of Consuner
Responses to Adverti sing"

"Consunmer Responses to Advertising: The Effects of Ad
Content, Enotions, and Attitude toward the Ad on
Vi ewi ng Ti ne"

"Romanticism Introspection, and the Roots of
Experiential Consunption: Morris the Epicurean”

"I'"'m H p: An Autobi ographi cal Account of Sone
Consunpti on Experiences”

"An Audiovi sual Inventory of Some Fanatic Consuner
Behavior: The 25-Cent Tour of a Jazz Collector's Hone"

"Under st andi ng Consuner Behavior: The Linguistic Turn
in Marketing Research"

"On the Scientific Status of Consuner Research and the
Need for an Interpretive Approach to Studying
Consunpti on Behavi or"

"The Psychoanal ytic Interpretati on of Consuner Behavi or:
I Am an Ani nal "

"The Spatial Representation of Responses Toward Jazz:
Applications of Consuner Esthetics to Mapping the
Mar ket for Music"

"Marketing Strategy and the Structure of Aggregate,
Segment - Specific, and Differential Preferences”

"Mappi ng the Market for Esthetic Products: The Case of
Jazz Records"

"Mappi ng the Market for Fashion: Conplenentarity in
Consumer Preferences”

"Some Expl oratory Findings on the Devel opnent of Musi cal
Tast es”

"Echoes of the Dear Departed Past: Sone Work in
Progress On Nostal gi a"

"What's An Oscar Worth? An Enpirical Estimation of the
Ef fects of Nom nations and Awards on Mvie Distribution
and | ncone"

"Usi ng Connoi sseurs to Predict Mass Tastes"

"The Role of the Humanities in Consumer Research:
Cl ose Encounters and Coastal Disturbances”

"The Seni ol ogy of Ci nematic Consunption: Synbolic
Consuner Behavior in Qut of Africa"

"An Interpretation: Gemins as Metaphors for
Mat eri al i st

"Semiotics in Marketing: Consunption Symbolism and
Marketing Imagery in the Interpretation of Cultural
Product s"

"Seven Routes to Facilitating the Sem ol ogi cal
Interpretation of Consunption Synbolism and Marketing
I magery in Wirks of Art: Some Tips for Wl dcats”



(FF) "Mrror, Mrror, On the ll, What's Unfair in the
Refl ections on Adverti si ng?"

(G5 "Theory Devel opnent Is a Jazz Solo: Bird Lives"

(HH) "' These Foolish Things,' 'The Dear Departed Past,' and
the Songs of David Frishberg: A Commentary and
Critique"

(I'l) "Beyond Attitude Structure: Toward the Informationa
Det erm nants of Attitude"

Besi des the required books and readi ngs just described, each
topic on the syllabus is acconpanied by a |list of recomrended
readi ngs. These are intended as a helpful aid to students who
wi sh to explore a particular topic in greater depth. It is not
expected that students will have tine to consult these
recomended references as part of their regular classwork.
However, those doing termprojects in a particular area may find
the Iist of recommendations to be of sonme assistance.

Cl ass Requirenents and Gradi ng

To repeat the obvious, this is a course on conmunication. In
line with that focus, the primary assignment for each student in
the class is to comunicate. Specifically, it is each student's
responsibility to communicate to the instructor an experience of
that student's ability, notivation, and acconplishnent that will
result in a grade for the course.

Clearly, this process of comunication between student and

i nstructor might take any one of various forns. 1In this
connection, the instructor wi shes to show a nmaxi num degree of
flexibility and openness to novel and creative ways of

conmuni cating as the basis for assigning a grade. However, he
does have a couple of "biases" and shoul d probably nake these
clear to all concerned.

First, the instructor regards class participation as one very
useful type of nessage for conmmunicating ability, notivation, and
acconplishment. It would be unlikely that a student would win a
hi gh grade in the course without energetic and hel pful class
partici pation.

Attention: The preceding statenment inplies that comni ng
to class on tine and staying until the end is both
noti ced and appreciated - as is sitting reasonably
close to the front of the roomand getting visibly
i nvol ved. The instructor definitely considers
class participation in deternmining the fina
gr ade.

Second, the instructor would expect to see sone sort of term
project fromeach student, working either alone or in a snall
team of two or three people. That project night take any one of
various forms. |In this connection, the instructor wi shes to
remain open to a wide range of possibilities. However, it should
be noted that a term paper of roughly fifteen-to-twenty pages has
been a tried and true nodel for such termprojects in the past.



It should be enphasized that all communication is to sone extent
a two-way process. The instructor expects to be involved in the
process whereby the basis for grades is conmunicated to him The
degree to which this involvenent occurs will be up to individua
students or groups, according to their needs and preferences.

The instructor will be readily available during office hours to
di scuss termprojects or other matters with individual students
or groups. He looks forward to this chance to interact with
nenbers of the class.

As already indicated, the instructor wishes to be flexible and to
all ow the greatest possible range for creative endeavor in doing
the termprojects or other work for the course. However,

previ ous experience and requests by some students for specific
deadl i nes suggest that sone sort of schedule mght be helpful in
keepi ng the progress of work nmoving at a steady rate. Hence, al
students are asked to observe the follow ng due dates for the
phases of their class projects:

(1) Atitle, one-sentence description, and nane(s) of
aut hor(s) is due on the fourth nmeeting of the
cl ass (Septenber 29).

(2) Each individual or group will nake an n-mnute
presentation of his/her or their topic (where 5
mn. <n <10 nmn., to be deternined by cl ass
size) on the sixth neeting of the class (COctober
13); this presentation should cover the nature of
the topic, your reasons for selecting it, its
potential relevance to others (e.g., nanagers,
audi ence nenbers, public policy makers, etc.),
your planned approach to studying it, and the
sorts of results or conclusions you mght hope to
reach.

(3) A brief abstract or outline of one or two pages is
due on the eighth nmeeting of the class (Cctober
27).

(4) The project itself is due one week after the
twel fth and | ast neeting of the class (Decenber 1)
and nust be placed in the instructor's school nail
box (504 Uris Hall) or left with his hone doorman
(140 Riverside Drive, corner 87th Street, Apt. 5H)
prior to that tinme (on or before Decenber 8).

Notice that some students may wi sh to focus on topics covered
later rather than earlier in the term In order to neet the tine
schedul e just described, such students should read ahead and
shoul d plan their tinme accordingly.

Pl ease note: As just explained, all work nust be subnmitted
by the end of one week after the |ast day of class.
Departures fromthis requirement could result in a tenporary
grade of inconplete. No exceptions, please.



Pl ease also note: In order to permt the instructor to
provi de feedback in the formof witten comments, all work
nmust be acconpanied by letter-sized sel f-addressed envel opes
at the tine when the work is handed in. No exceptions,

pl ease.

Pl ease further note: To guard against loss and to make it

possi ble for the instructor to keep his copy, class nenbers
nmust keep copies of their work for their own use. The

i nstructor intends appreciatively to keep the copy that is

handed in. No exceptions, please.

Attention: The three points just nade are inportant.
Pl ease read them careful ly.

As just indicated, the instructor wi shes to | eave the choice of
how to "earn" a grade in the course entirely up to the individua
student (s). However, he also realizes that some students m ght
appreciate a bit of "guidance" concerning the nature of topics
that m ght be considered suitable or appropriate as the basis for
termprojects of one sort or another. Hence, as a possible spur
to creative ideas, consider the following list of topics explored
by students fromthe past in projects nenorable enough to be
recalled by the instructor while flying back to New York and
scribbling on a cocktail napkin. These exanples night suggest
the sorts of potential topics that night be worth exploring
(anong i nnumerabl e others that are not nentioned or even hinted
at here):

- The Iconography of Architecture in Bugsy

- Consunption Synbolismin Wite Pal ace

- Advertising Strategy for a New Consuner Product

- Media and the (M s)Representation of Wnen

- Hillary, Chelsea, and Socks as Consunption Synbols
- Americans and Japanese as Users of Karaoke

- Movi e-Rel ease Strategy and Box-Ofice Revenue

- Infonmercials and Advertorials

- The Experience of Tel evision View ng

- Content Analysis of the Bush-Perot-Cinton Debates
- Marketing Strategy for a New Book Publi sher

- Rap As Postnodern Misic

- Multiculturalismand Bossa Nova

- The Role of Soviet Propaganda in the Ukraine

- Pre-Capitalist Advertising in Poland

- Howard Stern As Postnodern |con

- Calvin, Hobbes, and the Culture of Consunption

- The Market for Interactive Miltinedia

- In a Wrd, Seinfeld

- FilmAnimation in the Postnodern Era

- Meani ngs of Toys

- Targeting the Gay Market

- Marketing Analysis for a Children's Miseumin Yonkers
- The Age of CD-ROM - Markets for Miltinmedia

- Conmmercialization in the Myvie Industry

- Nostalgia in the Mvies

- Why Records Sel

- Martha Stewart Living



- Consunption Synbolismin the Filns Red, Wite, and Bl ue.

- Fashion Statenments by Anerican First Ladies

- Marketing Strategy for the New York Daily Newspapers

- Consunption Synmbolismin Dawn of the Living Dead, Scenes
froma Mall, and Mall Rats

- Luxury Products (Perfunme, Liquor, Jewelry) and Brand

Meani ngs

- Marketing on the Internet

- Nostalgia in Bewitched, | Dream of Jeanie, and The Brady
Bunch

- Grammatical Errors in Retail Signage

- Marketing the Ballet

- Future Directions for Cable TV

- Corporate Sponsorship of the Arts

- Mal es Versus Fenal es As Rock Fans

- The Representation of African Anericans in TV Comercial s

- The Meani ngs of Col ors

- Deternminants of Success in Marketing Mtion Pictures

- The X-Files as Mddern Versus Postnodern

- Dream On As a Postnodern Prototype

- Conmuni cation in Fashion Retailing

- The Psychol i ngui stics of ER

- Al bum covers As Marketing Tools

- The Cosmo "Grl"

- Representations of the Japanese in Anerican Filns

- Marketing the NBA

- The Dilemma for Miuseums: Artistic Integrity Versus
Br oadeni ng t he Audi ence for the Arts

- Daytine Tel evision Tal k Shows

- High Culture, Pop Culture, and the Three Tenors

- Introspections on Sports Spectatorship

- Product Design in the 1950s

- Conparing Styles of Brazilian Misic

- Marketing Strategies for Gay Audi ences

- Fashion Influences by Participants at the Gscar Awards

- Andy Warhol, Advertising, and Anerican Consunerism

- Shoppi ng As Fant asy

Research Responsibility

It is likely that, at sone point during the course of the term
the instructor will ask the menbers of the class for their help

i n conducting some aspect of his own research. This will involve
spendi ng about 45 minutes or so in an experinent, conpleting a
guestionnaire, or collecting data from sone other respondent(s).
Such an assignnent will be intended to make connections between

t he concepts, nethods, and ains discussed in the course and
thereby to further the educational objectives of all concerned.

Prerequisites for Enrolling

There are no formal prerequisites for this course. Al are
wel cone.



STREAMLI NED VERSI ON OF THE SYLLABUS
Mar ket i ng B9601- 38
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Prof essor Morris B. Hol br ook
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Sept. 8 - 15
Topic 0: Introduction and Overvi ew

Read: Featherstone, Mke (1991), Consuner Culture and
Post noder ni sm Newbury Park, CA: Sage
Publ i cations or Brown, Stephen (1995), Postnodern
Mar keti ng, London, UK: Routl edge.

Fi ske, John (1990), Introduction to Conmmunication
Studi es (Second Edition), New York: Routl edge.

Requi red Reading: (B) "Artistic Creation, Artworks, and
Aest hetic Appreciation."

Sept. 22 - 29 (first part)

Topic 1. The Semiotics of Message Effects, Aesthetic
Experi ences, and Product Meanings (M cro-
Neoposi tivi stic-Basi c)

Read: Norman, Donald A (1988), The Design of Everyday
Thi ngs, New York: Doubl eday (Currency).

Requi red Reading: (C) "The Study of Signs in Consumer
Est hetics”.
Sept. 29 (second part)

Topic 2: The Cognitive /| Affective / Behavioral Effects of
Advertising (M cro-Neopositivistic-Applied)

Read: Jackson, Sally (1992), Message Effects Research, New
York: Guilford Press.

Requi red Readings: (K) "Assessing the Role of Enptions as
Medi at ors of Consuner Responses to Advertising";
(L) "Consuner Responses to Advertising."



Cct. 6

Topic 3: The Introspective Significance and Subjective Meanings
of Possessions (Mcro-Interpretive-Basic)

Read: Hirschman, Elizabeth C. and Morris B. Hol brook
(1992), Postnmodern Consuner Research: Consunption
As Text, Newbury Park, CA: Sage Publications.

Requi red Reading: (M "Ronmanticism Introspection, and the
Root s of Experiential Consunption.”

Cct. 13
Class Presentations: Brief reports on topics for class projects

Topic 4. The Hernmeneutics of Buying Behavior: Consunption As
Text (Mcro-Interpretive-Applied)

Read: O Shaughnessy, John (1987), Wy Peopl e Buy, New York:
Oxford University Press.

Requi red Reading: (P) "Understandi ng Consunmer Behavior."

Oct. 20, Cct. 27, & Nov. 3

Topic 5: Taste, Nostalgia, and Preference Spaces for
Entertainers and Artists (Macro-Neopositivistic-
Basi c)

Read (first): Twitchell, James B. (1992), Carnival Culture,
New York: Colunmbia University Press.

Requi red Readi ngs (second): (T) "Marketing Strategy and the
Structure of Aggregate, Segnent-Specific, and
Differential Preferences"; (U "Mapping the Market
for Esthetic Products."”

Requi red Readings (third): (W "Sone Exploratory Findings on
t he Devel opnent of Musical Tastes"; (X) "Echoes of the
Dear Departed Past."

Nov. 10

Topic 6: The Market Success of Popular Cul ture (Macro-
Neoposi tivi stic-Applied)

Read: Austin, Bruce A (1989), Imediate Seating: A Look
at Movi e Audi ences, Belnont, CA: Wadsworth
Publ i shi ng Conpany.



Nov. 17

Topic 7: The Role of Consunption Symbolismin the Meani ng of
Artwor ks (Macro-Interpretive-Basic)

Read: Berger, Arthur Asa (1991), Media Analysis Techni ques
(Revised Edition), Newbury Park, CA: Sage
Publ i cati ons.

Watch: Gremins |

Requi red Readings: (AA) "The Role of the Humanities in
Consumer Research"; (EE) "Seven Routes to
Facilitating the Sem ol ogical Interpretation of
Consunption Synboli smand Marketing |Inmagery in
Works of Art."

Dec. 1

Topic 8 The Social Criticismof Commercial Comunication in the
Cul ture of Consunption (Macro-Interpretive-

Appl i ed)

Read: Postnan, Neil (1985), Anusing Qurselves to Death, New
York: Pengui n Books or Hol brook, Mrris B.
(1993), Daytine Tel evision Gane Shows and the
Cel ebration of Merchandise: The Price |Is Right,

Bow ing Green, OH Bowing Green State University

Popul ar Press.

View. One episode of The Price Is Right (CBS, 11:00 a.m,
any weekday). e



