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GABELLI SCHOOL OF BUSINESS 
SCIENCE OF SHOPPING – 31662 - MKGB 879P - 001
Fall Class: Mondays, 3:30 pm - 5:30 pm 
Room: LC, 140 West 62nd RM: 332
Professor: Timothy de Waal Malefyt, Ph.D.

Ph: 212.636.6121; Email:  Tmalefyt@fordham.edu


Office Hours: Tuesdays, 11:00-1:00 (427) Gabelli School of Business
Course Description

The science of shopping will examine retail shopping from a variety of perspectives: spatial/pragmatic, socio-relational, personal identity and cultural. We will study the pragmatics of shopping in how people manage to navigate a store, explore the social relationships formed and maintained in shopping for others, discuss shopping as a form of self-identity, social class and feelings of community, and explore rituals of shopping during the holiday season. From examining the interplay of these variables, students should receive a practical and theoretical understanding of the retail experience for consumers and its importance to our culture.   

Students will read a range of materials, write essays and conduct primary ethnographic research in a shopping location. Students will work in teams with an actual retailer (Key Food Supermarket in Brooklyn). This assignment will provide students and the retailer with valuable experience in conducting consumer research and developing “real world” recommendations, while exploring the advantages and limitations of different research designs. Teams will engage in self-guided training and in preparation for conducting qualitative research in a retail setting. A final presentation on experiences and insights will be due on the final day of class. 
Students are expected to keep up with all class reading assignments and will use course material and class readings to report on their research findings. By the end of class, students should be proficient in interpreting a shopping scene, discussing, analyzing and creating reports on shopping behavior, and its social and ideological ramifications.

REQUIRED TEXTS
1. Why we Buy, by Paco Underhill, Simon & Schuster; Updated Rev edition (2009)

2. Additional reading material – posted on Blackboard  
Conduct of Course: Students are expected to conduct research at the Key Food Store (two visits with your team) and read assigned chapters and/or handouts prior to class meetings so that these meetings can emphasize discussion of assigned materials and introduction of new materials. Students are responsible for attending the store for research and reading material for class discussions.
EVALUATION AND GRADES
Mid-term exam







30%

Final presentation/paper






50%

Class attendance







10%
Team participation







10%

GBA grading
A                                
94.0 – 100
A-


90.0 – 93.9

B+                              
87.0 – 89.9
B                                
84.0 – 86.9
B-


80.0 – 83.9
C                                
70.0 – 79.9
D                                
60.0 – 69.9
F                                
Below 60.0

*No unexcused absences. If you cannot make a class, please e-mail me prior to the class with your reasons. No more than one missed class is allowed. NO MAKE UP EXAMS.
OFFICE HOURS:   Please feel free to contact me anytime via email.  Office hours are Tuesdays, 11:00-1:00 (Room 617e), Lincoln Center campus.

BONUS EVENT:  If all works out, we will attend at Trade Show on Long Island write 3-page summary overview of your impressions (what were your key take-aways) up to 5 points.
Attendance policy:   

Students are expected to attend every class for the course.  Each class meeting has its own dynamics and provides a unique opportunity for learning. While acknowledging the critical importance of class attendance, the institution also recognizes that there are times when absence from class is unavoidable. Absences for reasons of religious holiday, serious illness, death in a student’s immediate family, or required participation in a university-sponsored event are excused absences (with appropriate documentation). Students will be given an opportunity to make up class examinations or other graded assignments.  The maximum number of total excused absences will not exceed two class meetings.

REMEMBER:

Cell phones turned OFF, and off the desk.

No text messaging during class.

FOR CLASS DISSCUSSION

Students are required to report on assigned readings in class. Each week, 1 team of students will present an overview on class reading (10 min). This counts towards “class participation.” 

	Date
	Topic
	Required reading for class discussion
	 Class Activity 

	9/12


	Course Overview 
	Introduction to course 
	Discuss: Overview of shopping

	9/16 (Friday)
Make up

For Labor

day
	Store Visit

	KEY FOOD Store 
102 Montague St, Brooklyn, NY 

(718) 875-8121  
	Meet store owners Ivan and Enrico

	9/19
	Shopping pragmatics
	Read: Why we buy Underhill (Sections I, II pages 3-96)

	Discuss: layout, design, consumer satisfaction  
Team 1: Overview of Underhill pt I, II

	9/26
	Shopping pragmatics
	Read: Why we buy, Underhill (Sections III, IV pages 102-224) Read: The new Realities of Retail
	Team 2: Overview of Underhill pt III, IV


	10/3
	Shopping and social relations Thrift and Treat
	Read: Theory of Shopping, D. Miller, pp. 1-72; 

Read: “Crossing the Aisle” 
Mid-Term Exam posted on BlackBoard
	Discuss: Buying for others, social relationships, thrift and treat Team 3: Overview of Miller, thrift and treat

	10/10 Columbus day
	
	No class – Friday makeup
	

	10/14 (Friday) Make up for Columbus

day
	Shopping, class & identity
	Read: John Lewis and the Cheapjack: “Class and identity.” D. Miller, et al (posted on blackboard)
	 Discuss: Self, identity and brands Team 4: Overview of Miller and identity

	10/17

	 Final presentations
	Present in teams to class,
see below for description
	 Final


Class Assignments 
Blackboard MID TERM exam on Shopping. You will be asked to describe key terms and concepts from our class readings and discussion.  

The Final: Presenting Your Report
Present your report in a PowerPoint deck (no more than 20 minutes and no more than 15 slides). Discuss your team’s approach of both methods and provide details of the two consumer insights (as above). Different from above, please add pictures, diagrams, drawings or other aids to illustrate your ideas for signage, placements, adjacencies, and other retail aids. Also, design the store layout and map out insights according to zones/points of store engagement. Please keep in mind that your two consumer insights should be managerially relevant, meaning that they should provide recommendations to help marketers understand and service their customers better. If time/retailer permits, we may conduct the final presentations in the Key Food store (in the store’s conference room) in front of the Store Owner, so he may query and ask direct questions. 

ACADEMIC HONESTY

All students are expected to understand and follow the meaning of the Fordham University’s undergraduate policy on academic integrity. The following activities constitute violations of the policy: plagiarism; cheating; falsification; and unapproved collaboration. Ignorance of the policy is not a valid reason for committing an act of academic dishonesty. For more information, visit http://www.fordham.edu/academics/handbooks__publicati/undergraduate_academ/undergraduate_ai_pol/the_ai_statement_72294.asp
http://www.fordham.edu/student_affairs/deans_of_students_an/dean_of_students_rh/fordhams_code_of_con/index.asp
Violations of academic integrity will result in a zero grade for the assignment in question and each case will be subject to sanctions in accordance with the procedures of the Academic Integrity Committee.
About the instructor:

Timothy de Waal Malefyt is Clinical Associate Professor at Fordham University, Schools of Business in New York City. He has held senior level positions in several advertising agencies for over 15 years and previously taught at Parsons, School of Design in NYC. Until 2012, he was Vice President, Director of Cultural Discoveries at BBDO Worldwide advertising in NYC, where he led an in-agency insight group for clients such as AT&T, Campbell’s soup, eBay, FedEx, GE, Gillette, HBO, Hormel, Hyatt hotels, J&J, Master foods, New Balance, P&G, PepsiCo, among other brands. Before this, Dr. Malefyt was VP, Senior Account Planner at D’Arcy, Masius, Benton & Bowles in Detroit, which produced the successful ‘breakthrough’ campaign for the Cadillac automobile brand, and before that, a Senior Account Planner at AFG in New York, where he worked on Purina Pet foods, Bacardi Rum and Crayola products.

Dr. Malefyt holds an M.A. and Ph.D. in Cultural Anthropology from Brown University. He is co-author of two academic books, Advertising Cultures (2003) and Advertising and Anthropology (2012) from Berg Publishers and has published numerous academic articles and chapters in books. He is currently senior editor of the Business Anthropology Book Series for Left Coast Press, and Co-Chair for EPIC (Ethnographic Praxis in Industry Conference – epiconference2014.com). He and his family live in Brooklyn Heights.
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