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COURSE OBJECTIVES
A course in experimental design is a standard component of virtually all doctoral programs in Marketing. In general, these courses focus on both the design of experiments and the analysis of the data resulting from them. In many cases, the emphasis is on the latter aspect. A good example of this can be seen in an inspection of standard texts for experimental design courses such as Keppel’s Design and Analysis: A Researcher’s Handbook.

This course, however, will reverse that emphasis. Although we will cover issues of analysis, our focus will be on how to conduct experimental research. It will focus on the nuts and bolts of common problems or issues that arise in the design, conduct, analysis, and reporting of research. In other words, we’ll cover experimental research from start to finish. Thus, we will cover topics such as generating research ideas, designing studies to obtain valid and reliable data (e.g., through proper experimental control, reducing demand effects or experimental error, producing generalizable results, replication), creativity in experimental designs (e.g., through clever field studies, clever manipulations or measures), analyzing the data, and publishing the research (as well as critiquing others).
The reason for this slightly unorthodox focus is to prepare you to start doing research immediately, both in collaboration with your advisors and other professors and on your own or among yourselves. You will already be taking various statistical and methodological courses that will give you the basics in the analysis of experimental data (e.g., coverage of ANOVA, and to a lesser extent, regression), and this coverage should be adequate for your needs. 
Given this, the objectives of the course are to:
1) Gain factual knowledge about experimental design, conduct, and analysis

2) Learn fundamental principles, generalizations, or theories that apply to experiments

3) Learn to apply this knowledge and principles in designing your own experiments

This course will be conducted as a research seminar, which means that you will be expected to take an active role in the class sessions. Each week we will discuss five or more articles, chapters, or other papers that focus on one general topic. The citations for these papers are listed at the end of the syllabus (along with guidance on which aspects of the papers to focus on in some cases). All of these papers are available to you through WebCT (download them and print them from your office). 
ASSIGNMENTS
Class participation (30%) 

For each class session, I expect you to carefully read and be prepared to discuss all the assigned articles. In addition, each of you will be responsible for preparing a one-page handout, and providing a brief informal presentation of one of the assigned papers for each class session. Your presentation should focus on a) summarizing the main ideas conveyed in the paper, b) providing your reactions to the paper (agreements, disagreements, usefulness, shortcomings, etc.) and generating questions.
For each of the assigned papers that will be critiqued by individuals, I have numbered them to indicate which would be assigned to a particular person (i.e., two very short articles on the same topic would likely be considered one assignment, and thus would receive the same number). We will assign articles to individuals in the preceding classes.

This will be the normal mode for discussing the papers. However, in some instances the procedures may vary, so be sure to read the instructions for each week carefully.
Your class participation grade will be determined by your active role in discussing all of the papers, as well as the quality of your presentations of your assigned papers. 

Exam (20%)


The exam will be comprehensive, in-class, no book/notes.
Short Papers (30%)


These short papers will pertain to particular topics we cover in class. The papers are generally due on the class period following when we discuss the particular topic (see Course Schedule). Directions appear following the Course Schedule.
Research Proposal (20%) 

Your research proposal should consist of two experiments. One should be a laboratory experiment and should be a factorial design (i.e., manipulate more than one factor). The second experiment should be an extension of the first in the form of a field experiment (which does not necessarily have to be a factorial design). The experiment can pertain to any topic of interest to you (but needs to be approved by me). However, you will need to provide some theoretical development for the paper, derive hypotheses from this theory, and then describe your experiment, complete with clear descriptions of operationalizations and measures, methods, anticipated analyses, and results. The format should be in the form of a journal article that is to be submitted to a journal. Use whatever reference/citation style you like (e.g., APA, U of Chicago (JCR)),but be consistent with it throughout the paper. See Course Schedule for due dates for topic approval and turning in the paper. On the last day of class, you will present your proposal to me and the rest of the class.
READINGS

The Marketing Department office will make hard copies of all of your readings and see that they are distributed to you. This will save on copy costs. In addition, PDFs of the readings will be available on-line.
GRADING

A: 90 – 100

B: 80 – 89

C: 70 – 79

D: 60 – 69

F: < 60
MAKE-UP POLICY/LATE PAPERS

I’m not at all keen on it without an extraordinarily good reason (of whose goodness I will be the sole judge).

HONOR PLEDGE

All students are expected to abide by the UTSA Honor Pledge:
"On my honor, as a student of The University of Texas at San Antonio, I will uphold the highest standards of academic integrity and personal accountability for the advancement of the dignity and the reputation of our university and myself."

COURSE SCHEDULE
	Date
	Topic
	Deadlines

	Sept.1
	Course Introduction; Intro. to Experimental Design
	

	Sept. 8
	Creativity in Research Design: Idea, Theory, Hypothesis Generation
	

	Sept. 15
	Operationalization of Variables
	

	Sept. 22
	Internal and External Validity Issues I
	

	Sept. 29
	Guest Speaker: Ashok Lalwani (UTSA Marketing)                                   Socially Desirable Responding
	Short paper #1 due

	Oct. 6
	Internal and External Validity Issues II
	

	Oct. 13
	Field Experiments
	Approval for research topic 

	Oct. 20
	Experimental Control, Obtaining Quality Data
	

	Oct. 27
	Demand Effects
	[[REVIEW PAPERS]]

	Nov. 3
	Replication
	Short paper #2 due

	Nov. 10
	Writing, Publishing, and Reviewing
	

	Nov. 17
	Mediation/Moderation and Other Statistical Issues
	

	Nov. 24
	EXAM
	Short paper #3 due

	Dec. 1
	Presentations
	Research proposal due


Recommended reference books (i.e., not necessary for this class): 
Keppel, G. & Wickens, T. D. (2004). Design and Analysis: A Researcher’s Handbook, 4th ed. (in-depth text on that focuses on analysis issues)
Campbell, D. T. & Stanley, J. C. (1963). Experimental and Quasi-Experimental Designs for Research (classic; very short introduction to design issues)

Shadish, W. R., Cook, T. D., & Campbell, D. T. (2001). Experimental and Quasi-Experimental Designs for Generalized Causal Inference.
Eid, M., & Diener, E. (Eds.) (2006). Handbook of multimethod measurement. 
Journal of Consumer Psychology (2001), Vol. 10 (1, 2). (The entire issue is devoted to statistical and methodological issues central to behavioral research).
PRIVATE 
PRIVATE 


tc  \l 5 ""
PRIVATE 
Sept. 1: INTRODUCTION TO EXPERIMENTAL DESIGN tc  \l 5 "November 5 (Thu)\: How Aspects of Consumer Tasks affect Decision Making "
1
1) PowerPoint Slides on experimental design
2) Churchill & Iacobucci (2005), Marketing Research: Methodological Foundations, 9th ed., Chap. 6: Causal Design
​​​​​​​​​​​​​​​​​​​​
Sept. 8: CREATIVITY IN RESEARCH DESIGN:

Idea, Theory, and Hypothesis generationtc  \l 5 "November 5 (Thu)\: How Aspects of Consumer Tasks affect Decision Making "
Papers to be critiqued by individuals:

1) Cialdini, R. (1980). Full-cycle social psychology, Applied Social Psychology Annual, Vol. 1 (pp. 21-47), L. Bickman (Ed.). Beverly Hills: Sage.
2) Zaltman, Gerald, LeMasters, Karen, & Heffring, Michael (1982). Theory Construction in Marketing, Chap. 2: Being Interesting.
3) Greenwald, A. G., Pratkanis, A. R., Leippe, M. R., & Baumgardner, M. H. (1986). Under what conditions does theory obstruct research progress? Psychological Review, 93, 216-229.

4) Wallach, L. & Wallach, M. A. (1994). Gergen versus the mainstream: Are hypotheses in social psychology subject to empirical test? Journal of Personality and Social Psychology, 67, 233-242.

5) Platt, J. R. (1964). Strong inference. Science, 146 (3642), 347-353.

Assigned to everyone but will not be critiqued by an individual:
Nisbett, R. E. (1990). The anticreativity letters: Advice from a senior tempter to a junior tempter. American Psychologist, 45, 1078-1082.

Greenwald, A. G. (1975). Consequences of prejudice against the null hypothesis. Psychological Bulletin, 82, 1-20.

Other reading if you are interested in this area:

Wyer, R. S., & Adaval, R. (2009). Social psychology and consumer psychology: An unexplored interface. In Michaela Wänke (Ed.), The social psychology of consumer behavior. New York: Psychology Press, 19-61.
Wicker, A. W. (1985). Getting out of our conceptual ruts. American Psychologist, 40, 1094-1103.
Sept. 15: OPERATIONONALIZATION OF VARIABLES 
Papers to be critiqued by individuals:

1) Bargh, J. A., Chen, M., Burrows, L. (1996). Automaticity of social behavior: Direct effects of trait construct and stereotype activation on action. Journal of Personality and Social Psychology, 71, 230-244.

2) Strack, F., Martin, L. L., & Stepper, S. (1988). Inhibiting and facilitating conditions of the human smile: A nonobtrusive test of the facial feedback hypothesis. Journal of Personality and Social Psychology, 54, 768-777.

3) Van Osselaer, S., & Janiszewski, C. (2001). Two ways of learning brand associations. Journal of Consumer Research, 28, 202-223.

4) Srull, T. K., & Wyer, R. S. (1979). The role of category accessibility in the interpretation of information about persons: Some determinants and implications. Journal of Personality and Social Psychology, 37, 1660-1672.
5) Greenberg, J., Pyszcynski, T., Solomon, S., Simon, L., & Breus, M. (1994). Role of consciousness and accessibility of death-related thoughts in mortality salience effects. Journal of Personality and Social Psychology, 67, 627-637.
5) Pyszczynski, T., Wicklund, R. A., Floresku, S., & Koch, H., Gauch, G., Solomon, S., & Greenberg, J. (1996). Whistling in the dark. Exaggerated consensus estimates in response to incidental reminders of mortality. Psychological Science, 7, 332-335.

Assigned to everyone but will not be critiqued by an individual:

Churchill, G. A. (1979). A paradigm for developing better measures of marketing constructs. 
 Journal of Marketing Research, 16, 64-73.
Sept. 22: INTERNAL/EXTERNAL VALIDITY - RELIABILITY Itc  \l 5 "November 5 (Thu)\: How Aspects of Consumer Tasks affect Decision Making "
Papers to be critiqued by individuals:

External Validity:

1) Banaji, M. R., & Crowder, R. G. (1989). The bankruptcy of everyday memory. American Psychologist, 44, 1186-1193.

2) Berkowitz, L., & Donnerstein, E. (1982). External validity is more than skin deep: Some answers to criticisms of laboratory experiments. American Psychologist, 37, 245-257.
Within-Subjects Designs:

3) Greenwald, A. G. (1976). Within-subjects designs: To use or not to use? Psychological Bulletin, 83, 314-320.

Manipulation Checks/Construct Validation/Reliability:
4) Perdue, B. C., & Summers, J. O. (1986). Checking the success of manipulations in marketing experiments. Journal of Marketing Research, 23, 317-326.
5) Peter, J. P. (1979). Reliability: A review of psychometric basics and recent marketing practices.  Journal of Marketing Research, 16, 6-17.

Assigned to everyone but will not be critiqued by an individual:
Cote, J. A., Buckley, M. R. (1988). Measurement error and theory testing in consumer research: An illustration of the importance of construct validation. Journal of Consumer Research, 14, 579-582.

Other reading if you are interested in this area:

Poulton, E. C. (1973). Unwanted range effects from using within-subjects experimental designs. Psychological Bulletin, 80, 113-121.

Parameswaran, R., Greenberg, B. A., Gellenger, D. N., Robertson, D. H. (1979). Measuring reliability: A comparison of alternative techniques. Journal of Marketing Research, 16, 18-25.

Sept. 29: GUEST SPEAKER: ASHOK LALWANI, UTSA

SOCIALLY DESIRABLE REPSONDING
Papers to be critiqued by individuals:

1) Mick, D. G. (1996). Are studies of dark side variables confounded by socially desirable responding: The case of materialism. Journal of Consumer Research, 23, 106-119.
2) Lalwani, Ashok K. (2009), “The Distinct Influence of Cognitive Busyness and Need for Closure on Cultural Differences in Socially Desirable Responding,” Journal of Consumer Research, 36 (2), 305-316.

3) Lalwani, Ashok K. and Sharon Shavitt (2009) “The “Me” I Claim To Be: The Effects of Cultural Self-Construal on Self-Presentations,” Journal of Personality and Social Psychology, 97 (1), 88-102. 

4) Lalwani, Ashok K., L. J. Shrum, and Chi-Yue Chiu (2009), “Motivated Response Styles: The Role of Cultural Values, Regulatory Focus, and Self-Consciousness in Socially Desirable Responding,” Journal of Personality and Social Psychology, 96 (4), 870–882.

5) Lalwani, Ashok K., Sharon Shavitt, and Timothy Johnson (2006), “What is the Relation between Cultural Orientation and Socially Desirable Responding?” Journal of Personality and Social Psychology, 90 (1), 165-178.

Assigned to everyone but will not be critiqued by an individual:

Zerbe, W., & Paulhus, D. (1987). Socially desirable responding in organizational behavior: A reconception. Academy of Management Review, 12, 250-264.

Oct. 6: INTERNAL/EXTERNAL VALIDITY - RELIABILITY IItc  \l 5 "November 5 (Thu)\: How Aspects of Consumer Tasks affect Decision Making "
NOTE: For this week, you should read all of the articles listed (many are short rebuttals) and prepare a brief 1-2 page summary of the positions of the various authors (i.e., Calder et al., Lynch, Winer) and indicate how they are similar and/or different from each other.

External Validity:

Calder et al./Lynch debates:

Calder, B. J., Phillips, L. W., & Tybout, A. M. (1981). Designing research for application. Journal of Consumer Research, 8, 197-207.

Lynch, J. G. (1982). On the external validity of experiments in consumer research. Journal of Consumer Research, 9, 225-239.

Calder, B. J., Phillips, L. W., & Tybout, A. M. (1982). The concept of external validity. Journal of Consumer Research, 9, 240-244.

Lynch, J. G. (1983). The role of external validity in theoretical research. Journal of Consumer Research, 10, 109-111.

Calder, B. J., Phillips, L. W., & Tybout, A. M. (1983). Beyond external validity. Journal of Consumer Research, 10, 112-114.

Winer, R. S. (1999). Experimentation in the 21st century: The importance of external validity. 
Journal of the Academy of Marketing Science, 27, 349-358.
Calder, B. J., & Tybout, A. M. (1999). “A vision of theory, research, and the future of business schools: Journal of the Academy of Marketing Science, 27, 359-366.
Lynch, J. G. (1999). Theory and external validity. Journal of the Academy of Marketing Science, 27, 367-376.

Oct. 13: FIELD EXPERIMENTS tc  \l 5 "November 5 (Thu)\: How Aspects of Consumer Tasks affect Decision Making "
Papers to be critiqued by individuals:

1) McCall, M., & Belmont, H. J. Credit card insignia and restaurant tipping: Evidence for an associative link. Journal of Applied Psychology, 81, 609-613.

2) Raghubir, P., & Srivastava, J. (2007). The denomination effect: An extended replication of the “bias for the whole” effect. Manuscript under review.

3) Ariely, D., & Lebov, J. (2000). Sequential choice in group settings: Taking the road less traveled and less enjoyed. Journal of Consumer Research, 27, 279-290.

4) Broniarczyk, S. M., Hoyer, W., & McAlister (1998). Consumers’ perceptions of the assortment offered in a grocery category: The impact of item reduction. Journal of Marketing Research, 35, 166-176.

5) Fitzsimons, G. J., & Morwitz, V. G. (1996). The effect of measuring intent on brand-level purchase behavior. Journal of Consumer Research, 23, 1-11.

Assigned to everyone but will not be critiqued by an individual:

Dahl, D., Manchanda, R. V., & Argo, J. J. (2001). Embarrassment in consumer purchase: The

roles of social presence and purchase familiarity. Journal of Consumer Research, 28, 473-481.
Other reading if you are interested in this area:

Aaker, J., Fournier, S., & S. A. Brazel (2001). When good brands do bad. Journal of Consumer Research, 31, 1-16.

Maxham, J. G. III, & Netemeyer, R. G. (2002). A longitudinal study of complaining

customers' evaluations of multiple service failures and recovery efforts. Journal of Marketing,
66, 57-71.

Oct. 20: EXPERIMENTAL CONTROL, OBTAINING QUALITY DATA
NOTE: For this week, you will not be critiquing different papers. Instead: 

1) Read the Fazio chapter on conducting reaction time experiments. Then read the two articles (O’Guinn & Shrum, Powell & Fazio) and prepare a 1-page paper detailing what was done correctly and what was done incorrectly (or at least poorly).

2) Read the Greenwald et al. (1998) and then take the IAT by going to the website and taking the test. Be prepared to discuss both theory involved and the methodology.
Reaction time studies:

Fazio, R. H. (1990). A practical guide to the use of response latency in social psychological research. In C. Hendrik & M. S. Clark (Eds.), Review of personality and social psychology: Vol. 11. Research methods in personality and social psychology (pp. 74-97). Newbury Park: Sage.

O’Guinn, T. C., & Shrum, L. J. (1997). The role of television in the construction of consumer reality. Journal of Consumer Research, 23, 278-294.

Powell, M. C., & Fazio, R. H. (1984). Attitude accessibility as a function of repeated attitudinal expression. Personality and Social Psychology Bulletin, 10, 139-148.

Implicit Association Test:

Greenwald, A. G., McGhee, D. E., & Schwartz, J. K. L. (1998). Measuring individual differences in implicit cognition: The Implicit Association Test. Journal of Personality and Social Psychology, 74, 1464-1480.

IAT website: https://implicit.harvard.edu/implicit/;

Tony Greenwald website: http://faculty.washington.edu/agg/iat_validity.htm
Other reading if you are interested in this area:

Greenwald, A. G., & Banaji, M. R. (1995). Implicit social cognition: Attitudes, self-esteem, and stereotypes. Psychological Review, 102, 4-27. 

Lane, K. A., Banaji, M. R., Nosek, B. A., & Greenwald, A. G. (2007). Understanding and using the Implicit Association Test: IV. What we know (so far) (pp. 59–102). In B. Wittenbrink & N. S. Schwarz (Eds.). Implicit measures of attitudes: Procedures and controversies. New York: Guilford Press.
Oct. 27: DEMAND EFFECTS
Papers to be critiqued by individuals:

General:

1) Orne, M. T. (1962). On the social psychology of the psychological experiment: With particular reference to demand characteristics and their implications. American Psychologist, 17, 776-783.

2) McGuire, W. J. (1969). Suspiciousness of experimenter’s intent. In R. Rosenthal & R. W. Rosnow (Eds.), Artifact in behavioral research (pp. 13-57). New York: Academic Press.

3) Sawyer, A. (1975). Demand effects in laboratory experiments in consumer research. Journal of Consumer Research, 1, 20-30.

Gorn Article and Reactions:

4) Gorn, G. J. (1982). The effects of music in advertising on consumer behavior: A classical conditioning approach. Journal of Marketing, 46, 94-101.
4) Kellaris, J. J., & Cox, A. D. (1989). The effects of background music in advertising: A reassessment. Journal of Consumer Research, 16, 113-118.
5) Shimp, T. A., Hyatt, E. M., & Snyder, D. J. (1991). A critical appraisal of demand effects in consumer research. Journal of Consumer Research, 18, 273-283.

5) Darley, W. K., & Lim, J. (1993). Assessing demand artifacts in consumer research: An alternative perspective. Journal of Consumer Research, 20, 489-493.

5) Shimp, T. A., Hyatt, E. M., & Snyder, D. J. (1993). A critique of Darley and Lim’s “alternative perspective.” Journal of Consumer Research, 20, 496-501.

Nov. 3: REPLICATION
Papers to be critiqued by individuals:
1) Monroe, K. (1992). Editorial: On replications in consumer research: Part I. Journal of Consumer Research, 19 (1).

1) Monroe, K. (1992). Editorial: On replications in consumer research: Part II. Journal of Consumer Research, 19 (2).

2) Sohn, D. (1998). Statistical significance and replicability: Why the former does not presage the latter. Theory & Psychology, Vol. 8, 291-311.
3) Tsang, E. W. K., & Kwan, K. (1999). Replication and theory development in organizational science: A critical realist perspective. Academy of Management Review, 24. 759-780.
4) Hunter, J. E. (2001). The desperate need for replications. Journal of Consumer Research, 28, 149-158.

5) Wilk, R. E. (2001). The impossibility and necessity of re-inquiry: Finding middle ground in the social sciences. Journal of Consumer Research, 28, 308-312.
Nov. 10: PUBLISHING AND REVIEWING
Papers to be critiqued by individuals:

1) Deighton, J. (2005). From the editor-elect. Journal of Consumer Research, 32 (1), preface.
2) Maseswaran, D. (2006). Editorial. Journal of Consumer Psychology, 16, 1–3.
3) Huber, J. (2007). Journal of Marketing Research in the new competitive journalistic environment. Journal of Marketing Research, 44, 1-3.

4) Stewart, D. W. (2002). Getting published: Reflections of an old editor. Journal of Marketing, 66 (October), 1-6.
5) Wyer, R. S., & Shavitt, S. (2005). Editorial. Journal of Consumer Psychology, 15, 271–274
Assigned to everyone but will not be critiqued by an individual:
Bem, D. J. (1987). Writing the empirical journal article. In M. P. Zanna & J. M. Darley (Eds.), The compleat academic: A practical guide for the beginning social scientist (pp. 171-201). Hillsdale, NJ: Random House.
Nov. 17: MEDIATION/MODERATION AND OTHER STATISTICAL ISSUES
Assigned to everyone but will not be critiqued by an individual:

Baron, Reuben M. & Kenny, D. A. (1986). The moderator-mediator variable distinction in social psychological research: Conceptual, strategic, and statistical considerations. Journal of Personality and Social Psychology, 51 (December), 1173-1182.

Spencer, S. J., Zanna, M. K., & Fong, G. T. (2006). Establishing a causal chain: Why experiments are often more effective than mediational analyses in examining psychological processes. Journal of Personality and Social Psychology, 89, 845–851.

Fitzsimons, Gavan J. (2008). Death to dichotomizing. Journal of Consumer Research, 35, 5-8.

The following come from the Journal of Consumer Psychology, 2001, Volume 10, Issues 1 and 2, a double issue on methodology. The 5 files listed below, which are available online, are the different sections (topics within the journal). However, we will only be covering certain sub-sections, which are listed next to each file. You should read through each of the sub-sections and become familiar with the general problems raised and the recommended strategies and tactics for addressing those. Be prepared to ask questions of your own.

Introduction: Intro.JCP2001.pdf
Section I: Analysis of Variance (Parts A, B, F, N, O, Q): Anova.JCP2001.pdf

Section II: Continuous and Discrete Variables (Parts A, H): Variables.JCP2001.pdf
Section III: Measurement (Parts A, B, C, E, F): Measurement.JCP2001.pdf

Section IX: Human Participants (Parts A, B, C, D): HumanSubjects.JCP1001.pdf

Other reading if you are interested in this area:

Irwin, J. R., & McClelland, G. H. (2003). Negative consequences of dichotomizing continuous predictor variables. Journal of Marketing Research, 40, 366-371.

Maxwell, S. E., & Delaney, H. D. (1993). Bivariate median splits and spurious statistical significance. Psychological Bulletin, 113, 181-190.
Nov. 24: EXAM
Dec. 1: PRESENTATIONS
SHORT PAPERS

Short paper #1 (Operationalizations): Due Sept. 29 in class
Take any conceptual independent variable that is well-studied (experimentally) and that has been operationalized in many different ways (see below for some examples). Then do a literature search to find 5-10 studies that report different ways in which the independent variable is operationalized. Write out the method used in operationalizing the variable, and to the extent possible, note the effect sizes for each (you may have to do a rough estimation from the results if the effect sizes are not given). Then, to the extent possible, comment on and critique the various operationalizations from the concept, with an eye toward which seems to be the most robust (largest effect size), which might suffer from possible demand effects because they are too overt, and so forth  (in this latter regard, also describe cover stories that are used to reduce demand effect possibilities).

Examples:
One general class of studies or procedures that is the easiest to study is priming studies. Here are 3 that come immediately to mind:

· self-construal (prime interdependent vs. interdependent):

· Example article:

· terror management (prime mortality salience)

· Example article: Pyszczynski, T., Wicklund, R. A., Floresku, S., & Koch, H., Gauch, G., Solomon, S., & Greenberg, J. (1996). Whistling in the dark. Exaggerated consensus estimates in response to incidental reminders of mortality. Psychological Science, 7, 332-335. (read for Oct. 9 class)

· regulatory focus (prime prevention vs. promotion focus)

· Example article:

Short paper #2 (Experimental Control: Reaction time studies): Due Nov. 10 in class
Design a reaction time study using the Direct RT program. In particular, I would like you to design a study that simulates the Implicit Association Test (IAT). I believe this is available on Direct RT (i.e., there are specific instructions as to how to construct the test). You can choose any stimuli or dimensions on which to measure bias (i.e., gender, race, etc.). However, I encourage you to think of some dimension other than the standard ones that you might want to determine whether someone holds an implicit attitude toward that might likely differ from their explicit attitude due to socially desirable responding.
Then, having designed the study in Direct RT, import that study into Media Lab, which is also installed on the Marketing Behavioral Lab computers. As you will find out, Direct RT is just the reaction time software, which has little flexibility in display. Media Lab is designed to allow researchers to conduct their studies on the computer, and thus for various types of questions (e.g., 5-point attitude scales, demographics, etc.) it has much more flexible and user friendly capabilities. Note that the manual for both Direct RT and Media Lab are available on each computer that has the programs. In addition, there may be hard copies laying around in the lab (of Media Lab, at least).
Thus, your final product should be an IAT-type study that is imbedded in a larger survey. In Media Lab, you will start out with short instructions, move to the IAT test, then collect some other measures. All of these measures are totally up to you and are not being evaluated. The goal is to get you proficient at using the software, which is very valuable in exercising experimental control, reducing various experimenter errors, and so forth.

In terms of your output, we will meet in the behavioral lab at the beginning of class, and each of you can demonstrate your program. If possible, print out the screens and turn them in (but if this is not possible, no big deal).

Short paper #3: Due Nov. 20 in class
This paper will consist of a review of two papers. One is published, the other is not. Your assignment is to play the role of reviewer and provide a professional review of the paper. Use the various papers and guidelines we have read and discussed pertaining to effective reviewing. Your review should point out both strengths and weaknesses. With respect to weaknesses, detail limitations of the paper and make suggestions about how these limitations should be addressed in a revision. Assume that neither paper is currently sufficient for publication (even though one has already been published).
Your review should be between 2 and 5 pages, depending on the paper, level of detail, etc.

The papers to be reviewed will be provided a week or two before the class period they are due.
1) Yorkston, E. A., & Menon, G. (2004). A sound idea: Phonetic effects of brand names on consumer judgments. Journal of Consumer Research, 31, 43–51.

2) To be announced

