University of Wisconsin-Whitewater

Curriculum Proposal Form #3

New Course

Effective Term:
 FORMDROPDOWN 



Subject Area - Course Number:
DBA 870 
Cross-listing:
     
(See Note #1 below)

Course Title: (Limited to 65 characters)
Micro Issues in Business
25-Character Abbreviation:  
Micro Bus


Sponsor(s):  
K. Praveen Parboteeah
Department(s):
Management
College(s):
 FORMDROPDOWN 



Consultation took place:
 FORMCHECKBOX 

NA 
 FORMCHECKBOX 

Yes  (list departments and attach consultation sheet)

Departments:       


Programs Affected:
None
Is paperwork complete for those programs? (Use "Form 2" for Catalog & Academic Report updates)

 FORMCHECKBOX 

NA 
 FORMCHECKBOX 

Yes
 FORMCHECKBOX 

will be at future meeting

Prerequisites:
Admitted into DBA Program
Grade Basis:
 FORMCHECKBOX 

Conventional Letter
 FORMCHECKBOX 

S/NC or Pass/Fail
 

Course will be offered:
 FORMCHECKBOX 

Part of Load
 FORMCHECKBOX 

 Above Load 


 FORMCHECKBOX 

On Campus
 FORMCHECKBOX 

Off Campus - Location       

College:
 FORMDROPDOWN 

Dept/Area(s):
DBA
Instructor:
K. Praveen Parboteeah

Note: If the course is dual-listed, instructor must be a member of Grad Faculty.
Check if the Course is to Meet Any of the Following:

 FORMCHECKBOX 
  Technological Literacy Requirement
 FORMCHECKBOX 
  Writing Requirement


 FORMCHECKBOX 
  Diversity 

 FORMCHECKBOX 
  General Education Option:   FORMDROPDOWN 
   

Note:  For the Gen Ed option, the proposal should address how this course relates to specific core courses, meets the goals of General Education in providing breadth, and incorporates scholarship in the appropriate field relating to women and gender.

Credit/Contact Hours: (per semester)

Total lab hours:
0
Total lecture hours: 
64
 

Number of credits:
4
Total contact hours:
64 

Can course be taken more than once for credit?  (Repeatability)  

 FORMCHECKBOX 
 No    FORMCHECKBOX 
 Yes          If "Yes", answer the following questions:

No of times in major:
     
No of credits in major: 
     
 

No of times in degree:
     
No of credits in degree:
      

Proposal Information: (Procedures for form #3)
Course justification:


This course provides an overview of the topics and research in behavioral fields from different domains in business. The focus is on explaining individual behaviors across a number of business functions such as consumer behavior in marketing, organizational behavior in management, and behavioral research in finance.  The phenomena of interest typically deals with a behavior or performance outcome measured at the individual or group level.  This course is critical as it will provide DBA students with a key understanding of areas related to micro aspects of business.
Relationship to program assessment objectives:


Since this course will be one of the core courses of the DBA degree, all students entering the program will be required to take this course. In doing so, it will familiarize all students with micro business issues.
This course will satisfy many of the key objectives of the degree.  First, it will provide students with an understanding of micro issues in business. This is important so that they can demonstrate the necessary expertise in business areas by understanding the organizational contexts of such expertise.  Furthermore, students will also need to understand the scholarly literature across a range of business disciplines. This course addresses these leaning objectives by exposing students to such areas.  The course will address the following student learning outcomes:
· Students are able to demonstrate expertise in the micro areas through scholarly papers.

· Students are able to understand the scholarly literature related to micro issues through literature reviews in projects and other assignments.

· Students are also expected to use the exposed material to develop their own original research agendas.
Budgetary impact:


· Staffing:- the course will be staffed by a College of Business and Economics faculty that is Academically Qualified (AQ) and has Grad Faculty status.
· Academic unit library and service & supply budget: - no budgetary impact.
· Campus instructional resource units:- impact is minimal; students will require the use of D2L and that is already available.
· Laboratory/studio facilities:- No budgetary impact
· Classroom space:- A classroom is anticipated to be required in Hyland Hall to teach the class. The class will meet for 2 and half days one weekend per month..
· Evaluation of adequacy of current library holdings, recommendations for acquisitions, and impact of the course on the academic unit library allocation budget: - No impact. The library already has the articles on which this course is based.. 
· Explanation if the course is simply replacing another course, either entirely or in the cycle:- This is a new course for the DBA degree, and does not replace any other courses.
Course description: (50 word limit)


This course provides an overview of topics in behavioral fields from different business domains. The focus is on explaining individual behaviors across a number of business functions such as consumer behavior in marketing, organizational behavior in management, and behavioral research in finance.  The phenomena of interest deal with individual behavior.
If dual listed, list graduate level requirements for the following:

1. Content (e.g., What are additional presentation/project requirements?) 


N/A

2. Intensity (e.g., How are the processes and standards of evaluation different for graduates and undergraduates? ) 
N/A
3. Self-Directed (e.g., How are research expectations differ for graduates and undergraduates?) 
N/A
Course objectives and tentative course syllabus:

DBA 870 Syllabus

Micro Issues in Business
Instructor: K. Praveen Parboteeah

Office: Hyland 4515

Office Phone: 262-472-3971

Email: parbotek@uww.edu

Office Hours: Monday, Tuesday and Thursday - 2-6pm

Course Description:

This course provides an overview of the topics and research in behavioral fields from different domains in business. The focus is on explaining individual behaviors across a number of business functions such as consumer behavior in marketing, organizational behavior in management, and behavioral research in finance.  The phenomena of interest typically deals with a behavior or performance outcome measured at the individual or group level.  It may also be an organizational level outcome studied as a function of the individual or small group.  Each topic is introduced through a review of seminal theories which are then reinforced with current research that applies and/or tests these theories.

The primary purpose of the course is to expose students to key micro level areas as they apply to business research.  This course should help students understand this perspective and determine whether they want to pursue personal areas of research interests in this domain.
Course Objectives

· Understand the levels of analysis issue and the difference between micro and macro levels of research

· Understand the seminal theories that underlie micro level business research

· Be capable of reading, synthesizing, and critiquing these theories as well as current applied research

· Have an understanding of how the literature applies to their research interest

· Be capable of crafting an acceptable research proposal including an appropriate literature review and a set of testable applied hypotheses

· Be able to develop and improve their research skills

· Write a research proposal paper that includes an introduction, literature review with propositions/hypotheses, a methods section and an expected findings section

Course Assignments

· Similar to other DBA courses, full participation is expected with the assigned readings.  You are responsible to be fully prepared for each class.  This implies that you would have read and properly understood the assigned readings.  Everyone will be expected to participate effectively in each class to comment, question and analyze.  Participation will be 30% of your grade. 

· For each assigned weekend session, students will individually prepare a five-page research proposal which provides a possible research application of a core topic to the student’s research area of interest. The proposal will contain a (1) problem statement  (1 page min - introducing the research question the student proposes to investigate along with a brief description of the theory being used, (2) theory and hypotheses  (3 pages min with a a scholarly discussion of how the theory leads to the hypotheses, method (1 page min - describing the dependent and independent variables and how they would be measured).

· Students will also develop a research proposal (of about 15-20 pages) based on their person research interests.  The proposal should include including (1) literature review / synthesis, (2) theoretically-grounded hypotheses, (3) a discussion of a proposed sample, research method(s), and hypotheses, including operational definitions of variables. The research proposal is expected to be of a quality and length consistent with the introduction, literature and methods sections of conference papers in their relevant business discipline.  This assignment will be worth 40% of your final grade. 

Grade Breakdown:
Participation


 30%

Paper


40%

Summary of assigned readings
30%
Grade distribution:
A
93-100%

C
71-74.9%


A-
90-92.9%

C-
68-70.9%


B+
87-89.9%

D+
65-67.9%

B
81-86.9%

D
61-64.9%

B-
78-80.9


D-
58-60.9%


C+
75-77.9


F
Below 58
CLASS SESSIONS AND ASSIGNMENTS

Session 1 - Levels of Analysis, Micro Level Research, OB Theories and Overview of Capital Market

Micro-Macro levels of Analysis
Parboteeah, K.P., Hoegl, M., Cullen, J. 2009a. Religious dimensions and work obligation: A country institutional profile model. Human Relations 62(1): 119-148.

Hitt, M. A., Beamish, P. W., Jackson, S. E., & Mathieu, J. E. 2007. Building theoretical and empirical bridges across levels: Multilevel research in management. Academy of Management Journal, 50(6): 1385-1399.
Cullen, J.B., Parboteeah, K.P., and Hoegl, M. 2004. Cross-national differences in managers’ willingness to justify ethically suspect behaviors: A test of institutional anomie theory. Academy of Management Journal, 47, 3: 411-421.

OB Theory: Motivation

Richard M Steers, Richard T Mowday, Debra L Shaprio. (2004) “The Future of Work Motivation Theory,” The Academy of Management Review.  Jul 29(3) p. 379

Van Eerde, Wendelien, Thierry, Henk (1996). “Vroom’s Expectancy Models and Work-Related Criteria: A Meta-Analysis,” Journal of Applied Psychology.  Oct. 81(5) p. 575
Nigel Bassett-Jones, Geoffrey C Lloyd (2005).”Does Herzberg’s Motivation Theory have Staying Power?” The Journal of Management Development.  24(10); p. 929 (15 pages)

Deci, Edward L., Connell, James P., Ryan, Richard M (1989). “Self-Determination in a Work Organization”. Journal of Applied Psychology.  Aug. 74(4); p. 580 (11 pages)

Piers Steel, Cornelius J Konig (2006). “Integrating Theories of Motivation,” The Academy of Management Review.  Oct. 31(4); p. 889
Frederick Herzberg (2003). “One more time: How do you motivate employees,” Harvard Business Review.  Jan. 81(1); p. 87
Overview of Capital Markets
Fama, E. F. (1965) The Behavior of Stock Market Prices. Journal of Business 38, 34-105.
Fama, E. F. (1970) Efficient Capital Markets: A Review of Theory and Empirical Work. Journal of Finance 25, 383-417.
Grossman, S. and J. Stiglitz (1980) On the Impossibility of Informationally Efficient Markets. American Economic Review 70, 393-408.Fama, E. F. (1991) Efficient Capital Markets II. Journal of Finance 46, 1575-1617.Cowles, A (1933) Can Stock Market Forecasters Forecast? Econometrica 1, 309-325.
Session 2 - Consumer Behavior and Event Study Methodology
Marketing Theories at Individual Level: Consumer Behavior 
Customer Perception, Attention, Search

Shapiro, Stewart, Deborah MacInnis, and Susan Heckler (1997), “The Effect of Incidental Ad Exposure on the Formation of Consideration Sets,” Journal of Consumer Research,24 (June), 94-104.
Hoyer, Wayne D. (1984), “An Examination of Consumer Decision Making for a Common Repeat-Purchase Product,” Journal of Consumer Research, 11 (December), 822-8
29.
Customer Decision Process

James Bettman, Mary Frances Luce, and John Payne (1998), “Constructive Consumer Choice                  Processes,” Journal of  Consumer Research, 25 187-217.
James R. Bettman and C.W. Park (1980), “Effects of Prior Knowledge and Experience and Phase             of the Choice Process on Consumer Decision Processes: A Protocol Analysis,” Journal of             Consumer Research, 7 , 234-248.
Baba Shiv and Alexander Fedorikhin (1999), “Heart and Mind in Conflict: The Interplay of Affect and Cognition in Consumer Decision Making,” Journal of Consumer Research, 26, 278-292.
Customer Persuasion and Attitude Change 
Chris Janiszewski (1988), “Preconscious Processing Effects: The Independence of Attitude            Formation and Conscious Thought,” Journal of Consumer Research, 15, 199-209.

Julie Edell and Kevin Keller(1989), “The Information Processing of Coordinated Media           Campaigns,” Journal of Marketing Research, 26, 149-163.

Scott MacKenzie, Richard Lutz, and George Belch (1986), “The Role of Attitude Toward the Ad as a Mediator of Advertising Effectiveness:  A Test of Competing Explanations,” Journal of                    Marketing Research, 23, 130 143.
Finance: Event Study Methodology, Stock Returns and Corporate Policies

Fama, E. F., Lawrence Fisher, Michael Jensen, and Richard Roll (1969) The Adjustment of Stock Prices to New Information. International Economic Review 10, 1-21.

Brown, Stephen J., Jerold B. Warner (1980) Measuring Security Price Performance. Journal of Financial Economics 8, 205-258.

Brown, Stephen J. and Jerold B. Warner (1985) Using Daily Stock Returns: The Case of Event Studies. Journal of Financial Economics 14, 3-31.
Kothari, S.P. and Jerold B. Warner (1997) Measuring Long-Horizon Security Price Performance. Journal of Financial Economics (43) 3, 301-339. 

Barber, Brad M. and John D. Lyon (1997) Detecting Long-Run Abnormal Stock Returns: The Empirical Power and Specification of Test Statistics. Journal of Financial Economics (43)3, pp. 341-372. 

Bernard, Victor, and Jacob Thomas (1989) Post-Earnings Announcement Drift: Delayed Price Response or Risk Premium? Journal of Accounting Research 27, 1-36.

Scholes, Myron, and Joseph Williams (1977) Estimating Betas From Nonsynchronous Data. Journal of Financial Economics 5, 309-327.
Session 3 - Pricing and Sales Promotion, and Overreaction and Momentum  

Pricing 
Kalyanaraman, Gurumurthy and Russell S. Winer (1995), “Empirical Generalizations from  Reference Price Research,” Marketing Science, 14(3), G161-G169. 
Tellis, Gerard (1986), "Beyond the Many Faces of Price:  An Integration of Pricing Strategies," Journal of Marketing, 50, 146-160.

Noble, Peter and Thomas Gruca (1999), "Industrial Pricing: Theory and Managerial Practice," Marketing Science, 18(3), pp. 435-454.

Sales Promotion 
Raju, Jagmohan S., V. Srinivasan, and Rajiv Lal (1990), “The Effects of Brand Loyalty on Competitive Price Promotional Strategies,” Management Science, 36 (3), 276-304.

Jedidi, Kamel, Carl F. Mela, and Sunil Gupta (1999), "Managing Advertising and Promotion for Long-run Profitability," Marketing Science, 18, 1 (Winter), 1-22.

Dekimpe, Marnik and Dominique M. Hanssens (1999), “Sustained Spending and Persistent Response:  A New Look at Long-term Marketing Profitability,” Journal of Marketing Research, 36 (November), 397-413.  

Kopalle, Praveen, Carl F. Mela, and Lawrence Marsh (1999), "The Dynamic Effect of Discounting on Sales:  Empirical Analysis and Normative Pricing Implications," Marketing Science, 18 (3), 317-332.

Mela, Carl F., Sunil Gupta, and Donald R. Lehmann (1997), "The Long Term Impact of Advertising and Promotions on Consumer Brand Choice," Journal of Marketing Research, 34 (2), 248- 261.
Theory of Reasoned Action and Theory of Planned Behavior 

Pavlou, P., & Fygenson, M. (2006). Understanding and predicting electronic commerce adoption: an extension of the theory of planned behavior. MIS Quarterly, 30, 115-143.

Bagozzi, R. P., Baumgartner, H., & Yi, Y. (1992). State versus action orientation and the theory of reasoned action: an application to coupon usage. Journal of Consumer Research, 18, 505-518.

Schreurs, B., Derous, E., Van Hooft, E. A. J., Proost, K., & De Witte, K. (2009). Predicting applicants’ job pursuit behavior from their selection expectations: the mediating role of planned behavior. Journal of Organizational Behavior, 30, 761-783.

De Canniere, M. H., De Pelsmacker, P., & Geuens, M. (2009). Relationship quality and the theory of planned behavior models of behavioral intentions and purchase behavior. Journal of Business Research, 62, 82-92.

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50, 179-211.

Ajzen, I., & Fishbein, M. (1977). Attitude-behavior relations: A theoretical analysis and review of empirical research. Psychological Bulletin, 84, 888-918.

Ajzen, I., & Fishbein, F. (2008). Scaling and testing multiplicative combinations in the expectancy-value model of attitudes. Journal of Applied Social Psychology, 38, 2222-2247.

Armitage, C. J., Conner, M. (2001). Efficacy of the theory of planned behavior: a meta-analytic review. British Journal of Social Psychology, 40, 471-499. 

Innes, M, Barling, J., Rogers, K., & Turner N. (2008) De-marketing tobacco through price changes and consumer attempts quit smoking. Journal of Business Ethics, 77, 405-416.

Sheppard, B. H., Hartwick, J., & Warshaw, P.R. (1988). The Theory of reasoned action: a meta-analysis of past research with recommendations for modifications and future research. Journal of Consumer Research, 15, 325-343

Yousafzai, S. Y., Foxall, G. R., & Pallister, J.G. (2010). Explaining Internet Banking Behavior: Theory of Resoned Action, Theory of Planned Behavior, or Technology Acceptance Model? Journal of Applied Social Psychology, 40 (5), 1172-1202.

Finance: Over-reaction and Momentum
DeBondt, W. and R. Thaler (1985) Does the Stock Market Overreact? Journal of Finance 40, 793-805.

DeBondt, W. and R. Thaler (1987) Further Evidence of Investor Overreaction and Stock Market Seasonality. Journal of Finance 42, 557-581.

Loughran, T., and J. R. Ritter (1996) Long-Term Market Overreaction: The Effect of Low-Priced Stocks. Journal of Finance 51, 1959-1970.

Jegadeesh, N. and S. Titman (1993) Returns to Buying Winners and Selling Losers: Implications for Stock Market Efficiency. Journal of Finance 48, 65-91.

Arbanell, J. and V. Bernard (1992) Tests of Analysts' Overreaction/Underreaction to Earnings Information as an Explanation for Anomalous Stock Price Behavior. Journal of Finance 47, 1181-1207.

Chan, K.C. (1988) On the Contrarian Investment Strategy. Journal of Business 61, 147-163.

Chopra, N., Lakonishok, J. and J. Ritter (1992) Measuring Abnormal Performance: Do Stocks Overreact? Journal of Financial Economics 31, 235-268.

Jegadeesh, N. (1990) Evidence of Predictable Behavior of Security Returns. Journal of Finance 45, 881-898.

Griffin, John, Susan Ji, and Spencer Martin (2003) Momentum Investing and Business Cycle Risk: Evidence from Pole to Pole. Journal of Finance 58, 2517-2549.

Korajczyk, R. and R. Sadka (2004) Are Momentum Profits Robust to Trading Costs? Journal of Finance 59, 1039-1082.

Session 4 - Leadership, Behavioral Finance and  

Leadership

Zaleznik, A. 1977. Managers and leaders: Are they different?  Harvard Business Review, Best of HBR.

Avolio, B.J., Bass, B.M., & Jung, D.I.  1999.  Re-examining the components of transformational and transactional leadership using the Mltifactor Leadership Questionnaire.  Journal of Occupational and Organizational Psychology, 72, 441-462.

Waldman, D.A., Ramirez,G.G., House,R.J., & Puranam, P. 2001. Does Leadership Matter? CEO Leadership Attributes and Profitability under conditions of perceived environmental uncertainty.  Academy of Management Journal, 44, 134-143.

Campbell, S.M., Ward, A.J., Sonnenfeld, J.A., & Agle, B.R. 2008. Relational ties that bind: Leader-follower relationship dimensions and charismatic attribution. The Leadership Quarterly, 19, 556-568.

Schwind, K., Sin, H & Conlon, D. 2010  What about the Leader in Leader_member Exchange?  The Impact of Resource Exchanges and Substitutability on the Leader.   Academy of Management Review, 35, 358-372

Behavioral Finance

Barberis, N., Huang, M., Santos, T. (2001) Prospect Theory and Asset Prices. The Quarterly Journal of Economics 116 (1), 1-53. 

Fama, E. F. (1970) Efficient Capital Markets: A Review of Empirical Work. Journal of Finance 25 (2), 383-417. 

Shefrin, H. (2000) Beyond Greed and Fear: Understanding Behaviroal Finance and the Psychology of Investing. Boston, Mass.: Harvard Business School Press.

Shiller, R. J. (2003) From Efficient Markets theory to Behavioral Finance. The Journal of Economic Perspectives 17 (1), 83-104.

Shiller, R. J. (2002) Bubbles, Human Judgment, and Expert Opinion. Financial Analysts Journal 58, 18-26.

Statman, M., Shefrin, H. (1985) The Disposition to Sell Winners Too Early and Ride Losers Too Long: Theory and Evidence. Journal of Finance 40 (3), 777-790.
Customer Satisfaction, Product Quality  and Relationship Marketing 
Jones, Thomas and Earl Sasser(1995), "Why Satisfied Customers Defect," Harvard Business Review, November-December, 88-99.
Fournier, Susan and David Mick(1999), "Rediscovering Satisfaction," Journal of Marketing, 5-23

Parasuraman, A., Valarie Zeithaml, and Leonard Berry (1988), "SERVQUAL: A Multi Item Scale for Measuring Consumer Perception of Service Quality," Journal of Retailing, 64, 12-40.

Berry, Leonard and Parasuraman, A. (1994) "Reassessment of Expectations as Comparison Standard in Measuring Service Quality: Implications for Further Research." Journal of Marketing, 58, 111-25. 

Sheth, Jagdish and Atul Parvatiyar (1995), “Relationship Marketing in Consumer Markets: Antecedents and Consequences,” Journal of the Academy of Marketing Science, 23 (Fall), 255-271. 
Sharma, Arun and Jagdish N. Sheth (1997), “Relationship Marketing,” Industrial Marketing Management, 26 (March), 87-89.

Kalwani, Manohar and Narayandas (1995), "Long-Term Manufacturer and Supplier Relationships," Journal of Marketing, (January 1995)

Internal Marketing and Sales Force Control

Rafiq, M., Ahmed, K.P. (2000), “Advances in the internal marketing concept: definition, synthesis and extension” Journal of Services Marketing 14 (6), 449-462.

Basu, A. K., Lal, R., Srinivasan, V., & Staelin, R. (1985), “Sales force compensation plans: an agency theoretical perspective”Marketing Science, IV(4), 267–291.

Misra, S., Coughlan, A. T., & Narasimhan, C. (2005), “Salesforce compensation: an analytical and empirical examination of the agency theoretic approach” Quantitative Marketing and Economics, III(1), 5–39.

Walker, Orville, Gilbert Churchill, and Neil Ford (1977), "Motivation and Performance in  Industrial Selling: Existing Knowledge and Needed Research," Journal of Marketing Research, 14(May), 156-68.

Brown, Steven and Robert Peterson (1993), " Antecedents and Consequences of Salesperson Job Satisfaction: Meta-Analysis and Assessment of Causal Effects," Journal of Marketing Research, 30 (February), 63-77.

John, George and Barton Weitz (1989), "Salesforce Compensation: An Empirical Investigation of the Use of Salary Versus Incentives," Journal of Marketing Research, 26(February), 1-14.

Chowdhury, Jhinuk(1993), "The Motivational Impact of Sales Quota on Effort, Journal of Marketing Research, 30(February), 28-41.

Eisenhardt, Kathleeen (1985), "Control: Organizational and Economic Approaches," Management Science, 31(February), 134-149.

The University of Wisconsin-Whitewater is dedicated to a safe, supportive and non-discriminatory learning environment.  It is the responsibility of all undergraduate and graduate students to familiarize themselves with University policies regarding Special Accommodations, Academic Misconduct, Religious Beliefs Accommodation, Discrimination and Absence for University Sponsored Events (for details, please refer to the Schedule of Classes, the “Rights and Responsibilities” section of the undergraduate catalog;  the Academic Requirements and Policies and the Facilities and Services sections of the graduate catalog;  and the “Student Academic Disciplinary Procedures (UWS Chapter 14);  and  the “Student Non-academic Disciplinary Procedures” (UWS Chapter 17).
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