




MKTG 2650.CULTURE AND CONSUMPTION 

was in 2010; however, the current U.S. Census data collection is in-process and receiving widespread public and political 
attention. (i.e., https: / /www.sandiegouniontribune.com/ opinion/ commentary/ story/2020-08-21 I commentary-2020- 
census-data-count) Now, ask yourself, how old will you be in the Year 2050, and how will my life cycle stage be impacted by a 
grossly different ethnic demographic profile in the U.S.? 

Hybrid Learning

This course challenges you to engage in experiential learning, an opportunity to self-direct 
and manage your interests, enthusiasm and curiosity about the peoples, places and 
perspectives that constitute the American consumer population. This course 
is designated as a "hybrid delivery" which means that it is 50% face-to-face and 50% 
online.  This means that we will meet in the designated classroom each scheduled Tuesday, 
and you will have online assignments and/or team meetings on Thursdays. 

Experiential Learning 

We do not do experiments in this course. So, what are experiential exercises? Experiential education is often contrasted with 
didactic education, in which the teacher's role is to 'give' information and build knowledge to the student and to prescribe 

study /learning exercises which have information/knowledge transmission' as the main goal. Blended delivery is a mix of face-to

face lectures and conversations; audio-visual presentations; Web-based course content delivery; and hands-on, self-directed 
learning. A major component of this course is what may call experiential learning. Experiential learning positions the instructor 
as a conduit through which you will reflect on everyday experiences to glean important outcomes about consumers' states of mind 
(i.e., attitudes and values), states of being (i.e., cultural identity, demographics) and states of action (i.e., shopping behaviors and 
brand preferences). You will engage with assigned team members to work on each experiential exercise in this course. 

Course Introduction 

"The meaning ef consumer goods and the meaning ef creation accomplished by consumer processes are important parts ef the 

sc<!l[olding ef present realities." -- Grant McCracken 

Indeed, we will critically examine the ideas of ethnic identity cast against a backdrop of significant shifts in demographics, 
psychographics (i.e., values, attitudes and lifestyles) and market positioning impact ensuing consumer decision behaviors in an 

ever-changing globally- connected market setting. The focus in this course is on the shifting cultural identities ( especially) in the 
State of Texas. The focus is germane to the examination of cultural identities because: (1) the University of North Texas is a 
multicultural student, faculty and higher education "community" located in the State of Texas, (2) the state's population is 
illustrative of national trends that demonstrate unprecedented shifts in the composition of the nation, and (3) a disproportionate 
number of our students enrolled in this course are Texans. So, what does it mean to identify a as Texan or even as an American? 

Specifically, we will critically examine consumer role sets in culturally- diverse settings, brand preference formation in different 
cultures, and cultural imperatives in the marketing of products and services. Special emphasis is placed on issues and challenges 
marketers face in addressing a diverse set of cultural identities of consumers and households - the chief consumption unit for many 
goods and services - in managing consumption. In this course, you will acquire skills in creative and critical thinking, working in 
groups, appreciating other cultures and harnessing your own values within the university community and the larger society. Class 
exercises, quizzes and presentations will enhance your self-awareness and openness to different perspectives. 

Learning Objectives 

The overarching mission of this course is to afford the knowledge, experience and skills to attain the following learning outcomes: 

• Students will understand the importance of self-identity in constructing consumer identity.
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