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MKTG 461: CONSUMER BEHAVIOR 

 

 

CRN:    16654  

Semester:   Spring 2016 (3 credit hours) 

Instructor:    Yazhen (Sophie) Xiao    

Meeting Location/Time:  2LH 210, TR 3:30-4:45 pm 

Office:    UH2100 (Office hour by appointment) 

Email:    yxiao21@uic.edu    

 

IMPORTANT NOTE 

This course syllabus provides a plan for our progress through the semester. However, deviations 

may become necessary. It is your responsibility to stay informed of changes in assignments, due 

dates, material to be covered, etc. I will make every effort to give you ample notice if changes 

should occur, but would appreciate your proactive stance. 

 

1. COURSE OVERVIEW 

This course is designed to help you study the linkages between consumer market behavior and 

marketing management. This course weaves academic theories into real world practice. In this 

class, you will be required to work as individuals and teams on assignments and projects. The 

fundamental goal is to help you understand why consumers behave in certain ways, what 

influences their preference and decisions, and how managers can find appropriate strategies to 

communicate with their (target) customers. Prerequisite: MKTG 360. 

 

 

2. COURSE MATERIALS 

TEXTBOOK:  

Consumer Behavior: Buying, Having and Being, 10th Edition, Author: Michael R. Solomon, 

Publisher: Pearson, Prentice Hall  

 

SUPPLEMENT MATERIALS: 

I will add supplemental materials to Blackboard based on syllabus. The class slides will be added 

to Blackboard the day before the lecturing session (typically by 11 pm).  

 

 

3. COURSE INFORMATION 

I. COURSE OBJECTIVES: 

- To understand the importance of consumer behavior in the whole process of marketing.  

- To understand why and how consumers perceive and adopt products in different ways by 

linking to knowledge on psychology, economics, and sociology. 

- To apply critical observation and thinking skills in acquiring marketing knowledge and 

applying them in practice. 

- To gain experience working with small teams to collect and analyze consumer information 

and present the insights gained from such information.  

Overall, to master the above steps will prepare you for becoming a marketer and a better consumer. 



Page 2 of 8 
 

II. COURSE STRUCTURE 

The course will be taught in weekly sessions as per the attached course calendar.  Each week there 

are two sessions: one on Tuesday (T) and one Thursday (R). Students are responsible for reading 

the key concepts in the text and other supplemental readings prior to coming to class. Articles, 

videos and collaborative exercises will be used in class to allow students the opportunity to apply 

the core marketing principles. I will post the lecture slides one day before the session, usually by 

11pm the day on the blackboard. You need to go through all required readings but not the slides 

before classes. 

 

III. CLASS PARTICIPATION 

Class attendance is mandatory and your signature is required on the sign-up form that will be 

circulated in every class meeting. To ask someone else to sign your name and/or to sign the form 

for others violate the academic integrity.   

 

Each student will be entitled to be absent for no more than two sessions. Other absences without 

legal documentation will result in a zero participation grade for your missed sessions. If team 

discussion/exercise/presentation are involved in the session you will miss, it is YOUR 

responsibility to notice your teammates and me of your absence by email at least 24 hours before 

the session starts.  

 

Note: a “legitimate, documented absence” means a doctor’s note, a copy of an obituary from a 

funeral you have attended, a note from a professor about a field trip, or a health emergency.  If you 

have the excused absence on exam date, I can arrange an early exam for you before the scheduled 

exam date. No late “make-up” exam will be arranged.  

 

For any reasons that you are absent for any class, it is YOUR responsibility to submit assignments, 

catch up with the class content you have missed by reading the textbook, slides, and borrow notes 

from your classmates. While attending class is a prerequisite for receiving a good attendance grade, 

I also expect you to participate in class by answering questions or contributing to case discussions. 

To receive a high participation grade, you need to both have a good attendance record and regularly 

contribute to class discussions. 

 

Keep in mind that behaviors that you think will not be noticed, such as texting, updating your 

online status, surfing the web, etc., are clearly visible from where I stand. Your behavior in class 

will influence your overall grade.  

 

 

IV. POLICY FOR ELECTRONICS  

For an environment that is conducive to learning, laptops will only be allowed for occasional in-

class exercise with my notice. Mobile phones must be muted and put away at the beginning of 

class. On exams, you are NOT allowed to use your mobile phone as a calculator. 

 

V. TEAM ASSIGNMENTS 

Each student will work on a market research project, ideally in a 3-person team. The project 

requires you to meet as marketing practitioners and to produce specific assignments (i.e., final 
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report and presentation), which will account for 300 points (i.e. 30% of the overall course grade). 

Detailed information will be handed out in class. 

 

VI. INDIVIDUAL ASSIGNMENTS 

This class is highly team oriented and reflects practitioner’s work that involves reflects consumer 

behavior observations and analysis in the real business world. Individual assignment is composed 

of 2 midterm exams and an optional 3rd exam. Note that only TWO exam scores will be counted 

in your final grade of this class. If you are satisfied with the two midterm scores, you can opt not 

to take the 3rd midterm exam.  

 

If you participate in the management subject pool this semester, you may earn an extra 2% credit. 

If you hope to get the extra credit but not participate in the subject pool, you can take an alternative 

assignment assigned by me. See more information in section 5 of this syllabus.  

 

VII. GRADING CRITERIA 

The letter course grade is determined by computing the following weights and numerical points 

for individual assignments:   

Assignment Points Percentage 

Class participation  100 10% 

Class discussion 100 10% 

Midterm Exams (2 required) 300 30% 

Team case exercise (5 sessions) 200 20% 

Final team project presentation  150 15% 

Final team project report 150 15% 

Total 1000 100% 

 

 

 

Grade Percentage 

A (Outstanding) 90.00% and higher 

B (Very Good) 80.00% – 89.99% 

C (OK) 70.00% – 79.99% 

D (Needs help) 60.00% – 69.99% 

E (Not good/ Fail) 59.99% and below 

 

 

ASSIGNMENT SUBMISSION 

 

Each team must turn in an electronic copy of written assignment via Blackboard. Either a Word or 

PDF file is acceptable.  

 

You can use exhibits (graphs, calculations, etc.) to support your arguments, especially for your 

final team project report. Make sure you refer them in the text (by number or title). Only use 

exhibits that are helpful and important to your persuasive arguing in the write-ups and that you 

could not put into words concisely. If the exhibits are not connected to your write-ups, or if they 

appear as superfluous, DO NOT include them. 
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Please submit only ONE file per assignment (i.e., do not upload your exhibit of any formats as a 

separate excel file, but rather create a table/figure and insert into your Word document or merge 

them into one pdf file). Also, you need to turn in a hard copy of each assignment at the beginning 

of class on the due date. Hard copies of all written assignments are due by the session marked 

on the syllabus. If you are unable to make class to submit a hardcopy of your assignment, you can 

submit an e-copy.  No make-up in-class assignments are allowed.  

 

Note: Individual grades are to be held in strict confidence. Therefore, students are encouraged not 

to discuss grades or graded assignments. All questions and discrepancies regarding graded 

assignments should be made in writing (memo-format) to the instructor by email. 

 

Team project grades will be based on overall team performance grades and peer evaluations. At 

the end of the semester, each and every one of you will be asked to assign points to your team 

members based on your evaluation of their contribution to the project. You will get a list of 

evaluation criteria and the evaluation will be fact-based.  

 

If a student earns 80% of the possible points from his or her teammates, s/he will earn 80% of the 

final grade for the assignment. Therefore, team members will not automatically earn the same 

grade for any assignment that involves team effort.  

 

You are expected to be highly committed to class participation, team project contribution, 

and a lot of thinking and observation on consumer behavior phenomena. Expect a good 

grade only if you do all the work carefully, thoughtfully, thoroughly and punctually. Top 

grades are reserved for demonstrated academic excellence. 

 

 

MIDTERM GRADES 

Please refer to the following link for advisory information on Midterm grades. 

http://tigger.uic.edu/depts/oaa/advising/student_midterm.html  

 

VI. ACADEMIC INTEGRITY 

This course and its associated coursework are being administered under the policies of the 

University of Illinois at Chicago (UIC) College of Business Administration Honor Code. All 

students are expected to respect and uphold the Honor Code found at this link: 

http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4 .  

 

In keeping with CBA policy, evidence of academic dishonesty may result in a failing grade for 

the course and disciplinary review by the University. Academic dishonesty includes, but is not 

limited to, cheating (giving or receiving aid), fabrication/falsification, plagiarism (including not 

accurately referencing source material), bribes, favors or threats, examination by proxy (taking 

an exam for someone else), grade tampering and submitting non-original works authored by 

someone other than the student. Refer to the student handbook or Student Disciplinary  

Procedures for definitions and details:  

 

http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf    

http://tigger.uic.edu/depts/oaa/advising/student_midterm.html
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
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For a complete review of UIC policies regarding intellectual integrity and academic honesty, 

please visit: http://www.uic.edu/depts/dos/conductforstudents.shtm 

 

4. OTHER GENERAL INFORMATION 

 

I. ACCOMMODATION FOR STUDENTS WITH DISABILITIES  

 

Concerning disabled students, the University of Illinois at Chicago is committed to maintaining a 

barrier-free environment so that individuals with disabilities can fully access programs, courses, 

services, and activities at UIC. Students with disabilities who require accommodations for full 

access and participation in UIC Programs must be registered with the Disability Resource Center 

(DRC). Please contact DRC at (312) 413-2183 (voice) or (312) 413- 0123 (TDD). More 

information may also be found at the DRC Website located at http://drc.uic.edu/ . 

 

Students requesting accommodation must provide each instructor with a letter outlining the 

specific accommodations requested for a specific course. These letters are developed by the DRC 

in coordination with the student and presented to the instructor by the student prior to the start of 

each semester. 

 

II. CAMPUS POLICIES AND STUDENT NOTIFICATIONS 

http://www.uic.edu/depts/oar/current_students/campus_policies.html  

 

III. UIC RELIGIOUS HOLIDAY POLICY 

In accordance to state laws, the faculty of the University of Illinois at Chicago shall make every 

effort to avoid scheduling examinations or requiring student projects be turned in or completed on 

religious holidays. 

 

Students who wish to observe their religious holidays must notify the faculty member by the 

tenth day of the term that they will be absent unless their religious holiday is observed on or 

before the tenth day.  In such cases, the student shall notify the faculty member at least five days 

in advance of the date when he or she will be absent.  The faculty member shall honor the 

request and not penalize the student for missing class.  If an examination or project is due during 

the absence, the student shall be given an assignment equivalent to the one completed by those 

students in attendance. 

Below is a link to a website listing religious holidays that can be used as a reference guide for 

faculty and students for the coming academic year. The calendar is meant only as a guideline and 

because of the diverse manners in which religious holidays are observed, not every holiday 

constitutes an excused absence. Nonetheless, a student's claim of a religious conflict should be 

accepted at face value.  

 

http://www.interfaithcalendar.org/2014.htm  

   

IV. ACADEMIC CALENDAR & DEADLINES 

Please see the following website for UIC holidays, drop/add deadlines, etc. 

http://www.uic.edu/depts/dos/conductforstudents.shtm
http://drc.uic.edu/
http://www.uic.edu/depts/oar/current_students/campus_policies.html
http://www.interfaithcalendar.org/2014.htm
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http://www.uic.edu/ucat/catalog/CA.shtml 

 

V. OTHER UIC POLICIES 

Please see the following website for various policies, including the grievance policy. 

http://www.uic.edu/depts/oar/current_students/campus_policies.html 

 

VI. COURSE EVALUATION 

 

Because student ratings of instructors and courses provide very important feedback to instructors 

and are also used by administrators in evaluating instructors, it is extremely important for students 

to complete confidential course evaluations online known as a "Students for the Improvement of 

Teaching (SIT)" evaluation. You will receive an email from the Office of Faculty Affairs inviting 

you to complete your course evaluations and will receive an email confirmation when you have 

completed each one. Please save and upload your confirmation email for this course to Blackboard. 

Your answers will remain completely confidential, as student names will never be linked to the 

feedback they provide. 

 

 

5. THE OPTIONAL MANAGEMENT SUBJECT POOL PARTICIPATION 

 

You have the ability to earn 2% extra credit via participation in the Department of Managerial 

Studies’ Study Pool or via the alternative methods on the Menu of Extra Credit Alternatives. 

Note that a student may not exceed 2% extra credit through participation in study pool research 

and/or research alternatives.  Complete information is on Blackboard. A subject pool 

administrator will present the Mass Testing and Study Pool Information Sheet in a session of our 

class. The administrator presentation time will be announced soon.  

 

  

http://www.uic.edu/ucat/catalog/CA.shtml
http://www.uic.edu/depts/oar/current_students/campus_policies.html
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6. TENTATIVE COURSE SCHEDULE (SPRING 2016) 
Week Date Lecture/Textbook & Material Reading Team  

Assignment   

Deadline 

1 1/12/2016 Class Introduction 

Class Schedule and Requirement 

 

1/14/2016 Chapter 1: Consumer Behavior  

2 1/19/2016 Chapter 11: Groups & Social Media 

 

 

1/21/2016 Chapter 2: Perception  

3 1/28/2016 Team Project Introduction Form a team, sign team contract, and get a team 

name! 

1/30/2016 Chapter 3: Learning & Memory  

4 

 

2/2/2016 Team Project In-Class Discussion  

2/4/2016 Chapter 4: Motivation & Values Team project deliverable-1 

5 2/9/2016 Case 1  

2/11/2016 Chapter 5: Self  

6 2/16/2016 Case 2  

2/18/2016 Consumer Research Methods  

7 

 

2/23/2016 Midterm-1  

2/25/2016 Case 3 Team project deliverable -2 

8 3/1/2016 Chapter 6: Personality & Psychographics  

3/3/2016 Chapter 7: Attitudes & Persuasion  

9 3/8/2016 Case 4  

3/10/2016 Chapter 8 Decision Making  

10 3/15/2016 Chapter 9: Buying and Disposing  

3/17/2016 Team Project In-Class Discussion Team project deliverable -3 

11 3/22/2016 Spring Break  

3/24/2016 Spring Break  

12 3/29/2016 Team Project Breakout Session  

3/31/2016 Chapter12: Social Class & Lifestyles  

13 4/5/2016 Case 5  

4/7/2016 Chapter 14: Cultural Influences Team project deliverable -4 

14 4/12/2016 Midterm-2  

4/14/2016 Team Project Final Presentation Prep  

15 4/19/2016 Optional Exam   

4/21/2016 Final presentations  

16 4/24/2016 Final presentations  

4/29/2016 Final presentations Team project write-up final version due on 

April 30, 2016. 
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2016 Spring Semester Class Calendar 

 

 


