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MKTG 461 
 

CRN- 12903:  12:30 PM – 1:45 PM 
CRN- 23260:  2:00 PM – 3:15 PM 

 
Prerequisites: 
• REQUIRED (NO exceptions): MKTG 360 (Intro to Marketing) 
• RECOMMENDED: MKTG 462 (Marketing Research) 
 
 
Professor: Lan Nguyen Chaplin, Ph.D. 
Office:  2206 University Hall 
Mailbox:  Managerial Studies Department 
Telephone:  (312) 413-8376 (Office) 
E-mail: nguyenl@uic.edu  (best way to contact me) 
Office hours:  By appointment 
 
 
Required Course Materials:  

Textbook—Consumer Behavior: Buying, Having, and Being, 10th Edition, Michael 
Solomon, Prentice Hall Publishers. NOTE:  Older editions will be fine. 
1. Access to my BlackBoard page   
2. An activated UIC email address 

 
 
Grading Evaluation: Written Individual Midterm:    30% 
 Social Media Presentation:   15% 
 Project Part I (Oral Presentation):    15% 
 Project Part II (Written Report):    15% 
 Oral Exam:   10% 
 Class Participation & Professional Conduct: 15% 
 
 
 
 
 
 
 
 
 

Pass/fail—Credit/No credit grades:   
Students must earn at least a “C” or better to receive a pass/credit.   

 
Use of photos and videos waiver: I hereby grant Lan Nguyen Chaplin, Ph.D. and other 
students enrolled in MKGT 461 the irrevocable right and permission to use photographs and/or 
video recordings of me on social media, publications, promotional flyers, educational materials, 
derivative works, or for any other similar purpose without compensation to me. 
  
I understand and agree that such photographs and/or video recordings of me may be placed on 
the internet.  I also understand and agree that I may be identified by name and/or title in printed, 

A = 90-100% 
B = 80-89.99% 
C = 70-79.99% 
D = 60-69.99% 
F (failure) = Anything <60% 
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internet or broadcast information that might accompany the photographs and/or video 
recordings of me.  I waive the right to approve the final product.   
  
I hereby release, acquit and forever discharge Lan Nguyen Chaplin, Ph.D. of any and all claims, 
demands, rights, promises, damages and liabilities arising out of or in connection with the use or 
distribution of said photographs and/or video recordings, including but not limited to any claims 
for invasion of privacy, appropriation of likeness or defamation. 
 
Physical Waiver:  By staying enrolled in Mktg 461 with Lan Nguyen Chaplin, Ph.D., I 
understand that I will be participating in team-building activities that will require some physical 
activity such as running. I have the choice to opt out of participating without incurring a penalty 
to your grade. I understand that the team-building activities that I will participate in could cause 
bodily injury or damage to personal property. I waive all claims for damages and injuries 
sustained to me or my property that I may have against the University of Illinois at Chicago or 
Lan Nguyen Chaplin. to such team-building activities. 
 
A NOTE ON GRADING EVALUATION: In assigning grades for this course, there will be no 
“curve” which would require that a certain percentage of students receive As, Bs, etc.  Instead, 
the grading policy of this course is a flexible one, which does not pit students against each 
other.  Accordingly, the distribution of grades will reflect the actual performance of students, with 
as many (or as few) students receiving grades of “A” as their actual performance dictates.  
Expect a good grade only if you do all the work carefully, thoughtfully, thoroughly and 
punctually.  Top grades are reserved for demonstrated academic excellence.   
 
 
 
 
 
COURSE OBJECTIVES AND LEARNING OUTCOMES:    

Having attended class, completed assigned readings, participated in 
class, and successfully completed examinations and assignments, 
students will be able to:  
1. Apply key terms and concepts to real world consumption situations. 
2. Demonstrate a fundamental understanding of consumer behavior 

issues. 
3. Understand the role of consumer behavior in marketing. 
4. Identify and propose a test for a consumer behavior problem. 

 
COURSE FORMAT: 
 
This course involves lectures and discussions.  We will meet for 1 hour and 15 minutes, twice a 
week.  Since this class runs for less than 2 hours, we will NOT take a break in the middle of 
class.  Occasionally, there will be small group discussions and/or other activities that may be 
appropriate for the lecture topic(s).  You are highly encouraged to participate in these 
discussions in a thoughtful manner to further your knowledge of the topic at hand---Plus, 
thoughtful participation will help you obtain a higher class participation score. 

 
  

IMPORTANT COURSE INFORMATION 
(PLEASE READ CAREFULLY BEFORE YOU EMAIL ME WITH QUESTIONS) 
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READING MATERIAL:  
 
It will be my job to bring together all the reading assignments so you leave each lecture with a 
better understanding of how everything fits together (i.e., the bigger picture). Due to a host of 
reasons including time constraints and staleness of the intellectual environment, I will not lecture 
on every detail covered in the text, or other assigned readings. Plan to use the reading material 
as a reference to better understanding lecture. Thus, I highly suggest that you do the readings 
to get the most out of this course.   
 
CLASS PARTICIPATION AND PROFESSIONAL CONDUCT: 
 
Attendance—  
 

• YOU MUST ATTEND THE SECTION YOU REGISTERED FOR—NO EXCEPTIONS. 
• YOU ARE ALLOWED ONE PENALTY-FREE ABSENCE DURING THE ENTIRE 

SEMESTER—PLEASE PLAN ACCORDINGLY.  NOTE: ILLNESSES, INTERVIEWS, 
OVERSLEEPING, ETC. ARE TREATED EQUALLY AS A MISSED CLASS—I DO NOT 
NEED TO KNOW WHY YOU MISSED CLASS.   
 
You will be involved in a semester long, intense team project. Your attendance is 
important because I often give students time to have quick short meetings with their 
team (or with me) to make steady progress on the project (This is also why you must 
attend the section for which you registered). You will also do better if you attend all 
classes, because not all material covered in lectures can be found in the textbook. 
 
Treat this class as you would any other professional obligation. When you accept a job, 
you make a commitment to attend work regularly.  When you register for this course, you 
make a similar commitment to attend class regularly.  I understand that situations may 
arise where you may not be able to attend class.  If for some reason you have to miss 
more than one class, you must inform me prior to the additional missed classes.  Not 
informing me of multiple absences from class is comparable to continually missing work 
without informing your manager. Such behavior reflects a lack of commitment and 
professionalism.  Repeated absences always result in low peer evaluations and a 
lower final grade.   
 
If you miss class it is your responsibility to obtain the lecture or discussion notes and 
handouts, if any, from your classmates, not me.  Do not expect me to use my office 
hours to help you with the material from a class that you missed. Your attendance is 
important to your ability to understand and apply the material covered in this course.  My 
office hours are reserved for students who attend lecture and would like extra 
help with the material, not for those who miss class and want a quick summary 
from the professor. 

 
To ensure that I give all students credit for attendance, rather than relying on my 
memory, an attendance sheet will be passed around at the beginning of each class and 
will be collected within the first 10 minutes of class. You may not sign in after the sheet 
has been collected, unless you show appropriate documentation (e.g., doctor’s note).  

*After one absence, I will begin deducting 0.5% from your final course average 
for each additional class that you miss (e.g., if your final average is 90% and 
you missed 2 classes during the semester, your final average becomes 89.5% 
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and I will NOT bump your grade to an A). Attendance is a very easy way to earn 
points toward your class participation grade but it is also an easy way to drop your 
grade. In addition to attending class regularly, you will be expected to thoughtfully 
participate in small group discussions and other in-class activities that may arise 
during the course of the term.  The remaining points will be assigned according to 
how thoughtful your class and/or group discussions are.   

 
 Discussions—Class discussion is encouraged and opportunities for discussion will be provided 

through a variety of means, including discussions of the assigned readings and in class 
exercises.  
 

The class participation grade will be based not only on attendance, but also in-
class discussions (i.e., you cannot just show up and sit there and expect a 
good class participation score).  Valuable contributions are those that enhance the 
understanding of the issues covered in class, including raising new issues, providing 
new analyses that support or undermine particular courses of action, and raising 
questions about the points or analyses offered by other students.  Simply providing 
an opinion, without reference to marketing concepts, does not constitute a quality 
contribution.   

 
 

NOTE:  If you have other obligations (e.g., jobs, other classes) that conflict with 
the time or demands of this course, you should drop this course ASAP so that 
others may sign up, because I do not tolerate tardiness, absences, or other 
irresponsible behaviors. I recommend that you drop this class if you already know 
you will be missing more than one class. 

 
Professional Conduct—You should always be responsible, respectful, reliable and honest in 
your interactions with fellow classmates and the professor. Professional conduct is judged 
based on many objective observables. Here are a few examples: 

• Being punctual 
• Being attentive and respectful in class by not having your phone out.  
• Using proper sentence structure and good grammar in speech as well as written work 
• Not studying for other courses during class 
• Not having side conversations while the professor or a classmate is speaking. 
• Turning in professional deliverables (e.g., proofread, bound) on time 

 
Your professional conduct is also judged based on many intangible, subjective factors. Here are 
a few examples: 

• Your ability to be a valuable, contributing team member who is more worried about the 
team’s success than about “what’s a fair amount of work” to skate by. 

• Your ability to listen and respectfully contribute quality ideas to a discussion 
• Your willingness to own your mistakes and not blame others 
• Your ability to recognize when you need to put forth more effort to accomplish a task 

(and not complain about having to work harder than others) 
• Your strive for perfection (no one is perfect but successful people aim high) 
• Your drive to succeed professionally and personally 
• Your careful balance between confidence and humility 
• Your unwillingness to accept mediocrity 
• Your willingness to be proactive in team assignments and other aspects of the class. 
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• Your ability to play multiple roles—e.g., student, friend, daughter/son, employee without 
using one role as an excuse for not meeting the expectations and high standards of 
another role. 

 
PUNCTUALITY:    
 
If you arrive late, it will be your responsibility to find out what you have missed—find out from a 
classmate, not me.  If you arrive late, do not take up my time after class to explain your 
tardiness. I do not need to know the reason.  If you continually arrive late, expect to receive a 
lower grade, as this tardiness affects your class participation and professional conduct score, 
which is 15% of your grade. 
 
WRITTEN INDIVIDUAL MIDTERM:   
 
There will be one written midterm that will cover both the reading material (whether explicitly 
covered in lecture or not) and lecture material (whether explicitly covered in the text or not).  
This exam will include a mix of multiple choice, fill in the blank and essay questions. The exam 
will cover material discussed in the first half of the term. Exams must be returned to me when 
you are finished looking it over. If I do not have your exam, you will not receive a letter grade at 
the end of the semester. 
 
PRESENTATION—SOCIAL MEDIA AND CONSUMERS:  (15 MINUTES) 
 
Everything you need to know about this assignment is in this syllabus. Social media such as 
LinkedIn, Facebook, Twitter, Instagram etc. have become the fabric of our lives. It is hard to find 
a professional not on LinkedIn or a company not on Facebook. Before you present your project 
to the class, you will have a chance to present on a topic that you probably already know a lot 
about—social media.  Each project team will choose TWO social media websites to present.  
No two teams in a section can present on the same website…first come first served basis. 
Choose your two websites ASAP!  My suggestion is to choose less familiar sites for a more 
informative presentation. If you would still like to present on one of the very popular sites such 
as LinkedIn, Facebook, Twitter, Instagram etc. I recommend that your second website be less 
familiar so the class can learn more about social media.    
 
Your task is to introduce the social media site as if the audience has never seen or heard of the 
site before. You should discuss what the site is used for, who uses the site, how the site has 
evolved since inception, and importantly, how businesses and/or consumers are now taking 
advantage of the site.  It may be possible that you choose a social networking website that is 
not already flooded by companies or that consumers are not using to their advantage—your 
task is to discuss how certain companies and/or consumers can use these websites to their 
advantage. The idea is to introduce the website, tell the class as much as you can about the 
website and finally, to demonstrate the importance of such a website to consumers and/or 
businesses. Remember, this is a consumer behavior class. Therefore, you must apply the 
social media websites to some aspect of consumer behavior. Go back to class notes to 
look at lecture topics covered to clearly connect your sites to course material. Everything you 
need to know about this presentation is in this syllabus.  
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ORAL EXAM:  
 
There will be one oral exam.  

   
 Format— In class; arrive to the testing room with your project team, but you earn an 

individual grade, ~ 20 minutes. 
 
What to expect:  In lieu of giving you additional written assignments or an individual 
written final exam on the lecture material, I will be giving you an oral team final. This final 
exam will test your ability as a team to tie together the lecture material (2nd half of the 
semester only) and your project “on the spot”.  Your ability to do so demonstrates 
mastery of the course content (“the bigger picture”) and equally importantly, the ability to 
apply lecture material to your project.  This exam will count as 15% of your final grade. If 
you attend lectures, complete all the assigned readings in a thoughtful manner and 
actively contribute to your team’s project, I am inclined to think that you would not need 
to devote countless hours to study for this oral exam.  The intent of this final exam is for 
all of us to have a collegial conversation about your project and how it ties together with 
the course content—I believe this is a nice way to end the semester (i.e., bringing 
everything together).  Thus, I do not anticipate having you agonize over this exam. 
However, in the end, only you will have an accurate sense of how much time you will 
need to spend preparing for this final.  Most do very well on this exam, but every 
semester, there are a handful who fail because they think they can just have their team 
members answer for them.   

Structure:  2-4 questions and discussion. 
 

THERE WILL BE NO MAKE-UP EXAMS!  
If you miss either exam, expect to receive a “0”.  

 
COURSE PROJECT:   

 
The best way to appreciate the importance of the study of consumer behavior is to apply what 
you have learned from the text and from lectures to a real world issue/problem.  You will be 
asked to work in groups to complete this project.  You will be asked to identify and present an 
important problem/issue in the consumer behavior area, design an experiment to test it, and 
present thoughtful potential conclusions.  Your grade for this project will consist of a written 
report and an oral presentation. [Please see “Course Project” handout for more details on 
this major assignment] 

 
Projects turned in late will NOT be accepted. 

 
NOTE:  PLEASE PLAN TO ATTEND ALL PRESENTATIONS EVEN IF YOU ARE NOT 
PRESENTING ON A GIVEN DAY.  I WILL DEDUCT 1% OFF YOUR PRESENTATION 
GRADE FOR EACH PRESENTATION THAT YOU MISS. THERE CAN BE UP TO 3 
PRESENTATIONS ON A GIVEN DAY, WHICH MEANS YOUR PRESENTATION 
GRADE COULD DROP BY 3% IF YOU MISS ONE DAY OF PRESENTATIONS. 
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TEAM SELECTION:  
(NOTE: Same teams for project and social media presentations) 
 
Throughout the semester, you will work in teams.  Similar to projects assigned by your future 
employers, team projects for courses can sometimes be a frustrating experience (e.g., 
scheduling conflicts, division of labor is not equitable, dealing with free riders and/or 
procrastinators, etc.).  As frustrating as this may be, it is important for each of you to learn how 
to manage team work.  You will self-select into teams (6 students per team).  Excellent oral 
and written communication skills as well as solid interpersonal skills are necessary for success 
on the course project in particular.  Choose your team members wisely. Once teams are 
finalized by the professor, students may not switch teams for any reason. 
 
For the course project, I strongly encourage you to consider inviting at least one person who is 
proficient at marketing research onto your team since part of the project requires knowledge of 
research methodology and data analysis. Lastly, remember that there will be an oral team final 
exam—again, compose a team that will maximize your group’s success in researching, writing, 
speaking and synthesizing course material with the course project, since the oral team final will 
test your ability as a team to link your project ideas to class material “on the spot.” 

 
 All issues arising within your team related to members’ amount and quality of contributions are 

to be handled internally, by the team; this is an essential part of the project experience. 
However, if you feel your team is so dysfunctional (and this would be rare since students 
choose their own team members) please arrange a time to meet with me.   Keep in mind, you 
will have an opportunity to evaluate your group members at the end of the semester based on 
the quality and quantity of their contributions.  Your grade can go up or down based on these 
evaluations so do not underestimate the importance of contributing to team based assignments 
fairly and professionally.  

 
All team members will be asked to assign points to team members in their groups based on 
their participation. 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 requires team effort.  This 
policy applies to the project as well as to the oral team final exam. 
 

REQUEST TO FIRE a team member: In the extreme and rare situation where the 
majority of your team believes a team member is causing the team to be extremely 
dysfunctional and is also too difficult to work with to come to a healthy resolution (e.g., 
not responding to messages, not meeting deadlines, missing meetings, argumentative 
and disrespectful, condescending, negative attitude, free-riding), the team may submit a 
letter to the professor requesting to fire the student (drop the student from the team).  A 
request to fire a team member does not have to be a unanimous decision, but it 
needs to be the majority’s decision.  

 
If a student gets fired from the team, the following will happen: 
1. The student will receive a ZERO for the presentation grade (15% of final grade) 

since it is a team presentation and the student will no longer be on a team. The 
student will not be permitted to give an individual presentation.  

2. The student will receive a ZERO for the oral exam (10% of final grade) since it is a 
team exam and the student will no longer be on a team. The student will not be 
permitted to have an individual exam.  
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3. The student will turn in an individual written report (15% of final grade). 
4. Once fired, the student may continue to develop the team’s ideas on his/her own or 

pick a different topic for the written report, but the student may not continue to work 
with the team to develop ideas. Also, the student will not receive individual help from 
the professor to complete the written report once fired from the team.  

5. The student may not join a different team, even if invited (but realistically, no team 
would want to add a student late in the semester after learning that the student was 
fired by another team). 

6. Once fired, the student may not rejoin under any circumstances. This helps to avoid 
people getting fired, rehired, fired again, then rehired again-it’s a waste of time and 
does not happen in the real world.  This also helps avoid situations of free-riders 
pressuring/coercing team members to rehire them.  

7. Let me be clear that this is a challenging project designed to be completed by a team 
of 5-6 students, not by an individual. It is in the student’s best interest to do 
everything to be a valued team member. Students, you do not want to get fired and 
face all the consequences detailed in this syllabus. 

 
PROCESS to FIRE a team member: 
1. The majority of the team (>50%) must email a formal complaint to the professor, 

clearly citing reasons for wanting to fire a team member. For example, for a team of 
6, at least 4 members must sign the written complaint. Everyone who is signing the 
complaint must be cc’d on the email. 

2. After receiving a written request to fire a team member, the professor will contact all 
team members to schedule a meeting.   
• All team members must reply within 24 hours to the professor’s email to schedule 

a meeting.  
• If the student who is at risk for getting fired fails to reply to the professor’s email 

within 24 hours or fails to show up for the meeting, the student forfeits the chance 
to make his or her case with the professor (and team), and automatically gets 
fired. The case will be closed and will not be reopened under any circumstances. 

• If any of the team members filing a complaint fails to reply to the professor’s 
email within 24 hours to schedule a meeting, the case will be closed and the 
student at risk for getting fired stays on the team. The case will not be reopened 
under any circumstances.  

• This process is meant to hold everyone accountable for their actions. If you are 
submitting a request to fire someone, you must have clear and legitimate 
reasons for doing so. Depending on the nature of the complaints, the professor 
may or may not invite all members to the same meeting. Team members do not 
need to give each other any prior written or verbal warnings of a potential fire. 
This syllabus serves as your early (and only) warning that you could get 
fired by your team.  

• A final decision by the professor will be made after meeting with all affected 
parties (after all facts have been gathered and carefully reviewed). 

3. DEADLINE to email a request to fire:  October 23, 2018 by 5:00pm 
4. DEADLINE to drop the course and get a “W” on your academic record:  November 2, 

2018.  
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ACADEMIC INTEGRITY 
 
Honor Code 
 
As an academic community, the College of Business Administration at the University of Illinois 
at Chicago is committed to providing an environment in which teaching, learning, research, and 
scholarship can flourish and in which all endeavors are guided by academic and professional 
integrity. All members of the college community—students, faculty, staff, and administrators—
share the responsibility of insuring that high standards of integrity are upheld so that such an 
environment exists. 
 
In pursuit of these high ideals and standards of academic life, students will be expected to 
respect and uphold the UIC College of Business Administration Honor Code throughout their 
academic life at UIC. They will be expected to maintain the highest moral and ethical standards 
in all academic and business endeavors and to conduct themselves honorably as responsible 
members of the college academic community. This includes the following:  
 

•   Not to seek unfair advantage over other students, including but not limited to giving or 
receiving unauthorized aid during completion of academic requirements; 

• To represent fact and self truthfully at all times; 
•   To respect the property and personal rights of all members of the academic community. 

 
Violations of the Honor Code are just causes for discipline under the University of Illinois at 
Chicago Student Disciplinary Policy, and all allegations of Honor Code violations shall be 
handled pursuant to that Policy. 

 
ACCOMMODATIONS 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://www.uic.edu/depts/oaa/disability_resources/index.html.  
 
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.  
 

MISCELLANEOUS (BUT IMPORTANT): 
 

● Please turn your CELL PHONE OFF before the start of class and leave it in your bag. 
 

● Laptop computer use is not permitted during lecture time. Lectures have been prepared 
ahead of time and you are highly encouraged to download the lecture notes to bring to 
class. There should therefore be no reason to take copious amounts of notes during class. 
Please understand that the use of laptops during class is distracting to other students, 
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especially students sitting behind you.  Please respect everyone and take care of all 
computer-related tasks outside of class.  If you can only learn with the aid of a laptop, 
please sit in the very back of the classroom. 

 
● Never work on assignments for other classes during Mktg 461 class time.  

 
● Never study for an exam for other classes during Mktg 461 class time or tell me you will 

miss this class to study for another class.  
 

● Absolutely no late work will be accepted.  
--Please staple all pages of a given assignment.  Do not clip or “dog ear” assignments.    

  
● Problems arise in life.  I understand that.  However, you are responsible for reconciling all 

issues that could adversely affect your (or your group’s) grade promptly and 
professionally.  This includes communicating with all affected parties, and doing so in a 
timely manner.  It also includes sparing these parties from dishonesty, laziness, 
procrastination, or other unacceptable excuses for a lack of performance on your part.  

  
● Like most students in your stage of life, you probably need a job.  I understand that.  Be 

reminded, however, that you also need to graduate.  I trust you to manage your time and 
priorities accordingly. This class has a very strict attendance policy and a lot of group 
work during class so if you already know your other commitments will prevent you 
from attending all classes and actively contributing, I suggest that you drop this class 
immediately. As a rule, scheduling interviews during this (or any) class time is not 
acceptable and should be avoided at all costs.  However, rather than standing between you 
and the job of a lifetime, I will excuse ONE absence this semester (would be wise for you to 
save this absence for an important interview rather than use it up for oversleeping).     

 
● DO NOT SCHEDULE INTERVIEWS ON PRESENTATION DAYS OR EXAM DAYS—YOU 

WILL NEED TO ACCEPT FULL RESPONSIBILITY AND ALL CONSEQUENCES IF YOU 
CHOOSE TO DO SO. 

 
● I expect you to read all assigned materials for class. 

 
● On occasion, additional material may be assigned and/or distributed in class. 
 
● Anyone absent on an exam day or his/her own presentation day will lose that percentage of 

his/her grade unless s/he is involved in a documented hospital emergency. The following 
excuses do not suffice for missing these events:  

● Job interviews 
● Oversleeping, malfunctioning alarm clocks, car trouble 
● Bad weather (unless the University cancels classes) 
● Travel plans/vacations (regardless of whether tickets already were purchased) 
● Vacations, weddings, reunions, or other social events 
● Any campus group/club events 
● Review sessions for other classes 

 
● Check e-mail regularly—Before, after, and in between class meetings. 
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CLASS SCHEDULE 
(subject to change w/o prior notice) 

 
 
8/28 (T)  Introduction; Guest Speakers; Course Project; Networking Opportunity 
 
 
8/30 (Th) Course Project; Social Media Project; Networking Opportunity 
   
 
9/4 (T) Decision Making; Buying and Disposing—Chapter 10 — 

Form Teams and Select Social Media 
 
 
9/6 (Th)   Personality and Lifestyles—Chapter 6 
 
 
9/11 (T)  Attitudes—Chapter 7 
   
 
9/13 (Th)  Materialism 
 
 
9/18 (T) Materialism; Social Media Presentation Expectations  
 
 
9/20 (Th) TEAM EXPERIENCE I (weather permitting) OR SOCIAL MEDIA TEAM 

MEETINGS (with Prof. Chaplin) 
 
 
9/25 (T) Presentations: “Social Media and Consumers” (e.g., Facebook, Twitter) 
 MANDATORY ATTENDANCE 

(15 minutes/group—subject to change depending on total # of students enrolled) 
IMPORTANT: No notes permitted; 1% deduction off presentation grade for each 
team presentation you miss—e.g., if there are 3 team presentations today, 
expect a 3% deduction if you miss class today). 

  
  
9/27 (Th) Presentations: “Social Media and Consumers” (e.g., Facebook, Twitter) 
 MANDATORY ATTENDANCE 

(15 minutes/group—subject to change depending on total # of students enrolled) 
IMPORTANT: No notes permitted; 1% deduction off presentation grade for each 
team presentation you miss—e.g., if there are 3 team presentations today, 
expect a 3% deduction if you miss class today). 

 
  
10/2 (T) PROJECT 
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10/4 (Th)  Project meetings (with Prof. Chaplin) 
 
 
10/9 (T) Group Influence and Opinion Leadership—Chapter 11; What will midterm be like 
 
 
10/11 (Th) Midterm prep (on your own) 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
10/16 (T) WRITTEN MIDTERM (Individual Effort) 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
10/18 (Th)  Project Meetings (with Prof. Chaplin) 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
10/23 (T) DEADLINE TO SUBMIT a REQUEST TO FIRE A TEAM MEMBER (5:00 PM) 

Children’s Consumer Behavior  
 
------------------------------------------------------------------------------------------------------------------------------- 
 
10/25 (Th) Personal Branding I 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
10/30 (T) Personal Branding II  
 
------------------------------------------------------------------------------------------------------------------------------- 
 
11/1 (Th) PROJECT (NOTE:  FRI. NOV. 2: DROP DEADLINE –RECEIVE “W”) 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
11/6 (T) TEAM EXPERIENCE II (weather permitting) or PROJECT meetings with 

Professor Chaplin  
 
------------------------------------------------------------------------------------------------------------------------------- 
 
11/8 (Th) TEAM EXPERIENCE II (weather permitting) or PROJECT meetings with 

Professor Chaplin  
------------------------------------------------------------------------------------------------------------------------------- 
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11/13 (T) PROJECT PRESENTATIONS- MANDATORY ATTENDANCE 
IMPORTANT: No notes permitted; 1% deduction off presentation grade for each 
team presentation you miss—e.g., if there are 3 team presentations today, 
expect a 3% deduction if you miss class today). 

 
------------------------------------------------------------------------------------------------------------------------------- 
 
11/15 (Th) PROJECT PRESENTATIONS- MANDATORY ATTENDANCE 

IMPORTANT: No notes permitted; 1% deduction off presentation grade for each 
team presentation you miss—e.g., if there are 3 team presentations today, 
expect a 3% deduction if you miss class today). 

 
------------------------------------------------------------------------------------------------------------------------------- 
 
11/20 (T) PROJECT PRESENTATIONS- MANDATORY ATTENDANCE 

IMPORTANT: No notes permitted; 1% deduction off presentation grade for each 
team presentation you miss—e.g., if there are 3 team presentations today, 
expect a 3% deduction if you miss class today).  
 

------------------------------------------------------------------------------------------------------------------------------- 
 
11/22 (TH) NO CLASS- THANKSGIVING  
 
------------------------------------------------------------------------------------------------------------------------------- 
 
11/27 (T) TEAM EXPERIENCE III  
 
------------------------------------------------------------------------------------------------------------------------------- 
 
11/29 (Th)  PROJECT DUE—Beginning of Class (Before lecture begins) 
 WHAT IS CB? (DO NOT MISS THIS CLASS) 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
12/4 (T) & 12/6 (Th) ORAL EXAM (You will only attend ONE assigned time) 


