
Consumer Behavior- Lan Nguyen Chaplin, PH.D. 

 

 
MKTG 561:  CONSUMER BEHAVIOR (MBA) 

CRN: 12942 
Tuesdays |  6:00 pm - 8:30 pm 

Location: Lincoln Hall, Room 207 
 
 
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:  

1. Access to my BlackBoard page   
2. An activated UIC email address 
3. To download lecture notes: access my Blackboard page.   
4. To download readings: access my Blackboard page. 

 
OPTIONAL COURSE TEXT:  
 
Consumer Behavior: Buying, Having, and Being, 10th Edition, Michael Solomon, Prentice Hall 
Publishers. 
 
COURSE REQUIREMENTS AND GRADING: 
 
Performance will be evaluated as follows: 
 

1. Cradles to Crayons Project: 
a. Status Update Presentation- Part I (20%) 
b. Status Update Written Report- Part I (20%)  
c. Final Presentation - Part II (20%)   
d. Final Written Report- Part II (20%)      

2. In-Class Challenge (10%)   
3. Participation and Professional Conduct (10%)   

 
 
 
 
 
 
 
 

 
Pass/fail—Credit/No credit grades:   

Students must earn at least a “C” or better to receive a pass/credit.   
 

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 

A = 90-100% 
B = 80-89.99% 
C = 70-79.99% 
D = 60-69.99% 
F (failure) = <60% 
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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.   
 
 

 
IMPORTANT COURSE INFORMATION 

(PLEASE READ CAREFULLY BEFORE YOU EMAIL ME WITH QUESTIONS) 
 
 

COURSE DESCRIPTION: 
  
We acquire goods and services, consume them, and dispose them of. In this course, you will 
understand key concepts related to the decisions consumers make, the processes underlying these 
decisions, and the implications of this field of study for different segments of society: consumers, 
marketers, and public-policy makers. Consumer behavior is an interdisciplinary area. Though the 
marketing perspective will remain dominant, we will also draw from psychology, economics, sociology, 
and other areas.  
 
A lecture-discussion format will be used. The class will be a forum to build upon theoretical concepts, 
improve our understanding, share our interpretations, think of applications and, eventually, rise to a 
higher level of thinking. To accomplish this kind of learning, it is imperative that you do the assigned 
work diligently and participate enthusiastically in class. Please read the assigned readings before 
coming to each class, so that we can then build upon the basic concepts from the readings. Bring 
along a printout of the PowerPoint slides for that day (available on Blackboard) and, when in class, 
concentrate less on writing and more on listening and discussing. 
 
 
LEARNING GOALS AND OBJECTIVES: 
 
The chief course goals are to (1) understand the concepts, theories, and principles from the social 
sciences that apply to consumers and their purchase behavior, (2) learn how to make appropriate 
marketing decisions based on a sound knowledge of consumer behavior concepts, and (3) become a 
better consumer, understanding how consumer behavior principles may affect our own buying 
patterns.  
 
A student who satisfactorily completes this course will learn: (1) The decision process by which 
consumers identify and select options that satisfy consumption goals, including problem recognition, 
information search, evaluation of alternatives, choice, and post-consumption evaluation. (2) The 
internal factors that influence consumer choice such as social-cognitive abilities, and attitudes. (3) The 
external factors that influence consumer choice, including income, and cultural factors. (4) How 
marketers strive to use an understanding of consumer behavior to promote effective marketing such 
as through advertising, product design, or promotions. 
 
COURSE FORMAT: 
 
This course involves lectures and discussions.  We will meet for 2 ½ hours once a week.  We will take 
a break approximately half way through.  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. 
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PARTICIPATION: 
 
Class discussion is encouraged and opportunities for discussion will be provided through a variety of 
means, including discussions of the assigned readings and the project.  
 NOTE:  Discussion questions for cases are included at the end of the syllabus. 
 
Students will receive credit for quality participation. For discussions of journal articles, students will be 
given an opportunity to summarize the key objectives and findings from each article as we begin our 
discussion.  Students will also be asked to respond to questions about the connections between 
articles as well as managerial implications of these articles.   
 

 
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 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.   

   
Because Consumer Behavior is a dynamic topic, I may add/delete things from the syllabus without 
sufficient prior notice in order to cover current consumer behavior news.  For example, I may decide 
right before lecture to replace a 10-20 minute lecture on some reading material with a discussion on a 
branding issue that has made headlines that day.  The time you put into reading the segment(s) I 
decide to skip will not go to waste, as you will still need to know the material for your general 
understanding of the field of consumer behavior.  Rest assured, I will never delete a lecture 
segment on a complex consumer behavior conceptual framework/issue. 
 

TEAM SELECTION: 
	
Throughout the semester, you will work in small teams (~2-3 people, depending on enrollment).  
Similar to projects assigned by your employers, team projects in an academic setting 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 
continue developing and refining your teamwork skills.  You will self-select into teams.  Excellent 
oral and written communication skills as well as solid interpersonal skills are necessary for success on 
the project.  Choose your team members wisely.  I strongly encourage you to consider inviting at least 
one person who is proficient at marketing research onto your team since you may want to run a 
survey to gain insights to the Cradles to Crayons issue you want to tackle.   

 
 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.  You will however, 
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 all components of 
the project (i.e., written report 1, written report 2, presentation 1, and presentation 2) 
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PUNCTUALITY:   
 
As you would expect your professors to arrive on time, I expect you to arrive on time. I think it 
is very rude to continually arrive late—not only do you disrupt lecture by entering late, but you also 
create unnecessary commotion in trying to get yourself to an empty seat.  You will also be missing 
valuable class notes as well as important announcements.  If you have a valid reason for arriving late 
(e.g., job interview, doctor’s appointment, etc.), or experience a mishap causing you to be late, slip in 
as quietly as you can and take the closest empty seat.  

 
ATTENDANCE:   
 
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 (e.g., last minute work-related travel). If you ask me if you can miss a class, my 
answer will always be, “yes”.  However, keep in mind that repeated absences will result in a lowered 
final grade to be fair to other students who attend class on a regular basis. My expectation is that 
you have decided to enroll in this course because you know your schedule allows you to be 
fully committed, otherwise you would not enroll. 
 
If you miss class it is your responsibility to obtain the lecture or discussion notes and handouts, if any, 
from your classmates, not me. 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. 
 
A NOTE ON JOURNAL ARTICLE READING: 
 
We will be reading a set of articles on consumer behavior topics from academic journals.  Because 
consumer behavior is an emerging topic, students need to develop skills in reading journal articles 
that capture the newest issues and empirical findings in the area.  In general, source material from 
journal articles takes 3-10 years to be translated into textbook content.   
 
You will be expected to read articles in order to understand the key objectives or issues being 
addressed and the major findings.  You are not responsible for understanding specific details 
regarding experimental design, statistical procedures, or background readings not assigned as part of 
this class. 
 
Many students find the following method to be very efficient: (1) read the introduction to identify the 
key issues and objectives; (2) skim the method section and results; (3) read the discussion section to 
identify the key findings and their importance.  Writing a brief summary of each article, with key issues 
and results in bullet points, can be a very useful way to prepare for discussions. 
 
COURSE PROJECT: CONSUMER BEHAVIOR RESEARCH PROJECT   

 
Please see “Cradles to Crayons Project” handout for more details on this semester-long assignment. 

 
NOTE:  PLEASE PLAN TO ATTEND ALL PRESENTATIONS.   
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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): 

 
• As much as I love technology, I am not a fan of laptop computer use during lecture time. 

Why? It’s tough to refrain from surfing the web when a laptop is in front you and you have free wifi. 
The lectures for a given class have been prepared ahead of time and will be projected onto a 
large screen to guide our discussion. Therefore, there should be no reason to take copious 
amounts of notes during class. You are highly encouraged to either print the lecture notes to bring 
to class or use your laptop strictly for viewing the lecture slides, if you learn best by having a copy 
of the notes in front of you.  
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Please understand that the use of laptops during class is distracting to other students, especially 
students who are seated where they can view your screen. Please respect everyone in the class 
(students, professor, guest speakers) and take care of all computer-related tasks outside of class. 
If you need special accommodations that require the use of a laptop, please see me ASAP so you 
can be accommodated.  

  
• No late work will be accepted.  
  
• As a rule, scheduling interviews during this (or any) class time is not acceptable and should be 

avoided at all costs.   
 

• Please turn your CELL PHONES OFF before the start of 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.  
 
• Please check your e-mail regularly (i.e., in between class meetings). 
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CLASS SCHEDULE  
(subject to change w/o prior notice) 

 
 
8/29 (T) Introduction and Project 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
9/5 (T)  CRADLES TO CRAYONS SITE VISIT (4141 W George St, Chicago, IL 60641) 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
9/12 (T) Decision Making Process, Consumer Happiness & Materialism  
 

Readings: 
1. Snapple Case 
2. Burroughs, James, Lan Nguyen Chaplin, Mario Pandelaere, Michael I. Norton, 

Nailya Ordabayeva, Alexander Gunz, and Leslie Dinauer (2013), "Using Motivation 
Theory to Develop a Transformative Consumer Research Agenda for Reducing 
Materialism in Society," Journal of Public Policy & Marketing, 32 (1), 18-31. 

 
------------------------------------------------------------------------------------------------------------------------------- 
 
9/19 (T) Consumer Behavior among the Bottom of the Pyramid and Illiterate Consumers 
 

Readings: 
1. Mittal, Chiraag, et al. (2015), "Cognitive adaptations to stressful environments: 

When childhood adversity enhances adult executive function," Journal of 
personality and social psychology 109 (4): 604. 

2. Chaplin, Lan Nguyen, Ronald P. Hill, and Deborah Roedder John (2014), “Poverty 
and Materialism:  A Look at Impoverished Versus Affluent Children”, Journal of 
Public Policy and Marketing, 33 (1), 78-92. 

3. Viswanathan, Madhubalan, Jose Antonio Rosa, and James Harris (2005),  
“Decision-Making and Coping by Functionally Illiterate Consumers and Some 
Implications for Marketing Management,” Journal of Marketing, 69 (1), 15-31. 

 
------------------------------------------------------------------------------------------------------------------------------- 
 
9/26 (T) Consumer Behavior among Children 
 

Readings:  
1. John, Deborah Roedder. "Consumer socialization of children: A retrospective 

look at twenty-five years of research." Journal of consumer research 26.3 
(1999): 183-213. 

2. Chaplin, Lan Nguyen and Kathleen D. Vohs (2016), “Even Small Children Are 
Less Helpful After Touching Money”, Scientific American, June 21. 

 
------------------------------------------------------------------------------------------------------------------------------- 
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10/3 (T) Consumer Identity  
 

  Readings:  
1. Chaplin, Lan Nguyen and Deborah Roedder John (2005), “The Development of 

Self-Brand Connections in Children and Adolescents,” Journal of Consumer 
Research, 32 (June), 119-129. 

2. Reed, Americus, Mark R. Forehand, Stefano Puntoni, and Luk Warlop (2012), 
"Identity-based consumer behavior, " International Journal of Research in 
Marketing, 29 (4), 310-321. 

3. Gino, Francesca, Norton, Michael, and Dan Ariely (2010), “The Counterfeit Self: 
The Deceptive Costs of Faking It,” Psychological Science, 21, 712-720. 

 
------------------------------------------------------------------------------------------------------------------------------- 
 
10/10 (T) Culture 

 
Readings:  
1. Gomez, P. and Carlos Torelli (2015), “It’s not just numbers: Cultural identities 

influence how nutrition information influences the valuation of foods.” Journal of 
Consumer Psychology, 25 (July), 404-415. 

2. Revisit the Snapple Case. How has the United State’s health culture evolved? 
 

------------------------------------------------------------------------------------------------------------------------------- 
 
10/17 (T) TEAM MEETINGS WITH PROF. CHAPLIN  

[LOCATION: Lincoln Hall Room 207] 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
10/24 (T) STATUS UPDATE PRESENTATIONS TO C2C- MANDATORY ATTENDANCE 

[LOCATION: Lincoln Hall Room 207] 
 

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).  

 
------------------------------------------------------------------------------------------------------------------------------- 
 
10/31 (T) TEAM MEETINGS (NO CLASS MEETING) 

STATUS UPDATE WRITTEN REPORT DUE  
(TIME STAMPED BY 8:30PM-EMAILED TO PROF. CHAPLIN) 

 
------------------------------------------------------------------------------------------------------------------------------- 
 
11/7 (T) Lifestyles and Attitudes  

 
Readings: 
1. Susan Fournier (1988), “Consumers and their Brands: Developing Relationship 

Theory in Consumer Research,” Journal of Consumer Research, 24 (March), 343-
74. 

2. Ferraro, Rosellina, Amna Kirmani, and Ted Matherly (2013), “Look at Me! Look at 
Me! Conspicuous Brand Usage, Self-Brand Connection, and Dilution,” Journal of 
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Marketing Research, 50 (August), 477-88. 
3. Revisit the Snapple Case: What beverages are similar to Snapple today, in terms 

of consumer’s lifestyles and attitude? 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
11/14 (T) TEAM MEETINGS WITH PROFESSOR CHAPLIN 
 [LOCATION: Lincoln Hall Room 207] 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
11/21 (T) FINAL PRESENTATIONS- MANDATORY ATTENDANCE 

[LOCATION: Lincoln Hall Room 207] 
 

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).  

 
------------------------------------------------------------------------------------------------------------------------------- 
 
11/28 (T) TEAM MEETINGS (NO CLASS MEETING)  
  FINAL WRITTEN REPORT DUE 
 (TIME STAMPED BY 8:30PM-EMAILED TO PROF. CHAPLIN) 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
12/5 (T)  IN-CLASS CHALLENGE 
 DEBRIEF 
  
------------------------------------------------------------------------------------------------------------------------------- 


