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MKTG 561 
Consumer Behavior  

 
Department of Managerial Studies 

College of Business Administration  

University of Illinois at Chicago  

Fall 2018  

 
 

COURSE INFORMATION 

  

 Instructor: Dr. Elina Tang 

Course Number (CRN): 12942 

 Credit Hours: 4.0 hours 

Time and Location:  

Mondays 6:00 pm-8:30 pm, 2LH 312  

Aug 27, 2018 - Dec 07, 2018 

 

INSTRUCTOR INFORMATION 

 

 Phone: (312) 996-5349 

E-mail: etang@uic.edu  

 Office Location: University Hall 2208 

Office Hours: Mondays 4:30 p.m. - 5:30 p.m. and by appointment 

 

Please use subject line “MKTG 561 Consumer Behavior your full name” line to ensure 

receiving prompt response. Emails should address the instructor using appropriate language and 

respect. Practice positive and professional communications skills. Refer to the communication 

protocol from UIC College of Business Administration Academic Advising Syllabus for further 

information. 

 

Note, I generally respond to emails within 24 hours, but let me know if you don’t hear 

from me within 48 hours. DO NOT email me from within Blackboard. Use my real email 

address above. If you have questions about an assignment, EMAIL ME THE DAY BEFORE 

THE DUE DATE at the latest. Plan ahead; do not email me last-minute and expect to get a 

response.  
 
 

 

 

 

 

 

 

 

 

 

 

 

mailto:etang@uic.edu
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RESOURCES/MATERIALS 

 

Required:  

 

Solomon, Michael R., 2017, Consumer Behavior: Buying, Having, and Being, 11 Edition, NJ: Prentice 

Hall, ISBN-13: 978-0134129938; ISBN-10: 0134129938. 
 

 
 
 

 

The Upside of Irrationality: The Unexpected Benefits of Defying Logic, Dan Ariely, Harper Perennial 

(2011), ISBN-10: 0061995045, ISBN-13: 978-0061995040. 

 

 
 

Other:  
 

 There is a Blackboard course website (https://uic.blackboard.com/). Please check it regularly 

for announcements, especially the evening before class. Additional required readings will be 

provided to you on Blackboard course website. 
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 Optional Reading: 

 

Predictably Irrational, Revised and Expanded Edition: The Hidden Forces That Shape 

Our Decisions, Dan Ariely, 2010, Revised and Expanded Edition, Harper Perennial. ISBN-

10  9780061353246.  
 

 

COURSE DESCRIPTION & LEARNING OUTCOMES: 

 
This course is about the application of knowledge from the behavioral sciences to the study of consumer 

behavior. Individual and group influences on consumer preferences and purchasing patterns are 

considered. Both theory and application are stressed. 

 

The objective of the course is 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 gain the knowledge and tools he or she needs to 

discover, analyze, and understand consumer behavior. The student 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 social and cultural factors. (4) How 

marketers strive to use an understanding of consumer behavior to promote effective marketing such 

as through advertising, product design, and sales promotions. 

 

Course goals will be achieved through several means – lecture and discussion, assignments, and a 

semester-long group-based project.  Lectures and class discussions will be designed to introduce 

concepts. Often, 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. A few classes may be conducted through Blackboard 

Collaborate and detailed instructions will be provided to you beforehand.  

 

COURSE REQUIREMENTS 

 

Please write MKTG 561 group number, your name(s), and date in separate lines at the top of each 

assignment. Staple (paper clips not acceptable) your assignments to earn 10% of the grade 

automatically. This means you will lose 10% of the grade if the assignment is not stapled. 

 

Turn in a hard copy of the assignment and also submit it on Blackboard, unless otherwise noted in the 

assignment. If you submit only one of these, you will only receive up to 90% of the grade. Either a 

Word or PDF file is acceptable. Please submit only ONE file per assignment (i.e., do not email your 

exhibit created in excel as a separate excel file, but rather create a table/figure and insert it into your 

Word document). A late submission of any assignment will result in a loss of 50% of the grade 

immediately, and zero if it is more than two days late. 
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Consumer Behavior Research Group Project: Each student will participate in a project which will be 

completed in groups. It will serve to provide hands-on experience, and illustrate the concepts and 

methods discussed in class. A complete description of this project will be given to you separately. 

Periodic assignments are due throughout the semester. They will help to pace the task and provide me 

the opportunity to give you timely feedback. To prevent free-loading behaviors, group members will be 

asked to evaluate each other’s contributions to the project. These evaluations are confidential and may 

significantly affect the project grade for each group member.  

 

Social Media and Consumers Presentation: 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. Each project group will choose TWO social media websites to present. 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. Make explicit reference to 

course materials in your slides. The presentation will be up to 15 minutes long, plus 5 minutes of 

Q&A. Everything you need to know about this presentation is in this syllabus.  

 

Exam: There will be two mandatory exams. The exam may consist of multiple choice, true or false, 

short essay questions and/or problems. The questions will be drawn from the class discussions, class 

materials, and textbook.   

 

Due to time constraints, I will NOT lecture on every detail covered in the text or additional assigned 

readings. I do expect you to go over the text thoroughly - everything in the text can be covered in the 

exam, whether or not I lecture on it in class. For the additional assigned readings, however, the exam 

will only cover what we have discussed in class. 

 

Class Attendance and Participation (12 points): Class attendance and participation are critical to the 

success of each student. I take it as a given that—if you attend class—you will participate to the best of 

your abilities. If you are absent, you cannot contribute to the class. Thus, I award points on the following 

basis for attendance. Think of this as you would an hourly job. If you show up, you get paid. If you 

don’t show up, you don’t get paid. If you accept a job offer, you make a commitment to come to work 

regularly. Similarly, you made a commitment to attend classes regularly when you registered for this 

course. Everyone gets 10 points at the beginning of the semester. I allow one missed class. Beyond that, 

each class you miss results in a full percentage point deduction from your final grade. I will distribute an 

attendance sheet in each class and collect it within the first 10 minutes of class. You may not sign in 

after that. Students who have missed two or fewer classes can earn up to 2 points for outstanding 

participation.  
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Subject to Change Notice: All material and assignments are subject to change. It is your responsibility 

to stay in touch the instructor, review the course site regularly, or communicate with other students, and 

adjust as needed if assignments or due dates change.  

Missed Class: If you miss class, it is your responsibility to obtain the lecture or discussion notes, 

assignments, 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. 
 

Assignments, exams, and presentations missed as a result of an unexcused absence may not be 

made up.  An excused absence is one that is provided to the instructor in writing AND in advance of the 

class meeting that is to be missed. For an excused absence, you can earn up to 75% of the grade. Written 

proof (e.g., doctor’s note) is required. The ultimate decision as to whether an absence is excused lies 

entirely with the instructor.  

In-Class Policies and professional conduct: 

 Be on time. If you come to class late and miss the attendance sheet, you can stay, work, and be 

instructed, but you will receive an absence.  

 Please use your name tent in class.  

 Turn off your cell phone and tablet before class. 

Academic Deadlines: See http://grad.uic.edu/cms/?pid=1000222 

Course Evaluations: Students are encouraged to complete confidential course evaluations online 

known as "Students for the Improvement of Teaching" evaluation. You will receive an email from the 

Office of Faculty Affairs inviting you to complete your course evaluations, and you will receive an 

email confirmation when you have completed each one. Your answers will remain completely 

confidential, as student names will never be linked to the feedback they provide. 

 

 

GRADING POLICIES   
 

Course performance will be measured according to the following weightings: 

 

Group Project  28% 

Social media and consumers presentation 10% 

Exam 1 25% 

Exam 2 25% 

Attendance and Participation  12% 

TOTAL 100%  

 

 

GRADING SCALE 
 

Performance will be evaluated and grades assigned based on the following scale:  

http://grad.uic.edu/cms/?pid=1000222
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A = 90% and above (Outstanding) 

B = 80% to 89yk,.99% (Good) 

C = 70% to 79.99% (OK) 

D = 60% to 69.99% (Needs Help) 

F = Below 60% (Not Good / Fail) 

 

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://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.  

 

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 CBA Student Code of Ethics found on pages 8-9 of the UIC Business Student 

Handbook: http://business.uic.edu/docs/default-source/default-document-library/handbook-2013-2014-

for-website.pdf?sfvrsn=2 

 

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/Standards%20of%20Conduct.pdf and 

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

 

For a complete review of UIC policies regarding intellectual integrity and academic honesty, please 

visit: http://www.uic.edu/depts/dos/conductforstudents.shtml. 

 

  

http://www.uic.edu/depts/oaa/disability_resources/index.html
http://business.uic.edu/docs/default-source/default-document-library/handbook-2013-2014-for-website.pdf?sfvrsn=2
http://business.uic.edu/docs/default-source/default-document-library/handbook-2013-2014-for-website.pdf?sfvrsn=2
http://www.uic.edu/depts/dos/docs/Standards%20of%20Conduct.pdf
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
http://www.uic.edu/depts/dos/conductforstudents.shtml
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MKTG 561 Consumer Behavior  

Tentative Couse Calendar   
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

WEEK DATE TOPIC 

1 8/27 Introduction / Course Overview (Ch. 1);  

Finding your group 

 

2 9/3 Labor Day 

 

 

3 9/10 Exposure, Attention, & Perception (Ch. 3); 

Group project topic selection & discussion 

 

4 9/17 Motivation, Affect, & Needs (Ch. 5);  

Self & Values (Ch. 6, Assigned Reading) 

 

5 9/24 Research Design & Group Project (Blackboard Collaborate) 

 

6 10/1 Exam 1 

 

 

7 10/8 Midterm Group Project Presentation, ppt due 

(20 minutes per group, subject to change depending on the number 

of students) 

8 10/15 Attitude & Persuasive Marketing Communications (Ch. 8) 

 

 

9 10/22 Groups & Social Media Part I (Ch. 11);  

Preparation for Social Media presentation 

 

10 10/29 Judgment & Decision Making (Ch. 9);   

Choice Framing & Context Effects continued (Assigned Reading) 

 

11 11/5 Exam 2 

12 11/12 Groups & Social Media Part II: 

Social media and consumers presentation (15 minutes per group) 

13 11/19 Project meeting 

14 11/26 Current topics 

 

 

15 12/3 Group Project Presentation; Project report and ppt due 

(20 minutes per group, subject to change depending on the number 

of students) 

16 Finals week Good Luck! 


