
 

 
MKT 468 - Consumer Behavior 
Central Washington University 

Fall 2012 
 
 

Time:  M/W 10:00-12:10 p.m.  Instructor: Terry (Theresa) Wilson.  
Location: Shaw-Smyser 205   Office:        Shaw-Smyser 317 
E-mail: twilson@cwu.edu   Cell Phone: 206-300-4336  Before 9 p.m. 
Office Hours: 10:00 a.m. -2 p.m. Tuesdays or by appointment 
 
Required Texts: 
Consumer Behavior, 9th Edition by Michael R. Solomon in the University Book Store or online.   
Predictably Irrational: the revised and expanded edition by Dan Ariely in the University Book Store or 
online. 

CATALOG COURSE DESCRIPTION 
MKT 468. Consumer Behavior (5). Prerequisite: MKT 362 and admission to the major. An introduction 
to analysis of the consumer as a basis for marketing decisions. The analysis concerns who buys what, 
how the consumer uses the product, the significance of the product to the consumer, and the buying 
process. 
 
EXPANDED COURSE DESCRIPTION 
This course takes basic principles of anthropology, psychology, social psychology, and sociology and 
applies them to the field of consumer behavior.  Therefore, the study of consumer behavior integrates 
findings and theories from other basic research areas and applies them to solving marketing problems.  
The insights gained from this class should help you both professionally and personally as consumers.  
By providing insight into your customers’ decision-making, this course will help you run your business 
in a way so that you are providing superior customer value.  Further, this course will help you make 
better consumption choices in your personal life by having you analyze your own consumer behavior. 
 
COURSE OBJECTIVES 
 
After completing this course, students should have:  

• an understanding of consumer behavior and influence processes from a variety of perspectives. 
• the ability to generate ways of applying the basic principles underlying human behavior to a 

variety of business contexts and situations. 
• an appreciation and understanding of how the study of other areas besides business help to 

understand the processes of human behavior. 
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Course Organization: 
This course will be successful only with joint effort.  I will work to stimulate your interest and learning, 
while you should be prepared to discuss and analyze the concepts learned.  Students are encouraged to 
ask questions, actively participate in discussion and to comment on readings and lectures.  Because the 
text is organized around the lectures, the textbook will be used as a resource material.  You should note 
that although the text supports the lectures, we will not rehash the text.  However, you will be 
responsible for knowing the material from required readings whether it is explicitly covered in class or 
not. 
 
The general format of each class will be: 
 

Discussion of any questions that students have about the past material or about the class in 
general. 
Discussion of the major points of the textbook chapter using textbook Powerpoint slides 
Discussion of additional readings, movies, mini-cases, etc. 

 
The textbook is there to provide you with the structure, definitions, and possible applications of the basic 
principles of consumer behavior.  The other book, the movies, and mini-cases are to give you further 
understanding and practice in applying principles you learn in other fields to consumer behavior.  
 
Course Requirements: 
 
2 Exams:   Each exam will consist of short answer (a paragraph or 2) essay questions.  All exams are 
open notes/open books.  All material from the textbook readings, other assigned readings, plus anything 
discussed in class will be considered relevant for the exams. Each of the exams will be worth 20% of the 
course grade.  The final exam will held during the scheduled final exam time for this class.   
 
Online Quizzes: There will be an online quiz on the readings for each day that readings are assigned.  
You are required to take and finish the quiz before class starts on for the day the readings are assigned.  
These quizzes will consist of 10 true/false,  fill-in-the-blank, and/or  multiple choice questions.  If you 
have done the reading, the answers should be known to you or easy to find.  You will have 45 minutes to 
complete the quiz once you start it.  If you have any trouble completing the quiz once you start it, send 
me an email, and I will consider re-starting it for you.  I will not re-start a quiz for you if you run out of 
time finishing the quiz.  These quizzes are designed to be preparation for class to make class discussions 
more interesting and valuable.  I will drop the lowest quiz score that you get, so that your final quiz 
grade will be the average of all remaining quizzes rounded to the nearest whole number. 
 
Class Participation.  Class participation is a critical component of this course. Much of the learning in 
this class occurs from discussing various theories and applications of marketing tools with each other.  
Lack of participation will severely limit your learning.  Students must be prepared and willing to discuss 
what they have learned. Each meeting in the term will be valued equally. Class participation is worth 
10% of the course grade.  You will receive points based on my subjective opinion of the quality and 
quantity of your class participation in any class exercise. Each reading/discussion day, you should be 
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fully prepared to discuss the assigned readings.  My expectation is that all readings and assignments will 
be completed on-time, professionally, and that you will be prepared to thoroughly discuss the included 
content. 
 
Each day of class will be equally valued.  Evaluation will include preparation (i.e., the ability to respond 
accurately to content questions, the ability to effectively use content to evaluate and analyze marketing 
strategies), participation in both small and large group discussions, and overall involvement and 
contribution to the class.  In general, participation scores will be calculated as follows: 
 
A=student is well prepared, is able to accurately identify and apply information from the readings in 
relevant course discussion, actively participates in both small and large group discussions. 
 
B=student is prepared, demonstrates above-average proficiency in being able to identify and apply 
information from the readings in relevant course discussion, actively participates in small group 
discussions, makes modest large group contributions. 
 
C=student has read required material before class and is able to accurately identify information from 
course readings, student participates in small group discussion with little or no large group contribution; 
student is “on-task” in all in-class activities/exercises. 
 
D=student is not well prepared for class, has trouble accurately identifying relevant information from 
course meetings, little or no valuable contribution to small or large groups, evidence of being “off-task” 
in class. 
 
F=student unprepared for class, no evidence that readings have been completed; little to no contribution 
to small or large groups, student “off-task”, including sleeping, studying for other courses, etc. 
 
Participation in the First Day Survey:  You will receive at one point (up to 5 points) for each participant 
you get to take the First Day Survey.  A copy of the survey is available on Blackboard.  Print out a copy 
for each participant and record how long it takes them to complete the survey.  This is due on September 
24. 
 
Participation in VALS2 exercise:  You will receive one point (up to 5 points) for each person (besides 
yourself which is required) you get to fill out a VALS2 survey for class on October 8.  You should print 
out the primary and secondary descriptions for each participant.  Ask and record how well they feel that 
those descriptions reflect their personality and lifestyle.  If you know the participant well, record your 
feelings as to how the description fits them.  What fits and what doesn’t? 
 
The VALS2 survey is available at http://www.strategicbusinessinsights.com/vals/presurvey.shtml. 
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Term Project: 
 
Consumption Journal & Analysis plus Presentation:  The point of a term project is to give students the 
opportunity to apply the theory of what they have learned in class to the real world.  Each student will 
individually complete a Consumption Journal and Analysis project.  Details of the assignment follow 
later in the syllabus.  The oral presentation and written Consumption Journal & Analysis are worth 30% 
of the final course grade. 
 
All late term projects will lose 20% of their possible points per 24 hour period. Term projects are 
due by noon on November 19 through SafeAssign on Blackboard.  Any projects uploaded after 
noon will be considered late. 
 
Possible Extra Credit:  Students will have the opportunity to gain extra credit points by organizing a 
“Teach the Professor” Day where students will put together a lesson on social and mobile media and 
consumer behavior.  The students involved can choose the specific topic(s) of discussion, but they must 
be relevant to social and mobile media and consumer behavior.  I suggest including some readings on 
the topics of discussion along with a multimedia demonstration of the impact of the social media.  
Suggestions for topical areas include the use of QR codes, ROI of social media, consumer privacy 
concerns (a demonstration of Collusion on Firefox, for example), or the use of smart phones as payment 
instruments.    Each student involved may receive up to 5 additional points depending on the 
performance of the exercise.  Students may sign up to participate in this day anytime up to October 31.  
No students may participate in the extra credit points after this day.   
 
Grading: 
All courses within COB are structured on the 100 grade point scale. Consequently all material including 
papers, exams, essays, participation, etc. sum to a total of 100 pts.  Consistent with being an upper level 
business course, average work will be scored as a C.  Average work includes submitting assignments 
that meet stated assignment criteria, but lack greater than average insight or analysis.  Grades of A and B 
are reserved for above average and outstanding work.  Grades will be assigned on the following scale:   
  94-100%= A  74-77% = C   
  90-93%  = A-  70-73% = C-  
  88-89%  = B+  68-69% = D+    
  84-87%  = B  64-67% =D 
  80-83% = B-  <64%   =F 
  78-79% =C+ 
     
Thus, the 2 exams are each worth 20 points, the online quizzes are worth 10 points, class participation is 
worth 10 points, the VALS2 exercise is worth 5 points, the First Day Survey is worth 5 points, and the 
term project is worth 30 points.  This totals 100 points.  Your grade will be the total number of points 
you receive out of 100 (plus any extra credit points) converted to the appropriate letter grade.  There is 
no curve in this class. 
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Course Policy on Exams: 
All students are required to take each exam at the time and date specified on the syllabus.  There is no 
excuse for missing an exam except for illness (for which you must provide a doctor’s note) or death in 
the family (for which you must provide an obituary or death certificate).  No exceptions will be made. 
 
Plagiarism and Cheating:  
All work in this course must be completed in a manner consistent with the CWU Code of Conduct on 
plagiarism, cheating, sexual harassment and diversity (See CWU Catalog Appendix A & B).  The course 
will be taught in a manner consistent with the CB Honor Code, “As College of Business students we 
pledge to uphold these standards of professionalism and conduct ourselves in accordance with them. We 
will not lie, cheat, or steal, and will not tolerate those who do. Our behavior defines who we are and 
what we will become.”  Any instance of plagiarism or cheating will result in the student(s) flunking the 
course.  I am not kidding.  I average one student a year that gets an “F” due to cheating or 
plagiarism.   
 
Disability Accommodations 
 
Any students with disabilities who need accommodation in this course are encouraged to speak with the 
instructor as soon as possible to make appropriate arrangements for these accommodations. 
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MKT 468: Consumption Journal and Analysis Project 

 
The term project is to individually complete the Consumption Journal and Analysis.  You will present 
your analysis orally in class, and submit both a copy of your PowerPoint presentation and a written 
paper detailing your analysis.   
 
The goal of this assignment is to gain a deeper understanding of your own consumption behavior(s).  
Utilizing a minimum of 12 purchases/consumption situations, you will analyze your consumption in 
light of course theory and concepts. 
 
Using the attached template, or similar format, you should maintain a journal detailing your 
consumption throughout the term.  You should keep as detailed information as possible to enhance your 
integrated analysis at the end of the term.  A minimum of 12 journal entries are required in your 
consumption journal, including at least three high involvement and three low involvement purchases.  
Each purchase should be documented with the receipt of the purchase. Any entry without a receipt will 
not count towards to the 12 journal entry minimum. Each entry should be analyzed briefly individually.  
Subsequently, you should seek to integrate your analysis across your journal entries, identifying relevant 
patterns, influences and preferences in your consumption.  You should conclude your paper with an 
overall statement detailing what you have learned about your own consumption.  Your analysis should 
be specific, detailed and integrated with relevant course concepts and theories.  Potential areas of 
exploration include but are not limited to:  consistent external forces influencing your behavior; 
situational factors that influence your behavior; learning theories and what effect learning has on your 
behavior; attitude formation and change; decision-making from problem recognition to post-purchase; 
differences between high and low involvement decision-making.   
 
Your written paper should not exceed 12 double spaced pages (or equivalent). The written project will 
account for 75% of the project grade.  Reports should be professionally written, including in-text 
citations and a complete list of references (APA style).     
 
You should prepare an 8 minute presentation based on your written report.  The presentation should not 
be a “reading” of the written report, but rather a compelling summary, integration and professional 
presentation of the report.  Presentations will be worth 25% of the project. Attendance is mandatory on 
all presentation days, whether you are presenting or not.  Skipping class on a presentation day will result 
in a 5 point deduction from your course participation grade. 
 
The Consumption Journal and Analysis plus the oral presentation are worth 30% of the course grade. 
 
Project Presentations will take place on November 19, November 26 and November 30.  The written paper 
for all presentations is due November 19.   Copies of the PowerPoint presentations are due at the time 
of presentation. 
 
The following journal entry template should be considered a guide.  The outline provided in the template 
is intended to structure your thinking into a logical flow of ideas, but does not represent a “formula for 
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the project.”  Do not feel limited by the information provided in the template.  Creativity is encouraged 
and your product/service consumption will ultimately dictate the structure of your project.   
 
Purchase Diary-Example 
 
Date of purchase:_________________ Time of day:_______________ 
 
Total purchase amount:____________ __Cash   __Debit   __Credit   __Other 
 
Name of Business:___________________________ 
 
Location of Business:_________________________ 
 
What was purchased?______________________________________________________ 
 
Why was it purchased?_____________________________________________________ 
 
________________________________________________________________________ 
 
Have you purchased this product before?_______________________________________ 
 
How did you learn about the product?__________________________________________ 
 
What other products were/are in your consideration set?____________________________ 
 
Why did you choose this product?_____________________________________________ 
 
What factors were important in your selection of this product?_______________________ 
 
_________________________________________________________________________ 
 
What attitude did you have about the product prior to purchase?  What was the basis of that attitude? 
 
__________________________________________________________________________ 
 
Who did you buy it for?  Explain:____________________________________________ 
 
Was it a planned purchase? Impulse purchase?__________________________________ 
 
 
 
Did any environmental and or situational factors influence this purchase? Explain:______ 
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________________________________________________________________________ 
 
Was someone else with you at the time of purchase?  Who?________________________ 
 
Did they influence your buying?______________________________________________ 
 
________________________________________________________________________ 
 
How did you feel after the purchase?__________________________________________ 
 
________________________________________________________________________ 
 
Will your post-purchase reaction influence subsequent purchase decisions?  If yes, how? 
 
________________________________________________________________________ 
 
What relevant course concepts/theories are demonstrated in this purchase?  How? :______ 
 
________________________________________________________________________ 
 
Any other important information regarding this purchase?__________________________ 
 
________________________________________________________________________ 
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Course Schedule 

 
September 19 
Introduction  
We will discuss the syllabus and expectations for the class.  You will complete the First Day Survey. 
 
September 24 
Perception  
We will discuss the way consumers perceive information: exposure, attention, and interpretation. 
 
You should read Chapters 1 and 2 from the textbook before attending this class.  There is no online quiz 
for this class. 
 
***First Day Survey from outside participants is due. *** 
 
September 26 
Learning and Memory  
 
You should read Chapter 3 from the textbook, the chapter entitled “The Truth About Relativity” from 
Predictably Irrational, and take the online quiz before coming to class. 
 
October 1 
Motivation  
We will be discussing motivation, needs vs. wants, and consumer involvement. 
 
Read Chapter 4 in the textbook, the chapter entitled “The Influence of Arousal” in Predictably Irrational, 
and take the online quiz before coming to class.   
 
October 3 
The Self 
We will be discussing elements of the perception of the self. 
 
Read Chapter 5 in the textbook, the Chapter 4 link from The Upside of Irrationality on Blackboard under 
Course Links, and take the online quiz before coming to class. 
 
October 8 
Personality and Lifestyle 
We will discuss the use of personality and lifestyle in the consumer behavior process. 
 
Read Chapter 6 in the textbook, take the online quiz, and do the VALS2 exercise before coming to this 
class. 
  
*** VALS2 exercise from outside participants is due. ***
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October 10 
Attitudes  
We will be discussing the role of advertising and attitudes: how they are learned, formed, and what the 
consequences are for marketers. 
 
Read Chapter 7 in the textbook, the chapter entitled “The Effect of Expectations” in Predictably 
Irrational, and take the online quiz before coming to class. 
 
October 15 
Attitude Change  
We will discuss the ways marketers might be able to effect attitude change.   
Read Chapter 8 in the textbook before coming to class and take the online quiz before coming to class. 
 
October 17 
Individual Decision Making  
We will be discussing the different influences on individual decision-making including problem 
recognition, information search, and the final decision. 
 
Read Chapter 9 in the textbook, the chapter entitled “Keeping Doors Open” in Predictably Irrational, 
and take the online quiz before coming to class.   
 
October 22 
How We Buy  
We will discuss how consumers obtain their goods and what situational influences exist that aid their 
decisions. 
 
Read Chapter 10 in the textbook, the chapter entitled “The Cost of Zero Cost” in Predictably Irrational,  
“The 11 Ways that Consumers are Hopeless at Math” link on Blackboard, and take the online quiz 
before coming to class. 
 
October 24 
Mid-term Exam  
The Mid-Term Exam will consist of the choice of 5/6 short, essay-type questions to answer.  The 
exam will be open-book, open-notes.  You will have the whole class period to complete the exam.  
The Mid-term will cover everything covered up to and including Individual Decision-Making. 
 
October 29 
Group Influences on Consumers  
We will discuss the different types of groups we belong to and how they affect our choices as 
consumers. 
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Read Chapter 11 in the textbook, the chapter entitled “The Context of our Character, Part I” in 
Predictably Irrational, and take the online quiz before coming to class. 
 
October 31 
Organizational and Household Decision Making 
We will be discussing the influences in group buying. 
 
Read Chapter 12 in the textbook, the chapter entitled “The Fallacy of Supply and Demand” in 
Predictably Irrational, and take the online quiz before coming to class. 
 
November 5 
Income and Social Class Influences  
We will be discussing the sub-cultural influences of socio-economics on consumer behavior.  Do the 
rich and poor buy differently? 
 
Read Chapter 13 in the textbook and take the online quiz before coming to class. 
 
November 7 
Ethnic, Racial and Religious Subcultures/Age Subculture 
We will discuss the demographics and changing aspects of these subcultures in the United States. 
  
How is consumer behavior influenced by age?  What are the differences in the generations?  What 
affects the youth market and the gray market? 
 
Read Chapters 14 and 15 in the textbook before coming to class.  There is no online quiz for this day. 
 
November 12 – All draft versions of Term Projects are due to my email by noon on this day. 
School Holiday – Veterans Day 
 
November 14 
Consumer Behavior and Social/Mobile Media 
Extra Credit Day - Readings to be announced 
 
November 19 – All Term Project papers are due today. 
Presentation Day for Term Projects  
Students will be presenting their term projects to the whole class.  Class attendance is required for 
this day.   
 
November 21 
School Holiday - Thanksgiving 
 
November 26 
Presentation Day for Term Projects  
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Students will be presenting their term projects to the whole class.  Class attendance is required for 
this day.   
 
November 30 
Students will be presenting their term projects to the whole class.  Class attendance is required for 
this day. 
 
December 4 
Final Exam  
The Final Exam will be on this day from 8-10 a.m.   The Final Exam will be cumulative, but based 
on the last half of the course (after midterm).  It will be open-book, open-notes. 
 
 
The above schedule and procedures in this course are subject to change in the event of circumstances 
beyond the instructor's control. 
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