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Course Syllabus  

 

Course	Details		
 

Course Title  Consumer Behaviour 
Course Code  
Credit Hours  3 
Semester & Year  Fall Semester, 2019- 2020 
Pre-requisites None  

Contact	Hours	
 

Class Type  Days  Time  Classroom  

Lecture  Tuesdays 1:00 pm to 4:00 pm  IBS 331 

Instructor	details	
 

Instructor:  Prof. Ma Lin 
Room IBS 941 
Office Hours Wednesday and Friday- 11:00 am to 12:00 am 
Email malin@bfsu.edu.cn 
Telephone 18611269349 

Course	Introduction		
 
Consumer behavior is the study of the processes involved in selecting, purchasing, using, evaluating, 
and disposing of products and services that will satisfy a person’s needs. It is concerned not only with 
what consumers buy but also with why, when, where, and how they buy it. This course is designed 
to be an introduction to the theories and research which help us understand and predict consumer 
behavior in the marketplace, with the goal of understanding how these theories can be used to inform 
the development and implementation of successful marketing actions. The focus will stress individual 
oriented theories over more socially oriented approaches. Many of these theories come from 
psychology. However, over the years, the distinctions between social science disciplines have blurred. 
Therefore, the content of this course will also borrow from theories and research in other social 
science fields such as sociology, communications, anthropology, and economics. 

Course	Objectives	
 
1. Knowledge: Students will be exposed to the core building blocks of consumer decision making 

and more specifically the processes that are involved in the range of decisions that consumers have 
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to make. We will explore the various facets and complexity of decision making “in context”. For 
example, consider and compare the following purchase situations: buying a bottle of water versus 
buying a computer. What if you are not buying a product for yourself but as a gift and you want 
to impress somebody? I hope that you can appreciate the different factors that are at play in each 
situation. 
 

2. Skills/Ability: For each topic, we strongly emphasize on the strategic implications for 
organizations: how does consumer behavior-and the insights derived from it-inform the strategic 
decisions of organizations. That is, a key component and learning outcome of the course is the 
ability to connect the insights through the lens of the theories of consumer behavior to managerial 
and organizational activities: both strategic and tactical. For every concept that we will study in 
this course, you must be able to articulate the “strategic implications”. 
 

3. Quality: Students will work in groups for some of the class activities and thus will learn how to 
work in groups. This course will also allow different groups of students to defend and present their 
arguments to other groups of students. As this is a course taught to international students studying 
in China, we will also include discussion topics such as cross-cultural consumer behavior 
comparisons, so that you can think more strategically about how to engage and market to Chinese 
consumers as compared to consumers in your own country and elsewhere.  

 
 
Contribution	to	Mission	&	program	learning	goals 
 

Contribution to 
Mission 

■ Global vision  Social responsibility ■ Cross-cultural 
competence 
 Multi-region studies ■ Professional Knowledge and 
Competency 
 

Contribution to 
program learning 
goals: Bachelor of 
Management (Major 
in Business 
Administration)  
 

■ Goal 1：Students have professional knowledge and 
competency in applying theoretical knowledge.  
 
■ Goal 2：Students have the ability to conduct cross-cultural 
communications in global context. 
 
 Goal 3: Students have an awareness of ethic behaviors and 
social responsibility. 
 

 
 

Teaching	Methodology	

The class consists of lectures, discussions, videos, case analyses, presentations, and group projects. 
Because the course depends on active learning on the part of students and group interaction among 
students, it is essential that students regularly attend class, prepare in advance of the classes, and 
participate productively. 
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Course	Materials	and	Readings	
 

1. Required Readings 
Students must buy (or have a copy of) the main book for the course which is: Solomon, M. 
Consumer Behavior: Buying, Having and Being. 12th Edition. Pearson. This is the latest edition 
which has been extensively updated to reflect the major trends and changes in marketing that 
impact the study of consumer behavior.  
 
Other reading materials (e.g. relevant news items, reports, academic papers, case materials) 
related to specific topics of the lectures will be distributed to students before each class meeting 
on Blackboard. 
 
It is essential that students finish all the required readings (textbook chapters and other assigned 
materials) in a timely manner and get prepared for discussion in class.  

 

2.  Recommended Readings 
To develop a more engaging attitude towards this course, students are encouraged to consult the 
research curations section of the Journal of Consumer Research (online). This journal is one of 
the best if not the best peer reviewed academic journal in consumer research and, in that section, 
you will get an idea of the key research themes that are being researched by academics in 
consumer behavior.  
The website link is: https://academic.oup.com/jcr/pages/research_curations  
You are also encouraged to visit the website of the journal to explore how some of the research 
findings in consumer behavior are guiding the strategy of companies or even government policy.  

 

3.  Useful Resources  

You can also refer to the following top academic journals in marketing and research/consulting 
companies’ websites for the latest research findings and developments on consumer behavior. The 
last two particularly focus on China. 
 Journal of Marketing 
 Journal of Marketing Research 
 Journal of Consumer Psychology 
 Journal of International Marketing 
 Journal of Advertising 
 International Journal of Advertising 
 Psychology and Marketing 
 Nielsen, leading global marketing research firm (www.nielsen.com/cn) 
 Kantar Millward Brown, global leader in brand strategy consulting, advertising development 

and optimization (www.millwardbrown.com)  
 Interbrand, the world’s leading brand consultancy (www.interbrand.com) 
 iResearch, the leading provider of online audience measurement and consumer insights in 

China (http://www.iresearchchina.com) 
 DCCI, Data Center of China Internet (www.dcci.com.cn) 

Assessment	Method	
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Your grade will be determined by your performance on individual and teamwork participation. The 
final grade will be determined as exhibited in Table 1.  
 

Table 1. Assessments and percentage 

Assessment Task & Graded Elements Weighting 

Post-class Work and Assignments 20% 

Participation in Class Activities /Pop In-class 

Activity or Quiz /Attendance 

20% 

Mid-Term Exam 30% 

Final Exam 30% 
 
 
Assessment Criteria 
 
1. Post-class Work and Assignments:    20% 

This will consist of post-class reading assignments and individual/group activities. The 
individual/group activities include, but are not limited to, case analysis, response to assigned 
reading materials, small-scale field research, etc. The reading materials and detailed requirements 
of the activity assignments for each session will be uploaded on BB ahead of each class. So please 
DO follow BB closely.   

 
2. Participation in Class Activities /Pop In-class Activity or Quiz /Attendance: 20% 

10% of marks for this section will be based on participation in class discussion and the pop in-
class activities/quizzes.  
 
A critical component of the success of this course depends on you. Although the obligation to 
speak up can be intimidating to some, this class relies on informed engagement for learning. You 
should be prepared to contribute to class discussions throughout the semester by raising issues 
that are relevant to the current focus of the class. Preparation and engagement are crucial to 
effective class contribution. You are expected to attend every class session having read and 
thought about the assigned material. You should always be prepared to contribute to the class 
discussions and demonstrate your preparation by asking questions whenever necessary and 
integrate the vocabulary and concepts from the readings into your class comments. A contribution 
to class discussion is a comment that possesses one or more of the following properties:     
 

 Uses logic, evidence, and data to support conclusions, and is more than an expression 
of an opinion or feeling; 

 Shows curiosity, creativity, and the willingness to experiment;  
 Takes into consideration the ideas already offered by others, and moves the analysis 

forward to generate new insights; and/or  
 Helps others feel safe about participating.     
  

Comments that are vague, repetitive, unrelated, disrespectful of others, or without sufficient 
foundation are discouraged and will be evaluated negatively. High quality class contribution 
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involves knowing when to speak and when to listen or allow others to speak. I will undertake 
“supportive cold calling” to encourage balanced involvement, to ensure appropriate preparation 
and attention, and to elevate the quality of in-class discussions. 
 
There will be about three pop in-class activities or quizzes throughout the semester. The pop in-
class activities/quizzes will NOT be announced in advance and are not subject to make-up and 
will not be accepted late. So try to attend every single class so as not to miss any of these 
activities/quizzes and the grades. 
 
10% of your grade for this section will come from, according to school policy, attendance. If you 
will be absent or late, or if you must leave class early, you are expected to inform me via email 
prior to class. Excused absences must be approved by the Teaching Affairs Office of the school. 
Missing one third of the classes or more will result in failure of the course. Leaving class (and 
returning) is disruptive to other students (and to me), so please try to avoid it.  For details of the 
penalties associated with turning up late or missed classes, please refer to the main student 
handbook.  

 
3.  Mid-Term and Final Exams:   60 % 

The two non-cumulative exams (mid-term and final) will cover all of the assigned readings, 
lecture, in-class exercises, and class discussion materials up to the date of the exam. Exams will 
consist of true/false, multiple choice, and short essay questions.  

 
* You may (or may not) have an opportunity to earn a limited number of extra credit points (maximum 
10 points; you cannot earn more than 10 extra credit points) by participating in research projects. If 
you choose not to participate, your grade will not be affected adversely in any way. 
 
 
This class also follows the rules and expectations regarding letter grades provided by BFSU and it 
also follows the grading curve policies. See table 2. 
 

Table 2. Number and letter grade correspondence 

Points Grades Grade points 

90-100 A 4.0 

85-89 B+ 3.7 

82-84 B 3.3 

78-81 B- 3.0 

75-77 C+ 2.7 

72-74 C 2.3 

68-71 C- 2.0 

64-67 D+ 1.5 

60-63 D 1.0 

0-59 F 0 
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Course	Outline	 	
 

Week Date Content Textbook Chapters Assignments *
1 09/03 Introduction to the course  Chapter 1 

2 09/10 Perception Chapter 3 

3 09/17 Learning and Memory Chapter 4 

4 09/24 Motivation and Affect Chapter 5 

5 10/01 National Day Holiday No class meeting 

6 10/08 The Self Chapter 6 

7 10/15 Personality, Lifestyles, and Values Chapter 7 

8 10/22 Mid-term test  

9 10/29 Immersion Week* No class meeting 

10 11/05 Attitudes and Persuasive 
Communication Chapter 8 

11 11/12 Decision Making Chapter 9 

12 11/19 Buying, Using, and Disposing Chapter 10 

13 11/26 Groups and Social Media Chapter 11 

14 12/03 
Income and Social Class

Subcultures Chapter 12, 13 

15 12/10 Culture Chapter 14 

16 12/17 Review  

17 Exam Week 

18 Exam Week 
*The time of the immersion week may be different and the schedule will be adapted accordingly. 

Session	Details		
 
Below is the outline of major issues/topics to be covered in each session, which is subject to change 
based on the development of the class. 
 
Session	1,	09/03	
	
Introduction		
 What	is	consumer	behavior?		
 The	importance	of	studying	consumer	behavior		
 Consumer	behavior	as	a	field	of	study	
 Outline	of	the	course	and	requirements	
	
Session	2,	09/10	
 
Perception  
 The	three‐stage	perception	process	
 Sensory	Threshold	
 Subliminal	perception	
 Principles	of	perceptual	organization	
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 Semiotics	in	marketing	
 Case:	sensory	marketing	
 
Session	3,	09/17 
 
Learning and Memory 
 Why	is	it	important	to	understand	how	consumers	learn	about	products	and	services?	
 How	do	consumers	learn	about	products	and	services?	
 What	is	the	information‐processing	approach	to	the	study	of	memory	and	what	factors	will	

affect	our	memory?	
	

Session	4, 09/24 

Motivation and Affect 
 Key	concepts:	motivation,	need,	goal	
 Motivational	conflicts	
 Dynamic	nature	of	motivation	
 Consumer	involvement	
 Motivation	research	
 
Session	5, 10/01 

National Day Holiday, No class meeting 

Session	6, 10/08 

The Self  

 The	self‐concept	
 Makeup	of	Self‐Image	
 The	Extended	Self	
 The	Digital	Self	
 Gender	Identity	

	
Session	7,	10/15 

Personality, Lifestyles, and Values 

 Personality	
 Trait	theory	
 Lifestyle	and	psychographics	
 Brand	personality	
 

Session	8,	10/22 

Mid-term test 
 
Session	9,	10/29 

Immersion Week, No class meeting 
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Session	10, 11/05 

Attitudes and Persuasive Communication 

 Definition	and	characteristics	of	attitudes	
 Functional	Theory	of	Attitudes		
 Attitude	models	
 Attitude	consistency	
 The	Communication	process	model	

	
Session	11,	11/12 

Decision Making 

 Levels	of	consumer	decision	making	and	the	three	categories	of	consumer	decision‐making:	
cognitive,	habitual,	and	affective	

 Steps	in	cognitive	decision	making	process	
 Habitual	decision	making		
 Heuristics	
 Influences	on	consumers	decision	making:	knowledge	and	involvement	
 Consumer	decision	making	and	marketing	strategy	
 

Session	12,	11/19 

Buying, Using, and Disposing 

 Factors	at	the	time	of	purchase	that	influence	consumer	decision‐making	
 The	consumption	situation	
 Temporal	factors	
 Shopping	experience	
 Point‐of‐purchase	stimuli	

 Postpurchase	satisfaction/dissatisfaction	
	

Session	13,	11/26 

Groups and Social Media 

 Reference	group	
 Word‐of‐mouth		
 Opinion	leader		
 Case:	Ford	Motor	Co.:	Fiesta	Movement	Social	Media	Campaign	

	
Session	14, 12/03 

Income and Social Class Subcultures 

 Social	class	
 The	measurements	of	social	class	
 Consequences	of	class	position	
 Taste	cultures	
 Social	class	in	China	and	the	rising	middle	class	
 

Session	15,	12/10 
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Culture 

 Definition	and	ingredients	of	culture	
 Functional	areas	in	a	cultural	system	
 Culture	production	process	
 The	international	marketing	environment	
 Standardization	vs	localization	strategy:	the	KFC	case	
 

Session	16,	12/17	

Review	of	the	class	

 

Miscellaneous	issues	
 
1. Email Etiquette: I prefer that students discuss any issues in class so that others can benefit from 

the response that I give as the question might benefit others too. Of course, students are more 
than welcomed to email me to arrange to speak to me about any other issues related to the 
course.  

 
2. I welcome any feedback from any student or the class representative. It is better for me, as a 

teacher, to be informed of any issues during the semester rather that at the end to find out in the 
course feedback! 

 
3. Furthermore, my experience from teaching this course is that I strongly encourage students to 

bring to the class cases or examples that they feel we should discuss which relates to the course. 
In that case, please discuss with me first so that I can explore the suitability of the cases to be 
discussed. 

Plagiarism	and	Academic	Dishonesty		
 
A student has an obligation to exhibit honesty and to respect the ethical standards of the academy in 
carrying out his or her academic assignments. We do not tolerate students engaging in academic 
dishonesty which includes, but is not limited to: plagiarism, paraphrasing of someone else‘s ideas, 
cheating on in-class exams, and turning in work completed by another person but represented to be 
your own. If you are caught in an act of academic dishonesty, you will receive a score of zero in 
that work. 

 


