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Marketing 4120: CONSUMER BEHAVIOR 
Fall 2018 

 
Professor Priyali Rajagopal 

 
TEXTBOOK: Consumer Behavior, Wayne D. Hoyer and   
 Deborah J. MacInnis, 5th edition 
 

OFFICE INFORMATION 
OFFICE: BLB 338A  
 
OFFICE HOURS: Mondays and Wednesdays 11 – noon and by appointment 
 
OFFICE PHONE/E-MAIL: 940-565-2985 : priyali.rajagopal@unt.edu  
 
 
Consider the last major purchase you made. What questions did you ask yourself in order to 
justify that this was the right product to buy?  Were you persuaded by an advertisement?  Or was 
it the manufacturer’s reputation?  
 
This course is designed to introduce you to some theoretical frameworks that will help you 
understand how consumers act, think and feel. You should be able to apply these frameworks to 
everyday marketing problems ranging from determining consumer needs to ensuring consumer 
satisfaction. The theories in this course are based on psychology, economics and marketing since 
consumer behavior is an interdisciplinary field.  

 
LEARNING OUTCOMES 

1. Understand consumer decision making processes and their role in marketing. 
 

2. Understand how consumers form and change their attitudes towards brands. 
 

3. Understand how consumers process, interpret and use marketing related information when 
forming evaluations and making decisions. 

 
4. Understand basic psychological processes that influence consumer behavior and their 

implications for marketing. 
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COURSE FORMAT 
A variety of teaching methodologies are used in this course.  Class periods include lecture (to 
describe basic concepts and their applications), discussions (to get your perspective on marketing 
topics), and in class activities (to encourage you to learn from one another). All students are 
encouraged to participate in class and to demonstrate their preparation and level of understanding 
of the material being discussed.   

 
COURSE POLICIES 

 
READING ASSIGNMENTS/CLASS NOTES: 
 
You are expected to come to class prepared.  Preparation means reading the assigned chapter 
prior to class. I strongly encourage you to print the PowerPoint slides posted on Blackboard 
(https://learn.unt.edu/) and bring them with you to class. The slides will be posted no later than 
6:00PM the evening before each class. The PowerPoint slides are designed to aid your note 
taking.  As such, they do not contain all the information presented in class and are not a 
substitute for attending class and taking complete notes. 
 
EXAMS: 
 
There are three exams in this course. These exams are designed to test your understanding of the 
basic terminology as well as your depth of understanding of important concepts.  Exams cover 
information from the textbook, PowerPoint slides, handouts, videos, plus all topics discussed in 
class. The exams are not cumulative. 
  
You are required to take each exam.  A make-up exam is only permitted with a written 
doctor’s excuse or under an extreme personal situation.   If you have a legitimate or 
extraordinary scheduling conflict and must miss an exam, please see me NOW or 
IMMEDIATELY upon knowing the conflict.  I will make every effort to schedule an earlier 
make-up exam.  Having more than one other exam on the same day is NOT a legitimate reason 
for re-scheduling an exam. 
 
Notification of needing to miss an exam must be given prior to the exam.  No exceptions!  
Failure to give notification results in an automatic 15% deduction for that exam and is computed 
into the student’s overall average. 
 
GROUP ASSIGNMENTS: 
 
There will be three written group assignments that you will complete for this course. Please form 
groups of 4-5 students by the end of week 2 (September 7).  I will assume equal effort from all 
group members and hence will award identical grades for the assignments to all members, unless 
I receive written notification requesting a different grading scheme.  
 
All assignments must be a maximum of 5 pages (shorter versions are welcome!), in Times New 
Roman 12-point font, 1” margins. The page length does not include supplementary material such as 
figures, ads, interview transcripts etc. All assignments have a due date that is noted on the schedule 

https://learn.unt.edu/
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and should be submitted by 5 PM CST on that date. Details on the assignments are provided in the 
appendix. 
 
RESEARCH PARTICIPATION:  
 
As part of your learning experience in this course, you will be required to participate in research 
studies conducted by faculty members of the Department of Marketing, Logistics and Operations 
Management. Your participation in this research will make up to 10% of your final class grade, 
i.e. 50 points. 
 
To participate in research studies, you must create an account on the College of Business SONA 
page—unt-cob.sona-systems.com—which is a web application that allows you to browse 
available studies. Credit is assigned based on the length of time the study takes to complete and 
whether you participate online or in the COB behavioral Lab (BLB 279). Generally, lab studies 
are worth double relative to online surveys: 
 

• Short online studies (5-15 minutes) earn 1 credit 
• Medium online studies (15-30 minutes) earn 2 credits 
• Long online studies (30-45 minutes) earn 3 credits 
• On-campus, lab studies (30-45 minutes) earn 5 credits 

 
To fulfill the requirement, you must earn a total of 10 SONA credits throughout the semester 
(i.e., 1 credit = 5 points towards your grade). All credits earned will be added to your final course 
grade at the end of the semester.  
 
To sign up, please visit unt-cob.sona-systems.com. If you have questions, DO NOT contact your 
professor. Contact the behavioral lab manager by email at COB.REP@unt.edu. Your questions 
will be addressed promptly. Step-by-step instructions will be provided in a separate PDF 
document once you create your account.  
 
**Note: Don’t delay in creating your account! This is very important. Do it ASAP. Completing 
studies is on a first come, first serve bases. You are highly encouraged to access the studies early 
and often to make sure you have first access to available studies. Once you sign up, the lab 
manager will update you periodically about new studies that have been posted.  
 
 
CAPP (CLASS ATTENDANCE, PARTICIPATION, PROFESSIONALISM): 
 
The CAPP score is based upon class attendance, participation, and professionalism and will be 
subjectively assessed by the professor. 
 
You are encouraged to participate in class discussions by asking questions, sharing your 
observations, and giving examples of "marketing in action." You can participate effectively by 
reading the assigned text prior to class and being alert to the various marketing activities 
around you while shopping, watching television, surfing the internet, etc.  Participation is 
impacted more by the quality of your participation than the quantity of your participation.  In 

https://unt-cob.sona-systems.com/
https://unt-cob.sona-systems.com/
mailto:COB.REP@unt.edu


 4 

other words, the mere quantity of comments counts less than consistently thoughtful and 
informed comments.  
 
A class attendance sign-in sheet is circulated at the beginning of each class period.  It is your 
responsibility to make certain you have signed the attendance sheet.  Although I appreciate 
notification of a class absence, understand that telling me you will be absent does not necessarily 
mean that your absence does not "count."  Having tests, projects, papers, etc. in other classes is 
not a valid reason for class absence.  
 
Regular attendance also impacts your CAPP score; if you are not in class, you lose the 
opportunity to participate in class discussion that day.  Lectures cover important topics from the 
text plus other material not covered in your textbook.  Therefore it is strongly recommended that 
you attend class.  You are responsible for all announcements and material covered in class, 
regardless of the reason for class absence. 
 
The use of name cards in every class is strongly recommended. 
 
I expect students to conduct themselves professionally in class, just as in any business meeting.  
Late arrivals and side conversations are rude, unprofessional, and distracting to your fellow 
students and Instructor.  Walking in and out of class, once class has begun, is also disruptive to 
everyone's learning environment.  These kinds of repeated disruptions will count against your 
CAPP score.   
 
TECHNOLOGY: 
 
In class use of laptop computers is restricted for note taking purposes ONLY.  Communication 
devices  (cell phones, iPads, etc.) capable of sending and/or receiving electronic communication 
and all entertainment devices are to be turned off and kept off throughout each class session.  
The use of these devices during class is disruptive to the learning environment and will count 
significantly against your CAPP score. The use of cameras, video cameras and recording devices 
on mobile phones, laptops, tablets, etc. to take photos of the white board or projected materials, 
and/or audio recordings of lectures during class sessions are strictly prohibited. 
 
GRADING: 
 
 Exam I 100 points 
 Exam II  100 points 
 Exam III 100 points 
 Group assignments 120 points 

Research participation 50 points    
CAPP   30 points 
 

Total: 500 points 
 
No grades will be given out via e-mail or left on voice recorders due to student confidentiality. 
 



 5 

Please do not hesitate to contact me if you are having problems in this course.  Do not wait until 
the “next exam” or the “end of the term” if you need help. 
 
450 – 500 points – A 
400 – 449 points – B  
350 – 399 points – C 
300 – 349 points – D 
< 300 points        – F  
 
Academic Dishonesty:  
 
The University of North Texas and the Committee on Academic Misconduct expect that all 
students have read and understand the University’s Code of Student Conduct and that all students 
will complete all academic and scholarly assignments with fairness and honesty. Students must 
recognize that failure to follow the rules and guidelines established in the University’s Code of 
Student Conduct and this syllabus may constitute “Academic Misconduct.” 
 
The University of North Texas Code of Student Conduct (Section 3335-23-04) defines academic 
misconduct as: “Any activity that tends to compromise the academic integrity of the University, 
or subvert the educational process.” Examples of academic misconduct include (but are not 
limited to) plagiarism, collusion (unauthorized collaboration), copying the work of another 
student, and possession of unauthorized materials during an examination. Ignorance of the 
University’s Code of Student Conduct is never considered an “excuse” for academic misconduct, 
so I recommend that you review the Code of Student Conduct, specifically, the sections dealing 
with academic misconduct. 
 
If I suspect that a student has committed academic misconduct in this course, I am obligated by 
University Rules to report my suspicions to the Committee on Academic Misconduct. If COAM 
determines that you have violated the University’s Code of Student Conduct, the sanctions for 
the misconduct could include a failing grade in this course and suspension or dismissal from the 
University. 
 
Special Accommodations:  
 
A student with a disability or those who need special accommodations should talk to me 
individually within the first two weeks of the class. 
 
UNT policy: The University of North Texas makes reasonable academic accommodation for 
students with disabilities. Students seeking reasonable accommodation must first register with 
the Office of Disability Accommodation (ODA) to verify their eligibility. If a disability is 
verified, the ODA will provide you with a reasonable accommodation letter to be delivered to 
faculty to begin a private discussion regarding your specific needs in a course. You may request 
reasonable accommodations at any time, however, ODA notices of reasonable accommodation 
should be provided as early as possible in the semester to avoid any delay in implementation. 
Note that students must obtain a new letter of reasonable accommodation for every semester and 
must meet with each faculty member prior to implementation in each class. Students are strongly 



 6 

encouraged to deliver letters of reasonable accommodation during faculty office hours or by 
appointment. Faculty members have the authority to ask students to discuss such letters during 
their designated office hours to protect the privacy of the student. For additional information, 
refer to the Office of Disability Accommodation website at http://www.unt.edu/oda. You may 
also contact ODA by phone at (940) 565-4323. 
 
Course Contract 
 
Agreement to the Terms of the Syllabus: This syllabus should be considered a “contract”, 
whereby you agree to abide by the terms and requirements within this syllabus. If you are 
uncomfortable with or do not wish to abide by the requirements listed in this syllabus, you 
should make arrangements to drop the class. Your continued enrollment in the class assumes that 
you have agreed to all of the terms listed herein.  



 7 

SCHEDULE 
 

The following is the schedule for the semester and is subject to change at my discretion.  It is the 
student’s responsibility to be aware of announced changes to this schedule.   

 
  DATE TOPIC CHAPTERS 

M  Aug 27 Introduction to the course  

        
W Aug 29 Understanding Consumer Behavior 1 
        
F Aug 31 Understanding Consumer Behavior 1 
        

M  Sept 3 LABOR DAY – NO CLASS  
      

W Sept 5 Research methodology  Enrichment chapter 
      
F Sept 7 Research methodology Enrichment chapter 
        

M  Sept 10 Motivation  2 
        

W Sept 12 Motivation  2 
        
F Sept 14 Assignment work day*   
      

M  Sept 17 Exposure, Attention and Perception  3 
        

W Sept 19 Exposure, Attention and Perception  3 
        
F Sept 21 Assignment work day*  
      

M  Sept 24 Knowledge and understanding 4 
        

W Sept 26  Knowledge and understanding 4 
        
F Sept 28 Assignment work day*   
     

M  Oct 1 Exam 1 review   
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W Oct 3 Exam 1   
        
F Oct 5 Group project #1 submission**    
        

M  Oct 8 Attitudes 5,6 
      

W Oct 10 Attitudes 5,6 
        
F Oct 12 Assignment work day*   
        

M  Oct 15 Attitudes 5,6 
        

W Oct 17 Attitudes 5,6 
        
F Oct 19 Assignment work day*   
      

M  Oct 22  Memory 7 
      

W Oct 24  Memory 7 
      
F  Oct 26  Assignment work day*  
      

M Oct 29  Decision Making  8,9,10 
      

W  Oct 31 Decision Making  8,9,10 
      
F  Nov 2 Group assignment #2 submission**  
        

M Nov 5 Decision Making  8,9,10 
     

W Nov 7 Decision Making  8,9,10 
    

F Nov 9  Exam 2 review   
       

M  Nov 12 Exam 2   
    

W  Nov 14 Post decision processes 11 
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F Nov 16 Post decision processes  11 
     

M Nov 19 Social influences 15 
    

W  Nov 21 Social influences 15 
     
F Nov 23 Thanksgiving break – NO CLASS   
     

M Nov 26 Public Policy Issues 18 
    

W Nov 28 Public Policy Issues 18 
     
F  Nov 30 Assignment work day*  
    

M Dec 3 Exam 3 review  
     

W Dec 5 Exam 3  
     
F Dec 7 READING DAY – NO CLASS  
    

S Dec 8 Group project #3 due**  
 
*No class on this day; please work on your group assignments.  
** No class on this day; please submit your assignments via Blackboard by 5 pm CST 
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Appendix: Group assignments 
 
Assignment 1: Brand schemas (Due October 5th) 
 
Construct a model of consumers’ schema about a brand.  Select a brand for your group and have each 
member of the group interview one respondent (a respondent can be anyone who is not enrolled in this 
class). Conduct an in depth interview with the respondent and probe for his/her associations with the 
brand.  Your goal is to arrive at a summary brand schema based on the data collected across all 
respondents. This means that you should be able to identify commonalities across the respondents’ 
associations to arrive at the summary schema. You should also be able to identify any significant 
differences and explain why these arise (e.g. gender differences, usage frequency or brand loyalty 
differences etc.).   
• Present a figure that depicts the overall brand schema. Summarize the key aspects of this 

brand schema.  
• What are the marketing implications of this brand schema?  For example, what are the 

strengths versus weaknesses of the schema? 
• If the company were planning to extend this brand to another product category, list three 

categories that would be possible extension candidates based on the schema that you have 
generated and provide your reasoning for the selection of these categories. 

• Please attach summaries of your interviews with your assignment. 
 
Assignment 2: Persuasive communication (Due November 2nd)  
 
Develop two versions of a persuasive message that could be used in a campaign to persuade students 
at UNT to drink responsibly (or abstain from alcohol). Please assume that you are targeting adult 
students over the age of 21 who can legally drink. One version is to be most effective under a high 
involvement (e.g. central route) situation; the other is to be most effective under a low involvement 
(e.g. peripheral route) situation.  
• You may develop a print/radio/video message; you choose the presentation modality.  
• One message is to be most effective under high involvement conditions and the other is to be 

most effective under low involvement conditions. This is a very specific assignment: so 
please refer to the theory and guidelines associated with recipient involvement and attitude 
change.  

• In your assignment, provide an understanding of your rationale for the two messages. Focus 
on explaining why each message is expected to be more persuasive amongst the appropriate 
target audience. Your discussion must be based on concepts and theories discussed with 
respect to involvement, attention and attitude change.  

 
Assignment 3: Public policy (Due December 8th)  
 
Collect 3 ads that encourage or deal with what your group would consider a form of deviant or 
negative consumer behavior (i.e., alcohol abuse, smoking, negative portrayal of body image, 
inappropriate appeals to children, etc.). Pick any one behavior and describe why you feel that this 
is harmful. What should be done in response to your concerns? Please be specific in the actions 
that you would recommend marketers, public policy makers and consumers take. Please provide 
copies of the ads.  
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