
	  

 

CONSUMER BEHAVIOR 
MKTG 3085 – Spring 2014 

 

Professor:     Dr. Mary Steffel, Assistant Professor 
    Email: mary.steffel@uc.edu 
    Office Hours: M 3:30-4:30 in 431 Lindner Hall; and by appointment 
 
Teaching Assistant:  Agni Chemburkar 
    Email: chembuai@mail.uc.edu 
    Office Hours: M 1:30-2:30 in 6th Floor Lounge; and by appointment 
 
Class Location/Times:  Section 001: T/R 9:30-10:50 (Lindner Hall 111) 

Section 002: T/R 11:00-12:20 (Lindner Hall 111) 
(All lectures will be available via podcast from iTunes) 

 
Course Materials:   All course materials will be available on Blackboard; please check  

often for updates! Lecture and reading notes will be available 
before each lecture; please print them before class to facilitate 
(but not substitute for) your note taking! 

   
Required Texts: 

 

Cialdini, Robert. (2009). Influence: Science and 
practice. Fifth Edition. New York: Allyn & Bacon. 
ISBN-13: 9780205609994. 
 

 

 

Hallinan, Joseph. (2010). Why we make mistakes: How 
we look without seeing, forget things in seconds, and 
are all pretty sure we are way above average. New 
York: Broadway Books. ISBN-13: 9780767928069. 

 

 

Wansink, Brian. (2006). Mindless eating: Why we eat 
more than we think. New York: Random House 
Publishing Group. ISBN-13: 9780553384482. 
 

 

 

TED (www.ted.com) brings together the world’s most 
fascinating thinkers and doers, who are challenged to 
give the talk of their lives (in 18 minutes or less). 
 

 
The required texts are available at the UC Bookstore in book format 
and Amazon.com in book, e-reader, and audiobook formats. 



	  

 
 
Course Overview  
A successful marketing strategy must be built around an understanding of consumers, and this 
same understanding can help consumers make better choices. This course introduces a 
framework for how to get one’s ideas to “STICC,” which I have developed to help consumers, 
researchers, and practitioners to analyze and understand consumers’ thoughts, attitudes, and 
choices. STICC—as we will discuss in class—stands for “how to Study consumers,” “how to 
shape Thoughts,” “how to Influence attitudes,” “how to impact Choices,” and “how to prompt 
Change.” Using lectures, examples, activities, and discussions, this course will incorporate 
research in psychology, marketing, and other social sciences to help you understand why 
consumers act as they do. As we learn to characterize and predict consumer behavior, we will 
also discuss implications for designing and implementing marketing strategies. Specifically, this 
course will provide you with: 

• A foundation in basic consumer psychology 
• An understanding of the variables that comprise and affect consumer behavior 
• Insight into how to investigate consumer behavior 
• Insight into the strategies that are most likely to reach, inform and persuade consumers 
• Insight into the consumers around you, such as your friends, your family, and yourself 

 

Course Objectives  
This course addresses the following “student learning outcomes” for the marketing major: 

• Consumer behavior: Students will develop an understanding of consumer motivations 
and decision processes 

• Market segmentation: Students will develop an understanding of the traditional bases 
for segmentation and how segmentation can inform marketing strategy 

• Communication skills: Students will effectively produce, interpret, and analyze written 
text, oral messages, and multi-media presentations used in business 

• Critical thinking skills: Students will apply their substantive knowledge to marketing 
situations (cases, scenarios) in an analytic manner 

 

PACE 
This course builds on PACE, the Lindner College of Business strategy for developing a complete 
business professional: 
 
P – Professionalism Students will acquire and refine the soft-skills necessary to express 

ideas clearly and persuasively in both oral and written formats and to 
effectively lead and perform in business and social situations. 

A – Academics Students will gain a breadth and depth of knowledge in the theory 
and practice of consumer behavior and will hone strong analytical 
and problem-solving skills. 

C – Character Students will develop an understanding of individual differences that is 
essential to thrive in a diverse workplace and an appreciation for 
social responsibility in a global business community. 

E – Engagement Students will build a network through interactions with instructors, 
peers, and business professionals and will practice service, citizenship, 
and active engagement in the classroom and community. 



	  

 
Course Format  
Throughout the semester, we will explore the theory and practice of consumer behavior via 
readings, lectures, exams, projects, course activities, and research participation: 
 
Exams There will be four exams based on the lectures, readings, TED talk, and guest 

speaker for each part of the course. Exams are designed to facilitate retention 
of the central concepts and promote application of these concepts to novel 
questions and problems. Exams will be closed-book and will consist of multiple 
choice questions and an essay question. Exam 1 will be 1/28, Exam 2 will be 
2/18, Exam 3 will be 3/11, Exam 4 will be 4/08. Review sessions will be offered. 
Note: Exams must be taken at their scheduled times. If extraordinary 
circumstances require you to reschedule an exam, you must arrange for an 
excused absence ahead of time (or receive a score of zero).  
 

Group 
Project 
  

There will be a final group project. The project will require you to integrate and 
synthesize the course material in order to solve a problem – You will have two 
days of devoted class time to meet with your groups and work on your project. 
The project will consist of both a written report and an oral presentation. 
Detailed instructions will be provided. Projects/presentations are due 4/17. 
 

Course 
Activities 

There will be course activities administered in class throughout the semester.  
Activities will consist of tasks like participating in class demonstrations, reading 
and responding to case studies, and generating questions for guest speakers. 
Attending class and being prepared are necessary to get the full set of points. 
Points will be assigned based on the quality and quantity of your contributions. 
Note: Course activities are designed to be timely with respect to the 
information being covered in class and as such cannot be made up. 
 

Research 
Participation 

The research participation requirement is designed to encourage you to take 
advantage of the unique opportunity to participate in cutting-edge research 
studies being conducted by University of Cincinnati faculty and students and 
develop first-hand insight into the latest advances in the science of marketing. 
To fulfill this requirement, you must 1) register with the research participation 
management system, and 2) complete two research experiments or article 
summaries. Detailed instructions are available on Blackboard. Registration must 
be completed by 1/24, the first experiment or summary must be completed by 
2/28, and the second must be completed by 4/11. Note: There is no “double-
counting” of experimental participation across multiple courses. 
 

Extra     
Credit 

Extra credit opportunities will be offered on exams and some course activities. 
There will not be any opportunities to receive additional extra credit by 
completing extra papers or projects at the end of the semester, and all extra 
credit opportunities will be made available to the entire class. With this in mind, 
you are encouraged to take advantage of extra credit whenever it is offered. 

 
	   	  



	  

Course Evaluation 
Grades will be based on these criteria: 

 
Assignment  Percent 

–––––––––––––––––––––––––––––––––– 
Exams (4 x 15%)    60% 
Group Project    20% 
Course Activities    17% 
Research Participation      3% 
   ––––– 
 100% 

 
 

Grading Scale 
Letter grades will be assigned as follows: 

 
 

Grade Percent 
A  >  93% 
A- 90-93% 
B+ 87-90% 
B 83-87% 
B- 80-83% 
C+ 77-80% 
C 73-77% 
C- 70-73% 
D+ 67-70% 
D 63-67% 
D- 60-63% 
F <  60% 

 
 
Course Expectations 
 
Attendance Policy 
Students are expected to attend class and actively engage in course activities. Students will 
be held accountable for participating in course activities and completing exams/projects at 
their scheduled times unless an excused absence is arranged in advance. For an absence to 
be excused, you must 1) notify the course TA of your intention to miss class via email at least 24 
hours in advance and 2) provide a legitimate reason for the absence. 
 
Classroom Conduct 
Being late to class and letting your phone ring during class are disruptions that are a nuisance 
to everyone—and they are easily avoided. Please be on time, and when you arrive, turn off 
anything that may beep, ring, play music, sing, yodel, quack, or chirp! Furthermore, please 
refrain from text messaging or checking email or Facebook in class. Not only do your fellow 
students notice this disruptive practice, but I do as well. Finally, I reserve the right to ban 
laptops if their use becomes distracting to the class. 
 
Academic Integrity 
As with all Lindner College of Business efforts, this course will uphold the highest ethical 
standards, critical to building character. Ensuring your integrity is vital and your responsibility. 
LCB instructors are required to report ANY incident of academic misconduct (e.g., cheating, 
plagiarism) to the college review process, which could result in severe consequences, 
including potential dismissal from the college. For further information on Academic 
Misconduct or related university policies and procedures, please see the UC Code of Conduct 
(http://www.uc.edu/conduct/Code_of_Conduct.html). 
 
Students Needing Special Assistance 
For students needing special assistance, contact AESS (Academic Excellence and Support 
Services: http://www.uc.edu/aess/disability.html) to register for special accommodations. In 
addition, please contact me as soon as possible about any special assistance demands so I 
can ensure arrangements are made. 	    



	  

CONSUMER BEHAVIOR: 
HOW TO GET YOUR IDEAS TO… 

   

                                       HOW TO STUDY CONSUMERS 
1/09 Introduction  
1/14 Research Methods Wansink Introduction & Ch. 1 
1/16 GUEST: Kayla Dunn, Nielsen Catalina TED: Battling Bad Science 
1/21 Segmentation Wansink Ch. 7, Hallinan Ch. 9 
1/23 Psychographics Wansink Ch. 8 & Appendix B 
1/28 Exam 1  

                          HOW TO SHAPE THOUGHTS 
1/30 GUEST: Mike Bott, The Brandery TED: The Riddle of Experience vs. Memory 
2/04 Attention Wansink Ch. 2, Hallinan Ch. 5 & 7 
2/06 Perception Wansink Ch. 3, Hallinan Ch.1 
2/11 Learning Wansink Ch. 6, Hallinan Ch. 11 
2/13 Memory Hallinan Ch. 2, 8, & 12 
2/18 Exam 2  

                                        HOW TO INFLUENCE ATTITUDES 
2/20 Priming Wansink Ch. 4 & 5 
2/25 Persuasion  Cialdini Ch. 1 
2/27 GUEST: Brooke Davis, P&G TED: Your Body Language Shapes Who You Are 
3/04 Influence Cialdini Ch. 2, 3, & 4 
3/06 Conformity Cialdini Ch. 5, 6, & 7 
3/11 Exam 3  

                       HOW TO IMPACT CHOICES 
3/13 GUEST: Rachel Bucalo, DunnHumby TED: Are We In Control of Our Own Decisions? 
3/18 SPRING BREAK  
3/20 SPRING BREAK  
3/25 Intuition  Hallinan Ch. 3 
3/27 Construal  Hallinan Ch. 6 
4/01 Expectations  Hallinan Ch. 4 & 10 
4/03 Prediction Hallinan Ch. 13 
4/08 Exam 4  

                          HOW TO PROMPT CHANGE 
4/10 Prompting Change Wansink Ch. 9 
4/15 Group Preparation  
4/17 Group Projects  

All lectures will be available via podcast from iTunes. Just “Subscribe to Podcast” via this URL: 
itpc://pcast3.ucfilespace.uc.edu:8171/podcastproducer/atom_feeds/8FEB9DE4-98A2-43AE-A635-24937791E76F 

 


