
  

    

           

 
 

 

1.  

Consumer Behavior 
Bachelor course (ECTS: 6) 
9.30 – 12.00 
 
Course leader:  
SIVARAMAKRISHNAN Subbu 
University of Manitoba, Canada  
 
Aims and objectives of the course: 
This course is a study of buying behavior of individuals and organizations as affected by 
psychological and sociological forces within society. Most consumption behaviors and 
marketing tactics are explained by consumer psychology. Have you wondered why we 
notice many more cars of a particular brand when we are considering buying that brand 
of car? Why do department stores usually play soft, slow music? Does an annoying ad 
turn consumers away from the advertised product? Are we more likely to donate 
money to charity when we are happy? Why is a frequently bought product such as milk 
often kept in the far end of grocery stores? At the end of this course, you will know the 
answers to marketing‐related questions such as these. 

Why should we know the answers to such questions? If an organization is to be 
successful, it needs to have a good understanding of how its clients think and why they 
behave the way they do. Rarely does a marketing strategy work if it doesn’t consider 
how consumers would react. Wouldn’t you be a much better marketer if you had a 
good understanding of what goes on in consumers’ heads? This course is intended to 
help you develop that understanding. 

We will examine many concepts from areas such as psychology, sociology, and 
marketing and discuss their applications in developing effective marketing strategies. 
We are not going to learn how to manipulate consumers. Rather we are going to learn 
how to satisfy their needs and wants in a manner that is mutually beneficial to the 
business and the consumer. By the end of this course, you will find yourself “reading 
into” strategies that marketers use. A by‐product of this course is that you will also be a 
smarter consumer by the end of it. 

This course is intended to: 
• Help you appreciate the importance of understanding consumer behavior for 

successful marketing. 

• Introduce you to consumer behavior theories and their applications in marketing. 

• Help you recognize the application of consumer behavior concepts around us. 

• Give you hands‐on experience in conducting a consumer behavior research project. 

 
  



  

    

           

 
 

 

Course syllabus: 

 
7 July: Course Introduction 

Topic: Perception 

8 July: Topic: Learning & Memory 

9 July: Topic: Motivation & Affect 
Case: California Foods Corporation 

10 July: Topic: The Self 
Case: Abercrombie & #FitchTheHomeless 

13 July: Topic: Personality & Lifestyle 

14 July: Topic: Attitudes, Attitude Change, and Persuasive Communications 
Case: Transport Accident Commission 

15 July: Topic: Individual Decision‐Making 
Case: Eureka Forbes 

16 July: Exam 
Topic: Buying & Disposing 

20 July: Topic: External Influences on Decision‐Making 

21 July: Topic: More External Influences on Decision‐Making 
Case: The Tata Nano: The People’s Car 

23 July: Assignment Due 
 

Course materials/List of readings: 

 Readings packet of select consumer behavior readings 

 Case Packet 

Optional reading:  
Why we Buy: The Science of Shopping, Paco Underhill, 2009, Simon & Schuster 

Paperbacks, NY. 

Buyology: Truth and Lies About Why We Buy, Martin Lindstrom, 2010, Broadway 

Books, NY. 

Predictably  Irrational:  The  Hidden  Forces  That  Shape  Our  Decisions,  Dan  Ariely,

2010,  Harper‐Collins Publishers, NY. 

  



  

    

           

 
 

 

 
Teaching methods: 
Class format will be highly interactive. The classes will include interactive discussions, 
videos, and case analyses. Discussions will be based not only on the readings, but also 
from other sources. You will also be presented with some case scenarios and we will 
discuss their consumer behavior implications.  

The class discussions and videos will introduce you to the concepts and tools in 
consumer behavior. These  will provide you with  the  theoretical  framework  necessary  
to  understand  the  area  of  consumer behavior.  

To develop your analytical abilities, we will discuss several case studies—decision‐
making situations faced by organizations. Through these case studies, you will have the 
opportunity to play the role of the manager who is faced with a decision‐making 
problem. It is expected that you will come to class having thoroughly read the case and 
having taken a shot at analyzing the situation and making a decision recommendation. 
You will not be given time to read the case in class—therefore, please ensure you have 
read the case before coming to class. 
 
Evaluation method and grading scale: 
There will be five components to the grading: 

• Case Quizzes (4 x 5%) 20% 

• Class Participation 15% 

• Exam (July 16) 40% 

• Assignment (due July 23) 25% 

 

Case Quizzes: A short multiple-choice case quiz will be given just before we begin 

discussing each case. These quizzes will test you on facts provided in the case, not on the 

analysis. If you read the case thoroughly, you should be able to answer the questions. 

The best 4 of the 5 quiz scores will count toward the grade. As you can afford to miss 

one quiz, no makeup quizzes will be given, even in the case of excused absences. Your 

quiz score will be recorded as 0 if you take the quiz but do not stay for the case 

discussion. We may occasionally need to postpone a case discussion to the following 

class, but will not postpone the case quiz. 

Class Participation: You will be graded based on the quality (and to a lesser extent, 

quantity) of your contribution to class discussions. Reading the corresponding chapter of 

DEFINITION % 
LOCAL  
SCALE 

ECTS 
SCALE 

Grade (USA) 

exceptional knowledge without or with negligible faults 92-100 10 A A+, A, A- 

very good knowledge with some minor faults 85-91 9 B B+, B 

good knowledge with certain faults 77-84 8 C B 

solid knowledge but with several faults 68-76 7 D C+, C, C- 

knowledge only meets minimal criteria 60-67 6 E D+, D 

knowledge does not meet minimal criteria <60 5 F  



  

    

           

 
 

 

the textbook and the case study before coming to class will help you greatly in your class 

participation. Missing class for any reason (excused or unexcused) will impact your class 

participation grade although you may have participated actively on other days. Likewise, 

attendance by itself will not earn you any points. Please note that behaviors such as 

texting, sleeping, or having private conversations during class will lower your class 

participation grade. It is important that you attend class regularly, be attentive, and 

participate actively in class discussions to earn a good class participation grade. 

Exam: The exam will consist of multiple‐choice and short‐answer questions. The exact 

format of the exam and the topics covered will be announced sufficiently in advance.  

Assignment: The assignment is meant to enable you to read into advertising messages 

so that you understand the consumer behaviour facets of marketing strategy. The 

assignment will be explained in detail in class. You should work on the Assignment 

individually. Seeking help from or collaborating with anyone else on the assignment 

constitutes academic dishonesty. If you need help with the assignment, please talk to 

your professor.  

 

Prerequisites for attending the course: 
No prerequisites. 


