
                                            

 

 
 

 
 

Consumer Behavior (M&L 4201) 
 
 

Instructor:  Prof. Selin Malkoc   
Office:  510 Fisher Hall  
Phone:    (614) 292-3212 
Email:     malkoc@fisher.osu.edu 
Office hours:  Tuesdays 3:45pm to 4:45pm (or by appointment)  
 
 
 
General Information  
 

I will be available ten minutes before each class in Mason 405. You can use this opportunity to ask me 
questions, or schedule a time to meet with me outside of class. While I hold a standing time for office 
hours, if this does not fit your schedule you are always welcome to schedule an appointment.   
 
If you need to contact me outside of class I can be reached by e-mail at (malkoc.5@osu.edu). I 
monitor my e-mail regularly and do my best to respond in a timely manner.  
  
A dedicated class website on Carmen is where you will find detailed information about our daily class 
schedule. I will also post updates and announcements on Carmen. I recommend that you check the site 
regularly to stay informed. You can use Carmen to communicate with your fellow classmates using        
the discussion board and email list. It is also where you will be reviewing your grades and submitting 
your work.   

 
Course Description 
 

This will quite possibly be unlike any other business course that you have taken – consumer behavior is 
very much based on psychology and marketing. There are few absolute truths in either domain (this is not 
physics, there is no “Newton’s Law of CB”). Instead, we will talk about trends, probabilities and conditions 
that foster a particular human behavior. 
 
If consumer behavior was easy to explicate, then all products would sell as projected, all ads would be 
effective, economies would be efficient, and marketing would be a simple prospect. In reality, consumers 
are frustratingly human: irrational, emotional, and difficult to predict.  This course is designed to give you, 
the student, an overview of consumer behavior and is intended to acquaint you with both what it means 
to be a consumer in a market-oriented society and what, as a marketer, you need to know to understand 
the role of meeting the consumer’s needs in the development of marketing strategy. To this end, we will 
explore processes involved in consumption and ways in which we, as marketers, are better able to predict 
and influence behavior. 

 
 
 
 



                                            

 

 
 

 
 

Learning Objectives 
 

By the end of the semester you should be able to: 
• Explain Theory: Knowledge of CB principles, concepts, and terminology 
• Apply Theory: Apply the CB theories to make marketing decisions 
• Create & Evaluate Market Research Data: Critically interpret CB research results 
• Work in Teams: Learn to work with others 
 

Lastly, you may become a better (ie, more rational) consumer from this class. If not, you should at least 
know when you are being irrational!  
 
Hybrid Format 
 

We will use several different kinds of materials and approaches in this course to illustrate consumer 
behavior phenomena and to get you thinking about the managerial implications of those findings. The 
material will be presented through readings, live and online discussions, videos and teamwork. The goal 
is to apply relevant theories and research to real-world consumer behavior problems. Keeping up with 
the assigned readings and activities, rather than procrastinating until the week of an exam, is the most 
important key to success in this course. Therefore, the course is designed to nudge you towards 
successful completion by setting deadlines with clear incentives. Assignments must be completed by the 
stated deadline in order to earn points. 
 
While we will only meet together one day per week, you are expected to spend an additional 5 - 7 hours 
per week outside of class completing assigned reading and assignments, as well as, meeting with your 
team to complete assignments and to work on a project that will be presented to the class at the end of 
the semester. 
 
You are expected to come to each meeting prepared to participate! Preparation will involve: (1) reading 
of the assigned material in advance, (2) taking the online quizzes to demonstrate your knowledge of the 
assigned readings, and (3) completing any assigned work, which will often include a combination of 
completing a self-assessment related to the readings, an individual or a group assignment.  
 
In addition to attending our weekly meetings, you will be expected to complete all assigned post- 
meeting activities designed to apply the concepts discussed and prepare you for the exams. I strongly 
encourage you to arrange a weekly time to meet with your team, either in person or virtually. This will 
eliminate the problem of finding times to meet. 
 
Every assignment is clearly designated as Individual or Group. All individual assignments, including 
chapter quizzes and self-assessments, must be completed without the help of anyone else. You will have 
the opportunity to select up to four classmates to form a team of five. You will work with this team 
throughout the semester. 
 
Even though I am encouraging you to work closely with your peers, you must produce your own work on 
all individual assignments and contribute your share to any of the teamwork requested. If you have any 
questions about what assignments allow you to interact with others during the completion please ask! 
All of the content for this course is online. You will need a computer or tablet to access the materials   
and to interact with your peers in this course. 



 

 

 
Course Materials    
 
Book: Required. Hoyer, Wayne D. and Deborah J. MacInnis (2017), Consumer Behavior, 7th ed. New 
York, NY: Houghton Mifflin Company. ISBN-10: (1-305-50727-4). 
 

Mindtap: Required. The accompanying Mindtap online materials are also required.  
Once you activate MindTap you will gain free access to the MindTap Mobile App for  
the first two weeks.  
 

If you run into difficulties accessing Mindtap, Cengage Technical Support is available to help. 

• If you are having a technical issue and are unable to access MindTap, first 
visit http://techcheck.cengage.com where you can see if they’re experiencing service 
interruptions. 

• To contact Technical Support, please visit http://cengage.com/support to initiate a case or call 
800-354-9706. 

 
If you have Cengage Unlimited, you can utilize online tools on Carmen 
 

Additional Readings:  will be posted on Carmen   
 

Lecture Notes: will be posted on Carmen before class time 
 

Individual Assignments (IA): Details about the IA’s are posted on Carmen.  
 

Group Assignments (GA): Details about the GA’s are posted on Carmen 

 
Important notes about course format and course policy 
 

Don't think of this as a class in marketing; think of this as a marketing company in which you are 
employees trying to get ahead. When you prepare for class, imagine you are preparing for an important 
meeting with your boss. Don't miss a chance to advance your career because of sloppy preparation. Try 
to be the most informed person in the room! 
 
A corollary of this idea is that we must treat each other with the professionalism and respect required of 
us in our careers. In other words, make sure your documents show pride in your work (rewrite them, 
edit them, proof them, then do it all again); don't expect the “boss” (namely me) to look kindly on 
absences or under-preparation caused by other commitments in your life. Be sure to send notification to 
me, and your team, if you are not going to be in class on a given day. As a rule of thumb, do not ask for 
favors you would not ask of your employer. 
 
Inappropriate conduct (i.e., coming late, stepping out during class, sidebar conversations) is strongly 
frowned upon. Each of these behaviors tends to distract your fellow classmates and thus detract from a 
learning environment. I, and your fellow classmates, will return your consideration by treating you with 
respect, listening to your opinions and offering as much constructive feedback as possible. If you have 
questions that you want to discuss, but is not an interest to the rest of the class, we can setup a time to 
chat at a time convenient to me and you. 
 
 



                                            

 

 
 

 
 
Assignments: You must come to class ready to discuss the assignment for the day, be it a chapter from 
the textbook, a supplementary article, or an assignment given during the class period before. During the 
course of the semester, you will be given both individual and group assignments (which you will work on 
in groups of 5-6 people). **All written assignments must be typed and be within the provided page 
limit.** Any assignment that does not follow the posted rules will receive an automatic point deduction.  
 
Late Assignments: Any written assignments must be submitted on or before their due date. Unless, 
you have a documented emergency and/or are excused BEFORE due date, late assignments  / quizzes / 
self-assessments will NOT accepted.  
 
Classroom Conduct: This course should be exciting, challenging, and fun for everyone. In order to 
encourage this process, there are certain rules about your conduct in the classroom: 
 

• When you come to class, be prepared to actively participate. The classroom is not the place to sleep, 
chat with friends, read the paper, do crossword puzzles, etc. 
• Turn your cell phones off when you enter the classroom. 
• Come to class ON TIME (this is a personal pet peeve of mine!). 
• Be respectful when your classmates are speaking – let other people finish when they speak and 
carefully listen to what they have to say. You do not have to agree with everything others say, but you 
should respect their opinion. 

 
Evaluation Method 
 

1. EXAMS: There will be TWO exams this semester. All of the exams will include material from the 
textbook, classroom discussion, and any supplemental material provided by the instructor. You are 
responsible for all material in the text, even if we do not cover it in class. The first exam will only cover 
the information presented during the portion of the class stated on the syllabus and will not be 
cumulative. The second exam will be cumulative, but focus more on the new material from the last part 
of the semester.  
 
Barring an EMERGENCY, you MUST be here on those dates or you will receive a zero (0). Trust me, a true 
emergency is very rare. If one does occur, we will discuss it at that time. Please note the dates of first 
exam date is: Oct, 8th. The second exam will take place during the scheduled final exam period for our 
class: 
 

M&L 4201-4533 (12:45pm start): Tuesday December, 10th from 2:00pm to 3:45pm 
M&L 4201-3909 (2:20pm start): Friday December, 6th from 4:00pm to 5:45pm 

 
 
2. INDIVIDUAL ASSIGNMENTS (IA): There will be FIVE individual participation assignments as 
outlined in the syllabus; details will be given in class when it gets closer to the due date for each 
assignment. While there may be some exception (which I will communicate), most assignments will be 
turned in as a soft copy to Carmen. 
 



                                            

 

 
 

 

3. GROUP ASSIGNMENTS (GA): There will be THREE group assignments throughout the semester. 
For these assignments, the class is broken up into small groups of 5-6 people and you will work on 
theses assignments with your teammates. One assignment will be turned in per group. The assignment 
must be typed and turned in via Carmen by the posted due date. You will form a group at the beginning 
of the semester and stay with the same group for all assignments and projects.  
 
4. GROUP PROJECT (GP): In addition to the group assignments that are relatively small in scope, you 
will work on a group project with your teammates throughout the semester. This project will have 
several deliverables. To keep you on track, I will be providing a timeline, as well as actions you need to 
be completing every week during your weekly meetings with your teammates. At the end of the 
semester, you will give a presentation and turn in your materials.  
 
5. PEER EVALUATIONS: After each group deliverable (GA or GP), each student is required to complete 
a peer evaluation of all team members, including themselves. Failing to do so results in forfeiting all 
points for that GA/GP.  

 
6. ATTENDANCE & PARTICIPATION: Being in class and actively participating in your learning is an 
integral part of retaining knowledge and is the corner stone of creating an interesting and meaningful 
class environment. You should attend class regularly and be on time. Be prepared to ask and answer 
questions. Students are expected to attend each class session. If you must miss a class session for any 
reason, I expect you to make every effort to notify me prior to the class meeting.  
 

The class meetings will be a combination of lecture, class exercise and discussion. I strongly encourage 
each of you to participate actively during our class discussions. One way to participate is to provide your 
opinion about answers to the questions that others pose. However, asking questions is as important to 
the learning process as having answers (e.g., OK, I understand the distinction between these two 
concepts, but how would we actually implement this?). Note that, you can be a participant in class 
discussion even if you are not present by sending your thoughts, responses and questions to me prior to 
class. If you want to do so, you should send me thoughts by the night before.  

Requirement Points Possible 

Individual Work  
        Exams (x 2) 100 points each x 2 = 200 points total 
        Chapter Quizzes (best 11 out of 14) 10 points each x 11 = 110 points total 
        Individual Assignments (x 5) 15 points each x 5 = 75 points total 
        Attendance & Participation 40 points  
        Peer Evaluation of GA’s & GP (required) 0 points 

Total Individual Points 425 points 

Group Work  
        Group Assignments (x 3) 25 points each x 3 = 75 points total 
        Project Presentation 75 points 
        PowerPoint deck and Supporting Materials 75 points 

Total Group Points   225 points 
Total Possible Points 650 points total in course 

Bonus (self assessments) 1 points each x 14 = 14 points 



                                            

 

 
 

 
 
The following grading scale will be used to assign final grades. The scale may be lowered if warranted, 
but it will not be raised. Once the final course grading scale is set, it is set in stone. If you miss the next 
highest grade by one point you will have my sympathy - but I will not change your grade!1. You need 
to complete ALL assignments to be eligible for an A.  
 

A    ≥  605    points AND all assignments completed and turned in C+   ≥  501    points  
A-   ≥  585     points AND all assignments completed and turned in C     ≥  475    points 
B+   ≥  566    points C -   ≥  455    points 
B     ≥  540    points D+   ≥  436     points 
B-    ≥  520    points D     ≥  390    points 

 F      <  389     points  
 
 

Communication 
 

The best way to reach me outside class is via email. I access my email many times a day – a lot more 
often than I check my phone messages. If you cannot attend my officially scheduled office hours, you 
can also always email me to set up an appointment at a different time that works with your schedule.  
 
I will use Carmen’s email system to contact you individually or as a group about the class (e.g., changes 
in the syllabus, assignments, etc.). It is your responsibility to make sure that emails sent via Carmen can 
reach you at an email address you check on a regular basis. 

 
Honor Code 
 

Academic integrity is essential to maintaining an environment that fosters excellence in teaching, 
research, and other educational and scholarly activities. Thus, The Ohio State University and the 
Committee on Academic Misconduct (COAM) 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 Ohio State University’s 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.  

                                                
1 I am not in the habit of changing grades unless I’ve made a math error. If you feel that you have been graded unfairly, please make a written 
case for why you feel the grade is wrong (i.e., why your answer should be correct) and submit it to me within two class periods after the 
assignment or test was returned. I will NOT change a grade if you just come to me and verbally complain. If you submit a written appeal, I do 
not promise to change your grade, but I promise to consider your appeal carefully and fairly. 



                                            

 

 
 

 
 
 
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 (i.e., committed academic misconduct), the sanctions for the 
misconduct could include a failing grade in this course and suspension or dismissal from the University.  
 
If you have any questions about the above policy or what constitutes academic misconduct in this 
course, please contact me.  
 

Students with Disabilities 
 

Any student who feels she/he may need an accommodation based on the impact of a disability should 
contact me privately at the beginning of the semester to discuss your specific needs. The Office for 
Disability Services (at 614-292-3307 in room 150 Pomerene Hall) is available to help coordinate 
reasonable accommodations for students with documented disabilities.  

 
Attendance Policy 
 

Fisher College of Business strongly enforces University attendance policies. As per University rule 3335-
8-33, any student may be disenrolled from a course for failure to attend by the first Friday of the term, 
or by the 3rd instructional day of the term, or by the second class meeting, whichever occurs first.  
http://trustees.osu.edu/rules/university-rules/rules8/ru8-33.html 

 



                                            

 

 
 

ADDITIONAL READINGS (RECOMMENDED BASED ON INTEREST) 
 

There are many popular press book titles (i.e., not text books!) that cover issues related to our class 
discussions. I will be more than happy to recommend additional reading if you are interested. Below are 
some good options to start with.  
 
 
Ø Ariely, Dan (2008), Predictably Irrational: The Hidden Forces that Shape our Decisions, Harper 

Collins. 
Ø Ariely, Dan (2010), The Upside of Irrationality: The Unexpected Benefits of Defying Logic, Harper 

Collins. 
Ø Ariely, Dan (2013), The Honest Truth About Dishonestly: How We Lie to Everyone – Especially 

Ourselves, Harper Collins. 
Ø Ariely, Dan and William Haefeli (2015), Irrationally Yours: On Missing Socks, Pickup Lines and Other 

Existential Puzzles, Harper Collins. 
Ø Ariely, Dan (2016), Payoff: The Hidden Logic That Shapes Our Motivations,  TED Books. 
Ø Ariely, Dan and Jeff Kreisler (2017), Dollars and Sense: How We Misthink Money and How to Spend 

Smarter, Harper Collins. 
Ø Barrett, Lisa Feldman (2017), How Emotions Are Made, Houghton Mifflin Harcourt. 
Ø Berger, Jonah (2013), Contagious: Why Things Catch On, Simon & Schuster. 

Berger, Jonah (2016), Invisible Influence: The Hidden Forces that Shape Behavior, Simon & 
Schuster. 

Ø Belsky, Gary and Thomas Gilovich (2000), Why Smart People Make Big Money Mistakes and How 
to Correct Them: Lessons from the New Science of Behavioral Economics, Simon & Shuster. 

Ø Cialdini, Robert (2006), Influence: The Psychology of Persuasion, Collins. 
Ø Cialdini, Robert (2016), Pre-Suasion : A Revolutionary Way to Influence and Persuade, Simon & 

Shuster. 
Ø Csikszentmihalyi, Mihaly, Flow: The Psychology of Optimal Experience, Harper Perennial Modern 

Classics. 
Ø Damasio, Anthony (2005), Decartes’ Error: Emotion, Reason and the Human Brain, Penguin Books. 
Ø Dunn, Elizabeth and Michael Norton (2013), Happy Money: The Science of Smarter Spending, 

Simon & Shuster. 
Ø Epley, Nicholas (2014), Mindwise: Why We Misunderstand What Others Think, Believe, Feel and 

Want, Random Hill LLC. 
Ø Gigerenzer, Gerd (2000), Simple Heuristics That Makes Us Smart, Oxford University Press.    
Ø Gigerenzer, Gerd (2008), Gut Feelings: The Intelligence of the Unconscious, Penguin Books.   
Ø Gilbert, Daniel (2007), Stumbling on Happiness, Knopf. 
Ø Gilovich, Thomas (1993), How We Know What Isn't So: The Fallibility of Human Reason in Everyday 

Life, Free Press. 
Ø Gladwell, Malcolm (2002), The Tipping Point: How Little Things Can Make A Big Difference, Back 

Bay Books. 
Ø Gladwell, Malcolm (2007), Blink: The Power of Thinking without Thinking, Back Bay Books. 
Ø Gneezy, Uri and John A. List (2013), The Why Axis: Hidden Motives and the Undiscovered 

Economics of Everyday Life, Public Affairs. 
Ø Hastie, Reid and Robyn M. Dawes (2009), Rational Choice in an Uncertain World: The Psychology 

of Judgment and Decision Making, Sage Publications.  
 



                                            

 

 
 

 
 

Ø Heath, Chip and Dan Heath (2007), Made to Stick: Why Some Ideas Survive and Some Die, Random 
House.  

Ø Heath, Chip and Dan Heath (2013), Decisive: How to Make Better Choices in Life and Work, 
Currency.  

Ø Heath, Chip and Dan Heath (2017), The Power of Moments: Why Certain Experiences Have 
Extraordinary Impact, Simon & Schulster. 

Ø Iyengar, Sheena (2011), The Art of Choosing, Twelve. 
Ø Kahneman, Daniel (2011), Thinking Fast and Slow, Farrar, Straus and Giroux. 
Ø Lewis, Michael (2016), The Undoing Project, W. W. Norton & Company. 
Ø Lieberman, Matthe (2013), Social: Why Our Brains Are Wired to Connect, Random House Inc. 
Ø Lindstrom, Martin (2005), Brand Sense: Sensory Secrets Behind the Stuff We Buy, Free Press. 
Ø Lindstrom, Martin (2010), Buyology: Truth and Lies About Why We Buy, Broadway Books. 
Ø Lyubormirsky, Sonja (2008), The How of Happiness: A New Approach to Getting the Life You Want, 

Penguin Books. 
Ø Lyubormirsky, Sonja (2008), Myth of Happiness: What Should Make You Happy, but Doesn’t, What 

Shouldn’t Make You Happy, but Does, Penguin Books. 
Ø Miller, Geoffrey (2009), Spent: Sex, Evolution, and Consumer Behavior, Viking. 
Ø Raghunatan, Raj (2016), If You’re So Smart, Why Aren’t You Happy?, Penguin Random House LLC. 
Ø Schwartz, Barry (2004), The Paradox of Choice: Why More is Less, Harper Collins. 
Ø Schwartz, Barry (2016), Why We Work, TED Books. 
Ø Schwartz, Barry and Kenneth Sharpe (2011), Practical Wisdom: The Right Way To Do the Right 

Thing, Riverhead Books. 
Ø Thaler, Richard H. (2015), Misbehaving: The Making of Behavioral Economics, W. W. Norton & 

Company. 
Ø Thaler, Richard H. and Cass Sunstein (2009), Nudge: Improving Decisions about Health, Wealth, 

and Happiness, Penguin. 
Ø Underhill, Paco (2004), Call of the Mall: The Geography of Shopping, Simon and Shuster. 
Ø Underhill, Paco (2009), Why We Buy: The Science of Shopping: Updated and Revised for the 

Internet, the Global Consumer, and Beyond, Simon & Schuster. 
Ø Wansink, Brian (2007), Mindless Eating: Why We Eat More than We Think, Bantam. 
Ø Wilson, Timothy (2004), Strangers to Ourselves: Discovering the Adaptive Unconscious, Belknap 

Press.  
Ø Zaltman, Gerald (2003), How Consumers Think: Essential Insights into the Mind of the Market, 

Harvard Business School Press. 


