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1 .  D E S C R I P T I O N  
This course focuses on the origin and strategic application of consumer behavior. Students will be 
provided with in-depth knowledge of the main factors that affect consumer behavior, such as reference 
groups, families, social standing and culture. Consumer behavior will also be studied on an 
international perspective, taking cross-cultural interactions into consideration.  
Throughout the course, standard elements of retail shops and the impact of consumer behavior on retail 
management will be analyzed.  
Under the supervision of seasoned professionals, students will spend a portion of the course operating 
the school retail spaces (fashion retail store, restaurant, pastry shop) that are open to the local 
community. In order to offer a comprehensive view of retail management, experiential learning 
activities are scheduled in varying types of retailers, each of them characterized by different competitors, 
types of products sold, customers, and style of service required. 
This class includes experiential learning with CEMI. 

2 .  O B J E C T I V E S  
Upon successful completion of this course, students will: 
• Have gained knowledge on the origins of consumer behavior and strategic applications to marketing

management
• Have learned about the main factors that affect consumer behavior, including culture, family,

reference groups, and social standing
• Have understood how to persuade consumers and how to design persuasive messages and

advertising appeals
• Be able to explain the dynamics of consumer motivation, the system of needs, and consumer

perception
• Have been familiarized with marketing ethics and social responsibility

3 .  R E Q U I R E M E N T S  
There are no prerequisites for this course. 

4 .  M E T H O D  
This course consists of lectures, class discussions, projects, and interaction with the local community. 
Mediums for instruction used will include, but are not limited to, interactive and hands-on activities 
which challenge thought processes, integrate relevant academic sources, may include multimedia 
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references, propose creative problem-solving, and other appropriate forms of delivery as deemed 
appropriate to the course’s purpose. 
 
5 .  T E X T B O O K  –  F U R T H E R  R E A D I N G S  –  R E S O U R C E S  
T E X T B O O K  ( C o p y  a v a i l a b l e  a t  t h e  u n i v e r s i t y  l i b r a r y ) :  

• Leslie Kanuk Leon Schiffman. Consumer Behavior, Global Edition. Pearson Education 
Limited. 2014. 

The textbook is mandatory for course participation and completion. Where applicable additional 
materials may be provided by the instructor. 
 
F U R T H E R  R E A D I N G S   

• Angie Tang, Sarah Lim, Retail Operations. How to run your own store, Pearson, Prentice 
Hall, 2008 

• P. Farris, Marketing Metrics: The Definitive Guide to Measuring Marketing Performance, 
Pearson Education Inc., 2010 

• R. Walker, Retail Fashion: Promotion and Advertising, London Constable, 2008  
 
L I B R A R Y  
Course participants may access the campus library. Please consult the posted schedules for official 
opening times. Texts may be consulted on-site, and scanning/internet services available.  
 
6 .  C O U R S E  M A T E R I A L S  
No additional course materials are necessary. 
 
7 .  C O U R S E  F E E S  
Course fees cover course-related field learning activities, visits, and support the instructor's teaching 
methodologies. Book costs are not included in the course fee. If this course requires a fee, the exact 
amount is communicated prior to enrollment. 
 
8 .  G R A D I N G  A N D  E V A L U A T I O N  &  A T T E N D A N C E   
10% Attendance  
10% Participation 
20% Assignments 
20% Paper/Presentation 
20% Midterm Assessment 
20% Final Exam 
 
The above grade breakdown percentages reflect the grading scale standards in the “Grading and 
Evaluation System” section of the catalog.  
	
Attendance 
Class participation is mandatory. Based on the hours defined in the Academic Catalog’s attendance 
policy, students may miss up to 2 class encounters delivered as lecture hours. A third absence constitutes 
a course failure.  
 
Please note that absence hours may vary according to the learning methodology, as per the academic 
catalog policy on credit hours: https://catalog.fua.it/standard_regulation  
 
9 .  E X A M S  /  P R O J E C T S  /  A S S I G N M E N T S  
Midterm Assessment: The midterm assessment accounts for 20% of the final course grade. It consists 
of an online submission due on Lesson 6. The instructor will provide additional details on the course 



 

 

 

portal.  
Final Exam: The final exam accounts for 20% of the final course grade. Format: the exam is divided 
into three sections: 

• Part I: 10 Multiple choice questions. Each correct answer is worth 2 points, for a total of 20 
points. 

• Part II: 10 short-answer questions. Each correct and complete answer (concise explanations, 
main ideas, key words, names, etc.) is worth 5 points, for a total 50 points. 

• Part III: two essay questions; each correct and complete answer is worth 15 points (based on 
content, vocabulary, detail, etc.) for a total of 30 points. 

The final exam is cumulative.  
Paper/Presentation: The paper/presentation accounts for 20% of the final course grade. The instructor 
will provide specific information concerning the paper/presentation topic and length. The paper must 
include quotations and/or citations from scholarly books, journals, or articles. Students will be assessed 
based on the following criteria: Pertinence & Coverage; Analysis & Understanding; Organization & 
Structure; Language & Accuracy; References & Bibliography. 
Assignments: This course requires at least 3 assignments as per the course outline in the syllabus. 
Further details are provided in the course portal. 
 
1 0 .  C O U R S E  O U T L I N E  
 

Lesson 1 
Meet In class 
Lecture The retail environment 
Objectives By the end of this class students will: 

• Have gained knowledge on the main characteristics of the retail 
environment.  

• Have learned about the specificities and differences in store organization 
according to the product category on sale  

• Be able to compare and to classify the different kinds of stores  
• Have been familiarized with different marketing strategies 

Readings/ 
Assignments 

Read: “Retail Operations. How to Run Your Own Store” by Angie Tang and 
Sarah Lim (Pearson, Prentice Hall, 2008): Chapters 1 and 4 
Assignment #1 assigned, due by next class meet.  

 
Lesson 2 
Meet In class 
Lecture Segmentation, targeting and positioning 
Objectives By the end of this class students will: 

• Have gained knowledge on the bases used to segment consumers, such as 
demographics, psychographics, product benefit sought, and product-usage 
factors 

• Have learned about behavioral targeting  
• Have understood the interrelationship among market segmentation, 

targeting, and positioning  
• Be able to position, differentiate and reposition products   

Readings/ 
Assignments 

Read: Chapter 2 of the textbook from page 52 to 76 

 
Lesson 3 
Meet In class 



 

 

 

Lecture Consumer motivation and personality 
Objectives By the end of this class students will: 

• Have gained knowledge on the dynamics of motives, needs, and goals and 
how they shape consumer behavior  

• Have learned about the methods to identify and measure motives  
• Have understood motivation theories and their application to consumer 

behavior 
• Be able to explain self-image and its impact on consumer behavior 
• Have been familiarized with the personification of products and brands 

and their strategic applications 
Readings/ 
Assignments 

Read: Chapter 3 of the textbook from page 82 to 111 
Assignment #2 assigned, due by next class meet.  

 
Lesson 4 
Meet In class 
Lecture Consumer perception 
Objectives By the end of this class students will: 

• Have gained knowledge on the elements of perception and their role in 
consumer behavior 

• Have learned about how consumers organize consumption-related 
information 

• Have understood the elements of consumer imagery  
• Be able to explain how consumers determine the quality of products and 

services 
• Have been familiarized with consumer perceived risks 

Readings/ 
Assignments 

Read: Chapter 4 of the textbook from page 114 to 145 
FINAL PROJECT OVERVIEW.  

 
Lesson 5 
Meet In class 
Lecture Persuading consumers 
Objectives By the end of this class students will: 

• Have gained knowledge on the elements and persuasive capabilities of 
communication 

• Have learned how to design persuasive messages effectively 
• Have understood the effectiveness and limitations of prominent advertising 

appeals  
• Be able to compare broadcasting and narrowcasting 

Readings/ 
Assignments 

Read: Chapter 7 of the textbook from page 198 to 214 
MIDTERM ASSESSMENT ASSIGNED, due prior to next class meet. 

 
Lesson 6 
Meet In class 
Lecture Reference groups	
Objectives By the end of this class students will: 

• Have gained knowledge on the credibility of reference groups and their 
influence on consumer behavior  

• Have learned about the persuasive power and credibility of spokespersons, 
celebrities, vendors, and media 



 

 

 

• Have understood the dynamics and measurement of opinion leadership 
and word-of-mouth 

• Have been familiarized with the process for the diffusion of innovations 
Readings/ 
Assignments 

Read: Chapter 9 of the textbook from page 234 to 254 

 
Lesson 7 
Meet In class 
Lecture The family and social standing 
Objectives By the end of this class students will: 

• Have gained knowledge on family decision-making and the consumption-
related roles of its members 

• Have learned about the impact of social stratification on consumer 
behavior 

• Have understood the role of the family life cycle in market segmentation 
and targeting 

• Be able to compare consumption patterns of traditional and non-
traditional families 

Readings/ 
Assignments 

Read: Chapter 10 of the textbook from page 258 to 290 
Assignment #3 assigned, due by next lesson.  

 
Lesson 8 
Meet In class 
Lecture Cultural influence on consumer behavior 
Objectives By the end of this class students will: 

• Have gained knowledge on the role, dynamics, evolution, and the impact 
of culture on consumers’ priorities and behaviors 

• Have learned how to measure the influence of a culture on consumer 
behavior 

• Have understood language, symbols, and rituals as expressions of a learned 
culture 

• Be able to compare the different core values across countries 
Readings/ 
Assignments 

Read: Chapter 11 of the textbook from page 294 to 314 

 
Lesson 9 
Meet In class 
Lecture Cross-cultural consumer behavior  
Objectives By the end of this class students will: 

• Have gained knowledge on how to study the values and customs of 
different cultures in order to develop effective marketing strategies 

• Have understood how to decide whether to customize products for global 
markets or to sell standardized ones.  

• Be able to explain how to identify global marketing opportunities 
Readings/ 
Assignments 

Read: Chapter 13 of the textbook from page 342 to 362 
FINAL PROJECT DUE 

 
Lesson 10 
Meet In class 
Lecture Marketing ethics and social responsibility 



 

 

 

Projects presentations 
Course review 

Objectives By the end of this class students will: 
• Have understood the meaning and importance of marketing ethics and 

social responsibility 
• Have gained knowledge on how marketers can exploit consumers by 

targeting children  
• Have learned about ethically questionable practices 
• Be able to explain the nature and consequences of provocative 

advertisements 
Readings/ 
Assignments 

Read: Chapter 15 of the textbook from page 380 to 402 
Final Project Presentation 

 
Lesson 11 Final Exam 
Meet In class 
Lecture  FINAL EXAM 

 


