
 
 

BUS338 Consumer Behaviour 
 

Fall 2017 – Monday/Wednesday 1:00pm – 2:15pm 
 

Syllabus 
 
Contact Information 
 
Name: Laszlo Markovics BA, LL.M, Assistant Professor, Business Administration Program 
Email: laszlo_markovics@boothuc.ca 
Phone: 204.594.6135 
Office Hours: Friday 9-12 
 
Course Description 
 
The course examines the dynamics underlying consumer behaviour. The topics covered how the self, 
social identity, personality, attitudes and cultural stings impact the consumer decision making process.  
Teaching method: lectures, in-class quizzes, case studies, video materials, guest lectures, field trips. 
 
Duration: September 6 to December 5, 2017  
Credits: 3 credit hours 
Prerequisites: A grade of C or better in BUS230 Marketing 
Voluntary Withdrawal Date: November 3, 2017 
Time Extension Deadline: November 24, 2017  
Fall Reading Week: October 9-13, 2017 
Final Exam Period: December 7-13, 2017 
 
Course Objectives 
 
By the end of the course students will be able to.... 
 

1. Understand the consumer decision making process   
2. Identify the key individual factors influencing the behaviour of consumers, such as perception, 

learning and motivation 
3. Comprehend how personality, lifestyles and values define what consumers purchase and use  
4. Outline the relevance of attitudes in the individual decision making 
5. Recognize how the social setting impact consumers via group context and social media 
6. Understand how society is organized through demographic factors (income, class and family 

structures)  
7. Recognize the cultural influences on consumer behaviour and the subcultures in 

contemporary Canadian society 
8. Understand cultural production as the main creative aspect behind popular trends, fashion 

and products  
 
Required Textbook(s) and Reading(s) 
 
1. Consumer Behaviour Seventh Canadian Edition by Solomon, White and Dahl. Pearson Education 

Canada (with myBusinessLab access) 2017  
This textbook can be purchased at the University of Winnipeg bookstore or an e-copy can be 
purchased online: http://catalogue.pearsoned.ca/educator/product/Consumer-Behaviour-Buying-
Having-and-Being-Seventh-Canadian-Edition/9780133958096.page 

mailto:laszlo_markovics@boothuc.ca
http://catalogue.pearsoned.ca/educator/product/Consumer-Behaviour-Buying-Having-and-Being-Seventh-Canadian-Edition/9780133958096.page
http://catalogue.pearsoned.ca/educator/product/Consumer-Behaviour-Buying-Having-and-Being-Seventh-Canadian-Edition/9780133958096.page


 
Class Attendance/Participation 

Students are strongly encouraged to attend every class. If a student is unable to attend a class, it is their 
responsibility to follow up on any missed material covered in class. 

Quality participation is a key value for any setting, especially in a business setting. There is the minimum 
expectation that each student will read the assigned materials prior to each lecture. This will enhance 
your student experience as it will provide a foundation for the classroom discussions and exercises. 
Additionally, any personal experiences or research findings related to the subject areas are strongly 
encouraged.  

Prior to each class, the PowerPoint slides should be downloaded and the chapter learning objectives 
should be reviewed. The PowerPoint slides provide a great overview of each chapter topic and will 
facilitate note taking. After the class, you may want to review the online chapter overview and glossary 
flashcards, and explore the web destinations. 

Class Etiquette  

Out of respect of classmates, please arrive prior to the start of the class to keep disruptions to a minimum. 
All cell phones must be set to silent and may not be used during class. If a call needs to be made, there 
will be breaks provided during class. If absolutely necessary, all calls during class time must be taken 
outside of the classroom.  

If a student needs to miss a class, he/she should inform the teaching professor via email as soon as 
possible. Arrangements to collect notes are the students’ responsibility.  

Class Quizzes 

Students must be present for the in-class quizzes. Accommodations for in-class quiz writing dates/times 
will not be offered. 

Case Studies  

The Case Study assignments are being prepared in a group setting. Student groups will be arranged in 
the fourth week of the semester.  

Case Study1 Persona 

Students are required to create and describe a marketing persona purchasing/using a consumer product 
of their choice. Expectations and due dates will be discussed in a separate handout early in the term. 

Case Study2 Product 

Students are required to describe the consumer decision making process through a consumer product of 
their choice. Expectations and due dates will be discussed in a separate handout early in the term. 

Midterm/Final Examinations  

The composition and date of the midterm/final examinations are to be determined. Programmable 
calculators, textbooks, cell phones, pagers, PDAs, MP3 units or electronic translators are unauthorized 
materials, and must not be present during tests or examinations.  



Course Outline – Tentative Dates 
 

 

Course Evaluation and Grading System 

Midterm Exam      20%      
Case Study1 Persona     15% 
Case Study2 Product     15% 
Class Quizzes      20% 
Final Examination     30% 
      __________________ 
Total       100% 

Letter Grades & Grade Points 

A+  (4.5) Exceptional performance with evidence of outstanding original thinking, superior organization, 

exceptional capacity to analyze and synthesize; a superior grasp of the subject matter with sound critical 
evaluations; evidence of an extensive knowledge base. A final grade of A+ may be awarded only with the approval 
of the Academic Dean. 

A (4.0) Excellent performance with evidence of excellent original thinking, excellent organization, excellent 

ability to analyze and synthesize; an excellent grasp of the subject matter with sound critical evaluations; evidence 
of an extensive knowledge base. 

B+ (3.5) Very good performance with evidence of original thinking, very good organization, demonstrated ability 

to analyze and synthesize; a very good grasp of the subject matter; evidence of good critical judgment, a very 
good understanding of the relevant issues under examination; very good familiarity with the relevant literature. 

B  (3.0) Good performance with evidence of a good grasp of the subject matter; evidence of critical capacity, 

good analytical ability, a good understanding of the relevant issues under examination; evidence of good familiarity 
with the relevant literature. 

C+ (2.5) Satisfactory performance with evidence of a satisfactory grasp of the subject matter; evidence of 

critical capacity, demonstrated analytical ability, an understanding of the relevant issues under examination; 
evidence of familiarity with the relevant literature. 

C  (2.0) Adequate performance with evidence of an adequate grasp of the subject matter; some evidence of 

critical capacity, an ability to develop solutions to simple problems found in the material; evidence of familiarity with 
some of the relevant literature. 

Class Date  
Week of 

Topics Assigned Reading 

Sept 6 Introduction to Consumer Behaviour Chapter 1 

11 Perception Chapter 2 

18 Learning and Memory  Chapter 3 

25 Motivation Chapter 4 

Oct 2 The Self Chapter 5 

16 Personality, Lifestyles and Values 
Attitudes 

Chapter 6&7 

23 Attitude Change 
Midterm Exam (Chapter 1-7) 

Chapter 8 

30 Individual Consumer Decision Making Chapter 9 

Nov 6 Buying and Disposing Chapter 10 

13 Group Influence and Social Media Chapter 11 

20 Income, Social Class and Family Structure Chapter 12 

27 Subcultures Chapter 13 

Dec 4 Cultural Influences 
Creation of Culture 

Chapter 14&15 

Dec 7-13 Final Exam Week (Chapter 8-15)  



D  (1.0) Marginal performance with evidence of marginal familiarity with the subject matter and some evidence 
that critical and analytical skills have been used. 

F   (0) Inadequate performance with little evidence of even a superficial understanding of the subject matter; 

serious weaknesses in critical and analytical skills; limited or irrelevant use of the literature; failure to satisfy course 
requirements. 

The College does not use a standard percentage scale to correspond to the letter grade and grade 
points. If an instructor intends to use a percentage scale, that scale will be included in the course 
syllabus.                              

Academic Policies 
 
Students are responsible for reviewing and abiding by all Booth UC academic policies in the current 
Academic Calendar.  
Three policies of particular relevance are: 

o Academic Integrity http://online.anyflip.com/ezsa/zpqs/mobile/index.html#p=24 (page 23) 

o Letter grades and grade points, including corresponding percentages if appropriate 

http://online.anyflip.com/ezsa/zpqs/mobile/index.html#p=26 (page 25) 

o Use of Personal Computers, Electronic Devices and Cell Phones in Booth UC 

Classrooms http://online.anyflip.com/ezsa/zpqs/mobile/index.html#p=32 (page 31) 
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