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Synchronous, Distant Modality 

 

Sessions Schedule  
Day Time Sessions 

Tuesday  
17:15 to 18:45 hrs 

(German time) 

March 15, 22, 29 
April 5, 12, 26 

May 3, 10, 17, 24, 31 
June 7, 14, 21, 28 

 

Zoom Access 

For all sessions, this is the Zoom link: 
https://cetys.zoom.us/j/84485889177?pwd=MThkMkNmQ2lkTDcydCtiYWRwcjhOUT09 

Meeting ID: 844 8588 9177  
Passcode: 175745    

Course Purpose 
The purpose of this course is to introduce students to the main concepts of Consumer Behavior, 
particularly with an International Business perspective. Understanding Consumer Behavior is 

central to the practice of marketing as it gives marketers an insight into the motives, needs, 
behaviors and decisions making of consumers. 

Consumer Behavior concerns the behavior that consumers and organizations display in 
searching for, buying, using, evaluating and disposing of products and services. The main 
emphasis of the course is to the consumer’s behavior with a marketing perspective. 

Course Mission 
The main aim of this course is to provide students with a thorough understanding of the main 

theories and principles of Consumer Behavior, and to show how these concepts relate to the 
practice of marketing. A strong emphasis is placed on the application of these theories and 

principles. 

Course Synopsis 
The consumer’s decision process is first introduced and covered in some detail. This is followed 
by the psychological, social, and cultural influences on consumer behavior, and how these relate 
to the decision making process. Next, dimensions on how national and cultural borders impact 
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management and their international perspectives are analyzed. Finally, several ethical dilemmas 

are discussed. To give an actual perspective on the topics, several examples are examined and 
several workshops are held. 
 

 

 

Course Objectives 
1. Knowledge Based Objectives 

At the end of this course students should be able to demonstrate a sound theoretical 
understanding of the following: 

a. The consumer decision making process 
b. The range of psychological influences on consumer behavior 

c. The social process that influence consumer behavior 
d. The factors that affect decisions involving consumer behaviors in other countries 

2. Skills-Based Objectives 

a. Critically apply consumers behavior theory to problems in marketing 
b. Effectively use of the international dimension on consumer behavior to problems in 

international marketing/business 
The course is also designated to continue developing students’ skill in critical reading of journal 
articles and reports writing (through a written assessment).   Interpersonal skills are emphasized 

through teamwork in the workshops. 

Digital Supports 
For this course in Synchronous, Distant mode, students develop some additional skills for the 
course dynamics. This represents an additional opportunity for the development and application 

of individual competences. Each student should seek to develop their activities individually or 
with their teammates in the course. I trust that each student sees this as an additional learning 
opportunity in a world where digital media is increasingly present. Below, some support tools 

will help for the development of the course activities. However, students can use other digital 
tools; however, they should be accessible for everyone in the course. At all times, students will 

follow all the academic requirements indicated here therein.  



 

 
 
 

Assessment: 
The assessment for this course is divided as: 

I. Individual Participation 10% 
In-Class 5%  

Forum 5%  
II. Mental Maps of the course material 20% 

III. Course Projects 30% 
IV. Final Exam (date??) 40% 

  

Class and Facebook Discussions mean students make contributions of consumer behavior 
significance. In-class work and individual participation consist of the active, enthusiastic 

participation of the student during workshops and presentations demonstrating that the material 
assigned was read. There are several Mental Maps for some sessions.  The Course Projects 
include diverse topics explained bellow in this Syllabus.  

 
Exercise: Individual Presentation 

Source: https://docs.google.com/presentation/d/1dgttac2EN0UVXIVCovHWdV-
72XFgQBVB/edit?usp=sharing&ouid=114884124019786668918&rtpof=true&sd=true 
Register Link here: 

https://docs.google.com/spreadsheets/d/1dinH8X4PNhGUNtcqpvySh4foIGjptt71/edit?usp=shari
ng&ouid=114884124019786668918&rtpof=true&sd=true  

Email link of individual presentation video to professor: jorge.wise@cetys.mx 
 Email subject: HF PF [Student Name] 
 Due by 20:00 hours, March 21, 2022 

 

Teaching and Learning Methods 
The course will be by lecture, with frequent interactive discussions. Additionally, several 
workshops and a course project will help the practice and discussion on topics related through 

exercises and real experiences. Students are aimed to read the Course Readings to have a better 
understanding of the material before each session and workshop while participate actively in the 
discussions. Active participation in the course project is very important. Examples are always 

welcome and will be an important part of lectures and workshops. 

Class and Facebook Discussions 
This activity integrates two components: Participation in-Class and in the Course Forum. The 
assessment is assigned considering these two components. Each component has its 
corresponding weight. 

The class is a space for informed conversation and reflection, having the Professor in the role of 
facilitator of these processes.  The quality of the course and your learning experience is the 

responsibility of both students’ and professor’s preparation and involvement.  
Giving examples of real experiences improves the actual understanding of the real world but is 
just participation; you need to provide insightful contribution during the course. In this course, 

https://docs.google.com/presentation/d/1dgttac2EN0UVXIVCovHWdV-72XFgQBVB/edit?usp=sharing&ouid=114884124019786668918&rtpof=true&sd=true
https://docs.google.com/presentation/d/1dgttac2EN0UVXIVCovHWdV-72XFgQBVB/edit?usp=sharing&ouid=114884124019786668918&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1dinH8X4PNhGUNtcqpvySh4foIGjptt71/edit?usp=sharing&ouid=114884124019786668918&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1dinH8X4PNhGUNtcqpvySh4foIGjptt71/edit?usp=sharing&ouid=114884124019786668918&rtpof=true&sd=true
mailto:jorge.wise@cetys.mx


 

 
 
 

class participation will include in- and out-class contribution. Student participation is expected in 

all possible formats and ways during the course  
The course seeks to take advantage of technologies through their use. For this, various 
technologies such as Internet, Dropbox, Facebook, simulations in Marketplace, among others, 

will be used. Active and constant participation through these technologies benefit students 
learning in the course.  

Remember that questioning and listening are the basis for the journey thru knowledge.  Learn 
while Enjoy the experience!!   
 

In-class Participation  

A good participation means contributions that would be of superior quality.  A contribution 
consists of synthesizing, reorienting discussions, adding points of view not previously pondered, 
motivating deeper discussion through questioning, and focusing on discussions on key issues. 

This is constantly expected from every student. Offering real examples improves understanding 
of issues in today's world but they always require identifying something that is relevant to the 

course. 
Class participation is subjective, assigned by the professor and depends on what the professor 
perceives that the student contributes actively during all sessions. 

Course Forum Participation 

Out-of-class contribution will be done thru direct participation offering specific comments in the 
forum Pforzheim CB-MCP 2022 (https://www.facebook.com/groups/696981771714397) in 
Facebook, a private space where only  students and professor participate.  Every student will be 

included in this private group in which will offer the contribution accordingly to the topics at 
hand. Students should include at least one contribution per week, the number and quality of the 

contributions made will assign the corresponding points.  

Mind Maps  
Individually, students will prepare a conceptual map of the topics cover in each session.  As 
students tend to identify different aspects of consumer behavior, conceptual maps help as a 
summarizing tool.  Whenever possible, maps will be compared and discussed in small groups 

and presented to the whole group.  Map the driving forces.  Mapping is a visual, iterative tool for 
discovering the root cause of a phenomenon.  Mapping is a visual tool that makes assumptions 

explicit. 
 Mind maps are individual 
 Includes most concepts of the session and/or topic 

 Contemplates connectors or link words 
 Establishes relation among the concepts 

 Design that facilitate the interpretation of the mental map 
 Shows creativity and originality 
 Reflects analysis and synthesis of the topics 

Mind Maps are due during the course, one for each of the first Sessions. The concepts from 
session to session should find a relationship in each Map. There is a software called MindMaple 

(www.mindmaple.com) which can help you producing Mind Maps.  

https://www.facebook.com/groups/696981771714397
http://www.mindmaple.com/


 

 
 
 

CLASS PROJECTS 
For each Project, Email to professor: 

1. Digital file with the written text. 
2. Digital file that includes the Presentation of the Activity Report. 

 

Project I: Bibliographical project 

In teams, students prepare a written project, with full bibliographical support including the 
following: 

 Choose one of the topics discussed in any of the modules of the Consumer Behavior 

course and prepare a written report based on it. 

 Include full bibliographical support for both the theoretical and the applied sections of the 

project. The lack of bibliography supporting any part of the project will be penalized. 

 Each team member should fully participate and be involved in the project. 

 The final report to be handed in to the professor should have no more than 10 pages, plus 
any relevant annexes. 

 Format: Time New Roman, 12p, 1½ line spacing 

 Each Team will prepare a presentation of 15 mins. max. 

 
Project II: Store Image Project 

(Adapted from Professor Myers, Haas School of Business, Fall 1999). 
Work in teams of three students. The objective is to better understand the concept of store image 

and how it influences consumer behavior.  The focus will be on four stores found in Pforzheim 
or in your hometown city/area.  The stores will be selected together by students.  All stores 
should be of the same type of store (that is: convenience, grocery, department, among other) 

selling to potential different markets.  You can add another store if you like to do so.  Develop a 
short interview, respond it yourself truthfully and ask a total of at least 10 other people per 

student.  You will have a total of 33 answers/interviews.  Ask the following questions: 
1. Free association.  What comes to mind when I mention the name (mention the name 

of the three stores separately)?  Remember to record that information properly. 

2. From the following four stores (mention all them here), which two are the most 
similar?  Why?  Which are the most different?  Why?  Again, record the answers. 

3. For each of the stores (mention their names), answer the following: 
a. If it were a person, what kind of person would it be?  Age, income, lifestyle, 

possessions, etc. 

b. If it were an animal, what kind of animal would it be?  Why? 
c. If it were a book or movie, what best represents the store? 
d. If it were a country, what country would it be? 

e. If it would be you (the responder), do you identify yourself with that store? 
Record the answers. 

Bring a report of the results of your study to class.  In your paper, give a summary of the 
image of each store based on respondent answers to the three questions above.  How did they get 
these associations?  Are they consistent with your own impressions?   

How do you think the image differs from what store managers would like it to be?  Why?  
How would you change the image if you were the store manager?  Assume you were 



 

 
 
 

VicePresident of marketing at each of the stores and you wanted to go more for youth.  What 

would you do? 

 Each team member should fully participate and be involved in the project. 

 The final report to be handed in to the professor should have no more than 10 pages, plus 

any relevant annexes. 

 Format: Time New Roman, 12p, 1½ line spacing 

 Each Team will prepare a presentation of 15 mins. max. 

 
Project III: Infomercial Project 

(Adapted from Professor Myers, Haas School of Business, Fall 1999). 

Work in teams of three students. View at least 60 minutes of different infomercial each team 
member. If you have no access to infomercial, view at least 30 different TV advertisings. Make a 

summary of the infomercial/advertisings analyzed; include a: brief description, product, context, 
brand and situation found. If TV advertisings were view, group them in no more than four sets. 
For each infomercial and advertising group, answer the following: 

1. Was it effective or not effective? Why or why not? 

2. What elements of the infomercial/advertising group made you buy the product? 

3. What aspects of the infomercial/advertising group made you want to turn it off? 

4. Describe the spokesperson’s characteristics. How did he/she/it try to persuade the 
viewers to buy? 

 Each team member should fully participate and be involved in the project. 

 The final report to be handed in to the professor should have no more than 10 pages, plus any 

relevant annexes. 

 Format: Time New Roman, 12p, 1½ line spacing 

 Each Team will prepare a presentation of 15 mins. max. 

Important Notes: 
1. All reports, files and presentations are emailed to professor 24 hours before due time. 

Identify properly the activity. 

2. File extensions accepted: .doc, .docx, .ppt., .pptx, & .pdf. 
3. One Facebook contribution every other day or one every two days. Inform the use of 

alias. 

4. Reports written in professional English, using APA Style with Font Times New Roman 
size 12, line spacing 1.15. 

5. All reports should emphasize consumer behavior concepts. 
6. Contact professor by e-mail for questions. 

Textbook: 

 Leon Schiffman and Joe Wisenblit. Consumer Behavior. Pearson (12th Ed.). 
https://www.pearson.com/store/en-us/pearsonplus/p/9780137504503.html  

Additional literature: 

 David Mothersbaugh, Delbert Hawkins and Susan Bardi Kleiser. Consumer Behavior: 

Building Marketing Strategy, McGraw-Hill (14th Ed). 

https://www.pearson.com/store/en-us/pearsonplus/p/9780137504503.html


 

 
 
 

https://www.mheducation.com/highered/product/consumer-behavior-building-marketing-

strategy-mothersbaugh-hawkins/M9781260100044.html#interactiveCollapse  

 Wayne D. Hoyer, Deborah MacInnis, and Rik Pieters: Consumer Behavior, Cengage. (7th 
Ed.). https://www.cengagebrain.com.mx/shop/isbn/9781305507272  

 A. Coskun Samli. International Consumer Behavior in the 21st Century, Springer. 
https://link.springer.com/book/10.1007/978-1-4614-5125-9  

Grading Criteria:  
The quality of your work is in relation to the following variables: 

1. Relationship to the topic appreciating the complexity and non-obvious aspects of the 
topic.    

2. Creativity. 
3. On Time. 
4. Thoughtful, insightful: includes relevant detail and examples. 

5. Agrees with the instructions and/or directions given. 
6. Professionally written. Proper orthography and syntax. 

https://www.mheducation.com/highered/product/consumer-behavior-building-marketing-strategy-mothersbaugh-hawkins/M9781260100044.html#interactiveCollapse
https://www.mheducation.com/highered/product/consumer-behavior-building-marketing-strategy-mothersbaugh-hawkins/M9781260100044.html#interactiveCollapse
https://www.cengagebrain.com.mx/shop/isbn/9781305507272
https://link.springer.com/book/10.1007/978-1-4614-5125-9


 

 
 
 

Course Agenda and Program 

Session Date Topics  Activities 

1 Mar 15 
 Course Introduction 

 Introduction to CB  

 Individual Presentation 

 Syllabus Review 

2 Mar 22  Ch. 1: CB & Technology  

3 Mar 29  Ch. 2: Market Segmentation  Workshop 1: Decision Making 

4 Apr 5 
 Ch. 3: Consumer Motivation and 

Personality 
 Map (Sess. 2-3) 

5 Apr 12 
 Ch. 4: Consumer Perception and 

Positioning 
 Course Project I: Bibliographical 

6 Apr 26  Ch. 5: Consumer Learning  

7 May 3 
 Ch. 6: Consumer Attitude Formation 

and Change 

 Workshop 2: The Fly Swatter 

Exercise 

8 May 10  Ch. 7: Persuading Consumers  Map (Sess. 4-7) 

9 May 17 
 Ch. 8: From Print and Broadcast to 

Social Media and Mobil Ads 
 

10 May 24 
 Ch. 9: Reference Groups and 

Communities, Opinion Leaders and 
Word-of-Mouth 

 Course Project II: Store Image 

11 May 31 
 Ch. 10 The Family and Its Social 

Standing 
 Map (Sess. 8-10) 

12 Jun 07 
 Ch. 11: Cultural Values and CB 

 Ch. 12: Subcultures and CB 

 Workshop 3: Culture Photo 
Collage 

13 Jun 14  Ch. 13: Cross-Cultural CB  

14 Jun 21 
 Ch. 14: Consumer Decision-Making 

 Ch. 15: Marketing Ethics 

 Course Project III: Infomercial  

 Map (Sess. 11-13) 

15 Jun 28  Course Review  Map (Sess. 14) 

 

 

Program subject to changes.



 

 
 
 

Suggested Additional Readings  

 
Are Domestic and International Marketing Dissimilar? Bartels, R. (1968), Journal of 

Marketing, 32(July), pp. 56-61. https://doi.org/10.1177/002224296803200310  
An integrative framework for cross-cultural consumer behavior. Luna, D. and Gupta, S.F. 

(2001), International Marketing Review”, 18(1), pp. 45-69. 

https://doi.org/10.1108/02651330110381998  

Shiny Objects: Why We Spend Money We Don't Have in Search of Happiness We Can't 

Buy. Roberts, J.A. (2011). Harper.  
How People Really Use Mobile. (2013). Harvard Business Review, 91(1), 30-31. 

https://hbr.org/2013/01/how-people-really-use-mobile  

The Globalization of Markets, Levitt, T. (1983), Harvard Business Review, May/June, 92-102. 
https://hbr.org/1983/05/the-globalization-of-markets  

Performing market segmentation: a performative perspective . Venter, Peet; Wright, Alex; 
Dibb, Sally (2015). Journal of Marketing Management. 31(1-2), pp. 62-83. 
https://doi.org/10.1080/0267257X.2014.980437.   

The Cultural Relativity of Organizational Practices and Theories . Hofstede, G. (1983). 
14(2), 81-89.  Journal of International Business Studies. 

http://www.jstor.org/stable/222593.  
Does Culture Explain Acceptance of new Products in a Country Yenigurt, S. and Townsend, 

J.D. (2003), International Marketing Review, 20(4), pp. 377-396. 

https://doi.org/10.1108/02651330310485153  
Global Customer Engagement . Gupta, Shaphali; Pansari, Anita; Kumar, V. (2018).  Journal of 

International Marketing. 26(1), pp. 4-29. DOI: https://doi.org/10.1509/jim.17.0091. 
Segmenting global markets: Look before you leap, Kumar, V. and Nagpal, A. (2001), “”, 

Marketing Research, 13(1), pp. 8-13. 

Dimensions of price as a marketing universal: A Comparison of Japanese and U.S. 

consumers.  McGowan, K.M., & Sternquist, B.J. (1998).  Journal of International 

Marketing, 6(4), 49-65. https://www.jstor.org/stable/25048752.  
Viewer Miscomprehension of Televised Communications: Selected Findings.  Jacoby, J. & 

Hoyer, W.  (1982) Journal of Marketing, 48(Fall) 12-26. 

https://doi.org/10.2307/1251357.  
Revisiting the Family Tree: Historical and Future Consumer Behavior Research. Ekström, 

Karin M., Belk, Russell, Gentry, James W., Hast, Lennart, & Guinn, Thomas C (2011).. 
[Online] 
https://www.researchgate.net/publication/228754452_Ekstrom_Revisiting_the_Family_T

ree_Revisiting_the_Family_Tree_Historical_and_Future_Consumer_Behavior_Research  
  

https://doi.org/10.1177/002224296803200310
https://doi.org/10.1108/02651330110381998
https://hbr.org/2013/01/how-people-really-use-mobile
https://hbr.org/1983/05/the-globalization-of-markets
https://doi.org/10.1080/0267257X.2014.980437
http://www.jstor.org/stable/222593
https://doi.org/10.1108/02651330310485153
https://doi.org/10.1509/jim.17.0091
https://www.jstor.org/stable/25048752
https://doi.org/10.2307/1251357
https://www.researchgate.net/publication/228754452_Ekstrom_Revisiting_the_Family_Tree_Revisiting_the_Family_Tree_Historical_and_Future_Consumer_Behavior_Research
https://www.researchgate.net/publication/228754452_Ekstrom_Revisiting_the_Family_Tree_Revisiting_the_Family_Tree_Historical_and_Future_Consumer_Behavior_Research


 

 
 
 

Workshops 

 
Workshop 1: Decision Making 

Individually, select two purchases you did (preferably recently, in the last year or two) and in a 
sheet of paper describe how you experienced each of the following decision-making steps.  One 
of the purchases should be something you buy regularly (p.e. food, clothes, groceries, etc.) and 

the other should be something you personally have bought less than THREE times in your life 
(p.e. computer, mobile, car, trips, etc.).  For each purchase: what happened, why did you go 

about things that way, how did you feel/felt about it?  Compare the two purchase descriptions 
and identify a purchase model followed each time: what are the differences, which are the 
similarities, why there are similarities and differences. 

Decision-process making (if you skipped any of the following steps, say so and offer some 
thought as to why): 

1. Awareness of need or want 
2. Search for information 
3. Evaluation of alternatives 

4. Decision of purchase 
5. Actual purchase 

6. Purchase influences: internal, external, other. 
7. Re-evaluation of decision to purchase (were you right to buy it)? 

 

Workshop 2: The Fly Swatter Exercise 

You will work in teams.  

Each team will work with two to three fly swatters. You will make the best to explain the use and 
behavior of the potential consumer of such products.  
For this session, you will need to bring the following materials: 

1. An old magazine with pictures (you will cut it, and possible destroy it) per student. 
2. A large sheet of paper to show your activity to the rest of the group (similar to those used 

in conferences to write down bullets). 
3. Scissors 
4. Stick glue or similar 

5. Colors, markers or crayons of your choice. 
6. Masking tape to place your collage on the wall. 

Part 1: 
a. Divide the big sheet of paper in two sections; in one section you will show type of 

consumers and in the other different uses of the product. 

b. In one of the sections, construct a photo collage showing graphically the potential 
consumer for each fly swatter. 

c. In the other section, construct a photo collage showing graphically the potential use for 
each fly swatter. 

d. Explain the following questions: 

i. Who is the consumer of the swatter? 
ii. What are the consumer external influences to buy the swatter? 

iii. What are the consumer internal influences to buy the swatter? 
iv. How would the consumer obtain the swatter? 



 

 
 
 

v. How would the consumer consume (using) the swatter? 

vi. How would the consumer dispose the swatter? 
vii. Where does the consumer will keep the swatter? 

e. You may use any available material/equipment such as computer, internet, etc. 

Part 2: 
a. Share your collage considering your answers to the questions above. 

 
Workshop 3: Culture Photo Collage 

You will work in teams. 

For this session, you will need to bring the following materials: 
1. An old magazine with pictures (you will cut it, and possible destroy it) per student. 

2. A large sheet of paper to show your activity to the rest of the group (similar to those used 
in conferences to write down bullets). 

3. Colors, markers or crayons of your choice. 

4. Masking tape to place your collage on the wall. 
Part 1:  

a. Construct a photo collage displaying a story in which the Hoftsede’s cultural dimensions 
are included (watch the video). 

b. The story should be original and including the five dimensions. 

Part 2:  
a. Share your collage with the class considering your answers to the questions above. 

 

 

 


