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CONSUMER BEHAVIOR – MKTG 3710

Spring 2025 
University of Missouri-St. Louis
Professor:
Dr. Daniel Grossman
Office: 
Anheuser-Busch Hall - Office 214
Phone: 
716-803-5074
Email: 
DGTDC@umsl.edu (the best way to reach me)

Class time:
The class is online and asynchronous (which means you can watch lectures and complete classes on your own schedule). There will be 2 classes posted each week. 

Virtual Office hours: 1:30pm-3:30pm CST Tuesday. These office hours will be re-occurring throughout the semester. You can join either by 1) clicking this link https://umsystem.zoom.us/j/98646873378 or 2) coming into ABH Office 214 in person.
Office hours by appointment: Importantly, if those virtual office hours are not convenient for you, I would be more than willing to meet with any of you in my office or via Zoom at a time that works around your schedule. I know most of you have very busy schedules, I’m able to make time on most weekdays as well as most weekends so please do not hesitate to reach out, I am here for you.
Online class- The first class of the week will typically be posted by 1pm Tuesday. The second class of the week will typically be posted by 1pm Thursday. Both classes are equally pertinent. You can go through the classes on your own time, but the classes build off each other so please be sure to go through them in order. Please keep up with the schedule and do not fall behind or you will likely fail the course.
tEXTBOOK & Website
We will use a textbook and course website for your education in this course. The textbook is “Consumer Psychology” by Robert E. Smith. The website is strive4growth.com. You will need both to pass this course. A few notes:
· You can buy a copy of the textbook from the strive4growth.com website.
· There is a PDF version available purchase (as they no longer are selling hard copies). Note that the PDF has nice bookmarks when you download it and open in Acrobat. Download and save it!
· Do Not Purchase Hard Copies: Hard copies are outdated, missing key chapters based on recent findings, and do not include access to the course website.
· Website purchases are done through the G-store section of the strive4growth.com website.

· If you have any problems with the book or course website, send an email to contact@strive4growth.com. They are very responsive and helpful. This includes issues with paypal, website access, textbook downloading, and all of that sort of thing. 
TECHNOLOGY REQUIREMENTS

As a student in an online course, you are expected to have reliable internet access almost every day.  If you have computing problems, it is your responsibility to address these or to use campus computing labs.  Problems with your computer or other technology issues are not an excuse for delays in meeting expectations and missed deadlines for the course.  If you have a problem, get help in solving it immediately.  At a minimum, you will need the following software/hardware to participate in this course:

1.
Computer with an updated operating system (e.g. Windows, Mac, Linux) 

2.
Updated Internet browsers (Apple Safari, Internet Explorer, Google Chrome, Mozilla Firefox)

3.
Ability to navigate Canvas (Learning Management System)

4.
Minimum Processor Speed of 1 GHz or higher recommended. 

5.
DSL or Cable Internet connection or a connection speed no less than 6 Mbps.

6.
Media player such as VLC Media Player.

7.
Adobe Flash player (free)

8.
Adobe Reader or alternative PDF reader (free)

9.
A webcam and/or microphone is highly recommended.

INTRODUCTION
​​
Overview of Consumer Behavior

Consumer Behavior is a subset of marketing that focuses on “the activities involved in the purchase and use of products and services.” The essential element of consumer behavior is the exchange of value between two people (or parties). Thus, although the class is offered in the business school, the focus is people, not business. As such, Consumer Behavior can be viewed as an applied psychology class. All versions of this course are focused on psychology, and even more so in my course. 
The broad scope of consumer behavior means we can select exchange situations that you are currently involved in, thus maximizing the usefulness of the concepts discussed. More importantly, this means you can acquire valuable experience practicing the concepts during the semester by applying them to your current exchange behaviors. Thus, the class is not just about people, it is about you. 

It is very important for you to understand consumer behavior because much of your success in life depends on it. For example, some of your individual consumer behaviors will be very important to you this semester. Job interviewing is a marketing process, where there is a clear buyer and a clear seller. If you understand sophisticated persuasion techniques and express this knowledge during your interviews you will be more likely to "make a sale." Similarly, your college education involves an exchange process whereby ideas and information are promoted and consumed. If you understand how human memory is designed and organized you will be able to study more effectively. Thus, if you understand the principles of consumer behavior your own life will benefit.
It is also worth noting that we have all been involved in exchange behaviors (and observed them) for many years. Therefore, we all have relevant personal experiences that can clarify and enhance the concepts discussed. Because of this, I hope most students will contribute and share their experiences by commenting on “VoiceThreads” and asking/answering questions in the “muddiest point discussion boards”. Participating is crucial to your grade as explained in more detail on page 5 and 8 of this syllabus.
Course Objectives:

1. To provide a stimulating and challenging environment for the exchange of information on consumer behavior.

2. To enable students to learn and understand the basic social/psychological principles that determine consumer behavior.
3. To enable students to organize and elaborate this information.

4. To enable students to express the knowledge gained for personal and professional advancement.
The course schedule is detailed on the next page.

Course Schedule:
Class is asynchronous. 
Tuesday classes will typically be posted on Canvas by 1pm on Tuesday.
Thursday classes will typically be posted on by 1pm on Thursday.

They are equally important.

[image: image2.png]Class Day Month Date

1 Tues Jan. 21

Thurs Jan. 23
3 Tues Jan. 28
4 Thurs Jan. 30
5 Tues Feb. 4
6 Thurs Feb. 6
7 Tues Feb. 11
8 Thurs Feb. 13
9 Tues Feb. 18
10 Thurs Feb. 20
11 Tues Feb. 25
12 Thurs Feb. 27
13 Tues Mar. 4
14 Thurs Mar. 6
15 Tues Mar. 11
16 Thurs Mar. 13
17 Tues Mar. 18
18 Thurs Mar. 20
19 Tues Apr. 1
20 Thurs Apr. 3
20 Tues Apr. 8
21 Thurs Apr. 10
22 Tues Apr. 15
23 Thurs Apr. 17
24 Tues Apr. 22
25 Thurs Apr. 24
26 Tues Apr. 29
27 Thurs May 1
28 Tues May 6
29 Thurs May 8
30 Tues May 13

Topic for Discussion and Elaboration
Course Introduction
Self Discovery mandatory assignment
The internal model (influences on behavior)
Memory |
Memory Il and Learning
Beliefs and Values
Cognitive Consistency
Selective Defense Mechanisms
EXAM |
Consumer Involvement
Motivation I - Preconditions
Motivation Il - Neurotic and Deficiency Needs
Motivation 111 - Growth
Motivation IV - Subconscious Motivation
Goals and Self-Control
Feelings I - Expected Value
Feelings Il - Emotions
Feelings Il - Attitudes and Stereotypes

Reading

Skim Chapter 1
strivedgrowth

skim chapter 2

Chapter 3

Chapter 4

Chapter 5

Chapter 6

Chapter 7

(Exam covers classes 1-8)

Chapter 8

Chapter 9

Chapter 10

Ch. 11, optional growth PDF

Skim Chapter 12

Implementation Int. PDF

Chapter 13

Chapter 14

Chapter 15

SPRING BREAK March 22 - March 31

Catch-Up and Exam Preparation Day
EXAM Il

Consumer Decision Making

Nondecision Making | - Thinking Shortcuts
Nondecision Making |1 - Feeling Shortcuts
Persuasion

Self-Importance and Self-Worth
Relationships

Consumer Satisfaction and Dissatisfaction
Hedonics and Happiness

Consumer Loyalty and Disloyalty
Wrapping up

EXAM Il

(Exam covers classes 10-18)
Chapter 16

Chapter 17

Chapter 18

None.

Chapter 20

Skim chapters 19 & 21
Chapter 22

none.

Chapter 23

Cumulative(most on clasess20

week 8modules
1 Module 1
1 Module 1
2 Module 1
2 Module 1
3 Module 2
3 Module 2
4 Module 2
4 Module 2
5 Module 2
5 Module 3
6 Module 3
6 module 3
7 module 3
7 Module 4
8 Module 4
8 Module 5
9 Module 5
9 Module 5

10 Module 5
10 Module 5
11 Module 6
11 Module 6
12 Module 6
12 Module 6
13 Module 7
13 Module 7
14 Module 7
14 Module 8
15 Module 8
15 Module 8
16 Module 8





 

GRADING:
Course grades will be determined by the following assignments and weights. 
	
	
	
	Weight

	Exams:
	
	
	

	
	
	Exam I 
	20%

	
	
	Exam II
	20%

	
	
	Exam III
	20%

	
	
	
	

	Class Participation:
	
	

	
	
	Participation (via Voice thread replies AND asking/answering questions in muddiest point forums) 
	10%

	
	
	
	

	Assignments: 
	
	

	
	
	Total:
	30%

	
	
	    1
	5%

	
	
	    2 
	5%

	
	
	    3
	5%

	
	
	    4
	5%

	
	
	    5
	5%

	
	
	    6
	5%


Note that the self-discovery exercise does not count as a completed assignment and will not count toward your assignment grade. 
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	A = 93% - 100%
	 
	B- = 80% - 82.99%
	 
	D+ = 67% - 69.99%
	 
	EX = Excused

	A- = 90% - 92.99%
	 
	C+ = 77% - 79.99%
	 
	D = 63% - 66.99%
	 
	DL = Delayed

	B+ = 87% - 89.99%
	 
	C = 73% - 76.99%
	 
	D- = 60% - 62.99%
	 
	FN = Failure/Non-Participation

	B = 83% - 86.99%
	 
	C- = 70% - 72.99%
	 
	F = 0 - 59.99%
	 
	 


*Note:  Please do not ask me to bump your grade by a percentage point at the end of the semester for a higher letter grade. With the size of the course, a few of you will likely fall close to these cut-off points. I apologize in advance, but I cannot round anyone up an extra point as it would obviously be unfair to others in the course.  

Exams 
All students take three exams during the semester (see class schedule for dates). Exam

questions come from assigned readings and information and examples discussed in class. Each exam consists of 40 multiple-choice questions and possibly a short answer question or two. 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 two exams will only cover the information presented during the portion of the class stated on the syllabus and will not be cumulative. The third exam will primarily cover the new material from the last part of the semester but will also have a few questions over the material covered on exams 1 and 2 that have been referenced since exam 2.
Exams will be posted online and will have a very strict time limit. Barring an EMERGENCY, you MUST take the exams on those dates or you will receive a zero (0). Please note the dates of the exams now: February 18th, April 3rd, May 13th. Trust me, a true emergency is very rare. If one does occur, we will discuss it at that time. Lastly, before you take the exam please make sure your internet is secure and your computer/laptop is properly set up. Computer or internet issues will not be granted as an excuse to re-take an exam.
Grade Changes. 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 (via email to DGTDC@umsl.edu) 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 (in my office or virtual office hours) 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.
Exam Extra Credit.  Each student has the opportunity to raise one of the first two exam scores up to a score of 70. The rules for this procedure are:
1. 
The student submits a typewritten paper at least two weeks before the next scheduled exam (see course syllabus for exam dates).
2. 
The paper must show an ability to "elaborate" the material covered on the exam on which you are raising your grade. To accomplish this elaboration you should:

(a) 
Select concepts (e.g., cognitive consistency, involvement, subliminal perception, unconscious motivation, etc.) from the book or class that were covered on the exam.

(b) 
Define the concept in your own words in one or two sentences.

     
(c) 
Provide one or two examples from your own life that demonstrate the concept. Be sure to explain in detail how your example demonstrates the chosen concept.

3. 
Normally the definition and elaboration of a concept takes one paragraph, so you can expect to define and elaborate about 2 - 3 concepts per typed page.

4.
Students receive four points per page added to their exam score, assuming the material you submit is accurate, meaningful, and in your own words.

5.
You may select any concepts you wish, but try to choose the more important ones.

6.
Be sure to turn the paper in at least two weeks before the next scheduled exam --- no exceptions. 

Assignments

There are many options for assignments posted online and discussed in class. Ignore the ones in the book! I’ll briefly discuss assignments during the relevant class and at that time the relevant assignment will become available in Canvas, (assignment in Canvas are labeled as Experiment 1/16, Experiment 2/16, Experiment 15/16, etc.). You can also make up your own, but need my approval. Assignments are always due two weeks after the relevant class. 

There are 16 total assignments you can complete for credit. You only have to complete 6 out of 16 of them. I do this because I know some assignments will be more interesting to some students whereas others will be more interesting to other students. Please review all assignments and choose to do the 6 that you are most interested in, (you’ll find a list of all assignments in the Start Here Module). You are obviously free to do more, but will only be graded on 6 out of the 16 assignments (each assignment worth 5% of your total grade, for a grand total of 6 assignments = 30% of your total grade).

Each assignment has two options:

1) A one to two page, double-spaced paper. (Turned in online in Canvas)
2) A brief 3-5 minute video presentation. (Turned in on Canvas)
As you will see, most assignments will have a behavioral focus. The focus of the assignment will be on performing a behavior designed to reinforce a key lesson from the class. Thus, the written or video presentation component of the assignment should generally take the form of:

1) Describe the lesson. Overview the relevant material in an elaborative way. Don’t just repeat my words back to me. What’s the idea and why is it important? 

2) Describe the behavior. Talk about what you did, how you felt, and how successful you think the behavior was at reinforcing the lesson. 

3) Describe the future. What did you learn? How do you intend to change your life to encourage growth in this particular area? Be as specific as possible, detailing exactly what you will do and when. Implementation intentions (covered in class 15) are great here.

Throughout all this, elaborate. Draw connections between the assignment and things you’ve learned at UMSL, your business goals or experience, even commercials and TV shows.  

For assignments that use the strive4growth website, you will turn in a copy of the PDF that you receive from the website upon completion of the last part of the assignment (along with your written/video component). 

Assignments will only have value if you a) choose assignments for lessons that you believe in, and b) be completely honest. Regarding the honesty component, it’s OK if the assignment doesn’t work for you or if you have no intention of changing your behavior in the future. Writing about that and explaining why is better than making up a story or false behavioral intentions. 

These assignments are purposefully loose and ambiguous, and creativity is encouraged throughout the process. The assignments and video presentations can be completed in any way you choose. You can include pictures, videos, animation, make an Instagram story, anything. You can even make up your own assignments (though I advise you to check with me unless it’s similar to one I propose). You can work together with others in a group if you would like. Honesty is basically the only rule. 
The list of assignments is available on Canvas. I will talk about assignments during their relevant class periods, but I strongly advise you to look ahead. Assignments are due two weeks after the relevant class, but many will be best completed if you start thinking about them in advance. 

Participation

There are two ways to get participation points in this class.

1. Respond to the class slideshows using a voicethread with a text, video, or voice comment that adds to the lecture. Either a personal example (or a comment and link to interesting article)of the topic/theory being introduced. You can reply to any voicethread slide. I’ll typically end lectures with an elaboration question section with several questions that build off the topic we covered that day, this slide is a great one to respond to participate if you’d like.

2. The “course discussion board (muddiest points)” is another medium for class participation. Anything relevant to the course is welcome there. Asking questions, answering others’ questions, or posting any sort of examples (or articles or links) relevant to class concepts or discussion would be great ways to get involved and gain participantion points.

To earn all 10% participation points you should try to do one of these things twice each week. If any of this is unclear, please ask me right away because participation points should be easy, and if you forget (or do not know how) to participate the first 12 weeks of the semester, your grade will hurt. Really hope everyone gets the full 10% here!
In order to earn participation points, you must participate within 3 weeks of the date the class is posted. (e.g., if you do not participate at all and then go back and add comments in every class in the last week of the semester; you will not earn full participation credit like someone who has been participating consistently all semester). Participation points will be determined based on participation up until the final exam and will not be able to be earned after the final exam's due date."
Time Requirements:
If this course were offered on campus, you’d be in class 2.5 hours/week plus travel time. The online version is no different in terms of expectations for your involvement. This is an active online course that requires 3 hours of your time each week in addition to the time it takes you to read the required materials, watch the videos, and complete the assignments. That means that you need to plan to spend a minimum of 6 hours every week (up to 9-10 hours a week) on activities related to this course. If you would like to explore how the online Canvas activities work, please consult the Online Canvas Overview course in Canvas where you can practice posting to a discussion board, take a practice quiz and more. If you are worried about your preparedness, consider taking the Online Readiness Survey to help decide if an online course is right for you.
STUDENT RESOURCES

Access, Disability and Communication 

Your academic success is important. If you have a documented disability that may have an impact upon your work in this class, please contact Disability Access Services (DAS) immediately. Students must provide documentation of their disability to the office of Disability Access Services in order to receive official University services and accommodations. The staff is available to answer questions regarding accommodations or assist you in your pursuit of accommodations. Information about your disability is confidential. Once DAS reviews your medical documentation, they will provide you with the information and steps to inform me about the accommodations to which you are entitled. Your accommodations will begin as soon as we discuss your approved accommodations. 

· 144 Millennium Student Center (MSC)
· Phone: (314) 516-6554
· Email: Tara Cramer, cramert@umsl.edu
· Website: http://www.umsl.edu/services/disability/
Office of International Students and Scholar Services
If you have difficulty communicating in English with the instructor of this course, contact ISS.
· 362 Social Sciences & Business Building (SSB)

· Phone: (314) 516-5229 
· Email: iss@umsl.edu 

· Website: http://www.umsl.edu/~intelstu/contact.html 

Student Enrichment and Achievement 
SEA provides comprehensive support and intervention strategies that support your road to graduation! 
· 107 Lucas Hall

· Phone: (314) 516-5300
· Email: umslsea@umsl.edu 

· Website: https://www.umsl.edu/services/sea/ 
Office of Multicultural Student Services (MSS) and the University Tutoring Center (UTC)

MSS provides comprehensive student retention services to diverse student populations; through their tutoring center, the MSS offers comprehensive tutoring services free to students at UMSL.

· 225 Millennium Student Center (MSC)
· Phone: (314) 516-6807

· Email: multicultural@umsl.edu
· Website: https://www.umsl.edu/~mcraa/index.html 

More Student Resources are on the Learning Resource Lab website. 


Technical Support

Online Mentor Program
Online education requires different teaching, learning, and technology skills than those found in traditional face-to-face classes. We assist students with the online technology in Canvas and provide resources for studying and success in online classes.

· 598 Lucas Hall

· Phone: (314) 516-4211

· Email: onlinementor@umsl.edu 

· Website: http://www.umsl.edu/services/ctl/studentsupport/omp.html 

Canvas
If you have problems logging into your online course, or an issue within the course site, please contact the Technology Support Center:   

· Phone: (314) 516-6034
· Email: helpdesk@umsl.edu
· Website : http://www.umsl.edu/technology/tsc/
If you are having difficulty with a technology tool in Canvas, consider visiting the Canvas Student Guides, which has overviews of each tool and tutorials on how to use them. 

If you continue to experience problems or just have questions, you can also contact the Learning Resource Lab: 

· Phone: (314) 516-6704

· Email: lrl@umsl.edu 

· Website: http://www.umsl.edu/technology/lrl/ 

VoiceThread

· Online Contact Form:  https://voicethread.com/support/contact/
· Website: https://voicethread.com/howto/

Academic Support

The Writing Center 
At the Writing Center, students collaborate with consultants on their writing. Students can make appointments to meet with writing consultants on campus, or to work online. Consultants work with lots of writing concerns: bigger issues such as clarity, developing ideas, and organization—or with other concerns such as grammar and academic citation. Students can also access more resources, including Turnitin, by enrolling into the Writing Center Canvas site.  

· To find the WC course, click on Courses(All Courses. Then click to join the course

· Location: 222 Social Sciences and Business Building (SSB)

· Website: https://www.umsl.edu/~umslenglish/Writing Center/
· Appointments: https://umsl.mywconline.com
Math Academic Center (Math Lab)
The Math Academic Center offers free individual assistance on a walk-in basis to students needing help with any mathematics from basic math through calculus or any course involving mathematical skills. 
· 222 Social Sciences and Business Building (SSB)

· Website: http://www.umsl.edu/mathcs/math-academic-center/
GENERAL INFORMATION

Communication
The best way to reach me outside class is via email. I access my email many times a day. I basically don’t use my office phone. 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 Canvas email system and UMSL 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 Canvas can reach you at an email address you check on a regular basis.

Academic Dishonesty & UMSL Honor Code
· You are responsible for being attentive to and observant of University policies about academic honesty as stated in the University’s Campus Policies and Code of Student Conduct found in the UMSL Bulletin

· Academic dishonesty is a serious offense that may lead to probation, suspension, or dismissal from the University. One form of academic dishonesty is plagiarism – the use of an author's ideas, statements, or approaches without crediting the source. Academic dishonesty also includes such acts as cheating by using any unauthorized sources of information and providing or receiving unauthorized assistance on any form of academic work or engaging in any behavior specifically prohibited by the faculty member (e.g., copying someone else’s answers on tests and quizzes). Unauthorized possession or distribution of academic materials is another type of academic misconduct. It includes the unauthorized use, selling or purchasing of examinations or other academic work, using or stealing another student’s work, unauthorized entry or use of material in a computer file, and using information from or possessing exams that an instructor did not authorize for release to students. Falsification is any untruth, either verbal or written, in one’s academic work. Facilitation is knowingly assisting another to commit an act of academic misconduct. Plagiarism, cheating, and falsification are not acceptable.
· All instances of academic dishonesty will be reported to the Office of Academic Affairs who will determine whether you will appear before the Student Conduct Committee for possible administrative sanctions such as dismissal from the university.  The instructor will make an academic judgment about the student’s grade on that work in this course.  The campus process regarding academic dishonesty is described in the “Policies” section of the Academic Affairs website
The University of Missouri-St. Louis encourages students to pursue excellence within a respectful and collegial environment and to assume responsibility for the consequences of personal actions. For that reason the university requires students to reject any type of dishonest behavior.
Honesty precludes seeking, providing, or receiving any form of unauthorized assistance on tests or any type of assignment. It requires giving credit through appropriate citation to the author of materials used in written or oral assignments.

The full Student Standard of Conduct is available on the Web and in the student planner. By registering for a class at UMSL, students agree to follow this standard of integrity.

Title IX Policies

In adherence to the policies of Title IX and to promote a safe and secure educational environment, it is strongly recommended statements similar to those below be added to your course syllabus:

Mandatory Reporting: Under Title IX, all UMSL faculty, staff, and administrators (with limited exception) are obligated to report any incidents of sexual harassment, sexual misconduct, sexual assault, or gender discrimination to the Student Affairs office and/or other University officials. This ensures that all parties are protected from further abuses and that victim(s) are supported by trained counselors and professionals. Note: There are several offices at UMSL (e.g., Counseling Services, Health Services, Community Psychological Service, Center for Trauma Recovery, and Student Social Services) whose staff are exempt from Title IX mandated reporting, when the information is learned in the course of a confidential communication.
ADDITIONAL READINGS
There are many popular press book titles (i.e., not textbooks!) that cover issues related to our class discussions. I will be more than happy to personally recommend additional reading if you are interested or provide some guidance amongst these. Below are some good options to start with. 

· Ariely, Dan (2008), Predictably Irrational: The Hidden Forces that Shape our Decisions, Harper Collins.

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

· 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 and Shuster

· Cialdini, Robert (2006), Influence: The Psychology of Persuasion, Collins.
· Clarkson, Joshua (2021), Mastering Self-Control, Cambridge University Press.
· Csikszentmihalyi, Mihaly (1990), Flow: The Psychology of Optimal Experience
· Dunn, Elizabeth and Michael Norton (2014), Happy Money: The Science of Happier Spending. Oneworld. 

· Gilbert, Daniel (2006), Stumbling on Happiness, Random House

· Gilovich, Thomas (1993), How We Know What Isn't So: The Fallibility of Human Reason in Everyday Life, Free Press.

· Gladwell, Malcolm (2007), Blink: The Power of Thinking without Thinking, Back Bay Books.

· Gladwell, Malcolm (2002), The Tipping Point: How Little Things Can Make A Big Difference, Back Bay Books.

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

· Iyengar, Sheena (2011), The Art of Choosing, Twelve.

· Kahneman, Daniel (2011), Thinking Fast and Slow, Farrar, Straus and Giroux.

· Lindstrom, Martin (2005), Brand Sense: Sensory Secrets Behind the Stuff We Buy, Free Press.

· Lindstrom, Martin (2010), Buyology: Truth and Lies about Why We Buy, Broadway Books.

· Miller, Geoffrey (2009), Spent: Sex, Evolution, and Consumer Behavior, Viking.

· Schwartz, Barry (2004), The Paradox of Choice: Why More is Less, Harper Collins.

· Thaler, Richard H. and Cass Sunstein (2009), Nudge: Improving Decisions about Health, Wealth, and Happiness, Penguin.

· Underhill, Paco (2004), Call of the Mall: The Geography of Shopping, Simon and Shuster.

· Underhill, Paco (2009), Why We Buy: The Science of Shopping: Updated and Revised for the Internet, the Global Consumer, and Beyond, Simon & Schuster.

· Zaltman, Gerald (2003), How Consumers Think: Essential Insights into the Mind of the Market, Harvard Business School Press.
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