Consumer Behavior 

Course Syllabus

Psychology 450, section 6, CRN 32994

Psychology 650, section 6, CRN 30627

Fall 2009, University of New Mexico
Mondays and Wednesdays, 2:00 to 3:15 pm, Bandelier Hall East 105

Instructor: Geoffrey Miller, UNM Psychology Associate Professor

Office hours: Wednesdays 11 am to noon, Logan Hall 160

Contact: gfmiller@unm.edu, 277-1967 (office)

Teaching Assistant: Leslie Merriman, UNM Psychology Ph.D. student

Office hours: Tuesdays noon – 1 pm, Logan Hall B34

Contact: lmerrima@unm.edu, 277-3477


This syllabus will be crucial to your success in this course.  Read this whole syllabus before the next class session (Aug. 26) – you will be quizzed on its contents.  Keep it accessible, and refer to it regularly throughout the course!

Overview of course content:

Textbooks required for this course:

(1) Spent: Sex, Evolution, and Consumer Behavior (2009) by Geoffrey Miller, Viking Books.  Hardback about $27 new from UNM bookstore, or $18 from amazon.com

(2) Influence: Science and Practice (5th Edition, 2008) by Robert Cialdini, Allyn & Bacon Books.  Paperback about $24 new from UNM bookstore, or $16 from amazon.com

(3) Consumer Behavior (10th Ed., 2006) by Delbert Hawkins, David Mothersbaugh, and Roger Best.  Used hardbacks from about $10 to $40 on amazon.com. Note: get the older 10th Ed., not the new 11th Ed., which costs $210 new.
Classmates


Your classmates deserve your civility, respect, and cooperation.  Many UNM students have worked very hard to get to this university, work very hard to get the grades and pay the tuition to stay here, and have many conflicting responsibilities, such as part-time work, children, spouses, elderly parents, volunteer work, sports, etc.  A substantial proportion of UNM students are the first members of their families to attend higher education, and/or learned English as a second language, and/or come from New Mexico towns that have fewer than 1,000 inhabitants.  

Non-resident tuition in Fall 2009 at UNM is about $7,854 for 12 credit-hours, and this covers only a fraction of your education’s true cost.  Thus, each 30-lecture 3-credit course like this costs $1,964, so each of the 32 lectures costs about $60 per student.  Even NM state resident tuition is about $2,415 per semester, or about $18 per lecture per student – twice as much as a first-run movie ticket!

Please appreciate how much each of your classmates is paying to be here, and the sacrifices they have made to attend UNM.  To help them learn as much as they can from this course, there are some class rules, which I enforce strictly. 

Class rules: 

Do not arrive late.  The regular in-class quizzes start at 2:00 pm, not 2:05 pm.  It is best to have a seat by 1:55.  Learn how long you’ll need to find parking.

Do not leave early.  Do not start to pack up your notes and books before 3:15 pm, unless we’re clearly finished with class early, or if you have a genuine emergency. 

Do not talk to other students in class while I’m lecturing.  If someone else around you talks too much, please let me know! 

Do not eat food or chew gum in class.  Safely sealed drinks (e.g. coffee cups with lids or water bottles) are OK to bring. 

Do not wear hats, caps, or sunglasses in class. I need to see your eyes to know if you’re paying attention. 

Turn off mobile phones in class.  Do not use it to text message either.  If you must remain available for a child or other dependent, please let me know in advance, and get a phone with a silent vibrating call alert. 

Do not come to class if you are too tired, ill, injured, depressed, hung over, etc. to pay attention properly. Get your rest and stay healthy.  

Eat a decent lunch before class.  Students get sleepy in the mid-afternoon.  Come to class well-fed with a decent lunch that will not make you suffer a hypoglycemic blood sugar crash half-way through class. Your brain needs a good, steady supply of protein and complex carbohydrates.  

If you are a parent: If you need to bring a baby or young child to class occasionally, that’s ok, but please see me as soon as possible.  

If you are on a UNM sports team, please let the TA know in advance when you will need to miss classes and quizzes due to travel and sports events.  

If you have a disability, I will make every effort to accommodate your needs.  Please see me or the TA in office hours or send an email explaining your situation.  If you have a disability, the UNM Accessibility Office is good at organizing assistive technology, reading and note-taking services, and so forth; see as2.unm.edu

Grades

Your grade for this course will depend on two types of assessment: 

· Quizzes.  There will be about 30 in total, one in each class; together, they will determine 70% of your overall grade, as described below.
· Movie reports.  There will be 3 in total, due at about equal intervals throughout the course (Oct. 5, Nov. 2, Dec. 7); together, they will determine 30% of your overall grade, as described below. 

So you can know how well you are doing, every quiz grade and movie report grade will be posted on the WebCT site for this class as soon as the grade is entered in our records.  

Quizzes

At the beginning of every class, there will be a short, 8-minute quiz that includes 8 multiple-choice questions.  These will begin on the second day of class. 

By the end of the semester, you will have taken about 30 quizzes, and performance on these will determine 70% of your final grade.  Thus, each quiz is worth only about 2% of your course grade.  Do not panic if you miss a few.  The quizzes will be added together at the end of the semester and there will be a grading curve so that even if you miss a few quizzes (which most students do), you will be able to get a very good grade in the course.

Each quiz will cover the previous class lecture and the course reading assigned for that day of class.  If you regularly read and understand the textbook assignments, and pay attention in class, you will do well on the quizzes.  If you miss a class, you lose in two ways: you get a zero for that day’s quiz, and you’ll also have trouble with the quiz in the following class, since about half of its questions will cover the lecture material that you missed.  This makes class attendance very important. 

Quizzes will be graded on a 0 to 10 scale. You will get a minimum of 2 points just for showing up and turning in the quiz, even if you get all of the answers wrong.  Then you will get one additional point for each right answer on the 8 questions.  There is no penalty for guessing.  If you show up late for class, you will not be able to take that day’s quiz.  This should encourage prompt, regular attendance.  

The quiz questions will range from very easy to very hard.  Most of the questions should be very easy if you have kept up with assigned readings and attended lectures.  There may be a couple of questions that require a bit of thought, and which I do not expect most students to get right.  If you consistently get 7 or 8 out of 10 on the quizzes, you are doing very well, and would probably get at least a B in the course. 

The multiple-choice quizzes will be computer-graded.  For each quiz, you will receive two pieces of paper: one question sheet with the day’s quiz questions, and one answer sheet for marking your name, your student ID number, and your answers.  If you do not correctly fill in your name and ID on the answer sheet, you will not get any credit for the quiz because we will not know whose answer sheet we are grading.  You must mark your answers (as A, B, C, D, or E) in the first 8 answer rows on the form.  If you mark your answers in the wrong rows, the marking computer will not be able to read them properly, and this will harm your quiz grade.  Please bring a number 2 pencil to every class in order to mark your quiz answers on the answer sheet.  

Quizzes will be open-book.  You can refer to the textbooks or to your notes if you want.  However, since you will have only one minute to answer each question, you will probably not be able to find the right answers if you have not read the textbook assignments ahead of class, and if you did not attend the previous class. The open-book policy is to minimize rote memorization and maximize your ability to apply ideas from the course to real-life and hypothetical situations.  Most real jobs are also “open-book” – but you’ll need to know where to look, to quickly find the information you need, whether you go into medicine, law, business, research, or whatever.  

You may not talk with other students during the quiz, and you may not copy their answers.  You may not call or text-message anyone either.  Violations will be subject to the normal university procedures and penalties. 

Immediately after each quiz, I will reveal the correct answers, which you can mark on your question sheet.  We should be able to grade your quizzes fairly quickly, so you should also be able to look up your grade on the WebCT system within a few days of each quiz

No particular quiz matters very muchapter  You can miss a few and still get an A.  But if you miss most of them or do badly on them, your grade will be poor. Final grades will be determined by a fairly generous grading curve, and in the past, most students have received a higher final grade than they expected based on the percentage correct that achieved on their quizzes.  
These quizzes will help you learn in several ways.  They will encourage regular, prompt attendance, so you actually get the benefits out of being at a real university with real students and a real live professor – rather than just reading the textbook at home, or watching psychology movies. They will give you quick feedback about how well you’re doing in the class all the way through the semester, so you can improve your study habits if you are not happy with your grades. They will give less of an unfair advantage to students who cope better with high-stress situations such as midterm and final exams. Finally, taking many little quizzes rather than two big exams provides a more accurate, reliable assessment of how well you really know the material; your grade is less vulnerable to random disruptions such as getting a cold right before an exam.  

Movie reports


I want you to be able to apply ideas from the course to understand how consumer behavior and marketing tactics work in real life.  But how can I assess this?  We don’t share the same experiences, so I can’t see whether you really understand your life in a deeper way from learning about consumer behavior.  Well, in modern society, one way we can share the same experience is by watching the same movie.  This gives us some common reference points – common characters, behaviors, and relationships – that you can write about in the light of what you have learned in the course.  You’ve probably watched a total of about 15,000 hours of television before coming to UNM, so I expect your ‘movie literacy’ should be well developed, and your ability to interpret and to critically analyze what you watch should be well-honed. 


Movie reports are short, concise, thoughtful reactions to movies that I will suggest as relevant to particular parts of the course.  You will buy or rent these somewhere and watch them wherever you have access to a DVD machine and a television (probably at home, whenever it’s convenient for you.)  


Each report will be a maximum of ONE PAGE, with no more than 600 words on that page.  They must be printed out from a computer on standard white 8½ by 11 inch paper.  You must print them out single-spaced in 11 point Arial font, with one-inch margins at top, bottom, and sides. If you don’t print your reports single-spaced, you won’t be able to fit your 600 words on one page, and I will only read one page.  Do not use smaller font, weird font, or any print color other than black.  Do not use colored or scented stationary.  

At the top of the paper you must put the following information exactly as it is shown below:

Consumer behavior theme(s)  X(,Y, Z, etc) in: 

The title of the movie you are analyzing: 
By your name, your email address, your phone number

For example, 

Nostalgic consumption and mid-life crises in

American Beauty


By Desiree Economides, econqueen@unm.edu, 268-9999

You will turn in three movie reports for this course, on Oct. 5, Nov. 2, and Dec. 7.

Each report will be graded on a scale of 0 to 10.  You’ll get at least two points if you turn in a report in the required format, on time, that demonstrates you watched the movie attentively.  You’ll get more points if you interpret the movie’s characters, behaviors, and relationships in the light of new things you learned in this class.  I give 10 full points very rarely, if you turn in a very interesting, creative, thoughtful, and knowledgeable report. You’re doing very well if you consistently get 7 or 8 points on the movie reports.  

What is a movie report?


It is NOT a summary of the plot, or a review of the movie, or a record of your emotional reactions to the movie.  


It is a way for you to show me how you can apply ideas and insights from class to understand consumer behavior in new and deeper ways.  Movies include lots of characters, behaviors, and relationships.  Do not write about all of them.  Choose just one or two as your focus.  Talk about how a good consumer researcher would interpret the character’s thoughts, feelings, actions, strategies, interests, and relationships  Use the ideas, terms, and theories from the textbook and lectures, to show how they can help you understand real human life (or at least, life as depicted in movies).  

For each report, you will be able to pick from a list of six recent, high-quality, well-acted films that are widely available in movie rental stores. For each report, I will try to include a range of films that appeal to the range of students in this course, including both sexes, different personality types, and different interests.  

All of the movies should be widely available on DVD, e.g. from local movie rental stores (Blockbusters, Hollywood, Hastings), or online services such as Netflix, or public libraries, or amazon.com.  

I recommend that you watch each movie twice.  A second viewing often helps in understanding the nuances of character motivation and behavior.  It also decreases your chances of making serious errors of interpretation.  The best tactic would be to watch the movie once, and make some notes immediately afterwards about possible themes and events to write about.  Then, a few days later, watch the movie again, and make more detailed notes for writing your first draft. 

In these reports I expect you to show a university-level mastery of English writing, including not just good grammar, spelling, and composition, but the ability to grab me with your first sentence, to fascinate me by the end of your first paragraph, to get to your main point quickly and clearly, and to support it with well-reasoned arguments and insights.  

 
Do NOT turn in a first draft – something you dashed off the night before it was due.  I want a polished report that has been developed and improved over at least a week.  I expect you to have done a good outline, a first draft, a revision of your first draft (perhaps with the help of a class-mate or friend), a thorough proof-reading for grammar, spelling, and clarity, and a letter-perfect final version.  This is reasonable to ask for a one-page report.


In the real-life jobs you get after graduation, you will probably have to do lots of things similar to writing reports like this – presenting concise, to-the-point analyses of situations in the light of your expert knowledge.  This may be a much more useful skill to learn than the sorts of literary criticism essays you may be used to writing in English Composition courses.  

When referring to characters in your report, please use the proper character name (e.g. “Tyler Durden”), not the actor’s name (e.g. “Brad Pitt”) or some descriptive shorthand (e.g. “Crazy Soap-Making Revolutionary”).  To look up the proper character names, freeze-frame at the end credits and write down the names, or go to amazon.com’s or IMDB’s web page for the film and look under “Cast list”, or go to the film’s own web site. I recommend using www.google.com to search the net efficiently.

So you can make an informed choice about which film to watch for each MOVIE REPORT, I’ve included a lot of detail about each film below: title, date, genre, stars, director, total length in minutes, and average IMDB quality rating, from 1 (worst) to 10 (best).  I’ve also included the MPAA ratings (e.g. PG or R), and, in parentheses, the kids-in-mind.com estimates of overall sex, violence, and swearing in each film, each on a scale from 0 (most mild) to 10 (most severe and explicit).  For example, a film with a kids-in-mind rating of 5.3.3 (e.g. The Devil Wears Prada) has modest sexuality (2/10), very mild violence (3/10), and very light swearing (3/10).  A film with a kids-in-mind rating of 7.10.10 (e.g. Fight Club) depicts fairly graphic intercourse (7/10), extremely brutal violence (10/10), and pervasive graphic swearing (10/10).  

For Movie Report 1 (due Monday October 5): 

The key consumer behavior topics that could be addressed include: the nature of consumerism, human nature, prehistoric vs. modern life, consumerist ambivalence, the marketing revolution, Maslow’s hierarchy, marketing and culture, memes and media, consumer narcissism, cost density, consumerist delusions, youth vs. wisdom, costly signaling theory, fitness indicators, trait-display, conspicuous consumption, waste, precision, & reputation, morality of different signaling systems, the fitness industry, beauty, cosmetics, cars, computer games and web sites, the Central Six traits, general intelligence, educational credentialism, openness, parasites and memes, openness and novelty, conscientiousness, high-maintenance products, pets, collecting, personal grooming, credit ratings, occupations, agreeableness, conformity, ideology, weapons of influence, automaticity, reciprocity, free samples, uninvited debts, guilty exchanges, reciprocal concessions, and any key ideas from the films and lectures by TA Leslie Merriman (Focus on only a few of these topics!) 

Write on one of these five film choices:  

Into the Wild (2007).  Starring Emile Hirsch, Marcia Gay Harden, William Hurt. Directed by Sean Penn, 148 minutes. IMDB 8.2. Rated R (8.6.6).

Iron Man (2008). Starring Robert Downey Jr., Gwyneth Paltrow, Terrance Howard, Jeff Bridges. Directed by Jon Favreau, 126 minutes. IMDB 8.0. PG-13 (4.7.4).

Little Miss Sunshine (2006).  Starring Abigail Breslin, Greg Kinnear, Paul Dano, Alan Arkin, Toni Collette, Steve Carell. Directed by Jonathan Dayton & Valerie Faris, 101 minutes. IMDB 8.0. Rated R (5.4.7). 

Mean Girls (2004).  Starring Lindsay Lohen, Rachel McAdams, Tina Fey. Directed by Mark Waters, 97 minutes.  IMDB 7.0. PG-13 (5.4.4).

The Devil Wears Prada (2006).  Starring Anne Hathaway, Meryl Streep, Emily Blunt, Stanley Tucci.  Directed by David Frankel, 109 minutes IMDB 6.8.  Rated PG-13 (5.3.3).

For Movie Report 2 (due Monday November 2):  

The key consumer behavior topics that could be addressed include: influence, sales tactics, commitment, consistency, foot-in-the-door, initiation rites, social proof, imitation, uncertainty and confusion, liking, attractiveness, similarity, compliments, cooperation, good cop/bad cop, conditioning, authority, deference, expertise, obedience, titles, clothes, trappings, scarcity, limited editions, limited time, censorship, competitiveness, cross-cultural variation, norms, cultural values, language, nonverbal styles, cultural symbols, youth culture, global demographics, American cultural values, environmental values, green marketing, cause-related marketing, gender-based marketing, American demographics, social stratification, structure, and social class.  (Focus on only a few of these topics!) 

Write on one of these  five film choices:  

Boiler Room (2000).  Starring Giovanni Ribisi, Vin Diesel, Nia Long, Ron Rifkin.  Directed by Ben Younger, 120 minutes.  IMDB 6.9.  Rated R (3.3.10).

Glengarry Glen Ross (1992).  Starring Al Pacino, Jack Lemmon, Alec Baldwin, Alan Arkin, Ed Harris, Kevin Spacey.  Directed by James Foley, 100 minutes. IMDB 7.9.  Rated R (0.1.9).

Mad Men (2007).  Starring Jon Hamm, Elisabeth Moss, January Jones. Watch at least the first three episodes of series 1 (45 minutes each, 135 minutes total).  IMDB 8.8.  Not rated.

Thank you for smoking (2005). Starring Aaron Eckhart, Maria Bello. Directed by Jason Reitman, 92 minutes.  IMDB 7.8 (6.5.7). 

What Women Want (2000). Starring Mel Gibson, Helen Hunt, Marisa Tomei, Alan Alda. Directed by Nancy Meyers, 127 minutes. IMDB 6.3 (7.3.5).

For Movie Report 3 (due Monday December 7):  
The key consumer behavior topics that could be addressed include: families, household life-cycles, diffusion of innovations, adopter categories, brand image, product positioning, brand equity, brand leverage, self-concept, the extended self, lifestyle, situational influences, atmospherics, servicescapes, social surroundings, moods, rituals, consumer decisions, involvement, problem recognition, discrepancies, information search, consideration sets, internet searches, consumer choices, bounded rationality, evaluative criteria, surrogate indicators, decision rules, retail outlets, internet sites, store brands, unplanned purchases, promotions, consumer satisfaction, postpurchase dissonance, product use and nonuse, waste, product evaluation, dissatisfied consumers, repeat purchases, marketing regulation, marketing to children, consumer information quality, alternatives to consumerism, the centrifugal soul, civil society, social norms, anticonsumerism, community values, consumption taxes, externalities, product longevity, signaling systems, the future of consumerism (Focus on only a few of these topics!) 

Write on one of these five film choices:  

American Beauty (1999).  Starring Kevin Spacey, Annette Bening, Thora Birch, Wes Bentley. Directed by Sam Mendes. 122 minutes, IMDB 8.5.  Rated R (8.6.7). 
Eternal Sunshine of the Spotless Mind (2004).  Starring Jim Carrey, Kate Winslet, Elijah Wood, Kirsten Dunst.  Directed by Michel Gondry. 108 minutes, IMDB 8.5.  Rated R (6.5.7). 

The Game (1997).  Starring Michael Douglas, Sean Penn, Deborah Kara Unger. Directed by David Fincher, 128 minutes.  IMDB 7.7. Rated R (2.6.8).

The Matrix (1999).  Starring Keanu Reeves, Carrie-Anne Moss, Laurence Fishburne, Hugo Weaving.  Directed by the Wachowski Brothers, 136 minutes.  IMDB 8.7. Rated R (2.7.5).

Wall-E (2008).  (Animation). Directed by Andrew Stanton, 98 minutes.  IMDB 8.6.  Rated G (1.2.1).

On the following page is an example of a pretty good movie report that should give you some idea what I am looking for.
Male strategies for displaying fitness, status, and sensitivity in:

Pretty Woman (starring Julia Roberts as Vivian and Richard Gere as Edward)
By Geoffrey Miller, (student ID number), gfmiller@unm.edu, 277-1967

In Pretty Woman, business tycoon Edward Lewis shows that in sexual courtship, people must use a wide range of both conventional and innovative self-presentation strategies to display their fitness indicators to best advantage.  Edward’s main challenge is to combine his conventional, well-polished displays of competence and status with new tactics for appearing romantically likable.  To demonstrate his status, it was sufficient for Edward to maintain the standard businessman image: dressing in Armani suits, being driven around in a white limo, and sponsoring charity polo games.  He embodies all the status-projection strategies mentioned in class: displaying status artifacts (the Lotus Elise, the penthouse suite at the Regent Beverly Wilshire Hotel, the constant cell-phone calls, the business entourage), conspicuous consumption (buying Vivian elegant clothes, loaning her the $250,000 necklace, flying her to San Francisco on a private jet for an evening), basking in the reflected glory of being friends with a U.S. Senator, and demonstrating supreme confidence in his body language and facial expressions.  Likewise, to demonstrate his physical courage and dominance, it was enough to face down Hollywood drug dealer Carlos and his thugs.

However, to become more likable, to demonstrate his kindness and sensitivity to Vivian as a potential good provider and good parent , Edward had to become much more innovative in his self-presentation, treading the fine line between overly obvious sensitivity-displays (which would have been hard to accept) and overly subtle signals (which might have gone unnoticed).  For example, to overcome Vivian’s suspicion that he was a heartless profit-seeker, Edward had to stage a performance of his musical sensitivity – a late-night session of soulful piano-playing in the hotel lounge – hoping that Vivian would wander down and appreciate his virtuosity.  Likewise, he has to convert an ostensibly status-oriented event – enjoying opening night at the opera from a private box – into a credible demonstration of his own musical romanticism, and of his sensitive mentorship of Vivian’s emerging taste for the good life. 

Edward also had to combine his usual competence-displays with a new set of vulnerability-displays, including projecting modesty by admitting his incompetence with the Lotus Elise’s manual transmission, revealing troubled family dynamics by admitting his hatred of his recently deceased father, and emphasizing that both he and Vivian make their livings by “fucking people for money”.  This psychological loosening-up is symbolized by Edward shedding his formal suits in favor of relaxed leisure wear for horse-riding and barefoot picnics.  

Ultimately, to win Vivian’s heart, Edward must reject three major aspects of his previous life and learn to play new social roles with courage and panache.  First, he must reject his persona as a business vulture who buys and breaks up companies with no compassion for their founders or workers, by keeping intact the company founded by aging ship-building magnate James Morse.  Second, he must reject the associated habits and social relationships of that business-robot persona, overcoming Vivian’s fears about his workaholism by taking an unprecedented day off work, and her fears about the company he keeps by punching and firing his long-time lawyer friend Philip Stuckey after Stuckey tries to rape Vivian. Third, he must reject his self-image as a man “hopeless at relationships” – after a failed marriage and a recent break-up with his New York girlfriend – through making a grand romantic gesture for Vivian: climbing her fire escape despite his fear of heights, to deliver a bouquet of roses symbolic of his willingness to marry her.  Pretty Woman offers hope that, like Edward, we can break free of our loneliness by breaking free of our habitual status-signalling strategies. 

Suggestions for writing the movie reports

In the five previous undergraduate lecture courses in which I have assigned movie reports, the most common content problems were:

· Too much plot summary.  Just mention characters, scenes, or plot developments briefly – specifically enough that we know which one you mean, but not in so much detail that you spend many sentences summarizing what happened.  

· Not enough reference to specific psychology ideas from text and lectures – many students started out with a good title and thesis statement, but then lost their focus halfway through the report, drifting off into plot summary or character evaluation. 

· Inappropriate or ‘throwaway’ use of psychology terms without making it clear how they’re relevant to the film or whether you really know what they mean.  Don’t define the terms, but do use them properly in context.  Then support your claims with specific details from the film.

· Not enough supporting details from the film to justify your claim that a particular psychology idea is relevant to some character, scene, or plot theme.  

· Not enough specific behaviors by specific characters being mentioned to justify your generalizations.  Note: in my one-page example analysis of Pretty Woman (see above), I included at least 25 specific examples of self-display tactics by the “Edward Lewis” character; many students included only 2 or 3 specific details from their films.  

· Too much focus on the main character’s situation or motivations, without connecting that character analysis to your psychology points and themes.  Only discuss these if you illuminate them with specific evolutionary psychology concepts and specific behaviors.

The most common writing problems were:

· Title and thesis statement were too vague to keep your essay well-focused throughout

· Poor organization of ideas, without a clear, logical progression from one paragraph to the next.

· Misspelling character names, mis-identifying characters, or failing to mention specific characters when they would be useful examples of some psychology point you’re making.

· Need to vary sentence length and structure more.  Use a variety of sentence types to keep things interesting.  You should have some 3 to 5 word sentences for emphasis, and maybe some that are much longer when you are conveying a complex idea.  

· Too many run-on sentences that could be chopped up into shorter, stronger pieces. 

· Failure to proof-read carefully, to check spelling, grammar, sentence structure.
10. How to ace this course

It should be easy to get a terrific grade in this class, if you attend class, read the readings, do the movie reports on time, and think about what you are learning.  If you read the textbook assignments and listen closely to the lectures, you will probably do very well on the quizzes.   If you watch the movies attentively and polish your rough drafts into good final versions, you will probably do very well on the movie reports.  I love giving A’s to students who learn a lot and who think about their lives and relationships in new ways by learning evolutionary psychology. 

On the other hand, if you treat this course as a soft option, you will do badly.  If you skip lectures, fail to do your assigned readings, and do last-minute movie reports, you will get a disappointing grade.  I am not at all afraid to give a C, D, or F to someone who deserves one.  Nor can I be talked out of giving the appropriate grade by a last-minute appearance in my office hours.  


You will get a lot of ongoing feedback in this course: about 30 quiz grades, and 3 movie report grades.  These will all be available on WebCT.  If you find that you are coming to class and doing the work, but are not doing as well on these as you would wish, please see me or the TA to discuss how you can do better.  We will be glad to help.

Here are some key things to do, in order to excel in this course:

· Get a three-ring binder and keep everything related to the course in it, including  this syllabus, any course handouts, all of your graded quizzes and movie reports, and your own notes on the readings, lectures, and in-class exercises. 

· Read the readings on time, when you’re awake, lucid, and attentive.  Read them before the class when they’ll be discussed. Take notes on them. Digest them.  Be ready to ask some reasonable questions about the readings in class.  

· After watching the movie you choose, give yourself at least a week to do each movie report.  Don’t leave them to the last minute.  Watching the movie twice, with a couple of days in between viewings, can be very useful in picking up nuances of character and behavior.  5-day movie rentals make this easy.  
· Come to my office hours and to the T.A.’s office hours.  Ask me questions. Get my feedback.  Show me you care!
Note: University can be stressful.  It is very common for students to experience anxiety, depression, and other psychological problems.  There is no shame in this; the silly thing is not to get help if you need it.  If you have any problems that are interfering with your studies or your life, please do not hesitate to seek help from any of the following resources:

· AGORA – the UNM Crisis Center (open 24 hours): 277-3013 

· Student Health and Counseling Center: 277-4537

· Psychiatric Emergency Services (open 24 hours): 247-1121

Course Schedule: List of assignments, readings, and topics for each class

Note: Geoffrey Miller will be away from UNM Aug. 28 through Sept. 11, giving talks in Norway, England, and Holland.  For those 3 classes, TA Leslie Merriman will show films or lecture, with quizzes as usual.

***************************************


No assignments before the first class

1: Mon. Aug. 24
Introduction to the course 

***************************************


Before the second day of class (Aug. 26):


Read this syllabus carefully




Buy textbooks from UNM bookstore, amazon.com, or elsewhere

Read Spent Chapter 1 & 2, pp. 1-36 (36 pp): Introduction to consumerism
Prepare for the first quiz at the beginning of this class, 


covering this syllabus, and the assigned reading

2: Wed. Aug. 26
Basics of Consumer Behavior


***************************************




Before the third day of class (Aug. 31):
Read Hawkins Chapter 1: Introduction to marketing strategy

Prepare for the second quiz, based on the last (Aug. 26) lecture, 


and the reading

3: Mon. Aug. 31
Film and/or lecture with T.A. Leslie Merriman

***************************************
Read Spent Chapter 3 & 4, pp. 37-70 (34 pp): The marketing revolution and consumer narcissism

Prepare for the third quiz, based on the last lecture, 


the reading (etc. for rest of semester…)

4: Wed. Sept. 2
Film and/or lecture with T.A. Leslie Merriman


***************************************

Mon. Sept. 7

No Class, Labor Day

***************************************

Read Spent Chapter 5 & 6, pp. 71-111 (41 pp): Consumerist delusions and costly signaling 

5: Wed. Sept. 9
Film and/or lecture with T.A. Leslie Merriman


***************************************

Read Spent Chapter 7 & 8, pp. 112-143 (32 pp): Waste, precision, reputation, fitness, and beauty

6: Mon. Sept. 14
Signaling, narcissism, and consumer delusions


***************************************

Read Spent Chapter 9 & 10, pp. 144-186 (43 pp): The Central Six traits

7: Wed. Sept. 16
Signaling physical and mental traits through products

*************************************** 

Read Spent Chapter 11 & 12, pp. 187-224 (38 pp): Products displaying general intelligence and openness

8: Mon. Sept. 21 
Signaling intelligence and openness
 

***************************************

Read Spent Chapter 13 & 14, pp. 225-254 (30 pp): Products displaying conscientiousness and agreeableness

9: Wed. Sept. 23
Signaling conscientiousness and agreeableness

***************************************

Read Influence Introduction and Chapter 1 

10: Mon. Sept. 28
Influence, social psychology, and consumer behavior


***************************************

Read Influence Chapter 2

11: Wed. Sept. 30
Reciprocity in consumer influence



***************************************


Read Influence Chapter 3

First movie report due (on Into the Wild, Iron Man, Little Miss Sunshine, Mean Girls, or The Devil Wears Prada).

12: Mon. Oct. 5
Commitment and consistency in consumer influence

***************************************

Read Influence Chapter 4

13: Wed. Oct. 7
Social proof and imitation in consumer influence

***************************************

Read Influence Chapter 5

14: Mon. Oct 12
Liking, attractiveness, and similarity in consumer influence
***************************************

Read Influence Chapter 6

15: Wed. Oct. 14
Authority and obedience in consumer influence

***************************************

Read Influence Chapter 7

16: Mon. Oct. 19
Scarcity and cost in consumer influence

***************************************

Read Hawkins Chapter 2

17: Wed. Oct. 21
Cross-cultural differences in consumerism

***************************************

Read Hawkins Chapter 3

18: Mon. Oct. 26
American consumer values

***************************************

Read Hawkins Chapter 4 (just the sections on demographics, social stratification, structure, and social class; not the section on generations)

19: Wed. Oct. 28
Demographics and social class in consumerism

***************************************

Read Hawkins Chapter 6 (just the sections on households, not the sections on family decision making or consumer socialization)

Read Hawkins Chapter 7 (just the last section on diffusion of innovations)

Second movie report due (on Boiler Room, Glengarry Glen Ross, Thank You for Smoking, Mad Men, or What Women Want.) 

20: Mon. Nov. 2
Life stages, households, and the diffusion of innovations

***************************************

Read Hawkins Chapter 9 (just the sections on brand image, product positioning, and brand equity): brands

Read Hawkins Chapter 12 (just the sections on self-concept and the nature of lifestyle)

21: Wed. Nov. 4
Brands, self-concept, and lifestyle




***************************************

Read Hawkins Chapter 13

22: Mon. Nov. 9
How situations influence consumer decisions
***************************************

Read Hawkins Chapter 14

23: Wed. Nov. 11
How consumers recognize their needs and wants 
***************************************

Read Hawkins Chapter 15

24: Mon. Nov. 16
How consumers search for product information
***************************************

Read Hawkins Chapter 16

25: Wed. Nov. 18
How consumers choose among different products 

***************************************

Read Hawkins Chapter 17

26: Mon. Nov. 23
How consumers behave in retail stores

***************************************

Read Hawkins Chapter 18

27: Wed. Nov. 24
How consumers feel about products after buying them



(Day before Thanksgiving)

***************************************




Read Hawkins Appendix A and Appendix B

28: Mon. Nov. 30
How marketers do research on consumers 

***************************************

Read Hawkins Chapter 20

29: Wed. Dec. 2
How governments regulate marketing and consumerism

***************************************

Read Spent Chapter 15 & first part of Chapter 16 (just pages 255-288, until the section titled ‘A little something called civil society’)

Third movie report due (on American Beauty, Eternal Sunshine of the Spotless Mind, The Game, The Matrix, or WALL-E).  

30: Mon. Dec. 7
Personal and societal alternatives to consumerism

***************************************

Read the rest of Spent Chapter 16, & Chapter 17

31: Wed. Dec. 9
Last day of class: The future of consumerism 



Fill out course evaluation forms at end of class

***************************************


(Final exams Dec. 14-18: No final exam in this course)
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