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Session Plan

Schedule
Professor Warm Up

TA Preview

Lecture 1

hITHIRIR 1

Lecture 2

hHIRIR 2

Lecture 3

hITHIRIR 3

Lecture 4

PHERIR 4

Lecture 5

DRI 5

Topics
Course Introduction and Greetings
Course Preview and Introduction

Objective: Individual Influences

Description: The role of you in decision making
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Objective: Cross Cultural Influences

Description: How your upbringing shapes you
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Objective: Media Influences |

Description: Components of a marketing campaign
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Objective: Media Influences |l

Description: Framing the message
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Objective: Attitudes and Behaviors

Description: What is more important attitudes or
behavior?
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| Final

Reading Materials

Final Presentation

INTEIRIRBIR A F

Class 1: Individual Influences

Snyder, M., & De Bono, K. G. (1985). Appeals to image
and claims about quality: Understanding the psychology
of advertising. Journal of Personality and Social
Psychology, 49, 586-597.

Class 2: Cross Cultural Influences

Griffith, D. A. (2002). The role of communication
competencies in international business relationship
development. Journal of World Business, 37, 256-265.
Jung, J., & Lee, Y. (2009). Cross-cultural examination of
women's fashion and beauty magazine advertisements
in the United States and South Korea. Clothing & Textiles
Research Journal, 27, 274-286.

Rojas-Méndez, J. I, Davies, G., & Madran, C. (2009).
Universal differences in advertising avoidance behavior:
A cross-cultural study. Journal of Business Research, 62,
947-954.

Class 3: Media Influences |

Slater, M. D., Rouner, D., & Long, M. (2006). Television
dramas and support for controversial public policies:
Effects and mechanisms. Journal of Communication, 56,
235-252.

Class 4: Media Influences I

Schneider, T. R. (2006). Getting the biggest bang for
your health education buck: Message framing and
reducing health disparities. American Behavioral
Scientist, 49, 812-822.

lyengar, S., & Simon, A. F. (2000). New perspectives and
evidence on political communication and campaign
effects. Annual Review of Psychology, 51, 149-169.
Class 5: Attitudes and Behaviors

Tormala, Z.L., & Petty, R.E. (2002). What doesn't kill me
makes me stronger: The effects of resisting persuasion
on attitude certainty. Journal of Personality and Social
Psychology, 83, 1298-1313.

1. Brooks, Alison Wood, Juliana Schroeder, Jane L.
Risen, Francesca, Gino, Adam D. Galinsky, Michael,
|. Norton, and Maurice E. Schweitzer (2016), "Don't
stop believing: Rituals improve performance by
decreasing anxiety,” Organizational Behavior and
Human Decision Processes, 137 (November), 71-85.
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. McFerran, Brent, Darren W. Dahl, Gavan J.

Fitzsimons, Andrea C. Morales (2010), “Might an
overweight waitress make you eat more? How the
body type of others is sufficient to alter our food
consumption,” Journal of Consumer Psychology,
20 (2), 146-151.

. Schiffman, Leon G. and Leslie Lazar Kanuk (2021),

Consumer Behavior, 10th edition, Prentice Hall.

. Vohs, Kathleen D., Yajin Wang, Francesca Gino,

and Michael I. Norton (2013), "Rituals enhance
consumption,” Psychological Science, 24 (9),
1714-1721.

. Zhou, Xinyue, Constantine Sedikides, Tim

Wildschut, and Ding-Guo Gao (2008),
“Counteracting loneliness: On the restorative
function of nostalgia,” Psychological Science, 19
(10), 1023-1029.



