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FLORIDA GULF COAST UNIVERSITY 
COLLEGE OF BUSINESS 

DEPARTMENT OF MARKETING 
 

MARKETING 3503 
Spring 2012 (CRN 10192) 
Thursday: 6:30 p.m. – 9:15 p.m.  
Lutgert Hall, Room 1202 
 

CONSUMER BEHAVIOR 
COURSE SYLLABUS 

 
INSTRUCTOR INFORMATION 

 
Name: Michael J. Komar 
Office:    Lutgert Hall Room 3336 
Phone:   239-590-1379 (office) 

  239-561-5359 (home)  
E-mail:   mkomar@fgcu.edu or mjkomar@gmail.com 
Office Hours:  M/W: 9:00 a.m. – 11:00 a.m.  
   TH: 4:00 p.m. – 5:00 p.m. 
   and by appointment 
 
Official Course Description 
 
MAR 3503 – Consumer Behavior – 3 credits 
 
Study of the decision processes of individuals and groups toward consumer products and the 
implications of these processes for marketers.  Emphasis on both individual, group, and external 
determinants of consumer attitude and behavior. 
 
Prerequisite:  MAR 3023 
 
Purpose 
 
The purpose of this course is to introduce students to the fundamental concepts and theories that 
drive the process of consumer choice, its determinants as well as its implications for marketing 
strategy and public policy.  The course is structured to enable students to gain knowledge of the 
theoretical background of consumer behavior.  As such, important concepts, principles and 
theories from the various social science disciplines are examined. 
 
Required Textbook 
 
Consumer Behavior, by Blackwell, Mineard, & Engel 10th edition.  Thomson/Southwestern 
Publishers 
Case Studies are included in the textbook. 
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Course Overview & Teaching Philosophy 
 
Marketing focuses on customers.  To help us understand consumer needs and ultimately satisfy 
them, a basic knowledge of consumer behavior is a prerequisite to success in business.  
Understanding consumer behavior will provide insight into the marketing mix strategies for 
profitable growth.  At the conclusion of this course, students will have a better understanding of 
why consumers buy, and also the individual and group characteristics that influence consumer 
decisions. 
 
The course will be a combination of lecture, discussion, group work, and student presentations.  
Student attendance is critical to the learning process.  This course involves student participation.  
Students are expected to read the text and to attend every class, be attentive, and ask clarifying 
questions.  All assignments are expected to be completed on-time. 
 
Course Objectives and Learning Outcomes 
 
Upon successful completion of this course, students should be able to: 
 

• Explain the key models of consumer behavior and the tenants of market segmentation 
• Demonstrate an understanding of the stages and implications of the consumer decision 

process 
• Relate internal dynamics such as self-concept, personality, perception, learning, attitude, 

and motivation to consumer behavior 
• Relate external influences such as culture, society, family and reference groups to 

consumer behavior 
 
Academic Learning Compact (ALC) and College-wide goals (EPCK) 
 
Upon successful completion of this course, students should be able to: 
 

• ALC - Analyze the decision processes of individuals and groups toward 
products/services and recognize the implications of these processes for marketers 

• EPCK - Consider the integrated Global business environment and its challenges and 
opportunities 
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Grading, Attendance & Other Policies 
 
Assessment/Grading 
 
There are 100 total possible points a student can earn during the semester.  The following will be 
the grade assigned to the student at the end of the semester depending upon the total number of 
points a student actually earns. 
 

Letter Grade Earned Points Earned by Student 
A 90-100 
B 80-89 
C 70-79 
D 60-69 
F 59 or below 

 
Point Distribution 
 
4 Tests @ 15 points each 60 possible points 
3 Presentations at 5 points each 15 possible points 
1 Case Presentation 15 possible points 
Final Exam 10 possible points 
 
 
Student Performance Evaluation Example 
 

Assessment Element Total Possible Points Actual Points 
Test 1  15 13.1 
Test 2  15 13.5 
Test 3  15 12.0 
Test 4  15 12.2 

   
Presentation 1   5  4.0 
Presentation 2   5  3.0 
Presentation 3   5  4.2 

   
Case Presentation  15 12.0 

   
Final Exam  10  8.0 

Total 100       82.0 = B 
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Policies 
 
Tests 
 
There are four tests (Note the dates of the tests in the course outline).  There will be no make-up 
exams.  A test may be taken earlier if extenuating circumstances prevent the student from 
attending class that evening.  If you miss an exam, no credit will be given.  Scantron forms are 
required for each test. 
 
Presentations 
 
Students will orally present their thoughts on the subjects designated and on the dates noted in 
the course outline.  The oral presentations should be no longer than one minutes and a one-page, 
typed, double-spaced paper should be submitted on the date noted in the course outline.  There 
will be no make-up presentations.  Students may submit their presentations earlier in writing, 
however, the presentation will be only worth three points, at most. 
 
Case Study Presentation 
 
The marketing case will be presented as a group.  The presentation should not exceed 10 minutes 
in length.  I suggest a power point format for the presentation.  Each group should submit a 
written summary of their presentation by April 12th.  We will have 12 groups.  The following 
eight cases are available for a group to choose from to critique and present their analysis. 
 
First-come/first served 
 
Case 1 – Amazon.com 
Case 2 – Volvo 
Case 4 – Family Furniture 
Case 6 – Aldi 
Case 7 – National Christmas Tree Association 
Case 9 – Battle of the Beers 
Case 10 – T-Mobile 
Case 11 – Creating Brands that Last 
 
Each group will have no more than five people in the group.  The oral presentations of the case 
studies will be April 19th. 
 
Final Exam 
 
The final exam will be cumulative.  Students will be given a study guide to prepare for the final 
exam.  All students are required to take the final exam. 
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Academic Behavior Standards and Academic Dishonesty 
 
All students are expected to demonstrate honesty in their academic pursuits.  The university 
policies regarding issues of honesty can be found in the FGCU Student Guidebook under the 
Student Code of Conduct and Policies and Procedures sections.  All students are expected to 
study this document, which outlines their responsibilities and consequences for violations of the 
policy.  The FGCU student Guidebook is available online at 
http://studentservices.fgcu.edu/judicialaffairs/new.html 
 
 
Disability Accommodations Services 
 
Florida Gulf Coast University, in accordance with the Americans with Disabilities Act and the 
university’s guiding principles, will provide classroom and academic accommodations to 
students with documented disabilities.  If you need to request an accommodation in this class due 
to a disability, or you suspect that your academic performance is affected b7y a disability, please 
contact the Office of Adaptive Services.  The Office of Adaptive Services is located in Howard 
Hall 137.  The phone number is 239-590-7956 or TTY 239-590-7930. 
 
 
Student Observance of Religious Holidays 
 
For insight into FGCU General Counsel Policies, please go to the following web location:  
http://www.fgcu.edu/generalcounsel/policies-view.asp 
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COURSE OUTLINE 
 
Week 1 – January 12 
 
Introduction and Review of Course Syllabus and Outline and expectations for student learning 
and participation 
 
Week 2 – January 19 
 
Read Chapter 1 
Learning Objectives:   

• How does consumer behavior fit into our lives as consumers and how does consumer 
behavior fit into marketing strategies for companies?  

• What are the underlying principles of consumer behavior and what are the four drivers of 
a customer relationship? 

 
Week 3 – January 26 
 
Read Chapter 2 
Learning Objectives:   

• What are the four steps involved in the marketing process?   
• What is market segmentation?   
• Discuss the importance of brands and the functional and emotional components of a 

brand.   
 
 Week 4 – February 2 
 
Read Chapters 3 & 4 
Learning Objectives:   

• Discuss the consumer decision process model with emphasis on understanding need 
recognition and consumer search and evaluation processes.   

• How can companies activate need recognition?  
• Discuss the importance of the consideration set. 

 
Week 5 – February 9 
 
Test 1 Chapters 1-4 
Read Chapter 5 
Learning Objectives:   

• Discuss the variables involved in purchasing goods/services from retailers and the 
determinants of retailer success/failure.   

• Review the concept of Integrated Marketing Communications 
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Week 6 – February 16 
 
Read Chapters 6, 7, & 8 
Learning Objectives:   

• Discuss the post-purchase process and the various types of consumer needs.   
• Discuss why consumer expectations are important. 

 
Week 7 – February 23 
 
Test 2 – Chapters 5, 6, 7 & 8) 
Read Chapter 9 
Learning Objectives:  

• Review the various types of consumer knowledge and implications for business.  
• Case Study Group Work. 

 
Week 8 – March 1 
 
Read Chapter 10 
Learning Objectives:   

• Discuss the relationships of consumer beliefs, feelings, attitudes and intentions and how 
they fit into the consumers shopping and consumption experiences. 

 
Student Presentations No. 1 
You are the new marketing manager for a firm that produces a line of athletic shoes to be 
targeted to the college student subculture. 
 
Write a memo to the company president listing the product attributes which would appeal to this 
group and recommend some marketing strategies that will influence their decision to buy these 
shoes. 
 
Week 9 – March 8 – No Class 
 
Week 10 - March 15 
 
Read Chapters 11 & 12 
Learning Objectives:  

• Discuss how core values and culture affect marketing strategies.   
• Review how advertising is utilized in the influencing of consumer behavior. 

 
Week 11 – March 22 
 
Test 3 – Chapters 9, 10, 11, 12 
Read Chapter 13 
Learning Objectives:   

• Discuss how companies can reach consumers and attract their attention.   
• Discuss how groups influence consumer behavior. 
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• Positioning .. A necessary strategy in company communications 
 
Weeks 12 - March 29 
 
Read Chapter 14 
Learning Objectives:   

• Discuss how companies can reach consumers and attract their attention.   
• Discuss how groups influence behavior.   

 
Student Presentation #2 
 
Cut out a full-page color ad from a magazine.  Describe the ad and indicate which need(s) the ad 
is appealing to.  Describe the position the company is taking in the ad. 
 
Week 13 - April 5 
 
Read Chapter 15 & 16 
Learning Objectives:   

• Discuss the methods in shaping consumer opinions.   
• Discuss how companies can help consumers remember their messages. 
• How is Consumer Behavior integrated into a company’s marketing strategies? 

 
Week 14 – April 12 
Case Written Summary is Due 
 
Test 4 – Chapters 13, 14, 15 16 
 
Student Presentation # 3: 
Although the concept of positioning is usually associated with commercial applications.  Do you 
believe this concept can be applied to yourself, a university, a political party?  If so, how?  If not, 
why not? 
 
Week 15 – April 19 
 
Case Study Presentations 
Review for Final Exam 
 
Week 16 – FINAL EXAM 
 
Date: 
Time: 
Place:   
 
 


