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COURSE INFORMATION 

 

Course name: Market Strategy    Credit hours: 3 

CRN:10318     Course mode: On campus 

Meeting day & time: W: 6:30-9:15 

Classroom: 224 Holmes Hall 

 

Instructor: Dr. Khaled Aboulnasr, Ph.D., Associate Professor of Marketing 

Office: Lutgert Hall #3352 

Phone: (239) 590-7598 

Twitter: @DrAboulnasr 

Email communication: CANVAS 

Office Hours: M: 3:30-6:30, W: 4:30-6:30 and by appointment 
 

CATALOG COURSE DESCRIPTION: 

MAR 3503 – Consumer Behavior - 3 credit(s) 
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. 
 

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.  

 

TEACHING PHILOSOPHY:                                                                                                                          

My teaching style relies on creating an interactive and dynamic class environment. As such, I 

use a variety of teaching tools including lectures, PowerPoint slides, text and video cases, in-

class and out of class exercises and discussions. I strongly believe in active learning, in 

which students are expected to come to every class, be attentive, ask clarifying questions and 

be prepared to actively participate in class discussions. 
 

COURSE OBJECTIVES AND STUDENT LEARNING OUTCOMES: 

 

Upon successful completion of this course students should be able to: 

 Explain the key models of consumer behavior and the tents 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: 

 

This course also contributes to the following ALC and college wide goals: 

 

 ALC: Analyze the decision processes of individuals and groups toward consumer 

products and recognize the implications of these processes for marketers.  

 College wide: Demonstrate knowledge of global factors influencing business.  
 

TEXTS AND MATERIALS: 

 

 Consumer Behavior, 10th Edition. (Authors: Schiffman, Kanuk and Wisenblit Publisher: 
Prentice Hall). 

 Case studies to accompany textbook 

EVALUATION AND ASSESSMENT METHODS: 

  

Exam I:     25%   

Exam II:    25% 

Exam III:    25% 

Assignment#1:    5% 

Assignment#2:    5%    

Assignment#3:    5% 

Attendance & effective participation: 10 % 

 

EXAMINATIONS: 

 

The first exam will take place during class (Wednesday, February 12th).  The second exam will 

be during class (Wednesday, March 26th). The third exam will take place (Friday, May 2nd).  

Exams are not cumulative. No make-up examinations will be administered except under extremely 

unusual circumstances. If something (extraordinary and deemed by me as an acceptable excuse) 

prevents you from attending an exam or from turning in an assignment on time, you should notify 

me BEFORE the exam or class period during which the assignment is due and we can make 

alternative arrangements. If class is cancelled on a scheduled exam day, I will give the exam the 

next scheduled class day.  If I am not contacted in advance I will reserve the right to grant a failing 

grade “F” for the exam or assignment missed. You are responsible for ALL material in the text, 

whether discussed in class or not in addition to all class notes, discussions and assigned case 

studies. Students may be assigned or reassigned seats for exams. 
Scantrons: Students are responsible to bring their own scantrons on the day of the exam (for midterm and 

final exam). No scantrons will be distributed by the instructor. {Pearson NCS Test Sheet 100/100 Form No. 

95679} 

 

ASSIGNMENTS:  

 

There will be 3 assignments to be submitted/presented on the due dates according to the 

course schedule. Assignments may be composed of case study analyses and similar hands-on 

exercises. Each assignment is worth 5% of your total grade. All assignments should be 

typewritten, stapled or submitted in a folder with a title page. Assignments not adhering to 

these guidelines or not turned in on time will receive a failing grade of “0”. 

 
 



 

 

ATTENDANCE & PARTICIPATION & POLICIES: 

 

Attendance is expected at every session to meet course objectives. In-class assignments and quizzes cannot 

be made up for credit. Lateness, early departures and side conversations will not be tolerated and will be 

treated as an absence. A student who is absent for 3 or more classes will be administratively dropped from 

the class. Additionally, every absence will deduct two points from your attendance grade (Each absence 

subtracts 2% of your total grade). Use of cell phones and digital music players is not allowed during class. 

Use of laptop computers is limited to coursework. 

 

As future managers (regardless of your functional expertise), it is imperative that you understand and 

are able to discuss the marketplace and its implications for your organization’s specific actions to 

insure a competitive advantage.  Likewise, you are all currently consumers in the marketplace, thus 

you should be able to relate your experiences to the various marketing theories/concepts that are 

discussed in the context of this course.  As such, you should be willing to address issues and 

participate in discussions concerning the information that you receive.  Thus, your comments and 

discussions are always welcome (and indeed are required).  This is NOT only an attendance grade. 

 

Twitter Participation: Twitter has become a very important platform for sharing information 

and for being exposed to the most recent events and news in the marketplace. Twitter will be 

used in this course to provide real world business examples. You will need a Twitter account to 

read the posted articles, participate in the online discussion and interact with the instructor and 

other class members. You are expected to read the posted articles and provide your thoughts and 

responses. In addition to the participation grade, each week the student that posts the most 

number of tweets providing insightful responses and useful links to material that is relevant 

to course topics will earn an extra credit point. Please note that your Twitter participation is 

expected every week (At least two tweets/week). Tweeting multiple times in some weeks will not 

make up for weeks that you missed. 
 

*Audio/Video recordings of the lectures are NOT permitted without written instructor 

permission. Any student found to violate this policy will be administratively dropped from 

the course. 
 

GRADING POLICY 

 

The final course grades will be assigned according to the following schedule: 

  

A 93-100 A- 90-92 

B+ 87-89 B 83-86 

B- 80-82 C+ 77-79 

C 73-76 C- 70-72 

D+ 67-69 D 63-66 

D- 60-62 F 0-59 

 

IMPORTANT INFORMATION: 

The course syllabus and schedule, including the grading policy, is tentative.  I reserve the right to 

make changes as may be necessary throughout the semester.  Any changes that take place will be 

announced in class.   

 

 

 It is expected that grades will be assigned 

on a straight scale. However, curving may 

be undertaken if necessary.   

 



 

 

ACADEMIC BEHAVIOR STANDARDS AND ACADEMIC DISHONESTY  

FGCU’s stated policies on academic honesty will be strictly enforced.  Students are expected to have 

read, be familiar with and follow these policies.   

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  

Students must only submit materials that are their own creation and include attribution for any ideas 

or language that is not their own.  All sources used in the preparation of an assignment and all direct 

quotes must be clearly identified.  No materials are to be submitted in more than one course without 

the prior written permission of each instructor. 

 

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 by 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  

All students at Florida Gulf Coast University have a right to expect that the University will 

reasonably accommodate their religious observances, practices, and beliefs. Students, upon prior 

notification to their instructors, shall be excused from class or other scheduled academic activity to 

observe a religious holy day of their faith. Students shall be permitted a reasonable amount of time to 

make up the material or activities covered in their absence. Students shall not be penalized due to 

absence from class or other scheduled academic activity because of religious observances. Where 

practicable, major examinations, major assignments, and University ceremonies will not be scheduled 

on a major religious holy day. A student who is to be excused from class for a religious observance is 

not required to provide a second party certification of the reason for the absence.  

 

LIBRARY RESOURCES  

Main page: http://library.fgcu.edu/  

Tutorials & Handouts: http://library.fgcu.edu/RSD/Instruction/tutorials.htm  

Research Guides: http://fgcu.libguides.com/ 

Faculty Support: http://library.fgcu.edu/faculty_index.html  

Contact: http://library.fgcu.edu/LBS/about/contactus.htm 

 

 

COURSE SCHEDULE 

 

Date Topic Chapter 

8-Jan Course Overview/Introduction to consumer behavior 1 

15-Jan Intro to Consumer Behavior/The Consumer Research Process 1/2 

22-Jan Market Segmentation 3  

http://library.fgcu.edu/LBS/about/contactus.htm


 

 

29-Jan Consumer Decision Process 15 

5-Feb Consumer Motivation 4 

12-Feb Exam I / Personality and Consumer Behavior 5 

19-Feb Personality and Consumer Behavior / Consumer Perception 5/6 

26-Feb Consumer Perception 6 

5-Mar NO CLASS – SPRING BREAK 

 
12-Mar Consumer Learning 7 

19-Mar Consumer Attitude and Change 8 

26-Mar Exam II / Communication and Consumer Behavior 9 

2-Apr Family and Social Class 10 

9-Apr Culture 11 

16-Apr Sub Culture / Cross Culture 12/13 

23-Apr 

Diffusion of Innovations / Marketing Ethics and Social 

Responsibility 14/16 

*Final exam 5/2/14 at 7:30 pm according to university final examination schedule  

 

 

 

 

 

 

 

 

 

 


