
 
Tentative Course Outline:  Spring 2013 

MKT 468.L01—Consumer Behavior  
 

Instructor: Peter J. Boyle, 302T SNL, (425) 640-1574, ext 3887;  boylep@cwu.edu 

Meetings: Mondays & Wednesdays, 3:00–5:10 P.M., SQL 307 

Office Hours:  M & W, 2:30–3:00; 5:10–5:40 PM; and at other times by appointment. 

Course Objectives and Content 
 

This course is designed to convey the theoretical underpinnings of consumer behavior and 
decision making.  Topics to be covered include the purchase environment, perception and 
memory, information processing and decision making, and measurement and 
understanding of consumer decision processes.   
 

By the end of the course you will have: 
 

• A framework for interpreting consumer responses to marketing actions. 
• Experience in applying behavioral principles to the analysis of marketing problems. 
• An appreciation of the value of understanding consumer behavior in determining 

successful marketing strategy and tactics. 
• An understanding of how formal statistical concepts and techniques can improve the 

decision processes of managers. 

Format and Grading 
 

The general format of the course is lectures with in-class exercises and demonstrations 
where appropriate.  Lectures will describe concepts and theories, and their application to 
marketing problems involving the consumer.  Readings for the course are drawn from both 
business and academic journals.  Your grade will be based on three factors: 

(a) Assignments will count for 60% of your final grade.  Each assignment must be written 
up independently and submitted by you unless designated as a team project.  Teams 
will normally consist of 2 members.  Note:  Late assignments will not be accepted.  
Submitted assignment solutions should adhere to professional standards of 
presentation and appearance.  Your assignment with the lowest score will be excluded 
from your final grade calculation. Although assignments will be posted on Blackboard, 
you are encouraged to find a team-mate in the class to work with, and to pick up 
assignments, note due dates and special instructions, etc., if it happens that you are 
absent from class.  

(b) One written examinations will count for 35% of your final grade.  It is based on lecture 
notes, assigned readings, and class discussions.  The exam may include questions 
drawn from the readings or from key concepts in the lectures applied to readings.  Note 
that the date and time of the exam is not subject to change.   

(c)  Participation will count for 5% of your final grade.  Participation grades will be based 
on perceptions of your engagement, and professional conduct, in the course.   

Sample Syllabus



 
 

Week of: Topics 
  

March 25 
 
Orientation 
 

April 1 
 
Introduction to Marketing and Decision Making  
 

April 8 
 
Purchase Environment 
 

April 15 
 
Decision Processes 
 

April 22 
 
Perception  
 

April 29 
 

Random and Patterned Data 
 

May 6 
 
Judgment, Predication and Forecasting 
 

May 13 
 
Overconfidence, Regret and Commitment 
 

May 20 
 
Pricing 
 

May 27 
 
Group Decision Making 
 

June 3 
 
Final Exam 

 
“The above schedule and procedures are subject to change in the event of  

circumstances beyond the instructor’s control.” 
 

Sample Syllabus




