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Instructor Information 
Instructor: Ann Jackson (AJ) Edwards, MSc.
Contact Information: annjack@vt.edu, aedwards@roanoke.edu 
Individual or Team Meetings: by appointment; in person or Zoom Meeting ID: 999 343 3974
Course Description and Objectives 
Course Description: This course provides a comprehensive overview of the theories related to buyer behavior. Students will learn how to apply these theories in marketing and retailing contexts. 
Learning Objectives:
1. To introduce key concepts and theories relating to consumer behavior. We draw on theories of attitudes,  judgments, and decision-making to examine consumer behavior, specifically: 
• how consumers process information about products and services 
• how internal and external factors influence consumer needs 
• how consumers search for information and make decisions, and 
• how the above processes affect consumer behavior. 
2. To introduce methods of measuring and analyzing consumer behavior. We will learn about various methods used to elicit consumer preferences and record consumer behavior, and how these data are analyzed. We will discuss these measurement methods during the course in the context of studying the above process. 
3. To develop your abilities to apply consumer behavior concepts to marketing problems. 
Course Textbook and Readings 
Schiffman, L.G. & Wisenblit, J. (2019). Consumer Behavior (12th ed.). New York, NY: Pearson. 
Additional readings and materials may be posted on Inquire throughout the semester. 
Grading Scale 
A = 93.0% - 100% = Superior work, dramatically surpassing minimum requirements 
A- = 90.0% - 92.9% 
B+ = 87.0% - 89.9% 
B = 83.0% - 86.9% = Good, exceeding minimum requirements 
B- = 80.0% - 82.9% 
C+ = 77.0% - 79.9% 
C = 73.0% - 76.9% = Satisfactory, meeting minimum requirements 
C- = 70.0% - 72.9% 
D+ = 67.0% - 69.9% 
D = 63.0% - 66.9% = Poor, failing to meet minimum requirements 
D- = 60.0% - 62.9% 
F = 0 - 59.9%

*For VT students: You must receive a C or better to transfer courses back to Virginia Tech. GPA will not be affected by transfer credits.*
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Course Assignments and Percentages of Final Grade 
Reading Summaries & Analyses = 10%: Throughout the duration of the course you will complete and submit 8 Reading Summary and Analysis (RS&A) assignments. RS&A should be 1 page (double-spaced, 1 inch margins, arial 12 pt. font). The first half of the page should answer the assigned question for that RS&A. RS&A questions will be posted to Inquire, in the “assignments” tab for reference. The second half of the page should include a summary of one This I Believe essay. You individually select which article you would like to read and summarize from https://thisibelieve.org/. 
Course Engagement Assignments = 25%: Course engagement assignments will occur during most class meetings. These activities will focus on the learning objectives of the course, provide opportunities to actively apply course concepts, and/or allow you to focus on your team project. Therefore, the assignments will be a very important component of this course. In-class assignments may be assigned as individual or team tasks and will be due at the end of our class meeting.
Quizzes = 30% (total): You will take three quizzes, each worth 10% of your final grade, during this class so that you can demonstrate your understanding of important definitions, concepts, and theories covered in the textbook, lectures, and  other readings (if assigned). Each quiz will cover the chapters indicated on the tentative course schedule and be closed-note/closed-resource. 
Team Project = 35%: Throughout BUAD 343 (MKTG 4204), you will work in your team to apply consumer behavior concepts to your grant proposal project work. Specifically, your team will prepare and deliver a 25-30 minute presentation that:
1. provides a clear and concise summary of the team’s grant proposal idea to date; 
2. describes the primary target consumers of your grant’s proposed product or service and their needs, using credible sources and relevant concepts from the textbook, and presents a clear positioning statement; 
3. walks the audience through a hypothetical “consumer journey” for your grant proposal product or service, using “Figure 1.6: A Model of Consumer Decision-Making” with a particular focus on the  “Input” section (i.e., the marketing mix, communication sources, sociocultural influences) and describing consumer behavior concepts to explain how/why the team decided on its approach to each component of the marketing mix and its selection and approach to its communication sources/strategies. 
The team project is in place of a final examination. Each team member must participate in all aspects of the presentation. Presentation slides with in-text citations and a reference list will be required and shared with Dr. David Brinberg so he can learn more about your team’s grant proposal work in BUAD 343 (MKTG 4204). More details and requirements for the team presentation will be posted on Inquire. 
Course Policies and Expectations 
Attendance and Deadlines: This class will adhere to the study abroad program attendance policy: “Students are required to attend class. If a student does not attend a class, their grade for ROA 218/219 (MKTG 3954) will be lowered by a partial letter grade for each absence (i.e., an A will be decreased to an A-; an A- to a B+; etc.). If the student has requested and received an excused absence prior to the class, the grade will remain unaffected. Reasons for an excuse absence include: in the  hospital; tested positive for COVID or another highly infectious illness; family emergency.” Also, if you miss class for reasons other than an excused absence as described above, you will receive zero credit for that day’s in-class work (e.g., test, course engagement assignment). In addition, meeting deadlines is essential in business, communication, and related fields.  Therefore, late work is not accepted in BUAD 343 (MKTG 4204); failure to successfully submit an assignment by its deadline will result in an automatic zero. In the case of an unanticipated emergency, such as illness, advanced or immediate notice is required to request making up work, and the decision to grant permission for the request is at my discretion. 
Teamwork: Teamwork is an important part of this class and for making positive contributions in communication- and business-related fields. To this end, the “team” aspect of the team assignments/projects in this section of BUAD 343 (MKTG 4204) is taken seriously, and all members of the team are equally responsible for making significant contributions to and ensuring the quality of the work submitted. The team assignments will receive team grades. However,  if an
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individual team member does not participate in or contribute to the team assignment, that team member may not receive the grade earned by the team and may receive point deductions from the team grade (up to zero for the assignment). 
Grading: If you have a question about a grade, you must discuss it with me within three days of when the grade was posted on Inquire. Note that grades, including final grades, are not rounded. 
Expected Workload: You are expected to spend about 52 hours per week, inside and outside of class, on this course. 
Course Communication: I will use Inquire to post course announcements, assignment guidelines, etc., and will use Inquire and/or your email account for class communication. Check Inquire and your email regularly! 
Electronic Devices in the Classroom: Use of laptops, phones, and other electronic devices should be based on common  practices in professional business settings. Think of our class sessions as professional meetings in an organization and ask  yourself if it would be acceptable to use your device in such an environment. Unless you are taking notes or using the  device to engage in the meetings, the answer will most likely be “no.” Note that if I (or your TAs) determine that electronic 
devices are being used unprofessionally, I may require that they be put away for the meeting time. There may also be  specific times (i.e., during class discussions) that I (or your TAs) require that electronic devices be put away. 
Intellectual Property: Course materials created for BUAD 343 (MKTG 4204) are considered intellectual property and may not be posted to any website or shared in any other way without my permission. You may download Inquire course materials only for your own personal use. Video/audio recording of our class sessions without my permission is prohibited. 
Syllabus: By enrolling in this course, you agree to read and accept the contents of this syllabus. Updates to this course  syllabus may occur at my discretion and will be announced in class and/or posted on Inquire. Failure to attend class is not  an excuse for being uninformed of syllabus updates. 
Students with Disabilities: Accessible Education Services (AES) is located in the Goode-Pasfield Center for Learning and Teaching in Fintel Library. AES provides reasonable accommodations to students with documented disabilities. To register for services, students must self-identify to AES, complete the registration process, and provide current documentation of a disability along with recommendations from the qualified specialist. Please contact Dustin Persinger, Assistant Director of Academic Services for Accessible Education, at 540-375-2247 or by e-mail at aes@roanoke.edu to schedule an appointment. If you have registered with AES in the past and would like to receive academic accommodations for this semester, please contact Dustin Persinger at your earliest convenience to schedule an appointment and/or obtain your accommodation letter for the current semester.
Academic Integrity: Your learning and integrity are at the core of your RC education. You must follow the rules outlined in the College’s Academic Integrity policies. All assignments submitted shall be considered “graded work” and all aspects of your coursework are covered by the Academic Integrity rules. All projects and homework assignments are to be completed individually unless otherwise specified.
Commission of any of the following acts shall constitute academic misconduct. This listing is not, however, exclusive  of other acts that may reasonably be said to constitute academic misconduct. 
● CHEATING: Cheating includes the intentional use of unauthorized materials, information, notes, study aids or other devices or materials in any academic exercise, or attempts thereof.  
● PLAGIARISM: Plagiarism includes the copying of the language, structure, programming, computer code, ideas, and/or thoughts of another and passing off the same as one's own original work, or attempts thereof.  
● FALSIFICATION: Falsification includes the statement of any untruth, either verbally or in writing, with respect to any element of one's academic work, or attempts thereof.   
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● FABRICATION: Fabrication includes making up data and results, and recording or reporting them, or submitting fabricated documents, or attempts thereof.  
● MULTIPLE SUBMISSION: Multiple submission involves the submission for credit – without authorization from the instructor receiving the work – of substantial portions of any work (including oral reports) previously submitted for credit at any academic institution of attempts thereof. 
● COMPLICITY: Complicity includes intentionally helping another to engage in an act of academic misconduct, or attempts thereof. 
● VIOLATION OF UNIVERSITY, COLLEGE, DEPARTMENTAL, PROGRAM, COURSE, OR FACULTY RULES: The violation of any University, College, Departmental, Program, Course, or Faculty Rules relating to academic matters that may lead to an unfair academic advantage by the student violating the rule(s).  
If you have questions or are unclear about what constitutes academic misconduct on an assignment, please speak with me. I take the honor code very seriously in the course. The normal sanction I will recommend for a violation of the Honor Code is an F* sanction as your final course grade. The F represents failure in the course. The “*” is intended to identify a student who has failed to uphold the values of academic integrity. 
We adopt and practice the following principles as fundamental to our ongoing efforts to increase access and inclusion and to create a community that nurtures learning and growth for all of its members: 
· We affirm the inherent dignity and value of every person and strive to maintain a climate for work and learning based on mutual respect and understanding. 
· We affirm the right of each person to express thoughts and opinions freely. We encourage open expression within a climate of civility, sensitivity, and mutual respect. 
· We affirm the value of human diversity because it enriches our lives and the University. We acknowledge and respect our differences while affirming our common humanity. 
· We reject all forms of prejudice and discrimination, including those based on age, color, disability,  gender, gender identity, gender expression, national origin, political affiliation, race, religion, sexual orientation, and veteran status. We take individual and collective responsibility for helping to eliminate bias and discrimination and for increasing our own understanding of these issues through education, training, and interaction with others. 



TENTATIVE Course Schedule (Note that this schedule may change.)
	Day 
	Class Activities (read the chapters prior to class!) 
	Class Assignments

	Day 1
	Class Introduction 
Ch. 1: Consumer Behavior and Technology 
	CEA 1

	Day 2 
	Ch. 2: Market Segmentation and Real-Time Bidding 
	Ch. 2 Summary due by 9am
CEA 2

	Day 3
	Ch. 3: Consumer Motivation and Personality 
	Ch. 3 Summary due by 9am
CEA 3

	Day 4
	Ch. 4: Consumer Perception and Positioning 
Quiz 1 Review 
	Ch. 4 Summary due by 9am
CEA 4

	Day 5
	Quiz 1 – Ch. 1, Ch. 2, Ch. 3, and Ch. 4
Ch. 5: Consumer Learning 
	Quiz 1 in class

	Day 6
	Ch. 6: Consumer Attitude Formation and Change
	CEA 5

	Day 7
	Ch. 7: Persuading Consumers 
	Ch. 7 Summary due by 9am
CEA 6

	Day 8
	Ch. 8: From Print and Broadcast to Social Media 
Quiz 2 Review 
	Ch. 8 Summary due by 9am
CEA 7

	Day 9
	Quiz 2 – Ch. 5, Ch. 6, Ch. 7, and Ch. 8
Ch. 11: Cultural Values and Consumer Behavior 
	Quiz 2 in class

	Day 10
	Ch. 13: Cross-Cultural Consumer Behavior 
Ch. 9: Reference Groups and Communities, Opinion Leaders, and Word of Mouth 
	Ch. 13 Summary due by 9am
Ch. 9 Summary due by 9am
CEA 8

	Day 11
	Ch. 9: Reference Groups and Communities, Opinion Leaders, and Word of Mouth 
Ch. 10: The Family and Its Social Standing 
	CEA 9

	Day 12
	Quiz 3 Review 
Ch. 16: Consumer Research (not on Quiz 3)
Team Project Work Time 
	Ch.10 Summary due by 9am
CEA 10

	Day 13
	Quiz 3 – Ch. 9, Ch. 10, Ch. 11, and Ch. 13 
Team Project Work Time
	Quiz 3 
Team Project Slides Due by 9pm!

	Day 14
	Team Presentations 
	Team Presentations!
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