
Consumer Buyer Behavior 
MARK 4100 

Course Syllabus 
 
TERM   Fall 2009 
 
INSTRUCTOR  Name  Barb Carroll 
    Office  118 Brooks 
 
    Phone  7065423756 
    e-mail  bcarroll@uga.edu 
OFFICE HOURS 
 12:30-1:30 pm TTh 
 
REQUIRED TEXT AND COURSE MATERIAL 
 Will provide handouts 

A recent edition (doesn’t have to be the latest) of Solomon’s Consumer Behavior   
 
COURSE DESCRIPTION 
An overview of what marketers need to know about consumers and how this knowledge 
is used to satisfy consumer needs.  Consumer behavior concepts, processes, and 
models that help explain differences in consumption behavior and choice are discussed.  
Concepts from marketing, economics, and basic behavioral sciences are introduced.  
 
PREREQUISITES 
Prerequisite:  MARK 3000  
Final class rosters will be reviewed after Drop/Add.  Any student not meeting 
prerequisites will be administratively withdrawn from the class. 
 
COURSE OBJECTIVES/EXPECTED LEARNING OUTCOMES 
Upon completion of this course, the student should: 
 

 Appreciate the importance of understanding consumer behavior in successfully 
applying the marketing concept. 

 Possess an initial understanding of why people buy and what they buy. 

 Understand how the disciplines of psychology, social  psychology, sociology, and 
economics are integrated into the marketing process 

 Explain internal and external influences on consumption behavior and on 
consumer evaluation of product/service providers 

 Understand the growing sophistication of consumers and the challenge for 
marketers to continually meet changing needs. 

 Understand the importance of, and differences between, consumer behavior 
patterns and processes in the US and global markets. 

 
 

 



TOPICAL OUTLINE 

 Definition and importance of consumer behavior 

 Psychological, economic and social foundations of consumer behavior 

 Models of consumer behavior 

 Research designs for understanding consumer behavior 

 Economic and social influences on consumer behavior 

 Psychological influences on consumer behavior 

 Needs, motivation and values 

 Personality and the self-concept 

 Consumer decision-making 

 Experience, learning and knowledge 

 On-line buying behavior 
 
PRINCIPAL COURSE ASSIGNMENTS 

Two Exams (50% each) 
One Optional Take Home Final (adds 1% to final average) 

 
EXAMINATION MAKE-UP POLICY  

All make-ups are essay exams and are given on the same day during class, 
November 19th. 

 
ATTENDANCE POLICY 
     No formal attendance policy    
 
ACADEMIC HONESTY POLICY 
As a University of Georgia student, you have agreed to abide by the University’s 
academic honesty policy, “A Culture of Honesty,” and the Student Honor Code.  All 
academic work must meet the standards described in “A Culture of Honesty” found at: 
www.uga.edu/honesty.  Lack of knowledge of the academic honesty policy is not a 
reasonable explanation for a violation.  Questions related to course assignments and 
the academic honesty policy should be directed to the instructor.  
 
STUDENTS WITH DISABILITIES 
Students with disabilities who require reasonable accommodations in order to 
participate in course activities or meet course requirements should contact the instructor 
or designee during regular office hours or by appointment.  
 
CHANGES TO THIS SYLLABUS  
The course syllabus is a general plan for the course; deviations announced to the class 
by the instructor may be necessary. 

http://www.uga.edu/honesty

