MKT 424-02: Consumer Behavior
Spring 2026
[bookmark: _1fob9te](3 credit hours, in person)
INSTRUCTOR INFORMATION:
[bookmark: _3znysh7]Name: Dr. Veronika Ponomarenko
Office Location: Bryan 469
Email: v_ponomaren@uncg.edu
Office Hours: 12:15 pm to 1:15 pm on Tuesdays or email to schedule a virtual meeting at a mutually convenient time.
[bookmark: _2et92p0]COMMUNICATION:
1. Canvas announcements: You will receive regular communications via the Announcements in the course Canvas site. Check these each time you access the course in Canvas to be sure you are up to date with the latest information (these are time stamped so if you know when you logged in last, you can determine if anything is new). 
2. Individual emails from the instructor to the students: Individual email messages may be sent to your UNCG email account. Please check your UNCG email daily to be sure you are getting your emails (if you are having any technical issues with UNCG email you must get assistance ASAP from TECH Support; the excuse that your UNCG email was not working is not acceptable).
3. Individual emails from the students to the instructor: I will reply to emails within 2 business days. If you do not get a response from me within this timeframe, please send a follow-up email. 
4. Feedback on the submissions: You will receive feedback on your submissions in the form of comments. Be sure to review both the comments and the grade. See the screenshot below for instructions on how to find your assignment feedback.
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[bookmark: _tyjcwt][bookmark: _3dy6vkm]COURSE DESCRIPTION: 
Psychological and socioeconomic factors affecting consumer motivation, behavior, and buying decisions. Emphasis on current research on, and theory about, behavior of consumers as individuals and as members of socioeconomic groups.
[bookmark: _4d34og8]PREREQUISITES / COREQUISITES: 
Grade of C or better in MKT 320. junior standing; major in ACCT, BADM, CARS, ENTR, FINC, HTMT, INTB, ISSC, or MKTG.
[bookmark: _17dp8vu]STUDENT LEARNING OUTCOMES: 
· Understand the basic foundations of consumer behavior, including the consumer decision-making journey, motivation, perception, learning, and attitude formation.
· Describe how reference groups, family, social class, and culture influence consumer behavior and decision-making.
· Apply consumer behavior principles to real-world marketing activities, such as macro- and micro-environment analysis, SWOT, and segmentation, targeting, and positioning.
· Generate actionable consumer insights through primary data collection methods (e.g., surveys, in-depth interviews) to inform marketing decisions.
· Leverage key consumer behavior theories to develop an effective marketing mix strategy.
· Analyze the impact of technology on the relationship between consumer behavior and marketing.
· Critically observe and reflect on personal consumption behaviors, analyzing how individual decision-making aligns with consumer behavior theories.
REQUIRED TEXTS/READINGS/REFERENCES: 
Consumer Behavior, 12th edition, Schiffman and Wisenblit, published by Pearson, ISBN-13: 9780137504503 
GRADING:
Grades shown in Canvas will not be accurate until all items have been entered.
	Item
	Item weight

	Quizzes (12, open book, two lowest scores dropped)
	10%

	Assignments (13)
	20%

	Exam 1 (closed book)
	15%

	Exam 2 (closed book)
	15%

	Group project (7 components + a presentation + a full report)
	7%+5%+28%=40%

	Total
	100%


GRADING SCALE:
	Letter Grade
	% points accumulated

	A
	≥ 93.0

	A-
	90.0-92.9

	B+
	87.0-89.9

	B
	83.0-86.9

	B-
	80.0-82.9

	C+
	77.0-79.9

	C
	73.0-76.9

	C-
	70.0-72.9

	D
	60.0-69.9

	F
	<60.0


COURSE DELIVERABLES
Course deliverables must be submitted via Canvas in the designated submission areas. Submissions outside of the designated spaces will not be accepted.
Quizzes: 
You will be asked to complete chapter quizzes each week. They are open book and designed to help you monitor your progress and prepare for the exams. Two lowest quiz scores will be dropped after all the quizzes have been submitted. All quizzes are worth the same number of points and make up a total of 10% of your final course grade. Please refer to the course schedule below for specific deadlines.
Assignments: 
You will be asked to complete 13 homework assignments over the course of the semester. They are designed to help you apply course concepts to real-world scenarios and reflect on your own experiences from a consumer behavior perspective.
Exams:
There will be two closed-book closed-notes exams each worth 15% of the course grade. They will be given on Canvas using LockDown Browser. Install LockDown Browser from the UNCG site https://software.uncg.edu/Available/Respondus-Lockdown-Browser. 
Make-up exams ONLY given if arranged prior to the exam or due to illness. Students must provide a note from a physician on letterhead, including the student’s name, the date of the visit, and the physician’s signature before a make-up exam will be given. All other information should be redacted. If a student fails to appear for an exam or make-up exam, they will receive a grade of zero.
Group Project:
Project Overview: You will apply concepts learned in class by developing a start-up proposal. This project consists of seven components, each worth 1%, followed by a presentation worth 5% and a final comprehensive report worth 28%. Refer to the course schedule for all deadlines.
Group Formation (4-5 students per group): 
1. Ensure all members agree on group composition and communication expectations.
2. Navigate to People → Start-Up Proposal Groups and self-sign up for your agreed-upon group by January 20. Important: Do NOT join an existing group without explicit approval from that group.
3. Students who do not join a group by January 20 will be randomly assigned to a new group.
Peer Evaluations: You will complete peer evaluations for each project component and the final proposal. You will rate your group members based on three criteria (work quantity, work quality, collaboration) on a 100-point scale. If a student’s average rating is below 80, their grade will be adjusted proportionally. For example, if a student earns 9/10 on a component but has a peer score of 70/100, their grade becomes 9 × 0.7 = 6.3/10. Otherwise, the submission grade will not be adjusted.
Free Rider Policy: If a member consistently fails to meet responsibilities, the group may request removal of that member. To do so, email the instructor with all group members CC’d. The removed member must complete all remaining project components individually, adhering to the original deadlines.
LATE WORK: 
For each day an assignment is submitted late, 10% of the total possible points will be automatically deducted by Canvas. For example, if you submit a deliverable within 24 hours after the deadline, the maximum score you can earn is 90%. If you submit it 24-48 hours late, the maximum is 80%, and so on.

Late submissions will be accepted for up to 7 days after the due date. After 7 days, late work will not be accepted unless prior permission has been granted by the instructor.
Assignments not eligible for late submission: 
1. Exam 1
2. Exam 2 
3. Final Start-Up Presentation and Proposal 
These assignments may NOT be submitted late under any circumstances.

[bookmark: _1ksv4uv]EXTRA CREDIT:
There will be several extra credit opportunities offered throughout the course. They will be posted in the Canvas announcements. If you decide to participate in all those opportunities, you will be able to earn up to 3% of extra credit. Not participating in extra credit activities will not negatively affect your grade.
COURSE SCHEDULE (check Canvas announcements for changes):
	Week #
	Dates
	Class Activity
	Deliverable
	% of Course Grade

	1
	T, January 13
	Instructor introduction and course overview
	
	

	
	Th, January 15
	Marketing and consumer behavior (Chapter 1)
	
	

	2
	T, January 20
	In-class group project work: Product Development, Retail Strategy, and Pricing
	1. Quiz 1 (open book)
	1

	
	
	
	2. Personality Test assignment
	2

	
	Th, January 22
	Consumer segmentation and targeting (Chapter 2)
	
	

	3
	T, January 27
	In-class group project work: Macro-level Environment Analysis 
	1. Quiz 2 (open book)
	1

	
	
	
	2. Prizm Zip Code Finder assignment
	1

	
	
	
	3. Start-Up Proposal Component 1: Product Development, Retail Strategy and Pricing 
	1

	
	
	
	4. Component 1 Peer Evaluation Form
	-

	
	Th, January 29
	Consumer motivation and personality (Chapter 3)
	
	

	4
	T, February 3
	In-class group project work: Micro-level Environment Analysis
	1. Quiz 3 (open book)
	1

	
	
	
	2. Murray’s Psychogenic Needs assignment 
	1

	
	
	
	3. Start-Up Proposal Component 2: Macro-level Environment
	1

	
	
	
	4. Component 2 Peer Evaluation Form
	-

	
	Th, February 5
	Consumer perception and positioning (Chapter 4)
	
	

	5
	T, February 10
	Consumer perception and positioning (Chapter 4)
Learning (Chapter 5)
	1. Quiz 4 (open book)
	1

	
	
	
	2. Selective Perception assignment
	1

	
	
	
	3. Start-Up Proposal Component 3: Micro-level Environment Analysis
	1

	
	
	
	4. Component 3 Peer Evaluation Form
	-

	
	Th, February 12
	Learning (Chapter 5)
	
	

	6
	T, February 17
	In-class group project work: Primary Research Design 
	1. Quiz 5 (open book)
	1

	
	
	
	2. Learning assignment
	1

	
	
	
	3. Critical Reflection on Consumer Experience 1
	3

	
	Th, February 19
	Consumer Attitude Formation and Change (Chapter 6)
	
	

	7
	T, February 24
	Exam 1 Review Session
	1. Quiz 6 (open book)
	1

	
	
	
	2. Four Functions assignment 
	1

	
	
	
	3. Start-Up Proposal Component 4: Primary Research Design
	1

	
	
	
	4. Component 4 Peer Evaluation Form
	-

	
	Th, February 26
	Exam 1 (closed-book closed-notes) on Chapters 1 – 6
	
	15

	8
	T, March 3
	Persuasion (Chapter 7)
Outside class group project work: Revise the survey and start collecting data
	
	

	
	Th, March 5
	Media (Chapter 8)
	
	

	
	March 7 – 15
	Spring break – Have fun!
	
	

	9
	 T, March 17
	In-class group project work: Primary Research Report 
	1. Quiz 7 (open book)
	1

	
	
	
	2. One-sided and Two-sided Messages assignment
	1

	
	
	
	3. Critical Reflection on Consumer Experience 2
	3

	
	
	
	4. Quiz 8 (open book)
	1

	
	
	
	5. Social Media assignment 
	1

	
	Th, March 19
	Reference Groups and Communities, Opinion Leaders, and Word-of-Mouth (Chapter 9)
	
	

	10
	T, March 24
	In-class group project work: SWOT, Segmentation, Targeting and Positioning
	1. Quiz 9 (open book)
	1

	
	
	
	2. Opinion Leaders assignment 
	1

	
	
	
	3. Start-Up Proposal Component 5: Primary Research Report
	1

	
	
	
	4. Component 5 Peer Evaluation Form
	-

	
	Th, March 26
	The Family and Its Social Standing (Chapter 10)
	
	

	11
	T, March 31
	In-class group project work: Ad Design and Communications
	1. Quiz 10 (open book)
	1

	
	
	
	2. Family Life Cycle assignment
	1

	
	
	
	3. Start-Up Proposal Component 6: SWOT, Segmentation, Targeting and Positioning
	1

	
	
	
	4. Component 6 Peer Evaluation Form
	-

	
	Th, April 2
	Cultural Values and Consumer Behavior (Chapter 11)

	
	

	12
	T, April 7
	Subculture and Consumer Behavior (Chapter 12)
	1. Quiz 11 (open book)
	1

	
	
	
	2. Pizza assignment
	3

	
	
	
	3. Start-Up Proposal Component 7: Ad Design and Communications
	1

	
	
	
	4. Component 7 Peer Evaluation Form
	-

	
	Th, April 9
	Exam 2 Review Session
	1. Quiz 12 (open book)
	1

	13
	T, April 14
	Exam 2 (closed-book closed-notes) on Chapters 7 – 12
	
	15

	
	Th, April 16
	In-class group project work: Final Start-Up Proposal Presentation and Report
	
	

	14
	T, April 21
	In-class group project work: Final Start-Up Proposal Presentation and Report
	
	

	
	Th, April 23
	Startup Proposal Presentations
	
	

	15
	T, April 28
	Startup Proposal Presentations
	1. Presentation Slide Deck
	5

	
	
	
	2. Presentation Peer Evaluation Form
	-

	
	Th, April 30
	Reading Day – No class
	
	

	16
	T, May 5
	Upload the complete Start-Up Proposal in place of the final exam
	1. Full Start-Up Proposal
	28

	
	
	
	2. Presentation Peer Evaluation Form
	-


[bookmark: _44sinio]
ACADEMIC INTEGRITY POLICY: 
By submitting an assignment, each student is acknowledging their understanding and commitment to the Academic Integrity Policy on all major work for the course. Refer to the following URL:  https://osrr.uncg.edu/academic-integrity-policy-pledge/ 
GENERATIVE AI:
This course requires students to utilize generative artificial intelligence (GAI) tools for SELECT assignments. Expectations for GAI use will be clearly outlined in the guidelines or prompts for each assignment. Students are expected to thoughtfully interact with and evaluate any GAI-generated content and are solely responsible for the final work product. Appropriate acknowledgement and citation of GAI tools used is mandatory. Failure to properly credit GAI use constitutes academic misconduct. Students should ensure they understand and follow policies set for other courses, as expectations may differ from this one. Please contact me with any questions on the use of AI in our coursework, including ethical and privacy concerns.
ACCOMMODATIONS: 
The University of North Carolina at Greensboro respects and welcomes students of all backgrounds and abilities. If you encounter any barriers to full participation in this course due to the impact of a disability/condition impacting a major life activity, please contact the Office of Accessibility Resources and Services (OARS). OARS will engage students in an interactive process to determine the need for any reasonable accommodations. 

Connect quickly via a brief Welcome Form, https://uncgoars.clockworkportal.com/custom/misc/home.aspx. Upon receipt, OARS will contact you to schedule a convenient, virtual consultation. You may also request a consultation by calling 336-334-5440, emailing oars@uncg.edu, or walking into the OARS suite in 215, EUC. Additional OARS info may be found at https://oars.uncg.edu/.
MIDTERM GRADES:
The midterm grade period occurs each semester between the fifth and sixth week of classes. During this time, I will assign you a midterm grade for this course, which you can access in UNCGenie.

Your midterm grade in this course is a snapshot of how you are currently performing academically based on the assignments we have had to date. It will let you know if you are on the right track or if you need to take action to do something differently to improve your grade. If you have a D or an F at the midterm, we should definitely talk further about strategies and options for continuing in the class. 

[bookmark: _gzjncwronuzc]You can find more information about midterm grades here: https://spartancentral.uncg.edu/student-records/grades/ Once midterm grades are assigned, reach out to me if you have questions. You should also talk with your academic advisor if you are considering withdrawal from this class. 
HEALTH AND WELLNESS: 
Health and well-being have a big impact on your learning and academic success. Throughout your time at UNCG, you may experience a range of concerns that impact your personal and academic success.  These might include illnesses, strained relationships, anxiety, high levels of stress, alcohol or drug concerns, crime victimization, feeling down, loss of motivation, or death of a loved one. It is OK TO ASK FOR HELP! 
· Student Health Services (SHS) (336-334-5340): For preventative and acute healthcare, SHS offers a primary medical clinic, full pharmacy, and over-the-counter medications.
· Counseling & Psychological Services (336-334-5874): free confidential mental health services!
· Spartan Well-Being: Helping students Be Well & Stay Well! 
· Campus Violence Response Center (336-334-9839) Find Your Healing Here!  
· Spartan Recovery offers recovery support services (SRP@uncg.edu)
 
You can also visit any of these services in person at the Anna M. Gove Student Health Center at 107 Gray Drive. 
TITLE IX: 
UNCG is committed to fostering a safe, productive, learning environment.  Title IX and our school’s policy prohibit discrimination on the basis of sex. Sexual harassment, which includes gender-based harassment, domestic and dating violence, sexual assault, and stalking, is prohibited.  We encourage anyone who has experienced sexual harassment to speak with someone and get the support and resources they need. I, because of my role with the University, am not required to share information with the University’s Title IX Coordinator. Please be aware that if you share a situation related to interpersonal violence with an Official with Authority, they are required to share that information with the University’s Title IX Coordinator.
UNCG has confidential staff members trained to support students in navigating campus life, understanding reporting options, accessing health and counseling services, and more. Confidential support services include; Campus Violence Response Center (CVRC) located on the ground floor of Gove Student Health Center or UNCG’s Student Health Services (SHS), Counseling & Psychological Services (336-334-5874), and Spartan Well-Being located in the Gove Student Health Center.
[bookmark: _xn8sjaz28gi1][bookmark: _mkcj7hs7daxl]ATTENDANCE POLICY: 
Regular class attendance is a responsibility and a privilege of university education. It is fundamental to the orderly acquisition of knowledge. Students should recognize the advantages of regular class attendance, accept it as a personal responsibility, and apprise themselves of the consequences of poor attendance. Instructors should stress the importance of these responsibilities to students, set appropriate class attendance policies for their classes, and inform students of their requirements in syllabi and orally at the beginning of each term.
MILITARY-AFFILIATED STUDENT SUPPORT:
[bookmark: _1rriye375ntz]UNCG is a military-friendly school that welcomes all veterans, current service members, those serving in the National Guard or reserves, and their families. Training and drill schedules, calls to active duty, VA appointments, GI Bill disbursements, and other aspects of service can impact academic progress. Military-affiliated students are encouraged to communicate any special circumstances to their instructor (in advance when possible) and consult the policies outlined in The University of North Carolina’s Regulation for Military Student Success. Helpful resources (e.g., military benefits assistance, wellness events, Student Veteran Association, space to study or socialize) are available through UNCG’s Military-Affiliated Services office to support academic success and well-being.
RELIGIOUS HOLIDAYS:
It is expected that instructors will make reasonable accommodations for students who have conflicts due to religious obligations. Please make arrangements with the instructor in advance of any conflict. For more information on UNCG’s Religious Obligations policy, visit: UNCG's Religious Observance Policy.
[bookmark: _1y810tw][bookmark: _4i7ojhp][bookmark: _2xcytpi][bookmark: _1ci93xb][bookmark: _2bn6wsx]TECHNICAL SUPPORT: 
Students with technical issues with the course and email should contact 6-TECH for support either by email or phone or chat (6TECH Help ). Please also make your instructor aware of the issue and if there will be any delays in resolving the issue.
[bookmark: _qsh70q][bookmark: _ayf31hcg7q56]ELASTICITY STATEMENT: 
It is the intention of the instructor that this syllabus and course calendar will be followed as outlined; however, as the need arises, there may be adjustments to the syllabus and calendar. In such cases, the instructor will notify the students in class and via email with an updated syllabus and calendar within a reasonable timeframe to allow students to adjust as needed. 
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