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Fermanian School of Business

Point Loma Nazarene University

MKT 3033 (02): Consumer & Org Buying Behavior

Number of Units: 3
Fall 2024

Meeting days: Thursdays Instructor: Austin Helton, MBA

Meeting times: 6:00 to 8:45 PM Phone: 805 765 7886

Meeting location: 
Liberty Station 201 E-mail: ahelton@pointloma.edu

PLNU Mission

To Teach ~ To Shape ~ To Send

Point Loma Nazarene University exists to provide higher education in a vital Christian 
community where minds are engaged and challenged, character is modeled and formed, and 
service becomes an expression of faith. Being of Wesleyan heritage, we aspire to be a learning 
community where grace is foundational, truth is pursued, and holiness is a way of life.

Fermanian School of Business Mission
Character – Professionalism – Excellence – Relationships – Commitment – Innovation
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As members of a vital Christian community, we strive to provide high quality business programs 
that equip students to make a positive impact in their workplace and community by connecting 
purpose to practice. 

COURSE DESCRIPTION

A study of how individuals process information and make purchase decisions. Topics 
include internal influences such as consumer psychology and personality, and external 
influences such as social environment and situational influences. A qualitative research 
study will provide special emphasis on understanding buying behavior to develop a 
marketing strategy.

COURSE LEARNING OUTCOMES

Upon completion of this course, students will be able to:

Exhibit an in-depth knowledge of key theories and concepts in the field of consumer 
behavior 
(PLO G1). 

Create marketing strategies based on consumer behavior knowledge (PLO 2 & G2). 

Analyze qualitative data to better understand consumer behavior and recommend 
marketing solutions (PLO 2 & G1).

Demonstrate effective written and verbal communication to convey information about 
consumer behavior topics (PLO 3). 

Analyze ethical and faith-based issues relating to consumer behavior (PLO 4). 

Collaborate with a team to produce a research report and presentation (PLO 5). 

COMMON MARKETING PROGRAM FRAMEWORK

The faculty of the Marketing program at Point Loma Nazarene University embraces the 
following philosophy.
 

1.     We are Market-Oriented. This means that we seek to understand the changing 
markets and to build win-win value propositions that serve our customers/constituencies.
 
2.     Because we are Market Oriented, we strive to practice marketing by the following 
principles.

 We believe that the MARKET should shape how we practice Marketing
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 We believe that Marketing Strategy (how an organization establishes a sustainable 
competitive advantage) guides Tactics (the product/service value proposition, how it is 
communicated and how it is executed)

 We do not want to be myopic…meaning that as the market changes, we must adapt. 
What worked before may not work in the future.

The Marketing Advisory Board has developed a framework, unique to PLNU Marketing. We call 
it the UCAM (YOU CAN!). The UCAM is a direct result of the philosophy of marketing above. 
In the program, students experience and practice being a Marketing Problem Solver. 

"We are problem solvers."
 
This course, and every Marketing course, will give you exposure to and practice with the 
UCAM. 

       U-Uncover customer need/problem

       C-Connect insights to understand customer need/problem

       A-Activate marketing solutions

       M-Measure results

COURSE CREDIT HOUR INFORMATION                                                                                                        

In the interest of providing sufficient time to accomplish the stated Course Learning Outcomes, 
this class meets the PLNU credit hour policy for a 3-unit class delivered over 16 weeks. Specific 
details about how the class meets the credit hour requirement can be provided upon request.

REQUIRED TEXT

CB, 9th Edition Babin and Harris Cengage 4ltrpress

ISBN 13: 978-0-357-51820-5

ASSESSMENTS AND GRADING
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DUE DATES AND LATE ASSIGNMENTS

All assignments are to be submitted/turned-in when they are due—see details in 
Canvas. Late work will not be accepted for credit except the following University-
sanctioned circumstances: illness (with doctor’s note), death, university-sponsored field 
trip or activity, military obligation, religious holiday. There are no makeup quizzes or 
exams.

ARTIFICIAL INTELLIGENCE (AI) POLICY
You are allowed to use Artificial Intelligence (AI) tools (e.g, ChatGPT, iA Writer, Marmot, 
Botowski, etc.) in this course. Any work that utilizes AI-based tools must be clearly identified as 
such, including the specific tool(s) used. For example, if you use ChatGPT, you must cite 
ChatGPT including the version number, year, month and day of the query and the statement 
“Generated using OpenAI. https://chat.openai.com/"

PLNU Recording Notification⍟
In order to enhance the learning experience, please be advised that this course may be recorded 
by the professor for educational purposes, and access to these recordings will be limited to 
enrolled students and authorized personnel. 

Note that all recordings are subject to copyright protection. Any unauthorized distribution or 
publication of these recordings without written approval from the University (refer to the Dean) 
is strictly prohibited.

PLNU COPYRIGHT POLICY 
Point Loma Nazarene University, as a non-profit educational institution, is entitled by law to use 
materials protected by the US Copyright Act for classroom education. Any use of those materials 
outside the class may violate the law.

PLNU ACADEMIC HONESTY POLICY
Students should demonstrate academic honesty by doing original work and by giving appropriate 
credit to the ideas of others. Academic dishonesty is the act of presenting information, ideas, 
and/or concepts as one’s own when in reality they are the results of another person’s creativity 
and effort. A faculty member who believes a situation involving academic dishonesty has been 
detected may assign a failing grade for that assignment or examination, or, depending on the 
seriousness of the offense, for the course. Faculty should follow and students may appeal using 
the procedure in the university Catalog. 

See Academic Policies for definitions of kinds of academic dishonesty and for further policy 
information.
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PLNU ATTENDANCE AND PARTICIPATION POLICY
Regular and punctual attendance at all class sessions is considered essential to optimum 
academic achievement. If the student is absent for more than 10 percent of class sessions, the 
faculty member will issue a written warning of de-enrollment. If the absences exceed 20 percent, 
the student may be de-enrolled without notice until the university withdrawal date or, after that 
date, receive an “F” grade. 

Refer to Academic Policies for additional detail.

USE OF TECHNOLOGY
In order to be successful in your course, you'll need to meet the minimum technology and system 
requirements; please refer to the Technology and System Requirements information. Additionally, 
students are required to have headphone speakers, microphone, or webcams compatible with 
their computer available to use for any online or hybrid classes. Please note that any course with 
online proctored exams require a computer with a camera (tablets are not compatible) to 
complete exams online.

Problems with technology do not relieve you of the responsibility of participating, turning in 
your assignments, or completing your class work.

FINAL EXAMINATION POLICY
Successful completion of this class requires taking the final examination on its scheduled day. 
The final examination schedule is posted on the Class Schedules site. If you find yourself 
scheduled for three (3) or more final examinations on the same day, you are authorized to contact 
each professor to arrange a different time for one of those exams. However, unless you have 
three (3) or more exams on the same day, no requests for alternative final examinations will be 
granted.

SPIRITUAL CARE
Please be aware PLNU strives to be a place where you grow as whole persons. To this end, we 
provide resources for our students to encounter God and grow in their Christian faith.  

If students have questions, a desire to meet with the chaplain or have prayer requests you can 
contact your professor or the Office of Spiritual Life and Formation. 

PLNU ACADEMIC ACCOMMODATIONS POLICY
PLNU is committed to providing equal opportunity for participation in all its programs, services, 
and activities. Students with disabilities may request course-related accommodations by 
contacting the Educational Access Center (EAC), located in the Bond Academic Center 
(EAC@pointloma.edu or 619-849-2486). Once a student’s eligibility for an accommodation has 
been determined, the EAC will issue an academic accommodation plan (“AP”) to all faculty who 
teach courses in which the student is enrolled each semester.  
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PLNU highly recommends that students speak with their professors during the first two weeks of 
each semester/term about the implementation of their AP in that particular course and/or if they 
do not wish to utilize some or all of the elements of their AP in that course.

Students who need accommodations for a disability should contact the EAC as early as possible 
(i.e., ideally before the beginning of the semester) to assure appropriate accommodations can be 
provided. It is the student’s responsibility to make the first contact with the EAC.

SEXUAL MISCONDUCT AND DISCRIMINATION 

Point Loma Nazarene University faculty are committed to helping create a safe learning 
environment for all students. If you (or someone you know) have experienced any form of sexual 
discrimination or misconduct, including sexual assault, dating or domestic violence, or stalking, 
know that help and support are available through the Title IX Office at pointloma.edu/Title-IX. 
Please be aware that under Title IX of the Education Amendments of 1972, it is required to 
disclose information about such misconduct to the Title IX Office.

If you wish to speak to a confidential employee who does not have this reporting responsibility, 
you can contact Counseling Services at counselingservices@pointloma.edu or find a list of 
campus pastors at pointloma.edu/title-ix

COURSE SCHEDULE AND ASSIGNMENTS

Date Topics Readings Discussion Assignment Group Work

Sep 5 Course Intro - 
What is 
consumer 
behavior 

Chapter 1 Chapter 1 

9/12 2- Value and 
CB value 
framework

Chapter 2 Chapter 2 Pro/Con 
Presentation 

9/19 3- Consumer 
Learning 
starts here: 
perception

Chapter 3 Chapter 3 Sentiment 
Analysis 
Deliverable 1 
DUE 

Pro/Con 
Presentation 

9/26 4- 
Comprehensi
on, memory, 
cognitive 

Chapter 4 Chapter 4 CB Fast 
Deliverable 
DUE

Pro/Con 
Presentation 



7

learnings

10/3 Chapter 5 Chapter 5 Pro/Con 
Presentation 

10/10 Chapter 6/8 Chapter 6/8 Sentiment 
Analysis 
Deliverable 2 
DUE

10/17 MIDTERM 
EXAM (Ch 
1,2,3,4,5,6,8)

10/24 NO 
CLASS 

10/31 12- Decision 
Making 1 : 
Need and 
Recognition

Chapter 12 Chapter 12 Sentiment 
Analysis 
Deliverable 
#3 DUE

Pro/Con 
Presentation 

11/7 13 - Decision 
Making 2: 
Alternative 
Eval and 
Choice

Chapter 13 Chapter 13 Pro/Con 
Presentation 

11/14 14 - 
Consumption 
to Satisfaction

Chapter 14 Chapter 14 CB Fast 
Deliverable 
#2 Due

Pro/Con 
Presentation 

11/21 16 - 
Consumer 
and 
Marketing 
Misbehavior

Chapter 16 Chapter 16 Sentiment 
Analysis 
Deliverable 
#3 DUE

11/28 - NO 
CLASS

12/5 Presentations Sentiment 
Analysis 
Deliverable 
#4 DUE
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12/12 FINAL EXAM Chapters 
12,13,14,16 
(150)

*Assignment dates may change. Please check Canvas for due dates.

Consumer Behavior Fast Assignment Description (100 pts. total):

This semester I’d like you to join me in an exploration of fasting. The goal of this assignment is 
two-fold:
1. Seek God’s will to let go of a behavior or habit related to how you consume products/services, 
explore Biblical connections to your fast and consumption habits, then share the impact of the 
fast.
2. Become more aware of the temptations and techniques marketers use and how it directly 
impacts consumer decisions.

This assignment is broken into 3 deliverables:

Deliverable #1 (25 pts.): 
Brainstorm a list of consumer behaviors you exhibit in your own life. Over the next few weeks 
choose one to deliberately eliminate or reduce. Get creative! You can submit a one- page memo, 
blog post, vlog or reel that includes the following items:

What were some consumer behaviors you identified in your own life? 
What consumer behavior are you eliminating or reducing? 
Why did you select that one? 
Connect a bible verse to the reason why you selected the consumer behavior to eliminate or 
reduce. 
What you think will be your challenges. 
What you think will be the benefits. 
Indicate whether you would like an “accountability partner” or not. 
You will be sharing about your fast in class along the way.

Deliverable #2 (25 pts.): 
A summary of your 8-week fast. You can submit a one-page memo, blog post, vlog or reel that 
includes the following items:
1. Ways you felt challenged.
2. Ways you felt rewarded.
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3. Positive or Negative feedback from others.
4. Identify at least two ways that you were tempted and what the root source of the temptation 
was.
5. Identify a minimum of three consumer behavior concepts that were illuminated during this 
time.

Deliverable #3 (50 pts.): 
A final presentation (~ 5 slides and 5 minutes total) summarizing the experience and include the 
following:
What did you learn? 
Identify a minimum of three consumer behavior concepts that your fast is connected to. 
The long-term behavior effects of a consumer behavior change for a brand. 
If more people adopted your behavior change, in what ways do you think it would affect the 
brand or company (think ROI and be able to explain this in terms of dollars)? 
How would it affect brand affinity, the company’s supply chain, employees, stakeholders, etc.? 
What is the biblical connection to your consumer behavior during this fast? How was God 
speaking into this experience for you personally? 

 
Pro/Con Presentation Assignment Description (100 pts. total):

All students must present the assigned topic during the semester. You will be grouped or paired 
with students and must give a 10-minute presentation in class followed by a 10-minute chalk talk 
and class discussion (75 pts. will be earned for the presentation and 25 pts. will be earned 
through the facilitation of the chalk-talk and class discussion). 

Be creative and engaging as you present!

Each group/pair will choose their topic to present, see below for topics to choose from this 
semester. You will answer the prompt in your presentation and share the pros and cons for 
consumers related to the prompt. You will also explain the pros and cons for businesses related to 
the same prompt. Make sure you include at least two consumer behavior concepts from the 
chapter related to your topic. In addition, teaching the class new information related to the topic, 
providing real-world examples that illustrate your key points, sharing credible references that 
what you’re saying is current and well researched, seamless presentation skills among the 
group/pair, creativity, visual appeal and slides free of grammar/spelling errors will earn you the 
most points. 

You must dress professionally; a blazer and collared shirt is preferred. Late presentations will 
receive a zero, no exceptions. 

Upload in Canvas your slides by 5 p.m. the day of your presentation.

You can select your topic by going to the "People" tab in Canvas and selecting the topic 
presentation. If you don't select a topic by January 10th, you will be assigned to a topic.
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1. Pro/Con Presentation #1: Do we consume too much?
2. Pro/Con Presentation #2: Is perception reality?
3. Pro/Con Presentation #3: Do brands communicate too much to consumers?
4. Pro/Con Presentation #4: How did the Pandemic affect Maslow’s Hierarchy of Needs? 
5. Pro/Con Presentation #5: Is Aaker’s “Dimensions of Brand Personality” still relevant today?
6. Pro/Con Presentation #6: Can we limit the amount of misinformation spread on social media 

platforms?

Consumer Behavior Sentiment Analysis Project Assignment 
Description (300 pts. total):

You are going to learn how to do a sentiment analysis this semester! According to HubSpot, 
“sentiment analysis is the process of collecting and analyzing information on how people talk 
about a brand. Rather than a simple count of mentions or comments, sentiment analysis considers 
emotions and opinions. A sentiment analysis is sometimes called ‘opinion mining.’ That’s 
because it’s all about digging into the words and context of comments to understand the opinions 
they reveal about the brand’s consumers.”

Choose a partner and let’s go “opinion mining!” You will pick a brand that you want to conduct 
the analysis on this semester. Then, one of you will conduct the analysis on the brand’s social 
media platforms (choose two of the five major SM platforms: Facebook, Instagram, Twitter/X, 
TikTok and LinkedIn) and the other person will conduct the analysis on the brand’s reviews 
(choose two of the three major review platforms: Google, Yelp and Amazon). You will be 
collecting data for entire year of 2024 (Jan. – Now.). You will be collecting the total number of 
comments on each social media platform and each review platform. Then, you will be 
determining whether each comment/review is positive, neutral, or negative and recording it using 
the template provided by the instructor. Positive and negative comments will be obvious. For 
neutral comments/reviews, here’s a frame of reference: Neutral comments/reviews may read 
something like, “This place is okay,” or, “The service was alright.” Neither expressing positive or 
negative emotions or opinions in the comment/review.

The project will be broken up into four deliverables:

Deliverable #1 (50 pts.): Submit a one-page memo with the following information included:
The brand you selected for the project and why. 
Are there enough comments and reviews to conduct an analysis (share evidence to support 
that this brand is a good selection for the project)? 
Describe how you are splitting up the workload. 
What results do you think you will find? Make a prediction about the analysis. 
If you believe consumers think more positively about your brand, explain why you believe that 
to be true. 
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If you believe consumers think more negatively about your brand, explain why you believe that 
to be true. 
Explain how this sentiment analysis will help you make marketing recommendations to better 
connect with this brand’s consumer. 

Deliverable #2 (50 pts.): Submit the completed CB Sentiment Analysis template document with 
all the raw data for social media and reviews included.

  
Deliverable #3 (50 pts.): Input your data into ChatGPT and ask it to help you understand the 
data as well as make marketing recommendations for the brand. Submit the prompts you used to 
create the analysis with ChatGPT and the information it provided in return. You can continue 
using the memo style for this submission. It will likely be more than one-page.

Deliverable #4 (150 pts.): 
Submit a visually appealing paper and slides (quality matters more than quantity) that includes 
the following (100 pts. will be earned for the paper and 50 pts. for the presentation):
Introduction to the brand and why a sentiment analysis was conducted (why would this type of 
analysis help them better understand and connect with their consumers?). 
Prediction(s)/hypothesis(es) about the analysis before conducting it. 
Explanation of the research methodology used for the sentiment analysis. 
Explanation of results: include data in the body of the paper (use tables, graphs, charts, etc.) 
and then include the entire CB Sentiment Analysis template in the Appendix. 
How can the brand use the data to better connect with consumers? 
Make at least five marketing recommendations for the brand (you may use up to two of the 
recommendations from ChatGPT but the other three must be your own original work). 
Describe the limitations of the sentiment analysis. 
Conclusion and next steps for the brand. 

 
ChatGPT prompts to help students with Deliverable 3:

I conducted a sentiment analysis for point loma nazarene university on instagram. There were 
100 comments total and 59 of them were positive, 20 were neutral, and 21 were negative. what 
does that mean?

ChatGPT
Based on the sentiment analysis you conducted for Point Loma Nazarene University on 
Instagram, the distribution of sentiments among the 100 comments is as follows:

Positive: 59 comments 
Neutral: 20 comments 
Negative: 21 comments 

This breakdown provides an overview of the sentiments expressed in the comments. In general: 
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A higher number of positive comments (59) suggests that there is a positive sentiment among 
Instagram users discussing Point Loma Nazarene University. 
A moderate number of neutral comments (20) indicates that some users may not have expressed 
strong positive or negative sentiments but rather provided neutral feedback or information. 
A lower number of negative comments (21) suggests that there are some users who expressed 
negative sentiments about Point Loma Nazarene University. 

It's important to note that sentiment analysis provides a quantitative overview and doesn't capture 
the depth or context of individual comments. Interpretation may vary, and additional qualitative 
analysis could provide more insights into the specific sentiments expressed. 

You 
what marketing recommendations can i make for point loma nazarene university based on the 
sentiment analysis above 

ChatGPT

 
Based on the sentiment analysis results for Point Loma Nazarene University on Instagram, here 
are some marketing recommendations:

1. Leverage Positive Sentiment:
• Highlight and showcase the positive comments in your marketing materials, such as on the 
university's website or promotional materials. Positive testimonials can be powerful in attracting 
potential students.

2. Engage with the Community:
• Actively engage with the Instagram community by responding to positive comments and 
addressing any concerns from negative comments. This shows a commitment to communication 
and a willingness to address feedback.

3. Identify Areas for Improvement:
• Analyze the negative comments to identify specific areas where improvements can be made. 
This feedback can be valuable for making enhancements to services, programs, or 
communication strategies.

4. Promote Unique Selling Points:
• Emphasize the university's unique strengths and positive aspects that garnered positive 
sentiments. Whether it's the campus environment, academic programs, or extracurricular 
activities, use these strengths in marketing campaigns.

5. Encourage User-Generated Content:
• Encourage students, alumni, and the community to share their positive experiences on 
Instagram using a branded hashtag. User-generated content can serve as authentic testimonials 
and attract a wider audience.
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6. Address Neutral Sentiments:
• Explore ways to convert neutral sentiments into positive ones by emphasizing key strengths 
and addressing any areas that may be causing a neutral response. Provide additional information 
to showcase the university's value.

7. Social Media Campaigns:
• Launch targeted social media campaigns based on the sentiments identified. For example, 
create campaigns that emphasize positive experiences, success stories, or improvements made in 
response to feedback.

8. Monitor and Adjust: 
• Continuously monitor social media channels for evolving sentiments. Stay responsive to 
changes and adjust marketing strategies accordingly. Regularly assess sentiment trends to ensure 
ongoing positive engagement.

Remember, these recommendations are based on the quantitative analysis of sentiments. It's also 
crucial to consider qualitative feedback and engage in a more in-depth analysis to gain a 
comprehensive understanding of the sentiments expressed by the audience. Additionally, align 
these recommendations with the university's overall marketing goals and strategies.


