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COURSE INFORMATION

COURSE CATALOG DESCRIPTION

Professor: Jose Mendoza, DBA

Email: mendozaj23@sacredheart.edu

Phone: (203) 416-3463

Class hours: Wednesday, 6:30 pm – 9:30 pm

Room: 3102 – Stamford Landmark Square

Office hours: 

Tuesday – Wednesday, 1:30 pm – 4:30 pm

Pre-requisite: None

MK 662 Analysis of Consumer Decisions, 3 CH 

This course explores the tools and techniques used by marketers to analyze customer behaviors. It 
examines databases, analytics, metrics, software, and techniques applied by marketers to transform 
data into useful formats for the strategic decision-making process. Contents focus on technology tools 
for segmentation, target marketing and positioning, media selection, market share and estimation, 
sales forecasting, and other analysis.
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“It is a capital mistake to theorize before one has data. In-
sensibly, one begins to twist the facts to suit theories, in-
stead of theories to suit facts.”

Sherlock Holmes



C Course Description

The consumer decision journey goes beyond a circular process.  
Traditionally, this process was thought to be very structured; needs 

identification, information collection, alternatives evaluation, and 
purchase decision. Nowadays, consumers deal with a wealth of 

information, references, experiences, and alternatives, thus creating 
a more complex decision journey. As such, there is a need for using 

newer and better tools and techniques to deal with the amount of new 
data, and the dynamics of  consumer decisions. 

W



The demand for marketers, with strong 
analytical skills, and the use of the latest data 
and technologies, has never been greater. On 
one hand, consumers are rapidly evolving in 

a digital economy. The rapid transition to Internet and 
mobile shopping, the advancement of the Internet of 
Things (IoT), and our general engagement in social media, 
has contributed to this evolution. On the other hand, the 
availability of data and tools has created new challenges 

for companies.  The business environment is more 
competitive and global than ever, thus bringing the need 
of understanding consumers’ needs, and anticipating 
consumers’ wants. 



This course introduces the analysis of consumer decisions using big data, data mining, consumer choice models, 
text analytics, and machine learning. By studying the consumer’s footprint, we might derive insights and predictions 
about future consumer behavior.

This course relies on the use of a series of tools and techniques to: 

• Obtain insights from consumer data using data mining tools
• Predict consumer behavior using neural networks and machine learning
• Segment consumers according to combinations of demographics, behavioral, and psychographics variables
• Develop product bundles using grouping techniques
• Find cross-selling opportunities through the use of techniques such as shopping basket analysis
• Apply the analysis of consumer choice in the development of new product and services
• Explore the reach of social media marketing using social networks analytics
• Survey consumers’ preferences using text mining techniques



Course Goals
•  Develop hands-on knowledge on the use of tools and techniques oriented towards the 
  analysis of consumer decisions, via class exercises and assignments, using real data and live case 
  scenarios.
• Classify and summarize marketing data using data mining techniques
• Use of optimization tools to define price bundles, price discounts, resource allocation, retail 
 space allocation, and promotion expenditure.
• Develop market segmentation models using cluster analysis and classification trees.
• Identify consumer behavior via social networks analytics and text mining.



L LEARNING OBJECTIVES

“Information is the oil of the 21st century, and analytics is the combustion 

engine.”

Peter Sondergaard



The demand for marketers, with strong 
analytical skills, and the use of the latest data 
and technologies, has never been greater. On 
one hand, consumers are rapidly evolving 

in a digital economy. The rapid transition to Internet 
and mobile shopping, the advancement of the Internet 
of Things (IoT), and our general engagement in social 
media, has contributed to such an evolution. On the other 
hand, the availability of data and tools has created new 

challenges for companies.  The business environment is 
more competitive and global than ever, thus bringing 
the need of understanding consumers’ needs, and 
anticipating consumers’ wants. 



This course introduces the analysis of consumer decisions thru big data, data mining, consumer choice models, text 
analytics, and machine learning. By studying the consumer’s footprint, we might derive insights and predictions 
about future consumer behavior.

This course relies on the use of a series of tools and techniques to: 

• Obtain insights from consumer data using data mining tools
• Predict consumer behavior using neural networks and machine learning
• Segment consumers according to combinations of demographics, behavioral, and psychographics variables
• Develop product bundles using grouping techniques
• Find cross-selling opportunities through the use of techniques such as shopping basket analysis
• Apply the analysis of consumer choice in the development of new product and services
• Explore the reach of social media marketing thru social networks analytics
• Survey consumers’ preferences using text mining techniques



The course uses a combination of short lectures 
followed by hands-on exercises. This approach 
allows the student to grasp a workable 
command of the analytics concepts presented 

in class. Moreover, there are continous exercises - to be 
completed between classes, as homework - to further 
develop practical experience. 

In a typical class, the professor introduces concepts 
and explain different techniques, to solve a predefined 

problem. Next, the students will follow an in-class 
exercise to explains step-by-step, the process used in 
solving the problem, with a specific tool; such as SAS® 
Enterprise Miner, XL Miner, or CBC Discovery.

Learning Method



COURSE REQUIREMENTSR
“The most valuable commodity I know of is information.”

Gordon Gekko, Wall Street



The following textbooks are required for the course, and it will tremedously help the student to manage the 
software used in the course. In other words, the textbooks for this course will work as a support material, 
to help the student with mastering the software used in class. As the technology changes at a rapid pace, 
whenever possible, students are encouraged to search for rental or electronic copies of the books. 

Course Requirements



Data Mining for Business Analytics: Concepts, Techniques, and Applications with XLMiner, 3rd Edition
By Shmueli, Bruce, and Patel 
ISBN: 978-1118729274 (Hardcover)  
Also available as an e-book, and rental.

Getting Started with Conjoint Analysis: Strategies for Product Design and Pricing Research, 2nd. Edition
By Orme, B.
ISBN: 978-0972729772 (Paperback)
Also available as an e-book.

Getting Started with SAS® Enterprise Miner™ 14.1
SAS Institute, Inc. 2015
ISBN: 978-1-62959-980-9
Also available as an e-book

Most of the available analytics tools are not designed to work with Mac OS. So, the student must have access 
to a Windows computer to complete the course exercises and homework. 

The course will take place in a computer lab, so students are guaranteed to have one computer per student, 
during class time. However, it is required that the student has access to a Windows computer, either at home or 
at work, so that the student can do the homework at his/her own pace. 

Windows computers / laptops



Required Software
The course will take place on a multimedia room. The necessary software is already installed, and students are 
encouraged to use the computers in the multimedia room, rather than their laptops and tablets during class. 
However, students can download – at no extra cost – the required software for assignments at:

o Tableau Desktop 
 http://www.tableau.com/products/desktop/download

o XL Miner (only runs on Windows computers) 
 www.AnalyticSolver.com/Student
 Course code: MKSHW17
 Textbook code: SDMBI3
 
Please note that we will not be able to support Mac computers or the cloud-based version of Solver. In case 
of problems with the installation of this software, please contact support at: support@solver.com

o SAS University Edition
 http://www.sas.com/en_us/software/university-edition/download-software.html
 
Students might need support with the installation of this software. In this case, please anticipate contacting 
The Factory, for assistance with the installation of such software.

Please note, laptops are not allowed in the multimedia classroom; please use the individual workstations 
instead. This will help to minimize class disruption since each laptop computer might be configured differently.



Grading

“In God we trust. All others must bring data.”

W. Edwards Deming

G



The courses relies on continous grading. In other words, there are a series of small assigments, throughout 
the course, rather than a traditional mid-term and a final exam. Moreover, the hands-on nature for this 
course demands individual assigments rather than group projects. By working in an individual basis, 
students will be able to demonstrate command of the topics presented in class. Moreover, in a graduate 

course like this, most of the students work during the day, thus making difficult to work in group projects.

Grading



Letter grades will be determined using the following scale:  
  
A = 92.5 cumulative or better           A- = 89.5 – 92.4      B+ = 86.5 – 89.4  
B = 82.5 – 86.4          B- = 79.5 – 82.4               C+ = 76.5 – 79.4  
C = 72.5 = 76.4         C- = 69.5 – 72.4              C- = 69.5 – 72.4  
D+ = 66.5 – 69.4         D = 59.5 – 66.4                F = Below 59.5  

Points Due Date

Assignment 1: Data Mining Tools 10 points February 1st, 2017

Assignment 2: Consumer Segmentation 15 points February 15th, 2017

Assignment 3: Shopping Basket 15 points March 1st 2017

Assignment 4: Predictive Analytics 20 points March 15th, 2017

Assignment 5: Consumer Choice 20 points March 22nd, 2017

Assignment 6: Text Analytics and Social 
Network analysis

20 points March 29th, 2017

Grading scale



Assignments
Assigments must be submitted to Blackboard, by noon (EST), on the due date. All assigments are individual. 
Students can review their grading at the Grading Center. Please, give 48-72 hours after submission, to receive 
the grading for a particular assignment.

Late and Missed Assignments
Assignments submitted after the due date and time are considered late. Students can re-submit any missed 
or late assignment, on March 30th, at noon (EST), in the form of a comprehensive assignment. Please contact 
the professor for further details on such assignment. Only one late or missed assignment can be submitted.

Extra grading / Appeals
There are no provisions for extra grading in this course. All grades will be rounded up (i.e. 89.5 points will be 
rounded up to 90 points), and letter grades will be allocated based on the criteria presented in the previous 
page.

All grade appeals must be made in writing, clearly citing and documenting the reason for the appeal.



“You can have data without information, but 

you cannot have information without data.”

Daniel Keys Moran

P Course Policies



The intensive nature of the course demands constant attention and minimum class disruption. Hence, 
smartphones are NOT allowed in the classroom, at any time. Moreover, laptops and tablets are allowed in 
class, only for the purpose of note-taking.  
 

Browsing the Internet during class, texting or messaging, taking phone calls, Internet shopping, registering classes 
in Web Advisor, and any similar disruptive behavior, it is not accepted in class.  Students that failed to observe this , 
or any other course policy, will have points deducted from the final grade.

Course Policies - Laptops and Smartphones



Academic Conduct Policy  
  
Students are expected to conduct themselves as serious, mature and learning-seeking adults. Talking to 
other students during class, sleeping, entering and leaving the classroom, drinking and eating meals are 
discouraged.   

Attendance Policy  
  
Class attendance is required according to University policies. The student is expected to attend class on 
time and to remain in the classroom for the duration of the class. Lateness and leaving the classroom will be 
marked as an absence. Exceptions such as in the case of medical emergencies should be documented and 
presented at the beginning of the next class.   

Communication Policy  
  
Any communication related to this course, such as syllabus, cases, quizzes, and notifications, will be done 
thru Blackboard. An email will be used as a last resource in case of critical communications, but students are 
expected to check the information posted on Blackboard.   

Drop Policy  

If the student feels that is unable to fulfill the requirements of the course successfully, it is the student’s 
responsibility to arrange to drop from class. In the case of failing to do so, the student will be assigned the 
grade earned at the end of the class.  



Participation Policy 
  
Attendance is required to participate in class. Attendance is required, but it is not graded. Active 
participation means that the students bring its contributions to class, ask and answer questions, and it is 
actively involved in the class discussion.  

Smartphone / Mobile Phone Policy  
  
Smartphones must be off at all the times throughout the duration of the class. Please make the necessary 
arrangements to receive calls before and/or after and outside the classroom.  Laptops and tables are not 
allowed in the classroom as there is an individual workstation assigned per student.  

Registration Policy  
  
Students that attend the class must be registered according to the University policies. Please contact the 
Registrar in the case of not appearing on the class roster.      
 
Meals and Beverages Policy  
  
It is not permitted to eat meals during class. Water and soft drinks are allowed.   

Syllabus Policy 
  
This syllabus and course outline is subject to change by the Professor as needed. In the case of changes, 
an announcement will be posted on Blackboard. This syllabus and any addendums attached shall not be 
construed by the student as a contract, implied or expressed, between the student and/or the professor and 
the University.  



S COURSE SCHEDULE

“We chose it because we deal with huge amounts of data. 

Besides, it sounds really cool.” 

Larry Page



The course meets every week, on Wednesdays from 6:30 pm until 9:30 pm. There will be a 15 minutes 
break, so students can stretch, relax, and make 
 
However, each class require a considerable amount of pre-class readings and/or exercises. To do this, 

students must check the announcement section in Blackboard. Moreover, the modules in Blackboard are displayed 
based on adaptive release. The adaptive release means that a module will appear in Blackboard only after the 
previous module has been completed, and any readings, assignments, and quizzes, are marked as completed or 
submitted.

Course Schedule



Session Date Topic

1 01/18/2017 Data mining tools

2 01/25/2017 Data visualization

3 02/01/2017 Classification and decision trees

4 02/08/2017 Consumer segmentation

5 02/15/2017 Association rules and collaborative filtering

6 02/22/2017 Shopping Basket Analysis

7 03/01/2017 Neural networks

8 03/08/2017 Predictive Analytics

9 03/15/2017 Consumer Choice

10 03/22/2017 Text Analytics and Social Network Analysis

11 03/29/2017 Final course review



Thanks...

Prof. Jose Mendoza, DBA

Phone: (203) 416-3463
 
Email: 
mendozaj23@sacredheart.edu




