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Course Description


Studying consumer behavior lies at the crossroads of the marketing, psychology, economics and anthropology disciplines. Consumer behavior attempts to understand the consumption activities of individuals as opposed to markets. The course will focus on consumer behavior although much of the theory we will cover applies to industrial settings. One class will be devoted to industrial consumer behavior and from time to time we will discuss the application of this discipline to business to business settings.


This topic is broken into two separate courses (I and II) and the courses are designed to be sequential (2513 is a prerequisite to 2514).  In these courses, we will study consumer behavior processes, decision making theories, external (i.e. things like families) and internal (e.g. things like attitudes) influences on consumer behavior. Special emphasis is placed on understanding how all of these issues impact the formulation of marketing strategies and programs. 


We attempt to understand:

· The impact of purchase involvement on consumer decision making.

· The various of kinds of decision models used by consumers

· How to develop marketing strategies on consumer information search patterns.

· The primary attributes consumers use in selecting retail outlets and how to build marketing strategies based on this knowledge.

· How research and consumer behavior is used in market analysis.

· How is culture influential in terms of consumer behavior?

· What are the assumptions about the nature of society that play a role in marketing decisions?

· What is the role of demographics in influencing consumer behavior?

· How consumption decisions are made with the household unit?

· The importance of perception in the development of retail strategy, brand names, logos, media strategy, advertising and package design.

· How to use learning and memory theories to develop product positioning strategies.

· Understand the nature of personality, motivation and emotion and the role they play in the consumption process.

· How attitudes are used to segment markets.


I believe marketing is best understood by doing and this course is highly participative. Roughly ½ of class time focuses on traditional lectures with the balance of class time devoted to case discussion and group presentations.  You will learn from your fellow students as much as from lectures and outside reading. Course lectures will focus on the theoretical underpinnings of consumer behavior. Theory is brought alive by a number of projects that are designed to demonstrate the application of theory. 


Each seven-week module features three projects and a case analysis. Students must select two of the four items to complete (see below). Students can work in teams of up to four people. The deliverable is a hard copy of an in-class presentation. (Class size may limit how many teams will be able to present but you should be prepared to present regardless).


The first seven week module will feature a final exam. The second seven-week module features a major paper (including an in-class presentation). These must be done individually. Those students taking the second seven week module have the opportunity to start the project earlier. Details regarding the project are available via Courseweb.

 Class Schedule‌

‌

	First Seven Weeks
	Second Seven Weeks

	Date
	Topic
	Chapter(s)
	Date
	Topic
	Chapter(s)

	January 6
	Introductory Remarks
	
	February 24
	Individual determinates of consumer behavior
	8,9,10,11,12

	January 8
	Consumer Decision Processes (Part 1)
	14,15,16
	February 26
	Video Case Discussion: Airwalk Shoes
	

	January 13
	Consumer Decision Processes (Part II)
	14,15,16
	March 3
	Individual determinates of consumer behavior
	8,9,10,11,12

	January 15
	Case for Brand Loyalty Discussion 

(Everyone is to read the case. Those students electing to do this for their assignment prepare a presentation)
	
	March 5
	VALS Presentation
	

	January 20
	No Class
	
	March 10
	Data Analysis Presentation
	

	January 22
	Mystery Shopper Presentation
	
	March 12
	Environmental influences of consumer behavior
	2,3,4,6,7

	January 27
	Types of decision processes
	14,15,16
	March 17
	Environmental influences of consumer behavior
	2,3,4,6,7

	January 29
	Variables that affect decision processes
	14,15,16
	March 19
	Logo Analysis
	

	February 3
	Internet Exercise Presentation
	
	March 24
	Shaping Opinion
	

	February 5
	Video Case Study Discussion: Yoplait
	
	March 26
	Land Rover Case Discussion
	

	February 10
	Consumer Behavior Exercise Presentation
	
	March 31
	Paper Presentations
	

	February 12
	Factors influencing extent of problem solving
	14,15,16
	April 2
	Paper Presentations
	

	February 17
	Implications for industrial buyers
	17
	April 7
	Paper Due
	

	February 19
	Exam
	
	
	
	


Deliverables/ Course Grading

First Seven Weeks

	Element
	Due Date
	Points/Weight

	Assignment One
	January 15 or 23
	25/25%

	Assignment Two
	Feb 3 or 10
	25/25%

	Exam
	Feb 19, 2002
	40/40%

	Class Participation
	
	10/10%


Second Seven Weeks

	Element
	Due Date
	Points/Weight

	Assignment Three
	March 5 or 10
	25/25%

	Assignment Four
	March 19 or 26
	25/25%

	Project
	Presentations on 3/31 and 4/2; Paper due on April 7, 2002
	40/40%

	Class Participation
	
	10/10%


Grading Distribution:

90-100: A

80-89: B

70-79: C

60-69: D

< 60: F

Plus and minus grades awarded at the instructor’s discretion for borderline grades.


