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; ONSUKER BEHAVI CR

AlM  To describe and anal yze in some detail the |earning process and the
fundanental concepts involved in comunication with the consuner in
order than narketing students may have better insight and understandi ng,
of the consurer behavi or. ‘

METHCD:
(1) Student participation and class discussion will be encouraged as
much as possi bl e.

(2) A conbination of case and simulation techniques will be used to
i ntroduce the student to concepts of consumer behavi or.

(3) The students will wite critical sumaries of inportant chapters
fromthe textbook.

(4) The students will be assigned extra readings fromother textbooks
on the sub.lect.

T KXT: The Psychol ogy of Consuner Behavior by Ron J. Markin
(Prentice-Hall)

REFERENCE TEXTS:
(1) Consuner Behavior and Behavioral Sciences by SK. Britt
(John Wl ey & Sons)
(2) On Knowi ng the Consuner by J.W Newnran
(John Wl ey & Sons)
(3) Wnderstandi ng: Consurmer Behavior by M @& ossack
(Chri stopher Publi shing House
(4) Consurner Behavior (Readings) by Engel
(1rwin)




GONSUMER  BEHAVI CR

TCPI C NO. PER CDS TCPI C DESCR PTI ON

Mar ket i ng Managerment and Qnsiuiier Behavi or

The Probl ens of Consurer Behavi or
Soci al Sciences & Consuner Behavi or
Theories of Consuner Choice

Learni ng & Comm ni cati on

Consuner Behavi or

Freudi an Psychol ogy

Freud & Marketing

Exi stential Psychol ogy

Exi stential customner
Implications for Marketers

Moti ves & Mbtivati on Research

Moti ves

A assification of notives

Qigin of Mtivation Research
Techni ques of Mtivation Research
Limtations of Mtivation Research

Lear ni ng Process

Theories of Learning

Cogni tive-Field Theory

Conparisons of theories of Learning
Model s of Learni ng

Application of Learning Concepts to (ons' aner

Behavi or

Learning E ements in Product Choice
Learni ng Principles

| mages

Learni ng Concepts and Marketing

Conmmmuni cation Process

Ki nds of GCommuni cation
Ef fici ent Communi cation
Communi cati on System
Communi cation Effects

Rol e of Communi cati on

Under st andi ng Communi cati on
The Communi cation situation
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TCPI C NO

10

PER COS

CONSUMER  BEHAVI CR

TCOPI C DESCR PTI ON

Structure of Marketing Conmuni cation

Mar keting Functions and Conmuni cation
Comuni cation Stinuli

Marketing m x to Communi cation m X
Managenent Systens Approach & Communi cat-c

Communi cati on and Consuner Behavi or

Two-step flow of Conmmuni cation

At titudes J Communi cati on and Consuner Behf
Consuner Behavi or det enni hants

Qulture

Qulture and its inplications for marketing

Devel opi ng Communi cation Strategy

Consi deration for strategists
Search for differential advantage
Strategy (fornulation)
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MANAGEMENT S| MULATI N 11
BUS 304-2

GENERAL GBJECTI VES:

To give the student the opportunity to recogni ze, assess and make deci si ons
regardi ng busi ness probl em situations.

To give the students practice in the functional areas of managenent and
their relationships to one another as well as other related disciplines.

To evoke a sense of responsibility for the results of decisions nade.
To experience the reality of working as a menber of a nanagenent team

nmaki ng deci sions in dynamc situations.

SPEQ FI C GBJECTI VES:

1. To learn and practice the functions of planning, organizing and
control ling.

2. To develop methods of control and utilize the feedback effectively.

3. To develop an understanding of the effect of advertising, pronotion
and pricing in the marketing m x.

METHCD:

Instruction will consist of |ecture-discussion related to the simlated
busi ness gane.

The student will spend the majority of the classroomtine involved in the
anal yzi ng and deci si on nmaki ng process,

EVALUATI O\
The final grade will be weighted 40%on 2 tests and 50% on termworKk.

The tests wll include specific questions concerning business ganes, and
the results of decisions made. The objective will be to assess the
student's know edge of decisions nade in previous classroom gan ng
situations, conparisons with other team decisions and use of control
naterial s.

Termwork will be graded on teamand individual reports. O assroom per-
formance, including preparation, wll be assessed and attendance is
essential. Pe rating will be included in this assessment and wll be
critically conpared with the instructors evaluation and the tests. Those
grading their peers in an unrealistic manner will be down-graded.

NOTE: There is no make-up provision for thisxourse



