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CALENDAR DESCRIPTIO?M

CONSUVER  BEHAVI OUR MKT 102-2
Qourse Nane Qour se Nunfoer
PH LOBOPHY GOALS
_ To Study the notives and behavi our of consuners in
maki ng pur chasi ng deci si ons. Usi ng behavi our theory as a

basis, other topics discussed include group dynamcs, the
0P| ni on | eadershi p process, social class culture, diffusion
of innovations and consuner deci si on-maki ng.

The course will assist students in relating consumer
behavi our with the narketing process and in particular with
the planning of strategies and tactics in the advertising
canpai gn.

METHID OF ASSESSMENT (G20 NG METHD) :

Tests (3) .~ . . . 25%each = 75%
In class semnar. === = 15% = 15%
d ass preparedness. . = . . . 10% = 10%
100%
Test s: Students mssing any tests wll receive a zero

for that particular test, (semnar included)

The exceptions bei ng, nedical reasons, jury duty,
famly bereavenent etc. where consideration wl
be taken into account inregard to a re-wite.
Late assignnents wi |l be downgraded.

A = 85-100%
B = 70-84%
C = 55-69%

A supplenentary test (covering the entire

work) may be allowed only at the end of the senester.
TO QUALI FY, A STUDENT MUST HAVE A 40% AVERAGE. A pa,
inthis test will result in a C grade.
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Met hod of Assessnent (G ading method):

In class sem nar: Students in groups of two

wi |l be responsible for presenting
a designated chapter area fromthe text which my
be suppl enented by additional material researched by
the students, (books, filnms, handouts etc.)
Each presentation nmust be a mninmumof 30 mnutes with
any remaining tinme left for question/answer period and

general discussion-
I"opLc areas ir.ay be selected fromthose indicated in

the Subject Matter section of this course outline.

Cl ass preparedness: This evaluation will be determ ne
by such criteria as:

(a) Student's answers to honework questions and
assi gnnents.

(b) Regular attendance to be able to participate in
assi gnments and answer questi ons.

TEXT: CONSUMER BEHAVI OUR
J.F. Engel/R D. Bl ackwel |
Fourth Edition
The Dryden Press

METHOD OF PRESENTATI ON:

" Lectures, semnars and class discussions will make
up the majority of the learning process.

SUBJECT AREA ( MATTER):

Consumeri sm Chapter 21
Under st andi ng t he
consuner Chapter 1

Consuner deci sion

process: An Overview Chapter 2
Econom ¢ Denogr aphi cs:

The Foundation of

Consunpti on Chapter 3

Cross-cul tural and
Subcul tural Iniluences Chapter 4 (SEM NAR TOPI C)

Social Stratification Chapter 5 (SEM NAR TOPI Q)
TEST TT 1 (approxi mately week of Feb. 6th)



Subj ect Matter;

Ref erence G oups and
Fam |y Influences
Life- StKI e Research
and Marketing Strategy
Lear ni ng and Behavi our
Modi fi cation

| nf or mati on Processi ng

Chapt er
Chapt er

Chapt er
Chapt er

6
7 (SEMNAR TCPI Q)

8
9

TEST # 2 (approxi nately week of March 19)

Probl em Recogi ni tion
The Search Process
Nonnar ket er - Dom nat ed
| nfornati on Sources
The D ffusion of

| nnovat i ons

Choices and its

Qu.t cones

Pur chasi ng Behavi our
and Retail Strategy

Chapt er
Chapt er

Chapt er
Chapt er
Chapt er
Chapt er

10
11 (SEMNAR TCPI C)

12

13

17

18 (SEM NAR TCPI )

TEST # 3 (approxi mately week of April 23rd)



