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I. Introductory Information
A.
Department Name:
Business Administration, Computer Science, and Information







Technology

B.
Department Catalog Number:
MRKT300
C.
Course Title:

Consumer Behavior
D.
Semester Hours of Credit:  
3
E.
Clock Hours per Week:

3
F. 
Overlays:
None
G.
Restrictions Upon Student Enrollment:
The course is restricted to students who have completed MRKT200. 
II. Description of the Course
Introduction to the underpinnings of effective persuasion by examining buying units (e.g., people, family, businesses, and organizations) and the exchange processes involved in acquiring, consuming, and disposing of goods, services, experiences, and ideas.  Concepts and research methods from marketing and the social and behavioral sciences are applied to describe and understand decision processes in the context of the global marketplace.  Students examine how marketers use consumer data, including demographics, psychographics, geography and usage patterns, in product development, service, promotion, pricing, and distribution channels.  
III. Exposition
A.
Objectives: 
Upon completion of this course, students will be able to do the following:

1. Recognize basic principles of psychology, sociology and archeology as they are utilized by marketers.

2. Analyze a product category to see what market segments are being served and to discover market segments that might be ripe for a new brand tailored to that segment.

3. Develop a marketing plan for a new brand that focuses on a new segment of potential buyers.

4. Understand the differences between low and high involvement products and what those differences convey about how each should be marketed.

5. Conduct research for a company and develop a positioning map, to increase understanding of consumer perceptions of that company relative to its competitors. Further, to understand how to draw actionable marketing objectives from the map.
6. Develop a hypothesis about some marketing question and use the hypothesis to develop a research instrument. 
7. Conduct valid and reliable market research. 

8. Understand the influences of reference groups on buyers and traditional as well as non-traditional methods to influence those groups.

B. Activities and Requirements:
1. Participate in classroom discussions and group projects.

2. Analyze case studies.

3. Complete and submit application projects in each of the following areas:
a. Market segmentation
b. Brand positioning 
c. Hypothesis testing
d. Decision making for high and low involvement products
C. Major Units and Time Allotted:
1.
Consumer behavior / an overview.






     (3 hours)

2.
Consumer research and segmentation

                                (12 hours) 
3. 
Consumer personality and perception
                                         (6 hours)

4.
Consumer learning

          






     (6 hours)

5.
Consumer attitudes and communication





     (6 hours)

6.
Social class and culture effects on consumers
               
    
 (6 hours)

7.
Consumer influence and decision making            



     (6 hours)


D.
Materials and Bibliography

1. Suggested Textbooks
Hawkins, Delbert I., Mothersbaugh, David L., and Best, Roger J. Consumer Behavior, 10th Edition. McGraw-Hill/Irwin. 2006. ISBN 0073261548.

Peter, J. Paul and Olson, Jerry C. Consumer Behavior, 7th Edition. McGraw-Hill/Irwin. 2004. ISBN 0072864877.

Schiffman, Leon G. and Kanuk, Leslie L. Consumer Behavior, 9th Edition. Pearson Prentice-Hall. 2007. ISBN 0131869304.
Solomon, Michael. Consumer Behavior, 7th Edition. Prentice-Hall. 2007. ISBN 0132186942.
2. Other Materials
None

3. Bibliographic Support
Aaker, J. L. (1997). Dimension of brand personality. Journal of Marketing Research, 35, 351-352.

Barlow, R. G. (2000). How to court various target markets. Marketing News, October 9, 22.

Chernev, A. (2004). Goal orientation and consumer preference for the status quo. Journal of Consumer Research, December, 557-565.

Childers, T. L. & Rao, A. R. (1992). The influence of familial and peer-based reference groups on consumer decisions. Journal of Consumer Research, 19(September), 198-211.

Folkes, V. S. (1984). Consumer reactions to product failure: Attributional approach. Journal of Consumer Research, 10(March), 398-409.

Forehand, M. R. & Deshpande, R. (2001). What we see makes us who we are: Priming ethnic self-awareness and advertising response. Journal of Marketing Research, 38, August, 336-348.

Ganesh, G. (1997). Spousal influence in consumer decisions: A study of cultural assimilation. Journal of Consumer Marketing, 14, 132-145.

Henry, P. C. (2005). Social class, market situation and consumers’ metaphors of (dis)empowerment. Journal of Consumer Research, 31(March), 766-778.

Kramer, B. (1989). Mind games. New York, May 8, 33-40.

Lampert, P. (2004). Cognitive dissonance. Progressive Grocer, 83, May 15, 16.

Lindstrom, M. (2005). Smelling a branding opportunity. Brandweek, March 14, 26.

Liu, S. S. & Johnson, K. F. (2005). The automatic country-of-origin effects on brand judgments. Journal of Advertising, Spring, 87-98.

Marber, P. (2005). Globalization and its contents, World Policy Journal, Winter, 29-37.

Pearson, M. M. & Gessner, G. H. (1999). Transactional segmentation to slow customer defections. Marketing Management, Summer 16-23.

Smith, R. A. (1991). The effects of visual and verbal advertising information on consumers’ inferences. Journal of Advertising, 20(4), 13-23.

Stafford, M. R., Stafford, T. F., & Day, E. (2000). A contingency approach: The effects of spokesperson type and service type on service advertising. Journal of Advertising, Summer, 17-32.

Till, B. D. & Busler, M. (2000). The match-up hypothesis: Physical attractiveness, expertise and the role of fit on brand attitude, purchase intent and brand beliefs. Journal of Advertising, Fall, 1-13. 

Wansink, B. (2003). Developing a cost-effective brand loyalty program. Journal of Advertising Research, September, 301-307.

Journals and Newspapers:   Journal of Consumer Research, Journal of Marketing, Journal of Product & Brand Development, Business Week, Forbes, Fortune Magazine, Harvard Business Review, Advertising Age, Brandweek, New York Times, Wall Street Journal, Washington Post
IV.
Standards
Evaluation will be based on grades achieved on examinations, class participation, and assignments.

V. Rationale and Impact
A. This proposed course is designed to provide business students with the background and knowledge necessary to recognize, understand, and create effective marketing. 
Whether selling to consumers or to companies, the end buyer is always human. This course will teach a respect for and recognition of the huge diversity in human attitudes, perceptions, motivations, cultures, classes, and reference groups. It helps students understand how consumers acquire knowledge about brands, utilize reference groups, and make buying decisions. Further it shows how marketing messages are filtered by an individual’s personality, motivation and attitudes. One of the biggest mistakes junior marketers make is assuming that if something “sells” them, it will sell others. This class opens students’ eyes to how different people can be from each other, how those differences affect what people want, and how best to reach them with marketing messages.

In the year 2000 approval was granted for a marketing concentration, to accommodate a growing number of students who are requesting marketing and to make LHUP more attractive to high school students interested in marketing careers. In 2007 marketing faculty was hired to further this goal. This course proposal is the first upper level marketing course to be added because consumer behavior is a cornerstone of marketing education. Higher level marketing courses all build upon its knowledge base.
Finally, in an age where numerous consumer protection agencies decry the lack of consumer education, this course makes students educated consumers. Most students after taking this course report increased awareness of marketing tactics and how they influence personal buying decisions. 
B. The course is designed for junior/senior level students who have completed the principles course in marketing. Enrollment is open to all students who meet the prerequisite. It will serve as a major elective for students in Business Administration.  It will become a core requirement in the Marketing concentration once the concentration is developed.  
C. The course will have no impact on other departments.  
VI. Cost and Staff Analysis
A. This is a new course and will be taught with existing faculty.  It will have no additional impact on University resources.  
B. The course will be offered every two years.  
VII. Date Approved by University President:   
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