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COURSE OUTCOMES Students are able to

1 Understand the market sepments, evolution. models
ations of Consumer behavior (K1)
[Tigh low imvolvement-Purchase

ol consumer behavior (K1)

v Pyaluate the psyehological found

v Squdy the consumer Decision Making Process.

process. post purchase process. brandloyalty. (K2)

b Tdentity the Consumer personality and taste assessment. (KS)

Analy z¢ Consumer Retention Strategies. consumer post purchase’s power( K3)

\
Week L, y T sy _. : -— Book Con. Delivery
No Unit Out Comes lopics Activity reference Hr Method
e _ - UNIT L:Introduction to Consumer Behaviour ]
i .1 Consumer Behaviour TI.TZ I 1
1.2 Scope of Consumer Behaviour r.r2 | |
| 1 Al ‘—j_‘_/ | B
| 1.3 Consumer and Customers. T2 I
| e e | T 1
‘ 1.4 Development of Marketing T1.T2 I ,
Understand the market g : & Chalk &
l segments.  evolution, = [ Concept _______—————— 1 Talk
. - S, s c - . | - - [ dIn.
- ' O enne 1.5 Consumer Behaviour and T I
X models ol consumer ) . s
I || behavior. (K1) Marketing Communication ] g
| | ' 1.6 | Marketing Communication Flow | T1.T2 | [
[ kll | Interpersonal Communication IRIE2 |
. 1.8 Persuasive Communications. 1.1 -
\ Relevant case studies to he _‘
| l discussed |
Total class 10 |
I1. Marketing Segmentation and Positioning r -
2.1 Requirements for Effective 41k ety |
! Segmentation, |
= _ — IS,
| 79 S ; .
1 =2 Bases {or Segmentation Fla 12 | e
= S | ; Chalk
o R o |20 P 1 Positiont T1. T2 e
. Evaluate . the . roduet Positioning | .12 L 1 &Talk.P
4| = | psychological 24 | Positioning Strategy. | TI. | 1 |py
5 ~foundations of | 25 | Positioning Error T | & |
< | | cons ' o == ‘ = | utorial
) Consumer — behavior.
‘ 2.6 Cons N et ot 1 = I \Clive
. onsumer Motivation 2 I
(K1) : i | carni
5 7 i - o - — T
‘ 27 | motivational Conflict | L I & Cas
2.8 Motivational Theories. L2 || Study
, Maslow’s hicrarchy of needs 1
|— Relevant case studies to  be | 2
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1 discussed DU S S
J Total class - ] 10 -
J MID EXAM-I | !
1 Study the  consumer | HL Situational Influence on Consumer's Decision
| Decision Making | 3 | Decision Models ' |
_me“‘ High low [ 2 ] Nature of Situational Influence | TI I
involvement-Purchase | 13 Situational Variable . Il [ 1
| process, post purchase — . —e T e -
process, brand loyalty. 3.4 ]):‘pc.\'nl ( onsumer Decisions, | I I
(K2) Nicosia Model of Consumer
[ | Decision-making ]
| 3 Howard-Sheth Model I'i.T2 I . ‘
| . 36 | Engel. Blackwell I L T ey
i | : 3 7| Merits and demerits - _ 11 | ] PPT
- 38 | Miniard Modcl (I I
| ; 39 | Advantages and disadvantages Tl 1|
: | of Miniard Model
.! ' ‘ Relevant case studies to be Ml 1
‘ i | discussed B - _lﬁ N i
| | Total class [ C10
5 | 4 " UNIT-1V:Consumer Personality o
; 4.1 personality Theories R
‘ | Identify the Consumer | 4.2 Brand Personality T3 | !
: | personality and taste 43 emotions Consumer Perception | 3 | |
L9 I | assessment. (KS) 4.4 Perceptual Sclection LTI !
C1o i | 4.5 Factors that Distort Individual T3 I Chalk &
1 Perception B 1 Talk.
12 | 46 | Price Perceptions T3 | 1 | ppl
4.7 | Perceived Product and Service T3 e Tutor
uality | .
4.8 80nsumcr Risk Perceptions | e '.Mfm
Relevant case studies to be T3 [ 2 | project
discussed -
Total class 10 |
V. Consumer Decision '
5.1 Consumer Decision-miking T1.T3
Process ] L | 1
“ 52 | Problem Recoumlmn LT
‘ 5.3 Search and Evaluation of | TLT3 |
| - i Alternativ es: . L
a || 5.4 Evaluation of Alternatives | TLTS & 1
‘ 15 5.5 Best Alternatives b nas o ¢
Analyze Consumer | 3.6 Qutlet Selection 115 & lalk. )
! Retention  Strategies. | 5.7 Purchase and Post Purchase TLT3 | PT.
.‘ 5 | consumer post Behaviour ETtitorial.
‘ purchase’s power(KS) | 5.8 Merits and demerits Purchase T1,T2 1|
and Post Purchase Behaviour : Cdse
5.9 Post Purchase Behaviour TI.T3 I study
| : Relevant case studies to be INEEE based
; - discussed } learninz
; E — - | Total cl;ls.\f o 7 ;, ) ' 1)
l | | j Grand total 20
[— ' MID EXAM-II B
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