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Research on innovation that has been
has alleviated the life in rural India. Find out extent of its commercial
success and analyze the reasons behind the same.: Present your
_ thoughts in the class

* Choose an NGO in your locality,
the case in class on the motivatio
and their impacts,
NGO.

done in the Indian selting that

Interview the founder and present
ns, challenges, ecosystem support
arrive at possible solutions and convey back to

RECOMMENDED BOOKS:

* Entreprenewship Development-Small Busin
Charantimath Pearson Education, 2007

¢ Entrepreneurship- Rober D Hisrich, Michael P Peters, Dean A Shepherd,
6/e, The McGraw-Hill companies, 2007

Entrepreneurship Development , Khanka, S Chand Publications

* Entrepreneurship Development, B Janakiram

ess Enterprise- Poornima

REFERENCE BOOKS:

*  Entreprencurship Theory at crossroads - Dr.Mathew J Manimala, 2/,
Biztantra, 2007 ;

Entreprencurship Development and Management. - Vasant Desai,

Himalaya Publishing House, 2007

* Entrepreneurship-Theory and Practice - Raj Shankar Vijay Nicole

Imprints Pvt. Ltd, 2006 :

¢ Entrepreneurship - Rajiv Roy, 2/e, Oxford University Press 2011

*  Entrepreneurship-Principles and Practices, Kurakto, 7/e, Thomson
Publication , 2007,
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SEMESTER 11l
MARKETING SPECIALISATION
CONSUMER BEHAVIOUR

Subject Code : 14dMBA MM301 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours : 03
Total Number of Lecture Hours : 56 Exam Marks : 100

.

Practical Component - : 01 Hour / Week ’

Objectives:

* .To understand the concept of consumer behavior, decision making by
consumers, behavior variables and influences on consumer behavior.

* To comprehend the social and cultural dimensions of consumer behavior,
factors impacting attitudes and behavior. .

To amm the budding marketers with an insight of the psychological and

cn_aio_.m_ooznnu.mownoswcanascw cnabling them to achieve their
objectives and excel. :

Module I (4 Hours)
Introduction to the study of Consumer Behaviour: Meaning & Definition

of CB, Difference between consumer & Customer, Nature & characteristics
of Indian Consumers, Consumer Movement in India, Rights &
Responsibilities of consumers in India, Benefits of consumerism. .

. Module 11 (8 Hours)
Role ‘of Research in =.:_2.a8=&=nno_;::_n.,ca__:so:: Oosu.:_:n..

Rescarch: Consumer- Research Paradigms (Qualitative & Quantitative
Research Methods) Developing research objectives, collecting secondary
data, designing primary rescarch, data analysis and reporting research
findings.
Modecls of Consumer Behaviour: Input-Process-Output Model, Nicosia
Model, Howard Sheth Model, Engel-Kollat-Blackwell Models of Consumer
Behaviour, Intermal Influences: Motivation, Personality, Perception, Leaming,
Attitude, Communications, External Influences: Social Class, Culture,
REFERENCE Groups, Family members,
Levels of Consumer :Decision Making ~ Consumer Buying Decision
Process, Complex Decision Making or Extensive Problem Solving Model,
Low Involvement Decision Making or Limited Problem Solving Model,
Routinised Response Behaviour, Four views of consumer decision making.
On-line Decision Making: Meaning & Process/Stages

52




B Bt ¢ i s

‘ ,m_Euc,o:m_ ?:cozoom. zw::o of Situational Influence (The communication B) Attitude: Basics of attitude, the nature of attitude, Models of Attitude
m_:.mto: The ‘Purchase  Situation, The" usage: m.Ew:os. The disposition - ‘_ and gm:ﬂn::n Implication,, (Tri-component Model of attitude, Multi

m_EE_oE -Sithatjonal :Characteristics and: oo:mc_sv:o:v vn_sso::%rf_np_ attribute, attitude models, .. -

Om_m_ mcqocaaswm. .Ho_:vo m.n:w_uan.zom. Task’ Definitig C) Persviasfye ooa.:::_n»zo:. n.oaB::_au:o:v m_aﬁmx Target Audience,

.>=.oo&o=~ m&m.uu, Media w“BSrS Zomuuwn mﬁzaw_n Zovw»mn structure and presentation.

L NI :o :2.5 ¢ T Madile V (07 Hours)
F&&n:& —.5:2:.3 2_ Ooﬁ:::.... Behaviour and CRM:’ m.n: iy External :.::S_na on Consumer Behaviour: Part 1

A) gozﬁ:o:. Basics of Motivation, Needs, Goals, Positive & Zor2_<n ; A) Social Class: Social Class Basics, What is Social Class? (Social class
Zo:ﬁ:o: Rational Vs maocouu_ ao=<nm. Zo:ﬁ:_o: E,onomm. >3=mn_ ) 4 & Social status, the dynamics. of status consumption, Features of Social

! of :_o:< ;' Selection of mo.&m... g 3 i Class, Five Social-Class Categorics in India
Zo:§:o= Theories and’ Z»:S::w mna.owv, Zzaoi s :aaa_—v, of . B) Culture and Subculture - Major Focus on Indian Perspective
Zoo% anc_a s 1&870_8_3_ ‘Motives (Cognitive: mamoz\»:oz Zo:<2 k Culture: Basigs, Meaning, ‘Characteristics, Factors affecting culture, Role |
nom:_:<o Growth Zo:<ou >n.oo:<o Preseryation: Zo:<$. >:.on=<n -] of customs, values and beliefs in Consumer Behaviour. {
Onoiz- Zo:a.owv B Subculture: Meaning, Subculture division and consumption pattermn in India, |

, B): 12.3:»:3: 65.2 om waaozm:c\. Theories of _.naosm__Q Ea : Types of subcultures (Nationality subcultures, Religious subcultures,

‘ . Markeling, miam (Freudian Theory, Neo-Freudian. Theory, Trait Theory), Geographic and regional Eco:_::a. racial subcultures, age subcultures,

f >vn=n==m=u of. Waao:u_:w concepts in Marketing, Personality and * sex as.a subculture) 2k

Eaaa:Sa_:m consumer diversity(Consumer Innovativeness ‘and related - Cross-cultural consumer analysis: m.B__w::nv and n__n,oa:nom among unov_a.

_4 , persoiality” traits; | Cognitive: personality factors, Consumer Materialism,. the growing global middle class; Acculturation is a needed marketing

/| - Col mc,a,m_. m.rzocmz.:vamv. Brand - Personality - (Brand- Personification, viewpoint, applying research techniques' Cross-cultural marketing strategy:

:v. Oo_ocb. mo_m uau mn_m.rsmwo AO._o or Z::.v_o.vo?om_ O_.o,v.n:_E_.m_....:Exo::n E.oc_oam;:._:&? Strategies to overcome
Cross- n:::..m_ problems, = - ke ,

e

: R ;S&En <— ' (07 Hours)

External :5:253 on Oo._uc.sn..{wa__i_o:? Part 2

: Groups: Meaning and Nature.of Groups, Types

d ‘W_vr .Q_unm “of risk;"How Family: The changing structure of family, Family decision making and
o s : consumption related roles, Key family consumption roles, Dynamics of

husband-wife decision making, The expanding role of children in family

decision making, The family life cycle & marketing strategy, Traditional

family life cycle & marketing implications, Reference Groups: Understanding

the power &, benefits of reference groups, A broadened perspective on

reference groups, Factors that. affect reference group influence, Types of

‘.sa 4%

l n_s_: A v.._nn\aas__c\ _,n_a:o:m___?_ vn ceive
nosm.c_zna. c._:m_o ‘risk. N
0&852 _wo_m:o:u_:v stumnana -

Meahing"&: wmm_::os:oo of .CRM, Types of CRM AOvo_.m:o:m_
Collaborative, Analytical), mgnom_om for building relationship-marketing, ¢-
QNZ ZSE:@ ~3no§:8 2. €- OE& Qn.oa:oa wszoa: OES m. n.ox?_

Ny s

* m ; B R T : Z&En —< ol by Sm :S_av _ _<2n~_.o=_on r.o:?.ﬂf_n_avr% w_,oz?. m:oEu:.w groups, n(o»m:x w_‘oncﬂw.
e . i TS irtual groups, Cqnsymeraction, groups, .reference group appeals,
i “ —:&s&.a _===2_2m oni: Q.E:EE, w%mso_:..:g; 2. Celebiition, T ,m_t MH iy o

ol A) rg_..::m Elements of Oosmcan.. rnm:::r. Zo:<a_o=. ocom. wo%o:mo.
£ ) wn_smoan_:na Zs%ﬁ_:m \»sv_am:o:m of Behavioural ‘Leaming: H:oo:&. . . | | |

_ O_omm,om_ Oo:a:.o:.:m Pavlovian-Model, :Neo- Pavloyijan: Zoan.:.. # 1. i . 5 _.
| :ﬁEEn:S_ Oosaao_::R m_mcoazo: r_x :roou Zomn_ : . : i .

) ’ 7 \




: Module VII (08 Hours) ]
| Consumer Influence and Diffusion of Innovations |
|

| i Opinion Leadership: Dynamics of opinion leaders! ip process, M

\ | of opinion leadership, Market Mavens, Opinion Leadership & Marketing
i Strategy, Creation of Opinion Leaders
|

Diffusion of Innovations: Diffusion Process (Innovation, Communication
| i channcls, Social System, Time) Adoption Process: Stages, categorics of
‘ |

RFI‘I&RLNCE BOOKS:

Consumer Behavior - chry Asseal, Cenage Leamning.
Consumer Behavior in Indian Perspective — Suja Nair, Himalaya
Publications

Customer Behavior: A Managerial Perspective — Sheth, Mittal, Cengage
Learning.
| adopters

Consumer Behavior- Satish K. Batra & SH H anmx. Excel Books.
Post Purchase Processes: Post Purchase Processes, Customer Satisfaction,

| ] * CRM - Alok Kumar, Chhabi Sinha, 7/e, Biztantra.
I i and customer commitment: Post purchase dissonance, Product use and non LHiCH Relationship Manag - Peru Ahamed & Sagadevan, Vikas
i i use, Disposition, Product disposition, k Publishing.
1l |
\
I |

Consumer Behavior — Kumar Rajeev, Himalaya Publisher.
I [ Case studies in Indian context only

(04 Hours)
\t : Prachcal Component:

Students can go to malls and unorganized rclall outlets and observe |

‘ the behavior of consumers of different demographic segments while

i ) buying different category of goods. Come back to class and present

(| . the findings / observations followed with a group discussion.

| Students ‘can prepare a questionnaire and do a survey on consumer

buying behavior  and present the findings in the class.

| Find three advertisements that appeal to the neec for power, affiliation

| and achievement and discuss their effectiveness. Rewrite these for
persons in different levels of Maslow’s Hierarchy?

Meet your friends and conduct a survey to find what are the important

| factors in their purchase of mobiles, shoes, bags etc. There are now
plenty of advertisements regarding most products — how do they deal
with this infonmation overload?

| RECOMMENDED BOOKS:
| i « Consumer Behavior - Leon Schiff man, Lesslie Kanuk, 10/e, Pearson,
| i 2010.
[ 1 « Consumer Behavior: Building Marketing Strategy — Del:l. Hawkins, &
' | Others, 11/e TMH,

Consumer; behavior - Jay D. Lmdqu:sh Jascph Slrg,y, 1/e, Cengage
! I Leaming. 1,
i Consumer behavior — David L. Louden, Dclla Bma. 4/e, McGraw Hill.

Consumer Behavior — Raju M. S & Dominique Xardel, Vikas Publishing
i House.

i 55 ' 56
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