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Course Objectives: . .

: aking b

1. Tounderstand the concept of consumer behaviour, dCC!S!g: r:onsu%ncyr
consumers, behavioural variables and its influences

behaviour. ) .
To comprchend the social and cultural dimensions of consumer

behaviour. '
To provide an insight of the psychological and behavioural concepts of

consumers.

it1: .
Ili::ro:iucﬁon to the study of Consumer Behaviour: Meaning & Definition
of Consumer Behaviour, Difference between Consumer_& Custorper,
Nature & characteristics of Indian Consumers, Consumerism: meaning,
Consumer Movement in India, Rights & Responsibilities of consumers in

India, Benefits of consumerism.

Unit 2: o
Models of Consumer Behaviour: Input-Process-Output Model, Nicosia

Model, Howard Sheth Model, Engel-Kollat-Blackwell Models of

Consumer Behaviour, Internal Influences, External Influences.
Consumer Decision Making: Consumer Buying Decision Process, Levels
of Consumer Decision Making — Four views of consumer decision making.
On-line Decision Making: Meaning & Process/Stages.

Situational Influences- Nature of Situational Influence, Situational

Characteristics and consumption behaviour.

Part 1

Unit3:
Individual Influences on Consumer Behaviour and CRM

A) Motivation: Basics of Motivation, Needs, Goals, Positive & Negative

Motivation, Rational Vs Emotional motives, Motivation Process, Arousal of
motives, Selection of goals. Motivation Theories and Marketing Strategy -
Maslow’s Hierarchy of Needs, McGuire’s Psychological Motives.

B) Personality: Basics of Personality, Theories of Personality and
Marketing Strategy (Freudian Theory, Neo-Freudian Theory, Trait Theory),
Applications of Personality concepts in Marketing, Personality and
understanding consumer diversity, Brand Personality, Selfand Self-Image.
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Rasics of Perception & Marketing implications, _N_..___..___J.._
Influence of perception on CI,

Perceived quality, price/quality

C) Perception:
‘handle risk.

Perception, Dynanucs of Pereepuion,
Perceived pnce,

Consumer Imagery.
relationship, Perecived Risk, Types of sk, How to consumers

Part 2

Unitd:
Individual Influences on Consumer Behaviour
A) Learning: Elements of Consumer Leaming, Marketing Applications of

Behavioural Leamning Theorics, Classical Conditioning - I’avlovian Model,

Neco-Pavlovian Model, Instrumental Conditioning.
B) Attitude: Basics of attitude, the nature ofattitude, Models of Attitude and

Marketing Implication, (Tri-componcnt Model of attitude, Multi attribute

attitude models. Elaboration Likclihood Model).
C) Persuasive Communication: Communications strategy, Targel

Audience., Media Strategy, Message strategics, Message structure and
presentation.

Unit 5:
External Influences on Consumer Behaviour
Social Class: Social Class Basics, What is Social Class? (Social class &

Social status. the dynamics of status consumption, Features of Social Class,
Five Social-Class Categories in India.

Culture: Basics. Meaning, Characteristics, Factors afTecting culture, Role
of customs. values and beliefs in Consumer Behaviour. Subculture:
Meaning, Subculture division and consumption pattern in India, Types of
subcultures. Cross Culture - Cross-cultural consumer analysis - Cross-
cultural marketing strategy: Cross-cultural marketing problems in India,
Strategies to overcome cross-cultural problems.

Groups: Meaning and Nature of Groups, Types Family: The changing
structure of family, Family decision making and consumption related roles,
Dynamics of husband-wife decision making, The family life cycle &
marketing strategy, Traditional family life cycle & marketing implications,
Reference Groups: Understanding the power & benefits of reference groups,
Factors that affect reference group influence, Types of reference group,

Reference Group Appcals.

Unit 6:

Consumer Influence and Diffusion of Innovations
Opinion Leadership: Dynamics of opinion leadership process,
Measurement of opinion leadership, Market Mavens, Opinion Leadership &
Marketing Strategy, Creation of Opinion Leaders.
Diffusion of Innovations: Diffusion Process, Adoption Process: Stages,
categories of adopters, Post Purchase Processes.

Customer Relationship Management- Meaning & Significance of CRM,
Types of CRM Strategies for building relationship marketing, e-CRM,
Meaning, Importance of e-CRM, Difference Between CRM & e-CRM.
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COURSE OUTCOMES:
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Explain the backgroun
ed by

Consumer Behaviour.

Identify the role of variables that determines Consume

havioural practices adopt

Identifying the psycho :
Y stic e Consumer Behaviour.
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RECOMMENDED BOOKS: . y
Consumer Behavior - Leon Schniff man, LesslieKanuk, 10/¢e,
ive, Dr. Dheeraj Sharma,

Latestedition.
. Consumer Behaviou: A Managerial Perspect .
Jagdish N Sheth, Banwari Mittal, 1/e, Cengage Learning.
e — Suja Nair, Himalaya

REFERENCE BOOKS:
Consumer Behavior in Indian Perspectiv
Strategy — Del L. Hawkins, &

Publications, 2015
Consumer Behavior: Building Marketing

Others, 11/, TMH,
Consumer Behavior- Satish K. Batra& S H HKazmi, Excel Books.
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