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	1. Title of Subject


	Consumer Behaviour

	2. Subject Code


	BMK2024



	3. Status of Subject


	Major

	4. Stage


	Degree

	5. Version
	Date of Previous Version: May 2000

Date of Current Version: October 2005



	6. Credit Hour 

LAN Credit Hour Equivalent


	3



	
	3

	7. Pre-Requisite


	BMK1014 Principles of Marketing

	8. Teaching Staff 

    
	Ms. Lim Ying San; BBA(Hons)(Mkt Mgt)(MMU), MBA(Mkt)(UPM)



	9. Semester
	Second (Gamma) Year, Trimester 1 

	10. Objective of Subject


	To introduce students to the study of consumer behaviour. The course will consist of basic concepts and theories drawn from the behavioural sciences. This knowledge of consumer behaviour will be used to understand purchasing and consumption-related behaviours, and to develop and evaluate marketing strategies intended to influence those behaviours.  

 

	11. Learning Outcome 

      of Subject


	At the completion of the subject, students should be able to perform the following tasks: 

· Appreciate the consumer’s perspective

· Understanding of the consumer decision process

· Understand the individual and societal influences on consumer decision making

· Recognize situational  and environmental factors which influence consumer decision making

· Apply analyses of consumer behaviour to marketing management.



	
	Programme Outcomes


	% of contribution



	
	· Acquisition of technical competence in specialized areas of marketing management
	40

	
	· Understanding and commitment to professional and ethical responsibilities.
	20

	
	· Ability to work independently as well as with others in a team
	10

	
	· Ability to be a multi-skilled marketing executives with good business knowledge, decision making, interpersonal, leadership and entrepreneurship skills
	30

	12. Assessment Scheme


	Lab
	· None
	0%



	
	Tutorial/

Assignment
	· Projects (Individual and                Group)


	30%

	
	Test/Quiz
	· Mid-tem Test


	20%

	
	Final Exam
	· Final Examination


	50%

	13. Details of Subject
	        Topics Covered


	Hours

	
	An Introduction to Consumer Behaviour 

An Introduction To Consumer Behaviour 

       Why Study Consumer Behaviour

       An Overview of Consumer Research Methods

       Ethical Issues in Consumer Exchange Relations 

Consumer Behaviour and the Marketing Manager 

The Managerial Application Areas of Consumer Behaviour Concepts


	5



	
	2.  Information Processing: Perception, Memory and Cognitive Learning 
An Introduction to Information Processing Involvement and Perception

The Exposure, Attention, and Comprehension Stage

 Memory and Cognitive Learning

	4

	
	3.  Behavioural Learning and Consumer Motivation 

Classical Conditioning

Operant Conditioning

Observational Learning

What is Motivation

 The Concept of Affect

 Some General Theories of Motivation


	3

	
	4.  Personality and Psychographics

Personality and Consumer Behaviour

The Self-Concept in Consumer Research

Lifestyle and Psychographic Analysis


	3

	
	5.    Consumer Beliefs, Attitudes and Behaviour   Change 
Consumer Belief about Product Attributes

Consumer Beliefs and Their Managerial   Implications

How Beliefs and Attitudes are Formed

Predicting Consumer Attitudes Through Multi-attribute

The Experiential Path to Attitude Change

The Behavioural Influences Route to Behaviour Change

	5



	
	6.  Persuasive Communications 

A Model of Communication Process

Source Characteristics

Message Characteristics


	3

	
	7.  Consumer Decision Process 

Consumer Decision Processes I:  Alternative Perspectives on Consumer Decision Making

Problem Recognition

Consumer Search Behaviour

Consumer Decision Process II : Alternative Choice Consumer Choice Process; 


	4

	
	8.  Post acquisition  Processes, Consumer Satisfaction, And Brand Loyalty 

The Consumption Experience

The Development of Post acquisition

 Satisfaction and Dissatisfaction

 Consumer Complaint Behaviour

 Product Disposition; Brand Loyalty


	3

	
	9.  The Consumer Environment and The Impact of Situational Influence 

Introduction to Situational Influences

The Physical and Social Surroundings

The Task Definition

Time as an Environmental Influencer

       Interaction Among usage Situation, Person and   Product


	4

	
	Group Processes and Cultural Processes 
Group Processes

Dyadic Exchanges

Diffusion Processes

Families and Households

Organisational Buying Behaviour

The Role of Consumer Goods in a Culture

Cultural Rituals 

Cultural Symbols

Age Subcultures

Ethnic Subcultures

Regional Subcultures

Other Subcultures


	5

	
	       International Issues in Consumer Behaviour 

Cultural Differences Between East Asia and the U.S.A.

Cross Cultural Problem Areas

Adapting Standardising Products and Services

	3

	14. Teaching and        

      Learning Activities 

  
	This subject will be delivered using the following means:
· Lecture Hours = 42  

              Total Contact Hours = 42


	

	15. Laboratory
	Not Applicable



	16. Text
	Text 


	Blackwell, R. D., Miniard, P. W. and Engel, J.F.; Consumer Behavior, Latest edition, South-Western.
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