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COURSE SYLLABUS

Academic Year 2009 – 2010, Semester – Fall/Winter
1.
COURSE INFORMATION

	Course Title:
	Consumer Behavior 

	Course Code:
	BMA 303

	Course Credit:
	3 Credits Credit Hours (3 Hrs Theory and  0 Hrs Lab/Project Work) 

	Course Pre-requisite(s):
	BMA 201

	Course Co-requisite(s):
	


2.
FACULTY INFORMATION

	Instructor Name:
	Dr.Rashad Al Saed

	Office Location:
	-

	Office Telephone:
	 Ext. 

	Office Hours:
	4-5PM

	E-mail:
	dr.rashad55@gmail.com

	Course Website:
	


3.
COURSE DETAILS

3.1. Course Description

Marketing is an integral part of our modern world. We explore basic marketing principles and examine contemporary issues relevant to our changing world. The emphasis is on creating customer value and satisfaction through the understanding of these principles and practice.
As the primary focus of this course is the psychological dimensions of the buying process, prior understanding of the basic marketing concepts and theories is of paramount importance.

 Course seeks to illustrate the practical importance of understanding the consumer’s knowledge and attitudes.  The course discusses various approaches for assessing such knowledge and attitudes, identifies major factors that the influence how consumers process and learn marketing information and discusses various techniques at the marketer’s disposal for influencing consumer attitudes and behavior.

3.2. Overall Educational Objective
Main objective of this course is to provide students with a sound knowledge and understanding of some important aspects of Marketing and Marketing Practice, which will stimulate critical thinking and curiosity for future independent learning.

 Exposing students from different disciplines to Marketing will supplement, extend and reinforce the knowledge, attributes and skills they may have gained within their specialized fields, and will positively add to their decision-making skills in the future.

3.3. Course Learning Outcomes (CLOs)

On successful completion of this course, the student will be able to:

1. Define marketing and explain the marketing process;

2. Describe the diversity of consumer behavior.

3. Discover consumer needs and motivation, perception, attitudes &beliefs and consumer behavior,

4. Recognize consumer culture involvement, consumer social class, 

5. Understand the consumer buying behavior.

4.
TEACHING SCHEDULE

	Week #
	Topic/Material Covered in Class/Lab
	Reference in the

Textbook/ 

Course Material

	
	
	

	   1&2
	INTRODUCTION TO CONSUMER BEHAVIOR


of the core text, pp.3-24 The study of consumer behavior, ethics in marketing .
	Chapter 1

	3
	CONSUMER RESEARCH
of the core text, 25 – 47The Consumer Research Paradigms, the Consumer Research Process
	Chapter 2

	4
	MARKET SEGMENTATION 
of the core text, pp 49 - 80Review of market segmentation concepts, criteria for effective targeting of market segments, implementing segmentation strategies. DISCUSSION – Exercises as in PP 80
	Chapter 3

	       4
	1st Test    22.10.210
	

	    5&6
	CONSUMER MOTIVATION

of the core text, pp 85 – 116 Concepts of motivation: Dynamic nature of Motivation, Types and systems of needs, the measurement of motives, Motivational Research. Exercises: as in PP 116
	Chapter 4

	7
	CONSUMER PERCEPTION
Elements of perception, dynamics of perception, consumer imagery Pp 157- 201
	Chapter 6

	8
	CONSUMER ATTITUDES FORMATION AND CHANGE  ;of the core text, pp. 251 – 287 Concepts of attitudes: Structural models of attitudes. Attitude formation, strategies of attitude change, Behavior can precede or follow attitude formation
	Chapter 8

	8
	Midterm  26.11.2010
	

	9&10
	REFERENCE GROUPS AND THE FAMILY
 Outline of communication process.  of the core text. Pp 329 – 367 Group Concepts, consumer related reference groups, celebrity as a reference group. Functions of family, Family Decision making , The family Cycle Exercises pp 367
	Chapter 10

	11
	SOCIAL CLASS AND CONSUMER BEHAVIOR

of the core text, pp.371 – 404 Concepts in social class, measurement of social classes, lifestyle Profiles of the social classes, social class mobility, the affluent clustering, The non affluent consumer, Selected applications of social class. DISCUSSION – Exercises as given in the pp 404

	Chapter 11

	12
	Project due date delivery  3.13.2010
	

	        12
	INFLUENCE of CULTURE on CONSUMER BEHAVIOR 

Concepts in culture and its effects on consumer behavior pp 407-434
	Chapter 12

	    13&14
	Consumer Decision Making and Beyond


	Chapter 16

	     15
	Revision
	

	     16
	Final Exam
	


5.TEACHING PEDAGOGY
Schiffman L., and Kanuk L., (2003) Consumer Behaviour, 9th edition,Prentice Hall, New Jersey.

Lambkin, M., Foxall, G., Van Raaij, F., and Heilbrunn, B., (1998)

 6.TEXT/REFERENCE BOOK/COURSE MATERIAL
Lecture, Discussion, Cases, Problem solving, Assignments, Tests, and Examinations. Websites access, Multimedia Shows,  and Presentations.
Morris Holbrook, Sharon Beatty, Arch Woodside. Consumer Behavior. 4thEdition, Open Mentis USA 2008

Refrences:

“Consumer Behavior: Buying, Having and Being” by Michael R. Solomon (Sixth Edition)
European Perspectives on Consumer Behaviour, Prentice Hall, New Jersey.
Hoyer, Wayne D.D., Deborah J. Maclnnis and Deborah J. Maclnnis. Consumer Behavior. Houghton Mifflin Company, 2000.
Blythe Jim. Essence of Consumer Behavior. Upper Saddle River, NJ: Prentice Hall, 1997.
a. East, Robert. Consumer Behavior: Advances and Applications in Marketing. Upper Saddle River, NJ: Prentice Hall, 1997.r  

Schiffman, Leon G. and Leslie Lazar Kanuk. Consumer Behavior. 8th Edition, Upper Saddle River, NJ:  Prentice Hall, 2007.

7.
LEARNING RESOURCES

Lectures, Course videos, Subject related Web sites  

8.
COURSE ASSESSMENT AND EVALUATION

The student's performance will be assessed through a number of evaluation methods that include class/homework, assignments, projects, class tests/quizzes/exams, practical/laboratory/field work, and the semester-end examinations. The distribution of marks/weight for various assessment components will be as under:
Assessment Tool/Component         Weight      Course Learning Out Comes  
	
	
	1
	2
	3
	4
	5
	6

	1.Tests ( 1)
	10%
	x
	x
	
	
	
	

	2. Midterm
	20%
	x
	x
	x
	
	
	

	3. Attendance & participation
	10%
	x
	x
	x
	x
	
	

	5.  project & Presentations
	20%
	X
	x
	x
	x
	
	

	6.  Final Exam
	40%
	x
	x
	x
	x
	x
	

	TOTAL
	100%
	
	
	
	
	
	


9.
COURSE REQUIREMENTS AND POLICIES

The students are required to fully understand and observe the following policies of the university.  

9.1. Attendance Policy

AGU students are required to attend and participate fully in the classes, laboratories, workshops and other sessions scheduled for their respective course(s). The students should avoid being late in the classes as four occasions of lateness will be counted as one absence in the course. In accordance with the University’s Attendance Policy, the instructor shall enforce the following penalties in case a student misses his/her classes frequently.
	Number of Absences
	Penalty

	5 % of the total number of classes in the semester

(without a legitimate reason)
	Documented Verbal Warning

	15 % of the total number of classes in the semester

(without a legitimate reason)
	Written Warning

	25 % of the total number of classes in the semester

(for any reason)
	Withdrawal Fail “WF Grade”


In case the students miss a class, they are responsible to complete any missing assignment or task assigned during that particular class with the permission of their instructor(s). The students are also required to explain the reason for missing a particular class. In case, a student shows a lack of interest in participation the instructor may refer the student to his/her academic advisor. The students must also read and comprehend the “Attendance Policy” (Student Handbook 2008-2009, Section 2.20, Page 25) which is published in the Student Handbook 2008-2009. 

9.2. Academic Integrity Policy
AGU is committed to enforce strict code of academic integrity in its academic pursuits. The academic integrity code of the university prohibits all forms of academic dishonesty that include cheating and plagiarism and applies to all courses, assignments, projects reports/dissertations or exams completed by its students. The University does not tolerate any violation of academic misconduct and shall impose a strict system of penalties. The details of these penalties are given below:

	Nature of Misconduct
	Offence
	Actions/Penalties

	For an instance of cheating or plagiarism in the class tasks (such as assignment, project, essay, lab report, etc.) 
	First
	Give a verbal warning telling the consequences of repeating the offence and ask the student to either complete the same task again or re-submit another assignment with some changes in the questions or nature of the required work

	
	Second
	1. Award ZERO CREDIT (0 mark) in this particular course task and assign extra work if appropriate (such extra work does not make up for the 0 on this course element) and refer this student to the Head/College Dean

2. The HOD/College Dean will counsel the student and issue a written warning

	
	Third
	1. Award 0 marks in the task and refer this matter to the Head/College Dean who will impose a penalty of 5 marks reduction in the final course grade or refer this matter to the Academic Honesty and Integrity Committee for further consideration and action.

2. Academic Honesty and Integrity Committee may award an “F” grade for repeat offenders

	For an instance of cheating in the class test/quiz/exam (this includes the possession and use of unauthorized material or aid)
	First
	1. Award 0 marks in the test/quiz/exam and refer this student to the Head/College Dean

2. The HOD/Dean will counsel the student and issue a written warning

	
	Second
	1. Award 0 marks in the test/quiz/exam and refer this matter to the Head/College Dean who may impose an additional penalty of reducing 5 marks in the final grade of this course  or refer this matter to the Academic Honesty and Integrity Committee for further consideration and action

2. Academic Honesty and Integrity Committee may award an “F” grade for repeated offenders

	For an instance of cheating in the semester-end or final examination (this includes the possession and use of unauthorized material or aid or any violation of exam regulations)
	First
	Impose a penalty of “F” grade in that course and suspension from the university for one semester 

Second 

	
	Second
	Expulsion from the University


The students must also read and comprehend the “Academic Integrity Code” (Student Handbook 2008-2009, Section 2.21, Page 25) and “Examination Rules” (Student Handbook 2008-2009, Section 2.24, Page 29) of the University which are published in the Student Handbook 2008-2009. 

9.3. Grading System
The University uses the relative grading system which is based on a four-point scale. An overall grade will be assigned on the following grading scale.

	Description
	Excellent
	Very Good

(high)
	Very Good
	Good (high)
	Good
	Fair
	Fair
	Fail
	Withdrawal Failure

	Letter Code
	A
	B+
	B
	C+
	C
	D+
	D
	F
	WF

	Points
	4
	3.5
	3
	2.5
	2
	1.5
	1
	0
	0


The academic performance in any semester is indicated by the Grade Point Average (GPA). The GPA is calculated as follows:

GPA = Total Credit Points in a semester ÷ Total Credit Hours in a semester
The overall academic performance in all semesters is given by the Cumulative Grade Point Average 

(CGPA). This CGPA is calculated as follows: 

CGPA = Overall Total Credit Points ÷ Overall Credit Hours
The students must also read and comprehend the “Grading System” (Student Handbook 2008-2009, Section 2.14, Page 17) of the University which is published in the Student Handbook 2008-2009. 
	10.   VERIFICATION

	(i) I verify that the content of this document are correct and up-to-date.

	Dr Rashad Al Saed
___________________________
	
	4th Octobeer2010
__________________

	Instructor’s Name and Signature
	
	Date

	(ii) I have reviewed this course syllabus and state that it complies with AGU policies and guidelines.

	_________________________________
	
	__________________

	Dean/Deputy Dean’s Name and Signature
	
	Date


Note: This page of the course syllabus is only for the purpose of documentation and therefore it should not be distributed to the students.

