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INTRODUCTION

My Dear Students,
            Welcome to Consumer Behavior (MKT 712) at Skyline College!  In today’s global economy, companies of all types and sizes are looking to understand consumers and their needs and purchase behavior is integral to a successful marketing. This course helps students to understand and examine consumer decision-making processes and the environmental influences on these processes and how to use this information to develop, implement and evaluate effective marketing strategies.  Also the students study consumer buying behavior and the intricacies involved in the exchange process of acquiring, consuming and disposing of goods, services, experiences and ideas. The course will draw inputs from theories and concepts related to all the behavioral sciences such as economics, demographics, sociology, psychology, social psychology, anthropology, and marketing. Drawing material from marketing and the behavioral sciences, this course looks at the factors that impinge, and/or guide the behavior of the consumer in the marketplace and facilitate the marketer to serve the consumers more effectively by understanding consumers and their behavior.  
Best of Luck ☺
Dr. Dr. Rashad Al-Saed
FACULTY DETAILS

	Faculty Name
	Dr. Rashad Al-Saed 

	Phone
	06-5441155

	Email
	ralsaed@skylineuniversity.com

	Office Location
	F- First Floor

	Office Hours
	Evening 6pm To 10pm


SYLLABUS

	Course Code & Name
	MKT 712

Consumer Behavior

	Program, Level & Batch
	MBA /Evening


	Semester
	Fall, 09/210 Semester

	Start & End Dates
	27-09-09  – 30-12-09

	Prerequisite
	None

	Number of Credits
	3

	Course Description
	An understanding of consumers and their needs and purchase behavior is integral to a successful marketing. This course helps students to understand and examine consumer decision-making processes and the environmental influences on these processes and how to use this information to develop, implement and evaluate effective marketing strategies.  Also the students study consumer buying behavior and the intricacies involved in the exchange process of acquiring, consuming and disposing of goods, services, experiences and ideas. The course will draw inputs from theories and concepts related to all the behavioral sciences such as economics, demographics, sociology, psychology, social psychology, anthropology, and marketing. Drawing material from marketing and the behavioral sciences, this course looks at the factors that impinge, and/or guide the behavior of the consumer in the marketplace and facilitate the marketer to serve the consumers more effectively by understanding consumers and their behavior.  

	Learning Outcomes
	Upon the successful completion of the unit, the student should be able to:
1. Describe and explain consumer information processing in relation to involvement and perception, in terms of memory and cognitive learning. 

2. Describe behavioral learning, motivation and affect. 

3. Explain the role of personality, self-concept and psychographics in consumer behavior. 

4. Understand how beliefs, attitudes and behavior are formed and changed. 

5. Present and discuss the elements of a model of persuasive communication. 

6. Present and discuss the steps involved in consumer decision processes. 

7. Discuss the impact of situational influences on consumer behavior. 

8. Present group influences involved in consumer behavior such as: diffusion processes, household and organizational processes, culture and sub-cultural processes. 

9. Be able to formulate specific recommendations to marketing managers in relation to all concepts of consumer behavior

             International marketing strategies.
10. Understand the importance of consumer behavior and their    influences on buying behavior.
11. Get acquainted with the basic steps associated with evaluating consumers and the process of purchase decision making.  


	Course Contents
	· Diversity in the Marketplace

· Consumer Research

· Market Segmentation

· Consumer Motivations

· Personality and Consumer Behavior

· Consumer Perception

· Consumer learning

· Consumer Attitude: Formation and Change

· Communication and Consumer Behavior

· Reference Groups and Family Influences

· Social Class and Consumer Behavior

· The Influence of Culture on Consumer Behavior

· Subcultures and Consumer Behavior

· Cross-Cultural Consumer Behavior: An International Perspective

· Consumer Influence and the Diffusion of Innovations

· Consumer Decision Making

	Course Policies
	Attendance & Academic Dishonesty: 

Attendance and all types of academic misconduct and their consequences are subject to the Skyline College regulations explicitly stated in the Student’s Handbook

Penalties:

· Quizzes, Seminars:  Student who failed to take a scheduled quiz or participate in a designated seminar receives zero points for this quiz or seminar.  In case of an excusable reason (sickness or critical family matters) a re-take or a verbal assessment could be organized.

· Assignments and Home-works:  Assignments and home-works are due on the date specified.  Late submissions are penalized by the top-grade discounts.

· Exams:  Penalties, as well as all other regulations for exams are imposed according to current college policies.

	Core Text


	Schiffman. Leon G and Kanuk. Leslie Lazar, (2007) Consumer Behavior, 9th Edition, Prentice-Hall International, ISBN 10: 013169604


	Other References
	 Henry Assael; Consumer Behavior & Marketing Action; 6th edition 2001, Asian Books Pvt. Ltd, Thomson Learning.

Graham. Judy. F, Critical Thinking in Consumer Behavior: Cases and Experiential Exercises, First Edition, Prentice-Hall, ISBN 10: 0131133225
Solomen, Michael ( 2007)  Consumer Behavior, 7th Edition, Prentice-Hall ISBN 10: 0132186942

Peter Paul, Olson Jerry. C, ( 2005) Consumer Behavior & Marketing Strategy, 7th 
Journals for reference:

· Journal of International Business Studies

· Journal of Management Review

· Harvard Business Review

· Cross-Culture Research

On-Line Library Resources

1. EBSCO ( 3422 Title of Different  Scientific Journals, Research papers on-line in full text) http://search.epnet.com
2. PROQUEST ( 3448 Journal title, 2172 Trade publications, 685 Magazines, 1644 Reference/ Reports) www.proquest.com
3. Net Advantage http://www.netadvantage.standardpoor.com/



CLASS SCHEDULE
Week
             Chapter                             Description 

	Week 1
	1
	Diversity in the Marketplace

	Week 2
	2
	Consumer Research

	Week 3
	3
	Market Segmentation

	Week 4
	4
	Consumer Motivations

	Week 6
	6
	Consumer Perception

	Week 7
	8
	Consumer Attitude: Formation and Change

	Week8
	10
	Reference Groups and Family Influences

	Week 9
	11
	Social Class and Consumer Behavior

	Week 10
	12
	The Influence of Culture on Consumer Behavior

	Week 11
	16
	Consumer Decision Making

	Week 12
	16
	Consumer Decision Making

	Week 13
	
	Final Exam


MODE OF ASSESSMENT

End – Term Examination 



:  40%
Continuous Assessments  


:  60%
	Type of Assessment
	Weight Toward the Final Grade, %
	Schedule/Timing
	Contents

	Quiz 1:
	10
	Week 5
	Chapter 1, 2 , 3&4

	Quiz 2
	10
	Week 9
	Chapter 6, 8,10 &11

	    Case – 1 & presentation
	10
	Week 3
	

	Case  -  2 & presentation
	10
	Week 6
	

	Assignment& presentation
	10
	Week 11
	

	Participation & Attendance
	10
	Weekly
	

	Final Exam
	40
	
	All Chapters


Grades:

90% + 

:    A

80 – 89%
:    B

70-79%       
:    C

60-69 %
:    D

<60% 

:    F

DELIVERY MODE DETAILS

(Only for institutional research office)
	WEEK 
	CONCEPT / AREA / TOPIC
	MODE / AID
	REMARKS/HANDOUTS

	Week 1
	Globalization
	L / T / D
	

	Week 2
	do
	L / T / D
	

	Week 3
	International trade theory
	L / T / D
	

	Week 4
	The political economy of international trade
	L / T / D
	

	
	Quiz
	
	

	Week 6
	Foreign Direct investment
	L / T / D
	

	Week 7
	Regional economic integration
	L / T / D
	

	
	Quiz
	
	

	Week 8
	The global capital market
	L / T / D
	

	Week 9
	The strategy of international business
	L / T / D
	

	Week 10
	The organization of international business
	L / T / D
	

	Week 11
	Entry strategy and strategic alliances
	L / T / D
	

	Week 12
	Exporting, importing, and counter trade
	L / T / D
	

	Week 13
	Final Exam
	
	


L = Lecture; T = Transparency; D = Discussion; 
Signature of Course Coordinator
: ___________________________________

Signature of Head of Program
: ___________________________________

Signature of Head of Academics
: ___________________________________
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