Grande Prairie Regional College
Departinent of Business Administration

BA 2196 Consumer Behavior 3(3-0-0UT

Course Qutline  Winter 2001 Section A3

Instroctor: Tracy Howlett

Office Particolars: C408
Tel.: 5392002
e-mail: thowletti@gpre.ab.ca

(rffice Hours: Monday, Wednesday, & Thursday, 10:00 - 171:00 a.m.
or by appointment

Required Text: J. Paul Peter, Jerry C. Qlson, and Jerry A. Rosenblatt (1999),
anding Consumer Behavior (Special Canadian
Edition}, Toronto: McGraw-Hill Ryerson.

| This text provides the bulk of matenal you will study for this course and will be used
i extensively., 1 may alse provide you with handouts, articles, case studies, or other
| materials. These are to be read and prepared, as you would & textbook chapter,

Course Description:

The solution te marketing problems resis 10 sound analvsis of consumer behavior, Using
the case studv method. students will find a practical cutler for guammnative and qualitative
consumer analysis wols, Cases will explore both goods and services marketing in both
industrial and consumer environmenis.

Courze Format:
BaA 2190 consists of 160 minutes of weekly instruction Tuesday and Thursday, 11:30 -

12:50 pm. The class-work will include a combination of lectures. Class discussions.
videos, group work and presentastions, and case studies

Course Objectives:
Markenng begins and ends with the consumer - from determining consumer needs to
providing consumer satisfaction. Thus a clear understanding of consumers 15 critical in



successfully managing the marketing function in any organization, whether profit or
nonprofit. The objectives of this course are:

Tao introduce the student 10 the study of consumer behavior in a Canadian context;

& Tounderstand people’s consumption-related behaviors;
Te undersiand how consumer behavior aids marketing managers in developing.
evaluating, and implementing effective marketing strategies:

e To examine many concepts and theories from the behavioral sciences, analyze their
usefulness for developing marketing strategy, and them develop and evaluate
marketing strategy thal will influence a consumer’s behavior,

Prerequisite: BA 1090 or Consemt of Instrucior

University Transferability:
Some universities and many professional organizations will accept this course as credit.
Check with the recelving university or mstitution for confirmation.

Course Evaluation:
The following components will determine your grade:

Participation 10%%

Chapter Reading (hinzzes 2%

Croup Project & Presentation 20M%

Individual Assignment 10%

Midterm Exam 20%

Final Exam 20%
Participation

Te pet the most out of this elass, repular attendance and active participation 15 required
In addition, your classmates” learning can be improved by vour constructive participation
in class, [ will moniter bath vour amendance and vour aclive and constructive
contribution 1o the class’ Jearming. Your participation grade. worth 10% of the final
erade, will reflect both of these components. Your help with the Open Howse \n February
events will also influence this grade

Individual Assignment

This assignment requires you 10 do some research in the ficld and then come back and
report W the elass on what you observed., You will choose a retail location in Grande
Prairie and spend an hour or so observing the consumers of the establishment. ¥ ou will
watch and note theit shopping behavior. make inferences about their attitudes. and what



vou think they are thinking, based on what vou see. What seems w0 be pamicular]y
interesting to them in the store, what catches their attention. what reacuons do you
observe, what body movemenis do vou notice...etc. Preparea 2 - 3 page tvped summary
of vour observations and be prepared 1o briefly and casually (5-10 minutes) discuss vour
observations with the class. This will be wonth 10% of your overall grade.

Chapter Quizzes

If in-class time if to be used effectively, you will have w do the required reading before
class. These tests will give vou an meentive 1o do so, Each chapter quiz will consist of a
combination of 10 muliple-chpice andfor reverse defimtions. They will take
approximately 10 minutes to complete. We will mark and de-brief these quizzes 1n class.
immediatelv afier you have timszhed wnting them. (Exceptions will be made for properly
documented absences, 1.e. medical notes, etc. ),

Your best 10 of 1] quizzes will count towards 20% of your final grade.

Group Project (See Attached)

In groups of 4 or 5, you will write a term paper that applies the concepts and theories that
vou have learned during the course and hopefully helps vou to understand and appreciaie
the importance and role of copsumer analysis in designing marketing strategies. You
should choose a local company to analvze and evaluate in this assignment. You will also
be required to present your findings to the class. To evaluate the in-class presentations.
we will use group evaluztions, peer-group evaluations. and of course. the lnstructor
evaluaton.

The outline for the paper is attached 1o the back of the course outline. The paper will be
worth 13% and the presentation 5%. and the enlire praject will contribute 20% o your
overal] grade,

Midterm Exam

While the quizzes test straight know ledge ol the course concepts. the Midterm {and Final)
will test your apphication of the course matenial,  Accordingly. the Midlerm wall be
comprized of shor-answer, fong apswer, and case swdy guestions.  You will have 75
minutes 16 complete thes exam. which represents 20% of vour final grade.

Final Exarmnt

Like 1he Miderm. the Final Exam will test vour abulity o apply the course material. The
Final will have several shon and long answer questions and a case study. You will be
piven the case before the exam  The Registrar will schedule the date and time for the
Final Exam. worth 20%. af vour final prade.




Key Dates for BA 21 90:

Jan. 11 Chapters 2 & 3 Quiz

Jan. 18 Chapters 14 & 15 Quiz

Jan. 25 Chapters 16 & 17 Quiz

Jan. 30 Chapter 4 CQuiz

Feb. 1 Individual Assignments Due
and Discussions

Feb. 8 Chapter 5 Quiz

Feb. I5 Midterm Exam

Feb. 22 Chapter 6 Quiz

Mazr. 8 Chapter 7 Quiz

Mar. 15 Chapter 8 Quiz

Mar, 22 Chapter 9 Quiz

Mar. 27 Group Presentations

Mar. 29 Group Presentations

Apr. 3 Chapter 10 & 11 Quiz

Apr. 12 Chapter 12 & 13 Quiz

Apr. 16 - 25 Final Exam (TBA)




Date
Week 1, Jan, 4
Week 2, Jan. 9. 11

Week 3, Jan. 16, 13

Week 4. Jan, 23, 15

Week 3, Jan. 30, |

Week &, Feb, 6. 8

Waek 7, Feb, 13, 15

Week 8. Feb, 20, 22

Week 9, Mar. 6, 8

Week 10, Mar. 13, 15

Week 11, Mar. 20, 22

Week 12, Mar, 2729

Week 13, Apr. 3.5

Week 14, Apr 10, 12

Winter 2001 Course Schedule - Section A3

Topics / Readings
Course Outline | Chapter |

Chaprers 2 and 3
Chapiers 2 & 3 Quiz

Chapters {4 and 13
Case Studv; V.14 Movie Theatres (pg. 417}
Chapters 14 & 15 Quiz

Crapriers JGang 17
Chapters 16 & 17 Quig

Chapter 4
Individual Assigrenents Due and Discussions

Chapter 5
Case Study; V5 Black & Decker (pg. 397)
Chapter 5 Quiz

Reading Handowr
Nl Term Exam

Chepier 6
Chapter & Quiz

Chapler 7
Case Srudy: Buving o Lancer ipg. 201}
Chapter 7 Quiz

Chapier 8
Chapier 8 Quiz

Chaprer ¥
Chapter 9 Quiz

Group Projeces Due ond Presentations
Chapeers [Qand 1)

Case Stuh V1D Price Costco (pe. 408
Chapter 10 & 11 Qui;

Chapiers 12 and 13, Review
Chapiers 12 & 13 Quiz
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Outline of Consumer Behavior Project

Company Background
This section presents an introduction and overview of the company being studied.
including {1} when it was started, (2) who owns i, (3) historical marketing
successes and failures, (4) product lines and brands, (3} relevam informaton on
markeling mix,

Note: Many of the compames may have multiple product lines and brands. It 15
your job to delimit the topic 10 a workable level. For example, General Electric
sells over 100,000 items; vou must delimit the project to a single product line such
as tefevisions.

Industry Analysis

In this section you analyze industry. You should melude such factors as (1) total
market size, {2) number of competitors, (3} market shares of firms in industry, (4)
marketing strategies of major competitors, (3) reasons why consumers purchase
competiuve products — what differential advantages do competitors have that
attract Consumers.

Consumer and Marker Analvsis

This section includes an amalvsis of consumer/product or brand relationships.
You should specify the characlersstics of consumers of the product and analyze
their relevant affect and cornitions, behaviors, and environments.

Note: Secondary sources of information can be helprul in this section  However,
this project also requires vou M shind abowt and analyze conslimery cagritions,
behaviors, and envirenments tather than just smmply reporting secondary
information.

Statement of Firm's Current Position and Basic Froblem
This section need not be longer than one clear paragraph.

Solutions to Overcome Problems
This section presents a marketing plan that includes (1) markeling abjectives, {2}
targel market. (3) markeling mix

Note: For some very successtul fimms. this mav involve only a fine-tuning of

existing marketing strategics  For others. an entirely different marketing strategy
may be needed 1o encourage consumers 1o purchase and use the product.

This praject showld be approximately 15 double spaced typewriien pupes,



