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Subject: Consumer behavior - BCOMM16324
Type of course: Major (Core)

Prerequisite:

Basic understanding of marketing concepts is required to study how consumers think, decide, and
behave. Students should be. able to analyze factors influencing consumer decisions and understand
ethical aspects of marketing practices.

Rationale:

Basic understanding of marketing principles and the marketing environment. Familiarity with
consumer needs, wants, and demand concepts. Fundamental knowledge of psychology and
sociology will be helpful to understand consumer motivations and behaviour patterns.

Teaching and Examination Scheme:

! Teaching Scheme Credits Examination Marks
{ | =
| | CCE Total Marks
a1 C SEE
' A ‘ MSE ALA
,L 2
4 0 0 4 100 30 70 200

Legends: CI-Classroom Instructions; T — Tutorial; P - Practical; C — Credit; SEE — Semester End
Evaluation; MSE- Mid Semester Examination; V — Viva; CCE-Continuous and Comprehensive
Evaluation; ALA- Active Learning Activities.

4 Credits * 25 Marks = 100 Marks (each credit carries 25 Marks)
SEE 100 Marks will be converted into 50 Marks

CCE 100 Marks will be converted into 50 Marks

It is compulsory to pass in each individual component
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Course Content:

e Course content Hrs -
No ourse conten . Welghtage

Understanding Consumer
Consumer and Customer, consumer in marketing, consumer
1 | value in marketing, Consumer value in Marketing, Consumer 15 25

as an Individual, The consumer Research Process, Trust and

retention, Difference between Customer and consumer

Consumer Behaviour

Meaning, Nature, Scope, Importance, Applications of

9

Consumer Behaviour, Types of Consumer Behaviour, Factor 15

8]
n

Influencing Consumer Behaviour- Cultural, Social and

Psychological Factors

Consumer Decision Making

Concept, Meaning, Levels of Consumer Decision Making,

w

Consumer Decision Making functions. Process of Consumer 15

88}
(9]

Behaviour Decision Making, Models of Consumer Behaviour

Decision Making- Hierarchy of Needs. Howard-sheth Model

Cuiture and Ethics in Consumer Behaviour
Core cujture and sub cultures, Role of culture in Consumer

Buying Behavior, Ethics in Consumer Behaviour, Profile of

D

Indian Consumers, Behavioral patterns of Indian consumers,
Problems faced by Indian consumers, Reasons for growth of

consumerism in India Consumer protection in India.
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Continuous Assessment:

No Active Learning Activities Marks

Pcn“(m;;l Purchase Reflection

Students will analyze a recent purchase they made and briefly describe the
need, alternatives considered, key factors influencing their decision, and post- 10
purchase satisfaction. A short reflection report will be submitted on the GMIU

web portal.

 ——

Advertisement Analysis

i Sciect any 2 advertisements from the same product category (e.g., wo
toothpaste ads, two clothing brand ads). Observe how cach ad tries to attract
= | customers through culture, family influence, lifestyle, emotions, or 10

psychological appeals. Prepare a simple comparison in a table or PowerPoint

and upload it on the GMIU web portal.

Influencer Impact Check

| Select any social media influencer promotion for a product. Analyze how the

a3

mfluencer’s style. message. or credibility affects consumer interest. Prepare a 10

short reflection and upload it on the GMIU web portal.

Case Study Discussion
Read a short case study (faculty will provide) about a company’s marketing
strategy. Identify the type of consumer behaviour shown. Discuss what factors

4 - 10
influenced the purchase and how the company targeted the consumer

effectively and upload it GMIU web portal.

Ethical Marketing Evaluation
Select any product advertisement or promotional campaign. Examine whether
it follows ethical marketing practices (truthfulness, no misleading claims,

| respect for consumer rights). Prepare a short analysis highlighting ethical and

unctlucal clemens and upload it on the GMIU web portal.

—
L
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Research Project

Conduct a short survey among 10 people of different age groups to identify
¢ | how cultural background affects purchase preferences (e.g., food, clothing, 10
festivals). Prepare a one-page summary or short PPT of findings and upload on
GMIU web portal.

7 | Attendance 10
Total 70

Suggested Specification table with Marks (Theory): 100

" Distribution of Theory Marks

\ (Revised Bloom's Taxonomy)
Remembrance | Understanding | Application | Analyze Evaluate
Level Create (C
® ) ) ™ | ® :
Beightage 20% 20% 20% 30% 10% :
ents and teachers. The actual

ation table shall be treated as a general guideline for stud

Note: This specific
ary slightly from the above table.

distribution of marks in the question paper may V.

Course Outcome:

After learning the course. the students should be able to:
asic concepts of consumer and customer, consumet value in marketing.

Understand the b
COT | and the importance of consumers as individuals in the marketplace.

—

| Analyze the meaning, nature, scope, and types of consumer behaviour along with the
| CO2 | cultural, social, and psychological factors influencing consumer decisions.

|
|

Evaluate the process and levels of consumer decision-making, and apply theoretical
models such as the Hierarchy of Needs and Howard- Sheth Model to real-world consumer

behaviour.

Q
o
et

Fxamine the role of culture and ethics in consumer behaviour, study the profile and
hehavioural patterns of Indian consumers, and understand consumerism and consumer

CO4

1 protection in India.
1
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Instructional Method:

The course delivery ll}ct11(1<1.\)fill depend upon the requirement of content and the needs of
students. The teacher, in ﬂddltml} to conventional teaching methods by black board, may also
use any tools such as demonstration, role play, Quiz, brainstorming, MOOCs etc.

From the content 10% topics are suggested for flipped mode instruction. Students will use
supplementary resources such as online videos, NPTEL/SWAYAM videos, e courses. The
internal evaluation will be done on the basis of Active Learning Assignment.

Practical/Viva examination will be conducted at the end of semester for evaluation of
performance of students in the laboratory.

Reference Books:

[1] Schiftman, L. G., & Leslie Lazar Kanuk (2000), Consumer behavior, Prentice-Hall, Cop.
[2] Michael R. Solomon. (2020), Consumer Behaviour (13th ed.), Pearson Education.
[3] Nair, S. R. (2004), Consumer Behaviour and Marketing Research.

[4] C S G Krishnamacharyulu, & Lalitha Ramakrishnan (2012), Rural marketing : text and cases.

Pearson Education.
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