ELECTIVE- MARKETING
CONSUMER BEHAVIOUR

Subject Code- MKT 1 Max. Marks (Ext. Exam): 80
Min. Pass Marks 32

OBJECTIVES:

The basic objective of this course is to develop and understanding about the consumer
decision-making process and its applications in marketing function of firms.

COURSE CONTENTS :

Unit -1 Introduction to Consumer Behaviour; Consumer Behaviour and Marketing Strategy;
Consumer Involvement and Decision-Making.

Unit—11 Information Search Process; Evaluative Criteria and Decision Rules; Consumer
Motivation; Information Processing and Consumer Perception.

Unit — 111 Consumer Attitude Change; Influence of Personality and Self Concept on Buying
Behaviour;

Unit -1V Psychographics and Lifestyle; Reference Group Influence; Diffusion of Innovation
and Opinion Leadership Family Decision-Making.

Unit-V Industrial Buying Behaviour; Models of Consumer Behaviour; Consumer Behaviour
Audit; Consumer Behaviour Studies in India.

SCHEME OF EXAMINATION:
Total Marks : (Internal 20, External 80) = 100 marks
PATTERN FOR EXTERNAL EVALUATION:

Sec. A: (Short Answers) 4 out of 8 4x8 =32 Marks.
Sec. B: (Essay type & case) 3outof 5 3x16 =48 Marks.

SUGGESTED READINGS:
1. Assael, H. Consumer Behaviour and Marketing Action, Ohio, South Western, 1995.

2. Engle, J F. etc. Consumer Behaviour, Chicago, Dryden Press, 1993.

3. Howard, John A. etc. Consumer Behaviour in Marketing. Englewood Cliffs, New Jersey,
Prentice Hall Inc., 1989.

4, Hawkins, D 1. Etc. Consumer Behaviour; Implications for Marketing Strategy, Texas,
Business, 1995.

5. Mowen, John C. Consumer Behaviour, New York, MacMillan, 1993.

6. Schiffman, L G and Kanuk, L L. Consumer Behaviour, New Delhi, Prentice Hall of India,

1994.
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