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	Name: DR. WANJIKU KINYANJUI
	Affiliated University: ST. PAUL'S UNIVERISTY
	Course Name: CONSUMER BEHAVIOR
	Number of Lectures: PRINCIPLES OF MARKETING
	Course Language: ENGLISH
	Keyword: CONSUMERS,ATTITUDE, DIFFUSION,PERCEPTION,CULTURE, FAMILY.SOCIAL CLASS,ETHICS
	Course Description 100 200 words: The course is designed to provide a strong foundation for critical thinking in the area of consumer behavior. The course is based on social and cognitive psychology and will examine how consumers integrate external communication such as advertising and product information to form or change attitudes. The goal of this course is not only to impart knowledge about the body of consumer behavior but also to help learners to develop interests and preferences in consumer behavior related issues.

This course focuses on understanding and forecasting consumer behavior by integrating theories from psychology, sociology, anthropology and economics. The topics to be covered in this course include the role of the consumer and the marketer; internal influences of consumer behavior such as motivation, personality, self-image, perception, learning, attitude formation and change, and communication; external influences such as culture, subculture, and family, the diffusion of innovations, marketing ethics and consumer decision making.
	Course Goals and Objectives Approximately 100 words: 
1. Distinguish the role of consumer and marketers in marketing strategy formation
2. Interpret and integrate the consumer decision-making process.
3. Understand the impact of various social variables, such as culture, subcultures, family and reference groups, on consumers' purchasing patterns.
4. Analyze the impact of psychological variables, including perception, learning, motivation, personality and attitudes, on consumer’s behavior.
5. Interpret and utilize consumer behavior research findings in the development of ethical marketing strategies. Each student will recognize and address the ‘dark side’ of marketing.
6. Apply critical thinking, analytical and interpretive skills while learning the subject matter in the course.


	Textbook: Consumer Behavior,Leon G Schiffman
Joseph L. Wisenblit , 
Pearson, 12th ed,2019

	The format  Title AuthorEditor Publisher Year of PublicationReferences: Encyclopedia of Psychology
	The format  Title AuthorEditor Publisher Year of PublicationCourse Requirements and Grades: 
	Main ContentWeek 1: Understanding Consumer Buying Behavior
	Main ContentWeek 2: Segmentation, Targeting, and Positioning
	Main ContentWeek 3: Consumer Motivation
	Main ContentWeek 4:  Consumer Learning
	Main ContentWeek 5: Consumer Perception
	Main ContentWeek 6: Consumer Personality
	Main ContentWeek 7: Consumer Attitude 
	Main ContentWeek 8: Communication and Consumer Behavior
	Main ContentWeek 9:  Advertising and consumer behavior
	Main ContentWeek 10: Reference Groups and Word-of-Mouth
	Main ContentWeek 11: The Family and consumer behavior
	Main ContentWeek 12: Cultural Influence on Consumer Behavior
	Main ContentWeek 13: Subcultures and Consumer Behavior
	Main ContentWeek 14: Cross-Cultural Consumer Behavior
	Main ContentWeek 15: Diffusion of Innovations
	Main ContentWeek 16: Marketing Ethics and Social Responsibility
	Course Date: 
	Course Date_1: 


