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Commerce 3MB3
Consumer Behaviour
Spring/ Summer 2024 Course Outline

Information, Marketing, Operations Area
DeGroote School of Business
McMaster University

Course Objective
This course is designed to introduce you to key theoretical concepts in consumer behaviour and
build your ability to apply these concepts to real-world marketing problems.

Instructor and Contact Information

Section CO1: Monday/Wednesday 6:30 - 9:30 p.m.

Instructor: Vijay Kumar CO1 Student TA: Ayush Suri

ramador@mcmaster.ca suria@mcmaster.ca

Office hours by appointment on Microsoft Teams

Course website: Avenue to Learn. Please check the course website regularly for
announcements and course materials

Course Elements

Credit Value: | 3 Leadership: | Yes IT skills: | No Global view: | Yes
A2L: | Yes Ethics: | Yes Numeracy: | Yes Written skills: | Yes
Participation: | Yes Innovation: | Yes Group work: | Yes Oral skills: | Yes
Evidence-based: | Yes Experiential: | Yes Final Exam: | No Guest speaker(s): | No
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Course Description

Theory, Business Application and Perspectives

“Who” does “what” and why? The field of consumer behaviour attempts to explain and predict the
ways in which consumers think and behave in given situations. How do consumers interpret
advertising information? Why do people buy? Why not? Who and what are consumers relying
upon for information? How can marketers predict behaviours from attitudes? How do consumers
make decisions? How do we consume and dispose of products? To answer these questions,
consumer behaviour draws heavily on the disciplines of psychology, economics, sociology and
anthropology. In this course, you will survey the relevant theory and learn how to apply these
concepts to real world marketing situations. Class-time discussion of theory always will be
supported with examples drawn from past and current business practices as well as consumers’
everyday lives; we will be considering the social, ethical, regulatory, environmental, and
technological contexts in which consumers think and act. This course has a North American
emphasis, but we also will be comparing and contrasting international examples with consumer
behaviour in Canada and the United States.

This course stresses understanding, application, and generalization rather than memorization. In
every field that you are studying, the body of accepted knowledge is growing and changing at an
increasingly rapid rate. Because your success as a marketer will depend in part on your ability to
find out about new knowledge and apply it to your own marketing problems, your performance in
this course will be evaluated in terms of how well you are able to integrate textbook theory with
business facts to arrive at explanations and recommendations.

Learning Outcomes

Skills-related Objectives

Upon successful completion of this course, students will be able to complete the following key
tasks:
e preparation for and participation in virtual classroom discussion

e group project management

e preparation of written reports that demonstrate professionalism and proficiency in
communication

e presentation skills.

Course Content Mastery Objectives
Upon successful completion of this course, students will:
e understand current psychological, sociological and anthropological theories that provide
insight into consumer behaviour
e recognize which theoretical concepts are relevant to a particular decision-making context,
demonstrate clearly how these principles apply, and provide responses that are supported
with evidence
e Dbe able to apply theory to address real world marketing problems.
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Consumer Behavior: Buying, Having and Being, 8th Canadian Edition. Solomon, White and
Dahl, Prentice-Hall, 2021. Print ISBN: 9780135433942, 0135433940 / eText ISBN:
9780135403129, 013540312X

You can shop with the Bookstore or look on Amazon. You also could look for an older edition.
The PowerPoint slides that will be posted on Avenue provide comprehensive coverage of the
theory and are supported with numerous examples to assist your learning in this course.

Course Overview and Assessment

Learning in this course results from class discussion/engagement as well as out-of-class reading,
analysis, and assignment preparation. Your performance will be evaluated on both an individual
and a group basis. Group members all will receive the same mark on the short answer
assignments and the group presentation, except where poor peer evaluations indicate
otherwise.

Late short answer assignments will be penalized 20% for each day they are late, unless the two
students in the group have submitted and have been approved for a Notification of Absence or
MSAF, in which case a one-week extension will be granted.

Course Delivery

ACTIVITY DELIVERY | DESCRIPTION TooL(s)

Live lectures Synch 2-3hr. in-person lectures during class time.

TA / Office Hours | Asynch By appointment Office hours, TA Microsoft Teams
Group Work on assignments and projects on

work/assignments RETIER students’ own time AzL
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GRADE COMPONENT | WEIGHT | DESCRIPTION

5%: Attendance

Engagement 15% o .
10%: Contributions in class
Each worth 20%:
Indiyidual 40% - Brand Diary
Assignments - Classical Conditioning and Advertising

Group project where each group shares and discusses 3 peer-
15% reviewed academic journal articles related to a consumer
behaviour topic of interest.

Beyond the Textbook
Presentation

Brand Analysis Group 30% Analyzing the marketing strategies of a brand of choice from a
Project consumer behaviour perspective

Course Deliverables

Participation and Attendance (15%)

5% will be awarded for attending the lectures. 10% will be awarded for active participation in
class. The participation marks will map to an assessment of both the quantity and the quality of
your contributions.

When attending lectures, you are expected to be fully attentive. The followings are more details
related to live lectures attendance and participation:

e Live sessions will be held in-person.

e You must be punctual.

Individual Assignments (40%)

There are two individual assignments in this course. Each assignment is worth 20%. Detailed
assignment briefs will be shared in due course. All assignments are due on A2L in their dedicated
drop box, on their due dates before midnight (11:59 pm). Late submissions will be penalized 20%
for each day they are late, unless an MSAF/email excuse is submitted prior to the submission
deadline, in which case, a 1-week extension will be granted.

Group Work (45%)
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Teamwork and Evaluation

45% of your final grade is from group projects. Groups will consist of five students. If you have
any trouble finding a group or prefer that the instructor or the TA assign you to a group, please
email your request to the TA.

Peer Evaluations: To encourage equal contribution, peer evaluation will be used to assess each
member's work. It is highly recommended to set group ground rules and expectations early in
the semester. Groups are also encouraged to have a short feedback session following the
completion of each assignment so that individuals are made aware if their input is less than
expected by their team.

A peer evaluation form (enclosed in the appendix) can be submitted after each group project. These
evaluations need only be submitted if the distribution is not equal, and must be signed by all group
members (if you fail to do so, the professor will assign your evaluation marks as per their discretion
based on information at their disposal.) Peer evaluations MUST be supported by documentation /
emails that are evidence of feedback given and expectations set for the defaulting team member(s).

The result of this process is a true reflection of each group members’ contribution to the project.
Some members (i.e. those that contribute the most to the process) may find that their overall grade
will go up as a result of the peer evaluation. Note: grades go up by no more than two grade points
per student if the achieved score is B or lower; if your achieved score is B+ or higher the ratings
can only add one grade point to your mark in the course. Others may find that their overall project
grade will go down - note: the peer evaluation process can impact you negatively with no cap on
the grades you can drop.

Group Project Briefs

Beyond the Textbook Group Presentation (15%)

In this task, your group will explore at least 3 peer reviewed journal articles on the topic of
consumer behaviour. The three journal articles should be discussing consumer behaviour topics
relating to the same industry or the same product (e.g., consumer acceptance of online shopping,
consumer adoption of mobile payments, etc.). The deliverable for this project is a 15-minute
presentation where your group introduces the topic being explored, and a summary of the articles
in light of the theories and topics we discuss in the course. Detailed outline for the presentation is
enclosed in Appendix 1.

Brand Analysis Group Report (30%)

In this project, choose a brand of interest that all group members are familiar with and analyze the
marketing strategies of this brand considering the concepts and theories discussed in this course.
Consider the brand’s target market and their consumer decision process, and explore the brand’s
product, pricing, promotion, and distribution strategies highlighting relevant consumer behaviour
theories and concepts in your explanation. Critique and evaluate how well the brand applied the
different concepts and theories in their strategies, and recommend modifications if needed,
supported by theory. The deliverable for this project is a report worth 30%. Detailed outline for
the report is enclosed in Appendix 2.

Communication and Feedback
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Students who wish to correspond with instructors or TAs directly via email must send messages T
that originate from their official McMaster University email account. This protects the
confidentiality and sensitivity of information as well as confirms the identity of the student. Emails

regarding course issues should NOT be sent to the Area Administrative Assistants. All students

must receive feedback regarding their progress prior to the final date by which a student may

cancel the course without failure by default.

For Level 3 courses and above, this feedback must equal a minimum of 10% of the final grade.

The instructor may solicit feedback via an informal course review with students by Week #4 to
allow time for modifications in curriculum delivery.

Requesting Relief for Missed Academic Work

In the event of an absence for medical or other reasons, students should review and follow the

Academic Regulation in the Undergraduate Calendar “Requests for Relief for Missed Academic

Term Work” and the link below;
http://ug.degroote.mcmaster.ca/forms-and-resources/missed-course-work-policy/

Academic Integrity

You are expected to exhibit honesty and use ethical behaviour in all aspects of the learning
process. Academic credentials you earn are rooted in principles of honesty and academic
integrity. It is your responsibility to understand what constitutes academic dishonesty.
Academic dishonesty is to knowingly act or fail to act in a way that results or could result in
unearned academic credit or advantage. This behaviour can result in serious consequences, e.g.
the grade of zero on an assignment, loss of credit with a notation on the transcript (notation
reads: “Grade of F assigned for academic dishonesty”), and/or suspension or expulsion from
the university.

For information on the various types of academic dishonesty please refer to the Academic
Integrity Policy, located at https://secretariat. mcmaster.ca/university-policies-procedures-
guidelines/

The following illustrates only three forms of academic dishonesty:

e plagiarism, e.g. the submission of work that is not one’s own or for which other credit has
been obtained.

e improper collaboration in group work.

e copying or using unauthorized aids in tests and examinations.

Authenticity/Plagiarism Detection


https://secretariat.mcmaster.ca/app/uploads/Requests-for-Relief-for-Missed-Academic-Term-Work-Policy-on.pdf
https://secretariat.mcmaster.ca/app/uploads/Requests-for-Relief-for-Missed-Academic-Term-Work-Policy-on.pdf
http://ug.degroote.mcmaster.ca/forms-and-resources/missed-course-work-policy/
https://secretariat.mcmaster.ca/app/uploads/Academic-Integrity-Policy-1-1.pdf
https://secretariat.mcmaster.ca/app/uploads/Academic-Integrity-Policy-1-1.pdf
https://secretariat.mcmaster.ca/app/uploads/Academic-Integrity-Policy-1-1.pdf
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Some courses may use a web-based service (Turnitin.com) to reveal authenticity and ownership T
of student submitted work. For courses using such software, students will be expected to submit

their work electronically either directly to Turnitin.com or via an online learning platform (e.g.

A2L, etc.) using plagiarism detection (a service supported by Turnitin.com) so it can be checked

for academic dishonesty.

Students who do not wish their work to be submitted through the plagiarism detection software
must inform the instructor before the assignment is due. No penalty will be assigned to a student
who does not submit work to the plagiarism detection software.

All submitted work is subject to normal verification that standards of academic integrity
have been upheld (e.g., on-line search, other software, etc.). For more details about McMaster’s
use of Turnitin.com please go to www.mcmaster.ca/academicinteqgrity.

Courses With an On-Line Element

This course uses on-line elements (e.g. e-mail, Avenue to Learn (A2L) and Teams). Students
should be aware that, when they access the electronic components of a course using these
elements, private information such as first and last names, usernames for the McMaster email
accounts, and program affiliation may become apparent to all other students in the same course.

The available information is dependent on the technology used. Continuation in a course that
uses on-line elements will be deemed consent to this disclosure. If you have any questions or
concerns about such disclosure, please discuss this with the course instructor.

Conduct Expectations

As a McMaster student, you have the right to experience, and the responsibility to demonstrate
respectful and dignified interactions within all our living, learning and working communities.
These expectations are described in the Code of Student Rights & Responsibilities (the
“Code”). All students share the responsibility of maintaining a positive environment for the
academic and personal growth of all McMaster community members, whether in person or
online.

It is essential that students be mindful of their interactions online, as the Code remains in effect
in virtual learning environments. The Code applies to any interactions that adversely affect,
disrupt, or interfere with reasonable participation in university activities. Student disruptions or
behaviours that interfere with university functions on online platforms (e.g. use of Avenue 2
Learn, Teams for delivery), will be taken very seriously and will be investigated. Outcomes may
include restriction or removal of the involved students’ access to these platforms.


http://www.mcmaster.ca/academicintegrity
https://secretariat.mcmaster.ca/app/uploads/Code-of-Student-Rights-and-Responsibilities.pdf
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Academic Accommodation of Students with Disabilities

Students with disabilities who require academic accommodation must contact Student
Accessibility Services (SAS) at 905-525-9140 ext. 28652 or sas@mcmaster.ca for arrangements
with a Program Coordinator. For further information, consult McMaster University’s Academic
Accommodation of Students with Disabilities policy.

Academic Accommodation For Religious, Indigenous or Spiritual
Observances (RISO)

Students requiring academic accommaodation based on religious, indigenous or spiritual
observances should follow the procedures set out in the RISO policy. Students should submit
their request to their Faculty Office normally within 10 working days of the beginning of term in
which they anticipate a need for accommaodation or to the Registrar's Office prior to their
examinations. Students should also contact their instructors as soon as possible to make
alternative arrangements for classes, assignments, and tests.

Copyright and Recording

Students are advised that lectures, demonstrations, performances, and any other course material
provided by an instructor include copyright protected works. The Copyright Act and copyright
law protect every original literary, dramatic, musical and artistic work, including lectures by
university instructors.

The recording of lectures, tutorials, or other methods of instruction may occur during a course.
Recording may be done by either the instructor for the purpose of authorized distribution, or by a
student for the purpose of personal study. Students should be aware that their voice and/or image
may be recorded by others during the class. Please speak with the instructor if this is a concern
for you.


https://sas.mcmaster.ca/
https://sas.mcmaster.ca/
https://secretariat.mcmaster.ca/app/uploads/Academic-Accommodations-Policy.pdf
https://secretariat.mcmaster.ca/app/uploads/Academic-Accommodations-Policy.pdf
https://secretariat.mcmaster.ca/app/uploads/2019/02/Academic-Accommodation-for-Religious-Indigenous-and-Spiritual-Observances-Policy-on.pdf
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Extreme Circumstances

The University reserves the right to change the dates and deadlines for any or all courses in
extreme circumstances (e.g., severe weather, labour disruptions, etc.). Changes will be
communicated through regular McMaster communication channels, such as McMaster Daily
News, A2L and/or McMaster email.

Research Using Human Subjects

All researchers conducting research that involves human participants, their records or their
biological material are required to receive approval from one of McMaster’s Research Ethics
Boards before (a) they can recruit participants and (b) collect or access their data. Failure to comply
with relevant policies is a research misconduct matter. Contact these boards for further information
about your requirements and the application process.

McMaster Research Ethics Board (General board): https://reo.mcmaster.ca/

Hamilton Integrated Research Ethics Board (Medical board): http://www.hireb.ca/

Acknowledgement of Course Policies

Your enrolment in Commerce 3MB3 will be an implicit acknowledgement of the course policies
outlined above, or of any other that may be announced during lecture and/or on A2L. It is your
responsibility to read this course outline, to familiarize yourself with the course policies and
to act accordingly.

Lack of awareness of the course policies cannot be invoked at any point during this course for
failure to meet them. It is your responsibility to ask for clarification on any policies that you do
not understand.
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Commerce 3MB3 Electronic Marketing

Summer 2024 Course Schedule

Week/Date

Topic

Week 1 -6 & 8 May

Introduction to Consumer Behaviour
Topic 1: Introduction

Topic 2: Consumer Decision-Making
Assignment 1 Briefing

Week 2 — 13 & 15 May

Topic 3: Buying and Disposing
Brand Analysis Report Briefing

Topic 4: Perceptions
Beyond the Textbook Briefing

Week 3 - 20 & 22 May

Topic 5a: Learning Theories
Assignment 2 briefing

Topic 5b: Memory

Week 4 — 27 & 29 May

Topic 6: Motivation and Effect
Beyond the textbook presentations

Topic 7: The Self and Personality
Beyond the textbook presentations

Week 5 -3 & 5 Jun

Topic 8: Lifestyles and Values
Beyond the textbook presentations

Topic 9: Attitudes and Attitude Change
Beyond the textbook presentations

Week 6 — 10 & 12 Jun

Topic 10: Subcultures and Cultural Influences
Beyond the textbook presentations

IMPORTANT NOTE: The schedule below is tentative and can be changed by the professor during the semester.
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Please note the dates and deadlines below. Failure to submit your assignment on time will have
an adverse impact on your grade for that assignment. All submissions are to be submitted on the
dedicated Avenue Assignments Folders by 11:59 pm (except for midterm exams).

Date Description

May 06 Group: Team Contracts due - Ungraded

May 19 Individual Assignment 1 (Brand Diary) - 20%

May 26 Beyond the Textbook Presentation Submission - 15%

June 2 Individual Assignment 2 (Classical Conditioning Ad Idea) - 20%
June 19 Final Brand Analysis Report (Full Report) - 30%
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APPENDIX

Appendix 1.1 - COMMERCE 3MB3 - Consumer Behaviour
GROUP EVALUATION FORM

INSTRUCTIONS:

1. Please assign each person in your group an amount of money which represents
everyone’s contribution to the project, simulation and hand-in cases. You may each wish
to complete a form individually and then share these forms at a group meeting but only
ONE FORM is to be submitted for each group and it must be signed by all group members.

2. Your total budget to distribute among the people in your group is $600 * (the
number of people in your group). For example, if there are 5 people in your group, then
pretend that you have $600 * 5 = $3,000 to pay to the group.

3. If everyone contributed equally, then pay each person $600.

4. Adjust the fee according to your honest personal assessment of the value of each
person's contribution. In our example, the fee could be as low as $0 or as high as $3,000.

5. The factor arrived at for each team member because of the peer evaluation will be
applied to the group work in this course.

6. TREAT THIS EVALUATION SERIOUSLY.
MAKE SURE THAT THE FEES PAID ADD TO $600 * GROUP SIZE.

PROFESSOR: Vijay Kumar GROUP NAME:

GROUP MEMBER SIGNATURE FEE
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Appendix 1.2 - COMMERCE 3MB3 - Consumer Behviour
NOTICE OF INTENT / GROUP
SIGN-UP FORM / TEAM CONTRACT

Professor: Vijay Kumar

GROUP Name:

STUDENT NAME EMAIL

=
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Project Brief

The objective of this project is to apply consumer behaviour concepts and theories discussed in
the course on real-life brand strategies. In this group project, you will choose a brand of interest
that all group members are familiar with, identify its target market and consumer decision
process, and analyze its marketing strategies in comparison to the concepts and theories
discussed in this course. Worth 30%.

Instructions

1. Select a brand that all group members are familiar with. If different products are offered
under the same brand, choose one product category as the object of this project.

2. Collect background information about the brand. Identify its target market and consumer
decision process.

3. Review the brand’s strategies and communication. Analyze and critique these strategies
using consumer behaviour concepts and theories. Examples of strategies include the
brand’s product design, pricing, distribution, advertising, packaging, etc. Choose
strategies that will allow you to sufficiently expand on how well the brand is applying or
relating to consumer behaviour theories.

4. Conclude the report with your overall impression about the brand's strategies.

5. Add in the appendix any promotions or ads you referred to in the report.

Deliverables

30-40 pages (not including cover page, table of contents, appendices, or references), double
spaced, Times New Roman font 12. The following is the recommended outline for the report:

Cover Page include the course name, term, instructor name, date of Suggested
submission, group humber, group member names and IDs, | Weights*
and the brand.

Table of
Contents
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Executive
Summary

e 1 page maximum, single spaced:
e Refer to important information in the report. For
example:
o The brand and product category
o Brief overview of the target markets
o Type of the decision-making process
o Brief overview of the strategies analyzed in
the report (e.g.: The report analyzes multiple
ads as well as packaging and POS strategies
considering the concepts of sensory
marketing, cognitive and behavioural
learning theories.
o Brief reference to your overall impression
and recommendations.

around 5%

Introduction and
Marketing Audit

Introduction — Introduce the brand and include a
brief brand history.

II.  Marketing Audit — Briefly explain the product,
price, promotion, and distribution strategies of the
brand, in comparison to a major competitor of
your choice.

lll. Target Market — Describe the geographic and

demographic profiles of the target market.

around 5%

Target Market

e Describe the profile of the different target segments:
o Geographic and demographic profiles from
progress report 1
Psychographics and lifestyles:

m Identify at least 3 psychographic
typologies, identifying their AlOs
relevant to the brand.

m  What values (affecting the brand
consumption) do the different
segments hold?

around 30%

Consumer
Decision
Process

I.  Type of the Decision-Making Process
II.  Problem recognition:
A. Is it ideal state opportunity recognition or
actual state opportunity recognition?
B. Is it usually associated with a generic or
selective problem recognition?

around 5%

=
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V.

VI.

C. How does the brand trigger problem

recognition?

Information search:

A.

Where would a typical consumer search for
information about the brand or the product
category?

What types of information search (external or
internal)?

In light of the above, how would you evaluate
the promotional channels that the brand
uses? What do you recommend?

Evaluation of Alternatives and Product Selection:

A.

B.

Buying:
A.

B.

Is your brand typically in the evoked, inert, or
inept set for most of your consumers?

What competing brands would be in the
same set as your brand?

Which category of decision rules are typically
associated with the purchase of your brand
(compensatory or non-compensatory)? and
what are some of the important evaluative
criteria? Which are hedonic and which are
utilitarian?

From where do consumers usually buy the
product? (reflect on the brand's distribution
channels)

What factors affect which outlets would
consumers use?

Post-Purchase behaviour:

A.

C.

When do consumers typically consume the
brand after buying it (simultaneously or after
some time)?

Review the overall reviews of the brand
online. Are consumers generally satisfied or
dissatisfied? Why? Is the brand being
recommended to others?

How do they typically dispose of the brand?

=
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Brand
Strategies (for
an A, 5
strategies with
at least 10
directly relevant
concepts).
Strategies
should be from
topics other than
Consumer
Decision
Making, Buying
and Disposing,
and values and
lifestyles.

Analyze the brand’s strategies considering concepts and
theories learned in class. For each strategy:

Describe the strategy (for example if the strategy is
an ad, describe the ad and include a link or an
image of the ad).

Critic the strategy by relating it to the concepts we
discussed in the class:
o Make sure to mention the concept or theory
by name
o Explain the concept
o Tell us if you think it was properly applied to
the strategy, and how.
o If not properly applied, add your
recommendation.

around 50%

of contents, appendices, or references)

Double spaced

Times New Roman

Font size 12

Formal writing and analytical style. Precise and to
the point. No duplication or redundancy.

Use headings and subheadings

Divide your paragraphs in a logical manner
Grammatical and Spelling mistakes will be
penalized.

Conclusion around 2.5%
References Use the referencing style you are comfortable with. Just be
consistent.
Appendices Include any ads or links to commercials or other material
you referred to in your analysis.
Formatting e 30-40-page report (not including cover page, table 2.5%

*Please note that these weights are arbitrary and are for your guidance, rather than for our
marking and grading purposes.

=
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Beyond the Textbook Presentations T

Project Brief

The objective of this project is to expand your knowledge consumption beyond the course
textbook and provided material, by exploring other important sources of knowledge which are
peer reviewed journals. Worth 15%.

In this group project, you are required to:

1.

Choose three peer reviewed journal articles studying a consumer behaviour topic related
to a certain industry.

Explore the results of the articles considering topics and theories we discuss in the
course.

Highlight the practical implications of the research results (how can businesses design
their marketing strategies or operations considering the research results).

Instructions:

1.

2.

Choose a topic related to any of the chapters listed in the course outline. Examples
include:

1. The use of colours in ads (related to the topic of Perceptions)

2. Store atmospherics and its effect on purchase behaviour (related to Buying and
Disposing and Perceptions)
Attitudes towards mobile payments (related to the topic of Attitudes)
Subliminal messages (related to the topic of Perceptions)
Emotional appeals in advertising (related to Attitudes and Involvement)
Sustainability and Green Marketing (related to Values and Lifestyles)
Anthromorphism
Effect of social media on individuality

9. Repositioning of a brand.
Share your topic in the dedicated discussion forum to make sure each group has a
unique topic. Once you receive an approval on your topic from the instructor/TA, you can
proceed to the following steps.
Search for journal articles on these topics on the McMaster Library website. If you feel
the library search is not very user friendly, it can be easier to search for the journal
articles on www.scholars.google.com then get full access to the articles that show up in
the results page through the McMaster library website.
Please note that the three articles must be studying the same topic. Cross-cultural
studies are allowed. Studies on the same topic, with different research populations (e.g.
young adults vs. seniors), or studies on the same topic, with different geographical
scopes (e.g. one study in the US vs. China) are also allowed.

© N OA W
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5. Make sure the articles are from peer reviewed journals. Blog articles or magazine and T

news articles are NOT allowed. Grades for content related to ineligible articles will be
deducted. You are encouraged to share your chosen articles with the instructor or the
TA for confirmation.

6. When analyzing the results of your articles, check the lecture slides and echo360 videos
for the course content relevant to your topic and prepare the presentation. Feel free to
check with the instructor and the TA to confirm which course content relates to your
topic.

Deliverable

15 min. presentation. All presentations are due on the same day before midnight on Avenue.
The presentations will be delivered during class on the course of a month, at times and dates
assigned by the professor.

The following is the recommended outline for the presentation:

1. Introduction: share a brief introduction on the topic and the three articles you are
exploring (include full citations)

2. Research Articles: for each article:

1. Summary: summarize the research objective, the research population, the
geographical scope, and the research method.

2. Commentary: explain the results of the three articles in light of the theories and
concepts we discuss in the course. Please note that explaining the results is not
just reporting the results.

3. Marketing Implications: explain how marketers can benefit from the results of the
study. Give clear examples of tactics supported by ad examples or images if
possible.
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Assignment 1 - Brand Diary - Consumption Journal (worth 20%)

Objective:

The objective of this assignment is for you to apply the theories and concepts we studied in
class on your own consumption behaviour.

Instructions:
Part 1:
You are required to start a journal recording and monitoring your consumption patterns from

May 2024. Input 2 entries related to products (worth at least $ 50 before tax) that you bought
following the format below:

Brand and product category:

Date purchased:

Store name:

Reason for purchase:

Notes and feelings associated with the purchase:

Part 2:

Choose one entry and submit a 3-5-page report analyzing the purchase decision in light of
the Consumer Decision Making Process as well as Buying and Disposing, including concepts
and theories we discussed in these topics.

Deliverables:
3-5 pages report (excluding the cover page), double spaced, font 12, Times New Roman.

Make sure you:

e Describe the journal entry you chose to analyze.

Mention the concepts we discussed in class by name, and explain how they apply to
your purchase.

Mention the type of your decision-making process.

Cover all steps of the decision-making process.

Analyze factors and influences that affected your decisions in the different steps.
Include your journal entries in the appendix of the report.

Please make sure you use headings and subheadings where relevant.
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Please ensure you cover the following:

e The type of decision making (with justification)

e The type of problem recognition (actual state vs. ideal state and selective vs. generic)
and identify what triggered that need.

¢ How did you go about your information search? Was it external or internal? How did
you get your internal information? What were the sources of the external information?
What factors influenced the duration of your information search?

¢ Which brands were in your evoked, inept and inert sets? How did you evaluate
between the alternatives and using which decision rules? What were the evaluative
criteria? Share a table to walk us through how you applied your decision rule.

¢ Which brand did you eventually choose to buy, and why? Where did you buy it from
and what factors from "Buying and Disposing" affected your decision?

¢ What was your post-purchase behaviour? Were you satisfied or not, and why? How
did you dispose, or are you planning to dispose, of the product?

If you do not think there would be a purchase that qualifies as limited problem solving or
extended decision making, you can use a previous purchase that you made, as long as you
remember enough details about your decision-making process.
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Individual Assignment 2 - Learning and Advertising (20%) O

Objective:

The objective of this assignment is to apply your knowledge of classical conditioning and
memory in creating brand communication.

Instructions:

Use your knowledge of Classical Conditioning and create an advertisement idea that applies
classical conditioning, on a product of your choice.

Instructions:

1. Choose any product category.

2. Give a product from this category a new brand name.

3. Create an IDEA for a TV ad that applies Classical Conditioning to associate your new
brand with a CR.

4. Itis NOT MANDATORY to create the actual advertisement, just an ad idea.

Deliverables:

A 3-5 pages report (excluding the cover page), double spaced, font 12, Times New Romans.
Report Format:

l.Introduction: tell us about your product category and your new brand name.
[I.Ad Idea: tell us a summary of your ad idea.
I1l.Analysis: make sure you address the following questions in your analysis:

A. What is the desired association and why is it suitable for your brand?

What is the UCS, UCR, CS and CR

How does the ad execution successfully apply classical conditioning?
How will you encourage the association to stick and avoid extinction?
How will you avoid stimulus generalization or encourage stimulus
discrimination?

mooOw

Please make sure you use headings and subheadings where relevant.



