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Date:
February 15, 2009

To:
Graduate Education Council

From:
Helene S. Fine


Program: MBA


Department: Management

Re: 
New Course Proposal 

Attached, please find a proposal for a new course MGMT 545 Consumer and Buyer Behavior 

I understand that I will be notified of the meeting when this proposal will be reviewed and that I or a knowledgeable program representative should attend the meeting to answer questions.

Thank you. 











 Tracking #  



(for internal use only)

Bridgewater State College Governance

New Graduate Course Proposal Form
Please read the complete instructions http://www.bridgew.edu/GEC/instructions.cfm for important details on making a proposal.
General Information


Course Prefix & Number:

Course Title:

Department:


Program:


Credit Hours:

Estimated Enrollment:


Expected Implementation Date:   X
Fall 
    Spring    
   Summer

Has the proposed course run as a Special Topics or an Experimental course?  ___ Y  _X_ N

Course Repeat Policy:


  This course is repeatable up to ______ times






  This course is repeatable up to ______ credits








X  This course is not repeatable 

Course Level:




Undergraduate/Graduate (400 level courses only)






X
Graduate

Course Type:



X
Lecture


Laboratory

√ Please check one 



Internship


Practicum

  





Direct Study


Studio

    





Seminar


Other

Course Serves As:



A free elective

√ Please check all  


X
A program requirement
   that apply & specify



A concentration requirement 
   if necessary




A cognate requirement






Other:
Grade Mode:



X  Standard






  Pass(P)/No Pass(N)






  Satisfactory(S)/Unsatisfactory(U)
Course Prerequisites - Please specify any course prerequisites for the new course, specifying prerequisite course prefixes, numbers, and titles.  Also, please note if written consent and/or matriculation in a program is required.  If none is required, state “none.”

ACFI505 (Accounting & Finance for Managers) and undergraduate courses in marketing, organizational behavior and statistics.  ACFI505 will be waived for students with undergraduate courses in accounting & finance.
Course Description – Please describe the course exactly as it will appear in the college catalog.  Please check for complete sentences and grammatical errors as this description will appear in print exactly as it appears below.
This course uses concepts from the behavioral sciences for identifying market segments, predicting customer response to alternative marketing strategies, developing marketing strategies for specific consumer markets, and modeling consumer decision making.


Theories and applied research from marketing and the social sciences are considered to enable marketers to better understand customers and meet their needs.  Key course concepts include decision process of buyers, factors affecting purchasing decisions, and customer satisfaction. Implications for marketing strategies (e.g., market segmentation, product design, and promotion) are examined.

Impact on Other Programs - If the proposed new course will affect other courses or programs, please specify what will be affected and please signify that approval has been granted by all affected parties.  If none are affected, state “none.”

None

Course Rationale – Please describe the justification for this new course.  For example justification might include: licensure prerequisite, accreditation, department or program curriculum revisions. 

Required for MBA degree.

Course Syllabus  – Please attach and send with this completed form the proposed syllabus for this new course.  Please be sure to specify what topics will be covered, how student learning will be assessed, and what course outcomes you expect.

Note:  
· Do not reuse course numbers.  (Further information is available from the Associate Registrar.)  For general information, please see Graduate Education Council guideline web page.  (www.bridgew.edu/GEC/guidelines.cfm)
All proposals must be approved by the graduate program coordinator and academic department chair.
I certify that my department has approved this new course (type appropriate names in spaces below):

Graduate Coordinator:        ____Helene S. Fine_______________________________ 

Department Chairperson:   _____Robert Wolk________________________________

All programs from the departments of the School of Education and Allied Studies which lead to Massachusetts Department of Education Educator License should be reviewed by the School of Education and Allied Studies Leadership team prior to submission to the GEC.



SEAS Approval:  
          Yes 

No

BRIDGEWATER STATE COLLEGE

CONSUMER AND BUYER BEHAVIOR – MGMT 545-001

Section


Room


Days


Time

MGMT 545 - 001







6:00-8:40 PM

INSTRUCTOR:







E-MAIL:    xxx@bridgew.edu 

OFFICE:








PHONE:     508-531-

OFFICE HOURS:


REQUIRED TEXT: Hawkins, Del I., Roger J. Best, and Kenneth A. Coney, Consumer 

Behavior: Building Marketing Strategy, Eighth Edition. Irwin/McGraw-Hill, Boston, MA.
COURSE DESCRIPTION

This course uses concepts from the behavioral sciences for identifying market segments, predicting customer response to alternative marketing strategies, developing marketing strategies for specific consumer markets, and modeling consumer decision making.


Theories and applied research from marketing and the social sciences are considered to enable marketers to better understand customers and meet their needs.  Key course concepts include decision process of buyers, factors affecting purchasing decisions, and customer satisfaction. Implications for marketing strategies (e.g., market segmentation, product design, and promotion) are examined.

OBJECTIVES:

1. Explain the consumer decision process

2. Identify the factors influencing buyer behavior

3. Understand buyer attitudes behavior

4. Create awareness of theories and current research in consumer and buyer behavior

OUTCOMES:

1. Proficiency/understanding of course concepts will be measured through in-class assignments, written case analysis, contribution to class discussions and one examination.

2. Students will conduct research in an area of consumer behavior and present their findings.

METHOD OF INSTRUCTION: 

This course is intended to provide practical application of consumer and behavior concepts. Classes will be a mix of lecture, discussion, individual and group exercises, and research and presentations.

EVALUATION: The final course grade will be based on the following percentages:


Participation/Attendance/Team Exercises/Papers

40



Final







30


Team Research 





30

CLASS SCHEDULE

	Week
	Course Topic
	Required Reading

	1
	Course Introduction; “Buyology” Video; Group Selection 
	

	2
	Cross-cultural variations in values and behavior; Changing American values
	Chapters 1-3

	3
	Social stratification; American subcultures
	4-5

	4
	Consumer Research Methods; Consumer Decision Process: Problem Recognition
	Appendix A, 14

	5
	Consumer Decision Process: Information Search
	15

	6
	Consumer Decision Process: Alternative Evaluation and Selection
	16

	7
	Consumer Decision Process: Outlet Selection and Purchase, Post-purchase processes
	17-18

	8
	Household decision making; Group influences on decision making
	6-7

	9
	Perception
	8

	10
	Learning, Memory, Product Positioning
	9

	11
	Motivation, Personality, and Emotion; Attitudes and Attitude Change
	10-11

	12
	Self-Concept and Lifestyle; Situational Influences
	12-13

	13
	Presentations
	

	14
	Final Exam
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