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BA 2190 - CONSUMER BEHAVIOR
Basic Canadian Marketing Cases, Gordon H.G, McDcugall, Charies
B. Wainberg, McGraw Hill Ryerson Lid,, 1982,
BA 1090
The soclution to marketing problems rests In sound analysis of
consumer behavior. Using the cass method, students will find a
practical outlet for quantitative and qualitative consumer analysis
todls. Cases will explore both goods and services marketing in
industrial and consumer environments,
1) To learn and apply consumer behavior analytical modets.
2)  To soive real marketing problems.

3 Ta improve business wrting skills.

Hand in Cases (3 x 15) 45%
Midterm Case 20%
Final Presentation {Group) 20
Class Contribution 8%

100%

1) Final Case wil take the form of an oral presentation and a
written hand-in 1o be done in groups of approximately 5
individuais. It will be presented during the last two dass
periods. It may be an analysis of consumer behavior relative
10 major project in BA 2090 Marketing Strategy. Altemately,
groups may elect 1o formally present a case.

2} A major project of individual research valued at 30% may be
substituted for two cases after consultation with instructor,

3]  Late cases will not be graded under any circumstances.
There will be no exception to this rule. Cases are late as of
the beginning of the dlass in which they are discussed.
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Ba 2190 - Consumer Behavior

4)

=}

The case method requires aach student's active participation
in the form of

) response to Instructor's questons

i)  voluntary input

iy imeraction with other students

) other - newspaper dippings, anecdotes, feedback to
instructor etc.

Each student’s contribution will be assessed for each class,
Attendance is necessary but not sufficient for contribution,
Those handing in a case during that class session are
expected to contribute more.

The case method DOES NOT WORK uniess students are
prepared. See ted pp xv - xvill,

The course will be struciured as follows:
Tuesdays: lecture/toolsfissues /hints

Thursdays: case discussion and wiitten hand-ins for some
students. Marked cases will be retumed by the
next Tuesday.

The purpose of this structure & 1o mprove quality of hand-ins.
Swdents in the past have experenced frustration in not
"getting” the case. Please understand that the process of
analysis is far more impodtant than the outcomea.

It may be possible to economize by sharing a textbook with
a trusted fellow student.



BA 2180 - Consumer Bahavior
COURSE
CONTENT;
Week Ending Tuesday
Sept. 1 Introguction/Case Method
Sept. 18 #3 Windsor Golf
{sample cass)
Sept, 25 #8 Coors (in class project)
Oct 1. Lecturs
Oct 8 Lecture
Qct. 15 Lescture
Oct, 22 Lectyre
Ot 29 Lecture
MNov. 5 Lacture
MNov. 12 Midterm Exam
MNov. 18 Debrief Mid
Moy, 26 Flirm
Dec. 3 Computron
Dac. 10 Oral Final

Thursday
BA 1090 Review

#11 Port-A-Pad
(sample case)

#7 Cdn. House
hold Prods

#1 BC Packers
Dominion Motors
#21 Boot Dryer
#10 Nabob Summit
Cinema 5

#30 Vancouver Public
Aguarium

FRemembrance Day
V.O.A

#27 Evergreen Paper Co,
Frank Homer

Oral Final
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BA 2150 - Consumer Behavior

Please indicate your preference in package by signing below and advising me,  First
come first served.

Package 1 Package 2

Cdn. Household BC Packers

Boot Dryer Nabob Summit

Evergreen Frank Hormer

Package 3 Package 4

Dominion Motors Boot Dryer

Cinema 5 Vancouver Public Aquarium
Computron Frank Homer

N.B. Approximately 3.5 weeks apan
Progressively more demanding cases in each package.
Modure of  esmall, large companies
#SENICES, products
«Canadian, foreign



CONSUNER BEHAYIOUR : CASE MARKING SCHEME

Cages 1in Ba 215, Consumer Behaviour, mre the principle
learning and tésting mechanism. It is important that students have
& good appreciation of what ia required.

The first thing that I lock at is length-5 to & (double
apsced)! pagea Bre strongly recommended slthough there mey be ceses
in which more or less may be justified. The logic here is that the
level of analysis required cennot be done in less than five pages.

The next thing I look at is structure. 1 won't accept
unatrudtured reports sny more then your boses of the future will.
By structure I mean & series of logical titles end pub-titleam.

Thereaiter, I read the cese vith the main idea of ascertaining
WHO BUYS AND WHY: eeemingly simple, this is the crux of the mstter
and I suggeat that you write your papers vith thig foremoat in Y our
mind. More epecifiically. marks ere allocated as follows:

Structure & English 3

COHMSUMER BEHAVIOUR
- @egmentetion and
positianing 2
suge of analytic toole 4 irefer handout re:l1@89 Review)
suse of case delwe 4 {useful insights derived-repesting
2

facte of cese has no value?
Alternatives and Recs

TOTAL 13

FOUR FINAL HINTS:

i1lAssume the role of peid consultant/merketing enalyst eddresging
yourself to an interested perty identified in the case. FIX THAT
JPERSON'S PROBLEMIRINIILL

Z)Supported etatements alvays carry welight. Data supported
etetements Carry more. Analyzed data esupported statemente carry
moat,

31Questions are designed to focus your sttention. Ignore them st
Your peril but gimply anavering them alone will not yield good
results.

4)The name of the course ia Consumer Behaviour snd Lhat'a where the
geld is buried. .



BA 189 REVIEW (for BA 219)

Product Concept : sell vhat ve've got
Harketing Concept : .get wvhat we can sell
-8atigly customers et & profit.

Def'n: Harketing

.Flanning and executing the conception, pricing , promotionm asnd
distribution of idess. goode snd gervices that astialy conaumer
objectivesd.

. Demand Menegement.

«Attention %o services produced by the product rather than the
product,
Harketing Mix: 4 F's and C

Market: set of all present and potential buyers for s product or
gervice.

Froduct: “"bundle of satigfactiona. "

Innovation Strategiea:

11 Present Frods Kex FProdse.
Eremgent Merketa Penetration Product Development
Hevw Markets Market Dev*t Diversification

2¥InnovatersImitator

Segmenter (satiely one glice very well) ve. Combiner taatiefy more
then one elice pretiy welld) HB. Combine BEegmeénts not products

Marketing Warfare:leader, challenger, follower, nicher

defense, offenme, flanker, guerrillas.
see attached- HB. Moat casee will use this analysia.

Demographice- necessery but not sufficient.
Feychogrephics - not required.

PRODUCT LIFE CYCLE- VITAL- USE ITI!i-gee attached.
CONSUNER BEWAVIOUR

1}Economic Needs (man as utility maximizer!)
« Boonomy of purchape/uvae

«Sonvenienoe

efficiency in operaticn/use
.dependability in use

-improvement of earninge

.reliability of gervice

durability

 #nhancement of productivity.



2iMaalov’e Hierarchy of Needs: re: bundle aof gatisfaction.
Phyaiclogical {aurvive!, Physical Safety/Emotional Security tover

timel}, Socisl {(fitting in), Ego/Self Estsenm teticking out) and
Self Actualiration (growth and creativity,’

d'Perceptlona: In the battle for the mind, confusion ig the enoay |
-8elective exposure-vhat interesta us
. " percepllon-gcreen out irrelevancies

. " retention-don't remember-vhy ada are repeated

liinterest level vital-are they Lin the market? AIDA
LilAdoption curve
iii)Perceptions from customers point of viev-vhat are their
problems, info needs and cholce criteria?

4)Learning-vhere on sdaoption curve-4iff, mrasage to diff. level of
learning.

«impact of trial

-degree of brand uvarenese (rejection, ignorsnce, indifference
avarendas, ilnterest; preference, ingletence.

» 2ducetion requires deep pockets,

Siattitudeg-vord of mouth
=intention to buy

= *+*y OF neutral leeds to very diff, strategies.
-"0Go with what's there and abape it."

E}Perscnality- Activities, Intereata, and Opiniona (AIQ)
- Feychagrephics

7 Family: who decidea?
Consumer, Customer, Influencer, Decigion Maker, Agent,
Finencier, Initiator,
Steges in consumpticn patterna=- link to demographics.

8)5o0ciel Cless = f(educstion, cccupation, plece of residence, and
Bource of income! mnobl income.

Class i » stete of mind not & state of bank book 1e. two conaumers

¥ith the same # of & vill conBume profoundly differently.

Targeted class impacts each part of wix as & package.

Where is your TV and do you pay off your credit cerd?

Fegurdlems of class 20% are price mipimizers (the chespest )
6BX ere value maximizera
& 20X are quality maximizers (the beat)

91Reference Groupe-for viamibly conaumed products and mervices.
-impact of othersa- inner va. other directed
-which peers?
-endoraementa and wvord of mouth
—innovetors/opinion lesdera and early sdopiere critical.

12iCulture and Sub culturs- nichesanahip



l1i'Problem Solving Congumer

Avarepess, Information Gathering, Evaluation of Alternativea,
Decision, Evalustion of Decimion {Foet purchase reinforcement )

HOW FAST?

Conaumer : Extensive, Limited and Routine
Industrial : Hev Task, Nodified Rebuy, Straight Rebuy

el T T (I —— --.-.—..__-_..,__.___-___._.‘_'-_.____-_r_.___‘__,_____'____‘__._

Segmentatian- Required in every case

« homogengeoua within

- heterogenous among

- uSenble, accemsible end big enough to he profiteble.
YOUR PERCEPTION OF MARKET.

Fositioning - Required in most cases

location in the wmind

. nicheg in the mind

-unique selling propoaition

«who the real competition ig.

THEIR PERCEPTION OF YOU AND OF COMPETITION.

N.B. Herketing werfare position is a different concept to this zn
that it lcoks at competitive roles within a market.

Froduct - Product Life Cycle (for induatry?
- Goode Clesss - Convenience (impulse, 8taple, emergency’
- Shopping (Heterc, Homo)
- Specialty
= Unmeought (Mew and Regularly)

Flace = Channel of Distribution- draw a mapt
-Intensity “intensive, selective, excluslve.
-¥Yerticel Integretion- Fwd- cloger to customer
= backwd - closer to raw materiel
-Channel Capteincy - who calla the BhoLs
-Co-operetion Opportunities - partnerships
« push to channel, pull to consumers
»care ond feeding of middlemen is VITAL.
.direct va. indirect,

Promotion = Blend of MHass Advertising. Feraonal Selling,
Fublicity, snd Selea Promotion.

«+ T (PLC., s, competition, adoption curve, target <channel or
conaunergr, product clase)d

Can’t Judge a piece of communication without knowving Target Market
(TH} and ocbjectivea. AIDA

Ad types- Fioneer, Competitive (Direct and Indirect), Comperative,
end Reminder.




Price-conaumer orliented
~profit oriented
~ooEt oriented
~campetitlion oriented.
The lazy way to market share i@ the -yt price.

I N SO S i M N G e B S N B e e s o et Sl "l o i, v

Break even analysis B/E = Fixed Costs divided by

Contribution Hargin
An excellent reality testliigitiportl

It ia my aasumption that theee terma and tools are meaningful to
you and that they be USED frequently and vhers appropriate.



DYNAMIC COMPETITIVE SIRATEGY & THE MARKET LIFE CYCLE
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MARKETING WARFARE STRATEGIES
DEFEMSIVE: LEADER

-only leader plays defenae

. begt defense i® & good offense. therefore, be Bgugresslve againgst
nibblera

- block strong competitive moves quickly and overvhelming (no more
Hr. Hiawe Guy!}d

OFFENSIVE: CHALLEMGER

+main consideration ie the strength of the leader

«sttack veakneases of leader (vhere vulnersble!

-sttack on & nerrov Iront {(vhere you are strong)
TEqUAreS enormous and suatained effort- no half messures

FLANKING: FOLLOWER

smove 1nto uncontested areas

-tactical surprise-no testing or telegraphing

-pursuit 18 aa critical as the attack itseli-keep pushing
Trap-don’t emulate leader if succeseful ie. no long thin linea;
continue o concentrate forces 1n overpowering maea.

GUERRILLA: NICHER

«+find niche emall enough to defend {(take crumbs too emall for

cthera to cere about)

-be resdy to "bug out® Bt a moments notice to conmerve forces to
fight ageln.

-94% of merket fightere ocught to be guerrillas.

5 QUESTIOCHS

1)Whet position do we own in the mind? Vis resesrch,.

Z2)%hat positlon do we want?

J1Whom must we outgun? What strengths and veaknesses? Who leada?
41Dv we heve encugh emmunition and WILL? (to get mind share)
StCen ve stick 1t out for the long term?

AXIONS

Start vith vhat's in the mind.

Froduct ladders-leader gete twice business as Znd who geta tvice
3 rde. Only 7 brande in a HIGH interest ares.

Cherchez les creneux- available *holes* in the mind.



ANALYEIS

Definition: To Analyze: to take to pieces. to retalve into elements. to
examing <ritically part by part

in other words, analysis sheds 1ight on and makes mearingful raw data,
Qualitative or quantitative raw data is mere description and as such, is
worthiess in terms of marks,

The following activities are a partial listing of analytical activities:

- compare and contrast {absolute and retatfve)

- comments. observations and insights

- Judgements, conclusions and implications

= assessment of value, appropriateness

- cause/effect relations, separation of symptoms and problem
- patterms, trends, generalizations

- central tendencies

- uwse of theary or mode! to explain data

. HtCi
Example a) Description: Perton Mark
Fred as :
Joe a0
Susan 50
Max 45
{agmar a0
bl Analysis
= central tendencies - mean, median, mode, standard, deviation,
skew, graph
- ¥of falls, % fails
- ¥ oF ageellents, % excellent
= males 4o better than females
- those with names with last letter before “f" do batrer
- eyen increments of 0/5
- etc.
SUfmAry a

Analysis is the massaging of data with the objective of making the data
meaningful ané usefyl. Computers generate data, managers analyze 1t {or,
at least, instruct the computer to analyze it.)] It is impossible to make
good decisions based on description; amalysts 15 mandatory.



AEE IGNMENTS :

PUNCTUAL I TY/
ATTENDANCE :

TESTS: Gnly those students who tontacl me
before a test will be Permitred to
write a supplemental,

i Barrling legitimately excaptional
circumstances assignments are dye by 3:00
p.m. &n the due date (of in ciass for
evening coursze). Late assignmeants will pe
doched 10% per school day late. Plsase ante
that assignments are late as of 3:45 p.m.

2, Preferably assignments  wil| be types,
However, 24 long as they are lsgible they
wit| be accepted in handwritten form.
Illegltle papers wil| ue returnad unmarked

3. At The College level, You @are expected g

submi t Assignmenls  whieh dre properly
edited, frae of spelling and grammatica|
errgrs, Assignments with excessive errars
may be returned unmarked.

4, Students are @ncouraged rtg discuss cases
among themselves, However, unlezs the Case
ls specitically designed as a group paper,
wrlteaups are done independent |y, Plagiarism

will be treated in tne Marshest possible

1égrms.,
Classes will Start on time and reviews of
material alrsady coverad will not be provided *nor
late students. Wnile students are expectes to
attend class regularly, attesadance wili not be
taken. Fajiilure to0 atrend regulariy will impact
the class contridbution portion of the linal grade
and will influence my willingness 1o provida
remedial assistance. In ather words, don't ask

me te help It | haven t sman ¥ou in class for six
weeks (barring lagitimate Feasens, of course}.



WRITING STYLE: HINTS POR_STUDENTS

Students have, quite legitimately, complained that my expectations
pertaining to written submissions have been Vvague and/or
unrealistic. To address this, please note the following:

1. Colloguialisms - use 1= discouraged but ir appropriate,
should be in quotes eg. "max ocut"”,
2. Spelling - buy and use a dictionary. In particular,

please take note of errors identified and
learn from them.

X crammar - at the College level, it i{s presumed that errors of
grammar should be rare. In particular, pleass
watch noun/verb agreament.

1. Possesgives -~ a small but telllng difference in English

gquality, eg. the gompany's assets not
companies aszets.

5- Becurring Errors -

Sorrect Inﬁ@.fmﬂ
develop develope

definita definate
rationale rational
a lak alokt

6. Singular/Plural - The following are often confused by
business studants.

Singulax Pluxal
datum data
criterion criteria
appendix appendices

redium media




Ahructure - Structure is key for 2 reagsons:
i) eorganized writer's thinking and
analysis

il eases reader's tasks

By structure, I mean a systematic and logical series of
titles, subtitles and numbering scheme.

for example:
A.  INTRODUCTION
B,  ANALYSIS

11 Current Situation

1) Sales
ii} Compatiticon

a) Domestic

The Importance of structure cannot be over emphasized.

Failing to do so greates problems, it does not solve them and
no manager I know of would accept a document of more than one
page without coherent structure.

EIBALLY: purpose or objective statements are inpvaluable
tools and deserve fragquent usae.

@J. "Our purpose in examining competitive pressures is
to highlight their growing intensity ...."

eg. "The objective of minimizing risk by ....%

Data = Charts and lengthy calculatien should be in

appendices. A suggested format for dealing with
charts is:

ag. TITLE: Question 10
Raw # -é- _f_ -gﬁ _g_ _E- 1&%&1
5 28.6 1%.0 23.8 8.5 12.0 85.9
Mean (weighted): 2.71
Conclusions: i} wWide spread =zuggests ,.....

Also, histograms (bar charts) are useful visual tools, but
should not replace sound analysis.



Sundry

Street lanquage is never acceptable
€J. sort of, Kinda, try and do something

Point form is acceptable as long as it doesn‘t approach
"punchinass:

eg. Advantage
= cheap

Bullet format (such as sundry saction) is another
valuable structure tool,

Unless warranted MUSH words (such as may, perhaps, could,
might, etc.) are not acceptable.

HOFPE TEIS HELPE, (ALOT).




CASE METHOD

This course used the case method ag the Primacy learning tescin
vanxcle. It 13, therefore, c¢rucial thar students be conversant Elth
my expectations.

Al FOBRMAT
The follewing major headings should be used:

PROBLEM: -concise
*in the form of a question
ropen ended so0 as to not eliminate alternatives

EXECUTIVE SUMMARY short paragraph which Summarizes recommendations
provides a "sneak preview” of direction and bias

ALTERNATIVES numbered and stated concisely

ANALYSIS
al Consumer behaviour
b} CQurrent Mix = Product
= Price
- Promotion
- Place

N.B. appropriateness MUST be assessed

¢] Other - financial, preferences of management, anything else
which helps in analysis of alternatives, etc,

d} Alternatives - advantages disadvantages plus explanatory
notes.

€} Summary = not always reguired if one alterpative is clearly
superior,

RECOMMENDATIONS - numbered and action oriented
MUST "solve® problem

B} EREQUIREMENTS
Written case analyses should:
al ©De typed and double-spaced on one side of unlined 8 1/2 x
11% paper, or be handwritten legibly. Illegible papers will
be returned ungraded.
bY show pages numbered consecutively

¢] have pagez held Enguther in a booklet or stapled together in
the upper left hand corner

d} be free of errors in grammar, spelling and punctuation.



REQUIREMENTS (continued)

C}

e} be written clearly and succineely, Brevity is Strenuausly
encouraged hur not at vhe expenae of sound and complets
analysis

£ fully document in footnotes, all sources which are guoted or
referred tn

g} employ accepted form for any footnotes, charts, tables or
biblicgraphy

h!  present lengthy calculations, in appendices rather than in
the body of the report.

1) have a title page

i} be clearly and logically organized around headings, eg.,
PROBLEM, Market, i) Consumer

k} have a table of contents

1} be submitted on time, Only extremely gxceptional circume-
stances will justify a late caga,

SUGGESTIONS

a} absorb and think about the Case over a period of time:; avoid
starting "cold” shortly before the due date

b} remember that YOU are not required to agree with che opinions
expressed by Individuals in the case

¢} Dbe sure that your case rests on a clogse analysis of the
market

d} bring to bear other material from the course where it is
relevant and vaeful. Use of rerms and analytical techniques
are strongly encouraged

e} feel free to discuss the case with others in the claszs

£) consult other sources such as businessmen and trade litera~

ture if you wish, but it is not expected of you



SUGGESTIONS (continued)

g} Euantifx vherevas possible

h}

i)

1

)

1}

m)

n)

al

=¥

wvhere it 1s necessary t9 make certain ASSUmPLiong in order rg
proceed with your analysis, identify them as such and show
why they are reascnable

cemember that since there ig ne single "right" answer to a
Case, You are merely expected to show what course of acktion,
all things considered, would APPeAr to be the begt-~angd why

remember that calling for mora information is NSually a ploy
Lo postpene harzd thought. Therefore bafore making such a
recommendation verify that you have "sgueezed® the informa-
tion at hand, and be sure that the company can afford to
wait for the time that j¢ would take to obtain it; then
Specify in detail what information should be obtained

design vour report for a busy, perceptive, demanding and
acticn-oriented company management

assume that the reader of vour report is fully familiar with
the Facts as they are presented iﬁ the casg

get briskly to the point by avoiding windy preliminaries

write economically by eliminating verbiage, duplication, and
baroque sentances 1

be sure that ysu have dealt with all of the major reasonable
alternatives to the course of action you recommend

ilf you can't write correce English, enlist a knowledgeable
and punctilicus person to purge vour report of errors in
Spelling, grammar and Punctuation



Plagiarism is the taking of ideas and sxace worde of another ang the
effaring of them as one's own. Plagiarisp tpecifically COnsists ot
Copying verbatim from a book, magazine, oLy using someons élse's
ideas (theory, interpretation, etc.); handing in a Paper written by
someone else.

Plagiarism is a deceitful practice which ig unbecoming of any profes-
sional business person. And it is par to be tolerated.

The Department of Administrative Studies 18 concerned abogt Plagiar-
ism within our Program. As instructors We ehcourage students rg use
resources whether Primary or secondary to dupport or refute positions
they may take. If resources are used, if ideas are borrowed, if
someone's exact words are used, the students should document their
sources,

If an instructor SUgpects a student of Plagiarism, he or she may:

1) wish to discusss the situation with the student
2} try ko find the original source

If an instructor ACCUsSes a student of Plagiacism, he or she may
assign:

1} a "0" for the assignment
2} a "§" for the coursze

If a student accused of Plagiarism wishes to Contest the charge he/
she should

1) discuss the problen with the instructor
2} discuss the situation With the Chairman of the department
3] =appeal to the Executive Committee of Academic Council



