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Consumer Behaviour Passion Project

Overview: This project gives students a hands-on experience in profiling a target market (type of consumer) so that they could use this knowledge of focus areas and methodologies to analyze and understand any target group in a chosen industry.  Students will work in groups and pick one product (hereto called “product”) that they are passionate about.  Unlike other projects where the topics are largely pre-determined, choosing a topic/product in this way gives the group a chance to do research that is meaningful to them.  If the product is chosen carefully, the interest level should remain high throughout the project.

The project should indicate one target market on which to focus.  The group will determine the consumers’ behaviour in finding, buying, using, and disposing of that product.  Students will collect information on the target market through secondary research to compile a profile that will be presented to the class.  The final outcome will be a complete profile of the target market's behaviour, as well as conclusions and recommendations as to how a business could best market its service or product to this customer.  By the end of all the class presentations, students should have an extensive knowledge of numerous target group segments and how to effectively market different products to them.

Project Evaluation:    		Part I – Proposed Research & Planning Report
		Part II – Final Written Report: 
		Part III – Oral Presentation: 

The project will require careful deduction and documented work to get sufficient detail in order to understand how consumers would be expected to behave in a typical buying situation.

Competency: 80% of final mark achievable on the project will be based on the concepts and content examined in this course
Initiative: 20% will come from additional work and initiative taken in researching and applying other areas discussed in class, text, readings (going beyond the basics).







[bookmark: _GoBack]Part I- Proposed Research & Planning Report
Date Due: Refer to course outline

Section A: Project Marking Schedule (40% of Part 1):
· Names of team members
· Product to be studied
· Target market to be studied
· What will be shown in each of the Concept Areas

This proposal should include a clear identification of the product for this project.  It should also include a well-defined target market and a rationale as to why this target market is appropriate for this product.  It is recommended that the product be one that the students are passionate about.

Study the main nine Concept Areas below (more information on page 4) and explain how your project will address each one of them in such a manner that the professor can assess and grade your work and comprehension in each area.  If you feel that an area on this list simply does not apply to your particular product, you must, as part of the proposal, provide a clear explanation  and request that it be excluded from the marking grid for your project.  Otherwise, any area not addressed will receive a zero and count against the final mark on the project.  It is recommended that at least 7 of the 9 concepts be included (the 7 of 9 rule).

Concept Areas

	Personality
	Perception
	Motivation

	Involvement
	Values
	Self Concepts

	Attitudes
	Decision-making process
	Group Influences




Section B: Sources (30% of Part 1)
List of Consumer Behaviour Information & Data Sources (Minimum of 10)
You will need to seek out information on consumer behaviour and other information on your target market.  Briefly, but specifically, identify your target market (you will provide much more detail on it in the written project).  You will also consider the defined market based on the typical characteristics of consumer behaviour (learning, actions, preferences, etc.) that this target group exhibits.  You are to use sources such as Harvard Business Review, Services Marketing Journal, Psychology Today, Journal of Consumer Research, Journal of Marketing, Journal of Marketing Research, etc.
Additional information may be found on how others are marketing to this group.  Cite specific sources of secondary information relevant to be used your group to explain/ support your recommendations as to how to effectively promote and facilitate the purchase and follow-up (CRM) of your product (good/service) to the chosen target market.
You must provide a list of sources of the various statistical resources and information to be derived from each to determine the demographic profile on your consumer group and market impact.   Focus should be on population size, income, expenditures, changes in demographics, etc. information over past five years.
Sources that are actually used in project will be listed in the final written document.  The work done here will help ascertain where (and whether) there is enough data for you to pursue your product and your chosen target market.  Also, doing this work now will mean that the “sources” portion of the written document is already pretty much complete; although, you will likely find more (or better) sources during the writing of the final document.

Sample format of list (minimum of 10 entries): 

	
	Name of Source
	Document title
	Authors
	Page References
	Publish Date

	1
	
	
	
	
	

	2
	
	
	
	
	

	3
	
	
	
	
	



You will create an executive summary of the key points you have found and expect to glean from each of the above sources.  This may be done in a brief paragraph format for each article or source.  (Maximum of two pages)  

Section D: Project Plan (20% of Part 1):
Prepare a detailed Program Evaluation Review Technique (PERT) chart of the activities/research, etc. that your group intends to do.
		Example:
[image: ]
 
Note: This is only a partial example of a PERT Chart –– yours will depend on the topic/group that you plan on researching and studying.  Please record specific details and actions to be taken for your project. 
[bookmark: _Ref483917546]Section E: Responsibility Areas (10% of Part 1):
Indicate individual responsibility areas/activities.  Note the team member who will be taking lead responsibility for the setup/ collection/analysis of the information obtained and those team members who will be assisting. For example:

	
	Concept Area (Methodology)
	Information data sought
	Key Person
Responsible
	Assisting Person

	1
	Personality
	Lifestyles, traits, psychographics
	
	

	2
	Perception
	Sensory, Thresholds, Semiotics, Changes
	
	

	3
	Motivation
	Needs, Wants, Conflicts
	
	

	4
	Involvement
	Level of involvement in making decision
	
	

	5
	Values
	Types/Importance, Hierarchical Value map
	
	

	6
	Self Concepts
	Self/product Congruence, Image
	
	

	7
	Attitudes
	Type, Forming factors, Commitment, Consistency: Harmony(dissonance)etc., Changing
	
	

	8
	Decision making process
	Process used, Situational factors/Affects
	
	

	9
	Group Influences
	Reference, Family, Social, Culture
	
	



Since your group may not be including all of these 9 concepts, be sure the workload is spread evenly among the remaining concepts (don’t forget the 7 of 9 rule).

These concept areas are not mutually exclusive.  There may be small areas of overlap or redundancy.  That is acceptable.  For example, perhaps the examination of a lifestyle (which is part of Personality) suggests a need or want (which is part of Motivation).  It is fine for these to be presented in both sections.  However, the speculations in both sections must be consistent since both sections are referring to the same target market.
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Activity

Dates

Sept. 18-24

Sept. 25-

Oct 1

Oct 2-8

Oct 9-15

Oct 16-22

Oct 23-29

Oct. 30- 

Nov.5 

Nov 6 -12

Nov. 13-19

Nov 20-26

Nov. 27-

Dec. 3

1. Internet research – consumer group

2. Research – consumer motivation

3. Research- Promotional examples 

4. Interview managers

5.Interview customers

6. Organize report topics

7. Write report


