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EXPERIENTAL LEARNING PEDAGOGY

3C (Cloning Company Conditions) Project

Sub : Consumer Behaviour 3.4.2 ; Batch: 3" Semester 2018-20
1) THE NEED

The advent of Internet and Apps such as google, Wiki etc. has made knowledge available to all
instantly on our fingertips. Thus the era of education for Knowledge and using it as a differential
is lost now. The students need to be trained in Creative Destruction (Ref Joseph Schumpeter), for
they will be increasingly working in the VUCA environment.

Accordingly discussed with Students and we set a target to take them up the Blooms Taxonomy
Cognitive Domain below from Remember to Apply & Analyse.

Bloom’s Taxonomy - Cognitive Domain

e Design, develop, author,

Justify a stand or decision
eva I u ate appraise, argue, defend, judge, select, support, value, critique, weigh

Draw connections among ideas
differentiate, organize, relate, compare, contrast, distingui
experiment, question, test

analyze

Use information in new situations
solve, use, rpret, operate,

execute,
schedule, sketch
Explain ideas or concepts

classify, describe, discuss, explain, identify, locate, recognize,
report, select, translate

Recall facts and basic concepts
define, duplicate, list, memorize, repeat, state

Vanderbilt University Center for Teaching Adapted from Anderson et al. (2001)

2) THE PREVAILING PRACTICE

Student Involvement in each Class Session was a challenge for they were not challenged to apply
for their own Semester Projects on that subject.

Subject Projects were chosen by students midway through the Semester and wer delinked from
the Class sessions; it was assumed that they would be apply the learned concepts in these Projects.

3) THE INNOVATION
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EXPERIENTIAL LEARNING PEDAGOGY- A CASE STUDY

Course — Consumer Behaviour 3.4.2 (Project)

+ Students asked to select a Company/Brand at the start of the Course.
+ 4 stage submission of assigned tasks, as if they were Brand Managers.

* Project Submissions immediately after completing relevant Topics / Modules.

Choose the Market Size . Choose Ad Choose Ad
company and a Customer Profile .
Brand Key Players Target Segment Brand Personality
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a) Each student had to select a Company / Brand at the beginning of the Semester and he was
deemed as the Brand Champion for that Brand.

b) To enable understanding across various Product Categories (FMCG, Consumer Durables,
Industrial / Services), the class was grouped in teams of Three each. Each Team member had
to choose one Brand each from these three categories, without overlap. The objective here
was “Standalone Teamwork”, for each student had to work on his chosen Brand
independently, but had the support from team members if needed.

c) Astudent briefing was done at the beginning of the Semester as per below :

R WINSTITUTE OF MANAGEMENT, BANGALDRE
IR0 SEMIESTER 201E-20 BATOH

SUE : DONSUMER BEHAVIOUR 3.4.2 — PROBECT

MY BRAND

Dbjective

T enabde students relabe the Consurmesr Behasiour thesony to the practical world, so that they
can progress from oeTent Remember to higheer levelks of Uaderstand and Apply in the Bloam's
Tirmnn oy ~héerarchy of Inoming.

How

1. Select a Brand {not company) as “My Brand®. You choose a Brand from one among
thred categarkes beloe:
a FMLCG
b Conssmer Duss ble
. Industrial or Service
1 Ateam of 3 students to be formed, such that all three Brand categorks abose ane
oo
3. Woal must own your “Wy Brand” and take actiors during the Semester a5 pesr bl o
d.  Imdustry Wiite up @ Sty thie Industry of "My Brand”, s market size and
eoonomic fenvironmendal fackors affect g thi indussiry
b Hrand Share | Positioning : Understand “My Brand® positionsng and it's
estimated osrent market share
¢ fdaly Conturmet Saharviar|CBS CONDEDTE @ Appdy This varous CH Conoapls taaght i
s b ey Bt
d  Ervircemantal Fauore Mosinoe the Em rommanal factors [Political, BEooimci c, Sodio-
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i D i Gl s
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d.  Clads participation by &pking Coade s tmught in o v "My Brand®
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in ks for "My Brand™ in che coisat of Erssronsstital factoes. Specifc guishelinics of
BEguireTiears wil B circedoded for eook of M SuBmEsioes
c Cate Studs Prasestation in dats (Opticeal; o Bt divedopid by you on Ty Srand™
i Faodty guidance]. Bonus points for such vl alfors
d  Propo Sultmissions § Class Presantations at tha and of Sesasier
bAarks Wiaghiage © 20 out of 30 inmamal marks.
Thiks is compubaory Tor all sEudamts | iF wou hawe not dhasan "Ry Braed™ | Groas aind ieloemiesd
thie Faculy, you will lose &l 10 eternal ks,
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d) The Project submissions were staged through the Semester and were given immediately after
completion of relevant module. The various submissions for the Semester were as below :

Submission 1 - Market Size & key players & Customer Profile

Estimated market size of the “my Brand” segment in India, estimated market share of “My Brand” and
other key competing Brands (name at least 3) — Max 300 words

Describe a typical Customer Profile of “My Brand” — Max 150 words

(FYI, Customer Profile is a description of a customer or set of customers that includes demographic,
geographic, and psychographic characteristics, as well as buying patterns, creditworthiness, and
purchase history).

Estimated market size of the “my Brand” segment in India, estimated market share of “My Brand” and
other key competing Brands (name at least 3) — Max 300 words
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Submission 2 — Target Segment and Brand Personality for a Print Ad

Select One Print Ad for “My chosen Brand” which came out in 2019

Target Segment

Analyse the Ad and identify which target segment that it is addressing. You need to explain the Target
Segment by their Demographics & Psychographics (Max 300 words)

Brand Personality

Analyse the Ad and explain the Brand Personality that the Ad is attempting to project (150 words)

e) Some other key highlights :

e  Think & Breathe your Brand : The students were forced to think and breathe about their
chosen Brand through following questions in class :

»  Application: Students were randomly chosen and asked to explain how the new
concept is applicable for their Brand.

»  Market Awareness : Students were randomly asked about current affairs and events
which affect their Brands

e  Think Company: The students were forced to visualise a typical company environment
and how their CEQO/ Marketing Manager will ask for specific problems to address and
tasks to be completed.

e  Presentation: Students were randomly chosen in the class and had to make a
presentation on their Submissions. This forced students to apply their minds properly for
all Submission. Evaluation was done by Faculty, as well as other students in the class.

e  Optional Case Study: Students were given the option of developing a Case Study under
Faculty guidance. The choice of Company / Brands were mainly companies where
students were placed. By doing so, students got to know their companies which they were
to join better. And for other students, their general awareness of these companies
improved. To encourage case Studies, Bonus marks were given for Internal Assessment.

e) Assessment criteria were as below:
R V INSTITUTE OF MANAGEMENT, BANGALORE
3RD SEMESTER 2018-20 BATCH
SUB : CONSUMER BEHAVIOUR
PROJECT MY BRAND - EVALUATION CRITERIA
Item Item Max Marks Basis
.. DiSCip“ ne 5 Submission as per deadline
Submission 1
Content 10 Evaluated by Faculty
Submission 2 DISEIp|I ne 5 Submission as per deadline
Content 10 Evaluated by Faculty
Submission 3 DISEIp|I ne 5 Submission as per deadline
Content 10 Evaluated by Faculty
Submission 4 Discipline 5 Submission as per deadline
Content 10 Evaluated by Faculty
Submission 5 Discipline 5 Submission as per deadline
Content 10 Evaluated by Faculty
Discipline 5 Presented when called
Class Presentations Class 10 Evaluated by Class
FEICL.I”I‘,I' 10 Evaluated by Faculty
TOTAL 100
Late Penalty -10 Not registering My Brand Project on time
Case Study Bonus 20 Case study to be pluresevte_d & dlscussled in
class. Faculty will assist in preparation

4) THE IMPACT

The students were initially hesitant and not participative. But by end of the Semester, they were
comfortable, highly involved and gained in confidence.



