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This course studies consumer behavior from a marketing perspective. You will
become familiar with consumer behavior models of decision-making, taking a closer
=9e look at how consumers process information, develop preferences and make choices.
In particular, you will explore how perceptions, learning, memory, personality,
and attitudes influence consumer behavior. We will also study how different
marketing tactics are used by business/organizations to influence consumers.

1. Investigate theories and research on how consumers make decisions, process information, develop
preferences and make choices.

2. Explore how marketing tactics are used to influence consumer behavior and used for marketing
A S TT management decisions
= /-

3. Learn to apply tools used by businesses/organizations to understand consumer behavior in different
cultural contexts.

4. Apply consumer behavior research findings when designing and evaluating marketing strategies.

5. An enhanced ability to work effectively in a team, as the case would be in a real job situation.
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1 Course overview Introduction and Course Overview, Text Chapter 1
> Marketing and consumer The Link between consumer behavior and marketing, Text
behavior Chapters 2&amp;3
3 Consumer perception, Text Chapter 4
4 Consumer learning, Text Chapter 5
5 Information Processing, Text Chapter 6
-— Mid-term exam &amp; Motivation and Emotion, Text
6 [Mid-term exam Chapter 7
7 Consumer attitude formation and change, Text Chapter 8
8 Consumer decision making, Text Chapter 9
9 Product evaluation and choice, Text Chapter 10
10 Behavioral decision theory, Text Chapter 11
11 Self-concept and Personality, Text Chapter 12
12 Social and cultural influence, Text Chapter 13&amp; 14
13 |Oral presentation Final project presentations
14 |Review Review for class materials
15 [Final exam Final exam
16
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Demonstrate a high proficiency of
. NRE = critical thinking through oral 1-14 XI1=% v A
presentation and writing
Understand the importance of
£lo A3 effective team functioning and N s o=
593 22 identify potential threats &amp; 3-14 RN
Opportunities to teamwork
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Appraise the applicability of
consumer behavior theories to 1-15 AR ZHO
interpreting why consumer behave as s
they do
Demonstrate the power of presenting
AEHAE the required case analysis and team |3-14 o=

project by using ppt and word file

Observe academic honesty policies
(including plagiarism) and ethica 3-15 Bl 24
conduct is expected at all times




