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Contemporary approaches to business emphasize the importance of adopting a consumer
focus. Marketing, in particular, begins and ends with the consumer — from determining his or her needs
to ensuring post-purchase satisfaction.

The primary goal of this course is to enhance your understanding of consumer behavior. By the end of
the course you will be knowledgeable about consumer psychology and ways of better meeting people’s

T e needs. During this process, you will come to better understand
|yourself as a target of marketing influence. You will also appreciate how an understanding of consumer
psychology can be used to develop powerful marketing techniques and
|tactics. The course also aims to provide an important competitive advantage: an ability to
see how to have an impact on consumers, and hence a talent for making more insightful
business decisions.
Our appreach to this course will be pretty simple. With each topic, you'll have the opportunity to “learn
it" and “apply it". Over the course of the semaster, | expect to accomplish 2
things:
1. Introduce you to current theory and practice in consumer behavior based on state of the art
£o12% |knowledge.
2 ot |2. Develop your abilities to apply consumer behavior concepts to marketing problems.

In order to accomplish these goals, the course format typically involves the following
weekly structure:
1. Lecture: Theory development (Lecture and discussion of key theoretical concepts)

12, Tutoring: Applied insights (In—class exercises, Case analyses, Guest Speakers, Presentations, etc.)
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Consumer Behavior and Marketing Strategy & Cross—Cultural Variations in
Consumer Behavior
1. Lecture
Group Influence on Consumer Behavior
1. Lecture
2. Class Discussion
Perception
1. Lecture
2. Class Discussion
Learning, Memory, and Product Positioning
1. Lectuer
=i 2. Class Discussion
oA = Motivation, Personality, and Emotion
2 1. Lectuer
i 2. Class Discussion

Attitudes and Influencing Attitude

1. Lectuer
2. Class Discussion

Self-Concept and Lifestyle

1. Lectuer
2. Class Discussion

Midterm Examination

Situational Influences

1. Lectuer
2. Class Discussion<br>
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Consumer Decision Process and problem Recognition

1. Lectuer
2. Class Discussion

11

Information Search

1. Lectuer
2. Class Discussion

12

Alternative Evaluation and Selection

1. Lectuer
2. Class Discussion

13

Outlet Selection and Purchase

1. Lectuer
2. Class Discussion

14

Postpurchse Processes, Customer Satisfaction, and Customer Commitment

1. Lectuer
2. Class Discussion

15

Organizational Buyer Behavior

1. Lectuer
2. Class Discussion

16

Final Examination






