Course Format

Colleage of Management ,National Sun Yat-sen University

	Chinese Course Title
	消費者行為 
	Course Number
	B4013003

	English Course Title
	COMSUMER BEHAVIOR 

	Class Format
	Lecture
	Requirement
	Required
	Department
	B. M.

	Instructor
	Albert Wenben Lai
	Credit
	3 credits

	Course Objective

	After completing this course, the students will have solid grasps on the theoretical foundations, which are based on the behavioral sciences, for marketing planning variables, such as product design, retailing setting, advertising and promotion, and pricing calculation. 

	Course Outline

	Observing, interpreting, and predicting consumers’ product purchasing and using behaviors are fundamentals for strategic planning of marketing.  The major factors influencing consumer behaviors include: psychological disposition, level of involvement, social interaction, traditional culture, and specific situations.  Consumer behaviors refer to people’s demanding for, choosing, purchasing, using, collecting, and final disposing of products in order to satisfy their living needs.  The process of consumer behavior is complex, yet interesting, phenomenon.  Exploring the decision making process, the cognitive world, the symbolic meanings in the society, and consumption system of individual and groups, this course is a multidiscipline class which tries to integrate theories and principles from psychology, economics, sociology, anthropology, and organization behavior.  Regarding practical application of the theory, this course will address how the analysis of consumer heavier will enhance the effectiveness of marketing planning and plan implementation.

	Teaching Format

	Lecture, Article Reading, Discussion, and Homework Assignments

	Grading Standard

	1. Class participation
15 %

2. Mid-term Exam
25 %

3. Term Project
30 %

4. Final Exam
30 %

	Reference/Text

	Text book: Solomon, Michael R. (2009), Consumer Behavior: Buying, Having, and Being, 8th ed., Prentice Hall. 

Reference: 

1. Blackwell, Roger D., Paul W. Miniard, and James F. Engel (2001), Consumer Behavior, 9th ed., New York, NY: Dryden Press.

2. 鄒風、孟林明 (1997)，消費心理學，台北，世界商業文庫。.


	Course content/ Progress / Documents

	Week

Course Content/ Reading 
01

Course Introduction and Getting Ready 
02

ch.1: Introduction to Cconsumer Behaviour
03

ch.2: Perception 
case-1: Mexoryl, p.70, textbook 
04

ch.3: Learning and Memory
case-2: Starbucks, p.677, textbook
05

ch.4: Motivation and Values
case-3: New Coke; 

06

ch.5: The Self
Term Project Proposal and Presentation
07

ch.6: Personality and Lifestyles
case-4: iPod, p.277, textbook; Music Market
08

ch.7: Attitudes
case-5: Wal-Mart, p.309, textbook
09

Mid-term Exam
10

ch.8: Interactive Communications
case-6: Beckham, p.342; Celebrate endorser
11

ch.9: Individual Decision Making
case-7: Frequency Rewards
12
ch.10: Buying and Disposing

case-8: 購買的故事; 熱帶魚之戀
13

ch.11: Group Influence

case-9: 不景氣的節省消費
14

ch.12: Organizational Decision Making
case-10:. Green Consumer Behavior 
Term Project Report, Due:
15

ch.13: Income and Social Class; ch.14: Ethnic Subcultures
Group Presentation (1) 

16

ch.15: Age and Cohort Effects; ch.16: Cultural Influences
Group Presentation (2) 
17
Final Exam


	Office Hours

	Tuesday，16:00 pm ~ 18:00 pm；

Friday，14:00 pm ~ 16:00 pm。


