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HAz4w it Course Description

This course is an introduction to the world of consumer behavior. The study of consumer behavior is
about understanding what leads to individual purchase decisions that are important to business
profitability. To understand individual purchases, we must understand basic psychological processes
(such as memory, habit, identity, preference, and intuition). The discipline borrows from several
social sciences, including psychology, sociology, and anthropology, to explain behavior in the
marketplace. In this course, you will explore how these basic psychological processes influence
consumption behavior, how consumption changes during one’ s life cycle, and how powerful cultural and
subcultural influences are on consumers.

This course will examine all of these concepts, drawing on academic research and industry practice.
You will be encouraged to apply the course concepts to our discussions and case analyses that are of
particular interest to you. These applications will be developed through participation (both online
and in class) as well as through assignments. The course will have four modules: 1) foundations of
consumer behavior, 2) internal influences on consumer behavior, 3) choosing and using products, and
4) consuming in their social and cultural settings.

I hope this course can be fun - like a great dinner party conversation that lasts for 18 full weeks
Because we’ re studying human behavior, we should all have a lot to contribute, both from our own
experiences, as well as from the content of the materials we’ 11 be reading each week. We 11 start
from scratch - teach you the basics of reading an educational book, give you the tools to become a
discerning reader of social science research, and hopefully give you a whole new perspective for
thinking about the wild ways we civilized humans behave.

#Azp #%  Course Objectives

1. To provide a basic understanding of the psychological, sociological, and economic processes
influencing consumer choices

2.To examine implications of these factors for marketing.

3.To examine implications of these factors for consumer and societal well being.

4.To cultivate the capabilities of analyzing, summarizing, and integrating complex issues
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A R L EF 2 o4 o Students will have basic knowledge of international ®
business.
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B [Students will be able to identify, analyze and solve business problems with logical .
thinking.
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C |Students will be able to demonstrate effective communication, coordination and
teamwork skills.

D E R REREE P A 2 i 4 - Students will be able to communicate in foreign O
languages and have an awareness on global and cultural diversity issues.

P EEAIFT flE2 LA 4 To build a the concept and ability for innovation and P
entrepreneurshi

P E BRI R e A £ 4452 & 4 o Students will be able to demonstrate the basic O
abilities for service design and industry analysis.

C EFREEEE®2 %% - Students will be able to identify and understand the O

importance of ethical decision making for international business.
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