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Important concepts, theories, and models about customer or consumer
behavior will be introduced in this course, Furthermore, how these critical
concepts and knowledge will impact the marketing strategies will be also
emphasized in the course,
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100/09/11 Introduction to customer behavior
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21 100/09/18 EKB Model
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3| 100/09/25 FCB Model
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Framework and Implications
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8 100/10/30 Investigate and Foresee the Global Economic
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100/10/31~ . . .
9 100/11/06 In Taiwan, How Can the Traditional Chinese Food
Make Its Own Blue Ocean Strategy? 3.2k : Bt &R 42 5T
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10 L00/11/13 Lecture: How Can A Department Store Respond to
Global Demand for Corporate Responsibility? hZk: &
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12 L00/11/97 Reading3:Effect of country—of Manufacyure and
Brand Image of Korean Consumers' Purchase
Intention
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13 L00/12/04 Reading4 :Private label Branding in China : What do
US and Chinese Students Think?
100/12/05~
14 L00/12/11 Readingb: Aesthetics and the On-line Shopping
Environment: Understanding Consumer Responses
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15 Reading6: An international perspective on luxury
100/12/18 . .
brand and country—-of -origin effect
100/12/19~
16 100/12/95 Reading7: Market Segmentation Based on Age and
Attitude Toward the Past: Concepts, Methods, and
Findings Concerning Nostalgic Influences on
Customer Tastes
100/12/26~ ) ) Lo .
17 L01/01/01 Reading8: Brand Experience: what is it? How is it
measured? Does it Affect Loyalty?
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