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SEMINAR ON CUSTOMER BEHAVIOR
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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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F A 2.Students will have ideas

about the dynamic
environments faced by the
customers,

Students will see how the
related critical issues about
consumer behavior happening
nowadays and their
implications for the marketing
people,
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101/02/13~ . .
1 101/09/19 Introduction to customer behavior
101/02/20~
2 101/02/26 EKB Model
101/02/27~ ) ) .
3 L01/03/04 Readingl :Chinese Consumer Behavior: A Cultural
Framework and Implications
101/03/05~ ) ) .
4 L0L/03/11 Reading2: Pro-environmental products: marketing
influence on consumer purchase decision
101/03/12~
3| 101/03/18 FCB Model
101/03/19~ . . . .
6 101/03/95 Reading3:How Advertising Works: A Planning Model
Revisited
101/03/26~ ) ) . . .
7 101/04/01 Reading4 Factors influencing satisfaction and loyalty
in online shopping: an integrated model
101/04/02~
2388 RE NS
%1 101/04/08 FHAFE
101/04/09~ ) ) .
9 L0L/04/15 Readingb: The different effects of online consumer
reviews on consumers purchase intentions depending
on trust in online shopping malls
101/04/16~ ) . . . .
10 101/04/92 Reading6:Decision making process of community
organic food consumers
101/04/23~ . .. .
11 101/04/99 Reading7:An examination of the effe9ts of service
quality and satisfaction on customers behavioral
intentions in e—shopping




101/04/30~
12 L01/05/06 Reading8: Comparing Effects of Country Reputation
and the Overall Corporate Reputations ofa Country
on International Consumers Product Attitudes and
Purchase Intentions
101/05/07~ ) . .
13 Reading9:Measuring Consumer Environmental
101/05/13 e
Responsibility
101/05/14~ ) . . .
14 Readingl0: Coping with boycotts: An analysis and
101/05/20
framework
15| V92N B adingl1: Brand Experience: what is it? How is it
L01/05/27 eadingll: Brand Experience: what is it? How is i
101/05/28~
16 101/06/03 Readingl2:Effect of country—of Manufacyure and
Brand Image of Korean Consumers' Purchase
Intention
101/06/04~ ) )
17 101/06/10 Readingl3: Market Segmentation Based on Age and
Attitude Toward the Past: Concepts, Methods, and
Findings Concerning Nostalgic Influences on
Customer Tastes
8 101/06/11~ Revi
101/06/17 eview
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