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SEMINAR ON CUSTOMER BEHAVIOR

= S

P AR SIA pak |
? 7}_'_ 2

EgY 38~
TLDXJ1A

o (o) & oT O O

- 5

S

FﬁﬁmﬁJ%%?g@’wzﬁiﬁri%@ﬁJ‘r&iﬁﬁj‘Fé&m

~ ‘E) I; %/J— o

S AEEREAIRRTAOPIfRE B M - F 2T THEFEEE o nd
ST Fdan ) apoc @ o

i

CRAEP AR R B LR TEREY 2 TRRLE ) b Eape

g CoB ) o w4

ARBEILRATREFZEEGEL o

B. #2318 4 M A 45~ HE5 - B4 i‘% A T

C. ?"—,El"ﬁ VAR e NI S U i °

D. 355 T4 &R RG24 o
AREENB - LHEETSHEA)ITAARN T EEX, ERHERS, LE—
FIERRRL L EEHEX, EREMITRAATHEGLEEZ T, L3H
EHTHRRE 22 HE,

HATH

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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about the dynamic
environments faced by the
customers.
Students will see how the
decision making process made
by the consumers and what
are the implications for the
decions makers,
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n % (Subject/Topics)

101/09/10~
101/09/16

Introduction to customer behavior

101/09/17~
101/09/23

EKB Model & FCB model

101/09/24~
101/09/30

Readingl: THE DECISION BEHAVIOR OF
FACEBOOK USERS

101/10/701~
101/10/07

Reading2: An exploration of student internet use in
India: the technology acceptance model and the
theory

101/10/708~
101/10/14

%+ #

101/10/15~
101/10/21

Lecture 1:Consumer insight

101/10/22~
101/10/28

Lecture2: Cases Study with consumer insight

101/10/29~
101/11/04

Lecture3: To do the analysis job in a peculiar way.

101/11/705~
101/11/11

Lecture4: How do you see yourself in different
stage of the family Ifie cycle?

10

101/11/12~
101/11/18

Lectureb: How to communicate with customers?

11

101/11/19~
101/11/25

Lecture6: Make the brand more related to your
customers.
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12 101/12/02 Reading3: Why Might Organic Labels Fail to
Influence ConsumerChoices? Marginal Labelling and
Brand Equity EffectsPurchase Intention

101/12/03~

131 01/12/00 Reading4 Do Consumers Care About Ethical-Luxury?

101/12/10~ ) o
14 Readingd: Uncovering the real effect of switching

101/12/16 costs on the satisfaction-loyalty association :The
critical role of involvement and

101/12/17~
15 Reading6: Self-congruity, brand attitude, and brand

101/12/23 loyalty: a study on luxury brands

101/12/24~ . . . . .
16 Reading7: Factors influencing satisfaction and

101/12/30 loyalty in online shopping: an integrated model

101/12/31~ ) ) .
17 Reading8: Creating customer loyalty through service

102/01/06 >,
customization

102/01/07~
18 Reading9: Cross—National Differences in E-WOM

102/01/13 . :
Influence & Final Review
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% %4 Consumer Behavior (2012) by Blackwell, Miniard, Engel, Pai, Norjaya and
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