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Consumption is a part of our daily life, everyone makes buying decision
everyday, When dealing with collective consumers, we need to apply means
such as analysing, probing, understanding and validating, to know what's in
consumer minds and further to predict their attitude and behavior. The
course helps students to manage customersneed and expectation no matter
what industry they work for in the future, The course leads students to
explore consumer behavior from different angles and actual market research
data will be also used to integrate theory and practices,
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