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This subject focuses on how and why consumers make specific decisions
and behave in certain ways.




ASARRE P IRE PR s AT P 4 AR L

- PR A(EE
(=) Tz (Cognltlve MACAHR 1 Cl =R ~C2Hf-C3 &* ~C4 »47 -
Co #=#~C6 £l
(=) "#ta , (Psychomotor f#£P)4E# @ Pl #-i ~ P2 8 F & ~ P3 M= 4k i -
P4 B33 it ~PH pd it ~P6 £]iF
(=) THR ) (Affective BHAAES (AL 452 A2 F B A3 €4 M R
5 pit ~ A6 7B

CHEEPRE TR ERESR T AP 2 ApREE

( ViR B KE P RS B H 2 r;&fm s TR, e TR R PR s
ﬁﬁ“ﬁ?{?ﬁtﬂi HEC-PAHEY -

(Z)EHE TP A5 $1-62 5P EHEANEFKETT (bl4e iaie TP EE 5
HREZCI~CHComp R 3 HC6T7 > L BHFLPHRAESTR) -

(2R Ry A A REPERANWERE T k(M DPiend ) ~HARFPRFHR
DO A ) 3 P RITHES SR T ()P4 e
(Blde s T ()P 4 ) ¥ % RA ~ AD ~ BEFPE » RJ353 5] )

" ) T (B~
B p ’l‘%i—%] | AP i
1 |:Z A8 LS AN 48 B This subject will focuses on 3 ABCD
BHEEHBE AR 4 how and why consumers
) BT T

24
H 4]

¥R & %] %9 | make specific decisions and
ABET M, E—FHAL # % | behave in certain ways. They
A B ABSRE TAE A MIREE 4T A %3] | also can learn many concepts
R B kN that can be applied to
consumer related job
responsibilities, or apply to
their own consumer activities,
making them wiser
consumers,

KEIHRLRE > 2aE 2

g KE P& T 2 g o
|| 8RB A)ABRH, BA| S S R -

%ﬁﬁﬁ%%a&_z%&&i% 2~ R
BN BLERLH G
BT R, E— TR AE R $
8 B AR 09 T 1A B RE & 4T A 00 3]
A EFE B R AR,




AFARZ RFERF o AR EFER

M FRBEAAFR P

> IRARLTF

FE AR

FaaEy

v 2y 7
7 Iﬁ

)

) sl

ol

\'“%:
T
I
W

B F} & iF

Ol & & | e OO0 | e

i8a%

& R 4

p P43z n % (Subject/Topics)

102/02/18~

> o A5 A .
102/02/24 FF2 8 /- Introduction

102/02/25~
102/03/03

2/28% F 44 H

102/03/04~

109/03/10 Consumer Behavior and Consumer Research

102/03/11~
102/03/17

‘;%j %%L\/‘k %iZFﬁﬁEZEVM

102/03/18~
102/03/24

HEHEAARERFA

102/03/25~

Loys | R ROREYIAR RABMLAT A4S

102/04/01~
102/04/07

102/04/08~
102/04/14

102/04/15~
102/04/21

102/04/22~
102/04/28

CREE

102/04/29~

102/05/05 Individual Determinants of Consumer

Behavior—Demographic viewpoints

102/05/06~

102/05/12 Individual Determinants of Consumer

Behavior—Psychographic viewpoints




102/05/13~| . o
13| oa0s10 | R HI2(Y B K BT E)
102/05/20~| g 5 1 e s g e aw
14 g | RRHBRATAZIBERROII(Y THEEETHL)
102/05/27~ e A4 35
5] gz | TERAALARS
102/06/03~ e A4 35
16 Jogs0/09 | TR A ALHRS
102/06/10~ e A4 35
7 oo | TERAAIRS
102/06/17~ .
"1 102/06/23 AARAAA
L FREEREFHEILEBILH
DA/
ALER
rEXH | TR, ZER
itk
TR Consumer Behavior by Blackwell, Miniard, and Engel
Pezit ¥ P o o et ot e o
(33 fo (R P TR e TR L R PR )
®LFEE: 200 % @FEFE: % @HPFE 300 %
N ;“i . o
?f?fj O KRFE 1300 %
T | e (BEHMEEY 1200 %
TH3 4 4978 % 4% $u http://info.ais. thu edu tw/csp & ¢ Fib
v HF (%x :http://www. acad. tku. edu. tw/index.asp/) %#F "R F+F
% ? %\’%g,?ﬁ%ﬁ)J i@)\o
WA AW LEE P R DREPE 0 p AW A F O L -
TLFXE2B0136 0A 5 47 /£ 4F 2013/1/13 17:06:21




