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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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Students will see how the
decision making process made
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are the implications for the
decions makers,
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102/09/16~ . .

102/08/99 Introduction to customer behavior

102/09/23~

102/09/99 EKB Model & FCB model

12;;?3;% Readingl:Aya, H. Kimura (2011), “Food Education as
Food Literacy: Privatized and Gendered Food
Knowledge in Contemporary Japan,” Agric Hum
Values, 28:465— 482

102/10/07~ . . .

102/10/13 ReadngIDaqu H. Tobey, Sr: and B. Ya.sa.n'thl,
Perera (2012), Corporate Social Responsibility
Initiatives : A Stakeholder Model for Aligning
Competing Values in West Africa,” African Journal of
Economic and Management Studies, Vol. 3, No. 1, PP.
95-115

102/10/14~ ) « )

102/10/% Reading3:0kan Akcay, D.B.A. (2012), Marketing to
Teenagers: The Influence of Color, Ethnicity and
Gender,” International Journal of Business and Social
Science, Vol. 3, No, 22, PP, 10-18

102/10/21~ .

102/10/97 Reading4:Kang, “Canhua .and P.A P, Samantha,
Kumara (2010), Perceptions of Country of
Origin : An Approach to Identifying Expectations of
Foreign Products,” Journal of Brand Management,
Vol, 17, No, 5, PP, 343-353




7 iz; /ij /gz Reading5:Md. Humayun ”Kabir Chowdhury, Ms,
Kohinoor Biswas, (2011), The Effects of Country
Associations and Price on Consumer Quality
Perceptions: A Cognitive Information Processing
Perspective”, International Journal of Management,
Vol28 Nol Part 1, 111-127

102/11/04~ ) ) .

8 102/11/10 Reading6:Imad f. Zbib, Barbara R, Wooldridge, Zafar
U. Ahmed, Yeghig Benlian (2010), Purchase of global
shampoo brands and the impact of country of origin
on Lebanese consumers”, Journal of Product & Brand
Management, Volume 19 Number 4, 261-275

9 13:32; Reading7:Greenwash and Green Trust: The
Mediation Effects of Green Consumer Confusion and
Green Perceived Risk

102/11/18~ . .. ..

10 102/11/94 Reading8:Roberta Sgpastlam, Francesca Montagnini,
Daniele Dalli, (2013), Ethical Consumption and New
Business Models in the Food Industry. Evidence from
the Eataly Case”, Journal of Business Ethics, 114,
473-484,

102/11/25~ ) « , . .

11 102/12/01 Reading9: Consumers Green purchase decision: An
examination of environmental beliefs, environmental
literacy and demographics’,

102/12/02~ ) « .

12 102/19,/08 ReadinglO: A Study on Consumer Behav1or” for
Green Products from a Lifestyle Perspective |,

13 13:1:?2 Readingl1:“A Study of Consumers Willingness to
Pay for Environmentally Friendly Clothing for
Generation Y: The Influences of Shopping
Orientation, Fashion Orientation and Green
Consumption Style,”

102/12/16~ ) « ) .

14 102/12/99 Readingl2: Against the Green: A Multi—-method )
Examination of the arriers to Green Consumption ,

15 13:1:;2 Readingl3:Corporate Social Responsibility and
Consumer Behavior: A Study from Pakistan

16 122;;?;22 Readingl4 :Communicating Corporate Social
Responsibility to a Cynical Public

103/01/06~ . . . . .

17 103/01/12 Readingl5:Country—of—origin contingencies: their
joint influence on consumer behavior,

103/01/13~ )

18 103/01/19 Review and Test
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