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The main content of the course includes various forms of consumer behavior
and influence factors to the consumer behavior. The course include
theoretical and practical knowledge as well as case study discussion.Offer
beginners to know the basic knowledge of the consumer behaviour,
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The course adopts teaching
cases to develop students’
ability to observe consumers’
behavior in daily life,

The course use consumer
behavior theories in
marketing practice, to ensure
that students can use the
consumer behavior knowledge
in marketing activities,
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