AL B 1108 ERT 2D KT H

=) ﬁ;‘i- FE i ‘:f RV (F
A HKEF | DI-CHING PAI
CONSUMER BEHAVIOR
t8 - mmETLA ) )
Bk EFOA Bk | 7 e
T ioaa p# | ER Y 3T~

SDG12 § F =ehif p 24 A&
A2 SDGs

R

A0 ) g T PR

REABARHEFRLESE UEFIHEEARERY 204 -

AFATF I~ (P 4 2 P B E

‘&ﬁ¢ﬂ?%?**“ﬁ§mo(w€:%0m
B. it bz £3] - EFHERETERL o (4 F 150,00

AR RERE AT ZR 2P B

2. FiE® o (v £ 1 50.00)
Sz o (& 150.00)

ARBNBHEHF ARORBEEFEX, LI ERABHTHEHZEHR
. 1%?@@%‘ R EHRREFEN, BRHEARITH I EZIEIECR
)P, WAHEEOMERR, BETONEEH AL,

AL il

The purpose of this course is to introduce consumer behavior theory and
practice, Major contents include the following are describing consumer
decision process model, understanding what major psychological processes to
the marketing program, understanding how consumers make purchasing
decisions, and learning how marketers analyze consumer decision making,
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Blackwell, Miniard, Engel, Pai, Norjaya, Wan jooria, Consumer Behavior,
CENGAGE Learning. #¥ %.
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