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1. Help students understand the main topics and research methods of
consumer behavior, and master the factors that affect consumer behavior;

2. Learn strategies, methods and tools to gain insight into consumers;

3. Improve students' learning motivation and develop the habit of active
learning;

4, Practice insight into consumers and their consumption behavior, and apply

theory to analyze consumption phenomena,.
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#| This course systematically discusses the theory of
J#%| consumer behavior and its application, emphasizes
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the analysis of important concepts, and explains the
application of the theory with domestic and foreign
)| examples and life experiences. To enhance students'

oM B AR R AT 4K R RE B B interest in consumer behavior issues and cultivate
students' ability to analyze and solve marketing
problems
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