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Customer or consumer behavior is the core of marketing strategy. More
importantly, consumer behavior is a motivated behavior, This course will
introduce some important patterns, theories, and concepts related to customer
(or consumer) behavior, and further guide students to think about how
these important patterns, theories, and concepts can be applied to actual
examples, and analyze their impact on the formulation of marketing

strategies,
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theories on the formulation of marketing strategies,
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Marketin Management Strategies 6ed. by Ferrell and Hartline
Consumer Behavior , by Blackwell, Miniard,and Engle 10ed.
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