AL B 1138 ERF 2D RmKT D

BEEITA won | 5
=) ﬁ;‘i- FE i ‘:f RV (F
i HE* | DI-CHING PAI
CONSUMER BEHAVIOR
&g - mEFA . .
Bk s F " H ok F A
o TLCXJ1A FA | ER EFH 3FA

i~ SDG4 R ERT
PRAT L S

R

A0 ) g T PR

ﬁf#z’ftﬁ‘?‘;}\ﬁﬁ:@?@%#;%fi"/kﬁﬁﬁ‘ B AL ﬁ"ﬁbf@?’sb’; °

AFATF I~ (P 4 2 P B E

REfEa L FEFEER . (L E 1 40.00)

b ERCFTRERFAY ﬁro(ﬂﬁrmﬂm
AR ATEREFERFRRFATE% o (0 F 15.00)
WL T BRI R R EM&{;(wi 5.00)
ﬁak%iﬁﬂﬁﬁgpﬁﬁﬁ (v £ :5.00)

R IR FREE AR o (L E 15.00)

rn.m.UO.UU?

AR BEREAAZ R 2L ELE

1. 23R4T o (b4 F £ 10.00)
CFmE R o (£ 1 30.00)
CEE AR (0 E 110.00)

MiEE o (W E 1 5.00)
= RE o (1 E 30.00)
EERE o (W E 15.00)

o (W& 15.00)
o (W& 15.00)

®© Ny A W N
S
G

woHW
o
I
-

B
B
A

REABNBEEH T ENRBRFEX, L2 A EHITHERZEHR
Ao i—ﬁ-m KA CRHAHEERREFER, BRHEERTH I EZIEIEZCR
AR, BRBEEHNBERR, ZEMrMEEERRER,

SAL




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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