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CONSUMER BEHAVIOR: SCIENCE AND PRACTICE
Course Load: 80 hours

Course Description:

Cognitive biases. Influence by peers. Commercials. Government. Customer and consumer
behavior. Consumers’ decisions. Cognitive and emotional decision-making. High-involvement
and low-involvement decision-making. Compensatory and no compensatory decision-making.
Psychology, social psychology, academic marketing, and behavioral economics.

Objective:

You will:

e Learn key theories and research from the behavioral sciences that help us understand
consumer behavior;

e Develop an understanding of consumer’s value and limitations and apply these concepts
and theories in developing and evaluating marketing strategies;

e Develop your skills in managing and implementing a multi-step group project and practice
oral and written communication skills;

e Analyze a case study to identify how the featured organization used insights about the
consumer decision-making process to design a marketing campaign for a new product;

e Examine how social media, co-creation and customer involvement, and "“conscience
marketing are reshaping consumers’ decision-making process, and analyze these
developments’ implications for marketers.

e be able to conduct marketing research, which will include developing research designs in
order to build and analyze an experiments.

e be able to communicate market research results effectively.

”

Program Content:

This course is divided in three main groups of contents:
1) Consumer Focused Strategy

Consumer Evaluation and Choice

Consumer Segmentation and Positioning
High-involvement versus low-involvement
Overview of Consumer Decision Making

Risk and Consumer Decision Making

The importance of studying consumer behavior
2) How consumer Process Information

Affect and Motivation

Automatic Information Processing

Learning and Memory

Perception and Attention

Personality and Self-Concept

Persuasion Through Social Influence

Persuasion: Attitude and Judgment

3) Contemporary Strategies for Marketers
Co-creation involvement

Cultural Differences

On Line Consumer Behavior

Social Media

Word of Mouth Strategy

4) Marketing Research Techniques

One on one Interview and Projective Techniques
Quasi-Experimental and Field Experiment Design
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