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Consumer Behavior, 10th Ed. (2010), by Leon G. Schiffman and Leslie Lazar Kanuk
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< The grade of team member may be adjusted based on peer evaluation of each student’s
contribution to the team he/she belongs.
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Schedule

Introduction to Consumer Behavior and Marketing Review (Ch. 1 to Ch. 3)
= Project briefing

Consumer Motivation and Values (Ch. 4)

Personality (Ch. 5) and E-ICP Demonstration
= Group member confirmation
= Project briefing, research proposal structure, and Q&A

Personality and Self Concept (Ch. 5)
Information Processing: Perception (Ch. 6)

Information Processing: Learning and Memor)/‘ (Ch. 7)\ (v TR EET)

= Assignment Il dug

Information Processing: Learning and Memory (Ch. 7)
Attitudes and Attitude Change (Ch. 8) (¢ % 1. & {#)
Important Notes of Qualitative Research ](Es B S )\
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= Appendix of Assignment Il: Outlines of Qualitative Research due

Attitudes and Attitude Change (Ch. 8) (v & 3. - {¥)
= Assignment I: In-depth Interview due

Persuasive Communications (Ch. 9) (¢ i® 3. - f¥)
Important Notes of Quantitative Research ](E; AE¥EL )\
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Group, Opinion Leadership, and Household Influence (Ch. 10)
= Assignment I1I: Qualitative Research due

Subcultures: Social Class, Generation, Lifestyle, and Others (Ch. 11 & Ch. 12)
Culture and Cross-Culture (Ch. 13)

Diffusion of Innovations (Ch. 14)
= Final exam

Consumer Decision Making (Ch. 15)
Presentation (I)

Presentation (I1)
= Term project due

Consumer Protections (Ch. 16)
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Assignments I: In-depth Interview (J& » 3+ %)
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(1) actual self-image (i.e., real self)
(2) expected self-image
(3) ideal self-image
(4) social self-image (i.e., self in context)
(5) ideal social self-image
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Assignments 11: Secondary Data (E-ICP) Analysis and Research Proposal
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Assignments 111: Qualitative Research
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By 334 ASSURANCE OF LEARNING CHECK LIST

Q #4~& 3475 ~ Before the Semester Begins
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Adherence to Program Learning Goals

1. To educate students with professional management and leadership skills
required by the industry.

2. To build up global perspective by enhancing students’ foreign language
abilities.

3. To cultivate communication and coordination skills with theoretical practice.

. To train students for independent problem-solving and decision-making skills.

5. To foster positive ethical concept and moral integrity.
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Lecture M e-Learning
Study Group M  Self Learning
Real Project
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Student Skills, Knowledge and Attitude Enhancement

Professional and Technical Knowledge

Analytic and Logical Thinking

Decision-making

Action Planning

Communication Ability: Listening, Persuading, Teamwork, and Sympathy
Persistency

Creativity

Global Vision



