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Schedule

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

Consumer Motivation and Values (Ch.4)
= Group member confirmation

Per sonality and Psychographics (Ch.5) & Self Concept
Information Processing: Perception (Ch.6)

Information Processing: L earning, and Memory (Ch.7)
= Assignment | due & discussion

Attitudes and Attitude Change (Ch.8)

E-ICP Demonstration, Lifestyles, LOHAS, SPSS, and Project Discussion (Ch.5 & Ch.3)
= Find out what LOHAS is.

» Case FIig/k #

Per suasive Communication (Ch.9)

= Midterm report of final project (E-1CP part) due

Group, Opinion Leader, and Household I nfluence (Ch.10)
= Assignment Il due
= Assignment I1-1 discussion

Social Classand Subculture (Ch.11 & Ch.13)
= Assignment I1-2 discussion

Cultureand Cross-Culture (Ch.12 & Ch.14)
= Assignment I1-3 discussion
» Case: Heineken N. V. (9-596-015)

Diffusion of Innovations (Ch.15) & Midterm Exam

Consumer Decision Making (Ch.16)

= Midterm exam discussion

= Assignment Il due

» Discussion: The Paradox of Choice (¥ & § i =+ 7 &)
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Presentation

Presentation
= Term project due
= Assignment Il discussion

Consumer Protections
= Assignment Il discussion
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(1) actua self-image (i.e., real self)

(2) expected self-image

(3) idea sdf-image

(4) socid self-image (i.e., self in context)

(5) ideal socia self-image
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