COURSE DESCRIPTION AND APPLICATION INFORMATION

Course Name | Code Semester T+A+L Type (C/ O) Local Credit ECTS
(hour/week)

Consumer MBAD 510 Fall-Spring 03+00+00 Elective 3 7.5

Behaviour

Academic Unit:

Mode of Delivery:

Face to face

Prerequisites: none
Language of Instruction: English
Level of Course Unit: Graduate

Course Coordinator:

Ezgi MERDIN UYGUR

Course Objectives:

This graduate-level course introduces students to basic theories of and research on
consumer behavior. It provides a forum for an in-depth discussion of different topics and
frameworks particularly in the area of consumer attitudes and behaviors. Another objective
of this course is to help develop behavioral research skills and interests.

Course Contents:

An overview of psychological knowledge as it pertains to capturing consumer insights, and
by including a consideration of how the brain works, what factors influence consumer choice,
and a critical evaluation of psychological assessment tools (including such diverse methods
as online surveys, brain imaging, computerized reaction time assessment, and eye-tracking).
The course covers the major topics of consumer behaviour, including attitudes, impulsive vs.
deliberative purchase, brand loyalty, experiential marketing, self and identity, and product
satisfaction. The course uses a mix of large cases, academic articles, books and lectures to
advance these concepts. Although the course is designed for marketing students and taught
by a marketing faculty member, it is relevant to students who are interested in behavioral
research in a variety of other disciplines.

Learning Outcomes of the Course
Unit (LO):

Planned Learning Activities and
Teaching Methods:

face to face

WEEKLY SUBJECTS AND RELATED PREPARATIONS

Week Subjects Related Preperation

1 What is Consumer Research?

2 What is Consumer Insight? Relevant chapter from Solomon, Assigned
articles

3 Perception and Attention Relevant chapter from Solomon, Assigned
articles

4 Knowledge and Learning Relevant chapter from Solomon, Assigned
articles

5 Categorization and Stereotyping Relevant chapter from Solomon, Assigned
articles

6 Memory and Motivation Relevant chapter from Solomon, Assigned
articles

7 midterm

8 Attitude Structure and Behavior Relevant chapter from Solomon, Assigned
articles

9 Social Influence Relevant chapter from Solomon, Assigned
articles

10 Role of Affect, Mood and Emotions Relevant chapter from Solomon, Assigned

articles




11

Personality and The Self

Relevant chapter from Solomon, Assigned
articles

12 Culture and Critical Perspectives Relevant chapter from Solomon, Assigned
articles

13 PRESENTATIONS

14 PRESENTATIONS

At Kadir Has University, a Semester is 14 weeks; The weeks 15 and 16 are reserved for final exams.

REQUIRED AND RECOMMENDED READING

Consumer Behavior: Buying, Having, and Being, Global Edition, 12/E Michael R. Solomon

OTHER COURSE RESOURCES

A selection of articles from: Journal of Personality and Social Psychology, Journal of Consumer Research, Journal of Experimental
Social Psychology, Journal of Consumer Behaviour, Personality and Social Psychology Bulletin, Psychology & Marketing The
Handbook of Consumer Psychology, edited by Curtis Haugtvedt, Paul Herr and Frank Kardes, Lawrence Erlbaum Associates

ASSESSMENT METHODS AND CRITERIA

Semester Requirements

Number

Percentage of Grade (%)

Attendance / Participation

14

10

Practice / Exercise

5

10

Presentation / Jury

20

Extra-Class Activities (reading, individual
study etc.)

20

Final Exam

40

Total:

23

100

WORKLOAD

Events Count

Duration (Hours)

Total Workload (hour)

Course Hours 14

3

42

Practice / Exercise 5

2

10

Preparation for Presentation / 1
Jury

20

20

Other Practices 1
(seminar,studio
critics,workshop, etc.)

18

18

Extra-Class Activities 4
(reading,individiual work, etc.)

20

Midterms / Oral Exams / Quizes | 1

37.5

37.5




Final Exam 1 40 40

Total Workload (hour): 187.5

1 ECTS = 25 Hours Workload

THE RELATIONSHIP BETWEEN COURSE LEARNING OUTCOMES (LO) AND
PROGRAM QUALIFICATIONS (PQ)

# PQ1 PQ2 PQ3 PQ4 PQ5 PQ6 PQ7 PQ8 PQ9

Contribution: 1 Low, 2 Average, 3 High
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