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	#
	Outcome Description
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	Aim, and objectives of the course 
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(* Delete as Appropriate)
	Course Particulars

	
	

	#: EA 315
	Title: Consumer behavior


	Session Particulars

	
	
	

	#:2
	Title: Applications on Chapter 1
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1
	Give examples to explain the different types of relationships with products

	     2
	Give examples to explain the different types of consumption activities

	     3
	Give examples on popular culture and other ways by which marketers can affect consumers

	    4
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Department of: Marketing and International Business
        Session Plan

*Lecture / Tutorial / Laboratory / Workshop                                     

(* Delete as Appropriate)
	Course Particulars

	
	

	#: EA 315
	Title: Consumer behaviour


	Session Particulars

	
	
	

	#: 3
	Title: Applications on Chapter 2
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1.

	Explain how marketers affect consumers through their absolute threshold, differential threshold and subliminal perception

	     2
	Give examples to explain how marketers can affect consumers through vision and smell as sensory receptors 

	     3
	Explain the role of color as a double edge weapon used by marketers
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	#: EA 315
	Title: Consumer behavior


	Session Particulars

	
	
	

	#: 4
	Title: Discussion of the 1st case and applications on Chapter 3
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1.

	Case analysis 

	     2
	Explain how marketers can use classical conditioning, and instrumental learning theories to affect consumers' learning process.

	     3
	Give examples to explain the following concepts: family branding, licensing and stimulus discrimination.
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	Title: Consumer behavior


	Session Particulars

	
	
	

	#: 5
	Title: Applications on Chapter 4
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1.
	Give examples to explain the main differences between hedonic and utilitarian needs 

	     2
	How can marketers reduce the consumers' motivational tension?
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	Title: Consumer behavior
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	#:6
	Title: Revision for 7th week exam +Applications on chapter 6
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1.

	Revision questions tailored to answered the students' questions about the first chapters of the course  

	…2 ….
	Give examples on how Freudian theories and neo –Freudian theories differentiate between different consumers' personalities.
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(* Delete as Appropriate)
	Course Particulars

	
	

	#: EA 315
	Title: Consumer behavior


	Session Particulars

	
	
	

	#: 7
	Title: Model of the 7th week exam
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1 
	Solving the 7th week exam

	2
	Discussion and conclusion

	3
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	#: EA 315
	Title: Consumer behavior


	Session Particulars

	
	
	

	#: 8
	Title: Discussion of the 2nd case
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1 
	Case analysis on how and why companies sometimes need repositioning?

	2
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	#: EA 315
	Title: Consumer behavior


	Session Particulars

	
	
	

	#: 9
	Title: Discussion questions of chapter 10
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1.
	What are the different disposal options for consumers?


	     2
	How can marketers use different contexts to affect consumer behavior?

	     3
	Explain the different perspectives on time which could affect consumers' decision making?
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	Course Particulars

	
	

	#: EA 315
	Title: Consumer behavior


	Session Particulars

	
	
	

	#: 10
	Title: Discussion questions of chapter 11
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1.
	Give examples to differentiate between formal and informal groups, and membership versus aspirational reference groups

	     2
	Give examples on the different factors that might affect the word of mouth communication
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	#: EA 315
	Title: Consumer behavior


	Session Particulars

	
	
	

	#: 11
	Applications on Chapter16 Revision for 12th week exam
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1
	Revision questions tailored to answer students' questions on  

	      2
	Explain the three main functional areas of a cultural system

	     3
	Give examples to explain how marketers can use myths to affect consumers within a specific culture
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	Course Particulars

	
	

	#: EA 315
	Title: Consumer behavior


	Session Particulars

	
	
	

	#: 12
	Title: Model of the 12th week exam
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1 
	Solving the 12th  week exam

	2
	Discussion and conclusion

	3
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	#: EA 315
	Title: Consumer behavior


	Session Particulars

	
	
	

	#:13
	Title: Discussion of 3rd case+ Applications on Chapter 17  
	Hrs: 2


)
	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1
	Case analysis on how marketers affect consumers within a specific culture

	     2
	Give examples on how marketers can use high and popular culture to affect consumer behavior

	     3
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	#: EA 315
	Title: Consumer behavior


	Session Particulars

	
	
	

	#: 14
	Title: Applications on Chapter 17 
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1 
	Give examples of different strategies by which marketers can think globally and act locally 
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	#: EA 315
	Title: Consumer behavior


	Session Particulars

	
	
	

	#: 15
	Title: Applications on Chapter 17 
	Hrs: 2


	Learning Outcomes / Abilities Gained*

	#
	Outcome Description

	1 
	Case analysis
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