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5BLEARNING 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  
    5  
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#: 3 Title: Applications on Chapter 2 Hrs: 2 

 
8BLEARNING 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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11BLEARNING 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. 
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stimulus discrimination. 
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course   
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# 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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32BLEARNING 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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Lecture  
 
Source Material 
 
Solomon, M.R. (2003), Consumer Behavior: Buying, Having, & Being, 6th. Ed., Prentice Hall International, Inc. 
 
 
 
 
Supplementary Material 
 
Blythe, J. (2003), Essentials of Marketing Communications, 2nd ed., Prentice Hall, Harlow  
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