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BN I . Basic Concepts of Consumer Behavior
Introduction to Consumer Behavior and Marketing Strategy
A Framework for Consumer Analysis
IT. Influencing Consumer Behaviors in individual level
Introduction to Affect , Cognition and Behavior
Consumers’ Product Knowledge and Involvement
Attention and Comprehension
Attitudes and Intentions
Consumer Decision Making
Conditioning and Learning Processes
Influencing Consumer Behaviors
II. Influencing Consumer Behaviors in Social-Cultural level
Introduction to the Environment
Cultural and Cross-Cultural Influences
Subculture and Social Class
Reference Groups and Family
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