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The globalization of business leads companies to manage their marketing strategy in different cultural contexts.
Especially, companies need to analyze and understand how the consumer behave in their cultural environment in
order to customize the elements of the companies' offer. Then the lecture focused on cross-cultural consumer
behavior and marketing research techniques for investigating internal and external processes that could
influence the consumer.The main outcomes of this course are: 1) understand what cross-cultural consumer
behavior is; 2) appreciate the marketing research techniques for dealing with cross-cultural consumer behavior
issues; 3) Provide insights for global branding and advertising.
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The lecture (20 hours) will be split into three parts: the first part (4 hours) will provide the basic knowledge of
consumer behavior principles; the second part (6 hours) will provide the framework for studying the influence of
culture on consumer behavior; the third part (10 hours) will give the opportunity to learn more on cross-cultural
consumer behavior through different case studies.

PART 1: INTRODUCTION TO CONSUMER BEHAVIOR

? Chapter 1: Consumer behavior and consumer research

? Chapter 2: The consumer decision process

? Chapter 3: Individual determinants of consumer behavior

PART 2: CULTURAL INFLUENCES OF CONSUMER BEHAVIOR

? Chapter 4: Cultural influences on consumer behavior

? Chapter 5: Global consumer culture

? Chapter 6: Ethnic, and religious subcultures

? Chapter 7: Cross-cultural marketing mix

PART 3: CASE STUDIES
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The exam wil be based on oral presentation at the end of the course.

oo ooddooooon

Hoooooooodnd

Uoooooooiod

EiEINEE.




Qo

If students have no knowledges or very limited knowedges in marketing, they must read the following book
before the lecture: Marketing Management (2011), Philip Koter & Kevin L. Keller
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