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== Kainan University - -
Departmrent of _Air Transportation
_ Spring _Semester_2008_Year Course Syllabus

A@hurse Code | - =
' No Ceurse Title Instructor Subject Level of Course
Chinese: [ required |Year: 2008
. g Shiaw-wuu perng ) 1
BN EETREi E elective |[Class (B):
047300 English: e-mail/phone ext: Credits: 3
Consumer behavior at airports |swperng@mail.knu.edu.t
w/6230

Provides the background and tools for a strong and comprehensive understanding of the airport

g zﬁfqhmgd consumer behavior principles examined throughout the rest of the book. Discusses the consumer
P = as an individual. Concerns with the social and cultural dimensions of consumer behavior.
Content E p . i

xplores various aspects of consumer decision making. ]
Teaching |B lectures [] practical training [] discussion
I Methods |B question-and-answer [] other (details )
Gapading -and midterm 35 % final 35 % class participation 30 %
FEvaluation = ; =
. other Yo (details )
Criteria e ~
(author, title, edition, publisher, place of publication, year of publication, pages covered)
Textbooks |wyZe=475 ( Consumer Behavior: buying, having, and being. (6/€), M. R. Solomon, by Pearson.) 7%
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Course Description (including outline and course schedule):

The Self

1O ok o by

Attitudes

Consumers Rule
Sensation and Percepfion
Learning and Memory
Motivation and Values

Personality and Lifestyles.

8. Attitude Change and Interactive Communications
9. Individual Decision Making

10. Buying and Disposing

11. Group Influence and Opinion Leadership

12. Organizational and Household Decision Making
13. Income and Social Class

14. Ethnic, Racicl, and Religious Subcultures

15. Age Subcultures

Instructions:

* Cultural Influences on Consumer Behavior

Teachers should fill out this form before the semester begins. After it has been verified by the curriculum conunittee, the original
should be given to the office of curriculum planning and a copy to the head of the department to which the course belongs. In
addition, the teacher should explain this syllabus to students at the beginning of a semester.
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