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COURSE DESCRIPTION 

The objective of the course is to promote understanding of the scholarly, research-based activity about the behavioral 

aspects of marketing. The course will enable participants: 1) to comprehend the structure of the area of marketing with 

focus on its behavioral aspects, therefore approaching the behavior of consumers and markets in terms of scientific inquiry 

and 2) to acknowledge conceptual and methodological contributions of consumer and market behavior from diverse 

perspectives, including the perspective of marketing, marketing models, psychology, anthropology, and society.  

 

LEARNING GOALS 

The course learning goals are presented in the table below. It also shows how the course contributes to the learning 

goals of the Ph.D. program (CMCDAE). 
LEVEL OF CONTRIBUTION * 

High Medium  Low  None 

●●● ●●○ ●○○ ○○○ 
 

CMCDAE Objectives Course learning goals 
Level of 

Contribution * 

Qualitative research methods 

 

To approach specific and relevant qualitative research methods for scholarly 

research in the behavioral aspects of marketing. 
●○○ 

Quantitative research methods 
To approach specific and relevant quantitative research methods for 

scholarly research in the behavioral aspects of marketing. 
●○○ 

Knowledge of research themes 

and theory 

To comprehend the structure of the area of marketing, specifically in relation 

to the behavior of individual consumers and markets, in terms of scientific 

inquiry.  

●●● 

Research Procedures 
To discuss research procedures that are linked to the field of consumer 

behavior and the study of markets.  
●○○ 

Relevance and innovation in 

research 

To acknowledge conceptual contributions in the behavioral aspects of 

marketing and generate research ideas that are meaningful to the field. 
●○○ 

Development of academic 

papers 
  

Other course learning goals:...... 

The full description of the CMCDAE objectives, and other related information, may be found at 

https://rebrand.ly/cmae-eaesp (masters) e https://rebrand.ly/cdae-eaesp (doctorate). 

 

CONTENT/METHODOLOGY 

The course covers the following topics: 

a)  Scientific Structure of the Marketing Discipline 

b)  Marketing Models Perspective: Modeling the Behavior of Consumers 

c)  Marketing Models Perspective: Modeling the Behavior of Organizations & Markets 

d)  Marketing Perspective: Buyer Behavior 

e)  Psychological Perspective: Consumer Psychology 

f)  Societal Perspective: Consumer Welfare 

g)  Cultural Perspective: Consumer Culture Theory 

 

The course is totally centred on the student. The students should prepare pro-actively for all their classes. They should 

read the recommended material (articles and book chapters) and seek additional bibliography that will help them to 
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understand the theories and methods presented in the reading material. It is expected that the students should be prepared 

to discuss the content of the recommended texts in class. We shall address various research methodologies during the 

course. These will be presented as part of the discussion of the conceptual themes addressed during the course.  

 

ASSESSMENT 

Grade Activity Weight  

1.1 Individual summary essays 30% 

1.2 Participation 30% 

1.3 Research agenda and presentation 40% 

 
1.1 Individual summary essays: In each class, students are assigned key readings (articles or book chapters). Prepare 

a text, chart, table, or map that organizes the key readings on the topic of the session in 1-2 pages. 

1.2 Participation: students must participate constructively in the discussion in every class. The students shall hold 

responsible for leading the discussion of the assigned reading at the class. 

1.3 Research agenda and presentation: The student must select a topic covered in the course and write a research 

agenda on that topic (in 5 – 8 pages, excluding references). S/he will present the agenda in the last class (10 min). 
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