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m Lecture topic

¢ Textbook: (EPrTIZHEH) 1 Introduction to Marketing
€ Module 4 : 2 Marketing environments
Consumer Behaviour 3 Marketing research
@ Workshop 4 - 4 Consumer behaviour
Undartand Cancirmes S) Segmentation, targeting and positioning
A 6 Product & Services Strategy
/ Pricing Strategy
8 Place Strategy
9 Promotion - IMC
10 Marketing mix review
11 International Market Entry
12 Marketing Plan
13 Start Your Business
14 Course review and exam preparation
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s B BE-HEFERLecture 4

- LN XL B-#F & B Lecture 4 Students’ Characteristics
- SLAN X B-HZF & Lecture 4 Name the brand

- SLEN X B®-HEFE &jFLecture 4 Who Benefits

» LA X B-2(ZF &R Workshop 4 Your Purchase decision process
- SLAX X FR-Z(F =R Workshop 4 factors on purchase decision process

» =5 Hr-EEFRR Workshop 4 Culture’s impact

= BN Workshop 4 Chinese culture
» VB SLH-ZF &R Workshop 4 Chinese consumer behaviour post COVID-19

A\

4

‘ : ;&Fé% HZF &R Assignment 3 Report on Chinese Consumer Behaviour
EISERES *‘ﬁfl‘EJ B-#Z&iE Workshop 4 Mind map
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Brainstorming What are some of the typical X ES, R NE S AE
characteristics of students? Rk EH#E “H %t*%"" FFE
Brainstorming Name the brand that comes to Sk i ARG B, 1Eee A A
mind... brand personality5 personality 5
TR
Brainstorming Who Benefits from the Study of B ARV, IR T ARE S
Consumer Behaviour 1T R I B,
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Brainstorming Think about a product or service that =KX FEED), iEFENEH
you have purchased in the last 24 R RIERE S %" ?3'%% R
hours.

Brainstorming Using the same product or service LSRRGS, LA NE B
from previous activity, identify the AR A BRI AR E ST O RY
people and emotions that 3?@
contributed to your decision to
purchase it.

Case Study Watch the video and find out the four i ZE G5, 1E5A4 T #F TN

external processes in the consumer's H#EE 1T H E’Jﬁﬁﬂﬁ fﬂﬁ?T 7] >4k
culture which have been the most AL T BYTE #2851 By E

important to the success of this 2t
campaign.
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Brainstorming What are the differences between WX ES, LA T RN ESC
Chinese culture and other cultures? 1€, Fﬁﬁﬂmt K{Ja
& E TIRR AT, #ox
FHEREEEN. XEBE.

Marketing Practice ~ How will Chinese consumer behave @ idill 55 5L8k, LA FRARE #HE
post-COVID-19? 5 -51H 7% jﬂZlEﬂ HI R AR
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Consumers 5 ifﬁﬁ , RSP TR AR 2t
5 A [E] & 9 5-”&)\ RIH O EAT
H 577 AR Z2Z ﬂc
Mind Map Summarize the key points in Lecture 1 B4t 3 A 7‘3‘;?,@ a= g
4 and Workshop 4. ﬁ%ﬁ@ibﬂ =4 %zﬂi TG
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