
Course Code: MADCUBE 
 
Course Title: Consumer Behavior/Research Application 
 
Course Description:  
 
This course will help business students understand why consumers buy?  What consumers buy? 
When consumers buy? Where consumers buy?  Different real-world scenarios considering 
different cultures and contexts will be presented to show that consumer behavior  if carefully 
studied can be influenced by marketers. Different teaching aids such as video documentaries, 
historical documents, current events cases, case studies, and other teaching aids appropriate to 
existing and emerging technology will be used. 
 
At the end of the course, students are required to prepare a conceptual framework as an exercise 
of how consumer behavior is understood. 
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