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Course description 
The course aims at introducing the student to the main theories and the latest trends 
related to the field of consumer behavior: target market, needs, values. After a short 
introduction on psychological an sociological perspectives, the students will have to face 
and apply the consumer behavior theories in the fields of marketing and corporate 
communication. Contents are designed to encourage students to reflect on consumer 
response to marketing actions: exposure, attention, perception and decision making. 
Throughout practical projects the students will conduct customer researches for a 
specified product category. The aim of the research will be to deliver detailed customer 
profiles of the resulting segments and to draw conclusions about appropriate marketing 
communications strategies. Focuses on the principal methodological and technical 
options of qualitative research, the principal theories and tools of qualitative research, 
consumer-based marketing research techniques such as surveys and focus groups, on 
different stakeholders and on e-marketing will be part of the course. 
 

Evaluation 
 
A) ASSIGNMENT WEEK ONE (30% of the evaluation) 
In groups, based on a briefing, design an innovative marketing strategy to launch a 
new hospitality service by extra luxury Italian hotel company, Baglioni Hotels, using 
the different frameworks explored. Present the work to the class and an expert 
panel. 
 
B) ASSIGNMENT WEEK TWO (30% of the evaluation) 
In groups, based on a briefing, design a communication campaign highlighting the 
main points of Consumer Psychology by using and comment at least one theory for 
each point. Present the work to the class.  
 
C) FINAL EXAM (40% of the evaluation):  



 

Individual written exam, closed questions, assessing the basic knowledge and 
theories from both weeks.  
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Syllabus  
 
Programme WEEK ONE 
 
Day 1 

• Introduction 
• Program and Brief Assignment 
• Market, Product and Marketing Plan 
• Case studies and Trends 

 
Day 2 

• Digital tools to understand the customers 
• Getting to know digital tools and methodologies to get actionable insights 

from customers 
• Group Work: Jobs To Be Done Framework  

 
• From marketing to societing: developing new marketing strategies from the 

study of social trends    
• Group Work: Coolhunting  

 
Day 3 

• Fieldtrip – Morning | 9:00 - 13:00  
 



 

Day 4 
• Strategical Market Analysis and positioning   
• Group Work: Blue Ocean Strategy Framework 

 
Day 5 

• Pitch Day: Final group work and setup 
• Students present their work to the class and special guests 

 
 
Programme WEEK TWO 
 
Day 1 

• Program and evaluation 
• Introduction to the Consumer Psychology: Homo oeconomicus VS homo 

psychologicus  
• Historical evolution of the Consumer Psychology: one discipline, many 

approaches 
• The process of consumption: a framework 
• Information seeking, processing, building (theories and case histories)  
• Briefing for the assignment 

 
Day 2 

• Needs VS wants VS desire: let's clear our ideas (theories and case histories) 
• Motivations: positive VS negative, internal VS external (theories, case 

histories and research hints: the motivational approach);  
• Social identities and group identities (theories, case histories and research 

hints: exercising with the focus group) 
 
Day 3  

• Consumer Drivers: personality, attitudes and values (theories and case 
histories) 

 
 
Day 4 

• Learning and decision making: are we always rational decision makers? 
(rational VS irrational models, the choice paradox, simplicity VS variety, 
automatic VS reflective cognitive system, heustistic and frame effect, 
prospect theory, nudges)  

 
  
Day 5  

• Assignment presentation and discussion 
• Final exam 

 


