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People 1ncreas1ng1y recognize that human behav1or - whether from
consumers, managers, employees, or investors - often deviates from
traditional assumptions of rationality. Effective business leaders
must account for these behavioral patterns in their decision-making.
This master’ s-level course explores contemporary research in business
management and marketing through intensive study of academic
literature and emerging trends. Through guided discussions, students
analyze and apply theoretical frameworks while examining behavioral
tendencies and their practical implications for management.
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This is a doctoral-level/master-level course that deeply explores
research topics in behavioral science and management. The course is
structured around reading emerging issues and classic academic
literature, guiding and facilitating joint discussions to learn and
apply relevant theories.
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of how behav1oral theories can 1mmedlately help solve pressing
business challenges in a variety of fields.

« Engage with consumers along the decision journey armed with a
deeper understanding of what the choices they’ re making along the
way.

« Discover a behavioral theories approach to framing value to better
communicate the benefits of a product or experience.

« Learn how key points associated with consumers’ memory—Ilike peak
moments and duration—can influence their experience.
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Method of . . . .
Instruction & 3% Group discussion : 20%
% ) 3t Case study : 30%
Y Practical exercises : 30%
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Grading Individual Assignments: 35%
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