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LESSONS

1. Mission, Conceptions, Theories, Methodology

2. Conscious and unconscious (Neuromarketing) '

3. Manipulation: ( Promise, Packaging) '
4. Perception |
5. Attention, ' 6.Perception research

7. Remembering (Recall) '

Reception

8. Connotation (The Image) ' 9. Image profiles

10. Motivation .

Elaboration

11. Attitude ' 12. Measuring of Motivations
and Attitudes

12. Persuasion (Emotions ) i

13. Adaptation (Children) '

Changes of consumer’s behavior.
" ldol tracking. The shopper of the future.
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14 lectures of Adv. Psych.
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