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MpocVéate ocipéc av ypetaotel. H opyavwon Stdaokadiag kat ot SLOaKTIKEG uedobdot mou
XPNOLUOTTOLOUVTAL TIEPLYPAPOVTAL AVAAUTIKA 0TO (6).

TYNOz MAGHMATOZ ELS'LKEUGF]Q

yevikoU untoBadpou,

£L81koU urtoBadpou, ebikevong

VEVIKWV YVWOoewV, avantuéng Seélotntwv

NMPOAMAITOYMENA MAGHMATA: | MAPKETLVYK OYPOTLKWY TIPOLOVIWY Kol TPodLwy

FAQ2zA AIAAZKANIAZ ko EZETAZEQN: | EAANVIKG

TO MAOHMA MNPOZ®EPETAI ZE ®OITHTEZ | Oyt
ERASMUS

HAEKTPONIKH ZEAIAA MAOHMATOZ (URL) | http://mba.aua.gr/category/education/courses/

2. MAOHZIAKA ANOTENAEZMATA

Ma6notakd AntoteAéopata
Meptypdpovral Ta LadnoLlaKd AITOTEAEGUATA TOU UATUATOC OL CUYKEKPIUEVEC YVWOELS, SEELOTNTES KAl LKAVOTNTEG KartaAArAou entnédou mou Ja
QUITOKTI)OOUV OL (OLTNTEG UETA TNV ETILTUXN OAOKApwWanN ToU UadruaTog.
SuuBouleuteite to MNapaptnua A
o [leptypapri Tou Emunédou twv Madnotakwv ArtoteAeoudtwy yla kade éva KUkAo omoudwv ouppwva pe to lMAaioto Mpoooviwv tou Evpwrnaikot Xwpou
Avwrtatng Eknaibevong
o [leptypacpikoi Aeiktes Emumédwvy 6, 7 & 8 tou Eupwrniaikou MAatciou lMpoaoviwy Awd Biou Madnong kat to Mapaptnuo B
o [lepiAnmtikog O6nyoc ouyypaprs Madnaolakwv AroteAeouatwy

To pabnua amnoteAel eppabuvon o Bépata mou Amrtovtal Tou Zupmnepldoplkol MdApkeTvyk. O OTOXOG TOU
poBnuatog sivat n UeAETn tng oupmepldopdc KatavoAwt wg PuxoAloyikn Stadikacia kot OxL w¢ GuoLKN
Sladikaoia, OMwE AVTLLETWITIZETAL CALEPA ATIO TLG OLKOVOULKEG ETILOTAEG KL KAT EMEKTACN TOU marketing.

To padnua amote)el pLo eloaywyn otig Bacikég cupmepldopLkeC pepoAnieg, KaBWCE Kol GTOUC TPOTIOUC TIOU QLUTEC
propoUV va cupPAEAAouvV otov oxedlaopd mPoidvtwy avénuévng mpootfépevng afiag kal tnv PeAtiwon tng
otpatnytkng marketing. ElS1kdtepa n UAN TOU HABAUATOC CTOXEVEL OTNV ELCAYWYI TWV CTIOUSOOTWY OTLG PACLIKEG
£VVOLEC TNC CUUTTEPLPOPLKAG TLLOAOYNONG TPODIHWY KAl YEWPYLKWY TIPOIOVTWY, 0 BACIKEG OTPATNYIKEG LAPKETIVYK
TWV YEWPYLKWV ETILXELPNOEWV TTOU TEEPAABAVOULV TIC aYOpPEC GUUPBOAALWY LEANOVTLKAC EKTTANPWONGC, TLLOAOYLAKEC
OTPATNYLKEC TWV YEWPYLKWV ETIXELPAOEWV KOOWE Kol TwV BOCIKWY 0pXWV TOU VEUPOUAPKETLVYK.

Me tnv emituxn oAokAfpwaon tou padnuoatog o pottntic / tpla Ba sival os B£on va:

e 'EXEL KATAVONOEL TA KPIOLUA XAPAKTNPLOTIKA TTou SLaidpopormoloUy To cUUTIEPLOPLKO LAPKETLVYK

e ‘ExeLyvwon yUpw amod ta Bacikd epyaleio QVTLLETWILONG KOL AVAAUGCNG BEUATWY TTOU ATTOVTAL TNG
OUMTEPLPOPLKNAG TILOAOYNONG

e Na Slakpivel TIC SLOPOPETIKEG OTPATNYLKEG TLLOAOYNGNE TTOU XPNOLLOTIOLOUV OL YEWPYLKEC ETILXELPHOELG KOl
ETIXELPNOELG TPODIUWV OTO MAQLCLO TWV OTPATNYLKWV TILOAOYNCNG TOUG

e Xpnoluomolel epyoAeia TOU HAPKETIVYK KOL TOU VEUPOUAPKETLVYK YLO VO QTTAVTHOEL TTPOBAALOTA TTOU OVAKOUV
OTO YVWOTLKO Ttedio yLa To eminedo tou padrpartog




e No yvwpilel €vvoleC OXETIKEG UE TNV APXLTEKTOVLIKN eniloywv (umepdopTwor) emhoywv, TPoemAoYEG, TpLBN,
€UKplvelQ)

¢ Na yvwpilel To mAaiolo avtiAnPng Tung kot mpoiovrog (dikatoouvn, pecaia emloyr, aykUpwaon, Suvapn Tou
SWwPEAV Kal AVTUTEPLOTACUOC) Kal TNV epapoyr toug oto marketing

Fevikég IkavaTnTeg
AauBavovtag unmoyn TG YEVIKEG LKAVOTNTEG TTOU TIPETIEL VXL EXEL QUTOKTIOEL O TTTUXLOUXOG (OMWE QUTEG avaypdpovtal oto Mapaptnua AUTAWUATOG Kot
napatidevral akodovdwg) os moLa / OLEG QIO AUTEG ATTOOKOTEL TO pUAdnua;.

Avadliitnan, avaAvon kat aUvOean Se60UEVWVY Kal TANPOPOPLWY, LE TN Sxedlaouocs kat Staxeipton Epywv

XP1ON KoL Twv amapaitnTtwy TeYVoAoyLwv 2€Ba00G 0TN SLAPOPETIKOTNTA KL TNV TOAUTTOALTIOULKOTN T

Mpooapoyn O€ VEEG KATAOTAOELG 2eBaoudg ato pualko meptBailov

ANfYn amopaoewv Ertibeién kowwvikrig, emayyeAuatikr kat ndikr¢ urteuduvotntag Kat evatodnoiog
Autdvoun epyaoia o€ Jéuata pUuAou

Ouadikn epyaoia AOKNON KPLTIKIG KOlL LUTOKPLTIKIG

Epyaocia oe 5iedveg meptBaAiov Mpoaywyn tng eEAeUBePNS, SNULOUPYIKIG KAl ETTAYWYIKNG OKEYNS

Epyaocia oe Slemotnuoviko neptBaAiov

Mapaywyrn VEwV EPEUVNTIKWV LOEWV AMeg...

Autévoun Epyaoia

AMPn anoddacewv

AOKNON KPLTLKNG KOL LUTOKPLTLKAG

e [lpoaywyn tng eAelBepnc, SNULOUPYLKAG KOL EMAYWYLIKAG OKEPNG

3. NEPIEXOMENO MA®GHMATOz

e Juunepldoplkr TLLOAOYNGCN TPODIUWY KOL YEWPYIKWY TTPOIOVIWY

e  JTPATNYLKEG TLLOAOYNONG

e  NEUPOUAPKETLVYK

e Eloaywyn otnv cupmnepipoplkn otkovoptkn (behavioral economics)

e Avdluon tou mAatoiov AfYPng anodacewv - TPooSLoPLOTIKOL TaPAYOoVTEG AMOPACEWY

e Apyltektovikn emthoywv (choice architecture) (unepdpoptwaon emAoywy, MPOETIAOYEG, TELRN, EUKpIvELD)

e AvtiAnyn TIHAG KoL tpoidvtocg (Stkatoouvn, peoaia emiloyr], aykupwaon, Suvapn Tou Swpeav Kal
QVTLIEPLOTIOLOMOG)

4. AIAAKTIKEZ kot MAOHZIAKEZ MEGOAOI - AZIONOrHzZH

TPOMOZ NAPAAOZHE | Ala {wong

Mpoowro pe npoowrno, E§ amootacewg eknaibevan K.Am.

XPHZH TEXNOA OTNQN NAHPO®OPIAS KAl e Yrnootipn Mabnotakng Stadikaoiog péow tng
EMIKOINQNIQN NAeKTPoVIKAG MAaTdOppag e-class

Xpnon T.I.E. otn Abaokalia, atnv Epyaotnplakn , , .
Exntaibeuon, atnv Emkolvwvia |UE TOUG POLTNTEG ® I‘Iapouctaon Tou “aenuatoq HE Power-Point

OPTANQzH AIAAZKANIAX , ®doprog Epyaciag
Meptypagovtat  avaAutike o Tpomog Kot  uédodol Apagtnplotnra E€aurivou
Sbaokaliag. ,
Aladéelg, Zeuwvapla, Epyaotnpiakn Acknan, Aoknon ALQ)\EEE Y 36
Mebiou, MeAétn & avaAuan BiBAoypapiag, Dpovtiotriplo, AuTO ue}\s’tn 64

Mpaktikry (Tomodétnan), KAwikny Acknon, KaAAitexviko
Epyaotipto, Awabpactikn Stdaockaldia, EKmaLSEUTIKES
emwokéelg, Ekmovnon ueAETnG  (project), Zuyypaen
epyaoiac / epyactwv, KaAditexvikn dnutovpyia, K.AT.

Avaypd@ovtal oL WPeG UEAETNG TOU @outntr) yla Kade
uadnotakn bpactnpotnta  KABWG Kol oL WPEC N
Kkadobnyoluevng HEAETNG oUppwva UE TIG apxes Tou ECTS YUvoho Mabnpoatog 100

AZIOAOTHZH OOITHTQN | Mpartr teAikn e€€taon (100%) mou mephapBavet:

Meptypapn tne Stadikaoiac aétoAdoynong - Eprl"]GE (C T[O)\)\(XT[)\I"]C ET[IJ\OVT']Q
Maooa  AfoAdynone,  MédoSou  aioAdynonc, =  EmiAuon mpoBANUATWY OXETIKWY E TTOCOTIKA dedopeva
Awapoppwrikn) 1 Supmepacuatiki, Aokuacta MoAlarmArg =  EpWTAOELG KPLOEWE AVOLYTOU TUTIOU

Emtidoyrig, Epwtrioelc Zuvtoung Amavinong, Epwtrioslg
Avantuéng  Aokwiwv, Emidvon [MpoBAnudtwy, [panth
Epyaoia, EkGean / Avagopad, MNpowoptkn EEEtaon, Anuoota
Mapouaoiaon, Epyaoctnpiakn Epyaoia, KAwiwkn Eé€taon
Ac¥evoug, KaAAitexvikn Epunveia, AAAn / AAAeg




Avapépovtal pnta mpoabloptopéva kpttipta aéloAdynong
KaL Qv kAt o glval mpooBaoua Ao ToUG POLTNTEG.

5. ZYNIZTQMENH-BIBAIOTPADIA

- Mpotetvouevn BiBAoypapia:

Kotler, Armstrong, Agnihotri (2017) Principles of Marketing.

Kotler and Keller (2016) Marketing Management.

Ramsoy (2015) Introduction to Neuromarketing and Consumer neuroscience.

- Zuvaen ENLOTNUOVIKA TTEPLOSIKA:

Journal of Neuroscience, Psychology, and Economics
Journal of Consumer Behavior

European Journal of Marketing

Journal of Marketing

Journal of Marketing Research

International Journal of Research in Marketing
Journal of the Academy of Marketing Science
Journal of Consumer Psychology

Journal of Consumer Research

Journal of Marketing Research

Management Science

Marketing Theory

Marketing Science

International Marketing Review

Quantitative Marketing and Economics




COURSE OUTLINE

1. GENERAL
SCHOOL | School of Applied Economics and Social Sciences
ACADEMIC UNIT | Department of Agricultural Economics and Rural Development-MBA
Food & Agribusiness
LEVEL OF STUDIES | Postgraduate Studies
COURSE CODE | 410107 \ SEMESTER | 2™
COURSE TITLE | Behavioral Marketing

INDEPENDENT TEACHING ACTIVITIES
if credits are awarded for separate components of the course, e.g. lectures, laboratory
exercises, etc. If the credits are awarded for the whole of the course, give the weekly
teaching hours and the total credits

WEEKLY

TEACHING HOURS CREDITS

3 4

Add rows if necessary. The organisation of teaching and the teaching methods used are

described in detail at (d).

COURSE TYPE

general background,

special background, specialised general knowledge,
skills development

Specialized

PREREQUISITE COURSES: | Agricultural and Food Products Marketing
LANGUAGE OF INSTRUCTION and | Greek
EXAMINATIONS:
IS THE COURSE OFFERED TO ERASMUS | No
STUDENTS

COURSE WEBSITE (URL)

http://mba.aua.gr/en/category/education/courses/

2. LEARNING OUTCOMES

Learning outcomes

The course learning outcomes, specific knowledge, skills and competences of an appropriate level, which the students will acquire with the successful

completion of the course are described.
Consult Appendix A

o Description of the level of learning outcomes for each qualifications cycle, according to the Qualifications Framework of the European Higher

Education Area

o Descriptors for Levels 6, 7 & 8 of the European Qualifications Framework for Lifelong Learning and Appendix B

o Guidelines for writing Learning Outcomes

The course is an introduction to the basic behavioral biases, as well as the ways they can contribute to the design
of increased added value products and the improvement of the marketing strategy. In particular, the course
material aims to introduce students to the basic concepts of behavioral pricing of food and agricultural products,
to basic marketing strategies of agricultural businesses that include futures markets, pricing strategies of
agricultural businesses as well as the basic principles of neuromarketing.

Upon successful completion of the course, the student will be able to:

e Understand the critical characteristics that differentiate behavioral marketing

e Use the basic tools for dealing with and analyzing issues related to behavioral pricing

e Distinguish the different pricing strategies used by agricultural and food businesses in their pricing strategies
e Use marketing and neuromarketing tools to answer problems that belong to the knowledge field for the level

of the course

e Use concepts related to option architecture (option overloading, defaults, friction, sharpness) in marketing

strategy

e Analyze the process of price and product perception (fairness, middle choice, anchoring, power of free and
distraction) and their application in marketing

General Competences

Taking into consideration the general competences that the degree-holder must acquire (as these appear in the Diploma Supplement and appear below),

at which of the following does the course aim?

Search for, analysis and synthesis of data and information, with the

use of the necessary technology
Adapting to new situations
Decision-making

Working independently

Team work

Project planning and management

Respect for difference and multiculturalism

Respect for the natural environment

Showing social, professional and ethical responsibility and sensitivity to gender
issues

Criticism and self-criticism




Working in an international environment Production of free, creative and inductive thinking
Working in an interdisciplinary environment
Production of new research ideas Others...

¢ Independent Work

e Decision making

e Exercise criticism and self-criticism

« Promotion of free, creative and inductive thinking

3. SYLLABUS

e Pricing of food and agricultural products

e Pricing strategies

¢ Neuromarketing

e Introduction to behavioral economics

e Analysis of the decision-making framework - determinants of decisions

e Choice architecture (choice overload, defaults, friction, salience)

e Price and product perception (fairness, middle option, anchoring, power of free and decoy effects)

4. TEACHING and LEARNING METHODS - EVALUATION

DELIVERY

Face-to-face, Distance learning, etc.

USE OF INFORMATION AND

COMMUNICATIONS TECHNOLOGY

Use of ICT in teaching, laboratory education,
communication with students

TEACHING METHODS Activity Semester workload
The manner and methods of teaching are described in Lectures 36
detail.
Lectures, seminars, laboratory practice, fieldwork, study Self-study 64

and analysis of bibliography, tutorials, placements, clinical
practice, art workshop, interactive teaching, educational
visits, project, essay writing, artistic creativity, etc.

The student's study hours for each learning activity are
given as well as the hours of non-directed study according Course total 100
to the principles of the ECTS

STUDENT PERFORMANCE EVALUATION
Description of the evaluation procedure Written final exam (100%) including:
Language of evaluation, methods of evaluation, summative e Mu Itiple choice questions

or conclusive, multiple choice questionnaires, short- ° Solving problems related to quantitative data
answer questions, open-ended questions, problem solving,
written work, essay/report, oral examination, public L] Open—ended questions
presentation, laboratory work, clinical examination of

patient, art interpretation, other

Specifically-defined evaluation criteria are given, and if
and where they are accessible to students.

5. ATTACHED BIBLIOGRAPHY

- Suggested bibliography:

Kotler, Armstrong, Agnihotri (2017) Principles of Marketing.

Kotler and Keller (2016) Marketing Management.

Ramsoy (2015) Introduction to Neuromarketing and Consumer neuroscience.

- Related academic journals:

Journal of Neuroscience, Psychology, and Economics
Journal of Consumer Behavior

European Journal of Marketing

Journal of Marketing

Journal of Marketing Research

International Journal of Research in Marketing
Journal of the Academy of Marketing Science




Journal of Consumer Psychology
Journal of Consumer Research

Journal of Marketing Research
Management Science

Marketing Theory

Marketing Science

International Marketing Review
Quantitative Marketing and Economics




