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DOCENTE TIPO DE AULA TURMAS TOTAL HORAS DE CONTACTO (*)
Carla Sofia Guerreiro Machado OT;T; TP T1; TP1; OT1 19.5T; 19.5TP; 50T

* Para turmas lecionadas conjuntamente, apenas é contabilizada a carga horaria de uma delas.

ANO | PERIODO DE FUNCIONAMENTO*

HORAS DE CONTACTO

HORAS TOTAIS DE TRABALHO ECTS

1° S1

19.5T; 19.5TP; 50T

140 5

* A-Anual;S-Semestral;Q-Quadrimestral; T-Trimestral

Precedéncias

Sem precedéncias

Conhecimentos Prévios recomendados

néo se aplica

Objetivos de aprendizagem (conhecimentos, aptiddes e competéncias)

Esta UC visa dar a conhecer os principais fendmenos psicoldgicos e psicossocioldgicos associados ao comportamento do consumidor e a
comunicacdo, bem como as teorias que os explicam, introduzindo métodos de investigacdo do comportamento do consumidor e da
comunicacdo. Pretende-se ainda dotar os estudantes da capacidade de desenvolvimento de investigacdo no dominio da psicologia do

consumidor e de concec¢édo e conducgdo de estudos de mercado.
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Conteldos programaticos

1. Psicologia Social do Consumo

1.1. Analise dos mercados consumidores e do seu comportamento de compra
1.2. Necessidades, Motivagéo, Persuaséo e mudanca de atitudes no comportamento do consumidor
1.3. Variaveis que influenciam o Comportamento do Consumidor

1.3.1. Carateristicas Permanentes dos Individuos

1.3.2. Variaveis Sociolégicas e Psicossociologicas

2. Processo de decisdo de compra e Segmentacéo do mercado,

2.1. Diferenciacéo e Segmentagdo de Mercado

2.2. Posicionamento e imagem

3. Comunicagao

3.1 O Papel da comunicacéo e o comportamento do consumidor

3.2. Comunicag&o como processo de influéncia.

3.2. As Estratégias de comunicacéo.

3.3. O Planeamento estratégico de comunicacéo

4. Métodos de investigacao do comportamento do consumidor

4.1. Principais conceitos e fases de um estudo de mercado.

4.2. Estudos qualitativos e estudos quantitativos

4.3. Planeamento, realizacéo e aplicacdes dos estudos.

Metodologias de ensino (avaliacdo incluida)

Debate, englobado na exposi¢éo dos conteldos programaticos; videos e estudos de caso.

As aulas tedricas (T) tém um carater expositivo para apresentagdo dos principais modelos tedéricos, conceitos e evidéncias empiricas. As

aulas tedrico-praticas (TP) versam a analise de casos praticos, individual e em grupo, com a respetiva discussao. A orientacao tutorial (OT)

destina-se ao acompanhamento das tarefas e esclarecimento de dividas.

A avaliagdo é continua, com exame final, e inclui: Um trabalho de grupo de analise e concec¢éo de estudo de mercado, com apresentacao e

discussédo em aula (20%) e relatério escrito (40%); Mais um trabalho individual de concecao de projeto de investigacdo em psicologia do

consumo e da comunicacao, sob a forma de artigo cientifico (40%) ou a concecao de uma proposta de estudo de mercado a combinar com
alunos (50% relatorio + 50% apresentacéo e discussdo). Os estudantes ficam aprovados, dispensados de exame final, se tiverem nota final

igual ou superior a 9.5.
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Bibliografia principal

Baynast, A., Lendrevie, J., Levy, J., Dionisio, P. & Rodrigues, J. V. (2018). Mercator 25 anos, o marketing na era digital, Lisboa:
Publicagcbes Dom Quixote.

Kotler, P. e Armstrong, G. (2018), Principles of Marketing; Global edition, 17th edition, Pearson Education, London;

Kotler, P., P., Kartajaya, H., Setiwan (2017); Marketing 4.0, mudanca do tradicional para o Digital, Actual editora, Lisboa;

Kotler, P. & Keller, K.L (2016). Marketing Management (152 ed.). Harlow: Prentice Hall International;

Lendrevie, Jacques; Brochand, Bernard; Dionisio, Pedro; Rodrigues, Joaquim; (2010); PUBLICITOR 360° Online - Offline, Publicagbes Dom
Quixote;

Rodrigues, F., Vitorino, L. Moreira, J. (2013); Comportamento do Consumidor- Quando a Neurociéncia, a Psicologia, a Economia e o
Marketing se encontram, Psicosoma,;

Solomon, M. (2017), Consumer Behaviour - Buying, having and being, 122 edi¢&o, Prentice Hall.
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Academic Year

2020-21

Course unit

Courses

SOCIAL, WORK AND ORGANIZATIONAL PSYCHOLOGY (*)

(*) Optional course unit for this course

Faculty / School

FACULTY OF HUMAN AND SOCIAL SCIENCES

Main Scientific Area

Acronym

Language of instruction

Portuguese-PT / English-EN

Teaching/Learning modality

Classroom

Coordinating teacher

Carla Sofia Guerreiro Machado

Teaching staff Type Classes Hours (*)
Carla Sofia Guerreiro Machado OT; T, TP T1, TP1; OT1 19.5T; 19.5TP; 50T
* For classes taught jointly, it is only accounted the workload of one.
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Contact hours
T TP PL TC S E oT (@] Total
195 ||L9.5 [0 o 1o [0 |E [0 | [240

T - Theoretical; TP - Theoretical and practical ; PL - Practical and laboratorial; TC - Field Work; S - Seminar; E - Training; OT - Tutorial; O - Other

Pre-requisites

no pre-requisites

Prior knowledge and skills

not applicable

The students intended learning outcomes (knowledge, skills and competences)

This UC aims to present the main psychological and psycho-sociological phenomena associated with consumer behavior and social
communication and also the theories that explain them, as well as to introduce the investigation methods of consumer behavior and
communication. It is also intended to endow students with the capacity to develop research in the field of consumer psychology and design
and conduct a market research.
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Syllabus

1. Social Psychology of Consumption

1.1. Analysis of consumer markets and their buying behavior
1.2. Needs, Motivation, Persuasion and Attitudes in Consumer Behavior
1.3. Variables that Influence Consumer Behavior

1.3.1. Permanent Characteristics of Individuals

1.3.2. Sociological and Psycho-Sociological Variables

2. Purchase decision process and market segmentation,
2.1. Differentiation and Market Segmentation

2.2. Positioning and image

3. Communication

3.1 The Role of Communication and Consumer Behavior
3.2. Communication as a process of influence.

3.2. Communication Strategies.

3.3. Strategic communication planning

4. Methods of investigating consumer behavior

4.1. Main concepts and phases of a market study.

4.2. Qualitative studies and quantitative studies

4.3. Planning, realization and its applications

Teaching methodologies (including evaluation)

Debate, included in the exposition of the programmatic content; videos and case studies.

Theoretical classes (T) have an expository character to present the main theoretical models, concepts and empirical evidences. The
theoretical-practical classes (TP) deal with the analysis of practical cases (individual/group), with the respective discussion. The tutorial
orientation (OT) is aimed at monitoring the tasks and clarifying doubts.

The evakuation is continuos with a final exam, and inclues: a work group that consists in a analysis and conception of a market study, with
the presentation and discussion in class (20%) plus a report (40%) and a Individual work to design a research project in consumer and
communication psychology, in the form of a scientific paper (40%) or in agreement with students a market study proposal (50% report + 50%
presentation and discussion ). The students are approved, exempted of final examination, if they have a final mark equal or superior to 9.5.
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