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Ficha de Unidade Curricular

DESIGNACAO DA UNIDADE CURRICULAR:

Consumo e consumidores online

DESIGNATION OF CURRICULAR UNIT:

Consumption and online consumers

SIGLA DA AREA CIENTIFICA EM QUE SE INSERE / SCIENTIFIC AREA ACRONYM

Ciéncias Humanas (CH) /Human Sciences (HS)

DURACAO / DURATION ( Anual, Semestral )

Semestral /Semester

HORAS DE TRABALHO / WORK HOURS (numero total de horas)

135h

HORAS DE CONTACTO / CONTACT HOURS (discriminadas por tipo de metodologia adotado - T -
Teolrico; TP - Teorico-pratico; PL - Pratico e laboratorial; S- Seminario; OT - orientagéo tutorial)

T:15h; TP:30h

% HORAS DE CONTACTO A DISTANCIA / % REMOTE CONTACT HOURS

Sem horas de contacto a distancia/No remote hours
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5ECTS

DOCENTE RESPONSAVEL E RESPETIVA CARGA LETIVA NA UNIDADE CURRICULAR (PREENCHER O

NOME COMPLETO):
Ana Cristina Antunes - Oh

RESPONSIBLE ACADEMIC STAFF MEMBER AND LECTURING LOAD IN THE CURRICULAR UNIT (FILL
IN THE FULLNAME):

Ana Cristina Antunes - Oh

OUTROS DOCENTES E RESPETIVAS CARGAS LETIVAS NA UNIDADE CURRICULAR (PREENCHER O
NOME COMPLETO):

Angelo Miguel Guerreiro Vicente - 45 h

OTHER ACADEMIC STAFF AND LECTURING LOAD IN THE CURRICULAR UNIT:

Angelo Miguel Guerreiro Vicente - 45 h
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OBJETIVOS DE APRENDIZAGEM (CONHECIMENTOS, APTIDOES E COMPETENCIAS A DESENVOLVER

PELOS ESTUDANTES):

No final da unidade curricular, os estudantes deverao ser capazes de:

1. Compreender os fundamentos do comércio eletrénico e as especificidades do consumo em ambientes
digitais, analisando o papel dos diversos tipos de plataformas digitais na jornada do consumidor.

2. ldentificar e caracterizar perfis e comportamentos dos e-shoppers, bem como caraterizar 0s
comportamentos de compra planeada e compra impulsiva online e os seus determinantes.

3. Compreender a relacédo entre a experiéncia do utilizador (UX) e o consumo online, bem como os fatores
gue influenciam esta relacéo.

4. Caraterizar e examinar criticamente o papel dos processos psicolégicos, bem como fatores e processos
sociais, nas diversas etapas da jornada do consumidor online.

5. Examinar o impacto da inteligéncia artificial na personalizacdo, recomendacédo e automatizacdo do
consumo online.

6. Discutir as questdes de privacidade, seguranca e ética associadas ao comércio eletrénico.

LEARNING OUTCOMES OF THE CURRICULAR UNIT:

By the end of the course, students should be able to:

1. To understand the foundations of e-commerce and the specificities of consumption in digital environments,
by analyzing the role of different types of digital platforms in the consumer journey.

2. To identify and characterize e-shoppers? profiles and behaviors, as well as to examine planned and
impulsive online buying behaviors and their antecedents.

3. To understand the relationship between user experience (UX) and online consumption, and the factors that
influence this relationship.

4. To characterize and critically examine the role of psychological processes, as well as social factors and
processes, in the various stages of the online consumer journey.

5. To examine the impact of artificial intelligence on personalization, recommendation, and automation in online
consumption.

6. To discuss issues of privacy, security, and ethics associated with e-commerce.
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CONTEUDOS PROGRAMATICOS:

Introdugdo ao comércio eletronico e ao consumo online.

Plataformas e ecossistemas digitais: emarketplaces , | ojas alojadas nos sites das marcas, r edes sociais, p lataformas
de servicos e partilha, a plicacdes moveis e seu papel destas na jornada do consumidor.

Perfis, carateristicas e comportamentos dos e-shoppers .

Compra planeada e compra impulsiva online.

A experiéncia do utilizador (UX) e a jornada do consumidor: o papel da usabilidade, navegacado, consisténcia,
interatividade e atmosfera do sitio web; Personalizacdo da experiéncia; A experiéncia omnicanal e a integracdo entre
pontos de contacto e entre dispositivos.

Os determinantes psicolégicos no consumo online.

O shopper /Iconsumidor enquanto membro de grupos sociais: O papel dos influenciadores digitais, do word-of-mouth ,
das reviews e avaliagOes, das comunidades e das recomendacdes na jornada do consumidor.

A inteligéncia artificial e 0 consumo online.

Privacidade, seguranca e ética no consumo online.
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SYLLABUS:

Introduction to electronic commerce and online consumption.

Digital platforms and ecosystems: e-marketplaces, brand-hosted online stores, social media, service- and
sharing-based platforms, mobile applications, and their role in the consumer journey.

Characterization and behaviors of e-shoppers.

Planned versus impulsive online purchasing.

User experience (UX) and the consumer journey: the role of usability, navigation, consistency, interactivity, and
website atmosphere; personalization of the experience; omnichannel experience and the integration of
touchpoints and devices.

Psychological determinants of online consumption.

The shopper/consumer as a member of social groups: the role of digital influencers, word-of-mouth, reviews
and ratings, communities, and recommendations in shaping the consumer journey.

Atrtificial intelligence and online consumption.

Privacy, security, and ethics in online consumption.

DEMONSTRACAO DA COERENCIA DOS CONTEUDOS PROGRAMATICOS COM OS OBJETIVOS DA

UNIDADE CURRICULAR:

O Objetivo 1 concretiza-se através da abordagem aos fundamentos do comércio eletrénico e do consumo em
ambientes digitais, bem como pela andlise critica das plataformas e ecossistemas digitais que estruturam a
jornada do consumidor.

O Objetivo 2 é desenvolvido pela caracterizacao dos perfis e comportamentos dos e-shoppers, aprofundando
o0 estudo dos processos de compra planeada e impulsiva online e dos fatores que os determinam.

O Objetivo 3 reflete-se na andlise da relagéo entre a experiéncia do utilizador (UX) e o consumo online,
explorando os elementos que influenciam a qualidade da interagéo e o0 seu impacto nas decisdes de compra.

O Objetivo 4 materializa-se na investigacdo dos determinantes individuais e sociais do consumo online.
O Objetivo 5 é operacionalizado pela analise critica do papel da inteligéncia artificial no consumo online.

O Objetivo 6 contempla a discusséo critica de privacidade, seguranca e ética no comeércio eletrénico e
no comportamento do e-shopper/consumidor.
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DEMONSTRATION OF THE SYLLABUS COHERENCE WITH THE CURRICULAR UNIT'S OBJECTIVES:

Objective 1 is achieved through the study of the foundations of electronic commerce and consumption in digital
environments, as well as the critical analysis of the platforms and digital ecosystems that structure the consumer
journey.

Objective 2 is developed through the characterization of e-shoppers? profiles and behaviors, with an emphasis on
planned and impulsive online buying processes and their determinants.

Objective 3 is reflected in the analysis of the relationship between user experience (UX) and online consumption,
exploring the factors that influence interaction quality and its impact on purchase decisions.

Objective 4 is materialized in the investigation of individual and social determinants of online consumption.
Objective 5 is operationalized through the critical analysis of the role of artificial intelligence in online consumption.

Objective 6 involves a critical discussion of privacy, security, and ethical issues in electronic commerce and
e-shopper/consumer behavior.

METODOLOGIAS DE ENSINO:

As metodologias de ensino sé&o expositivas e ativas, envolvendo quer aulas com componente de exposicéo
lideradas pelo docente a par de aulas de discusséo coletiva baseada na exploracdo de artigos cientificos e
relatérios, analise de sites e estudo de casos praticos.

A avaliacédo, de carater periodico, engloba um teste de avaliacdo de conhecimentos e dois trabalhos
realizados em grupo.

TEACHING METHODOLOGIES:

The teaching methodologies are expositive and active, involving lectures led by the teacher alongside
collective discussions based on the exploration of scientific articles and reports, website analysis, and case
studies.

The assessment, of a periodical nature, comprises a written test and two group assignments.
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AVALIACAO

A avaliacéo, de carater periodico, engloba um teste de avaliacdo de conhecimentos (com a ponderacao de
60% para a nota final do aluno na unidade curricular, exigindo-se a nota minima de 8,5 valores nesta
componente para aprovacao na UC) e dois trabalhos realizados em grupo (perfazendo os restantes 40% de
ponderacao da nota final).

Assessment is of a periodic nature and comprises a written test, accounting for 60% of the final grade in the
course unit. A minimum score of 8.5 out of 20 in this component is required for successful completion. The
remaining 40% of the final grade is derived from two group assignments.

DEMONSTRACAO DA COERENCIA DAS METODOLOGIAS DE ENSINO COM OS OBJETIVOS DE

APRENDIZAGEM DA UNIDADE CURRICULAR:

As metodologias de ensino visam estimular a motivacéo e interesse dos alunos e, em simultaneo, fomentar a
sua compreensao e capacidade de analise critica acerca das principais questdes relativas ao shopper
/consumidor em contextos online.

A coeréncia entre os objetivos da unidade curricular e a metodologia de ensino é assegurada através da
articulagé@o entre atividades de analise, discusséo critica e desenvolvimento de uma estrutura conceptual
sobre as decisdes e os comportamentos de consumo online. Sao exploradas as carateristicas e
especificidades das jornadas dos consumidores em contextos digitais e as formas como estas sdo moldadas
por fatores como plataformas e ecossistemas digitais, experiéncias dos utilizadores (UX), inteligéncia artificial
e processos psicoldgicos e sociais. A andlise de websites e outras plataformas e de estudos de caso potencia
a compreenséo aplicada e contextualizada das tematicas, permitindo relacionar os contetdos tedéricos com
situacdes reais. Por sua vez, a realizacdo dos trabalhos de grupo promove a integracdo e aplicacao pratica
dos conhecimentos adquiridos, estimulando a reflexdo critica, a capacidade de sintese e a adaptagéo das
aprendizagens a diferentes cenarios de consumo digital.
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DEMONSTRATION OF THE COHERENCE BETWEEN THE TEACHING METHODOLOGIES AND THE

LEARNING OUTCOMES:

The teaching methodologies aim to stimulate students' motivation and, at the same time, foster their
understanding and ability to critically analyze the main subjects related to the shopper/consumer in online
contexts.

Coherence between the learning objectives and the teaching methodology is ensured through the integration of]
critical analysis, discussion, and the development of a conceptual framework on online consumer
decision-making and behavior. Particular emphasis is placed on the specificities of digital consumer journeys
and the ways in which they are shaped by factors such as digital platforms and ecosystems, user experience
(UX), artificial intelligence, and psychological and social processes. The analysis of websites and case studies
enhances applied understanding, fostering the contextualization of theoretical knowledge in real-world
scenarios. In turn, the completion of group assignments promotes the integration and practical application of
acquired knowledge, while encouraging critical reflection, synthesis, and the capacity to adapt learning
outcomes to diverse digital consumption contexts.
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OBJETIVOS DE DESENVOLVIMENTO SUSTENTAVEL (ODS) / SUSTAINABLE DEVELOPMENT GOALS

(SDGs)

4 - Garantir o acesso a educacao inclusiva, de qualidade e equitativa, e promover oportunidades de

aprendizagem ao longo da vida para todos / 4 - Ensure inclusive and equitable quality education and promote
lifelong learning opportunities for all

OBSERVAGCOES (assinalar sempre que a UC seja optativa)

Unidade curricular opcional do 5° semestre da licenciatura em Publicidade e Marketing.

OBSERVATIONS

Optional curricular unit in the 5th semester of the degree in Advertising and Marketing.
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