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AIM(S)

1. To develop the ability to critically evaluate the motives that drive human behaviour in the buying situation
1. To explore and evaluate new ways to assess opinion, test new products, evaluate packaging, predict emerging needs, design promotion and advertising executions, to map out overall marketing strategy.  

LEARNING OUTCOMES

Upon the successful completion of this module, the student should be able to:
1. Demonstrate knowledge and a critical understanding of the well-established principles of various perspectives of buyer behaviour and how these inform the development of marketing strategy.
1. Apply critically a “toolbox” of psychological principles that relate to the way customers/ consumer behave and then apply their findings to a marketing strategy.
1. Assess current and future metrics, research technologies, and research data output in an evaluative manner.

INDICATIVE CONTENT
1. Introduction to Consumer Behaviour and a framework for Consumer Analysis including the sub-sections of Consumer Behaviour as part of the Consumer Decision Making Process.
1. The Cognitive and Affective Systems. The Behavioural Perspective and Cognitive Learning Styles 
1. Product Knowledge and Product Involvement 
1. Exposure, Attention and Comprehension 
1. The Consumer Environment and Researching Consumers 
1. Strategy Formulation


LEARNING AND TEACHING STRATEGY

Students will become familiar with concepts, principles and practices relating to the topic via workshops, seminars and relevant guest speakers.  The teaching strategy within these sessions will include group discussion, the analysis of case studies (both paper based and video) documentary clips and other media. Time will be given to help students understand the difficulties in applying marketing theories and concepts to real business situations.

The study time for the module is divided as follows:

	Activity type
	Hours
	Percentage

	Scheduled learning
	50
	25%

	Independent learning
	150
	75%

	Placement learning
	
	

	TOTAL
	200
	100%




ASSESSMENT

Assessment Component 1
(Tick one)
	☐	Written exam
	☒	Coursework
	☐	Practical



	Mode of assessment
	Volume
	Weighting

	Report 
	2000
	e.g. 50%




Assessment Component 2
(Tick one
	☐	Written exam
	☒	Coursework
	☐	Practical



	Mode of assessment
	Volume
	Weighting

	Report  
	2000
	e.g. 50%




Assessment Summary
	Activity type
	Percentage

	Written exam
	

	Coursework
	100%

	Practical
	

	TOTAL
	100%



