
 

 
 
 
 

Australian School of Business  
School of Marketing 

 
 
 
 

CUSTOMER AND MARKET ANALYSIS 
MARK 5800 

 
 
 
 
 
 
 

COURSE OUTLINE 
SEMESTER 1, 2011 

 
 
 

  



 
TABLE OF CONTENTS 

 

1. STAFF CONTACT DETAILS 1 

1.1 Communication with Staff and Peers 1 

2. COURSE DETAILS 1 

2.1 Teaching Times and Locations 1 
2.2 Units of Credit 1 
2.3 Summary of Course 2 
2.4 Course Aims and Relationship to Other Courses 2 
2.5 Student Learning Outcomes 2 

3. LEARNING AND TEACHING ACTIVITIES 3 

3.1 Approach to Learning and Teaching in the Course 3 
3.2 Learning Activities and Teaching Strategies 3 

4. ASSESSMENT 4 

4.1 Formal Requirements 4 
4.2 Assessment Details 5 
4.3 Assessment Format 8 
4.4 Assignment Submission Procedure 8 
4.5 Late Submission 8 

5. ACADEMIC HONESTY AND PLAGIARISM 9 

6. COURSE RESOURCES 10 

7. COURSE EVALUATION AND DEVELOPMENT 11 

8. STUDENT RESPONSIBILITIES AND CONDUCT 11 

8.1  Workload 11 
8.2  Attendance 12 
8.3  Special Consideration and Supplementary Examinations 12 
8.4  General Conduct and Behaviour 12 
8.5  Occupational Health and Safety 12 
8.6  Keeping Informed 13 

9. ADDITIONAL STUDENT RESOURCES AND SUPPORT 13 

10. COURSE SCHEDULE 14 

 
 
 
 
 



Mark5800MB2011   1

1. STAFF CONTACT DETAILS 
Lecturer & Workshop Leader: Marion Burford,  
School of Marketing, ASB, UNSW 
Room: Quad 3013 
Phone / Email: 9385 3739    m.burford@unsw.edu.au 
Consultation:  Monday 2pm to 3 pm, other times by appointment. 
 
Workshop Leader: Ning (Chris) Chen 
Room: Quad 3005 
Email: ning.chen@student.unsw.edu.au 
Consultation: to be advised  
 
1.1 Communication with Staff and Peers 
The first point of contact with the teaching staff is the scheduled teaching times. It 
is very important that you attend all lectures and your set workshop. Also, I invite 
you to post questions of a general nature on our Blackboard site.  This is a very 
timely way to get help - often other students will have similar questions or issues. 
Students are encouraged to help each other by answering any queries and I will try 
check regularly to see if there are any unanswered problems. Should you have an 
issue or question of more personal nature then please contact the lecturer directly. 
 
2. COURSE DETAILS 
 
2.1 Teaching Times and Locations 
This course has 3 contact hrs per week, lectures and workshops on a Monday.  
 
In weeks 1, 11 and 12 there are three hour lecture sessions (6:00pm to 9:00pm) 
that ALL students attend (combined tutorial groups). 
On all other weeks there will be a combination of lectures and workshops (in 
tutorial groups - see 10. Course Schedule following: Format: “Lec.” and/or 
“W’shop” and “Consultation”). 

Night-time classes 
A: Lecture 6:00pm – 7:30pm, CLB1,  

& Workshop [6073] 7:30pm – 9:00pm CLB 1 
 

B: Lecture 6:00pm – 7:30pm, CLB 1,  
& Workshop [6074] 7:30pm – 9:00pm JGLG21 
 

Day/ night class 
C: Lecture 6:00pm-7:30pm CLB 1, 

&   Workshop [6075] 4:00pm – 5:30pm ASB 105 
 

You are to attend the same workshop each week.   Enrolment in a workshop may 
be done via www.my.unsw.edu.au.  However, so that each workshop will be 
approximately the same size, some reallocation of students to different groups may 
be necessary (once final course numbers are known).  This will be finalised by 
Week 2. 
 
2.2 Units of Credit 
This course is worth 6 UOC.  
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2.3 Summary of Course  
Customer and market analysis has a strong focus on developing an understanding 
of how marketers and market researchers set about getting to know their markets. 
For example, how can we tap into our customers’ needs and wants if we do not 
know what makes them tick? Gaining an awareness of the fundamentals in a 
consumer’s behaviour will help guide just what aspects of the more general 
consumer market an organizations needs to measure and monitor. Given the 
current business environment where changing communication technologies are 
shaping how we consume then the focus is on applying consumer behaviour 
theories to decision making in an on-line world compared to more traditional 
markets. This course will increase your awareness of both your and others 
‘consuming behaviours’.  
 
2.4 Course Aims and Relationship to Other Courses 
Customer and Market Analysis is one of two disciplinary core courses for any 
student wishing to obtain a Marketing specialization within the MCom. 
COMM5002 is a co- requisite or pre-requisite for this course. The knowledge you 
gain in this course will be applied in each marketing course that follows. Please 
note as this is a core course the current course has been based on a course 
developed by Dr Jennifer Harris. 
 
To make viable marketing decisions an organization needs to understand its 
customers and potential customers and the markets in which it currently operates 
or might enter.  Market analysis assesses product demand, characteristics of 
current and prospective buyers and users, the behaviour and profitability of 
market segments, as well as the competitive, social and technological environment.  
Students who complete this course will have a good understanding of how and why 
consumers and business buyers purchase products and the forces that can affect 
the performance of market offerings.  They will also have a good understanding of 
key concepts and procedures for the planning and management of customer audits 
and market analysis. 
 
2.5 Student Learning Outcomes 

By the end of this course you should: 
1. Have an understanding of the basic concepts and major research that has 

relevance to consumer behaviour. (ASB Graduate attribute 4 and 5) 

2. Be able to integrate these concepts into a framework that can be applied to 
the analysis of the individual consumer and the market. (ASB Graduate 
attribute 4 and 5) 

3. Be able to provide examples of how a marketer uses the knowledge of 
consumer behaviour in marketing strategies and to critically evaluate these 
applications. (ASB Graduate attribute 1 and 4) 

4. Have improved written and oral communication skills so that you can 
communicate competently and confidently in discussions related to research 
and expression of personal viewpoints (ASB Graduate attribute 2) 

5. Be able to confidently and empathetically evaluate work and ideas 
presented by peers (ASB Graduate attribute 3 and 4) 
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6. Be able to work efficiently and effectively in a teamwork environment to 
achieve specific outcomes  ((ASB Graduate attribute 3) 

7. Have improved skills in finding and accessing information effectively and 
evaluating its quality and relevance, particularly with respect to its use by 
marketers ((ASB Graduate attribute 1 and 5) 

ASB Graduate Attributes 

This course contributes to your development of the Australian School of Business 
Graduate Attributes, which are the qualities, skills and understandings we want 
you to have by the completion of your degree. These attributes have been listed 
next to the learning outcomes above.  
More information on the ASB Graduate Attributes and how they align with the 
UNSW Graduate Attributes (2010) is available on the ASB website 
http://www.asb.unsw.edu.au/learningandteaching/aboutlearningandteaching/graduateattributes/
Pages/default.aspx. 
 
3. LEARNING AND TEACHING ACTIVITIES 
 
3.1 Approach to Learning and Teaching in the Course 
My philosophy on teaching is based on encouraging and developing students as 
self-motivated learners. The course engages theoretical aspects through the 
application of a variety of assessment activities and through encouragement of an 
awareness of the student’s own environment. Case examples and a group project 
foster skills required by a marketing executive: researching, contextualising 
theory, applying analytical frameworks, and synthesising and communication the 
results through oral and written communication. I expect that students should feel 
challenged and at times outside their comfort zone, however this is a safe 
environment to take risk in your learning and for you to set your own challenges. 
After all a ‘willingness to try’ is the first step in achieving your goals.  
 
The lecture section is consistent for all students. Workshops however will vary 
reflecting the participants input. Therefore success of the workshops will hinge on 
the efforts of all involved - your workshop leader and more importantly what you 
individually bring to the group. Pre-class preparation is mandatory for all students 
– irrespective of whether you are presenting or not. That way the class can 
maximise the output from these more intense learning and reflection sessions.  
 
3.2  Learning Activities and Teaching Strategies 
Though this course meets in two blocks of 1.5 hours, only a portion of one block will 
be taken up with a traditional lecture.  The majority of the time will be a 
combination of discussion (large and small group), presentations, exercises, 
practice questions, videos and where possible guest speakers. To facilitate 
discussion during this time, students are expected to have done the assigned 
reading before attending the class. 
 
The lecture component will cover the major concepts and theories in each topic and 
provides some examples of how a marketer makes use of these theories and 
implications for their strategy choices.  Students will be asked to provide examples, 
comments and opinions on various issues to enhance class understanding.  On 
occasions, small group discussions will be used to provide an opportunity for 
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students to reflect and exchange views. Videos will be used to illustrate how an 
organization uses various aspects of consumer behaviour in their day to day 
operations and their overall strategies. 
 
The aim of the workshops is to provide you with an opportunity to explore a 
particular concept / issue in consumer behaviour in more depth, to further improve 
your oral communication skills by presenting your thoughts in a structured form to 
peers and to facilitate more extensive discussion in a relaxed environment. In each 
workshop, a small group of students will present their analysis of their assigned 
end of chapter cases and are encouraged to involve the class as much as possible, 
either via activities, questions or exercises. A second group or groups will be chosen 
to lead a discussion of the presentation encouraging all members of the class to 
share their thoughts. Your workshop leader is there to help and support the 
discussion however success will be driven by the level of student input.   
 
There is not enough time in the meeting times to discuss all pertinent issues in 
depth.  Therefore students are expected, outside of formal class time (up to 10 
hours per week), to go beyond what is covered in these classes - to deepen their 
knowledge. This can be achieved in a number of ways: 

 Pre-reading the respective chapters in the text (this expands on what is 
covered in lectures), taking notes and thinking of possible applications 
as you read; 

 Keeping up with current thoughts and issues in consumer behaviour 
through accessing professional and popular press, and academic journals 
e.g. Marketing, Journal of Consumer Behaviour, Journal of Marketing 
Research, Journal of Business Research, and by looking at various 
media: newspapers, Television e.g. Gruen Transfer, social network sites, 
billboards, etc.  

 Participating in any online discussion / exercise on Blackboard 

These activities are seen to be key to developing self-learning skills.  

 
4. ASSESSMENT 
 
4.1 Formal Requirements 

In order to pass this course, you must: 
 achieve a composite mark of at least 50;  

 make a satisfactory attempt at all assessment tasks (see below); and 

 achieve at least 50% in the individual components*  

* If you do not pass the exam then you will receive an unsatisfactory fail (UF) 
grade. Based on your other performance there may be an opportunity to sit an 
alternative exam at the time of the supplementary exams (see 8.3).    
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4.2 Assessment Details – See table and descriptions following 
 

Assessment 
Task 

Weighting Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Length Due Date 

1. Final Exam 40% 1, 2 & 3  1 - 5 2 hours 
tba - in formal 
exam time 

2. Project  

(i) Individual 

(ii) Group 
Presentation & 

Report 

 

20% 

20%  

 

Total: 40% 

 

3, 4, 6, 7 1, 2 & 5 (i) Progress: 1 
page, 
Individual: 
4 pages; 2,000 
words 
(ii) Group:  
7 mins, &  6 
pages, 3,000 
words, copies of 
PowerPoint 

(i) Progress 
due week 5, 
Individual 
due week 7 

(ii) Group 
due week 11 

3. Workshop 

Group 
presentation & 
case summary 

 

20% 

 

1, 2, 3,  1, 3, 6  

30 minutes;  
2 page 
summary, copy 
of PowerPoint 

To be 
assigned 

 
Assessment description 
 
1. Final Exam (40%) 
The final exam will cover all course material. The final exam will take place in the 
formal exam period (10/6/2010– 27/6/2010, exact time/place tba through the 
student information site).  It will be a 2 hour, closed book exam and will consist of a 
mix of short answer and application questions. The aim for the exam is to 
encourage you to review your course material for the semester and to do so in ways 
that are analytical, evaluative and problem-solving. The exam will not only test 
your understanding of various theoretical concepts, but it will ask you to think 
creatively about how you could apply concepts from the course to particular 
situations. It will draw on work covered in lectures, discussions, guest lectures, 
videos and your project. More details will be discussed during the formal lecture 
times, and in the review class in Week 12. Past exam papers are not available, 
however throughout the course we will have reviewed a number of examples of 
exam-type questions and discuss how to approach answering them.  
 
All students are expected to sit for the final exam at the specified time. Please do 
not ask for other arrangements to be made because of work or travel commitments.  
If you cannot sit for the final exam due to extenuating circumstances, you must 
promptly lodge a Special Consideration Form with Student Central (not School of 
Marketing staff) and you will be notified of the decision (see 8.3).  
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2. Project (40%) – see notes on assessment format (style) below and separate 
detailed briefs for each assessment.  

 
Research Question:  
Do the expressed attitudes and behaviours, in relation to traditional and 
on-line retail purchasing, of a small sample of consumers tend to support 
or contradict the contention that the Australian retail landscape is 
undergoing structural change?  

 
This Customer and Market Analysis project provides an opportunity for students to 
“put into practice” what has been discussed in class, as well as gaining an in-depth 
understanding of an important aspect underpinning consumer behaviour analysis – 
the decision making process. The project has two sequential tasks. It aims to 
develop your own secondary and qualitative research and written communication 
skills as well as your team-work, critical thinking and oral communication skills. 
Full details will be provided in the project brief, to be handed out at your first 
workshop (week 2). See Quester etal 2011 p. 54. An overview follows. 
 
2 (i) Individual (20%) – ½-1 page progress report week 5; Individual due week 7 
This is an individual write up of current background material, relevant academic 
and popular press articles, relating to burgeoning on-line retail consumer market. 
This should give an overview of the current situation and challenges from the 
perspective of an Australian retailer (to be assigned for your group in your 
workshop). Length – 4 pages; 2,000 words (appendices). Marking criteria: 
 Progress report 

 Clarity of research objectives 
 Evidence of breath of research (academic journals and other media) 
 Appropriate in-text referencing and reference list 

Individual report  (hardcopy & softcopy) 
 Clarity of the report – structure and flow (telling a story) 
 Depth and relevance of the research 
 Evidence of analysis (to address the research question) 
 Thought evident in presentation and style 
 Appropriate in-text referencing and reference list 
 Originality if the work (soft copy to be checked on Turnitin) 

 
2 (ii) Group Presentation & Report (20%) 
The second is a group task [four to five students per group] that requires you to 
integrate your group’s individual secondary research findings and then to support 
your overview with the results of your group’s small scale qualitative research 
(individual interviews or a small focus-group). This primary research will explore 
consumer’s attitudes to traditional versus on-line purchasing for your assigned 
retailer’s market. This can be kept manageable by further narrowing your 
exploration to a specific product category that your assigned retailer offers in both 
channels. A very short overview of your ‘answer’ to the research question (retail 
landscape changing or not) will be presented (7 minutes MAX) in the week 11 
lecture (up to five slides ONLY) & an integrated research findings report (also to be 
handed in week 11).  
Length – 6 pages; 3,000* words; 7 minutes and copies of any PowerPoint   
(*please use well structured and explained appendices to keep your report clear).  
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Group Presentation & Report Marking criteria: 
Presentation 

 Clarity of stated position on the research question  
 Evidence of research based support (succinct) for argument 
 Level of interest and engagement engendered 
 Evident (equal) involvement of all group members  

Group report  (hardcopy) 
 Clarity of the report – structure and flow (telling a story) 
 Seamless integration of the individual’ effort (style) 
 Depth and relevance of the research 
 Evidence of analysis (to address the research question) 
 Appropriate in-text referencing and reference list 
 Acknowledgement of each individual’s contribution reflecting team 

work and group cohesion (to presentation and report e.g. minutes of 
group meetings) 

 Appendix e.g. copies of PowerPoint and any other supporting 
material. Do not include originals of reference material) 

 

3. Workshop - Group presentation & student handout (20%) 
Workshops, presentations starting Week 3, provide small groups of students an 
opportunity to discuss, explore and critically review various concepts introduced in 
lectures. This is based on the notion that to teach someone else you need to 
understand it yourself. To facilitate this, the project groups will be split into 2 ( 2 or 
3 students) will be assigned in Week 2 to a case’ from the textbook - to present to 
the workshop class in the specified week. The groups will present the major issues 
raised in the ‘case’, going beyond just the simple questions posed in the text. The 
presenters will lead the class in an in-depth discussion, creating activities to help 
the class explore the issues in-depth. The presentation/discussion is NOT to be a 
repetition of the lecture material (assume the basics have been covered). Whole-of-
class involvement is an essential component e.g. class exercises, quizzes, use of 
pictures, very short duration YouTube (at most 3-4 minutes), ads, role plays, small 
group discussion based around an article relevant to the topic etc.   
The aim is to make it entertaining, as well as instructive. Lack of depth in 
preparation and minimal involvement of the class in your presentation / workshop 
will result in a very low mark for this component.  

 A two page summary handout (your design) is to be provided for each 
member of the class. 

 Signed group cover sheet, a copy of your summary handout, and copies of 
any PowerPoint used is to be handed to your workshop leader.  

 Also an outline of your presentation plan (who is doing what? and the 
approximate sequence and timing of your presentation)  

 A list of the references (Harvard style) used to support the workshop. This 
material supports your workshop and does not receive a separate mark, 
failure to submit this (adequately, or on time) will however receive a penalty 
of 10%.  

The presentation / workshop will run for 30minutes (35 maximum), and will be 
worth 20% of your final mark.  All group members need to be actively involved in 
the presentation/workshop (do not rely on one spokesperson!). Each group member 
will receive the same mark unless the Lecturer-in-charge is presented, in writing, 
reasons why this should not be the case. The decision of the lecturer-in-charge- will 
be final.      
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Group presentation & student handout Marking criteria: 
 Clear identification of the main ‘case’ issues, and discussion of how they 

might be addressed. See questions to help you identify main issues.  
 Demonstration of knowledge (e.g. additional secondary research) and 

understanding (e.g., ability and confidence in explanations and answering of 
questions) 

 Clarity of communication (e.g., usefulness and clarity of slides, flow of 
presentation) 

 Engagement and involvement of class (relevant and engaging activities) 
 Time management 
 Cohesion of group (e.g. ability of group to work as a team, equality of 

contribution) 
Marking sheet will be available on Blackboard from Week 2. 
 
Note re attendance, and overall participation  
Participation in the lecture component of the course is important even though it 
does not attract a mark.  Experience has shown that attendance at lectures, group 
meetings, and your general level of involvement in lectures is highly correlated to 
overall performance in the subject. At times there will be individual or group 
activities in class. Students who attend less than 80% of classes may be prevented 
from sitting the final exam (see University rule).  
 
Learning is enhanced when you, the student, are actively participating. Each 
student-led workshop should aim to involve you. There will be other teacher-led 
discussion that you are also expected to be involved in. As you would expect in a 
workplace any absences from class need to be explained. To help develop your 
critical evaluation skills, students not in the workshop group presenting for the 
particular week will provide feedback on the presentation.  This feedback (with 
names removed) will be passed back to the presenting group with their evaluations.  

 
4.3 Assessment Format 
Please see above for general details, separate briefs will be provided as required 
and the weekly schedule (following) for the timing of the assessment tasks. All 
reports are to be typed, 12pt, at least 1½ spacing, 2.5cm margins.  It is not 
necessary that the reports be bound; however, they must be secured well to avoid 
any pages becoming displaced. PLEASE ensure that you keep a copy of what is 
submitted. Students are expected to attach the cover page provided by the School of 
Marketing.  This can be downloaded from Blackboard, the School of Marketing 
Current students’ website or collected from the shelves near the essay boxes on the 
3rd floor of Quadrangle building. Further details will be given out in class covering 
the Project, the Workshops. Please note Harvard style referencing is required. 

 
4.4 Assignment Submission Procedure  
‘Individual Project’ is to be handed to the Lecturer at the assigned workshop 
meeting time. ‘Final Group Projects’ should also be delivered to the lecture by 
6:00pm, week 11. Note this is the day of presentations so all students should be at 
the lecture on time to facilitate the smooth running of the presentations. Before 
submitting, please make sure you have attached the required signed cover sheet. 
Submissions required for the workshop are to be given in at the time of your 
presentation / workshop.    
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4.5 Late Submission 
Information about late submission of assignments, including penalties, is available 
on the School of Marketing’s website  A late penalty of 10% will apply. Note the 
Individual project is to be submitted by email (m.burford@unsw.edu.au) as well as 
hardcopy. 

http://www2.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutInheri
tableArea&maxWnd=_Current_Policies 
 
Quality Assurance 
The ASB is actively monitoring student learning and quality of the student 
experience in all its programs. A random selection of completed assessment tasks 
may be used for quality assurance, such as to determine the extent to which 
program learning goals are being achieved. The information is required for 
accreditation purposes, and aggregated findings will be used to inform changes 
aimed at improving the quality of ASB programs. All material used for such 
processes will be treated as confidential and will not be related to course grades. 
  
5. ACADEMIC HONESTY AND PLAGIARISM 
The University regards plagiarism as a form of academic misconduct, and has very 
strict rules regarding plagiarism.  
https://my.unsw.edu.au/student/academiclife/assessment/AcademicMisconduct.html 
For UNSW policies, penalties, and information to help you avoid plagiarism see: 
http://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencing
andplagiarism.aspx 
 as well as the guidelines in the online ELISE and ELISE Plus tutorials for all new 
UNSW students: 
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 
 

To see if you understand plagiarism, do this short quiz: 
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html 

For information on how to acknowledge your sources and reference correctly, see: 
http://www.lc.unsw.edu.au/onlib/ref.html 
For the ASB Harvard Referencing Guide, see the ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services>Referencing and 
plagiarism)  
http://www.asb.unsw.edu.au/learningandteaching/Documents/Harvardreferenceguide.pdf 
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6. COURSE RESOURCES 
Text: 
Quester, P.G., Pettigrew, S. and Hawkins, D.I. 2011 Consumer Behaviour: 
Implications for marketing strategy, McGraw-Hill, Australia Pty limited, North 
Ryde, Australia.    
Prescribed watching 
Gruen Transfer – ABC http://www.abc.net.au/tv/gruentransfer/  
Sources for additional reading: 

There are many consumer behaviour texts available in the library that you may 
find useful for many of the areas discussed in the course.   
Other reference books: 

Assael, Pope, Brennan and Voges  Consumer Behaviour, 2007, Wiley 
Neal, Hawkins and Quester  Consumer Behaviour, Implications for 

Marketing Strategy, 4th Edition, 2004, 
McGraw Hill 

Peter, J.P., Olsen, J.C., 2008,  Consumer Behaviour & Marketing, 8th  
edition, McGraw-Hill/Irwin New York. 

Solomon, M. Consumer Behaviour: Buying, Having 
and Being, 2007, Prentice Hall 

References for conducting Qualitative Research (useful for the project): 
Denzin, Lincoln Handbook of Qualitative Research, 1994, 

Sage Publications 
McCracken, G.D. The Long Interview, Newbury Park,  

1988, California: Sage Publications 
Marketing journals, for example: 

Journal of Consumer Research      Journal of Marketing Research 
Australasian Marketing Journal   Harvard Business Review 
Journal of the Academy of Marketing Science Business Review Weekly 
Journal of Marketing   Marketing 

 
Useful Internet sites: 

 http://ami.org.au Australian Marketing Institute 
http://abs.gov.au Australian Bureau of Statistics 

 
Blackboard 

Blackboard facilities will be used throughout this course.  Only students officially 
enrolled in this course can gain access to these facilities through myUNSW.   
 
This site will be used in a number of ways: 
 Distribution of lecture notes (These will be available a minimum of 24 hrs 

before the lecture). 
 Announcements and messages regarding the course. 
 Exercises and discussion questions. These may be available from time to time 

for students to enhance their understanding of a particular area.  Though your 
answers to these exercises do NOT count towards your final mark, your active 
participation in them would greatly extend your understanding of this course. 

 Discussion forum: vehicle to obtain feedback/clarification on issues; central 
location to launch discussions on points of interest.  All students are strongly 
encouraged to contribute to any issues raised on this site. 

 Links to useful sites. 
 Online quizzes – for your personal revision (to be advised) 
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7. COURSE EVALUATION AND DEVELOPMENT 
Each year feedback is sought from students and other stakeholders about the 
courses offered in the School and continual improvements are made based on this 
feedback.  UNSW's Course and Teaching Evaluation and Improvement (CATEI) 
Process (http://www.ltu.unsw.edu.au/ref4-5-1_catei_process.cfm) is one of the ways 
in which student evaluative feedback is gathered. Significant changes to courses 
and programs within the School are communicated to subsequent cohorts of 
students.   
 
Based on student feedback and continual reappraisal of the desired outcomes for 
this course, the short presentation of the project has been introduced - these skills 
are also being developed through the workshop presentations.  The marks for the 
project (individual) and the presentations have been increased to address student 
concerns and better represent the time and effort needed to produce quality work. 
This individual component was added to recognise effort, encourage learning and 
risk taking. There is plenty of material for you to work on to keep your studies up 
to date during the course. If at any time you have any concerns with your progress or 
any aspects of the course, please feel free to contact the teaching staff to discuss your 
concerns.  I hope you enjoy the course. 
 
8. STUDENT RESPONSIBILITIES AND CONDUCT 
Please note – my classes are based on respect; for you and others involved in the 
course. To that end I expect you to attend all formal learning session, prepare, be 
willing to listen and be willing to constructively contribute. For information on 
your responsibilities regarding workload, general conduct and behaviour, and 
keeping informed, please refer to the School of Marketing’s website. 
http://www2.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutIn
heritableArea&maxWnd=_Current_Policies 
 
Students are expected to be familiar with and adhere to university policies in 
relation to class attendance and general conduct and behaviour, including 
maintaining a safe, respectful environment; and to understand their obligations in 
relation to workload, assessment and keeping informed.  
 
Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on 
‘Attendance and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, 
‘Examinations’, ‘Special Consideration’, ‘Student Responsibilities’, ‘Workload’ and 
policies such as ‘Occupational Health and Safety’. 
 
8.1  Workload 
It is expected that you will spend at least ten hours per week studying this course. 
This time should be made up of reading, research, working on exercises and 
problems, and attending classes. In periods where you need to complete 
assignments or prepare for examinations, the workload may be greater. 

Over-commitment has been a cause of failure for many students. You should take 
the required workload into account when planning how to balance study with 
employment and other activities.  
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8.2  Attendance 
Your regular and punctual attendance at lectures and seminars is expected in this 
course. University regulations indicate that if students attend less than eighty per 
cent of scheduled classes they may be refused final assessment. Active 
participation is also required.  
Please note: Lectures will not be recorded in this course, as most sessions require 
student interaction.  
 
 
8.3  Special Consideration and Supplementary Examinations 
You must submit all assignments and attend all examinations scheduled for your 
course. You should seek assistance early if you suffer illness or misadventure 
which affects your course progress.  
General Information on Special Consideration: 

1. For assessments worth 20% or more, all applications for special 
consideration must go through UNSW Student Central 
(https://my.unsw.edu.au/student/academiclife/StudentCentralKensingto
n.html) and be lodged within 3 working days of the assessment to which 
it refers; 

2. Applications will not be accepted by teaching staff, but you should notify 
the lecture-in-charge when you make an application for special 
consideration through UNSW Student Central; 

3. Applying for special consideration does not automatically mean that you 
will be granted a supplementary exam; 

4. Special consideration requests do not allow lecturers-in-charge to award 
students additional marks. 

Should a supplementary exam be granted then it will take place at the same time 
as that scheduled for the undergraduate supplementary exam. For the School of 
Marketing this will be the 13th July. You must be available at this time as 
supplementary /alternate exams will not be held at any other time. 
 
8.4  General Conduct and Behaviour 
You are expected to conduct yourself with consideration and respect for the needs 
of your fellow students and teaching staff.  Conduct which unduly disrupts or 
interferes with a class, such as ringing or talking on mobile phones, is not 
acceptable and students may be asked to leave the class. More information on 
student conduct is available at: 
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html 
 
 
8.5  Occupational Health and Safety  
UNSW Policy requires each person to work safely and responsibly, in order to 
avoid personal injury and to protect the safety of others. For more information, see 
http://www.ohs.unsw.edu.au/. 
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8.6  Keeping Informed 
You should take note of all announcements made in lectures, tutorials or on the 
course web site.  From time to time, the University will send important 
announcements to your university e-mail address without providing you with a 
paper copy.  You will be deemed to have received this information. It is also your 
responsibility to keep the University informed of all changes to your contact 
details. Correspondence by email is only to your student email. Please put your 
student number and full name on every Email sent to staff. 
 

 
9. ADDITIONAL STUDENT RESOURCES AND SUPPORT  

The University and the ASB provide a wide range of support services for students, 
including: 

 ASB Education Development Unit  (EDU) 
http://www.asb.unsw.edu.au/learningandteaching/studentservices/Pages/default.aspx  
Academic writing, study skills and maths support specifically for ASB students. Services 
include workshops, online and printed resources, and individual consultations. EDU Office: 
Room GO7, Ground Floor, ASB Building (opposite Student Centre); Ph: 9385 5584; Email: 
edu@unsw.edu.au  
 

 Capturing the Student Voice:  An ASB website enabling students to comment on any 
aspect of their learning experience in the ASB. To find out more, go to 
http://www.asb.unsw.edu.au/currentstudents/resources/studentfeedback/Pages/default.aspx 

 
 Blackboard eLearning Support: For online help using Blackboard, follow the links from 

 www.elearning.unsw.edu.au to UNSW Blackboard Support / Support for Students. For 
technical support, email: itservicecentre@unsw.edu.au; ph: 9385 1333 

 
 UNSW Learning Centre (www.lc.unsw.edu.au ) 

Academic skills support services, including workshops and resources, for all UNSW 
students.  See website for details. 
 

 Library training and search support services:   
http://info.library.unsw.edu.au/web/services/services.html  

 
 UNSW IT Service Centre: :  https://www.it.unsw.edu.au/students/index.html 

Technical support for problems logging in to websites, downloading documents etc.: UNSW 
Library Annexe (Ground floor); Ph: 9385 1333. 
 

 UNSW Counselling and Psychological Services  (http://www.counselling.unsw.edu.au) 
Free, confidential service for problems of a personal or academic nature; and workshops 
on study issues such as ‘Coping With Stress’ and ‘Procrastination’.  
Office:  Quadrangle Building, Level 2, East Wing ;  Ph: 9385 5418 
 

 Student Equity & Disabilities Unit  (http://www.studentequity.unsw.edu.au) Advice 
regarding equity and diversity issues, and support for students who have a disability or 
disadvantage that interferes with their learning.  Office: Ground Floor, John Goodsell 
Building; Ph: 9385 4734   
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10. COURSE SCHEDULE 
 
Table: Scheduled Topic and Assessment Activities 
 
Date / 
Week 
Number 

Format Topic Focus Relevant 
Chapter readings 

Activities and 
Assessment 

  Introduction Background  
28th   
February 
/ Week 1 

Lec. Introduction: 
What are we 
analysing and 
why?   

The foundations 
of Consumer 
Behaviour  
Ch.1 

Course administration  
“Getting to know you” 
All students to attend 
6:00pm to 9:00pm  

  See Text Part 1  Decision making process
7th  
March  / 
Week 2 

Lec. and  
 

W’shop 

Ways to untangle 
the buying 
process – Step 1. 

Situational 
influences & 
Problem 
recognition   
Ch.s 2 & 3 

Lecture: The Consumer 
Decision Making Process 
Workshop Introduction: 
Workshop requirements 
discussed.  
Project: Introduction, and 
group formation and 
retailer assigned. 

14th  
March  /  
Week 3 

Lec. and  
W’shop 

Steps 2 & 3 in 
the buying 
process 

Information 
search & 
Alternatives and 
choice 
Ch.s 4 & 5 

Workshop 1:  
(i) Mudbrick vineyard 
Ch.1 p.32    & 
(ii) Self-service takes off 
Ch.2 p.59 

21st    
March / 
Week 4 

Lec. and  
W’shop 

Steps 4 & 5 in 
the buying 
process  

‘Where’ to buy & 
what happens after 
purchase 
Ch.s 6 & 7 

Workshop 2:  
(i) NZ Telecom slips off 
its perch Ch3 p.90   & 
(ii) What’s in a label Ch.5 
p.151 

  See Text Part 3 External influences  
28th  
March / 
Week 5 

Guest 
Lecture 

and  
Consult 

Understanding 
consumers in a 
developing 
economy 

Culture and cross-
cultural variation  
Ch.16  

Workshops to review 
progress on Individual 
Project – short (1/2- 1 
page) to be discussed. 
Both 7:30-9:00 
workshops are combined 
in CLB 1 

4th  
April / 
Week 6 

Lec. and  
W’shop 

The Australian 
context 

Demographics, 
lifestyle, 
household 
structure and 
behaviour  
Ch.s 12 & 13  

Workshop 3: 
(i) More than a mall Ch. 6 
p. 181   & 
(ii) Using your 
imagination Ch.7 p. 214 
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Date / 
Week 
Number 

L and 
T 

General topic 
area 

Relevant 
Chapter readings

Activities and 
Assessment 

11th  
April / 
Week7 

Consult Individual (Stage 
1) due and Group 
project (Stage 2) 
consultation. 
 

Group meetings 
and formal 
meeting with both 
workshop leaders. 
Location and time 
(to be advised) 
 

Project: (i) submit 
Individual Project 
(hardcopy & online to 
m.burford@unsw.edu.au) & 
(ii) Project Group meeting 
to discuss issues and plans 
for integrating your 
findings into the Group 
tasks.  
NO workshops – ONLY 
scheduled meetings.

18th  
April / 
Week 8 

Lec. 
and  

W’shop 

Societal 
institutions 

Subculture & 
Social Class; 
Reference Groups 
& family  
Ch.s 14 & 15 

Workshop 4:  
(i) The New Zealand wine 
market Ch.12 p.417   & 
(ii) The cost of Lighting 
up Ch.13 p.449 

25th April   Easter Monday  Break Week 
  See Text Part 2 Internal influences 
2nd   
May / 
Week 9 

Lec. 
and  

W’shop

Understanding 
the individual 

Perception, 
learning and 
memory 
Ch.s 8 & 9  

Workshop 5:  
(i) Milking it A1 versus 
A2 Ch.14 p. 489  & 
(ii) A new social class: the 
eco snobs Ch.15 p.522 

9th    
May / 
Week 10 

Lec. 
and  

W’shop

More on how to 
understand the 
consumer  

Motivation, 
personality, 
emotion and 
attitudes  
Ch.s 10 & 11 

Workshop 6:  
(i) Australia: see the 
movie, see the country 
Ch.8 p.258    & 
(ii) Beckham’s brand 
personalities Ch.10 p.329 

  Project reporting 
16th  
May / 
Week 11 

Lec. On overview of 
the retail debate 
All student 
groups to 
present 

 Project presentations 
6:00pm to 9:00pm. & 
Group project report  
Due at (or before) 6:00 
pm  

  See Text Part 4 New Challenges  
23rd   
May  / 
Week 12 

Lec. Emerging 
challenges in 
understanding 
consumers 

Business to 
business & 
society  
Ch.s 17 & 18 
Exam details  

6:00pm to 9:00pm.  
All students 

30th  
May 
Week 13 

 No lecture or workshop  
Consultation: Quad room 3013 6:00 to 7:30pm  

Exam  Exam period – see UNSW Exam schedule 
  


