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Course-Specific Information 
 
 
 
The Business School expects that you are familiar with the contents of this 
course outline. You must also be familiar with the Course Outlines Policies 
webpage which contains key information on: 

• Program Learning Goals and Outcomes 
• Academic Integrity and Plagiarism 
• Student Responsibilities and Conduct 
• Special Consideration 
• Student Support and Resources  

 
This webpage can be found on the Business School website: 
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies 
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COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
Lecturer-in-charge: Dr Heather Crawford 
Room TBA 
Phone No: TBA 
Email: h.crawford@unsw.edu.au  
Consultation Times – Thursdays 11:00 am – noon or by appointment 
 
Tutor: Syeda Afza 
 TBA 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Lectures*: 
Wednesday 9.00-10.30am  Webster Theatre B 
Thursday 1-2.30PM Webster Theatre B 
*except Wednesday 6 December and Thursday 25 January which are 3-hour lectures with no 
tutorials. See Schedule for full details. 
 
Tutorials start in session 2 (7 December) and run through to session 11 (24 January). 
The groups, times and locations are:  
 
Wed 10:30-12pm & Thu 2:30-4pm MAT227 Heather Crawford 
Wed 12-1.30pm & Thu 4-5:30pm MAT227 Heather Crawford  
Wed 10:30-12pm & Thu 2:30-4pm  TBA  Syeda Afza. 
Wed 12-1.30pm & Thu 4-5:30pm  TBA  Syeda Afza. 
 
Students should attend BOTH lectures and one tutorial group per week.  

2.2 Units of Credit 
The course is worth 6 units of credit. 

2.3 Summary of Course  
Consumer Behaviour (MARK5800) is a disciplinary core subject offered under the 
Master of Commerce program. To make viable marketing decisions an organization 
needs to understand its customers, potential customers and how their characteristics 
and the market environment affect the choice of appropriate marketing strategies for 
the firm. Students who complete this course will have a good understanding of how and 
why consumers purchase products, especially in the fast-moving goods arena, and the 
forces that can affect their decision and consequently, the performance of market 
offerings. Although the course is designed primarily with a marketing focus, it may be of 
interest to students seeking a major in other disciplines (e.g., economics, management, 
accounting, or finance) who have a particular interest in consumer behaviour and 
marketing. 

2.4 Course Aims and Relationship to Other Courses 
The aim of MARK5800 course is to develop an appreciation and understanding of the 
various aspects of consumer behaviour and how it impacts marketing. Understanding 
consumer behaviour is an important part of effective marketing. The course aims at 

mailto:h.crawford@unsw.edu.au


2 

[Course Code – Course Name]  

helping marketing students understand the basic driving force behind all marketing 
functions, ranging from determining consumer needs to ensuring customer satisfaction 
and maintaining loyalty. The aim is to prepare you for a future role as marketing 
managers, consultants or advisors. You should, at the end of the course, have the 
ability to identify real world marketing problems and applying your knowledge of 
consumer behaviour in the business context. 
 
Consumer Behaviour (MARK5800) serves as a foundation for all other marketing 
courses in the Master of Commerce program. The course is structured to offer a broad 
range of marketing concepts, starting with the review of basics of marketing and 
consumer behaviour, but quickly moving on to more advanced consumer behaviour 
concepts. Hence, the course caters for all students, including those new to marketing 
and those with prior marketing knowledge or background. 

2.5 Student Learning Outcomes  
The Course Learning Outcomes are what you should be able to DO by the end of this 
course if you participate fully in learning activities and successfully complete the 
assessment items. By the end of the course you should be able to: 
1. Develop skills in scholarly enquiry: 

a. Appreciate how consumer behaviour research is conducted and translated into 
practical knowledge. 

b. Develop independent secondary and primary research skills for collection, 
analysis, and critical evaluation of information. 

2. Articulate major concepts and research in specific marketing, economic, and 
psychology areas which have relevance to consumer behaviour. 

3. Think critically, independently, and creatively about consumer behaviour concepts 
and application. 

4. Apply these concepts to practical situation and developing effective marketing 
strategies. 

5. Discuss examples of how marketers use their knowledge of consumer behaviour in 
marketing strategies and to critically evaluate the applications evident in current 
practice. 

6. Have improved written (including academic referencing) and oral communication 
skills so that you can communicate your personal viewpoints competently and 
confidently. 

7. Develop appreciation for ethical practices and social responsibility in application of 
consumer behaviour concepts. 

8. Work efficiently and effectively in a teamwork environment to achieve specific 
outcomes. 

 
The Learning Outcomes in this course also help you to achieve some of the overall 
Program Learning Goals and Outcomes for all postgraduate coursework in the 
Business School. Program Learning Goals are what we want you to BE or HAVE by 
the time you successfully complete your degree (e.g. ‘be an effective team player’). 
You demonstrate this by achieving specific Program Learning Outcomes - what you are 
able to DO by the end of your degree (e.g. ‘participate collaboratively and responsibly 
in teams’). 

For more information on Program Learning Goals and Outcomes, see the School’s 
Course Outlines Policies webpage available at 
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies  

https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
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The following table shows how your Course Learning Outcomes relate to the overall 
Program Learning Goals and Outcomes, and indicates where these are assessed (they 
may also be developed in tutorials and other activities): 
 

Program Learning Goals 
and Outcomes 

Course Learning Outcomes Course Assessment Item 

This course helps you to 
achieve the following 
learning goals for All 
Business postgraduate 
coursework students: 

On successful completion of 
the course, you should be able 
to: 

This learning outcome will be 
assessed in the following 
items: 

1 Knowledge 1, 2, 3, 7 Why CB? 
Class Participation 
Seminar Paper & Discussion 
Group Project 

2 Critical thinking and 
problem solving 

1, 3, 4, 5 Class Participation  
Seminar Paper & Discussion 
Group Project  
 

3a Written 
communication 

6 Why CB? 
Class Participation  
Seminar Paper & Discussion 
Group Project  

3b Oral communication Not specifically addressed in 
this course. 

Not specifically assessed. 

4 Teamwork 8 Group Project 
Seminar Paper Discussion  

5a Ethical, 
environmental and 
sustainability 
responsibility 

Not specifically addressed in 
this course. 

Not specifically assessed. 

5b Social and cultural 
awareness 

2, 5, 7 Class Participation  
Seminar Paper & Discussion 
Group Project  

 
 
3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 
The Consumer Behaviour course is designed to challenge you, encourage you to think 
for yourselves, and take responsibility for your own learning. The course is delivered in 
a seminar form, where mutual discussion, analysis and application of key concepts, 
and recent research findings are crucial to development of a deeper understanding of 
consumer behaviour. Thus, emphasis is placed on active learning during discussions 
and application tasks. The primary aim of my presentations is to introduce you to the 
theory and concepts of consumer behaviour in an involving and stimulating 
environment. Use of video, audio, examples and lecture activities is made in that 
respect. Class activities on the other hand encourage active learning via mutual 
discussion, active peer learning, and practical application of key concepts to marketing 
problems. 
 
To obtain full benefit from this course, I suggest you extend yourself beyond your 
comfort zone. That means proactively participate in the discussions, class activities and 
the lectures. 
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3.2 Learning Activities and Teaching Strategies 
This course will be delivered through a mix of formal lectures, exercises, along with 
individual and group activities. 
 
Lectures: 
• In the lecture, I will be outlining the main theoretical concepts in consumer 

behaviour. The engagement/involvement with the course concepts will be 
enhanced by video examples, activities, hands-on project, and discussions. These 
will also focus on the ethical implications and social responsibility involved in 
applying consumer behaviour concepts in the marketplace. Short lecture activities/ 
real-life examples will help engage you in active elaboration and creative thinking 
about the course concepts. 

 
Class Activities: 
• Class activities are an important component of the course. Each activity period aims 

to apply the concepts learned in the lectures to real-life issues/ situations, and to 
encourage active peer learning. 

Discussion during class is encouraged because it leads to deeper understanding of 
concepts and issues in marketing management.  These discussions are important 
because they reinforce the course concepts introduced during the lectures and 
emphasize deep rather than surface understanding. 
  
4 ASSESSMENT 

4.1 Formal Requirements 
In order to pass this course, you must: 
• achieve a composite mark of at least 50; 
• and make a satisfactory attempt at all assessment tasks. 

4.2 Assessment Details 
Assessment Task Weighting Length Due Date 
Why CB? 10% <1000 words 15 December 2017 

Seminar Paper & 
Discussion 45% <3000 words See Schedule 

Group Project 30% <4000 words 25 January 2018 

Class Participation   15%  Ongoing 
 
Information about these assessments is provided below and more detail will be 
provided via separate hand-outs and postings on Moodle.  
 

4.2.1 Why CB? [10%] 
 
Due date: 6:00pm Friday 15 December 2017 
Word limit: <1000 words 
Submission: To Turnitin via Moodle course website 
 

For this first assessment you will select an Australian-based organisation with which 
you are familiar. This may be where you work, where a friend or family member works, 
or a well-known organisation in which you would like to work. 
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Using appropriate resources including the textbook, academic articles and industry 
information answer the following questions: 
 
What is consumer behaviour?  
How is understanding your customers of value to your organisation?  
 
The aim is for you to explain to the management of the organisation why they need to 
invest in researching their customers, using theory and real-world examples to illustrate 
your points. 
 
Please refer to the full version of the MARK5800 course outline for more details on this 
assessment item, i.e. key requirements/tasks and marking criteria. The full version of 
the course outline will be made available via the Moodle course website by 1 
December 2017. 
 

4.2.2 Seminar Paper and Discussion [45%*] 
 
*Of which 15% will be awarded for presentation and the balance for the written paper. 
Due date: See class schedule – Assessment must be submitted prior to class 
in which presentation occurs 
Word limit: <3000 words 
Submission: To Turnitin via Moodle course website 

 
Students will select a seminar topic from those listed and undertake a research paper 
on an individual basis. As there will be more than one student presenting each topic, 
those assigned to that topic must coordinate a coherent presentation/discussion. 
Seminar papers will cover a comprehensive review of the topic literature as it relates to 
current consumer behaviour trends or issues facing business.  
 
Please refer to the full version of the MARK5800 course outline for more details on this 
assessment item, i.e. key requirements/tasks and marking criteria. The full version of 
the course outline will be made available via the Moodle course website by 1 
December 2017. 
 

4.2.3 Class Participation [15%]  
 
Class participation will provide opportunities for peer learning, strengthening students’ 
ability to actively argue their decisions regarding the services marketing issues at hand, 
developing an understanding for alternative approaches and providing an opportunity 
for reflective learning. This is designed to make sure we have a rich and stimulating 
case discussion.  
 
Your participation includes the responsibility to share your understanding and judgment 
with the class in order to advance the group's collective skills and knowledge. This 
means I will need your active participation to make the class a rewarding experience 
for everyone. Read the materials assigned for every class, thoroughly prepare cases, 
take part in pertinent discussions, listen to others with respect, and you will be 
rewarded. 
 
Please refer to the full version of the MARK5800 course outline for more details on this 
assessment item, i.e. key requirements/tasks and marking criteria. The full version of 
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the course outline will be made available via the Moodle course website by 1 
December 2017. 
 

4.2.4 Group Project (30%) 
 

Due date: 1:00pm 25 January 2018 
Word limit: <4000 words 
Submission: To Turnitin via Moodle course website 

 
Critical and creative thinking 
There will be an end-term group project intended to illustrate important concepts and 
procedures. It will give you hands-on experience in using the theoretical concepts you 
learn in class in the current business environment. You will form groups of up to 5 
individuals at the beginning of the term. The project will require you to imagine that you 
have just been hired by a marketing consulting firm headquartered in Sydney. The firm 
specialises in consumer research and for your first project, you have been asked to 
provide consulting services regarding a client’s fast-moving consumer good 
category (e.g., soda beverage, toothpaste, shampoo etc.). 
 
Please refer to the full version of the MARK5800 course outline for more details on this 
assessment item, i.e. key requirements/tasks and marking criteria. The full version of 
the course outline will be made available via the Moodle course website by 1 
December 2017. 

4.3 Special Consideration, Late Submission and Penalties 
For information on Special Consideration please refer to the Business School’s Course 
Outlines Policies webpage. 
Late submission will incur a penalty of 10% of the percentage weight of the 
assessment component or part thereof per day (including weekends) after the due 
date, and will not be accepted after 5 working days. An assignment is considered late if 
either the paper copy or the electronic copy has not been submitted on time. 
Extensions will only be granted on medical or compassionate grounds under extreme 
circumstances, and will not be granted because of work and other commitments. 
Requests for extensions must be made to the lecturer prior to the due date. Medical 
certificates or other evidence of extreme misfortune must be submitted through a 
special consideration form and must contain information that justifies the extension 
sought. 
 

Quality Assurance 
The Business School 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 Business School 
programs. All material used for such processes will be treated as confidential. 

 
5 COURSE RESOURCES 
The website for this course is on Moodle at: http://moodle.telt.unsw.edu.au 
 
The textbook: 

Quester, P. G., Pettigrew, S., Kopanidis, F., Hill, S. R., & Hawkins, D. I. (2014). 
Consumer behaviour: Implications for marketing strategy (7th ed.). North Ryde, 
N.S.W.: McGraw-Hill Education. 

https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
http://moodle.telt.unsw.edu.au/
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6 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 myExperience 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. Your feedback is valuable and has a 
real impact on the course improvement. The inclusion of active peer learning, audio 
and video clips, and class exercises in large group settings is a direct result of the 
feedback provided by students in the past years. 
 
7 COURSE SCHEDULE 
Session Date Lecture Readings Tutorial 

1 6 
December  

Introduction & Review of key 
concepts: 
Consumer Behaviour & Marketing 
Strategy 
Introduction to Decision Process 

Textbook -  
Ch. 1 -  3 

Lecture is 3 hours 
No tutorial 

2 7 
December 

Decision Process: 
Problem Recognition, Information 
Search 

Ch. 3, Ch. 4 Admin (Getting to know 
each other) 
Discussion (Project 
basics) 

3 13 
December 

Decision Process: Information 
Search, Alternative Evaluation & 
Selection 

Ch. 4, Ch. 5  

4 14 
December 

Decision Process: 
Alternative Evaluation, Purchase 

Ch. 5, Ch. 6 Due: Assignment 1 – Why 
CB? 

Christmas shutdown: 20 Dec 2017 - 1 Jan 2018 
Teaching recess: 16 Dec 2017 - 1 Jan 2018 

5 3 January Decision Process: 
Purchase 
Internal Influences: Attitudes 

Ch. 6 
 
Ch. 11 

Due: Seminar paper  
- Topic 1 

6 4 January Internal Influences: Attitudes Ch. 11 Due: Seminar paper  
- Topic 2 

7 10 January Internal Influences: Perception Ch. 8 Due: Seminar paper  
- Topic 3 

8 11 January Internal Influences: 
Learning & Memory, Motivation 

Ch. 9, Ch. 10 Due: Seminar paper  
- Topic 4 

9 17 January Internal Influences: Motivation 
External Influences: 
Australian Demographics 

Ch. 10 
 
Ch. 12 

Due: Seminar paper  
- Topic 5 

10 18 January External Influences: 
Australian Demographics, 
Households, Families 

Ch. 12, Ch. 13 Due: Seminar paper  
- Topic 6 

11 24 January External Influences: 
Group Influence, Culture 

Ch. 14, Ch. 16  

12 25 January Catch-up/ Wrap-up                    Due: Group Project 
Reports  
Lecture is 3 hours -  
No tutorial 

 

https://student.unsw.edu.au/calendar
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