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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 School’s 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 

 
List teaching staff: 
Lecturer-in-charge: Dr Haydn Northover 
Room TBC 
Phone No: 0435 146 322 
Email: haydn.northover@unsw.edu.au  
Consultation times: Mondays 5pm-6pm (or by appointment) 
 
 
 

 

2. COURSE DETAILS 

2.1. Teaching Times and Locations 

Lectures start in Week 1 (to Week 12): The Time and Location are: 
Mondays 6pm – 9pm, Business School Building, room 205 

2.2. Units of Credit 

The course is worth 6 units of credit. 

2.3. Summary of Course  

This course gives an overview of factors responsible for consumer decision making and 
those that influence choice behaviour. It offers guidance into “levers” or actions a 
manager can take to influence purchase behaviour, often in surprising and unexpected 
ways. The course integrates with complementary Master of Marketing courses, in 
particular the core courses MARK6100, MARK6102, MARK6103; and key electives 
MARK6107 and MARK6114. 
 
Core consumer behaviour lectures focus on the contextual determinants of buyer 
behaviour which can be observed, measured, and acted upon by an organisation. It 
provides a platform for loyalty, retention, recommendation, and relationship building. We 
examine issues to do with habit, loyalty, and switching. Specifically, we consider aspects 
of the behavioural decision theory and its implications for marketing management. 
 
The Insights component of the course integrate qualitative, quantitative and 
Neuroscience applications for marketing insight.  We further explore System 1 & System 
2 research systems. 
 

2.4. Course Aims and Relationship to Other Courses 

This course is designed for postgraduate students who seek careers in which they will 
help influence the performance of an organisation through sales and strategic marketing 
decisions. Sales derive from the behaviour and actions of consumers, customers, buyers 
and clients. Predicting, understanding and measuring customer behaviour is critically 
important. In business, consumer behaviour is often measured in terms of purchasing, 
repeat-buying, duplicate buying, retention and switching.  
 

mailto:haydn.northover@unsw.edu.au
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The use of practical real-world projects and exercises help show how the concepts and 
tools explored in this course can be in business to understand consumers and brands, 
and how this understanding can be applied to the marketing mix and marketing 
management. Assessment and exercises will focus on application of consumer 
behaviour concepts to solving marketing problems. 

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.  

The Learning Outcomes in this course also help you to achieve some of the overall 
Program Learning Goals and Outcomes for all postgraduate coursework students 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  
 
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 School 

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 Explain the assumptions of standard models 

of buyer behaviour. 

 

Use analytical skills to present information 

relevant to problems in buyer behaviour. 

 

Explain why better understanding consumers 

can be valuable in marketing 

 

Apply research tools so as to get “closer” to 

consumers 

 

 

• Exercises 1-3 
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2 Critical thinking and 

problem solving 
Use the standard models of buyer behaviour 

to interpret and analyse real problems in 

marketing 

 

Contribute to designing appropriate 

consumer research studies to help solve 

business problems 

 

Observe and listen to consumers and 

interpret their behaviours and responses 

within a cultural context 

 

• Exercises 1-4 

 

3a Written 

communication 
Construct written work which is logically 

and professionally presented. 

 

• Exercises 1 - 3 

3b Oral communication Communicate ideas in a succinct and clear 

manner. 
 

• Exercise 3, 4 

4 Teamwork  Work collaboratively to complete a task. Exercises 3 

5a.   Ethical, 

environmental and 

sustainability 

responsibility 

Identify and assess environmental and 

sustainability considerations in problems in 

international macroeconomics. 

• Exercise 4 

5b. Social and cultural 

awareness 
Develop a perspective on the broader 

cultural trends and social context within 

which consumer behaviour sits. Explore how 

consumption, product and brand choice fits 

into broader socio-cultural trends and 

understand why is it important for managers 

and marketers to know this 

• Part of participation 

mark but not separately 

assessed 

 
 

 

3. LEARNING AND TEACHING ACTIVITIES 

3.1. Approach to Learning and Teaching in the Course 

This course has been designed to be: 
 
• Rigorous and informed, in that we consider what is known about consumer 
behaviour through business practice, research and scholarship; 
 
• Encouraging of critical and independent thinking, including an assessment of the 
validity of claims made about consumer behaviour. In the latter part of the course the 
lectures and readings will equip you with a basic understanding of research approaches 
to gaining consumer insight, the benefits of these kinds of approaches and a toolkit of 
methodologies.  However, you will gain the most from this subject by further selective 
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independent reading, from the project work for the course and from an exploration of the 
topic on the Internet. 
 
• Professionally relevant – by looking at workable frameworks, exploring real-world 
examples and projects, industry best practices, and developing knowledge/skill that will 
be of value in the workplace; 
 
• Engaging, in the sense of actively having to resolve theoretical and practical 
problems through  written  assignments,  cases,  exercises,  classroom/group 
discussions; 
 
• Diverse in the use of learning and assessment methods, from conventional 
exams to hands-on exercises; 
 
• Reflective, by relating formal approaches to consumer behaviour to experiences 
in daily life (we are all buyers of consumer goods and services, many of us also buy on 
behalf of our businesses). 
 

3.2. Learning Activities and Teaching Strategies 

This is a classroom-based course and, as such, the approach will be fairly didactic. 
However, we will try to vary the pace by having a mix of formal lectures, exercises, 
case studies and critiques.  
 
The purpose of the lectures is to give you some frameworks for consumer behaviour. 
These frameworks draw on the accumulated wisdom of both marketing practitioners 
and academics. It is to be hoped that in looking at these frameworks we can focus on 
best  practice,  rather  than  merely  hold  up  a  mirror  to  what  is  found  in  the 
Australian marketplace at large. 
 
Equally important, lectures provide a forum for debate and discussion, and for a more 
hands-on approach to the tasks involved in consumer behaviour. A certain proportion 
of the work will be undertaken in groups, and it will be necessary to engage in group 
study outside formal working hours. This is your opportunity to apply the material 
presented in lectures and to use knowledge gleaned from readings and experiences. 
 
Self-study is important too. You cannot expect to develop the desired level of 
knowledge and skill from merely attending lectures. There are course readings so 
please read them. Also, your attention is drawn to supplementary readings – you are 
not expected to read all of these, but you should study a selection of them. In 
particular, many of the readings will highlight alternative perspectives and they will help 
you hone your skills in making critical evaluations. 
 

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 (see below). 
 



business.unsw.edu.au  
 
CRICOS Code 00098G 

 

5 

              

4.2. Assessment Details 

 

 Assessment Task Weighting Length Due Date 

Exercise 1 Personal Audit 35% 1500 words Week 4: 14 August, 6pm 

Exercise 2a  Marketing 

audit 
20% 3000 words Week 11: 16 October, 

6pm 

Exercise 2b Presentation 10% 20 min Week 12: 23 October (in 

the lecture) 

On-going:    

Quiz (4 quizzes, 5% each) 20%  In lecture, 7 Aug, 4 Sept, 

18 Sept, 9 Oct 

Participation (weekly article 

reading) 
15%  On-going 

 

 
 
Details of each assessment task:  

4.3. Assessment Format 

 
 
Exercise 1: Personal Audit (35%) 
 
The first exercise will ask the student to assess their own consumer behaviour - this is 

called a Personal Audit.  Such a personal audit requires the student to briefly outline 10 

purchase occasions, personal to them - or their family.  Such a description needs to “dig 

deeper” than simply, “I was hungry, so I purchased a Snickers”.  Additional questions 

should include, Why a Snickers?  What else could have been purchased?  What else 

have you purchased before?  Did you intend to buy a Snickers, or something else?  The 

student should delve “further” into their purchase occasion than simply these questions.   

 

In addition, for 3 occasions they select, they need to contrast how this process differs to 

someone else they know.  Specifically this means if you buy Coke everyday for 

Breakfast, the alternative process you describe cannot be the same.   

 

Beyond the ‘audit’ the student is required to the incorporate some of the early consumer 

behaviour concepts that they have learned - and assess against their own behaviour.  
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How do they fit?  Are you an exception? Exposure to many of these concepts will briefly 

be discussed in the first lecture.    

 

Work must be submitted by 6pm in week 4, via Moodle, accompanied by a signed 

Assignment Cover Sheet – do not submit by email. Early submissions will be accepted, 

late ones will be penalized. 

 

The personal audit shall comprise 50% of the assessment, connection to consumer 

behaviour theory, 50% 

 

 

Exercise 2a: Marketer audit (20%) 

 

While the first exercise asked the student to assess their own personal behaviour, the 

second exercise is a group exercise designed to assess the marketing theory of three 

marketers.  At a minimum, one marketer needs to be interviewed while the other two 

can be collected via secondary sources. The marketer selected for interview will need 

to be discussed with the lecturer before anyone is contacted. 

 

The marketing philosophy of the selected marketers needs to be reviewed and critiqued 

in relation to the learnings of this course.  Remember, critique is important.  This is not 

simply an exercise to pat the marketer on the back.  Be critical in your assessment (not 

during your interview).  The supplementary marketer(s) you elect should be used wisely 

to compare and contrast what you have learnt in this course relating to consumer 

behaviour.   

 

As part of your submission, you will need to submit the transcription of the conducted 

interview. Some best practice for conducting interviews are: 

 

Bring a recorder to record your interview. Listen carefully as the person speaks and be 

professional and courteous. The interview should be more like a conversation rather 

than a question and answer investigation. If you wish you may take notes however this 

can be distracting to the interviewee and affect your ability to observe their emotional 

reactions and connect deeply with what they are saying. Immediately after you finish 

and leave, we recommend you write field notes based on your 
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observations/impressions, usually a couple of pages of notes. You will have the audio 

transcript too. 

 

As part of your submission you should review important findings and insights you 

made (10 – 15 points) and supporting quotes you found interesting / revealing which 

illustrate these observations/insights. To do this, look back over your field notes, 

contemplate what you have seen and refer back to the recording you have made so you 

can find and transcribe the most interesting and/or important quotes. You need to make 

it clear for the quotes you use, why you find that quote especially interesting and be sure 

it illustrates the point you are trying to make.  

 

You need to submit the report Week 11 via MOODLE before the lecture at 6pm.  

 

 
 
 
 
 
Exercise 2b: Group Presentation (10%) 
 
Group presentation of the content of Exercise 2a (Presented Week 12) 

All group members need to present. Maximum of 20mins (all presentations stopped on 

20 minutes).   

 

The presentation is not simply a repeat of the report, however how and what the student 

chooses to present is their choice. The aim is simply to understand how the modern 

marketerunderstand consumer behaviour, and how this relates to what you have learnt 

in this course.   

 

For these group presentations, we are going to evaluate you the same way a market 

research or a consulting company would be evaluated: your presentation must have 

impact. We want to really encourage you to be creative with your presentation, both in 

terms of format and content. For your group presentation, we want to see if you are able 

to tell a compelling story about your most interesting findings. What we are looking for 

here, are not presentations where you show us in great detail what you have done, but 

a presentation where you focus on the most interesting and surprising findings of your 

project, as well as the most promising market applications for these findings. 
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You are free to experiment with the format of the presentation. Your only constraint is 

time: you will have only 20 minutes to deliver your presentation. We will be very strict 

about this.  This is to ensure everybody has the same amount of time, and we are able 

to wrap up the class on time.  

 

You do not have to include specific sections in your presentations. But you will have to 

do two things well: tell us what your most interesting and surprising findings were; tell 

us what this may mean in terms of commercial implications. 

 

What we encourage you to do is to find a structure for your findings so they tell a story 

 

You will be evaluated on the following criteria: 

1. Compelling Delivery: Did the team make efforts to connect and engage with the 

audience by delivering a lively and impactful presentation? Did the team focus on 

surprising and interesting findings rather than a bullet point of unsurprising statements? 

[30%] 

 

2. Well-Structured and Surprising Description of your Findings: most company 

executives will be most interested in getting some fresh insights about their brand or 

their category. So here we want to evaluate whether you have found a good story to tell 

your findings, that you have structured your findings in such a way that we really go 

away thinking we have learnt something new. [40%] 

 

3. Incisive Managerial Recommendations: are your recommendations linked to your 

findings? Is your recommendations innovative, showing out-of-the-box thinking? Are 

your recommendations realistic and feasible? [30%] 

 
 
Exercise 3: Quizzes (20%) 
 
4 quizzes during the term.  5% per quiz. 
 
Mix of open and multiple response 
 
Quizzes are held during lectures. 
 
 
Exercise 4: Participation (15%) 
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Every week, students are required to bring with them, and be prepared to discuss, one 
article that highlights any aspect of consumer behaviour.  Weeks 2-11 will be assessed.  
 

 

4.4. Assignment Submission Procedure 

Assignments will generally be marked and be made available for student collection two 
weeks after the due date.  

Marked assignments that are due after the completion of the course can be collected 
during office hours Monday to Thursday from the School of Marketing Office on the 3rd 
Floor Quadrangle Building. It is student’s responsibility to collect them. In the case of 
group assignments, students should nominate one group member to collect their marked 
group assignment. If you are making a special trip to the UNSW you should first check 
with School of Marketing Office to confirm assignments are available for collection at the 
time you are coming to the School. 
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Master of Marketing Grade and Mark ranges 
 

The progressive assessment during the session (either by assignments, participation 
and/or a mid-session examination), grades will be provided to students in a form of a 
letter grade (not as a mark) as follows.  
 

Grade Mark Explanation 

A 75 - 100 A superior to outstanding performance 

B 60 - 74 A good performance  

C 50 - 59 An acceptable level of performance 

Fail 0–49 Performance below minimum level of competence 

 
 
Course results as a final mark are released to students and are made available ONLY 
via MyUNSW (not by the lecturer) following a Business School Faculty sub-committee 
meeting to approve distribution of marks. 

4.5. Late Submission 

 

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 stance taken in this course occasionally runs counter to most standard textbooks. 
This is one of the justifications for having the course otherwise you could simply study 
the material by reading a book. 
 
Nevertheless, the following book is regarded as compulsory and you should find copies 
in the library and the bookshop: 
 
East, Robert, Malcolm Wright and Mark Vanhuele (2017) Consumer Behaviour: 
Applications in Marketing, Sage, London 
 
 
A very useful and relevant business-oriented book in this field is: 
 
Barwise, Patrick & Sean Meehan (2004) Simply Better: Winning and Keeping 
Customers by Delivering What Matters Most, Harvard Business School Press, Boston 
MA (I will provide a summary, but you might want to read it yourself) 
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Several supplementary readings will be placed on Moodle. 
 
Supplementary readings are not mandatory, but they should be read selectively to give 
you a broader, deeper and more critical understanding of the material presented in this 
course. Keep in mind that these readings are merely a selection of the relevant papers. 
They have been chosen to illustrate a point or provide a perspective on a subject under 
discussion, but you should try to track down additional readings. 
 
For Exercise 2 you are encouraged to read more widely. Textbooks, specialist books, 
popular books, case-histories, journals, web-sites, market research reports, inside 
knowledge, etc. – all these can be of help. A list of further sources is available on 
Blackboard. 
 
Typically, you will gain much more from this course by trying to get below the surface of 
the subject. So, do not only rely on formal lectures, assignments, readings, etc. Here 
are a few suggestions on how to do this: 
 
• Reflect on your own behaviour and that of people around you. How often do 
you buy particular products, services and brands? Do you think your buying behaviour 
is  normal? How would you know? Why might we be interested in this as marketers?  In 
an organisational setting, what information do you capture about the behaviour of your 
buyers? How do you use this information (or does it gather dust on top of your filing 
cabinet)? 
 
• As an experienced business person you are probably in the habit of scanning 
relevant trade/business magazines and online resources such as The Economist, 
McKinsey Quarterly, Forbes, Boss Magazine, AdMap, Professional Marketing, B&T 
Weekly, AdNews, Mumbrella etc. These tend to have a lot of industry gossip, but look 
past this and see what insights they can provide into buyer behaviour (and what they 
fail to say!). 
 
• You know only too well that success in marketing isn’t a purely intellectual 
matter. It also depends on application, motivation, insight and flare. Certain skills are 
honed in this course (see section 3), but I do not claim this is a substitute for 
experience. So, try to practice your skills outside the classroom – if you are working, 
take the ideas we discuss back to the workplace and assess whether they help or 
hinder (let me know if they hinder!). 
 
 
The website for this course is on Moodle at: 
http://moodle.telt.unsw.edu.au 
 

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 survey is one of the ways in which student evaluative feedback 
is gathered. By all means give us comments during the course as well. 
 
 
  

http://moodle.telt.unsw.edu.au/
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7. COURSE SCHEDULE 

 

COURSE SCHEDULE 

Week Lecture Topic Discussion Activity 

Week 1 
24 July 

INTRODUCTIONS AND 

OVERVIEW 

 

Overview of CB 

Course Overview  

Week 2 
31 July  

Loyalty Are you loyal?  

Week 3 
7 August 

Purchase Patterns 
Is there a Coke 

buyer? 
Quiz 1 

Week 4 
14 August 

Personality, Culture and 

Values 
Are they valuable? 

Exercise 1 
(Report) 

Week 5 
21 August 

Decision Making, 

Information Processing 

How is 

information 

processed? 
 

Week 6 
28 August 

Pricing Worth it?  

Week 7 
4 September 

Brands Do you love them? Quiz 2 

Week 8 
11 September  

Advertising and WOM 
Getting the word 

out there 
 

Week 9 

18 September  

Customer Insight using 

Qualitative methods 
Understanding 

consumers  
Quiz 3 

Mid-semester break: 23 September – 2 October inclusive (2 Oct = Labour Day Public 

Holiday) 

Week 10 
9 October 

Customer Insight using 

Quantitative methods 
Measuring 

consumers  
Quiz 4 

Week 11 

16 October 
Customer Insight using Neuro Tapping the brain 

Exercise 2 Group 

Report 

Week 12 
23 October 

Review and Group 

Presentations 
Review  

Exercise 3 

(Group 

presentations) 

 


