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1. OBJECTIVES 
  

This unit aims to provide detailed study of personal and group consumer 
behaviour, its determinants and its implications for marketing strategy. 
 
On completion of this unit, students should be able to: 
• Undertake the development of appropriate marketing strategies in relation 

to consumer behaviour 
• Appreciate the aims of the consumerism movement and marketing's 

responsibility to the consumer and society 
• Appreciate the application of consumer behaviour principles and practices 

to the marketing situations of various organisations and industries. 
 
1.1 Knowledge: 
 
 
• To develop an understanding of the consumer and the internal and 

external factors that makes each consumption situation unique. 
• To develop an understanding of consumer behaviour research in modern 

marketing. 
• To develop an understanding of the dynamic and evolving nature of 

consumer behaviour. 
• To understand the nature and development of a consumer behaviour 

strategy. 
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1.2 Skills: 
 
• To develop practical research skills through a consumer strategy report. 
• To develop analytical skills through the interpretation of data and 

information to solve consumer-based issues. 
• To develop a self-paced reading and research schedule. 
 
1.3 Values and Attitudes 
 
• Appreciate the importance of consumer-oriented strategies to 

organisations. 
• Seek to learn and understand more completely the factors associated with 

marketing decision-making. 
• Draw on scholarly research, as well as current business practice, to 

examine, analyse and evaluate consumer issues. 
 
 

2. CONTENT  
 
The content of the unit will be: 
• Consumer decision making processes and types of decision making 

situations 
• The internal influences on behaviour as they apply to the consumption 

process 
• The external influences on behaviour and the role of the marketplace in 

the socio-political system 
• Consumer (individual and group) purchase and consumption behaviour 
• Consumer market analysis and trends including the personal and group 

behaviour patterns in the Australian marketing environment 
• Marketing stimuli and strategies in relation to consumer behaviour: market 

segmentation, product positioning, marketing communications, store 
choice and shopping behaviour, price and salesperson influences 

• Consumerism, consumer rights, marketing's responsibility to the consumer 
 
 

3. LEARNING TASKS AND ASSESSMENT 
 

LEARNING TASK 

 

ASSESSMENT (GRADING) 

 

WEIGHTING (%) 

 
 TUTORIAL PARTICIPATION 10% 
 
INDIVIDUAL ASSIGNMENT 

 
REPORT 

 
20% 

 
GROUP CASE STUDY 
ASSIGGNMENT 

 
PRESENTATION  
GROUP REPORT 
 

 
30% 

 EXAM 40% 
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4. METHODOLOGY 

 
A combination of lectures and tutorials will be used. 
 
Case studies, classical and topical readings, and examples of significant 
consumer behaviour marketing concepts and practices will feature throughout 
the unit. 
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