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Module Aims

This module seeks to explain the underlying psychology of why we buy. This will take a holistic
view exploring all aspects of the purchasing process starting from when a consumer first
identifies a need for a product or service to when they finally dispose with the product after
finishing with it. However, unlike a traditional marketing module, which is heavily influenced by
self-report evidence from consumers, this module will utilize new experimental research
exploring the underlying psychological mechanism that influences the consumer decision-
making process at a sub-conscious level.

After studying this module students will:
= Understand the role that psychology plays in marketing.

= Understand the limitations of evidence collected using self-report mechanisms.
= Understand how marketers can use scientific research methods.

Intended Learning Outcomes

Key skills for employability

KS1 Written, oral and media communication skills

KS2 Leadership, team working and networking skills

KS3 Opportunity, creativity and problem solving skills

KS4 Information technology skills and digital literacy

KS5 Information management skills

KS6 Research skills

KS7 Intercultural and sustainability skills

KS8 Career management skills

KS9 Learning to learn (managing personal and professional development, self-
management)

KS10 Numeracy

At the end of this module, students will be able to Key Skills
1 Understand and critique a range of consumer psychology KS1 KS6
theories and concepts KS9
KS6 KS8
2 | Learn to read and critique consumer psychology experiments.
KS9 KS10
3 Explain what consumer psychology is and why it is important KS1 KS6
to the marketing effort KS9
4 Discuss and appraise the limitations of the traditional KS1 KS6
marketing paradigm KS9

Derogations

None




Assessment:

Indicative Assessment One;

Assessment 1 is a weekly blog. Rather than completing a traditional 2,000-word essay,
students will be required to complete a weekly blog (5 blogs over the course of the module).
Each blog entry will explore a topical issue from a consumer psychologist’s perspective and
will be approximate 400-500 words. The target audience for these blogs is a non-specialist
and each blog should be both informative and entertaining to read. Although each blog is
expected to be entertaining to read it should still have an underlying theoretical framework that
is used to analyze/discuss the subject of the blog.

As well as writing their own blog, students will also be expected to comment on other student’s
blogs (a sentence or two). These comments will have an influence on the final mark they
receive.

Indicative Assessment Two:

Assessment 2 is a series of four-discussion session and group presentation, which will occur
roughly once a fortnight. Two weeks before each discussion session all the students will be e-
mailed four articles (a mixture of case studies and journal articles) which they will be expected
to read before the session. Once they arrive at the class, they will be split into a group of
approximately four, and will be allocated one of the four articles and asked to critique the article
and prepare a ten-minute presentation that they will deliver in the last hour. Although the
presentation is a group presentation students will be marked individually on a range of factors
including: individual performance (presentation style, content etc.) the difficulty of the
paper/role, questions asked etc. After the 10-minute presentation, students will have a five-
minute question session. Students will be debriefed after each session, although they will not
be told their actual mark.

Although students are required to deliver four presentations, out of the four presentations the
student’s lowest mark will be dropped so that their final mark is an average of their best 3
grades.

Assessment I(_)ea:rnlng - ¢ " Weighting | Duration Word count
number utcomes ype of assessmen (%) (if exam) (or equalent i
to be met appropriate)
400-500
1 3,4 Learning logs/journals | 50 words per
entry.
2 hours
preparation
2 1,2 Presentation 50 10 min
presentation,
5 min questions

Learning and Teaching Strategies:

This module will be delivered using a combination of digital lectures, group tutorials, student-
led discussion, practical exercises, directed and self-directed study.




Syllabus outline:

An introduction to Consumer Psychology
Individual Decision Making Process

Learning and Memory

Perception

Motivation and Values

The Self

Personality and Lifestyles

Attitudes

Attitude change and Interactive Communications
0. Shopping and atmospherics
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