
card of course
	Subject name
	Consumer behaviour


1.  Location of the subject in the system of studies
	1.1. Programme
	Management

	1.2. Mode of study
	Full time studies/ Part time studies

	1.3. Level of degree
	Master’s degree

	1.4. Profile
	Practical


	1.5. Speciality
	E-business and modern forms of marketing

	1.6. Lecturer responsible for the subject 
	Monika Kłos


2. General characteristic of the subject
	2.1. Connection with a subject group
	Optional/practical

	2.2. Total credits (ECTS)
	4

	2.3. Language of instruction
	English

	2.4. Semesters in which the subject is carried out
	I

	2.5. Criterion for selection of listeners
	For speciality E-business and modern forms of marketing


3. Learning outcomes and method of conducting classes
3.1.  Aim of the subject
	Lp.
	Aim of the subject

	
	

	C1
	To understand consumer behaviour in an informed and systematic way

	C2
	To analyse personal, socio-cultural, and environmental dimensions that influence consumer decisions making

	C3
	To enable students in designing and evaluating the marketing strategies based on fundamentals of consumer buying behaviour

	C4
	To give the students a perspective to understand the application of market research in framing effective marketing strategies


3.2. Learning outcomes, divided into KNOWLEDGE, SKILLS AND COMPETENCIES, with reference to learning outcomes for an area(s) and a field of study
	Lp.
	Description of learning outcomes
	Reference to the 
learning outcomes 
(symbols)
	Form of teaching 
(mark with a „X”)

	
	
	
	ST
	NST
	NST PUW

	
	
	
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform

	After completing the subject, student in the range of KNOWLEDGE, know and understand

	W1
	has an in-depth knowledge of complex processes and phenomena, including psychosocial mechanisms, occurring in organizations and the world around them especially related to consumer behavior
	Z2_W01 

Z2_W03
	
	
	
	
	
	

	W2
	knows the techniques and tools for conducting research, including management, marketing, accounting and finance, and the possibilities of their practical implementation especially related to consumer behavior
	
	
	
	
	
	
	

	After completing the subject, student in the range of SKILLS, can

	U1
	is able to reach the sources of knowledge in the field of consumer behavior, integrate and use them, as well as absorb the facts about management and finances related to consumer behavior
	Z2_U03

Z2_U04
	
	
	
	
	
	

	U2
	is able to think logically, analyze and synthesize consumer behavior
	
	
	
	
	
	
	

	After completing the subject, student in the field of SOCIAL COMPETENCES, is able to

	K1
	to think and act independently in an entrepreneurial and creative way
	Z2_K06
	
	
	
	
	
	


3.3. Type of classes and number of hours - full time studies (ST), part time studies (NST) 
	Mode 
of study
	Lecture
	Exercises
	Project
	Workshops
	Lab
	Seminar
	Lectorate
	Using distance learning methods and techniques in the form of lecture. Sending task and passing the tests
	Others
	ECTS

	ST
	15
	30
	
	
	
	
	
	
	
	4

	NST
	
	
	
	
	
	
	
	
	
	

	NST PUW
	
	
	
	
	
	
	
	
	
	


3.4. Curriculum content (separately for each type of classes). Mark (X) how the content will be implemented (classes at the university or classes on the platform conducted using distance learning methods and techniques)
TYPE OF CLASSES: LECTURE
	Lp.
	Content of classes
	Form of teaching 
(mark with a „X”)

	
	
	ST
	NST
	NST PUW

	
	
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform

	1.
	Definitions and Typology of consumer based on types and factors of decision
	X
	X
	
	
	
	

	2.
	Internet consumer behaviour vs. consumers in real word
	X
	X
	
	
	
	

	3.
	Consumer Behaviour Outcomes and Issues  Ethics, Social Responsibility, and the Dark Side of

Consumer Behaviour and Marketing
	X
	X
	
	
	
	

	4.
	Consumer vs. neuroscience
	X
	X
	
	
	
	

	5.
	Test for checking the knowledge
	X
	X
	
	
	
	


TYPE OF CLASSES: EXERCISES
	Lp.
	Content of classes
	Form of teaching 
(mark with a „X”)

	
	
	ST
	NST
	NST PUW

	
	
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform
	Classes at the University
	Classes 
on a platform

	1.
	European consumers and their social groups
	X
	X
	
	
	
	

	2.
	Culture and European consumers
	X
	X
	
	
	
	

	3.
	Consumers as decision-makers
	X
	X
	
	
	
	

	4.
	Decision making based on influencers
	X
	X
	
	
	
	

	5.
	Surveys on consumer behaviours samples and own preparation of the survey (methodology and questionnaire)
	X
	X
	
	
	
	

	6
	Nauro-marketing
	X
	X
	
	
	
	


3.5. Methods of evaluation of learning outcomes (describe the methods of teaching and verification of learning outcomes):
Methods of teaching:

Lecture: power point presentation, additional material (e-books or e-articles), speech

Exercises: Discussion, tasks, tests, case study

Methods of verification of learning outcomes:

The condition for passing the course (lecture) is obtaining the minimum number of 200 points:

60% -75% satisfactory grade (from 120-150 points)

76% -90% good (151-180 points)

91% -100% very good rating (more than 180 points)
Students can get the points by:

1. Participation in lectures - 5 points x 5 meetings, 25 points in total
2. Passing the short test after each lecture – 15 points x 5 meetings, 75 points in total

3.  Final test - 100 points

The condition for passing the course (exercise) is obtaining the minimum number of 200 points:

60% -75% satisfactory grade (from 120-150 points)

76% -90% good (151-180 points)

91% -100% very good rating (more than 180 points)

Students can get the points by:

1. Participation in classes - 10 points x 6 meetings, 60 points in total

2. Completed  tasks+ tests – 2 test x 10 points, 4 tasks x 15 points of 80 points

3. Final test  (10 points) and final task (50 points) - 60 points

TOTAL 200 POINTS

 For extra tasks (5 tasks) for volunteers, they can get 10 points for each task. Total - 50 extra points.
Subject for tasks:

1. Pros and cons of e-commerce for consumers – short essay
2.  Consumer behaviour challenge - – short essay

3. Importance of aspects in the buying decision for – short essay
4. Nauro-marketing – plan for using neuroscience for selling some chosen product – short essay
3.6. Criteria for assessing the achieved learning outcomes
	Learning outcome
	For a grade of 3 student knows and understands/can/is able to:
	For a grade of 4 student knows and understands/can/is able to:
	For a grade of 5 student knows and understands/can/is able to:

	W
	60-75% of the knowledge indicated in the learning outcomes
	76-91% of the knowledge indicated in the learning outcomes
	91-100% of the knowledge indicated in the learning outcomes

	U
	60-75% of the skills indicated in the learning outcomes
	76-91% of the skills indicated in the learning outcomes
	91-100% of the skills indicated in the learning outcomes

	K
	60-75% of the skills indicated in the learning outcomes
	76-91% of the skills indicated in the learning outcomes
	91-100% of the skills indicated in the learning outcomes
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4. Student’s workload – balance of credits (ects)
	Student’s activity
	Student’s workload

	
	ST
	NST
	NST PUW

	CONTACT HOURS (activities that require direct participation of an academic teacher)
	45
	
	

	Classes provided by the study plan
	45
	
	

	Consultation (min. 10% of  hours provided for any form of classes)
	5
	
	

	STUDENT’S OWN WORK
	55
	
	

	Preparation for class, preparation of project work/presentations/etc
	25
	
	

	Preparation for passing the classes
	30
	
	

	TOTAL STUDENT WORKLOAD
	100
	
	

	Credits (ECTS) for a subject
	4
	
	


	Date of last change 
	7 November 2022

	Changes introduced
	Monika Kłos

	Changes approved
	Anna Bielak




