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MN3025 - Marketing 
 
MODULE TYPE/SEMESTER: Junior Honours/Option (20 Credits)/Semester 2 
 
PRE-REQUISITE(S):  MN2001 & MN2002  
 
MODULE CO-ORDINATOR:  Dr David Dowell 
 
CONTACT DETAILS:   Emails:  djd9@st-andrews.ac.uk      

Office phone:  01334 461848 
     Office: 317a Gateway Building 
 
 
AIM:  
MN3025 builds upon the marketing taught in sub-honours modules, and prepares students 
for further study and practice in the marketing and management fields.  The module is 
focused upon learning key theories related to market research, consumer psychology, 
consumer behaviour, and marketing management.  The modules examines the key consumer 
behaviour theories in depth, and allows a practical understanding of how in practice 
consumer behaviour drives marketing decisions.  These theories and decisions are supported 
by a practical understanding of marketing information.      
 
METHOD OF TEACHING & LEARNING:   

• A 2 hour lecture x 10 weeks  

• A 1 hour seminar/tutorial x  4 weeks 

• Independent Study 
 
LEARNING OUTCOMES:   
 
On completion of this module, students will typically be able to: 
1. Specify and acquire, through appropriate Marketing Research, information, on consumers 
and markets, required for marketing decision-making.   
2.  Assess critically the main theories and concepts of Consumer Behaviour.   
3. Apply an understanding of Consumer Behaviour to marketing management situations.   
4. Examine critically the antecedents, nature and key concepts in alternative views of 
consumer behaviour.   
 
TOPICS: 
There are four broad themes: 

1. Marketing research  
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2. Consumer behaviour  
3. Business-to-business marketing  
4. Marketing management  

 
ASSESSMENT:   
Individual exam (60%)  
Non-exam assessment, coursework (40%) 
 
READING LIST: 
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Organisation of courses may be subject to change without notice. 

 


