SYLLABUS (OF A COURSE/MODULE)
	Course/module (as specified in the approved curriculum for the field of study)
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	ECTS

3
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	Unit(-s) providing the course/module (Institute/Department)
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	Head of course/module
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	Field of study
Economy
	Level
II
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	Semester



	Specialisation
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	TYPE OF CLASSES/LECTURES AND THE NUMBER OF HOURS
(organised classes/lectures and self-study)

	Type of studies: full-time
	
	Type of studies: extramural
	

	· lectures
	15
	· lectures
	

	· classes
	15
	· classes
	

	· another with lecture 
	30
	· 
	

	· 
	
	· 
	

	· 
	
	· 
	

	· Self-study
	30
	· Self-study
	

	Total number of hours:
	75
	Total number of hours:
	

	OBJECTIVE OF COURSE/MODULE
The aim of the course is to educate students on the principles of consumption economics. Students will gain knowledge about the phenomenon of consumption, its structure, determinants, and the effects of its development. Additionally, they will develop the ability to search for, analyze, interpret, and evaluate market information, as well as make economic decisions based on this information at both the micro and meso levels.

	TEACHING METHODS
The lecture is supported by multimedia tools. Practical sessions involve the use of statistical databases, household budget analyses, consumption studies in selected markets, panel discussions, and multimedia presentations.

	LEARNING OUTCOMES
	Reference to field outcomes

	Knowledge
	E1 – knows key issues in terms of economics of consumption and consumer’ behaviour (behaviour, need, aspiration) and its classification.

E2 – knows and understands relation between economical, psychological, social factors and consumption as well as consumers’ behaviour.

E3 – knows patterns of consumption and consumer’s behaviours. 


	ET2A_W01

ET2A_W05

ET2A_W06

ET2A_W07

	Skills
	E4 – can explain consumer behaviour under influence of selected factors

E5 – can analyse consumers’ needs and suggest products offer as a response on those needs 

E6 – is able to use knowledge of consumers’ behaviours in company management 
	ET2A_U02

ET2A_U03

ET2A_U07

	Social competences


	E7 – is aware of consumer decisions he makes and can advise other consumer during decision process

E8 – can work in group efficiently
	ET2A_K01 

ET2A_K03

ET2A_K04

ET2A_K05

	Methods to verify learning outcomes

Written examination

Project: 

- Analysis of secondary data - Statistical Yearbooks (analysis of households' income, analysis of consumption on a selected market and assessment of the consumption level and pattern).

- Designing a survey. 

- Preparation of a research report as a multimedia presentation.

- Presentation of selected consumption trends - a case study.
	Outcome Reference Numbers

E1, E2

E3, E4, E5,

E6, E7, E8

	TEACHING CONTENT

Lectures

Economics of consumption – the meaning and scope. Consumers behaviour – the meaning and scope. Development of consumption theory. Needs – the meaning and classification. Sources and pattern of needs creation. Measures and structure of consumption. Consumption functions. Consumer decisions – the meaning, scope and classification.

Marketing factors influencing on consumption and consumers behavior. Social factors of consumer decision (family, reference group). Psychological factors of consumers’ decision (instincts, emotions, motivations, attitudes). Influencing on consumers behaviors and motivation as a part of company’s’ marketing process. Consumers rights and independence. Description of selected quantitative and qualitative methods used in consumers behaviors analysis.

Practical hours

Sources of information about consumption; Methods of research on consumption. Presentation of research results. Directions of changes in consumption; Analysis of income and expenditure of households. Analysis of consumption on a selected market. Evaluation of consumption in a selected group of consumers (e.g. education, income level, etc.).



	Forms and criteria for passing of course/module

- written exam 

- project
	Percentage of final mark

100%

100%
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