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SESSION PLAN

COURSE:			ABE Level 5 Buyer and consumer behaviour
[bookmark: _Hlk498247831]ELEMENT:			Element 2 – The processes of consumer and industrial purchase decisions

LEARNING OUTCOME 2
Discuss the principles of purchase decision-making in a variety of situations (Weighting 25%) 
2.1 Discuss the theories of the purchase decision process followed by individuals 
2.2 Discuss the theories of the buying decision process in organisations and formal groups 
2.3 Compare how buyer behaviour may differ in the purchase of a service to that of a product 

NUMBER OF SESSIONS:	Three - approximately 12 hours in total (plus self-study).
SESSION TOPICS:		Session 1: The theories of the purchase decision process followed by individuals 
				Session 2: The theories of the buying decision process in organisations and formal groups
				Session 3: How buyer behaviour may differ in the purchase of a service to that of a product

Note to tutors: these are the recommended session outlines for element 2, learning outcome 2 of ABE Level 5 Buyer and Consumer Behaviour. You should follow the plan, using the resources (referenced as ‘slides’) and activities provided. It is important to enhance all sessions with local examples and case studies, involving the learners ACTIVELY wherever possible. Homework tasks are in addition to reading the recommended texts referenced in the study guide.
[bookmark: _Hlk498250434]SESSION 1: The theories of the purchase decision process followed by individuals
	Approx. duration
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative Assessment

	4 hours total
	Review of LO1:
Analyse the major influences on consumer choice


	Facilitate: Activity 1 - Element 1 Class Quiz

· Start the session by briefing students on the class quiz activity.
· Ask them to work in teams of 3 or 4 to answer the 10 questions on the quiz sheet that you will ask them.
· Encourage them to write their answers on a piece of paper and allow 1.5 minutes for them to answer each question.
· At the end of the quiz ask groups to swap their papers to mark them according to the answers on the answer sheet (provided at the end of this session plan).
· Compare the score to identify the winning group.

Draw the discussion together by explaining any concepts or themes that were generally not known or understood.


Next, facilitate Activity 2: Reminder of Session 4, element 1. Draw out the key learning points. 

	
	Activity 1 - Element 1 Class Quiz

· Working in groups of 3 or 4, be prepared to answer 10 questions that your tutor will ask you.
· You will have 1.5 minutes to answer each question
· At the end of the quiz, swap your paper with another group and award 10 points for each correct answer.
· The winning group will be the one with the highest mark.
· Ask your tutor to clarify any concepts or themes that weren’t clear to you.






Complete Activity 2. Reminder of Session 4, element 1.

	5UIMC E2 LO2 Activity 1 - Class quiz


















5UIMC E2 LO2 Activity 2 – Reminder Session 4 Element 1


	
	
	
	
	
	

	
	Introduction to sessions and learning outcomes
	Facilitate: Learning with PowerPoint slides

 Use 5UBCB Tutor Presentation 2.pptx

Start the session with an explanation of the learning outcomes and what will be covered in the sessions. 
	1-4
	Listen, make notes and ask questions as necessary.
	

	
	LO2. 2.1

Discuss the theories of the purchase decision process followed by individuals
	Facilitate: Learning with PowerPoint slides

Explain the various levels of purchase involvement emphasising the influence of perceived risk; discuss how some purchases require high involvement; extensive research and careful consideration when others can be made on an impulse or instinctively.

Expand on the involvement theories by explaining the parameters that buyers and consumers are prepared to work within to make the right decision – from trade-off of valued features and benefits to the minimum expected value. 

Use the video on slide 6 via the arrow link to reinforce learning
https://youtu.be/CKM9u65kZHg
 
	5-6








	Listen, make notes and ask questions as necessary









	

	
	[bookmark: _Hlk497637069]Models of customer decision-making; their benefits and drawbacks
	Facilitate: Learning with PowerPoint slides

Introduce the concept of models of the purchase decision process and how they are used by marketers to help anticipate buying behaviour. 

Start with the EKB model; Howard Sheth model; Kaushik’s (STDC) framework and Watson’s ‘Black Box’ theory.

Finalise the discussion by discussing the benefits and drawbacks of these models and their usefulness to marketers.
	7-10











11
	Listen, make notes and ask questions as necessary
	

	
	
	Facilitate: Class discussion

Ask students to watch the video via the arrow link on Slide 11 and encourage them to discuss their thoughts about how decisions are subject to learned behaviour and experiences https://youtu.be/dcV9y_LLdR8 

This brings together elements from LO1 about how personality and situational factors influence our purchase decisions and discusses them in context of the popular process models.

Have students explore their own examples and experiences.

	
	Contribute to Class discussion  

Watch the video about how learned behaviour influence the purchase decision process.

Think about your own experiences and provide examples that either support or contradict the theories.


	

	
	
	Facilitate: Activity 3. 

Ask students to work in pairs to read the brief for Activity 3 that considers the buyer’s approach to making major purchase decisions.

Encourage students to share the outcomes and to highlight any difference of opinion between themselves and their partners.

Debrief the activity by reflecting on the major concepts of high-involvement and low-involvement purchase decision-making in the context of business buying.
	




	Complete Activity 3.

Read through the brief for this Activity and work in pairs to consider the buying decision in the case study.

Visit the websites or carry out your own research to generate a list of essential and non-essential features and benefits in the context of buying a commercial fleet of mopeds. 
	5UIMC E2 LO2 Activity 3 - Buying new mopeds. What are you prepared to trade off?





	
	Activity 4 - homework
	Brief Activity 4 as homework. 
Ask students to prepare for the next session by reading through this article and making notes about the b2b buying process and to come to the next session prepared to discuss them.
https://open.lib.umn.edu/principlesmarketing/chapter/4-4-stages-in-the-b2b-buying-process-and-b2b-buying-situations/ 

	
	Activity 4 as homework. 

Read through the article and make some notes about the b2b buying decision process.

How many stages are explored and what might be their significance to marketing strategy decisions?
	5UIMC E2 LO2 Activity 4 - Stages in the B2B buying process


SESSION 2: The theories of the buying decision process in organisations and formal groups
	Approx. duration
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative Assessment

	4 hours total
	
Class Activity Reminder Session 1
	[bookmark: _Hlk498246255]Facilitate: Activity 5: Reminder Session 1

Ask students to write down the three key learnings from the previous sessions that addressed the theories of the purchase decision process followed by individuals.

Don’t prompt students on the topics; allow them ten minutes to reflect on the core themes. 

Debrief the activity by providing constructive feedback and reflecting on:

· Exploring different theories of customer behaviour including rational, instinctive and situational decision-making 
· Models of customer decision-making from Engel, Kollat, Blackwell (EKB), the Howard-Sheth Model and Avinash Kaushik’s (STDC) framework
· A contemporary view of Watson’s ‘Black Box’ theory of behaviourism 
· The benefits and drawback for marketers of these popular behaviour theories and models including Kaushiks decision journey, Howard-Seth model of buyer behaviour

Encourage students to identify those topics they know well and those that they will need to revise further.
	
	Activity 5: Reminder Session 1

What do you remember most from the session that addressed the purchase decision process followed by individuals?

Using the template provided, write down the three things that stood out for you.

Share and compare your answers with others in your group.
	5UBCB E2 LO2 Activity 5 - Reminder Session 1

	
	Review of Homework Activity 4
	Facilitate: Class discussion

Ask students what they learned by reading the article in Homework Activity 4.

Encourage them identify the seven stages of the business buying process

Bring the discussion to a close by explaining the stages and the significance of the process for b2b marketers; how understanding the deeper involvement and emphasis on a formal process are significant features of organisational buying.

	12
	Contribute to Class discussion. 

What did you learn from reading the article set Activity 4, set as as homework?

Discuss your understanding of the stages in the b2b buying process and the likely significance to b2b marketers.

Support your arguments with examples and a clear rationale.
	

	
	LO2.2 Discuss the theories of the buying decision process in organisation and formal groups

Situations; risks and stakeholders
	Facilitate: Learning with PowerPoint slides

Explain the different types of b2b buying including straight rebuys and new tasks. Identify the levels of risk and discuss how they drive the buyer’s purchase behaviour.

Reinforce your key points by showing students the video provided via the arrow on Slide 13. https://youtu.be/l4Eh5Uc0gG4

Explain the concept of the Decision-Making Unit (the DMU) and the different roles and stakeholders involved in business buying decisions.
	13-15
	Listen, make notes and ask questions as necessary.
	

	
	
	Facilitate: Class discussion

Ask students to discuss the likely levels of influence and power of each of the members in the DMU and encourage them to consider this in the context of the different types of purchase/risk levels.

Bring the discussion to a close by highlighting how the level of influence of these team members will change depending on the levels of risk and complexity of the task.
	
	Contribute to Class discussion 

Consider the roles and responsibility of the DMU members and discuss each member’s likely levels of influence and decision-making power.

How will their levels of influence and role-importance change, depending on the type of purchase?
Support your thoughts with examples and a clear rationale.
	

	
	Internal and external influences on b2b buying behaviour
	Facilitate: Learning with PowerPoint slides

Explain how internal and external factors influence b2b buying decisions; make connections between these and the influences on consumer decision-making.

Explore the external factors using the PESTLE framework, and remind students if necessary of the framework by watching the video in Slide 16 via the arrow. https://youtu.be/sP2sDw5waEU 

Explore the internal factors placing an emphasis on corporate culture and how this influences the approach; behaviours and process of b2b buyers.

Discuss the personal factors that influence business buyers such as personality, motivation and ambition and make comparisons between this context and consumer decision-making
	16-19
	Listen, make notes and ask questions as necessary.
	

	
	
	Facilitate: Activity 6

· Ask students to work in groups of 4 or 5 and to read through the activity brief.

· Encourage them to research the roles of the b2b decision-making unit (DMU) and to each take the role of one of the DMU team.

· Ask students to make some notes and encourage them to share these with the rest of the group for discussion.

· Debrief the activity by reflecting on the importance of the DMU; its responsibility to the organisation and the changing dynamics of its role depending on the complexity of the purchase task.

	
	Activity 6

· Working in groups of 4 or 5, read through the activity brief.

· Research the roles and responsibilities of the DMU and each take the part of one of its team members.

· Working together, make notes about the responsibility of each member and their individual critical success factors of each role in the buying process.

· Share your thoughts with the other groups giving examples and a clear rationale to support your answers.
	5UBCB E2 LO2 Activity 6 - Making a great impression: Your role in buying a new colour printing press

	
	Activity 7 as homework
	Facilitate Activity 7 as homework: 
· Ask students to research about the differences between buying a product and buying a service from a consumer’s perspective.
· Highlight the need to understand the different characteristics and to understand how these influence the decision process and consumer behaviour.
· Ask students to come prepared to the next session to discuss their findings, including their sources of information.

	
	Complete Activity 7 as homework 

· [bookmark: _Hlk498935601]As consumers, there is a significant difference between how we buy products and how we buy services.
· It’s important for marketers to understand the characteristics of a service and how their approach to marketing must reflect these important factors.
· Research these characteristics and differences and come prepared to the next session to discuss your findings.
· Come with the source of your information and support your arguments with the data you have found.
	5UBCB E2 LO2 Activity 7 - The important differences between a product and a service





SESSION 3: How buyer behaviour differs in the purchase of a service to that of a product
	Approx. duration
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative Assessment

	4 hours 

	Activity 8: Reminder Session 2
	Activity 8: Reminder Session 2

Ask students to write down the three key learnings from the previous sessions that the theories of the buying decision process in organisations and formal groups 

Don’t prompt students on the topics; allow them ten minutes to reflect on the core themes. 

Debrief the activity by providing constructive feedback and reflecting on:
· Personality factors 
· Environmental factors
· How decisions can be both rational and emotional
· How some purchase behaviours are the result of conditioning or simply habit.

Encourage students to identify those topics they know well and those that they will need to revise further.
	
	Activity 8: Reminder Session 2

What do you remember most from the session that addressed buying decision process in organisations and formal groups?

Using the template provided, write down the three things that stood out for you.

Share and compare your answers with others in your group.
	5UBCB E2 LO2 Activity 8 - Reminder Session 2

	
	Debrief homework (Activity 7)
	Facilitate: Class discussion

Ask students to discuss three key findings from the research they carried out about the difference between product and service buying behaviour.

Encourage them to share their research and to provide the sources of their information that led to their conclusions.

Bring the discussion together by highlighting the tangibility of a product and the intangibility of a service. Make the point about how intangibility generates uncertainty and make connections between this and the levels of risk discussed in the previous session. Finally, briefly highlight the significance of these differences for marketers.

	
	Contribute to Class discussion 

What did you discover in your research about the different characteristics of a service compared to those of a product?

What are the significant challenges that marketers face in promoting a service?

Share your research and the sources of your information, supporting your arguments with research data and a clear rationale.
	

	
	LO2.3 Compare how buyer behaviour may differ in the purchase of a service to that of a product

	Facilitate: Learning with PowerPoint slides

Start the session by explaining the four major characteristics of a service that you can see in Slide 21. 

Encourage students to give their own examples for each of the facets.

Explore the complexity of making a service purchase decision, based on these four challenges, making the comparison between the relative ease of evaluating a product to that of evaluating a service.

Make the point that the difficulties of buying a service are amplified because experience of the service can’t take place until it has been purchased. 
	20-22
	Listen; make notes; ask and answer questions as necessary.






	 

	
	The Net Promoter Score © (NPS)
	Facilitate: Learning with PowerPoint slides

Explain the principles of the NPS and how marketers use it as a powerful KPI against which to measure both brands and services.

Make the point that the NPS is a post-purchase research tool that enables consumers to evaluate their experience of the product/service against their expectations.

Explore the value of this to marketers in a service situation and how it can help them develop more effective service marketing strategies.

Reinforce your key points by asking students to watch the video provided via the arrow on Slide 23:

https://youtu.be/qWKipJefrN8
	23
	Listen; make notes; ask and answer questions as necessary.


	

	
	 
	Facilitate: Activity 9 

Brief students on the task and ask them to work individually to read through the brief for this activity.

Encourage them to consider the challenges of making a significant investment in a holiday purchase and the issues of committing to expenditure that can’t be experienced prior to purchase.

Highlight the need to find methods of evaluating the service as a method of mitigating risk.

Debrief the activity by exploring issues of a buying a service over a product; identify how consumers use digital methods to help them evaluate services through comparisons sites; social media sharing; brand marketing activity and by seeking personal recommendations.

Use this Deloitte research report to help support your key points: https://www2.deloitte.com/content/dam/Deloitte/uk/Documents/consumer-business/deloitte-uk-travel-consumer-2015.pdf 
	[bookmark: _GoBack]
	Activity 9
Read through the brief for this task and work individually to evaluate a holiday service.

Visit the website in the brief for inspiration and share your thoughts with others in your group including answers to the following questions:
 
· What did you find most difficult to evaluate? 
· What did you find easiest to evaluate
· How did you make you final decision?

	5UBCB E2 LO2 Activity 9 – Wish you were here!

	
	
	Facilitate: Learning with PowerPoint slides

Explain the concept of the service level agreement (SLA) as mechanism that helps business buyers evaluate a service prior to purchase.

Make comparisons with this and the way consumers demand similar agreements from some service brands.

Ask students to contribute some examples such as smartphone contracts, car insurance and so on.
	24-26
	Listen; make notes; ask and answer questions as necessary.


	

	
	
	Brief Activity 10 as homework.

· [bookmark: _Hlk498935866]Ask students to watch this video and come to the next session prepared to discuss what they learned from it. https://youtu.be/4RTVOl-knNs 
· Highlight the value of qualitative research, quantitative research and observational methods as important methods of marketing understanding consumer buying behaviour.
· Ask students to consider both the benefits and the drawbacks of observational research.

	
	Complete Activity 10. 

· [bookmark: _Hlk498935842]Watch this video about alternative research methods used to understand consumer behaviour and come to the next session prepared to discuss its benefits and drawbacks.
· Make some notes so that you can share your thoughts in detail.
	5UBCB E2 LO2 Activity 10 -  Alternative research methods

	
	Review of session and learning outcomes
	Bring the session to a close by reviewing the key topics covered including 
· The theories of the purchase decision process.
· How this process differs in organisations and formal groups.
· Different approaches and behaviours needed to purchase services and products.

	27
	Listen; make notes; ask and answer questions as necessary.


	





Activity 1: Class quiz about element 1 - answer sheet (tutor only)

Q1.	What are the two biggest internal influences on consumer behaviour?
A1.
1. Personal Influences
·  Personality
·  Chrematistics
·  Lifestyle
·  Life stage
2. Psychological Influences
·  Motivation
·  Self-perception
·  Beliefs
·  Attitudes

Q2.	What are the ‘big 5’ dimensions of personality?
A2.	1 Neuroticism
2 Agreeableness
3 Openness
4 Extraversion
5 Conscientiousness

Q3.	List six components of emotional criteria related to consumer decision making. (Any of the following):
A3. 
· Appearance
· Brand
· Esteem
· Feelings
· Ego
· Expectations
· Attitudes
· Opinions
· Status

Q4.	What are ‘self-actualisation’ needs?

A4.	Mortality, learning, creativity and self-development

Q5.	What are the four needs described in McClelland's theory?
A5.:
1. The need for achievement
2. The need to avoid failure
3. The need for power
4. The need for affiliation
Q6.	What is meant by the term ‘approach-avoidance’ in motivational theory?

A6. 	This is the conflict between two motivations. It occurs when there is one goal that has both positive and negative effects that make the goal appealing and unappealing simultaneously. The motivation to diet conflicting the motivation to eat candy for example.

Q7. 	What goes to make up a society’s sub-culture?

A7. 	Religion, social class, ethnic typologies; regional variations. 

Q8.	List three characteristics of buyer behaviour in developing countries. (Any of the following):

A8.	Less demand for data; more ethnocentric; less individualistic; greater ‘known brand’ loyalty; greater emphasis on the price-quality equation.

Q9.	What type of groups influence consumers’ buying behaviour?

A9.	Friendship groups; teams; colleagues; reference groups.

Q10.	What is meant by the term ‘collaborative consumption’?

A10.	The increasing consumer trend of sharing, swapping and bartering products and services, fuelled by digital.
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