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DESCRIPTION OF THE COURSE 

1.1. Objectives of the course 

Students are expected to develop: 

(a) General competencies 

• understand the meaning and significance of digital and behavioral economics and the use of behavioral science in social marketing 

• distinguish behavior and decision-making at the individual level in relation to the behavior and decision-making of the masses 

• apply knowledge of ethical principles in the use of behavioral science in social marketing strategies 

(a) Specific competencies. 

• segment the target group based on behavioral indicators and create a consumer persona 

• apply theories of consumer behavior change in strategic planning of social marketing 

• critically assess the positive and negative effects of a particular social marketing strategy in relation to ethical issues and regulatory constraints 

1.2. Requirements for enrolment in the course 



 

Enrolled in the 2nd year of study or individual course in the graduate study  

1.3. Expected learning outcomes for the course  

Upon completion of the course, students will be able to: 

1. To review the fundamental assumptions about the nature of the digital economy and behavioral science in the context of social marketing. 

2. To assess the significance of the basic principles of social psychology in aspects of the behavior of individuals and masses in the digital environment. 

3. Determine the behavioral aspect in strategic planning of social marketing with knowledge of theories of changing consumer behavior. 

4. Critically evaluate the behavioral aspects of the consumer persona, social and behavioral goals, target group and strategic marketing plan. 

5. To evaluate the 4P model in aspects of behavioral indicators in social marketing. 

6. Critically assess the ethical aspects and regulatory constraints of using behavioral science in social marketing in strategic planning.  

1.4. Course content 

1. Behavioral Science and Social Marketing 

Consumer behaviour 

Purchase, consumption and evaluation  

2. Self-concept, motivation, values and lifestyle 

Consumers as Decision Makers - Attitudes and Attitude Change 

Segmentation of consumers and social groups 

3. Theories of Changing Consumer Behavior in the Digital Environment 

Digital Economy and Digital Subcultures 

Integration of traditional and digital marketing 

4. Analysis of behavioral aspects of the consumer persona and segmentation 

Strategic marketing planning and defining metrics 

Identification of social and behavioral goals and development of a strategic plan 

5. Consumer culture and behaviour, cultural aspects of European consumers 

Ethical Aspects of Using Behavioral Science in Social Marketing 

Personal Data Protection and Regulatory Restrictions 



 

1.5. Types of teaching (put X) 

 lectures 

 seminars and 

workshops   

 exercises   

 Distance education 

 Field Teaching 

 Independent tasks   

 Multimedia & Network   

 laboratory 

 Mentoring work 

 Other___________________ 

  

1.6. Student obligations 

The obligations of students are prescribed in detail by the Statute, Study Regulations, and Student Obligations Guidelines. The key obligations of students are: 

ATTENDANCE AT CLASSES: students are obliged to attend classes, actively follow lectures and exercises, and participate constructively in classes, and in order to acquire 

the right to take the exam, it is necessary to attend classes in the percentages prescribed by the Study Regulations. For each student, their presence in class is recorded 

through the Infoeduka digital office system. The minimum obligations are; 

• Full-time students must attend at least 70% of the total number of classes to be eligible to sign. 

• Part-time students need to attend at least 50% of the total number of classes to be eligible to sign. 

PASSING EXAM: In order to achieve a positive grade in the subject, it is necessary to achieve at least 54 points in the subject, but also at least 50% of points for each 

learning outcome. The method of taking the exam is described in more detail in the item Assessment and evaluation of students' work during classes and at the final 

exam. 

PROJECT: the student is obliged to participate in a group project that verifies the practical application of knowledge, understanding and critical thinking skills in the given 

field of application. 

PRACTICAL WORK: Practical work is the creation and presentation of an independent task on one of the given topics in the field of behavioral marketing with analyzed 

given theoretical elements. 

TEACHING ACTIVITY: Discussion, group work, actively answering questions, solving practical examples. 

 

*CONTINUOUS EXAMINATION: In order to make students progress more efficiently in class, continuous examinations of knowledge (2 intermediate exams) are carried 

out. In this way, students acquire smaller teaching units and master the subject material more easily.  

1.7. Student Work Tracking (Add X to the appropriate tracking format) 



 
Attending classes x Teaching activity x Seminar paper     Experimental work     

Written exam x Oral exam     Essay     Research     

Project x Continuous Knowledge Assessment x Report     Practical work x 

Portfolio                    

1.8. Assessment and evaluation of students' work during classes and at the final exam 

Evaluation and evaluation of students' work during classes and at the final exam is carried out on the basis of the Regulations on Studying of the EFFECTUS University of 

Applied Sciences. Allocation of points according to the forms of student work monitoring: 

 
Attending 

classes 
Written 

exam 
Project 

Practical 
work 

Altogether 

I1  16   16 

I2  16   16 

I3    16 16 

I4  16   16 

I5   16  16 

I6   16  16 

OUT OF 
OUTCOME 

4    4 

ALTOGETHER 4 48 32 16 100 



 
 

For the purpose of more efficient progress of students in class, lectures, exercises, continuous examination of knowledge (intermediate exams, teaching activity, practical 

work) and exams are carried out. In this way, students acquire smaller teaching units and master the subject material more easily. 

 



 

The total number of points is distributed through the following activities: 
 

Activity ECTS credits Learning outcomes Student activity Valuation method 
Maximum number 

of points 

Attending classes 0,5 1-6 
Participation in classes - lectures and 

exercises 
Attendance records 4 

Intermediate exams 4 

Intermediate 1 – Outcomes 
1, 2  

Intermediate Exam 2 - 
Outcome 4 

Participation in a written assessment 
with essay-type questions on course 

content theory  

Intermediate exam 1 – 
max. 48 points (outcomes 

1.2 max 16 points) 
2 max. 32 points (outcome 

4 max. 16 points) 
 

0 - 48 

PRACTICAL WORK 0,5 Outcomes 3, 5, 6 

Writing and presentation of an 
independent paper on a given topic 

that must contain given elements from 
the theory (outcome 3) and a group 
task that is to develop a marketing 

strategy based on behavioral principles 
in order to increase consumer 

conversion (outcomes 5,6) 

Max. 16 points 48 

        Final exam* 
 

 1-6 

Participation in a written assessment 
with essay-type questions and a 

description and/or presentation of the 
task on a given topic 

Checking correct answers 
(grading) 

0-96* 

Altogether 5 / / / 100 



 
 

 

*FINAL EXAM – a student who has not met the conditions for passing the exam during the continuous examination of knowledge (has achieved a total of at least 54 points 

in the course and has met the lower point threshold of adoption of each learning outcome, i.e. a minimum of 50% of the points of each learning outcome), may take the 

learning outcomes of the course at the final exam. On the final exam, it is possible to achieve a maximum of 96 points (100= attendance 4 points + 96 points). The student 

can receive additional points on the Challenge learning outcome.  

 

NAME OF LEARNING 

OUTCOMES 

INTERMEDIATE 

EXAM/EXAM 

ATTENDING CLASSES PRACTICAL WORK ALTOGETHER 

OUTCOME 1 16 0 0 16 

OUTCOME 2 16 0 0 16 

OUTCOME 3 0 0 16 16 

OUTCOME 4 16 0 0 16 

OUTCOME 5 0 0 16 16 

OUTCOME 6 0 0 16 16 

POINTS BEYOND 

LEARNING OUTCOMES 

 4  4 

ALTOGETHER 48 4 48 100 

 

      

 



 
 

 

Type of student workload Student Load 
Hours 

ECTS 
credits 

Attending contact classes 56 1,9 

Field Trips/Visits Outside the College                         

Independent study/research 33 1,1 

Out-of-classroom preparation and preparation 
of seminars/presentations 

    

Work on an out-of-classroom project 
assignment 

    

Independent preparation for exams and exam 
time 

60 2 

Consultation activities 
  

Other     

TOTAL ECTS credits 150 5 

   

 

  

 

RATING: 

In order to achieve a positive grade in the course, the student must cumulatively meet two conditions: achieve a total of at least 54 (fifty-four) points in the course and 

meet the lower point threshold for the adoption of each individual learning outcome, which is 50% of the total points of the learning outcomes. 

 

 

 



 
 

 

Grades are calculated based on the following distribution of points: 

 

 

SCORE RATING 

0,00 – 53,90 Insufficient (1) 

54,00 – 64,90 Sufficient (2) 

65,00 – 79,90 Good (3) 

80,00 – 89,90 Very good (4) 

90.00 and more   Excellent (5) 

 

Grading is carried out in a transparent manner by collecting points. The course is evaluated with 100.00 points (with the possibility of achieving an additional 8 points on 

the Challenge learning outcome). 

CHALLENGE LEARNING OUTCOME - the student has the opportunity to earn an additional maximum of 8 points through the Challenge learning outcome; The student 

independently chooses one of the activities proposed in the first lesson, and has the opportunity to independently propose an activity with which he wants to increase the 

number of points and, with the consent of the course holder, achieves them according to the criteria of the course. Points for the Challenge learning outcome are not 

distributed according to the learning outcomes, but the number achieved makes an additional number of points to the total number of points achieved according to the 

learning outcomes.  

Before taking the final written exam, each student must meet the prescribed conditions, which primarily means that they have attended the % of classes determined by the 

Study Regulations and that they have received an electronically encrypted permission to take the exam. 

 



 

1.9. Required reading and number of copies in relation to the number of students currently attending classes in the course 

Title  Number of copies Number of students 

1. Solomon, M. R.; Bamossy, G. J.; Askegaard, S.; Hogg, M. 

K.: Consumer Behavior, European Picture, 4th edition., 

Mate, Zagreb, 2015. 

5* 

*students receive 

compulsory literature in 

permanent ownership 

60 

2. Lecture materials   

1.10. Supplementary literature  

Babin, Barry J., and Eric G. Harris. CB Consumer behaviour. Cengage Canada, 2023. 

1.11. Ways of quality monitoring that ensure the acquisition of output knowledge, skills and competencies 

• statistical processing and analysis of exam results (checking the Gaussian curve – normal distribution of success, comparing and monitoring the results of exams 

of different generations, analysis of understanding of individual modules/questions on the exam, etc.), 

• conducting a survey among students, 

• evaluation and self-evaluation of teachers, 

• achieved results, level of understanding and knowledge during the preparation of the seminar paper, 

• achieved results and level of knowledge presented during the preparation and defense of the final thesis (students who choose a graduate thesis in this course), 

• analysis of the report of the Head of the Quality Centre, and 

• Feedback from students who have already graduated on the usefulness of the content of this course in the performance of the work they do. 

 


