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AIM(S)

· To appreciate the ever-changing nature of the digital landscape and how to develop skills to improve digital marketing effectiveness.
· To utilise effective digital monitoring and measurement techniques will be identified to improve digital marketing performance.

LEARNING OUTCOMES

Upon completion of this module the students will be able to:

· Demonstrate knowledge and a critical understanding of the well-established principles of the disruptive digital environment and the challenges and opportunities that it brings.
· Critically evaluate the appropriateness of digital tools to support marketing across platforms whilst being able to measure and monitor their effectiveness.

INDICATIVE CONTENT

· Internet of Things
· Big Data
· Customer Reach
· Real-time marketing
· Customer acquisition, retention and loyalty
· Customer power
· Mobile and ecommerce
· Added value
· 7 Ps
· Digital adoption stages
· Different online transaction contexts: B2B, C2C etc.
· Metrics 

LEARNING AND TEACHING STRATEGY

Study will introduce the students to the concepts, principles and practices. Tutorials and seminars will give practical examples which will be used to support the application, discussion, and critical evaluation of techniques learned. 

This module will equip students with the ability to selectively analyse different sets of marketing data for insight, and to undertake effective decision making in relation to the utilisation of marketing resources. Case studies will therefore be used to develop this understanding and application of the techniques.


The allocation of teaching to deliver the module is:

	Activity type
	Hours
	Percentage

	Scheduled learning
	50
	25%

	Independent learning
	150
	75%

	Placement learning
	
	

	TOTAL
	200
	100%



ASSESSMENT

Assessment Component 1
(Tick one)
	☐	Written exam
	☐	Coursework
	☒	Practical



	Mode of assessment
	Volume
	Weighting

	Presentation with supporting paper 
	10 minute with no more than 1000 words
	50%



Assessment Component 2 
(Tick one)
	☐	Written exam
	☒	Coursework
	☐	Practical



	Mode of assessment
	Volume
	Weighting

	Report
	2000 words 
	50



Assessment Summary
	Activity type
	Percentage

	Written exam
	

	Coursework
	50%

	Practical
	50%

	TOTAL
	100%



READING LIST

	Module Code
	BMBM5007

	Module Title
	Digital and Social Media Marketing

	Classification
	Reading List entry
	Electronic*

	Essential
	Kingsnorth, S. (2016) Digital marketing strategy: an integrated approach to online marketing. London, Kogan Page.
	☐

	Further
	Chaffey, D. and Smith, P.R. (2017) Digital marketing excellence: planning, optimizing and integrating online marketing. 5th edition. Abingdon, Routledge.
	☒

	Further
	Kaufman, I and Horton, C. (2014) Digital marketing: integrating strategy and tactics with values. Abingdon, Routledge.
	☐

	Further
	Meerman Scott, D. (2017) The new rules of marketing & PR: how to use social media, online video, mobile applications, blogs, news releases and viral marketing to reach buyers directly. 6 th edition. John Wiley and Sons.
	☐

	Further
	Smith, P.R. (2014) SOSTAC ® guide to your perfect digital marketing plan. P.R.Smith.
	☐



Students will also be directed to use academic databases such as Business Source Complete and Marketline. 




