[image: ]





BMBM4005
MARKETING FUNDAMENTALS
Module Handbook, 2025-26 Semester 1


INSTITUTE OF MANAGEMENT AND HEALTH




According to the Chartered Institute of Marketing: 

‘Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably’. 

This clearly involves much more than simply advertising or selling; it requires market research and the ability to identify and empathise with current, as well as potential, customers. In other words, marketing covers a wide range of essential management activities, which makes the right products available to the customer, in the right place, at the right time and at the right price. Marketing focuses on creating a mutually beneficial relationship between the company and the customer.

This module is introductory in nature and provides an overview of the basic elements and philosophies of marketing, as well as some background knowledge on the evolution and development of marketing practices, before moving on to current practice in the field. 

Assessment will be formative through questioning and task setting during learning sessions and via two assignments, one written report and one based on a series of blog posts OR a social media campaign.





























	Module Code
	BMBM4005 / BMBM4005D

	Title
	Marketing Fundamentals

	Date
	07/06/2023

	Level
	4

	Credits
	20

	Pre-Requisites
	None




AIM(S)
· To explore the current activities and trends in marketing.
· To encourage students to investigate the range of possibilities and future opportunities in this field.

LEARNING OUTCOMES
Upon the successful completion of this module, the student should be able to:
· evaluate the role and function of marketing in driving success and delivering results;
· identify factors and trends in the marketing environment and how they affect marketing planning;
· identify the elements of the marketing mix and apply them to satisfy customer needs.

INDICATIVE CONTENT
· The Marketing Concept.
· Marketing Past, Present and Future.
· Customers and other stakeholders.
· Marketing Strategy and Planning.
· Macro and Micro Environment.
· Marketing information and research.
· Segmentation, targeting and positioning.
· Branding.
· The Marketing Mix and 7 P’s.

Study Time Allocation
The study time for the module is divided as follows:

	Activity type
	Hours
	Percentage

	Scheduled learning
	48
	24%

	Independent learning
	152
	76%

	Placement learning
	0
	0

	TOTAL
	200
	100%








ASSESSMENT

Assessment Component 1 (Tick one)

	☐
	Written exam
	☐
	Coursework
	☒
	Practical



	Mode of assessment
	Volume
	Weighting

	Students will be asked to develop a tactical communication using one of a range of platforms such as a blog, poster, or social media campaign on a given theme, with a focus on marketing in practice.
	1500 words or equivalent
	50%



Assessment Component 2 (Tick one)

	☐
	Written exam
	☒
	Coursework
	☐
	Practical



	Mode of assessment
	Volume
	Weighting

	Essay
	1500 words
	50%



Assessment Summary
	Activity type
	Percentage

	Written exam
	0

	Coursework
	50%

	Practical
	50%

	TOTAL
	100%



INDICATIVE READING LIST

	[bookmark: _Hlk146205080]Module Code
	BMBM4005 / BMBM4005D

	Module Title
	Marketing Fundamentals

	Classification
	Reading List entry
	Electronic*

	Essential
	Blythe, J. and Martin, J. (2019) Essentials of marketing. 7th edition. Harlow, Prentice Hall.
	☒

	Essential
	Jobber, D. and Ellis-Chadwick, F. (2019) Principles and
practice of marketing. 9th edition. Maidenhead, McGraw- Hill.
	☒

	Essential
	Kotler, P., Armstrong, G. (2019) Principles of marketing.8th edition. Harlow, Pearson.
	☐

	Further
	Fahy J, Jobber D, (2022), Foundations of Marketing, 7th Edition, Mc Graw-Hill Education, London
	☐

	Further
	European Journal of Marketing
	☒

	Further
	Harvard Business Review
	☒

	Further
	Journal of Marketing
	☒

	Further
	www.cim.co.uk
	☒

	Further
	www.campaignlive.co.uk
	☒

	Further
	www.digitalmarketingmagazine.co.uk
	☒

	Further
	www.marketingweek.com
	☒

	Further
	www.utalkmarketing.com
	☒


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