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MODULE REVIEW 
MODULE TUTOR - REPORT FORM

The review of a module is carried out initially by the Module Tutor.  When the module review is completed, its findings are considered by the Head of School or Programme Director and noted at the School’s Annual Programme Review. Module feedback and what changes will be made as a result of the feedback given are also discussed at Staff Student Consultative meetings. This form is not compulsory but is provided to support the module review process.   

	Academic Session: Semester 1 2019-20


	Module Title: Marketing Management Full-time


	Module Code:	BMMB7012





	Student Feedback


Number of students registered and eligible to complete the questionnaire: 52

Number of returns: 18 = 35% return rate 

Legitimate issues/ positive comments raised by a significant number of students (Please note number of students).

Individual comments include:

Any parts of the module that were especially good

‘the course is very comprehensive and professional’

‘very enjoyable experience, lecturer always very engaging ……….. thoroughly enjoyed the sessions with Crunch (a digital marketing agency) and Tambini Marketing (marketing consultancy), both supplied industry knowledge and examples’

‘the marketing theories are useful and improve my thinking ability’

‘I learnt quite a lot at this class, hoping that I will learn further by myself’

Any things to improve and enhance the module 

‘request for separate room for research sessions, as struggled with internet access’

‘we need more electronic library resources to help us understand context’

‘about the case study in every session, I hope there will be more time for us to discuss and share the ideas’

Are there any sections or questions where the majority of students indicate that they ‘mostly or definitely disagree’ or where the results are well below the scores for other sections? No



	Module Tutor’s response to feedback given by students


Although low response rate, feedback provided in the module evaluation form is generally positive as indicated on previous page.

With regard to suggestions to improve and enhance the module, the following actions will be undertaken during the next academic year by the module tutor:

Room for research sessions: access to the internet in this year’s teaching room has been unusually intermittent. Going forward the latter will be rectified, although perhaps such sessions should be conducted independently by students in a location of their choice.

More electronic library resources: students already have access to extensive library resources, this is more of a training issue which is being addressed during the forthcoming semester.

Case study:  as much time as is possible is allocated to key case studies when students are asked to read and prepare prior to attending sessions. Usually they are then encouraged to discuss and share ideas, either in a class discussion or by addressing a set of questions in groups and then preparing a mini-presentation to discuss with the rest of the group. 

Going forward students could be encouraged to read and prepare case studies outside of the classroom and then present in the form of a blog to share with the rest of the group and start an online discussion. Although this has already been trialled and it was found that not all students participate, however, if it was linked to some kind of summative assessment it would focus the minds.


	Tutor Self-Reflection

The module: The content of the module has been taught somewhat differently this year, 2 lecturers have shared the topics and there have been 2 practical workshops delivered by external associates. The first workshop was delivered by a recently graduated PhD student with expertise in neuromarketing and digital marketing, the focus of the session was on digital marketing and practical preparation of a video for communication purposes. The second workshop was delivered by a marketing consultant with previous experience in the private sector, the focus of the session was on marketing planning. Both sessions provided a variety of practical insights as well as providing students with an opportunity to engage with marketing practitioners.  

The management of the module: For the past couple of years there has been an upward trend of student numbers among the full-time cohorts, this has resulted in trialling a variety of delivery patterns. In 2018/19 in semester 1 students were initially taught as one large group of 50+ but the feedback from students suggested they found the group too big and it didn’t suit everyone’s learning styles, this was then changed for semester 2 and students were taught in smaller groups which they appreciated.

This academic year the module has been delivered to the 2 groups in blocks of 5 weeks, 1 day per week with each group having different assignment deadlines, although a better experience for the students, it has been somewhat complicated on a practical level. Going forward if the numbers are viable then the module will be taught in 2 or 3 groups, but it will require revisiting the delivery patterns and submission of assignments.





Analysis:

At the time of writing on 24th January 2020, the analysis of the marks is as follows:

	Submissions
	50

	Total
	2677.75

	Average
	53.555

	Std Deviation
	15.83



	0-34       
	2

	35-39     
	3

	40-49     
	7

	50-59     
	17

	60-69    
	12

	70+      
	7




  Submissions                        12
	Average
	60.19

	Standard Dev
	18.21



	  0-40
	3

	40-49
	0

	50-59
	2

	60-69
	2

	70-79
	4

	79 +
	1





There is a difference in average between the full time and the part time cohort. This is not surprising as both cohorts are quite different. The full time cohort consists primarily of younger students with little work experience, often international students. The part time cohort consists primarily of home students who are older, often with significant managerial experience. These differences are reflected in the student achievements. Both groups have a very similar fail rate of 24% and 25% respectively but there are relatively fewer students in the middle and more at the top end in the part time cohort. This is undoubtedly the result of the stronger work experience of the part time group.

For a course work based postgraduate module the mark range and average for both cohorts is somewhat disappointing. As outlined above the module was taught by two lecturers and two external associates. It is possible that there were too many people involved in the teaching and coherence may have been lost somewhat. The delivery format will be reviewed for next year.

In what way might the module be improved in terms of content, delivery and assessment as a result of the feedback given?  What (if any) changes will be made?

Some indication has already been provided above but it is the intention of the teaching team involved in delivering the module to discuss improvements of content, delivery patterns and assessment in some depth prior to the next academic year.

How will any changes made to the module as a result of feedback be communicated to all the students that took this module?

During the next staff/student meeting and demonstrated through timetable design/delivery next academic year.
 

	
Module Tutor:        	Jayne Williams /Antje Cockrill                  Date: 24.01.20

Head of School/
Programme Manager:	  Jayne Williams                               Date: 24.01.20
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