	Module Code
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	Title
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	Date Validated
	07/06/2023

	Level
	5
	Credits
	20

	Pre-Requisites
	None



AIM(S)
· To prepare students for the workplace by focusing on the identification and implementation of key marketing responsibilities that add value to an organisation and their customers.

LEARNING OUTCOMES
Upon the successful completion of this module, the student should be able to:
· conduct a situational analyse of an organisations internal and external environment to inform a new strategic marketing direction;
· develop a strategic marketing plan that contains marketing objectives and a new marketing mix that will deliver the new strategic marketing direction.

INDICATIVE CONTENT
· An introduction to the marketing concept, models, and techniques.
· Analyse the macro and micro environment.
· Analyse online and offline activities.
· Understand how to achieve a competitive advantage. 
· Undertake an environmental audit.
· Application of the marketing mix in different contexts. 
· Creating Customer Value.
· Communicating and delivering Customer Value.
· Develop strategic marketing SMART objectives.
· Frameworks and tools for developing strategies (SOSTAC).
· Developing social media marketing programmes. 
· Public relations events, organising press conferences and writing press releases.
· Managing the Distribution channels.
· Managing and organising Direct Marketing activity.










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

	Presentation 
	15 minutes
	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
	0

	Coursework
	50%

	Practical
	50%

	TOTAL
	100%



INDICATIVE READING LIST
	Module Code
	BMBM5024

	Module Title
	Marketing in Practice

	Classification
	Reading List entry
	Electronic*

	Essential
	Kottler, P. & Armstrong G (2020) Principles of Marketing, Global Edition, United Kingdom, Pearson Education Limited.
	☒

	Essential
	MdDonald, M & Oliver G, (2020), Malcom McDonald On Value Propositions, United Kingdom, Kogan Page Limited. 
	☐

	Essential
	Rana, N, P, Slade, E, L, Sahu, G, P, Singh, H, K, N, Gutierrez, B, D, A, Dwivedi, Y, K, (2020), Digital and Social Media Marketing: Emerging Applications and Theoretical Developments, Switzerland, Springer Nature.
	☒

	Essential
	Jobber, D, & Chadwick, (2019), Principles and Practice of Marketing, 9th Edition, London, McGraw-Hill
	☒

	Further
	Fahy, J., & Jobber, D., (2019) Foundations of Marketing, 6th ed., London, McGraw-Hill
	☐

	Further
	Dibb, S., Simkin, L., Pride, W.M., & Ferrell, O.C.,(2019),  Marketing Concepts and Strategies, 8th ed, Houghton Mifflin
	☐

	Further
	Jones, E, (2020), The Selling Plan: How to Get New Customers, Make More Money and Sell Like Crazy, United Kingdom, independently Published.
	☐

	Further
	Dent, J, White, M, (2018), Sales and Marketing Channels, 3rd Edition, United Kingdom, Kogan Press Limited
	☐

	Further
	Dib, A, (2018), The 1 Page Marketing Plan, Miami, Successwise. 
	☒

	Further
	Ford, E, J, (2022), Social Media Marketing for the Future, Strategies for 2022 and Beyond, United Kingdom, Independently Published. 
	☒

	Further
	http://www.cim.co.uk/ 
	☒

	Further
	Journal of Marketing
	☒
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