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AIM(S)

· To be able to systematically deal with complex and ever changing digital environment.

· To understand and critically evaluate the methods, techniques and technologies to rapidly build a new e-Business and grow an existing business digitally.
LEARNING OUTCOMES

Upon the successful completion of this module, the student should be able to:
· critically evaluate the problems and new insights of building an e-Business;

· demonstrate self-direction and originality in developing the complex task of launching a business in a digital environment;

· demonstrate a systematic, extensive and comparative knowledge and understanding of a number of advanced and emerging challenges of operating an existing business in a digital environment.

INDICATIVE CONTENT

· Start-up Ideation.
· Innovation and design thinking.
· Digital Business Models for new and existing businesses.
· Website optimisation.
· Inbound Marketing.
· SEM and SEO.
· E-Commerce and mobile business.
· Social Media management. 
· Growth Hacking.
· Raising capital.
· The challenge of technology to responsible behaviour in an ethical corporation. 

LEARNING AND TEACHING STRATEGY

Student-centred learning strategies will be employed to ensure a balance of theory and practice. The campus based version of this module will primarily delivered predominantly in a workshop environment allowing for both a didactic and interactive learning experience. For students on the MBA (online), online learning activities will be utilized to allow for an interactive learning experience for the student. Concepts, theories and techniques associated with developing digital entrepreneurship are provided as learning resources.  Activities will engage learners in the ideas and will allow them to participate in discussion on the application of these ideas to practical situations in their own and others contexts.   Further exploration of these topics and their application to real life practical, pathway specific situations with make use of case studies both offline and online. Students will work in groups online and expand discussions in areas that are relevant to the opportunities and ideas that have been developed. Students will also have the opportunity and encouragement to apply the relevant issues to their own context or a given case organisation, and gain individual, formative feedback regarding them from their peer group.

Activities will be interactive and will involve students in practical exercises, case study analysis and discussions. 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
	40
	 20

	Independent learning
	160
	80

	Placement learning
	
	

	TOTAL
	200
	100%



ASSESSMENT 
Assessment Component 1 – 50% 
	☐	Written exam
	☐	Coursework
	☒	Practical

	Mode of assessment
	Volume
	Weighting

	Individual presentation
	Presentation   8- 10 minutes per person with supporting report of 1500 words (per person)
	50%



Assessment Component 2 – 50% 
	☐	Written exam
	☐	Coursework
	☒	Practical

	Mode of assessment
	Volume
	Weighting

	Video with individual presentation and video 
	5 minute crowdfunding video with supporting 10 minute presentation
	50%



Assessment Summary
	Activity type
	Percentage

	Written exam
	

	Coursework
	

	Practical
	100%

	TOTAL
	100%
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