BMBM6016 – Strategic Marketing

AIM(S)
· For students to develop a strategic approach to marketing planning in order to achieve sustainable competitive advantage.

· To emphasise the importance of all stages within the marketing planning process, from the audit stage, through strategic decision making to implementation of the marketing plan.

LEARNING OUTCOMES

Upon the successful completion of this module, the student should be able to:
· Critically analyse an organisation’s current and future external and internal environments.

· Develop an innovative strategic marketing plan which fulfils organisational objectives as well as utilises key resources and capabilities.

· Monitor, measure and adapt the marketing plan for continuous improvement. 

INDICATIVE CONTENT
· Conduct a detailed situational analysis to inform strategic decision-making taking into consideration the following:
· Market/customer/competitor orientation
· The marketing planning process – to include models like SOSTAC, APIC
· Macro/micro environmental analysis including analysis of customers, competitors and channel members, including SWOT/TOWS
· Reactive vs proactive – blue vs red ocean strategic thinking
· Capabilities/assets of an organisation taking a resource-based view – consider VRIN framework, Value Chain, McKinsey 7S
· Examine a range of financial measures to determine the relative performance of an organisation e.g. profitability ratios, liquidity, inventory turnover, sales, market share analysis
· Create a range of justifiable goals reflecting the external and internal environments of an organisation e.g. mission/vision statement; corporate objectives; strategic marketing objectives; SMART objectives
· Identify and evaluation strategic options to deliver market value and a successful marketing strategy using relevant frameworks 
· Make tactical recommendations which are justifiable and synergistic with strategic decision e.g. promotional plans; distribution plans; pricing plans; product and service marketing plans consistent with target market

· Implementation & Control of the marketing plan
· risk assessment; stakeholder analysis; contingency planning;
· recommend suitable control mechanisms to measure and monitor progress of the implemented marketing strategy 
· understand the importance of continuous improvement in relation to marketing strategy and planning, recognising strategic drift.

LEARNING AND TEACHING STRATEGY

Student-centric learning strategies will be employed ensuring a balance of theory and practice is delivered predominantly in a workshop environment allowing for both a didactic and interactive learning experience for the student. 

Students will be introduced to the concepts, principles and practices of marketing. Such sessions will also focus on practical examples which will be used to support the application, discussion, and critical evaluation of techniques learned. 

Case studies; online interviews; podcasts; live projects; guest speakers and organisational visits are some examples of strategies which will be implemented to develop practical understanding and application of theory.

The study time for the module is divided as follows:

	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

	Audit
	2500 words
	50%




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



	Mode of assessment
	Volume
	Weighting

	Marketing Plan 
	2500 words
	50%



Assessment Summary
	Activity type
	Percentage

	Written exam
	

	Coursework
	100%

	Practical
	

	TOTAL
	100%




READING LIST

	Module Code
	BMBM6016

	Module Title
	Strategic Marketing

	Classification
	Reading List entry
	Electronic*

	Essential
	Fahy, J., & Jobber, D., (2015) Foundations of Marketing, 5th ed., London, McGraw-Hill
	☐

	Essential
	Dibb, S., Simkin, L., Pride, W.M., & Ferrell, O.C., Marketing: Concepts and Strategies 7th ed Houghton Mifflin
	☐

	Essential
	Jobber, D., & Ellis-Chadwick, F., (2016) Principles and Practice of Marketing 7th revised ed. Berkshire, McGraw-Hill
	☐

	Essential
	Lynch, R., (2015) Strategic Marketing 7th ed. Harlow, Pearson accessible via MyiLibrary (CIM members)
	☐

	Further
	Udell, M. (2015) Competitive edge. Marketing Insights, May/Jun, Vol27 (3), p48. Full text available at: EBSCOhost Business Source Complete
	☒

	Further
	Foreman, J. et al (2014) The performance implications of planning, implementation, and evolution of firms’ customer and competitor orientations. Journal of Marketing Theory and Practice, Fall, Vol22 (4), pp349-366. Full text available at: EBSCOhost Business Source Complete
	☒

	Further
	Taghian, M. (2010) Marketing planning: operationalising the market orientation strategy. Journal of Marketing Management, August, Vol26 (9/10), pp825-841. Full text available at: EBSCOhost Business Source Complete
This paper reviews the implementation of market orientation and marketing planning. 
	☒

	Further
	Danciu, V. (2013) The future of marketing: an appropriate response to the environment changes. Theoretical & Applied Economics, May, Vol20 (5), pp33-52. Full text available at: EBSCOhost Business Source Complete
	☒

	Further
	Kim, W.C. and Mauborgne, R. (2004) Blue ocean strategy. Harvard Business Review, October, Vol82 (10), pp76-84. Full text available at: EBSCOhost Business Source Complete Seminal article introducing a new model for discovering uncontested markets that are ripe for growth
	☐

	Further
	Shivakumar, R. (2014) How to tell which decisions are strategic. California Management Review, Spring, Vol56 (3), pp78-97. Full text available at: EBSCOhost Business Source Complete
	☒

	Further
	Vriens, M. and Brazell, J.D. (2013) Competitive advantage. Marketing Insights, Fall, Vol25 (3), pp32-38. Full text available at: EBSCOhost Business Source Complete
	☒

	Further
	Marketline has many PESTLE analysis examples on different countries eg Switzerland, UK, 
	☒

	Further
	Market orientation 
http://www.cimmarketingexpert.co.uk/
	☒

	Further
	Writing your plan 
http://www.cimmarketingexpert.co.uk/
	☒

	Further
	The Marketing concept – defined 
http://www.cimmarketingexpert.co.uk/
	☒

	Further
	Competitor analysis 
http://www.cimmarketingexpert.co.uk/
	☒

	Further
	Harvard Business Review published by Harvard Business School Publication Corporation – Full text available at: EBSCOhost Business Source Complete
Journal of Marketing published by the AMA – Full text available at: EBSCOhost Business Source Complete
Marketing Review published by Westburn Publishing - Full text available at: EBSCOhost Business Source Complete
	☒

	Further
	Aaker, D. (2015) Brand personalities are like snowflakes. Marketing News, July, Vol 49(7), pp20-21. Full text available at: EBSCOhost Business Source Complete
	☒

	Further
	Kim, W.C. and Mauborgne, R. (2014) Blue ocean leadership. Harvard Business Review, May, Vol92 (5), pp60-72. Ebsco Utilising their blue ocean strategy to realise the talent and energy of employees
	☒

	Further
	Bieling, G., Stock, R.M. and Dorozalla, F. (2015) Coping with demographic change in job markets: how age diversity management contributes to organisational performance. Zeitschrift fűr Personalforschung, Vol29 (1), p5- 30. Full text available at: EBSCOhost Business Source Complete
	☒



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



