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AIM(S)
To allow the student to assess the contribution of marketing in any organisation and critically evaluate its marketing activities.
LEARNING OUTCOMES
Upon the successful completion of this module, the student should be able to demonstrate the ability to:
1. Critically appraise key marketing activities and the contribution of the marketing department to the organisation.
2. Anticipate and critically evaluate future developments in the field of marketing especially through technology.


Indicative Content

· The marketing concept: the nature of marketing, its key components and applications.
· The marketing environment.
· The nature of buying behaviour
· Market segmentation, target marketing and positioning and their use in developing marketing strategies and marketing plans.
· The marketing mix, building customer relationships and marketing planning 
· Creating competitive advantage and global marketing
· Contemporary issues and future developments in marketing 
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ASSESSMENT
Assessment Component 1 (25% of the total assignment marks)

You are required to undertake a critical analysis of a contemporary issue in marketing. Examples could include (but are not limited to) Corporate Social Responsibility; developments in Social Media; Sustainability; and Ethical issues. Using a presentation application (e.g. Powerpoint or Google Presentation) provide insight into this issue by describing examples you have found.  You may wish to include reference to any of your group forum postings to show evidence of critical discussion of issues with your fellow students. In your final 2/3 slides present ways in which you think Marketers and your organisation (or work organisations in general) need to react, develop and change to meet the challenges.  Your presentation you should use no more than 12 slides (or equivalent), and include no more than 500 words (including any added notes) and have appropriate referencing.

Assessment Component 2 (75% of the total assignment marks)

You are required to critically evaluate and explain the role and activities of the marketing department within your own organisation or an organisation you are familiar with.
This is an essay-style answer and you should use about 3000 words to develop your evaluation and analysis. Critical discussion of marketing activity, such as identifying whether or not you think particular activities are/were effective, is better than simply describing promotional campaigns, although you can include links to particular examples of adverts or other marketing activity in the appendix if necessary.
Specific issues to consider could include:
· Identifying role of the department in the organisational structure: how did the marketing department develop; relationship with other departments - where does it ‘fit’ in the organisation?
· Identifying key target markets: who or what is the main audience for the department 
· Selection of appropriate media channels: consider some of the key methods of communication used by the marketing department – is there one channel such as advertising that is used more than others?
· Measuring success: how is the effectiveness of campaigns assessed within the marketing department – which key issues (if any!) are considered. This could include for example: sales targets; brand development; extending market share.

Assessment Criteria

These criterions are used for both Part 1 and Part 2.
	Assessment Criteria

	% of marks


	The extent and quality of your contributions to discussion and collective knowledge-building undertaken during the activities
	15%

	The clarity, coherence and critical reflection of your written evaluation, showing that you have referred to a range of points of view and then developed and clearly stated your own argument for your ideas.
	30%

	Your choice of resources and the way in which you use them as evidence to support your evaluation and intellectually underpin your ideas with the theory and through examples from your experience, your colleagues experience and from the experience of others contributions in the learning activities.
	35%

	Your accurate use of the author/date Harvard referencing system. This criterion relates to whether you have used the author/date appropriately and accurately, not to whether you have made a good selection of resources.
	10%

	Your written presentation including appropriate use of headings to structure the work; grammar and spelling; page numbers; use of word count; writing style and labelling.
	10%




Important notes on completing your assessment

The extent and quality of your contributions to discussion and collective knowledge-building in the tutor group forums or other areas can be achieved from a simple question, a straightforward suggestion about how to go about a collaborative activity, helping others, taking the lead, revealing your practices, pointing to good resources, providing some insight you’re your own organisation, explaining your own thoughts, asking about other people’s organisational context, asking others for their thoughts, making room for others to lead or summarising your groups contributions can all make an extremely effective contribution.

When you quote a fellow student’s forum post(s) in your assignment, you do not need his or her permission. However, you would need permission if you proposed to quote it elsewhere – for example, outside the MBA website, or in your blog, or in any external source (for example, a report or journal paper). In such cases, you would need permission or quote it anonymously and would omit any text that might identify the poster (such as their name, name of their employer or other such identifiers).  It is perhaps more appropriate that you maintain the confidentiality of any contributions that other’s make in your MBA ‘learning environment’ so that you can openly benefit from each other’s insight.

Quotations from other authors must of course be fully acknowledged (follow the MBA Referencing Guide, and use quotation marks for all quotations, even if you also indent the quotation because it is lengthy); quotations count against the word limit for your TMA. We require you to put quotation marks around so that when your script is being assessed by the plagiarism software, Turnitin – that you have acknowledged that the text is a quotation. If you omit the quotation marks, Turnitin may (erroneously) categorise the indented quotation as plagiarised text. One last point: when you quote someone, use normal text – not bold or italics (unless the original text used these for emphasis).

When writing about your experience, avoid the phrase ‘This student found that…’ or ‘The author found that…’ Just say ‘I found that…’

Please don’t exceed the word limit; your tutor will deduct marks for overrun and may stop reading/grading once s/he has read to the word limit.

As with all your MBA assignments, put your student number in the running header for your document along with the date of submission. Also ensure that the module code is also included in either the header or footer of your submitted work and that it is saved in either Word or RTF format for Part A and Powerpoint format for Part B.  Note that Google Docs presenter allows for exporting of the Presentation to this format.

Send in your assessment as two files, one a Word document and the second as a Powerpoint document using the Turnitin submission link in your Module area. Your tutor will collect your assignment from the Turnitin system. Having graded it and written comments in relation to each criteria, s/he will return it to the Turnitin system for you to collect and read; please also open the files and view and added comments that he/she may have placed on your script or presentation.
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