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Module Code BMSW5103 

Title Understanding and Engaging in the Customer Experience 

Date 27/08/2019 

Level 5 

Credits 20 

Pre-Requisites  

 

 
AIM(S) 
 

 To instil a critical understanding of quality systems and controls for customers.    
 

LEARNING OUTCOMES  

Upon the successful completion of this module, the student should be able to: 

 evidence a critical understanding of quality process in the workplace; 
 

 analyse the customers’ experience of an organisation; 
 

 critically evaluate the benefits and challenges of developing and maintaining good 
customer relationships. 

INDICATIVE CONTENT 

 Quality modules and standards. 

 Customer service. 

 Customer centrality. 

 Value and purpose of customer relationship management (CRM). 

 Buyer seller relationships. 

 Managing customer expectations. 

 Buying decision making process: ethical considerations such as fair-trade, sustainable 
resources. 

 

 Appreciation of the importance of quality control. 

 Customer value. 

 
Study Time Allocation 
 
The allocation of teaching to deliver the module is: 
 

Activity type Hours Percentage 

Scheduled learning 40 20% 

Independent learning 160 80% 

Placement Learning 0 0% 

TOTAL 200 100% 

 
  



49 

ASSESSMENT 
 
Assessment Component 1 

(Tick one) 

☐ Written exam ☒ Coursework ☐ Practical 

 

Mode of assessment Volume Weighting 

Research report on practical 
project, based upon both in-

class and out-of-class activities 
(e.g. primary data gathering or 

secondary research)  

4500 words or equivalent 100% 

 

 
Assessment Summary 
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