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Overview Programme: Master of Business Administration – 
Module Name: Marketing Management
Module code: LCMB7024

Learning outcomes:
Upon the successful completion of this module, the student should be able to:
LO1: Critically appraise key marketing activities and the contribution of the marketing
department to the organisation;
LO2: 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.
• Scanning the marketing environment with a view to designing a MKIS.
• The nature of buying behaviour.
• Market segmentation, target marketing and positioning and their use in developing marketing strategies and marketing plans.
• The marketing mix concept and its relation to segmentation.
• Internal organisational marketing, marketing the corporate brand. Product and service quality audit.
• Brand building techniques and brand management.
• Market Analysis- market forces and failure, government intervention and failure in the market, competitive, cooperative and co-operatitive paradigms, consumer behaviour in a digital environment (C2B, C2C, B2C, B2B, C2G, G2C etc).
• Current issues and future developments in marketing to include ethics, green marketing, cyber marketing.

Weekly Schedule:
Marketing Management LCMB7024

	Week 1:

LO1

	Session 1: Introduction to the Module 
Session 2: Marketing Concepts, Components and Application.  
Activities: Group Activities  
Video: https://video.alexanderstreet.com/embed/what-is-the-marketing-concept

	Week 2:

LO1, LO2
	Session 1: Consumer Buying Behaviour
Session 2: Marketing Environment 
Key Theories and Frameworks: SWOT and PESTLE.
Activities: Group Activities 
Further Practice: Case Study 
Video: What is the external marketing environment? Dr. Annmarie Hanlon – Cranfield School of Management, UK

	Week 3: 

LO1, LO2
	Session 1: Market Segmentation, Targeting and Positioning. 
Session 2: Competitor Analysis and Growth Strategies  
Key Theories and Frameworks: STDP, Porter’s Generic Strategy, Ansoff Matrix.
Activities: Group Activity 
Quiz: Marketing Environment Practice -> 20 Minutes.
Further Practice: Case Study
Review of Assessment 1 and 2

	Week 4:  

LO1, LO2
	Session 1: Marketing Mix -> Product strategies 
Session 2: Marketing Mix -> Price strategies 
Key Theories and Frameworks: Marketing Mix
Activities: Group Activity + Case Study. 
Video Session 1: How I Brought My First Product to Market – Idea to Launch 
Video Session 2: Price Elasticity 
https://video.alexanderstreet.com/embed/elasticityhttps://video.alexanderstreet.com/embed/elasticity-part-2part-2 
Review of Assessment 1

	Week 5:

LO1, LO2
	Session 1: Marketing Mix -> Place Strategies 
Session 2: Marketing Mix -> Promotion strategies, and the extended Marketing Mix (7ps) 
Key Theories and Frameworks: Marketing Mix
Activities: Group Activity  
Video: Jessica Apotheker: What will happen to marketing in the age of AI? | TED Talk 
Review of Assessment 1

	Week 6:

LO1, LO2
	Session 1: Brand Management and Brand Strategies
Session 2: Quiz (STDP + 7PS) -> 20 minutes
Key Theories and Frameworks: Brand Development Framework
Assessment 1 Support and Feedback Session
Activities: Group Activity.  


	Week 7:

LO1, LO2
	Session 1: Marketing Information System (MKIS) 
Activities: Group Activity + Case Study. 
Video: What is marketing information system? https://video.alexanderstreet.com/embed/what-isthe-marketing-concept 
Session 2: Marketing Design Tools/Workshop + Assessment 2 support.
Assessment 1 submission  
Review of Assessment 2 

	Week 8:

LO1, LO2
	Session 1: Socially Responsible Marketing 
Key Theories and Frameworks: Green Marketing 
Activities: Group Activity  
Video: The Art of Marketing — for Good | Raja 
Rajamannar | TED - YouTube 

	Week 9:
	Marketing Pitch Presentation

	Week 10:
	Marketing Pitch Presentation

	Week 11:
	Assessment Week – Assessment 2

	Week 12:
	Assessment Week – Assessment 2
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