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AIM(S)

e To provide the student with the knowledge of current activities and trends in
marketing.

e To encourage the student to explore the range of possibilities and future opportunities in
this field.

LEARNING OUTCOMES
Upon the successful completion of this module, the student should be able to:
e assess the development of marketing in creating value for customers;

e identify relevant stakeholders and assess their impact on the marketing activities of the
organisation;

e understand the processes and stages of marketing, including the role of the

marketing environment, marketing research and the marketing mix.

INDICATIVE CONTENT

e The Marketing Concept.

e Marketing: past, present and future.

e Customers and other stakeholders.

e Marketing strategy and planning.

e Macro and micro environment.

e Marketing information and research.

e Segmentation, targeting and positioning.
e Branding.

e The Marketing Mix and 7 P’s.

® Services Marketing



e Stakeholders
e Ethical marketing

LEARNING AND TEACHING STRATEGY

The study time for the module is divided as follows:

Activity type Hours Percentage
Scheduled learning 50 25%
Independent learning 150 75%
Placement learning 0 0%
TOTAL 200 100%
ASSESSMENT
Assessment Component 1
(Tick one)
L1 Written exam X Coursework [1 Practical
Mode of assessment Volume Weighting
Individual blog 1500-2000 words 30%
Assessment Component 2
(Tick one)
Mode of assessment Volume Weighting
Individual report 3000-3500 words 70%
Assessment Summary
Activity type Percentage
Written exam 0%
Coursework 100%
Practical 0%
TOTAL 100%
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