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AIM(S)  

  

• To instil a critical understanding of the importance of stakeholders’ engagement  
 

LEARNING OUTCOMES  

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

• Demonstrate the ability to establish mechanisms of engagement with identified 

stakeholders     

• Critically evaluate the benefits and challenges of sustainable stakeholder 

engagement  

  

INDICATIVE CONTENT  

• Identifying stakeholders of an organisation 

• Stakeholder relationships – Benefits and challenges 

• Frameworks/models/theories for stakeholder engagement and management 

• Stakeholder engagement process 

• Role of the manager in stakeholder engagement 

• Methods of managing conflicts of stakeholder expectations 

• Evaluating the impact of stakeholder engagement on organisational performance 

 

 

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%  

 

ASSESSMENT  

  

Assessment Component 1  
(Tick one)  



☐  Written exam             ☒Coursework           ☐Practical  

  
Mode of assessment  Volume  Weighting  

 
Stakeholder engagement plan 
which includes identification of 
stakeholders and mechanisms 
to engage them for the 
sustainable stakeholder 
relationship etc. 
 

  
 4000 words or equivalent  

  
 100%  

  

  
Assessment Summary  

  

Activity type  Percentage  

Written  0%  

Coursework  100%  

Practical          0%  

TOTAL  100%  
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