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1
RATIONALE

This module will introduce students to the concept of marketing, and the practice of marketing management in organisations Key areas covered in the module include the marketing concept, the marketing environment, market positioning, market segmentation and product life cycle. These concepts will be applied to appropriate sectors through case study examples, allowing a level of student specialisation. 

2
SUMMARY OF AIMS

The aim of the module is to introduce students to the basics of marketing within a goods and service environment. This module will underpin further related marketing modules at more advanced stages of the programme. 

3
ANTICIPATED LEARNING OUTCOMES

On successful completion of the module students will be able to:

· describe and apply the basic theories, concepts and principles of practice from the generic management area of marketing, to the public, private and voluntary sectors (KU);

· comprehend and evaluate the sector specific changing business environment in which leisure and food organisations operate (KU);

· contextualise the relationship between organisations and their customers (C); 

· utilise appropriate information in order to design and justify solutions to case study problems (C);

· use a range of ICT software to present information (K).

4
LEARNING AND TEACHING STRATEGY AND METHODS, INCLUDING RESOURCES

Strategy

The learning and teaching strategy is designed to engage students actively with the process of investigation and with the acquisition of knowledge and key skills required to support it. The teaching and learning strategy incorporates formative assessment as a means of guiding individual students towards the attainment of the learning outcomes, which will also prepare the student for the summative assessments required. Learning Centre staff and resources combine with staff from SLM to provide an appropriate learning environment. 

Methods

Teaching methods will include keynote lectures, interactive seminars and self-directed learning. 

Resources

The module will make use of a range of materials, which will be accessible via the Learning Centre and the virtual learning environment.

Students will have access to:

· module handbook detailing all aspects of the module;

· virtual learning environment for communication including materials posted on the module conference site;

· regular feedback;

· lectures;

· hands on practical activities with appropriate support;

· key resources to convey knowledge and to provide a resource for continuing development.

5
ASSESSMENT AND FEEDBACK STRATEGY AND METHODS

The module will be assessed by 100% coursework weighted 60:40 comprising:
Assessment 1: 60% will be a group exercise which will take the form of a series of short presentations which collectively build a portfolio of work.  Students will be assessed by the tutor on both the level of knowledge and understanding displayed.

Assessment 2: 40% will be an individual phase test.  The phase test will assess student's competence in key marketing concepts. 

6
SPECIFIC ASSESSMENT CRITERIA

Students achieving a pass in this module will demonstrate:

· the ability to describe and apply the basic theories, concepts and principles of practice from the generic management area of marketing, to the public, private and voluntary sectors;

· comprehension and evaluation of the sector specific changing business environment in which leisure organisations operate;

· the ability to contextualise the relationship between organisations and their customers;

· utilisation of appropriate information in order to design and justify solutions to case study problems;

· the ability present a report using English effectively and applying the Harvard referencing system;

· the use of a range of ICT software to present information.

7
INDICATIVE CONTENTS, READING LIST AND RESOURCES

Indicative Content

The module will introduce the following topics:

· The marketing concept

· The marketing environment

· Markets and marketing 

· Market positioning

· Market segmentation

· The marketing mix

· Contextualisation of marketing

· Service marketing

· Marketing in the public, private and voluntary sectors

Reading List 

Marketing Texts

Kotler P, Armstrong G, Saunders J, and Wong V (2001)Principals of Marketing, 3rd European Edition, Prentice Hall

Kotler P (1997) Marketing Management, Prentice Hall

McDonald M (1995) Marketing Plans, Butterworth-Heinemann

Palmer A (1994) Principles of Services Marketing, McGraw-Hill

Marketing Journals

Marketing

Marketing Week

Leisure Management 

Marketing Online

www.ebsco.com

http://pandora.nla.gov.au/nla/pandora/cjsm.html



 HYPERLINK http://www.emerald-library.com 

www.emerald-library.com

http://www.media3pub.com/bizonline/marketing_menu.html
http://www.marketinguk.co.uk/
http://www.statistics.gov.uk/
8
MODULE BANDING OTHER THAN A

N/a

