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1
RATIONALE

This module will build on the basic understanding of marketing that is developed at level 4. It will provide the student with a good basis for the further development in areas such as consumer behaviour, marketing communications, retailing, and advanced marketing planning modules. The module also aims to allow the students to focus their skills of application to their named degree route. The examples used, and the assessment methods employed allow a level of specialisation.

2
SUMMARY OF AIMS

The aim of the module is to introduce students to develop their understanding of advanced concepts of marketing. 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:

· analyse and critically apply the concept of service marketing  (C);

· evaluate the relationships between consumer trends and marketing techniques (KU, C); 

· develop effective marketing strategies incorporating concepts such as marketing research, multivariate market segmentation, branding, and relationship techniques within an ethical framework and applied to an appropriate service environment (PS);

· present arguments in written and verbal forms using English effectively and applying referencing conventions accurately (K);

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

· review and evidence personal and professional skills (P).

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. Learning Centre staff and resources combine with staff from SLM to provide an appropriate learning environment.

Methods

Phase One: Acquiring Basic Information Skills

· Formative Assessment

Formative assessment is an integral part the learning and teaching strategy. Students are grouped according to their degree route for specific tutorial work. Students are given formative feedback on their development at various stages of the module. Tutors will assist with this process if required.

· Supported Open Learning  

Students are guided to set readings at the start of the course that reflect the breadth and depth of the course content, and are related to their own degree route. Students are also given a handbook to help with the development of their technical skills required for the module. Tutors will assist when requested to do so.

· Self-Directed Learning

Students are required to direct their own learning to the assessments on the module. This will require considerable reading and reflection Drop in sessions are available should they be needed.

Phase Two: Introduction to the Investigation Process

· Introduction to the Case Studies

In this phase of the module students are grouped according to their route. Each group is required to write a case study that relates to their route and which is developed with reference to a particular marketing concept, and reflects on their directed learning. Students are then asked to reflect on the chosen concept in an individual written report. The task requires:

· a group presentation on a marketing issue raised in the case study work;

· further investigation of a marketing issue with reference to directed readings studied at the start of the module;

· an individual written review of the academic issues inherent in the case.

· Completion of the Case Study Tasks

In order to complete the tasks, the students will need to develop skills in information retrieval, report and essay writing. These will be developed through a series of lectures supported by an open learning booklet. The lectures, which will be delivered at intervals, will involve follow-up exercises to embed the skills required for the completion of the verbal and written tasks.

Resources

The module will make use of a range of paper-based and electronic materials resources. Typically students will have access to:

· a module handbook containing directed readings, the case studies, and the module assessment;

· additional electronic resources including 'Key Skills on Line', 'OPAC' and 'Infoquest';

· copies of all materials posted onto the Virtual Learning Environment;

· hands-on practical activities with appropriate levels of tutor support;

· electronic conferences and email to provide communication with students and tutors, feedback and shared knowledge;

· key texts to convey knowledge and to provide a resource for future development.

5
ASSESSMENT AND FEEDBACK STRATEGY AND METHODS

The module will be assessed by coursework comprising:

Formative Assessment of interim reports

The student will be required to complete interim verbal reports on their specific tasks in tutorial sessions. Marks will be given on a specifically designed feedback sheet. Marks will be awarded on individual and group performance on the assigned task. These marks will be formative in nature, and will not contribute to the module mark. Students will also receive formative feedback on their preliminary ideas for their written assignment.

Summative Assessment (50%)

The student will be required to present the results of their completed task in a group presentation and will be awarded marks on a specifically designed feedback sheet. They will also have an opportunity to receive verbal feedback regarding the standard of their group presentation. 

Coursework (50%) 

One piece of coursework is required each contributing 50% of the module mark. The individual written work examines the theory at the heart of the case study. Feedback on this piece of work will be presented to students using a standard feedback pro-forma. A student will be provided with written feedback against each of the assessment criteria and an account of the marks awarded against each one.

6
SPECIFIC ASSESSMENT CRITERIA

Students achieving a pass in this module will demonstrate:

· the ability to analyse and critically apply the concept of service marketing;

· evaluation of the relationships between consumer trends and marketing techniques; 

· developed effective marketing strategies incorporating concepts such as marketing research, multivariate market segmentation, branding, and relationship techniques within an ethical framework and applied to an appropriate service environment;

· the ability to present arguments in written and verbal forms using English effectively and applying referencing conventions accurately;

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

· a review and evidence of personal and professional skills.

7
INDICATIVE CONTENTS, READING LIST AND RESOURCES

Indicative Content

· Analyse and critically apply the following concepts:

service marketing;

the development of effective marketing mixes including branding strategies;

relationship marketing

multivariate market segmentation

consumer trends in a changing world

ethics and marketing

culture and marketing

· Evaluate the relationship between advanced consumer trends, within the customer service environment.

· Develop effective and viable marketing strategies within a marketing planning framework.

· Evaluate and use a range of appropriate research sources to solve specific marketing problems.

Indicative Reading

Usunier, J.C., (1996), Marketing Across Cultures, Prentice Hall. 

Grönroos, C., (2002), Service Management and Marketing, 2nd edition Wiley.

de Mooij M., (1997), Global Marketing and Advertising: Understanding Cultural Paradoxes, Sage Publications.

Donaldson, B., and O'Toole, T., (2002), Strategic Market Relationships, Wiley. 

Schlegelmilch, B., (1998), Marketing Eethics, International Thomson Business Press.  

Solomon, M., Bamossy, G., and Askegaard, S., (1999), Consumer Behaviour - A European Perspective,  Prentice Hall Europe.
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MODULE BANDING OTHER THAN A

N/a

