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Assessment Details

Category Short 
Description
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(%)

Exam 
Duration

 Essay AS1 Coursework 100.0 0.00

Aims

This module will engage students with the key ethical and social issues and their 
respective marketing concepts.  This will enable students to contribute towards 
improving the sustainability of organisations.

Learning Outcomes

After completing the module the student should be able to: 

 1 Critically appraise the changing ethical and social context of marketing.
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 2 Define and critically evaluate marketing concepts using ethical theories.
 3 Critically evaluate the strategic implications of an ethical and social marketing 

approach.
 4 Critically apply ethical and social marketing concepts to a range of organisational 

types.
 5 Demonstrate critical awareness of the implementation of ethical and social 

marketing approaches, in a global context.

Learning Outcomes of Assessments

The assessment item list is assessed via the learning outcomes listed:

 ESSAY 1
  

2
  

3
  

4
  

5
  

Outline Syllabus

In this module, students will study a range of contemporary marketing disciplines.

The changing nature of the social and ethical issues in the global marketing 
environment.
Stakeholder conception of marketing.
Ethical theories and decision making.
An ethical basis for Relationship Marketing.
Ethical, social and societal marketing.
Values based Marketing.
Cause related marketing.
Ethical consumerism and new consumption communities.
Marketing for sustainable competitive advantage.
Green marketing.

Learning Activities

This module will employ a range of student centered learning strategies including 
lecture, case study, group discussion, creative problem solving exercises and 
problem based learning.
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Notes

The module attempts to provide a wider context for ethical and social developments 
in marketing.  To promote a fuller understanding of the role of stakeholder models 
marketing across sectors.


