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Assessment Details

Category Short Description Weighting Exam

Description (%) Duration
Exam AS1 Examination 100.0 2.00
Aims

To provide students with a conceptual knowledge and practical understanding of the
mechanisms of the modern marketing mix.

To deliver an academically engaging marketing programme through directed and
self-directed learning.

To provide students with the skills necessary to competently apply marketing
concepts in a rapidly changing business landscape.

To stimulate the analytical and research skills necessary to execute effective
marketing decisions.
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Learning Outcomes

After completing the module the student should be able to:

1 Understand the marketing concept and define and interpret its role within the
marketing organisation

2 Appreciate the role of marketing research and its relationship to marketing planning.

3 Relate the principles of segmentation, targeting and positioning to the development
of marketing strategies

4 Analytically evaluate the components of marketing and competently integrate
complex ideas and theories

5 Possess the skills necessary to evaluate, apply and conceptually understand the
theoretical assumptions of published research

6 Demonstrate critical thinking and be capable of creatively applying marketing-

related knowledge to solve business problems
Learning Outcomes of Assessments
The assessment item list is assessed via the learning outcomes listed:

EXAM 1 2 3 4 5 6

Outline Syllabus

The marketing concept and marketing orientation

The nature and scope of marketing as a management philosophy and as a set of
management tools and techniques used to practice marketing activities
Exchange theory as the underpinning of marketing and consider the broader areas
which might be defined as involving marketing relations

Introduction to the marketing mix

The importance of a genuine marketing orientation in organisations and examine
ways in which such an orientation is implemented

Corporate Social Responsibility

The European Marketing Environment

Marketing research

Marketing planning

The fundamental role of marketing planning within the organisation

Planning systems

Organisational barriers to successful marketing planning

Marketing Planning for smaller businesses

Market segmentation, targeting and positioning

Services marketing

Product Management

Branding

Distribution

Pricing

Relationship Marketing
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Learning Activities

Lectures and tutorials
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Lectures and tutorials

Page 4 of 4



