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Module Aims

To enable students to develop and evaluate a marketing plan aligned to the goals of their
business or an organisation they are familiar with.

To outline the stages of the process from marketing audit to the development of a marketing
plan to contribute towards achieving a competitive business advantage.

Intended Learning Outcomes

Key skills for employability

KS1 Written, oral and media communication skills
KS2 Leadership, team working and networking skills
KS3 Opportunity, creativity and problem solving skills
KS4 Information technology skills and digital literacy
KS5 Information management skills
KS6 Research skills
KS7 Intercultural and sustainability skills
KS8 Career management skills
KS9 Learning to learn (managing personal and professional development, self-
management)
KS10 Numeracy
At the end of this module, students will be able to Key Skills
o KS4
1 Ana]yse an organisation’s current and future external KSG
environment
Analyse relevant information to inform the development of a KS5 KS2
2 | marketing strategy aligned to business aims and make KS8 KS3
recommendations based on relevance and cost effectiveness | KS10 KS9
3 _Develop, present and evaluate a marketing strategy and Eg%
implementation plan

Transferable skills and other attributes

Report writing
Communication skills

Derogations

N/A




Assessment:

Indicative Assessment Tasks:

Assessment one: Students will produce a business options report, evaluating marketing
options and making recommendations aligned to the Business need for an organisation they
are familiar with.

Assessment Ig)ia':::glrr:lges to | Type of assessment Weighting | Duration yword count

number yp (%) (if exam) (or equivalent if
be met appropriate)

1 1-3 Report 100 N/A 1500

Learning and Teaching Strategies:

This module will be delivered using a combination of workshops, group tutorials, personal
mentoring, student led-discussion, practical exercises, case studies, directed and self-
directed study.

Syllabus outline:

What is a Marketing Strategy and why is it important

The Marketing Planning auditing and reporting process

Models for assessing external environments including PESTLE, SOSTAC, Customer,
Competitive and Channel Analysis

4. STP Approach

5. Channels for Marketing approaches (Digital, B2B etc)

6. Evaluation of marketing options and recommendations
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Other indicative reading
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