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Status: core/option/elective 
(identify programme where 
appropriate): Core on BA 
Business Marketing, Option on 
other programmes 
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Module Aims: 



The purpose of the module is to 
1  To provide students with conceptual frameworks and tools for determining and managing   
appropriate relationships and communications with a range of organisational stakeholders in 
a variety of contexts. 
2  To provide a specialist focus on the role of selling, key account management and customer 
service as key roles in the relationship building process. 
 
 
 
Expected Learning Outcomes 
 

Upon completion of this module, students should be able to:  
1. Critically review the importance of the application of relationship marketing to effective 

business management  
2. Evaluate and propose appropriate solutions to specific relationship problems in a diverse 

range of settings and contexts 
3. Obtain detailed knowledge and in-depth awareness for the nature and role of selling, as 

well as key account  or customer relationship  management in enhancing business 
relationships 

4. Evaluate the key tasks involved in selling and demonstrate a wide range of techniques for 
achieving sales and building a relationships. 

 
Transferable/Key Skills and other attributes: 

Identify and define complex problems and their application 

Engage effectively in debate and sales presentation skills  
Negotiate in a learning context 

Apply critical judgement in the selection of customers and allocation of resources 
 
 
 Assessment 1 will assess the student’s ability to interact effectively within a learning group 
while performing complex skills via role play exercises. Indicative assessment will involve 2 
negotiation exercises, the first (1a) of which is individually assessed by the tutor and via peer 
review using an observation form (10%, approx 500 words). The second exercise (1b) is a 
grouped assessed negotiation which again is assessed by the tutor and via peer review 
using an observation form but also incorporates individual evaluation of their own/ teams 
performance (30%, approx 750 words).      
 
Assessment 2 will review the importance of relation marketing and selling in a scenario 
context or via a case study 
 
 
Assessment 
number 
(use as 
appropriate) 

Learning 
Outcomes 
to be met 

Type of assessment Weightin
g 

Duration  
(if exam) 

Word count 
(if 
coursework) 

 
Assessment One: 
 

 
LO 1-2 

 
Negotiation  
 

 
40% 

  
1250 



 
Assessment Two: 
 

LO 1-3-4 Coursework 
 

60% 
  

1500 

 
 
Learning and Teaching Strategies: 
 
The module will utilise a range of workshops, case studies, Moodle participation, tutorial 
discussions and keynote lectures. Students will undertake a range of sales planning and 
negotiation role play exercises to reinforce the learning outcomes 
 
Syllabus outline: 
 
Rethinking marketing – the linkages between marketing, customer service and quality 
Expanding the marketing mix and the six markets model 
Developing a relationship strategy/ Segmentation and positioning 
Quality as a competitive strategy/ Service quality models 
Achieving employee commitment/ Empowerment 
Delivering customer satisfaction 
The nature and role of selling, sales management  
Role of key account and customer relationship mangers 
Territory planning, time management 
Sales forecasting 
Negotiation 
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