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Module Aims

To make students aware of how commercial and non-profit sector organisations can take a
strategic approach to marketing planning and control. This module will outline the stages of the
process from marketing audit through to strategic decision-making in order for an organisation
to achieve a competitive advantage. In doing so students will understand how a number of
analytical models and techniques might be applied to marketing planning and control, resulting
in improved marketing performance.

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
KS3 KS5
1 Analyse an _organlsatlon s current and future external and KS6 KS7
internal environment
KS5 KS6
Analyse relevant information so as to inform strategic
2 e : . : KS10
decision making and so develop a strategic marketing plan
Recognise the problems of implementation and control and
how these may be overcome by being able to; KS3 KS5
3 ¢ Manage resources to deliver the strategic marketing
plan KS8 KS9
e Monitor, measure and adapt the plan for continuous KS10
improvement

Transferable skills and other attributes
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Derogations

Students enrolled on the BUSI629 module, i.e. those enrolled on MBus are asked to note that
Integrated Masters regulations only permit two attempts at this assessment.

Assessment:

Indicative Assessment One:

Assessment one will be an individual marketing report.

Indicative Assessment Two:

Assessment two will be an individual assessment on a contemporary strategic issue.

Students on the BA (Hons) Applied Business programme will undertake assessment tasks
based on their partnered employer.

Students enrolled on the BUSI629 module, i.e. those enrolled on MBus are asked to note
that Integrated Masters regulations only permit two attempts at this assessment.

Assessment I(.Jea;rnmg o | T f t Weighting | Duration Word count

number c utcomes to ype of assessmen %) (if exam) (or equivalent i
e met appropriate)

1 1,2 Report 50 2,000

2 3 Report 50 2,000

Learning and Teaching Strategies:

Lectures will be provided to students digitally, a minimum of three working days before the
classroom tutorials. The classroom tutorials will facilitate interactive discussion and feedback
on the lecture material that forms a basis for group work through practical exercises.

The module is embedded within the values and practices espoused in the Glyndwr University’s
Teaching and Learning and Assessment strategy whereby students are encouraged to take
responsibility for their own learning and staff facilitate the learning process, with the aim of
encouraging high levels of student autonomy in learning and the capacity to apply it within the
wider environment.
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Syllabus outline:

1. Marketing orientation and the marketing planning process
2. Strategic thinking and barriers to planning
3. Models for assessing the macro and micro environments and internal environments
including PESTLE, SOSTAC, Porters 5 Forces, customer, competitor and channel
analysis
4. Core competencies, capabilities and assets utilizing innovation auditing, brand equity
analysis to value chain and financial techniques
5. SWOT and TOWS analysis to clarify the key issues and constraints
6. Marketing operations and globalisation
7. Formulating strategy utilizing such models as Ansoff's growth matrix, Porters generic
strategies
8. STP approach
9. Stages in project management in developing and implementing a marketing plan
10. Measures for controlling the plan
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