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Module Aims

The overarching aim of this module is to critically examine the tools and techniques used to
create successful customer growth in all contexts including B2C B2B B2G G2C and G2B. In
so doing students will develop a critical understanding of the factors that influence consumer
behaviour and evaluate the literature and competing theories that explain consumer
motivation and customer relationships. Students will also be able to analyse an organisations
marketing strategy and demonstrate the application of key elements concepts and tools
within the business environment.

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
KS1 KS3
Critically evaluate how communication strategies can meet
1 : o KS5,6
marketing objectives
KS2 KS3
5 Critically assess t_he application of marketing concepts KS4 KS5.6
models and theories
KS7 KS9, 10
KS3 KS4
3 Construct and de_vel'op marketing plans utilising key elements KS7 KS5.6
and marketing principles
KS8 KS9

Transferable skills and other attributes

Use information and knowledge effectively in order to abstract meaning.
Solve complex problems using appropriate decision-making techniques.
Communicate effectively using listening, oral, written and media techniques.
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Effectively use Communications Information Technology tools and packages.
Demonstrate effective performance within a team environment.

Select appropriate leadership styles for different situations.

Recognise and address ethical dilemmas and corporate social responsibility issues.
Manage creative processes, organise, synthesise and critically appraise.

Assessment:

Students are encouraged to review and analyse the practice within their own organisation
and will be expected to develop strategies that can be implemented.

Students will be required to complete a portfolio for their current organisation where they will
review and analyse current practice and will be expected to develop strategies that can be
implemented in order to improve customer engagement. Students need to consider the
implications of their recommendations and should demonstrate awareness of current
thinking, research or best practice in support of their arguments.

Assessment I(_)ietléglr?"f(]as to | Type of assessment Weighting | Duration gvord count

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

1 1,2,3 Portfolio 100% 3000

Learning and Teaching Strategies:

Teaching will be delivered via workshops in which students will play a substantial role. In
order to make the session as relevant to their business environments as possible, content will
be partly driven via input from the students.

Students will be asked to provide real-life examples from their own businesses for the group
to work on using the theory presented within the workshop.

Tools used will include presentations, tutor-led discussions and team exercises.

Syllabus outline:

1. Marketing strategy: Analysing the macro and micro environment.

2. Segmentation and targeting: ldentifying your customers

3. Consumer Motivation: Understanding buyer behaviour

4. Differentiation and creating value for Target Customers

5. Relationship marketing: Engaging and communicating with customers using digital
platforms
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