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MODULE SUMMARY 
 
Module outline and aims 
 
This module introduces the main marketing principles as applied in consumer, industrial 
and service organisations. It seeks to explain the value of a marketing focus to both 
customer and supplier, and analyzes what marketing can and does contribute to both 
individual and organizational users. 
 
The aims of this course are  

 To develop an in depth understanding of the challenges associated with 
marketing in today’s business environment. 

 To introduce students to marketing as a process, a function and a philosophy.  
 To illustrate the relevance of marketing to creating and managing high 

performance customer-led organizations 
 To demonstrate to students the usefulness of market analysis and skilful 

marketing management in the context of the whole business operation. 
 
Content outline 
 
1. Introduction: 

• What is marketing?    
 
2. Market Planning:    

• Market environment 
• Market segmentation & targeting 
• Positioning 

 
3. Understanding Customers   

• Marketing research 
• Research methods 

 
4.Understanding Consumer Behaviour:  

• Buying decisions 
• Buying process 



• Social & group influences 
 
5.Understanding Business Buyer Behaviour:    

• Buying decisions 
• Buying process 
• Social & group influences 

 
6. Product Portfolio Strategy:    

• Augmented product 
• New Product Development 
• Product & Portfolio Management 
• Branding 

 
7. Pricing (Valuing the offer):  

• Influences on prices 
• Pricing strategies 

 
8. Communicating the offer:   

• Communication process 
• Advertising 
• Publicity 
• Promotion 

 
9. Communicating the offer: 

• Search engine Marketing  
• Social Media Marketing  

 
 
10. Delivering the offer:   

• Distribution channels 
• Retailing 
 
 

11 Review and Revision 
 
 
 
WHAT WILL I BE EXPECTED TO ACHIEVE? 
 

On successful completion of this module, you will be expected to be able to: 
 
Knowledge and understanding: 

 Understanding marketing as a process, a function, and a philosophy  
 Understanding tools and techniques for market segmentation and marketing 

planning 
 Understanding the elements of the marketing mix and their role in the 

process of developing and delivering customer value  
 Have an awareness of the importance of a marketing orientation for creating 

sustainable competitive advantage  
 Appreciate the commercial and ethical challenges of marketing decision-



making in a competitive business environment  
 
Skills: 

 Produce a marketing plan for both goods and service products through 
participation in team-based market analysis and problem solving  

 Analyse and critique a firm's marketing strategy/approach  
 Express ideas and opinions, making use of the appropriate marketing 

language 
 

Values and attitudes: 
 Work co-operatively and assist others in their learning.  

 
 
HOW WILL I LEARN? 
 
The module will be taught using a combination of lectures, interactive discussions, and 
group tasks. 
 
You will learn from general theories and concepts of consumer behaviour. Class 
discussion and cases will be used to illustrate and apply theories and concepts. You will 
reflect upon your knowledge in interactive discussions facilitated by the module leader. 
 
You will be able to apply the theories and principles covered in class to a specific context 
by developing a group project containing an in depth market analysis of a specific 
market in terms of i) customer segmentation (i.e., how consumers in a certain market 
can be divided into subgroups characterized by similar consumption or purchase 
patterns) and ii) product or brand positioning (i.e., how different brands or products are 
perceived by the market on a set of common features, allowing to identify strength and 
weaknesses of each brand and opportunities for market entry). 
 
Teaching pattern: 
 
Teaching 
component 

Teaching 
type 

Contact 
hours 
(scheduled)

Self-directed 
study hours 
(independent)

Placement 
hours 

Total 
student 
learning 
hours 

Lecture Lecture 33 117 0 150 
Totals  33 117 0 150 

 
 
 
 
WHAT TYPES OF ASSESSMENT AND FEEDBACK CAN I EXPECT? 
 
Assessments 
 
You will be assessed through a combination of quizzes, a project, and final examination.  
The specific weightings of each assessment component are shown below. 
 



Assessment pattern: 
 
Assessment 
component 

Assessment 
type 

Weighting Minimum 
qualifying 
mark 

Pass/Fail? 

Coursework Quizzes 15 40 N/A 
Coursework Project 35 40 N/A 
Examination Written exam 50 40 N/A 

 
Research Requirement 
 
In order to be able to take the exam, students are required to complete a research 
requirement over the course of the term.  There are two alternative ways in which 
students can fulfil this requirement.   
 

1. The first way is to participate in one-hour of academic research studies. 
Participating in research is a valuable way for you to receive first-hand 
experience with marketing research. In addition, your involvement in research will 
help faculty at Cass Business School continue develop state-of-the-art marketing 
research -- which is ultimately brought back into the classroom. You will be able 
to sign up to participate in these studies online at http://cass.sona-systems.com/. 
You should go to the website and create a user ID as soon as possible, and you 
will be notified via email from the system when studies are available.  

2. The second way to fulfill the research requirement is to write a 1000 word report 
on an academic research article published in one of the leading journals in the 
marketing field (a list of journals and the structure to be used for the report are 
provided).  

 
 
Assessment criteria 
 
Assessment criteria are descriptions of the skills, knowledge or attributes you need to 
demonstrate in order to complete an assessment successfully and Grade-Related 
Criteria are descriptions of the skills, knowledge or attributes you need to demonstrate to 
achieve a certain grade or mark in an assessment.  Assessment Criteria and Grade-
Related Criteria for module assessments will be made available to you prior to an 
assessment taking place. More information will be available in the UG Assessment 
Handbook and from the module leader. 
 
Feedback on assessment 
 
Following an assessment, students will be given their marks and feedback in line with 
the Assessment Regulations and Policy. Feedback on progress in preparation of the 
group work will be provided regularly during tutorial sessions. Detailed feedback on the 
group work will be provided promptly via feedback forms. 
Feedback on the exam will be provided with the range of marks, description of typical 
factors in highest scoring work, common errors causing loss of mark. 
 
Assessment Regulations 
 



Students are required to fulfil the Research Requirement in order to access the written 
exam. The Pass mark for the module is 40%. Any minimum qualifying marks for specific 
assessments are listed in the table above.  The weighting of the different components 
can also be found above. The Programme Specification contains information on what 
happens if you fail an assessment component or the module. 
 
 
INDICATIVE READING LIST 
 
Textbook: 
 
Solomon, M.R, Marshall, G., Stuart, E., Barnes, B., Mitchell, V-M., 2012. Marketing: Real 
People, Real Decisions. 2nd ed. Harlow: Pearson. 
 
 
 
 
Version: 5.0 
Version date: March 2016 
For use from: 2016-17 
 



Appendix: see http://www.hesa.ac.uk/content/view/1805/296/ for the full list of JACS 
codes and descriptions 
 
CODES 
 
HESA Code Description Price Group 
133 Business and Management 

Studies 
D 

   
 
JACS Code Description Percentage (%) 
N500 The techniques involved in 

the management of an 
organisations relationship with 
its customers and the world at 
large. 
 

100 

   
 

 


