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1. Aims of Module
This module aims to:

1. Develop students’ ability to develop product/service strategies to acquire and retain customers.
2. Enable students to develop products, services and brands with appropriate packaging.
3. Enable students to be able to develop and evaluate pricing policies.
4. Provide students with the tools to plan, implement and evaluate marketing distribution strategy.
2. Intended Learning Outcomes
On successful completion of this module a student will be able to:
1. Develop branded product/ service products and strategies to acquire/retain customers showing understanding of complex concepts
2. Design and establish pricing policies and calculate accurately using different pricing methods and show evidence of scholarship, research or personal enquiry
3. Plan and evaluate marketing distribution and promotional strategies
4. Develop an advanced knowledge and understanding of customer behaviour
3. Indicative Module Content
The content for this module is taken from the MSSSB marketing standards from the area 3 of the functional map. This is to develop a clear understanding of branding and product, pricing and distribution management. The module is designed to encourage and support students in the development of key competences related to marketing. 
Marketing and its environment, anatomy of a product, product management, new product development, branding, packaging, pricing contexts, concepts, strategies, methods, marketing channels, logistics, retailers, wholesalers, promotion, services marketing, non-profit marketing, consumer behaviour influences, processes and situations.
4. Indicative Student Workload

4.1 Contact Hours

	4.1
Contact Hours

	Lectures
	12
	Hours

	Seminars
	24
	Hours

	4.a  
Directed Study  64 hours

	4.b
Private study
	100
	hours


5. Assessment Plan

	Method of Assessment
	LOs Assessed
	Weighting %

	Paper critique
50 mins Oral + PPT
	1 or 2 or 3 or 4
	30

	 Assignment/report
3000 words
	1, 2, 3 and 4
	70

	5.a
Reassessment:  Reassessment in failed component(s) as stated in academic regulations


6. Core Bibliography
Mullins J W et al, (2005) Marketing Management: a strategic decision-making approach, McGraw Hill
Indicative:
Texts:
Doyle P and Stern P, (2006) Marketing Management and Strategy, Prentice Hall
Gilmore A, (2003), Services Marketing and Management, Sage
Dibb, S et al (2005) Marketing Concepts and Strategies, Houghton Mifflin. 
Brassington F and Pettitt S, (2003) Principles of Marketing, Prentice Hall

Klein N, 2001, No Logo, Harper Collins

Journals and Magazines
Asia Pacific Journal of Marketing and Logistics
British Journal of Marketing

European Journal of Marketing
Students will also be encouraged to read magazines such as Marketing Week and websites such as the IDM, and also refer to marketing journals. Web based material will be referenced on the e-learning platform.
7. Additional Notes
Teaching and Learning Strategy
Students will develop an understanding of concepts through facilitated learning through lectures supported by the e learning platform. The seminars will be used by the students to develop presentation skills and critical analysis on content areas germane to the syllabus using journal articles or work based evidence and reflective thinking. In addition work based enquiry and/or case studies will be used to enable students to develop branded products or services, design and establish pricing policy and distribution management.
Stand Alone Module
This module forms a useful introduction to marketing for students who have not previously studied the subject and could be used as a taster in the subject. Stand alone module students will be encouraged onto the module as long as they can demonstrate AP[E/C]L and or Prior Certificated Learning and are supported by the AP[E/C]L committee. These students would be expected to have some prior achievement in marketing or be working in a marketing communications environment.

QASU Web document/updated Summer 06

