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	2.
UoW Credits
	20
	Level:
	M
	Status 

	C
	
	

	
	

	3.
Subject
	Business Management
	Type:
	Taught & Independent study

	
	
	
	
	
	
	
	

	4.
Pre-requisites

      Co-requisites
	None
None

	
	
	
	
	
	
	
	

	5.
Aims/Learning Outcomes.  On completion of this module, students will be able to:

a) Research and demonstrate critical understanding of key academic approaches to strategic marketing;

b) Evaluate how successfully these approaches are implemented in the ‘real’ business world;

c) Integrate into research work a critical consideration of the impact of changing environmental factors such as corporate social responsibility, health issues, increasing legislation and politicisation; 

d) Develop awareness of how to utilise a range of strategic marketing tools and theories;

e) Understand how tools and theories in d) above may be influenced by and need adapting for different market sectors by type (e.g. public sector, not-for-profit and service sectors) and understand the influences of culture;

f) Present research, analysis, conclusions and recommendations in professional business reports or presentations as required.

	

	6.
Catalogue Summary

Strategic marketing is a common element in many marketing courses. In this instance the student will be encouraged to look critically at the overall worth of strategic marketing within business environments where changes are increasingly frequent and the need to adapt becomes paramount. Should the emphasis move from long-term strategy to short-term tactical policies for most businesses? The use of case studies will be underpinned by student research and active critical discussion of findings will take place.

The works of leading academics and the opinions of leading business figures will be included as initial evidence in the debate. Discussion and analysis based on practical experience of those students who have had substantive employment will be welcomed and encouraged. 

The implications of different business cultures and how they impact on practical strategic marketing planning is a theme that will run throughout the module. Where shown to be relevant the application of student knowledge from related learning areas such as strategic management, operations management, project management will also be encouraged.

	
	
	
	
	
	
	
	

	7.
Assessment Pattern

Report on strategic marketing within a business sector

Report on the impact of current issues upon strategic marketing
	Weight %

50


50
	Pass Req


50% on Aggregate
	Comments

(Minimum 40% in each element)

	
	

	8.
Indicative Tutorial Team
	Elwyn Cox, Mike Davies.

	

	9.
Indicative Teaching Methods

A combination of lectures and seminars including in depth use of case studies, supported by guided research for students. The input from guest lecturers and speakers will be strongly supported where relevant.


	10. Indicative Learning Activities
Indicative Learning Activities

Lecture

Student managed learning

Total:
	Hours

 30
170
200
	Comments




	11. Sample Assignments

The automotive industry in the United Kingdom declined from a high level of manufacture in the 1960s. How far did a lack of strategic marketing contribute to this? Have there been more recent indications that suggest a change in approach? Justify your answer.

What use is strategic marketing in Britain if the European Union and the British government constantly implement legislation that might compromise possible success? Give examples of recent legislation and explain the potential impact. Suggest how far strategic marketing planning can cope with this.

	
	
	
	
	
	
	
	

	12. Indicative Outline Content

A consideration of established strategic marketing theory illustrated through use of case studies and current environmental analysis will form the first layer of learning.

The next stage will be to critically evaluate established theories and methods to identify limitations and propose practical methods to overcome them. Students will be broadly directed in their research areas, but the skills of independent thinking and analysis will be developed through group discussion and tutor feedback.

The final level of learning will be the application of critical analysis within agreed areas of content and context, expanding on the earlier preparatory work carried out within case studies. How is the application of theory shaped by the characteristics of different markets or developments in the wider business environment?
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