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Laois and Offaly ETB
Programme Module for 

Marketing Management
leading to 

Level 6 QQI  

Marketing Management 6N4188

Introduction
This programme module may be delivered as a standalone module leading to certification in a QQI minor award. It may also be delivered as part of an overall validated programme leading to a Level 6 QQI Certificate.
The teacher/tutor should familiarise themselves with the information contained in Laois and Offaly ETB programme descriptor for the relevant validated programme prior to delivering this programme module.

The programme module is structured as follows:

	1. Title of Programme Module

	2. QQI Component Title and Code

	3. Duration in hours

	4. Credit Value of QQI Component

	5. Status

	6. Special Requirements

	7. Aim of the Programme Module

	8. Objectives of the Programme Module

	9. Learning Outcomes

	10. Indicative Content

	11. Assessment

a. Assessment Technique(s)

b. Mapping of Learning Outcomes to Assessment Technique(s)

c. Guidelines for Assessment Activities

	12. Grading

	13. Learner Marking Sheet(s), including Assessment Criteria


Integrated Delivery and Assessment

The teacher/tutor is encouraged to integrate the delivery of content where an overlap between content of this programme module and one or more other programme modules is identified. This programme module will facilitate the learner to develop the academic and vocational language, literacy and numeracy skills relevant to the themes and content of the module. 
Likewise the teacher/tutor is encouraged to integrate assessment where there is an opportunity to facilitate a learner to produce one piece of assessment evidence which demonstrates the learning outcomes from more than one programme module. The integration of the delivery and assessment of level 6 Communications and level 6 Mathematics modules with that of other level 6 modules is specifically encouraged, as appropriate. 

Indicative Content
The indicative content in Section 10 does not cover all teaching possibilities. The teacher/tutor is encouraged to be creative in devising and implementing other approaches, as appropriate. The use of examples is there to provide suggestions. The teacher/tutor is free to use other examples, as appropriate. The indicative content ensures all learning outcomes are addressed but it may not follow the same sequence as that in which the learning outcomes are listed in Section 9. It is the teacher’s/tutor’s responsibility to ensure that all learning outcomes are included in the delivery of this programme module.
1. Title of Programme Module

Marketing Management
2. Component Name and Code 

Marketing Management 6N4188
3. Duration in Hours

150 Hours (typical learner effort, to include both directed and self-directed learning)
4. Credit Value

15 Credits
5. Status
This programme module may be compulsory or optional within the context of the validated programme. Please refer to the relevant programme descriptor, Section 9 Programme Structure
6. Special Requirements

None
7. Aim of the Programme Module

This module provides a thorough understanding of the strategic marketing environment of a

modern business and develops knowledge and critical evaluation skills of learners in the application of marketing strategies to real life scenarios.
8. Objectives of the Programme Module
· To enable the learner to critically evaluate the importance of effective environmental analysis and market segmentation to achieving a superior customer and competitor focus.

· To enable the learner to analyse the role of marketing management theories to compete effectively in the business environment.

· To enable the learner to critically assess emerging marketing concepts in an ever changing business environment. 

· To assist the learner in understand the role of marketing management in modern business

· To enable the learner to apply marketing theories and practices to the marketing environment of product and service companies.

· To assist the learner to develop the academic and vocational language, literacy and numeracy skills related to marketing management through the medium of the indicative content 

· To enable the learner to exercise substantial personal autonomy and responsibility.

9. Learning Outcomes of Level 6 Marketing Management 6N4188
Learners will be able to:

1. Demonstrate a specialised knowledge of the marketing principles and concepts and how these underpin marketing operations in a variety of industries and sectors.
2. Appraise marketing theory and practice within the context of business-to-consumer marketing and business-to-business marketing.

3. Evaluate the key concepts, principles and practice of product and service marketing management to include a comprehensive range of specialised marketing skills and tools.

4. Formulate a marketing management plan using strategic planning methods, forecasting models, and cost benefit analysis.

5. Research the micro and macro marketing environment to identify the impact of change factors which critically affect marketing management decisions.

6. Appraise marketing management analysis models and their application within the context of building competitive advantage within the marketing environment.

7. Diagnose marketing management segmentation strategies for the consumer and organisational market so that marketing objectives can be achieved.
8. Assess the impact of the marketing mix on an organisation and how an organisation can respond to a variety of market situations over the life cycle of a product or service utilising tools and techniques within the marketing mix.

9. Evaluate the role of integrated marketing communications within the context of advertising and promotion creativity and design so that marketing management can apply and transfer advances in technology to reach secure specific target markets.

10. Advocate an international marketing perspective by exploring how a global marketing approach can benefit an organisation in the supply of services and products to international markets.

11. Evaluate the impact of cause related marketing on marketing management decisions (note – expand features of cause related marketing).

12. Review a chosen organisations corporate social responsibility policy to include the impact of current ethical issues on marketing decision making.

13. Evaluate own learning to include assisting others in identifying learning needs.

14. Value the engagement with others within a marketing management environment so that the ability to work independently or in a supervisory capacity can be achieved.
10. Indicative Content 

This section provides suggestions for programme content but is not intended to be prescriptive. The programme module can be delivered through classroom based learning activities, group discussions, one-to-one tutorials, field trips, case studies, role play and other suitable activities, as appropriate.

Section 1: Understanding Marketing Management.
To achieve Learning Outcome 1 facilitate the learner to understand:
· What is marketing?

· Marketing defined.

· The marketing process

· Understanding the marketplace and customer needs

· Needs wants and demands

· The market offering – products, services and experiences

· Value satisfaction and quality

· Exchanges, transactions and relationships

· Markets and the marketing system

· Designing a customer-driven marketing strategy

· Selecting customers to serve

· Choosing a value proposition

· Marketing management orientations

· Building profitable customer relationships

· Preparing an integrated marketing plan and programme

· Building customer relationships

· Customer relationship management
· Capturing value from customers
· Creating customer loyalty and retention

· Growing share of customer

· Building customer equity

· The new marketing landscape

· Sustainability

· Not-for profit marketing

· The digital marketplace

· The global marketplace

Section 2: Connecting With Customers
To achieve Learning Outcome 2 facilitate the learner to understand:
· Consumer markets

· Models of consumer behaviour

· Characteristics affecting consumer behaviour

· Cultural factors

· Social factors

· Personal factors

· Psychological factors

· Consumer decision process

· Types of buying decision behaviour

· Complex buying behaviour

· Dissonance-reducing buying behaviour

· Habitual buying behaviour

· Variety seeking buying behaviour

· The buyer decision process

· Need recognition

· Information search

· Evaluation of alternatives

· Purchase decision

· Post purchase behaviour

· The buyer decision process for new products
· Business to business marketing
· Business markets

· Market structure and demand

· Nature of the buying unit

· Types of decisions and the decision process

· Business buyer behaviour

· Major types of buyer situations

· Participants in the business buying process

· Major influences on business buyers

· The business buying process

· E-procurement; buying on the internet

· Institutional and government markets

Section 3: Marketing Services
To achieve Learning Outcome 3 facilitate the learner to understand:

· The Nature and Characteristics of a service/product
· Defining services and categories of a service mix

· Service characteristics and marketing implications

· Marketing Strategies For Service Firms

· Three additional Ps

· The service-profit chain

· Managing differentiation

· Managing service quality

Section 4: Strategic Marketing
To achieve Learning Outcome 4 facilitate the learner to understand:

· Strategic planning
· Overview of planning

· The planning process

· The strategic plan
· The mission

· From mission to strategic objectives

· Strategic audit

· SWOT analysis

· The business portfolio

· Developing growth strategies

· Marketing Relationships

· Partnering with customers

· Partnering with others in the marketing system
· The marketing plan
· Executive summary

· Marketing audit

· SWOT analysis

· Objectives and issues

· Marketing strategy

· Marketing mix

· Marketing implementation

· Marketing budgets

· Marketing controls

Section 5: The Marketing Environment
To achieve Learning Outcome 5 facilitate the learner to understand:

· The company’s microenvironment
· The company

· Suppliers

· Marketing intermediaries

· Customers

· Competitors

· Publics

· The company’s macro environment
· Demographic environment

· Economic environment

· Natural environment

· Technological environment

· Political environment

· Cultural environment

· Responding to the marketing environment

Section 6: Competitive Strategy
To achieve Learning Outcome 6 facilitate the learner to understand:

· Competitor analysis
· Identifying competitors

· Assessing competitors

· Selecting competitors to attack or avoid

· Designing competitive intelligence systems

· Competitive strategies
· Approaches to marketing strategy

· Basic competitive strategies

· Competitive positions

· Market leader strategies

· Market follower strategies

· Market niche strategies
Section 7: Segmentation and Positioning
To achieve Learning Outcome 7 facilitate the learner to understand:

· Market segmentation
· Segmenting consumer markets

· Segmenting business markets

· Segmenting international markets

· Requirements for effective segmentation

· Market targeting
· Evaluating market segments

· Selecting target market segments

· Socially responsible target marketing

· Differentiation and positioning
· Positioning maps

· Choosing a differentiation and positioning strategy

· Communicating and delivering the chosen position
Section 8: Setting Product Strategy
To achieve Learning Outcome 8 facilitate the learner to understand:
· Product life-cycle strategies and how the marketing mix is utilised at each stage
· Introduction stage

· Growth stage

· Maturity stage

· Decline stage

· Extension strategies
Section 9: Communicating Customer Value: Integrated Marketing Communications Strategy
To achieve Learning Outcome 9 facilitate the learner to understand:
· The promotion mix
· Integrated marketing communications
· The new marketing communications landscape

· The shifting marketing communications model

· The need for integrated marketing communications

· A view of the communication process
· Steps in developing effective communication
· Identifying the target audience

· Determining the communications objectives

· Designing the message

· Choosing the media

· Collecting feedback

· Setting the total promotion budget and mix
· Setting the total promotion budget

· Setting the overall promotion mix

· Integrating the promotion mix

· Socially responsible marketing communications
· Advertising and sales promotions

· Personal selling

Section 10: The Global Market Place
To achieve Learning Outcome 10 facilitate the learner to understand:
· Global marketing today
· Looking at the global marketing environment
· The international trade system

· Economic environment

· Political legal environment

· Cultural environment

· Deciding whether to go international

· Deciding what markets to enter

· Deciding how to enter the market
· Exporting

· Joint venture

· Direct investment

· Deciding on the global marketing programme
· Standardisation or adaptation for international markets

· Product

· Promotion

· Price

· Distribution channels

Section 11: Marketing in Non-Profit Organisations (cause related marketing)
To achieve Learning Outcome 11 facilitate the learner to understand:
· Marketing in Non-Profit Organisations
· The non-profit environment

· Characteristics of non-profit marketing

· Marketing strategies for non-profit organisation

Section 12: Corporate Social Responsibility (CSR)
To achieve Learning Outcome 12 the learner should review a chosen organisation’s corporate social responsibility (CSR) policy, for example Sainsbury’s, using the following sample criteria.

· Sourcing with integrity

· Respect for the environment

· Making a positive difference to communities

· Staff welfare
Section 13: Evaluation of Own Learning Needs and Assisting Others in Identifying Learning Needs
To achieve Learning Outcome 13 facilitate students in:

· Identifying what knowledge, skills and competencies they currently possess.

· Identifying what knowledge, skills and competencies are required in this sector.

· Identify what new learning and development is required to address the gaps.
Section 14: Value the Engagement With Others Within a Marketing Management Environment
To achieve Learning Outcome 14 facilitate the learner to

· Demonstrate skills in working with others on a group based project to include the ability to
· Monitor the progress of the project on an on-going basis 
· Take corrective action to ensure success of the project
· Evaluate the effectiveness and success of a team based project

11. Assessment
11a.
Assessment Techniques

In order to demonstrate that they have reached the standards of knowledge, skill and competence identified in all the learning outcomes, learners are required to complete the assessment(s) below.
Project


60%
Examination (Theory) 
40%
11b.
Mapping of Learning Outcomes to Assessment Techniques
In order to ensure that the learner is facilitated to demonstrate the achievement of all learning outcomes from the component specification; each learning outcome is mapped to an assessment technique(s). This mapping should not restrict an assessor from taking an integrated approach to assessment.
	Learning Outcome
	Assessment Technique

	1. Demonstrate a specialised knowledge of the marketing principles and concepts and how these underpin marketing operations in a variety of industries and sectors.
	Examination

	2. Appraise marketing theory and practice within the context of business-to-consumer marketing and business-to-business marketing.
	Examination

	3. Evaluate the key concepts, principles and practice of product and service marketing management to include a comprehensive range of specialised marketing skills and tools.
	Examination

	4. Formulate a marketing management plan using strategic planning methods, forecasting models, and cost benefit analysis.
	Project

	5. Research the micro and macro marketing environment to identify the impact of change factors which critically affect marketing management decisions.
	Project

	6. Appraise marketing management analysis models and their application within the context of building competitive advantage within the marketing environment.
	Project

	7. Diagnose marketing management segmentation strategies for the consumer and organisational market so that marketing objectives can be achieved.
	Project

	8. Assess the impact of the marketing mix on an organisation and how an organisation can respond to a variety of market situations over the life cycle of a product or service utilising tools and techniques within the marketing mix.
	Examination

	9. Evaluate the role of integrated marketing communications within the context of advertising and promotion creativity and design so that marketing management can apply and transfer advances in technology to reach secure specific target markets.
	Examination and Project

	10. Advocate an international marketing perspective by exploring how a global marketing approach can benefit an organisation in the supply of services and products to international markets.
	Examination

	11. Evaluate the impact of cause related marketing on marketing management decisions (note – expand features of cause related marketing). 
	Examination

	12. Review a chosen organisations corporate social responsibility policy to include the impact of current ethical issues on marketing decision making.
	Project

	13. Evaluate own learning to include assisting others in identifying learning needs.
	Project

	14. Value the engagement with others within a marketing management environment so that the ability to work independently or in supervisory capacity can be achieved.
	Project


11c.  
Guidelines for Assessment Activities

The assessor is required to devise assessment briefs and marking schemes/examination papers, marking schemes and outline solutions (select as appropriate) for the name the assessment techniques from your Component Specification here.  In devising the assessment briefs/examination papers (select as appropriate), care should be taken to ensure that the learner is given the opportunity to show evidence of achievement of ALL the learning outcomes. Assessment briefs may be designed to allow the learner to make use of a wide range of media in presenting assessment evidence, as appropriate. Quality assured procedures must be in place to ensure the reliability of learner evidence.
	Project
	60%

	The project may be completed throughout the learning process.


	Part One of the project will provide evidence of learning outcomes 4, 5,6,7,9.
The assessor will devise a Project brief which will require the learner to produce evidence that demonstrates an understanding and application of learning outcomes relating to Marketing Management in an organisation. 

The project will include evidence that the learner has developed a Strategic Marketing Plan for a suitable business client or industry, has comprehensively scanned the marketing environment (micro and macro) and carried out a competitor analysis with appropriate competitive strategies selected.

The project will also include evidence that appropriate market segmentation and marketing has been carried out.  A clear positioning strategy should be selected.

An effective integrated marketing communications plan should be put in place considering:

•
Steps in developing effective communications

•
Setting the total promotion budget and mix

•
Addressing socially responsible marketing communications

Part Two of the project will provide evidence of learning outcomes 12, 13.

In a group setting learners should demonstrate appropriate skills in working with others in comparing and contrasting a number of chosen organisations corporate social responsibility policy’s (one per group member).

Part Three of the project will provide evidence of learning outcome 14.

Based on the sector learners should carry out a knowledge, skills and competency audit of themselves and assist others in this audit

Evidence for this assessment technique may take the form of written, oral, graphic, audio, visual or digital evidence, or any combination of these (select as appropriate). Any audio, video or digital evidence must be provided in a suitable format. 

All instructions for the learner must be clearly outlined in a project brief 




	Examination
	40%

	The examination may be carried out within a reasonable time after the programme content has been delivered.


Evidence for this examination technique may take the form of written, oral, graphic, audio, visual or computerised evidence (data files and printouts), or any combination of these. Any audio, video or digital evidence must be provided in a suitable format

	All instructions for the learner must be clearly outlined in an examination paper.


12. Grading

Distinction: 
80% - 100% 

Merit:

65% - 79%

Pass: 

50% - 64%

Unsuccessful:
0% - 49%

At levels 4, 5 and 6 major and minor awards will be graded. The grade achieved for the major award will be determined by the grades achieved in the minor awards.

	Marketing Management 6N4188
	Learner Marking Sheet 
Project –60%


Learner’s Name: ________________________________
	Assessment Criteria


	Maximum Mark
	Learner Mark

	Good development of a customised Strategic Marketing Plan with effective planning of all stages 
	10
	

	Comprehensive Environmental Scan
	5
	

	Comprehensive Competitor Analysis
	5
	

	Appropriate Target Market Selected based on Segmentation
	5
	

	Integrated Marketing Communications Plan
	5
	

	Comprehensive review of a chosen organisations corporate social responsibility (CSR) policy using the following sample criteria.

Sourcing with integrity

Respect for the environment

Making a positive difference to communities

Staff Welfare
	12
	

	Working effectively as part of a group
	8
	

	Evaluation of Own Learning Needs and Assisting Others in Identifying Learning Needs:
· Identifying what knowledge, skills and competencies they currently possess.

· Identifying what knowledge, skills and competencies are required in this sector.

· Identify what new learning and development is required to address the gaps.
· Assisting others in the process
	10
	

	Total Mark
	60
	


NO ROUNDING OF MARKS

The Assessor has signed the Summary Results Sheet to verify that the evidence presented in the attached portfolio is the work of the named learner and that the marks awarded here have been transcribed to the Summary Results Sheet

External Authenticator's Signature: ............................................................   Date: ...............................
	Marketing Management 6N4188
	Learner Marking Sheet 
Examination – Weighting 40%


Learner’s Name: ________________________________
	Assessment Criteria


	MaximumMark
	LearnerMark

	4 structured questions (10 marks each)
	
	

	Question 1
	10
	

	Question 2
	10
	

	Question 3
	10
	

	Question 4
	10
	

	Total Mark
	40
	


NO ROUNDING OF MARKS

The Assessor has signed the Summary Results Sheet to verify that the evidence presented in the attached portfolio is the work of the named learner and that the marks awarded here have been transcribed to the Summary Results Sheet

External Authenticator's Signature: ............................................................   Date: ...............................
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