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Module  Synopsis  

1. Ethics, Scandal and 

Business Decisions  

This module seeks to introduce students to a full range of questionable business 
practice and considers the impact they have on society and business reputation and 
standing.  Topical issues and news related incidents alongside traditional / well 
known situations drawn from media and televised reproduction (eg film)  
The module allows students to debate and consider key ethical issues and scandals 

within the context of business decision making and provide them with a framework 

for ethical decision making and to make each student aware of the relevance and 

importance of business ethics in a global economy.  

2. Responsible 

Business  

This module examines the nature of business enterprise and its relationship with 
wider society, seeking answers to the question: what does it mean for businesses to 
behave responsibly?  
There is an ongoing debate regarding this question, with answers ranging from ‘just 
maximize shareholder value’ to ‘consider everyone who is affected, including 
unborn future generations’, with many variations in between. In this ongoing 
debate we encounter ideas regarding, for example, stakeholder theory, the triple 
bottom line, corporate social responsibility, business ethics, the role of the state or 
of supra‐national organizations, and so on.  
This module aligns well with the mission of the PRME (Principles for Responsible 

Management Education) (PRME) initiative to inspire and champion responsible 

management education. The challenge in this module of applying ideas from a 

complex ongoing debate to contemporary business and societal issues will support 

students in the development of both academic and employability skills.  

3. Marketing 

Principles  
The aim of this module is to provide students with the knowledge of the 

theory and operations related to marketing.  The ability to recognise and 

meet customer needs is an important factor in the success of organisations, 

whether they be in the public, private or voluntary sector.  This module 

provides an understanding of how organisations can identify and address the 

needs of internal and external stakeholder. It also provides an introduction 

to specific marketing concepts like the marketing mix. Students will be 

exposed to the wider understanding of the definition of marketing, the role 

of marketing, its functions and different concepts which can aid a marketing 

practitioner with a focus on the application and adaptation of the marketing 

theory.  

4. Marketing Research  Marketing Research covers the management of customer information and 

research projects as part of the marketing process. It provides participants 

with both the knowledge and skills to manage marketing information and 

the more specialist knowledge and skills required to plan, undertake and 

present results from market research.  
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5. Delivering the  

Consumer Experience  
The module recognises how deeper knowledge of customer requirements 
within different contexts allows organisations to enhance the customer 
experience.  It provides the skills and understanding to assess customer 
expectations in context and to develop and deliver activities that meet those 
expectations.  It introduces customer experience frameworks and highlights 
how to establish effective measurement techniques that ultimately enable 
organisations to improve customer experience  
  

6. Managing 

Organisational  

Development  

The purpose of organisational development is to produce planned and 

systematic approaches to enable sustained organisational performance 

through the improvement of its people. Organisational development then 

focuses on interventions designed to drive improvement and facilitate ways 

in which employees can be motivated to perform and be rewarded for 

performance. This also includes developing business decision making 

processes, improving knowledge transfer and communication, designing 

flexible and creative working across changing organisational environments 

and applying change management approaches to drive enhanced business 

performance and productivity. This module critically examines the concept, 

processes and practices of organisational development and its potential to 

enhance business performance.    

7. Management and  

Leadership  
This module provides students with a broad understanding of the key 

concepts and principles of management and leadership. It considers the 

differences between management and leadership, through the 

development of theories and models, and the impact on organisations of 

different approaches. The module also allows students to analyse their own 

management and leadership skills and devise a personal plan which will 

allow them to develop these further.  

8. Research Methods 

and Project 

Management  

Organisations frequently require both an understanding of how and why 

data is acquired, and an ability to collect, analyse and interpret it.  These 

skills are also important if students wish to progress to postgraduate study 

or careers in consultancy services.  This module considers the use of 

quantitative and qualitative research methods in subject contexts, and 

allows students to develop skills in the collection, analysis and reporting of 

relevant data. In addition, this module will develop students’ project 

planning and management skills as a tool to manage the research process.  

9. People 

Management  
The module explores the changing nature of work and contemporary issues 

in people management.  This module will seek to encourage students to 

consider the various aspects of people management as part of the wider 

culture and managerial contexts in which they have been developed.  The 

module will consider the psychological and sociological issues related to the 

management of people and the issues around people management. To 

consider the development of people management strategies in the context 

of the Principles for Responsible Education (PRME).  
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10. Integrated 

Marketing 

Communications  

This module aims to provide students with an overview of marketing 

communications from both theoretical and managerial perspectives. The 

role of Integrated Marketing Communications will be examined as an 

influence on buyer behaviour and as a major element in the marketing mix.  
 

11. Strategic 

Marketing Planning  
The aim of this module is to provide students with knowledge of marketing 

planning in a global context. With markets shifting and changing constantly 

it is crucial that businesses and other organizations are able to assimilate 

information and conduct effective marketing planning. This module provides 

knowledge and understanding of marketing in an applied context. Key 

marketing theories and principles are applied to the practical aspects of 

marketing planning. Students learn how to analyse marketing requirements 

as they affect a particular operation and work towards producing a workable 

marketing plan that covers all the relevant aspects of marketing. Students 

will use real life cases or work‐based material. 

12. Consumer 

Behaviour  
Marketing is a key business function. Central to this is an in depth 
understanding of how customer desires and decision processes, (consumer 
behaviour), affect why and how purchases are made. This module 
introduces students to the complexities of consumer behaviour by analysing 
and evaluating the impact of the nature and scope of consumer and business 
buyer behaviour on marketing decisions.  
The psychology of the decision making processes are studied and the 

implications for marketers are analysed giving an insight into how to market 

goods more effectively.  Many argue that this is the most interesting of 

Marketing modules due to the scrutiny of the student’s own psychological 

motivations.  

13. Developing a 

Business Research 

Project  

The aim of this module is to prepare students to undertake an independent 

enquiry through individual self‐directed project work.  This module provides 

students with the skills and knowledge to design and plan a research project.   

Students will develop research objectives, formulate appropriate 

methodologies, and critique literature.  Students will develop a project plan 

which they can undertake through their final semester. 

14. Business 

Research Project  
The aim of this module is to facilitate and express independent enquiry in a 

small scale substantial piece of individual self‐directed research work.  This 

module provides students with the opportunity to conduct a piece of 

research through individual and independent activity and to present their 

findings in using visual aids and in written academic format that meets 

professional standards.  Students will develop research objectives, 

formulate appropriate methodologies, and apply problem solving and 

analytical skills in a business context of their choice.  
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15. Organisational  

Strategy & Decision  

Making  

The requirement for effective strategic management is increasing due to the 

highly complex and turbulent environments in which most private and public 

sector organisations currently exist.  The study of organisational strategy 

encompasses theory and practice from a broad range of business sectors.  As 

such, this module draws on concepts introduced in earlier modules and 

furthers the critical understanding of these topics and their inter‐

relationships.  The module examines theories and models used in strategic 

management and decision making and reviews existing practice.    

16. Leadership 

Innovation and  

Change  

This module provides students with a detailed understanding of the key 

concepts and principles of leadership and how leadership may be used to 

influence innovation and change within organisations. It considers 

leadership as a fundamental and pivotal role within organisational 

development and in particular how the behaviour of a leader influences both 

individual and organisational performance and creativity.  The module also 

seeks to identify how leaders may interact with individuals to raise their 

performance.  

17. Digital 

Marketing and 

Communications  

This module will focus on developing digital marketing and communication 

strategies for successfully marketing products and services and 

communicating effectively through online channels. The module will allow 

students to appraise the impact that the rise of digital technology has had 

upon traditional marketing and corporate communication practices, whilst 

allowing them to develop appropriate digital marketing and communication 

plans that will utilise a range of digital technologies and techniques.  

18. International 

Marketing  
The purpose of this module is to provide students with a detailed knowledge 

and awareness of marketing theory and operations at an international level.  

An understanding of international marketing is particularly important in 

bringing together a number of important contemporary management issues 

such as cultural diversity and strategic decision‐making as well as focusing 

on specific marketing problems as they are represented in the context of 

international operations.  This module develops knowledge and 

understanding of the international context of marketing and particular 

issues that affect marketing decision‐making and planning at this level.  

Students will be exposed to the complexities and modalities of international 

marketing practice by analysing product development and market entry 

strategies in a number of international contexts.  Students will also be 

introduced to the operational issues relating to marketing across national 

and world‐regional boundaries and the challenges of operating across 

different cultures. 

  


