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MN5471 – Marketing Principles and Practice 
 

MODULE TYPE/SEMESTER:  Core (20 credits), Semester 1 
 
MODULE CO-ORDINATOR:  Dr Ralitza Nikolaeva 
 
CONTACT DETAILS:  rn52@st-andrews.ac.uk 
 
AIM:  The aim of this module is to provide students with a detailed and critical understanding 
of the relevant concepts, issues, influences and decisions relating to marketing management 
in both a business and non-business context. 
 
METHOD OF TEACHING & LEARNING:  The module involves: 
 

• Integrated lecture and tutorial sessions  

• Two hours designated as consultation time each week in weeks 1 to 11  
 
 
Allocation to tutorial groups is made by the administration team in collaboration with the 
Director of Post-graduate programmes. 
 
LEARNING OUTCOMES:  By the end of the module, students should be able to: 
 
1.  Explain and examine critically concepts, models and theories relevant to marketing 

management 
2.  Explain and examine critically the major influences and decisions involved in the 

management of the marketing mix 
3.   Apply relevant knowledge and understanding to the critical analysis and creative 

solution of problems in marketing and be able to communicate this through the 
medium of a management report 

 
READING LIST: 
 
The core text for this module is: 
 
Marketing Management, 4th European Edition 
Phil T. Kotler, Kevin Lane Keller, Malcolm Goodman, Mairead Brady and Torben Hansen 
Other editions work as well.  
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 https://www.vitalsource.com/en-uk/products/kotler-marketing-management_p4-phil-t-
kotler-kevin-lane-v9781292248462 
 
Each week, “core reading” from this text will be specified.  The core reading is the absolute 
minimum you are expected to cover each week, and you should ensure that you have 
sufficient access to a copy of this book or one of the alternatives listed in the “textbooks” 
document in the module’s Moodle site. 
 
Readings for each topic will also be accessible via Moodle. The Moodle list will contain a 
variety of academic readings and will be available to students at the start of term.    
 
In practice, it will be necessary to undertake far more reading than is listed as core reading.  
Some additional reading will be identified each week during classes but it is advisable to 
engage also in some independent reading.  In addition to the sources available to you via the 
Library’s electronic resources, be aware of the following points: 

 
 

• You may also find it useful to consult other general marketing textbooks.  Comparing 
and contrasting different treatments of a topic in different books is a way to gain 
deeper understanding of and fresh insights into that topic. 

 

• Pay attention to the authors whose work is cited during lectures, or in whatever 
textbooks you are using; try to find other articles by those people. 
 

INDICATIVE TOPIC OUTLINE: 
 

Week 

 

Topic(s)  

1 An introduction to Marketing 

2 Company & Competition and Aggregate Market Analysis 

3 Customer Analysis 

4 Segmenting, targeting and positioning 

5 New Products and Product Strategy 

6 Independent Learning Week 

7 Integrated marketing communications 

8 Pricing  

9 Place/Channels 

10 Revision 

11 Team presentations 
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ASSESSMENT:   
 

1 – Group project: Preparation and presentation of a marketing plan of an SME or a non-
profit organisation of your choice (30%) + individual component (15%) - 1-page reflection 
(no more than 500 words) on what the main problem of your chosen organisation is and 
why they need a marketing plan. 

The group project consists of the development of a marketing plan applied to a real 
organisation of your choice. The only restriction is that the organisation should be an SME, a 
start-up, or a non-profit.   
The project will help you to understand the role of the different elements of marketing mix in 
a practical way, to diagnose and develop solutions for marketing problems, and to use 
creativity in towards building a competitive advantage. 
 
Organising: 

◼ Each group chooses a small business, a startup, or a third-sector organisation  
◼ During the course of the semester each of the elements of the marketing plan, 

coordinating with the text chapters, will be developed.  
◼ The groups submit their choice of an organisation in week 3. 
◼ Individual reflections are submitted in week 7. 
◼ Groups submit their marketing plans in week 10; all groups attend live presentations 

in week 11.  
Format 

◼ Follow closely the format of the Euromart marketing plan presented in the book – p.84 
◼ For each chapter, answer the relevant questions presented in the Appendix as if they 

pertain to your product/service of choice 
◼ Written report (these are just indicative guidelines): 

 
Page # 1:                    Executive Summary  
Pages # 2–3:     Situation Assessment and Analysis  
Pages # 4–6:     Marketing Strategy 
Pages # 7:   Financials 
Page # 8:     Implementation and Controls  
Page # 9: References 
Page # 10: Appendices (number of pages may vary) 
 
Group organisation 

◼ It is important to choose a team coordinator.  His/her responsibilities include 
organizing the group meetings, making sure that all team members are informed of 
the meetings, inform the group of potential schedule conflicts, distribute tasks among 
team mates, edit the final report and presentation, serve as a liaison with me. 

◼ Follow the SoM social contract available on Teams and Moodle. 
◼ Start working early on identification of information sources, methodologies to use for 

assessment and treatment of information.  Divide the tasks per student and set 
deadlines.  In this way you will know exactly whose responsibility it is and you will have 
time to react if a particular team member does not deliver on his/her tasks. 
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◼ All students should be actively involved in researching different information sources 
as this will increase the quality of the project’s content. 

◼ Effective management of the relationships between group members is the first step 
to a successful completion of your project.  In case of more serious problems – talk 
with me. 

 
I will schedule meetings throughout the semester to assist and monitor the progress 
of each project.  At the end of the semester, each group will present an analysis of 
their project.  This is done through a written report and an oral presentation.   

 
 
2 – Individual critical essay: (55%).  To be submitted during the exam diet. 
 
Organisation of courses may be subject to change without notice. 

 


