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Aims of Module

The aim of this module is to equip students with a holistic understanding of the key issues shaping
business-to-business (B2B) marketing and innovation. This module and assessment builds on previous
understanding of marketing and business management concepts to focus on a more in-depth evaluation of the
creative/innovation process and the skills necessary to succeed in a B2B context. This module and assessment
will address the theoretical and conceptual relevance in marketing and business literature.

Learning Outcomes for Module

On completion of this module, students are expected to be able to:

1 Critically review management practice in B2B Marketing.

2 Appreciate the complementary functional disciplines that impact B2B marketing and innovation.

3 Critically debate alternative theories of sustainable competitive advantage in dynamic environments.
4

Examine the strategic and managerial implications of alternative approaches to sustaining competitive
advantage through evolving business processes and approaches to product innovation.

Indicative Module Content

In relation to the learning outcomes the topic areas will focus on B2B marketing fundamentals, business
creativity and innovation, the new product and/or service development process and technology transfer, the
marketing mix in a B2B context and strategic alliances, organisational buying behaviour and key account
management and B2B marketing trends.

Module Delivery

This module is delivered on campus by lectures, interactive group work, case study and self-directed study.
Online delivery includes lecture and tutorial ? when appropriate ? recordings.
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Indicative Student Workload Full Time  Part Time
Contact Hours 36 36
Non-Contact Hours 114 114
Placement/Work-Based Learning Experience [Notional] Hours N/A N/A
TOTAL 150 150

Actual Placement hours for professional, statutory or requlatory body

ASSESSMENT PLAN
If a major/minor model is used and box is ticked, % weightings below are indicative only.

Component 1
Type: Coursework Weighting: 100% Outcomes Assessed: 1,2,3,4
Description:  Individual Pre-Recorded Microsoft? PowerPoint Proposal Presentation Video With a Voiceover

MODULE PERFORMANCE DESCRIPTOR

Explanatory Text

The calculation of the overall grade for this module is based on 100% weighting of C1. An overall minimum
grade D is required to pass the module.

Module Grade Minimum Requirements to achieve Module Grade:
A The student needs to achieve an A in C1.

The student needs to achieve a B in C1.

The student needs to achieve a C in C1.

The student needs to achieve a D in C1.

The student needs to achieve an E in C1.

Mmoo W

The student needs to achieve an F in C1.
NS Non-submission of work by published deadline or non-attendance for examination

Module Requirements

Prerequisites for Module None.
Corequisites for module None.
Precluded Modules None.

ADDITIONAL NOTES

Students who engage with this module through attendance and participation will be exposed to the following
Meta Skills: Critical Thinking, Creativity and Communicating.
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