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Course Title: Marketing in the UK Environment  
Course Code: LONS BUUK 390      
Subject: Business, Marketing 
Credits: 4 
Semester/Term: ☒ Semester                                 

☐ J-Term                                              
☐ Summer                                                                                       

  
Course Description: This course introduces students to the importance of marketing as a philosophy of 

business, and to the tools of marketing to provide solutions to business problems. 
Examples will be drawn from the United Kingdom and the Single European Market 
in particular. 
 
The course starts with an overview of marketing as a concept and its development. 
It then deals with the marketing environment, the concept of a product and the 
product life cycle and pricing in the market mix. 
 
Marketing research is related to consumer behavior, communications and 
promotional activities. Discussion of distribution issues leads to a consideration of 
the factors affecting choice of distribution channels. The importance of a structured 
approach to new product development is explored through consideration of 
sources of new product ideas, development and testing and market testing. 
 

Course 
Requirements: 

Required Text 
Kotler, P & G Armstrong (2008) Principles of Marketing – 5th European Edition. 
Pearson Education Ltd. ISBN: 0273720643; Cost: To Be Determined. 
 
Assignments 
Course Requirements Percentages 

1. Participation 10% 

2. Presentation: Cross-cultural comparison 
of marketing practice 20 %   

3. Final report 40% 

4. Exam 30 % 

Total  100% 
 

Learning Outcomes 
and/or Expected 
Student 
Competencies: 

On completion of the course, students should be able to: 
 

Learning Outcomes 
1. Define the role and nature of marketing, its philosophies and the concept of 

the ‘customer’ 
2. Use the tools, techniques, needed resources and constraints involved in 

marketing decision-making. 
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3. Analyze the benefits and limitations of the theoretical frameworks of 
marketing management 

4. Apply the theories and tools to a range of real life marketing situations 
 

Course Outline: Session Topic 
Session 1  Introduction 

Dirk vom Lehn 

• What is marketing? 
• Principles of Marketing 
• Observational Research Method 
• Introduction to Course Requirements  

Session 2 Dirk vom Lehn  
• Student presentations on examples of marketing from the 

US drawing on concepts from week 1. 
Session 3 Finola Kerrigan 

• Retail Marketing in the UK 
• Retail in the UK  
• Retail and Globalization 

Session 4 Finola Kerrigan  
• Consumer Behavior 

Session 5 Dirk vom Lehn   
• Services Marketing 

Session 6 Dirk vom Lehn 
• Marketing and Technology 

Session 7 Finola Kerrigan 
• Field Trip to Museum of Brands 

Session 8 Finola Kerrigan  
• Film Branding 

Session 9 Dirk vom Lehn 
• Marketing and Networks 

Session 10 Finola Kerrigan  
• Marketing Communication 

Session 11 Finola Kerrigan 
• Place Marketing 

Session 12 Dirk vom Lehn  
• Presentations 

Session 13 Examination and Submission of Coursework 

 
Other Policies: Expectations 

Professional behaviour is expected of all students. This includes preparation for 
classes, on-time and complete attendance at classes, attendance at all group 
sessions and appropriate participation in the form of attentiveness and 
contributions to the course.  Respect for the academic process is the major guiding 
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principle for professional behaviour and extends to all communications, including e-
mail.  
 
Attendance/Participation 
Prompt attendance, full preparation, and active participation in class discussions 
are expected from every student in every class session. 
 
Course Policies 
For e-mail communications, students must use their Arcadia University e-mail 
account. Students are responsible for any information provided by e-mail or 
through Intranet postings. 
 
Plagiarism 
Is representation of another’s work or ideas as one’s own in academic submissions 
is plagiarism, and cause for disciplinary action. Cheating is actual or attempted use 
of resources not authorized by the instructor(s) for academic submissions. Students 
caught cheating in this course will receive a failing grade. Fabrication is the 
falsification or creation of data, research or resources to support academic 
submissions, and cause for disciplinary action. 
 
Late or missed assignments  
Will not be accepted for grading. 
 
Students with disabilities 
Persons with documented disabilities requiring special accommodations to meet 
the expectations of this course should make these requests while enrolling into the 
program, and before traveling overseas so that appropriate arrangements are in 
place. 
 
Classroom Etiquette 
Eating is not permitted in any classrooms. Please kindly dispose of rubbish in the 
bins provided. 
 

Prerequisites: None. A background in an introductory level study in Marketing is recommended. 
 

  
 


