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Marketing theory and practice: the reconstruction of knowledge in the workplace

Abstract

The paper examines the alleged “gap” between the marketing theory taught in the classroom and the marketing knowledge required in the UK workplace.  As a pilot study, an example of a strategic marketing planning unit on a part-time degree in business studies is used to demonstrate the clusters of knowledge that are accessed by part-time students during their marketing studies and how an academic assessment can bridge “the gap” between activity systems. Desk based research has been carried out to analyse assignment work to identify what parts of the unit have been used in practice and the types of knowledge that have been accessed during the writing of the assignment. The paper demonstrates how an academic assignment was used to enable the contextualisation of codified and situated marketing knowledge and concludes with ideas for further research in marketing teaching and assessment.
Introduction: the development of codified knowledge in Marketing 
Marketing as an activity is as old as humankind itself; barter, trading and exchange have always formed part of human interaction.   The emergence of marketing as an academic discipline is far more recent. Work by Drucker in the mid 1950’s is hailed as the birth of marketing theory as we know it (McCole, 2004).  Knowledge in the subject developed from the strategic planning research coming out of US business schools in the 1960’s. There was increasing emphasis being placed on customer and market orientation rather than on the traditional production orientation.  Researchers were looking for ways to deal with turbulent economic and political environments of the 1970’s.  There was a consensus in published research at the time about the importance of meeting customer needs in order to compete internationally and to achieve organisational and economic growth.  Marketing knowledge developed in codified form as researchers attempted to develop ideas and strategies to deal with an increasingly competitive and global economy through publications such as the Harvard Business Review. Marketing became increasingly recognised as a profession during the 1980’s and 90’s. The range of Marketing journals and textbooks increased and from the mid 1980’s onwards marketing degrees and modules began to appear increasingly on the syllabi of business schools. In the UK, the Chartered Institute of Marketing (CIM) achieved chartered status in 1998 and was able to confer the title “Chartered Marketer” on their members for the first time.  However, the boundaries of marketing knowledge have continued to be contested as, unlike its counterparts in Law, Accountancy and Science, the profession was criticised for apparently failing to establish a fundamental set of laws and concepts.  Concern about the nature of marketing knowledge taught in business schools and its “transferability” to the workplace has grown.   Using an example of an undergraduate marketing unit, this pilot study addresses two concerns; is the knowledge of Strategic Marketing Planning taught in the classroom relevant to the workplace and how do students access and recontextualise that marketing knowledge?  The paper reviews the development of Marketing as a university subject and discusses the issues of workplace relevance arising from the literature.
2.  The Marketing subject in Universities
In many UK university business schools during the 1990’s, Marketing assumed a greater profile on the syllabi of business studies degrees, and specialist undergraduate and postgraduate qualifications emerged in the subject. It represented the applied field of knowledge (Eraut, in Rainbird et al, 2004, pg 204). The vocational relevance of the subject was rigorously emphasised (ibid, pg 203) and the subject progressed from option status to a core compulsory subject on many business degrees reflecting the prevailing political and economic agendas of “business values and economic utility” (Anderson, 2006, pg 164).  Marketing practitioners, whose experience in the 1980’s world of commercial business influenced the design of the curriculum, delivered the subject accompanied by persuasive and stimulating communications skills including PowerPoint presentations, sound and animation. Marketing subject tutors offered vocational relevance through case studies and real life examples. They also used the latest technology to persuade students of the relevance of the subject; TV adverts on video, the use of websites from the mid 1990’s and the increasing use of WebCT and podcasts from 2004 onwards.  The arrival of practitioners into business schools brought applied experience of marketing as well as professional marketing qualifications.
 As well as the push for practitioner experience, the requirements of the Research Assessment Exercise (RAE) and the quest for the “academic respectability” of Marketing resulted in a large amount of codified knowledge being produced from the late 1980’s onwards. After the initial entry of many practitioners during the 1990’s there are now fewer entering higher education to teach; academia is not as financially attractive as a senior post in industry and the RAE has not encouraged applied practitioner research.  Gray et al 2007 question the recent practical marketing experience of marketing academics and whether it is sufficiently current to prepare new graduates for the workplace. After the emphasis on practitioner experience, codified knowledge is now dominant again, and debate about ethics, social responsibility, the existence of marketing, the marketing paradigm, and the shift to Relationship Marketing since 1994 dominate the syllabus, particularly at postgraduate level. Hill et al 1998 recognise that there has been a quest for the pursuit of objective knowledge in marketing, coupled with the assumption that “once acquired, this knowledge can be codified and transmitted in the classroom as universal laws” (in Ardley, 2006, pg 210). This does not appear to have happened in practice; the subject boundaries continue to be contested, universally accepted laws of marketing have not been established and how transfer of knowledge takes place is not clear.  
The gap between marketing knowledge as taught in the classroom and the requirements of practitioners have been extensively discussed.  An “academic –practitioner divide” is claimed (Brennan, 2004, pg 492; McCole 2004; Dacko, 2006).  This divide is suggested not only in marketing but also across management disciplines.  It is argued that there is a need for relevance to “key stakeholders”, and a need for marketing teaching to add value (Brennan, 2004, pg 492; Gray et al 2007, pg 272). Critics claim there is evidence that the theories, models and concepts of marketing taught in the classroom appear to lack relevance to practice and that graduates are in danger of finding themselves ill prepared for the world of work. This issue is echoed in the work of Eraut who cites the “danger of 
constructing theories of practice that are ideologically attractive but impossible to implement” (in Rainbird, 2004, pg 204). McCole warned of an “intellectual crisis” (2004, pg 532) and that although marketing was acknowledged to be valuable he warned of the dangers of marketing having an unstable conceptual underpinning. 
The factors which have led to this alleged gap are discussed in the literature; the nature of education policy and staff recruitment and development polices are cited as contributing the gap. The RAE is criticised for encouraging positivist theoretical research (Tapp, 2006) and as applied research has tended not to be accepted as part of the RAE its production is not been rewarded by Universities (Brennan, 2004, pg 492). The financial rewards system in UK higher education, particularly in ex-polytechnics, is unattractive compared with senior management packages in industry and therefore is less likely to attract  to practitioners to teach in universities.  The applied nature of the marketing subject ideally requires a system of sabbatical leave to go back into industry so that academics can refresh and update their applied knowledge and skills.  The requirement for teaching staff to have PhD’s is alleged to exacerbate the problem (ibid) as marketing graduates continue to study rather than going into the workplace, perpetuating the dominance of codified knowledge.  

A number of authors are critical of the marketing syllabus itself. The CIM have suggested that Universities are teaching marketing models such as the Marketing Mix and Ansoff’s matrix that can be restrictive and prescribed.  According to Ardley (2006, pg 203) there are restrictions embedded in the traditional marketing models and that much marketing teaching doesn’t allow for cognitive reconstruction of the theory and tends towards rigid positivist based frameworks. He refers to such an approach being “a cage” (ibid, pg 211) and that there is a pressing need for recontextualisation: “Environments are locally constructed” and therefore marketing plans and decisions are as well (ibid, pg 205).

Language is also part of the gap between academia and the workplace; Brennan states that styles of academic writing are often unattractive to businesses (2004, pg 492). In addition, the use of marketing jargon is criticised as being inapplicable for many workplaces.

The author acknowledges the criticisms reviewed so far, but they do not represent her experience of teaching marketing.  The detached technical delivery of marketing models, without any attempt at contextualisation or critical review does not reflect her experience of marketing teaching. The use of codified knowledge does not exclude such contextualisation; on the contrary, it stimulates reflection and debate and asks the question “to what extent does this research explain what is happening in your workplace?” Dilworth (1996) advocates teaching to achieve alignment of the classroom and the “real world” to produce what he terms an “optimal learning experience” (pg 45) claiming that  learning outcomes from an “interface of domains” are superior to that emanating from a single domain (pg 51). As for a prescriptive curriculum, is it realistic to expect a fully functioning marketer to emerge from an undergraduate programme? Nabi and Bagley argue it is more likely that an organisation will want to mould and induct the graduate into their reality (1999, pg185).  Employers increasingly require graduates who have knowledge from cross disciplinary areas (Tsui and Law, 2006); for example a middle manager in the public sector is expected to have knowledge of their specialist professional area such as nursing, banking or accounting and in addition to be familiar with the concepts of marketing strategy and planning.
Therefore, this paper questions to what extent there is a gap between marketing syllabus content and marketing practice in the workplace. Is there a gap and if there is how can it be bridged? In addition, does it matter if there is a gap? (Tapp, 2004) and is the existence of that gap necessarily negative? If it is acknowledged that the university campus is not the employer workplace, it can be a specific advantage as the campus can provide a separate context for additional thought, reflection and knowledge access. 

The university and workplace as activity systems
Theories of learning were traditionally focused on the learner as an individual based within an educational institution, but this focus does not take account of the many environments that a learner is now part of in modern marketing education. Many undergraduate business studies students in the UK are in paid employment either full or part time and the workplace environment is a valuable source of practical experience in marketing which can be used in classroom discussions. The importance of the context in which learning takes place is widely acknowledged (Eraut in Rainbird, 2004, pg 201; Guile and Young, 2003). The contextualisation of knowledge can take place by placing the learner in context and depicting the context as a network of clusters; “the acquisition of knowledge and skills is fundamentally a social process involving participation by learners in new contexts” (Engström, 2001, pg 64). Ardley agrees that learning takes place through a number of social interactions; “learning has been shown….to take place within the context and framework of social participation. This is achieved through interactions, in networks, through talk and relationships” (2006, pg 209). The production of marketing knowledge in the form of the assessment involves the student in a number of interactions within the University and the workplace. Activity theory, based on the work of Vygotsky, attempt to provide a theory of the development of knowledge as a “mediated process” (Daniels, 2004). In planning a teaching  and assessment strategy , activity theory enables the marketing tutor to visualise each of the university and workplace environments of the part time student as an activity system as shown in figure 1:
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Figure 1. Components of an activity system (Engström 1987, pg 78)

During the study of the marketing subject, the student (subject) interacts with the social systems in workplace through communities of practice and at the university through study groups and classroom interaction (community). The community is subject to the norms and conventions (rules) that characterise the workplace and the classroom, unit and academic programme.  The individual’s role within the activity system can be as a student or as an employee with a specific functional role (division of labour).  The marketing knowledge is created by the participants in the activity system through social interaction between the elements of the activity system and through access to mediation tools (resources such as teaching materials and codified marketing knowledge). Through the interactions within the activity system, marketing knowledge (object) is produced and takes the form of an outcome, in this case the completed assessment.  The model does not suggest a hierarchy in terms of the importance of any element of the system and does not address issues of power.  This provides an opportunity to reflect that, in the author’s experience, marketing knowledge is generated through a mutual exchange of ideas and views. Many of the students hold middle management roles in their workplace and bring considerable experience and knowledge to classroom discussions and therefore the relationship between student and tutor is “more symmetrical” (Daniels, 2004, pg 129). This paper focuses on the mediation element of the activity system; it seeks to investigate what tools and resources the student accesses during the assessment process and how marketing knowledge is recontextualised in the workplace.
It is argued that as part of the process of studying for a part-time degree, the knowledge accessed within the university includes the pedagogic knowledge provided by tutors (Guile and Young, 2003 ) and codified knowledge available in published peer reviewed sources (Eraut in Rainbird, 2004, pg 201). In addition to this codified academic knowledge contained in subject journals and texts, the student can access codified situated workplace knowledge such as industry reports, strategic plans and industry specific conference papers including corporate knowledge (Guile and Young, 2003). Uncodified knowledge also plays an important role in the workplace but this is acknowledged as more difficult to identify for research purposes, as it is tacit (ibid). It is acquired through work based practice (Eraut in Rainbird, 2004, pg 202) and social exchange in the workplace, through participation of communities of practice and through networking and interaction with industry specific professional bodes and events. Individual students also bring their personal knowledge to the workplace; their individual experience of the workplace environment, their knowledge of and relationships with colleagues, their interpretation of the political and cultural significance of workplace events, their memories, practical skills such as information technology. Eraut refers to individuals constructing a “web of meaning”, from knowledge and experience gained from numerous clusters specific to that individual, reflecting their personal characteristics and circumstances, their workplace and career experience, their attitudes to work and questions to what extent those clusters are accessible.  How transfer is actually achieved is problematic for educational researchers. “Transfer” implies a simple process; it suggests that the student learns the Strategic Marketing Planning framework, takes it to work and uses it as prescription for action. However, marketing theory is used as an idea generator, not a prescription for action or decision-making (Ardley, 2006, page 208).  Their personally constructed web of meaning will affect the ways in which the student reconstructs the marketing knowledge. 
The pilot study
The pilot study focuses on a cohort of part-time final year students in business studies who study a core strategic marketing planning unit over a period of twelve weeks. The students are employed in a wide variety of local organisations; financial services, retail, manufacturing, National Health Service (NHS), local authority, further and higher education, charities, regional development and engineering. 
The strategic marketing planning unit is a compulsory unit on the degree and is assessed using a single piece of coursework, which is an assignment of 5000 words. The assignment requires the student to discuss the characteristics and role of strategic marketing planning using the theory, papers and case studies used in class and then to draw practical examples of strategic marketing planning in practice from the workplace. An extract from the assignment brief can be found in appendix 1. The unit syllabus is structured in line with the strategic marketing planning framework that developed originally in the 1970’s with a product and manufacturing focus and has been adapted subsequently to meet the requirement of services industries (McDonald 2003; Wood 2004).  To meet the needs of business studies students, marketing is taught as an organisational orientation and relationship building philosophy rather than as a functional specialism and the relevance of marketing to all employees, regardless of functional role, is presented for discussion.  The students study the process framework with particular focus on the marketing audit, including an environmental audit (PEST) and SWOT analysis, decisions on segmentation  including business to consumer (B2C) business to business (B2B) and business to government (B2G)), targeting and positioning (STP), the setting of marketing, financial and societal objectives and marketing mix decisions. In addition to weekly lectures, the students have access to a range of electronic and library based resources in the University as well as individual tutorials with the subject tutor. The students are encouraged to access their organisation’s strategic marketing plan, industry specific reports, and intranet resources and to meet with marketing colleagues within their organisation. The assignment requires a critical approach and the students are encouraged to discuss the theory in class each week in relation to their workplace and to consider what form it takes in practice. They are asked to consider to what extent the published theories, models and frameworks of strategic marketing planning can be used to solve marketing problems, to what extent the theory needs to be adapted and contextualised to meet the needs of their particular workplace and in what ways the culture of the organisation affects the implementation of strategic marketing planning.
None of the students holds specific marketing roles and studies one other academic marketing unit prior to entry into the final year of the business studies degree. This lack of specialist marketing knowledge and practical experience can lead to the role of marketing being misunderstood. Many students assume that the unit will focus on commercially based profit making activities and that there is likely to be a heavy emphasis on advertising and sales content. A small number of students initially questioned the relevance of the unit as they work in the public sector or they do not work in the marketing function. A number of them work in organisations that do not have a specific marketing department or, in the case of large organizations, the marketing decisions are often made in a central department based in separate location to their workplace.

In response to these concerns, the tutor compiles details of each student’s employment at the start of the unit and then adapts delivery accordingly using examples, references and case studies from the variety of different contexts reflected in the employment pattern of the cohort. In the first two weeks of the unit, students are encouraged to enquire at work for a copy of the organisation’s strategic marketing plan and to establish who is responsible for marketing.  The assignment is designed to encourage the students to access knowledge about marketing within the University and the workplace, and to apply knowledge gained in one context in the other using the assignment as a vehicle for reconstruction of knowledge. The assignment design encourages high learner involvement and high task focus, because it is directly applicable to the workplace. The aim is not only to meet the quality and curriculum requirements of final year undergraduate study but also to maximise the relevance and interest of the unit for each student. The assignment results are consistently good with high levels of satisfaction being reported by student in end of unit evaluations and from the unit’s external examiner. 
An analysis of a sample of 14 of the submitted assignments was carried out; the convenience sample was selected to reflect each type of workplace represented in the cohort. The analysis was carried out to establish to what extent student have been able to use the knowledge gained, what types of knowledge, and the clusters where knowledge had been accessed.  Examples were extracted from the assignment text of sources of key areas of the syllabus together with examples of how strategic marketing planning theory had been contextualised within the particular workplace. The reference list and bibliography for each assignment was examined to extract examples of the type of knowledge and resources that had been used to construct the assignment.
Results of assignment analysis: 
Assignment 1:
	Student employed by a University
	Application of strategic marketing planning in context

	Audit


	Application of McDonald’s audit framework in University marketing          

	STP
	Application of B2C, B2B and B2G segmentation and identification of internal markets in an HE institution

	Objective setting
	Formulation of marketing and societal marketing objectives

	Mix decisions
	Analysis of core, actual and augmented product in a university, use of corporate communications guidelines, management of perishability in services marketing, the role of franchising and information technology  in distribution of degree programmes

	Context specific application


	Strategic marketing and relationship marketing in a higher education context, the role of Alumni marketing. Mapping and management of stakeholder relationships

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, employer prospectus,  profession specific magazines, internal interviews,  Higher Education Funding Council reports


Assignment 2:
	Student employed in the NHS
	Application of strategic marketing planning in context

	Audit


	Use of the McDonald audit framework within the context of NHS reform and Government white papers on health

	STP
	Use of segmentation in grouping and profiling client and patient groups to identify priority groups in response to policy decisions

	Objective setting
	Setting of objectives to inform resource allocation and priorities

	Mix decisions
	Use of marketing communications targeted at client and patient groups to influence and effect behavioural change in health

	Context specific application
	The role of the National Social Marketing Centre and the role of marketing in the social marketing customer triangle

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, profession specific magazines, Department of Health reports, HM Treasury publications, NHS National Social Marketing Centre (online)


Assignment 3:
	Student employed in local government
	Application of strategic marketing planning in context

	Audit


	Use of the McDonald audit framework within the context of local government

	STP
	Use of B2B and B2B segmentation to identify priority groups within the local community in response to local government policy

	Objective setting
	Setting of business and marketing objectives and the role of Balanced Score Card

	Mix decisions
	Internal marketing, the analysis of council brand logo and the role of corporate communications. Customer service decisions and the management of heterogeneity of service

	Context specific application
	The development of a marketing orientation in public services within a corporate strategy framework.

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer corporate plan, profession specific magazines, internal interviews,  Government White Papers 


Assignment 4:
	Student employed in retail banking services
	Application of strategic marketing planning in context

	Audit


	Analysis of the political and economic environment of banking and its impact on marketing decisions

	STP
	Application of B2C and B2B segmentation in profiling bank customers. The role of positioning decisions in retail banking

	Objective setting
	The application and critical appraisal of the Ansoff Matrix in the banking context 

	Mix decisions
	The formulation and branding and communications decisions to reflect positioning strategy. The encoding of financial services information in a customer friendly format

	Context specific application
	How marketing is used to create added value in financial services

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, profession specific magazines, Chartered Institute of Bankers reports


Assignment 5:
	Student employed in mobile telecommunications
	Application of strategic marketing planning in context

	Audit


	The role of PEST analysis, SWOT and Porter’s five forces model to analyse competition in the telecommunications sector

	STP
	Application of behavioural and benefit segmentation to identify priority B2C, B2B and B2G segments. How the organisation assesses segment attractiveness. 

	Objective setting
	The application and critical appraisal of the Ansoff Matrix in a telecommunications context

	Mix decisions
	Analysis of brand attributes and their representation in marketing communications. Analysis of retail decisions.

	Context specific application
	The role of marketing in building profitable customer relationships and the role of strategic marketing planning as a coordination process

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, profession specific magazines, broadsheet newspapers, corporate communications materials


Assignment 6:
	Student employed in pharmaceutical development and manufacturing 
	Application of strategic marketing planning in context

	Audit


	Implementation of the PEST analysis in the organisation 

	STP
	Segmentation of referral and distribution markets using behavioural and attitudinal segmentation variables

	Objective setting
	Application of Ansoff matrix and gap analysis

	Mix decisions
	Product lifecycle management, pricing of branded and generic products, new product development and analysis of distribution channels

	Context specific application
	Role of marketing in maximising return on investment, value creation and matching of resources and capabilities to market need.

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, corporate communications materials, profession specific magazines, Chartered Institute of Marketing reports. 


Assignment 7:
	Student employed in regional development
	Application of strategic marketing planning in context

	Audit


	Application of the SMP process within a national funding body framework. Role of PEST, environmental scanning  and SWOT analysis to assess macro environmental factors and competition

	STP
	Application of segmentation variables to assess regional priority groups

	Objective setting
	Role of Ansoff matrix in establishing strategic direction, setting of marketing, financial and societal objectives.

	Mix decisions
	Role of people in delivering services, customised marketing communications to reach regional target groups, internal marketing and links with total quality management

	Context specific application
	Role of strategic marketing planning in a non-profit regional development context

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, profession specific magazines, internal interviews,  Regional Development Agency reports, Arts Council reports 


Assignment 8:
	Student employed in automotive manufacturing
	Application of strategic marketing planning in context

	Audit


	Critical appraisal of the application of PEST and the role of the PEST analysis in informing strategic decisions. Analysis of competition using Porter’s five forces model.

	STP
	The Application of STP in the automotive industry, the assessment of segment attractiveness, the role of positioning in informing product image decisions.

	Objective setting
	Role of the Ansoff matrix in establishing strategic direction, setting of marketing, financial and societal objectives.

	Mix decisions
	New product development and branding decisions

	Context specific application
	Effect of organisational culture on the implementation of strategic marketing planning

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, profession specific magazines, corporate communications materials 


Assignment 9:
	Student employed by a Building Society
	Application of strategic marketing planning in context

	Audit


	Role of the PEST analysis; identification of socio-cultural and technological factors affecting consumer attitudes and behaviour. Analysis of demographic trends and implications for new product development in financial services.

	STP
	Application of demographic, geographic and lifestyle segmentation to generate target customer profiles

	Objective setting
	Setting of marketing financial and societal objectives.

	Mix decisions
	Use of marketing to encourage brand loyalty and development of membership services. Management of product lifecycle. Encoding of marketing communications to reach target segments. Analysis of behavioural influences in formulating distribution decisions.

	Context specific application
	Implementation of the societal marketing concept in a financial services context. The role of corporate social responsibility in strategic marketing planning

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, profession specific magazines, internal interviews, corporate communications materials, Building Societies Association reports, financial press.


Assignment 10:
	Student employed by the retail subsidiary of an animal welfare charity
	Application of strategic marketing planning in context

	Audit


	Relationship between strategy marketing planning and business planning. Identification of opportunities in retail markets, analysis of competition and

	STP
	Identification of customer groups using demographic, behavioural and geographic variables

	Objective setting
	Setting of profit, retail margin and distribution objectives

	Mix decisions
	Application of the retail marketing mix, management of brand reputation, decisions on cost effective marketing communications and media choices, including use of direct marketing and viral email.

	Context specific application
	Development of marketing orientation; Relationship marketing, loyalty and service delivery in a non profit organisation

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, profession specific magazines, internal interviews, Oxfam reports 


Assignment 11:
	Student employed as volunteer staff for a Church
	Application of strategic marketing planning in context

	Audit


	Analysis of the socio-cultural and technological environments and the implications for the organisation; analysis of the role of SWOT analysis.

	STP
	Analysis of groups within the community using demographic and behavioural segmentation. 

	Objective setting
	Analysis of allocation of resources at a local level to achieve objectives within a national framework.

	Mix decisions
	Application of the people element of the mix; coordination and relationship building with volunteers and other community groups. 

	Context specific application
	The contextualisation of marketing principles within a non profit, religious community. Relationship building in a local community context.

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer discussion documents, sector specific magazines, internal interviews, documentary video,  government statistics (online)


Assignment 12:
	Student employed in food retailing
	Application of strategic marketing planning in context

	Audit


	Analysis of the economic, socio-cultural and technological environments. Impact of organisational culture on the implementation of the marketing audit.

	STP
	Analysis of target markets using age, income, education, lifestyle and behavioural segmentation. Analysis of positioning strategy

	Objective setting
	Setting of marketing, financial and societal objectives

	Mix decisions
	Use of the marketing mix to create added-value. Analysis of the role of direct marketing in food retailing; analysis of recency, frequency and value of transactions.

	Context specific application
	Discussion of the influence of organisational culture on the implementation of strategic marketing planning

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, profession specific magazines, corporate communications materials


Assignment 13:
	Student employed in automation engineering
	Application of strategic marketing planning in context

	Audit


	Analysis of the marketing environment, competitors and markets.

	STP
	Identification of B2B segments using industry type, product application and geographic variables in domestic and international markets

	Objective setting
	Setting of marketing, financial and environmental objectives

	Mix decisions
	Analysis of distribution networks in domestic and international markets. Discussion of Key Account Management and brand management

	Context specific application
	Analysis of the organisation’s strategic marketing plan for international markets using marketing theory and models.

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, profession specific magazines, internal interviews,  Chartered Institute of Marketing reports


Assignment 14:
	Student employed in a local government employment service
	Application of strategic marketing planning in context

	Audit


	Implementation of PEST and SWOT analysis in a local authority context.

	STP
	Identification of internal and external target groups for employment services

	Objective setting
	Setting of marketing, financial and societal objectives

	Mix decisions
	Management and communication of the brand. Role of value chain analysis in formulating service and distribution decisions

	Context specific application
	Building long-term relationships with stakeholders, community groups and employers.

	Type of knowledge  and resources 
	Lecture notes, tutorial, academic texts, academic journals, employer intranet, employer marketing plan, profession specific magazines, internal interviews,  Local Government reports, Chartered Institute of Marketing reports


Analysis and discussion of findings
Analysis of the assignments revealed that the students had accessed the codified marketing knowledge presented during the unit and had demonstrated a critical understanding of the strategic marketing planning process in the context of their workplace. The relevance of the marketing subject to the employer organisation context was confirmed.  For example, the audit stage of the strategic marketing planning process had been explained and discussed using pedagogic knowledge from the tutor, codified knowledge from academic texts, journals and industry specific publications and situated knowledge drawn from the workplace. The clusters of knowledge accessed by the students are shown in figure 2.  Another example is illustrated by the discussion of segmentation and targeting. The process of segmentation had been explained using pedagogic knowledge, published references from marketing texts and journals together with situated examples of segmentation in practice such as lifestage segmentation in financial services or the allocation of resources to priority groups in the NHS, local government and regional development  agencies. The process of accessing codified and situated knowledge enabled the students, through the vehicle of the assignment, to be able to select the knowledge that was appropriate for their context and to generate original reflection on the role and future development marketing in their organisations. Some students reported being asked to take a greater role in marketing related activities in their respective workplaces as a result of working on the assignment. 
Figure 2: The clusters of knowledge accessed by the part-time students (mediation tools)
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During the process of engaging with the unit and the assessment, marketing knowledge was produced using the various clusters of knowledge and enabled the marketing subject to be contextualised.  It enabled knowledge of marketing to develop through interaction between the students and their fellow students, the tutor, workplace colleagues and communities of practice, which reflects the importance of situated learning (Seely Brown and Duguid, 1991). Using activity theory as a basis for analysis, the mediational model 
(Daniels, 2004) can be used to enhance the marketing tutor’s understanding of teaching and assessing the marketing subject and to provide an opportunity to reflect on curriculum design and the opportunity for teaching interventions. The results also reflect the opportunity presented by activity theory to generate new marketing knowledge in classroom discussion where the relationship between tutor and student is more symmetrical (Daniels, 2004, pg 129). This reflects the contested boundaries of the marketing subject area but also provides an important opportunity to bridge the alleged gap between theory and practice using assessment design to encourage access and recontextualisation of different types of knowledge located in clusters within activity systems.  The implementation of marketing theory in contexts such as the NHS and local government provides a rich resource for research and further development of marketing theory. The marketing knowledge taught by universities provides a rich resource for employer organisations to inform organisational and policy development. Further discussion between business schools and employers about the development of marketing assessments to encourage the reconstruction of codified and situated marketing knowledge would be welcome. The added value produced by marketing teaching requires more detailed analysis and discussion; this could provide further opportunities for the university to act as a knowledge hub and to act as a facilitator of marketing knowledge reconstruction for employers and employees in the UK workplace.
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Appendix 1:  Extract from the assignment:       
Assignment briefing

You are to write a report on the role of the strategic marketing planning process and examples of how it is implemented in an organisation.  The analysis and discussion of the strategic marketing planning process should be supported by academic references. The report should also discuss current examples* of aspects of the strategic marketing planning process in practice. These examples can be drawn from the organization where you are employed or an example of your choice. 

The report should comprise a maximum of 4500 words excluding references and appendices.  A reference list and bibliography should be included in accordance with the Harvard Referencing System.  



















The strategic marketing planning assignment








Cluster 4


The student.


Tacit knowledge;


individual life experience, lifestage, personality, career history and life world





Cluster 3 


The University and marketing tutor. Lecture notes, tutorial, marketing texts, e-books, subject databases, journals, DVD’s, lectures, tutorials, WebCT, in class discussions.








Cluster 2


The employer’s marketing plan, reports, codes, guidelines and papers. Market research reports, intranet resources and access to internal interviews. 














Cluster 1:


Professional bodies and Communities of Practice. Profession specific journals, reports, research and conferences. Industry benchmarks and guidelines
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