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MODULE CODE: BUU22520

MODULE NAME: Principles of Marketing
ECTS:  5 ECTS


Lecturer:		Dr Radu Dimitriu			
E-mail:		radu.dimitriu@tcd.ie 
Office Hours: 		TBC

Pre- Requisite: 

Available to exchange Students

MODULE DESCRIPTION 
The aim of this module is to equip students with an understanding of 1) the concept and role of marketing (what is marketing? what is its core purpose?), and 2) an understanding of several important strategic marketing decisions and activities. These include understanding consumer/customer behaviour, the importance of customer segmentation and targeting, the issue of customer value, the core principles of branding and of brand strategy, doing marketing successfully on social media, leveraging sensorial marketing, addressing consumer and brand communities, understanding the principles of developing successful new products and services, and the leveraging pricing as a critical marketing and strategy tool.



LEARNING AND TEACHING APPROACH

This module will be delivered via a ‘hybrid’ teaching and learning approach that will entail both synchronous (face-to-face lectures and tutorials) and asynchronous (reading material and tasks which you must engage with prior to the f2f sessions).

The effective delivery of this module is entirely dependent upon the three pillars of student preparation,  attendance and active participation.

Preparation: completing all required pre-requisite reading and tasks, engaging with any recorded lecture content in advance of the weekly f2f lectures and tutorials, and being prepared and willing to actively participate.

Attendance: your presence in lectures and tutorials is necessary for your success in this module (and is the is the best possible preparation for the module assessment).  Any absence may impact your engagement with the content and ideas shared in class, so I encourage you to remember this. 

Participation:  contributing to lecture/tutorial discussions (and activities) e.g. raising your hand, participating in polls, offering contributory comments and point of view,  asking/posing questions, and displaying sufficient effort and engagement.   We are a very large class, but that does not mean that we will not endeavour to have interactive sessions as much as possible. 

In addition, we will work on the basis of due respect for both classmates and the module lecturer. This means:

· Arriving for class/returning from breaks on time.
· Being courteous to others and open to their views and opinions.
· Not disrupting those who are speaking, either the module leader or fellow students- actively listening to each other.
· Electronic devices are welcome (and encouraged) in class, if being used to support learning and participation in the module. Please be mindful that they do not serve as a distraction to you or those around you.
· Taking personal responsibility for your own learning outcomes on this module.


MODULE-LEVEL LEARNING OUTCOMES 
Having successfully completed this module, students should be able to:

1. Demonstrate a knowledge of the key tenets of the marketing discipline
2. Explain the fundamental concepts, frameworks and approaches used for marketing decision making and practice.
3. Understand the core theoretical underpinnings of how consumers behave and how marketing attempts to influence consumer decision making.
4. Consider and discuss some of the key challenges, opportunities and emerging trends in marketing theory and practice. 
5. Discern the extent to which marketing theories, principles and tools can be
applied in an environment becoming more and more digitalized


RELATION TO DEGREE
The BUU22520 Introduction to principles of marketing module is an essential component of any business students’ learning experience, as marketing is a fundamental element of business that influences strategic decision making within all organizational types. This module provides students with the ability to understand fundamental concepts of business such as markets, customers, perceived value, and communications.

WORKLOAD
	Content 
	Indicative Number of Hours

	Lecturing hours (including lectures & tutorials)
	28

	Preparation for lectures and tutorials (including reading of assigned materials & active reflection on module content)
	24

	Preparation for individual assignment 
	34

	Preparation for group assignment
	34

	Total 
	120



REQUIRED READING

Required reading for this module is comprised of a core reading list of academic journal articles and of articles from practitioner-oriented journals and web sources, as well as videos and other interactive sources. The reading for each session will be indicated in good time before the start of the respective session. Each reading has been selected to facilitate learning and to encourage engagement with the core concepts covered in the module.  Students must read/engage with the assigned material in advance of each session. You will be expected to answer questions, put forward your opinion on the content of these readings during the live session discussions and tutorials. Core readings ( & other assigned content) are examinable material.

COURSE COMMUNICATION 

All module announcements/communications will be made via the BUU2250 Blackboard (BB) page. You must be enrolled as a student on the module to access the BB page, and to receive all email announcements. Access to the BB page will only be granted to students registered on this module. If you do not have access to the module BB page, but are registered on this module, please email the Undergraduate team at Undergraduate.Business@tcd.ie

Please note that all course related email communication must be sent from your official TCD email address. Emails sent from other addresses will not be attended to.




ASSESSMENT

	Assessment type
	% of Total Module Mark
	Details

	Individual assessment (To be confirmed)

	60%

	An MCQ test will examine the complete content covered throughout this module. The test will normally take place on the last lecture day of the module. Further details will follow.

	Group assessment (To be confirmed)


	40%
	An assessment brief will be made available on Blackboard providing detailed information that will guide and direct groups towards completion of the assessment. Deadline TBC



Reassessment: Students who do not obtain an overall pass mark for this module (40), will have the opportunity to be reassessed by a supplemental assessment (weighted at 100% )



MODULE SCHEDULE


	    Term: Hilary Term 2026-2027

	


	Session
	Date & Venue
	Lecture

	

Session 1

	TBC
	
· Overview of the module/course logistics
· What is marketing, and what are its core principles?

	

Session 2

	TBC
	
· Understanding the consumer : Customer value & customer segmentation

	
Session 3


	TBC
	
· Customer journeys & customer experience

	
Session 4

	TBC
	· Principles of branding
· The psychology of branding

	
Session 5

	TBC
	· Branding strategy
· Brand extensions
· Brand portfolios

	Session 6
	TBC
	· Sensorial marketing


	
Session 7

	TBC
	
· Consumer communities

	
Session 8


	TBC
	· Marketing on social media
· Consumer behaviour on social media
· Word of mouth marketing

	
Session 9

	TBC
	
· New product & service development

	
Session 10

	TBC
	
· The principles and psychology of pricing 

	
Session 11

	TBC
	
· In-class MCQ test



(Tutorials will take place in a select number of weeks throughout the semester- see below for further information)


TUTORIALS

	You will be assigned to a tutorial group, and you should attend that tutorial group that you have been assigned to.  All tutorials will be delivered face-to-face. It is not possible to record tutorial sessions.  Please refer to your TCD portal for your tutorial group, time and locations.
Please check your TCD email and Blackboard regularly for all communications regarding lecture and tutorial schedules.
Any content/tasks for tutorials will be posted to Blackboard in advance of each session. Students must come to each tutorial with any preparatory work completed and be prepared to participate fully in the tutorial. 
Any queries re tutorials should be directed to the module tutor. 
Module tutor(s) and contact information: TBC 








BIOGRAPHICAL NOTE: 

Radu Dimitriu is Associate Professor in Marketing at Trinity College Dublin, who specializes in consumer behaviour and psychology. In recent years, his research has focused on how consumer respond to technology, including AI-enabled technologies such as chatbots and autonomous products, or to sensory-enabling technologies in VR (virtual reality). Other areas of interest are branding, social media marketing, and CSR and consumer prosocial behaviour. His has published in top-tier international journals including Psychology & Marketing, International Journal of Research in Marketing, Industrial Marketing Management, European Journal of Marketing, Technological Forecasting & Social Change, and Journal of Business Research.
 
After Radu joined Trinity in 2018, he has held a number of leadership roles, including that MBA Director (Full Time MBA programme), during 2020-2023. He has been teaching on MBA, MSc, BSc and PhD programmes, on subjects including marketing strategy, principles of marketing, branding and experimental methods. Radu completed his PhD in marketing at the Norwegian School of Business BI. Prior to joining Trinity, he worked with Cranfield School of Management in the UK.

His industry experience includes positions in consulting and business analytics. He
speaks several languages including English, Spanish, French, Norwegian, Portuguese
and his mother tongue, Romanian. 


Appendix to the module outline

College policy on plagiarism: 

Plagiarism is interpreted by the University as the act of presenting the work of others as one’s own work without acknowledgement, and as such, is considered to be academically fraudulent. The University considers plagiarism to be a major offence and it is subject to the disciplinary procedures of the University. 

The University’s full statement is set out in the University Calendar, Part I, “General regulations and information”: 
http://www.tcd.ie/about/calendar/pdf/general_information.pdf.
 
More details can be found at: http://tcd-ie.libguides.com/plagiarism


Note that students’ work will be checked for plagiarism using detection software such as SafeAssign or similar; this software is deployed in a ‘self-regulatory’ fashion, i.e. students can check their own output from the software before final submission to the lecturer, in order to assist students in appropriate academic referencing.

Generative AI Declaration 

Students will be required when submitting coursework to make a generative AI declaration to indicate any use of generative AL tools for their projects, explain for which parts of the submission AI software was used, and how it helped improve the learning process within the University’s ethical guidelines. 

Academic integrity

All students taking this module are assumed to accept and abide by the University’s statement on integrity
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