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1. Module description

This module builds upon your introductory knowledge and skills of fashion marketing and
promotion. The module will focus on the challenges of the contemporary fashion environments
with a focus on how technology is changing it. This includes how businesses can create
sustained competitive advantage and respond to market opportunities through brand activations.

You will consolidate your understanding of fashion marketing through the retail environment
including retail spaces and experiences and the importance of omni-channel in the contemporary
customer journey. You will also be introduced to fashion events and experiences for different
audiences.

This module will culminate in offering solutions to challenges and realising aspects of those
creative ideas. You will explore ideas and develop concepts for your own innovation project.

2. Learning outcomes

Upon successful completion of this module you will be able to:
LO1 Collaboration

Collaborate and use appropriate networks to solve challenges, emulating an industry
environment

LO4 Decision-making
Analyse and reflect on different ideas and methodologies of analysing consumer value
creation, including your own, to inform decision making

LOG6 Digital Data and Tools
Analyse and use digital tools in response to a creatively applied brief.

LO10 Human and Environmental Impact
Analyse the impact that sociological, technological, or economic innovations have had on
people, consumption and on the environment.
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3. Learning and teaching methods

Tutor-led presentations and experiential learning will be used to develop your understanding
of both contemporary fashion retail environments and experiential marketing and events in
this rapidly changing and competitive area. You will examine case studies through tutor-led
presentations, and you will develop your critical thinking skills through analysis, discussion
and debate. The module will also involve you in learning through study visits, individually
and/or with your lecturer where you will consolidate your learning in the marketplace. You
will be supported in creating a strategic plan with associated creative work through class
content and creative workshops with your lecturers.

You may also be involved projects designed to put you in ‘real-life’ situations as you develop
your knowledge and skills through ‘hands-on’ experiences. This may include the
responsibilities of producing a fashion event enabling you to learn at first hand.

Learning hours

Directed learning 72 hours
Workshops/classes 48 hours
Supervised Studio Activity 24 hours
Guided/Self-guided learning 128 hours
Total 200 hours
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4. Assessment, formative feedback and relative weightings

Assessment 1: Presentation (Group Assessment)

Weight (%): 30

Word Count or Equivalent: 10mins

During the course of the module, you will be allocated into different groups, in order to work
together in and outside of class, exploring an innovative topic covered during the sessions in
more detail. You will also be asked to engage in critical reflection and peer feedback process
during others’ presentations. Each of these presentations will be assessed, and the most

successful of the series will form the graded basis of this component alongside the assessed
engagement with reflective processes.

Assessment 2: Project Work
Weight (%):70
Word Count or Equivalent: 2500 word equivalent

You will be asked to submit a strategy with accompanying original creative work and planning.
This should be laid out in a creative publication style document. The strategy should demonstrate
utilization of the topics explored through the presentations and address innovative methods of
customer value creation through its objectives and map it through to the creation of marketing
tactics.

Each summative assessment will be preceded by an opportunity of formative assessment
accompanied by formative feedback

Mapping of assessment tasks for the module
Assessmenttasks LO1 LO4 LO6 LO10

Presentation and X X
Reflection
Innovation Strategy X X X
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