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The Challenge in Marketing Education

Are we preparing students for the reality of Marketing work?
Marketing education is evolving faster than traditional curriculum models.

The Challenges in HE What did you do
— . . to address
Employability pressures  Graduates need applied, work-ready skills some of these
Fictional assessments Students struggle to connect theory to practice challenges?

Rapid industry change Al, analytics and digital tools evolve quickly

Universities increasingly judged on progression

Graduate outcomes (B3)
and employment

Student engagement Students value authentic, meaningful learning

Universities expected to contribute to local

Civic expectations .
economies
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What did we do?
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Principles of Authentic Assessment for Marketing Courses

o Industry-

Relevant Learning
Authentic assessments
should simulate
professional marketing
challenges, enabling
students to apply
learning in realistic,

industry-relevant

contexts.

VARKET ANALYSIS

- Real-world challenges
* Industry context

» Practical application

9 Inclusive

Participation
Authentic assessments
should enable all
students to participate
meaningfully, regardless
of background, ability,
or learning style.

- Equitable access
* Diverse learners

+ Multiple ways to engage

Collaborative

Engagement
Authentic assessments
should encourage
students to work with
others, exchange ideas,
and learn through
interaction and feedback.

- Work together
+ Share ideas
» Learn from each other

0 Employability and

Lifelong Skills

Authentic assessments
should develop practical,
transferable skills that
prepare students for
professional practice
and lifelong learning.

» Transferable skills
+ Career readiness
- Lifelong learning

Creative and
Critical Practice

Authentic assessments
should encourage
creativity, critical
thinking, and problem-
solving in response to
complex marketing

challenges.

—

f=

« Creativity
» Critical thinking

* Problem-solving

@ Together, these principles support students to develop confidence, agency, and professional identity.

Authors: Dr Georgiana Busoi,
Marketing Lecturers and Marketing Industry Advisory Board
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But live briefs are often
isolated, module-based
experiences. The question
we asked was: what happens
if live client work becomes
the infrastructure of the
curriculum rather than an &bty

no longer whether

add—on? students should engage

with real-world practice,

but how to embed it

meaningfully and
sustainably across the
curriculum.



Fresh ideas. Real insights.
Marketing that works.

The Marketing Agency, delivered
through the Portsmouth Business
Support Service, offers local
pusinesses free marketing support
from industry experts and students.
-rom market research to socia
media and brand design, we help
turn insights into action.
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“Portsmouth is full of ambitious, creative, and THE
determined businesses, and The Marketing Agency Marketing
gives them an outstanding new resource. By Agency

linking expert academic support with on-the-ground
business needs, we’re helping organisations across “,
the city strengthen their marketing, grow with . .
confidence, and stay competitive. This partnership
is a brilliant example of how working together can
deliver real economic benefit for Portsmouth.”

Cllr Steve Pitt - Leader of Portsmouth City |
Council with responsibility for economic
development
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™ “This initiative shows how our students’
talent and research expertise can drive
meaningful impact for local businesses.
The Marketing Agency gives students
invaluable hands-on experience while
enabling organisations to make
informed, strategic decisions. We are
proud to collaborate with Portsmouth
City Council and Shaping Portsmouth on
a programme that supports both learning
and economic growth.”

Professor Anne Murphy Deputy Vice-
Chancellor (Education)at the University of
Portsmouth
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The Ecosystem
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Curriculum
integration

Academic
oversight

Scaffolded
learning
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Marketing
Agency
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8 SME engagement
0\)2 Business referrals
4l Local economy insight
E Marketing Agency Intern
(one of our current students)
8

o

Portsmouth

CITY COUNCIL

Business support
infrastructure

Triage
Civic alignment

I] Oversees
measuring impact
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0000

LEVEL4 —p

Foundations &

Introduction

O%O
consultancy
projects

LEVELS 4-7 INTEGRATION

LEVEL 5 —» LEVEL6 —p LEVEL 7
Application & Strategy & Specialism &
Development Leadership Impact

TYPES OF PROJECTS

i —
£ A ®
live client marketing local part-time
cases agency intern employment

Projects address real business challenges and deliver measurable value.

STAFF ROLES

Project Leads
Overall strategic oversight
and partner liaison

Course Coordinators
Curriculum alignment and
academic direction

Module Coordinators
Module delivery, assessment
and student support

Business Engagement Team
Building and managing
external partnerships

Support Officers
Operational coordination
and administration

STUDENT PROGRESSION

Learn -«<p Apply ---p Impact ---p Progress
Build knowledge Work on real Deliver measurable Strengthen
and skills through projects with value and develop employability

scaffolded external professional and career

curriculum organisations confidence readiness




The Marketing Agency Framework

A civic-engaged ecosystem connecting local needs,

student learning and curriculum impact

The cycle
continues

Local
Business Needs

Civic Partners
Triage

The Marketing
Agency

Live Projects

Skills
Intelligence

Curriculum
Renewal

Graduate
Employability

Ve

x_J Responding to Future Local Skills Needs

SMEs, start-ups and local organisations
identify marketing and growth challenges
requiring support.

Portsmouth City Council and Shaping
Portsmouth assess and align suitable
projects with university provision.

The Marketing Agency embeds live
client projects across Levels 4-7
within the curriculum.

Students work on authentic client
challenges, applying theory to real
organisational contexts.

Live projects reveal emerging industry
expectations, capability gaps and
evolving marketing practices.

Insights from projects inform module
content, assessment design and
skills development.

Graduates leave with applied experience,
professional confidence and industry-
relevant capabilities.

A collaborative cycle
Strengthening our curriculum,

developing talent and driving
local prosperity.

Understanding local priorities
Business needs emerge through local
networks, partnerships and support services.

Strategic alignment
Ensuring projects are achievable, relevant
and connected to local priorities.

Civic collaboration in practice
Academic expertise and civic partnerships
create structured experiential learning.

Authentic professional learning
Students build confidence, consultancy
skills and workplace readiness.

Turning practice into insight
Student and client experiences inform
understanding of future skills needs.

A responsive curriculum
Teaching evolves alongside industry
practice and local economic demand.

Impact beyond the classroom
Work-ready graduates contribute to
regional growth and organisational resilience.

The cycle continues, ensuring we remain
responsive, relevant and future-focused.
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ASSESSMENT & FEEDBACK IN THE MARKETING AGENCY MODEL

Authentic assessment, academic rigour, real client impact

1. ALIGNMENT TO LEARNING OUTCOMES

Every project is mapped to module and
programme learning outcomes to ensure
academic rigour and consistency.

Example Alignment

Knowledge Apply m'arketing theory to
real business contexts

Research, analysis, strategy

Skills

development, communication

. Client communication,
Professional Y
’ teamwor roject
Behaviours ufE
management

Employability, adaptability,
ethical and civic awareness

Graduate
Attributes

Clear alignment ensures assessments are meaningful,
comparable and programme-wide.

2. FEEDBACK LOOP: STUDENT, STAFF, CLIENT

Students receive ongoing, meaningful feedback from
both academic staff and real clients.

PROJECT

FEEDBACK
ACADEMIC LOOP

STAFF \/

0 Formative feedback at key project milestones

Final feedback from client used alongside academic
judgement

° Students reflect on feedback to demonstrate learning
growth and professional development

UNIVERSIT Yor
PORTSMOUTH

3. EXAMPLE ASSESSMENT STRUCTURE

Assessment
Output

Marketing strategy report and

creative deliverables

Client Input Briefing, ongoing feedback

sessions, final evaluation
Academic Marked against module learning

Assessment outcomes and academic criteria

Formative
Feedback

Checkpoints with tutor + client

at key stages

Reflective Student reflection on decisions,

Component

L
=
=

challenges and professional
learning

This ensures authenticity, meets academic standards
and supports student development.

. Students build confidence,
- 9 skills and professional
e :
identity

@ WHY THIS MATTERS

/ Curriculum stays relevant, l
l industry-informed and

n| . future-focused

Businesses receive
> valuable, actionable
marketing support

REAL PROJECTS.
REAL FEEDBACK.
REAL IMPACT.

Stronger civic impact
and contribution to
regional economy




Measuring impact and evidence

Impact is evaluated at three interconnected levels to ensure meaningful,
evidence-led outcomes for students, curriculum and the local economy.

" N, N B
Student impact g Curriculum impact ﬁﬂﬂ Civic and economic impact
@ Confidence and professional identity @ Assessment redesign ® SME support
@ Client communication skills @ skills mapping @ Knowledge exchange
© Portfolio development @ Curriculum coherence @ University civic role
@ Graduate readiness . )
3 @ Future-facing curriculum renewal @ Local business growth support
@ Employability outcomes
@ Reflective assessment evidence @ Allgnmént with ?volvmg o Regional collaboration
marketing practice
@ NSS learning opportunities aspirations
Evidence sources Evidence sources Evidence sources
Reflective Module Student Graduate Module | Assessment  Skills gap | Industry-informed Client S Recommendation | Economic impact
rogression . . ; g curriculum Testimonials | 3 il
assessments | outcomes | feedback | P9 review redesign identification feedback implementation monitoring
indicators updates
\ / / K /
Se i N
( Longitudinal feedback process
~ During projects . 4 months after completion N 6 months after completion Economic impact
(%V‘(')\ Ongoing feedback - > noao Follow-up feedback collected --__3 oom Further follow-up through =523 :@ Economic impact evaluation
collected throughout -1 through The Marketing —1 survey to understand longer- supported by
project delivery. Agency Intern. term outcomes and Portsmouth City Council.
t sustained impact. )

@ ’ Impact is not treated as an outcome of the project — but as part of the ecosystem itself.




Supporting Pompey Women’s Team

“Working with The Marketing Agency has been a truly positive
experience. As a University of Portsmouth alumni, it’s been great
to see the University and Shaping Portsmouth collaborate in
supporting the growing business of sport. We're all looking
forward to the fresh thinking students will bring, particularly in
helping grow the visibility of our women'’s team at an exciting

time for women’s football.”

Matthew Barker
Head of Marketing & Communications
Portsmouth Football Club
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What could this look like in your

context?

Ask yourselves the following questions

What existing civic or business partnerships could support
this model?

« Start with one strategic partner
Where could live client work become programme-level rather
than module-level?

 Build a central project pipeline

How might impact be measured beyond student satisfaction?
 Create a shared impact framework

What institutional, operational or cultural barriers might
need to be addressed?

 Secure institutional buy-in
How might curriculum structures need to change to sustain
authentic client work at scale?

« Embed authentic assessment across the programme
« Develop a scalable model

The Marketing
Agency Model is
designed to be
adapted, not
replicated!
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Find out more

» Visit go.port.ac.uk/TMA
e Scan the QR code =

THE

Portsmouth SHAPING Marketing

UNIVERSITYorF
PORTSMOUTH

»

city counciL. PORTSMOUTH Agency


https://go.port.ac.uk/TMA

