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A.
NATURE OF THE AWARD


Awarding Institution:
Kingston University


Teaching Institution:
Kingston University


Final Award(s):
MA Corporate Communications


Intermediate Award(s):
Postgraduate Diploma in 




Corporate Communications





Postgraduate Certificate in





Corporate Communications


Programme Title:
Corporate Communications


FHEQ level:
Masters 

Credit rating by level:
180 credits at Level 

JACs code:
N500


QAA Benchmark Statement(s): 
Master’s Awards in Business and Management Benchmark Statement (September 2002)

Minimum/Maximum Period of Registration:
Minimum 12 months; maximum 24 months

Faculty:

Business and Law


Department:
Strategy, Marketing & Entrepreneurship

Location:

Kingston Hill

Date Specification Produced:
March 2007


Date Specification Last Revised:
June 2008
B.
FEATURES OF THE FIELD
1.
Title

MA Corporate Communications

2.
Modes of Delivery

The programme is available in the following form: Full time.

Initial recruitment will be for a programme commencing in September 2007. 

3.
Programme Features

The MA in Corporate Communications will provide students with the ability to develop their understanding and application of “best practice” in corporate communications, and its role within the broader context of marketing practice, through a business-focused programme.  

C.
EDUCATIONAL AIMS OF THE PROGRAMME
The main aims of the programme are to provide students with the ability to:  

· develop an advanced level of understanding of the concepts of corporate communications within the overall context of business and marketing 

· build an ability to apply current and developing corporate communications techniques effectively
· maximise the effectiveness of tactical and operational corporate communications decisions
· develop advanced analytical, evaluative and consultative skills and specifically to research specific areas of corporate communications in depth, via the dissertation

· equip themselves with the necessary skills to make an immediate and effective contribution upon their employment in the area of corporate communications.

D.
LEARNING OUTCOMES (OBJECTIVES) OF THE PROGRAMME
1.
Knowledge and Understanding

On successful completion of the MA Corporate Communications, students will be able to:

· demonstrate an understanding of the role of corporate communications, and appraise this within the wider marketing and business environment

· critically reflect upon and demonstrate an advanced level of understanding of the theoretical bases relevant to corporate communications decisions

· demonstrate a critical understanding of the methodological issues in corporate communications, as well as the ability to apply this knowledge to the analysis and evaluation of corporate communications issues
2.
Cognitive (Thinking) Skills

On completion up to the level of the Postgraduate Diploma in Corporate Communications, students will be able to demonstrate the ability to:

· think in a critically reflective and creative manner

· analyse and solve complex issues 

· organise and synthesis complex information
In addition, on completion up to the level of the MA Corporate Communications, students will be able to: 

· evaluate and make recommendations for the improvement of actual business situations, as evidenced via the dissertation. 
3.
Key Skills

On completion of the programme, students will have acquired transferable skills as specified in the QAA Benchmark Statement for Master’s Awards in Business and Management (Appendix 2), and, in particular, to demonstrate key skills demanded by the corporate communications sector, such as the ability to:

· evaluate corporate communications problems and processes and to generate and evaluate solutions

· present ideas and conclusions, both orally and in written form

· work effectively in conjunction with others

· recognise and respond to the relationships between corporate communications and other functions within business organisations

· demonstrate a critical understanding of corporate communications techniques and their role in meeting set objectives within the overall context of the marketing plan

· demonstrate, via the dissertation: clarity of problem definition and scope; critical evaluation of a focused review of relevant literature; discussion of appropriate methodology; proficiency in analysis and interpretation of data and the ability to synthesise material in making relevant conclusions and recommendations.

E.
PROGRAMME STRUCTURE
This programme is part of the University’s Postgraduate Credit Framework. Programmes in the PCF are made up of modules, which are designated at Level 7. Single modules in the framework are valued at 15 credits and the programme may contain a number of multiple or half modules. 
The minimum requirements are:

· Postgraduate Certificate in Corporate Communications: 60 credits, 15 of which


must include those for Public Relations. Those who achieve 60 credits but do

    not achieve the above for Public Relations, will be awarded the Postgraduate 

    Certificate in Communications Studies.   
· Postgraduate Diploma in Corporate Communications: 120 credits, 30 of which


must include those for Public Relations and The Internal Communication

    Environment.    

· Master’s degree: 180 credits, ie successful completion of all modules. 

In some instances, the Certificate or Diploma may be the final award and may be offered to students who only complete specified parts of a Master’s degree. The awards available are detailed in Section A. Students will be given access to the PCF regulations. 

Duration of the programme is one calendar year and is delivered for a full time mode of attendance.
The programme structure is outlined in Table 1 overleaf.
Table 1: Programme Structure – MA Corporate Communications (full time)
	Module Code
	Module Title
	Total hours directed learning
	Minimum hours

self study
	Total hours learning
	Credits
	Means of assessment

	BMM302
	Public Relations
	44
	106
	150
	15
	Group and Individual Assignment

	BMM304
	The Internal Communication Environment
	44
	106
	150
	15


	Individual

Assignment

	BSM124
	Cross-Cultural Management Communication
	44
	106
	150
	15
	Group and Individual Assignments

	BSM302
	Managing Corporate Social Responsibility and Sustainable Development
	44
	106
	150
	15


	Individual 

In/end-of Course
Assignments

	BMM018
	Integrated Marketing Communications
	44


	106
	150
	15
	Group and Individual Assignments

	BMM017
	Global Marketing Management
	44
	106
	150
	15
	Individual Assignment/

Examination

	BMM002
	Market Research
	44
	106
	150
	15
	Individual Assignment/

Examination

	BMM003
	Survey Analysis


	22
	53
	75
	7.5
	Assignment/

Examination

	BMM016
	Planning Your Career in Marketing and Communications
	22
	53
	75
	7.5
	Assignment 

	
	Sub total
	352
	848
	1200
	120
	

	BMM006
	Research Methods
	44
	106
	150
	15
	Research Proposal

	BMM012
	Dissertation
	7.5
	442.5
	450
	45
	Dissertation

	
	Sub total
	
	
	600
	60
	

	
	Total
	
	
	1800
	180
	


F. PROGRAMME REFERENCE POINTS

The main reference point is the QAA Benchmark Statement for Master’s awards in Business and Management. The master’s award conforms to the Type 1A model.

G. TEACHING AND LEARNING STRATEGIES

To acquire both the breadth and depth of understanding in the area of corporate communications in a one-year full-time programme requires flexibility in learning styles on the part of the students and flexibility in the opportunities for learning provided on the part of the University. Key resources for students include:

· tutor led learning in formal lectures and classroom activities

· independent self-study hours

· study group discussions and exercises outside of the classroom

· individual preparation of case materials and exercises

· the cohort itself

· case materials and exercises

· the Learning Resources Centre

· personal consultation with lecturers

· the Blackboard online Learning Management System, including discussion groups and chat rooms

· outside speakers from the field of marketing and marketing communications.

The Course team will facilitate learning by providing structures and support for the process. Lecturers direct learning by identifying appropriate reading, case materials, exercises and topics or scenarios for class discussion. They also lead discussion, to ensure that key learning points are acquired. Lecturers will also use Blackboard as a means of classroom support, by making available materials and for communicating with students.

Students are expected to use study groups (of 5-6 members) as a central vehicle for learning. The groups are intended to accelerate learning by providing a forum for sharing experience and insight between students from diverse backgrounds, to encourage team working and to provide the motivation to complete an intellectually challenging and personally stressful programme.

H.
ASSESMENT STRATEGIES
The structure of the programme is designed to provide students with the academic bases of corporate communications and the skills required for success as a manager working in this discipline. The overall strategy on assessment is to: 

· ensure that the process is relevant to the intellectual and practical abilities required of a medium/high ranking corporate communications professional exposed to current strategic and tactical management issues

· provide an equitable and reliable measure of achievement and a source of feedback

Hence, through a mix of individual and group assignments, the students are required to demonstrate the acquisition of relevant skills and knowledge and that they are able to research into and report in depth on a specific corporate communication problem for their dissertation. Specifically, students will be assessed on:

· their capacity for individual, in-depth, creative and critical thinking on complex issues involving all aspects of corporate communications management and related marketing and general business functions

· their ability for developing flexible innovative, technical and conceptual solutions to problems

· being able to utilise their own experience and research to produce reports and presentations of a content and quality expected in higher-level business situations

· their capability to demonstrate their intellectual rigour commensurate with a master’s programme

I.
ENTRY QUALIFICATIONS
The minimum entry qualifications for the field are a bachelor’s degree or equivalent. Typical entry qualifications set for entrants to the programme are a good bachelor’s 

degree, usually at upper second class honours level or equivalent.

International students whose first language is not English shall normally be required to demonstrate evidence of satisfactory competence by holding one of the following recognised English language qualifications:

· British Council International English Language Testing Service (IELTS) test with an overall score of 6.5-7.0. At the lower level, students will be required to have appropriate pre-sessional support.

· Test in English as a Foreign Language (TOEFL) test with a minimum score of 600 (250 for CB TOEFL, 100 for IB TOEFL) with a written English test score of 5.

J.
CAREER OPPORTUNITIES
Completion of the MA in Corporate Communications will prepare students for entry on mid-level corporate/marketing communications roles in the corporate, public, not-for-profit and marketing communications (such as public relations and advertising agencies) sectors.

K.
INDICATORS OF QUALITY
This programme will be one of a small number of specialist master’s level courses aimed at those planning to enter the area of corporate and marketing communications. Kingston Business School is recognised by the Chartered Institute of Marketing and the Market Research Society as accredited study centre for the provision of Continuing Professional Development.
APPENDIX 1

Timetable of delivery of the MA in Corporate Communications

	September to December
	January to April
	May to September

	· Induction Programme
· Integrated Marketing Communications

· Global Marketing Management
· Public Relations

· The Internal Communication Environment

· Market Research

	· Survey Analysis

· Cross-Cultural Management 

   Communication
· Corporate Social Responsibility

   and Sustainable Development
· Research Methods 

· Planning Your Career 

in Marketing and Communications

	· Dissertation 


APPENDIX 2

Course Management and Administration

Principal Officers

Dean of Faculty

Professor Jean-Noel Ezingeard
Director of Postgraduate Programmes
Dr Stuart Archbold
Responsible Head of Department
Professor Wendy Lomax

          Course Director (Programme Leader)
Ronny Nicholas

The Course Director

The Course Director is responsible for maintaining the academic standards and overall administration, including programming of the course. The Course Director is also responsible for the recruitment and academic progress of students with the assistance of the Course Administrator.

Furthermore, it is the responsibility of the Course Director to prepare and to present the appropriate reports and documents to the Faculty Learning and Teaching Committee, the Board of Studies, the Staff/Student Consultative Committee and the Assessment Boards. The Course Director is also responsible for chairing the Course Committee and the Board of Studies meetings.

Module Leaders

Academic leadership and co-ordination by subject area for associated modules is achieved through the appointment of appropriate module leaders. Module Leaders will attend all Scrutiny Committee and Assessment Boards.

The Course Administrator

The Course Administrator is appointed through the Faculty administration system to provide general support for the course. The Course Administrator is responsible for all record keeping and administration, working under the direction of the Course Director and in close collaboration with the teaching staff of the course. In particular, the Course Administrator is very important in providing liaison between students and staff, and especially in dealing with enquiries from students, producing appropriate assessment mark grids, and maintaining all personal records of the students.

The Board of Study (Programme Board)

The Programme Board has overall academic control of the degree and is responsible for the organisation, development and evaluation of the course. It comprises:
Director of Postgraduate Programmes

Responsible Head of School

Course Director (Chair)

Module Leaders

Course Teaching Staff to represent each module

Minuting Secretary.

The Programme Board will normally meet at least twice each year (once per semester) and minutes of these meetings will be submitted to the Faculty Board.

The Programme Board follows the University’s published Terms of Reference for Programme Boards.
Annual Monitoring: The Course Log

The Course Log is the monitoring instrument of the University, which enables it to assure the quality of courses and awards. The Log is a record, maintained by the Course Director, of the ongoing decision making and action planning of the Board of Studies.

The Course Team is required to self-evaluate, draw conclusions and make judgements about information collected during normal monitoring related to the areas of  course entry, course management and resources, course structure and delivery and course outcomes. Matters which are outside of the control of the Course Teams, or innovations that are worthy of dissemination are reported to the Faculty. The Faculty, in turn, reports regularly to the Academic Standards and Quality Group on matters that are outside its control, or innovations that it considers worthy of dissemination within the University.

Staff/Student Consultative Committee


This committee provides a formal staff/student consultative forum. Membership comprises the Head of School, the Course Director, academic staff who teach on the course, a representative from the Learning Resources Centre and up to four elected student representatives.
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