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B.
FEATURES OF THE FIELD

1.
Title
The field is available in the following forms:

· BA (Hons) Marketing, Communications and Public Relations
2.
Mode of Delivery

Full time
3.
Features of the Field

The field has been designed for those students who wish to pursue an executive career in marketing, communications and public relations. It provides students with a comprehensive and integrated understanding of marketing against a contemporary and international context. The modules at levels 5 and 6 also allows for some specialisation that reflects the students’ interests and particular career aims whilst developing students’ overall knowledge and skills essential for managing the key marketing functions. 
It is offered as a full time 4-year course. It will be an Honours degree.  Hence the four years can accommodate a Level 3 ‘Foundation’ year as well the usual levels 4, 5 and 6. Students are admitted usually right after their graduation from the lyceum at the age of 18. The course is to be offered at ICBS, Thessaloniki Business School, Greece in collaboration with Kingston Business School. 
The field is one of a set of five which will utilise a common platform in the first two years (Levels 3 and 4); the others are the BA (Hons) in Business Administration, BA (Hons) Marketing, BA (Hons) in Tourism and Hospitality Management, and BA (Hons) in Accounting and Finance.
The programme gives students the flexibility to transfer to another specialist degree before they proceed to the third year (Level 5) of the programme. There are also opportunities for students who have embarked on another validated business programmes from Kingston University, or at other institutions to switch to this degree at the start of levels five or six. The eligibility of the student for the transfer depends on the similarity of the course contents and/or the comparability of the learning outcomes achieved at the student’s original institutions/degree programme to those of this field.

The course will be taught in the Greek language but a complementary course of Business English tuition will also be taught reflecting the needs of the modern business world.


C.
EDUCATIONAL AIMS OF THE FIELD

As with all the Undergraduate Business related fields provided by the Faculty, the overall aims of the field are:
· To offer each student the opportunity to achieve his/her intellectual potential through the interdisciplinary and multidisciplinary study of the processes of wealth creation and distribution.
· To develop in students the graduate skills which will increase their employability; in particular the ability to work effectively both autonomously and as a member of a team.

The specific aim of this particular field is to give students the skills, knowledge and critical understanding required to make successful career in marketing, communications and public relation business within a contemporary and international context.


D.
LEARNING OUTCOMES (OBJECTIVES) OF THE FIELD


See Appendix 4: Diagram mapping learning outcomes through the core elements of the field)
1.
Knowledge and Understanding

On completion of this field students will have an in depth knowledge and understanding of:

· The key business foundation disciplines such as economics, statistics, accounting, management, information technology and law for business.
· A range of activities within key business functional areas such as human resource management, operations management, business finance and marketing.
· The workings of the individual components of the management and marketing systems.
· The basis of the strategic marketing management, communications and public relations in the contemporary world.
· The field with critical thinking in the marketing communications and public relations issues (especially as a result of completion of the level 6 Project report).
2.
Cognitive (thinking) Skills
On completion of this field students will be able to demonstrate:

· An ability to engage in complex abstract thought
· An ability to provide evidence of their analytic and evaluative capabilities

· An integral understanding of the main business and marketing, communications and public relations functions and contextual domains from a variety of perspectives through several analytical and evaluative frameworks.

· An ability to think critically and deal with marketing problems and issues in order to produce a project report containing recommendations for decision and subsequent action.
3.
Practical Skills

In addition to the Key Skills listed below, students will be able to demonstrate:

· Financial literacy through reading and interpreting financial and managerial information and other data

· The ability to use qualitative and quantitative techniques 

· The handling of subject related practical work, such as market research

4.
Key Skills


(See Appendix 3: Diagram mapping key skills through the core elements of the field)
On completion of the field students will have acquired transferable skills to:


a.
Communication Skills

· Contribute effectively to group discussion

· Make a presentation

· Read, select, extract and collate information from written, spoken or other appropriate sources

· Produce written materials in a variety of formats

· Incorporate images in documents including tables, charts, graphs and diagrams

· Appropriate use of electronic communication

b.

Numeracy

· Collect data from primary and secondary sources selectively

· Evaluate and present data in suitable formats

· Record data in an appropriate format

· Be aware of issues of selection, accuracy and uncertainty in the collection and analysis of data

c.

Information, Communication and Technology

· Use ICT to present text, numerical data and images

· Produce a document that incorporates and combines different types of information

· Search for, retrieve and store information using ICT resources

· Use on-line communications systems, including the learning management system, to obtain and send information

d.
Teamwork

· Be an effective and communicative member of a team

· Work as part of a team

· Review and evaluate progress of groups and collective performance

· Identify ways of improving the performance of groups and their own contribution to groups

e.

Independent Learning

· Possess research and information handling skills in relation to academic and career development

· Have self awareness in relation to academic and personal development

· Monitor and review own progress in relation to academic and personal development

· Have the ability to manage time, work constructively independently as well as in groups, and address problems and rise to challenges with confidence


E.
FIELD STRUCTURE

(See Appendix 1: Field Structure Diagram)

(See Appendix 2: Module Table)
The field is part of the University’s Undergraduate Modular Scheme.  Fields in the UMS are made up of modules which are assigned to levels.  Levels are progressively more challenging as a student progresses through the field.  Each level is normally made up of 8 modules each worth 15 credits. The field consists of 120 level 3 credits, 120 level 4 credits, 120 level 5 credits, and 120 level 6 credits. The level 3 credits do not count towards the ultimate achievement of 360 credits for the BA (Hons) degree and so they do not count towards the ultimate classification of the degree. 

Typically, a student must complete 120 credits at each level. As the field culminates in an honours degree it is the higher levels (5 and 6) that contribute to the classification of the degree. Intermediate awards are normally available after completion of a level. Some students may exit with an intermediate award. All students will be provided with the UMS regulations.

FIELD CONTENTS:
Level 3 – Year 1
The first year consists of eight modules (all core), each worth 15 level 3 credits. The year commences at the beginning of the undergraduate induction week in late September /beginning October. In Levels 3 (and 4) students will be equipped with the basic and introductory knowledge and skills to understand the business discipline including necessary data handling and ICT skills to study the subject to a degree level. Stage One of the University key skills framework is incorporated into the core modules. All these modules are also core to other validated undergraduate business fields and permit a considerable degree of flexibility to transfer subsequently between fields.
	Level 3

	Year 1
	mODULE Code
	Module Title
	Credits

	Semester 1
	ECN 111
	Macroeconomics
	15

	
	STA 112
	Statistics
	15

	
	ACC 114
	Accounting I
	15

	
	MAN 116
	Management Skills
	15

	Semester 2
	ECN 121
	Microeconomics
	15

	
	LAW 122
	Law and Business Law
	15

	
	ACC 124
	Accounting II
	15

	
	MAN 126
	Management
	15


Level 4 – Year 2

The second year consists of eight modules (all core), each worth 15 level 4 credits. In Level 4 students will be equipped progressively with the knowledge and skills to study more advanced topics in Management and Marketing including basic coverage of all the major functional areas of firms/organisations. All these modules are also core to other validated undergraduate business fields and permit a considerable degree of flexibility to transfer subsequently between fields.
	lEVEL 4

	Year 2
	mODULE Code
	Module Title
	Credits

	Semester 3
	MKT 211
	Marketing I
	15

	
	MAN 212
	Operations Management
	15

	
	INF 213

	Information Technology
	15

	
	ACC 214
	Management Accounting
	15

	Semester 4
	MKT 221
	Marketing II
	15

	
	MAN 222
	Human Resources Management
	15

	
	ECN 223
	Business & International Environment
	15

	
	FIN 224
	Business Finance
	15


Successful completion of all level 4 modules would qualify a student for a Certificate of Higher Education in Business Administration (condition 3.6, validation report, May 2009).

Level 5 – Year 3
The third year consists of eight modules (all core), each worth 15 level 5 credits. Knowledge and understanding of matters relevant to marketing, communications and public relations will be developed from level to level. In level 5 students study (marketing) research methods as a preparation for the level 6 research project and focus on further understanding the component elements of marketing, communications and public relations.

	lEVEL 5

	Year 3
	mODULE Code
	Module Title
	Credits

	Semester 5
	CPR 311
	Advertising & Communications
	15

	
	CPR 312
	Consumer Behaviour & Psychology
	15

	
	CPR 313
	Public Relations
	15

	
	CPR 314
	Marketing Communications & Sales Promotions
	15

	Semester 6
	CPR 321
	Media Planning
	15

	
	CPR 322
	Quantitative & Qualitative Research Analysis
	15

	
	CPR 323
	PR Events & Activities
	15

	
	MKT 324
	Direct Marketing
	15


Successful completion of all level 5 modules would qualify a student for a Diploma of Higher Education in Marketing, Communications and Public Relations.
Level 6 – Year 4

Level 6 directs students towards successful independent study, critical independent research and further development of their analytical and evaluative skills. The fourth year consists of six core modules, each worth 15 level 6 credits and a project worth 30 level 6 credits. Students are expected to start working on the project from the begging of the fourth year by using the online materials and support available to develop knowledge, skills and techniques required (such as research methods) to do a marketing management report and then concentrate on producing the final project towards the end of the year.

	lEVEL 6

	Year 4
	mODULE Code
	Module Title
	Credits

	Semester 7
	MKT 411
	Marketing Strategy
	15

	
	CPR 412
	Internet Promotion
	15

	
	MAN 413
	Business Policy & Strategy
	15

	
	MAN 414
	Project I
	15

	Semester 8
	CPR 421
	Corporate Communication & Image
	15

	
	CPR 422
	Public Relations Planning & Strategy
	15

	
	CPR 423
	Creative Advertising
	15

	
	MAN 424
	Project II
	15


A student who has completed levels 4 and 5 and has obtained 60 credits of level 6 would be entitled to receive an ordinary BA degree (non-honours) in Marketing, Communications and Public Relations.
Field credits:

TOTAL CREDITS  480

TOTAL credits at LEVELS 4+5+6= 360
In addition to the four modules per semester and per year, as specified above, all students will undertake four hours per week of business English language skills. Inclusion of this complementary English, under ICBS’s own auspices, is seen as important, considering the high level of English terminology used in the business and computing sectors.

Transfer Points

(Students may only transfer between fields validated by the University at which they are enrolled)

Students may transfer from/to this field to/from other Business fields at the end of level four (or level five) depending on the modules they have done and the modules required for a particular field. 

There are also opportunities for students who have embarked on a similar business programme at other institutions to switch to this degree at the start of levels five or six. The eligibility of the student for the transfer depends on the similarity of the course contents and/or the comparability of the learning outcomes achieved at the student’s original institutions to those of this field. 

Regulations and progression between levels
The University Modular Scheme (UMS) regulations apply without amendment. The Faculty of Business progression regulations normally require completion of all the credits required at one level before the student may progress to the next. In the case of progression from level five to six, a degree of flexibility is likely to be exercised to allow students who have passed the majority of their level five credits to start level six, in some cases with a view to obtaining a non-honours degree.
F. FIELD REFERENCE POINTS

(See Appendix 7: Diagram mapping the QAA General Business and Management Benchmarks through the core modules of this field.)
The field has been designed with reference to the General Business and Management Benchmarking statement.  
The awards made to students who complete the field or are awarded intermediate qualifications comply with the Framework for Higher Education Qualifications.

All the procedures associated with the field comply with the QAA Codes of Practice for Higher Education. 

G. TEACHING AND LEARNING STRATEGIES

The multidisciplinary nature of the study of marketing, communication and public relations draws upon a range of approaches to teaching and learning based in both lecture/class rooms and computer laboratories and encourages both the acquisition of knowledge and critical understanding and the application of that knowledge and understanding in solving problems. The emphasis of the field is on developing the ability of students to operate as autonomous learners and much of the learning will take place in the course of independent study, either individually or in groups. Independent study is increasingly supported by ICBS website intranet, the electronic learning management system. As students progress through the field it is expected that they will become increasingly capable of managing their own learning. The marketing project module at the end of the programme is mainly delivered supervisor support, and this provides an opportunity for student to develop their independent learning skills and critical thinking ability further. 

Each of the module descriptions contains details of the teaching and learning mechanisms employed in that particular module. In any particular module, the mechanisms used will depend partly on the nature of the module (and the learning outcomes aiming to achieve. Some modules are likely to be a combination of dedicated lecture/other plenary sessions and dedicated small group work sessions to be used for seminars and workshops. For some other modules, each session may employ a variety of mechanisms. Typically, lectures will be used to convey knowledge and understanding and to provide a framework for further independent study. Seminars present an opportunity for dialogue in a small teaching group that can include student or staff led presentations followed by discussion. Workshops provide an opportunity for students to work as a group and to develop team skills. 

Business and marketing involves a diverse range of disciplines and students enroll on the field with varying prior experience particularly in relation to quantitative methods, Business English and IT skills. The curriculum is constructed to recognise the differing abilities in these areas. The induction period includes diagnostic testing in the students’ Business English ability. Support for use of Business English is provided. IT support is also provided both within and outside the curriculum. 

Transferable and key skills are generally embedded into the delivery of the curriculum rather than being taught separately. Throughout the field emphasis is placed on developing group work skills, written and oral communication and presentation skills, data handling and analysis skills, a range of ICT skills and independent learning skills.

A basic minimum of personal development planning is embedded into the core curriculum. Modules as Management Skills in the first year focuses on helping students develop these skills and reflect on personal development in the employment context where appropriate. Building on the skills students acquire throughout the first two years, progressively make use of more primary, research based sources of information and by the end of their course will have developed skills to analyze and appraise original sources, assemble data from various sources, solve problems and carry out an individual piece of research from planning to final report.  Students are expected to become more independent in their learning from level to level.  This culminates in the research project in Level 6.
The level 6 modules offer an opportunity for independent/small group research study, complemented by an appreciation of the strategic aspects of management and marketing. This will enable students to develop a holistic view of the enterprise, its management and marketing’s role therein. There is considerable emphasis throughout the field in developing the ability of students to work effectively in groups.

· A wide range of learning and teaching strategies are used in the field.  These include:

· formal lectures
· group projects
· seminars

· problem solving cases
· independent learning from guided texts and work books
· research projects
· visits to outside organizations
Most of the text books used within the modules are in Greek. But because it was a requirement that the programme specifications should be written in English, these bibliographies had been translated from Greek to English (condition 3.5a, validation report, May 2009).

The rationale for delivering the courses in Greek is to meet the needs of the local Greek market. However, it is understood that all students should have a working knowledge of the global language of Business (English) and this would be developed within the tuition of a supplementary course of Business English. On entry, the students’ expected use of English language is at a level that enables them to use the on-line materials in this language. Students are streamed on entry, for a placement in one of four levels, ranging from elementary through to advanced, following a diagnostic test, based on English grammar. The supplementary course is not an integral part of the course. Yet, it is used as a student support mechanism throughout studies with the structured curriculum that permits students’ progression to an assessed pass mark level achieved upon completion of their degree (condition 3.5b, validation report, May 2009).

H.
ASSESSMENT STRATEGIES

(See Appendix 5: Module Delivery & Assessment Mapping Diagram)

(See Appendix 6: Assessment Methods Diagram)

A range of summative assessment strategies are employed in the field. Assessment is designed to allow students to demonstrate that they have achieved the learning outcomes of the field and of the individual modules within it. The learning outcomes to be assessed will include knowledge and understanding, cognitive skills, practical skills and transferable and key skills. The compulsory marketing management project will assess independent learning and research, logical and critical thinking, and management of work over an extended time scale. 

Assessment methods used include examinations (i.e. end of module time-constrained assessments within a controlled setting), in-module tests (i.e. time-constrained assessments during the module within a setting which is controlled but to a lesser extent than an examination), individual and group presentations and different forms of individual and group written in-module or end-of-module assessment. Both examinations and in-module tests may take a variety of forms, including traditional unseen, open book, pre-released papers, or multiple choice questions. Written in-module or end-of-module assessment may cover a range of possibilities including literature surveys, essays, reports, multiple choice tests, short answer tests; problem exercises, data interpretation exercises, and project reports.
In-module assessments will generally be designed to have both formative and summative effect and the course team will ensure that the deadline for a large number of in-module assessments in the course will not coincide. They will be scheduled in a way that supports this. Feedback will be provided by module tutors. In those modules in which sustained and continuous effort and feedback throughout the year is considered particularly important, the assessment strategy is designed to reflect this.

Many of the skills developed during study of the field will be assessed within these various types of assessment (for example, the use of ICT is a normal expectation in the preparation of written work, reports etc; data handling is inherent in many of the activities, assessments will be carried out by groups and individuals and greater self-reliance will be needed from level to level). 

Each module carries a final grade, which is made up of the marks of the in-module assessment(s) and of the end-of-module assessment. The contribution of each assessment method to the module’s final and the requirements to pass each module will be detailed in the field handbook/module descriptions.


I.
ENTRY QUALIFICATIONS

1.
The minimum entry qualifications for the field are:

Normally, students accepted in the programme should have achieved a pass in the Lyceum apolytirion (this represents successful graduation from 12 years of formal primary and secondary education).
2.
Typical entry qualifications set for entrants to the field are:

The students accepted in the programme should typically have a pass in apolytirion, with a score of at least 12, and have performed well during the admission interview. A minimum score of 10 (pass) in the Lyceum apolitirion (as in the case in public universities) could be accepted when accompanied with an exceptional interview performance that will demonstrate the following criteria (indicatively): good communications skills, commitment to the programme, level of self motivation, enthusiasm, interest in the field, prior work experience, and other related knowledge in the field (seminars, short courses, etc) (condition 3.4, validation report, May 2009).
Applications from international and mature students with relevant qualifications are welcome. Students with advanced standing are also welcome to apply. This might include having acquired relevant level 4 and/or level 5 undergraduate credits from Kingston University or from another university college/school.


J.
CAREER OPPORTUNITIES

Business is believed to be an important discipline that the country will need to develop and reach the targets set within the European Union. Marketing, communications and public relations has a particular role to play in that development. The great majority of the enterprises in Greece are SMEs, and mostly of a family type. They need a professional approach to compete internationally and survive: this professional set of skills is the opportunity for graduates such as those of this course.

Students will be prepared for careers in Marketing, communications and public relations at junior manager level in a wide variety of disciplines and organizational setting. The international nature of many of the modules provides students with the opportunity to equip themselves for work in an international context.

It is also expected that some graduates will progress on to postgraduate Master’s Degrees. 

K.
INDICATORS OF QUALITY

· The fields BA (Hons) in Business Administration, BA (Hons) in Marketing, BA (Hons) in Accounting and Finance and BSc (Hons) in Business Computing at the UG level at ICBS/TBS were included in the latest QAA (2001) Review and achieved positive comments.

· ICBS has been accredited and recognized (2001) by the British Accreditation Council for Independent Further and Higher Education as an institution providing higher education. Reaccredited in February 2007.
· In 2002, the Association of MBAs (UK) has accredited ICBS’s provision of the Kingston MBA as part of the overall delivery of that MBA.

· The Federation of Industries of Northern Greece has selected ICBS (2001) to outsource its Graduate Management Program.

· The Exporters Association of Northern Greece and The Hellenic Association of International Transporters and Logistics have selected ICBS (2003) to commission their professional 2 year FT/PT program.


L. APPROVED VARIANTS FROM THE UMS/PCF

There are no variants from the UMS. The Faculty of Business progression regulations normally require completion of all the credits required at one level before the student may progress to the next. In the case of progression from level five to six, a degree of flexibility may be exercised to allow students who have passed the majority of their level five credits to start level six, in some cases with a view to obtaining a non-honours degree.

Appendix 3
Key Skills mapping for core elements of Marketing, communications & Public Relations field

Shaded areas indicate that the module addresses at least part of the skill (as defined in the University Key Skills Framework) either in the learning and teaching strategy or in the assessment.
Notes:
· L & T: 
Learning & Teaching process, including purely formative assessment

· A: 
Summative Assessment

	Module

Code
	Module Titles
	Communication

(a-e)
	Numeracy

(a-e)
	ICT

(a-d)
	Teamwork

(a)
	Independent Learning (a-c)

	
	
	L & T
	A
	L & T
	A
	L & T
	A
	L & T
	A
	L & T
	A

	Level 3
	
	
	
	
	
	
	
	
	
	

	ECN 111
	Macroeconomics
	
	
	
	
	
	
	
	
	
	

	STA 112
	Statistics
	
	
	
	
	
	
	
	
	
	

	ACC 114
	Accounting I
	
	
	
	
	
	
	
	
	
	

	MAN 116
	Management Skills
	
	
	
	
	
	
	
	
	
	

	ECN 121
	Microeconomics
	
	
	
	
	
	
	
	
	
	

	LAW 122
	Law & Business Law
	
	
	
	
	
	
	
	
	
	

	ACC 124
	Accounting II
	
	
	
	
	
	
	
	
	
	

	MAN 126
	Management
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	Level 4
	
	
	
	
	
	
	
	
	
	

	MKT 211
	Marketing I
	
	
	
	
	
	
	
	
	
	

	MAN 212
	Operations Management
	
	
	
	
	
	
	
	
	
	

	INF 213
	Information Technology
	
	
	
	
	
	
	
	
	
	

	ACC 214
	Management Accounting
	
	
	
	
	
	
	
	
	
	

	MKT 221
	Marketing II
	
	
	
	
	
	
	
	
	
	

	MAN 222
	Human Resources Management
	
	
	
	
	
	
	
	
	
	

	ECN 223
	Business & International Environment
	
	
	
	
	
	
	
	
	
	

	FIN 224
	Business Finance
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	


	Module

Code
	Module Titles
	Communication

(a-e)
	Numeracy

(a-e)
	ICT

(a-d)
	Teamwork

(a)
	Independent Learning (a-c)

	
	
	L & T
	A
	L & T
	A
	L & T
	A
	L & T
	A
	L & T
	A

	Level 5
	
	
	
	
	
	
	
	
	
	

	CPR 311
	Advertising & Communications
	
	
	
	
	
	
	
	
	
	

	CPR 312
	Consumer Behaviour & Psychology
	
	
	
	
	
	
	
	
	
	

	CPR 313
	Public Relations
	
	
	
	
	
	
	
	
	
	

	CPR 314
	Marketing Communications & Sales Promotions
	
	
	
	
	
	
	
	
	
	

	CPR 321
	Media Planning
	
	
	
	
	
	
	
	
	
	

	CPR 322
	Quantitative & Qualitative Research & Analysis
	
	
	
	
	
	
	
	
	
	

	CPR 323
	Public Relations Events & Activities
	
	
	
	
	
	
	
	
	
	

	MKT 324
	Direct Marketing
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	Level 6
	
	
	
	
	
	
	
	
	
	

	MKT 411
	Marketing Strategy 
	
	
	
	
	
	
	
	
	
	

	CPR 412
	Internet Promotion
	
	
	
	
	
	
	
	
	
	

	MAN 413
	Business Policy & Strategy
	
	
	
	
	
	
	
	
	
	

	CPR 421
	Corporate Communication & Image
	
	
	
	
	
	
	
	
	
	

	CPR 422
	Public Relations Planning & Strategy
	
	
	
	
	
	
	
	
	
	

	CPR 423
	Creative Advertising
	
	
	
	
	
	
	
	
	
	

	MAN 414/424
	Project I/II
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	


Appendix 4
field learning outcomes and core module assessment mapping of the marketing, communications & public relations field
	Field Core Modules
	ECN 111
	STA 112
	ACC 114
	MAN 116
	ECN 121
	LAW 122
	ACC 124
	MAN 126
	MKT 211
	MAN 212
	INF 213
	ACC 214
	MKT 221
	MAN 222
	ECN 223
	FIN 224
	CPR 311
	CPR 312
	CPR 313
	CPR 314
	CPR 321
	CPR 322
	CPR 323
	MKT 324
	MKT 411
	CPR 412
	MAN 413
	MAN 414
	CPR 421
	CPR 422
	CPR 423
	MAN 424

	Field Learning Outcomes
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Knowledge and Understanding
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	1) A basic knowledge and understanding of key business foundation disciplines such as organisation behaviour, business environment, accounting, marketing, business information systems, quantitat. methods and law for business 
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	2) A good critical knowledge and understanding of a range of activities within key business functional areas such as human resource management and operations management; and a good critical knowledge and understanding of international business issues.
	
	
	
	
	
	
	
	
	
	F

S
	
	
	
	F

S
	F

S
	
	
	
	
	
	
	
	
	
	
	
	F

S
	
	
	
	
	

	3) A detailed understanding of strategic management and a specialist critical knowledge and understanding of international business issues and of one or more business functional areas or contemporary business issues 
	
	
	
	
	
	
	
	
	
	F

S
	
	
	
	
	F

S
	
	
	
	
	
	
	
	
	
	
	
	F

S
	S
	
	
	F

S
	S

	Field Core Modules
	ECN 111
	STA 112
	ACC 114
	MAN 116
	ECN 121
	LAW 122
	ACC 124
	MAN 126
	MKT 211
	MAN 212
	INF 213
	ACC 214
	MKT 221
	MAN 222
	ECN 223
	FIN 224
	CPR 311
	CPR 312
	CPR 313
	CPR 314
	CPR 321
	CPR 322
	CPR 323
	MKT 324
	MKT 411
	CPR 412
	MAN 413
	MAN 414
	CPR 421
	CPR 422
	CPR 423
	MAN 424

	Field Learning Outcomes
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Knowledge and Understanding
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	(Continue)
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	4) An ability to integrate and apply academic theories to practice in a business context and an in depth specialist knowledge, with critical thinking, of a topical business and management issue (as a result of completion of the level Project Report).
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	S
	
	
	
	S

	Cognitive Skills
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	5) An ability to engage in complex abstract thought
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S
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S
	F
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S
	
	
	
	
	

	6) An ability to provide evidence of their analytic and evaluative capabilities.
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S
	F

S
	F

S
	F

S
	F

S
	F

S
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S
	F

S
	F
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	7) An integrated understanding of the main business functions and contextual domains from a variety of perspectives through several analytical and evaluative frameworks.
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	8) An ability to deal critically with business / management problems and issues in order to produce a management report containing recommendations for decision and subsequent action.
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	F

S
	S
	
	
	
	S

	Field Core Modules
	ECN 111
	STA 112
	ACC 114
	MAN 116
	ECN 121
	LAW 122
	ACC 124
	MAN 126
	MKT 211
	MAN 212
	INF 213
	ACC 214
	MKT 221
	MAN 222
	ECN 223
	FIN 224
	CPR 311
	CPR 312
	CPR 313
	CPR 314
	CPR 321
	CPR 322
	CPR 323
	MKT 324
	MKT 411
	CPR 412
	MAN 413
	MAN 414
	CPR 421
	CPR 422
	CPR 423
	MAN 424

	Field Learning Outcomes
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Knowledge and Understanding
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	(Continue)
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Practical Skills
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	9) Financial literacy through reading and interpreting financial and managerial information and other data.
	F

S
	F

S
	F

S
	
	F

S
	
	F

S
	
	F

S
	F

S
	
	F

S
	F

S
	F

S
	F

S
	F

S
	F

S
	
	
	F

S
	F

S
	F

S
	
	F

S
	
	F

S
	F

S
	S
	
	F

S
	F

S
	S

	10) The ability to use qualitative and quantitative research techniques.


	F

S
	F

S
	
	
	F

S
	
	
	
	F

S
	
	F

S
	
	F

S
	F

S
	F

S
	
	F

S
	F

S
	
	
	F

S
	F

S
	
	F

S
	
	F

S
	F

S
	S
	
	F

S
	F

S
	S

	11) The ability to function effectively in employment


	
	
	
	F

S
	
	
	
	F

S
	
	
	
	
	
	F

S
	F

S
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	For key skills mapping, refer to appendix 2


Notes:
· F: 
Formative Assessment

· S: 
Summative Assessment

Appendix 5

module delivery & assessment diagram mapping for the marketing, COMMUNICATIONS & public relations field
	
	Module

code
	Week

1
	Week

2
	Week

3
	Week

4
	Week

5
	Week

6
	Week

7
	Week

8
	Week

9
	Week

10
	Week

11
	Week

12
	Week

13
	Week

14
	Week

15
	Week

16

	Level 3
	Ecn 111
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	
	rW
	sa

	
	sta 112
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	rW
	sa

	
	acc 114
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	rW
	sa

	
	man 116
	
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	rW
	sa

	
	ecn 121
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	
	rW
	sa

	
	law 122
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	rW
	sa

	
	acc 125
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	rW
	sa

	
	man 126
	
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	rW
	sa

	level 4
	mkt 211
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	
	rW
	sa

	
	man 212
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	rW
	sa

	
	inf 213
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	rW
	sa

	
	acc 214
	
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	rW
	sa

	
	mkt 221
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	
	rW
	sa

	
	man 222
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	rW
	sa

	
	ecn 223
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	rW
	sa

	
	fin 224
	
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	rW
	sa

	level 5
	CPR 311
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	
	rW
	sa

	
	CPR 312
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	rW
	sa

	
	CPR 313
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	rW
	sa

	
	CPR 314
	
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	rW
	sa

	
	CPR 321
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	
	rW
	sa

	
	CPR 322
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	rW
	sa

	
	CPR 323
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	rW
	sa

	
	MKT 324
	
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	rW
	sa

	level 6
	MKT 411
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	
	rW
	sa

	
	CPR 412
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	rW
	sa

	
	MAN 413
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	rW
	sa

	
	CPR 421
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	
	rW
	sa

	
	CPR 422
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	
	rW
	sa

	
	CPR 423
	
	
	
	
	
	fa
	
	f
	
	fa
	
	f
	
	
	rW
	sa

	
	MAN 414/424
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	sa


Notes: FA: Formative Assessment, SA: Summative Assessment, F: Feedback, RW: Reading week
Appendix 6

assessment methods diagram mapping for the marketing, COMMUNICATIONS & public relations field
	Field Modules
	ECN 111
	STA 112
	ACC 114
	MAN 116
	ECN 121
	LAW 122
	ACC 124
	MAN 126
	MKT 211
	MAN 212
	INF 213
	ACC 214
	MKT 221
	MAN 222
	ECN 223
	FIN 224
	CPR 311
	CPR 312
	CPR 313
	CPR 314
	CPR 321
	CPR 322
	CPR 323
	MKT 324
	MKT 411
	CPR 412
	MAN 413
	MAN 414
	CPR 421
	CPR 422
	CPR 423
	MAN 424

	Assessment Method
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	essay


	(
	
	
	(
	(
	(
	
	(
	(
	
	(
	
	(
	
	
	
	
	(
	(
	
	
	
	
	
	
	
	
	
	
	
	
	

	problem exercise


	
	(
	(
	
	
	
	(
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	case study


	
	
	
	
	
	
	
	
	
	(
	
	(
	
	(
	(
	(
	(
	
	
	(
	(
	(
	(
	(
	(
	(
	(
	
	(
	(
	(
	

	presentation


	
	
	
	
	
	
	
	
	
	(
	(
	
	
	
	(
	
	(
	
	
	(
	
	
	
	
	(
	
	(
	(
	
	
	(
	(

	mid term test


	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	
	(
	(
	(
	

	examination


	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	(
	
	(
	(
	(
	

	group project


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	(
	
	
	
	(

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	


Appendix 7
general business & Management Benchmarks MAPPING for the BA (Hons) Marketing, communications & Public Relations field

	Benchmark
	Module(s)

	There is an expectation that degree programmes covered by this subject benchmark statement should provide a broad, analytical and highly integrated study of business and management.
	All modules, in particular:

Management Skills (MAN 116)

Management (MAN 126)

Marketing I & II (MKT 221)

Business Policy & Strategy (MAN 413)



	Graduates should be able to demonstrate relevant knowledge and understanding of organisations, the external environment in which they operate and how they are managed (see below).
	Human Resources Management (MAN 222)

Business & International Environment (ECN 223)

Marketing I & II (MKT 211 & MKT 221)

Direct Marketing (MKT 324)

Business Policy & Strategy (MAN 413)



	There is likely to be an emphasis upon understanding and responding to change and the consideration of the future of organisations and the external environment in which they operate. The interrelationships among and the interconnectedness between these areas are very important within the overall student learning experience, and should be demonstrated in the capabilities of successful graduates from all modes of delivery.

	Business & International Environment (ECN 223)

Direct Marketing (MKT 324)

Marketing Strategy (MKT 411)

Business Policy & Strategy (MAN 413)



	External environment - this encompasses a wide range of factors, including economic, environmental, ethical, legal, political, sociological and technological, together with their effects at local, national and international levels upon the strategy, behaviour, management and sustainability of organisations.

	Marketing I & II (MKT 221)

Human Resources Management (MAN 222)
Information Technology (INF 213)

Law & Business Law (LAW 122)

Business & International Environment (ECN 223)

Business Policy & Strategy (MAN 413)

Marketing Strategy (MKT 411)



	Management - this encompasses the various processes, procedures and practices for effective management of organisations. It includes theories, models, frameworks, tasks and roles of management together with rational analysis and other processes of decision making within organisations and in relation to the external environment.
	Management Skills (MAN 116)

Management (MAN 126)

Operations Management (MAN 212)
Human Resources Management (MAN 222)

Marketing Communications & Sales Promotions (CPR 314)



	Markets - the development and operation of markets for resources, goods and services
	Marketing I & II (MKT 211 & 221)

Business & International Environment (ECN 223)

Advertising & Communications (CPR 311)

Public Relations (CPR 313)

Marketing Communications & Sales Promotions (CPR 314)
Media Planning (CPR 321)

Direct Marketing (MKT 324)

Internet Promotion (CPR 412)

Business Policy & Strategy (MAN 413)

Public Relations Planning & Strategy (CPR 422)

Marketing Strategy (MKT 411)



	Customers - customer expectations, service and orientation 
	Marketing I & II (MKT 211 & 221)

Marketing Communications & Sales Promotions (CPR 314)
Advertising & Communications (CPR 311)
Public Relations (CPR 313)

Media Planning (CPR 321)

Direct Marketing (MKT 324)

Public Relations Planning & Strategy (CPR 422)

Marketing Strategy (MKT 411)



	Finance - the sources, uses and management of finance; the use of accounting and other information systems for managerial applications 
	Accounting I & II (ACC 114 & 124)

Management Accounting (ACC 214)
Business Finance (FIN 224)

Quantitative & Qualitative Research & Analysis (CPR 322)

Internet Promotion (CPR 412)


	People - the management and development of people within organisations 
	Management Skills (MAN 116)

Management (MAN 126)

Operations Management (MAN 212)

Human Resources Management (MAN 222)

Marketing Communications & Sales Promotions (CPR 314)

	Operations - the management of resources and operations 
	Operations Management (MAN 212)

Human Resources Management (MAN 222)

Business Policy & Strategy (MAN 413)



	Information systems - the development, management and exploitation of information systems and their impact upon organisations
	Information Technology (INF 213)
Internet Promotion (CPR 412)

Business Policy & Strategy (MAN 413)



	Communication and information technology - the comprehension and use of relevant communication and information technologies for application in business and management


	Information Technology (INF 213)

Internet Promotion (CPR 412)

	Business policy and strategy - the development of appropriate policies and strategies within a changing environment, to meet stakeholder interests 
	Marketing I & II (MKT 221)

Management Skills (MAN 116)

Management (MAN 126)

Human Resources Management (MAN 222)

Business Policy & Strategy (MAN 413)

Marketing Strategy (MKT 411)



	Pervasive issues - sustainability, globalisation, corporate social responsibility, diversity, business innovation, creativity, enterprise development, knowledge management and risk management. 


	Marketing I & II (MKT 211 & 221)

Management (MAN 126)

Human Resources Management (MAN 222)

Business & International Environment (ECN 223)

Corporate Communication & Image (CPR 421)

Direct Marketing (MKT 324)

Business Policy & Strategy (MAN 413)

Marketing Strategy (MKT 411)



	Business and management degrees are strongly related to practice and therefore there should be a strong link between the development of skills and employability of graduates.


	Most modules were developed with consideration of employability. In particular:
Management Skills (MAN 116)

Business & International Environment (ECN 223)

Human Resources Management (MAN 222)

Business Policy & Strategy (MAN 413)

Marketing Strategy (MKT 411)



	Skills – largely overlap with university key skills. Note:


	

	Effective problem solving and decision making using appropriate quantitative and qualitative skills including identifying, formulating and solving business problems. The ability to create, evaluate and assess a range of options together with the capacity to apply ideas and knowledge to a range of situations 


	Accounting I & II (ACC 114 & 124)

Management Accounting (ACC 214)

Business Finance (FIN 224)

Operations Management (MAN 212)

Quantitative & Qualitative Res. & Analysis (CPR 322)

Business Policy & Strategy (MAN 413)

Project I & II (MAN 414 & 424)



	Effective self-management in terms of time, planning and behaviour, motivation, self-starting, individual initiative and enterprise
	Management Skills (MAN 116)

Project I & II (MAN 414 & 424)



	Effective performance, within a team environment, including leadership, team building, influencing and project management skills.


	Management Skills (MAN 116)

Management (MAN 126)

Human Resources Management (MAN 222)

Project I & II (MAN 414 & 424)



	Interpersonal skills of effective listening, negotiating, persuasion and presentation 


	Management Skills (MAN 116)

Management (MAN 126)

Human Resources Management (MAN 222)



	Ability to conduct research into business and management issues, either individually or as part of a team for projects/dissertations/presentations. This requires familiarity with and an evaluative approach to a range of business data, sources of information and appropriate methodologies, and for such to inform the overall learning process.


	Management Skills (MAN 116)

Management (MAN 126)

Human Resources Management (MAN 222)

Quantitative & Qualitative Res. & Analysis (CPR 322)

Business Policy & Strategy (MAN 413)

Project I & II (MAN 414 & 424)



	Self reflection and criticality including self awareness, openness and sensitivity to diversity in terms of people, cultures, business and management issues. Also, the skills of learning to learn and developing a continuing appetite for learning; reflective, adaptive and collaborative learning. 


	Management Skills (MAN 116)

Management (MAN 126)

Human Resources Management (MAN 222)

Business & International Environment (ECN 223)

Marketing Communications & Sales Promotions (CPR 314)


	It is recognised that all programmes covered by these standards need to address issues at the European and international business levels. Where specific emphasis is placed upon this, for example, in the title or in requiring study and or work abroad, then appropriate business and cultural understanding and, where appropriate, foreign language capability should be developed and demonstrated by graduates.


	Business & International Environment (ECN 223)



	There should be an integrated teaching, learning and assessment strategy, which is explicit and demonstrates the appropriateness of the teaching and learning methods used, and assessment methods adopted, in relation to the intended learning outcomes and skills being developed, linked to the mode of delivery and the student profile.


	All modules.

	There should be integration between theory and practice by a variety of means according to the mode of delivery including, for example, work-based learning, work experience or placement, exposure to business issues including employer-based case studies, visits and inputs from visiting practising managers


	Marketing I & II (MKT 211 & 221)

Management (MAN 126)

Human Resources Management (MAN 222)

Direct Marketing (MKT 324)

Business Policy & Strategy (MAN 413)

Marketing Strategy (MKT 411)



	It is recognised that achievement in certain (skills) components may be difficult to assess. Nevertheless graduates will be expected to have attained appropriate achievement in knowledge, understanding and skills taken as a whole.


	All modules, in particular:

Business Policy & Strategy (MAN 413)

Public Relations Planning & Strategy (CPR 422)

Marketing Strategy (MKT 411)

Project I & II (MAN 414 & 424)
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