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B.
FEATURES OF THE FIELD
1.
Title

MA in Strategic Marketing Management

2.
Modes of Delivery

The programme may be offered in the following alternative patterns:


Part-time: Weekends.


Part-time: Weekdays.

3.
Features of the Programme

The programme provides mature marketing professionals with the opportunity to upgrade and validate their knowledge of marketing theory and to broaden their appreciation of current ‘best practice’ marketing applications in order to leverage organisational performance.

The programme is officially recognised by The Chartered Institute of Marketing, The Institute of Direct Marketing and The Market Research Society.

C.
EDUCATIONAL AIMS OF THE FIELD
The MA in Strategic Marketing Management programme provides students, who are already practising marketing professionals, with the opportunity to:


elevate their level of knowledge and skill


ready themselves for higher level marketing management responsibilities


improve the level and range of their theoretical marketing knowledge and the application of advanced and current marketing techniques


develop advanced analytical, evaluative and consultative skills


enable students to develop research skills and, more specifically, to research particular areas of marketing in-depth, via elective courses and the dissertation


be able to contribute significantly to the success, evolution and strategic direction of their respective organisations


be able to appreciate the strategic implications of marketing decisions


maximise the effectiveness and efficiency of tactical/operational marketing decisions.

D.
LEARNING OUTCOMES OF THE FIELD
1.
Knowledge and Understanding

On successful completion of the MA in Strategic Marketing management, students will be able to:


demonstrate an understanding of the role of marketing and appraise this role within the business environment


critically reflect upon and demonstrate an advanced level of understanding of the theoretical bases relevant to marketing decisions


demonstrate a critical understanding of the methodological issues in marketing and the ability to apply this knowledge to the analysis and evaluation of marketing problems.

2.
Cognitive (Thinking) Skills

On completion of the MA in Strategic Marketing Management, students will be able to demonstrate the ability to:


think in a critically reflective and creative manner


analyse and solve complex problems


organise and synthesise complex problems


evaluate and make recommendations for the improvement of actual business situation(s), as evidenced via the dissertation.

3.
Practical Skills

Application of SPSS software, in the analysis and interpretation of market research and other data.

4.
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 marketing industry, such as the ability to:


appreciate the importance of recent advances and theoretical developments in the field of marketing and how these might be applied to leverage business performance

critically reflect upon and demonstrate an advanced level of understanding of the theoretical bases relevant to marketing decisions

demonstrate a critical understanding of the methodological issues in marketing and the ability to apply this knowledge to the analysis and evaluation of marketing problems

demonstrate a critical understanding of a variety of mathematical and statistical techniques, and to discriminate between techniques appropriate to the solution of marketing problems

select and use appropriate IT tools for the solution of marketing problems

demonstrate clarity of problem definition and scope, critical evaluation of a focused review of relevant literature, selection of appropriate methodology, proficiency in the collection, analysis and interpretation of data, ability to synthesise material in making relevant conclusions and recommendations via the dissertation

demonstrate expertise in critically appraising marketing plans

critically evaluate opportunities and the strategic implications of marketing decisions.
E.
FIELD STRUCTURE
The MASMM programme has been brought within the Kingston University Postgraduate Credit Framework, in accordance with University policy. This provides an architecture of M level modules and half modules totalling 180 credits (equivalent to 1800 learning hours). The highly specialised nature of the MASMM programme makes offering modules to other parts of the University impractical.

On entry, students are evaluated through interview and practical exercises (one 2-hour written examination, based on a pre-seen case study, and one 30-minute numerical reasoning test) in order to be able to justify awarding 60 APL or APEL credit points. This leaves a balance of 120 points to be gained for the award of a Master’s Degree.

Students attaining 120 points may be eligible for the award of a Diploma in Business. The programme structure is outlined in Table 1 below.

Table 1: Structure of MA in Strategic Marketing Management

	Module Code
	Module Title
	Total Hours Directed Learning
	Minimum Hours Study Group Learning
	Minimum Hours Self-Supported Study
	Total Notional Learning Hours
	Credits

	Semester 1 (Oct-March)

	BMM020
	Advanced Marketing Management
	24
	24
	
102
	
150
	
15

	BSM020
	Advanced Marketing Strategy
	24
	24
	
102
	
150
	
15

	BMM021
	Consumer Behaviour
	12
	12
	
51
	
75
	
7.5

	BMM022-029
	Electives
	24
	24
	
102
	
150
	
15

	
	Workshops
	12
	12
	
51
	
75
	
7.5

	
	Total Semester 1
	96
	
	
	
	
60

	Semester 2 (April-October)

	BHM514
	Personal Development
	4
	
	
	
	
N/A

	BMM006
	Research Methods
	20
	
	
	
	
15

	BMM012
	Dissertation
	Individual Supervisor
	
	
	
	
45

	
	Total Semester 2
	-
	
	
	
	
60

	
	Grand Total
	
	
	
	
	
120


F.
FIELD REFERENCE POINTS
The main reference point is the QAA Benchmark Statement for Master’s Awards in Business and Management. The MASMM master’s award conforms to the Type 1B model.

G.
TEACHING AND LEARNING STRATEGIES
To acquire both the breadth and depth of understanding in the area of marketing in a one year part-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.


case materials and exercises.


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.

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 (6 members maximum) 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 programme.

H.
ASSESSMENT STRATEGIES
The overall philosophy of assessment is to:

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


enable students to demonstrate their capacity for individual, in-depth, creative and critical thinking on complex issues involving all aspects of marketing management and other business functions


enable students to demonstrate their capacity for developing flexible and innovative, technical and conceptual solutions to problems


provide opportunities for students to utilise their own experience and research to produce reports and presentations of a content/ quality expected in higher-level business situations


ensure that students are capable of demonstrating their intellectual rigour commensurate with a master’s programme


provide an equitable and reliable measure of achievement and a source of feedback.

Thus the structure of the programme is designed to provide students with the academic bases of marketing and the skills required for success as a senior level manager/director working in the area of marketing. Hence, the assessment regulations require that students demonstrate the acquisition of skills and knowledge and that they research and report in-depth on a specific marketing problem.

I.
ENTRY QUALIFICATIONS
The modules available through the MA in Strategic Marketing Management are open to all students who:


have at least 3 to 4 years practical experience in performing a marketing function in either the private, public or ‘not for profit’ sectors

and


are graduates in a relevant discipline and can provide evidence of postgraduate specialisation in marketing (eg a Chartered Institute of Marketing Postgraduate Diploma or equivalent)

Alternatively, entrants to the programme:


can offer only one or other of the above academic qualifications but can provide evidence of equivalence for the missing qualification, or


can offer neither of the above, but can provide evidence of extensive experience in a senior marketing function over several years.

Eligibility to study under the MA in Strategic Marketing Management programme can be demonstrated through APL, APEL, or a combination of both.

Candidates wishing to claim credit through APL must demonstrate successful completion, within the previous five years, of a diploma level course in a relevant subject area.

Candidates who are unable to demonstrate attainment of the required amount of credit by APL may seek to demonstrate attainment of the balance of all of the required credit through APEL.

Candidates seeking to claim credit by APEL will have to demonstrate successful completion of 75% of the relevant learning outcomes in order to be eligible for the programme.

Selection of applicants to the MASMM programme will normally be based on the following criteria: degree; postgraduate marketing qualification; evidence to demonstrate attainment of 60 M Level credits by APL or APEL; substantial work experience (ie at least three years) in a marketing environment; suitable personal references; a personal interview.

J.
CAREER OPPORTUNITIES
Nearly all students are employed and have extensive experience of marketing prior to joining. Completion of the MASMM will prepare students for more senior marketing manager and/or director roles in private, public and ‘not for profit’ sector organisations. Tracking of alumni has confirmed that the programme is effective in leveraging professional confidence, job related effectiveness and career progression.

K.
INDICATORS OF QUALITY
This is one of a small number of specialist master’s level programmes aimed at marketing executives. The programme is recognised by the Chartered Institute of Marketing, The Institute of Direct Marketing and the Market Research Society. Kingston Business School is an accredited study centre for the provision of Continuing Professional Development and an accredited tuition centre for the chartered Institute of Marketing Professional Postgraduate Diploma.

L.
APPROVED VARIANTS FROM THE PCF
1.
Master’s Degree

To be eligible for this award, a student must have achieved a balance of 120 (180 in total) credits at M level in the modules required.


Commendation

Students who achieve at least 60% across at least two-thirds of the 120 credits available will be awarded their degree with ‘commendation’.


Distinction

Students who achieve at least 70% across at least two-thirds of the 120 credits available will be awarded their degree with ‘distinction’.

2.
Postgraduate Diploma in Business

To be eligible for this award, a student must have achieved at least 120 credits at M level in the required modules. The award of a Postgraduate Diploma in Marketing is not considered appropriate, in order to avoid confusion with the Chartered Institute of Marketing’s Diploma, which is a preferred entry requirement for this programme.

Usually, such students will have completed Part 1 of the programme (60 credits on entry, plus 60 credits acquired through Part 1 = 120 credits in total) but may have failed to complete Part 2.
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