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A.
NATURE OF THE AWARD
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N/A
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                                                                            (3 year) 
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Intermediate Award(s):

Cert HE, Dip HE, Ordinary Degree

Field Title:



Marketing Communications & Advertising
FHEQ Level:



Honours 
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120 @ each of levels 4, 5 and 6 (full field)

(plus at least 60 additional level 5 credits for 4 year degree)
JACs code:



N590   3 years full time 
                                                                        N591   4 years sandwich 
QAA Benchmark Statement(s): 
General Business and Management 
Period of Registration:                 3 year programme: Minimum 3 years, Maximum 9 years
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Faculty
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School

Strategy, Marketing & Entrepreneurship
Location:



Kingston Hill

Richmond upon Thames College (levels four and five full field)
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B.
FEATURES OF THE FIELD

1.
Title:

The programme is available in the following forms:

BA (Hons) Marketing Communications & Advertising (3 year) 
BA (Hons) Marketing Communications & Advertising (4 year)

2.
Modes of Delivery

The fields are primarily intended to be offered on a full-time basis over either three or four years. Students may elect to proceed on a slower part-time basis although the time-table will not, at least initially, be designed with part-time students in mind. The third year of the optional four year version will be spent on a work placement, study exchange or study exchange/placement.

3.
Features of the Programme
The programme has been designed for those business students who wish to pursue a career in marketing communications and advertising but at the same time provides a general business education. It allows students the flexibility to switch to a more general business programme should they decide against a marketing career as they progress through the course. There is also considerable flexibility for students who have embarked on another business course to switch to this course at level five. The wide range of electives at level six allows for some specialisation whilst developing students’ overall knowledge of the marketing function.

The placement year offers practical experience to those who choose to take the four year version of the field. 
Kingston Business School is an accredited tuition centre for the Chartered Institute of Marketing (CIM) and this programme may offer exemptions from the CIM Postgraduate Diploma to students taking the appropriate combination of marketing options. Exemption from examinations of the Chartered Institute of Management Accountants and the Association of Certified Chartered Accountants may also be obtained by students taking the appropriate finance and accounting modules.
C.
EDUCATIONAL AIMS OF THE FIELD

As with all the undergraduate Business courses provided by the Faculty, the overall aims of
the Marketing Communications & Advertising fields are:

· to supply a supportive learning environment that will enable each student to achieve his or 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 and knowledge appropriate to make a successful career in marketing communications.

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


On completion of the programme students will be able to demonstrate:

· A basic knowledge and understanding of key business foundation disciplines such as business environment, accounting, marketing, business information systems, organisation behaviour and quantitative methods
· A good critical knowledge and understanding of a range of activities within the key business functional areas such as human resource management and  operations management, and a good critical knowledge and understanding of international business issues
· A detailed understanding of strategic management and of selected functional areas of business
Those students who complete the four year version of the programme will additionally be able to extend and enhance their learning through completion of a work placement and/or a period of study at an overseas partner institution (study exchange).

2.
Cognitive (thinking) Skills
On completion of the programme 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 integrated understanding of the main business functions and contextual domains from a variety of perspectives through several analytical and evaluative frameworks 

· an ability to deal critically with business/management problems and issues in order to produce recommendations for decision and subsequent action 
3.
Practical Skills

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

· the ability to use planning tools in forecasting, budgeting and project management

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

· the ability to use qualitative and quantitative research techniques

4.
Key Skills

On completion of the programme students will have acquired transferable skills to:
1. Self Awareness Skills

· Take responsibility for own learning and plan for and record own personal development

· Recognise own academic strengths and weaknesses, reflect on performance and progress and respond to feedback

· Organise self effectively, agreeing and setting realistic targets, accessing support where appropriate and managing time to achieve targets

· Work effectively without supervision in unfamiliar contexts

2. Communication Skills

· Express ideas clearly and unambiguously in writing and the spoken word (including CV writing)

· Present, challenge and defend ideas effectively

· Actively listen to ideas of others in an unbiased way

3. Interpersonal Skills

· Work well with others in a group or team

· Work flexibly and respond to change

· Discuss and debate with others and make concessions to reach agreement

· Give, accept and respond to constructive feedback

· Show sensitivity and respect for diverse values and beliefs

4. Research and Information Literacy Skills

· Search for and select relevant sources of information

· Critically evaluate information and use it appropriately

· Apply the ethical and legal requirements in both the access and use of information

· Accurately cite and reference information sources

· Use appropriate software and IT technology aids 

5. Numeracy Skills

· Handle and understand number as required for context

· Interpret and apply data to inform judgments

6. Management and Leadership Skills

· Determine the scope of a task (or project)

· Identify resources needed to undertake the task (or project) and to schedule and manage the resources

· Evidence ability to successfully complete and evaluate a task (or project), revising the plan where necessary

· Motivate and direct others to enable an effective contribution from all participants

7. Creativity and Problem Solving Skills

· View problems from a range of perspectives to find solutions to problems

· Imagine, create and exploit ideas

· Work with complex ideas and justify judgments made through effective use
A mapping of the field learning outcomes and where they are assessed on core modules of the programme is presented  in Appendix 1.

E.
PROGRAMME STRUCTURE 
The field is part of the University’s Undergraduate Modular Scheme (UMS).  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. All levels are normally made up of eight modules each worth 15 credits (or an equivalent combination of half and multiple modules in some cases).  Typically, a student must complete 120 credits at each level. 
 When the field culminates in an honours degree it is the higher levels 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. Specific variations to the UMS that are required for professional accreditation are outlined in section L and will be provided in detail for students in field handbooks.

The Marketing Communications & Advertising (3 year) course consists of 120 level four credits, 120 level five credits and 120 level six credits. The first two years of the course may be taken either at the University or at Richmond upon Thames College. The final year is only available at the University.

The Marketing Communications & Advertising (4 year) field consists of 120 level four credits, at least 180 level five credits and 120 level six credits. The additional level five credits are gained through successful completion of a placement, placement/study exchange or study exchange during the third year. These credits do not count towards the ultimate classification of the degree. The first and second years are available either at the University or at Richmond upon Thames College. The fourth year of the course is undertaken at the University.

Level Four
The first year consists of six core modules and one elective module. The year commences at the beginning of the university’s undergraduate induction week in late September and runs over two semesters through to the end of the examination period in June. Level four consists of one 30 credit module which runs over both semesters, and six 15 credit modules which, with the exception of language modules, run over one semester. 

The focus of the core modules in the first year is on an introduction to the key business foundation disciplines.  The university key skills framework is incorporated into the core modules.  Successful completion of level four would entitle a student to a Certificate of Higher Education.

	LEVEL FOUR Core Modules

	Code
	Title
	Credits
	Semester
	Co- or Pre-requisites

	BH1203
	Managing Yourself and Others
	30
	1 and 2
	None

	BS1106
	Business Environment
	15
	1
	None

	BM1207
	Marketing
	15
	1
	None

	BB1754 or
BB1753
	Business Information Systems  or
Information Technology for Business
	15
	1
	None

	BA1109
	Business Accounting
	15
	2
	None

	BB1751 or
BB1789
	Quantitative Methods  or
Mathematics for Business Systems
	15
	2
	BB1754

BB1753

	LEVEL FOUR Option Modules: One to be taken

The options may be chosen (subject to timetabling and pre-requisites) from those available to any of the Business Undergraduate Modular Programme fields.  Indicative modules are:

	LL1147
	Law for Business
	15
	2
	None

	KL1948
	English for Academic Purposes
	15
	1 and 2
	None

	Various
	Kingston Language Scheme module (language and stage dependent)
	15
	1, 2 or

1 and 2
	None


The six core modules are core to a number of other undergraduate business courses and permit a considerable degree of flexibility to transfer between courses subsequently. 

Students who have passed all their core level four modules will be permitted to trail one failed 15 credit elective module into level 5.

Level Five 
All modules at level five run over one semester, with the exception of some KLS language modules, Managing Your Career and the Young Enterprise module. The second year consists of seven core and one elective module. Students on the four year version of the degree must normally have completed at least 60 credits of level five modules before being permitted to enrol for a study exchange or placement module.  Successful completion of all level five modules would qualify a student for a Diploma of Higher Education.

There is a degree of flexibility in the structure of level five of this field to facilitate transfer into the field at level five from other business courses within the Faculty.

	LEVEL FIVE Core Modules

	Code
	Title
	Credit
	Semester
	Co- or Pre-requisites

	BH2301
	Human Resource Management 
	15
	2
	None

	BS2021
	International Business and Institutions
	15
	2
	BS1106

	BO2022
	Operations Management
	15
	1
	BB1751/BB1789

	BA2215
	Accounting for Business Performance
	15
	1
	BA1109

	BM2203
	Marketing Communications Planning

(if BM1207 was not taken at level four, BM2201 will be taken instead)
	15
	1
	BM1207

	BM2210
	Qualitative Market Research
	15
	1
	BM1207 (or BM2201 as co-requisite)

	BM2212
	Quantitative Market Research 
	15
	2
	BM1207 (or BM2201 as co-requisite) and  BB1137

	LEVEL FIVE Option Modules: One to be taken
The option may be chosen (subject to timetabling and pre-requisites) from those available to any of the Business Undergraduate Modular Programme fields. It may be taken in either semester one or semester two.

	Various
	An indicative list is given in Appendix 2
	15
	1 or 2
	See appendix 2


	LEVEL FIVE : Year three of the four year programme

	Code
	Title
	Credit
	Semester
	Co- or Pre-requisites

	BH2010

BH2300

BH2400
	Either Work Placement

or Study Exchange

or Study Exchange/Work Placement
	60

120

90
	1 and 2

1 and 2

1 and 2
	120 Level four credits and at least 60 level five credits


Level Six
Level six consists of three core modules and two elective modules, all of which run over both semesters. The delivery model differs in the final year to give students the opportunity to reach an appropriate level of depth.  Level six directs students towards successful independent study, critical independent research and further development of their analytical and evaluative skills.  

	LEVEL SIX Core Modules

	Code 
	Module Title
	Credits
	Co- or Pre-requisites

	BM3613
	Advertising Strategy & Planning
	22.5
	BM1207 
and BM2203

	BM3609
	Strategic Marketing Decisions
	22.5
	BM1207 

	BS3100
	Strategic Management 
	30
	To have completed all requirements for entry to level six of the field. 

	and Two electives from the level six marketing electives (Appendix 3). 

BB3200 Dissertation may also be included in this choice. 
	2x22.5
	See appendix 3


A student who has completed all of levels four and five and has obtained at least 60 credits of level six would be entitled to an ordinary degree.

Transfer Points

Students may transfer from this course at the end of level four to level five of the BA (Hons) Business Management course. Dependent upon the electives taken at level four, it may also be possible for students at the University to transfer into BA (Hons) Marketing Management, BA (Hons) Human Resource Management, BA (Hons) Business Management Analysis or BA (Hons) Business Studies.  Dependent upon whether students have studied a language or have a previous language qualification, it may also be possible for students at the University to transfer into BA International Business.

Students who have completed level four of BA Business Management or BA Business Studies will be able to transfer to level five of this course. 
Students who have completed level five of BA Marketing Management will be able to transfer to level six of this course providing they have completed BM2203 Marketing Communications Planning, BM2210 Qualitative Market Research and BM2212 Quantitative Market Research.  

F.
PROGRAMME REFERENCE POINTS

The programme has been designed with reference to the General Business and Management Benchmarking statement although, as a specialist degree, it is not required to comply with this 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 marketing communications and advertising 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 the solving of problems. The emphasis of the programme is on developing the ability of students to operate as autonomous learners and much of the learning will take place by independent study, either individually or in groups. Independent study is increasingly supported by StudySpace, the electronic learning management system, as well as by the Learning Resources Centres. As students progress through the programme it is expected that they will become increasingly capable of managing their own learning. 

Each of the module descriptors contains details of the teaching and learning approaches employed in that particular module.  The approaches used will depend partly on the number of students enrolled on the module, but may include a combination of lecture/other plenary sessions, small group work sessions to be used for seminars and workshops and computing laboratories.  In a number of modules students will also be expected to work in groups which are not tutor-supervised since there is considerable emphasis throughout the programme in developing the ability of students to work effectively in groups.

Marketing Communications & Advertising involves a diverse range of disciplines and students enroll on the field with varying prior experience particularly in relation to quantitative methods, academic English and IT skills. Support for all these skills is provided both within and outside the curriculum. 

H.
ASSESSMENT STRATEGIES

A range of assessment strategies are employed in the programme. Assessment is designed to allow students to demonstrate that they have achieved the learning outcomes of the programme 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. 

Summative assessment methods used include examinations and in-module tests  (i.e. time-constrained assessments within a controlled setting), individual and group presentations and different forms of individual and group written in-module assessment. Both examinations and in-module tests may take a variety of forms, including traditional unseen, open book, pre-released papers, on-line testing and OMR multiple choice questions. Written in-module assessment may cover a range of possibilities including essays, reports and individual reflection. 

In-module assessment will generally be designed to have both formative and summative effect. Feedback will be provided by module tutors and, except in relation to in-module tests, students will normally be required as part of the submission of the work to reflect on the process of producing it. In those modules in which sustained and continuous effort and feedback throughout the module is considered particularly important, the assessment strategy is designed to reflect this.

A mapping of the field learning outcomes and where they are assessed on core modules of the programme is presented  in Appendix 1.

I.
ENTRY QUALIFICATIONS

1.
The minimum entry qualifications for the programme are:

The minimum entry qualifications for entrants to the programme are 280 points, including a minimum of two 6 unit awards at A level or equivalent, and GCSE English and Mathematics with at least grade C.  Entry is not dependent on having studied any particular discipline.  Key skills may not be included within the overall tariff requirement. Students are, however, strongly advised to develop these skills and to provide evidence of them on the UCAS application form. 
Applicants with a minimum of 160 but fewer than 280 UCAS points may still be considered for Business Management at one of our partner colleges for the first two years of the programme. This is because the lower staff-student ratio and consequential higher level of personal support in the partner colleges makes it possible for them to admit students with fewer points than would be appropriate for admission to the University.

Applications from students on Access courses or from international students with relevant qualifications are welcome. Applications from mature students with relevant experience are welcome.

Students with advanced standing are welcome to apply. This might include having acquired relevant level four and/or level five undergraduate credits from Kingston University or from another university. 
2.
Typical entry qualifications set for entrants to the programme are:


As there is a considerable degree of flexibility to transfer to Marketing Communications & Advertising from another programme offered by the Faculty, the minimum entry criteria is the standard entry criteria. 

Students seeking direct entry into the final year of the Marketing Communications & Advertising programme may have completed a HND in a business related topic and within this will have taken modules covering the main business functional areas, as per the first two years of the Marketing Management programme.
J.
CAREER OPPORTUNITIES

Students will be prepared for careers within marketing communications. In particular they will have the knowledge and skills set to apply for jobs on the client side or within appropriate agencies serving the marketing function, for example; advertising, sales promotion, market research and public relations. They will also be appropriately qualified for careers in marketing management, probably at junior product manager level.

K.
INDICATORS OF QUALITY

· Kingston Business School is an accredited tuition centre for the Chartered Institute of Marketing. Lecturers within the school are examiners for both this and for the Market Research Society.

· The Chartered Institute of Personnel and Development recognises Kingston Business School as a Centre of Excellence. The BA HRM has been accredited by the Institute giving students Graduate CIPD Membership.

· The Kingston Business School MBA is accredited by the Association of MBAs.
· A Kingston Business School student won the prestigious Intern of the Year award for his placement at Microsoft during 2008.
L.
APPROVED VARIANTS FROM THE UMS

There are no variants from the UMS.
Appendix 1 - Mapping of Learning Outcomes to Assessment of Core Modules on BA Marketing Communications & Advertising
	Learning Outcome
	Module:

	1.
KNOWLEDGE AND UNDERSTANDING
	

	A basic knowledge and understanding of key business foundation disciplines such as business environment, accounting, marketing, business information systems, organisational behaviour and quantitative methods
	BH1203 Managing Yourself and Others

BS1106 Business Environment

BB1754 Business Information Systems or BB1753 Information Technology for Business
BM1207 Marketing

BB1751 Quantitative Methods or BB1789 Maths for Business Systems (MBS)

BA1109 Business Accounting

	A good critical knowledge and understanding of a range of activities within the key business functional areas such as human resource management and  operations management, and a good critical knowledge and understanding of international business issues
	BO2022 Operations Management
BS2021 International Business and Institutions

BH2301 Human Resource Management I

BA2215 Accounting For Business Performance

	A detailed understanding of strategic management and of selected functional areas of business
	BS3100 Strategic Management

BM2203 Marketing Communications Planning
BM3613 Strategic Marketing Decisions

	2.
COGNITIVE (THINKING) SKILLS
	

	an ability to engage in complex abstract thought
	BS3100 Strategic Management 
BM3609 Strategic Marketing Decisions

BB1751 Quantitative Methods or BB1789 MBS

	an ability to provide evidence of their analytic and evaluative capabilities
	BB1751 Quantitative Methods or BB1789 MBS

BM2210 Qualitative Market Research

BM2212 Quantitative Market Research

	an integrated understanding of the main business functions and contextual domains from a variety of perspectives through several analytical and evaluative frameworks
	BO2022 Operations Management
BS2021 International Business and Institutions

BS3100 Strategic Management 

	an ability to deal critically with business/management problems and issues in order to produce recommendations for decision and subsequent action
	BS3100 Strategic Management 
BM2203 Marketing Communications Planning


Appendix 1 - Mapping of Learning Outcomes to Assessment of Core Modules continued
	3.
PRACTICAL SKILLS
	

	the ability to use planning tools in forecasting, budgeting and project management
	BO2022 Operations Management
BA2215 Accounting For Business Performance
BM2203 Marketing Communications Planning

BM3613 Strategic Marketing Decisions

	financial literacy through reading and interpreting financial and managerial information and other data
	BA1109 Business Accounting

BA2215 Accounting For Business Performance

	the ability to use qualitative and quantitative research techniques
	BM1207 Marketing

BB1751 Quantitative Methods or BB1789 MBS

BM2210 Qualitative Market Research

BM2212 Quantitative Market Research

BS3100 Strategic Management 


4. KEY SKILLS OUTCOMES 

	1. SELF AWARENESS SKILLS: 
	Module:

	Take responsibility for own learning and plan for and record own personal development 
	BH1203 Managing Yourself and Others

BB1754 Business Information Systems or BB1753 ITB 

	Recognise own academic strengths and weaknesses reflect on performance and progress and respond to feedback
	BH1203 Managing Yourself and Others

BB1751 Quantitative Methods or BB1789 MBS 

	Organise self effectively, agreeing and setting realistic targets, accessing support where appropriate and managing time to achieve targets
	BB1754 Business Information Systems or BB1753 ITB

BM1207 Marketing

	Work effectively without supervision in unfamiliar contexts  
	BM1207 Marketing


4. KEY SKILLS OUTCOMES continued
	2. COMMUNICATION SKILLS: 
	

	Express ideas clearly and unambiguously in writing and the spoken word (including CV writing)
	BH1203 Managing Yourself and Others

BS1106 Business Environment

BM1207 Marketing

BA1109 Business Accounting

	Present, challenge and defend ideas effectively 
	BH1203 Managing Yourself and Others

BM1207 Marketing

	Actively listen to ideas of others in an unbiased way
	BM1207 Marketing

	3. INTERPERSONAL SKILLS:
	

	Work well with others in a group or team
	BH1203 Managing Yourself and Others

BM1207 Marketing

	Work flexibly and respond to change.
	BS2201 International Business and Institutions

BS3100 Strategic Management 

	Discuss and debate with others and make concessions to reach agreement
	BM1207 Marketing

	Give, accept and respond to constructive feedback 
	BS2201 International Business and Institutions
BS3100 Strategic Management 

	Show sensitivity and respect for diverse values and beliefs
	BM1207 Marketing

	4. CREATIVITY AND PROBLEM SOLVING SKILLS: 
	

	View problems from a range of perspectives to find solutions to problems
	BM1207 Marketing

BB1751 Quantitative Methods or BB1789 MBS

	Imagine, create and exploit ideas
	BH1203 Managing Yourself and Others

	Work with complex ideas and justify judgements made through effective use of evidence
	BB1751 Quantitative Methods or BB1789 MBS 


4. KEY SKILLS OUTCOMES continued
	5. RESEARCH AND INFORMATION LITERACY SKILLS: 
	MODULE:

	Search for and select relevant sources of information
	BH1203 Managing Yourself and Others

BS1106 Business Environment
BM2210 Qualitative Market Research

BM2212 Quantitative Market Research

	Critically evaluate information and use it appropriately
	BS3100 Strategic Management 

BM3609 Strategic Marketing Decisions

BM2210 Qualitative Market Research

BM2212 Quantitative Market Research

	Apply the ethical and legal requirements in both the access and use of information
	BH1203 Managing Yourself and Others

BM1207 Marketing
BM2210 Qualitative Market Research

BM2212 Quantitative Market Research

	Accurately cite and reference information sources
	BH1203 Managing Yourself and Others

BS1106 Business Environment

	Use software/IT technology as appropriate
	BB1754 Business Information Systems or BB1753 ITB 
BB1751 Quantitative Methods or BB1789 MBS

	6. NUMERACY SKILLS: 
	

	Handle and understand number as required for context 
	BA1109 Business Accounting

BB1751 Quantitative Methods or 
BB1789 MBS BA2215 Accounting for Business Performance

BM2210 Qualitative Market Research

BM2212 Quantitative Market Research

	Interpret and apply data to inform judgements
	BA1109 Business Accounting

BB1751 Quantitative Methods/ BB1789 MBS

BA2215 Accounting for Business Performance

BM2210 Qualitative Market Research

BM2212 Quantitative Market Research


4. KEY SKILLS OUTCOMES continued
	7. MANAGEMENT AND LEADERSHIP SKILLS: 
	

	Determine the scope of a task (or project)
	BS3100 Strategic Management 

	Identify resources needed to undertake the task (or project) and to schedule and manage the resources
	BH1203 Managing Yourself and Others

BM1207 Marketing

	Evidence ability to successfully complete and evaluate a task (or project), revising the plan where necessary 
	BM1207 Marketing



	Motivate and direct others to enable an effective contribution from all participants
	BH1203 Managing Yourself and Others


Appendix 2 – Level Five Electives

	Module Code
	Module Title
	Credits
	Semester
	Pre- and Co-requisites
	Preclusions

	LL2100
	Agency and Partnership Law
	15
	2
	LL1147
	

	LL2149
	Employment Law for Business
	15
	2
	LL1147
	

	BS2301
	Culture and International Business
	15
	1
	BS1106, BS2021
	

	BH2221
	Employee Relations
	15
	1
	BH1203
	

	BH2550
	Managing Your Career
	15
	1 and 2
	None
	

	BM2203
	Marketing Communications Planning
	15
	1
	BM1207
	

	BM2210
	Qualitative Market Research
	15
	1
	BM1207, BM2112
	Not available if taking BB2274

	BM2212
	Quantitative Market Research
	15
	2
	BM1207
	Not available if taking BB2274

	BM2206
	Marketing Applications
	15
	2
	BM1207
	

	BM2202
	Retail Management
	15
	2
	BM1207
	

	BS2300
	Enterprise in Society
	15
	1
	BS1106
	

	BS2003
	Young Enterprise
	15
	1 and 2
	None
	

	BB2116
	Project Management
	15
	2
	BB1751/ BB1789 MBS
	

	BS2548
	Research Methods
	15
	1
	BB1751/ BB1789 MBS
	

	BB2274
	Business Statistics
	15
	1
	BB1751/ BB1789 MBS
	

	BB2275
	Management Science
	15
	2
	BB1751/ BB1789 MBS
	

	BB2001
	Global Information Technology
	15
	1
	BB1754/BB1753
	

	BB2003
	Information Systems Development for Business (ISDB)
	15
	2
	BB1754/BB1753
	

	Various
	Kingston Language Scheme module (language and stage dependent)
	15
	1 and 2
	KLS Stage One/  relevant GCSE
	


Appendix 3: Level Six Marketing Electives
	Module Code
	Module Title
	Pre- and Co-requisites
	Preclusions

	
	
	
	

	BM3600
	International Marketing
	BM1207 or BM2201 
	

	BM3602
	New Product Development
	BM1207 or BM2201 
	

	BM3603
	Marketing Communications
	BM1207 or BM2201 
	Not available if BM2203 is taken at Level 5 or if taking BM3613 

	BM3604
	Buyer Behaviour
	BM1207 or BM2201
	

	BM3605
	Retail Strategy and Management
	BM1207 or BM2201 
	Not available if BM2202 Retailing Management is taken at Level 5

	BM3606
	Services Marketing
	BM1207 or BM2201 
	

	BM3607
	Direct Marketing
	BM1207 or BM2201 
	

	BM3608
	Virtual Marketing
	BM1207 or BM2201
	

	BM3610
	Business to Business Marketing
	BM1207 or BM2201 
	

	BM3611
	Managing Brands
	BM1207 or BM2201 
	

	BM3614
	Professional Selling & Sales Management
	BM1207 or BM2201
	

	BB3200
	Dissertation
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