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B.
Features of the Field

1.
Title

MAin Marketing & Finance (MMGF)

PG Diploma in Marketing & Finance

PG Certificate in Marketing & Finance 

2.
Modes of Delivery

At Kingston University, the field is only available in the full-time delivery mode. 

3.
Features of the field

The field, MA in Marketing and Finance (MMGF) is a joint master’s degree delivered by the Department of Accounting & Finance and the Department of Strategy, Marketing and Entrepreneurship. MMGF has a modular structure that enables advantage to be taken of the modules available from the Postgraduate Modular Finance Scheme and the Marketing suite of courses. The modular structure has been developed in accordance with the University’s Postgraduate Credit Framework.

This modular structure and commonality with the PGMFS and Marketing programmes provides a number of benefits. First, the common set of modules has created economies of scale. This, in turn, has allowed the provision of additional specialist modules in the second semester. Third, the structure has extended student option choice considerably.
C.
Educational Aims of the Field

All fields leading to taught postgraduate awards must fulfil the general educational aims of the University (Regulations for Courses leading to Awards of Kingston University and those conferred under licence, October 2000). The educational aims of the MMGF programme are:

· To students with a broad, integrated, educational foundation in the academic and practical disciplines associated with marketing and financial management, with a strategic focus;

· To develop course members’ knowledge and understanding of the principles, concepts, theories, issues, problems and empirical evidence associated with marketing and financial management;

· To provide a critical understanding of alternative research methods and develop research skills and to enable course members to originate, to plan, to undertake and to present the findings of a substantial research project in the field of financial or general business management;.

· To develop student knowledge and critical skills necessary for analysis and synthesis, and continuing professional development in a management role
D.
Learning Outcomes of the Field

On successful completion of the final award, graduates will be able to demonstrate achievement of the following learning outcomes:

1.
Knowledge and understanding

· demonstrate knowledge and a critical understanding of the core theoretical contributions to marketing and financial management and how these might be applied;

· demonstrate knowledge and a critical appreciation of key findings from the related empirical research literatures;

· identify and explore the connections between the legal, economic and social environments as they bear on marketing and financial management;
· identify the relative merits and disadvantages of various research methods and techniques and to competence in the application of those methods and techniques;
2.
Cognitive skills

· analyse, interpret and present financial and management data and information sources and demonstrate a critical awareness of the relevance and limitations of such analyses;

· evaluate issues, problems and opportunities associated with marketing and financial management and demonstrate how these functions bear on the activities of modern corporations and institutions; 

· undertake critical self-reflection of the learning process and experience, and demonstrate how this reflection and learning can be utilised to enhance future performance.

3.
Practical skills

· demonstrate skills of analysis and synthesis, and apply them to issues and decisions associated with marketing and financial management;
· identify and utilise appropriate research strategies, methods and sources of data and information in order to formulate, design, manage and execute a substantial research project, and present and communicate the research findings in an appropriate form.
4. Key skills

On completion of the field students will have enhanced their transferable skills to:

a. Self awareness skills 
· clarify and set personal values and objectives;

· manage time and tasks;

· learn through reflection on current practice and past experience;

· develop self awareness in relation to academic and personal development;

· through self-refection, identify areas of knowledge, understanding, and practice that require further development;

· monitor and review own progress in relation to academic and personal development.
b. Communication Skills

· make effective contributions to group work and discussions;

· make effective oral presentations to advocate a case or course of action;

· engage in bilateral and multilateral communication and to listen actively and effectively;

· use appropriate ICT to make presentations; 
· present written materials in a variety of formats (essays, reports, dissertation).
c. Interpersonal Skills 
· recognise and utilise individual contributions to group processes;

· negotiate and persuade others;

· assert one's own values whilst respecting others;
· demonstrate the key inter-personal skills required for effective management and implementation of solutions at all levels within and outside organisations; 
· develop within their study groups their capacity for leadership, group working undertaking team roles, co-ordinating team actions, developing solutions to problems and presenting findings through group presentations.    

d. Creativity and problem solving 
· demonstrate an ability to think creatively and to generate ideas;
· evaluate business problems and processes, generate and evaluate solutions.
e. Research and information literacy skills 
· acquire research and informational handling skills as a basis for further academic work and personal development; 
· search for, retrieve and evaluate the quality of information from ICT sources, including the World Wide Web;
· select, extract and synthesise material from primary and secondary sources; 
· evaluate and present data in suitable formats;
· demonstrate awareness of problems associated with selection, accuracy and validity of data and data sources;
· produce a project report combining information from a variety of sources.
f.    Numeracy 
· demonstrate an understanding of a variety of mathematical and statistical techniques, and discriminate between techniques appropriate to the solution of marketing and other business problems;

· select and use appropriate mathematical/statistical methods to present and test data effectively;
· demonstrate proficiency in the handling, analysis and interpretation of quantitative data.
g. Management and leadership skills 
· demonstrate the key personal skills required for effective management and implementation of solutions at all levels within and outside organisations;
· review and evaluate the progress of collective and individual performance;

· identify ways of improving group performance and one's own contribution;
· demonstrate awareness of group dynamics, including issues of team selection, leadership, delegation, development and the management of group processes.

E.
Field Structure

The field structure is consistent with the University’s Postgraduate Credit Framework Regulations (2001) and is comprised of modules that are designated at level M and carry a CATS rating. The following awards are available, with the Master degree being the standard envisaged outcome:


Masters Degree
180 CATS points


Postgraduate Diploma
120 CATS points


Postgraduate Certificate
60 CATS points

The field consists of eight taught modules, each attracting 15 points, and a dissertation module attracting 60 points. There are two types of module that constitute the taught component of the field. These are:

· core modules that must be taken and completed successfully by all students enrolled in the field; and

· option modules from which are chosen by students that are also required to be completed successfully.

The core and option modules that constitute the MA Marketing and Finance programme are set out in the table below:

	Module Title
	Module Code
	Module type
	Credits
	Total hours directed learning
	Min hours 

self study
	Total hours learning
	Means of assessment

	Market Research


	BMM002 
	Core
	15
	44
	106
	150
	Assignment/

Examination

	Marketing Strategy 
	BMM013 
	Core
	15
	44
	106
	150
	Assignment/ Examination

	Global Marketing Management
	BMM017
	Core
	15
	44
	106
	
150
	Assignment/

Examination

	Option Module:

Buyer Behaviour OR
Integrated Marketing Communications
	BMM005 

BMM018
	Option
	15
	44
	106
	150
	Assignment/

Examination

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

	Financial Management
	BAM008
	Core
	15
	44
	106
	150
	Assignment/

Examination

	International Money & Finance
	BAM020
	Core
	15
	44
	106
	150
	Assignment/

Examination

	Corporate Finance
	BAM021
	Core
	15
	44
	106
	150
	Assignment/

Examination

	Introduction to Financial Modelling
	BAM025
	Core
	15
	44
	106
	150
	Assignment/

Examination

	Dissertation
	BAM016
	Core *
	60
	22
	53
	525
	

	Research Methods
	BMM032
	Core *
	7.5
	22
	53
	75
	Research Proposal

	Dissertation
	BMM012
	Core *
	45
	
	
	450
	Dissertation


*Students take EITHER the Marketing Dissertation module BMM012 plus BMM016 and BMM032 OR the Finance Dissertation module BAM016

Progression to the Dissertation Stage of Masters Degrees

The master’s degree consists of two stages: first, a set of taught subject modules and second, an independent research project or dissertation.  There are two models of postgraduate assessment.  Both require 120 credits of taught subject modules followed by a dissertation.  The 1st model consists of a 60 credit dissertation module which includes research methods.  The 2nd model consists of a 45 credit dissertation module, with research methods credited separately.

At the point of the assessment board for the 120 credit taught modules, students must have passed a minimum of 75 credits to be allowed to continue with the submission of the dissertation in the same year.  Students who have not achieved 30 credits will have their registration terminated.  Students who have achieved between 30 and 75 credits will normally be allowed to retake the failed modules but will not receive further supervision or be assessed for the dissertation until they have successfully completed their retakes and achieved 120 credits.  The dissertation element will therefore normally be delayed to the following year.  Students failing a taught module on the second attempt will, in accordance with the PCF regulations, have their registration terminated and may be eligible to receive an interim award for the amount of credit they have passed.

F.
Field Reference Points

The main reference point is the QAA Benchmark Statements for Masters Awards in Business and Management. This Master award conforms to the type 1A model.

G.
Teaching and Learning Strategies

A variety of methods, styles, and formats of teaching are employed that are deemed suitable for an approach to student learning that involves lecturers as facilitators of learning.

The approach to student learning is a reflection of the Learning and Teaching Strategy of the Faculty, which seeks to provide a learning experience from which all students gain maximum benefit.

The teaching and learning strategies take cognisance of and are guided by the QAA Benchmark Statements for Masters Awards in Business and Management. These statements make specific reference to the knowledge and understanding and a range of cognitive and intellectual skills, and specific techniques expected as outcomes in all master level awards.

Students on the MA Marketing & Finance programme seek and expect:

· a wide range of knowledge and understanding that is recognised by, inter alia, prospective employers; and

· transferable skills of critical exploration, analysis, and synthesis which they will be able to utilise to enhance their future careers

To meet these objectives in the context of a one year programme devoted to financial and business management requires flexibility in learning styles on the part of the students. It also requires flexibility in delivery and support for learning provided by the Course Team. Key resources for students include:

· tutor led learning in formal lectures and classroom activities and directed learning undertaken outside formal class contact;

· independent self-directed learning on the part of students;

· use of study groups, including discussions and exercises outside of the classroom;

· individual preparation of case materials and exercises;

· peer group interaction and mutual support from other members of the cohort;

· the facilities available through the Learning Resources Centre, including online bibliographic databases, financial databases, and other electronic media;

· individual supervision by lecturers for the preparation of the dissertation;

· the Blackboard online Learning Management System including online discussion groups; and

· guest speakers from other academic institutions, the professions, and the corporate sector.

Student learning is facilitated by the use of a variety of these materials and interactions. 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 also use Blackboard to provide additional materials as a means of engendering independent and collaborative and interactive student learning, and for communicating with students.

H.
Assessment Strategies

1.
Assessment Philosophy

The assessment strategy reflects the aims and learning outcomes of the field. It is designed to assess the knowledge, understanding, and skills required to meet the overall requirements of a master degree, as well as the specific learning outcomes of the field and of individual modules.

The purposes of the assessment strategy are:

· provide appropriate formative assessments to enable students to develop and measure their knowledge, understanding, skills and capacities associated with a masters degree in marketing and financial management;

· provide appropriate summative assessments to enable students to demonstrate their ability to meet learning outcomes by applying theory, concepts, principles and empirical evidence to develop flexible, innovative, and conceptually robust solutions to problems in marketing and financial management;

· provide an equitable, consistent and reliable measure of achievement and performance.

2.
Assessment Methods

The summative assessment regime will utilise a variety of assessment methods and techniques in order to reflect the teaching and learning strategies employed. The assessment methods employed will include:

· written analyses of case studies, traditional academic essays, and quasi business reports;

· formal examinations and objective testing;

· formal classroom presentations;

· essays based on theoretical models and perspective and the related empirical evidence;

· group or paired assignments for various modes of assessment;

· in order to test competence in computer applications appropriate to accounting and finance, some assessments will require students to use information technology, (for example, bibliographic databases such as Ebsco, Emerald, Ingenta Proquest), electronic data sources (for example, the financial databases FAME, Thomson Deals, One Banker and Datastream), and various presentational, such as PowerPoint, and analytical software packages, such as Excel and SPSS.

I. Entry Qualifications
The minimum entry qualifications for the field are:

· a bachelor’s degree or equivalent.

Typical entry qualifications set for entrants to the programme are:

· a good bachelor’s degree, usually at upper second class honours level or equivalent.

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

· British Council International English Language Testing Service (IELTS) test with an overall score of 7.0

· Test in English as a Foreign Language (TOEFL) test with a minimum score of 600 (250 for computer based TOEFL) with a written English test score of 6.

J.
Career Opportunities

Successful completion of the master degree will prepare the graduate to be operationally effective and to be able to make an immediate contribution in a management role, specifically in the area of marketing, but with some competence in the area of financial management. The degree will provide enhanced job prospects in industry, commerce, or the public sector.

K.
Indicators of Quality/Course Management

The following are used as indicators of quality and field management:

· External examiners reports for extant programmes in marketing and finance;;

· Professional body accreditation reports for extant programmes in marketing and finance, including:

· The Chartered Institute of Marketing

· The Market Research Society

· The Institute of Chartered Accountants in England & Wales

· The Chartered Institute of Management Accountants

· The Association of Chartered Certified Accountants

· The Institute of Chartered Secretaries and Administrators

· Commercial and Professional sponsors of student prizes, including

· The Association of Corporate Treasurers

· Menzies Chartered Accountants

· Vantis chartered Accountants

· Throgmorton Corporate Services

· Student surveys.

L.
Approved Variants from the PCF

None

	LEARNING OUTCOMES
Key: 
F = Formatively assessed

S = Summatively assessed
	BMM002
	BMM005 (O)
	BMM013
	BMM017
	BMM018 (O)
	BMM032 and BMM012 OR BAM016
	BAM008
	BAM020
	BAM021
	BAM025

	KNOWLEDGE AND UNDERSTANDING

	Demonstrate knowledge and a critical understanding of the core theoretical contributions to marketing and financial management and how these might be applied
	
	
	FS
	FS
	
	FS
	FS
	FS
	F
	FS

	Demonstrate knowledge and a critical appreciation of key findings from the related empirical research literatures
	F
	FS
	F
	FS
	FS
	FS
	F
	F
	F
	F

	Identify and explore the connections between the legal, economic and social environments as they bear on marketing and financial management
	
	
	FS
	FS
	FS
	
	
	FS
	FS
	F

	Identify the relative merits and disadvantages of various research methods and techniques and to competence in the application of those methods and techniques
	FS
	
	
	
	
	FS
	
	FS
	
	FS

	COGNITIVE (THINKING) SKILLS

	Analyse, interpret and present financial and management data and information sources and demonstrate a critical awareness of the relevance and limitations of such analyses
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	Evaluate issues, problems and opportunities associated with marketing and financial management and demonstrate how these functions bear on the activities of modern corporations and institutions
	
	
	FS
	FS
	
	
	
	FS
	F
	FS

	Undertake critical self-reflection of the learning process and experience, and demonstrate how this reflection and learning can be utilised to enhance future performance
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	PRACTICAL SKILLS

	Demonstrate skills of analysis and synthesis, and apply them to issues and decisions associated with marketing and financial management
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	Identify and utilise appropriate research strategies, methods and sources of data and information in order to formulate, design, manage and execute a substantial research project, and present and communicate the research findings in an appropriate form
	FS
	
	
	
	
	FS
	
	FS
	
	FS

	KEY SKILLS

	SELF AWARENESS SKILLS

	Clarify and set personal values and objectives
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	Manage time and tasks
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	Learn through reflection on current practice and past experience
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	Develop self awareness in relation to academic and personal development
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	Through self-refection, identify areas of knowledge, understanding, and practice that require further development
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

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

	COMMUNICATION SKILLS

	Make effective contributions to group work and discussions
	F
	FS
	FS
	F
	FS
	
	FS
	F
	F
	F

	Make effective oral presentations to advocate a case or course of action
	
	FS
	FS
	F
	F
	
	F
	F
	F
	

	Engage in bilateral and multilateral communication and to listen actively and effectively
	F
	F
	F
	F
	F
	
	F
	F
	F
	F

	Use appropriate ICT to make presentations
	
	FS
	FS
	F
	F
	
	
	
	
	

	Present written materials in a variety of formats (essays, reports, dissertation)
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	INTERPERSONAL SKILLS
	
	
	
	
	
	
	
	
	
	

	Recognise and utilise individual contributions to group processes
	
	F
	F
	F
	F
	
	F
	F
	F
	F

	Negotiate and persuade others
	
	F
	F
	F
	F
	
	
	
	
	

	Assert one's own values whilst respecting others
	
	F
	F
	F
	F
	
	F
	F
	F
	F

	Demonstrate the key inter-personal skills required for effective management and implementation of solutions at all levels within and outside organisations
	
	F
	F
	F
	F
	
	F
	F
	F
	F

	Develop within their study groups their capacity for leadership, group working undertaking team roles, co-ordinating team actions, developing solutions to problems and presenting findings through group  presentations
	
	F
	F
	F
	F
	
	F
	F
	F
	F

	CREATIVITY AND PROBLEM SOLVING
	
	
	
	
	
	
	
	
	
	

	Demonstrate an ability to think creatively and to generate ideas
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	Evaluate business problems and processes, generate and evaluate solutions
	FS
	FS
	
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	RESEARCH AND INFORMATION LITERACY SKILLS
	
	
	
	
	
	
	
	
	
	

	Acquire research and informational handling skills as a basis for further academic work and personal development
	FS
	FS
	FS
	FS
	FS
	FS
	F
	F
	F
	F

	Search for, retrieve and evaluate the quality of information from ICT sources, including the World Wide Web
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	Select, extract and synthesise material from primary and secondary sources
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	Evaluate and present data in suitable formats
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	Demonstrate awareness of problems associated with selection, accuracy and validity of data and data sources
	FS
	F
	F
	F
	F
	F
	F
	F
	F
	F

	Produce a project report combining information from a variety of sources
	
	FS
	FS
	FS
	FS
	FS
	F
	F
	F
	F

	NUMERACY
	
	
	
	
	
	
	
	
	
	

	Demonstrate an understanding of a variety of mathematical and statistical techniques, and discriminate between techniques appropriate to the solution of marketing and other business problems
	FS
	F
	F
	
	
	FS
	F
	F
	F
	F

	Select and use appropriate mathematical/statistical methods to present and test data effectively
	FS
	
	
	
	
	FS
	
	
	
	

	Demonstrate proficiency in the handling, analysis and interpretation of quantitative data
	FS
	F
	F
	F
	F
	FS
	F
	F
	F
	F

	MANAGEMENT AND LEADERSHIP SKILLS
	
	
	
	
	
	
	
	
	
	

	Demonstrate the key personal skills required for effective management and implementation of solutions at all levels within and outside organisations
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	Review and evaluate the progress of collective and individual performance
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	Identify ways of improving group performance and one's own contribution
	
	F
	F
	F
	F
	
	F
	F
	F
	F

	Demonstrate awareness of group dynamics, including issues of team selection, leadership, delegation, development and the management of group processes
	
	F
	F
	F
	F
	
	F
	F
	F
	F
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1

