MA in Marketing

PROGRAMME SPECIFICATION                     
KINGSTON UNIVERSITY

Marketing, MA, 2012-2013

A.
NATURE OF THE AWARD


Awarding Institution:
Kingston University

Accredited by:


Final Award(s):
MA in Marketing


Intermediate Award(s):
Postgraduate Diploma, Postgraduate Certificate


Programme Title:
Marketing

Credit Rating by Level:
180 @ M Level

FHEQ level:
Masters

JACs code:
N500

QAA Benchmark Statement(s): 
Master’s Awards in Marketing Benchmark Statement 

Minimum Period of Registration:                   1 year full-time



Maximum Period of Registration:                  2 years full-time


Date Specification Produced:
July 2004

Date Specification Last Revised:
July 2004

Faculty

Faculty of Business and Law

Location:

Kingston Hill





ICBS Thessaloniki and Athens

B.
FEATURES OF THE FIELD

1.
Title

MA in Marketing

2.
Modes of Delivery

The programme is available in the following forms:


Full

The programme is offered in the following alternative patterns:


Full-time


Part-time

3.
Features of the Programme

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 main aims of the MA in Marketing course are to: 


develop an advanced level of understanding of the concepts of marketing


develop advanced analytical, evaluative and consultative skills


enable students to research specific areas of marketing in depth, via elective courses and, more specifically, the dissertation


equip students with the necessary skills to make an immediate effective contribution upon their employment in the area of marketing.

D.
LEARNING OUTCOMES OF THE FIELD

1.
Knowledge and Understanding

On successful completion of the MA in Marketing programme, 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


understand the importance of personal and professional development in the context of a rapidly changing business environment, and to critically reflect upon their own performance and behaviour.

2.
Cognitive (Thinking) Skills

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


think in a critically reflective and creative manner


analyse and solve complex problems


organise and synthesis complex information.

3.
Practical Skills 
On completion of the programme students will be able to:

· synthesise knowledge from across a range of specialist cognate areas and relevant theoretical marketing knowledge and apply it to the analysis of complex issues in a rapidly changing international business environment. 

· demonstrate proficiency in the analysis and interpretation of a wide range of marketing data 
4. Key skills

On completion of the programme 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

This programme is part of the University’s Postgraduate Credit Framework. Programmes in the PCF are made up of modules, which are designated at Level M. Single modules in the framework are valued at 15 credits and the programme may contain a number of multiple or half modules. The minimum requirement for a Postgraduate Certificate is 60 credits, for a Postgraduate Diploma 120 credits, and for a Master’s degree 180 credits. In some instances, the Certificate or Diploma may be the final award, and Certificates and Diplomas may be offered to students who only complete specified parts of a Master’s degree. The awards available are detailed in Section A and the requirements are outlined below. All students will be provided with the PCF regulations. Specific additions that are sometimes required for accreditation by outside bodies are outlined below and will be provided in detail for students in programme handbooks.

The programme structure is outlined in Table 1 below. This shows the modules that are included in the Postgraduate Certificate in Marketing (60 credits), the Postgraduate Diploma in Marketing (120 credits) and the MA in Marketing (180 credits).

Duration of the programme: 1 calendar year.

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 Statement for Master’s awards in Business and Management. The master’s award conforms to the Type 1A model.

G.
TEACHING AND LEARNING STRATEGIES

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


tutor led learning in formal lectures and classroom activities


independent self-study hours


study group discussions and exercises outside of the classroom


individual preparation of case materials and exercises


the cohort


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 (of 5-6 members) as a central vehicle for learning. The groups are intended to accelerate learning by providing a forum for sharing experience and insight between students from diverse backgrounds, to encourage team working, and to provide the motivation to complete an intellectually challenging and personally stressful programme. The Blackboard Learning Management system will be used to support communication within study groups.

H.
ASSESSMENT STRATEGIES

The structure of the programme is designed to provide students with the academic bases of marketing and the skills required for success as a manager 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.

The overall philosophy of assessment for this programme is to ensure that students are capable of demonstrating the intellectual rigour commensurate with a master’s programme of this nature.  This will be achieved through assessment of the broad foundation of skills and knowledge in the area of marketing, and the analytical, technical, evaluative and consultative skills required.  Assessment will take a variety of forms and is designed to meet specific aims of individual subjects.  Assessment will include a mixture of assignments, tests and examinations.  Assessments will be based on theoretical, case study and real life issues; are assigned both individually and to groups, and work is expected in essay, report or presentation form.  Scheduled assignments will be submitted during and /or after the module is completed.

See Section E for assessment guidelines for each module.

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

Completion of the MA in Marketing will prepare students for entry on mid-level marketing roles in corporate, public marketing (such as public relations, and advertising agencies), and not-for-profit sectors.

K.
INDICATORS OF QUALITY

Kingston Business School is recognised by the Chartered Institute of Marketing as an accredited study centre for the provision of Continuing Professional Development.

L.
APPROVED VARIANTS FROM THE PCF

1.
Master’s Degree 

The Programme Assessment Board may allow a maximum of 90 credits to be re-assessed on one occasion only, of which no more than 45 credits can be in modules other than the master’s dissertation.

Rationale for this variation:

While conforming to the limits for re-assessment of credit specified by the Postgraduate Credit Framework, this amendment to the regulations places a ceiling on the total amount of credit from taught core and optional modules that can be re-assessed. This is comparable with pre-existing regulations on the full-time MA in Marketing.

2.
Postgraduate Certificate in Business 

Students who achieve 60 credits will be eligible to receive the award of a Postgraduate Certificate in Business. The award of a Postgraduate Certificate in Marketing is not appropriate for the reasons stated below.

Rationale for this variation:

In the marketplace in which the MA in Marketing Full-time programme operates, the Chartered Institute of Marketing award a Postgraduate Certificate which is below Level 1. Thus, awarding a Postgraduate Certificate in Marketing would cause confusion in the marketplace and amongst our potential students. 
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