PROGRAMME SPECIFICATION

    KINGSTON UNIVERSITY

Marketing, MA 2012-2013

1. Programme Specification
A.
Nature of the Award


Awarding Institution:


Kingston University


Final Award(s):


MA in Marketing with







MA in Marketing and

MA / MSc (title to be determined by field combination) with Marketing

Intermediate Award(s): 

Postgraduate Diploma 







Postgraduate Certificate 


Field Title: 



MA in Marketing (Major/Half/Minor)



FHEQ Level:



M

JACs Code:



N200
QAA Benchmark Statement (s): 
Academic Standards Masters awards in
Business and Management 


Minimum Period of Registration:
Minimum: 1 year FT; 2 years PT

Maximum Period of Registration:
Maximum: 3.5 years

Faculty




Faculty of Business

Location:



Kingston Hill 

and other KU sites where appropriate dependent on faculty collaboration



Date Specification Produced/Revised: November 2011
B.
Features of the Field

1.
Title

The field is available in the following forms & major / half / minor fields with titles of:

MA in Marketing with . . . . .

MA in Marketing and . . . . 

MA/MSc in . . . . with Marketing

2.
Modes of Delivery

The programme is validated to be offered in the following mode of delivery: 


Full Time

3.
Features of the Field

For the award of the MA in Marketing major/half/minor, students will normally complete a combination of modules and half modules totalling 180 credits.  The major field offers 120 credits, the half field offers 90 credits and the minor offers 60 or 30 credits.

For the award of the Diploma, students will normally complete a combination of modules and half modules totalling 120 credits. 

A Postgraduate Certificate will be available on successful completion of any 60 credits of the available credits in the programme.  

C.
Educational Aims of the Field

The Kingston MA in Marketing major/minor/half fields aims to provide a specialist marketing education at Masters level to students with different backgrounds of academic and management experience. 

Students who take the major field will focus on marketing but with a subsidiary subject which is complementary. This may be within the field of business, or within another area such as English. The half and minor fields will have reducing marketing content. It is not envisaged that the student profile will be very different; the weighting of the marketing component will be dependent on the student’s interests and motivation  

The main aims are to:  

· provide students with a broad foundation of education in the marketing disciplines that is strategic and integrated in nature 

· develop understanding of the theoretical concepts and technical skills relevant to marketing decision-making

· develop critical, analytical, and consultancy skills 

· provide a means of reflection in preparation for assuming management roles within

organisations.

· meet the QAA benchmarks

D.
Learning Outcomes (Objectives) of Field 

The following learning outcomes apply to all the fields, although the breadth of knowledge will vary according to the depth of field.

1.
Knowledge and Understanding

On completion of the programme, students will have understanding of:

· a wide range of theoretical marketing knowledge and its strategic application to organisations

· the key marketing concepts and how organisational performance can be enhanced by a marketing orientation

· the leading edge scholarship and practice and their application to particular organisational contexts. 

· the quantitative and qualitative research methods and various techniques associated with the design and  presentation of the individual research project

2.
Cognitive (Thinking) Skills

On completion of the programme students will be able to:

· demonstrate proficiency in the analysis and interpretation of a wide range of marketing data 

· critically appraise a range of relevant theoretical marketing knowledge, and apply

it to the solution of marketing problems

· show a critical appreciation of the significance of recent advances and theoretical

developments in marketing, and their implications 

Students taking the major field will also be able to:

· 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 the ability to synthesise material in making relevant conclusions and recommendations for action.
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 and other data.
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 Kingston MA has been brought within the Kingston University Postgraduate Credit Framework (PCF), in accordance with University policy. This provides a course architecture of modules and half-modules totalling 180 credits equivalent to 1800 learning hours. However, although the MA sits within the modular framework, no modules are shared with any other course. The MA modules are specific to the MA only, with the possible exception of some electives which may be shared with specialised Masters courses within the Kingston Business School. This arrangement ensures that the integrity of the MA cohort is preserved.

The Schema of the Kingston MA in Marketing Major/Half/Minor is shown in Table 1

Table 1: Schema of Kingston MA: All Fields
	Module
	Credits
	Major
	Half
	Minor (60)
	Minor (30)

	International Marketing
	15
	
	
	
	Y

	Global Marketing Management
	15
	Y
	Y
	Y
	

	Marketing Strategy
	15
	Y
	Y
	Y
	

	Market Research
	15
	Y
	Y
	Y
	

	Integrated Marketing Communications OR
	15
	Y
	Y
	Y
	

	Buyer Behaviour
	15
	Y
	Y
	Y
	Y

	Planning Your Career in Marketing & Communications
	7.5
	Y
	
	
	

	Research Methods
	7.5
	Y
	
	
	

	Dissertation
	45
	Y
	
	
	

	TOTAL
	120
	90*
	60
	30


*The allocation of the remaining 30 credits is dependent on which discipline the Dissertation is conducted within. Whilst the dissertation may straddle the joint disciplines, there is no requirement for proportionate credit allocation.

For the Postgraduate Diploma in Business, students taking the major field will require 75 credits, those taking the half field need 60 credits and the minor field 45 credits.

Field Delivery: 

The full-time mode offers weekly attendance at seminars and lectures, with approximately 20 hours per week of lecturer contact time over two taught semesters with additional three months for the completion of the MA dissertation.

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 Kingston MA in Marketing has been offered since 1993 on a full-time basis, since 1988 as an open learning programme and in a previous incarnation as the Diploma in Marketing, since 1982.  The course enjoys a reputation as one of the best Masters in Marketing courses (www.careersdynamo.co.uk)

Due to the specialist nature of the programme, course team members will be drawn predominantly from the School of Marketing and also from other schools, according to their own expertise and area specialism.

In addition to the Course Team, part-time consultants and a number of guest speakers and Visiting Professors will contribute to the teaching of the programme either within modules or in open seminar sessions.

G.
Teaching and Learning Strategies

The role of the tutor is that of a facilitator and manager of learning, rather than expert and arbiter.  Learning occurs not only or mainly in the classroom, but also through interaction with peers on the course, both inside and outside the classroom. Classroom and related teaching and learning strategies have been designed to take the wider learning environment into account.

The following teaching and learning approaches are used:
· Tutor-led classroom sessions to facilitate the reinforcement of key concepts and principles which will have been provided in the associated study packs and/or textbooks provided. 

· Student-centred activities and participative learning via group exercises, computer laboratory practical sessions, case studies and presentations, problem-centred learning and discussion

· Study groups to encourage and foster mutual support and sharing of learning and developing   team work and leadership skills. 

· Online access to the Blackboard Learning Management system to support study groups and individual students

· Individual supervision of Dissertation by academics. 

· Business and Commercial English Language support to the full-time international students with language difficulties, is offered by the School of Languages through pre-sessional English courses and in-session English for business courses.   
H.     Assessment Strategies

The assessment arrangements for the MA are based upon a selective mixture of formative and summative assignments. Assessment is designed to give a balance between group and individual work, and to give a wide variety of modes of assessment. 

These include : work-related individual projects, coursework assignments, classroom presentations, essays based on theoretical issues, critical evaluation of literature on a chosen business area, reports and analyses based on practical problems, seen and unseen case studies, unseen examinations and group assessments based on wider issues.

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

Most students undertake an MA in order to advance or to start new careers at the end of the course. Kingston MA aims to provide them with the opportunity to enhance their  capabilities in general management and boost both their professional and personal development. The provision of career development workshops through the Personal and Professional Development module offers fuller support in assessment of aptitude and job search for all MA students. 

K.
Indicators of Quality

Kingston Business School was awarded a rating of ‘excellent’ for its teaching quality by the Higher Education Funding Council.

Kingston Business School is a recognised as a tuition centre by CIM and MRS.

L. Approved Variants from the PCF

The MA in Marketing Major/Half/Minor fields, the Postgraduate Diploma and the Postgraduate Certificate will be awarded in accordance with the assessment regulations of the Kingston University Postgraduate Credit Framework . 

	LEARNING OUTCOMES

F = Formative

S = Summative

	BMM002
	BMM005 (O)
	BMM013
	BMM016
	BMM017
	BMM018 (O)
	BMM012 and BMM032
	BMM121

	KNOWLEDGE AND UNDERSTANDING SKILLS
	
	
	
	
	
	
	
	

	Understanding of a wide range of theoretical marketing knowledge and its strategic application to organisations
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	Understanding of the key marketing concepts and how organisational performance can be enhanced by a marketing orientation
	
	
	FS
	
	FS
	
	FS
	F

	Understanding of the leading edge scholarship and practice and their application to particular organisational contexts
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	

	Understanding of the quantitative and qualitative research methods and various techniques associated with the design and  presentation of the individual research project
	FS
	
	
	
	
	
	FS
	F



	COGNITIVE (THINKING) SKILLS
	
	
	
	
	
	
	
	FS

	Demonstrate proficiency in the analysis and interpretation of a wide range of marketing data 
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	Critically appraise a range of relevant theoretical marketing knowledge, and apply it to the solution of marketing problems
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	

	Show a critical appreciation of the significance of recent advances and theoretical developments in marketing, and their implications 
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	F


	Students taking the major field will also be able to:

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 the ability to synthesise material in making relevant conclusions and recommendations for action via the Dissertation
	
	
	
	
	
	
	FS
	

	PRACTICAL SKILLS
	
	
	
	
	
	
	
	F

	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
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	

	Demonstrate proficiency in the analysis and interpretation of a wide range of marketing and other data
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	

	KEY SKILLS
	
	
	
	
	
	
	
	

	SELF AWARENESS SKILLS
	
	
	
	
	
	
	
	

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

	Manage time and tasks
	F
	F
	F
	F
	F
	F
	F
	

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

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

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

	COMMUNICATIONS SKILLS
	
	
	
	
	
	
	
	

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

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

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

	Use appropriate ICT to make presentations
	
	F
	F
	F
	F
	F
	F
	F

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

	INTERPERSONAL SKILLS
	
	
	
	
	
	
	
	

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

	Negotiate and persuade others
	
	F
	F
	
	F
	F
	
	F

	Assert one's own values whilst respecting others
	
	
	
	
	
	
	
	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


	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


	CREATIVITY AND PROBLEM SOLVING SKILLS
	
	
	
	
	
	
	
	

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

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

	RESEARCH AND INFORMATION LITERACY SKILLS
	
	
	
	
	
	
	
	

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

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



	Evaluate and present data in suitable formats
	F
	F
	F
	F
	F
	F
	F
	F

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

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

	NUMERACY SKILLS
	
	
	
	
	
	
	
	

	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
	
	
	
	
	
	FS
	

	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
	F
	FS
	

	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
	

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

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


