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B.
FEATURES OF THE FIELD

1.
Title:


MSc in Advanced & Strategic Marketing full field
2.
Modes of Delivery


The field is offered usualy in PT mode, weekend delivery only.
3.
Features of the Field
           The MSc in Advanced & Strategic Marketing is targeted specifically at mid-   

           career marketing professionals who are seeking further to differentiate  

           themselves in their workplace by:
· Bringing their academic marketing knowledge up to date.

· Being confident in challenging marketing orthodoxy by applying current academic thinking in routine marketing practice.

· Being more creative and innovative in how they approach marketing problems.

· Reducing financial and other business risks by basing marketing decisions on evidence-based best academic practice. 
C.
EDUCATIONAL AIMS OF THE FIELD
           The main aims of the MSc in Advanced & Strategic Marketing are to provide   

           students with the opportunity to:

· Bring their existing knowledge of academic marketing theory up to a current, Masters level.

· To empower students to challenge accepted marketing orthodoxy and to be more innovative and creative in their approach to marketing practice.
and to understand how to reduce financial and other business risks by basing marketing decisions on academically grounded, evidence-based, best practice.

· To develop critical skills to communicate research proposals and the results of research and acquire systematic training in methods of research in management and business studies. 

· Develop advanced critical skills of reflection, analysis and evaluation together with consultative and project management skills.

· Research a specific area of marketing theory in depth in the the context of their workplace, by means of a Master’s level Research Project.
D.
LEARNING OUTCOMES (OBJECTIVES) OF THE FIELD

In drafting their career log in order to qualify for 30 credits on entry to the programme under APL/APEL arrangements, applicants will be able to demonstrate, based on their qualifications and experience to date, an appreciation of:

· The academic grounding of marketing, as an academic subject and as practiced across the private, public and charitable sectors of industry.

· The often restricted and selective application of this body of knowledge in the workplace and the possible reasons for this restriction.

· The possible increases in utility and outcome of expanding the application of marketing theory into routine commercial practice.

· The potential of marketing, as a business discipline, to catalyse and unify organisational focus, customer orientation, competitive differentiation, sustainable competitive advantage etc.

· The need for greater criticality in assessing marketing’s contribution in terms if organisational effectiveness and efficiency.

Then, more widely across the programme, the following learning outcomes will be achieved:
1. Knowledge and Understanding
On completion of the MSc in Advanced & Strategic Marketing, students will be able to demonstrate an in-depth knowledge and understanding of:
· Key, seminal or ‘landmark’ writings drawn from across the field of marketing.
· What constitutes current marketing orthodoxy and the need to to challenge this via innovative and creative approaches which may not be encountered routinely in the marketing literature or in routine practice in their workplace.
· How customers/consumers think and how they make purchasing and other decisions. Also, how this insight can be captured from a practical viewpoint.
· The critical and mutually dependent relationship between the marketing and sales functions and how both must collaborate in order to win new customers and to maximise lifetime customer value and profitability through B2B and B2C relationship management activity.

· Strategic marketing issues and of how to assess and reduce decision making risk.

· How to manage corporate assets in the form of brands / the brand portfolio in order to maximise stakeholder value.

· The financial implications of all of the above.
2. Cognitive (thinking) Skills
      On completion of the MSc in Advanced & Strategic 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 synthesise complex information.
3. Practical Skills
On completion of the MSc in Advanced & Strategic Marketing, students will be able to:
· Research and develop innovative marketing strategies.
· Implement differentiated marketing management programmes.
· Demonstrate entrepreneurial flair in delivering the marketing function at all levels.
4.
Key Skills

On completion of the field students will have acquired the following key skills:

a.

Self awareness skills

· Take responsibility and plan for their own learning.
· Design and develop a programme of independent research and data 

      collection/analysis.
b.

Communication skills

· Communicate the results of independent research both in writing and verbally e.g. via presentation.
· Use appropriate ICT to present text and data.
c.

Interpersonal skills
· Interaction between students within seminars develops their interpersonal skills.
· Give, accept and respond to constructive feedback.
d.
Creativity and problem solving

· View problems from a range of perspectives to find solutions.
· Work with complex ideas and justify judgements made through effective use of evidence.
e.

Research and information literacy skills

· Undertake independent research and express their findings through a written Research Project.
· Use on-line resources, including the University’s learning management system, to identify relevant information.
· Assemble and analyse qualitative and quantitative data (as appropriate) from a wide variety of sources and to a high standard.

f.

Numeracy

· Appreciate the potential relvance of statistical data to research.
· Select and apply analytical techniques to relevant business decisions.
g.

Management and leadership skills

· Time management and self awareness skills.
· Identify resources needed to undertake a task (or project) and to schedule and manage the resources.
E.
FIELD STRUCTURE
1. Structure of the field
This programme is part of the University’s Postgraduate Credit Framework (PCF). Programmes in the PCF are made up of modules which are designated at Level 7. Single modules in the framework are usually valued at 15 credits. A field may contain one or more  multiple modules valued at at, for example, 45 credits in the case of a Research Dissertation/Project. The awards available are detailed in Section A. and the requirements are outlined below.

All students will be provided with the PCF regulations and specific additions that are sometimes required for accreditation by outside bodies are outlined below and will be provided in detail for students in programme booklets.

The PCF framework specifies that the minimum requirement for a Postgraduate Certificate is 60 credits, for a Postgraduate Diploma is 120 credits and for a Masters Degree is 180 credits. 

The Postgraduate Diploma can be awarded from any combination of 120 credits within the field.

This programme will award 30 level 7 credits on entry on the basis of APL and/or APEL arrangements. For example, a qualifying profileof applicant may have a Chartered Institute of Marketing (CIM) Professional Postgraduate Diploma and a minimum of four years postgraduate experience in the workplace in a marketing or directly related discipline. The outline syllabus of the CIM postgraduate Professional Postgraduate Diploma in Marketing is outlined  in Table 1. below.

Table 1.
	Unit 1.
	Marketing Planning Process

	Unit 2.
	Delivering Customer Value through Marketing

	Unit 3.
	Managing Marketing

	Unit 4.
	Project Management in Marketing


However, it is anticipated that most applicants may be ‘atypical’ in that they may have no postgraduate qualification but can evidence a wealth of experience. In these circumstances, the awarding of 30 level 7 credits on entry will be via an APEL assessment alone. In all APL assessments, candidates will be required to evidence (e.g. via a detailed CV and reflective learning log listing duration, job scope, responsibilities, duties, levels of control, experience gained etc.) their qualification for attracting 30 level 7 credits on entry to the programme. The learning outcomes achieved via this exercise are set out under Section D above. 

The structure of the MSc in Advanced & Strategic Marketing is outlined in Table 2. below.

Table 2.
	Module

Title
	Module Code
	Module Type
	Tutor Led Hours
	Self Directed

Learning Hours
	Total Learning Hours
	Level 7 Credits

	
	
	
	
	
	
	30 on entry via APL & APEL arrangements

	
	
	
	
	
	
	

	Pre-Reading
	BMM  000
	n/a
	n/a
	Unlimited
	Unlimited
	Not assessed

	Practitioner Self Development
	BMM  044
	Core
	24
	126
	150
	15

	Understanding Consumers
	BMM  049
	Core
	24
	126
	150
	15

	Winning & Retaining Customers
	BMM  050
	Core
	24
	126
	150
	15

	Strategic Marketing Decisions
	BMM  048
	Core
	24
	126
	150
	15

	Brand Equity Management
	BMM  046
	Core
	24
	126
	150
	15

	
	
	
	
	
	
	Total credits earned on  taught programme    = 75

	                 Research Methods(inc. Qualitative Methods)
	                     BMM 006
	                      Core
	                          24
	                        126
	                       150
	                           15

	Market Analysis (inc. Quantitative Methods)
	BMM 045
	Core
	24
	126
	150
	15

	Research Project
	BMM 047
	Core
	7.5
	442.5
	450
	45

	
	
	
	
	
	
	Total credits earned on research programme    = 75

	
	
	
	
	
	Award Total
	180



2. Delivery of the field
The duration of the programme will be one calendar year, commencing with registration in September/October. However, students will be registered for a maximum of 3 years which will allow them to take ‘time out’ from their studies without penalty, provided that they are able to complete the programme within the maximum registration period. Timing of the programme will be determined by the course team.
F.
FIELD REFERENCE POINTS
           The main refrenece points are the QAA Benchmark Statement for Master’s  

           Awards in Business and Management. This master’s award conforms to the   

           Type 1. model. All of the procedures associated with the field comply with the  

           QAA Codes of Practice for Higher Education.
G.
TEACHING AND LEARNING STRATEGIES 

           The overall philosophy behind the teaching methods that will be used to  

           ensure that they facilitate achievement of the overall aims and objectives of   

           the programme. 

            Students who are eligible to enter the programme will be encouraged to   

            undertake a programme of pre-reading via on-line resources. On joining the  

            programme, all students will be exposed to a short programme of induction,  

            to include orientation around the LRC and other facilities. Course Handbooks     

            will be issued to all students at induction and these will provide guidance on   

            the scope, aims, outcomes and demands of each module and the   

            preparatory reading required.
            The range of teaching strategies will include lectures, workshops, seminars 
            and individual personal supervision. In addition, students will have access to 
            additional research methods support via Study Space. In general terms, 
            the teaching and learning philosophy of the programme is to enable students 
            to to demonstrate their ability to study independently, and it is envisaged that 

            a relatively small proportion of of student learning time will be staff contact 

            time (24 hours for each of the assessed, 15 credits, modules and 7.5 hours 
            for the 45 credits, Research Project).
           In summary, the course team intends to:

· Provide a pre-reading and induction programme.

· Give written feedback on all assignments.

· Provide individual supervision for the project proposal (Research Methods module output) and Research Project.
            In addition, all students will have access to the University’s Student Support    

            Services. The University also offers additional support in academic English 
            Language skills to international students.

1. Study Groups

Networked communication between all members of any cohort will be emcouraged and facilitated on-line.

2. Study Skills and Induction Programme

Students on the course may not have had recent experience of academic study, more especially at Master’s level. It is important therefore, that they are given guidance in relevant techniques and encouragement to develop their expertise and self-confidence. Particular emphasis will be placed on an induction programme covering such issues as the use of electronic resources, study skills, critical analysis and the quality of written assignment work expected of students studying for a master’s level award.
H.
ASSESSMENT STRATEGIES 
            A variety of forms of written assessment will be used for this programme 

            including literature review, primary research, secondary research, analysis of 

           data, narrative essay, management report, presentation, Research proposal,  

           Research Dissertation.

A map of field Learning Outcomes against module assessments is shown in Appendix 1.

I.
ENTRY QUALIFICATIONS

1. The minimum entry qualifications for the field are:
      Normally, candidates will be expected to have a first degree in Marketing or   

      another, relevant, business related discipline. Also, all candidates should have a  

      minimum of four years practical marketing experience in commerce.
2. Typical entry qualifications set for entrants to the field are:
      The preferred (APL) candidate profile would constitute – a first degree plus a 

      Postgraduate Diploma (in Marketing) plus experience.
      However, candidates without formal qualifications but with extensive commercial 

      experience will also be considered undel APEL arrangements.

3. English Language Skills

Applicants whose first language is not English, will normally be required to demonstrate evidence of satisfactory competence in both written and spoken English by holding one of the following qualifications:

· IELTS – overall score of 7.0.
· TOEFL – minimum score 600 and a written English test score of 6.

· Computer based TOEFL – minimum score 280 plus an essay score of 5.
J.
CAREER OPPORTUNITIES
       Completion of the MSc in Advanced & Strategic Marketing will equip students to 

       increase the effectiveness and efficient of their marketing practices at both a 

       strategic and at a tactical/operational level. It will also encourage them to 

       progress within their chosen professional hierarchy. More specifically, it will 

       provide them with the confidence to operate at more senior marketing 

       management levels, including Board level appointments.
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. It is also recognised by the Institute of Direct Marketing and by the 

       Market Research Society as an accredited study centre. Kingston Business 

       School is the first business school globally to receive triple  AMBA accreditation 

       for its DBA, MBA and pre-experience MA in Business management. In addition, 

       it is a recognised ESRC outlet for research training for Doctoral students.
L.
APPROVED VARIANTS FROM THE UMS/PCF
      None.
Appendix Table 1.
	Learning Outcomes
	BMM 044 Practitioner Self  Development
	BMM 049 Understanding Consumers
	BMM 050 Winning & Retaining Customers
	BMM 048 Strategic Marketing Decisions
	BMM 046 Brand  Equity Management
	BMM 006 Research Methods
	BMM 045 Market Analysis
	BMM 047 Research  Project

	Knowledge of seminal marketing writings
	
	
	
	
	
	
	
	

	Understanding of marketing orthodoxy
	fs
	
	
	
	
	
	
	

	Innovation & creativity  in marketing
	fs
	
	
	
	
	
	
	

	Understanding how customers think/decide
	
	s
	
	
	
	
	
	

	Integration of marketing & sales
	
	
	s
	
	
	
	
	

	Risk reduction in marketing decision making
	
	
	
	s
	
	
	
	

	Financial implications of marketing decisions
	s
	s
	s
	s
	s
	
	
	

	How to manage brands as corporate assets
	
	
	
	
	s
	
	
	

	Think in a critically reflective/creative manner
	fs
	s
	s
	s
	s
	
	
	s

	Analyse & solve complex problems
	s
	
	
	
	
	s
	s
	s

	Organise & synthesise complex information
	s
	s
	s
	s
	s
	s
	s
	s

	Responsibility for planning own learning
	fs
	
	
	
	
	s
	s
	

	Design programme of independent research
	
	
	
	
	
	s
	s
	s

	Communicate the results of research
	
	
	
	
	
	s
	s
	s

	Use of appropriate ICT
	s
	s
	s
	s
	s
	s
	s
	s

	Improved interpersonal skills
	fs
	
	
	
	
	s
	
	s

	View problems from a range of perspectives
	fs
	s
	s
	s
	s
	s
	
	s

	Work with complex ideas
	fs
	s
	s
	s
	s
	s
	s
	s

	Undertake independent research
	
	
	
	
	
	s
	s
	s

	Use on-line resources
	s
	s
	s
	s
	s
	s
	s
	s

	Use software & IT technology
	
	
	
	
	
	s
	s
	s

	Assemble & analyse data
	
	
	
	
	
	s
	s
	s

	Plan & conduct independent research
	
	
	
	
	
	s
	s
	s

	Appreciate the relevance of statistical data
	
	s
	
	
	
	s
	s
	s

	Analyse & interpret data
	
	s
	
	
	
	s
	s
	s

	Select & apply analytical techniques
	
	s
	
	
	
	s
	s
	s

	Time management & self-awareness
	fs
	
	
	
	
	s
	
	s

	Schedule & manage resources
	fs
	
	
	
	
	s
	
	s

	Motivate & direct others
	fs
	
	
	
	
	s
	
	s


f = formative     s = summative
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