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Programme Specification

Title of Course: MSc Strategic Marketing
Date Specification Produced: October 2012
Date Specification Last Revised: February 2013
This Programme Specification is designed for prospective students, current students, academic staff and potential employers.  It provides a concise summary of the main features of the programme and the intended learning outcomes that a typical student might reasonably be expected to achieve and demonstrate if he/she takes full advantage of the learning opportunities that are provided.  More detailed information on the teaching, learning and assessment methods, learning outcomes and content of each module can be found in Student Handbooks and Module Descriptors.

SECTION 1:
GENERAL INFORMATION

	Title:
	MSc in Strategic Marketing (including pathways):
MSc in Strategic Marketing (full field).                               MSc in Strategic Marketing and Communications (full field).                                                                MSc in Strategic Marketing and Sales (full field).         MSc in Strategic International Marketing (full field, with Boston University, USA).



	Awarding Institution:


	Kingston University London

	Teaching Institution:


	Kingston University London

	Location:
	Kingston Hill


	Programme Accredited by:


	None


SECTION2: THE PROGRAMME

A. Programme Introduction
The MSc Strategic Marketing and associated pathways are 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.
Our M.Sc. programme is underpinned by current theory, utilising the latest research in marketing. It is not just about theory however, and the practitioner perspective is integrated throughout the programme via case studies, guest speakers, a marketing consultancy project and industry workshops.

The logistic and pedagogic differentiators of the programme are:

· A one year only time horizon.

· Weekend only attendance.
· A practitioner focused approach.
The programme is further differentiated pedagogically by taking a strategic approach to the management of the marketing function within private sector organisations, but also considers the application of marketing theory to the public sector and charitable organisations. Thus the focus is on the contribution of marketing to the directionality of organisations over a longer time horizon and the development of stakeholder value, rather than just as an adjunct to short-term revenue generation.

The programme seeks to provide choice in terms of subject specialism by offering four distinct pathways, each pathway resulting in a specific title at Masters level viz: 

· Strategic Marketing.

· Strategic Marketing and Communications.

· Strategic Marketing and Sales.

· Strategic International Marketing (in association with Boston University, USA).

To attain the specific pathway award title, students must elect to study the keynote module associated with each of the pathways (30 credits) AND, in addition, must elect to pursue their dissertation topic (60 credits) within the subject pathway. Thus 43% of the M Level credits attained overall (30 + 60 = 90 ex 210 = 43%) will justify the specific award title.

Entry Qualifications

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.

Typical entry qualifications set for entrants to the field are:

The preferred candidate profile would constitute a first degree plus a Postgraduate Diploma (in Marketing) plus experience. 

Atypical Students                                                                                                         However, candidates without formal qualifications but with extensive commercial experience will also be considered.
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 6.5.

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

· Computer based TOEFL – minimum score 280 plus an essay score of 5.

B. Aims of the Programme
The main aims of the MSc in Strategic Marketing and associated pathways are to provide students with the opportunity to:

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

· Empower students to challenge accepted marketing orthodoxy and to be more innovative and creative in their approach to marketing practice.
· 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 experience.
· Research a specific area of marketing theory in depth in the context of their workplace, by means of a Master’s level Research Project.
C. Intended Learning Outcomes
The programme provides opportunities for students to develop and demonstrate knowledge and understanding, skill and other attributes in the following areas. The programme outcomes are referenced to the QAA subject benchmarks for Business and Management and the Framework for Higher Education Qualifications in England, Wales and Northern Ireland (2008), and relate to the typical students.
Pathway Specific Learning Outcomes
In addition to the Learning Outcomes outlined below for the MSc in Strategic Marketing, and all of the other pathways the:

· MSc in Marketing and Communication will enable communications specialists fully to understand and to integrate the communications mix into marketing and corporate strategy.

· To understand the pivotal importance of communication both internally and externally and at both a strategic and at a tactical level.
· MSc in Marketing and Sales will enable both marketers and sales specialists to fully appreciate the scope for integration of these two business functions.

· To understand the scope for overlap of the two functions and how more synchronous working is essential for on-going success.
· MSc in International Marketing will enable those working in global markets to understand fully the additional challenges of developing marketing strategy and implementing it across international boundaries.

· To understand the full scope of global opportunity and the management of the additional business challenges which this creates.
Overall Learning Outcomes                                                                                                  On completion of the programme, all students will be able to demonstrate an appreciation and understanding 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 of organisational effectiveness and efficiency.

Then, more widely across the programme, the following learning outcomes will be achieved:

	Programme Learning Outcomes

	
	Knowledge and Understanding

On completion of the course students will be able to:
	
	Intellectual skills – able to:

On completion of the course students will be able to:
	
	Subject Practical skills 

On completion of the course students will be able to:

	A1
	demonstrate knowledge and a critical understanding of the core theoretical contributions to strategic marketing and how these may be applied
	B1
	analyse, interpret and present strategic marketing data and information sources and demonstrate a critical awareness of the relevance and limitations of such analyses
	C1
	demonstrate skills of analysis and synthesis, and apply them to issues and decisions associated with strategic marketing


	A2
	demonstrate knowledge and a critical appreciation of key findings from the related empirical research literature

	B2
	evaluate issues, problems and opportunities associated with strategic marketing across all industry sectors

	C2
	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

	A3
	identify and explore the connections between the legal, economic and social environments as they bear on  
both for profit and not for profit organisations
	B3
	undertake critical self-reflection of the learning process and experience, and demonstrate how this reflection and learning can be utilised to enhance future performance
	C3
	communicate effectively in written and oral forms in English in a business context


	A4
	identify the relative merits and disadvantages of various research methods and techniques and to achieve competence in the application of those methods and techniques
	B4
	
	C4
	

	A5
	Be conversant with the full range of models and approaches available to the strategic marketer, the scope of their application and the means of measuring their effectiveness
	
	
	
	

	Key Skills

	
	Self Awareness Skills
	
	Communication Skills
	
	Interpersonal Skills

	AK1
	Take responsibility for  own learning and plan for and record own personal development
	BK1
	Express ideas clearly and unambiguously in writing and the spoken work
	CK1
	Work well  with others in a group or team

	AK2
	Recognise own academic strengths and weaknesses, reflect on performance and progress and respond to feedback
	BK2
	Present, challenge and defend  ideas and results effectively orally and in writing
	CK2
	Work flexibly and respond to change

	AK3
	Organise self effectively, agreeing and setting realistic targets, accessing support where appropriate and managing time to achieve targets
	BK3
	Actively listen and respond appropriately to ideas of others
	CK3
	Discuss and debate with others and make concession to reach agreement

	AK4
	Work effectively with limited supervision in unfamiliar contexts
	
	
	CK4
	Give, accept and respond to constructive feedback

	
	
	
	
	CK5
	Show sensitivity and respect for diverse values and beliefs

	
	Research and information Literacy Skills
	
	Numeracy Skills
	
	Management & Leadership Skills

	DK1
	Search for and select relevant sources of information
	EK1
	Collect data from primary and secondary sources and use appropriate methods to manipulate and analyse this data
	FK1
	Determine the scope of a task (or project)

	DK2
	Critically evaluate information and use it appropriately
	EK2
	Present and record data in appropriate formats
	FK2
	Identify resources needed to undertake the task (or project) and to schedule and manage the resources

	DK3
	Apply the ethical and legal requirements in both the access and use of information
	EK3
	Interpret and evaluate data to inform and justify arguments
	FK3
	Evidence ability to successfully complete and evaluate a task (or project), revising the plan where necessary

	DK4
	Accurately cite and reference information sources
	EK4
	Be aware of issues of selection, accuracy and uncertainty in the collection and analysis of data
	FK4
	Motivate and direct others to enable an effective contribution from all participants

	DK5
	Use software and IT technology as appropriate
	
	
	
	

	
	Creativity and Problem Solving Skills
	
	
	
	

	GK1
	Apply scientific and other knowledge to analyse and evaluate information and data and to find solutions to problems
	
	
	
	

	GK2
	Work with complex ideas and justify judgements made through effective use of evidence
	
	
	
	


D. Programme Structure
The main reference 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.
This programme is offered in part-time mode (weekends only.

E1.
Professional and Statutory Regulatory Bodies


None
E2.
Work-based learning, including sandwich programmes

None
E3.
Outline Programme Structure
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 either 30 credits. A field may contain one or more multiple modules valued at, for example, 60 credits in the case of a Research Methods & Dissertation/Project.
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.

A qualifying profile of applicant may have a Chartered Institute of Marketing (CIM) Professional Postgraduate Diploma or equivalent and a minimum of four years postgraduate experience in the workplace in a marketing or directly related discipline.
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.

The structure of the MSc in Advanced & Strategic Marketing and associated pathways, is outlined in Table 1. on the next page.
Table 1.                                                                Named Pathways

	Award Title
	MSc Strategic Marketing
	MSc Strategic Marketing and Communications
	MSc Strategic Marketing and  Sales
	MSc Strategic International Marketing

	Pathway Signature Module
	BM7043   The Evolution of Marketing Thought and Practice
30
	BM7045 Contemporary Integrated Marketing Communications

30
	BM7046 Integrating Marketing and Sales Strategy, Tactics and Management 
30
	BM7047 Boston  International Marketing Certificate Programme
                    30

	BM7049 Understanding Consumers  
	30
	30
	30
	30

	BM7044 Practitioner Self Development 
	n/a
	n/a
	n/a
	n/a

	BM7051 Winning & Retaining Customers
	30
	30
	30
	30

	BM7048 Strategic Market and Brand Management
	30
	30
	30
	30

	BM7006 Research Proposal  & Dissertation
	60
	60
	60
	60

	BM7050 Market Analysis
	30
	30
	30
	30

	Award Total
	210
	210
	210
	210


The MSc Strategic International Marketing is offered as an award alongside Boston University USA, where the required signature module for that pathway will be enrolment on Boston’s distance learning certificate programme in International Marketing for 60 credits. 

In order to qualify for a specific named pathway award title, students will be expected to undertake to study the appropriate pathway signature module (30 credits) and to focus their Research Project in that specific area (60 credits). This will result in 90/180 = 50% of the credit total being allied to the named pathway subject. (bold in Table 1. above).                    All other modules will be common to all named pathways.
	Compulsory Modules
	Module Code
	Credit Value
	Level
	% Written Exam
	% Practical Exam
	% Course-work
	Teaching Block

	Practitioner Self Development
	BM7044
	n/a
	7
	
	
	100%
	One

	Understanding Consumers
	BM7049
	30
	7
	
	
	100%
	One

	Winning & Retaining Customers
	BM7051
	30
	7
	
	
	100%
	One

	Strategic Market & Brand Management
	BM7048
	30
	7
	
	
	100%
	One & Two

	Market Analysis
	BM7050
	30
	7
	
	
	100%
	Two

	Research Proposal & Dissertation
	BM7006
	60
	7
	
	
	100%
	Two

	Option Modules
	
	
	
	
	
	
	

	The Evolution of Marketing Thought & Practice
	BM7043
	30
	7
	
	
	100%
	One & Two

	Contemporary Integrated Marketing Communications
	BM7045
	30
	
	
	
	100%
	One & Two

	Integrating Marketing & Sales Strategy, Tactics & Management
	BM7046
	30
	7
	
	
	100%
	One & Two

	Boston International Marketing Certificate Programme
	BM7047
	30
	7
	
	
	
	


Delivery of the Field
The field is offered usually in PT mode, weekend delivery only. The field offers four associated, named pathways, each resulting in a specific degree title.

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.
E. Principles of Teaching Learning and Assessment 
Given that this is recognised to be a mature, mid-career student group, the focus for assessment will be on ‘theory into practice’ rather than an exploration of just theory in isolation.  Across the range of written modular assessments, students will be encouraged to take the opportunity to identify the links between academic theory and the current and real issues which they may be facing in the workplace. Such ‘work-based’ learning will form a distinct part of the programme.
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 demonstrate their ability to study independently, and it is envisaged that only a proportion of student learning time will be staff contact time.
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.
F. Support for Students and Their Learning
Students are supported by:

· Module leader for each module 

· A Course Director to help students understand the programme structure and how they can maximise the benefits which accrue from attending the programme. They can also provide advice and pastoral support if needed
· Technical support to advise students on IT and the use of software

· A designated programme administrator

· A personal tutor

· An induction session at the beginning of the programme

· Staff Student Consultative Committee

· Study Space – a versatile on-line interactive intranet and learning environment

· Student support facilities that provide advice on issues such as finance, regulations, legal matters, accommodation, international student support etc.

· Disabled student support

· The Students’ Union

· Careers and Employability Service

· Guest speakers from other academic institutions and the professions 
· The Faculty runs a ‘Strategy into Practice’ lecture series which take place every Thursday and involve senior representatives from a range of companies attending the University to speak to students
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 combined Research Proposal and Research Project.

Networked communication between all members of any cohort will be encouraged and facilitated on-line and via timetabled workshops.
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.

G. Ensuring and Enhancing the Quality of the Course

The University has several methods for evaluating and improving the quality and standards of its provision. These include: 
· External Examiners.

· Boards of Study with student representation.

· Annual review and development.
· Periodic review undertaken at the subject level.

· Student evaluation.

· Moderation policies.

Students will be given an opportunity to comment on individual modules and on the programme overall.
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. 
H. Employability Statement
 Completion of the MSc Strategic Marketing and associated pathways 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.
I. Approved Variants from the UMS/PCF
None     
J. Other sources of information you may wish to consult.
None.
Appendix 1. Development of Programme Learning Outcomes in Modules

This map identifies where the programme learning outcomes are assessed across the modules for this programme.  It provides an aid to academic staff in understanding how individual modules contribute to the programme aims, and a means to help students monitor their own learning, personal and professional development as the programme progresses and a checklist for quality assurance purposes.    
	Learning Outcomes
	
	The Evolut’n of Marketing Thought & Pract.
	Contemp. Int. Mkt. Comms.
	Integrating Marketing & Sales Strat. &  Mgmt.
	Boston Certificate  Programme
	Practitioner Self Develop’t
	Understand’Consumers
	Winning & Retaining Customers
	Strategic Market & Brand Management
	Market Analysis
	Research Methods & Dissertation

	Knowledge & Understanding
	A1
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	
	A2
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	
	A3
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	
	A4
	
	
	
	
	
	
	
	
	FS
	FS

	
	A5
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	Intellectual Skills
	B1
	
	
	
	
	
	
	
	
	FS
	FS

	
	B2
	F
	F
	F
	F
	F
	F
	F
	F
	F
	FS

	
	B3
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	Practical Skills
	C1
	
	
	
	
	
	
	
	
	FS
	FS

	
	C2
	
	
	
	
	
	
	
	
	FS
	FS

	
	C3
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	Transferable skills
	AK1
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	
	AK2
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	
	AK3
	
	
	
	
	
	
	
	
	FS
	FS

	
	AK4
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	
	BK1
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	
	BK2
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	
	BK3
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	
	CK1
	F
	F
	F
	F
	F
	F
	F
	F
	
	

	
	CK2
	
	
	
	
	
	
	
	
	FS
	FS

	
	CK3
	F
	F
	F
	F
	F
	F
	F
	F
	
	

	
	CK4
	F
	F
	F
	F
	F
	F
	F
	F
	FS
	FS

	
	CK5
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	
	DK1
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	
	DK2
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	
	DK3
	
	
	
	
	
	
	
	
	FS
	FS

	
	DK4
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS
	FS

	
	DK5
	F
	F
	F
	F
	F
	F
	F
	F
	FS
	FS

	
	EK1
	
	
	
	
	
	
	
	
	FS
	FS

	
	EK2
	
	
	
	
	
	
	
	
	FS
	FS

	
	EK3
	
	
	
	
	
	
	
	
	FS
	FS

	
	EK4
	
	
	
	
	
	
	
	
	FS
	FS

	
	FK1
	
	
	
	
	
	
	
	
	FS
	FS

	
	FK2
	
	
	
	
	
	
	
	
	FS
	FS

	
	FK3
	
	
	
	
	
	
	
	
	FS
	FS

	
	FK4
	
	
	
	
	
	
	
	
	F
	F

	
	GK1
	F
	F
	F
	F
	F
	F
	F
	F
	F
	F

	
	GK2
	F
	F
	F
	F
	F
	F
	F
	F
	FS
	FS


F = Formative assessment.     S = Summative assessment
	Level
	Module Name
	Module Code
	Credit Value
	Core / Option
	Type of coursework
	Word Length
	% weighting
	F/S

	7
	Practitioner Self Development
	BM7044
	15
	Core
	Written Assignment
	3,500 to 5,000
	100%
	F/S

	7
	Understanding Consumers
	BM7049
	15
	Core
	Written Assignment
	3,500 to 5,000
	100%
	F/S

	7
	Winning & Retaining Customers
	BM7051
	15
	Core
	Written Assignment
	3,500 to 5,000
	100%
	F/S

	7
	Strategic Market & Brand Management
	BM7048
	30
	Core
	Written Assignment
	3,500 to 5,000
	100%
	F/S

	7
	Market Analysis
	BM7050
	15
	Core
	Written Assignment
	3,500 to 5,000
	100%
	F/S

	7
	Research Proposal & 

Dissertation
	BM7006
	60
	Core
	Written Assignment
	3,500 to 5,000
12,000 to 20,000
	100%
	F/S
F/S

	7
	The Evolution of Marketing Thought & Practice
	BM7043
	30
	Option
	Written Assignment
	3,500 to 5,000
	100%
	F/S

	7
	Contemporary Integrated Marketing Communications
	BM7045
	30
	Option
	Written Assignment
	3,500 to 5,000
	100%
	F/S

	7
	Integrating Marketing & Sales Strategy, Tactics & Management
	BM7046
	30
	Option
	Written Assignment
	3,500 to 5,000
	100%
	F/S

	7
	Boston International Marketing Certificate Programme
	BM7047
	30
	Option
	Achieved before joining the Kingston M.Sc. programme
	n/a
	n/a
	n/a


Technical Annex
Final Award(s):                                                 MSc in Strategic Marketing                                 

                                                                           MSc in Strategic Marketing & Communication                                                                               

                                                                           MSc in Strategic Marketing & Sales                                                                                      

                                                                           MSc in Strategic International Marketing

Interim Award(s):                                             Pg Cert, Pg Dip
Minimum Period of Registration:                   1 year part time

Maximum Period of Registration:                  3 years part time

FHEQ Level for the Final Award:                   Masters
QAA Subject Benchmark:                              Masters awards in Business and Management

Modes of Delivery:                                          Part time

Language of delivery:                                     English

Faculty:                                                            Faculty of Business and Law

School:                                                             Kingston Business School

JACS Code:                                                     N500
UCAS Code:                                                     N/A

Course Code:                                                   BBMKPMA1PSTM






    BBMKPMA1PSTC








    BBMKPMA1PSMS








    BBMKPMA1PSIS


Route Code:                                                     BPSTM







    BPSTC

    BPSMS

    BPSIS
