FIELD SPECIFICATION

KINGSTON UNIVERSITY
Advertising and Public Relations, BA (3 year non-honours) (with ICBS) 2005-2006

A.
NATURE OF THE AWARD

Awarding Institution:

Kingston University

Programme Accredited by:

N/A
Final Award(s):


BA in Advertising and Public Relations

Intermediate Awards:

CertHE, DipHE
Field Title:



Advertising and Public Relations

FHEQ level:



Intermediate

Credit Rating by Level:
75 @ level 0, 120 @ level 1, 105 @ level 2, 75 @ Level 3 

JACs code:     


N500



QAA Benchmark Statement(s): 
General Business and Management (but for Hons degrees)

Maximum Registration:

12 years
Minimum Registration:

3 years
Faculty:    

Faculty of Business and Law

School:

n/a

Location:



ICBS, Thessaloniki



Date Specification Produced:
June 2003
Date Specification Last Revised:
June 2003
B.
FEATURES OF THE FIELD

1.
Title:


The field is available in the following forms:



BA  in Advertising and PR

2.
Modes of Delivery


The field is offered in the following alternative patterns:

Full Time 

3.
Features of the Field

It is offered as a full time 3 year course. It will be a non-Honours degree, so that the three years can accommodate a Level 0 ‘Foundation’ phase but be completed in the set time. Students are admitted usually right after their graduation from the lyceum at the age of 18. The course is to be offered at ICBS, Thessaloniki Business School, Greece in collaboration with Kingston Business School. The course will be taught in the Greek language but a complementary course of English tuition will also be required reflecting the needs of the modern business world.

The field is one of a set of three which will utilise a common platform in the first two years (or 4 semesters) the others are the BA in Management, and  the BA in Management with Economics 

C.
EDUCATIONAL AIMS OF THE FIELD

· To provide students in this field with a sound knowledge and understanding of the core elements of  marketing communications with emphasis in Advertising and PR

· To offer a brief exposure (in the final semester) to the more strategic aspects of marketing communications

· To enable students to identify, locate and critically appraise secondary and primary sources as a basis of independent study and a research project in the final year

· To develop subject related practical skills

· To provide students with the opportunities to develop their written and oral communication skills

· To prepare students for graduate employment and lifelong learning  
D.
LEARNING OUTCOMES (OBJECTIVES) OF THE FIELD

1.
Knowledge and Understanding

On completion of this field students will have an in depth knowledge and understanding of:
· The workings of the individual components of the marketing communications 

· The function and operations of organizations

· The role of business in the contemporary world

· The interaction of  business organizations within their environment

· The specifics for the successful dissemination of a message to a target group

· The mechanics of consumer research

2.
Cognitive (thinking) Skills
On completion of this field students will be able to:

· Critically analyse and appraise both primary and secondary sources

· Solve business related problems

· Plan and conduct a research project

· Demonstrate the ability to be an independent learner 

3.
Practical Skills

On completion of this field students will be able to:

· Carry out subject related practical work 

· Select appropriate technique(s) to deal with a given issue

· Understand the challenges of managing teams of people as they perform a task

· Plan and organize their job in an effective way

4.
Key Skills

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

a.

Communication Skills

· Make an effective contribution to group work and discussions

· Deliver an effective oral presentation

· Select and extract useful material from data sources

· Read and collate material from written and spoken sources

· Provide written materials in a variety of forms fit for purpose

· Incorporate images in documents, including titles, data, graphics and diagrams

             b.

Numeracy

· Collect data from primary and secondary data sources selectively

· Record data in an appropriate format

· Evaluate and present data in suitable formats for the task in hand

· Select and use appropriate methods to manipulate primary and secondary data

· Be aware of issues of selection, accuracy and uncertainty in the collection and the analysis of data

c.

Information, Communication and Technology
· Use appropriate ICT to present text, data and images

· Search for, retrieve and store information from ICT sources 

· Select appropriate on-line information and evaluate its quality

· Use on-line communication systems to send and obtain information  

· Produce a complex document (e.g. project) combining information from a variety of sources 

d.
Teamwork

· Review and evaluate progress of groups and collective performance

· Identify the ways of improving the performance of groups and own contribution to groups 

e.

Independent Learning

· Have self awareness in relation to academic and personal development 

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

· Have acquired research and information handling skills as the basis for further academic work and personal development   

E.
FIELD STRUCTURE

            The field is part of the University’s Undergraduate Modular Scheme.  Fields in the UMS are made up of modules, which are assigned to levels.  Levels are progressively more challenging as a student progresses through the field.  Each semester (bar the first) is made up of 4 modules each worth 15 credits.  Typically, a student must complete 75 credits at Level 0, then 120 credits at Level 1 , 105 at Level  2 and 75 at level 3. The reason for there being “only” 105 at level 2, compensated by 75 at level 3, is to accommodate the project in year 3 – see below. All students will be provided with the UMS regulations plus the additional requirements as outlined below in section L and this will be provided in detail for students in field handbooks.

FIELD CONTENTS

B.A. in Advertising & Public Relations
 (Code: 3APR)

Semester
1

Module Code
 Module Title

     
ICBS Old Code  LEVEL          CREDITS
3BAR 11
Statistics

              STA 112
    0
                15

3BAR 12
Introduction to Management
   MAN 116          0                     15

3BAR 13
Principles of Management        MAN 126          0                      15

3BAR 14
Accounting


   ACC 114          0
                15

3BAR 15
Computing I


   CMP 115
    0
                15  

Semester
2

Module Code
 Module Title

        
ICBS Old Code             

 
3BAR 21
Microeconomics

ECN  221
     1

15

3BAR 22
Introduction to Marketing
MKT 211
     1

15

3BAR 23
Quantitative Methods            (new)

     1                 15

3BAR 24
The Business Environment
(new)

     1

15

Semester
3

Module Code
 Module Title


ICBS Old Code


 
3BAR 31
Macroeconomics

ECN 111
       1

15

3BAR 32
Operations in Business          MAN 212                1               15

3BAR 33
Information Technology
INF 213
       1

15

3BAR 34
HRM                                       MAN 222
       1

15

Semester
4

Module Code
 Module Title


ICBS Old Code


3BAR 41
Quantitative & Qualitative Analysis
MAN 323
2
15

& Research

3BAR 42
Marketing Communications                MKT 312          2          15

                        and Sales  Promotion                     

3BAR 43
Business Finance


FIN 224
 2
15

3BAR 44
International Environment 

                            and Business
                        (new)               2
15

Semester
5

Module Code
 Module Title


ICBS Old Code


 
3APR 51
Advertising   

            MKT 322                  2               15

3APR 52
Consumer Behavior &                      

                            Psychology

            MKT 311                 2                15

3APR 53
Public Relations

MKT 312                 2                15

3APR 54
Dissertation I

           MAN 414                 3                15

Semester
6

Module Code
Module Title


ICBS Old Code

3APR 61 
Advertising & Promotions 

                        Management, Media Planning  new                     
3                 15

3APR 62
P.R. Strategy                      
new                            
3                 15

3APR 63
Marketing Strategy
      
MKT 411                     3                 15

3APR 64
Dissertation II

      
MAN 424                    3                  15

TOTAL CREDITS  375

LEVEL  O
 75

LEVEL  1
120

LEVEL  2
105

LEVEL  3
 75

TOTAL LEVELS 1+2+3= 300
Notes:
1. Students who complete 120 Level 1 credits and discontinue their studies are eligible for the award of a certificate of Higher Education (CertHE).

2. Students who complete 120 Level II credits (following 120 Level 1 credits) and discontinue their studies are eligible for the award of a Diploma of Higher Education (Dip.HE).

F. FIELD REFERENCE POINTS

· The field has been designed to take account of QAA Subject Benchmark Statement in General Business and Management. (Since this is a non-Hons course it will not fully meet all aspects of the Benchmark.) 

· The awards made to students who complete the field or are awarded  at intermediate periods comply fully with the National Qualifications Framework.

· All of the procedures associated with the field comply with the QAA Codes of Practice for Higher Education.

G. TEACHING AND LEARNING STRATEGIES

· In Level 0 students will be equipped with the basic and introductory knowledge and skills to understand the business discipline.  In the first semester all students take modules that equip them with the necessary data handling and ICT skills to study the subject to a degree level.

· In Level 1 students will be equipped with the knowledge and skills to study more advanced topics in Marketing and related subjects at higher levels.   

· A wide range of learning and teaching strategies are used in the field.  These include:

· formal lectures;

· group projects;

· seminars

· problem solving classes;

· independent learning from guided texts and work books;

· research projects;

· visits to outside organizations.

· Knowledge and understanding of management will be developed from level to level.  Level 1 provides core underpinning knowledge necessary for the study of the structure and function of the component parts of the management system.  In Level 2 students study research methods as a preparation for the Level 3 research project and focus on understanding the remaining, major functions of the enterprise, plus core aspects of Advertising and PR.  The level 3 modules offer an opportunity for independent/small group research study, complemented by an appreciation of the strategic aspects of marketing communications. This will enable students to develop an holistic view of the enterprise and its relation with its customers and their needs.

· From level to level, students progressively make use of more primary, research based sources of information and by the end of their course  will have  developed skills to analyze and appraise original sources, assemble data from various sources, solve problems and carry out an individual piece of  research from planning to final report.  Students are expected to become more independent in their learning from level to level.  This culminates in the research project in Level 3.

· Throughout the field emphasis is placed on developing group work skills, written and oral communication and presentation skills, data handling and analysis skills, a range of ICT skills and independent learning skills.

H.
ASSESSMENT STRATEGIES

A wide range of assessment strategies are used in the field.  The assessments are designed to demonstrate that students have achieved the learning outcomes detailed in D above and include:

· unseen examinations;

· multiple choice tests;

· short answer tests;

· practical reports;

· data interpretation exercises;

· group and individual presentations;

· essays;

· reports

· literature surveys;

· project reports.

· Many of the skills developed during study of the field will be assessed within these various types of assessment (for example, the use of ICT is a normal expectation in the preparation of written work, reports etc; data handling is inherent in many of the activities, assessments will be carried out by groups and individuals and greater self-reliance will be needed from level to level).

· The assessments are a mixture of course work and end of module “summative” written assessments, usually unseen examinations.  Each module carries a final grade, which is made up of the marks for course work and end of module assessments.  The contribution of the individual assessments to the module total and the requirements to pass each module will be detailed in the field handbook/module guides.

I.
ENTRY QUALIFICATIONS

1.
The minimum entry qualifications for the field are:

To have achieved a pass in the Lyceum apolytirion (this represents successful graduation from 12 years of formal primary and secondary education)

2.
Typical entry qualifications set for entrants to the field are:

Pass in apolytirion, preferably with a score of at least 12, and acceptable performance at an admissions interview. The registrar  will assess special issues. 

J.
CAREER OPPORTUNITIES

Marketing communications is believed to be an important discipline that the country will need to develop and reach the targets set within the European Union. The great majority of the enterprises in Greece are SMEs, and mostly family type. They need a professional approach to compete and communicate internationally and thus survive.

K.
INDICATORS OF QUALITY

· The field of Marketing (BA,Hons - Marketing) and the 2 BA (Hons) (Business Administration and Accounting and Finance )+ BSc (Hons) Business Computing at the UG level at ICBS/TBS were included in a recent QAA (2001) Review and achieved positive comments 

· ICBS has been accredited and recognized (2001) by the British Accreditation Council for Independent Further and Higher Education as an institution providing higher education 

· In 2002, the Association of MBAs (UK) has accredited ICBS’s provision of the Kingston MBA as part of the overall delivery of that MBA.

· The Federation of Industries of Northern Greece has selected ICBS (2001) to outsource its Graduate Management Program

· The Exporters Association of Northern Greece and The Hellenic Association of International Transporters and Logistics have selected ICBS (2003) to commission their professional 2- year FT/PT program.  

L. APPROVED VARIANTS FROM THE UMS/PCF

 None
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