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1. EDUCATIONAL AIMS OF THE FIELD

Develop philosophical, theoretical and practical abilities in order to undertake a series of written assignments and/or self directed research.

Provide students with the cognitive, critical and intellectual skills to become reflective practitioners and to facilitate self-learning and development based on the work-based learning experiences offered by the Learning Agreements within this award.

2.  KEY LEARNING OUTCOMES

This masters programme will not be offering a PG certificate as an interim award as students admitted under APL arrangements will already be qualified to this level (or equivalent) for a minimum of 60  level 7 credits. The ‘expected’ Learning Outcomes covered by these 60 credits will mean that students will already be able to:
Understand the function of marketing and its role in an organisation.

Understand in depth the fundamentals of marketing and be able to write and to execute a marketing plan.

Explain basic constructs such as the 4 P’s and how to apply the marketing mix.

Distinguish and evaluate the many different ways of understanding and communicating with customers.

Apply practical knowledge, including the collection and analysis of data and the establishment of marketing budgets.

 Masters (MA):

in addition to successful APL of 60 credits, students will be able to demonstrate achievement of the following learning outcomes (PGDip can be awarded if students demonstrate achievement in the first four:
The key principles, theories and practices associated with marketing management.

Critically evaluate, synthesise and apply theories and techniques of marketing management.

Develop knowledge and understanding of the concepts, theories and frameworks of reflective learning to enable planning and implementation of continuous learning and professional development.

How to apply theoretical models and frameworks in marketing management practice.

The philosophy, theory and practice of generating empirical data by research and developing a research proposal (max. 5,000 words).

Gain new insight and understanding of complex marketing management issues by design and implementation of a dissertation project based on empirical research.

How to write and present a Research dissertation of target 10,000 to 12,000 words (max. 20,000 words).

Cognitive (intellectual or thinking) skills to:
Deal with complex issues and make sound judgements based on analysis and critical appraisal.

Demonstrate creativity and originality in the interpretation, application and adaptation of marketing management theories.

Synthesise knowledge, understanding and learning to integrate marketing management theory and practice.

The cognitive, critical and intellectual skills of the reflective learner and practitioner, enabling continuous learning and professional development.

Design and implement a research methodology aimed at generating empirical data to provide new insight and understanding, and to achieve the aims of the research.

To present the findings of empirical research which adds to the knowledge in the subject field and provides the basis to develop a line of argument.
Practical, professional or subject specific skills, able to:

Select and apply relevant models.

Identify and access a range of information from a variety of sources, including academic and professional sources.

Use critical analysis skills to make sound business judgements that contribute towards improving performance.

Create and innovate to produce new ways of thinking and approaching marketing management issues.

3. LEARNING & TEACHING STRATEGIES

Individual supervision for each written assignment.

Individual supervision in the development of the Research Proposal.

Individual supervision in the management of the research project and in preparation of the Research Dissertation.

A significant element of self directed study is also required.

Attendance at one or more taught module contact/lecture sessions which are already scheduled to run on other  level 7 programmes may also be advised / negotiated within the Learning Agreement.

4. STRUCTURE OF THE AWARD

The award title sits within the MALA framework; Learning Agreements for different client groups will be constructed to be consistent with the MA Business and Management Practice Programme Specification and the MALA Field Specification.

5. FIELD REFERENCE POINTS

The postgraduate curriculum framework.

QAA benchmark statements for generalist (type 2) awards in business and management.

The KU policy regarding key skills.

Framework for higher education qualifications.

QAA codes of practice.

The scholarship, professional experience and research expertise of academic staff.

6. ENTRY CRITERIA

Minimum entry criteria for the award:

1. General work experience in the field of marketing management for the last 1-2 years.

2. Selection by application form and interview if considered appropriate (numerical and/or verbal reasoning assessments may be deployed at interview).

3. Whilst a first degree may be considered to be beneficial, it is not a mandatory pre-requisite.

