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Programme Specification 

 
 

 

GENERAL INFORMATION 

Awarding Institution//Body University of Bath 

Teaching Institution* School of Management, University of Bath 

Validated/Franchised/Licensed (if appropriate)  

Programme accredited by (including date of 
accreditation)* 

 

Programme approved by (including date & minute 
number of Senate) 

T&QC: 21/12/05 – min: 037 
Board of Studies: 18/01/06 – min: 050a 
PAP: 10/04/06 
(Major change – including credit balance 
P&PAC 25/01/11 
Major change – PAPAC 6 August 2014) 

Final award Master of Science 
Postgraduate Diploma 
Postgraduate Certificate 

Programme title* MSc in Marketing 
PG Diploma in Marketing 
PG Certificate in Marketing  

UCAS code (if applicable)  n/a 

Subject Benchmark Statement* Business and Management 

Intended level of completed programme (in line with 
FHEQ  eg 5, 6, 7,)* 

 M, 7 

Duration of programme & mode of study* MSc in Marketing: One year, full-time 
(Single Stage Programme) 
PG Diploma: Two semesters, full-time 
PG Certificate: One semester, full-time 

Date of Specification preparation/revision*  28 Jul’14: 20 Aug’15: 2 Sep’16 

Applicable to cohorts (eg. for students commencing 
in September 2013 or 20013/14-2014/15)* 

 Students commencing in 2016/17 onwards 

 
 

Synopsis and academic coherence of programme* 

The MSc in Marketing programme offers an advanced qualification useful to marketing/ business or 
management graduates wishing to pursue careers in marketing and prepares candidates for further 
professional training and/or higher postgraduate study in marketing. The first semester of the 
programme uses a rigid curriculum to explore a core set of concepts and ideas about marketing. In 
addition to further developing core skills, the second semester units also challenge students to apply 
their understanding of core topics to contemporary issues and specialist areas of marketing. The final 
semester provides the option of either undertaking a piece of research or combining a short report on 
a business topic with an investigation of a live business case (the latter is conducted in teams).  
 
All core units are classified as Designated Essential Units (DEUs). Five core units are delivered in 
semester one. Five units are taught in semester 2, four of which are core together with one optional 
unit. 
 
The MSc in Marketing is taught on a full-time basis over 1 year comprising 10 taught units (stage 1) 
and 1 research study or the combined report and business case analysis (stage 2). There is a 

http://www.qaa.ac.uk/en/Publications/Documents/Framework-Higher-Education-Qualifications-08.pdf
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provision for alternative awards which include the PG Certificate (students must successfully complete 
at least five units) and the PG Diploma (students must successfully complete all ten taught units). 
 

Educational aims of the programme* 

The MSc in Marketing and associated postgraduate programmes will provide students with:  

 a deep intellectual appreciation of the theoretical foundations of marketing with an applied 
emphasis and a focus on contemporary issues 

 the ability to apply relevant bodies of marketing knowledge to specific business problems 
taking account of the interdependency between marketing and other functions of businesses 
and organizations 

 a learning environment which encourages the development of systematic and independent 
thought and learning 

 a comprehensive knowledge and appreciation of significant contemporary issues in 
marketing research 

 the confidence to apply the knowledge gained on the programme to a variety of case 
scenarios and real world marketing problems 

 an in-depth knowledge of marketing research methods and advanced research training to 
equip them with the skills necessary to identify and execute an research  

 

Intended learning outcomes * (including teaching, learning and assessment methods, specifying 
those applicable for interim awards where appropriate) 

Units are studied through a mixture of methods, as specified in the unit templates. The teaching 
method will primarily consist of lectures but will also include: case study analysis, student-led 
seminars; workshops; in-class and on-line exercises; a computer simulation game; and guest 
lecturers.  

Summative assessment is by a variety of forms including: individual assignments, group assignments, 
presentations, and closed- and open-book examinations.  

Formative assessment opportunities include in-class group presentations, class tests, on-line 
exercises, individual assignment proposals and seminar based assignments. 

 Knowledge & Understanding: The programme enables students to demonstrate: 

 a systematic and thorough understanding of 
contemporary marketing theory  

 an understanding that enables students to evaluate 
critically current marketing research 

 a practical understanding of how data are collected 
and analysed 

 a comprehensive understanding of techniques 
applicable to the postgraduate marketing research 

 a critical awareness of current debates in chosen 
applied areas of study in the marketing field 

 Intellectual Skills: The programme enables students to: 

 analyse and discuss marketing information in a 
business context, identifying the most relevant data to 
inform decision making 

 deal with complex academic arguments both 
systematically and creatively 

 evaluate marketing research and a variety of types of 
information and synthesise information from a number 
of sources 

 evaluate and interpret information, and engage in 
problem solving, thereby demonstrating a capacity to 
think clearly and systematically about a range of 
contemporary issues in marketing 

 demonstrate self-direction and some originality in 
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tackling and solving problems 

 Professional Practical Skills:  The programme enables students to: 

 be professional marketers 

 evaluate and contribute to modern marketing debates 

 act autonomously in planning and implementing 
marketing tasks 

 Transferable/Key Skills:  The programme enables students to: 

 communicate their conclusions clearly to specialist 
and non-specialist audiences 

 plan, organize, and prioritize their time 

 establish a critical facility 

 utilise problem-solving skills in a variety of contexts 
and in imaginative ways 

 collect, interpret, and analyse data 

 continue to advance their knowledge and 
understanding in marketing 

 

Structure and content of the programme (including potential stopping off points)  

The programme is semesterised within a one stage master degree. Each semester is designed to 

provide a foundation for the development and advancement of knowledge in the following semester. 

All core taught units are designated DEUs and a pass is required in all 10 taught units in addition to 

the successful completion of the 30-credit dissertation or practice-based unit(s) before the MSc in 

Marketing can be awarded. Students who fail to complete all elements of the programme may be 

considered for the award of a PG Certificate, with at least 5 units successfully completed, or PG 

Diploma with at least 10 taught units successfully completed. 

 
See Appendix 1 

 

Details of work placements / work-based learning / industrial training / study abroad 
requirements 

 
Not applicable 
 

Details of support available to students (e.g. induction programmes, programme information, 
resources) 

 
University of Bath students attending programmes of study at the Claverton Campus are usually 
encouraged to stay in University halls of residence during their first year and will be supported in their 
transition into University life and study by Resident Tutors. These are postgraduate students or staff 
who live in the halls of residence and are responsible for the general welfare, health and safety and 
discipline of student residents. 
 
All postgraduate taught students receive pastoral support through the Director of Studies and 
specialist School support staff and postgraduate research students through supervisors who are 
responsible for monitoring and supporting the academic progress and general welfare of their 
students. 
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Staff in these roles will be able to respond to many of the questions and concerns raised by their 
students. However, there is also a range of specialist student support services that will offer both 
information and advice to support these staff working with their students, as well as take referrals to 
work more directly with the students. Students can also self-refer to these services. 
 
These services can provide information, advice and support in relation to accommodation, emotional 
difficulties, assessment of needs and provision of support relating to disability, student funding, 
general welfare, academic problems, student discipline and complaints, careers, international 
students, spiritual matters, part time work, security and personal safety. The Students’ Union can also 
provide advocacy for students. More information about these services can be accessed via: 
http://www.bath.ac.uk/students/support/. 
 
There are also Medical and Dental Centres, and a Chaplaincy on campus that are very experienced in 
meeting the needs of a student population, as well as a University nursery and vacation play scheme 
to provide childcare for older children during the school holidays. 
 

Admissions criteria (including arrangements for APL/APEL) 

The entry requirements for students enrolling on the MSc in Marketing are: 

 Candidates should hold a good degree (2:1 or above or its international equivalent) with 
significant business/ management content. The content of the degree should normally include 
marketing, but candidates may be exempted from this requirement if they have marketing 
work experience in addition to their degree. This programme is open to graduates who 
currently have little or no practical work experience. Applications from excellent candidates 
holding other degrees may be considered by exception. 

 For students whose first language is not English, a minimum of Academic IELTS 7.0 overall 
and no less than 6.5 for any of the four parts (listening, reading, writing, speaking) is required 

 One academic reference 
 

Summary of assessment and progression regulations 

 

The pass mark for the units for the certificates, diploma and MSc is 40%.  
 
The New Framework for Assessment: Assessment Regulations (NFAAR-PGT) specifies the rules 
governing students’ progression as well as for the award of degrees. The rules cover all areas of 
assessment, including supplementary assessment and the extent to which failure may be condoned.  
 
For full details of the NFAAR-PGT, visit: www.bath.ac.uk/registry/nfa/index.htm.  
 
For MSc see appendix 11 - http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-11.pdf 
For PG Diploma see appendix 12 - http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-12.pdf 
For PG Certificate see appendix 13 - http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-13.pdf 
 

Indicators of quality and standards (e.g. professional accreditation) 

 
(For more general  information on each part of the framework, click on the link) 
 

To assure continuing excellence in its quality and standards, the University of Bath has a quality 
management framework including: 
 

1. A Quality Assurance Code of Practice and associated regulations and policies 
 
2. A learning, teaching and quality committee structure which monitors quality and standards and 

instigates action for enhancement. For further information:  
 Governance 
 Review and Monitoring 
 

http://www.bath.ac.uk/students/support/
http://www.bath.ac.uk/registry/nfa/index.htm
http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-11.pdf
http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-12.pdf
http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-13.pdf
http://www.bath.ac.uk/quality/cop/statements.html
http://www.bath.ac.uk/quality/documents/QA3-PS-Guid-QS-Gov.docx
http://www.bath.ac.uk/quality/documents/QA3-PS-Guid-QS-RevMon.docx
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3. Staff development arrangements that assist staff in enhancing their own performance as 
educators, as researchers or as professional support services staff. 

  
 Students are involved in many of these processes. The emphasis here is upon the informed 

student voice - engaging with students as academic citizens to ensure they have opportunities to 
take an active part in shaping their own learning.  

 
A more detailed overview of the University’s Quality Management Framework is set out in a summary 
document. 
 
The University’s management of its academic standards and quality is subject to external institutional 
review by the Quality Assurance Agency on a six year cycle. In its 2013 Institutional Review, the QAA 
confirmed that the University met its expectations for the management of standards, the quality of 
learning opportunities, and the enhancement of learning opportunities. The University was 
commended on its provision of information.  
 
Professional bodies such as European Quality Improvement System (EQUIS), require particular 
standards and content in our programmes so that students exit able to claim professional registration 
or recognition, enabling them to progress successfully in their subsequent careers. Current 
professional accreditations are reviewed periodically by the bodies concerned.  They are shown 
against each relevant programme in the prospectus. The full list can be seen here: QA8 Register of 
Accreditations. 
 

Sources of other information 

 
Full details of the MSc programme will be available on the University website, or on request from the 
School of Management. This programme, sits alongside other masters programmes offered by the 
School. 
 
The School of Management’s web page at www.bath.ac.uk/management/courses/ provides a regularly 
updated source of information about the programme. 

 
 
 

http://www.bath.ac.uk/quality/documents/QA3-PS-Guid-QS-ASD.docx
http://www.bath.ac.uk/quality/documents/QA3-PS-Guid-QS-StuVoice.docx
http://www.bath.ac.uk/quality/documents/approach-to-quality-management.pdf
http://www.qaa.ac.uk/
http://www.bath.ac.uk/quality/documents/QA8-register-accreditations.pdf
http://www.bath.ac.uk/quality/documents/QA8-register-accreditations.pdf
http://www.bath.ac.uk/management/courses/
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APPENDIX 1 
 

Programme code  TMMN-AFM12 

Programme title  MSc in Marketing 

Award type  MSc 

Award title  Marketing 

Mode of Attendance  Full-time 

Length  1 year 

State any designated alternative programme(s)  TMMN-AFC12 PG Certificate; TMMN-AFL12 PG Diploma 

Approving body and date of approval   

 

Year 1 (for implementation with effect from 2016/17) 

P
a
rt

 

S
ta

g
e
 Normal 

period of 
study for 
this Mode 

Unit code Unit title 
Unit 

status 

C
re

d
it

s
 

D
E

U
 s

ta
tu

s
 

S
R

U
 s

ta
tu

s
 

Taught, or 
Dissertation/ 

project 
credits 

Notes 

4 1 S1 MN50357 Marketing and Society C 6 DEU  TSC  

  S1 MN50439 Strategic Marketing C 6 DEU  TSC  

  S1 MN50582 Consumer Psychology C 6 DEU  TSC  

  S1 MN50356 
Marketing to Businesses and 
Organisations 

C 6 DEU  TSC  

  S1 MN50335 Advanced Advertising Theory C 6 DEU  TSC  

  S2 MN50360 Strategic Brand Management C 6 DEU  TSC  

  S2 MN50358 Research Methods for Marketing C 6 DEU  TSC  

  S2 MN50487 
International Marketing Across 
Cultures 

C 6 DEU  TSC  

 

 

S2 MN50361 E-Marketing C 6 DEU  TSC  

S2 MN50585 New Product Development 

Choose 1 
unit 

6   TSC  

S2 MN50182 
Financial Management for 
International Business 

6   TSC  

S2 MN50205 Project Management  6   TSC  

S2 MN50550 Business Analytics  6   TSC  

S2 MN50480 
Principles of Corporate Social 
Responsibility 

6   TSC  

S2 MN50155 Understanding Employment Law 6   TSC  

S2 MN50649 Design in Management 6   TSC  

DIS MN50425 Dissertation 

Choose 
30 credits  

30 n/a  DPC  

DIS MN50591 Marketing Report 6 n/a  DPC  

 DIS MN50620 
Sustainability and Marketing 
Practicum 

24 n/a  DPC  
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Programme characteristics &  decision references 

Programme Progression 
requirement 

n/a 

NFAAR-PGT appendix 
http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-11.pdf (Masters) 
http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-12.pdf (Diploma) 
http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-13.pdf (Certificate)  

Number of TSC 60 

Number of DPC 30 

Any approved exemptions None 

 

 

Notes: 
1. All averages are credit weighted. 
2. Any re-assessment of a Stage Required Unit (SRU) must be completed in the normal supplementary assessment period prior to 

progression to the next stage of the programme, i.e. students cannot commence stage 2 prior to the completion of re-assessment 
of a SRU. 

3. Students can only be condoned in a maximum of 20% of the taught stage credits (TSC). 
4. For a Masters/diploma programme, the maximum number of credits that can be re-assessed is 18 TSC.  12 TSC for PG 

Certificate. 
5. Where the Dissertation Project Average (DPA) is made up of more than 1 unit, marginal failure in one unit can be compensated 

by a better mark in the other unit. 
6. Where the project/dissertation unit(s) is started at the same time as taught stage units please ensure that this is clear by 

indicating this in the Normal Period of study column. 
7. DIS = dissertation period i.e. normally the summer vacation after the end of teaching. 

 

 
 
 

http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-11.pdf
http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-12.pdf
http://www.bath.ac.uk/registry/nfa/nfaar-pgt-appendix-13.pdf

