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1. BASIC FRAMEWORK / PROGRAMME DATA 

Originating institution(s) Bournemouth University 

Award(s) and title(s) BA (Hons) Advertising (BAA) 
BA (Hons) Marketing Communications (BAMC) 
BA (Hons) Public Relations (BAPR) 
Dip HE Advertising 
Dip HE Marketing Communications 
Dip HE Public Relations 
Cert HE Advertising 
Cert HE Marketing Communications 
Cert HE Public Relations 

UCAS Programme Code(s) 
(where applicable and if known) 

BA (Hons) Advertising – N590 
BA (Hons) Marketing Communications – N591 
BA (Hons) Public Relations – P210 

HESA JACS (Joint Academic 
Coding System) Code(s) per 
programme/pathway 

BA (Hons) Advertising – N560 
BA (Hons) Marketing Communications – N500 
BA (Hons) Public Relations – P210 

External reference points(s) The three CMC undergraduate programmes are informed by 
several frames of reference, in particular the Quality Assurance 
Agency’s (QAA) Framework for Higher Education Qualifications 
(FHEQ), the relevant QAA Subject Benchmark Statements and 
professional benchmarking (Chartered Institute of Marketing and 
Chartered Institute of Public Relations).  

The UK Quality Code for Higher Education, including: Part A: 
setting and maintaining academic standards, Chapter A1: UK and 
European reference points for academic standards (October 
2013) incorporating the Framework for Higher Education 
Qualifications, the General Business and Management subject 
benchmark statement and the Communication, Media, Film and 
Cultural Studies Honours degree subject benchmark statement 
(published 2008) 

Professional, Statutory and 
Regulatory Body (PSRB) links  

Chartered Institute of Marketing 
Chartered Institute of Public Relations 

Place(s) of delivery Bournemouth University 

Mode(s) of delivery Full-time sandwich 

Credit structure  
 

Level 4: Cert HE  – 120 credits (60 ECTS credits) 
Level 5: Dip HE    – 240 credits (120 ECTS credits) 
Level 6: BA (Hons) – 360 credits (180 ECTS credits) 

Duration 4 years full-time sandwich 

Date of original approval(s) 
 

BAMC – 2003 (1990 as BA (Hons) International Marketing 
Management BAIMM) 
BAA –  1991  
BAPR -1989 

Date of first intake September 2015 (this version) 

Student numbers 
 

BAMC – minimum 45 optimum 70, maximum 90 
BAA – minimum 45, optimum 70, maximum 90 
BAPR – minimum 45, optimum 70, maximum 90 

Placements  Minimum 30 weeks 

Partner(s) and model(s) N/A 

Date and version number of this 
Framework Specification 
 

v3.4-0917, January 2017 
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This Framework Specification was revised in February 2016 following approval of non-
modification NM 1516 10. 
 
FMC 1516 05, approved 27 April 2016, previously version 3. 
FMC 1617 06, FMC 1617 07, FMC 1617 08 & FMC 1617 09, approved 20 October 2016; 
previously version 3.2 
BU 1617 01, approved 24/02/2016, previously version 3.3-0917
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2. AIMS OF THE DOCUMENT 
 

This document provides the background, the design narrative and the purpose of the 
revalidation of the Corporate Marketing Communications Undergraduate Framework, 
covering the three programme degrees: 
 
BA (Hons) Advertising 
BA (Hons) Marketing Communications 
BA (Hons) Public Relations 
 
 
The aims of this document are to: 
 

 Define the structure of the overall Framework 

 Specify the programme degree names and groupings within the Framework 

 Provide the narrative and context informing the underlying design of the 
revalidation,  

 Identify programme and level learning outcomes 

 Articulate the regulations governing the awards offered through this Framework 
 
 

3. PROGRESSION ROUTES 
 
Internal Progression 
Students who have successfully completed the FdA Marketing Communications with 
an aggregate score equivalent to a 2:1 (or ‘merit’ classification) will be automatically 
accepted for to the BA (Hons) Marketing Communications degree programme at 
Level H/6 with 120 credits.  
 
BU International College articulation arrangements 
Students who have successfully completed the Foundation Certificate in Tourism and 
Hospitality Management or the Foundation Certificate in Media and Communication 
with a course average of 60% and English exit qualification of 65% with minimum 
60% in all components will be automatically accepted for entry with advanced 
standing to the BA (Hons) Advertising programme and credited with 120 credits at 
Level 4, 5 and 6.   
 
Students who have successfully completed the Foundation Certificate in Business, 
Law and Finance (Business pathway) or the Foundation Certificate in Tourism and 
Hospitality Management or the Foundation Certificate in Media and Communications 
with a course average of 50% and English exit qualification of 65% with minimum 
60% in all components will be automatically accepted for entry with advanced 
standing to the BA (Hons) Marketing Communications programme and credited with 
120 credits at Level 4, 5 and 6.   
 
Students who have successfully completed the Foundation Certificate in Tourism and 
Hospitality Management or the Foundation Certificate in Media and Communications 
with a course average of 50% and English exit qualification of 65% with minimum 
60% in all components will be automatically accepted for entry with advanced 
standing to the BA (Hons) Public Relations programme and credited with 120 credits 
at Level 4, 5 and 6.   
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4. ACADEMIC AND PROFESSIONAL CONTEXTS 
 
The Corporate and Marketing Communications (CMC) Framework is being revised 
and revalidated in 2014 to incorporate initiatives and goals as outlined in the 
University’s Corporate Strategic Plan (BU Vision and Values) as well as in response 
to feedback from a variety of stakeholders – the student body, alumni, the teaching 
team, prospective students, the external competition and – significantly – from 
industry partners and practitioners. This process was an excellent opportunity to 
refine and improve the previous framework in order to not only meet these 
imperatives, but also to reflect changes and initiatives in the Higher Education sector, 
and in the social and media communications industry. 

Our degrees aim to produce visionary Public Relations, Advertising and Marketing 
Communications practitioners. Our graduates will be able to define new industry 
practice and benchmarks for excellence in their fields; they will be facilitated and 
supported in becoming independent, creative, entrepreneurial, ethical and 
enlightened practitioners. Our most successful graduates will be capable of 
contributing to the transformation of their industries.   

In four years we aim to create an environment full of opportunities that turn a curious 
student into a critical and creative thinker in their chosen subject specialism of 
Advertising, Public Relations or Marketing Communications. This will be achieved 
through a Four-Step Pedagogic Approach we describe below. 

 

 

 

Four-Step Pedagogic Hierarchy 

 

Our pedagogy is based on a learning hierarchy where students are expected to first 
learn about their discipline (its foundations, structures, roles, processes) at Level 4, 
apply this acquired knowledge and skillset in Levels 5 and P and by level 6, with the 
accumulated understanding and practical experience gained, produce innovative 
thinking and practice.  

We are cognisant that there will be inevitable blurriness between thinking 
(knowledge), doing (practice) and creating (critique, create, collaborate) in the 
delivery of our programmes across all levels. Distinctions between levels are made 
most clear at the point of assessment and in what we expect students to deliver at 
each level.  

Level H: 
Creating 

Level P: 
Practicing in 

Context 

Level I: Doing  

Level C: Thinking 
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Consequently, this Framework remains ‘a framework’ in that it offers a shared 
curriculum at Levels 5/I and 6/H, but the first year has evolved into a more discipline-
specific experience that offers a ‘transformative’ process for new undergraduate 
students. In parallel, all three programmes now follow a design principle that springs 
from our research and experience into the needs/expectations of those students; that 
is to begin with a solid foundation in knowledge (‘know things’ at Level 4/C), move to 
applying and practicing that knowledge (‘do things’ at Level 5/I), contextualise that 
knowledge in the placement year, moving to critiquing and creating new knowledge 
and applications in the final year (‘create things’ at Level 6/H). 
 
The most significant area of change (from the current curriculum to this new one 
proposed for revalidation) is evident in Level 4/C. We seek to bridge the gap between 
sixth form/A level and undergraduate study, addressing a number of common 
complaints from students and from lecturers.  

Consequently, when students first arrive on their course, the first three taught units 
are delivered as a closely interwoven set of learning and teaching opportunities, 
working in parallel to frame the students’ learning through their own discipline, whilst 
addressing the ‘scholarship’ skills required for undergraduate study. This would allow 
the teaching team to use a variety of teaching and assessment strategies, building 
into a ‘portfolio’ for each student, with explicit linkages between their acquisition of 
knowledge and their growing capabilities as scholars. The pedagogic approach 
would encompass: 

 Creating – something new (a new product, campaign) much like the induction 
tasks we do now 

 Thinking – imaginative research, thinking ‘round’ a problem, solving a 
problem/puzzle 

 Writing – creative, academic and professional writing (ie a story, a short essay, a 
LinkedIn profile) 

 Critiquing – identifying critique and also thinking on one’s feet 

 Presenting – articulating an argument or position, verbally and written 

 

In doing so, they are naturally learning how to learn, learning how to self-direct and 
marshalling skills for analysis and study. 

 

All three degrees are already proven to recruit well, offer students a solid, relevant 
and rigorous educational experience, and produce graduates who are employable 
and effective within the workplace. Studying subjects located within the Faculty of 
Media & Communication provides students with what they recognise as a USP that 
singles them out from other advertising, marketing or PR students who have 
graduated from more traditional business schools. Employers and placement 
providers welcome the links with the Faculty of Media & Communication which has a 
national and international reputation for excellence in the broad media and 
communications fields. 
 
Marketing Communications 
Marketing communications is central to commercial organisations’ corporate 
strategies. Similarly, marketing communications is a core activity for the not-for-profit 
sector. Therefore both categories of organisations not only need to understand and 
use marketing communications at a strategic level, but also understand and apply the 
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techniques and processes at an operational, day-to-day, level. However, such 
organisations appreciate that marketing communications is not merely a “business 
function” but is the interface between the business and their customers, consumers 
and the public.  Our marketing communications degree is designed to address both 
the inward and outward facing nature of the discipline, enabling students to fully 
understand and critique the role and practice of marketing communications in both 
the corporate and the social context.  
 
The marketing communications programme seeks to provide students with the 
opportunity to acquire and critically understand a broad base of marketing 
communications knowledge. At the same time, an understanding of the impact of the 
media and broader contemporary communication issues underpin many of the units 
that students will follow. Study also requires the development of skills and personal 
capabilities to act on the acquired knowledge and critical appreciation of the whole 
area of marketing communications. This is reflected in the aims and intended 
learning outcomes of the programme. 
 
Advertising 
Advertising continues to enjoy a high profile within the marketing communications 
sector and requires a range of skills embracing media planning, strategic account 
planning and creative development. Nevertheless, the key task of identifying and 
understanding the target audience, and creating motivating messages appropriately 
targeted to that audience, is applicable across the media and marketing 
communications spectrum. Thus this degree incorporates important elements of the 
wider marketing communications area in order to ensure that students can enter the 
graduate market able to contribute effectively to all elements of marketing 
communications strategies and plans, as well as to be highly informed in all aspects 
of advertising.  
 
The BA Advertising degree is considered by industry to be one of the best 
undergraduate advertising programmes within the UK. This high-status 
undergraduate degree, together with the contribution of our alumni to contemporary 
advertising business, results in agencies and advertising departments pro-actively 
seeking out our graduates for employment.   
 
Public Relations 
Public Relations is the discipline that manages reputation. It involves maintaining 
goodwill and understanding between an organisation and its stakeholders, so 
communication is a key success factor. The nature of the profession is such that 
practitioners need skills in both internal and external communication.  
 
Public relations practitioners work either in-house or in a consultancy. Those working 
in-house will usually work in the Public Relations department, although terminology 
for such a department varies widely in industry. Consultancies may offer a full 
spectrum of public relations activities and specialise in a particular sector (for 
example health or finance) or a particular field of public relations (for example crisis 
management). 
 
Employers of public relations professionals are looking for the ability to think critically 
and apply knowledge to practical situations. They are also seeking strong 
communication skills and the ability to work in teams. This is reflected in the aim and 
intended learning outcomes of the programme. Most graduates of the programme 
choose to enter the Public Relations profession. 
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Links with industry 
 
CMC benefits from long established and close links with the industry in all three 
subject disciplines. Plans are underway to formalise these links with an Industry 
Panel, but this is simply to make ‘official’ connections and partnerships that currently 
underpin much of the curriculum. 
 
This is most evident in our current guest list for the undergraduate research 
conference: 
 

23red Lauren Lukasiewicz 

Bright Blue Day Jonathan Clark and David Ford 

Cammegh Davies 
Fleming 

Nigel Cammegh 

CC Group Richard Fogg 

Channel 4 Martin Greenbank 

COG Research Rob Ellis   

Craft Realities Konrad Callao 

Digitial I  Mark Crawford  

Exterion Media  Nicola Barrett and Paul Cranwell 

Firefish Dr. Bob Cook and Martyn Hill 

FutureBrand Chris Nurko 

Group M Julie Hamshere 

Hall and Partners Aileen Mills 

Hope and Anchor Darren Hanley and Amanda Anderton 

ITV  Glenn Gowen 

Kantar Media Daniel Flynn  

Line Up Media Gemma Harris 

McKenna Townsend Sarah Townsend and Matt McKenna 

Mindshare 
Julia Ayling and Mathilde Flannery-
Ashworth  

Opinium Research James Endersby 

RT Media Ross Thornley 

SPA Future Thinking Charlotte Butterworth 

Spinach Ltd Beth Broughton and Sarah Calver 

 
 

5. AIMS OF THE FRAMEWORK / PROGRAMME(S) 
 

The overall aim of our CMC programmes is to transform students into reflective and 
critical practitioners in managed communications and related industries who are 
cognisant of the historical roots of the discipline and the context in which it takes 
place, critical of existing practice and innovative and creative in their own practice.  
 
The programme/framework design achieves that fine balance between the 
expectations of industry and the drive for academic rigour. Students are keen to join 
our programmes for the knowledge and understanding that will give them a 
competitive edge in the graduate market, and this is achieved through a carefully 
planned, rationalised and delivered curriculum.  
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We help students prepare for a career in advertising, marketing communications or 
public relations in advertising agencies, consultancies and the advertising or 
marketing departments in a range of organisations, whether large, small or ‘virtual’, 
profit-oriented or not-for-profit.  Case study material and guest lectures also 
encourage students to consider ‘entrepreneurship’ – whether as a possible future 
career path or as an appropriate style of creative thinking. 
 
Additionally, the programme aims to develop students with the academically and 
professionally relevant skills and independent learning ability required for continuing 
personal development and ongoing learning. Those students who wish to progress 
their higher education studies are well-equipped to successfully apply for MA courses 
whether within Bournemouth University or elsewhere. 
 
From experience over many years, we know that we produce employable and valued 
graduates who are a credit to the University. We aim to retain and build upon this 
success through programmes that blend the interface between the marketing 
communications, advertising and public relations with the wider media and 
communications industries – recognition of the place and value of our disciplines in 
the contemporary “media and public communications continuum”. We are currently 
one of the few UK universities with these sorts of programmes situated in a very 
successful Faculty of Media & Communication, a unique element of our provision 
compared to our competitors. 
 
Additionally, we want to retain and build on our ability to help students to develop 
broader social and civic horizons. 
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6. INTENDED LEARNING OUTCOMES 
 
BA (Hons) Advertising: 

 
6.1 Overall Programme and Level 6/H Intended Learning Outcomes for BA (Hons) 
Advertising 
At Level 6/H, students will be able to draw from their critical perspectives on current practice 
in order to provide creative, collaborative and innovative approaches. Students will develop 
specialised ways of critiquing advertising, develop specialised knowledge through the 
selection of subject options and be able to compete in a global creative context; this will be 
informed by the historical and foundational understanding gained at Level 4/C, their thorough 
implementation, application and practice of current industry skills Level 5/I, and experiences 
gained through placement. Emphasis is placed on the ‘critiquing, creating and collaborating’ 
for these disciplines. 
 
By the end of the programme, students are expected to be able to: 

 
A. Subject Knowledge and Understanding 
A1. Critically engage with bodies of knowledge relevant to advertising 
A2. Achieve a critical appreciation of the organisational, political, social, commercial and 
economic contexts of advertising 
A3. Make informed judgements about the role of advertising plans and policies within 
organisations 
A4. Demonstrate a detailed understanding of advertising practice and the role of the individual 
and the organisation in a global, competitive, fast-moving environment 
A5. Understand the importance of current wider issues that impact on the theory and practice 
of advertising, for example corporate social responsibility, ethical business practice and global 
perspectives, informed by scholarship and professional practice 
 
B. Intellectual Skills 
B1. Develop and apply critical frameworks for the analysis of complex problems and issues in 
advertising 
B2. Devise methods for the investigation and resolution of academic and professionally 
oriented research and marketing communications problems 
B3. Identify and apply appropriate techniques for the comprehensive analysis, evaluation and 
synthesis of data from a wide variety of research methods 
B4. Demonstrate the ability to develop new meanings and new critiques of established 
models and theories in the advertising industries 
 
C. Subject-Specific/Practical Skills 
C1. Make an effective contribution as an individual to the design, development, 
implementation, control and evaluation of marketing communication plans and strategies from 
the perspective of advertising 
C2. Commission and conduct exploratory, conclusive and performance-monitoring research 
in qualitative and quantitative vein 
C3. Demonstrate critical thinking and analytical skills in a variety of professional and 
academic contexts 
C4. Practice the advertising discipline in a knowledgeable, skilled, critical and responsible 
way 
C5. Demonstrate a well-informed appreciation of the likely future shape of the industries 
aligned to advertising 
 
D. Transferable Skills 
D1. Effectively communicate advertising concepts, plans, proposals and issues to diverse 
audiences and constituencies 
D2. Work productively, responsibly and accountably in a team, able to listen, contribute and 
lead 
D3. Consider and critically evaluate their own work and that of others in a reflective manner 
with reference to academic and professional issues, debates and conventions 
D4. Produce accurately referenced work to a given format, brief and deadline 
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D5. Professionally present and rigorously defend ideas in a variety of forms, including orally, 
in writing, online and other business contexts 
D6. Be able to consider and apply global perspectives to their work. 
D7. Effectively manage their own continuing professional development leadership and 
entrepreneurship, with the ability to identify new emerging themes in the advertising industries 

 
6.2 Level 5/I Intended Learning Outcomes (Dip HE) for BA (Hons) Advertising 
At Level 5/I, students will engage in the practise and application of theory and skills in the 
advertising industries. Students will understand the current industry systems: this will include 
the marketing communications sectors and their publics and a detailed understanding of 
current job roles. That understanding will enable students to undertake such roles with 
confidence and knowledge. Emphasis is placed on the ‘doing, applying and practicing’ for 
each discipline. 

 
A. Subject Knowledge and Understanding 
A1. Engage with bodies of knowledge relevant to advertising and apply theory to practice 
A2. Achieve an appreciation of the organisational, political, social, commercial and economic 
contexts of advertising 
A3. Develop informed judgements about the role of advertising, plans and policies within 
organisations 
A4. Develop an appreciation and understanding of advertising practice and the characteristics 
of effective advertising campaigns 
A5. Demonstrate a meaningful understanding of the practitioner roles in each discipline 
A6. Recognize the importance of current wider issues in that impact on the theory and 
practice of advertising, for example corporate social responsibility, ethics and global 
perspectives, informed by scholarship and professional practice 
 
B. Intellectual Skills 
B1. Identify and apply basic techniques for the collection, evaluation and synthesis of data 
from a wide variety of research methods 
B2. Develop and apply frameworks for the analysis of problems and issues in advertising 
B3. Understand the methods for the investigation and resolution of professionally oriented 
research and marketing communications problems 
 
C. Subject-Specific/Practical Skills 
C1. Plan and implement advertising campaigns to ‘pitch’ standards 
C2. Conduct small-scale exploratory, conclusive and performance-monitoring research in 
qualitative and quantitative vein 
C3. Produce acceptable professional writing and industry-specific visualisation and creative 
skills for the advertising context 
C4. Show evidence of the ability to practice the advertising discipline in a knowledgeable, 
skilled and responsible way 
C5. Make an effective contribution as part of a team to the design, development, 
implementation, control and evaluation of advertising plans and strategies  

 
D. Transferable Skills 
D1. Effectively communicate advertising concepts, plans, proposals and issues to a range of 
audiences and constituencies 
D2. Develop the ability to work productively, responsibly and accountably in a team, able to 
listen, contribute and lead 
D3. Consider and evaluate their own work and that of others in a reflective manner with 
reference to academic and professional issues, debates and conventions 
D4. Produce appropriately referenced work to a given format, brief and deadline 
D5. Present and defend ideas orally 
D6. Be able to consider and apply appropriate global perspectives to their work. 
D7. Demonstrate an increasing ability to exercise initiative and personal responsibility within a 
professional working environment 
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6.3  Level 4/C Intended Learning Outcomes (Cert HE) for BA (Hons) Advertising 
At Level 4/C, students will develop a foundational understanding of what, how and why 
advertising is significant, with an emphasis on the ‘knowing, understanding and identifying’ 
the roles, skills, themes and basic models for their discipline. This will include an 
understanding of the history of advertising and the broad theoretical approaches and other 
disciplines that underpin it. 

 
A. Subject Knowledge and Understanding 
A1. Understand and identify with bodies of knowledge relevant to advertising 
A2. Achieve a foundational understanding of the organisational, political, social, commercial 
and economic contexts of advertising 
A3. Engage in debates on the common and emerging themes in the advertising industries 
A4. Demonstrate an understanding of advertising practice, particularly the role of the 
individual and the key artefacts in each discipline 
A5. Demonstrate an understanding of the role of promotional activity in society and culture 
A6. Identify and develop a repertoire of examples and case studies in advertising 
 
B. Intellectual Skills 
B1. Understand the appropriate techniques for the collection, evaluation and synthesis of data 
from a variety of research methods 
B2. Develop appropriate frameworks and case studies/examples for the discussion of 
problems and issues in advertising 
B3. Understand how to devise methods for the investigation and resolution of professionally 
oriented research and advertising problems 
 
C. Subject-Specific/Practical Skills 
C1. Understand how advertising campaigns are planned, and evaluate them 
C2. Conduct simple exploratory, conclusive and performance-monitoring research in 
qualitative and quantitative vein 
C3. Produce professional writing and visualisation skills for the advertising context 
C4. Understand the importance of practicing the advertising disciplines in a knowledgeable, 
skilled, thoughtful and responsible way 
C5. Understand the design, development, implementation, control and evaluation of 
advertising plans and strategies  
 
D. Transferable Skills 
D1. Develop a sense of self and voice in the marshalling of argument and debate 
D2. Understand how to work productively, responsibly and accountably in a team, able to 
listen, contribute and lead 
D3. Consider and reflect on their own work and that of others with reference to academic and 
professional issues, debates and conventions 
D4. Produce appropriately referenced work to a given format, brief and deadline 
D5. Present and justify ideas orally 
D6. Be able to understand and consider commercial and academic perspectives to their work. 
D7. Demonstrate an ability to exercise initiative and personal responsibility  
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INTENDED LEARNING OUTCOMES 
 
BA (Hons) Marketing Communications: 

 
6.1 Overall Programme and Level 6/H Intended Learning Outcomes for BA (Hons) 
Marketing Communications 
At Level 6/H, students will be able to draw from their critical perspectives on current practice 
in order to provide creative, collaborative and innovative approaches. Students will develop 
specialised ways of critiquing marketing communications, develop specialised knowledge 
through the selection of subject options and be able to compete in a global creative context; 
this will be informed by the historical and foundational understanding gained at Level 4/C, 
their thorough implementation, application and practice of current industry skills Level 5/I, and 
experiences gained through placement. Emphasis is placed on the ‘critiquing, creating and 
collaborating’ for these disciplines. 
 
By the end of the programme, students are expected to be able to: 

 
A. Subject Knowledge and Understanding 
A1. Critically engage with bodies of knowledge relevant to marketing communications 
A2. Achieve a critical appreciation of the organisational, political, social, commercial and 
economic contexts of Marketing Communications 
A3. Make informed judgements about the role of marketing communications plans and 
policies within organisations 
A4. Demonstrate a detailed understanding of marketing communications practice and the role 
of the individual and the organisation in a global, competitive, fast-moving environment 
A5. Understand the importance of current wider issues that impact on the theory and practice 
of marketing communications, for example corporate social responsibility, ethical business 
practice and global perspectives, informed by scholarship and professional practice 
 
B. Intellectual Skills 
B1. Develop and apply critical frameworks for the analysis of complex problems and issues in 
marketing communications 
B2. Devise methods for the investigation and resolution of academic and professionally 
oriented research and marketing communications problems 
B3. Identify and apply appropriate techniques for the comprehensive analysis, evaluation and 
synthesis of data from a wide variety of research methods 
B4. Demonstrate the ability to develop new meanings and new critiques of established 
models and theories in the marketing communications industries 
 
C. Subject-Specific/Practical Skills 
C1. Make an effective contribution as an individual to the design, development, 
implementation, control and evaluation of marketing communication plans and strategies from 
the perspective of marketing communications 
C2. Commission and conduct exploratory, conclusive and performance-monitoring research 
in qualitative and quantitative vein 
C3. Demonstrate critical thinking and analytical skills in a variety of professional and 
academic contexts 
C4. Practice the marketing communications discipline in a knowledgeable, skilled, critical and 
responsible way 
C5. Demonstrate a well-informed appreciation of the likely future shape of the industries 
aligned to marketing communications 
 
D. Transferable Skills 
D1. Effectively communicate marketing communications concepts, plans, proposals and 
issues to diverse audiences and constituencies 
D2. Work productively, responsibly and accountably in a team, able to listen, contribute and 
lead 
D3. Consider and critically evaluate their own work and that of others in a reflective manner 
with reference to academic and professional issues, debates and conventions 
D4. Produce accurately referenced work to a given format, brief and deadline 
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D5. Professionally present and rigorously defend ideas in a variety of forms, including orally, 
in writing, online and other business contexts 
D6. Be able to consider and apply global perspectives to their work. 
D7. Effectively manage their own continuing professional development leadership and 
entrepreneurship, with the ability to identify new emerging themes in the marketing 
communications industries 

 
6.2 Level 5/I Intended Learning Outcomes (Dip HE) for BA (Hons) Marketing 
Communications 
At Level 5/I, students will engage in the practise and application of theory and skills in the 
marketing communications industries. Students will understand the current industry systems: 
this will include the marketing communications sectors and their publics and a detailed 
understanding of current job roles. That understanding will enable students to undertake such 
roles with confidence and knowledge. Emphasis is placed on the ‘doing, applying and 
practicing’ for marketing communications. 

 
A. Subject Knowledge and Understanding 
A1. Engage with bodies of knowledge relevant to marketing communications and apply theory 
to practice 
A2. Achieve an appreciation of the organisational, political, social, commercial and economic 
contexts of marketing communications 
A3. Develop informed judgements about the role of marketing communications, plans and 
policies within organisations 
A4. Develop an appreciation and understanding of marketing communications practice and 
the characteristics of effective marketing communications campaigns 
A5. Demonstrate a meaningful understanding of the practitioner roles in each discipline 
A6. Recognize the importance of current wider issues in that impact on the theory and 
practice of marketing communications, for example corporate social responsibility, ethics and 
global perspectives, informed by scholarship and professional practice 
 
B. Intellectual Skills 
B1. Identify and apply basic techniques for the collection, evaluation and synthesis of data 
from a wide variety of research methods 
B2. Develop and apply frameworks for the analysis of problems and issues in marketing 
communications 
B3. Understand the methods for the investigation and resolution of professionally oriented 
research and marketing communications problems 
 
C. Subject-Specific/Practical Skills 
C1. Plan and implement marketing communications campaigns to ‘pitch’ standards 
C2. Conduct small-scale exploratory, conclusive and performance-monitoring research in 
qualitative and quantitative vein 
C3. Produce acceptable professional writing and industry-specific visualisation and creative 
skills for the marketing communications context 
C4. Show evidence of the ability to practice the marketing communications discipline in a 
knowledgeable, skilled and responsible way 
C5. Make an effective contribution as part of a team to the design, development, 
implementation, control and evaluation of marketing communications plans and strategies  

 
D. Transferable Skills 
D1. Effectively communicate marketing communications concepts, plans, proposals and 
issues to a range of audiences and constituencies 
D2. Develop the ability to work productively, responsibly and accountably in a team, able to 
listen, contribute and lead 
D3. Consider and evaluate their own work and that of others in a reflective manner with 
reference to academic and professional issues, debates and conventions 
D4. Produce appropriately referenced work to a given format, brief and deadline 
D5. Present and defend ideas orally 
D6. Be able to consider and apply appropriate global perspectives to their work. 
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D7. Demonstrate an increasing ability to exercise initiative and personal responsibility within a 
professional working environment 
 
6.3  Level 4/C Intended Learning Outcomes (Cert HE) for BA (Hons) Marketing 
communications 
At Level 4/C, students will develop a foundational understanding of what, how and why 
marketing communications is significant, with an emphasis on the ‘knowing, understanding 
and identifying’ the roles, skills, themes and basic models for their discipline. This will include 
an understanding of the history of the subject and the broad theoretical approaches and other 
disciplines that underpin it. 

 
A. Subject Knowledge and Understanding 
A1. Understand and identify with bodies of knowledge relevant to marketing communications 
A2. Achieve a foundational understanding of the organisational, political, social, commercial 
and economic contexts of marketing communications 
A3. Engage in debates on the common and emerging themes in the marketing 
communications industries 
A4. Demonstrate an understanding of marketing communications practice, particularly the 
role of the individual and the key artefacts in each discipline 
A5. Demonstrate an understanding of the role of promotional activity in society and culture 
A6. Identify and develop a repertoire of examples and case studies in marketing 
communications 
 
B. Intellectual Skills 
B1. Understand the appropriate techniques for the collection, evaluation and synthesis of data 
from a variety of research methods 
B2. Develop appropriate frameworks and case studies/examples for the discussion of 
problems and issues in marketing communications 
B3. Understand how to devise methods for the investigation and resolution of professionally 
oriented research and advertising problems 
 
C. Subject-Specific/Practical Skills 
C1. Understand how marketing communications campaigns are planned, and evaluate them 
C2. Conduct simple exploratory, conclusive and performance-monitoring research in 
qualitative and quantitative vein 
C3. Produce professional writing and visualisation skills for the marketing communications 
context 
C4. Understand the importance of practicing the advertising disciplines in a knowledgeable, 
skilled, thoughtful and responsible way 
C5. Understand the design, development, implementation, control and evaluation of 
advertising plans and strategies  
 
D. Transferable Skills 
D1. Develop a sense of self and voice in the marshalling of argument and debate 
D2. Understand how to work productively, responsibly and accountably in a team, able to 
listen, contribute and lead 
D3. Consider and reflect on their own work and that of others with reference to academic and 
professional issues, debates and conventions 
D4. Produce appropriately referenced work to a given format, brief and deadline 
D5. Present and justify ideas orally 
D6. Be able to understand and consider commercial and academic perspectives to their work. 
D7. Demonstrate an ability to exercise initiative and personal responsibility  
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INTENDED LEARNING OUTCOMES 
 
BA (Hons) Public Relations: 

 
6.1 Overall Programme and Level 6/H Intended Learning Outcomes for BA (Hons) 
Public Relations 
At Level 6/H, students will be able to draw from their critical perspectives on current practice 
in order to provide creative, collaborative and innovative approaches. Students will develop 
specialised ways of critiquing public relations, develop specialised knowledge through the 
selection of subject options and be able to compete in a global creative context; this will be 
informed by the historical and foundational understanding gained at Level 4/C, their thorough 
implementation, application and practice of current industry skills Level 5/I, and experiences 
gained through placement. Emphasis is placed on the ‘critiquing, creating and collaborating’ 
for public relations. 
 
By the end of the programme, students are expected to be able to: 

 
A. Subject Knowledge and Understanding 
A1. Critically engage with bodies of knowledge relevant to public relations 
A2. Achieve a critical appreciation of the organisational, political, social, commercial and 
economic contexts of Public relations 
A3. Make informed judgements about the role of public relations plans and policies within 
organisations 
A4. Demonstrate a detailed understanding of public relations practice and the role of the 
individual and the organisation in a global, competitive, fast-moving environment 
A5. Understand the importance of current wider issues that impact on the theory and practice 
of public relations, for example corporate social responsibility, ethical business practice and 
global perspectives, informed by scholarship and professional practice 
 
B. Intellectual Skills 
B1. Develop and apply critical frameworks for the analysis of complex problems and issues in 
public relations 
B2. Devise methods for the investigation and resolution of academic and professionally 
oriented research and public relations problems 
B3. Identify and apply appropriate techniques for the comprehensive analysis, evaluation and 
synthesis of data from a wide variety of research methods 
B4. Demonstrate the ability to develop new meanings and new critiques of established 
models and theories in the public relations industries 
 
C. Subject-Specific/Practical Skills 
C1. Make an effective contribution as an individual to the design, development, 
implementation, control and evaluation of marketing communication plans and strategies from 
the perspective of public relations 
C2. Commission and conduct exploratory, conclusive and performance-monitoring research 
in qualitative and quantitative vein 
C3. Demonstrate critical thinking and analytical skills in a variety of professional and 
academic contexts 
C4. Practice the public relations discipline in a knowledgeable, skilled, critical and responsible 
way 
C5. Demonstrate a well-informed appreciation of the likely future shape of the industries 
aligned to public relations 
 
D. Transferable Skills 
D1. Effectively communicate public relations concepts, plans, proposals and issues to diverse 
audiences and constituencies 
D2. Work productively, responsibly and accountably in a team, able to listen, contribute and 
lead 
D3. Consider and critically evaluate their own work and that of others in a reflective manner 
with reference to academic and professional issues, debates and conventions 
D4. Produce accurately referenced work to a given format, brief and deadline 
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D5. Professionally present and rigorously defend ideas in a variety of forms, including orally, 
in writing, online and other business contexts 
D6. Be able to consider and apply global perspectives to their work. 
D7. Effectively manage their own continuing professional development leadership and 
entrepreneurship, with the ability to identify new emerging themes in the public relations 
industries 

 
6.2 Level 5/I Intended Learning Outcomes (Dip HE) for BA (Hons) Public relations 
At Level 5/I, students will engage in the practise and application of theory and skills in the 
public relations industries. Students will understand the current industry systems: this will 
include the public relations sectors and their publics and a detailed understanding of current 
job roles. That understanding will enable students to undertake such roles with confidence 
and knowledge. Emphasis is placed on the ‘doing, applying and practicing’ for public 
relations. 

 
A. Subject Knowledge and Understanding 
A1. Engage with bodies of knowledge relevant to public relations and apply theory to practice 
A2. Achieve an appreciation of the organisational, political, social, commercial and economic 
contexts of public relations 
A3. Develop informed judgements about the role of public relations, plans and policies within 
organisations 
A4. Develop an appreciation and understanding of public relations practice and the 
characteristics of effective public relations campaigns 
A5. Demonstrate a meaningful understanding of the practitioner roles in each discipline 
A6. Recognize the importance of current wider issues in that impact on the theory and 
practice of public relations, for example corporate social responsibility, ethics and global 
perspectives, informed by scholarship and professional practice 
 
B. Intellectual Skills 
B1. Identify and apply basic techniques for the collection, evaluation and synthesis of data 
from a wide variety of research methods 
B2. Develop and apply frameworks for the analysis of problems and issues in public relations 
B3. Understand the methods for the investigation and resolution of professionally oriented 
research and public relations problems 
 
C. Subject-Specific/Practical Skills 
C1. Plan and implement public relations campaigns to ‘pitch’ standards 
C2. Conduct small-scale exploratory, conclusive and performance-monitoring research in 
qualitative and quantitative vein 
C3. Produce acceptable professional writing and industry-specific visualisation and creative 
skills for the public relations context 
C4. Show evidence of the ability to practice the public relations discipline in a knowledgeable, 
skilled and responsible way 
C5. Make an effective contribution as part of a team to the design, development, 
implementation, control and evaluation of public relations plans and strategies  

 
D. Transferable Skills 
D1. Effectively communicate public relations concepts, plans, proposals and issues to a range 
of audiences and constituencies 
D2. Develop the ability to work productively, responsibly and accountably in a team, able to 
listen, contribute and lead 
D3. Consider and evaluate their own work and that of others in a reflective manner with 
reference to academic and professional issues, debates and conventions 
D4. Produce appropriately referenced work to a given format, brief and deadline 
D5. Present and defend ideas orally 
D6. Be able to consider and apply appropriate global perspectives to their work. 
D7. Demonstrate an increasing ability to exercise initiative and personal responsibility within a 
professional working environment 
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6.3  Level 4/C Intended Learning Outcomes (Cert HE) for BA (Hons) Public relations 
At Level 4/C, students will develop a foundational understanding of what, how and why public 
relations is significant, with an emphasis on the ‘knowing, understanding and identifying’ the 
roles, skills, themes and basic models for their discipline. This will include an understanding of 
the history of the subject and the broad theoretical approaches and other disciplines that 
underpin it. 

 
A. Subject Knowledge and Understanding 
A1. Understand and identify with bodies of knowledge relevant to public relations 
A2. Achieve a foundational understanding of the organisational, political, social, commercial 
and economic contexts of public relations 
A3. Engage in debates on the common and emerging themes in the public relations industries 
A4. Demonstrate an understanding of public relations practice, particularly the role of the 
individual and the key artefacts in each discipline 
A5. Demonstrate an understanding of the role of promotional activity in society and culture 
A6. Identify and develop a repertoire of examples and case studies in public relations 
 
B. Intellectual Skills 
B1. Understand the appropriate techniques for the collection, evaluation and synthesis of data 
from a variety of research methods 
B2. Develop appropriate frameworks and case studies/examples for the discussion of 
problems and issues in public relations 
B3. Understand how to devise methods for the investigation and resolution of professionally 
oriented research and advertising problems 
 
C. Subject-Specific/Practical Skills 
C1. Understand how public relations campaigns are planned, and evaluate them 
C2. Conduct simple exploratory, conclusive and performance-monitoring research in 
qualitative and quantitative vein 
C3. Produce professional writing and visualisation skills for the public relations context 
C4. Understand the importance of practicing the advertising disciplines in a knowledgeable, 
skilled, thoughtful and responsible way 
C5. Understand the design, development, implementation, control and evaluation of 
advertising plans and strategies  
 
D. Transferable Skills 
D1. Develop a sense of self and voice in the marshalling of argument and debate 
D2. Understand how to work productively, responsibly and accountably in a team, able to 
listen, contribute and lead 
D3. Consider and reflect on their own work and that of others with reference to academic and 
professional issues, debates and conventions 
D4. Produce appropriately referenced work to a given format, brief and deadline 
D5. Present and justify ideas orally 
D6. Be able to understand and consider commercial and academic perspectives to their work. 
D7. Demonstrate an ability to exercise initiative and personal responsibility  
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7. LEARNING AND TEACHING STRATEGIES AND METHODS 
 
7.1  Subject Knowledge and Understanding 
 
Core knowledge and understanding is acquired through taught lectures, practical seminars, 
fieldwork, and guided independent study, while the knowledge and understanding of discipline 
current affairs is obtained by the former as well as through guest lectures, ‘real’ briefs, case 
studies, examples, independent reading and group teamwork.   
 
At Level 4/C, in the first semester, students will experience a close integration between their 
units, with tutors offering signposting and explicit linkages between the subjects and their 
learning outcomes. Workshops and seminars will be provided to support them in making the 
transition from their learning experiences at school to those expected at university. Structured 
reading and group work enable them to gain and share the knowledge and understanding of 
their discipline, and introduce them to accessing and appreciating the range of subject 
specific academic and professional resources available to them. Students are introduced to e-
learning in some units so they can appreciate this additional form of teaching and learning 
 
At Level 5/I, students are encouraged to take a greater responsibility for their learning and to 
apply the practice to the theory. Whilst many units still include formal lectures, seminars and 
workshops include more student-led learning and presentations, with appropriate assessment 
strategy. 
 
Whilst lectures continue to form part of students’ learning at Level 6/H, they are much more 
interactive. Most seminars are also led by students, either as individuals or small groups, with 
their peers providing formative feedback and critiquing their work. For units such as Digital 
Futures, most of their learning is done through on-line work and discussions, with students 
often taking the lead in the direction of their own (and others’) learning. 
 
 
7.2 Intellectual Skills 
 
Intellectual skills are developed through practical project work, tutorial seminar work and 
coursework assignments.  Open-ended practical and project work is designed to permit 
students to demonstrate achievement of all the learning outcomes in this category. 
 
At Level 4/C, students are introduced to all of the above, but the tutor has a greater 
involvement in guiding the processes. Seminar and group work in particular encourages 
students to question and explore issues amongst their peers, but with the guidance of the 
tutor. 
 
Level 5/I develops this shift towards more independent learning with the tutor taking on more 
of a facilitation role in seminars and workshops but encouraging students to question and 
evaluate the work they and others are doing. 
 
By Level 6/H, students are able to demonstrate high levels of independent learning as the 
structure of seminars and workshops becomes more fluid and student-led. The tutor is able to 
take on the role of facilitator to ensure that learning opportunities are available and taken up, 
but the students themselves challenge, critique and provide feedback on the work of their 
peers. 
 
 
7.3 Subject-Specific and Practical Skills 
 
Practical skills are promoted through practical work including fieldwork and class activities. At 
levels 4/C and 5/I students are given detailed guidance to ensure that they have a firm 
grounding in the relevant skills and an awareness of the safety and ethical issues related to 
certain practical skills.  By Level 6/H, students producing a dissertation or consultancy project 
have an element of independence to experiment and test practical skills; however, 
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dissertation students meet regularly with an advisor to discuss methodologies and practical 
work. 
 
7.4 Transferable Skills 
 
Transferable skills are introduced in the Level 4/C Skillsets units and are further developed in 
a contextual manner throughout the programme via tutorial/seminar work and coursework 
assignments. They are further refined through the placement experience and explicitly drawn 
out in the core units at Level 6/H. 
 
Additionally, throughout the Programmes, the teaching strategy will continue its very 
successful relationship with industry partners bringing in live’ industry briefs wherever 
possible in Levels 5/I and 6/H. The professional practice of staff in the CMC academic group 
provides opportunities for business engagement within our degree unit assignments. This is 
facilitated via The Faculty of Media & Communication's business engagement manager, who 
is responsible for sourcing live briefs on behalf of the students. Notable engagements in the 
past have included Merlin Entertainments, RNLI, Argos and Organix to name just a few 
examples. In addition to this, students have also completed 'live' projects for a wide range of 
local SME's, supporting BU's positive impact on the regional business community. Many live 
assignments have led to further paid opportunities for students and staff, account handled by 
the business engagement manager, who ensures a professional relationship is maintained 
with the client and efficient co-ordination within the academic group and student cohort.  
 
 
 

8. ASSESSMENT STRATEGIES AND METHODS 
 
Within the HEA guidelines for best practice in this area ‘Programme Assessment Strategies’ 
(HEA website) outlines a need for assessment to be linked to overall programme aims and 
outcomes not just to unit specific ILO’s. The following outline assessment strategy is designed 
to inform the individual programmes, levels and units so that the students experience an 
‘appropriate’ range and type of assessment throughout their time studying. The notion of 
‘appropriate’ has been informed by pedagogic literature, for example using dimensions of 
productive pedagogies (Hayes and Nola (2006), Lingard, Hayes and Mills (2003) including; 
contextualised knowledge, problem based learning, conceptual connectedness and student 
self-evaluation. In addition we have drawn on the collective reflective experiences of the 
teaching team.   
 
Guiding principles of assessment strategy  
 
Our pedagogy is based on a learning hierarchy where students are expected to first learn 
about their discipline (its foundations, structures, roles, processes) at Level 4/C, apply this 
acquired knowledge and skillset in Levels 5/I and P and by level 6/H, with the accumulated 
understanding and practical experience gained, produce innovative thinking and practice.  
 
We are cognisant that there will be inevitable blurriness between thinking (knowledge), doing 
(practice) and creating (critiquing, creating, collaborating) in the delivery of our programmes 
across all levels. Distinctions between levels are made most clear at the point of assessment 
and in what we expect students to deliver at each level.  
 
We have based the assessment grid on the following five principles: 
 
Firstly, ‘fit for purpose’ in that it recognises the different levels of undergraduate study with 4/C 
as primarily foundational, 5/I as primarily application, and 6/H as primarily critical thinking.  
 
Secondly, it structures assessments in a way that overtly demonstrates how the proceeding 
level is developmental, in part, helping to prepare students for the next level of study.  
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Thirdly, the strategy appreciates the need for assessments to be designed in a manner that 
embraces the many learning styles of students – hence both the overall shape and the 
diversity of assessments is deliberate.  
 
Fourthly, within the suite of assessment types being used we have made a conscious 
decision to limit the numbers that are carried out in a group. This overtly addresses the 
tensions between: the need for students in these disciplines to hone their abilities to work in 
various group scenarios with the real anxiety and perceived/ actual view that group work is 
inherently ‘unfair’.  
 
And finally, to ensure a degree of consistency and clarity of expectation the default position is 
to include two pieces of assessed work for all units (exceptional cases will be made for 
example with the final year dissertation project). The team recognise that this presents an 
element of internal cultural shift in terms of it being a more directed and focussed approach 
guiding, and in some cases prescribing, the nature of the individual unit assessments. This 
strategy allows for a great deal of unit tutor autonomy in relation to the precise detail of the 
assessments in the units they lead.  
 
 
Focus for each level of assessment  
The assessment strategy is linked directly to the overarching narrative of the programmes 
journey for the students. 
 
Thus:  
 
At Level 4/C - Students will be assessed on their ability to describe and explain foundational 
theory, industry roles, structures, processes and practices as well as what is meant by 
developing an argument and identifying critical thinking  
 
At Level 5/I  & P, students will be assessed on their ability to apply existing methods and 
processes in designing and implementing CMC projects  
 
At Level 6/H students will be assessed on their ability to demonstrate potential in contributing 
to thinking and practice that builds on existing modes 
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9. PROGRAMMES SKILLS MATRIX – BA (HONS) ADVERTISING 

 

  
 
Units – Level 4/C 

A 
1 

A
2 

A
3 

A
4 

A
5 

A
6 

B 
1 

B 
2 

B 
3 

C 
1 

C 
2 

C 
3 

C
4 

C
5 

D 
1 

D 
2 

D 
3 

D
4 

D
5 

D
6 

D
7 

Principles of Advertising  * * * * * * * * * * *  * *    *  * * 
Advertising, Media and Society * * *  * *  *     *  *  * * * * * 
Advertising Skillset *  * * * * *  * * * *  *  * * * *  * 
Decoding Advertisements * * * * * *       * * * * * * * * * 
Brand Positioning for Advertising * * * * *  * *     * *  * * * * * * 
Applied Advertising Campaigns * *  *  * * * * * * * * * * * * * * * * 
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BA (Hons) Advertising - Level 4/C  

 
A. Subject Knowledge and Understanding 
A1. Understand and identify with bodies of knowledge relevant to advertising 

A2. Achieve a foundational understanding of the organisational, political, social, commercial and economic contexts of advertising 

A3. Engage in debates on the common and emerging themes in the advertising industries 

A4. Demonstrate an understanding of advertising practice, particularly the role of the individual and the key artefacts in advertising 

A5. Demonstrate an understanding of the role of promotional activity in society and culture 

A6. Identify and develop a repertoire of examples and case studies in advertising 

B. Intellectual Skills 

B1. Understand the appropriate techniques for the collection, evaluation and synthesis of data from a variety of research methods 

B2. Develop appropriate frameworks and case studies/examples for the discussion of problems and issues in advertising 

B3. Understand how to devise methods for the investigation and resolution of professionally oriented research and advertising problems 

C. Subject-Specific/Practical Skills 

C1. Understand how advertising campaigns are planned, and evaluate them 

C2. Conduct simple exploratory, conclusive and performance-monitoring research in qualitative and quantitative vein 

C3. Produce professional writing and visualisation skills for the advertising context 

C4. Understand the importance of practicing the advertising disciplines in a knowledgeable, skilled, thoughtful and responsible way 

C5. Understand the design, development, implementation, control and evaluation of marketing communications plans and strategies from the perspective of their selected specialisation 

D. Transferable Skills 

D1. Develop a sense of self and voice in the marshalling of argument and debate 

D2. Understand how to work productively, responsibly and accountably in a team, able to listen, contribute and lead 

D3. Consider and reflect on their own work and that of others with reference to academic and professional issues, debates and conventions 

D4. Produce appropriately referenced work to a given format, brief and deadline 

D5. Present and justify ideas orally 

D6. Be able to understand and consider commercial and academic perspectives to their work. 

D7. Demonstrate an ability to exercise initiative and personal responsibility  
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PROGRAMMES SKILLS MATRIX – BA (HONS) ADVERTISING 
 

 
 
 
Units – Level 5/I 

A 
1 

A
2 

A
3 

A
4 

A
5 

A
6 

B 
1 

B 
2 

B 
3 

C 
1 

C 
2 

C 
3 

C
4 

C
5 

D 
1 

D 
2 

D 
3 

D
4 

D
5 

D
6 

D
7 

L
e
v

e
l 
5

/I
 

Digital Communications  * * * * * * * * * *  * * * * * * * *  * 
Developing the Research Imagination * *   *  * * *  * * * * * * * * *  * 
Insight Development and Account Planning * * * * * * * * * * * * * * * * * * * * * 
Media Planning * * * * * * * * * * * * * * * * * * * * * 
Creativity for Advertising * * * * * *   * * * * * * * * * * * * * 
Live Advertising Campaigns  *   * * *   * * * * * * * * * * * * * 
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BA (Hons) Advertising  - Level 5/I  
 

A. Subject Knowledge and Understanding 

A1. Engage with bodies of knowledge relevant to advertising and apply theory to practice 

A2. Achieve an appreciation of the organisational, political, social, commercial and economic contexts of advertising 

A3. Develop informed judgements about the role of advertising, plans and policies within organisations 

A4. Develop an appreciation and understanding of advertising practice and the characteristics of effective advertising campaigns 

A5. Demonstrate a meaningful understanding of the practitioner roles in advertising 

A6. Recognize the importance of current wider issues in that impact on the theory and practice of advertising, for example corporate social responsibility, ethics and global perspectives, informed by 
scholarship and professional practice 

B. Intellectual Skills 

B1. Identify and apply basic techniques for the collection, evaluation and synthesis of data from a wide variety of research methods 

B2. Develop and apply frameworks for the analysis of problems and issues advertising 

B3. Understand the methods for the investigation and resolution of professionally oriented research and advertising problems 

C. Subject-Specific/Practical Skills 

C1. Plan and implement advertising campaigns to ‘pitch’ standards 

C2. Conduct small-scale exploratory, conclusive and performance-monitoring research in qualitative and quantitative vein 

C3. Produce acceptable professional writing and industry-specific visualisation and creative skills for the advertising context 

C4. Show evidence of the ability to practice the advertising disciplines in a knowledgeable, skilled and responsible way 

C5.Make an effective contribution as part of a team to the design, development, implementation, control and evaluation of advertising plans and strategies from the perspective of their selected 
specialisation 

D. Transferable Skills 

D1. Effectively communicate advertising -based concepts, plans, proposals and issues to a range of audiences and constituencies 

D2. Develop the ability to work productively, responsibly and accountably in a team, able to listen, contribute and lead 

D3. Consider and evaluate their own work and that of others in a reflective manner with reference to academic and professional issues, debates and conventions 

D4. Produce appropriately referenced work to a given format, brief and deadline 

D5. Present and defend ideas orally 

D6. Be able to consider and apply appropriate global perspectives to their work. 

D7. Demonstrate an increasing ability to exercise initiative and personal responsibility within a professional working environment 
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9. PROGRAMMES SKILLS MATRIX – BA (HONS) MARKETING COMMUNICATIONS 

 

  
Units – Level 4/C A 

1 
A
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A
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A
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A
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A
6 

B 
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B 
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B 
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C 
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D 
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D 
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D 
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D
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L
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e
l 
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/C
 

Principles of Marketing  * * * * * * * * * * *  * *    *  * * 
Marketing Communications, Media and Society * * *  * *  *     *  *  * * * * * 
Marketing Communications Skillset *  * * * * *  * * * *  *  * * * *  * 
Business Environment * * * * *   *     * *  * * * * * * 
Branding Principles for Marketing 
Communications 

* * * * *  * *     * *  * * * * * * 

Applied Marketing Communications Campaigns * *  *  * * * * * * * * * * * * * * * * 
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BA (Hons) Marketing Communications - Level 4/C A. Subject Knowledge and Understanding 

A1. Understand and identify with bodies of knowledge relevant to marketing communications 

A2. Achieve a foundational understanding of the organisational, political, social, commercial and economic contexts of marketing communications 

A3. Engage in debates on the common and emerging themes in the marketing communications industries 

A4. Demonstrate an understanding of marketing communications practice, particularly the role of the individual and the key artefacts in marketing communications 

A5. Demonstrate an understanding of the role of promotional activity in society and culture 

A6. Identify and develop a repertoire of examples and case studies in marketing communications 

 

B. Intellectual Skills 

B1. Understand the appropriate techniques for the collection, evaluation and synthesis of data from a variety of research methods 

B2. Develop appropriate frameworks and case studies/examples for the discussion of problems and issues in marketing communications 

B3. Understand how to devise methods for the investigation and resolution of professionally oriented research and marketing communications problems 

 

C. Subject-Specific/Practical Skills 

C1. Understand how marketing communications campaigns are planned, and evaluate them 

C2. Conduct simple exploratory, conclusive and performance-monitoring research in qualitative and quantitative vein 

C3. Produce professional writing and visualisation skills for the marketing communications context 

C4. Understand the importance of practicing marketing communications in a knowledgeable, skilled, thoughtful and responsible way 

C5. Understand the design, development, implementation, control and evaluation of marketing communications plans and strategies in marketing communications 

 

D. Transferable Skills 

D1. Develop a sense of self and voice in the marshalling of argument and debate 

D2. Understand how to work productively, responsibly and accountably in a team, able to listen, contribute and lead 

D3. Consider and reflect on their own work and that of others with reference to academic and professional issues, debates and conventions 

D4. Produce appropriately referenced work to a given format, brief and deadline 

D5. Present and justify ideas orally 

D6. Be able to understand and consider commercial and academic perspectives to their work. 

D7. Demonstrate an ability to exercise initiative and personal responsibility  
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PROGRAMMES SKILLS MATRIX – BA (HONS) MARKETING COMMUNICATIONS 
 
 

 

 
Units – Level 5/I A 

1 
A
2 

A
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A
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3 

C 
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C
5 
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7 
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l 
5

/I
 

Digital Communications  * * * * * * * * * *  * * * * * * * *  * 
Developing the Research Imagination * *   *  * * *  * * * * * * * * *  * 
Global Marketing Communications * * * * * *  * *   * * * * * * * * * * 
Consumer Insights Development * * * *   * * *   * * * * * * * * * * 
Brand Management and Communications * * * *   * * *   * * * * * * * * * * 
Live Marketing Communications Campaigns *   * * *   * * * * * * * * * * * * * 
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BA (Hons) Marketing Communications - Level 5/I  
 
A. Subject Knowledge and Understanding 

A1. Engage with bodies of knowledge relevant to marketing communications and apply theory to practice 

A2. Achieve an appreciation of the organisational, political, social, commercial and economic contexts of marketing communications 

A3. Develop informed judgements about the role of marketing communications, plans and policies within organisations 

A4. Develop an appreciation and understanding of marketing communications practice and the characteristics of effective marketing communications campaigns 

A5. Demonstrate a meaningful understanding of the practitioner roles in each discipline 

A6. Recognize the importance of current wider issues in that impact on the theory and practice of marketing communications, for example corporate social responsibility, ethics and global perspectives, 
informed by scholarship and professional practice 

B. Intellectual Skills 

B1. Identify and apply basic techniques for the collection, evaluation and synthesis of data from a wide variety of research methods 

B2. Develop and apply frameworks for the analysis of problems and issues in marketing communications 

B3. Understand the methods for the investigation and resolution of professionally oriented research and marketing communications problems 

C. Subject-Specific/Practical Skills 

C1. Plan and implement marketing communications campaigns to ‘pitch’ standards 

C2. Conduct small-scale exploratory, conclusive and performance-monitoring research in qualitative and quantitative vein 

C3. Produce acceptable professional writing and industry-specific visualisation and creative skills for the marketing communications context 

C4. Show evidence of the ability to practice the marketing communications disciplines in a knowledgeable, skilled and responsible way 

C5.Make an effective contribution as part of a team to the design, development, implementation, control and evaluation of marketing communications plans and strategies in marketing communications 

D. Transferable Skills 

D1. Effectively communicate marketing communications -based concepts, plans, proposals and issues to a range of audiences and constituencies 

D2. Develop the ability to work productively, responsibly and accountably in a team, able to listen, contribute and lead 

D3. Consider and evaluate their own work and that of others in a reflective manner with reference to academic and professional issues, debates and conventions 

D4. Produce appropriately referenced work to a given format, brief and deadline 

D5. Present and defend ideas orally 

D6. Be able to consider and apply appropriate global perspectives to their work. 

D7. Demonstrate an increasing ability to exercise initiative and personal responsibility within a professional working environment 
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9. PROGRAMMES SKILLS MATRIX – BA (HONS) PUBLIC RELATIONS 

 

  
Units – Level 4/C A 

1 
A
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A
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D 
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D
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D
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Principles of Public Relations * * * * * * * * * * *  * *    *  * * 
Public Relations, Media and Society * * *  * *  *     *  *  * * * * * 
Public Relations Skillset *  * * * * *  * * * *  *  * * * *  * 
Reputation in a Global Context * * * * *        * * * * * * * * * 
Public Opinion and Persuasion * * * * * * * *     * * * * * * * * * 
Applied Public Relations Campaigns * *  *  * * * * * * * * * * * * * * * * 
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BA (Hons) PUBLIC RELATIONS - Level 4/C  

A. Subject Knowledge and Understanding 

A1. Understand and identify with bodies of knowledge relevant to public relations 

A2. Achieve a foundational understanding of the organisational, political, social, commercial and economic contexts of public relations 

A3. Engage in debates on the common and emerging themes in the public relations industries 

A4. Demonstrate an understanding of public relations practice, particularly the role of the individual and the key artefacts in public relations 

A5. Demonstrate an understanding of the role of public relations in society and culture 

A6. Identify and develop a repertoire of examples and case studies in public relations 

B. Intellectual Skills 

B1. Understand the appropriate techniques for the collection, evaluation and synthesis of data from a variety of research methods 

B2. Develop appropriate frameworks and case studies/examples for the discussion of problems and issues in public relations 

B3. Understand how to devise methods for the investigation and resolution of professionally oriented research and marketing communications problems 

C. Subject-Specific/Practical Skills 

C1. Understand how public relations campaigns are planned, and evaluate them 

C2. Conduct simple exploratory, conclusive and performance-monitoring research in qualitative and quantitative vein 

C3. Produce professional writing and visualisation skills for the public relations context 

C4. Understand the importance of practicing the public relations disciplines in a knowledgeable, skilled, thoughtful and responsible way 

C5. Understand the design, development, implementation, control and evaluation of marketing communications plans and strategies from the perspective of public relations 

D. Transferable Skills 

D1. Develop a sense of self and voice in the marshalling of argument and debate 

D2. Understand how to work productively, responsibly and accountably in a team, able to listen, contribute and lead 

D3. Consider and reflect on their own work and that of others with reference to academic and professional issues, debates and conventions 

D4. Produce appropriately referenced work to a given format, brief and deadline 

D5. Present and justify ideas orally 

D6. Be able to understand and consider commercial and academic perspectives to their work. 

D7. Demonstrate an ability to exercise initiative and personal responsibility  
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Digital Communications  * * * * * * * * * *  * * * * * * * *  * 
Developing the Research Imagination * *   *  * * *  * * * * * * * * *  * 
Media Management * * * * *   * *  * * * * * * * * * * * 
Stakeholder Insights * * * *   * * *   * * * * * * * * * * 
Creativity for PR * * * * * *   * * * * * * * * * * * * * 
Live Public Relations Campaigns *   * * *   * * * * * * * * * * * * * 
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BA (Hons) PUBLIC RELATIONS - Level 5/I  
 
A. Subject Knowledge and Understanding 

A1. Engage with bodies of knowledge relevant to public relations and apply theory to practice 

A2. Achieve an appreciation of the organisational, political, social, commercial and economic contexts of public relations 

A3. Develop informed judgements about the role of public relations, plans and policies within organisations 

A4. Develop an appreciation and understanding of public relations practice and the characteristics of effective public relations campaigns 

A5. Demonstrate a meaningful understanding of the practitioner roles in public relations 

A6. Recognize the importance of current wider issues in that impact on the theory and practice of public relations, for example corporate social responsibility, ethics and global perspectives, informed by 
scholarship and professional practice 

B. Intellectual Skills 

B1. Identify and apply basic techniques for the collection, evaluation and synthesis of data from a wide variety of research methods 

B2. Develop and apply frameworks for the analysis of problems and issues in public relations 

B3. Understand the methods for the investigation and resolution of professionally oriented research and public relations problems 

C. Subject-Specific/Practical Skills 

C1. Plan and implement public relations campaigns to ‘pitch’ standards 

C2. Conduct small-scale exploratory, conclusive and performance-monitoring research in qualitative and quantitative vein 

C3. Produce acceptable professional writing and industry-specific visualisation and creative skills for the public relations context 

C4. Show evidence of the ability to practice the public relations discipline in a knowledgeable, skilled and responsible way 

C5.Make an effective contribution as part of a team to the design, development, implementation, control and evaluation of marketing communications plans and strategies in public relations 

D. Transferable Skills 

D1. Effectively communicate public relations -based concepts, plans, proposals and issues to a range of audiences and constituencies 

D2. Develop the ability to work productively, responsibly and accountably in a team, able to listen, contribute and lead 

D3. Consider and evaluate their own work and that of others in a reflective manner with reference to academic and professional issues, debates and conventions 

D4. Produce appropriately referenced work to a given format, brief and deadline  

D5. Present and defend ideas orally 

D6. Be able to consider and apply appropriate global perspectives to their work. 

D7. Demonstrate an increasing ability to exercise initiative and personal responsibility within a professional working environment 
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BA (Hons) Advertising, BA (Hons) Marketing Communications and BA (Hons) Public Relations - Level 6/H  

 
 
Units – level 6/H A 

1 
A
2 

A
3 

A
4 

A
5 

B
1 

B 
2 

B 
3 

B 
4 

C 
1 

C 
2 

C 
3 

C
4 

C
5 

D 
1 

D 
2 

D 
3 

D
4 

D
5 

D
6 

D
7 

L
e
v

e
l 
6

/H
 

Academic Dissertation or Consultancy 
Dissertation 

* * * * * * * * * * * * * * * * * * * * * 

Innovation and Entrepreneurship for Marketing 
Communications 

* * * * *    * *  * * * * * *  * * * 

Advertising Innovation and Enterprise * * * * *    * *  * * * * * *  * * * 

Public Relations Innovation and Enterprise * * * * *    * *  * * * * * *  * * * 

Advertising Culture *    * *  * *   *     * *    

Applied Creativity *  * *  *  * * *  * * * * * * * *   

Behavioural Economics * *  * * *  * * * * * * *  * * *  * * 

Brand Meaning * * * * *   *  * * * *  * * * *  *  

Consumer Futurising * *  * * * * * * * * * * * * * * *  * * 

Corporate Social Responsibility * * * * *  *   *  * *  * * * *  *  

Corporate Sponsorship * * *  *     *  * *  * * * *  *  

Creative Direction and Copywriting *       * * *  * *  * * * * *   

Data Driven Marketing * *     * *  *  * *  * * * *  *  

Digital Futures * *  * * *  * * * * * * * * * * *  * * 

Environmental Communications * * * * *  *   *  * * *  * * *  *  

Health and Science Communications * *  *   *   *  * * *  * * *  *  

International Fashion Marketing Communications * * * *  * * *  * * * * *  * * *  * * 

Media Economics * * * * * *   *   * *   * * *  *  

Media (In) Equality * *    *      * *   * * *  *  

Persuasion and Influence * *    * *   *  *    * * * * *  

PR and Journalism * *        *  * *   * * *  *  

Promotion Power and Democracy * *  *  *      * *   * * *  *  

Psychology of the Media *    * *  * *   *     * *    

Relationship Marketing *  * * *     * * * *  * * * *  *  

Social Communications * *   * * *  * * * * * * * * * * * *  

Strategic Management for PR * * *   * * *  * * * * *  * * *  * * 

Strategic Marketing and Planning * * * *  * * *  * * * * *  * * *  * * 

Transcultural Communications Practices * *  * *  *  *   * * *  * * *  *  



 
CMC Undergraduate Framework - v3.4-0917 
Framework Specification 
January 2017 
 

Page 37 of 51 

 

Campaign Planning                      
 



 
CMC Undergraduate Framework - v3.4-0917 
Framework Specification 
January 2017 
 

Page 38 of 51 

 

BA (Hons) Advertising, BA (Hons) Marketing Communications and BA (Hons) Public Relations - Level 6/H  
These units are a combination of shared options units, the dissertation element and the core subject for each degree. As such they share ILOs that are common, and so ‘CMC’ is used as an abbreviation 
for each discipline in the ILOs shown below. 

A. Subject Knowledge and Understanding 

A1. Critically engage with bodies of knowledge relevant to CMC 

A2. Achieve a critical appreciation of the organisational, political, social, commercial and economic contexts of CMC 

A3. Make informed judgements about the role of CMC plans and policies within organisations 

A4. Demonstrate a detailed understanding of CMC practice and the role of the individual and the organisation in a global, competitive, fast-moving environment 

A5. Understand the importance of current wider issues that impact on the theory and practice of CMC, for example corporate social responsibility, ethical business practice and global perspectives, 
informed by scholarship and professional practice 

B. Intellectual Skills 

B1. Develop and apply critical frameworks for the analysis of complex problems and issues in CMC 

B2. Devise methods for the investigation and resolution of academic and professionally oriented research and marketing communications problems 

B3. Identify and apply appropriate techniques for the comprehensive analysis, evaluation and synthesis of data from a wide variety of research methods 

B4. Demonstrate the ability to develop new meanings and new critiques of established models and theories in the CMC industries 

C. Subject-Specific/Practical Skills 

C1. Make an effective contribution as an individual to the design, development, implementation, control and evaluation of plans and strategies from the perspective of their selected specialisation 

C2. Commission and conduct exploratory, conclusive and performance-monitoring research in qualitative and quantitative vein 

C3. Demonstrate critical thinking and analytical skills in a variety of professional and academic contexts 

C4. Practice the CMC disciplines in a knowledgeable, skilled, critical and responsible way 

C5. Demonstrate a well-informed appreciation of the likely future shape of the industries aligned to CMC 

D. Transferable Skills 

D1. Effectively communicate CMC-based concepts, plans, proposals and issues to diverse audiences and constituencies 

D2. Work productively, responsibly and accountably in a team, able to listen, contribute and lead 

D3. Consider and critically evaluate their own work and that of others in a reflective manner with reference to academic and professional issues, debates and conventions 

D4. Produce accurately referenced work to a given format, brief and deadline 

D5. Professionally present and rigorously defend ideas in a variety of forms, including orally, in writing, online and other business contexts 

D6. Be able to consider and apply global perspectives to their work. 

D7. Effectively manage their own continuing professional development leadership and entrepreneurship, with the ability to identify new emerging themes in the CMC industries 
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10. WORK-BASED LEARNING (WBL) / PLACEMENTS ELEMENTS 
 
The sandwich degree model requires that each student complete a work placement of 
a minimum period of 30 working weeks (excluding holidays).  The work placement must take 
place between the second and final year of study and be in the broad area of marketing 
communications, advertising or public relations.  In order to be allowed to proceed to the final 
year of study, students must: 
 

 Complete a minimum of 30 weeks satisfactory work experience; 

 Complete the placement log book satisfactorily; this may include assignments relating to 
the nature of their work and the organisation they are working in; 

 Satisfactorily meet the performance criteria of the placement as determined by the 
completed assessment forms from the company, the Placement Development Advisor 
and the student. 

 
 
The supervised work placement year draws on some or all of the units studied on the first two 
levels of the programme. It provides the opportunity for the student to contextualise their 
understanding of marketing communications, advertising, public relations and related subjects, 
as well as providing a platform for successful entry into the profession following graduation. It 
applies and develops understanding and skills acquired in Levels 4/C and 5/I, makes a major 
contribution to the understanding of the final level units, further develops dissertation research 
by utilising the context of the work experience as appropriate and enhances students' prospects 
of future employment. 
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11. a. PROGRAMME DIAGRAM – BA (Hons) ADVERTISING 
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

Progression Requirements 

Requires 120 credits at Level 4 
 
Exit Qualification: 
Cert HE Advertising 

Requires 120 Level 4 credits 
 
 

Progression Requirements 

Requires 120 credits at Level 5 
 
Exit Qualification: 
Dip HE Advertising 

Requires 120 Level 5 credits 
and 120 Level 4 credits 
 
 

3 x Option Units from 
Advertising Culture (20) 
Applied Creativity (20) 
Behavioural Economics (20) 
Brand Meaning (20) 
Consumer Futurising (20) 
Corporate Social Responsibility (20) 
Corporate Sponsorship (20) 
Creative Direction and Copywriting (20) 
Data Driven Marketing (20) 
Digital Futures (20) 
Environmental Communications (20) 
Health and Science Communications (20) 
International Fashion Marketing Communications (20) 
Media Economics (20) 
Media (In) Equality (20) 
Persuasion and Influence (20) 
Promotion Power and Democracy (20) 
Psychology of the Media (20) 
Relationship Marketing (20) 
Social Communications (20) 
Strategic Marketing and Planning (20) 
Transcultural Communications Practices (20) 
Campaign Planning (20) 
 

 

L
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 /
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e
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 /
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Core Units (Compulsory)  

Insight Development and Account Planning (20) 
Digital Communications (20) 
Developing the Research Imagination (20) 
Media Planning (20) 
Creativity for Advertising (20) 
Live Advertising Campaigns (20)  
 
 
 
Core Units (Compulsory) 

Principles of Advertising (20) 
Advertising, Media and Society (20)  
Advertising Skillset (20)  
Decoding Advertisements (20)  
Brand Positioning for Advertising (20) 
Applied Advertising Campaigns (20) 
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Core Units 
(Compulsory) 
 
Academic 
Dissertation or 
Consultancy 
Dissertation (40)  
Advertising 
innovation and 
enterprise (20) 

 

Exit qualification: 
BA (Hons) 
Advertising 

Requires 120 Level 
6 credits, 120 Level 
5 credits and 120 
Level 4 credits and 
successful 
completion of 
placement 
 

 

Supervised Work Placement Year (Compulsory): 

30 weeks minimum 
 

Progression Requirements 

Requires successful completion 
of Placement 

P
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11. b. PROGRAMME DIAGRAM – BA (Hons) MARKETING 
COMMUNICATIONS 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Progression Requirements 

Requires 120 credits at Level 4 
 
Exit Qualification: 
Cert HE Marketing 
Communications 

Requires 120 Level 4 credits 
 
 

Progression Requirements 

Requires 120 credits at Level 5I 
 
Exit Qualification: 
Dip HE Marketing 
Communications 

Requires 120 Level 5 credits 
and 120 Level 4 credits 
 
 

3 x Option Units from 

Advertising Culture (20) 
Applied Creativity (20) 
Behavioural Economics (20) 
Brand Meaning (20) 
Consumer Futurising (20) 
Corporate Social Responsibility (20) 
Corporate Sponsorship (20) 
Creative Direction and Copywriting (20) 
Data Driven Marketing (20) 
Digital Futures (20) 
Environmental Communications (20) 
Health and Science Communications (20) 
International Fashion Marketing Communications (20) 
Media Economics (20) 
Media (In) Equality (20) 
Persuasion and Influence (20) 
Promotion Power and Democracy (20) 
Psychology of the Media (20) 
Relationship Marketing (20) 
Social Communications (20) 
Strategic Marketing and Planning (20) 
Transcultural Communications Practices (20) 
Campaign Planning (20) 
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Core Units (Compulsory)  

Global Marketing Communications (20) 
Digital Communications (20) 
Developing the Research Imagination (20) 
Consumer Insights Development (20) 
Brand Management and Communications (20) 
Live Marketing Communications Campaigns (20)  
 

 
 

Core Units (Compulsory) 

Principles of Marketing (20) 
Marketing Communications, Media and Society (20)  
Marketing Communications Skillset (20)  
Business Environment (20)  
Branding Principles for Marketing Communications (20) 
Applied Marketing Communications Campaigns (20) 
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Core Units 
(Compulsory) 

 
Academic 
Dissertation or 
Consultancy 
Dissertation (40) 
Innovation and 
Entrepreneurship 
for Marketing 
Communications 
(20) 
 

Exit qualification: 
BA (Hons) 
Marketing 
Communications 

Requires 120 Level 
6 credits, 120 Level 
5 credits and 120 
Level 4 credits and 
successful 
completion of 
placement 
 

 

Supervised Work Placement Year (Compulsory): 

30 weeks minimum 
 

Progression Requirements 

Requires successful completion 
of Placement 

P
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11. c. PROGRAMME DIAGRAM – BA (Hons) PUBLIC 
RELATIONS 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Progression Requirements 

Requires 120 credits at Level 4 
 
Exit Qualification: 
Cert HE Public Relations 

Requires 120 Level 4 credits 
 
 

Progression Requirements 

Requires 120 credits at Level 5 
 
Exit Qualification: 
Dip HE Public Relations 

Requires 120 Level 5 credits 
and 120 Level 4 credits 
 
 

3 x Option Units from 

Advertising Culture (20) 
Applied Creativity (20) 
Behavioural Economics (20) 
Consumer Futurising (20) 
Corporate Social Responsibility (20) 
Corporate Sponsorship (20) 
Creative Direction and Copywriting (20) 
Data Driven Marketing (20) 
Digital Futures (20) 
Environmental Communications (20) 
Health and Science Communications (20) 
International Fashion Marketing Communications (20) 
Media Economics (20) 
Media (In) Equality (20) 
Persuasion and Influence (20) 
PR and Journalism (20) 
Promotion Power and Democracy (20) 
Psychology of the Media (20) 
Relationship Marketing (20) 
Social Communications (20) 
Strategic Management for PR (20) 
Transcultural Communications Practices (20) 
Campaign Planning (20) 
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Core Units (Compulsory)  

Media Management (20) 
Digital Communications (20) 
Developing the Research Imagination (20) 
Stakeholder Insights (20) 
Creativity for PR (20) 
Live Public Relations Campaigns (20)  
 
 
 

Core Units (Compulsory) 

Principles of Public Relations (20) 
Public Relations, Media and Society (20)  
Public Relations Skillset (20)  
Reputation in a Global Context (20)  
Public Opinion and Persuasion (20) 
Applied Public Relations Campaigns (20) 
 

 

L
e

v
e

l 
6

 /
 H

 

Core Units 
(Compulsory) 

 
Academic 
Dissertation or 
Consultancy 
Dissertation (40) 
Public Relations 
Innovation and 
Enterprise (20) 
 

Exit qualification: 
BA (Hons) Public 
Relations 

Requires 120 Level 
6 credits, 120 Level 
5 credits and 120 
Level 4 credits and 
successful 
completion of 
placement 
 

 

Supervised Work Placement Year (Compulsory): 

30 weeks minimum 
 

Progression Requirements 

Requires successful completion 
of Placement 
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12. ADMISSION REGULATIONS 
 
The regulations for this programme are the University’s Standard Undergraduate Admission 
Regulations with the following amendments: 
 
1.  The last paragraph of Section 1.1 to be amended to read: 
 
Applicants for whom English is not their first language must offer evidence of qualifications in 
written and spoken English.  Acceptable qualifications are IELTS (academic) 6.5 or equivalent 
with a minimum of at least 6 in all components.  
 
We also take the equivalent English Language qualifications set out in document 3H - Standards 
of English for International Students and English Language Qualifications.   This document is 
part of a revised series of Academic Regulations, Policies and Procedures which govern the 
University’s academic provision. 
 
 
2. Additional paragraph to Section 1.2 to read: 
 
Students may enter Year 3 (placement year) and subsequently Level 6 of the BA (Hons) 
Marketing Communications programme with credit and advanced standing if they have been 
awarded 240 credits on completion of the Foundation Degree in Marketing Communications 
delivered at Bournemouth and Poole College. Applicants must normally have an overall 
foundation degree classification of at least Merit.  In addition, applicants must also normally 
attend for interview to assess their suitability against standard criteria. 
 
3.         Bournemouth University International College Articulation: 
 
Applicants from Bournemouth University International College programmes which have 
approved articulation routes must meet the minimum entry requirements in terms of course 
average and English requirements as stipulated by the Faculty of Media and Communication at 
Bournemouth University. 
 
 

 
13. ASSESSMENT REGULATIONS 
 
The regulations for these programmes are the University’s Standard Undergraduate 
Assessment Regulations, at this link:  
 
https://staffintranet.bournemouth.ac.uk/aboutbu/policiesprocedures/academicregulationspolicies
procedures/  
 

https://staffintranet.bournemouth.ac.uk/aboutbu/policiesprocedures/academicregulationspoliciesprocedures/
https://staffintranet.bournemouth.ac.uk/aboutbu/policiesprocedures/academicregulationspoliciesprocedures/
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14. PROGRAMME PROFILE: BA (Hons) Advertising 
 

Originating 
Institution(s): 
Bournemouth 
University 
 
Faculty:  
Faculty of Media & 
Communication 
 
Partner: N/A 

Place(s) of Delivery: 
Bournemouth University 

Framework Title (in full):  
Corporate Marketing Communications Undergraduate Framework 
 
Programme Award and Title:  
BA (Hons) Advertising 
 
Interim Award and Titles & required credits: 
Cert HE Advertising (120 level 4/C credits) 
Dip HE Advertising (120 level 5/I credits) 

Mode(s) of study 
1
: 

Full time sandwich 
 

Expected Length of 
study 

2
: 

4 years 
 
BU Credit Structure & 
ECTS 

3
: 

Level 6  120 (60 
ECTS)  
Level 5  120 (60 
ECTS 
Level 4  120 (60 
ECTS) 

Language of delivery (if 
not English): 
N/A 
 

Programme HESA 
JACS code: N560 

Unit identification Cost Centre(s)
 4
 Unit Details Assessment Regs 

7
: 

Unit 
versio
n no.  

   Unit name HESA 
JACS 
Subjec
t Code 

CC 1 % HESA 
JACS 
Subject 
Code 

CC2 % Prog 
year 

5
 

FT 

Prog  
year 
5
 

PT 

Core / 
option 

No of 
credits 
6
 

Level 
(C/4,I
/5,H/
6, 
PgC, 
PgD, 
M/7) 

Assessment 
8
 

Element Weightings 
9
 

Exam 
1 

C/Work 
1 

C/Work 
2 

 

C/Work 
3 

 

1 Principles of Advertising N560 131 100    1  core 20 C/4 50% 50%   
1 Advertising, Media and Society P300 131 100    1  core 20 C/4 50% 50%   
1 Advertising Skillset X210 

X220 
131 100    1  core 20 C/4  100%   

1 Decoding Advertisements N560 131 100    1  core 20 C/4 50% 50%   
1 Brand Positioning for Advertising N500 131 100    1  core 20 C/4 50% 50%   
1 Applied Advertising Campaigns N560 131 100    1  core 20 C/4  80% 20%  
1 Insight Development and Account 

Planning 
N500 131 100    2  core 20 I/5 50% 50%   

1 Digital Communications P430 131 100    2  core 20 I/5  50% 50%  
1 Developing the Research Imagination X210 131 100    2  core 20 I/5  70% 30%  
1 Media Planning P390 131 100    2  core 20 I/5 20% 80%   
1 Creativity for Advertising W990 131 100    2  core 20 I/5  80% 20%  
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1 Live Advertising Campaigns N560 131 100    2  core 20 I/5  80% 20%  
1 Academic Dissertation or Consultancy 

Dissertation 
X210 131 100    4  core 40 H/6  100%   

1 Advertising Innovation and Enterprise N210 131 100    4  core 20 H/6  50% 50%  
1 Advertising Culture N560 131 100    4  option 20 H/6 50% 50%   
1 Applied Creativity W290 131 100    4  option 20 H/6  100%   
1 Behavioural Economics L110 131 100    4  option 20 H/6 50% 50%   
1 Brand Meaning N500 131 100    4  option 20 H/6  60% 40%  
1 Consumer Futurising N500 131 100    4  option 20 H/6  100%   
1 Corporate Social Responsibility V540 131 100    4  option 20 H/6  40% 60%  
2 Corporate Sponsorship N563 131 100    4  option 20 H/6  50% 50%  
1 Creative Direction and Copywriting W990 131 100    4  option 20 H/6  70% 30%  
1 Data Driven Marketing N510 131 100    4  option 20 H/6 40% 60%   
1 Digital Futures P430 131 100    4  option 20 H/6  50% 50%  
1 Environmental Communications N562 131 100    4  option 20 H/6  50% 50%  
1 Health and Science Communications P900 131 100    4  option 20 H/6  80% 20%  
2 International Fashion Marketing 

Communications 
N550 131 100    4  option 20 H/6 50% 50%   

2 Media Economics L110 131 100    4  option 20 H/6  70% 30%  
2 Media (In) Equality L220 131 100    4  option 20 H/6  70% 30%  
3 Persuasion and Influence L210 131 100    4  option 20 H/6 50% 50%   
1 Promotion Power and Democracy L380 131 100    4  option 20 H/6  70% 30%  
2 Psychology of the Media P300 131 100    4  option 20 H/6  100%   
2 Relationship Marketing N500 131 100    4  option 20 H/6 40% 60%   
1 Social Communications N560 131 100    4  option 20 H/6  50% 50%  
1 Strategic Marketing and Planning N590 131 100    4  option 20 H/6 40% 60%   
1 Transcultural Communications Practices N550 131 100    4  option 20 H/6  100%   
1 Campaign Planning       4  option 20 H/6  10% 40% 50% 

Effective from 
10

 
Prog Year / Month / Year 

Contact in Faculty: Amber Burton 
Framework Leader 01202 961760 
aburton@bournemouth.ac.uk 

Date approved 
11

: 
October 2016 
 

Programme Specification version no. 
12

: Version 3.4-0917 
Placement 

13
: 30 weeks 

minimum 

Yr. 1 Sept 2017 

Yr. 2 Sept 2018 Name of Professional, Statutory or Regulatory Body (if appropriate) 
14

: Chartered Institute of Marketing 

Yr. 3 Sept 2019 

Yr. 4 Sept 2020 
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14. PROGRAMME PROFILE: BA (Hons) Marketing Communications 
 

Originating 
Institution(s): 
Bournemouth 
University 
 
Faculty:  
Faculty of Media & 
Communication 
 
Partner: N/A 

Place(s) of Delivery: 
Bournemouth University 

Framework Title (in full):  
Corporate Marketing Communications Undergraduate Framework 
 
Programme Award and Title:  
BA (Hons) Marketing Communications 
 
Interim Award and Titles & required credits: 
Cert HE Marketing Communications (120 level 4/C credits) 
Dip HE Marketing Communications (120 level 5/I credits) 

Mode(s) of study 
1
: 

Full time sandwich 
 

Expected Length of 
study 

2
: 

4 years 
 
BU Credit Structure & 
ECTS 

3
: 

Level 6  120 (60 
ECTS)  
Level 5  120 (60 
ECTS 
Level 4  120 (60 
ECTS) 

Language of delivery (if 
not English): 
N/A  
 

Programme HESA 
JACS code: N500 

Unit identification Cost Centre(s)
 4
 Unit Details Assessment Regs 

7
: 

Unit 
versio
n no.  

   Unit name HESA 
JACS 
Subjec
t Code 

CC 1 % HESA 
JACS 
Subject 
Code 

CC2 % Prog 
year 

5
 

FT 

Prog  
year 
5
 

PT 

Core / 
option 

No of 
credits 
6
 

Level 
(C/4,I
/5, 
H/6, 
PgC, 
PgD, 
M/7) 

Assessment 
8
 

Element Weightings 
9
 

Exam 
1 

C/Work 
1 

C/Work 
2 

C/Work 
3 

1 Principles of Marketing N561 131 100    1  core 20 C/4 50% 50%   
1 Marketing Communications, Media and 

Society 
P300 131 100    1  core 20 C/4 50% 50%   

1 Marketing Communications Skillset X210 
X220 

131 100    1  core 20 C/4  100
% 

  

1 Business Environment N100 131 100    1  core 20 C/4 50% 50%   
1 Branding Principles for Marketing 

Communications 
N500 131 100    1  core 20 C/4 50% 50%   

2 Applied Marketing Communications 
Campaigns 

N500 131 100    1  core 20 C/4  70% 30%  

1 Global Marketing Communications N550 131 100    2  core 20 I/5 50% 50%   
1 Digital Communications P430 131 100    2  core 20 I/5  50% 50%  
1 Developing the Research Imagination X210 131 100    2  core 20 I/5  70% 30%  
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1 Consumer Insights Development N500 131 100    2  core 20 I/5 50% 50%   
1 Brand Management and Communications N500 131 100    2  core 20 I/5 40% 60%   
1 Live Marketing Communications 

Campaigns 
N500 131 100    2  core 20 I/5  50% 50%  

1 Academic Dissertation or Consultancy 
Dissertation 

X210 131 100    4  core 40 H/6  100%   

1 Innovation and Entrepreneurship for 
Marketing Communications 

N210 131 100    4  core 20 H/6  60% 40%  

1 Advertising Culture N560 131 100    4  option 20 H/6 50% 50%   
1 Applied Creativity W290 131 100    4  option 20 H/6  100%   
1 Behavioural Economics L110 131 100    4  option 20 H/6 50% 50%   
1 Brand Meaning N500 131 100    4  option 20 H/6  60% 40%  
1 Consumer Futurising N500 131 100    4  option 20 H/6  100%   
1 Corporate Social Responsibility V540 131 100    4  option 20 H/6  40% 60%  
2 Corporate Sponsorship N563 131 100    4  option 20 H/6  50% 50%  
1 Creative Direction and Copywriting W990 131 100    4  option 20 H/6  70% 30%  
1 Data Driven Marketing N510 131 100    4  option 20 H/6 40% 60%   
1 Digital Futures P430 131 100    4  option 20 H/6  50% 50%  
1 Environmental Communications N562 131 100    4  option 20 H/6  50% 50%  
1 Health and Science Communications P900 131 100    4  option 20 H/6  80% 20%  
2 International Fashion Marketing 

Communications 
N550 131 100    4  option 20 H/6 50% 50%   

2 Media Economics L110 131 100    4  option 20 H/6  70% 30%  
2 Media (In) Equality L220 131 100    4  option 20 H/6  70% 30%  
3 Persuasion and Influence L210 131 100    4  option 20 H/6 50% 50%   
1 Promotion Power and Democracy L380 131 100    4  option 20 H/6  70% 30%  
2 Psychology of the Media P300 131 100    4  option 20 H/6  100%   
2 Relationship Marketing N500 131 100    4  option 20 H/6 40% 60%   
1 Social Communications N560 131 100    4  option 20 H/6  50% 50%  
1 Strategic Marketing and Planning N590 131 100    4  option 20 H/6 40% 60%   
1 Transcultural Communications Practices N550 131 100    4  option 20 H/6  100%   
1 Campaign Planning       4  option 20 H/6  10% 40% 50% 

Effective from 
10

 
Prog Year / Month / Year 

Contact in Faculty: Amber Burton 
Framework Leader 01202 961760 
aburton@bournemouth.ac.uk 

Date approved 
11

: 
October 2016 

Programme Specification version no. 
12

: Version 3.4-0917 
Placement 

13
: 30 weeks 

minimum 

Yr. 1 Sept 2017 

Yr. 2 Sept 2018 Name of Professional, Statutory or Regulatory Body (if appropriate) 
14

: Chartered Institute of Marketing 
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Yr. 3 Sept 2019  

Yr. 4 Sept 2020 

14. PROGRAMME PROFILE: BA (Hons) Public Relations 
 

Originating 
Institution(s): 
Bournemouth 
University 
 
Faculty:  
Faculty of Media & 
Communication 
 
Partner: N/A 

Place(s) of Delivery: 
Bournemouth University 

Framework Title (in full):  
Corporate Marketing Communications Undergraduate Framework 
 
Programme Award and Title:  
BA (Hons) Public Relations 
 
Interim Award and Titles & required credits: 
Cert HE Public Relations (120 level 4/C credits) 
Dip HE Public Relations (120 level 5/I credits) 

Mode(s) of study 
1
: 

Full time sandwich 
 

Expected Length of 
study 

2
: 

4 years 
 
BU Credit Structure & 
ECTS 

3
: 

Level 6  120 (60 
ECTS)  
Level 5  120 (60 
ECTS 
Level 4  120 (60 
ECTS) 

Language of delivery (if 
not English): 
N/A  
 

Programme HESA 
JACS code: P210 

Unit identification Cost Centre(s)
 4
 Unit Details Assessment Regs 

7
: 

Unit 
versio
n no.  

   Unit name HESA 
JACS 
Subjec
t Code 

CC 1 % HESA 
JACS 
Subject 
Code 

CC2 % Prog 
year 

5
 

FT 

Prog  
year 
5
 

PT 

Core / 
option 

No of 
credits 
6
 

Level 
(C/4,I
/5,H/
6, 
PgC, 
PgD, 
M/7) 

Assessment 
8
 

Element Weightings 
9
 

Exam 
1 

C/Work 
1 

C/Work 
2 

C/Work 
3 

1 Principles of Public Relations P210 131 100    1  core 20 C/4 50% 50%   
1 Public Relations, Media and Society P300 131 100    1  core 20 C/4 50% 50%   
1 Public Relations Skillset X210 

X220 
131 100    1  core 20 C/4  100%   

1 Reputation in a Global Context N550 131 100    1  core 20 C/4 50% 50%   
1 Public Opinion and Persuasion P210 131 100    1  core 20 C/4 50% 50%   
1 Applied Public Relations Campaigns P210 131 100    1  core 20 C/4  100%   
1 Media Management L110 131 100    2  core 20 I/5 25% 75%   
1 Digital Communications P430 131 100    2  core 20 I/5  50% 50%  
1 Developing the Research Imagination X210 131 100    2  core 20 I/5  70% 30%  
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1 Stakeholder Insights P210 131 100    2  core 20 I/5 40% 60%   
1 Creativity for PR W990 131 100    2  core 20 I/5  50% 50%  
1 Live Public Relations Campaigns P210 131 100    2  core 20 I/5  60% 40%  
1 Academic Dissertation or Consultancy 

Dissertation 
X210 131 100    4  core 40 H/6  100%   

1 Public Relations Innovation and Enterprise P210 131 100    4  core 20 H/6  50% 50%  
1 Advertising Culture N560 131 100    4  option 20 H/6 50% 50%   
1 Applied Creativity W290 131 100    4  option 20 H/6  100%   
1 Behavioural Economics L110 131 100    4  option 20 H/6 50% 50%   
1 Consumer Futurising N500 131 100    4  option 20 H/6  100%   
1 Corporate Social Responsibility V540 131 100    4  option 20 H/6  40% 60%  
2 Corporate Sponsorship N563 131 100    4  option 20 H/6  50% 50%  
1 Creative Direction and Copywriting W990 131 100    4  option 20 H/6  70% 30%  
1 Data Driven Marketing N510 131 100    4  option 20 H/6 40% 60%   
1 Digital Futures P430 131 100    4  option 20 H/6  50% 50%  
1 Environmental Communications N562 131 100    4  option 20 H/6  50% 50%  
1 Health and Science Communications P900 131 100    4  option 20 H/6  80% 20%  
2 International Fashion Marketing 

Communications 
N550 131 100    4  option 20 H/6 50% 50%   

2 Media Economics L110 131 100    4  option 20 H/6  70% 30%  
2 Media (In) Equality L220 131 100    4  option 20 H/6  70% 30%  
3 Persuasion and Influence L210 131 100    4  option 20 H/6 50% 50%   
1 PR and Journalism P290 131 100    4  option 20 H/6  50% 50%  
1 Promotion Power and Democracy L380 131 100    4  option 20 H/6  70% 30%  
2 Psychology of the Media P300 131 100    4  option 20 H/6  100%   
2 Relationship Marketing N500 131 100    4  option 20 H/6 40% 60%   
1 Social Communications N560 131 100    4  option 20 H/6  50% 50%  
3 Strategic Management for PR N590 131 100    4  option 20 H/6  100%   
1 Transcultural Communications Practices N550 131 100    4  option 20 H/6  100%   
1 Campaign Planning       4  option 20 H/6  10% 40% 50% 

Effective from 
10

 
Prog Year / Month / Year 

Contact in Faculty: Stephen Rigotti 
Programme Administrator 01202 965827 
srigotti@bournemouth.ac.uk 

October 2016 Programme Specification version no. 
12

: Version 3.4-0917 
Placement 

13
: 30 weeks 

minimum 

Yr. 1 Sept 2017 

Yr. 2 Sept 2018 Name of Professional, Statutory or Regulatory Body (if appropriate) 
14

: Chartered Institute of Public Relations 

Yr. 3 Sept 2019 

Yr. 4 Sept 2020 
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