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PROGRAMME SPECIFICATION 
FOR TAUGHT PROGRAMMES AT ALL LEVELS 

 
Name of Programme: Strategic Marketing & Customer Experience 

Management 
Final award (BSc, MA etc.): Postgraduate Diploma 
Awarding 
institution/body: 

University of 
Buckingham 

Teaching institution: University of Buckingham 

School of Study: Business School Parent Department:  
Length of the 
programme: 

3 terms 
6 terms (with Summer 
term free) 

Method of study: Full Time 
Part Time 

Framework for 
Higher Education 
Qualifications 
(FHEQ) Level 

Level 7 Relevant subject 
benchmark statement 
(SBS) ( 

Masters in Business and 
Management Type 1A 

Professional body 
accreditation: 

 

Criteria for 
admission to the 
programme: 

2:2 (Hons) degree or 
equivalent or/and 
relevant business 
experience.  IELTS=6.5 

Cohort(s) to which this 
programme 
specification is 
applicable: 

September, 2018 

UCAS Code  
 

Summary of Programme 
In today’s global, digital world, effective strategic marketing puts customers and their needs at the heart 
of decision-making.  This customer-centric orientation means that understanding and managing 
customer experience has taken on critical importance for firms.  This leading edge, managerially 
relevant programme provides students with an in-depth understanding of strategic marketing and 
customer experience management in today’s service-focused culture. 
The CEO of Mercedes Benz, USA has commented that, “customer experience is the new marketing” 
(Gartner Research, 2015), and several studies reveal that improving customer experience is a top 
priority for firms (Forrester Research, 2017; Accenture, 2015; Lemon & Verhoef, 2016).  Service is 
paramount for all firms, regardless of whether they deliver tangible goods or intangible services: 
customers consume service whether they are buying goods or services (Vargo & Lusch, 2004; 2008).  
The strategic marketing and customer experience management programme reflects this reality. 

Educational Aims of the Programme 
• To enable students to develop an in-depth understanding of how firms can develop a 

customer-oriented approach, through marketing and customer experience management 
strategies, appropriate for today’s customer and service-focused environment. 

• To develop a critical understanding of concepts, tools and techniques that can be applied in a 
customer and service-focused context. 

• To embed an understanding of the integrated principles of customer-centric strategic 
marketing planning, service marketing and customer experience management. 

• To enrich understanding of strategic marketing with insights into the principles of service systems, 
digital and social media marketing, consumer behaviour, and managing people and service 
leadership 

• To reflect critically on knowledge gained and on personal performance through the application of 
theory to practice. 

• To enable students to enter marketing/management positions. 
• To develop enduring skills and an appreciation that these skills can be enhanced and developed 

through life-long learning. Students will thus be equipped to contribute to work and society, whilst 
keeping pace with and adapting to change. 

•  
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Programme Outcomes 
Knowledge and understanding of: 
1. How to develop a customer-

oriented approach, through 
marketing and customer 
experience management 
strategies. 

2. Concepts, tools and techniques 
that can be applied in a 
Customer and service-focused context.  

3. The integrated principles of customer-
centric strategic marketing planning, 
service marketing and customer 
experience management.  

4. The principles of service systems, 
digital and social media marketing, 
consumer behaviour, and managing 
people and service leadership. 

5. The approaches to planning, organising 
and managing projects. 

6. Research approaches and 
research methods suitable for a 
mini research problem. 

7. Conducting a thorough literature search 
on a topic. 

 
→ 

Teaching/Learning Strategy 
The learning and teaching strategies employed in 
this programme aim to develop the inter-
relationships among, and the integration of, the 
different areas of knowledge and understanding. 
Core knowledge and understanding (in all areas) is 
acquired through formal lectures, seminars and 
workshops, as well as group working and guided 
independent study. An ethos of close staff/student 
interaction, formative feedback, as well as 
independent learning, progresses the learning 
process to a more advanced stage. 
For additional and advanced learning, knowledge is 
also gained through seminars by industry experts 
and guest lecturers. 
 

 
 
 
 
→ 

Assessment Strategy: 
The core disciplines taught through the formal 
lecture, seminar and workshop programme are 
assessed through coursework, group and 
individual projects and presentations and 
examinations. Formal examinations enable 
students to demonstrate their knowledge and 
understanding of course material as well as 
their ability to construct a clear / concise 
reasoned argument and analysis of the issues 
in question in a limited period of time.  
Individual and group research-based assignments 
enable students to integrate theory and practice and 
to provide constructive and explicit coverage of key 
issues.  

 
Weightings (course / project work to examinations) 
vary from one module to another at the discretion 
of the module leader and will be made explicit to 
students on each module description document. 

Cognitive (thinking) skills: 
 
1. The ability to analyse, synthesise and 

critically evaluate diverse arguments 
and theories. 

2. The ability to analyse information 
identifying key issues and actions which 
combine qualitative and quantitative 
evaluation and generate viable options 
for decision-making. 

3. The application of frameworks and 
models to specific management 
scenarios. 

4. The ability to apply theoretical concepts 
to the real world environment. 

 

 
 
→ 

Teaching/Learning Strategy: 
Cognitive skills in areas 1-5 are promoted via 
lectures, seminars and workshops, individual and 
group research-based assignments, independent 
study, case studies and classroom management 
exercises. 

 

 
 
→ 

Assessment Strategy: 
 
Cognitive skills in areas 1-5 are assessed by 
coursework, examinations and group and individual 
projects and presentations. 
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5. Plan, conduct and present the results of 

an individual or group research project. 
 

  

Practical/Transferable skills (able to): 
1. Data management skills 
2. Effective all round communication skills, 

which include presentation skills 
3. Leadership and team-building skills 
4. Interpersonal, team working and 

negotiating skills 
5. Time management skills 
6. Decision-making and problem-solving 

skills 
7. Collaborative and group learning 

skills through the sharing of 
ideas and knowledge. 

8. A sense of personal responsibility 
through effective planning, preparation 
and self-motivation to enable the 
individual to influence and make a 
worthwhile contribution to organizational 
life. 

9. Project management skills 
10. Presentation and report writing skills 
11. Utilise a range of new media 
12. Written communication skills 
13. Information search skills 

 
 
 
 
→ 

Teaching/Learning Strategy: 
Date management skills and communication skills 
are developed throughout the programme.  
Role- play exercises, case studies, and individual 
and group presentations facilitate the 
development of communication, interpersonal 
skills, time management and team working. 

 
Other skills are reinforced throughout the 
programme by student preparation for tutorials, 
seminars, workshops and by students conducting 
research for coursework, writing reports and 
making oral presentations within prescribed 
timeframes. 

 

 
 
→ 

Assessment Strategy: 
Practical Skills will be assessed through written 
coursework, individual and group presentations 
throughout the programme. 

External Reference Points 
The following reference points were used in designing the programme 

   Framework for Higher Education Qualifications 
(http://www.qaa.ac.uk/Publications/InformationAndGuidance/Pages/quality-code-A1.aspx); 

   Relevant Subject Benchmark Statement(s) 
(http://www.qaa.ac.uk/Publications/InformationAndGuidance/Pages/quality-code-A2.aspx); 

   Other (list) 

Please note: This specification provides a concise summary of the main features of the programme and the learning 
outcomes that a typical student might reasonably be expected to achieve and demonstrate if he/she takes full 
advantage of the learning opportunities that are provided.  More detailed information on the learning outcomes, 
content and teaching, learning and assessment methods of each course unit/module can be found in the 
departmental or programme handbook. The accuracy of the information contained in this document is reviewed 
annually by the University of Buckingham and may be checked by the Quality Assurance Agency. 

 

Programme Director(s) Name(s): Dr Anne Dibley  

Date of Production: 27th April, 2018 

Date approved by School Learning 
and Teaching Committee 

 

Date approved by School Board of 
Study 

 

Date approved by University 
Learning and Teaching Committee 

 

Date of Annual Review: 2019 
  

http://www.qaa.ac.uk/Publications/InformationAndGuidance/Pages/quality-code-A1.aspx
http://www.qaa.ac.uk/Publications/InformationAndGuidance/Pages/quality-code-A2.aspx
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PROGRAMME STRUCTURE 
FULL TIME  

 
 
ALL MODULES ARE 15 CREDITS UNLESS OTHERWISE SPECIFIED. 
 
 
SEPTEMBER ENTRY ONLY 
 

Term 
 

 

1 
Autumn 

Strategic Marketing Planning: Understanding 
Value & Building Strong Brands 
(30 credits) 

Digital and Social Media 
Marketing 

EXAM 

2 
Winter Service Systems 

Service Marketing & 
Customer Experience 
Management 

Practical Research 
Methods 

3 
Spring 

Managing People & 
Service Leadership Understanding Consumer Behaviour 

EXAM 
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PROGRAMME STRUCTURE 
PART TIME  
 

ALL MODULES ARE 15 CREDITS UNLESS OTHERWISE SPECIFIED. 
 

 
Term YEAR 1 

1 
Autumn 

 
Strategic Marketing Planning: Understanding Value & Building Strong Brands 
(30 credits) 

 
 EXAMINATION 
 
2 

Winter 

 
Service Systems* 
 

Service Marketing & Customer 
Experience Management  

 
3  

Spring 
Managing People & Service Leadership Understanding                                       

Consumer Behaviour  

 EXAMINATION  
4  

Summer 
 

No Required Modules 
 

 YEAR 2 

5  
Autumn Digital and Social Media Marketing 

 EXAMINATION 
 
6  

Winter 
Practical Research Methods 

  
Service Systems*: this module can be taken in the Winter Term of Year 2, if this matches the 
student’s needs better. 
 
 


	YEAR 1
	EXAMINATION 

