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BA (Honours) Global Business

The Global Business (Top-up) BA Honours degree has been designed with a specific focus on business in an international context.  

It  provides students with the opportunity to draw together previous studies and experience in order to develop their knowledge, understanding, critical-thinking and problem-solving in areas required by modern international business organisations. 

This educational aims of the course are:

1. To develop a range of cognitive, practical and transferable skills of value in employment and career development. 

2. To equip students with the research and study skills required to complete their undergraduate studies.

3. To reflect business thought and practice within the international context with an emphasis, where appropriate, on the application of theory to practice.

To enable students to progress careers in the international business arena

The course consists of 6 mandatory modules. The course structure is outlined below:

	Module Code
	Title
	ECTS

	301LON
	International Business Strategy
	10

	302LON
	Developing Business Practice
	10

	308LON
	Work-based Project
	10

	314LON
	International Investment Analysis
	10

	307LON
	International Marketing Strategy
	10

	304LON
	International HRM
	10


BA (Honours) International Hospitality and Tourism Management
Hospitality and Tourism is one of the world's fastest growing industries. As the cost of global travel falls, and with new destination markets being created, the travel arena is now one of the world’s biggest industries, with experts predicting continued and rapid growth.  

This course provides students with a foundation in business and management in this sector, exploring the impact of tourism and tourism activities in a range of international contexts and equipping graduates with the knowledge and skills sought by employers in this rapidly evolving industry.

This educational aims of the course are:

1. To develop a range of cognitive, practical and transferable skills of value in employment and career development. 

2. To equip students with the research and study skills required to complete their undergraduate studies.

3. To reflect business thought and practice within the international context with an emphasis, where appropriate, on the application of theory to practice. course consists of 6 mandatory modules. The course structure is outlined below:

	Module Code
	Title
	ECTS

	301LON
	 International Business Strategy
	10

	302LON
	Developing Business Practice
	10

	308LON
	 Work-based Project
	10

	319LON
	Tourism Destination Management
	10

	307LON
	International Marketing Strategy
	10

	318LON
	International Hospitality Operations Management
	10


BA (Honours) Accounting and Finance for International Business
The Accounting and Finance for International Business Top-up course has been designed with a specific focus on business in an international context.  

It  provides students with the opportunity to draw together previous studies and experience in order to develop their knowledge, understanding, critical-thinking and problem-solving in areas required by modern international business organisations.  

This educational aims of the course are:

1. To develop a range of cognitive, practical and transferable skills of value in employment and career development. 

2. To equip students with the research and study skills required to complete their undergraduate studies.

3. To reflect business thought and practice within the international context with an emphasis, where appropriate, on the application of theory to practice.

To enable students to progress careers in the international business arena

The course consists of 6 mandatory modules. The course structure is outlined below: 
	Module Code
	Title
	ECTS

	313LON
	International Finance
	10

	302LON
	 Developing Business Practice
	10

	309LON
	Management Accounting for Business Decisions
	10

	310LON
	 Financial Management
	10

	312LON
	 Audit and Internal Control
	10

	311LON
	 International Corporate Reporting
	10


BSc (Honours) Informatics
The BSc (Honours) Informatics degree has been specifically designed to permit students with advanced standing in computing science and/or programming to the final year modules from our internationally acclaimed courses.    

Specifically the course will:

1. Allow students to study computing and programming subjects at the highest undergraduate levels permitting them to deepen and enhance their current knowledge. 

2. Permit students to specialise and hence their own skills and interests through an individual project 

3. Provide a qualification where successful students can expect to be professionally equipped to find employment across the whole of the EU

The course consists of 6 Mandatory modules

Mandatory Module List

	Module No.
	Module Name
	ECTS

credit

	300COM
	Individual Project
	10

	350CT
	Systems Security
	10

	330CT
	Advanced Computer Architecture
	10

	308SE
	Object Orientated Software
	10

	395CT

	Enterprise Systems Development
	10

	300ENL
	English Language: Advanced
	10


BSc (Honours) Engineering Business Management

The aims of the Engineering Business Management (EBM) course equip students with the knowledge and skills that will enable them to fulfil commercial positions in product based organisations. The course is designed specifically for students running at our partner institutions across Europe.  

This course will:

· Provide a range of knowledge and understanding of product based organisations, the external environment in which they operate and how they are managed;

· Educate graduates to be capable of applying their knowledge and skills to those areas where a combination of technical, business and managerial skills are required;

· Provide students with opportunities to use their knowledge in the process of synthesising solutions to engineering business management problems;

· Provide an educational experience that offers students opportunities to develop professional capabilities and a range of personal transferable skills that will enable them to pursue a range of employment opportunities within the field of commercial management particularly in product based enterprises;

· Enable students to build upon their existing knowledge and skill bases developed during their studies at their previous institution and this will be both a broadening and deepening experience.  

The course consists of 6 mandatory modules. The course structure is outlined below:

Mandatory Module List
	Module No.
	Module Name
	ECTS

credit

	303EKM
	Project Management
	10

	318EMM
	Industrial Business Project
	10

	320EMM
	Manufacturing Business Organisations
	10

	300ENL
	English Language, Advanced
	10

	315EMM
	Industrial Marketing
	10

	317EMM
	The European Entrepreneur
	10


	301 LON International Business Strategy


Aims and Summary

Business people need to understand how strategy is formulated and how it shapes the direction and activities of an organisation. This module introduces students to concepts, theories and frameworks that will aid their understanding of strategic decision-making and its impact on international organisations. 

The aim of the module is to equip learners with the knowledge, skills, and competencies to interpret and develop business strategy in order to assist their organisation in the creation and capture of value. Through this process, the student will develop an understanding of the impact of contemporary issues on the development and implementation of international strategy.

Strategy is a dynamic and evolving subject area and the module seeks to enable students to apply their learning to ‘live’ organisations to ensure their knowledge and skills are current. This may take the form of an independent research activity, which is led by the student, or a case study or web tour developed by the module tutor, which provides students with an opportunity to appreciate the role and impact of strategy in practice.

The study of strategy also enables students to consider the inter-related nature of business by considering the role of disparate functional areas in determining and implementing strategy. The focus of the module will be strategy in the international context and consequently include a debate on the impact of globalisation on business’ ability to determine and implement strategy.

Intended Module Learning Outcomes

On completion of this module the student should be able to:

1. Demonstrate a sound appreciation of current strategic management concepts 

2. Communicate an in-depth understanding of the complexity of the environment and its applications on decision-making process 

3. Integrate and apply strategic approaches to practical situations in various types of organisations 

4. Assess current developments in the organisational environment and alternative responses related to strategy 
5. Resolve management problems in the area of strategic management by evaluating alternative outcomes 
6. Demonstrate the ability to construct and present quantitative and qualitative data effectively by the application of IT skills and methodological techniques
7. Display group-working skills to contribute to a common set of objective
Indicative Content

· Introduction to classic concepts of strategic planning process

· Defining multinational and trans-national business

· Corporate mission, vision, values and goals

· Business Economics: the macroeconomic environment and microeconomic choices

· Competitive strategies: cost-led and differentiated strategies

· Organisational resources and competences

· Stakeholder analysis and the management of change

· The relationship between business ethics and business strategy

· Contemporary issues in international strategic management

	302LON Developing Business Practice


Aims and Summary

The transition into learning at a new level poses all students a differing level of challenge. The aim of this module is to ensure students have a clear understanding of the requirements of undergraduate study in their Top-Up year and provide them with a range of skills that will enable them to navigate their programme of study and their future careers with the greatest chance of success.

The module begins with a consideration of themselves as learners and an opportunity for personal evaluation to identify individual strengths and weaknesses. Students will review their learning history and their personal motivations as well as their preferred learning style. They will be encouraged to carry out this form of self-evaluation periodically throughout their career to recognise progress made and identify any further areas for development.

As a result of this self-evaluation students will have identified their individual strengths and weaknesses with regard to their academic and self-marketing skills. The module will consider the range of skills required for successful academic study and for a successful employment search.  Students will have an opportunity to develop these skills within a supportive and culturally sensitive environment.

Intended Module Learning Outcomes

On completion of this module the student should be able to:

1. Analyse a range of learning styles and the factors that influence successful study

2. Evaluate current academic, self-marketing and personal skills and present a plan for developing skills 

3. Use programme and module information to develop a personalised academic strategy

4. Demonstrate a critical understanding of the importance of independence in learning and the need for a ‘growth’ mindset

5. Discuss the value of reflection and self-evaluation as a learner

6. Identify the key skills and competencies involved in designing and undertaking relevant business and management research 

7. Evaluate own skills, competencies and attitudes required for a successful work experience

8. Develop an effective employment and career development strategy

9. Prepare a Personal Development Plan to address areas in need of development throughout your programme of study

Indicative Content

· Developing as a learner, including learning history, factors that affect learning such as learning styles 

· Working independently and with others 

· Critical thinking, reading and taking notes 

· Academic writing, including referencing, style and format 

· Using numbers and data in your studies

· Creating an effective employment and career development strategy

· Preparing for work experience 

· Introduction to business and management research

· Designing effective self marketing tools

· Developing a personal development plan 

	304LON International HRM



Aims and Summary
The module will begin with defining the scope and functions of Human Resource Management and how students can apply this knowledge in their own work context. Students will be equipped with a critical understanding of key HRM processes, including recruitment and selection of staff, employee participation and engagement, training and development, performance management and reward. Students will then be encouraged to critically assess the applicability of HRM across varying cultures and investigate the various factors that come into play in the application of HRM strategies in an international context.

Given the competitive nature of business and the globalisation of markets, it has become ever more important to consider the concepts and application of HRM in practice in the international context in order for businesses to acquire a source of competitive advantage.  Differing cultures and externalities imply that HRM strategies need also to be flexible and adaptive in the international context. This module will demonstrate to students how this can be achieved with an understanding that change presents specific challenges to the development and implementation of strategy.

2. TEACHING, LEARNING AND ASSESSMENT

Intended Module Learning Outcomes

On completion of this module the student should be able to:

1. Define the scope and key functions of a Human Resource Management strategy in international organisations

2. Understand the changing international context of contemporary business, and its implications for HRM strategy and professionals.

3. Demonstrate a well-founded understanding of cross-cultural and culture specific issues that influence the development of HRM strategy.

4. Relate the issues in contemporary international business to the key areas of HRM policy such as employee participation, recruitment and selection, reward and training & development

5. Critically assess the role of governments, trade unions, and other interest groups in industry as influencing factors on the HRM operations of international organisations

6. Evaluate an international HRM strategy to identify areas for improvement

Indicative Content

· The international business context and HRM

· Key functions of international HRM 

· Recruitment and selection

· Training and development

· Reward and performance management

· Employee participation and trade unions

· Managing diversity

· The role of HR professionals as Business Partners 

· Developing an international HRM strategy

· Managing in the multi/transnational market
	305LON Marketing Communications


Aims and Summary

This module will provide students with a thorough appraisal of marketing communications concepts, tools and strategies. Through exposure to theoretical principles, analysis of their implementation and practical application of new-found knowledge and skills, it is intended that you will develop the capacity to make appropriate decisions in pursuit of marketing objectives in the modern world.

Intended Module Learning Outcomes

On completion of this module the student should be able to:

1. Grasp fundamental theoretical concepts in the area of marketing communications management
2. Develop sound understanding of the communication process and its impact on the customer decision-making process 

3. Develop an awareness of marketing communications approaches and strategies used by a wide range of organisations 

4. Research effectively a wide range of sources of information 

5. Prioritise and assess secondary data in order to investigate marketing communications issues within a wide range of organisations

6. Demonstrate the skills of using secondary data to illustrate or support arguments in the context of marketing communications decision-making
7. Analyse advantages and limitations of the main marketing communications concepts and be able to apply them to scenarios in current marketing cases
Indicative Content

· Marketing communications: theory and ethics 

· Information processing and customer decision-making  

· Relationships in marketing communications 

· Integrated marketing communications: managing the mix 

· Positioning and brand identity: brand equity and corporate reputation 

· Financial management and evaluation

· Promotional mix: components of communication 

· Media mix: traditional and digital communications 

· Media planning: selection and scheduling decisions

· Global marketing – cross-border communications
	306LON Advanced Marketing Strategy


Aims and Summary

Drawing on strategic marketing concepts and theories underlying the development of plans and controls for longer-term strategic purposes, students will study the skills required to design, implement and administer a marketing strategy. 

From an effective strategy comes competitive advantage. Students will be encouraged to seek proficiency in the skills and knowledge that will enable them to convey appropriately beneficial marketing results to any future employer. 

Commencing with a review of marketing strategy concepts and the influential role marketers have in strategic management decision-making, students will then consider the broad range of issues associated with designing a marketing planning system. It will be shown how, in response to corporate objectives, the marketing plan is launched by undertaking audit and analysis procedures that result in the formulation of objectives and strategies. With an appropriate marketing programme in place, control system measures are applied to monitor delivery.  

This process will then be considered from an international perspective - the crafting of a global marketing strategy taking cultural and business practice differences into account.

Intended Module Learning Outcomes

On completion of this module the student should be able to:

1. Understand and apply strategic marketing concepts and theories.

2. Recognise the role of marketing in strategic management decision-making.

3. Define a coherent planning process for strategic marketing requirements.

4. Audit and analyse market conditions, taking account of relevant macro and micro influences.

5. Design an effective marketing plan in response to corporate requirements.

6. Demonstrate understanding of the challenges of implementing a planned marketing programme.

7. Control the implementation of marketing plans, diagnose deviation and reformulate appropriately.

8. Apply marketing strategy, planning and control concepts and theories in an international setting.

Indicative Content

· Strategic marketing management: fundamental principles.

· Role of marketing in strategic management decision-making: formulating and responding to corporate objectives.

· Marketing planning process: audit and analysis - macro and micro issues, segmentation, targeting and positioning; opportunity analysis.

· Setting strategic marketing objectives and direction

· Product and service strategy and management: pricing, branding.

· Marketing programmes: actions, responsibilities, time scales.

· Integrated marketing communications strategy and management.

· Developing channel and logistics strategies.

· The control process: implementation monitoring and measuring - diagnosis and reformulation.

	307LON International Marketing Strategy


Aims and Summary

This module is designed to enable students to acquire knowledge of marketing theoretical concepts in the international context. Students will consider the application of a range of theory and concepts critically and analytically to deepen their understanding. Students will also receive training in the skills and techniques that will enable them to apply theory in the global workplace.

Students will consider the evolutionary stages of Marketing within an organisation and within a project and identify the resource implications of marketing activity. In determining resource implications and the development of a marketing plan, the internal and external business environment must be considered to ensure the plan is sustainable. The module will illustrate current practice and point out the challenges in achieving sustainability in an ever-changing international business environment.

The module will also consider the role of marketing in the value chain: the relationship built up with customers and intermediaries and the marketing team. The ability of this wider team to communicate effectively will affect the ability of the business to market its product or service Intended Module Learning Outcomes

On completion of this module the student should be able to:

1. Understand the principles of marketing within the constantly changing international environment 

2. Demonstrate knowledge of marketing concepts and approaches in practice 

3. Analyse a range of examples demonstrating innovative marketing approaches used by various types of international organisations 

4. Analyse advantages and limitations of the main marketing theoretical concepts and be able to apply them to scenarios in current marketing cases 

5. Demonstrate awareness of organisations’ performance in the context of marketing

6. Compare best practices and marketing failures

7. Present marketing theories and practices in a coherent manner by demonstrating quality and clarity of expression, use of appropriate terminology and secondary data to illustrate or support arguments

8. Use ICT skills to produce material in an agreed format

Indicative Content

· Evolution of theoretical concepts in marketing

· The role of integrated marketing in international companies

· The importance of studying international customer behaviour and decision making processes

· Gaining competitive advantage through effective market segmentation

· Market entry strategies

· Corporate image, brand equity and branding decisions

· The impact of ethical and environmental issues on the organisations’ marketing mix and process

· Challenges which marketers face in implementing international marketing plans and initiatives

· Societal marketing

· Marketing and the value chain

	308LON Work-Based Project



Aims and Summary
Coventry University is committed to ensuring that students gain real business experience, which starts on arrival on campus, continues in the classroom, and extends into the workplace through work-based learning. 

The modules are undertaken over a ten-week period during which time each student is supported by a tutor. Each module is assessed by a piece of written work, comprised of a number of components (see Assessment below for further information).

Students’ suitability to undertake a work-based project will be assessed throughout their programme of studies and will form part of their Personal Development Plan. As employability is a key priority at Coventry University, the Employability Team will provide students with rigorous training in UK workplace culture, business practices and employability training before the project commences. 

The work-based project itself will provide students with an opportunity to undertake the study of a real business project. During the project, the student will be supported by a tutor to ensure the experience meets their learning needs and to supervise any research activity undertaken. The module will culminate in a project report to summarise key findings and make recommendations related to the business issue addressed.

Intended Module Learning Outcome

On completion of this module the student should be able to:

1. Work independently, demonstrating initiative and commitment to the project

2. Review the literature relating to a business issue

3. Design and undertake business research related to the business issue 

4. Analyse valid and reliable evidence to draw sound business conclusions

5. Write a coherent project report communicating a solution or response to the business issue

Indicative Content

The content of this module is unique to the company or organisation that the student is placed with. 

	International Investment Analysis


Aims and Summary

The aim of this module is to provide students with an understanding of the international dimension of finance and how this impacts upon business. By the end of this module students should appreciate the workings and operation of currency derivatives markets, the international money and capital markets and the principles of currency risk management. 

The subject matter of the module includes study of currency markets, international parity conditions, international money and capital markets, the nature and importance of currency risk and strategies for managing currency risk, including the application of derivatives to manage such risks.


Intended Module Learning Outcomes

	The intended learning outcomes are that, on completion of this module, students should be able to:

1.  Analyse how the international dimension of finance affects the environment within which business operate and how it affects the decisions of the firm.

2.  Compare the financial products available on international markets

3. Devise and apply appropriate strategies using derivatives to manage currency risk.

4. Critically evaluate the use of derivative instruments to manage currency risk. 


Indicative Content

Currency Markets. Spot, forward, futures, options. Characteristics and organization of the different markets. Comparison of uses of the markets.

Parity Conditions. Covered and uncovered interest rate parity. Rationale for these conditions. Impediments to these conditions holding. Relevance of these conditions for financial decisions / issues. Empirical evidence 

International Borrowing. Potential benefits of accessing international debt and equity markets e.g. reduced cost of capital, improved risk management etc. Dangers of  issuing debt and equity on international markets.

International Money / Capital Markets: Foreign and eurocurrency markets, the swap market. 

Structure and uses of the markets.

Currency Risk: Meaning, types and importance of currency risk / exposure.

Currency Risk Management techniques. Internal and external methods, comparison and evaluation.

 
	307LON International Marketing Strategy


Aims and Summary

This module is designed to enable students to acquire knowledge of marketing theoretical concepts in the international context. Students will consider the application of a range of theory and concepts critically and analytically to deepen their understanding. Students will also receive training in the skills and techniques that will enable them to apply theory in the global workplace.

Students will consider the evolutionary stages of Marketing within an organisation and within a project and identify the resource implications of marketing activity. In determining resource implications and the development of a marketing plan, the internal and external business environment must be considered to ensure the plan is sustainable. The module will illustrate current practice and point out the challenges in achieving sustainability in an ever-changing international business environment.

The module will also consider the role of marketing in the value chain: the relationship built up with customers and intermediaries and the marketing team. The ability of this wider team to communicate effectively will affect the ability of the business to market its product or service Intended Module Learning Outcomes

On completion of this module the student should be able to:

9. Understand the principles of marketing within the constantly changing international environment 

10. Demonstrate knowledge of marketing concepts and approaches in practice 

11. Analyse a range of examples demonstrating innovative marketing approaches used by various types of international organisations 

12. Analyse advantages and limitations of the main marketing theoretical concepts and be able to apply them to scenarios in current marketing cases 

13. Demonstrate awareness of organisations’ performance in the context of marketing

14. Compare best practices and marketing failures

15. Present marketing theories and practices in a coherent manner by demonstrating quality and clarity of expression, use of appropriate terminology and secondary data to illustrate or support arguments

16. Use ICT skills to produce material in an agreed format

Indicative Content

· Evolution of theoretical concepts in marketing

· The role of integrated marketing in international companies

· The importance of studying international customer behaviour and decision making processes

· Gaining competitive advantage through effective market segmentation

· Market entry strategies

· Corporate image, brand equity and branding decisions

· The impact of ethical and environmental issues on the organisations’ marketing mix and process

· Challenges which marketers face in implementing international marketing plans and initiatives

· Societal marketing

· Marketing and the value chain
BA (Honours)Global Marketing

The Global Business (Top-up) BA Honours degree has been designed with a specific focus on business in an international context.  

It  provides students with the opportunity to draw together previous studies and experience in order to develop their knowledge, understanding, critical-thinking and problem-solving in areas required by modern international business organisations. 

This educational aims of the course are:

1. To develop a range of cognitive, practical and transferable skills of value in employment and career development. 

2. To equip students with the research and study skills required to complete their undergraduate studies.

3. To reflect business thought and practice within the international context with an emphasis, where appropriate, on the application of theory to practice.

To enable students to progress careers in the international business arena

The course consists of 6 mandatory modules. The course structure is outlined below:

	 Module Code
	Title
	ECTS

	301LON
	International Business Strategy
	10

	302LON
	Developing Business Practice
	10

	308LON
	Work-based Project
	10

	314LON
	International Investment Analysis
	10

	305LON
	Marketing Communications
	10

	306LON
	Advanced Marketing Strategy
	10


	301LON International Business Strategy


Aims and Summary

Business people need to understand how strategy is formulated and how it shapes the direction and activities of an organisation. This module introduces students to concepts, theories and frameworks that will aid their understanding of strategic decision-making and its impact on international organisations. 

The aim of the module is to equip learners with the knowledge, skills, and competencies to interpret and develop business strategy in order to assist their organisation in the creation and capture of value. Through this process, the student will develop an understanding of the impact of contemporary issues on the development and implementation of international strategy.

Strategy is a dynamic and evolving subject area and the module seeks to enable students to apply their learning to ‘live’ organisations to ensure their knowledge and skills are current. This may take the form of an independent research activity, which is led by the student, or a case study or web tour developed by the module tutor, which provides students with an opportunity to appreciate the role and impact of strategy in practice.

The study of strategy also enables students to consider the inter-related nature of business by considering the role of disparate functional areas in determining and implementing strategy. The focus of the module will be strategy in the international context and consequently include a debate on the impact of globalisation on business’ ability to determine and implement strategy.

Intended Module Learning Outcomes

On completion of this module the student should be able to:

8. Demonstrate a sound appreciation of current strategic management concepts 

9. Communicate an in-depth understanding of the complexity of the environment and its applications on decision-making process 

10. Integrate and apply strategic approaches to practical situations in various types of organisations 

11. Assess current developments in the organisational environment and alternative responses related to strategy 
12. Resolve management problems in the area of strategic management by evaluating alternative outcomes 
13. Demonstrate the ability to construct and present quantitative and qualitative data effectively by the application of IT skills and methodological techniques
14. Display group-working skills to contribute to a common set of objective
Indicative Content

· Introduction to classic concepts of strategic planning process

· Defining multinational and trans-national business

· Corporate mission, vision, values and goals

· Business Economics: the macroeconomic environment and microeconomic choices

· Competitive strategies: cost-led and differentiated strategies

· Organisational resources and competences

· Stakeholder analysis and the management of change

· The relationship between business ethics and business strategy

· Contemporary issues in international strategic managemen

	302LON Developing Business Practice


Aims and Summary

The transition into learning at a new level poses all students a differing level of challenge. The aim of this module is to ensure students have a clear understanding of the requirements of undergraduate study in their Top-Up year and provide them with a range of skills that will enable them to navigate their programme of study and their future careers with the greatest chance of success.

The module begins with a consideration of themselves as learners and an opportunity for personal evaluation to identify individual strengths and weaknesses. Students will review their learning history and their personal motivations as well as their preferred learning style. They will be encouraged to carry out this form of self-evaluation periodically throughout their career to recognise progress made and identify any further areas for development.

As a result of this self-evaluation students will have identified their individual strengths and weaknesses with regard to their academic and self-marketing skills. The module will consider the range of skills required for successful academic study and for a successful employment search.  Students will have an opportunity to develop these skills within a supportive and culturally sensitive environment.

Intended Module Learning Outcomes

On completion of this module the student should be able to:

10. Analyse a range of learning styles and the factors that influence successful study

11. Evaluate current academic, self-marketing and personal skills and present a plan for developing skills 

12. Use programme and module information to develop a personalised academic strategy

13. Demonstrate a critical understanding of the importance of independence in learning and the need for a ‘growth’ mindset

14. Discuss the value of reflection and self-evaluation as a learner

15. Identify the key skills and competencies involved in designing and undertaking relevant business and management research 

16. Evaluate own skills, competencies and attitudes required for a successful work experience

17. Develop an effective employment and career development strategy

18. Prepare a Personal Development Plan to address areas in need of development throughout your programme of study

Indicative Content

· Developing as a learner, including learning history, factors that affect learning such as learning styles 

· Working independently and with others 

· Critical thinking, reading and taking notes 

· Academic writing, including referencing, style and format 

· Using numbers and data in your studies

· Creating an effective employment and career development strategy

· Preparing for work experience 

· Introduction to business and management research

· Designing effective self marketing tools

· Developing a personal development plan 

	308LON Work-Based Project


Aims and Summary

Coventry University  is committed to ensuring that students gain real business experience, which starts on arrival on campus, continues in the classroom, and extends into the workplace through work-based learning. Top Up students will be offered a choice of one of two ‘project-based’ modules, namely;

· Workplace Project (LON303BUS)

· Work-based Project (LON313BUS)

Each of these modules will enable students to gain in depth knowledge and understanding of the application of the theory and concept from their studies in practice. 

The modules are undertaken over a ten-week period during which time each student is supported by a COVENTRY UNIVERSITY tutor. Each module is assessed by a piece of written work, comprised of a number of components (see Assessment below for further information).

Students’ suitability to undertake a work-based project will be assessed throughout their programme of studies and will form part of their Personal Development Plan. As employability is a key priority at Coventry University , the Employability Team will provide students with rigorous training in UK workplace culture, business practices and employability training before the project commences. 

COVENTRY UNIVERSITY works closely with employers in the sectors and industries that relate to its programmes.  This means that while COVENTRY UNIVERSITY cannot guarantee this at all times, depending on employer demand, it will try wherever possible to provide a project for students related to organisations that will value and take advantage of the theoretical studies that they are undertaking and therefore provide a superior level of contextual understanding. 

The work-based project itself will provide students with an opportunity to undertake the study of a real business project. During the project, the student will be supported by a COVENTRY UNIVERSITY tutor to ensure the experience meets their learning needs and to supervise any research activity undertaken. The module will culminate in a project report to summarise key findings and make recommendations related to the business issue addressed.%

Intended Module Learning Outcome

On completion of this module the student should be able to:

6. Work independently, demonstrating initiative and commitment to the project

7. Review the literature relating to a business issue

8. Design and undertake business research related to the business issue 

9. Analyse valid and reliable evidence to draw sound business conclusions

10. Write a coherent project report communicating a solution or response to the business issue

Indicative Content

The content of this module is unique to the company or organisation that the student is placed with. 

Teaching and Learning

Supervision by subject specialist.

The intended learning outcomes will be assessed as follows:

End of Module Assessment (100%):  Project Report

Please note that no coursework will be marked until an identical electronic copy has been submitted to the module web for a plagiarism check.

Reassessment: Completion of a comparable piece of work/resubmission on the failed coursework components.

In modules with more than one component, there may normally be provision for a compensation band to enable good performance on one component to offset failure in another component.  In such cases, the minimum mark required is 35%. 

	314LON International Investment Analysis


Aims and Summary

The aim of this module is to provide students with an understanding of the international dimension of finance and how this impacts upon business. By the end of this module students should appreciate the workings and operation of currency derivatives markets, the international money and capital markets and the principles of currency risk management. 

The subject matter of the module includes study of currency markets, international parity conditions, international money and capital markets, the nature and importance of currency risk and strategies for managing currency risk, including the application of derivatives to manage such risks.


Intended Module Learning Outcomes

	The intended learning outcomes are that, on completion of this module, students should be able to:

1.  Analyse how the international dimension of finance affects the environment within which business operate and how it affects the decisions of the firm.

2.  Compare the financial products available on international markets

3. Devise and apply appropriate strategies using derivatives to manage currency risk.

4. Critically evaluate the use of derivative instruments to manage currency risk. 


Indicative Content

Currency Markets. Spot, forward, futures, options. Characteristics and organization of the different markets. Comparison of uses of the markets.

Parity Conditions. Covered and uncovered interest rate parity. Rationale for these conditions. Impediments to these conditions holding. Relevance of these conditions for financial decisions / issues. Empirical evidence 

International Borrowing. Potential benefits of accessing international debt and equity markets e.g. reduced cost of capital, improved risk management etc. Dangers of  issuing debt and equity on international markets.

International Money / Capital Markets: Foreign and eurocurrency markets, the swap market. 

Structure and uses of the markets.

Currency Risk: Meaning, types and importance of currency risk / exposure.

Currency Risk Management techniques. Internal and external methods, comparison and evaluation.

 

Teaching and Learning

Lectures will provide basic core theory and knowledge. Seminars will require students to interpret and evaluate case studies, to work through and discuss problems illustrating relevant issues.   

Students will also be expected to engage in direct and self – directed study.

	305LON Marketing Communications


Aims and Summary

This module will provide students with a thorough appraisal of marketing communications concepts, tools and strategies. Through exposure to theoretical principles, analysis of their implementation and practical application of new-found knowledge and skills, it is intended that you will develop the capacity to make appropriate decisions in pursuit of marketing objectives in the modern world.

Intended Module Learning Outcomes

On completion of this module the student should be able to:

8. Grasp fundamental theoretical concepts in the area of marketing communications management
9. Develop sound understanding of the communication process and its impact on the customer decision-making process 

10. Develop an awareness of marketing communications approaches and strategies used by a wide range of organisations 

11. Research effectively a wide range of sources of information 

12. Prioritise and assess secondary data in order to investigate marketing communications issues within a wide range of organisations

13. Demonstrate the skills of using secondary data to illustrate or support arguments in the context of marketing communications decision-making
14. Analyse advantages and limitations of the main marketing communications concepts and be able to apply them to scenarios in current marketing cases
Indicative Content

· Marketing communications: theory and ethics 

· Information processing and customer decision-making  

· Relationships in marketing communications 

· Integrated marketing communications: managing the mix 

· Positioning and brand identity: brand equity and corporate reputation 

· Financial management and evaluation

· Promotional mix: components of communication 

· Media mix: traditional and digital communications 

· Media planning: selection and scheduling decisions

· Global marketing – cross-border communications
Teaching and Learning

Teaching, learning and assessment at COVENTRY UNIVERSITY offers students the ability to develop their knowledge, skills and competences through a curriculum that is purposely designed to provide both an exceptional learning experience and also engage them with the four areas of curriculum excellence to which COVENTRY UNIVERSITY is committed;

· Career-building,

· 21st-century-learning driven,

· Technology-enabled,

· And internationally-orientated.

All modules will be available to students on-campus, supported by a learning management system which directs their programme of study. All teaching, learning and assessment materials will be available to both staff and students via the system in a consistent and user-friendly manner.

Students will engage primarily via a number of learning blocks in each module:  

Knowledge & Understanding; this block is concerned with the sharing of academic theory and concepts to ensure students have mastered a critical appreciation of current and relevant research in the subject area.

Application; this block brings the knowledge and understanding ‘to life’ by relating it to current practice. It takes a critical view of the theory and concepts as they are employed in the workplace in order to encourage students to evaluate their significance and merit.

Analysis & Problem Solving; this block requires students to develop and demonstrate their essential analytical skills in order to respond to employer related problems by making a set of clearly evaluated recommendations.

Assessment is explicitly related to both the module and programme learning outcomes detailed above. Students will be assessed through two specific assessment elements each of which has an agreed assessment weighting for the module. When combined the marks awarded to each element of assessment are used to calculate the overall final mark for the module. 

	306LON Advanced Marketing Strategy


Aims and Summary

Drawing on strategic marketing concepts and theories underlying the development of plans and controls for longer-term strategic purposes, students will study the skills required to design, implement and administer a marketing strategy. 

From an effective strategy comes competitive advantage. Students will be encouraged to seek proficiency in the skills and knowledge that will enable them to convey appropriately beneficial marketing results to any future employer. 

Commencing with a review of marketing strategy concepts and the influential role marketers have in strategic management decision-making, students will then consider the broad range of issues associated with designing a marketing planning system. It will be shown how, in response to corporate objectives, the marketing plan is launched by undertaking audit and analysis procedures that result in the formulation of objectives and strategies. With an appropriate marketing programme in place, control system measures are applied to monitor delivery.  

This process will then be considered from an international perspective - the crafting of a global marketing strategy taking cultural and business practice differences into account.

Intended Module Learning Outcomes

On completion of this module the student should be able to:

9. Understand and apply strategic marketing concepts and theories.

10. Recognise the role of marketing in strategic management decision-making.

11. Define a coherent planning process for strategic marketing requirements.

12. Audit and analyse market conditions, taking account of relevant macro and micro influences.

13. Design an effective marketing plan in response to corporate requirements.

14. Demonstrate understanding of the challenges of implementing a planned marketing programme.

15. Control the implementation of marketing plans, diagnose deviation and reformulate appropriately.

16. Apply marketing strategy, planning and control concepts and theories in an international setting.

Indicative Content

· Strategic marketing management: fundamental principles.

· Role of marketing in strategic management decision-making: formulating and responding to corporate objectives.

· Marketing planning process: audit and analysis - macro and micro issues, segmentation, targeting and positioning; opportunity analysis.

· Setting strategic marketing objectives and direction

· Product and service strategy and management: pricing, branding.

· Marketing programmes: actions, responsibilities, time scales.

· Integrated marketing communications strategy and management.

· Developing channel and logistics strategies.

· The control process: implementation monitoring and measuring - diagnosis and reformulation.

· Marketing strategy planning and control in a global context.

Teaching and Learning

Teaching, learning and assessment at COVENTRY UNIVERSITY offers students the ability to develop their knowledge, skills and competences through a curriculum that is purposely designed to provide both an exceptional learning experience and also engage them with the four areas of curriculum excellence to which COVENTRY UNIVERSITY is committed;

· Career-building,

· 21st-century-learning driven,

· Technology-enabled,

· And internationally-orientated.

All modules will be available to students on-campus, supported by a learning management system which directs their programme of study. All teaching, learning and assessment materials will be available to both staff and students via the system in a consistent and user-friendly manner.

Students will engage primarily via a number of learning blocks in each module:  

Knowledge & Understanding; this block is concerned with the sharing of academic theory and concepts to ensure students have mastered a critical appreciation of current and relevant research in the subject area.

Application; this block brings the knowledge and understanding ‘to life’ by relating it to current practice. It takes a critical view of the theory and concepts as they are employed in the workplace in order to encourage students to evaluate their significance and merit.

Analysis & Problem Solving; this block requires students to develop and demonstrate their essential analytical skills in order to respond to employer related problems by making a set of clearly evaluated recommendations.

Assessment is explicitly related to both the module and programme learning outcomes detailed above. Students will be assessed through two specific assessment elements each of which has an agreed assessment weighting for the module. When combined the marks awarded to each element of assessment are used to calculate the overall final mark for the module. 

Coventry University offers the information contained in this document as a guide only and it does not constitute a contract and is not binding on prospective students, students, potential collaborative partners or the University.  


