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Cyprus Agency of Quality Assurance

and Accreditation in Higher Education,

Chair of the Council, Professor Mary Koutselini
Nicosia, Cyprus

1st November 2017

Dear Professor Koutselini,

Subject: UCLan Cyprus response to the External Evaluation Report for the validation of the BA
(Hons) Advertising and Marketing Communications

We are grateful for the feedback provided by the External Evaluation Panel with respect to our
BA (Hons) in Advertising and Marketing Communications. It is very encouraging that the panel
has been very positive and supportive towards the accreditation of the Programme, and we
welcome the recommendations which offer us the opportunity to strengthen the Programme
in terms of structure, market appeal, and lining up more faculty and practitioner talent.

Our response to the EEA Report (dated 10 October 2017) addresses six (6) main areas of
concern raised thereto (as summarised on page 9 of the Report and reflected in the low scores
(below 4) for corresponding elements of the Programme). These issues are related to three
main pillars: i) the structure and content of the Programme (see Appendix 1); ii) a clearer match
of the Programme’s learning outcomes with the specific modules offered (see Appendix I1); and
iii) the expertise of the teaching personnel (see Appendix llI).

Before addressing the abovementioned issues, it is important to note that UCLan Cyprus is an
independent, legally registered private university of the Republic of Cyprus and, as such, it is a
separate legal entity from the University of Central Lancashire (UCLan UK) which has its own
separate operating license as a private university in Cyprus. The University Charter of UCLan
Cyprus, Section 10, confirms that the University has its own degree awarding powers due to its
legal status as a registered Cypriot University. Thus, UCLan Cyprus abides by all the
requirements in terms of operation, degree awarding and quality assurance, as laid down in
Cypriot law and regulations. At the same time, however, UCLan Cyprus is closely affiliated to
UCLan UK which acts as a parent university. All Programmes of UCLan Cyprus offer double
award degrees, as they are simultaneously run, academically and administratively, in both
Universities. Thus, UCLan Cyprus adheres not only to quality assurance procedures stipulated



2
by DIPAE, but also to the academic regulations in force at UCLan UK, which in turn abide to and
are validated by the Quality Assurance Agency in the UK.

Key areas of concern identified by the External Evaluation Panel (page 9 of the EEP Report).
1. Regarding the programme’s content, the committee recommends a re-examination of Year

1 and what this entails in terms of compulsory modules and content directly relevant to the
programme title (i. e. marketing and/or advertising).

QOur Response:

In coordination with the UCLan UK academic team, we are strengthening the structure of Year
1 with the Module MK1006 — ‘Advertising and Marketing Communications’ — which offers an
insight into their thematic field. Additional modules (e.g. MK 1112 — ‘Commercial Awareness’,
MK1002 — ‘Human Behaviour’ at Year 1 or Year 2) can be added once we get the approval of
the Academic Quality and Compliance Unit at UCLan UK in line with the rules and regulations
of the UK Quality Assurance Agency.

2. The committee also suggests that a dedicated module on research methods is considered
as part of the curriculum as this content may not currently be adequatly covered in other
modules.

Our Response:

in order to strengthen the research methodology, in addition to MK2206 — ‘Marketing Research’
(Year 3) - we are introducing MG3002 ‘Business Statistics’ as an optional module which could
be taken at Year 3 or Year 4. This is tailored for the students who are planning to conduct a
dissertation research project. This module develops a broad range of standard business
statistics models. These models are given practical relevance through the use of appropriate
business based data sets in conjunction with statistical software. Causal modeling can relate,
for example, advertising and price to sales.

3. The committee also recommends a re-examination of module titles to ensure that these
accurately reflect the content covered.

Our Response:

The BA (Hons) in Advertising and Marketing Communications Programme has been running in
the UK and certain overseas collaborating institutions for a number of years now. Thus, this
Programme is an inter-university programme and we cannot introduce changes to the module
titles unilaterally, as this will contravene UCLan UK’s Quality Assurance rules and regulations
In addition, we would like to note that, as part of the University’s Annual Monitoring
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Mechanism and Periodic Program Evaluation, we systematically review programmes following
feedback from students, faculty, external examiners and other stakeholders, e.g. Professional
Bodies. Thus, we continuously refine the structure, learning methodologies and assessment
techniques of our Programmes in line with QA policies and best practice.

4. The committee identified a gap in the learning outcomes in that higher-order outcomes to
do with application and practice are missing from the proposed programme despite this prac-
tical element being covered in the respective modules. Further to this, the committee suggests
a clear mapping of individual module assessments to module learning outcomes and from
there a subsequent mapping of module learning outcomes to programme learning outcomes.

2.1.2 The purpose and objectives of the programme and the X
learning outcomes are utilized as a guide for the design of

the programme of study.

2.1.4 The programr;re’s content, the methods of assessment, the X
teaching materials and the equipment, lead to the
achievement of the programme’s purpose and objectives and
ensure the expected learning outcomes.

2.2.4 The higher education qualification awarded, the learning [ x
outcomes and the content of the programme are consistent

Our Response:

As the Panel has rightly pointed out in their report, higher-level outcomes involving a practical
application of theory are covered in the respective modules. Besides, application and practice
are achieved through the opportunity for students to undertake the work placement module
(BC3000 — ‘Work Placement’) as well as the strong links with relevant companies that are
intended to contribute to the programme in various ways (e.g. firms that offer marketing
solutions, media groups, animation studios, etc.).



We agree, however, that a clearer mapping of: 1) individual module assessments to module
learning outcomes; and 2) module learning outcomes to programme learning outcomes, could
be beneficial for the Programme. In line with our earlier responses, such changes can only be
pursued as part of the aforementioned Periodic Course Review, where the University
periodically reviews courses following feedback from students, faculty, external examiners, and
other stakeholders with a view to refine their structure, learning methodologies, and
assessment technigues. Hence, all the changes pertaining to learning outcomes need to be
considered at the next Periodic Course Review and in line with the rules and regulations of the
University’s Academic Quality and Compliance Unit which, in its turn, adheres to the policies of
the Quality Assurance Agency of the UK.

5.The committee identified limited relevant expertise to teach the full programme in the
coming years and supports the management team’s best efforts to recruit specialized
teaching staff as we believe this is crucial for the successful implementation of the
programme.

1.3 Teaching Personnel 1213415

1.3.1 The number of full-time academic personnel, occupied | Ix
exclusively at the institution, and their field of expertise,
adequately support the programme of study.

|

1.3.2 The members of teaching personnel for each course have the
relevant formal and fundamental qualifications for teaching
the course, as described by the legislation, including the

following:
1.3.2.1 | Subject specialization, preferable with doctorate in ' X o
the discipline
1.3.2.2 | Publications within the discipline X
Our Response:

The Programme will be delivered by resident, PhD-qualified staff (who are at the early stages
of their academic careers but with significant research achievements in the
marketing/management field) in conjunction with newly appointed staff (e.g. we are now
recruiting a 0.5 Lecturer in Advertising and Marketing Communications). Please see
advertisement, job description and person specification in Appendix IV.
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More recently, we have appointed Dr Betty Tsakarestou (Assistant Professor, Head of
Advertising and Public Relations Lab, Department of Communication, Media and Culture,
Panteion University of Social and Political Sciences), as Visiting Senior Fellow in Marketing at
UCLan Cyprus to support us in the co-delivery of certain modules, and stage specialised
workshops for students, research scholars and industry partners. Please see Appendix V.

We pursue the enrichment of our academic staff in alignment with the programme’s
sustainability and the financial model of this fledgling University. In addition, it is important to
note that UCLan UK can second faculty to UCLan Cyprus (and vice versa), in order to support
specialised modules and practical workshops (Please see Appendix VI). Moreover, we are
engaging additional Senior Fellows, Associate Lecturers, and Practitioners in the area of
Advertising/Marketing.

6. The committee thinks it is important for the management team to protect the research
time of the academic staff as this understanding will involve significant investment of time
and effort on the part of the academic staff involved. Pertinent research that supports the
new programme is extremely important for the development of a leading programme. As
such, research time and provision of financial resources and incentives for research of resi-
dent staff could be sustained and/or further enhanced.

1.3.9 | The academic personnel’s ?eaching load does not limit the x|
conduct of research, writing and contribution to the society.

Our Response:

UCLan Cyprus is committed to invest in the professional development of academics and early
career researchers both in the research and teaching aspects of their careers. In terms of
facilitating research, we offer a coaching scheme where all early career researchers are offered
advice, directed to opportunities for networking with other researchers as well as a rigorous
appraisal (on an annual basis). UCLan Cyprus also offers funds for academic and professional
development. Faculty are encouraged to achieve the Postgraduate Certificate in Teaching and
Learning in Higher Education to subsequently become Fellows of the UK Higher Education
Academy. Based on our workload model, which balances teaching and research, resident
faculty deliver lectures and are supported in the delivery of workshops by associate lecturers
and other notable guest speakers/practitioners. Therefore, we optimize the workload for each
academic in order to free time for research. Moreover, each faculty has one to two days per
week designated for research. Teaching workload is in line with the directive of the Private
Universities’ Legislation. With the growth of the reputation of the University, faculty that
manage to successfully bid for external research and/or participate in the next UK Research
Evaluation Framework have an opportunity to buy out teaching time. Furthermore, academics
are organised into research clusters in order to encourage research synergies, the design and
implementation of research strategies and other research-related activities.
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Finally, one of the operating committees of UCLan Cyprus is the Research and Innovation
Committee, which determines research strategies and orchestrates the mentoring scheme for
the faculty.

In conclusion, we are very grateful for the feedback and support of the External Evaluation
Committee. The BA (Hons) Advertising and Marketing Communications Programme is a
coherent course that has been on offer by UCLan UK for many years. With the DIPAE validation,
the Programme will increase its catchment and appeal in Cyprus and contribute to the Ministry
of Education and Culture’s strategy to convert Cyprus into an international hub of higher
education.

The fulfilment of the Panel’s recommendations and the rigorous UCLan quality assurance
procedures make us confident that we are fully equipped to make this Programme a great
success. This will enhance the positioning of our School, UCLan Cyprus and Cyprus overall as
an international education hub. We remain at your disposal for any further questions and
clarifications.

Yours sincerely,

Professor Panikkos Poutziouris BA, MBA, PhD
Interim Rector
University of Central Lancashire Cyprus

Dr Olga Kvasova, BA, MA, MBA, PhD
Director of BA {Hons) Advertising and Marketing Communications
University of Central Lancashire Cyprus



Appendix I

The proposed Structure of the Programme

YEAR1 MODULE TITLE ECTS
CODE

COMPULSORY
EC1500 Principles of Economics 10
BU1025 Managing People and Enterprise Skills 10
EF1498 Academic Writing 10

OPTIONAL
MK1006 Advertising and Marketing Communications 10
MA1601 Introduction to Mathematics & Statistics 10
BU1026 Business in Context 10
EF1705 English Language 1 10
EF1706 English Language II 10
AL1109 Beginners Russian Language & Culture 10
MDI1113 Debating Cases in Applied Ethics 10
YEAR 2 MODULE TITLE ECTS
CODE

COMPULSORY
MK1007 Marketing Essentials 15
HR1005 Business Functions 15
BU1006 Business Environment 15
HR1007 Business and Management Project Essentials 15
YEAR 3 MODULE TITLE ECTS
CODE

COMPULSORY
MK2001 Marketing Management 10
MK2206 Marketing Research 10
MK2025 Employability and Professional Development 10
MK2005 Integrated Marketing Communications 10

MK2012 The Responsible Marketer 10



MK2204

BC3000
BC3008

YEAR 4
CODE

MK3990
MK3025

MK3040
MK3120
MK3002
PR3111

MG3002
MK3013
MK3034
MK3111
MK3032
MK3106
MK3123
PR3012

PR3110

BT3023

Contemporary Consumers

OPTIONAL: SANDWICH YEAR
Work Placement OR
International Study

MODULE TITLE

COMPULSORY
Advertising/Marketing Dissertation OR

Enhancing Employability through Work Related Learn-

ing

Campaign Planning and Strategy

Media Planning and Buying

Strategic Marketing

Public Relations for Marketers
OPTIONAL

Business Statistics

Marketing of Services

Digital Marketing

International Marketing

Direct, Digital and Database Marketing
Contemporary Retail Marketing
Business-to-Business Marketing
Creative Industries and Communications
Internal Corporate Communication and Marketing

Web Content Management Systermns

10

60
60

ECTS

10
10

10
10
10
10

10
10
10
10
10
10
10
10
10
10



Appendix II

Module Descriptors
Course Title Advertising and Marketing Communications 1
Course Code MK1006
Course Type Option;I
Level Level 4 _
Year / Semester Year 1/ Year Long

Teacher's Name

ECTS

10 ECTS Laboratories /

week

Lectures / week

Course Purpose
and Objectives

This module is the first of three designed to provide students with the neces-
sary theoretical and applied knowledge to become professional practitioners
in advertising and integrated marketing communications. Working in con-
junction with MK1101 Marketing Principles and MK1002 Human Behaviour,
it demonstrates how advertising and other forms of promotional communica-
tions can work within the marketing mix to influence people’s perceptions of
firms and brands and encourage the development of positive attitudes and
purchase intentions.

Key theories of communications, purchase decision-making, adoption/diffu-
sion, the personal and sociological influences on attitude formation and
message creation will be exposed. Students will apply these theories to use
in a variety of traditional and newer media and marketing communications
methods forms.

Learning Out-
comes

On successful completion of this module a student will be able to:

1. Explain fundamental concepts of advertising and marketing communica-
tions.

2. Apply theory relating to advertising and promotional communications in a
number of product and target group contexts.

3. Evaluate the appropriateness of using advertising or other forms of mar-
keting communications in particular communications contexts.

Prerequisites

Required

Course Content

* The historical development of advertising and promotional communications
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« The role and impact of advertising and promotional communications in so- |
ciety |
= The role of communications within the marketing mix and in supporting the
objectives of the business

* The IMC mix

» Public relations: characteristics of public relations, corporate public rela-
tions and marketing public relations, cause-related marketing, public rela-
tions methods and techniques, integration of public relations in the IMC mix

* The process of creating advertising and promotional communications

« Advertising agencies and other suppliers

» Traditional and newer media for advertising and promotional communica-
tions

- Legal, regulatory and ethical considerations for advertising and promo-
tional communications

» Human psychology and behaviour related to promotional messages: per-
ception, motivation, personal and environmental influences, attitude for-
mation, decision-making, product adoption, message and adoption diffusion

 Segmentation, targeting and positioning in advertising and promotional
communications

* Message creation

- Cognitive, affective and conative message strategies

« Appeals and symbolisation

- Evaluating advertising and promotional communications

Teaching Method-
ology

The module is delivered in a flexible way to allow the appropriate use of time
for different pedagogic methods including lectures, seminars, case study
analysis, discussions and debates, guest speaker events and so on. The lec-
tures introduce the students to fundamental concepts of advertising and mar-
keting communications. Theory is illustrated by the use of a wide range of
applied examples. The seminars allow the students to explore and apply the-
ory presented in the lectures by the use of case studies, examples in various
forms of current marketing communications practice, etc. The supportive
framework of lectures and seminars assists the students in achieving learning
outcomes 1, 2 and 3.

Bibliography

Module text-book
The following book is essential reading:

Fill, C. (2013), Marketing Communications: Brands, Experiences and Participation.
Sixth Edition, Pearson, Harlow.

It is recommended that you supplement the text with reading from the following:
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Books

Belch, G. E. and Belch, M. A. (2015), Advertising and Promotion. An Integrated
Marketing Communications Perspective. Tenth Edition, McGraw-Hill/lrwin, New
York.

Clow, K. E. and Baack, D. (2014), Integrated Advertising, Promotion and Marketing
Communications. Global Edition, Pearson Education Limited, Harlow.

De Pelsmacker, P., Geuens, M. and Van den Bergh, J. (2013), Marketing Commu-
nications: A European Perspective. Fifth Edition, Pearson Education Limited, Har-
low.

Fill, C. (2011), Essentials of Marketing Communications, Pearson Education Lim-
ited, Harlow.

Fill, C. (2009), Marketing Communications: Interactivity, Communities and Content,
Prentice-Hall, Harlow.

Moriarty, S., Mitchell, N. and Wells, W. (2015), Advertising & IMC. Principles &
Practice. Tenth Edition, Pearson Education Limited, Harlow.

O’Guinn, T. C., Allen, C. T. and Seminik, R. J. (2015), Advertising & Integrated
Brand Promotion, South-Western Cengage Learning, Mason, OH.

Pickton, D. and Broderick, A. (2009), Integrated Marketing Communications, Pren-
tice Hall, London.

Yeshin, T. (20086), Advertising, Thomson Learning, London.

Journals

Advertising Age

Advertising Age International

Current Issues and Research in Advertising
European Journal of Marketing

International Journal of Advertising
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International Marketing Review
Journal of Advertising

Journal of Advertising Research
Journal of Consumer Marketing
Journal of Product and Brand Management
Marketing Intelligence and Planning

Strategic Advertising Management

Other Journals/Press

Campaign

Harvard Business Review

Interactive Advertising and Branding News
Marketing

Marketing Business

Marketing Week

Web links

Please check Blackboard and the electronic reading list for recommended web links.

Number of Form of As- % Size of As- Category of as- | Learning
Assessment Assessments | sessment weighting | sessment sessment Outcomes
/Duration being as-
MWord count sessed
(indicative
only)
1 [ Media analysis | 40% 71,000 words Coursework 1,2,3
1 Context analysis | 60% 2,000 words Coursework 1,2,3
and IMC recom-
mendation
For successful completion of this module a minimum aggregate mark of 40%
must be achieved. -
Language English
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Course Title Marketing Research
Course Code MK2206 -
Course Type Compulsory o - -
Level Level 5 -
Year / Semester Year 3/ Year Long
Teacher's Name
ECTS 10 ECTS Lectures / week Laboratories /
week

Course Purpose
and Objectives

This second level module is the first of two undergraduate Marketing Re-
search modules leading to exemptions from the Marketing Research Soci-
ety's Advanced Certificate in Market and Social Research Practice. While it
provides the foundation for further study, MK2206 is also a discrete module,
providing a comprehensive overview of marketing research practices. Stu-
dents will have the opportunity to gain practical experience of sourcing and
extracting secondary data and, where possible, of engaging in primary re-
search.

Learning Out-
comes

On successful completion of this module a student will be able to:

1. Demonstrate an understanding of the nature of marketing decision and in-
formation problems, and the process of undertaking marketing research in
both continuous and ad hoc projects

2. Identify and extract selective information from appropriate sources of pri-
mary and secondary information

3. Identify appropriate primary research methods for use in solving particular
information needs

4. Analyse, interpret and report clearly on data or information in accordance
with a given brief.

Prerequisites

Required

Course Content

This module provides students with a working knowledge of the kinds of re-
search conducted to in-form marketing, advertising and communications re-
search decisions, and the methods and tech-niques used in research prac-
tice.

Specifically,

* The marketing research process; management of research projects
» Marketing information needs and problem-solving

* Secondary research
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- Primary research; qualitative and quantitative research

« Continuous research

» Sampling theory and practice

* The use of segmentation variables in research

* The recording, analysis, interpretation and reporting of research findings
« Ethical structures governing marketing research

* The Marketing Research Society (MRS); the MRS Code of Conduct

» Developments in marketing research practice

» Current and emerging issues in marketing research practice

Teaching Method-
ology

This module combines exposition of theory with the practice of a research
project for an identified client. In the first phase, in response to a briefing on
the client’s business problem, students must work through an analysis of the
context within which the research will take place in order to identify the re-
search approaches and methods indicated by theory to be appropriate for
accessing the information required to inform the client’s decision-making.

The second phase has students design qualitative, quantitative and projec-
tive research instruments that they will use in the research. In the third
phase, they will work in groups to collect, analyse and report on the findings
of the research for the client.

Bibliography

Aaker, D.A., V. Kumar, G.S. Day and R.P. Leone (2011). Marketing Research (In-
ternational Student Edition). John Wiley & Sons, Hoboken, NJ

Burns, A.C. and R.F. Bush (2010) Marketing Research. Pearson Education, Upper
Saddle River, NJ.

Churchill, G.A. Jr. and T.J. Brown (2007). Basic Marketing Research. Thomson
South-Western, Mason, OH.

Craig, C.S. and S.P. Douglas (2005). International Marketing Research. John Wiley
& Sons, Chichester.

Daymon, C. and |. Holloway {(2011) Qualitative Research Methods in Public Rela-
tions and Marketing Communications. Routledge, London.

lacobucci, D. and G.A. Churchill, Jr. (2010) Marketing Research: Methodological
Foundations. South-Western Cengage Learning.
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Kaden, R.J., G. Linda and J.C. Levinson (2009) More Guerilla Marketing Research. |
Kogan Page, London

Keegan, S. (2009) Qualitative Research: Good decision making through under-
standing people, cultures and markets. Kogan Page MRS, London.

Kent, R. (2007). Marketing Research: Approaches, methods and applications in
Europe. Thomson Learning (Cengage), London

Malhotra, N.K. (2009). Basic Marketing Research: A decision-making approach.
Pearson Education, Upper Saddle River, NJ.

Malhotra, N.K. and D.F. Birks (2007) Marketing Research: An applied approach. FT
Prentice Hall, Harlow.

McDaniel, C., and R. Gates (2008). Marketing Research Essentials. John Wiley &
Sons Inc., Hoboken, NJ

McGivern, Y. (2009). The Practice of Market Research. Pearson Education, Harlow.

Oakshott, L. (2009) Essential Quantitative Methods: For business, management
and finance. Palgrave Macmillan, London.

Parasuraman, A., D. Grewal and R. Krishan (2004). Marketing Research. Houghton
Mifflin, Boston, MA

Roe, M. (2004). Market Research in Action. Thomson Learning, London

Swift, L. and S. Piff (2010) Quantitative Methods for Business, Management and Fi-
nance. Palgrave Macmillan, London.

Wilson, A. (2008). Marketing Research: An integrated approach. Prentice Hall, Har-
low

Wright, L.T. and M. Crimp (2004). The Marketing Research Process. FT Prentice

Hall, Harlow
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Zikmund, W.G. and B.J. Babin (2007). Exploring Marketing Research. Thomson

South Western, Mason, OH.

Journals

Research

The International Journal of Marketing Research

Marketing Intelligence and Planning

WARC

Web links

http://www.mrs.org.uk

http://www.warc.com

http://www.brandrepublic.com/Home

http://www.sric-bi.com/VALS/presurvey.shtml

http://www.cim.co.uk/home.aspx

http://www.acrwebsite

Number of Form of As- % Size of As- Category of Learning
Assessment Assessments | sessment o sess- assessment Outcomes
weighting ment/Dura- being as-
tion/ sessed
Word count |
(indicative
only)
1 Marketing re- | 40% 1500 words Coursework 1,2,3
search pro-
posal
1 Group report | 60% 2000 words Coursework 2,3,4
Sudents must attempt both components of assessment.
For successful completion of this module a minimum aggregate mark of 40%
must be achieved. -
Language English
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Course Title Business -Statistics

Course Code MG3002 o

Course Type Optional _

Level Level 6

Year / Semester Year 4 / Year Long

Teacher's Name

ECTS 10 ECTS Lectures / week Laboratories /
week

Course Purpose
and Objectives

MG3002 concentrates on aspects of uncertainty within a business context.
Different statistical models aim to solve different forms of uncertainty. This
module seeks to teach students how to match up business data types with
an appropriate model; how to analyse the data; and how to discuss the out-
comes in an appropriate manner. The model aims to balance technique with
reporting skills. Realistic business problems across a range of business
functions, e.g. Marketing, Planning, etc., are introduced and analysed
through appropriate software.

Learning Out-
comes

On successful completion of this module a student will be able to:

1. Demonstrate a clear understanding of the role and the use of statistics in
the business environment.

2. Demonstrate a clear understanding of the underlying structure of a range
of statistical models and apply them

3. Competently use application IT packages to aid the analysis of statistical
problems.

Prerequisites

Required

Course Content

The module develops a broad range of standard business statistics models.
These models are introduced at a conceptual level but they are given practi-
cal relevance through the use of appropriate business based data sets in
conjunction with statistical software. Causal modelling can relate, for exam-
ple, advertising and price to sales, or to compare before and after behaviour
of consumers to a specific event, Forecasting is an essential business too!
for helping the planning process in business in all business areas.

The first set of ideas concentrates on causal modelling:

1) Comparing 2 populations
Regression Modelling

2) Comparing > 2 populations  3) Multiple

A range of forecasting models is then explored:
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1) Decomposition model  2) Regression modeling  3) Holt Winters
modelling 4) Non-Linear models

Finally aspects of non-parametric problems and statistical quality control are
studied.

Teaching Method-
ology

Essential models, which can be categorised into fairly discrete groups, are
introduced in the lectures. Students are then expected to use their own time
to deepen their understanding of these models. The conceptual models are
made to come alive during the lectures through the use of IT facilities. Stu-
dents are then expected to use their own time to develop and sharpen their
data handling expertise. Students are given the opportunity to test their
knowledge, both conceptual and practical, on a weekly basis through inter-
active seminar sessions. The development of each stu-dent’s skill set is
measured through their assessed work.

Bibliography Black, K. (2008) Business Statistics (5th edition) West
Hildebrand, D. And Oft, R. L. (1998) Statistical Thinking for Managers (4th
edition) South-Western College
Newbold, P., Carlson, W., and Thorne, T., (2010) Statistics for Business and
Economics (7th edition) Wiley
Minitab
Excel
Number of Form of As- | % weighting Size of As- Category of Learning
Assessment Assessments | sessment sess- assessment | Qutcomes
ment/Dura- being as-
tion/ sessed
Wordcount
(indicative
only) [
2 (Best1to Essay 50% 2 x 1,500 Coursework 12,3
count) words (not in-
cluding any
appendices)
1 Examination | 50% 2.5 hours Written exam 1,2,3

2 pieces of coursework are set. The best 1 will be used as the coursework
mark.

Student must gain an overall mark of at least 40% to pass the module.

Language

English
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Dr. Betty Tsakarestou, Ph.D.

Assistant Professor| Head of Advertising and Public Relations Lab
Department of Communication, Media and Culture

School of International Relations, Communication and Culture
Panteion University of Social and Political Sciences

136 Syngrou Avenue, 17671

Athens | Greece

Email: btsaka@gmail.com & btsaka@panteion.gr
Mobile: +30 6944 425164

Social Media Profiles

- Academia.edu: htips:/panteion.academia.edu/Betty Tsakarestou

- LinkedIn: htips://www.linkedin.com/in/bettvitsakarestou

- Twitter: @tsakarestou- https://twitter.com/tsakarestou

- Facebook: htips.//www.facebook.com/betty.tsakarestou

- Instagram: https://www.instagram.com/tsakarestow/?hl=enS

Summary
Betty Tsakarestou, Ph.D. is Assistant Professor and Head of Advertising and Public Relations Lab Panteion Uni-
versity| Department of Communication Media and Culture and Co-Initiator of Connecting Cities Project.

Currently, Dr. Tsakarestou is a visiting sabbatical researcher at City University of New York, Graduate School of
Journalism, and Tow-Knight Center for Entrepreneurial Journalism, researching on the innovative entrepreneurial
journalism models. She is member of the Disruptive Journalism Educators Network, a learning community sup-
ported by the Tow-Knight Center for Entreprencurial Journalism.

In 2017 for second consecutive year she has been appointed as Branding Officer and European Research co-
Liaison for the International Communication Division (ICD) of The Association for Education in Journalism
and Mass Communication (AEJMC).

Her teaching, research, published work and initiatives are focusing on strategic and digital advertising and
public relations, on mobile, sharing economy and collaborative consumption, on entrepreneurial Journalism
innovation, on crisis management and communication, on corporate responsibility and social innovation
ventures, on cities as platforms for co-creation and public diplomacy and collaborative storytelling.

Dr. Tsakarestou has gained international academic experience as a visiting professor at the summer univer-
sity program of Warsaw School of Economics (2016), teaching City Branding and Communication Digital
Strategy, as a visiting external Lecturer at Copenhagen Business School (2017-2013), teaching Reputation
Management, Crisis management and organizing crisis simulation trainings and as a part-time assistant
professor at the MBA Program of University of Cyprus (2011-2007) teaching Corporate Social Responsibil-
ity.

As the Head of Advertising and Public Relations Lab Dr. Tsakarestou has initiated multiple partnerships and
collaborations with leaders in business, communication, advertising, public relations and with the emerging
Athens Tech Startup Ecosystem pioneers to co-create a timely and versatile program, tapping into the intel-
ligence and practices from the emerging form the best market practices and innovations and informed by
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Other responsibilities could include:
¢ offer supervision to students in the context of assignment projects and research.
¢ develop new course and modules and support knowledge transfer activities.
e provide administrative support for research and development activities.

e jointly bid for research funding (externally) and seed corn funding (internally) for any initiatives
in line with our aspirations to further develop advertising and marketing communications and
other interdisciplinary thematic areas.

Compensation:

UCLan Cyprus will support your travel and accommodation whist visiting UCLan Cyprus and or UCLan UK
on an economy basis and pay for your teaching / training to be staged on a block delivery basis, in line
with our fee structure for professional - CPD training (ranging from 80-100 Euros depending on number
of participants).

We envisage that the estimated cost for the delivery of a module will be about 5,000 Euros.

The University also provides staff development and research support and its availability will depend on
your active involvement in the initiatives of our research centres and other income generating activities.

We look forward to your continued support and to our fruitful cooperation across academic, research,
professional training and outreach community action frontiers.

For UCLan Cyprus, on 1* November, 2017

Interim Rector, Professor Panikkos Poutziouris

Acting Head of School of Business & Management, Dr Loukas Glyptis

Director of HR, Mrs Georgia Kyriakou

Please indicate your acceptance of this appointment by signing and dating below

Dr Betty Tsakarestou Date

02/11/2017




Appendix VI

University of Central Lancashire
International Office
Tim Steele
Executive Director of International Strategy and Partnerships

th
28" September 2017 Westleigh Conference Centre
_ L hi

Professor Koutsellini Univerity of C:g:cl’rl;inssoér;
Chair Cyprus Agency of Quality Assurance .

& Accreditationin Higher Education (DLP.A.E.) Tel: (Office) +44 (0)1772 895023
Lemesou Avenue, 5 email: tsteele@uclan.ac.uk
2112 Lefkosia www.uclan.ac.uk/international

Tel.:+ 357 22504340,
Fax.:+ 35722504392

Email: info@dipae.ac.cy

Dear Professor Koutsellini

I am writing to thank you for your ongoing support and guidance as UCLan Cyprus (UCY) further
expands its course provision to meet the Cypriot and global job markets.

The courses and course teams at UCY are fully integrated into the respective teams at the University of
Central Lancashire (UCLan). This means that they benefit from being able to call upon and utilise our
UK academic community to support the delivery of courses in Cyprus.

As our provision expands at UCY we will be using UCLan's UK faculty to provide block delivery and to
further expand guest lectures whilst our provision at UCY grows. This approach enables the campus to
develop in a sustainable way as well as strengthening the links to the mother university.

In the light of Brexit, UCLan is only one of two British institutions to have a campus in Europe and we
are already working on developments to expand our teaching, research and civic activities within
Cyprus, as well as to develop our engagement with industry partners across the region and beyond.

1 hope that this statement of our commitment assists with our ongoing applications with the
DIPAE. Please do not hesitate to contact me if I can be of any further assistance or if you require any
further clarifications.

Yours sincerely

Tim Steele

Executive Director/Vice President
International Strategy and Partnerships
University of Central Lancashire
01772 895023

Mobile 07919574362





