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Awarding Body University of the Arts London 

College London College of Communication 

School Media 

Programme LCC Communications and Media(L042) 

FHEQ Level Level 7 Masters 

Course Credits 180 

Mode Full Time 

Duration of Course 1 year 

Valid From September 1st 2022 

Course Entry 
Requirements 

An applicant will normally be considered for admission if 
they have achieved an educational level equivalent to an 
honours degree, preferably at 2:1 level, in advertising, 
marketing, communications, social sciences, art and design, 
or humanities subjects.  

This educational level may be demonstrated by: 

• Honours degree (named above); 
• Possession of equivalent qualifications; 
• Prior experiential learning, the outcome of which can 

be demonstrated to be equivalent to formal 
qualifications otherwise required; 

• Or a combination of formal qualifications and 
experiential learning which, taken together, can be 
demonstrated to be equivalent to formal 
qualifications otherwise required. 

APEL (Accreditation of Prior Experiential 
Learning) 

Applicants who do not meet these course entry 
requirements may still be considered in exceptional cases. 
The course team will consider each application that 
demonstrates additional strengths and alternative evidence. 
This might, for example, be demonstrated by: 

• Related academic or work experience 
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• The quality of the personal statement 
• A strong academic or other professional reference 
• OR a combination of these factors 

Each application will be considered on its own merit but we 
cannot guarantee an offer in each case. 

Language requirements 

All classes are conducted in English. If English is not your 
first language, we strongly recommend you let us know 
your English language test score in your application. If you 
have booked a test or are awaiting your results, please 
indicate this in your application. When asked to upload a CV 
as part of your application, please include any information 
about your English test score. 

• IELTS 7.0 (or equivalent) is required, with a minimum 
of 6.0 in each of the four skills. 

• If your first language is not English, you can check 
you have achieved the correct IELTS level in 
English on the Language Requirements page. 

Selection Criteria Offers will be made based on the following selection 
criteria, which applicants are expected to demonstrate: 

• Evidence of prior knowledge and/or experience of 
advertising that would indicate potential to 
successfully complete the programme of study 

• An academic or professional background in a 
relevant/ related subject 

• An evident commitment to developing 
creative practice whilst academically engaging 
with the subject 

• Effective communication of intentions, purposes and 
issues 

Scheduled Learning and 
Teaching 

Following two years of disruption due to Covid 19 we are 
glad to be returning to normal delivery in 2022/23. This 
means on campus face-to-face activities such as course 
projects, lectures, seminars, and studio work, except for 
courses designed to be delivered online.  

http://www.arts.ac.uk/study-at-ual/language-centre/language-requirements
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Scheduled learning and teaching activity may include 
lectures, seminars, studio and workshop briefings, tutorials, 
external visits and project briefings.  
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Awards and Percentage of Scheduled Learning 

Year 1 
Awards Credits 

Postgraduate Certificate (Exit Only)  60  

Postgraduate Diploma (Exit Only)  120  

Master of Arts  180  

 

Scheduled Learning Split by Level 

Level 7 14%   

Total Scheduled Learning Split 14%  
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Course Aims and Outcomes 
The Aims and Outcomes of this Course are as follows: 

Aim/Outcome Description  

Aim 
Introduce you to conceptual frameworks through which to 
understand the global strategic and operational nature of advertising 
and its contexts 

Aim 

Support a systematic understanding of the major and emergent 
communication theories and business principles that underpin 
advertising practice including theories of persuasion and consumer 
behaviour and the methods for researching and measuring the 
impact of advertising 

Aim 
Stimulate your understanding of the impact the media, society and 
culture has on advertising and in turn the role advertising plays in 
shaping society and culture 

Aim 

Enhance your professional capabilities and foster an enquiring, 
ethical, reflexive and analytical approach to the study and practice of 
advertising, sensitive to issues of inclusivity in global advertising 
practice 

Aim 
Develop advanced research, critical, and analytical skills through 
evaluating scholarship in the disciplines and the use of reflection and 
analysis 

Outcome 

Apply comprehensive knowledge and professional skill to develop, 
implement and evaluate a range of advertising activities, making 
sound research-based and future-proofed judgments and 
communicating effective conclusions (Knowledge); (Enquiry); 
(Communication); (Process) 

Outcome 

Demonstrate advanced knowledge of the relationships between 
marketing communications and media in contemporary 
communications through analysis of structures, goals, strategies and 
practices, and political, economic, regulatory, technological and 
socio-cultural conditions (Knowledge); (Enquiry); (Communication) 

Outcome 
Apply theoretical models and demonstrate conceptual understanding 
of a range of advertising practices (Enquiry); (Knowledge); (Process); 
(Communication) 
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Outcome 
Show personal responsibility, initiative and skills as an independent 
and self-critical learner and practitioner (Enquiry); (Process); 
(Communication); (Realisation) 

Outcome 
Deploy verbal, visual and written communication using a variety of 
media (Communication); (Enquiry); (Realisation) 
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Distinctive Features 

1 
The course is uniquely holistic in its approach, embracing academic, industry, 
economic and societal perspectives 

2 
A strong creative practice strand with an emphasis on understanding strategy to 
support ‘creative effectiveness’ 

3 
A focus on employability rooted in ethical and inclusive professional practice with 
deep industry links and accreditation 

4 
Solid research training to support the requirements of cutting edge industry 
practice and/ or further research and study 

5 
Research active staff provide a leading space for studying convergent media, user-
generated content and emerging practices in advertising, PR and marketing 
communications 

 
  



9 
 

Course Detail 

On MA Advertising, you’ll develop knowledge and critical analytical skills to explore the 
diverse landscape of both the traditional and emerging marketing communications and 
media industries.  

Working across the rapidly changing ecology of advertising and promotional 
communications, you’ll work with tutors and industry partners to consider current 
challenges, develop your creative practice and refine your strategic understanding of 
advertising effectiveness. 

You’ll apply a mix of both innovative and traditional thinking and research methods to 
generate insight, solve problems and develop creative solutions, developing a 
transferrable skillset for your career or future study.  

What to expect   

• You’ll use innovative approaches to research audiences, map user journeys and 
develop strategic insights into effective advertising and creative campaigns.  

• You’ll read, think, make and write, engaging with industry news and commentary 
alongside academic research and critical theory.   

• You’ll explore technologies that can be used creatively to make films, cut-through 
images, augmented reality apps, or voice bots.  

• You’ll discover and create new forms of content and content relationships fit for a 
complex future. You’ll push the boundaries of marketing communications 
briefs, challenge norms, and develop your ethical and reflective professional 
practice.  

• Your Final Major Project will consolidate your learning through an in-depth 
exploration of a chosen challenge or issue.  

• Throughout your course, your taught units will be supported by a range of other 
activities including visiting speakers, live briefs, book clubs, and Adobe Suite 
classes.  

Work experience and opportunities  

Our industry connections are well-developed and evolve as the landscape reconfigures 
and expands.  

We work closely with strategic industry partners to introduce you to the latest thinking 
around creative problem-solving. 
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You'll have opportunities to create, collaborate and communicate, attend guest lectures 
and work on live industry briefs.  

In the past, our students have worked on projects to:  

• Research audiences for voice assistants like Alexa with New York conversation 
design agency Xandra, and develop voice prototypes alongside media agency 
network, MediaCom  

• Develop research reports for global consultancy Genius Steals around current 
industry issues and technologies including 5G, Smart Out-of-home, experiential 
marketing and creative data  

• Produce creative campaign solutions to live briefs from One Young World, Procter 
and Gamble (P&G) and Water Aid.   

We’re closely aligned with LCC’s Branded Content Research Hub, an international 
network of academics, industry practitioners and civil society that investigates practices 
and regulation in branded content. The Hub is supported by the Branded Content 
Marketing Association.  

You’ll also have the option to take an industry qualification in digital marketing at a 
reduced rate through our accreditation by the Institute of Data and Marketing (IDM).  

Mode of study  

MA Advertising is in Full Time mode which runs for 45 weeks over 15 months. You will be 
expected to commit 40 hours per week to study.   

Course Units 

Each course is divided into units, which are credit-rated. The minimum unit size is 20 
credits. The MA course structure involves 7 units, totalling 180 credits.  

Autumn, Term 1  

In the Autumn Term, you’ll focus on context, audiences and your creative 
skillset, providing you with a strong foundation for developing a portfolio that’s aligned 
to your interests - as a creative, a planner or a hybrid of the two. Industry talks and briefs 
are also embedded from the start of the course.  

Advertising and Communication Industries (20 credits)   

As the foundation of your entire degree, this unit places advertising in its wider context. 
You’ll examine contemporary forms and changing relationships between brands and 

https://www.theidm.com/about-the-idm
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marketers, advertising and marketing agencies, and media and platforms, assessing them 
in relation to global, regional and national political economies, industrial arrangements, 
technologies, and social and cultural contexts.  

Investigating Audiences (20 credits)   

You’ll explore the dynamic relationship between planning, research, analysis and 
measurement by investigating a range of innovative and traditional methods 
for researching consumers and the marketplace. 

By exploring consumer psychology and behaviour through techniques including personas 
and virtual world ethnography, you’ll develop your understanding of the influence and 
effectiveness of advertising and marketing communications.  

Creative Advertising (20 credits)  

In the first unit of the Creative Practice strand, you’ll develop key multimedia skills in 
creative content production, ranging from copywriting to art direction for different 
platforms and requirements. You’ll develop your own portfolio of work as you explore 
how creativity and strategy combine to create effective advertising.  

Spring, Term 2  

In the Spring Term, you’ll focus on technology and innovation in advertising, 
collaborating with others, and understanding trends in data and digital 
advertising. Alongside further opportunities to work on industry briefs and develop your 
own interests, you’ll collaborate with partners that may include industry professionals or 
other students at UAL. You’ll also have the chance to study for an additional industry 
qualification in data and digital marketing.  

Creative Laboratory (20 credits)   

Advertising and media agencies are increasingly establishing ‘laboratories’ to explore and 
develop innovative solutions to contemporary issues and challenges.   

In the second unit of the Creative Practice strand, you’ll work with an industry partner 
in a ‘creative laboratory’, where you’ll apply the skills you’ve learned to develop effective 
creative content for an emerging media space or technology. You’ll design a practice-
research project which will enable you to explore different environments and 
possibilities, and to consider where boundaries can be extended and/or disrupted.  
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Digital Media Strategy (20 credits)  

This unit will enable you to explore the current and future digital media landscape, 
consider theories and concepts of digital marketing, and examine digital marketing 
practice with a focus on an understanding of data at the core of digital media execution 
and planning.  

You’ll develop a digital media communications plan, learn how data has revolutionised 
our understanding of ‘the consumer’, and explore increasingly creative ways to 
serve personalised advertising that respects data protection and privacy. You’ll also have 
the option to study for an additional industry-accredited qualification in data and 
digital marketing.  

Collaborative Unit (20 credits)   

This unit is designed to help you identify, form and develop collaborative working 
relationships with a range of potential partners. These could include other postgraduate 
students at LCC or UAL; postgraduate students at other Higher Education institutions; or 
external organisations such as cultural or community groups, NGOs, businesses or 
charities. The nature of this collaboration will involve working on a project with 
outcomes agreed by your tutors.  

Summer, Term 3  

The focus in Terms 3 and 4 is on working towards your Final Major Project, which is 
tailored to your personal interests and development.   

Final Major Project (60 credits)  

Your Final Major Project is your opportunity to design and engage in a major piece of 
self-generated and self-directed research which demonstrates your advanced critical and 
analytical skills, as well as your practical and theoretical knowledge. You’ll apply an 
appropriate method of enquiry from a range learned on the course to an industry, brand 
or societal question/challenge.  

The Final Major Project is your major statement. As innovative work that will form part of 
your portfolio, it’s intended to help launch your career in the advertising, marketing 
communications and media industries, or to prepare you for future study.  

In Term 3, your Project will be supported by teaching in research methods.  
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Autumn, Term 4  

Final Major Project (continued)  

In the final supervisory term, you’ll complete and submit your Final Major Project. 

Learning and Teaching Methods 

• Lectures  
• Seminars  
• Workshops  
• Tutorials  
• Online activities  
• Guest speakers (as applicable)  
• Self-directed learning  
• Formative and summative assessment  

Assessment Methods 

• Written essays and reports  
• Practice-based work developed across a range of different media  
• Oral presentation  
• Research projects  
• An extended piece of critical and reflective writing in the form of a dissertation or 

practice-based research project  

Reference Points 

The following reference points were used in designing the course:  

• The learning and teaching policies of the University of the Arts London  
• The policies and initiatives of the London College of Communication  
• The QAA national qualifications framework for Higher Education in the UK  
• The QAA benchmark statement for Masters study in Business and Management  
• The University of the Arts Creative Attributes Framework  
• The requirements for accredited study with the Institute of Data and Marketing  
• The House of Lords Select Committee on Communications report UK Advertising 

in a Digital Age  
• External and internal academic peer review  
• Industry and student consultation  
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Course Diagram 
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The University will use all reasonable endeavours to provide the Course and the services described in this 
Output. There may be occasions whereby the University needs to add, remove or alter content in relation 
to your Course as may be appropriate for example the latest requirements of a commissioning or 
accrediting body, or in response to student feedback, or to comply with applicable law or due to 
circumstances beyond its control. The University aim to inform you of any changes as soon as is 
reasonably practicable 

© 2022 University of the Arts London 

 


