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0101 PRACTICAL DETAILS

1. DUTCH GOVERNMENT INVESTS IN TOP INNOVATION

TALENT IN COOPERATION WITH NHTV
It has often been argued that one of the routes out of the current

economic crisis is to identify and foster innovation. In his strategic

plan for Higher Education, the Minister of Education has there-
fore earmarked budgets for the funding of professional master
programs in various fields identified by the national “Innovation
Platform.

NHTV was earmarked by the Minister in the field of media.
Following this, NHTV developed the Professional Master in Media

Innovation program in cooperation with companies from the media

industry and academics from Universities in the Netherlands and
abroad.

The program will be taught by (PhD) lecturers from the Academy
for Digital Entertainment at NHTV, lecturers from partner Universi-
ties in England, Switzerland and the United States, as well as key
players from the (international) media industry. It is the first and
only master in media innovation in the Netherlands. Comparable
courses at foreign Universities usually cost around 50,000 Euros.

2. DIRECT MARKET CONNECTION FOR PROMISING
CONCEPTS

In order to support students in the marketing of their innova-
tive media products, NHTV has, parallel to the development of
the Master program, created an incubator called “Innovation
Industries”. Innovation Industries offers accommodation, advice,
network, development and is currently setting up an investment
fund. Of course innovations can also be taken back to your own
company.
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The Innovation Industries management team will contribute directly
to the Master in Media Innovation program and use its extensive
industry connections to attract guest lecturers. The “practice

what you preach” approach of the Professional Master in Media
Innovation puts graduates right at the heart of the media innovation
industry.

3. LIMITED NUMBER OF SPOTS AVAILABLE

Considering that the Netherlands is to attract top talent, the master
program is also open to foreign students. The Master in Media
Innovation has 60 places: 30 for full-time students and 30 for
executives. An admissions committee consisting of academics and
media industry professionals will select candidates on the basis of
motivation letters, resumes, portfolios and interviews. The selection
procedure means that you will be part of a select group of top
students benefiting from each other’s talent.

4. DUTCH GOVERNMENT GRANT FOR ALL EU STUDENTS
Thanks to the Dutch government grant, NHTV can offer the master
programme at a very competitive price: the regular tuition fee is
€1.674 (2010) for students from the Netherlands and the EU.

The executive path is € 9.995. Both these fees are after deduction
of a Dutch government grant of € 5.700 per student.

The price for non-EU students (full-time path) is € 8.422.
The professional Master in Media Innovation is the first and only

master in media management in the Netherlands. Universities
abroad charge up to € 50,000 for comparable courses.

5. TIME TABLE
DATE SUBJECT
6 Sep 2010 i Introduction

9,10,30 Sep and 1,2 Oct 2010 Development of Media

28,29,30 Oct and 18,19, 20 Nov 2010 Media Theory

16,17,18 Dec 2010 and 13,14,15 Jan 2011 : System Architecture

31 Janand 1,2,24, 25,26 Feb 2011 Business Models

17,18,19 Mar and 14,15,16 Apr 2011 Communication Theory

21 Apr 2011 Social Event

18 Apr - 19 Aug 2011 Graduation Project

22 - 26 Aug 2011 Presentation / Oral Exams

26 Aug 2011 Degree Presentation / Event
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ACADEMY FOR DIGITAL ENTERTAINMENT,
NHTV UNIVERSITY OF APPLIED SCIENCES

The Academy for Digital Entertainment at NHTV is a
specialized institute offering a full range of cutting-edge
programs covering everything from content development,
production and technology to art and marketing.

The academy offers Bachelor programs in:

“Media & Entertainment Management”,
with specialisations:

- Media & Entertainment Marketing;

- Digital Media Production;

- Concept Development; and

“Game Architecture & Design”, with specializations:

- Game Programming;

- Game Art;

- Game Production & Design;

- Art & Technology for Next Generation Entertainment.

The academy also offers the Master in Media Innovation,
which is presented in the present brochure.

The programs receive high scores in national rankings:

- Media & Entertainment Management is part of the Dutch
Ministry of Education’s select “Give way to talent program”

- Game Architecture was named “best professional bachelor
program” in the Dutch national student satisfaction survey.

Programs within the Academy for Digital Entertainment have a
consistent vocational approach. They are designed and taught

by high quality international staff demonstrating excellence in their
field. Current staff includes academics from across the world, e.qg.
USA, UK, Australia, Germany, Italy, Belgium and the Netherlands.
All teaching is in English..

For more information: see www.nhtv.nl/made.
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