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1. Outline of the Visit 
The all-day visit took place on August 15, 2017 and began with an introductory briefing by and 
frame-seeting discussion with the Vice Provost Academic Alice Pitt and the Interim Dean of the 
Faculty of Graduate Studies Fahim Quadir Following this we had a presentation by and 
discussion with the Dean of the Schulich School of Business, Dezso Horvath, and members of 
his strategic team (Associate Dean Academic Markus Biehl and Associate Dean Students 
Marcia Annisette). This briefing provided the review team with insights into how the new Master 
of Marketing program fits into the broader strategy and program portfolio of the Schulich School. 
We next met with the members of the Master of Marketing Program Task Force (Professor 
David Rice, Marketing, Chair, Markus Biel, Associate Dean and Associate Professor of 
Operations Management, Associate Professor Ashwin Joshi, Marketing, Associate Professor 
Alexandra Campbell, Marketing, Associate Professor Detlev Zwick, Marketing, and Emily Rush, 
Academic Affairs Officer) who provided detail into the processes of development, testing, and 
refinement of the curriculum for the new program, Given the depth of the discussion, we met 
with the MMKG task force again in the afternoon. We also met with senior staff leaders 
responsible for admissions, student life, and career development for the new program (Melissa 
Judd, Assistant Dean, Students, Keshia Gray, Director, Student and Enrolment Services, and 
Rob Hines, Executive Director, Career Development Centre).  
 
We also met with a large and lively group of students from the undergraduate, MBA, and Master 
of Management programs to discuss their opinions of the new program and its possible effects 
on other programs at the Schulich School. Our penultimate meeting was with university and 
school librarians (Adam Taves, Associate University Librarian, Collections and Research, and 
Sophie Bury, Head, Peter F. Bronfman Business Library) to discuss the library and archival 
resources necessary to support aspects of the MMKG, in particular the industry research 
project. Finally, we reconvened with the dean’s team who answered questions left from the 
day’s interactions. Overall, we found the personal interviews extremely helpful even given the 
extensive written briefing materials we were provided on the new program. 
 
We were provided with a building tour of the main business building, on which we saw 
classrooms large and small, breakout rooms, computer laboratories and informal working and 
social spaces. We were also shown the layout and use of the executive hotel and teaching 
building, and the location of the new business building and its functions described. 

 
 



2. General Objectives of the Program 
• Are the program name and degree designation(s) appropriate? 

 
In our view, the Masters of Marketing name and designation is appropriate in terms of the level of 
instruction, the level of challenge, the methods of assessment, and the content of the program. 
(Note, however, that the short form of the degree name is variously given in the documents and 
titles as MMKG and MMKTG). 
 

• For graduate programs that wish to have a Quality Council endorsed field(s), are the fields 
indicated in the proposal appropriate? NA 
 

• Are the general objectives of the program clear and are they consistent with University and 
Faculty missions and academic plans? 
 
The objectives of the program are clear and, we believe, genuinely held by the leadership and 
the program design committee. The program has a focus on educating students with or without 
undergraduate degrees in business to be prepared for successfully entering a broad array of 
professional marketing positions and thus to be equipped with skills in general marketing 
strategy, digital marketing practices, and relevant decision-making frameworks. As a professional 
program, the central objective is to develop the knowledge, competencies, and confidence for 
students to successfully enter employment in the marketing field, which is consistent with the 
university’s objective of Fostering Student Success. Because the program will recruit incoming 
students from Canada and around the world, the program will support the university’s mission of 
Internationalization, although that is not a central objective of the program. Furthermore, because 
the program includes substantial material on digital marketing and includes a challenging and 
ambitious practical professional project, the program also supports the university’s mission of 
Innovation and Enhanced Quality in Teaching. Both the outreach to the business and alumni 
community involved in developing the program and the internship component of the program will 
support the university objecgtive of Enhanced Community Engagement. The program also 
supports the Faculty’s educational goal of pedagogical innovation and its strategic goal of 
providing a rich set of program choices that range from undergraduate to advanced executive 
offerings serving both those trained in and engaged in business and those without any business 
background. 

 
3. Need and Demand 
• Is there sufficient explanation of need/demand for the program? 

 
In our opinion, there is a strong case for both the community and economic need and student 
demand for the program. As noted in the proposal, there is no other professional or 
management-focused masters-level program in Marketing in Canada. There are several 
comparable programs in the U.S., but we agree with the program team that there is likely to be 
significant pent-up demand on both the student side and the hiring community side in Canada 
and internationally. The interest from the hiring community is well-documented in the proposal, as 
a result of personal interviews with hiring managers and archival research on the number of 
relevant jobs; this is also evidenced by several letters of support for the program by hiring firms in 
Appendix I. The demand from the student side has been gauged by two focus groups and 
informal discussions with students at admission information sessions for other, related programs. 
Although there is a shortage of specific demand data, we are convinced by the market analysis 
that the program is likely to be filled, and the graduates hired, especially as the program is 
starting with a relatively small cohort and expanding as required. 

 
 
 



4. Program Content and Curriculum 
 

The program is being presented as a 12 month, 3 semester program that will focus on 
development of marketing skills, knowledge, and competencies. This program is designed as a 
cohort based program where all students will be taking the same complement of 42 credit hours 
of required courses. These courses will all be delivered at the graduate level and all courses are 
being designed specifically for this program.  
 
Overall the proposed curriculum is timely and it is expected that the topics that students will be 
learning will be valued by employers. Although the program has some aspects that are quite 
innovative and creative, there are some aspects of the proposed program that would benefit from 
revision. The overall program is consistent with the traditions of marketing education, there is an 
opportunity to rethink the way that the full package of marketing education is being delivered and 
we would invite the faculty to reassess some of the curriculum choices. In our discussion with the 
Program Task Force we provide some suggestions to address the innovativeness of the program. 
This discussion was quite positive and the faculty members seemed receptive to these suggested 
ideas. We would encourage them to think about how they can ensure the timeliness of this 
program across all courses not just a few courses. Below we provide some specific examples of 
the more and less innovative components of the proposed curriculum 
 
Knowledge and competence in digital marketing and marketing analytics are absolutely 
necessary in the current marketing environment. This program proposes three courses to cover 
these topic areas. In particular the digital marketing courses are intended to change and adapt 
each year along with the changing marketing landscape. This will ensure that these courses 
remain current and topical for students.  
 
The proposed two -semester field project course is another innovative and interesting component 
of the program. Projects that work with community partners are a staple of experiential learning in 
business education and, we would suggest, are a necessary part of a MMKG. This project is 
designed to provide two distinct learning opportunities for students: Proposal and Implementation. 
While the former is common in business education, the latter is quite innovative. Students will be 
paired with companies for this project. In the first semester, they will begin by proposing strategic 
marketing alternatives to the firms and in the second semester, they will work with the firms to 
implement and monitor the alternatives. While this is an innovative activity it is also risky and may 
have many challenges. We discussed these extensively with the faculty and they are mindful of 
these potential challenges: this type of project raises some potential fiduciary obligations to the 
client who will now be investing in student ideas; clients may withdraw between the proposal and 
implementation stage; and clients may not be forthcoming with implementation data because of 
confidentiality concerns. For this project to be successful, clients will need to be well chosen, 
strong communication of expectations will expected, and the faculty will need to have processes 
in place to ensure that students are not disadvantaged by a poor client relationship. We are 
confident that the faculty have considered these issues and that they have staff and faculty 
resources in place top support this learning initiative. We look forward to seeing the execution of 
this innovative project. 
 
In contrast to these innovative aspects of the program, there are also a few missed opportunities. 
A new program design offers the opportunity to rethink some of the fundamental delivery of a 
program. Some additional work could be done to strengthen the remaining complement. For 
example, the title of MKTG 6140, Consumer Insights, was at first compelling, a closer look at this 
course revealed that it is a traditional consumer behavior course. Similarly, courses like MKTG 
6440, New Products, does not deviate substantially from traditional marketing course offerings at 
the undergraduate level. While there is nothing wrong with these courses we are certain they will 
be well delivered by competent faculty, it left us wanting a bit more. There were two main reasons 
for this desire. 



 
First, in discussion with the students, they expressed a desire for more industry preparation rather 
than a generic marketing program. The current program is somewhat aligned with digital 
marketing, however, even this is becoming increasingly generic in marketing. Students expressed 
a desire for electives that would allow them to study topics that are of particular interest to them 
and may better prepare them for a specific stream of marketing. There may be room in the 
program to create an elective stream that is more industry specific and may help students 
prepare for specific marketing disciplines. For example, students could take a course specifically 
on writing, communication, and copywriting, that would be specific to the Advertising Industry, 
while others could take a Brand, Category, and Product management course, that could prepare 
them for a career in Packaged Goods marketing, still other could take a course on Experience 
Marketing, which could prepare them for careers in tourism, services, or retail management. 
 
Second, the desire for innovativeness, leadership, and entrepreneurial thinking that is quite 
prominent in the school’s mandate and the school’s own marketing, is missing here. While we are 
not suggesting that the program deviate from the traditions of marketing, nor are we suggesting 
that this program become an entrepreneurship program, there is some room in the program to 
address both of these issues. For example, a course in Creativity and Innovation or New Venture 
Marketing could help foster entrepreneurial thinking and creative problem solving. 
 
This program offers an opportunity for students to learn how to practice at the highest level of 
marketing, but to do so, it there are some additional changes to the program that will facilitate this 
approach to marketing. There are some components of the program that very clearly take this 
approach and we would be quite interested to see the program embrace this throughout.  
 

 
 
5. Program Structure, Learning Outcomes and Assessment 

 
The program learning outcomes are clear and well communicated. These learning outcomes are 
well aligned with the school mission and vision and the overall objectives of the program. While 
the four goals proposed provide a solid foundation for the program, we suggest that there is still 
some work to do with two of the learning outcomes, specifically 1.1 and 4.1. These learning 
outcomes are clearly articulated and it is clear that they could easily be assessed. However, the 
level of learning suggested in these outcomes does not seem commensurate with a graduate 
level program. 
 
Learning outcome 1.1 – Graduates of the MMKG program are able to define the main theories, 
concepts, and methods in the field of marketing – This outcome is certainly a necessary 
requirement for graduates of a MMKG program, however, this outcome is at the lowest level of 
Bloom’s Taxonomy (Knowledge). While knowledge is important, for a graduate level program we 
would expect to see a higher level of knowledge and understanding. We would expect 
participants to not only be able to define marketing concepts but to explain and synthesize their 
knowledge. The current program structure would be able to accommodate this change and there 
should be appropriate assessment points to evaluate this criteria at a higher level. 
 
Learning outcome 4.1 – Graduates of the MMKG program are able to describe the ethical and 
social responsibilities of organizations engaged in marketing. Ethical reasoning requires a 
nuanced interpretation of a variety of different sources, perspectives, and evidence. While it is 
important that graduates can describe ethical responsibilities, it is also important that they 
demonstrate these responsibilities in practice, that they question and critique ethical choices, and 
that they can synthesize the results of ethical decisions. 
 



The current proposal maps outcome 4.1 to the Master’s degree level expectation for professional 
capacity/autonomy. This requires that graduates can conduct “decision-making in complex 
situations” and “demonstrate ethical behavior consistent with academic integrity”. The faculty 
have made a choice to insert ethics in several courses rather than offer a specific course on 
ethics. We think this is an acceptable approach and the proposed courses offer an appropriate 
place to conduct this type of learning.  

 
Learning outcomes 2.1, 2.2, 2.3, 3.1, 3.2, and 3.3 are well conceived and appropriate learning 
outcomes for a graduate level program. They are well placed in the curriculum, they scaffold 
appropriately, and the proposed learning assessments are appropriate. 
 
The program length is appropriate. Discussions with students and support services indicated that 
similar one year programs have a substantial, but appropriate work load. In other programs, there 
are adequate services and programs in place to support students as they are transitioning for 
other program and it is expected that these same approaches will be applied to the current 
program. 

 
 
6. Admission Requirements 
• Are the admission requirements appropriately aligned with the program learning outcomes? 

 
The admission requirements focus on overall academic performance (B+ average in the final two 
undergraduate years), with evidence of interest in leadership and entrepreneurship supported by 
optional work experience or internships. This seems appropriate, as the program is demanding 
and evidence of good overall academic performance is necessary. However, the program 
contents themselves are self-contained, so there is limited need to align learning outcomes with 
specific prior experience. 
 

• Is there sufficient explanation of any alternative requirements, if any, for admission into an 
undergraduate, graduate or second-entry program, such as minimum grade point average, 
additional languages or portfolios, along with how the program recognizes prior work or learning 
experience? 
 
There is some consideration of non-North American academic pathways, with specific attention 
to the need for 3-year undergraduate program graduates to have a year of post-graduate work 
experience before entry to the MMKG. However, the admission requirements are quite focused 
and offer relatively few alternative pathways. Prior learning experience (in most cases, an 
undergraduate business degree) can be recognized through advance credit for two of the 
graduate courses. However, as this is a new degree program we agree that it is appropriate to 
begin with relatively fixed admission requirements and add flexibility as the student population 
becomes more defined over time. 

 
7. Resources 
 

This program is part of a larger set of one year professional programs. The administrative unit 
has demonstrated success in launching and running these programs. The school is well aware of 
the resources required to run these types of programs and they have invested, and will continue 
to invest, the appropriate resources to support this program.  
 
The marketing department is a strong unit within the Business school. They demonstrate both 
research expertise and teaching experience appropriate to deliver a program like this one. The 
members of the Marketing Program Task Force have extensive experience in administration of 
other programs within the school. In addition, many of the learning activities that are being 



proposed for this program have been piloted successfully in other programs. There seems to be 
a strong commitment from the department to support this program. 
 
The library resources available are very good. They have an excellent mix of traditional academic 
sources such as journals and books from the major scholarly outlets. In addition, the library has a 
good selection of practitioner sources (e.g. Brand Week, AdAge) and data sources (e.g. WARC, 
CARD Online). These sources will be critical for the final project. If students are to provide 
proposals that will be implemented it is important that timely, accurate, and specific data and 
sources are available. As noted above, the marketing landscape is changing quickly, particularly 
with the rise of digital marketing. It is important that the library ensure the timeliness of these 
sources on an ongoing basis. For example, it will be important to ensure that publications do not 
have long moratorium periods before they are available electronically. The head of the business 
library was well aware of these issues and is well positioned to ensure that these resources are 
available in a timely manner. 
 
While the resources are quite good, there are always areas for improvement. In particular, 
because this program is intending to stay timely it is important that the DVD and VHS collection 
be updated to newer formats and newer content consistent with the new reality. They may want 
to consider investing in a streaming video library that could be used for blended classes and in-
class demonstrations.  

 
 
8. Quality of Student Experience 

Is the evidence of a program structure and faculty research that will ensure the intellectual quality 
of the student experience? 
 
It is evident that the program development committee members have invested a good deal of 
thought into creating an experientially rich, managerially coherent, and academically challenging 
program. The members of the program team have considerable experience in monitoring and 
maintaining the quality of student experience in a variety of full-time and high-quality Masters-
level programs, so we have confidence in their expertise and commitment to this dimension. 
Furthermore, given the academic excellence and substantial size of the Schulich School’s 
research faculty in Marketing, we have every confidence that the necessary human resources are 
available to ensure an intellectually rigorous program. Nonetheless, it will require careful 
monitoring and assessment of student experience and student employment outcomes to maintain 
the appropriate balance between intellectual rigour, research-based curriculum, and practically 
relevant professional training, and between research-based faculty instruction and adjunct 
community-based faculty instruction. Fortunately, the staff supporting the student recruiting, 
retention, and employment opportunities are also highly qualified and committed, and the internal 
processes necessary for monitoring and constantly evaluating the program coherence are well-
established in the school. 

 
 
9. Other Issues 
 

One additional point we raised with the program development team was the potentially onerous 
work-load associated with teaching and managing the two industry project linked courses. The 
school has recently hired a full-time staff member to recruit and manage community-based 
business projects, and that will certainly help make these courses manageable. Nonetheless, the 
demands on the faculty instructor of these courses will be intense and we suggest that the school 
carefully monitor the need for supplementary credit for this pair of courses that are so crucial for 
student success in this program. 

 
 



10. Summary and Recommendations  
In sum, we believe that the proposed Masters of Marketing is likely to be popular with students 
and employers, has a good fit with the university and the school’s strategic priorities, will serve a 
need in the regional and national economy, is academically rigorous and also highly relevant to 
current professional trends in marketing, provides a coherent program structure, and has a strong 
and committed set of faculty and staff members to support it. The proposed program will be rolled 
out carefully and slowly, starting with a small cohort, which reduces risk. We have provided a few 
suggestions for further improvement in the curricular structure to make the program even more 
current and innovative. We give our strong endorsement to the proposed program structure, 
which we believe is well-designed and is likely to provide a valuable service to students, the 
business community, the regional and national economy, and the university. 
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The	  Schulich	  School	  of	  Business	  would	  like	  to	  express	  our	  sincere	  thanks	  to	  Professor	  Dale	  Griffin	  
(Sauder	  School	  of	  Business,	  University	  of	  British	  Columbia)	  and	  Scott	  Radford	  (Associate	  Dean,	  
Haskayne	  School	  of	  Business,	  University	  of	  Calgary)	  for	  their	  valuable	  appraisal	  of	  the	  proposed	  
Master	  of	  Marketing	  (MMKG)	  program.	  
	  
We	  are	  very	  pleased	  that	  the	  reviewers	  had	  a	  positive	  reaction	  to	  the	  proposed	  degree.	  We	  are	  also	  
appreciative	  of	  the	  many	  helpful	  thoughts	  and	  suggestions	  that	  they	  made	  to	  improve	  our	  proposal.	  
	  
In	  particular,	  the	  Master	  of	  Marketing	  Task	  Force	  appreciates	  the	  reviewers’	  suggestion	  that	  our	  
program	  would	  benefit	  from	  a	  greater	  focus	  on	  innovativeness	  and	  entrepreneurial	  thinking.	  
Toward	  this	  end,	  we	  have	  implemented	  their	  suggestion	  by	  including	  a	  course	  in	  ‘Creativity	  and	  
Innovation’	  into	  our	  core	  curriculum.	  	  	  	  
	  
We	  also	  appreciate	  the	  reviewers’	  suggestion	  that	  elective	  courses	  be	  added	  to	  the	  curriculum	  to	  
help	  students	  prepare	  for	  specific	  marketing	  disciplines	  (advertising,	  brand	  or	  product	  
management	  etc.).	  	  The	  Task	  Force	  agrees	  that	  electives	  would	  be	  a	  good	  addition	  to	  the	  program.	  	  
At	  the	  moment,	  however,	  we	  think	  that	  the	  program	  is	  fairly	  comprehensive	  and	  should	  serve	  the	  
students	  well.	  	  As	  the	  program	  grows	  and	  matures	  we	  will	  certainly	  consider	  this	  in	  the	  future.	  	  	  
	  
Finally,	  the	  reviewers	  suggest	  enhancements	  to	  the	  learning	  outcomes	  of	  the	  program.	  	  With	  regard	  
to	  objective	  1.1,	  we	  certainly	  agree	  that	  students	  will	  need	  to	  be	  able	  to	  explain	  and	  synthesize	  their	  
knowledge.	  Objective	  1.1	  is	  intended	  to	  be	  a	  specific	  and	  measurable	  expression	  of	  the	  breadth	  of	  
knowledge	  and	  understanding	  that	  students	  will	  gain	  in	  the	  program.	  Objective	  2.1	  and	  2.2	  then	  
require	  that	  students	  apply	  this	  knowledge	  and	  understanding	  in	  order	  to	  perform	  tasks	  of	  higher-‐
order	  thinking	  (i.e.,	  identifying	  and	  analyzing	  a	  critical	  marketing	  problem	  and	  devising	  a	  marketing	  
plan).	  In	  order	  to	  facilitate	  effective	  measurement	  of	  these	  particular	  objectives	  at	  the	  individual	  
student	  level,	  the	  two	  levels	  of	  thinking	  have	  simply	  been	  expressed	  as	  separate	  outcomes.	  As	  such,	  
we	  are	  confident	  that	  the	  reviewer's	  concern	  about	  objective	  1.1	  has	  already	  been	  addressed.	  With	  
regards	  to	  objective	  4.1,	  the	  reviewers’	  suggestion	  that	  the	  program	  enhance	  the	  level	  of	  thinking	  
required	  is	  very	  well	  taken.	  To	  this	  end	  we	  have	  strengthened	  the	  program	  components	  related	  to	  
ethical	  and	  social	  responsibility	  and	  have	  added	  a	  new	  assessment	  in	  the	  Marketing	  Analytics	  
course	  in	  which	  students	  will	  be	  required	  to	  identify,	  analyze	  and	  devise	  recommendations	  for	  
ethical	  and	  social	  issues	  that	  arise	  in	  the	  field.	  
	  
Once	  again,	  we	  thank	  the	  reviewers	  for	  their	  thoughtful	  and	  valuable	  service	  to	  York	  University.	  


	York University Quality Assurance Procedures (YUQAP)
	New Program Appraisal
	External Appraisal Report on the Proposed New
	Master of Marketing (MMKG)
	External Reviewer(s)

