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1. Introduction 
 

1.1 Brief Statement of the Program 
The proposed Master of Marketing (MMKG) program is designed to prepare individuals to seek 
and obtain meaningful employment in marketing positions, whether in private, public or non-profit 
organizations.   

 
Several business schools in Canada and the United States have introduced specialized masters 
programs in marketing, bearing various names such as Master of Science in Marketing, or simply 
‘Master of Marketing’. Others have introduced marketing specializations in direct-entry research-
oriented general management programs. These designations are used to avoid confusion with 
Master of Business Administration (MBA) programs, which admits students with work 
experience. Unlike the Master of Management, the proposed program is highly specialized, 
rather than providing a broad base of managerial knowledge and skills.   
 
This is a professional degree program in marketing. The degree focuses on strategic thinking, 
tactical decision making, and analytical techniques in marketing. The objective is to produce well-
rounded marketing thinkers who have the potential to become leaders within this function of their 
organizations. 
 
1.2 Endorsed Fields of Study 

 
N/A 

 
1.3 Method Used to Develop the Program 
The program has been designed by a Schulich-based task force established by the Dean of the 
Schulich School of Business. The Task Force obtained input from marketing faculty members, staff 
at the Schulich Executive Education Center, prospective students via focus groups, a survey of 
corporate alumni and hiring managers and from extensive interviews with over 25 potential 
employers. Input from potential employers and alumni was used to construct the program 
learning outcomes. The learning outcomes in turn informed which courses are needed to provide 
future graduates with the required knowledge and skills. The program was discussed again with 
potential employers for a last round of input in order to validate the program design.  
 

 
1.4 Faculty in which the Program is Housed 
The program will be housed in the Schulich School of Business. 

 
 

2. General Objectives of the Program 
 

2.1 Brief overview 
The Schulich School of Business proposes to establish a Master of Marketing (MMKG) program to 
prepare students with the necessary skills and knowledge to obtain entry-level marketing positions 
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in business or other types of organizations (e.g., nonprofit organizations, governmental bodies, or 
entrepreneurial start-ups) upon graduation. The overall objective of the program is as follows: 

 
The Master of Marketing program provides specialized marketing management 
education. The program emphasizes strategic and analytical topics needed to 
generate insights and solutions to today’s challenging marketing environment, 
including strategic planning, consumer behavior, brand management, marketing 
research, analytics, and digital marketing. Students are challenged to consider 
both theoretical and applied perspectives. While teaching hands-on skills 
necessary for initial employment, the ultimate goal is to create creative thinkers 
and leaders in marketing for the modern world. 
 

The program is designed primarily for students who have recently graduated from a non-
business degree program such as science, engineering, liberal arts, and applied arts. In 
addition, the program will appeal to recent graduates of business school programs who did 
not pursue a marketing specialization in their undergraduate programs and now wish to 
enhance their marketing education. Lastly, the program may attract some individuals who 
have worked in other fields of business and wish to add marketing to their skill set. 
 
We define the aspired-to profile of this program’s graduate as follows: 
 
The graduate from the Master of Marketing program is: 
 • intellectually strong and highly motivated;  
 • one who exhibits leadership and/or entrepreneurial qualities; 
 • an effective communicator and team player; 
 • able to use modern digital marketing tools;  
 • well versed in the strategy, tactics and methods of marketing; 
 • able to effectively manage marketing projects; and  
 • aware of his/her organization’s ethical and social responsibilities.  

 
The proposed program will achieve these objectives over the course of 3 terms of full time study 
and the completion of 42 credits. Students will complete a set of short online preparatory modules 
(similar to students admitted to the Master of Management), then take marketing and other 
relevant courses over the following three terms.  
 
 

2.2 Alignment with University and Faculty missions 
This program will support the University’s goals as outlined in the 2015-2020 UAP as follows: 
 

• Academic Quality and Student Success. This proposed Schulich Master of Marketing 
program is designed to provide pre-professional managerial preparation to high-
performing post-secondary graduates, thereby enabling them to move into employment 
with increased prospects of advancement. The Schulich School of Business is recognized 
worldwide as a leader in management education. The proposed Master of Marketing 
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program not only draws from existing expertise in preparing students for marketing, but 
also builds upon that educational and professional expertise by providing an avenue for 
candidates who are inexperienced in marketing to acquire and hone essential skills in 
private, public, or non-profit organizations. 

 
• Enhanced Quality in Teaching and Learning and Internationalization. The program will be 

available to graduates of all recognized universities worldwide, thereby enhancing 
achievement of York University’s internationalization objective. The program’s design is 
based on expected learning outcomes as well as experiential education. Similar to 
Schulich’s other programs, this program will use high impact teaching practices 
throughout all three terms. As such, the University’s goals of pedagogical innovation and a 
high-quality student experience are being addressed. 

 
• Enhanced Community Engagement. The program’s learning outcomes are based on input 

from the professional community. As well, its major research project is community-
involved. Students will, over the course of two terms, work with organizations to help them 
analyze, solve and implement particular marketing problems.   

 
University Goals 
 
York University’s Strategic Mandate Agreement identifies business as an area of both strength and 
growth. This new program aims to contribute to this growth at the graduate level. By providing a 
net addition to the University’s Masters complement, it will help the University address its goal of 
enhanced graduate studies, research intensification and reaching the masters-level enrolment 
target.  

 
Faculty Goals 
 
The Schulich School’s academic plan calls for the school to be innovative and diverse. The Master 
of Marketing program has both attributes. The program offers graduate-level marketing 
education for individuals who are academically highly qualified. The program will offer career 
preparation to a diverse group of individuals of widely varying backgrounds, nationalities and 
work experience levels. At the same time, the program furthers the Faculty’s shared goals of 
pedagogical innovation in terms of optimized, outcome-oriented curriculum design and the use of 
experiential community-involved high impact teaching practices. The Master of Marketing helps 
the Faculty round out its offering of direct-entry programs in core management areas and 
implement its pipeline model of continuing education that spans from an undergraduate degree 
to a specialized masters degree to a senior leadership degree (MBA) or PhD.   
 

 
3. Need and Demand 

 
3.1 Similar Programs Offered Elsewhere 
We have identified 19 programs in North America that offer specialized graduate education in 
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marketing. Of these programs, nine are in Canada and ten are in the USA, as shown in Appendix A. 
Of the nine Canadian programs, 5 reside in Ontario.  

 
The Canadian programs vary in length from 12 months to 20 months. While the existing Canadian 
programs offer an intensive marketing education, they have a research focus and are all named 
Master of Science in Marketing. The goal of these programs is primarily to prepare students for 
doctoral programs or to help graduates obtain research positions in industry. As such, these 
programs would not be direct competitors of the MMKG program. The proposed Schulich program 
is professional and management-focused, and its aim is to produce graduates who can pursue 
entry-level marketing positions in a wide range of organizations, both in the public and private 
sector. 
 
The United States has ten competing programs; most are named ‘Master of Science in Marketing’. 
The American programs, unlike the Canadian master of science programs, are management 
focused rather than research focused, despite their “Science” names. Thus, the U.S. programs are 
similar to the proposed Schulich MMKG. The U.S. programs vary in length from 8 to 24 months but 
the most common format is a 3-term 12-month program. Thus, these programs have a similar 
format to that of the proposed MMKG. Given that the proposed program aims to target 
predominantly Canadian direct-entry students, the U.S. programs are not considered to be 
competing with this program.   

 
One difference between the proposed MMKG and some of the American programs is that the US 
programs offer specific ‘streams’ within the degree. For example, some of the streams offered in 
the American programs include marketing communications, marketing analytics, customer 
insights, product management, and digital marketing. While our program may offer streams in 
the future, we will not be offering streams at this time.  
 
The proposed MMKG has not been based on any existing master of marketing program(s) but has 
been designed from the ground up, based on input from potential employers and the resulting 
expected learning outcomes with a focus on the skills students will need upon entering the 
workforce in any type of organization, or as entrepreneurs. The deliberate program structure, 
along with its 2-term integrative consulting project, distinguish the program from any relevant 
potentially competing program.  

 
3.2 Need and Demand 
Over the past two decades, the marketing industry has undergone a period of significant, if not 
revolutionary, change. Through the rapid expansion of the Internet and other digital technologies, 
marketers now have an unparalleled level of data on consumers and markets. Furthermore, 
organizations and marketers have new ways of reaching consumers through social media, often in 
real-time. 
 
This rapid technological change has created growth and new job opportunities in the marketing 
field. The Canadian government’s Occupational Projection System predicts robust job growth with 
56,900 projected job openings in professional occupations in advertising, marketing and public 
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relations (NOC Codes: 0124 and 1123)1. Similarly, the U.S. Bureau of Labor Statistics predicts a 9% 
growth rate for ‘Advertising, Promotion and Marketing Managers’ between 2014 and 2024.2 This 
growth rate is faster than the average for all occupations in the United States.  
 
The Schulich Master of Marketing program also helps address “the problems young adults are 
having in finding career-building jobs” [Rob Carrick, The Globe and Mail, 24 August 2015]. Modern marketing 
is complex and entry level positions require individuals who understand both basic marketing and 
consumer behavior theory, along with technical skills for a digital age. The Master of Marketing 
program has been designed to educate students in these areas. 
 
Beyond the above data, the Task Force carefully examined demand for the proposed Master of 
Marketing Program. Specifically, we examined demand in three ways: 
 
1.  Interviews with more than 25 marketing executives 
2.  Survey of hiring managers and former Schulich graduates working in marketing 
3.  Two focus groups with potential students 
 
Findings from these three groups indicated that there is significant interest and enthusiasm for 
the program. The marketing executives and hiring managers we spoke with indicated that there 
was a clear need for people who possessed good communication skills, teamwork ability, and a 
knowledge of modern digital marketing tools. We have specifically designed the program to 
produce this type of graduate. Several executives that we spoke with commented that they 
wished this degree had been around when they were pursuing their university education.  
 
Two focus groups were held with undergraduate students at York as well as with respondents 
who attended an ‘Experience Schulich’ recruitment event on March 10, 2017. Respondents in 
both groups showed strong interest in the proposed program. Several of the focus group 
participants were aware that some Canadian universities offer more research-focused ‘Master of 
Science in Marketing’ degrees. These students were pleased that our degree would be 
management-focused. Furthermore, these individuals indicated that they thought our program 
would be ‘unique’ and that ‘there was nothing out there like us’. Other students indicated that 
they knew friends who they thought would be very interested in the degree. Based on our 
research findings, we believe that demand for the MMKG program will be strong. 
 
Finally, we approached marketing firms to provide feedback on the program and indicate to us 
whether they would be interested in hiring our graduates. Feedback letters are contained in 
Appendix I.  
 
We expect that the first cohort (in Fall 2018) will attract 30 students. First year enrolment will be 
capped at 50 students. This enrolment target is reasonable and achievable, as evidenced by the 
success of Schulich’s other direct-entry Master’s programs (e.g., the Master of Management 
started with an inaugural class of 50 students in Fall 2016). The expected steady-state maximum 
enrolment target is 100 students across two sections of about 50 students each. 
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 4.  Program Content and Curriculum 

 
4.1 Program Requirements 

 
The MMKG will require the completion of 42 credits over three terms of full-time study, preceded 
by a mandatory pre-start program. The pre-start program will consist of the satisfactory 
completion of online course modules in Accounting, Finance, and Statistics offered by AnyPrep. 
These online courses are already in place for the Master of Management program and have been 
viewed as helpful by the students currently enrolled in that program. The program commits to 
covering the AnyPrep fees for the required modules. The requirement for any or all AnyPrep 
modules may be waived if the student has taken subject courses in their previous studies.   
 
All program requirements currently in force for Schulich’s 3-term master degrees (including 
promotion and graduation requirements) will apply to this program as well. A copy of the 
handbook can be found at http://schulich.yorku.ca/wp-content/uploads/2016/09/2016-2017-
Graduate-Policy-Handbook.pdf.   
 
4.2  Courses 
 
The program will run over three consecutive terms starting in September and consist of 14 
required 3.00 credit courses (see Figure 1; course descriptions are provided in Appendix B). No 
electives are available. Of the fourteen required courses, 7 are existing masters-level courses. The 
other eight courses are unique to the Master of Marketing. 
 
The courses will provide students with essential business knowledge and skills in the first term, 
including business communication and teamwork, basic marketing, and essential research skills. 
In the Winter and Summer terms, students will gain more specific knowledge in marketing topics 
including consumer behavior/insights, digital marketing strategies, analytics, brand 
management, professional selling, financial decisions for marketers, and new product marketing. 
 

 Course scheduling was carefully considered in the design of the program. Courses that teach 
student fundamentals of data collection and analytics are taught in the first two terms. The 
program contains an experiential community-involved project that spans terms 2 and 3. In term 2, 
students will define the projects with their clients, collect and analyze relevant qualitative and 
quantitative data, and develop actionable recommendations. In term 3 the student teams will 
implement their recommendations, thus completing an entire marketing project from planning to 
implementation. The courses throughout, before and during the research project, will enable 
students to use appropriate marketing and management methods in their final term experiential 
implementation of a strategic market plan. The project will provide students with a first experience 
working in real life marketing projects and facilitate their entry into employment.  

 

http://schulich.yorku.ca/wp-content/uploads/2016/09/2016-2017-Graduate-Policy-Handbook.pdf
http://schulich.yorku.ca/wp-content/uploads/2016/09/2016-2017-Graduate-Policy-Handbook.pdf
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Figure 1 
Program Structure 

 

 

* = New Course  

 
Master of Marketing (MMKG) 

 
Pre-Program 
Preparation 

Term 1 
(Fall) 

Term 2 
(Winter) 

Term 3 (Summer) 

 
Mandatory 

completion of 3 
AnyPrep© online 

courses 
 

 
SB/MSTM 5000 3.00 

Business 
Communication & 

Team Dynamics 
 

 
SB/ACTG 5200 3.00* 
Financial Decisions 

for Managers 
 

 
SB/MKTG 6440 3.00 

New Products 
 

 
 

 
SB/MGMT 5100 

3.00 
Business Decision 

Making 

 
SB/MKTG 6000 
3.00* Marketing 
Field Project 1 –  

Strategy  
 

 
SB/MKTG 6001 
3.00* Marketing 
Field Project 2 - 
Implementation  

 
 
 

 
SB/MKTG 5200 3.00 

Marketing 
Management 

 
SB/MKTG 6140 

3.00* 
Consumer Insights 

 

 
SB/MKTG 6550 3.00 
Brand Management 

 

  
SB/MKTG 6050 3.00 
Marketing Research 

 

 
SB/MKTG 6230 

3.00* 
New Topics in Digital 

Marketing 
 

 
SB/MKTG 6570 3.00 

Strategic 
Professional Selling  

 

  
SB/MKTG 6560 

3.00* 
Digital Marketing 

Strategy 
 

 
SB/MKTG 6370 

3.00* 
Marketing Analytics 
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4.3   Course Level 
All courses are graduate-level courses. 
 
4.4. Calendar copy 
The calendar copy is provided in Appendix C. 
 
 
5. Program Learning Outcomes and Assessment 
 
5.1 Learning Outcomes 
As described above, the MMKG program learning outcomes were developed through extensive 
discussion with Schulich marketing faculty, industry experts, and through a survey of hiring 
managers and graduates of the Schulich School of Business who currently work in marketing 
positions. Complete details on this research and findings are in Appendix D. 
 
The Task Force used the results of this data-gathering to help us develop the learning outcomes of 
the degree. They are shown below. Appendix E provides a detailed map showing how individual 
courses support the learning outcomes. A list of the final assessments designed to measure 
achievement the learning outcomes is available upon request. The outcomes have also been 
mapped against the Ontario degree level expectations (also available upon request). 
 

 
Program Learning Outcomes: 
 
Graduates of the MMKG program are able to: 
 
Goal 1:  Core Knowledge and Understanding 
 

1.1   Define the main theories, concepts, and methods in the field of marketing. 
 
Goal 2: Critical Analysis and Decision-Making 
 
 2.1 Identify and analyze a complex marketing problem using appropriate quantitative and 

 qualitative research methods. 
 2.2  Devise a clear, cost-effective, innovative and actionable marketing plan that delivers 

 consumer insights to satisfy the needs of an organization. 
 2.3  Know the tools of and analyze the trade-offs and possibilities involved in managing a 

 project. 
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Goal 3: Professional Communication  
 
 3.1  Deliver a clear, effective and engaging oral presentation using appropriate technology. 
 3.2  Write a clear, effective and engaging business document appropriate for the target  

 audience. 
 3.3 Apply appropriate strategies to work effectively in teams. 
 
Goal 4: Ethical Behaviour & Social Responsibility  
 
 4.1  Describe the ethical and social responsibilities of organizations engaged in marketing. 

 
 

5.2 Achieving the Program Learning Objectives  
The Task Force spent considerable time linking detailed course content and course activities to the 
learning outcomes and ensuring that scaffolding is in place across courses, where needed, so 
students can achieve the learning outcomes the program sets out for them. 
 
For example, when consulting with business organizations, hiring managers, and Schulich alumni, 
we received the clear message that a very important factor for success in marketing positions is the 
ability to communicate well, think critically, make effective oral presentations, and work well in 
teams. The Master of Marketing program was designed to help students achieve these objectives. 
This begins in the first term (e.g., “Business Communication and Team Dynamic course) through to 
the final experiential course (e.g., “Marketing Field Project 2 - Implementation”). Many other 
courses in the program place considerable emphasis on communication, presentations skills and the 
ability to work in teams including Marketing Research, Brand Management, Digital Marketing 
Strategy, New Products and Consumer Insights.  
 
To achieve the program learning objectives, the MMKG program has been designed to provide 
significant amounts of experiential learning. Throughout the program, students will collect relevant 
real-world data to help an organization develop its marketing plans and then implement them. 
Direct organization/company involvement happens in a number of courses including Digital 
Marketing Strategy and especially the two-course capstone sequence Market Field Project 1 – 
Strategy and Marketing Field Project 2 – Implementation (MKTG 6000 and MKTG 6001).  
  

5.3 Assessment of Learning Outcomes 
The grading and assessment process will be that used in other Schulich masters programs. Overall 
course grades will be based on the student’s performance on the various elements of the course, 
including written assignments, case analyses, team work, presentations, examinations (mid-term 
tests and final examinations), and her or his contribution to class participation and learning.  
 
Particular assignments, exercises or exams will also serve to assess the achievement of the learning 
outcomes.  The Chair of the program task force, the AD Academic and Academic Affairs Officer 
have mapped each learning outcome onto a particular assessment in a course delivered in the 
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program.	From	there,	an	analysis	was	conducted	to	ensure	the	scaffolding	of	learning	in	individual	
courses	 ensues	 up	 to	 the	 final	 individual	 assessment	 of	 the	 learning	 outcome.	 Please	 see	 the	
program’s	curriculum	map	in	Appendix	E	for	courses	in	which	particular	learning	outcomes	will	be	
assessed.		
	
	

5.4 Normal	Program	Length	
The	normal	program	length	is	three	terms	of	full	time	study,	as	indicated	in	Figure	1.		
	
5.5			Delivery	Modes	
The	 program	 is	 course-based.	 Therefore,	 the	 delivery	 modes	 are	 via	 structured	 course	 work.	
However,	the	nature	of	the	coursework	varies,	depending	on	the	expected	learning	outcomes	for	
each	course.	Students	will	engage	in	various	types	of	experiential	learning	throughout	the	program,	
including	case	analysis	and	discussion,	team	work,	working	with	data	sets,	as	well	as	outreach	and	
assistance	 to	 external	 organizations.	 The	 program	 also	 includes	 a	 two-term	 community-involved	
experiential	major	research	project	that	helps	students	integrate	their	learnings	and	further	expand	
their	research,	analytic	and	professional	skills.		
	
6. Admission	Requirements	
	
6.1	Program	Admission	Requirements	
The	minimum	admission	requirements	are	as	follows:	

•		 An	 undergraduate	 degree	 from	 a	 recognized	 postsecondary	 institution	 with	 a	
minimum	B+	average	in	the	last	two	full	years	(or	equivalent)	of	academic	work.	

•	 	 Three-year	 cycle	 undergraduate	 degrees	 from	 institutions	 that	meet	 the	 criteria	
set	 forth	 in	 the	 Bologna	 Declaration	may	 be	 acceptable	 as	 the	 equivalent	 of	 an	
undergraduate	honours	degree.		

•	 	 Alternate	 admissions	 requirement:	Graduates	with	 other	 3-year	 degrees	may	be	
admitted	as	well.	All	graduates	from	3-year	degrees	must	possess	at	least	one	year	
of	post-graduation	work	experience	in	a	sector	relevant	to	the	program.	

•	 	 Proof	 of	 English	 language	 proficiency	 if	 prior	 studies	 were	 not	 completed	 in	
English:	 TOEFL	 (iBT):	 100	 with	 minimum	 component	 scores	 of	 23	 or	 IELTS:	 7.0	
overall	with	minimum	component	scores	of	6.5.		

•	 	 A	 supplementary	 application	 form	 that	 shows	 strong	 evidence	 of	 leadership	 or	
entrepreneurial	ability.	

•	 	 Two	letters	of	recommendation,	at	least	one	of	which	should	be	from	a	professor.	
•	 	 Work	Experience	is	not	required,	but	strong	internships	or	prior	work	experience	is	

recommended.		
	

Advanced	 Standing	may	 be	 granted	 for	MGMT	 5100	 and	MKTG	 5200	 only,	 in	 line	with	 current	
Schulich	regulations	regarding	the	assessment	of	advanced	standing.		

	
6.2	 Alternative	Requirements	
See	above.	
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7. Resources

7.1  Areas of Faculty Strength and Expertise 

One of Schulich’s greatest strengths is the wide breadth of knowledge and experience of its faculty, 
which includes specialists in all areas of management in every type of organization as well as those 
who are experienced with the broader strategic overview that is necessary for successful 
management in public, private and nonprofit realms. As well, Schulich is one of the very few 
business schools that has in-house experts in areas such as sustainability, ethics, government, 
health care, voluntary organizations, and business and the environment.  

The resources for this program will be drawn from the general resource base of the Schulich 
School. This includes instructors for the program, who will stem from the areas of Marketing, 
Accounting, Organizational Studies, and Operations Management and Information Systems (see 
Appendix F). Most courses, including the major research project, will be taught by members of the 
Marketing (MKTG) area (tenure stream and contract), who currently offer a specialization in this 
area within the MBA and IMBA programs. Schulich’s Marketing faculty members are leaders in 
their research areas world-wide, teach in Schulich’s other masters programs and educate and 
supervise students in their PhD program (see the CVs package for further details). The MKTG area 
is in the process of hiring one additional TS colleague. Part time experts will be employed where 
advisable, likely predominantly from the pool of qualified instructors already teaching at Schulich. 

Beyond teaching, resources necessary to support the program will include the relatively small cost 
of providing the program orientation weekend and the subscription to the AnyPrep courses.  

7.2 Role of Retired and Contract Instructors 
Contract instructors play an essential role in the Schulich School of Business. All contract 
instructors are well-experienced in their respective fields and in confronting the day-to-day 
realities of managing within organizations. They bring their real-world experience into the 
classroom and apply them to course instruction, case analyses, assignments, projects, 
presentations, and students’ experiential learning in the ‘real world’ of marketing. As alluded to 
above, Schulich will make use of qualified contract instructors as advisable. 

Similarly, retired professors also are valuable teaching resources due to their long experience and 
insight but are not expected to play a major teaching role.  

7.3 Laboratory Facilities/Equipment 
No research equipment or facilities will be required to support this program. As well, no research 
support is necessary as the MMKG is not a research-based program. 
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7.4 Space 

Given the expected initial size of the program, space constraints are not an issue. By the time the 
cohort is expected to grow to the extent that large classrooms are needed, the new extension to 
the Schulich building will have been completed. 

 
7.5 Support Services 

The primary support services will be the library, information technology, career services and one 
staff member from student services, all of which are already in existence at Schulich and serve its 
other 11 degree programs. We anticipate the possibility of needing one additional career advisor 
and an additional academic recruiter. These resources may be shared with the Master of Supply 
Chain Management.  
 

7.6 Financial Support and Supervisory Capacity 
As this is not a research-based program, no special financial support will be provided other than 
the financial aid and scholarships that are generally available to Schulich masters-level students. 
Similarly, there is no need for research supervisors. 

 
 
8. Enrolment Projections 

 
We expect that the first cohort (in Fall 2018) will attract 30 students. First year enrolment will be 
capped at 50 students. This enrolment target is reasonable and achievable, as evidenced by the 
success of Schulich’s other direct-entry Master’s programs (e.g., the Master of Management 
started with an inaugural class of 50 students in Fall 2016). The expected steady-state maximum 
enrolment target is 100 students across two sections of about 50 students each. 
 
 

9. Support Statements and Consultations 
 

Please see the Dean’s resource statement (Appendix G) and the library statement (Appendix H). 
 

The proponents have consulted widely across many areas within its Faculty.  The Schulich AD Academic has 
integrated feedback from FGS and solicited input from Senate ASCP.  Even though this program does not 
overlap with any other graduate programs elsewhere at York University, the Schulich AD Academic will 
imminently undertake consultations with other relevant Faculties.  This section will be updated as 
consultations progress.  
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APPENDIX A 
Masters-Level Marketing Programs in Canada and U.S.A. 

 
University Degree 

Granted 
Duration General Approach Specializations 

Canada 
 Guelph University MSc in Marketing & 

Consumer Studies 
16 months (4 
terms) 

Research-focused.  
6 half-credit courses (incl. 
1 elective); enrolment in 
the marketing and 
consumer studies seminar 
(MCS*6950) for each term 
of full-time study; thesis. 

 

Brock University MSc in Management 
(Marketing stream) 

20 months (5 
terms) 

Research-focused.  
4 courses in marketing 
(incl. 2 electives); 2 courses 
in research methodology; 2 
research seminars; thesis.  

 

Wilfred Laurier 
University 

MSc in Management 
(Marketing) 

12 months (3 
terms) 

Research-focused. 
6 courses (incl. 2 electives); 
major research paper 
 
 
 

 

Queens University MSc in Marketing 12 months (3 
terms) 

Research-focused. 
10 courses; Major Research 
Project. 
 
 

 

University of 
Saskatchewan 

MSc in Marketing 20 months (4 
terms) 

Research-focused.  
Year 1: 8 core marketing 
courses + electives; Year 2: 
research seminar + thesis. 

 

Concordia 
University 

MSc in Marketing 20 months (5 
terms) 

Research-focused.  
45-credit program offered 
on a full or part-time basis. 
2 core courses & 6 electives 
+ thesis. 
 

 

University of 
Manitoba 

MSc Specialization 
in Marketing 

16 months Research focused.  
6 credit hours of required 
courses; 6 credit hours of 
research methods courses; 
6 credit hours of electives; 
thesis 

 

HEC Montreal MSc in Marketing 16 months (4 
terms) 

Thesis-track: 7 courses; 
research workshop + thesis 
Supervised Project-track: 
12 courses + supervised 
project (in company or 

• Research and 
Analysis 

• Marketing 
Management 
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research lab) 
Université Laval 
 

MSc in Marketing 
Analysis 
 
MSc in Marketing 
 
 

12 months 45 credits of coursework 
 
45 credits: 21 credits of 
coursework + thesis 

 

United States 
Columbia University 
 
 

MSc in Marketing 12 months (3 
terms) 

Focus on marketing 
analytics and research 
skills. 
Ten full graduate-level 
courses (30 credits): Five 
core courses, two electives 
in marketing, a minimum of 
two electives chosen from 
courses offered by the 
doctoral program or by 
other schools at Columbia; 
thesis and related 
internship (in a company 
or serving as a research 
assistant to a faculty 
member). 
 

 

Johns Hopkins 
University 

MS in Marketing 12 months 
(full-time) / 
24 months 
(part-time) 

36 credits: Business 
Foundations (14 credits), 
Functional Core (6 credits), 
Marketing Electives (16 
credits). Online part-time 
format available Fall 2017. 
 
 
 
 

 

Temple University MSc in Marketing 12 months 
(full-time) / 
24 months 
(part-time) 

30 credit hours.  
Marketing 
Communications Stream: 
28.5 credits of required 
courses + 1.5 credits of 
electives.  
Consumer Insights Stream: 
24 credits of required 
courses, 3 credits of upper-
level statistics, 3 credits of 
electives. 
Full and part-time options. 
Online courses available. 

• Marketing 
Communications 

• Consumer 
Insights  
 

Texas A&M 
University 

MS in Marketing 12-16 
months (3-4 
terms) 

15 credit hours of required 
prerequisites; 36 credit 
hours (incl. 9 credit hours 
of electives) + professional 
internship in summer term. 
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New York 
University 

MS in Integrated 
Marketing 

24 months 40 credits: 9 required 
courses + 4 courses in area 
of concentration; 
internship; capstone 
course. Full and part-time 
options available. 

• Brand 
Management 

• Digital Marketing 
• Marketing 

Analytics 

University of 
Southern California 

MS in Marketing 12 months 
(full-time) / 
24 months 
(part-time) 

30 credit units: 18 units of 
required coursework and 
12 units of electives. 

• Analytics 
• Consumer 

Behaviour 

Georgia State 
University 

MS of Marketing 12 months (3 
terms) 

10 required courses. 
Students with non-
business background 
required to take an 
additional 1-3 online 
foundation courses. 
 

Students also earn a 
Graduate Certificate 
of Specialization in 
Brand & Customer 
Management  

University of 
Alabama 

Master of Science in 
Marketing 

8 months (2 
terms) 

4 required courses (incl. 2 
client-based marketing 
projects) + courses specific 
to specialization. 

• Marketing 
Analytics 

• Professional 
Sales  

• Marketing 
Management 

University of 
Maryland 

MS in Marketing 
Analytics 

12 months (3 
terms) 

30 credits: 22 credits of 
required courses, 6 credits 
of application courses, 2-
credit action learning 
project. 
 

 

City University of 
New York (Baruch 
College) 

MS in Marketing 12 months (3 
terms) 

31.5 credits: required and 
elective courses 
(depending on 
specialization).  

• Marketing 
Management 

• Marketing 
Analytics 

• Digital Marketing 
• International 

Business 
 
 



 

Appendix B 
Master of Marketing Course Structure 

 
Required Courses (42 credits) 
 
SB/MSTM 5000 3.00 Business Communication and Team Dynamics   
This course will sharpen students' ability to communicate in both verbal and written formats. 
Students will learn how to design, create, manage, and work effectively within teams. The course 
uses a workshop format that relies heavily on in-class experiential learning, including small group 
exploration, class discussions, self-assessments and peer feedback, developing communication 
skills, and managing team dynamics. 

SB/MGMT 5100 3.00 Business Decision Making   
Using lectures, team-based exercises, interactive discussions and cases, this course will introduce 
students to the key management concepts and theories about how businesses operate, compete, 
provide value to customers, and make money. It will provide a solid foundation to help students 
develop the general management skills (e.g., problem-solving, teamwork, critical thinking, 
networking, and decision-making) required to be successful in their chosen career path.    

SB/MKTG 5200 3.00 Marketing Management   
This course gives students an introduction to marketing that can be applied to a variety of 
products and services across various industries and market sectors. The purpose of this course is 
to familiarize students with the major marketing concepts such as buyer behavior, targeting, 
market segmentation, and marketing research, as well as the major decisions made by marketers 
such as product/service development, pricing, managing channels of distribution, and marketing 
communications choices.  
 
SB/MKTG 6050 3.00 Marketing Research 
This course develops students’ understanding of basic and advanced market research methods. 
Students will learn to conduct research studies and to evaluate completed research projects, 
developing proficiency in defining research questions, developing research designs, selecting 
appropriate samples, conducting analysis and writing actionable management reports. Also 
examined are brand maps, current trends in data collection, and data privacy issues. 
   
SB/MKTG 6560 3.00 Digital Marketing Strategy  
This course explores the ways in which digital marketing tools support overall marketing and 
business strategies. The course covers both fundamental strategic challenges as well as specific 
digital marketing tools. It will discuss which aspects of the business should be delivered online, 
and to inform executive decisions about how digital marketing environments affect 
communication, pricing, channel, targeting and positioning strategy. 
  



 

SB/ACTG 5200 3.00 Financial Decisions for Managers   
This course will provide students with an understanding of the financial implications of managers 
decision-making and how financial measures can be used to monitor and control business 
operations. Concepts will include capital budgeting, financial statements, break-even analysis, 
non-routine decision making, pricing decisions, profit and loss calculation, ROI, and Operating 
Budget and budgeted financial statements. 
 
SB/MKTG 6000 3.00 Marketing Field Project 1 – Strategy   
In this course, you will be required to use the theoretical knowledge that you will be acquiring in 
the program to address a marketing problem that is being encountered by a real-world client. You 
will work with an assigned client to (i) clearly establish the outcomes that the client is seeking to 
achieve, (ii) understand the importance of these outcomes for the client’s long-term growth and 
success, and (iii) develop the most effective and efficient means by which to attain these 
outcomes. Additionally, the course focuses on the development of communication skills across 
written and oral mediums. The course is intended to exercise and develop analytical skills, 
quantitative skills, attention to detail, presentation skills, teamwork skills, and an ability to work in 
high pressure and time sensitive environments. 
 
SB/MKTG 6140 3.00 Consumer Insights   
 Anticipating consumer response is at the heart of marketing strategy. Consumer theory provides 
a broad framework for effectively designing marketing research that speaks to strategy, as well as 
identifying key consumer insights in data interpretation. This course examines contemporary 
theories and research concerning common forms of consumer behavior, and uses these concepts 
to provide practical insights into all aspects of the marketing mix. The topics relate to many 
different elements of the consumer behaviour process, including: perception, motivation, 
memory, self-concept, attitude judgment, choice, post-purchase responses, and consumer 
culture. Measurement, testing, and interpretation of consumer responses are emphasized 
throughout. 
 
SB/MKTG 6230 3.00 New Topics in Digital Marketing 
Mobile, Social media (i.e., Facebook, Instagram, Twitter, blogs, wikis, etc.), Content, Search, Big 
Data and other current and emerging tools and techniques are continuously transforming digital 
marketing practice. This course is designed to make students aware of the latest digital marketing 
trends and tools and explores these techniques and tools from the perspective of strategic and 
tactical marketing application. As new tools and techniques become popular, viable and begin 
affecting marketing managers’ everyday practice, they will be integrated into the course. This 
course also asks how these digital marketing tools support overall marketing and business 
strategies. The course covers both fundamental strategic challenges as well as specific digital 
marketing tools. As always with marketing practices, techniques and tools, we need to ask how 
emerging techniques support effective marketing communication, customer acquisition 
strategies, customer relationship management, customer satisfaction and, ultimately, sales.  
   



 

SB/MKTG 6370 3.00 Marketing Analytics 
Students learn methods and techniques to analyze and report on data generated from marketing 
activities. Common web analytic platforms such as Google Analytics will be reviewed and used to 
report on digital marketing activities. Key performance indicators (KPI), marketing dashboards, 
return on investment (ROI), customer satisfaction, loyalty and social media metrics will be 
generated and analyzed to meet the reporting needs of a broader marketing management 
strategy.  
 
SB/MKTG 6001 3.00 Marketing Field Project 2 - Implementation  
This course requires you to implement the strategic recommendations that you made in the prior 
course in this sequence—Marketing Field Project 1 - Strategy. Your team will work with your 
client over the term to (i) implement your recommendations, (ii) monitor the extent to which the 
intended outcomes are being attained, and (iii) devise corrections to your implementation plan as 
warranted by the results you are observing. You will learn key principles of project management 
that will enable you to execute these steps in an effective and efficient manner. As well, the 
course will require you to engage extensively with issues relating to ethics through all the phases 
of implementation. Thus, this course contributes to developing of your ethical sensitivity, to the 
well-being of clients, and to the current state of marketing knowledge. As well, this course 
focuses on the developing written and oral communication skills. You will develop your analytical 
skills, quantitative skills, attention to detail, presentation skills, teamwork skills, and an ability to 
work in high pressure and in time-sensitive environments. 
 
SB/MKTG 6440 3.00 New Products  
This course is designed to answer the question “What do I need to know and do in order to 
develop a successful new product or service?” It will provide a firm understanding of the steps 
required to bring a new product or service successfully from an idea to a ready-to-launch product. 
 
SB/MKTG 6550 3.00 Brand Management  
This course covers the scope and dynamics of brand management tasks and decisions in a variety 
of industries and settings. Topics covered include fundamental brand management concepts such 
as brand purpose and positioning, segmentation and targeting, building brand equity, brand 
portfolio strategy, and brand extension theory, as well as the integration of on-line and off-line 
brand building strategies that deliver authentic and consistent total brand experiences aligned 
with the brand’s overall strategy and positioning. At the end of the course, students will 
understand how and why brand building is a powerful and compelling managerial philosophy for 
firms and will have the knowledge and perspective necessary to develop and manage strong 
brands that provide a competitive advantage to the firm. 
 
SB/MKTG 6570 3.00 Strategic Professional Selling  
Professional sales is a highly lucrative and satisfying career path for graduates. In fact, many 
organizations require newly-hired staff to spend time in sales before moving into another 
function such as marketing. In this course students will learn frameworks and tools that will help 
them succeed in professional sales. Specifically, students will learn how to: segment customers to 
focus the sales effort; develop sales plans to define the sales strategy; serve customers by 
developing customer plans; and, manage a sales force by learning fundamentals of sales 
management. 



	

Appendix	C	
Master	of	Marketing	Calendar	Copy	

	
Program	Overview	
	
The	Schulich	Master	of	Marketing	enables	 students	 to	obtain	a	wide	 range	of	 competencies	
relevant	to	marketing	departments	and	organizations.	In	only	one	year	of	full-time	study,	this	42	
credit	 program	 will	 allow	 students	 to	 develop	 the	 skills	 needed	 to	 carry	 out	 substantial	
marketing	 projects	 for	 any	 type	 of	 organization,	 whether	 business,	 nonprofit,	 or	
governmental.	
The	 program	 will	 allow	 students	 to	 develop	 a	 broad	 knowledge	 of	 marketing	 theory	 and	
practice.	Furthermore,	students	will	be	taught	state	of	the	art	digital	marketing	and	research	tools	
that	will	allow	them	to	make	an	immediate	contribution	to	the	organizations	that	hire	them.		
	
In	particular,	the	program	will	give	students:	

• Knowledge	of	the	major	topic	areas	within	marketing	
• An	 ability	 to	 select	 the	 appropriate	 methods	 of	 analysis	 for	 evaluating	 marketing	

issues	and	problems	using	quantitative	and	qualitative	data	
• An	ability	to	work	effectively	in	teams	and	to	manage	small	and	large	projects	to	a	

successful	conclusion	
• An	ability	to	communicate	 analyses,	outcomes	and	conclusions	effectively	to	a	

range	of	audiences	
• An	ability	to	write	effective	and	actionable	marketing	and	research	reports	
• An	 understanding	 of	 the	 obligation	 to	 act	 in	 a	 socially	 and	 ethically	 responsible	

manner	at	all	times	
	

The	Master	of	Marketing	courses	combine	theoretical	knowledge	with	practical	application.	
The	 program	 is	 highly	 experiential,	 culminating	 with	 the	 design	 and	 implementation	 of	 a	
marketing	project	during	Terms	2	and	3.	
	
Admission	Requirements	
	
The	minimum	admission	requirements	are	as	follows:	

•	 An	undergraduate	degree	from	a	recognized	postsecondary	institution	with	a	
minimum	B+	average	in	the	last	two	full	years	(or	equivalent)	of	academic	work.	

•	 Three-year	cycle	undergraduate	degrees	from	institutions	that	meet	the	criteria	set	
forth	in	the	Bologna	Declaration	may	be	acceptable	as	the	equivalent	of	an	
undergraduate	honours	degree.		

•	 Alternate	admissions	requirement:	Graduates	with	other	3-year	degrees	may	be	
admitted	as	well.	All	graduates	from	3-year	degrees	must	possess	at	least	one	year	of	
post-graduation	work	experience	in	a	sector	relevant	to	the	program.	

•	 Proof	of	English	language	proficiency	if	prior	studies	were	not	completed	in	English:	
TOEFL	(iBT):	100	with	minimum	component	scores	of	23	or	IELTS:	7.0	overall	with	



	

minimum	component	scores	of	6.5.		
•	 A	supplementary	application	form	that	shows	strong	evidence	of	leadership	or	

entrepreneurial	ability.	
•	 Two	letters	of	recommendation,	at	least	one	of	which	should	be	from	a	professor.	
•	 Work	Experience	is	not	required,	but	strong	internships	or	prior	work	experience	is	

recommended.		
	
Advanced	Standing	may	be	granted	for	MGMT	5100	and	MKTG	5200,	subject	to	the	relevant	
regulations.		
	
	 	



 

 

Appendix D 
Process to Understand and Develop Program Learning Outcomes 

 
A survey was sent to hiring managers and graduates of Schulich programs currently working in 
marketing.   The goal of the survey was to determine key competencies and skills essential to 
graduates, to learn specialized skills and market specific technologies.  Specifically, the 
instrument asked three questions: 
 
Q1.  What competencies and skills do you believe our graduates will require to obtain a 
marketing job at the completion of the degree? 
 
Q2. Are there specialized skills in particular topic areas of marketing that would be useful for 
new graduates to have? 
 
Q3. What marketing-specific technology and software are most important for new hires to be 
familiar with? 
 
We received responses from a wide range of organizations to our survey. This included 
responses from Pepsico, Scotiabank, General Motors, the Kraft Heinz Company, Ipsos Canada, 
General Mills, Proctor and Gamble, Energizer, and Valeant to name a few. Results are seen in the 
following tables: 

 
Q1. What competencies and skills do you believe our graduates will require to obtain a 
marketing job at the completion of the degree? 

 
Required Competencies and Skills 

Segmentation  Strategic Planning/Thinking  
Knowledge of Marketing Principles/Skills Brand Management 
Analytical/ Problem Solving Skills Financial Skills 
Communication Skills (written & verbal)  Teamwork/Collaboration Skills  
Project Management Skills  Creative/Innovative  
Risk-taker Effective Listening Skills 
Persuasive Skills People Skills 
Leadership Skills  Innovative  
Understanding of Canadian Retailer Environment Multitasking Skills 
Organizational Skills  Competitive Analysis  
Logical  Statistics Skills  
Presentation Skills  Market Research (Qualitative & Quantitative) 
Social/Digital Media  Commercial Acumen  
Sales Analysis  Speaker of Foreign Languages  
Willingness to Learn  Data Visualization 
Time Management  Prioritization 
P&L Ownership Data Simplification  
Data Analysis  Photoshop & Excel/PowerPoint Skills 
Lead & Funnel Building Skills Strategic Business Planning  
General/team Management  Brand Management  
Psychographics Cross-functional Management 
Understanding/Predicting Trends Consumer Engagement/Behaviour  



 

 
 

Q2. In addition to core competencies and skills, are there specialized skills in particular topic 
areas of marketing that would be useful for new graduates to have? 

Specialized Skills 
Trend Analysis  Data Analysis 
Consumer Behaviour/Engagement Insight Marketing 
Growth & Pipeline Driven Marketing  Stakeholder Management  
P&L Finance Sales Knowledge  
Social/Digital Media Marketing B2B Marketing 
Market Research Skills Excel/PowerPoint Skills 
ROE & ROI  Public Relations 
Segmentation Brand Building 
Ability to Code Fundamental Knowledge of Design 
Account Management Category Development  
Influencer Marketing Data Analytics  
Content Marketing Product Marketing 
Public Business Marketing  Consumer Insight  
Data-driven Marketing Mobile-first Marketing 
Integrated Marketing Teamwork/Collaboration Skills 
Creative/Innovative eCommerce 
Trade Marketing  Shopper Marketing  
Professional Selling  Business Case Development 
Iterative Marketing Plans Demographic Understanding 
 

Q3. Finally, what marketing-specific technology and software are most important for new hires 
to be familiar with?  

 
Important Marketing Technology/Software 

AC Neilsen Feature Vision 
Microsoft Excel/PowerPoint/Word/Project/Office SAP/Peoplesoft  
Brand Analytics Post-Analysis on Campaigns/Brand Building Tactics 
CRM Tools Content Management Tools 
Software Development Forecasting/Projection 
Regression Market Sizing  
Photoshop Marketing Automation 
Publishing Tools  CMS Management 
Sales Force  Infographics Programs 
MarketTrack Database Loyalty Database 
Ipsos Social Media 
Planogram Software Google Analytics  
Project Management Systems Advertising Technology  
Break-even Analysis  Budgeting/Budget Planning 
Programmatic Buying Web Analytics  
XLS Salesforce 
Hootsuite Daily Active Clients (DAC) 
Omniture Cost per Acquisition  
Customer Relationship Management Software Analytics Software 
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APPENDIX E 
Master of Marketing (MMKG) Curriculum Map 

 
I = Introduced; R = Reinforced; A = Assessed Individually for Achievement  
The following learning objectives have been mapped against the Ontario degree level expectations (available upon request).  
 
 Term 1 Term 2 Term 3 
Program Level Goals & Learning 
Objectives 
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Goal 1: Core Business 
Knowledge & Understanding 

 

1.1 Define the main theories, 
concepts, and methods in 
the field of marketing. 

  
I 

 
A 

 
R 

 
R 

 
R 

 
R 

 
R 

 
R 

 
R 

 
R 

 
R 

 
R 

 
R 

Goal 2: Critical Analysis and 
Decision-Making 

 

2.1 Identify and analyze a 
complex marketing problem 
using appropriate quantitative 
and qualitative research 
methods. 
 

   
 
I 

 
 

A 

 
 

R 

 
 

R 

 
 

R 

 
 

R 

 
 

R 

 
 

R 

 
 

R 

 
 

R 

 
 

R 

 
 

R 

2.2 Devise a clear, cost-effective, 
innovative and actionable 
marketing plan that delivers 
consumer insights to satisfy the 
needs of an organization. 
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R 
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R 

 
 

R 
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2.3 Know the tools of and 
analyze the trade-offs and 
possibilities involved in managing 
a project. 
 

     
 

  
 
I 

  
 

R 

  
 

A 
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 Term 1 Term 2 Term 3 
Program Level Goals & Learning 
Objectives 
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Goal 3: Professional 
Communication 

 

3.1 Deliver a clear, effective and 
engaging oral presentation using 
appropriate technology. 
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3.2 Write a clear, effective and 
engaging business document 
appropriate for the target 
audience. 
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3.3 Apply appropriate strategies 
to work effectively in teams. 
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Goal 4: Ethical Behaviour & 
Social Responsibility 

 

4.1 Describe the ethical and 
social responsibilities of 
organizations engaged in 
marketing. 
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Appendix F 
Faculty Members – Schulich School of Business 

Surname Given Name Rank 

Fields 
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Annisette Marcia Associate x 

Belk Russell Professor x 

Bell Chris Associate x 

Biehl Markus Associate x 

Campbell Alexandra Associate x 

Chung Janne Associate x 

Cook Wade Professor x 

Darke Peter Professor x 

deCarufel Andre Associate x 

Everett Jeffrey Professor x 

Fischer Eileen Professor x 

Gainer Brenda Associate x 

Giesler Markus Associate x 

Graham Cameron Professor x 

Hsu Sylvia Associate x 

Irving Richard Associate x 

Johnston David Professor x 

Kanagaretnam Kiridaran Professor x 

Karambayya Rekha Associate x 

Kim Henry Associate x 

Kistruck Geoffrey Associate x 

Kristal Murat Associate x 

Levesque Moren Professor x 

Li Zhepeng Assistant x 

Mawani Amin Associate x 

McKellar James Professor x 

Morgan Gareth Professor x 

Neu Dean Professor x 

Noseworthy Theodore Associate x 

Oliver Christine Professor x 

Pan Yigang Professor x 

Qu Sandy Qian Associate x 

Rice Marshall Associate x 

Rosin Hazel Associate x 

Sirsi Ajay Associate x 
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Tan Hongping Associate x 

Tasa Kevin Associate x 

Thorne Linda Professor x 

Trivedi Viswanath Associate x 

Valente Mike Associate x 

Wright Lorna Associate x 

Yeomans J. Scott Professor x 

Zietsma Charlene Associate x 

Zwick Detlev Associate x 

Holzinger Ingo CLA x 

Middleton Alan CLA x 

Beechy Tom Professor Emeritus x 

Westney Eleanor Professor Emerita x 

Berengut Rhona Sessional Lecturer x 

Clark Jane-Michele Sessional Lecturer x 

Farrell Elizabeth Sessional Lecturer x 

Friedman Stephen Sessional Lecturer x 

Kong Douglas Sessional Lecturer x 

Lakats Linda Sessional Lecturer x 

Ord Steve Sessional Lecturer x 
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Memorandum 
To:  To Whom It May Concern 
CC: Professor David Rice, Chair, MMKG Task Force 
From:  Markus Biehl, Acting Dean 
Date:  June 4, 2017 
Subject: Master of Marketing Proposal 

I would like to express my full and enthusiastic support for the proposed Master 
Marketing (MMKG) program. This program will enable students who have graduated 
from both business and non-business programs to obtain the critical skills needed for 
successful careers in the ever-evolving field of marketing.  

As the task force’s research points out, most graduate programs related to Marketing are 
research-oriented, intended to prepare students for entry to a PhD program. In Canada, 
only the Université Laval offers a professional Marketing program. In the United States, 
professional marketing master programs range from 8 months and 12 credits to 24 
months and 36 credits. Nevertheless, discussions with executives, hiring managers, and 
Schulich alumni who work in the field all have pointed to the need for a professional 
program in marketing. One might wonder what took us so long to put 1+1 together.  

Schulich is proud to have one of the world’s best consumer research departments. Our 
highly recognized colleagues will help deliver the new program. As Schulich is located in 
Toronto, the Marketing area will have access to very high-level expert practitioners who 
will provide additional expertise to support Schulich’s tenure-stream teaching 
complement. As well, the Marketing area is in the process of recruiting an additional 
tenure-stream faculty member whom we expect will join York shortly.   

We hope to attract an inaugural class of approximately 30 students, and then to 
organically grow the program to two cohorts. Schulich has the resources in place to offer 
this program. Any additional academic and non-academic resources that will be required 
as the program grows (such as additional recruiting, student or career support 
personnel) will be added via the usual mechanisms. Some of these resources may be 
shared with the Master of Supply Chain and other programs. Schulich is in the progress 
of building an addition to its existing building, which most certainly will be completed by 
the time this new program will start, thereby addressing the current shortage of 
classroom space within Schulich. 

In conclusion, I wish to express my full support for the proposed Master of Marketing 
program and thank the task force for having developed a well-designed professional 
masters program.   

Appendix G -  Statement of Support from Anchor Dean



Appendix H - Library Statement



Proposal for a Master of Marketing (MMKG) Program 
Schulich School of Business 
Statement of Library Support 

York University Libraries 

April 12, 2017 

Submitted by Sophie Bury, Head, Peter. F. Bronfman Business Library and 
Subject Liaison Librarian for Marketing Programs 

------------------------------------------------------------------------------------------------------------------------ 

INTRODUCTION 

This library statement is written in support of the proposed new Master of Marketing (MMKG) 
program, a full-time one year (three terms) program, comprising 42 credits, designed to prepare 
graduates from non-business degrees and from business programs to obtain employment in 
entry-level marketing positions. This program may also attract individuals who have worked in 
marketing or business who wish to upgrade their skills.  

This library support statement has been prepared in accordance with the guidelines outlined in 
the Quality Assurance Framework as set out by the Ontario Universities Council on Quality 
Assurance.  

The program proposal and the associated course outlines for constituent courses have been 
closely reviewed. The library can support this program through a variety of relevant online and 
print resources of relevance to the academic field of marketing and related subject-areas, taught 
in this program, such as advertising. The library’s instructional services (in-person and online), 
research assistance, library facilities, inter-library loan services, and other resources will also 
support this program. In addition, a designated librarian is assigned as the liaison to all programs 
in marketing and is available as a resource to both faculty and students in marketing programs at 
Schulich. At the current time this role is filled by Sophie Bury. 

It should be noted that library support for this new program is well established as the Schulich 
School of Business already has a well-established stream in Marketing as part of its existing 
undergraduate and graduate programs. Moreover, of the fourteen required courses, which 
comprise this program, six are existing masters-level courses. As a result library resources to 
support them are already in place.  

A review of the reading materials for the eight new courses unique to this proposed new MMKG 
program generally indicates an intent to provide course kits and/or to post required readings 
such as case studies or articles to the Course Management Database (CMD). In a few cases 
textbooks are listed or other recommended books.  In cases where books are not already owned 
by the Bronfman Business Library, they will be ordered for addition to the collection. Where 
readings listed are required, and instructors want a copy to be on hand in the Business Library, 
course instructors are advised that they can be placed on reserve or short-term loan in order to 
ensure equitable access to high demand materials among students. Article readings prescribed as 
part of these new courses from journals or magazines such as the Harvard Business Review are 
available through the Business Library’s extensive e-journal collection.  



While a solid collection of materials is available to support the new courses in this program, in 
areas such as digital marketing or marketing analytics, an intentional policy and practice to 
further build collections in these areas will be adopted, to ensure continued and growing support 
for this new program designed to equip graduates with the knowledge and skills they need in the 
modern marketing industry.  

COLLECTIONS SUPPORT 

A wide range of resources are available to support this proposed MMKG program. The Libraries’ 
collection includes items in a range of different formats including print, electronic, audio-visual 
and microform resources. Different information resources held at YUL and relevant to this 
program include but are not limited to monographs, journals, reference materials, videos, DVDs, 
and statistics. E-resources can be accessed from all libraries and campus locations and from off-
campus through the Libraries’ web site.  

Materials for addition to the Bronfman Business Library’s collection, including marketing 
resources, are selected from various publishers and more information is provided below where 
individual types of collections materials are discussed. The business librarians have established  
approval plans with various vendors to ensure the timely acquisition of new publications in 
marketing.  Approval plans are supplemented by individual orders resulting from faculty or 
graduate student requests.   Most materials in the collection are English language, sourced 
primarily from publishers in Canada, the United States and Great Britain and major European 
countries. Consortial purchases of digital resources are also significant in collection building, 
especially in the area of e-journals and business databases including periodical indexes. Every 
year trials of databases are organized by the Bronfman Business Library to ensure that e-
resources coming to market are reviewed, and where budget permits, acquired. 

Location of Resources 
A huge component of the relevant collection to support this new program in marketing is 
available online in the form of e-books, e-journals, articles databases, specialist databases, 
streaming videos etc. Relevant print materials are primarily located at the Bronfman Business 
Library with a majority in the call number range HF 5410-HF 5417.5, the call number range of 
most relevance to marketing. Some are also located in the call number ranges of relevance to the 
related subjects of advertising and brand management, i.e. HF 5801 – HF 6182 and HD 69 B7.   

It is anticipated that registrants in this program, will sometimes wish to draw on materials in 
related disciplines, e.g. psychology, sociology, anthropology or other social sciences areas and 
the Libraries are very well poised to support the interdisciplinary study relevant to this program. 
For example, Scott Library is the primary library on campus with social sciences collections, with 
some materials relating to marketing housed there, including materials on social marketing 
themes, consumer psychology, social aspects of advertising theory and practice, and resources 
pertaining to non-profit marketing.  In addition, materials pertaining to qualitative research 
methods, of relevance to MKTG 6050 Marketing Research, are found primarily at the Scott 
Library. Audio-visual materials (DVDs and VHS), including videos about marketing, are located in 
the Sound and Moving Image Library (SMIL) at the Scott Library.  

Books and E-Books 
At the Bronfman Business Library where most marketing books at YUL are housed, there is strong 
emphasis on the acquisition of current imprints and on the maintenance of a current collection. 
Multiple copies of heavily used items are placed on course reserve. Currently almost 25,000 
monographs are housed at the Peter F. Bronfman Business Library. Much of this material is held 
in the HD, HF and HG call number ranges and includes a solid collection in the areas of marketing, 
advertising and brand management. 
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The print book collection is supplemented through a range of e-book packages from different 
publishers. Many of these have been made possible as a result of consortial agreements but 
there are also several e-book packages that are unique to York University. These can be accessed 
by the York academic community via the Libraries’ catalogue or by browsing the e-book 
platforms individually. One primary e-book package of relevance to the area of marketing 
includes Books 24x7. This collection provides access to current practitioner and trade press e-
books, and therefore supplements the print monograph collection nicely where emphasis is on 
acquisition of scholarly or academic publications. Books 24x7 includes extremely relevant 
collections for this proposed minor program including BusinessPro with many listed titles 
pertaining to the themes of marketing, advertising, brand management, online marketing, and 
social media as applied in the context of marketing.  Other e-book packages of relevance include 
Ebook Central, SpringerLink, E-books at Scholars Portal and Oxford Scholarship Online.   

Reference Materials 
Print and digital specialized encyclopedias, dictionaries, glossaries, handbooks, directories and 
biographical sources are available in the Libraries’ collection in support of research. This includes 
materials located in the Reference Room of the Bronfman Business Library of relevance to 
marketing. Examples of key resources include but are not limited to: Market Share Reporter (Gale 
Research), and Marketing Facts: Statistics and Trends for Marketing in Canada (Canadian 
Marketing Association). 

Periodicals 
The journal collection supporting marketing is excellent.  York University Libraries subscribe to all 
the core journals in marketing and related fields of advertising and branding, as well as titles in 
the various marketing sub-fields.   

Examples of some key trade journals available in print or online include Marketing Magazine, 
Marketing Week, Strategy Magazine, Advertising Age, and Brandweek. Examples of key peer-
reviewed scholarly journals in the field of marketing available at the library include but are by no 
means limited to: Journal of Consumer Research, Journal of Consumer Psychology, Journal of 
Marketing, Journal of Marketing Research and Marketing Science. 

Generally, access is now provided to the electronic versions of current and back issues of 
periodicals.  Such extensive and intensive coverage is made possible in part by the consortial 
agreements York has with other universities in Ontario and Canada.  Two of the largest 
consortiums are CKRN (Canadian Knowledge Research Network) and Scholars Portal, including 
access to e-journals from publishers such as Oxford University Press, Emerald, Elsevier and 
Cambridge University Press.  There are a small number of marketing journal titles that are 
available in paper copy and these are predominantly held at the Bronfman Business Library.   

Many journals are also made available directly from publishers’ web sites. In addition, the 
aggregator databases, including Business Source Complete (Ebsco) and Proquest Business, 
provide access to thousands of full-text marketing journals, magazines and trade publications, as 
well as newspaper articles. In addition, Factiva and Lexis Nexis Academic provide access to the 
full-text of thousands of newspapers, including back files. For a detailed guide to newspaper 
sources available at the Libraries this guide can be 
consulted: http://researchguides.library.yorku.ca/news  

Periodical Databases & Indexes 
The Libraries subscribe to a very large number of subject-specific and inter-disciplinary periodical 
indexes / databases.   Proquest Business and Business Source Complete are the primary databases 
of relevance to support marketing programs at York including this one and offer sophisticated 
search capabilities for identifying a large number of scholarly, academic and trade articles on 
myriad marketing themes. In addition Scholars Portal offers full-text of many leading business 
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titles from prominent publishers such as Wiley, Emerald, Elsevier etc. A number of other 
databases are also relevant to themes studied in courses offered as part of this program. This 
includes PsycInfo for themes related to consumer psychology and behavior, while the database 
Communication Source offers access to many articles on themes relating to digital media 
including social media as relevant in the worlds of marketing and advertising. In addition, for 
coverage of marketing-related issues in a Canadian context, the database CBCA Complete is 
especially relevant. As mentioned above, the library also offers full-text of many newspapers, 
and where students in this program wish to search for topics of relevance to marketing themes in 
Canadian or international newspapers, databases such as Canadian Newssstand, Factiva and 
Lexis Nexis Academic serve as powerful search engines. 

The business library offers an online guide to finding business articles including links to key 
articles databases and tips on how to search and navigate 
them: http://www.library.yorku.ca/cms/bbl/guides/articles/  

Most databases possess the capability of linking to full-text journal articles, should the library 
subscribe to the parent journal. This is supported by link resolver technology/SFX so that users 
can go from a database citation to one of a number of destinations, including the full-text of the 
article (where available), the catalogue record for the journal (if owned by the library), or an 
online request form to order the article via interlibrary-loan. 

Videos/DVDS 
Videos on themes of relevance to marketing are available in VHS or DVD format at the Sound and 
Moving Image Library (SMIL) which is located on the main level of the Scott Library. These may 
be borrowed by students or faculty and arrangements for showing videos in classes can be made. 
There is also a substantial and growing collection of business videos available in streaming 
format. Most titles can be found through keyword searching of the library’s catalogue and by 
applying the streaming video filter. This includes over 2,000 business and economics videos 
available via Films on Demand including a section featuring marketing titles totaling over 350 
videos. In addition, the videos contained in the e-collection Books 24x7 including Leadership 
Channels Topics offering sub-topics such as online marketing, consumer behavior, product 
management and brand management. 

Government Information Sources & Data/Statistics 
Materials published by Canadian, foreign and International Governmental Organizations are also 
available through the Libraries and may be important research sources for students enrolled in 
this program. When the Government of Canada still fulfilled its obligations for the Depository 
Services Programs, YUL automatically received a significant amount of government publications 
disseminated by the federal government. YUL was designated as a repository for such documents 
but with the official ending of the program, we can access only a more limited and solely 
electronic set of items. 

York University Libraries is a member of the Data Liberation Initiative (DLI) program of Statistics 
Canada. This means that students and faculty have free access to a wide variety of public-use 
micro data files and aggregate statistics, as well as to the CANSIM database. As students in this 
program will need to work with data sets, the library’s offerings in this area, may prove useful. 

An especially important government information source for marketing research is census data, a 
rich source of demographic information, and York’s data librarian has developed a guide to 
census information sources 
available: http://researchguides.library.yorku.ca/content.php?pid=227895&sid=1894196  

In addition, various government publications and surveys, such as the Survey of Household 
Spending, can be key when doing market research and can be found using the Library catalogue 
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or the specialized subject portal to data and statistics designed by the library’s data librarian and 
available at: http://researchguides.library.yorku.ca/data  

Market Research Reports & Data 
The library offers a number of databases that provide market research reports and data. This 
includes market segmentation data, as well as consumer analysis and trends. Two major 
databases include Passport (Euromonitor) and Marketline Advantage. Market research reports 
can also be retrieved using Thomson One Investext, e.g. the Canadean reports which give 
detailed current and forecasted trends for myriad Canadian consumer product categories.  In 
addition the recently acquired Target Snapshot, which has recently replaced Vividata, is a 
Canadian product, which supports the generation of reports featuring demographic information 
and data for individual product and service categories. For further information on sources of 
market research reports and data, our market research Libguide can be 
consulted: http://researchguides.library.yorku.ca/marketingresearch  

Sources for Demographic and Psychographic Data 
Simply Map Canada is an online mapping software that supports the generation of maps or 
tables drawing on Canadian demographic data via CensusPlus and Demographic Estimates from 
Environics Analytics, as well as offering data from Statistics Canada’s Survey of Household 
Spending and from the Census (Statistics Canada). In addition, Simply Map offers psychographics 
providing insights into behaviour and mindset of consumers via PRIZM C2 and PRIZM5 
Segmentation. It supports the generation of maps plotting variables for different geographic 
regions of Canada, as well as the generation of tabular reports exportable to Excel. The business 
and map librarians have worked together to prepare a useful guide to Simply Map featuring 
different business research scenarios. It is available 
here: http://www.library.yorku.ca/binaries/BG/instruction/SimplyMapGuide2016.pdf  

Mergent Intellect provides access to U.S. census data and demographic reports, as does Passport 
(Euromonitor).  Please note also that census data (referenced above), provided by Statistics 
Canada, is another important source of demographic information.  

For further information on sources for demographic and psychographic data, the Business 
Library’s Market Research Libguide can be 
consulted: http://researchguides.library.yorku.ca/marketingresearch  

Advertising and Branding Specialist Information Sources 
For advertising and branding focused research the World Advertising Research Center (WARC) is 
the library’s premium database. WARC provides information for the marketing, advertising, 
media and research communities worldwide and includes papers, case studies, research reports, 
news items and summaries, augmented with best practice guides and statistical data. CARD 
(Canadian Advertising Rates and Data) online provides advertising rates and related data.   

The Advertising Libguide has been developed to showcase the wide range of sources available to 
support research in the areas of advertising and branding including articles and books, databanks 
for contemporary and historical ads, advertising data sources, sources for researching branding 
and advertising campaigns and more. This guide can be accessed 
at: http://researchguides.library.yorku.ca/advertising  

Company Research   
Company research is often an important aspect of secondary research for students of marketing. 
Moreover, it is noted that in both Field Project courses (MKTG 6000 and MKTG 6001) and in the 
Digital Marketing Strategy course (MKTG 6560) students engage in experiential education 
opportunities to include working with organizations to address real-world marketing problems. 
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Company databases will be of relevance to these students as they offer organizational profiles, 
financial statements and ratios, competitors, executives information, annual reports, filings and 
more. Mergent Online, Mergent Intellect, Netadvantage, PrivCo, and Lexis Nexis Academic are 
examples of key databases. The Bronfman Business Library offers a company research guide with 
research tips and descriptions and links to all key resources:   
http://www.library.yorku.ca/cms/bbl/guides/companyresearch/  

Industry Research 
Researching industries can be an important element of secondary research in marketing, e.g. for 
the preparation of marketing plans which is described as an important element in this program. 
The library offers a range of databases featuring current reports with trends and analysis of 
major industries. Examples include BMI Research, Gartner Intraweb, Mergent Online, Mergent 
Intellect, IBISWorld, Thomson One Investext, Lexis Nexis Academic, and Passport. The Bronfman 
Business Library has an industry research guide with research tips and descriptions and links to 
all key resources:  http://www.library.yorku.ca/cms/bbl/guides/industryresearch/  

LIBRARY SERVICES AND SPACES 

Library Instruction and Information Literacy Instruction 
Information literacy is an essential component of a student’s education and includes the skills to 
define an information need and to find, retrieve, evaluate, use and cite information. Among the 
specific competencies and skills articulated as needed in this program are skills to conduct 
secondary market research and skills in conducting data analysis using data sets acquired. The 
Business Library is well poised to help directly with the former, and indirectly with the latter 
through the provision of access to microdata sets through subscription databases such as ODESI 
and UT/DLS Microdata. 

The Bronfman Business Library has an active information literacy program supporting both 
Schulich’s undergraduate and graduate programs, including integration in core marketing 
courses geared to teach course learning outcomes, and help equip students with skills needed to 
complete assignment tasks, including marketing plans.  Indeed, research shows that information 
literacy instruction can be very effective where planned at the point where curriculum for a new 
program is being developed, including attention to the range of information and research skills 
needed, and strategic junctures in a program where they might be best introduced. 

As this program includes several courses (e.g., MKTG 5200, MKTG 6560, MKTG 6000 and MKTG 
6001) requiring students to engage in secondary market research, including research to help 
organizations solve real-world marketing problems or tasks, it is strongly recommended that 
collaboration happen between faculty and the liaison librarian for marketing at the Bronfman 
Business Library. In this way important library research strategies and tools can be taught aligned 
to course learning objectives and assignment goals. The wide range of resources available to help 
students with market research can be overwhelming in the absence of guidance or instruction, 
and students will graduate this program better equipped to offer skills employers seek, where 
integration of instruction in core library marketing tools has been included at relevant junctures 
in this proposed program. 

In addition to in-person instruction opportunities, the library is also developing a suite of online 
learning resources for business students called BRYT (Business Research at York 
Toolkit): http://bryt.library.yorku.ca/ This toolkit includes videos and PDF resources that show 
students how to use specialized business research databases to conduct business research. By 
summer 2017 three modules will be fully developed and will cover how to find and locate 
company, as well as fundamentals of industry and market research. Options to integrate BRYT 
content in Learning Management Systems are offered. 
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Liaison and Research Assistance 
Individual research assistance is available at all major York libraries through in-person reference 
as well as through chat, e-mail and telephone service. The primary library with professionals 
trained in business research tools is the Bronfman Business Library and students of this proposed 
new program are encouraged to seek out assistance at this library especially. This assistance is 
offered seven days a week except during the month of August when the library is closed on 
weekends. Sophie Bury is the subject specialist librarian assigned to marketing and appointments 
with her are available on request. More information about research help options at the 
Bronfman Business Library is available here: http://www.library.yorku.ca/web/bbl/ask-a-
question/  
 
In addition, students can consult subject guides for research assistance. Please see the Bronfman 
Business Library web site for links to these guides: http://www.library.yorku.ca/web/bbl/guides/  
 
Managing Research Results & Generating Bibliographies 
It is noted that many of the course outlines associated with this new program, make reference to 
the importance of well-formatted bibliographies. The Bronfman Business Library offers a 
comprehensive Business Citation Guide which includes examples of how to cite a wide range of 
different types of business information, including marketing 
sources: http://researchguides.library.yorku.ca/bizcitations  
 
While YUL has discontinued access to RefWorks, technical support for the use of citation 
management software, including Zotero and Mendeley, is available within the Libraries. Guides 
created by York librarians are available for both citation management tools: 
researchguides.library.yorku.ca/zotero  
researchguides.library.yorku.ca/mendeley 
 
Resource Sharing 
Graduate students in the MMKG program have access to the collections of other university 
libraries through the interlibrary loan system called RACER (Rapid Access to Collections by 
Electronic Requesting), an initiative of Scholars Portal. The Resource Sharing Department can 
obtain materials from libraries around the world. Books are borrowed free of charge and 
students can obtain copies of journal articles for free. Interlibrary loan requests can be made 
online. 
 
Adaptive Services 
A variety of services for differently abled students is available by arrangement with Library 
Accessibility Services (LAS) located at Scott Library. LAS staff provide transcription services for 
required readings in alternate formats and retrieving items from the library stacks. The Libraries 
also provide assistance with using adapative technology located at the Scott Library.  
 
Library Facilities 
There are a variety of types of study environments in the Bronfman Business Library, which 
accommodate students with different needs. This includes computer workstations, open tables, 
individual study carrels, comfortable lounge seating, and monitored silent study space. Six group 
study rooms are available for students to book online. All graduate students also have access to 
the Graduate Student Reading Room at the Scott Library. There is wireless connectivity 
throughout the library and network drops are also available. Students may borrow laptops or 
projectors from the library. In addition, both black and white and colour wired and wireless 
printing is available to students, in addition to photocopying services.  
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APPENDIX 1: LIBRARY STATISTICS (from 2013-14 York University Libraries Annual Report)

CIRCULATION 2011/2012 2012/2013 2013/2014
Scott

Circulation Services 78,661 102,247 78,545  
Reserves 46,314 43,347 38,764
Self Check 180,576 146,662 135,647

Total 305,551 292,256 252,956

Sound and Moving Image Library
Circulation 54,322 44,214 34,703
Reserves 1,118 803 496

Total 55,440 45,017 35,199
 

Archives & Special Collections 3,674 3,123 2,864

Map Library
Circulation 187 267 252
Reserves 747 235 258  
GIS 10,763 2,427 1,603

Total 11,697 2,929 2,113

Bronfman
Circulation 7,583 6,238 5,571
Reserves 7,262 7,015 6,807

Total 14,845 13,253 12,378
Frost

Circulation 20,136 18,177 17,969
Reserves 2,225 1,812 1,987   

Total 22,361 19,989 19,956
Steacie

Circulation 9,817 7,244 6,136
Reserves 26,450 24,103 20,703
Self check 16,115 14,499 11,578  

Total 52,382 45,846 38,417

Total Circulation 381,834 345,098 294,868
Total Reserves 84,116            77,315           69,015            

Total Item Circulation 465,950          422,413         363,883          

Renewals 420,534 387,429 338,446
Total Transactions 886,484 809,842 702,329

Nellie Rowell Langford Library 1,636 1,425 1,218  

Education Resource Centre 15,485             14,021            11,967              

USE OF ERESOURCES 2011/2012 2012/2013 2013/2014
Number of successful fulltext article requests 2,580,451        2,967,518        3,469,115     
Number of database searches 11,373,598      11,942,278      21,373,886   

LAPTOP LENDING 2011/2012 2012/2013 2013/2014
Scott 6,956              3,703              1,388              
Bronfman 398                 252                 292                 
Frost 8                     6                    336                 
Steacie 1,335              581                 208                 

Total 8,697             4,542             2,224             
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ITEMS SHELVED 2011/2012 2012/2013 2013/2014
Scott
Circulation 646,382 512,582 435,987  
Government Documents 7,039 4,799 3,410
Microtext 18,654 17,083 17,313
Reference 2,469 1,865 1,148
Reserves 9,679 4,999 6,507
Map Library 4,795 5,678 5,365
Archives & Special Collections 8,142 9,159 5,034
Bronfman 21,924 17,165 17,758
Frost 45,611 40,521 35,305
Steacie 65,344 57,931 44,889
Total 830,039          671,782         572,716          

As of As of As of 

COLLECTION GROWTH April-30-12 April-30-13 April-30-14

Print Volumes 2,326,764 2,365,014 2,360,851  
Microform Units 4,166,311 4,182,047 4,195,918  
Journal Titles/Other Subscriptions 4,952 4,653 3,993
Digital Journal Titles 76,494 80,560 90,261
Digital Mongraph Titles 656,909 698,045 727,512  

Media
Maps 112,934 113,477 113,534  
Aerial Photographs 5,051 5,051 5,051
GIS Data titles 684 684 698
Sound Recordings 43,302 43,591 44,732  
Videocassettes 8,922 8,870 8,678
Films 2,708 2,679 2,679  
DVDs 18,110 19,454 21,315  

Manuscripts and Archives
Manuscripts (Linear metres) 4,504 4,543 4,657  
University Records (Linear metres) 918 925 942
Photographs (Linear metres) 394 399 399
Moving Image Archives (Linear metres) 88,955 89,004 89,072  

 
Titles Catalogued 380,207 193,230 54,927

DIGITAL COLLECTIONS @ York 2011/2012 2012/2013 2013/2014
Digital Items Created 14,739 30,124 24,334

Total Digital Items 54,355 86,605 110,939  
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RESOURCE SHARING 2011/2012 2012/2013 2013/2014
ILL, Interfilm Total Lending 10,777 9,535 8,831
ILL, Interfilm Total Borrowing 5,301 4,591 4,445

REFERENCE SERVICES 2011/2012 2012/2013 2013/2014
Scott 
Information Desk

Reference 2,543 9,341 8,848
Other 36,252 21,389 7,275
Total Transactions 38,795 30,730 16,123

Scott Reference

Reference 8,821 8,327 7,234
Other 3,360 1,546 1,289
Total Transactions 12,181 9,873 8,523

Sound and Moving Image
Reference 5,223 1,633 862
Other 980 181
Total Transactions 5,223 2,613 1,043

Map Library
Reference 3,414 1,083 570
Other 2,253 1,499 1,423
Total Transactions 5,667 2,582 1,993

Archives & Special Collections
New Users 675 641 345
Returning users 387 484 235
Total Users 1,062 1,125 580

Bronfman

Reference 5,559 5,970 6,415
Other 14,214 15,487 14,863
Total Transactions 19,773 21,457 21,278

Steacie
Reference 12,409 4,203 4,305
Other 4,231 5,216 3,203
Total Transactions 16,640 9,419 7,508

Frost
Reference 2,693 1,908 1,557
Other 2,146 2,320 2,300
Total Transactions 4,839 4,228 3,857

Total Reference 44,050 33,952 30,371
All Transactions 105,439 82,727 60,905

Virtual Reference 2,435 2,368 2,470
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LIBRARY INSTRUCTION 2011/2012 2012/2013 2013/2014

Classes Participants Classes Participants Classes Participants

Archives 31 801 33 563 22 436
Bronfman 115 3,338 98 2,868 124 4,520
Frost 64 2,169 73 2,628 71 1,697
Maps 48 1,423 39 891 38 1,093
Scott 347 13,099 382 14,298 345 12,892
Steacie 89 5,460 129 5,807 125 4,707

Total 694 26,290           754 27,055         725        25,345    

LIBRARY ACCESSIBILITY SERVICES 2012/13 2013/14
Pages Scanned 747,987           617,963           
Total Texts Provided 1,882 3,256 

STUDY SEATS 2012/13 2013/14
Scott 2,108 2,108 
Bronfman 321 321 
Frost 236 247 
Steacie 337 337 

Total 3,002             3,013             

Turnstile Count 2011/2012 2012/2013 2013/14
Scott 2,559,753 2,512,098 2,426,675
Bronfman 292,911 282,736 287,969

Frost 108,575 89,598 82,480
Steacie 432,640 382,120 278,995

Total 3,393,879       3,266,552      3,076,119       

OPERATING BUDGET 2011/2012 2012/2013 2013/2014
Salaries 11,007,011$     11,360,677$    11,426,013$     
Part Time Assistance 908,958$         772,729$         944,488$         
Benefits 2,632,769$      2,685,270$      2,693,041$      

Subtotal 14,548,738$   14,818,676$   15,063,542$   

Collections 10,374,644$     10,420,140$    10,547,459$     
Binding 31,114$           30,000$           40,796$           

 Subtotal 10,405,758$   10,450,140$   10,588,255$   

General operating 1,975,435$      2,002,775$      1,826,869$      
Total Expenses 26,929,931$     27,271,591$    27,478,665$     
Recovery 973,142$         965,004$         887,945$         
Total Expenses less recovery 25,956,789$   26,306,587$   26,590,721$   

Gifts in Kind 588,980$         890,825$         523,535$         



April 21st, 2017 

Dr. Marshall Rice 
Professor 
Schulich School of Business, York University 

Dear Marshall: 
Re: Masters of Marketing Degree 

I hope this finds you well.  Having over 30 years in the advertising and marketing 
business, I read with great interest your description of the proposed new program.  I think 
it is a great idea and would prove to be extremely useful for today’s students.  There is no 
question that the advertising and marketing industries in Canada needs graduates with 
this type of education. 

I love the fact that not only will it teach students the necessary core skills but that it also 
has an Ethical Behaviour and Social Responsibility component.  Years ago, this industry 
was all about “smoke and mirrors”.  This is no longer the case.  The course content you 
are proposing will be perfect for today’s changed marketing world. 

I look forward to hearing more about it as it goes forward. 

Best Regards, 

Paul 

Paul Greenberg 
Director of Strategic Marketing and Client Service 
Lenick In-House 

Appendix I - Industry Support Statements



April 6, 2017 

Adam Lacombe 
Marketing Manager 
TribalScale Inc. 
alacombe@tribalscale.com 
647-239-5101 

To Whom it May Concern, 

I am writing to show my support for the development of a Schulich Master of Marketing (MMKG) 
Degree Program. I am a marketing professional, and current Marketing Manager at TribalScale 
Inc, a software development firm in downtown Toronto. I firmly believe that the introduction of 
this program would greatly benefit the Schulich business community, as well as the Canadian 
marketing community at large. 

The need for advanced marketing programs is evident across our industry as more BBA and 
BComm graduates are entering the market without the specific skills needed to specialize in the 
field. The MMKG program has been developed to equip graduates with the skills and knowledge 
necessary to create a foundation of success for their careers in marketing, brand management, 
digital marketing, and analytics. 

The marketing industry is only continuing to broaden and segment in the digital era, creating an 
increased demand for highly educated and specialized graduates. This is a pivotal opportunity 
for Schulich to help shape that next generation of marketing professionals. 

For any clarification or further discussion, please don’t hesitate to reach out to the email or 
phone number above. I look forward to watching the program flourish. 

Best Regards, 

Adam Lacombe 

200 Wellington St. W, Suite 900 

Toronto, ON, Canada 

+1 415 715 9577 

contact@tribalscale.com 

mailto:alacombe@tribalscale.com


April 10th,2017

To Whom lt May Concern,

It is with Sreat enthusiasm that I give my support to the proposed Master of Marketing Degree
at the Schulich School of Business.

With marketing being such a dynamic and ever changing industry, I strongly believe this
program can help students stay on the leading edge, and gain a holistic approach to marketing.
Often times, students have the option to take marketing as a single course within a program,
but this limits the level of detail and topics the course can cover. With a Master of Marketing
Degree, students will have the option to gain a full circle approach covering everything from
digital marketing and brand management all the way to financial decisions and marketing
analytics.

ln conclusion, I fully support the efforts of Professor Ashwin Joshi and team, as they seek to
develop a Master of Marketing Degree, designed to provide specialized management education
in marketing. As a Schulich BBA alumni, I would most definitely consider this program to pursue
my master's degree, as well as recommend this degree to my peers.

Sincerely,

Kiran Sandhu
Marketing Assistant, M rkt360
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M. David Rice 
Associate Professor of Marketing 
Schulich School of Business 
York University 

April 25, 2017 

Dear Professor Rice. 

I am happy to provide this letter of recommendation regarding the Master of Marketing 
Degree.  In my capacity as Managing Director of Mandrake Human Capital, I have the 
opportunity to work with a wide variety of clients in providing executive search services in the 
Marketing and Advertising sectors.  Mandrake is the leading search firm in the CPG segment 
and has been working in this segment since 1970. 

We are noticing that our clients want candidates’ education to be more focused in their area of 
specialization with emphasis on strategic and critical thinking, inclusion of digital strategies and 
applied content.  Your program meets these needs especially in the requirement of two field 
projects.  You have covered the main competencies in marketing, namely research, 
digital/analytics, sales, communication and teams and building a brand.  I am confident that our 
clients will greatly value students who have taken the extra step to obtain this focused degree. 

Regards, 

Dr. Deborah Nixon 
Managing Director 
Mandrake Human Capital. 



References 

1. http://occupations.esdc.gc.ca/sppc-cops/w.2lc.4m.2@-eng.jsp

2. https://www.bls.gov/ooh/management/advertising-promotions-and-marketing-managers.htm
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New Course Proposal Template 
The following information is required for all new course proposals. To facilitate the review/approval 
process, please use the headings below (and omit the italicized explanations below each heading). 

1. Program: Master of Marketing (MMKG) 

2. Course Number: ACTG 5200 

3. Credit Value: 3.00 

4. Long Course Title: Financial Decisions for Managers 

5. Short Course Title: Financial Decisions for Managers 

6. Effective Session: Winter 2019 

7. Calendar (Short) Course Description:

This course will provide students with an understanding of the financial implications of managers’
decision making and how financial measures can be used to monitor and control business operations.
Concepts will include capital budgeting, financial statements, break-even analysis, non-routine
decision making, pricing decisions, profit and loss calculation, ROI, and Operating Budget and
budgeted financial statements.

8. Expanded Course Description:

How to make decisions based on financial considerations:  Managers are frequently called upon to
make decisions about the options that they should select:  For example, should the company invest in
new product idea X or new product idea Y, should the company enter market A or should it enter
market B.  Financial considerations – the costs involved in each option and the expected gains from
each option (e.g., Return on Investment) – play a critical role in making decisions such as these.  The
purpose of this course is to give students the tools, concepts, and methodologies that will enable
them to understand the financial impact of each option and to recommend a preferred option on
sound financial grounds.   Special emphasis will be placed on learning how to use Excel as a tool that
aids in making decisions based on financial considerations.

How to communicate decisions that are made based on financial considerations:  In addition to
decision making, students will also learn how to present their logic in a manner that is compelling for
audiences.

Topics covered under financial accounting include an introduction to financial statements, the
preparation of basic financial statements and the examination of the different items recognized in the
financial statements.

9. Evaluation:

ASSIGNMENT/TASK QUANTITY % WEIGHT TOTAL % AUTHOR 

Group Case Analysis 1 1 20% 20% Group 
Mid-Term Exam 1 30% 30% Individual 
Individual Assignment 1 20% 20% Individual 
Final Exam 1 30% 30% Individual 

100% 

10. Integrated Courses:
Not Applicable

45

/ Master of Supply Chain Management (MSCM)



11. Rationale:

This is a core course in the Master of Marketing curriculum, and has been designed to reinforce the
program goals of Core Business Knowledge & Understanding, Critical Analysis and Decision-Making,
and Professional Communication. Please see the program proposal for further details.

12. Faculty Resources:

Giri Kanagaretnam PhD., Professor of Accounting, Schulich School of Business

13. Crosslisted Courses:

Not Applicable

14. Bibliography and Library Statement:

* Garrison, Chesley,  Carroll, Webb and  Libby, “Managerial Accounting”,  10th Canadian Edition,
McGraw-Hill Ryerson  

** Phillips, Libby, Libby, and Mackintosh, “Fundamental of Financial Accounting”, 4th Canadian 
edition, McGraw-Hill Ryerson 

Please see Master of Marketing program proposal for the Library Statement. 

15. Physical Resources:

No special physical resources are required.
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COURSE OUTLINE 
TERM:  Winter 2019 
DATES:  Jan. ***; Feb. ***; Mar. ***; Apr. ***  
TIME:  TBA (3 hour class once a week) 
LOCATION:  TBA 
 
INSTRUCTOR (SAMPLE) ADMINISTRATIVE ASSISTANT (SAMPLE) 

Giri Kanagaretnam      
416-736-5066 
S344F Seymour Schulich Building  
Email: kkanagaretnam@schulich.yorku.ca 
 

Sheila Sinclair 
N304A SSB 
Tel: 416-650-8167 
Email:  ssinclai@schulich.yorku.ca 
 

Kiridaran (Giri) Kanagaretnam ACMA (U.K.), CPA, CMA, CGA is a Professor of Accounting at 
Schulich. He received his PhD from the Syracuse University and a MSEE from Purdue University. 
His research focuses on bank financial reporting, corporate governance and organizational trust 
and related issues. 

Brief Description 
This course will provide students with an understanding of the financial implications of 
managers’ decision making and how financial measures can be used to monitor and control 
business operations.  Concepts will include capital budgeting, financial statements, break-even 
analysis, non-routine decision making, pricing decisions, profit and loss calculation, ROI, and 
Operating Budget and budgeted financial statements. 
 
Contents  
Course Learning Outcomes ........................................................................................................................... 1 
Deliverables at a Glance ................................................................................................................................ 1 
Course Material............................................................................................................................................. 2 
Student Preparation for Class and Class Participation: Expectations ........................................................... 3 
Class-by-Class Syllabus .................................................................................................................................. 3 
Evaluation of Written Assignments/Projects and Exam ............................................................................... 5 
General Academic Policies:  Grading, Academic Honesty, Accommodations, and Exams ........................... 5 
Quick Reference: Summary of Classes, Activities and Deliverables ............................................................. 7 
 
Course Learning Outcomes 
How to make decisions based on financial considerations:  Managers are frequently called upon 
to make decisions about the options that they should select:  For example, should the company 
invest in new product idea X or new product idea Y, should the company enter market A or 
should it enter market B.  Financial considerations – the costs involved in each option and the 
expected gains from each option (e.g., Return on Investment) – play a critical role in making 
decisions such as these.  The purpose of this course is to give students the tools, concepts, and 

ACTG 5200 3.00:   Financial Decisions for Managers 
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methodologies that will enable them to understand the financial impact of each option and to 
recommend a preferred option on sound financial grounds.   Special emphasis will be placed on 
learning how to use Excel as a tool that aids in making decisions based on financial 
considerations. 
 
How to communicate decisions that are made based on financial considerations:  In addition to 
decision making, students will also learn how to present their logic in a manner that is 
compelling for audiences.   
 
Topics covered under financial accounting include an introduction to financial statements, the 
preparation of basic financial statements and the examination of the different items recognized 
in the financial statements.  
  

Deliverables at a Glance 
 
The final grade for the course will be based on the following items weighted as indicated:  
 

ASSIGNMENT/TASK QUANTITY % WEIGHT TOTAL % AUTHOR 

Group Case Analysis 1 1 20% 20% Group 
Mid-Term Exam 1 30% 30% Individual 
Individual Assignment 1 20% 20% Individual 
Final Exam 1 30% 30% Individual 

 
 
For details, see “Evaluations of Written Assignments/Projects and Exam”, p. 6. 

Course Material 
 
Readings for this course includes the following books: 
 

* Garrison, Chesley,  Carroll, Webb and  Libby, “Managerial Accounting”,  10th Canadian Edition, 
McGraw-Hill Ryerson  

 
** Phillips, Libby, Libby, and Mackintosh, “Fundamental of Financial Accounting”, 4th 
Canadian edition, McGraw-Hill Ryerson 

 
 
The Course Materials Database (CMD) has been created within Schulich’s Lotus Notes. It 
contains general information for Schulich students and information and materials specific to 
this course. Please check it frequently.  
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Student Preparation for Class and Class Participation: Expectations 
 
You are encouraged to take an active part in the class discussions by providing thoughtful, constructive, 
worthwhile comments, questions and debate. Oral communication skills are a must for professionals, so 
meaningful classroom contribution is expected. 
 
Expectations: 
 
I consider preparing for class, and participating in the exploration of ideas during class, to be a normal, 
expected part of life as a Schulich graduate student. 

Class-by-Class Syllabus 
 
Topics, readings, and other preparations for every class are listed below 
 

Note: If any changes in this schedule become necessary, notifications will be posted on the 
course CMD, and when changes need to be announced between classes, an email will be sent to 
students’ Lotus Notes email accounts, notifying them of the change. 

Date Topics Textbook Chapters 
Covered 

Suggested Questions 

Week 1 Introduction 
 
Cost-Volume-Profit (CVP) 
Relationships: Cost-Volume-
Profit (CVP) analysis - what it is, 
its uses, assumptions, strengths 
and weaknesses; The 
breakeven point; Margin of 
safety and operating leverage; 
CVP analysis with multiple 
products/services 
 

 
Chapter 4* 
 

 
 
P4-18, P4-19, P4-20, P4-31 

Week 2  Relevant Costs for Decision 
Making: Pricing special orders, 
Outsourcing, Deciding on 
Market Expansion (Product and 
Geographical Segments) – 
Extensive use of Excel will be 
made in this class 
 
 

Chapters 12* P12-24, P12-27, P12-26, 
P12-28 

Week 3 Cost Behaviour and Activity-
Based Costing Systems: Using 
cost information for pricing in 
Manufacturing and service 
setting – Extensive use of Excel 

Chapters 2 &  7* P7-19, P7-20 
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will be made in this class 
Week 4 Budgeting :  Sales Budgets, 

Production Budgets, Cash 
Budgets   - Extensive use of 
Excel will be made in this class 
 

Chapter 9* P9-12, P9-21, P9-24 

Week 5 Capital Budgeting Decisions 
 
 

Chapter 13* 
 
 

TBA 

Week 6 Reporting for Control: 
Responsibility accounting -Cost, 
revenue, profit and investment 
centres; Evaluating Investment 
Center Performance: ROI, 
Residual income  and Economic 
Value Added, The Balanced 
Score Card; Transfer pricing- 
Negotiated, Cost-based, and 
Market-based transfer prices 
 
Group Assignment due at the 
beginning of the class 
 

Chapter 11* TBA 

Week 7 Mid-Term Exam   
Week 8 Basic accounting equation 

Financial statements – Income 
statement and balance sheet – 
Extensive Use of Excel will be 
made in this class 
 

Chapter 2**  
Chapter 3** (p 100-116) 
Chapter 4** (p 155-169)  
 

Ch 2: E2-8, CP2-2, PA2-1, PA2-
4 
Ch 3: E3-4, E3-6, E3-20  
Ch 4: M4-9, E4-6, E4-14 

Week 9 Financial statements – Cash 
flow statement – Extensive use 
of Excel will be made in this 
class 

Chapter 12**   Ch 12:  E12-2, E12-3, E12-6, 
E12-12, E12-14 
 

Week 10 Items of the balance sheet 
 
Individual Assignment due at 
the beginning of the class 
 

Chapter 7** (p 316-330) 
Chapter 8** (p 364-380) 
Chapter 9** (p 408-430) 
 

Ch 7: M7-5, E7-5, E7-6 
Ch 8:M8-3, M8-7, M8-10 E8-7, 
E8-10 
 Ch 9: E9-1, E9-3, E9-6, E9-7 

Week 11 Ratio analysis (including Return 
on Investment) 
   

Chapter 11** (p 528-
531)   
Chapter 13** 

Ch 11: M11-11 
Ch 13: M13-3, M13-8, E13-2, 
E13-7, E13-8, E13-9, E13-10 

Week 12 Exam Review   
 FINAL EXAM   
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Evaluation of Written Assignments/Projects and Exam 
Group Case Analysis: 20% (In groups of four) 
This case will be provided by the professor.  The purpose of this group case is to explore how 
financial decision making techniques are used to address business problems.   The assignment 
must be submitted in soft copy by the beginning of the sixth class.  Email submissions to the 
instructor. One group member must also submit electronically via www.turnitin.com. The 
credentials for access will be made available on the CMD. 
 
 
Individual Assignment: 20% 
An individual assignment will be due by the beginning of the tenth class.  .  Email submissions 
to the instructor. Each student must also submit electronically via www.turnitin.com.  The 
credentials for access will be made available on the CMD. 
 
Mid-Term Exam: 30% 
The mid-term exam will cover the materials from Week 1 to Week 6 and will consist of 
problems similar to the questions taken up in class and assigned problems and cases. The 
examination will be 2.5 hours long and will be conducted in class.  Materials eligible for mid-
term exam include all assigned readings, handout materials, class discussions, class discussion 
questions, lectures and homework assignments.  
 
The exam is closed book however, you will be allowed to use one 8 ½” x 11” (double-sided) 
sheet for notes.  You will not be provided a formula sheet.  Calculators that store text are not 
permitted. 
 
Final Exam: 30% 
The final exam is cumulative, and will consist of problems similar to the questions taken up in 
class and assigned problems and cases. The examination will be 2.5 hours long.  The exam will 
take place during the regularly scheduled examination period following the end of the course. 
 
Materials eligible for examinations include all assigned readings, handout materials, class 
discussions, class discussion questions, lectures and homework assignments.  
 
The exam is closed book however, you will be allowed to use one 8 ½” x 11” (double-sided) 
sheet for notes.  You will not be provided a formula sheet.  Calculators that store text are not 
permitted. 

General Academic Policies:  Grading, Academic Honesty, Accommodations, and Exams 
 
Grades at Schulich are based on a 9-value index system. The top grade is A+ (9) and the minimum 
passing grade is C- (1). To keep final grades comparable across courses, sections of required core courses 
are normally expected to have a mean grade between 4.7 and 6.1.   
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The Schulich School does not use a percentage scale or prescribe a standard conversion formula from 
percentages to letter grades.  Conversions within a course are at the discretion of the instructor.  
 
For more details on the index, grading policy, and grade point average (GPA) requirements, see the 
Student Handbook or the Student Services & International Relations website: 
http://www.sustainableenterpriseacademy.com/client/schulich/schulich_lp4w_lnd_webstation.nsf/pag
e/IMBA+Academic+Policies?OpenDocument 
 
Academic honesty is fundamental to the integrity of university education and degree programs, and 
applies in every course offered at Schulich.  Students should familiarize themselves with York 
University’s policy on academic honesty, which may be found in the Student Handbook and on the 
Student Services & International Relations website: 
 
http://www.schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Academic+Hone
sty!OpenDocument 
 
Accommodations.  For accommodations sought due to exam conflicts, religious reasons, unavoidable 
absences or disabilities, please refer to the Student Handbook or contact Student Services. 
   
For counseling & disability services, contact Student Services or see http://www.yorku.ca/cds/.  
 
Exams (Absence from) 
 
Midterm.  Students who miss a midterm examination must contact their course instructor within 24 
hours and provide the course instructor with documentation substantiating the reason for the absence. 
A copy of the documentation must also be submitted to Student Services; it will be placed in the 
student’s file.   
 
Final.  Within 24 hours of missing a final examination, students must contact the Director of Student 
Services at (416) 736-5060 and must also contact their course instructor.  Formal, original 
documentation regarding the reason for missing the exam must be submitted to the Director of Student 
Services (SSB Room W262) within 48 hours of missing the final exam.  Students who miss a final exam 
due to illness must have their doctor complete an “Attending Physician’s Statement.”  For more details, 
see: 
 
http://schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Enrolment+-
+MBA+Exam+Schedule?OpenDocument 
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Quick Reference: Summary of Classes, Activities and Deliverables 
 

Date Topics Textbook Chapters 
Covered 

Suggested Questions 

Week 1 Introduction 
 
Cost-Volume-Profit (CVP) 
Relationships: Cost-Volume-
Profit (CVP) analysis - what it is, 
its uses, assumptions, strengths 
and weaknesses; The 
breakeven point; Margin of 
safety and operating leverage; 
CVP analysis with multiple 
products/services  

 
Chapter 4* 
 

 
 
P4-18, P4-19, P4-20, P4-31 

Week 2  Relevant Costs for Decision 
Making: Pricing special orders, 
Outsourcing, Deciding on 
Market Expansion (Product and 
Geographical Segments) – 
Extensive use of Excel will be 
made in this class 
 
 

Chapters 12* P12-24, P12-27, P12-26, 
P12-28 

Week 3 Cost Behaviour and Activity-
Based Costing Systems: Using 
cost information for pricing in 
Manufacturing and service 
setting – Extensive use of Excel 
will be made in this class 

Chapters 2 &  7* P7-19, P7-20 

Week 4 Budgeting :  Sales Budgets, 
Production Budgets, Cash 
Budgets   - Extensive use of 
Excel will be made in this class 
 

Chapter 9* P9-12, P9-21, P9-24 

Week 5 Capital Budgeting Decisions 
 
 

Chapter 13* 
 
 

TBA 

Class 6 Reporting for Control: 
Responsibility accounting -Cost, 
revenue, profit and investment 
centres; Evaluating Investment 
Center Performance: ROI, 
Residual income  and Economic 
Value Added, The Balanced 
Score Card; Transfer pricing- 
Negotiated, Cost-based, and 
Market-based transfer prices 

Chapter 11* TBA 
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Group Assignment due at the 
beginning of the class 
 

Week 7 Mid-Term Exam   
Week 8 Basic accounting equation 

Financial statements – Income 
statement and balance sheet - 
Extensive use of Excel will be 
made in this class 
 

Chapter 2**  
Chapter 3** (p 100-116) 
Chapter 4** (p 155-169)  
 

Ch 2: E2-8, CP2-2, PA2-1, PA2-
4 
Ch 3: E3-4, E3-6, E3-20  
Ch 4: M4-9, E4-6, E4-14 

Week 9 Financial statements – Cash 
flow statement - Extensive use 
of Excel will be made in this 
class 

Chapter 12**   Ch 12:  E12-2, E12-3, E12-6, 
E12-12, E12-14 
 

Week 10 Items of the balance sheet 
 
Individual Assignment due at 
the beginning of the class 
 

Chapter 7** (p 316-330) 
Chapter 8** (p 364-380) 
Chapter 9** (p 408-430) 
 

Ch 7: M7-5, E7-5, E7-6 
Ch 8:M8-3, M8-7, M8-10 E8-7, 
E8-10 
 Ch 9: E9-1, E9-3, E9-6, E9-7 

Week 11 Ratio analysis (including Return 
on Investment) 
   

Chapter 11** (p 528-
531)   
Chapter 13** 

Ch 11: M11-11 
Ch 13: M13-3, M13-8, E13-2, 
E13-7, E13-8, E13-9, E13-10 

Week 12 Exam Review   
 FINAL EXAM   
 

54



New Course Proposal Template 
The following information is required for all new course proposals. To facilitate the review/approval 
process, please use the headings below (and omit the italicized explanations below each heading). 
 
1. Program:  Master of Marketing (MMKG) 

2. Course Number:  MGMT 5100 

3. Credit Value:  3.00 

4. Long Course Title:  Business Decision Making 

5. Short Course Title:  Business Decision Making 

6. Effective Session:  Fall 2018 

7. Calendar (Short) Course Description:  

Using lectures, team-based exercises, interactive discussions and cases, this course will introduce 
students to the key management concepts and theories about how businesses operate, compete, 
provide value to customers and make money. It will provide a solid foundation to help students 
develop the general management skills required to be successful in their chosen career path. 

 
8. Expanded Course Description:  

Using lectures, team-based exercises, interactive discussions and cases, this course will introduce 
students to the key management concepts and theories about how businesses operate, compete, 
provide value to customers and make money. It will provide a solid foundation to help students 
develop the general management skills required to be successful in their chosen career path. 
 
The course will use a combination of lectures, group exercises and guest speakers. In several classes, 
we will be joined by business executives and entrepreneurs who will discuss their career path and 
illustrate the concepts learned in class through challenges they have experienced in their careers. The 
course has the following learning objectives:   
 
1. To become familiar with how businesses make decisions in a competitive context.  

This will be accomplished by lectures and exercises. The lectures will present important business 
concepts and skills using well-known business frameworks and analytical techniques, and 
illustrate these concepts with group exercises using examples of companies in the news.  
Throughout the semester, students will learn how businesses identify and satisfy customer needs, 
how they organize and invest to deliver value to customers, how they compete and achieve 
success, and how they measure and manage their performance. 
 

2. To understand how to write a compelling business case.  
This will be accomplished through lectures and a practical application project. The lectures will 
cover the basic elements of developing a business case such as how businesses make decisions 
both in terms of setting objectives, delivering results and the impact of these results on financial 
outcomes. After each lecture, students will submit their written analysis of one element of a 
business case as part of the Retail Sector Team Assignment (RSTA) and receive feedback from the 
instructor.  
 

3. To develop the inter-personal skills required to function effectively in teams.   
This will be accomplished by having students work on two group assignments with deadlines and 
expected deliverables.  
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9. Evaluation:  

Assignment/Task Quantity % Weight Total % Author 
Retail sector team assignments 5 4 20 Team 
New business team assignment 1 30 30 Team 
Class participation  Ongoing 20 20 Individual 
Final exam 1 30 30 Individual 
   100%  

 
 

10. Integrated Courses:  

Not applicable 
 
11. Rationale:  

This is a core course in the Master of Marketing curriculum, and has been designed to introduce and 
reinforce the goals of Core Business Knowledge & Understanding and Professional Communication. 
Please see the Master of Marketing proposal and curriculum map for further detail and how this 
course contributes to the program level objectives.  

 
12. Faculty Resources:  

Please see the MMKG Program Proposal.  
 
13. Crosslisted Courses:  

Not crosslisted. 
 
14. Bibliography and Library Statement:  

Nickels, William G., McHugh, James M. and McHugh, Susan M.,  
Understanding Business, 10th edition (McGraw-Hill, 2010)  ISBN: 978-0073105970 

 
Please see Master of Marketing program proposal for the Library Statement. 

 
15. Physical Resources:  

No special physical resources are required. 
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Course Outline 
Fall 2018 

Class Day/Time: TBD  
 
Instructor Assistant 

TBD 
 

TBD 
 

 
 
Brief Description 
Using lectures, team-based exercises, interactive discussions and cases, this course will introduce 
students to the key management concepts and theories about how businesses operate, compete, 
provide value to customers and make money. It will provide a solid foundation to help students develop 
the general management skills required to be successful in their chosen career path. 
 
 
Contents  
 
Course Learning Outcomes ........................................................................................................................... 1 
Deliverables at a Glance ................................................................................................................................ 2 
Course Material............................................................................................................................................. 3 
Student Preparation for Class and Class Participation: Expectations ........................................................... 3 
Class-by-Class Syllabus .................................................................................................................................. 4 
Written Assignments/Projects and Exam[s]: Descriptions ........................................................................... 8 
Evaluation of Written Assignments/Projects and Exams ............................................................................. 9 
Calculation of Course Grade ........................................................................................................................ 10 
General Academic Policies: Grading, Academic Honesty, Accommodations and Exams ........................... 10 
Quick Reference: Summary of Classes, Activities and Deliverables ........................................................... 11 
 
 
Course Learning Outcomes 

 
The course has the following learning outcomes: 

 
1. To become familiar with how businesses make decisions in a competitive context. This will be 

accomplished by lectures and exercises. The lectures will present important business concepts and 
skills using well-known business frameworks and analytical techniques, and illustrate these concepts 
with group exercises using examples of companies in the news. Throughout the semester, students 
will learn how businesses identify and satisfy customer needs, how they organize and invest to 
deliver value to customers, how they compete and achieve success, and how they measure and 
manage their performance. 

2. To understand how to write a compelling business case. This will be accomplished through lectures 

MGMT 5100 оΦл  Business Decision Making 
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and a practical application project. The lectures will cover the basic elements of developing a 
business case such as how businesses make decisions both in terms of setting objectives, delivering 
results and the impact of these results on financial outcomes. After each lecture, students will 
submit their written analysis of one element of a business case as part of the Retail Sector Team 
Assignment (RSTA) and receive feedback from the instructor.  

3. To develop the inter-personal skills required to function effectively in teams.  This will be 
accomplished by having students work on two group assignments with deadlines and expected 
deliverables.  
 

The course will use a combination of lectures, group exercises and guest speakers.  In several classes, we 
will be joined by business executives and entrepreneurs who will discuss their career path and illustrate 
the concepts learned in class through challenges they have experienced in their careers.   

Deliverables at a Glance 
The deliverables for this course are intended to provide opportunities for students to learn how to think 
about and assess business problems, and to begin to learn techniques to make business decisions.  In 
addition, students will relate concepts they learn in class to their own career planning and objective-
setting, so that at the end of the course they will have a plan for investigating and pursuing a career path 
of interest. 
 
The Retail Sector Team Assignment (RSTA) is a group assignment in which students will study different 
business aspects of a retail sector of their choice. This deliverable consists of four one-page retail team 
assignments handed in weekly. These will be graded on a Pass/Fail basis and are intended to ensure that 
student groups are completing and thinking about each assignment they have been given. A two page 
Executive Summary of the results and insights derived from the weekly assignments is due Week 6. The 
four Weekly assignments should be included as an Appendix to this Summary (worth 20% of the final 
grade). Student Teams are also expected to discuss the results of this project in Class 6 if called upon.  
 
The New Business Team Assignment (NBTA) will build on the concepts and skills learned from the retail 
sector assignments.  The new business team assignment will be to conceive of a new business idea, to 
develop a business plan to commercialize the new business and to present their idea and plan to the 
instructor (worth 35% of the final grade). 
 
Class Participation is based on each student’s overall contribution to general class discussions and small 
group exercises. Class participation will be evaluated by the instructor and on the quality and frequency 
of meaningful contributions by each student over the course of the term.  Meaningful contributions, by 
definition, add insight and depth to the topics and issues we discuss in class (as opposed to repetition of 
facts).  As discussed in the Expectations for Student Preparation for each class, students are expected to 
come to class having read the assigned material and to be prepared to share their thoughts and ideas 
with fellow classmates (worth 20% of the final grade).  
 
Finally, the final exam will be a 3-hour, open-book exam and will test students’ understanding and ability 
to apply the key concepts learned throughout the term (worth 30% of the final grade). 
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For details about each major assignment, please refer to the “Overview of Major Assignments” 
document that will be posted on CMD prior to the first lecture. 
 
In summary, the final grade for the course will be based on the following items weighted as indicated:  
 
 

Assignment/Task Quantity % Weight Total % Author 
Retail sector team assignments 5 4 20 Team 
New business team assignment 1 30 30 Team 
Class participation  Ongoing 20 20 Individual 
Final exam 1 30 30 Individual 
     
   100%  

Course Material 
Required reading for this course includes the following book: 
 

Nickels, William G., McHugh, James M. and McHugh, Susan M., Understanding Business,  
10th edition (McGraw-Hill, 2010)  ISBN: 978-0073105970 

 
The instructor will post weekly lecture notes, assignment details and articles we will discuss in class on 
the Course Materials Database (CMD), which is in Schulich’s Lotus Notes. Please check CMD frequently! 
 
Finally, it is important for students to become aware and interested in (and passionate about!) current 
business news.  To accomplish this goal, students should regularly read front page business news articles 
and follow major business social media sites (Globe & Mail Report on Business, Wall Street Journal, The 
Economist magazine) to participate in class discussions.  

Student Preparation for Class: Expectations 
Attendance.  Attendance in class is a requirement for this course and your attendance is expected for 
the full duration of each class.  Attendance will be taken for each class.  Please inform the instructor 
before the class if you need to miss a class.  Permissible reasons to miss class are a job interview, illness 
(note from a medical professional required) or participation in a sanctioned Schulich school activity 
(note required). 
 
Preparation.  This course will be conducted in a highly interactive format.  You are expected to come to 
classes well-prepared and ready to participate, and contribute your ideas, insights and analyses. We will 
discuss key business concepts during the lectures and use current business events and case studies to 
illustrate and apply them. 
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Class-by-Class Syllabus 
 
Week 1 – Creating and developing customers 
 
Readings: 

• Understanding Business: Chapters 13-16 
 
 Session Topics: 

• Instructor and student introductions 

• Course overview and objectives 

• Discussion the importance of a customer 
o What is a customer? 
o How do businesses interact with customers? 
o How do businesses identify customer needs? 
o How do businesses convince customers to try their products or services? 
o How do businesses convince customers to become loyal / repeat customers? 

• Introduction of RSTA Deliverable Project 

o Working in your teams, select a retail sector to study over the first six weeks of the course.  

o Brainstorm the customer needs of the retail sector your team has selected.   

• Part 1 of the RSTA Deliverable will be handed out to class teams. 

Homework for RSTA Deliverable 

o Summarize your discussion of the customer needs you have identified in a one-page 
document to be handed into the instructor in Session 2. 

o Complete Part 1 of the RSTA deliverable and summarize your work on Part 1 in a one-page 
document to be handed into the instructor in Session 2.  

 
Session 2 – How companies deliver value to customers 
 
Readings: 

• Understanding Business: Chapters 7-9 
 
 Session Topics: 

• Discussion about how businesses deliver value to customers 
o What is a value chain? 
o How do businesses organize their people to serve customers? 
o How do businesses allocate their resources to serve customers? 

 

• Part 2 of the RSTA will be given to all teams 
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RSTA Homework for Session 3: 

• Complete Part 2 of the RSTA deliverable and write a one page summary of your work on Part 2 to be 
handed into the instructor in Session 3. 

 
Session 3 – How business set objectives and deliver results 
 
Readings: 

• Understanding Business: Chapters 10-12 and Sections P2-P7 

• Ahlberg, J. and Naucler, T., “Leading Change: An Interview With Sandvik’s Peter Gossas”, McKinsey 
Quarterly, January 2007 

 
 Session Topics: 

• Discussion about how businesses set goals and objectives 
o How do businesses think about business performance? 
o What are some of the common techniques businesses use to manage performance? 
o What are some of the common techniques businesses use to measure performance? 
o How do businesses react when things are going well? 
o How do businesses react when they do not meet their objectives? 

 

• Part 3 of the RSTA deliverable will be handed out to teams. 

Homework for Session 4: 

• Complete Part 3 of the RSTA deliverable and write a one page summary of your work on Part 3 to be 
handed into the instructor in Session 4. 

 
Session 4 – Competition 
 
Readings: 

• Understanding Business: Chapters 1-4 
 
 Session Topics: 

• Discussion about how businesses compete 
o How do businesses think about competition? 
o What are some of the common techniques to evaluate competitive behavior and impact? 
o What are some of the common techniques to respond to competitive behavior and actions? 

• Techniques on how to use benchmarking data to evaluate the performance of a business and 
identify best practices 

• Part 4 of the RSTA deliverable will be handed out to teams. Teams are expected to use the 
benchmarking techniques learned in this class to complete this assignment. 

Homework for Session 5: 
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• Complete Part 4 of the RSTA deliverable and write a one page summary of your work on Part 4 
to be handed into the instructor in Session 5. 

 
Session 5 – Financial performance and outcomes 
 
Readings: 

• Understanding Business: Chapters 18-19 
 
 Session Topics: 

• Discussion about how businesses assess and forecast financial performance 
o Why do businesses need to grow and make a profit? 
o How do businesses assess historical performance and profitability? 
o How do businesses forecast and estimate future business performance? 
o How do businesses react to favorable and unfavorable financial performance? 
o Discussion of research techniques and information sources for students to obtain business 

information 

• “Guesstimation”: Techniques on how to estimate key business metrics based on limited, readily 

available data 

Homework for Session 6: 

• Write the Executive Summary for your RSTA Project. Students are expected to use the techniques 
learned in this class to support your analysis. 

 
Session 6 – Pulling it all together: How businesses make decisions 
 
Readings: 

• Understanding Business: “Bonus Chapter” C 
 
 Session Topics: 

• Discussion about how businesses make decisions 
o Why is it important for businesses (and businesspeople) to make good business decisions? 
o What are the benefits of good business decisions and the consequences of poor ones? 
o Why do businesses need to have processes to make good business decisions? 
o How do businesses assess the pros and cons of a decision? 
o What is a business case?  How do you put together a business case? 

 
• Class discussion on learnings from RSTA project. 
• Executive Summary and Appendices for RSTA project DUE! 
 
Session 7 – Conceiving and launching a new business: NBTA introduction 
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Readings: 

• Current business news article to be posted on CMD  
 
 Session Topics: 

• Discussion about the NBTA assignment 
o Process 
o Requirements 
o Q&A 

• The NBTA proposal assignment will be introduced.  Please note that this assignment will be 
discussed in Session 8. 

 
Session 8 – Analytical frameworks 
 
Readings: 

• Current business news article to be posted on CMD  
 
 Session Topics: 

• Review common business analytical frameworks and discuss how businesspeople use them to make 
business decisions 

• Discussion of NBTA proposals 

• Possible Guest Speaker: How entrepreneurs launch businesses and create business plans 

• The NBTA value chain and competitive analysis assignment will be introduced.  Please note that we 
will have a class discussion on the highlights of what you have done in the next class. 

 
Session 9 – Case studies on business excellence 
 
Readings: 

• Current business news article to be posted on CMD  
 
 Session Topics: 

• Case studies of successful businesses   

• Class discussion on how to identify key traits of successful businesses and success enablers 

• Discussion on NBTA value chain and competitive analysis assignment 

• The NBTA financial forecast assignment will be introduced.  This is to be included in your final NBTA 
presentation due Class 11. 

 
Session 10 – Creating a Compelling Business Case: Learning from a panel of “Experts” 
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Readings: 

• Current business news article to be posted on CMD  
 
 Session Topics: 

• Panel of Schulich alums describe their careers, success factors and advice to students 

• Q&A 

• Discussion of techniques to present a compelling Business Case and effectively communicate your 
business ideas 

o Five steps to create effective, high-impact PowerPoint charts 
o Five steps to deliver effective, high-impact business presentations 
o Tips and Q&A for the NBTA presentations 

 
Session 11 – NBTA Presentations 
 
 Session Topics: 

• Each NBTA team will present a compelling business case for their New Business Proposal  

• Presentation format: 7 minutes presentation (no more than 5 PowerPoint slides) and 6 minutes 
Q&A 

 
Session 12 – Course review 
 
Readings: 

• Current business news article to be posted on CMD  
 
 Session Topics: 

• Overview and Discussion about NBTA Presentations 

• Course Review and wrap-up 

• Discuss Final Exam 
 

Note: The Final Exam will be scheduled outside of class time  

Written Assignments/Projects and Exam[s]: Descriptions 
 
For a detailed description of each major assignment, please refer to the “Overview of Major 
Assignments” document that will be posted on CMD prior to the first lecture. 
 
New Business Team Assignment (NBTA) – 30% of final grade 
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Details of the New Business Team Assignment (NBTA) are provided in the “Overview of Major 
Assignments” document that will be posted on CMD. The project will be discussed throughout the last 
six weeks of the course and we will also work on it during class. Please keep in mind that the final NBTA 
presentations are due in Session 11 and your attendance and participation is mandatory. 
 
Retail Sector Team Assignment (RSTA) – 20% of final grade 
Details of the Retail Sector Team Assignment (RSTA) are provided in the “Overview of Major 
Assignments” document that will be posted on CMD. The assignment is divided into four parts – each of 
which builds on each other. In each of the first four classes, you will receive instructions for one part of 
this assignment which is due the following class. Please keep in mind that the RSTA is due in Session 6.  
 
Final Exam - 30% of final grade 
Details of the final exam are provided in the “Overview of Major Assignments” document that will be 
posted on CMD and we will also discuss it in class. The objective of the final exams is to reinforce the 
major concepts we have learned in the course.  The exam will be 3 hours long and will be open book.  
 
Important: Present a doctor’s note if you miss an exam for sickness. Without a doctor’s note, the grade 
for the missed exam will be recorded as “zero”. 
 
Class Participation – 20% of final grade 
Presenting and defending your ideas in large and small group forums is an important skill to develop for 
managing in today’s context. Therefore, you will be expected to contribute to discussions in class and to 
ask questions of guest speakers that come to class.  

Evaluation of Written Assignments/Projects and Exams 
Please see the “Deliverables At A Glance” section on p. 2 for more detailed information.  For each 
assignment, we will discuss the requirements in detail in class.  The instructor will also post a detailed 
grading grid on CMD several weeks before each assignment in due.  The grading grid will detail the 
requirements for each assignment and the grading components and weightings.  Finally, students are 
encouraged to ask the instructor or the workshop leader for help or clarification if they are having 
difficulty with a specific aspect of an assignment. 
 
Penalties for late submission are as follows: 

• 5% off immediately if a hard copy of your assignment is not submitted by the end of the class in 
which it is due  

• An additional 5% off per day for each day the assignment is late, beginning at midnight on the 
due date 
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The details for the two major course projects (i.e., NBTA and CPA) are available on our course website. 
These project outlines include specific details about deliverables as well as an evaluation rubric used for 
each assessment. If you have questions, please ask the instructor or your workshop leader. 

Calculation of Course Grade 
 
In this course, final course grades will be determined by the following process: Each piece of work during 
the term will receive a numerical grade out of 100%.  At the end of the term, the instructor will calculate 
a final numerical grade out of 100% according to the weightings of each assignment.  Equivalences are 
as follows: 
 
Percentage      Letter Grade  Number Grade   Comments 
Below 50%   F   1   Failing 
50-54    C-   2   Barely Passing 
55-59    C   3   Passing 
60-64    C+   4   Fairly Competent 
65-69    B-   5   Competent 
70-74    B+   6   Superior 
75-79    A-   7   Very Good 
80-89    A   8   Excellent 
90 and above   A+   9   Exceptional 
 

General Academic Policies: Grading, Academic Honesty, Accommodations and Exams 
Grades at Schulich are based on a 9-value index system. For more details on the index, grading policy, 
and grade point average (GPA) requirements, see the Student Handbook or the Student Services & 
International Relations website: 
 
http://schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Academic+Policies+BB
A?OpenDocument  
 
Academic honesty is fundamental to the integrity of university education and degree programs, and 
applies in every course offered at Schulich.  Students should familiarize themselves with York 
University’s policy on academic honesty, which may be found in the Student Handbook and on the 
Student Services & International Relations website: 
 
http://www.schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Academic+Hone
sty!OpenDocument 
 
Accommodations.  For accommodations sought due to exam conflicts, religious reasons, unavoidable 
absences or disabilities, please refer to the Student Handbook or contact Student Services.   
For counseling & disability services, contact Student Services or see http://www.yorku.ca/cds/.  
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Exams (Absence from) 
• Final.  Within 24 hours of missing a final examination, students must contact the Director, Marketing 

Masters Program and must also contact their course instructor.  Formal, original documentation 
regarding the reason for missing the exam must be submitted within 48 hours of missing the final 
exam.  Students who miss a final exam due to illness must have their doctor complete an “Attending 
Physician’s Statement.”  For more details, see: 

 
http://schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Enrolment+-
+MBA+Exam+Schedule?OpenDocument 

Quick Reference: Summary of Classes, Activities and Deliverables 
 
For a one-page overview of all major deliverables for the course, as well as a detailed description of each 
major assignment, please refer to the “Overview of Major Assignments” document that will be posted 
on CMD prior to the first lecture. 
 
In addition, please consult CMD for: 

• Course overview 
• Overview of major assignments 
• Readings and business news articles to be discussed in class,  
• Important class announcements. 
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New Course Proposal Template 
The following information is required for all new course proposals. To facilitate the review/approval 
process, please use the headings below (and omit the italicized explanations below each heading). 
 
1. Program:  Master of Marketing (MMKG) 

2. Course Number:  MKTG 6000 

3. Credit Value:  3.00 

4. Long Course Title:  Marketing Field Project 1: Strategy 

5. Short Course Title:  Marketing Field Project 1: Strategy 

6. Effective Session:  Winter 2019 

7. Calendar (Short) Course Description:  

In this course, students work with an assigned client to clearly establish outcomes for the client and 
to develop the most effective and efficient means by which to attain these outcomes.  The course is 
intended to develop analytical skills, presentation skills, and an ability to work in time-sensitive 
environments. 

 
8. Expanded Course Description:  

In this course, you will be required to use the theoretical knowledge that you will be acquiring in the 
program to address a marketing problem that is being encountered by a real-world client.  You will 
work with an assigned client to (i) clearly establish the outcomes that the client is seeking to achieve, 
(ii) understand the importance of these outcomes for the client’s long-term growth and success, and 
(iii) develop the most effective and efficient means by which to attain these outcomes.  Additionally, 
the course focuses on the development of communication skills across written and oral mediums. The 
course is intended to exercise and develop analytical skills, quantitative skills, attention to detail, 
presentation skills, teamwork skills, and an ability to work in high pressure and time sensitive 
environments. 
 
70% of your course grade is based on group work.  At our very first meeting, you will be assigned to a 
group (6 members per group) as well as to an external client.  Over the course of 12 weeks, your 
group will make 3 presentations to me (see details below).   You will have 40 minutes in which to 
make your presentations (includes question and answer time).  Please see the class-by-class syllabus 
(attached as part of this outline) for the presentation dates.   
 
Phase 1 Presentation (DESCRIPTION):  In the phase 1 presentation, you will cover three topics:  (i) 
Description of the Company Background, (ii) Description of the Internal Environment of the Company, 
(iii) Description of the External Environment of the company.  This will entail extensive data collection 
efforts. 
Phase 2 Presentation (ANALYSIS):   In the phase 2 presentation, you will cover three topics:  (i)  
Analysis of the Internal Environment of the Company, (ii) Analysis of the External Environment of the 
Company, and (iii) Articulation of the Challenge statement.  This phase will entail a greater degree of 
data analysis and a lesser degree of data collection (done mainly to collect additional data based on 
your analysis).   
Phase 3 Presentation (STORYLINE):  In the phase 3 presentation, you will cover five  key topics:  (i)  
Introduction of the Company; (ii)  Articulation of the Challenge Statement; (iii)  Insights from your 
situation analysis; (iv)  identification of a range of recommendations; (iv) selection of your optimal 
recommendation; (v)  the development of an implementation plan for your recommendation.  The 
focus here is secondarily on data analysis and primarily on data collection. 
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9. Evaluation:  

 

ASSIGNMENT/TASK QUANTITY % WEIGHT TOTAL % AUTHOR 

Phase 1 Presentation 1 20% 20% Group 
Phase 2 Presentation 1 25% 25% Group 
Phase 3 Presentation 1 25% 25% Group 
Individual Presentation (in Phase 1 or 2 or 3 Presentation) 1 5% 5% Individual 
Final Exam 1 25% 25% Individual 

 
10. Integrated Courses:  

Not Applicable 
 
11. Rationale:  

This is a core course in the Master of Marketing curriculum, and has been designed to reinforce the 
goals of Core Business Knowledge & Understanding, Critical Analysis and Decision-Making, and 
Professional Communication. Please see the program proposal for further detail. Please see the 
program proposals for further details. 
 

12. Faculty Resources:  

Ashwin Joshi Phd., Associate Professor of Marketing; Director, MBA Program. 
 

13. Crosslisted Courses:  

Not Applicable 
 

14. Bibliography and Library Statement:  

Required reading for this course includes: 
a. Articles from the Harvard Business Review (HBR) and California Management Review (CMR), 
b. the Vault.com Guide to Case Interviews (500 pages) and 
c. Live Case studies from the Globe and Mail. 
d. Resources from the Web 

 
The HBR articles and the Globe and Mail cases can be downloaded from the Library website 
(http://www.library.yorku.ca/web/).  The Vault.com guide can be downloaded from the CDC website.   
 
HBR/CMR Articles 
Andreasen, Alan R. (1985), “`Backward’ Market Research,” Harvard Business Review, 63 (May/June), 
176-82. 
 
Christensen, Clayton M., Scott Cott, Taddy Hall (2005), “Marketing Malpractice,” Harvard Business 
Review, 83 (12), 74-83.   
 
Johnson, Mark W., Clayton M. Christensen, and Henning Kagermann (2008), “Reinventing Your 
Business Model,” Harvard Business Review, 86 (December), 50-59. 
 
Kim, W. Chan and Renee Mauborgne (2005), “Blue Ocean Strategy:  From Theory to Practice,” 
California Management Review, 47 (3), 105-21. 
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Leonard, Dorothy and Jeffrey Rayport (1997), “Spark Innovation through Empathic Design,” Harvard 
Business Review, 75 (November/December), 102-13. 
 
Madsbjerg, Christian and Mikkel B. Rasmussen (2014), “An Anthropologist walks into a bar…” Harvard 
Business Review, 92 (March), 80-88. 
 
Market Research: Listen & Learn.  Product #: 2750BC-PDF-ENG, Harvard Business School Press. 
Porter, Michael E. (1996), “What is Strategy?” Harvard Business Review, 74 (November-December), 
61-78. 
 
Vault.com – Guide to Case Interviews 
You will also be required to download the following from the CDC website. 
Vault.com – the guide to consulting case interviews.  (NOTE: the guide is over 500 pages in length).   

• Visit the Schulich Career Portal at www.schulich.yorku.ca/careerportal and select Student 
and Alumni Career Portal to login (you will need to use your full Schulich email address and 
password) 

• Click on the Vault logo and enter your Vault username and ID. If you do not have an existing 
account, you can create one (please ensure you use your Schulich email address when 
creating the account) 

• Once you have logged in, click on Guides at the top right hand side 
 
Globe and Mail - Cases 
You will also be directed to Factiva (on the library website) to download specific newspaper articles 
on:  RIM; Dell; Tim Hortons; Loblaws; Uncorking the Okanagan; Crocs; and Subway Sandwiches. 
 
Course Materials Database (CMD) 
Each section of a Schulich-based course has a Course Materials Database (‘CMD’) created within Lotus 
Notes. Every CMD includes some important general information for Schulich students. It is students’ 
responsibility to follow up on CMD on a regular basis.  
 
Web Resources 
Fundamentals of Strategy 
Videos for Porter: 

1. https://www.youtube.com/watch?v=Zq9-JT8moU4 
2. https://www.youtube.com/watch?v=clp-IMpuwaQ 
3. https://www.youtube.com/watch?v=0CJQBN3OOj0 

Videos for Blue Ocean Strategy:   
1. https://www.blueoceanstrategy.com/what-is-blue-ocean-strategy/ 
2. https://hbr.org/2004/10/blue-ocean-strategy 

Videos for Data Visualization: 
1. https://www.youtube.com/watch?v=PQRwsw5dBqM 
2.  http://auremoser.github.io/mavc/#/ 
 

Exemplary Presentation Decks 
http://www.mekkographics.com/wp-content/uploads/2013/10/Examples-of-Strategy-Consulting-
Firm-Client-Presentations.pdf 
http://www.slideshare.net/TheBostonConsultingGroup/presentations 
 
Please see Master of Marketing program proposal for the Library Statement. 
 

15. Physical Resources:  
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No special physical resources are required. 
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COURSE OUTLINE 
TERM:  Winter 2019 
DATES:  Jan. ***; Feb. ***; Mar. ***; Apr. ***  
TIME:  TBA (3 hour class once a week) 
LOCATION:  TBA 
 
INSTRUCTOR (SAMPLE) ADMINISTRATIVE ASSISTANT (SAMPLE) 

Ashwin W. Joshi, Ph.D. 
N325 Seymour Schulich Building (SSB) 
Tel: 647-409-7302 
Email: ajoshi@schulich.yorku.ca 

Sheila Sinclair 
N304A SSB 
Tel: 416-650-8167 
Email:  ssinclai@schulich.yorku.ca 
 

Ashwin W. Joshi is an Associate Professor of Marketing and the Director of the MBA Program at the 
Schulich School of Business.  Over the last 20 years, Ashwin has taught courses across the BBA, MBA, 
EMBA, and PhD Programs, and delivered executive education programs through the Schulich Executive 
Education Center in Canada, China, Mexico and India.  He has also developed executive education 
programs for companies in South Africa and the Middle-East.  Professor Joshi explores issues relating to 
innovation in the areas of salesforce management, new product development, and business-to-business 
marketing, in both his research and consulting practice.   

Brief Description 
In this course, students work with an assigned client to clearly establish outcomes for the client and to 
develop the most effective and efficient means by which to attain these outcomes.  The course is intended 
to develop analytical skills, presentation skills, and an ability to work in time-sensitive environments. 
 
Extended Description 
 
In this course, you will be required to use the theoretical knowledge that you will be acquiring in the 
program to address a marketing problem that is being encountered by a real-world client.  You will work 
with an assigned client to (i) clearly establish the outcomes that the client is seeking to achieve, (ii) 
understand the importance of these outcomes for the client’s long-term growth and success, and (iii) 
develop the most effective and efficient means by which to attain these outcomes.  Additionally, the 
course focuses on the development of communication skills across written and oral mediums. The course 
is intended to exercise and develop analytical skills, quantitative skills, attention to detail, presentation 
skills, teamwork skills, and an ability to work in high pressure and time sensitive environments. 
 
70% of your course grade is based on group work.  At our very first meeting, you will be assigned to a 
group (6 members per group) as well as to an external client.  Over the course of 12 weeks, your group 
will make 3 presentations to me (see details below).   You will have 40 minutes in which to make your 
presentations (includes question and answer time).  Please see the class-by-class syllabus (attached as 
part of this outline) for the presentation dates.   
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Phase 1 Presentation (DESCRIPTION):  In the phase 1 presentation, you will cover three topics:  (i) 
Description of the Company Background, (ii) Description of the Internal Environment of the Company, (iii) 
Description of the External Environment of the company.  This will entail extensive data collection efforts. 
Phase 2 Presentation (ANALYSIS):   In the phase 2 presentation, you will cover three topics:  (i)  Analysis 
of the Internal Environment of the Company, (ii) Analysis of the External Environment of the Company, 
and (iii) Articulation of the Challenge statement.  This phase will entail a greater degree of data analysis 
and a lesser degree of data collection (done mainly to collect additional data based on your analysis).   
Phase 3 Presentation (STORYLINE):  In the phase 3 presentation, you will cover five  key topics:  (i)  
Introduction of the Company; (ii)  Articulation of the Challenge Statement; (iii)  Insights from your situation 
analysis; (iv)  identification of a range of recommendations; (iv) selection of your optimal 
recommendation; (v)  the development of an implementation plan for your recommendation.  The focus 
here is secondarily on data analysis and primarily on data collection. 
 
Contents  
Course Learning Outcomes ........................................................................................................................... 2 
Deliverables at a Glance ................................................................................................................................ 2 
Course Material............................................................................................................................................. 4 
Student Preparation for Class and Class Participation: Expectations ........................................................... 6 
Class-by-Class Syllabus .................................................................................................................................. 6 
Evaluation of Written Assignments/Projects and Exam ............................................................................... 7 
General Academic Policies:  Grading, Academic Honesty, Accommodations, and Exams ........................... 9 
Quick Reference: Summary of Classes, Activities and Deliverables ........................................................... 11 
 
Course Learning Outcomes 
 
PROGRAM LEARNING OUTCOMES – Master of Marketing 
Two program-level learning outcomes are especially pertinent for this course.  Accordingly, they are 
reproduced below. 
 
Critical Analysis and Decision-Making 
Graduates of the MMKG program are able to: 
- Identify and analyze a complex marketing problems using appropriate quantitative and qualitative 
research methods. 
- Devise a clear, cost-effective, innovative and actionable marketing plan that delivers consumer insights 
to satisfy the needs of organizations. 
 
Professional Communication  
Graduates of the MMKG program are able to: 
-  Prepare and deliver a clear, effective and engaging oral presentation using appropriate technology. 
- Write a clear, effective and engaging business document appropriate for the target audience. 
- Apply appropriate strategies to work effectively in teams. 
 
COURSE LEARNING OUTCOMES – Marketing Field Project 
Learn how to Integrate Functional Knowledge:  Over the course of the Fall term, you will acquire functional 
knowledge in various aspects of the marketing discipline.  In this course, you will learn how to integrate the 
knowledge from each of these functional aspects in the process of identifying and addressing the marketing 
challenges that are faced by your client. 
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Develop Research Skills:  While you learn key concepts in the core courses, in this course, you will learn to 
apply these concepts in the context of a marketing challenge that is being experienced by your client.  This 
will require you to develop hypotheses about the company based on your understanding of the key 
concepts in the core courses and to test these hypotheses using data that you will be collecting about the 
client.  In short, you will learn research skills, that is, you will learn how to develop hypotheses and to test 
them using company data.      

 

Develop Strategic Thinking Skills:  In this course, you will learn to (a) identify marketing challenges, (b) 
analyze the company and its external environment to establish the root cause(s) of these marketing 
challenges, (c)  develop alternative approaches to resolving the challenges, (d)  evaluate these alternative 
approaches to land on a recommended approach, and (e) articulate the steps that need to be implemented 
– and the sequence in which they are to be implemented – in order to comprehensively address these 
challenges.  

 

Develop Strategic Story-telling Skills:  Whereas strategic thinking leads to the development of a strategy, 
this strategy has to be sold internally in order for the organization to become aligned with the strategy.  In 
this course, you will learn how to develop presentation story-boards that will enable you to convey your 
strategy in an effective and efficient manner to your audiences.   

 

Develop Presentation Skills:  In addition to learning how to develop presentation story-boards, you will also 
learn how to deliver presentations.  Over the term, you will make numerous presentations both individually 
and as part of a team.  The intent is to create a sense of comfort in your toward the task of presenting your 
ideas to audiences.   

  

74



Deliverables at a Glance 
 
The final grade for the course will be based on the following items weighted as indicated:  
 

ASSIGNMENT/TASK QUANTITY % WEIGHT TOTAL % AUTHOR 

Phase 1 Presentation 1 20% 20% Group 
Phase 2 Presentation 1 25% 25% Group 
Phase 3 Presentation 1 25% 25% Group 
Individual Presentation (in Phase 1 or 2 or 3 
Presentation) 

1 5% 5% Individual 

Final Exam 1 25% 25% Individual 
   
 100%  

 
Late submissions policy:  Given the lock-step nature of this course, late submissions will not be accepted 
without a valid reason and supporting documentation.  
 
For details, see “Evaluations of Written Assignments/Projects and Exam”, p. 6. 

Course Material 
 
Required reading for this course includes: 
a. Articles from the Harvard Business Review (HBR) and California Management Review (CMR), 
b. the Vault.com Guide to Case Interviews (500 pages) and 
c. Live Case studies from the Globe and Mail. 
d. Resources from the Web 
 
The HBR articles and the Globe and Mail cases can be downloaded from the Library website 
(http://www.library.yorku.ca/web/).  The Vault.com guide can be downloaded from the CDC website.   
 
HBR/CMR Articles 
Andreasen, Alan R. (1985), “`Backward’ Market Research,” Harvard Business Review, 63 (May/June), 
176-82. 
 
Christensen, Clayton M., Scott Cott, Taddy Hall (2005), “Marketing Malpractice,” Harvard Business 
Review, 83 (12), 74-83.   
 
Johnson, Mark W., Clayton M. Christensen, and Henning Kagermann (2008), “Reinventing Your Business 
Model,” Harvard Business Review, 86 (December), 50-59. 
 
Kim, W. Chan and Renee Mauborgne (2005), “Blue Ocean Strategy:  From Theory to Practice,” California 
Management Review, 47 (3), 105-21. 
 
Leonard, Dorothy and Jeffrey Rayport (1997), “Spark Innovation through Empathic Design,” Harvard 
Business Review, 75 (November/December), 102-13. 
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Madsbjerg, Christian and Mikkel B. Rasmussen (2014), “An Anthropologist walks into a bar…” Harvard 
Business Review, 92 (March), 80-88. 
 
Market Research: Listen & Learn.  Product #: 2750BC-PDF-ENG, Harvard Business School Press. 
Porter, Michael E. (1996), “What is Strategy?” Harvard Business Review, 74 (November-December), 61-
78. 
 
 
Vault.com – Guide to Case Interviews 
You will also be required to download the following from the CDC website. 
Vault.com – the guide to consulting case interviews.  (NOTE: the guide is over 500 pages in length).   
• Visit the Schulich Career Portal at www.schulich.yorku.ca/careerportal and select Student and 

Alumni Career Portal to login (you will need to use your full Schulich email address and password) 
• Click on the Vault logo and enter your Vault username and ID. If you do not have an existing 

account, you can create one (please ensure you use your Schulich email address when creating the 
account) 

• Once you have logged in, click on Guides at the top right hand side 
 
Globe and Mail - Cases 
You will also be directed to Factiva (on the library website) to download specific newspaper articles on:  
RIM; Dell; Tim Hortons; Loblaws; Uncorking the Okanagan; Crocs; and Subway Sandwiches. 
 
Course Materials Database (CMD) 
Each section of a Schulich-based course has a Course Materials Database (‘CMD’) created within Lotus 
Notes. Every CMD includes some important general information for Schulich students. It is students’ 
responsibility to follow up on CMD on a regular basis.  
 
Web Resources 
Fundamentals of Strategy 
Videos for Porter: 

1. https://www.youtube.com/watch?v=Zq9-JT8moU4 
2. https://www.youtube.com/watch?v=clp-IMpuwaQ 
3. https://www.youtube.com/watch?v=0CJQBN3OOj0 

 
Videos for Blue Ocean Strategy:   

1.  https://www.blueoceanstrategy.com/what-is-blue-ocean-strategy/ 
2.  https://hbr.org/2004/10/blue-ocean-strategy 

 
 

Videos for Data Visualization: 
1. https://www.youtube.com/watch?v=PQRwsw5dBqM 
2.  http://auremoser.github.io/mavc/#/ 

 
 
Exemplary Presentation Decks 
http://www.mekkographics.com/wp-content/uploads/2013/10/Examples-of-Strategy-Consulting-Firm-
Client-Presentations.pdf 
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http://www.slideshare.net/TheBostonConsultingGroup/presentations 
 
 
 
 

 

Student Preparation for Class and Class Participation: Expectations 
 
You are encouraged to take an active part in the class discussions by providing thoughtful, constructive, 
worthwhile comments, questions and debate. Oral communication skills are a must for professionals, so 
meaningful classroom contribution is expected. 
 
Expectations: 
 
I consider preparing for class, and participating in the exploration of ideas during class, to be a normal, 
expected part of life as a Schulich graduate student. 

Class-by-Class Syllabus 
 
Topics, readings, and other preparations for every class are listed below 
 

Note: If any changes in this schedule become necessary, notifications will be posted on 
the course CMD, and when changes need to be announced between classes, an email will 
be sent to students’ Lotus Notes email accounts, notifying them of the change. 

 
DATE/CLASS TOPIC(S)/ASSIGNED READING(S)/ASSIGNED WORK DUE 
  
Week 1 
 

Introduction to Course; Marketing Field Project Framework (Part 1 of 2) 
 
Read: 

1. Class 1 MSTM 5300 Overview – posted on the CMD 
2. Marketing Field Project Framework – posted on the CMD 
3. Second Cup Case study  

 
In-Class Activity:  Discussion of learning outcomes of the course; Marketing Field 
Project Framework; Second Cup Case Study – application of the Marketing Field 
Project Framework 

  
Week 2 
 

Introduction to Course; Marketing Field Project Framework (Part 2 of 2) 
 
Read: 

1. Class 1 MSTM 5300 Overview – posted on the CMD 
2. Marketing Field Project Framework – posted on the CMD 
3. Second Cup Case study  
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DATE/CLASS TOPIC(S)/ASSIGNED READING(S)/ASSIGNED WORK DUE 
 
In-Class Activity:  Discussion of learning outcomes of the course; Marketing Field Project 
Framework; Second Cup Case Study – application of the Marketing Field Project 
Framework 
 

  
Week 3 
 

Phase 1 - Client Meetings 

  
Week 4 
 

Phase 1 Presentations (Group 1, 3, 5, 7) 

  
Week 5 
 

Phase 1 Presentations (Group 2,4,6,8) 

  
Week 6 
 

REVIEW CLASS – taking stock of where we are and where we are going.  In class 
lecture/discussion. 

  
Week 7 
 

Phase 2 - Client Meetings 

  
Week 8 
 

Phase 2 Presentations (Group 2,4,6,8) 

  
Week 9 
 

Phase 2 Presentations (Group 1,3,5,7) 
 

  
Week 10 
 

Phase 3 Client Meetings 

  
Week 11 
 

Phase 3 Presentations (Group 1,3,5,7) 
 

  
Week 12 
 

Phase 3 Presentations (Group 2,4,6,8) 

Week 13 Final Exam – Date TBA 

Evaluation of Written Assignments/Projects and Exam 
 
Due Date  
Week 4/5 Phase 1 Presentations (20% of course grade) 

Each group will have 40 minutes in which to present to me and for a question and answer 
session.  Typically I recommend a 25 minute presentation followed by a 15 minute 
question and answer session.   
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Due Date  
The aim of Phase 1 is DESCRIPTIVE.  It primarily entails DATA COLLECTION.  You will be 
required to collect data on the following topics:  (i) Description of the Company Background, 
(ii) Description of the Internal Environment of the Company, (iii) Description of the External 
Environment of the company.  The aim of the phase 1 presentation is to demonstrate to me 
that you know the client well.    

  
  
Week 8/9 Phase 2 Presentations (25% of course grade) 

Each group will have 40 minutes in which to present to me and for a question and answer 
session.  Typically I recommend a 25 minute presentation followed by a 15 minute 
question and answer session.   
  

The aim of Phase 2 is ANALYTICAL.  While it involves some data collection – this is as a result 
of your analysis telling you that the data you collected in Phase 1 is incomplete, as a result 
of which you require additional data collection – Phase 2 will be focused on sifting the data 
you have collected to identify what you think is really going on.  Specifically, your 
presentation will cover three topics:  (i)  Analysis of the Internal Environment of the 
Company, (ii) Analysis of the External Environment of the Company, and (iii) Articulation of 
the Challenge statement.  The aim of this phase is to demonstrate to me that you have a 
command of the facts that matter in this situation.   
 

Week 
11/12 

Phase 3 Presentations (25% of course grade) 
Each group will have 40 minutes in which to present to me and for a question and answer 
session.  Typically I recommend a 25 minute presentation followed by a 15 minute 
question and answer session.   
 
The aim of Phase 3 is to establish a STORYLINE.  Your storyline will unfold over the following 
5 Acts:  (i)  Introduction of the Company; (ii)  Articulation of the Challenge Statement; (iii)  
Insights from your situation analysis; (iv)  identification of a range of recommendations; (iv) 
selection of your optimal recommendation; (v)  the development of key actionable ideas 
arising from your recommendation (i.e. ,implementation plan).   

  
Week 5/12 Individual Presentation (5% of course grade) 
 As an individual, you will present for a MINIMUM of 10 minutes across the three phases of 

the group presentation.  This will give me the opportunity to assess your presentation skills. 
I shall give you written feedback of my assessment along with a grade at the end of the 
phase 3 presentation.  Assessment criteria will include: (i) clarity of thought, (ii) clarity of 
speech, (iii) confident body language, (iv) ability to make eye contact with audience 
members, and (v) ability to answer questions clearly and comprehensively.   
 

Week 13 
(Date TBA) 

Closed Book Final Exam (25% of course grade) 
The Final Exam is designed to test your analytical skills as well as your ability to articulate a 
strategic story – these being key learning outcomes of the course, learning outcomes that 
are also reinforced in Phase 2 and Phase 3 of your client presentations.  You will receive a 
case and you will be required to demonstrate your analytical and strategic story-telling 
abilities in the context of this case.  The examination will last three hours.  The exam will 
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Due Date  
take place during the regularly scheduled examination period following the end of the 
course.  The exam will be closed book. 
 
Materials eligible for examinations include all assigned readings, handout materials, class 
discussions, class discussion questions, lectures and homework assignments.  In particular, 
please NOTE that all the company analysis presentations are also materials that may be 
examined in the final exam. 
 
 

PEER 
EVALUATI
ON OF 
GRADES 

Since 70% course is based on group work, it is critical to ensure that free-riding does not 
occur.  Each student will receive qualitative (in Phase 2) and quantitative (in Phase 2 AND in 
Phase 5) from their group.  
 
The qualitative feedback will entail an assessment by the group of each individual in two 
areas. This will be submitted by the group to each individual member at the end of phase 
2.  All evaluations will be submitted to the instructor as well.  The evaluation will cover two 
areas: 

(a)  The Individual’s Strengths 
(b) Areas that the individual needs to improve upon 

 
With respect to the quantitative feedback, each group will submit the following form to me 
along with your Phase 2 presentation AND your Phase 5 presentation. 
NOTE:   
(i) The total in column 3 should be 0.  
(ii) This has to be a consensus decision by the group. 
(iii) I may or may not use this information to assign grades to individual group members.  
 
Group Number: 
Client Name: 

GROUP MEMBER 
NAMES 

STUDENT 
NUMBER 

Grade (+2; +1; 0; -
1; -2) 

Signature 

1.    
2.    
3.    
4.    
5.    
6.    

 

General Academic Policies:  Grading, Academic Honesty, Accommodations, and Exams 
 
Grades at Schulich are based on a 9-value index system. The top grade is A+ (9) and the minimum passing 
grade is C- (1). To keep final grades comparable across courses, sections of required core courses are 
normally expected to have a mean grade between 4.7 and 6.1.   
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The Schulich School does not use a percentage scale or prescribe a standard conversion formula from 
percentages to letter grades.  Conversions within a course are at the discretion of the instructor.  
 
For more details on the index, grading policy, and grade point average (GPA) requirements, see the 
Student Handbook or the Student Services & International Relations website: 
http://www.sustainableenterpriseacademy.com/client/schulich/schulich_lp4w_lnd_webstation.nsf/pag
e/IMBA+Academic+Policies?OpenDocument 
 
Academic honesty is fundamental to the integrity of university education and degree programs, and 
applies in every course offered at Schulich.  Students should familiarize themselves with York University’s 
policy on academic honesty, which may be found in the Student Handbook and on the Student Services & 
International Relations website: 
 
http://www.schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Academic+Hone
sty!OpenDocument 
 
Accommodations.  For accommodations sought due to exam conflicts, religious reasons, unavoidable 
absences or disabilities, please refer to the Student Handbook or contact Student Services. 
   
For counseling & disability services, contact Student Services or see http://www.yorku.ca/cds/.  
 
Exams (Absence from) 
 
Final.  Within 24 hours of missing a final examination, students must contact the Director of Student 
Services at (416) 736-5060 and must also contact their course instructor.  Formal, original documentation 
regarding the reason for missing the exam must be submitted to the Director of Student Services (SSB 
Room W262) within 48 hours of missing the final exam.  Students who miss a final exam due to illness 
must have their doctor complete an “Attending Physician’s Statement.”  For more details, see: 
 
http://schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Enrolment+-
+MBA+Exam+Schedule?OpenDocument 
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Quick Reference: Summary of Classes, Activities and Deliverables 
 

Date Topics Required Reading In-Class Activity 
Week 1 Course Introduction pp.4-5 this document Discussions 
Week 2 Course Introduction pp.4-5 this document Discussions 
Week 3 Phase 1 Client Meeting   
Week 4 Phase 1 Presentation  Presentation (Group 

1,3,5,7) 
Week 5 Phase 1 Presentation  Presentation (Group 

2,4,6,8) 
Week 6 REVIEW CLASS  Discussion of where we 

are in the group projects 
and the next steps 

Week 7 Phase 2 Client Meeting   
Week 8 Phase 2 Presentation  Presentation (Group 

2,4,6,8) 
Week 9 Phase 2 Presentation  Presentation (Group 

1,3,5,7) 
Week 10 Phase 3 Client Meeting   
Week 11 Phase 1 Presentation  Presentation (Group 

1,3,5,7) 
Week 12 Phase 1 Presentation  Presentation (Group 

2,4,6,8) 
Week 13 (Date 
TBA) 

Final Exam  Closed book; in-class; 3 
hours 
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New Course Proposal Template 
The following information is required for all new course proposals. To facilitate the review/approval 
process, please use the headings below (and omit the italicized explanations below each heading). 
 
1. Program:  Master of Marketing (MMKG) 

2. Course Number:  MKTG 6001 

3. Credit Value:  3.00 

4. Long Course Title:  Marketing Field Project 2: Implementation 

5. Short Course Title:  Marketing Field Project 2: Implementation 

6. Effective Session:  Summer 2019 

7. Calendar (Short) Course Description:  

In this course students work with their assigned client to implement their solution and to devise 
course corrections to their implementation plan as merited by the results that they are observing.   
Students learn key principles of project management and reflect on key ethical principles over the 
course of this project. 
 

8. Expanded Course Description:  

In this course, you will be required to implement the strategic recommendation that you have made 
in the previous course in this sequence (Marketing Field Project 1:  Strategy).  You will work with your 
assigned client over the term to (i) implement your solution, (ii) monitor the extent to which the pre-
determined outcomes are being attained, and (iii) devise course corrections to your implementation 
plan as merited by the results that you are observing.   You will learn key principles of project 
management that will enable you to execute these steps in an effective and efficient manner.  As well, 
the course will require you to engage extensively with issues relating to ethics through all the phases 
of implementation.  The course, thus, contributes to the development of your ethical sensitivity, to 
the well-being of clients, and to the current state of marketing knowledge.  As with the previous 
course, this course as well focuses on the development of communication skills across written and 
oral mediums. The course is intended to exercise and develop analytical skills, quantitative skills, 
attention to detail, presentation skills, teamwork skills, and an ability to work in high pressure and 
time sensitive environments. 

70% of your course grade is based on group work.  Over the course of 12 weeks, your group will make 
3 presentations to me (see details below).  Given that you have completed Phase 1, 2, and 3 in the 
earlier course in this sequence (Marketing Field Project 1:  Strategy), the phases in this course are 
numbered Phase 4, Phase 5, and Phase 6.  As in the previous course, you will have 40 minutes in 
which to make your presentations (includes question and answer time).  Please see the class-by-class 
syllabus (attached as part of this outline) for the presentation dates.   

Phase 4 Presentation (IMPLEMENTATION PLANNING – CONTENT AND PROJECT):  In the phase 4 
presentation, you will cover three topics:  (i) Review of the Phase 3 Presentation, (ii) Development of 
a Project Plan for your implementation, (iii)  Anticipation of Ethical issues that may arise during 
implementation.   

Phase 5 Presentation (REVIEW OF IMPLEMENTATION PLAN):   In the phase 5 presentation, you will 
cover three topics:  (i)  Update on the implementation of the project plan, (ii) Update on the 
outcomes that have been attained, (iii)  Anticipated next steps, and (iv) Discussion of ethical issues 
that may have arisen during implementation. 

Phase 6 Presentation (ASSESSMENT OF OUTCOMES):  In the phase 6 presentation, you will cover six 
topics:  (i) Overview of the Phase 3 Presentation; (ii) Discussion of your project plan; (iii)  Presentation 
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of Outcomes attained, (iv)  Evaluation of outcomes attained and recommended next steps, (v) 
Contributions to Marketing Knowledge, and (vi) Assessment of Ethical issues that may have arisen 
during the implementation process.   
 

9. Evaluation:  

 
ASSIGNMENT/TASK QUANTITY % 

WEIGHT 
TOTAL % AUTHOR 

Phase 4 Presentation 1 25% 25% Group 
Phase 5 Presentation 1 20% 20% Group 
Phase 6 Presentation 1 25% 25% Group 
Reflection Paper – Ethical 
Implications of Marketing 
Actions 

1 5% 5% Individual 

Reflection Paper – Project 
Management:  Efficiency and 
Flexibility Considerations 

1 5% 5%  

Final Exam 1 20% 20% Individual 
  TOTAL 100%  

 
10. Integrated Courses: 

Not Applicable 
 
11. Rationale:  

This is a core course in the Master of Marketing curriculum, and has been designed to reinforce the 
goals of Core Business Knowledge & Understanding, Critical Analysis and Decision-Making, 
Professional Communication, and Ethical Behaviour & Social Responsibility. Please see program 
proposal for further details. 
 

12. Faculty Resources:  

Ashwin Joshi PhD., Associate Professor of Marketing, Director MBA Program 
 

13. Crosslisted Courses:  

Not crosslisted. 
 
14. Bibliography and Library Statement:  

PROJECT MANAGEMENT – Week 1 (The Efficiency Perspective) 
Gothelf, Jeff and Josh Seiden (2017), “You Need to Manage Digital Projects for Outcomes, Not 
Outputs,” Harvard Business Review, 2/6/2017, pp.2-6. 

Harvard Business Review Staff, “Five Critical Roles in Project Management,” Harvard Business Review 
Digital Articles, 11/3/2016, pp. 2-5. 

Harvard Business Review Staff, “The Four Phases of Project Management,” Harvard Business Review 
Digital Articles, 11/3/2016, pp.2-7. 

Markman, Art (2017), “To Achieve a Major Goal, First Tackle a Few Small Ones,” Harvard Business 
Review Digital Articles, 2/24/2017, pp.2-4. 

Slabey, William and Douglas Austrom (1998), “Organizational Engineering Principles in Project 
Management,” Project Management Journal, 29 (4), 25-32. 
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Thakur, Hareshchandra (2016), “Project Leadership – Top 10 Cardinal Principles Part 1,” PM World 
Journal, 5 (August), 1-9. 
 
PROJECT MANAGEMENT – Week 6 (The Flexibility Perspective) 
Lenfle, Sylvain and Christoph Loch (2010), “Lost Roots:  How Project Management Came to Emphasize 
Control Over Flexibility and Novelty,” California Management Review, 53 (Fall), 32-55. 
Edmondson, Amy C. (2016), “Wicked Problem Solvers,” Harvard Business Review, 94 (June), 52-59. 

Osipova, Ekaterina and per Erik Eriksson (2013), “Balancing Control and Flexibility in Joint Risk 
Management:  Lessons Learned from Two Construction Projects,” International Journal of Project 
Management, 31 (April), 391-99. 
 
ETHICAL SENSITIVITY 
Keltner, Dachter (2016), Don’t Let Power Corrupt You,” Harvard Business Review Digital Articles, 94 
(October), 112-15. 

McLaverty, Christopher and Annie McKee (2016), “What You Can Do to Improve Ethics at Your 
Company,” Harvard Business Review Digital Articles, 12/29/2016, pp. 2-5. 

Shapiro, Brian and Michael Naughton (2015), “The Expression of Espoused Humanizing Values in 
Organizational Practice:  A Conceptual Framework and Case Study,” Journal of Business Ethics, 126 
(January), 68-81. 
 
WEB RESOURCES 
Videos for Project Management:   
The Basics of Good Project Management (https://www.youtube.com/watch?v=5d16JwWwjKo) 
Introduction to Project Management (https://www.youtube.com/watch?v=EOFKR5c7-NE) 
Project Management Tutorial:  (https://www.youtube.com/watch?v=LQmZw-HrHeo) 
 
Videos for Ethics: 
Creating Ethical Cultures in the workplace (https://www.youtube.com/watch?v=wzicXbnmllc) 
Business Ethics in the workplace (https://www.youtube.com/watch?v=zVN8X_bvRWQ) 
Workplace Ethics – David Gill (https://www.youtube.com/watch?v=hI_TGUqGm84) 
 
BUILDING POWERPOINT DECKS 
http://www.mekkographics.com/wp-content/uploads/2013/10/Examples-of-Strategy-Consulting-Firm-Client-
Presentations.pdf 
 
http://www.slideshare.net/TheBostonConsultingGroup/presentations 

 
Please see Master of Marketing program proposal for the Library Statement. 

 
15. Physical Resources:  

No special physical resources are required. 
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COURSE OUTLINE 
TERM:  Summer 2018 
DATES:  May ***; June ***; July ***  
TIME:  TBA (3 hour class once a week) 
LOCATION:  TBA 

INSTRUCTOR (SAMPLE) ADMINISTRATIVE ASSISTANT (SAMPLE) 
Ashwin W. Joshi, Ph.D. 
N325 Seymour Schulich Building (SSB) 
Tel: 647-409-7302 
Email: ajoshi@schulich.yorku.ca 

Sheila Sinclair 
N304A SSB 
Tel: 416-650-8167 
Email:  ssinclai@schulich.yorku.ca 
 

Ashwin W. Joshi is an Associate Professor of Marketing and the Director of the MBA Program at the 
Schulich School of Business.  Over the last 20 years, Ashwin has taught courses across the BBA, MBA, 
EMBA, and PhD Programs, and delivered executive education programs through the Schulich Executive 
Education Center in Canada, China, Mexico and India.  He has also developed executive education 
programs for companies in South Africa and the Middle-East.  Professor Joshi explores issues relating to 
innovation in the areas of salesforce management, new product development, and business-to-business 
marketing, in both his research and consulting practice.   

 
Brief Description 
 
In this course students work with their assigned client to implement their solution and to devise course 
corrections to their implementation plan as merited by the results that they are observing.   Students 
learn key principles of project management and reflect on key ethical principles over the course of this 
project. 
  
Extended Description 
 
In this course, you will be required to implement the strategic recommendation that you have made in 
the previous course in this sequence (Marketing Field Project 1:  Strategy).  You will work with your 
assigned client over the term to (i) implement your solution, (ii) monitor the extent to which the pre-
determined outcomes are being attained, and (iii) devise course corrections to your implementation 
plan as merited by the results that you are observing.   You will learn key principles of project 
management that will enable you to execute these steps in an effective and efficient manner.  As well, 
the course will require you to engage extensively with issues relating to ethics through all the phases of 
implementation.  The course, thus, contributes to the development of your ethical sensitivity, to the 
well-being of clients, and to the current state of marketing knowledge.  As with the previous course, this 
course as well focuses on the development of communication skills across written and oral mediums. 
The course is intended to exercise and develop analytical skills, quantitative skills, attention to detail, 

 MKTG 6001 3.00 -  Marketing Field Project 2:  Implementation 
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presentation skills, teamwork skills, and an ability to work in high pressure and time sensitive 
environments. 
 
70% of your course grade is based on group work.  Over the course of 12 weeks, your group will make 3 
presentations to me (see details below).  Given that you have completed Phase 1, 2, and 3 in the earlier 
course in this sequence (Marketing Field Project 1:  Strategy), the phases in this course are numbered 
Phase 4, Phase 5, and Phase 6.  As in the previous course, you will have 40 minutes in which to make 
your presentations (includes question and answer time).  Please see the class-by-class syllabus (attached 
as part of this outline) for the presentation dates.   
 
Phase 4 Presentation (IMPLEMENTATION PLANNING – CONTENT AND PROJECT):  In the phase 4 
presentation, you will cover three topics:  (i) Review of the Phase 3 Presentation, (ii) Development of a 
Project Plan for your implementation, (iii)  Anticipation of Ethical issues that may arise during 
implementation.   
Phase 5 Presentation (REVIEW OF IMPLEMENTATION PLAN):   In the phase 5 presentation, you will cover 
three topics:  (i)  Update on the implementation of the project plan, (ii) Update on the outcomes that 
have been attained, (iii)  Anticipated next steps, and (iv) Discussion of ethical issues that may have arisen 
during implementation. 
Phase 6 Presentation (ASSESSMENT OF OUTCOMES):  In the phase 6 presentation, you will cover six 
topics:  (i) Overview of the Phase 3 Presentation; (ii) Discussion of your project plan; (iii)  Presentation of 
Outcomes attained, (iv)  Evaluation of outcomes attained and recommended next steps, (v) 
Contributions to Marketing Knowledge, and (vi) Assessment of Ethical issues that may have arisen 
during the implementation process.   
 
Contents  
Course Learning Outcomes ........................................................................................................................... 2 
Deliverables at a Glance ................................................................................................................................ 3 
Course Material............................................................................................................................................. 4 
Student Preparation for Class and Class Participation: Expectations ........................................................... 5 
Class-by-Class Syllabus .................................................................................................................................. 5 
Evaluation of Written Assignments/Projects and Exam ............................................................................... 6 
General Academic Policies:  Grading, Academic Honesty, Accommodations, and Exams ........................... 9 
Quick Reference: Summary of Classes, Activities and Deliverables ........................................................... 11 
 
Course Learning Outcomes 
 
PROGRAM LEARNING OUTCOMES – Master of Marketing 
Two program-level learning outcomes are especially pertinent for this course.  Accordingly, they are 
reproduced below. 
 
Ethical Behaviour and Social Responsibility 
Graduates of the MMKG program are able to: 
- Describe the ethical and social responsibilities of organizations engaged in marketing. 
- Identify, analyze, and devise solutions for ethical and social issues that arise in marketing activities.  
 
Professional Communication  
Graduates of the MMKG program are able to: 
-  Prepare and deliver a clear, effective and engaging oral presentation using appropriate technology. 
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- Write a clear, effective and engaging business document appropriate for the target audience. 
- Apply appropriate strategies to work effectively in teams. 
 
COURSE LEARNING OUTCOMES – Marketing Field Project 
Ethical Sensitivity: As you begin to implement your strategic recommendation, you will realize that it has 
implications for a variety of different stakeholders.  How you engage and interact with these stakeholders 
to ensure that the implications are understood and agreed upon will have a critical bearing on the quality 
of your implementation.  While there may be short-term gains from by-passing certain procedures, the 
long-term implications of your actions need to be considered.  In this course, you will have several 
opportunities for reflecting upon the ethical consequences of your actions and for the development of 
strategies that minimize negative implications on stakeholder groups. 

Project Management:  In this course, you will actually be implementing your recommendation.  You will 
be required to map out your implementation process, identify critical paths, establish resource needs 
early on in the process and you will be required to continually monitor compliance with this process and 
to respond flexibly to unexpected developments.  Conflicts that occur during this process have to be 
mediated as well.  Thus, the development of project management skills is a key learning outcome of this 
course.  You will both receive theoretical knowledge about these skills and you will have extensive 
opportunities to apply these skills over the course of the term.  l 

Develop Strategic Story-telling Skills:  Whereas strategic thinking leads to the development of a strategy, 
this strategy has to be sold internally in order for the organization to become aligned with the strategy.  
In this course, you will learn how to develop presentation story-boards that will enable you to convey 
your strategy in an effective and efficient manner to your audiences.   

Develop Presentation Skills:  In addition to learning how to develop presentation story-boards, you will 
also learn how to deliver presentations.  Over the term, you will make numerous presentations both 
individually and as part of a team.  The intent is to create a sense of comfort in your toward the task of 
presenting your ideas to audiences.   

Deliverables at a Glance 
 
The final grade for the course will be based on the following items weighted as indicated:  
 

ASSIGNMENT/TASK QUANTITY % WEIGHT TOTAL % AUTHOR 

Phase 4 Presentation 1 25% 25% Group 
Phase 5 Presentation 1 20% 45% Group 
Phase 6 Presentation 1 25% 70% Group 
Reflection Paper – Ethical 
Implications of Marketing Actions 

1 5% 75% Individual 

Reflection Paper – Project 
Management:  Efficiency and 
Flexibility Considerations 

1 5% 80%  

Final Exam 1 20% 100% Individual 
 
Late submissions policy:  Given the lock-step nature of this course, late submissions will not be accepted 
without a valid reason and supporting documentation.   
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For details, see “Evaluations of Written Assignments/Projects and Exam”, p. 6. 

Course Material 
 
PROJECT MANAGEMENT – Week 1 (The Efficiency Perspective) 
Gothelf, Jeff and Josh Seiden (2017), “You Need to Manage Digital Projects for Outcomes, Not Outputs,” 
Harvard Business Review, 2/6/2017, pp.2-6. 
Harvard Business Review Staff, “Five Critical Roles in Project Management,” Harvard Business Review 
Digital Articles, 11/3/2016, pp. 2-5. 
Harvard Business Review Staff, “The Four Phases of Project Management,” Harvard Business Review 
Digital Articles, 11/3/2016, pp.2-7. 
Markman, Art (2017), “To Achieve a Major Goal, First Tackle a Few Small Ones,” Harvard Business 
Review Digital Articles, 2/24/2017, pp.2-4. 
Slabey, William and Douglas Austrom (1998), “Organizational Engineering Principles in Project 
Management,” Project Management Journal, 29 (4), 25-32. 
Thakur, Hareshchandra (2016), “Project Leadership – Top 10 Cardinal Principles Part 1,” PM World 
Journal, 5 (August), 1-9. 
 
PROJECT MANAGEMENT – Week 6 (The Flexibility Perspective) 
Lenfle, Sylvain and Christoph Loch (2010), “Lost Roots:  How Project Management Came to Emphasize 
Control Over Flexibility and Novelty,” California Management Review, 53 (Fall), 32-55. 
Edmondson, Amy C. (2016), “Wicked Problem Solvers,” Harvard Business Review, 94 (June), 52-59. 
Osipova, Ekaterina and per Erik Eriksson (2013), “Balancing Control and Flexibility in Joint Risk 
Management:  Lessons Learned from Two Construction Projects,” International Journal of Project 
Management, 31 (April), 391-99. 
 
ETHICAL SENSITIVITY 
Keltner, Dachter (2016), Don’t Let Power Corrupt You,” Harvard Business Review Digital Articles, 94 
(October), 112-15. 
McLaverty, Christopher and Annie McKee (2016), “What You Can Do to Improve Ethics at Your 
Company,” Harvard Business Review Digital Articles, 12/29/2016, pp. 2-5. 
Shapiro, Brian and Michael Naughton (2015), “The Expression of Espoused Humanizing Values in 
Organizational Practice:  A Conceptual Framework and Case Study,” Journal of Business Ethics, 126 
(January), 68-81. 
 
WEB RESOURCES 
Videos for Project Management:   
The Basics of Good Project Management (https://www.youtube.com/watch?v=5d16JwWwjKo) 
Introduction to Project Management (https://www.youtube.com/watch?v=EOFKR5c7-NE) 
Project Management Tutorial:  (https://www.youtube.com/watch?v=LQmZw-HrHeo) 
 
Videos for Ethics: 
Creating Ethical Cultures in the workplace (https://www.youtube.com/watch?v=wzicXbnmllc) 
Business Ethics in the workplace (https://www.youtube.com/watch?v=zVN8X_bvRWQ) 
Workplace Ethics – David Gill (https://www.youtube.com/watch?v=hI_TGUqGm84) 
 
BUILDING POWERPOINT DECKS 
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http://www.mekkographics.com/wp-content/uploads/2013/10/Examples-of-Strategy-Consulting-Firm-
Client-Presentations.pdf 
 
http://www.slideshare.net/TheBostonConsultingGroup/presentations 
 
 

Student Preparation for Class and Class Participation: Expectations 
 
You are encouraged to take an active part in the class discussions by providing thoughtful, constructive, 
worthwhile comments, questions and debate. Oral communication skills are a must for professionals, so 
meaningful classroom contribution is expected. 
 
Expectations: 
 
I consider preparing for class, and participating in the exploration of ideas during class, to be a normal, 
expected part of life as a Schulich graduate student. 

Class-by-Class Syllabus 
 
Topics, readings, and other preparations for every class are listed below 
 

Note: If any changes in this schedule become necessary, notifications will be posted on 
the course CMD, and when changes need to be announced between classes, an email 
will be sent to students’ Lotus Notes email accounts, notifying them of the change. 

 

DATE/CLASS TOPIC(S)/ASSIGNED READING(S)/ASSIGNED WORK DUE 

  
Week 1 
 

Introduction to Course;  Issues in Project Management (The Efficiency Perspective) 
 
Read: 

1. Class 1 Overview (ppt document) – posted on the CMD 
2. Issues in Project Management – Part 1 (ppt document) – posted on the 

CMD 
3. Required Readings on Project Management (Week 1 – noted earlier in 

this outline) 
 
In-Class Activity:  Discussion of learning outcomes of the course; Issues in Project 
Management  

  
Week 2 
 

Ethical Issues in marketing 
 
Read: 

1. Ethical Issues in marketing (ppt document) – posted on the CMD 
2. Required Readings on Ethics (noted above) 
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DATE/CLASS TOPIC(S)/ASSIGNED READING(S)/ASSIGNED WORK DUE 

 
In-Class Activity:  Discussion of Ethical issues in Marketing 
 

  
Week 3 
 

Phase 4 - Client Meetings 

  
Week 4 
 

Phase 4 Presentations (Group 1, 3, 5, 7) 

  
Week 5 
 

Phase 4 Presentations (Group 2,4,6,8) 

  
Week 6 
 

Issues in Project Management (The Flexibility Perspective) 
 
Read: 

1. Issues in Project Management – Part 2 (ppt document) – posted on the 
CMD 

2. Required Readings on Project Management (Week 6 – noted earlier in 
this outline) 

 
In-Class Activity:  Discussion of - Issues in Project Management (Part 2) 

  
Week 7 
 

Phase 5 - Client Meetings 

  
Week 8 
 

Phase 5 Presentations (Group 2,4,6,8) 

  
Week 9 
 

Phase 5 Presentations (Group 1,3,5,7) 
 

  
Week 10 
 

Phase 6 Client Meetings 

  
Week 11 
 

Phase 6 Presentations (Group 1,3,5,7) 
 

  
Week 12 
 

Phase 6 Presentations (Group 2,4,6,8) 

Week 13 Final Exam – Date TBA 

Evaluation of Written Assignments/Projects and Exam 
 
Due Date  
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Due Date  
Week 4/5 Phase 4 Presentations (25% of course grade) 

Each group will have 40 minutes in which to present to me and for a question and answer 
session.  Typically I recommend a 25 minute presentation followed by a 15 minute question 
and answer session.   
 
The aim of the phase 4 presentation is to provide an overview of what was done in the 
prior course in this sequence of courses, to articulate a clear project plan for the 
implementation of the strategic recommendation, and to anticipate any ethical issues that 
may arise in the implementation process.  In a nutshell, this phase entails PLANNING of the 
IMPLEMENTATION process – both in terms of content as well as in terms of the project 
planning process. 
 
 

  
Week 8/9 
 
 
 
 
 
 
 
 
 
 
 
 
Week 
11/12 

Phase 5 Presentations (20% of course grade) 
Each group will have 40 minutes in which to present to me and for a question and answer 
session.  Typically I recommend a 25 minute presentation followed by a 15 minute question 
and answer session.  
 
The aim of the phase 5 presentation is to provide an OVERVIEW of the steps that have been 
implemented in the project plan and the steps that remain incomplete. It will also REVIEW 
the outcomes attained at that point in the project.  The phase will entail a discussion of 
anticipated next steps, any alteration to the project plan based on data received since 
Phase 4 will also be considered.  The phase 5 presentation will also surface ethical issues 
that may be arising during the project management process. 
 
Phase 6 Presentations (25% of course grade) 
Each group will have 40 minutes in which to present to me and for a question and answer 
session.  Typically I recommend a 25 minute presentation followed by a 15 minute question 
and answer session. 
 
The aim of the final presentation is to provide an overview of the implementation process. 
It will begin by providing an overview of the strategic recommendation.  The project plan 
will then be laid out with details of the execution being provided.  The outcomes that have 
been attained will be identified along with a discussion of how the project plan should be 
modified for the future based on the learnings to date.  There will also be a discussion of 
the ethical issues involved in project management.  From a knowledge development 
perspective, the extent to which the experience validates contemporary marketing 
knowledge will be evaluated and students will be encouraged to devise extensions to 
extant knowledge based on their participation in this project.   

  
Week 12 Reflection Paper – Ethical Implications of Marketing Actions (5% of course grade) 
 Phases 4, 5, and 6 require your group to present ethical reflections of the actions that you 

are engaging in as a collective.  The reflective paper gives you an opportunity to deal with 
these issues at an individual level.  I would like to get a sense for what ethical issues you 
have surfaced during the implementation process and reflections on the quality of the 
process you participated in to address these ethical issues. In this reflection paper, I would 
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Due Date  

also like to see your recommendations for how this process can be improved.  The 
reflection paper should be a MAXIMUM of 10 pages (double spaced, times roman 12 font) 
and should address three areas:  (i) ethical issue identification, (ii) ethical issue resolution 
process, and (iii) recommendations for improvement of the ethical issue identification and 
resolution processes. 

  
  

 
Reflection Paper – Project Management:  Efficiency and Flexibility Considerations (5% of 
Course Grade) 
In Week 1, you will be introduced to the efficiency perspective on project management and 
in Week 6, you will be introduced to the flexibility perspective on project management.  As 
you go through the project journey in this course, you will realize the value of both 
perspectives and you will learn how to become skilled at pursuing efficiency while also 
ensuring flexibility.   The project management reflection paper gives you an opportunity to 
assess how well your group management the implementation project both from an 
efficiency perspective and from a flexibility perspective.  In this reflection paper, I would 
like to see you articulate lessons that you will take forward for when you plan and 
participate in other projects.  I would also like to see recommendations for what you would 
do differently based on what you know at the end of the process.  The reflection paper 
should be a MAXIMUM of 10 pages (double spaced, times roman 12 font) and should 
address three areas:  (i)  assessment of your project from an efficiency perspective, (II) 
assessment of your project from a flexibility perspective, and (iii) reflections on the process 
and recommendations for how to have done this process differently. 
 

 

 
Week 13 

 
Take-Home Final Exam (20% of course grade) 
The development of presentation skills is a key learning outcome of this course.  In the final 
exam, the development of this skill will be tested.  You will be given a case and you will be 
tasked with developing a powerpoint presentation of your solution to this case.  The exam 
will test your ability to create a strategy story for the company that is in question in the 
case and it will require you to communicate the story to me in a manner that is visually 
impactful.  You will receive the exam via email at 9am on the scheduled date of the final 
exam and you will send me your answer via email by 5pm.  The exam will take place during 
the regularly scheduled examination period following the end of the course.   
 
Materials eligible for examinations include all assigned readings, handout materials, class 
discussions, class discussion questions, lectures and homework assignments.  In particular, 
please NOTE that all the company analysis presentations are also materials that may be 
examined in the final exam. 
 

  
PEER 
EVALUATI
ON OF 
GRADES 

Since 70% course is based on group work, it is critical to ensure that free-riding does not 
occur.  Each student will receive qualitative (in Phase 2) and quantitative (in Phase 2 AND in 
Phase 5) from their group.  
 
The qualitative feedback will entail an assessment by the group of each individual in two 
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Due Date  

areas. This will be submitted by the group to each individual member at the end of phase 2.  
All evaluations will be submitted to the instructor as well.  The evaluation will cover two 
areas: 

(a)  The Individual’s Strengths 
(b) Areas that the individual needs to improve upon 

 
With respect to the quantitative feedback, each group will submit the following form to me 
along with your Phase 2 presentation AND your Phase 5 presentation. 
NOTE:   
(i) The total in column 3 should be 0.  
(ii) This has to be a consensus decision by the group. 
(iii) I may or may not use this information to assign grades to individual group members.  
 
Group Number: 
Client Name: 

GROUP MEMBER 
NAMES 

STUDENT 
NUMBER 

Grade (+2; +1; 0; -
1; -2) 

Signature 

1.    

2.    

3.    

4.    

5.    

6.    
 

  

General Academic Policies:  Grading, Academic Honesty, Accommodations, and Exams 
 
Grades at Schulich are based on a 9-value index system. The top grade is A+ (9) and the minimum 
passing grade is C- (1). To keep final grades comparable across courses, sections of required core courses 
are normally expected to have a mean grade between 4.7 and 6.1.   
 
The Schulich School does not use a percentage scale or prescribe a standard conversion formula from 
percentages to letter grades.  Conversions within a course are at the discretion of the instructor.  
 
For more details on the index, grading policy, and grade point average (GPA) requirements, see the 
Student Handbook or the Student Services & International Relations website: 
http://www.sustainableenterpriseacademy.com/client/schulich/schulich_lp4w_lnd_webstation.nsf/pag
e/IMBA+Academic+Policies?OpenDocument 
 
Academic honesty is fundamental to the integrity of university education and degree programs, and 
applies in every course offered at Schulich.  Students should familiarize themselves with York 
University’s policy on academic honesty, which may be found in the Student Handbook and on the 
Student Services & International Relations website: 
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http://www.schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Academic+Hone
sty!OpenDocument 
 
Accommodations.  For accommodations sought due to exam conflicts, religious reasons, unavoidable 
absences or disabilities, please refer to the Student Handbook or contact Student Services. 
   
For counseling & disability services, contact Student Services or see http://www.yorku.ca/cds/.  
 
Exams (Absence from) 
 
Midterm.  Students who miss a midterm examination must contact their course instructor within 24 
hours and provide the course instructor with documentation substantiating the reason for the absence. 
A copy of the documentation must also be submitted to Student Services; it will be placed in the 
student’s file.   
 
Final.  Within 24 hours of missing a final examination, students must contact the Director of Student 
Services at (416) 736-5060 and must also contact their course instructor.  Formal, original 
documentation regarding the reason for missing the exam must be submitted to the Director of Student 
Services (SSB Room W262) within 48 hours of missing the final exam.  Students who miss a final exam 
due to illness must have their doctor complete an “Attending Physician’s Statement.”  For more details, 
see: 
 
http://schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Enrolment+-
+MBA+Exam+Schedule?OpenDocument 
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Quick Reference: Summary of Classes, Activities and Deliverables 
 

Date Topics Required Reading In-Class Activity 

Week 1 Project Management pp.4-5 this document Discussions 

Week 2 Ethical issues in 
Marketing 

pp.4-5 this document Discussions 

Week 3 Phase 4 Client Meeting   

Week 4 Phase4 Presentation  Presentation (Group 
1,3,5,7) 

Week 5 Phase 4 Presentation  Presentation (Group 
2,4,6,8) 

Week 6 REVIEW CLASS  Taking stock of where we 
are and discussing next 
steps 

Week 7 Phase 5 Client Meeting   

Week 8 Phase 5 Presentation  Presentation (Group 
2,4,6,8) 

Week 9 Phase 5 Presentation  Presentation (Group 
1,3,5,7) 

Week 10 Phase 6 Client Meeting   

Week 11 Phase 6 Presentation  Presentation (Group 
1,3,5,7) 

Week 12 Phase 6 Presentation  Presentation (Group 
2,4,6,8) 

Week 13 (Date 
TBA) 

Final Exam  9am to 5pm (submission 
via email) – take home 
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New Course Proposal Template 
The following information is required for all new course proposals. To facilitate the review/approval 
process, please use the headings below (and omit the italicized explanations below each heading). 
 
1. Program:  Master of Marketing (MMKG) 

2. Course Number:  MKTG 6140 

3. Credit Value:  3.00 

4. Long Course Title:  Consumer Insights 

5. Short Course Title:  Consumer Insights 

6. Effective Session:  Winter 2019 

7. Calendar (Short) Course Description:  

Anticipating consumer response is at the heart of marketing strategy. Consumer theory provides a 
broad framework for effectively designing marketing research that speaks to strategy, as well as 
identifying key consumer insights in data interpretation. This course examines contemporary theories 
and research concerning common forms of consumer behaviour, and uses these concepts to provide 
practical insights into all aspects of the marketing mix.  The topics relate to many different elements 
of the consumer behaviour process, including: perception, motivation, memory, self-concept, 
attitude judgment, choice, post-purchase responses, and consumer culture. Measurement, testing, 
and interpretation of consumer responses are emphasized throughout. 

 
8. Expanded Course Description:  

The purpose of this course is to teach students to analyze, evaluate and problem-solve marketing 
issues in accordance with sound consumer behaviour principles and ethical concerns.  A secondary 
goal is to help students develop the necessary project-based group working skills essential to both 
effective marketing strategy and business management. 
 
More specifically, the goals are to: 
 

1. Introduce students to the broad field of consumer behaviour. 
2. Help students understand key consumer theories, relevant research methods, related 

problem solving strategies and marketing practices. 
3. Develop the ability to research and analyze consumer behaviour related to marketing 

problems; and conceive, present, and defend analyses on the basis of evidence-based 
consumer principles. 

 
9. Evaluation:  

Assignment/Task Quantity % Weight Total % Author 

Class participation  1 10 10 Individual 
Test(s) 2 20 40 Individual 
Project: Presentation, Report 1 50 50 Group 
   100%  

 
10. Integrated Courses:  

Not Applicable 
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11. Rationale:  

This is a core course in the Master of Marketing curriculum, and has been designed to reinforce the 
goals of Core Business Knowledge & Understanding, Critical Analysis and Decision-Making, and 
Professional Communication. Please see the program proposal for further details. 
 

12. Faculty Resources:  

Peter Darke, PhD, Professor of Marketing, Schulich School of Business 
 

13. Crosslisted Courses:  

Not crosslisted. 
 

14. Bibliography and Library Statement:  

Solomon, White, & Dahl (2016, 7th Canadian Edition), Consumer Behaviour: Buying, Having, and Being, 
Pearson Education Canada.  ISBN: 9780134352671 (http://www.bookstore.yorku.ca/ and elsewhere) 
 
An older version of the text will be made available in the reserved readings at the Bronfman Business 
Library.  
 
Please see Master of Marketing program proposal for the Library Statement. 
 

15. Physical Resources:  

No special physical resources are required. 
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COURSE OUTLINE 
TERM:  Winter 2019 
DATES:  Jan. ***; Feb. ***; Mar. ***; Apr. ***  
TIME:  TBA (3 hour class once a week) 
LOCATION:  TBA 
 
Instructor Assistant 

Peter Darke, Ph.D. 
SSB N327 
416 736-5077 
pdarke@schulich.yorku.ca 
Office hour: Immediately after class, or by appointment 

Maria Rizzuto 
SSB N304A 
416 736-5077 
mrizzuto@schulich.yorku.ca 

Professor Darke is a specialist in consumer behavior and marketing communications, and has been 
especially concerned with understanding the effectiveness of persuasion tactics, promotional 
techniques, and word-of-mouth. He is currently a tenured full professor in marketing and has taught at 
Schulich since 2007. 

Brief Description 
Anticipating consumer response is at the heart of marketing strategy. Consumer theory provides a broad 
framework for effectively designing marketing research that speaks to strategy, as well as identifying key 
consumer insights in data interpretation. This course examines contemporary theories and research 
concerning common forms of consumer behaviour, and uses these concepts to provide practical insights 
into all aspects of the marketing mix.  The topics relate to many different elements of the consumer 
behaviour process, including: perception, motivation, memory, self-concept, attitude judgment, choice, 
post-purchase responses, and consumer culture. Measurement, testing, and interpretation of consumer 
responses are emphasized throughout. 
 

Contents  
Course Learning Outcomes ........................................................................................................................... 2 
Deliverables at a Glance ................................................................................................................................ 2 
Course Material............................................................................................................................................. 2 
Student Preparation for Class and Class Participation: Expectations ........................................................... 3 
Projects and Test: Descriptions and Evaluation ............................................................................................ 3 
Calculation of Course Grade ......................................................................................................................... 4 
General Academic Policies: Academic Honesty, Accommodations and Exams ............................................ 5 
Quick Reference: Summary of Classes, Activities and Deliverables ............................................................. 6 
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Course Learning Outcomes 
The purpose of this course is to teach students to analyze, evaluate and problem-solve marketing issues 
in accordance with sound consumer behaviour principles and ethical concerns.  A secondary goal is to 
help students develop the necessary project-based group working skills essential to both effective 
marketing strategy and business management. 
 
More specifically, the goals are to: 
 
1. Introduce students to the broad field of consumer behaviour. 
 
2. Help students understand key consumer theories, relevant research methods, related problem 
solving strategies and marketing practices. 
 
3. Develop the ability to research and analyze consumer behaviour related to marketing problems; and 
conceive, present, and defend analyses on the basis of evidence-based consumer principles. 

Deliverables at a Glance 
Course grading is based on a mixture of individual and group work, oral and written presentations, and 
'real world' projects.  Standard tests of the concepts discussed in the course are also part of the grading. 
In the table below, the impact of each task on your final grade for the course is indicated in the “% 
weight” column. 
 

Assignment/Task Quantity % 
Weight 

Total 
% 

Author 

Class participation  1 10 10 Individual 
Test(s) 2 20 40 Individual 
Project: Presentation, Report 1 50 50 Group 

   100%  
 
 
For details, see “Project and Tests: Descriptions and Evaluations” below. 

Course Material 
Required reading for this course includes the following textbook: 
 

1. Solomon, White, & Dahl (2016, 7th Canadian Edition), Consumer Behaviour: Buying, Having, and 
Being, Pearson Education Canada.  ISBN: 9780134352671 (http://www.bookstore.yorku.ca/ and 
elsewhere) 

 
Note: A Course Materials Database (CMD) has been created within Schulich’s Lotus Notes. It contains 
general information for Schulich students and information and materials specific to this course. Check it 
frequently. A set of powerpoints for each class will be posted on this site each week shortly before the 
relevant class.  Note that copy written material cannot be provided through the CMD, meaning in part 
that any copy written material will be removed from the slides before posting. 
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Finally, an older version of the text will be made available in the reserved readings at the Bronfman 
Business Library.  

Student Preparation for Class and Class Participation: Expectations 
 
(a) Preparation   
Students should read the required materials assigned for each week prior to the class and come 
prepared to critically evaluate, discuss, and apply them. 
 
(b) Participation (10% of final grade) 
 Student participation adds tremendously to the dynamic of the classroom and ultimately to what 
students take away from the course.  For this reason, students are strongly encouraged to actively 
engage in classroom discussions. General class attendance and intelligent participation will make up the 
main part of the participation grade. Students are also encouraged to bring or email relevant marketing 
examples, news or issues seen in the media for class discussion. Such efforts will be rewarded with 
participation credit. Quality of participation in classroom exercises will also be considered. Timely arrival 
to class; polite attention to other students who are speaking, lectures and student presentations; and 
obvious distraction with matters outside the classroom (e.g., completion of other work, messaging, 
viewing unrelated online content, etc) will also be factored in.  It is obvious when you are not paying 
attention in a small class.  Professional business conduct is expected at all times and in all interactions 
with other students and the instructor. 

Project and Tests: Descriptions and Evaluation 
 
(a) Tests (2 tests @ 20% each = 40% of final grade) 
The tests will cover the materials discussed in class, the assigned textbook readings, and related 
discussions.  Both tests will take place in a regular class meeting. Both tests will consist of a mixture of 
multiple choice and short answer questions/essays, and are NOT cumulative, such that Test 1 covers the 
first half of the course and Test 2 covers only those topics in the second half of the course (see schedule 
for details). More details on the format and requirements will be provided as the first test date 
approaches.  All students are expected to write the test at the assigned time.  Any student who is 
absolutely unable to write the test at the assigned time should talk to the instructor prior to the 
scheduled date of the test. Also see requirements specified in General Academic Policy Section below. 
 
(b) Group Project (50% of final grade) 
Working in the groups determined at the beginning of the term, you will be expected to prepare a 15 
minute final presentation (executive summary) with a full written report (maximum 15 pages plus 
appendices; typed, double-spaced, using 12 point font). Additional appendices are not including in the 
page limit.  Students must clearly cite any outside information that is used in accordance with the 
standard rules regarding plagiarism and copyright. 
 
Students will organize themselves into groups. Each group will be responsible for conducting primary 
consumer research, writing a paper report, and presenting an executive summary of the findings in the 
last week of class.  Evaluation of the project will be based on creativity; thoroughness; appropriateness 
of the methods, analyses and conclusions; quality of the writing; and effectiveness of the presentation. 

101



Further details concerning this project will be provided in the near future.  The writeup for the final 
project is due one week after the final class meeting.  Both a hard and electronic copy of the project 
must be submitted. 
 
More detailed instructions for the project will be offered later in the course. 
 
Group Grade Allocations: 50% of your final grade is determined by the Group Project. This weighting is 
appropriate since the bulk of a marketing professional's activities involve working in teams. Compared 
to working independently, the dynamic in teams generates more creativity and productivity.  On the flip 
side however, teams can get mired in free-riding and politicking.  Your challenge both in this course, and 
as a marketing professional, is to ensure that your team benefits from teamwork. In addition, 
confidential peer group assessments will be undertaken. This will take the form of grading each team 
members’ contribution. 
 
See Attached Summary for Due Dates 

Calculation of Course Grade 
In this class, final course grades will be determined according to the following:   
 
Grades at Schulich are based on a 9-value index system. The top grade is A+ (9) and the minimum 
passing grade is C- (1).  To keep final grades comparable across courses, elective courses are expected 
to have a mean grade between 5.2 and 6.2. The instructor reserves the right to bell class grades up or 
down to conform to the range specified by Schulich. 
 
The Schulich School does not use a percentage scale or prescribe a standard conversion formula from 
percentages to letter grades.  Conversions within a course are at the discretion of the instructor. The 
following scheme will be used for this course: 
 

A+  =  9 Excellent 
 A    =  8 

A-   =  7 

B+  =  6 Good 

B    =  5 

B-   =  4 
C+  =  3 Acceptable 

C    =  2 

C-   =  1 

F     =  0 Fail 

For more details on the index, grading policy, and grade point average (GPA) requirements, consult your 
student handbook. 
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General Academic Policies: Academic Honesty, Accommodations and Exams 
Academic honesty is fundamental to the integrity of university education and degree programs, and 
applies in every course offered at Schulich.  Students should familiarize themselves with York 
University’s policy on academic honesty, which may be found on the Schulich website: 
http://schulich.yorku.ca/current-students/academic-honesty/ 
 
Accommodations. For accommodations sought due to exam conflicts, religious reasons, unavoidable 
absences or disabilities, please refer to the Student Handbook or contact Student Services.   
For counseling & disability services, contact Student Services or see http://www.yorku.ca/cds/.  
 
Absence from Tests. If you cannot attend one of the tests for some legitimate reason it is best to notify 
the instructor prior to the test. Students who miss a test must contact the course instructor within 24 
hours and provide documentation substantiating the reason for the absence. A copy of the 
documentation must also be submitted to Student Services; it will be placed in the student’s file.  
Students are required to email the instructor an electronic copy of their documentation to facilitate 
reporting to student services (i.e., cc me on email sent to student services). 
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Quick Reference: Summary of Classes, Activities and Deliverables 
 
 
DATE TOPIC ASSIGNMENT/Reading 

Week 1 
Jan 10 
 

Intro to Consumer Research 
Research Methods 

SWD Ch 1 

Week 2 
Jan 17 
 

Research Methods 
Group Research Project 

Group Research Project on CMD. 
Self-assignment to project groups. 

Week 3 
Jan 24 
 

Perception SWD Ch 2 
 

Week 4 
Jan 31  
 

Learning & Memory SWD Ch 3 
 

Week 5 
Feb 7 
 

Motivation, Self-Perception, Personality and 
Values 

SWD Ch 4, 5, 6 (154-176) 
 

Week 6 
Feb 14 

Test 1 Covers weeks 1-5 and includes all 
assigned textbook chapters and 
class discussions. 

 Reading Week (No Class)  

Week 7  
Feb 28 
 

Attitudes SWD Ch 7   

Week 8 
Mar 7 
 

Attitudes 
 

SWD Ch 8 
 

Week 9 
Mar 14 
 

Individual Decision Making SWD Ch 9 
 

Week 10 
Mar 21 
 

Decision-Making and Post Purchase Processes SWD Ch 10, 11 (323-334) 
 

Week 11 
Mar 28 
 

Test 2 Covers only weeks 7-10 and 
includes all assigned textbook 
chapters and class discussions for 
those weeks. 

Week 12 
Apr 4 

Group Project Presentations Group Presentations 
 

One week after 
final class meeting 

 Group Final Project Reports Due 

 
Note: The instructor reserves the right to make changes to the schedule as needed. 
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New Course Proposal Template 
The following information is required for all new course proposals. To facilitate the review/approval 
process, please use the headings below (and omit the italicized explanations below each heading). 
 
1. Program:  Master of Marketing (MMKG) 

2. Course Number:  MKTG 6230 

3. Credit Value:  3.00 

4. Long Course Title:  New Topics in Digital Marketing 

5. Short Course Title:  New Topics in Digital Marketing 

6. Effective Session:  Winter 2019 

7. Calendar (Short) Course Description:  

Mobile, Social media (i.e., Facebook, Instagram, Twitter, blogs, wikis, etc.), Content, Search, Big Data 
and other current and emerging tools and techniques are continuously transforming digital marketing 
practice. This course is designed to make students aware of the latest digital marketing trends and 
tools and explores these techniques and tools from the perspective of strategic and tactical marketing 
application. As new tools and techniques become popular, viable and begin affecting marketing 
managers’ everyday practice, the course will integrate them into this course. This course also asks 
how these digital marketing tools support overall marketing and business strategies? The course 
covers both fundamental strategic challenges as well as specific digital marketing tools. As always 
with marketing practices, techniques and tools, we need to ask how emerging techniques support 
effective marketing communication, customer acquisition strategies, customer relationship 
management, customer satisfaction and, ultimately, sales.  
 

8. Expanded Course Description:  

Social networking sites, mobile apps such as Instagram, Snapchat, and other interactive uses of 
information and communications technology are changing the way people communicate, buy, sell 
and innovate. The digital transformation is also changing the nature of marketing and, more generally, 
the way business is conducted and managed.  
 
The challenge for marketers in general and digital marketers in particular is to stay current with the 
latest techniques and tools affecting digital marketing. This course is designed specifically to ensure 
that students are exposed to and understand the latest digital marketing trends and tools. Thus, the 
learning objectives of this course are: (1) to introduce the students to the practical and strategic uses 
of the latest and most popular digital marketing techniques, (2) to understand the potential power 
and pitfalls of these digital marketing techniques and (3) to apply insights from these explorations to 
business case studies.  
 
As many weeks deal with a very specific and often emerging digital marketing topics there will be a 
number of guest speakers with expertise in very specific techniques. This structure ensures that 
students will learn from those at the bleeding edge of digital marketing practice and therefore finish 
this course with a solid understanding of the newest concepts, practices and trends in digital 
marketing.   
 
As with all classes, attendance at discussions and participation is expected. The deliverables for the 
course are extensive, and are explained in this document. The course is designed to help people 
pursuing careers in marketing management, brand management, product management, start-ups 
and SMBs, public relations, advertising, and consulting.  
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I expect students enrolling into this course to be well-versed in basic marketing concepts. I also 
expect students to be prepared to participate and share their insights and ideas with others in the 
classroom. As you know, the learning that 'sticks' is most often generated collectively in the 
classroom. 

 
9. Evaluation:  

Assignment/Task % Weight Author 
Project Plan 10% Team 
Final Project Presentation & Write-up            40% Team 
Quiz 1 20% Individual 
Quiz 2 20%  Individual 
Participation 10% Individual 

 100%  
 
10. Integrated Courses:  

Not Applicable 
 
11. Rationale:  

This is a core course in the Master of Marketing curriculum, and has been designed to reinforce the 
goals of Core Business Knowledge & Understanding, Critical Analysis and Decision-Making, 
Professional Communication, and Ethical Behaviour & Social Responsibility. Please see the program 
proposal for further details. 
 

12. Faculty Resources:  

 Detlev Zwick Phd., Associate Professor of Marketing; Director, BBA/iBBA Program. 

 
13. Crosslisted Courses:  

Not crosslisted. 
 

14. Bibliography and Library Statement:  

All readings will be made available online (see links in course website: 
www.yorku.ca/dzwick/XXXX/syllabus), plus Business Cases. To get these cases go here: 
https://hbr.org/search and cut and paste the product number or title into the search box. 
 
Please see Master of Marketing program proposal for the Library Statement. 
 

15. Physical Resources:  

No special physical resources are required. 
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COURSE OUTLINE 
TERM:  Winter 2019 
DATES:  Jan. ***; Feb. ***; Mar. ***; Apr. ***  
TIME:  TBA (3 hour class once a week) 
LOCATION:  TBA 
 
Instructor Assistant 

Detlev Zwick 
(416) 736-2100, ext. 77199 
N324 Seymour Schulich Building 
dzwick@schulich.yorku.ca 
Office hours:  By appointment 
Course Website: www.yorku.ca/dzwick/XXXX 
 

Maria Rizzuto 
SSB N304A 
416 736-5077 
mrizzuto@schulich.yorku.ca 

 
 
Brief Description 
 
Mobile, Social media (i.e., Facebook, Instagram, Twitter, blogs, wikis, etc.), Content, Search, Big Data and 
other current and emerging tools and techniques are continuously transforming digital marketing 
practice. This course is designed to make students aware of the latest digital marketing trends and tools 
and explores these techniques and tools from the perspective of strategic and tactical marketing 
application. As new tools and techniques become popular, viable and begin affecting marketing 
managers’ everyday practice, the course will integrate them into this course. This course also asks how 
these digital marketing tools support overall marketing and business strategies? The course covers both 
fundamental strategic challenges as well as specific digital marketing tools. As always with marketing 
practices, techniques and tools, we need to ask how emerging techniques support effective marketing 
communication, customer acquisition strategies, customer relationship management, customer 
satisfaction and, ultimately, sales.  
 
 
  

MKTG 6230 3.00: New Topics in Digital Marketing 
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Expanded Course Description 
 
Social networking sites, mobile apps such as Instagram, Snapchat, and other interactive uses of 
information and communications technology are changing the way people communicate, buy, sell and 
innovate. The digital transformation is also changing the nature of marketing and, more generally, the 
way business is conducted and managed.  
 
The challenge for marketers in general and digital marketers in particular is to stay current with the 
latest techniques and tools affecting digital marketing. This course is designed specifically to ensure that 
students are exposed to and understand the latest digital marketing trends and tools. Thus, the learning 
objectives of this course are: (1) to introduce the students to the practical and strategic uses of the 
latest and most popular digital marketing techniques, (2) to understand the potential power and pitfalls 
of these digital marketing techniques and (3) to apply insights from these explorations to business case 
studies.  
 
As many weeks deal with a very specific and often emerging digital marketing topics there will be a 
number of guest speakers with expertise in very specific techniques. This structure ensures that 
students will learn from those at the bleeding edge of digital marketing practice and therefore finish this 
course with a solid understanding of the newest concepts, practices and trends in digital marketing.   
 
As with all classes, attendance at discussions and participation is expected. The deliverables for the 
course are extensive, and are explained in this document. The course is designed to help people 
pursuing careers in marketing management, brand management, product management, start-ups and 
SMBs, public relations, advertising, and consulting.  
  
I expect students enrolling into this course to be well-versed in basic marketing concepts. I also expect 
students to be prepared to participate and share their insights and ideas with others in the classroom. As 
you know, the learning that 'sticks' is most often generated collectively in the classroom. 
 
Contents: 
 
Course Learning Outcomes ........................................................................................................................... 2 
Deliverables at a Glance ................................................................................................................................ 3 
Course Material............................................................................................................................................. 3 
Student Preparation for Class and Class Participation: Expectations ........................................................... 3 
Class-by-Class Syllabus .................................................................................................................................. 4 
Written Assignments/Projects and Exam[s]: Descriptions ........................................................................... 8 
Evaluation of Written Assignments/Projects and Exams ........................................................................... 10 
Calculation of Course Grade ....................................................................................................................... 10 
General Academic Policies: Grading, Academic Honesty, Accommodations and Exams ........................... 11 
Quick Reference: Summary of Classes, Activities and Deliverables ........................................................... 12 
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Course Learning Outcomes 
 
 
Specific Outcomes  

• Explore the latest concepts, practices and trends in digital marketing. 
• Understand how a particular digital marketing technique affects marketing management.  
• Understand how new digital marketing techniques can be employed to create competitive 

advantage.  
• Apply the latest concepts, practices and trends in digital marketing to a specific marketing 

problem. 
• Think critically about the cultural, social, and philosophical implications of an increasingly digital 

and technological society (such as surveillance and privacy, automation and the future of work, 
etc.).  

Deliverables at a Glance 
 
 

Assignment/Task % Weight Author 
Project Plan 10% Team 
Final Project Presentation & Write-up            40% Team 
Quiz 1 20% Individual 
Quiz 2 20%  Individual 
Participation 10% Individual 

 100%  
 

Course Material 
 
All readings will be made available online (see links in course website: 
www.yorku.ca/dzwick/XXXX/syllabus), plus Business Cases. To get these cases go here: 
https://hbr.org/search and cut and paste the product number or title into the search box. 

Student Preparation for Class and Class Participation: Expectations 
 
Preparation.   
Students are expected to have prepared the readings and other required class assignments for that 
week.  
 
Class Participation (contribution).  Ten percent of the overall score are allotted to your active 
contributions to in-class/session discussions. Coming to class/sessions prepared and ready to discuss the 
material is critical to make this course an enjoyable and valuable leaning experience. You are expected 
to be present, prepared, and willing to share your views in every class/session, both voluntarily and 
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when called upon to do so. Try to consistently contribute with comments that pass the “so-what” test by 
providing insightful analysis that builds on the prior discussion and moves our thinking forward. 
 
Some of the considerations for evaluating your course contribution include: 
 

• Are you a good listener? Do your comments relate to the questions and suggestions of others 
and to the themes that the class is exploring together? 

• Are your contributions relevant to the discussion? Are you willing to challenge the ideas that are 
being expressed? Are you willing to take risks and test drive some new ideas? 

• Do you integrate material from past classes or discussions where appropriate? 
• Do your comments reflect cumulative learning over this course or do you merely consider each 

issue in isolation? 
• And most importantly, do you add value to the learning of the class? 

 
Course Materials Website: 
A Course Materials Website has been created for this course. It includes links to readings and messages 
for the students if necessary: www.yorku.ca/dzwick/XXXX. 
 
I post teams and companies there as well so I and everyone else can always see their team and with 
who they are working. I will also use Schulich email addresses for class emailing. Make sure your emails 
get forwarded to whatever account you use. Feel free to e-mail me with questions or concerns 
throughout the term.   
 

Class by Class Schedule 
 
Note: If any changes in this schedule become necessary, notifications will be posted on the 
course website, and when changes need to be announced between classes, an email will be sent 
to students’ Lotus Notes email accounts, notifying you of the change. 

 
Week 1  
  
Topic: Course Introduction 
A historical perspective of Online Marketing Tools and Techniques  
 
 
Week 2  
 Content Marketing 
 

• Content marketing 
• Content production and platforms 
• Content distribution and reach 

 
 
Read: 
Arnie Kuenn: Content Marketing Works: 8 Steps to Transform Your Business (pp. xx-105) 
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Week 3  

Online Advertising & Media Buy 
• Paid Advertising
• Earned Advertising
• Risks to Effectiveness

Strauss: E-Marketing, 7th Edition, Ch. 13, 14 

Week 4 

Quiz #1 

SM and Personal Branding 

Read: 
• Article: What’s Your Personal Social Media Strategy?
• Article: The Future of You. Located at: http://blogs.hbr.org/cs/2013/01/the_future_of_you.html
• Case: YouTube for Brands
• Article: Facebook and Snapchat: The New Television

http://www.theatlantic.com/business/archive/2016/06/the-social-video-network/485345/ 

Bring to Class: example of Social Media Strategy of someone with a strong personal brand (could be 
you!). Be ready to explain: what makes this a good example of personal branding? What might be 
his/her next personal branding move on SM?  

Week 5 

Submit your Project Plan (see below for details on format). 
• Some basic Questions to answer in the Proposal:

o What exactly does your company do?
o What are its strengths and weaknesses?
o What is its marketing strategy (think STP and 4Ps)?
o What role, this far, has digital marketing played?
o What are some of your initial hypotheses of what the company needs to do?

Inbound and Conversion Marketing 

Read: Brian Halligan, Inbound Marketing: Get Found Using Google, Social Media, and Blogs (Chapters 1, 
2, 6 & 8) 
Jay Baer Blog 
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Week 6  
 
Search: Google Analytics, Optimization and Search Engine Marketing 
 
Read: 
Feras Alhlou: Google Analytics Breakthrough: From Zero to Business Impact 
 
 
Week 7 
In Class Team Meeting: Creating a road map for a successful Project  
 

• Questions to prepare will depend on your work thus far. They should become more specific to 
the problem. They might include: 

o How can we drill down more on the company’s (digital) marketing strengths and 
weakness? 

o What specific resources of the company have we already identified? 
o What is the segmentation strategy and does it make sense for digital? 
o What are some of your initial hypotheses of what the company needs to do? 
o Is a main story emerging from our research and analysis? If so what is it? if not, why 

not? What is getting in the way of moving toward a good story and sound 
recommendations? 

o For the next 4 weeks, who will do what, exactly? 
 
 
Week 8 
 
Quiz #2 
 
Ethics and Legal Issues in SM and Digital Marketing 

• What is Privacy worth? 
• Surveillance and Relevance 
• Counterfeiting  
 

Read: 
In China, why piracy is here to stay. 
Boon, M. Copying and Deception 
Counterfeiting and Security 
Privacy and Big Data 
 
 
Week 9 
 
The Impact of Mobile 

• The Impact of Mobile 
• Mobile as Killer App: Why? 
• Integrating Mobile into Marketing Communication  
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Read: 
• Article: Kaplan: "If you love something, Let it go Mobile: Mobile Marketing and Mobile Social 

Media 4x4", Kelley School of Business, 2014  
• Case: Sephora Direct: Investing in Social Media, Video and Mobile 
• Case: Maersk Line: B2B Social Media – “It’s Communication, Not Marketing”  

 
 
Week 10 
 
In Class Team Meeting: Creating a road map for a successful Project  
 

• Questions to prepare will depend on your work thus far. They should become more specific to 
the problem. They might include: 

o What is a main story emerging from our research and analysis?  
o What is getting in the way of moving toward a good story and sound recommendations? 
o For the next 14 days, who will do what exactly? 
o Have we started drafting the slide deck? 
o What do we need to do to be absolutely ready for next week’s presentations?  
o When will we practice the talk? 
o What questions is the prof likely to have? 
o Who will prepare the team for these questions? 

 
 
Week 11 
 
Social Listening and Insights 
 

• Customer Insights from Social Media 
• Social Media Monitoring Tools 

Read: 
• Chaffey, “Social Media Listening Tool Comparison”, April 2016 

http://www.smartinsights.com/social-media-marketing/social-media-analytics/social-media-
listening-tool-comparison/  

 
Social Media Metrics and Web Analytics 
 

▪ Social Media Metrics 
▪ Breakout Exercise(s) 

Read: 
▪ All of the Social Media Metrics that Matter, June 2016 http://sproutsocial.com/insights/social-

media-metrics-that-matter/  
▪   Avinash Kaushik: Web Analytics 2.0: The Art of Online Accountability and Science of Customer  

Centricity 
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Week 12 
 
Research Presentations & Final Debrief 
 
Prep: NA 
 

Written Assignments/Projects and Exam[s]: Descriptions 
 
  
How to deal with group conflict situations:  
 
The class will be divided into teams of 4 (or more or less depending on number of students). A lottery 
system will determine the composition of the teams. Please note that the focus on team work is meant 
to reflect the nature of a contemporary firm wherein people regularly form teams to work on key issues. 
The best time to deal with discord within a group is when it appears, rather than when the final project 
is due.  If team members experience disagreement that they cannot resolve themselves, they should 
speak with the instructor.   
 
 
While I expect you all to work together as professionals and hence deal with the inevitable differences in 
view points and approaches to work and research that diverse team members represent, it is 
unfortunately possible that your group just cannot function. The sooner I hear about it the easier it will 
be for me to take corrective action. However, I rarely ever dissolve a group. I am much more likely to 
encourage working out any issues in a collegial manner (as you would do working in a marketing team at 
Canadian Tire, for example). In addition, to ensure that the team members each deliver on their 
commitments to the project, a formal peer evaluation process will be used.  A grade will be given to the 
project, and then apportioned by the team members, to each team member, based on the team’s 
collective opinion of individual performance and commitment. Thus, individual final grades for the 
assignment may be adjusted downward and upward based on the outcome of this peer evaluation.  
 
Performance in this course will be evaluated based on four criteria:  1) the Project Plan, 2) Final Report & 
Presentation, 3) 2 Quizzes and 4) Participation.  A more detailed description of the assignments follows.   
 
 
How to submit your document:  
 
For the written assignments, please complete all written reports in Roman 12-point font.  Please submit 
soft copies only of your project plan and final report (including slides) to me at the due dates indicated 
in the syllabus. For details about lengths and content of these reports, see descriptions below. 
 
Please submit your Project Plan and Final report in this format:   
Main body: max. 3 pages. Appendices max 6 pages.  
 
Please also make sure you include your names and student numbers on the front of the document itself 
(cover page! This page does not count against the main body page limit).  All late submissions will lose 
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½ of a letter grade per day. Assignments that are more than one week overdue will not be accepted, 
and will be assigned a grade of zero. 
 
Deliverables and Quizzes: 
 

1) Company Research Project. This project has two parts: 
 

a. Final Presentation and Paper (40% of final grade, due Week 12). You will identify a 
company that recently has, is in the process of, or is just about to embark on launching a 
new product. Then, there are three (3) parts to this project: (1) Analyze how the 
company utilizes any digital marketing techniques and tactics to help support this 
product launch (for example, through instagram, Facebook, search or content, among 
other things that may emerge from your research and therefore cannot be listed here), 
(2) assess critically and reflect on how well the company is doing in its digital marketing 
efforts (are they successful in supporting the launch? Are the digital marketing 
techniques and tools effectively used and well aligned with the overall marketing 
objectives? etc.), and (3) make concrete and actionable recommendations about what 
the company could do (could have done) better with respect to the use of digital 
marketing techniques?  
 
The final product has two components: (1) a 7-min presentation and (2) a 1-page 
executive summary (plus a max. of 5 pages of appendices). Both components have equal 
weight for the final grade. Grading Criteria for the executive summary and the 
presentation: Analysis is based on sound research. Reflection assesses clearly strengths 
and weaknesses of the campaign and offers a sound rationale for the assessment. The 
paper offers well supported recommendations for the company. The presentation must 
be well organized, flows well, is practiced, and makes clear points. Ideally it is 
interesting and compelling. 
 

b. The Project Plan (10% of final grade, due Week 5): This 2-page document provides a 
short description of the project your teams has chosen. It briefly describes what product 
or service is being launched, by whom and to whom? The project plan must include a 
detailed (week by week) workplan for each team member for the next 3 weeks (weeks 
6, 7 and 8). In a concise manner (use table format) state what each team member will 
be doing during those three weeks to advance this project (research to be done, writing 
to be done, etc.)?  

 
2) 2 Quizzes (20% of final grade each) will consist of 4-5 short essay questions and will be 45 

minutes long. Quiz questions can be about all the reading material assigned, lecture slides, and 
in-class discussions up to the point of the quiz. See course table for date of the quiz.   

 
3) Participation (10% of final grade). Coming to class prepared and ready to discuss the material is 

critical to make this course an enjoyable and valuable leaning experience. You are expected to 
be present, prepared, and willing to share your views in every class and meeting, both 
voluntarily and when called upon to do so. Try to consistently contribute with comments that 
pass the “so-what” test by providing insightful analysis that builds on the prior discussion and 
moves our thinking forward. 
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Some of the considerations for evaluating your course contribution include: 
 

• Are you a good listener? Do your comments relate to the questions and suggestions of others 
and to the themes that the class is exploring together? 

• Are your contributions relevant to the discussion? Are you willing to challenge the ideas that are 
being expressed? Are you willing to take risks and test drive some new ideas? 

• Do you integrate material from past classes or discussions where appropriate? 
• Do your comments reflect cumulative learning over this course or do you merely consider each 

issue in isolation? 
• And most importantly, do you add value to the learning of the class? 

 
 
Due Date Grade Component 
Week 4 Quiz #1 

4-5 essay style questions. 
Max length: 45 minutes 
 

Week 5 Research Plan Due! 
 

Week 8 Quiz #2 
4-5 essay style questions. 
Max length: 45 minutes 
 

Week 12 Research Presentations and Reports Due! 

Evaluation of Written Assignments/Projects and Exams 
Details are given above under each assignment. Unless otherwise indicated by the instructor, 
assignments are to be submitted before the beginning of class.  Late assignments are penalized one 
grade point (e.g. B+ to B) per day late. 
 

Calculation of Course Grade 
In this class, final course grades will be determined by the following process:  
Course grades are earned according to the following scale: A+ = 9; A = 8; B+ = 7; B = 6; C+ = 5; C = 4; D+ = 
3; D = 2; F = 0.  
Grades are rounded. For example: D =  1.50 - 2.49; C =  3.50 - 4.49; C+ = 4.50 - 5.49; etc. 

General Academic Policies: Grading, Academic Honesty, Accommodations and Exams 
 
Grades at Schulich are based on a 9-value index system. The top grade is A+ (9) and the minimum 
passing grade is D (2).  To keep final grades comparable across courses, the average course grade within 
a section of a Master’s course is normally between 5.0 and 6.0 (B to B+).    
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The Schulich School does not use a percentage scale or prescribe a standard conversion formula from 
percentages to letter grades.  Conversions within a course are at the discretion of the instructor. 
However, in compliance with Schulich grading policy, each assignment will receive a final letter grade. 
Thus, you will always know exactly where you stand in this class.    
 
For more details on the index, grading policy, and grade point average (GPA) requirements, consult your 
student Handbook.  
 
http://schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Academic+Policies+BB
A?OpenDocument 
 
Academic honesty is fundamental to the integrity of university education and degree programs, and 
applies in every course offered at Schulich.  Students should familiarize themselves with York 
University’s policy on academic honesty, which may be found in the Student Handbook and on the 
Student Services & International Relations website: 
 
http://www.schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Academic+Hone
sty!OpenDocument 
 
Accommodations.  For accommodations sought due to exam conflicts, religious reasons, unavoidable 
absences or disabilities, please refer to the Student Handbook or contact Student Services.   
For counseling & disability services, contact Student Services or see http://www.yorku.ca/cds/.  
 
Exams and Quizzes (Absence from) 
 
Students who miss an examination must contact their course instructor within 24 hours and provide the 
course instructor with documentation substantiating the reason for the absence. A copy of the 
documentation must also be submitted to Student Services; it will be placed in the student’s file.   
 
http://schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Enrolment+-
+MBA+Exam+Schedule?OpenDocument 
 

Quick Reference: Summary of Classes, Activities and Deliverables 

Week # TOPICS & ACTIVITIES REQUIRED READINGS ASSIGNMENTS 

Week1  

 

Course Introduction 

Introduction to Digital Marketing  
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Week 2  
 
 

Online  Content, Curation and Subscription 
Marketing 
 

• Content marketing 
• Content production and platforms 
• Content distribution and reach 

 

 

  

Paradox of Choice: Barry 
Schwartz. Watch video minutes 
9:57-17:20 

At: 
http://www.youtube.com/wat
ch?v=VO6XEQIsCoM  
 

 
Read: 
Arnie Kuenn: Content 
Marketing Works: 8 Steps to 
Transform Your Business (pp. 
xx-105)  

  
  
  

Week 3  
 
 

Week 3  
  
Online Advertising  
•       Paid Advertising  
•       Earned Advertising  
•       Risks to Effectiveness      
 

  

Week 4 

 

Quiz #1 
 
 
SM and Branding (and Personal Branding) 
 
Read: 
 
Bring to Class: example of Social Media 
Strategy of someone with a strong personal 
brand (could be you!). Be ready to explain: 
what makes this a good example of personal 
branding? What might be his/her next personal 
branding move on SM?  
 

  
Article: What’s Your Personal 
Social Media Strategy? 
Article: The Future of You. 
Located at: 
http://blogs.hbr.org/cs/2013/0
1/the_future_of_you.html     
Article: The Future of You. 
Located at: 
http://blogs.hbr.org/cs/2013/0
1/the_future_of_you.html     
Case: YouTube for Brands 
Article: Facebook and 
Snapchat: The New Television 
http://www.theatlantic.com/b
usiness/archive/2016/06/the-
social-video-network/485345/ 
 

Bring to Class: example 
of Social Media Strategy 
of someone with a 
strong personal brand 
(could be you!). Be 
ready to explain: what 
makes this a good 
example of personal 
branding? What might 
be his/her next personal 
branding move on SM?  
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Week 5 
 
 

Inbound and Conversion Marketing 
 
 
 
Submit your Project Plan (see below for 
details on format). 

• Some basic Questions to answer in the 
Proposal: 
 

o What exactly does your 
company do?  

o What are its strengths and 
weaknesses? 

o What is its marketing strategy 
(think STP and 4Ps)? 

o What role, this far, has digital 
marketing played? 

o What are some of your initial 
hypotheses of what the 
company needs to do? 

 

Brian Halligan, Inbound 
Marketing: Get Found Using 
Google, Social Media, and 
Blogs (Chapters 1, 2, 6 & 8) 
 
Jay Baer Blog 

 

Project Plan due. 

  

 

Week 6  Search: Google Analytics, Optimization and 
Search Engine Marketing  

Feras Alhlou: Google Analytics 
Breakthrough: From Zero to 
Business Impact  

   

Week 7 
 
 

In Class Team Meeting: Creating a road map for 
a successful Project  
 

• Questions to prepare will depend on 
your work thus far. They should 
become more specific to the problem. 
They might include: 

o How can we drill down more 
on the company’s (digital) 
marketing strengths and 
weakness? 

o What specific resources of the 
company have we already 

NA   
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identified? 
o What is the segmentation 

strategy and does it make 
sense for digital? 

o What are some of your initial 
hypotheses of what the 
company needs to do? 

o Is a main story emerging from 
our research and analysis? If so 
what is it? if not, why not? 
What is getting in the way of 
moving toward a good story 
and sound recommendations? 

o For the next 3 weeks, who will 
do what, exactly? 

 

Week 8 
 
 

Quiz #2 
 
Ethics and Legal Issues in SM and Digital 
Marketing 

 What is Privacy worth? 
 Surveillance and Relevance 
 Counterfeiting 

 In China, why piracy is here to 
stay. 
Boon, M. Copying and 
Deception 
Counterfeiting and Security 
Privacy and Big Data 

 

 

 

Week 9 
 
 

The Impact of Mobile 
 The Impact of Mobile 
 Mobile as Killer App: Why? 
 Integrating Mobile into Marketing 

Communication  

 
 Article: Kaplan: "If you love 

something, Let it go Mobile: 
Mobile Marketing and Mobile 
Social Media 4x4", Kelley 
School of Business, 2014  

 Case: Sephora Direct: Investing 
in Social Media, Video and 
Mobile 

 Case: Maersk Line: B2B Social 
Media – “It’s Communication, 
Not Marketing”  

 

 

Week10 
 
 

In Class Team Meeting: Creating a road map for 
a successful Project  
 

• Questions to prepare will depend on 
your work thus far. They should 

 
 NA 
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become more specific to the problem. 
They might include: 

o What is a main story emerging 
from our research and 
analysis?  

o What is getting in the way of 
moving toward a good story 
and sound recommendations? 

o For the next 14 days, who will 
do what exactly? 

o Have we started drafting the 
slide deck? 

o What do we need to do to be 
absolutely ready for next 
week’s presentations?  

o When will we practice the talk? 
o What questions is the prof 

likely to have? 
o Who will prepare the team for 

these questions? 
 

Week 11 
 
 
 

Social Listening and Insights 
 

 Customer Insights from Social Media 
 Social Media Monitoring Tools 

 
 

Social Media Metrics 
 

 Social Media Metrics 
 Breakout Exercise(s) 

 
Content 
 

 Content marketing 
 Content production and platforms 
 Content distribution and reach 

 
 

 Chaffey, “Social Media 
Listening Tool Comparison”, 
April 2016 
http://www.smartinsights.com
/social-media-
marketing/social-media-
analytics/social-media-
listening-tool-comparison/  

 

 All of the Social Media Metrics 
that Matter, June 2016 
http://sproutsocial.com/insight
s/social-media-metrics-that-
matter/  
 
 

 Case: YouTube for Brands 
 Article: Facebook and 

Snapchat: The New Television 
http://www.theatlantic.com/b
usiness/archive/2016/06/the-
social-video-network/485345/ 
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Week 12 
 
 

Research Presentations & Final Debrief    7 min. presentation 
with professional slide 
deck  
Final Report due 
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New Course Proposal Template 
The following information is required for all new course proposals. To facilitate the review/approval 
process, please use the headings below (and omit the italicized explanations below each heading). 
 
1. Program:  Master of Marketing (MMKG) 

2. Course Number:  MKTG 6370 

3. Credit Value:  3.00 

4. Long Course Title:  Marketing Analytics 

5. Short Course Title:  Marketing Analytics 

6. Effective Session:  Winter 2019 

7. Calendar (Short) Course Description:  

Students learn methods and techniques to analyze and report on data generated from marketing 
activities.  Common web analytic platforms such as Google Analytics will be reviewed and used to 
report on digital marketing activities.  Key performance indicators (KPI), marketing dashboards, return 
on investment (ROI), customer satisfaction, loyalty and social media metrics will be generated and 
analyzed to meet the reporting needs of a broader marketing management strategy.   

 
8. Expanded Course Description:  

At the end of this course, students will be able to look at a marketing situation, problem or 
opportunity and know how to apply quantitative methods to analyse the situation and provide 
actionable recommendations.  Specifically, they will learn a variety of tools and techniques including 
Google Analytics, NetPromoter and social media monitoring tools. 
In this course, students will develop understanding and have proficiency in the following: 

• How to calculate and interpret the most commonly used marketing metrics 
• How to forecast the projected profitability of an incremental marketing investment 
• How to effectively use data to make marketing decisions 
• Understand how to use social listening tools and develop dashboards 
• How to create use and used Key Performance Indicators  
• How to determine satisfaction using a variety of techniques and metrics 

 
9. Evaluation:  

Assignment/Task Quantity % 
Weight 

Total % Author 

Individual Paper #1 1 30 30 Individual 
Pair Assignment- Paper 1 30 30 Pair 
Individual Paper #2 1 30 30 Individual 
Participation 1 10 10 Individual 

   100%  
 
10. Integrated Courses:  

Not Applicable 
 
11. Rationale:  

This is a core course in the Master of Marketing curriculum, and has been designed to reinforce the 
goals of Core Business Knowledge & Understanding, Critical Analysis and Decision-Making, 
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Professional Communication, and Ethical Behaviour & Social Responsibility. Please see the program 
proposal for further detail. 
 

12. Faculty Resources:  

 tbd 

 
13. Crosslisted Courses:  

Not crosslisted. 
 

14. Bibliography and Library Statement:  

The following texts are recommended for reference purposes: 
“Data-Driven Marketing: The 15 Metrics Everyone in Marketing Should Know”, Mark Jeffery, Wiley 2010. 
 
“Marketing Metrics: The Definitive Guide to Measuring Marketing Performance”, Farris, Bendle, Pfeifer, 
Reibstein, Wharton 2010. 

 
Please see Master of Marketing program proposal for the Library Statement. 
 

15. Physical Resources:  

No special physical resources are required. 
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COURSE OUTLINE 
TERM:  Winter 2019 
DATES:  Jan. ***; Feb. ***; Mar. ***; Apr. ***  
TIME:  TBA (3 hour class once a week) 
LOCATION:  TBA 
 
Instructor Assistant 

  

Brief Description 
Students learn methods and techniques to analyze and report on data generated from marketing 
activities.  Common web analytic platforms such as Google Analytics will be reviewed and used to 
report on digital marketing activities.  Key performance indicators (KPI), marketing dashboards, 
return on investment (ROI), customer satisfaction, loyalty and social media metrics will be 
generated and analyzed to meet the reporting needs of a broader marketing management strategy.   
 

Contents  
Course Learning Outcomes .......................................................................................................................... 1 
Deliverables at a Glance ............................................................................................................................... 1 
Course Material ............................................................................................................................................ 2 
Student Preparation for Class and Class Participation: Expectations .......................................................... 2 
Class-by-Class Syllabus .................................................................................................................................. 2 
Written Assignments/Projects and Tests: Descriptions ............................................................................... 7 
Evaluation of Written Assignments/Projects and Tests ............................................................................... 7 
Calculation of Course Grade ......................................................................................................................... 7 
General Academic Policies: Grading, Academic Honesty, Accommodations and Exams............................. 8 
 
Course Learning Outcomes 
At the end of this course, students will be able to look at a marketing situation, problem or opportunity and know 
how to apply quantitative methods to analyse the situation and provide actionable recommendations.  
Specifically, they will learn a variety of tools and techniques including Google Analytics, NetPromoter and social 
media monitoring tools. 
In this course, students will develop understanding and have proficiency in the following:: 

• How to calculate and interpret the most commonly used marketing metrics 
• How to forecast the projected profitability of an incremental marketing investment 
• How to effectively use data to make marketing decisions 
• Understand how to use social listening tools and develop dashboards 
• How to create use and used Key Performance Indicators  
• How to determine satisfaction using a variety of techniques and metrics 

  

MKTG  6370 3.00: Marketing Analytics   
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Deliverables at a Glance 
The focus in this class will be on the application of the principles of marketing measurement. It is important that 
students have completed any additional reading or exercises assigned before coming to class each week. 
 

Assignment/Task Quantity % Weight Total % Author 
Individual Paper #1 1 30 30 Individual 
Pair Assignment- Paper 1 30 30 Pair 
Individual Paper #2 1 30 30 Individual 
Participation 1 10 10 Individual 
     

   100%  

Course Material 
 
The following texts are recommended for reference purposes: 
“Data-Driven Marketing: The 15 Metrics Everyone in Marketing Should Know”, Mark Jeffery, Wiley 2010. 
 
“Marketing Metrics: The Definitive Guide to Measuring Marketing Performance”, Farris, Bendle, Pfeifer, 
Reibstein, Wharton 2010. 
 
 
The Course Materials Database (CMD) has been created within Schulich’s Lotus Notes. It contains general 
information for Schulich students and information and materials specific to this course. Check it frequently. 

Student Preparation for Class and Class Participation: Expectations 
 
The value of class sessions depends greatly on student involvement and input. Students are encouraged to fully 
prepare for every class and to concentrate on making significant contributions to class discussions. 
 

Class-Class-by-Class Syllabus 
 
 
 
Class 1 
(1) 

Introduction to Marketing Analytics 
 

▪ Introduce Framework and Objectives of Marketing Analytics Programs 
▪ Classic Marketing Metrics:  Awareness, Loyalty, Trial, Evaluation 
▪ Key Marketing Metrics:  ROI and ROMI  
▪ The Marketing Funnel 

 
Read:  
Andrew McAfee and Erik Brynjolfsson, “Big Data: The Management Revolution”, Harvard 
Business Review 
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Read:  The Marketing Divide:  Chapter 1 in ‘Data-Driven Marketing: The 15 Metrics 
Everyone in Marketing Should Know”, Mark Jeffery, Wiley 2010’. 

 
Assignment One Handed out: 
 

  
Class 2 
(2) 

Paid Digital Advertising:  Strategy and Tactics 
 

▪ Google AdWords/AdSense:   targeting and segmentation 
▪ Facebook Ad Manager 
▪ Other Current Paid Advertising Channels:   Instagram, Twitter, Snapchat, Linkedin  

 
Read:   
Rediscovering Market Segmentation - Harvard Business Review, Feb. 2006 
 
Forsyth et al., “A segmentation you can act on” 
 
Slywotzky and Shapiro, “Leveraging to Beat the Odds: The New Marketing Mind-Set” 
 
 

  
Class 3 
(3) 

Paid Digital Advertising Analytics:  Google 
 

▪ Google Analytics:   Metrics including real-time performance,  Audience, Acquisition, 
engagement, Behavior, Conversions 
 

Read:   
 
Paid Search Advertising by Rajkumar Venkatesan and Shea Gibbs, Harvard Business Review, 
November 2013 
 
Motorcowboy: Getting a Foot in the Door (A) - Case - Harvard Business School 
Motorcowboy: Getting a Foot in the Door (B) - Case - Harvard Business School 
Motorcowboy: Getting a Foot in the Door (C) - Case - Harvard Business School 
 
 

 
Class 4 
(4) 

Paid Digital Advertising Analytics:  Facebook 
 

▪ Facebook Insights:   Promotions, Likes, Reach, Page Views, Actions of Page, People 
▪ Organic vs. Paid results and benchmarks 

 
Read:   
 
Lewis, K., Kaufman, J., Gonzalez, M., Wimmer, A. & Christakis N. (2008) Tastes, ties, and 
time: A new social network dataset using Facebook.com. Social Networks. 30. p. 330-342. 
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How to Use Facesook Insights and Analitics to Boost Your social Media Marketing Strategy 
by Alfred Lua, March 28th, 2017 
 
Defining Your Facebook Advertising Strategy, MailChimp Recourses  
 
 

 
Class 5 
(5) 

 
Social Media Monitoring:   
 

▪ Organic and Earned Media: Strategy and Tactics  
▪ Major metrics in social media:   reach, sentiment, reputation, engagement 
▪ Monitoring the competition 

 
Read:   
 
Use and measurement of social media for SMEs by Margaret McCann and Alexis Barlow, 
Journal of Small Business and Enterprise Development, 2012 
 
Hand-in Assignment One 
 
Assignment Two Handed out 
 

  
 
 
Class 6 
(6) 

 
Social Media Monitoring Tools 
 

▪ Dashboard creation, KPIs, and Interpretation 
▪ Major Tools used in Social Media Monitoring 
▪ Text mining and content analysis 

 
Review Video or Read:   
 
Social Media Is Too Important to Be Left to the Marketing Department by Keith A. 
Quesenberry, Harvard Business Review, 2016 
 
Fix Your Social Media Strategy by Taking It Back to Basics by Keith A. Quesenberry, Harvard 
Business Review, 2016 
 
 

 
  
Class 7 
(7) 

E-Mail Marketing:  CRM 
 

▪ Predictable Revenues: Cold Calling 2.0 
▪ CRM Power tool: Salesforce.com 
▪ Capturing contacts (landing pages, Facebook lead generation, purchased lists) 
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Read:  
 
 A New Era of Lead Generation (Chapters 1-3) by by Aaron Ross and Marylou Tyler, The 
Predictable Revenue, 2011 
 
“Sure, Big Data Is Great. But So Is Intuition,” New York Times, 2012 
 
 
 

 
Class 8 
(8) 

E-Mail Marketing:  Strategy and Tactics 
 

▪ Capturing contacts (landing pages, Facebook lead generation, purchased lists) 
▪ Best practices 
▪ A/B Testing 
▪ Marketing automation 
▪ E-mail marketing tools and reporting:  Mailchimp 

 
Read:   
 
Read:   
 
Email Marketing Field Guide, MailChimp Recourses 
Comparative Reports, MailChimp Recourses 
Working With Automation, MailChimp Recourses 
 
 

 
 
 
  
  
Class 9 
(9) 

Customer Satisfaction 
 

▪ Traditional satisfaction measures, scale development, Net Promoter Score 
 

▪ Read: 
The Number One Number you need to grow by Frederick F. Riechheld, Harvard Business 
Review, Dec. 2003 
 
Questions about the Ultimate Question:  Conceptual Considerations in Evaluating 
Reichheld’s Net Promoter Score (NPS), Grisaffe,  Journal of Consumer Satisfaction, 
Dissatisfaction and Complaining Behavior, 36-53 
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Class 10 
(10) 

Loyalty Analytics 
 
 

▪ Measuring Loyalty: Customer Lifetime Value (CLV), Repeat Customer Rate, 
Customer Loyalty Index (CLI), Redemption Rate 

▪ Trends in loyalty programs: airline, hotel, credit cards, brick-and-mortar  
 
Read:   
 
Customer Profitability and Lifetime Vlaue by Elie Ofek, Harvard Business Review 2014 
 
Customer Loyalty Versus Customer Intimacy, Is There Really a Difference? by Bryan 
Pearson, The Loyalty Leap, 2012 
 
Rapid Rewards at Southwest Airlines - Case - Harvard Business School 
 
 
 

 
Class 11 
(11) 

Psychographics and Vividata 
▪ Identify the top 3 Canadian loyalty programs (support your conclusions with data) 
▪ VALS  

 
Read:     
 
Psychographics Are Just as Important for Marketers as Demographics, Harvard Business 
Review, March 11, 2016. 
 

 Want to Understand Your Customers? Go Psycho. Harvard Business Review, May 28, 2009 
 
 

  
Class 12 
(12) 

Data Privacy, PIPEDA, Privacy by Design, Ethics 
 
Read:     
 
Privacy By Design, The 7 Foundational Principles, by Ann Cavoukian 
PIPEDA Guidelines:  Office of the Privacy Commissioner of Canada 
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Written Assignments/Projects and Tests: Descriptions 
There are two individual hand-in assignments and one assignment done in pairs. You are expected to submit 
these at the beginning of the classes indicated on the outline. 
 
 
Individual Assignment 1:  (30%) 
 
For this assignment, the professor will provide the class with a site to work with.  That site will provide you with 
access to their Google Analytics platform.  The class will be briefed on the sites business and marketing objectives.  
For this assignment, you will examine standard dashboards and provide a critical analysis of key metrics including 
sessions, users, page views, bounce rate, average session duration. Based on these metrics, students will 
recommend a plan of action to move the company towards achievement of their goals. 
 
Pair Assignment 2:   (30%) 
 
For this assignment, you will work in pairs.   You will work with the same site as in the first individual assignment. 
The objective of this assignment is to gather information using social media tools so you  can understand the 
population’s views of your site versus the competition.   This will involve use of Facebook Insights and a variety of 
social media monitoring tools. 
 
Individual Assignment - 3  (30%) 
 
In this assignment, students will  write an individual paper to determine customer satisfaction for a company 
identified by the Professor.  Students will gather customer data using of satisfaction tools and metrics including 
Net Promoter, Loyalty, and standard attitude measurement techniques.   Students will compare and contrast the 
various metrics and discuss their findings in the paper.  They will also present a marketing action for the company 
based on current satisfaction levels. 
 

Evaluation of Written Assignments/Projects and Tests 
Grades for the tests, assignments and group projects may be either in numerical or letter format. Grades will be 
translated follows: 
  

A+ = 90% = 9     C+ = 60%  = 3 
A = 85% = 8     C = 55%  = 2 
A- = 80% = 7     C- = 50% = 1 
B+ = 75% = 6     F = <50% = 0 
B = 70% = 5 
B- = 65% = 4 

 
The penalty for late submission of written work is one letter or number grade (i.e. from A- to B+, or from 7 to 6). 

Calculation of Course Grade 
In this class, final course grades will be determined by the following process: All grades will be converted to 
numerical grades (i.e. from 1 – 9). The overall course grade will be calculated using the weights on Page 2. In a 
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situation where the overall class average grade is below the recommended average range for an elective (see the 
next section), final course grades may be rounded up (i.e. 5.9 would become 6.0 and be recorded as a B+). 
Otherwise, final grades will not be rounded up. 

General Academic Policies: Grading, Academic Honesty, Accommodations and Exams 
Grades at Schulich are based on a 9-value index system. The top grade is A+ (9) and the minimum passing grade is 
C- (1).  To keep final grades comparable across courses, elective courses are expected to have a mean grade 
between 5.2 and 6.2. 
 
The Schulich School of Business does not use a percentage scale or prescribe a standard conversion formula from 
percentages to letter grades.  Conversions within a course are at the discretion of the instructor.  
 
For more details on the index, grading policy, and grade point average (GPA) requirements, see the Student 
Handbook or the Student Services & International Relations website: 
 
http://www.schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Enrolment+Grades+and+Convocation!OpenDocum
ent#tabs-2 
 
Academic honesty is fundamental to the integrity of university education and degree programs, and applies in 
every course offered at Schulich.  Students should familiarize themselves with York University’s policy on 
academic honesty, which may be found in the Student Handbook and on the Student Services & International 
Relations website: 
 
http://www.schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Academic+Honesty!OpenDocument 
 
Accommodations.  For accommodations sought due to exam conflicts, religious reasons, unavoidable absences or 
disabilities, please refer to the Student Handbook or contact Student Services.   
For counseling & disability services, contact Student Services or see http://www.yorku.ca/cds/.  
 
Exams (Absence from) 
Mid-term.  Students who miss a mid-term examination must contact their course instructor within 24 hours and 
provide the course instructor with documentation substantiating the reason for the absence. A copy of the 
documentation must also be submitted to Student Services; it will be placed in the student’s file.   
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New Course Proposal Template 
The following information is required for all new course proposals. To facilitate the review/approval 
process, please use the headings below (and omit the italicized explanations below each heading). 
 
1. Program:  Master of Marketing (MMKG) and MBA 

2. Course Number:  MKTG 6560 

3. Credit Value:  3.00 

4. Long Course Title:  Digital Marketing Strategy 

5. Short Course Title:  Digital Marketing Strategy 

6. Effective Session:  Fall 2018 

7. Calendar (Short) Course Description:  

This course explores the ways in which digital marketing tools support overall marketing and business 
strategies. The course covers both fundamental strategic challenges as well as specific digital 
marketing tools. It will discuss which aspects of the business should be delivered online, and to 
inform executive decisions about how digital marketing environments affect communication, pricing, 
channel, targeting and positioning strategy. 

8. Expanded Course Description:  

The Schulich School of Business has partnered with Riipen to provide us with field studies for this 
course. Riipen is a platform to enable companies and students to arrange mutually beneficial 
work/learning experiences.  

This course is designed to provide students the opportunity to obtain firsthand experience inside an 
organization facing a digital marketing challenge, and to get a practitioner’s perspective on how 
organizations solve such problems and use digital marketing strategy to support overall business and 
marketing strategies. Projects vary widely in scope and nature of company/industry/topic, thus 
students should be willing and prepared to take on projects as assigned. 

Student groups in the course will be paired with an organization for the term to either: 

• conduct research on a digital marketing challenge (or better, opportunity) that is currently 
facing a company 

• work on a digital marketing project that currently is of importance to the company   
• both of the above combined. 

Students will also participate in a limited number of classes that introduce the student to the basic 
concepts and theories of digital marketing.  

9. Evaluation:  

Assignment/Task % Weight Author 
Project Plan 20% Team 
Final Project Presentation & Write-up            30% Team 
Midterm Quiz 30%  Individual 
Participation 20% Individual 

 100%  
 
10. Integrated Courses:  

Not Applicable 
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11. Rationale:  

This is a core course in the Master of Marketing curriculum, and has been designed to reinforce the 
goals of Core Business Knowledge & Understanding, Critical Analysis and Decision-Making, 
Professional Communication, and Ethical Behaviour & Social Responsibility. Please see the Master of 
Marketing proposal for further details. 
 

12. Faculty Resources:  

N/A 
 

13. Crosslisted Courses:  

N/A 
 

14. Bibliography and Library Statement:  

Please see Master of Marketing program proposal for the Library Statement. 
 
15. Physical Resources:  

No special physical resources are required. 
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Course Outline 
Fall 2018 

Class Day/Time: TBD  
Instructor Assistant 
Detlev Zwick 
(416) 736-2100, ext. 77199 
N324 Seymour Schulich Building 
dzwick@schulich.yorku.ca 
 
Office hours:  By appointment 
Course Website: www.yorku.ca/dzwick/XXXX 
 

Maria Rizzuto 
N304A SSB 
416-736-5077 
 

 

Brief Description 
 
This course explores the ways in which digital marketing tools support overall marketing and business 
strategies. The course covers both fundamental strategic challenges as well as specific digital marketing 
tools. It will discuss which aspects of the business should be delivered online, and to inform executive 
decisions about how digital marketing environments affect communication, pricing, channel, targeting 
and positioning strategy. 
 
 
Expanded Course Description 
 
A main part of this course (and half of your final course grade) is based on working on an actual 
company problem. In other words, this course provides students with firsthand experience of marketing 
challenges organizations face and how digital marketing can be used to support the overall marketing 
effort. Student groups are paired with a company to research a digital marketing challenge. The course 
consists of a mix of classes emphasizing generic digital marketing concepts and tools, their strategic 
purpose and philosophical underpinnings as well as team meetings where the instructor discusses 
specific company- and project-related questions and challenges (what I call on-demand learning). 
 
The Schulich School of Business has partnered with Riipen to provide us with field studies for this course. 
Riipen is a platform to enable companies and students to arrange mutually beneficial work/learning 
experiences.  
 
This course is designed to provide students the opportunity to obtain firsthand experience inside an 
organization facing a digital marketing challenge, and to get a practitioner’s perspective on how 
organizations solve such problems and use digital marketing strategy to support overall business and 
marketing strategies. Projects vary widely in scope and nature of company/industry/topic, thus students 
should be willing and prepared to take on projects as assigned. 
 
Student groups in the course will be paired with an organization for the term to either: 
 

MKTG 6560 оΦл  Digital Marketing Strategy 
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• conduct research on a digital marketing challenge (or better, opportunity) that is currently 
facing a company 

• work on a digital marketing project that currently is of importance to the company   
• both of the above combined. 

 
Students will also participate in a limited number of classes that introduce the student to the basic 
concepts and theories of digital marketing.  
 
Contents: 
 
Course Learning Outcomes ........................................................................................................................... 2 
Deliverables at a Glance ................................................................................................................................ 3 
Course Material............................................................................................................................................. 3 
Student Preparation for Class and Class Participation: Expectations ........................................................... 3 
Class-by-Class Syllabus .................................................................................................................................. 4 
Written Assignments/Projects and Exam[s]: Descriptions ........................................................................... 8 
Evaluation of Written Assignments/Projects and Exams ........................................................................... 10 
Calculation of Course Grade ....................................................................................................................... 10 
General Academic Policies: Grading, Academic Honesty, Accommodations and Exams ........................... 11 
Quick Reference: Summary of Classes, Activities and Deliverables ........................................................... 12 
 
 
Course Learning Outcomes 
 
Because this course is highly project-based it presents the most current strategic themes and issues 
associated with success in digital and high-tech markets and highlights how these strategic themes and 
issues differ from the fundamentals of old economy success. Students will come out of this course with a 
well-developed experiential and theoretical knowledge of digital marketing. 
 
Specific Outcomes  

• Acquaint students with a fundamental understanding of the marketing environment and 
strategies in the Digital Economy.  

• Confront students with discussions about the cultural, social, and philosophical implications of 
an increasingly technological society.  

• Understand the traditional and new communication/marketing approaches that create 
competitive advantage in the Digital Economy.  

• Provide a fundamental understanding of the different types and key components of business 
models and the role of marketing in digital markets. 

• Provide an experience-based (application) understanding of the different types and key 
components of digital marketing strategies in an organization. 

• Provide insights on how to implement marketing strategy in the age of democratized 
innovation. 

• Understand how the emergence of the wireless technology (infrastructure, devices, content, 
etc.) will affect marketing strategy, value creation, and consumer perceptions.  

Deliverables at a Glance 
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Assignment/Task % Weight Author 
Project Plan 20% Team 
Final Project Presentation & Write-up            30% Team 
Midterm Quiz 30%  Individual 
Participation 20% Individual 

 100%  
 

Course Material 
 
All readings will be made available online (see links in course website: xxxxx), plus Business Cases. To 
get these cases go here: https://hbr.org/search and cut and paste the product number or title into the 
search box. 
 
 

Student Preparation for Class and Class Participation: Expectations 
 
Preparation.   
Students are expected to have prepared the readings and other required class assignments for that 
week.  
 
Class Participation (contribution).  Twenty percent of the overall score are allotted to your active 
contributions to in-class/session discussions. Coming to class/sessions prepared and ready to discuss the 
material is critical to make this course an enjoyable and valuable leaning experience. You are expected 
to be present, prepared, and willing to share your views in every class/session, both voluntarily and 
when called upon to do so. Try to consistently contribute with comments that pass the “so-what” test by 
providing insightful analysis that builds on the prior discussion and moves our thinking forward. 
 
Some of the considerations for evaluating your course contribution include: 
 

• Are you a good listener? Do your comments relate to the questions and suggestions of others 
and to the themes that the class is exploring together? 

• Are your contributions relevant to the discussion? Are you willing to challenge the ideas that are 
being expressed? Are you willing to take risks and test drive some new ideas? 

• Do you integrate material from past classes or discussions where appropriate? 
• Do your comments reflect cumulative learning over this course or do you merely consider each 

issue in isolation? 
• And most importantly, do you add value to the learning of the class? 

 
Course Materials Website: 
A Course Materials Website has been created for this course. It includes links to readings and messages 
for the students if necessary:xxxxxx. 
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I post teams and companies there as well so I and everyone else can always see their team and with 
who they are working. I will also use Schulich email addresses for class emailing. Make sure your emails 
get forwarded to whatever account you use. Feel free to e-mail me with questions or concerns 
throughout the term.   
 

Class by Class Schedule 
 
Note: If any changes in this schedule become necessary, notifications will be posted on the 
course website, and when changes need to be announced between classes, an email will be sent 
to students’ Lotus Notes email accounts, notifying you of the change. 

 
Week 1  
  
Topic: Course Introduction 
Introduction to Digital Marketing  
• Power shift from sellers to buyers.  
• Customer engagement and voice of the customer  
• Inbound marketing  
• Predictions for the Web 3.0  
 
Prep: read assigned reading, course website. 
 
 
Week 2  
  
Online Consumer Behavior and e-Business Models  
•       A changing consumer story  
•       Fragmentation of channels and attention 
•       Dealing with too much choice 
•       What do consumers want online? 
•       e-marketing map 
•       Curating & subscription models 
  
Marketing in the Age of Fragmentation 
• Mapping Digital Marketing Media 
• What can we learn from an Youtube/ebay/Facebook world? 
The BP Oil Spill Challenge 
_____________________________ 
• Group Workshop 
 
Prep: read assigned reading, course website. 
 
 
Week 3  
  
Online Branding: When they talk back... 
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• Communication and Branding in the Networked Economy 
  
Tools of Marketing in an Online World: 
• Blogs, Viral, Wikis, and why they matter. 
• Thought Leadership  
 
  
Case: Mitalio Software (see course kit) 
 
Prep: read assigned reading, course website. 
 
 
Week 4 
 
First one-on-one meeting between teams and professor. 
 

• Questions to prepare (additional questions will be asked based on need): 
 

o What exactly does your company do?  
o What are its strengths and weaknesses? 
o What is its marketing strategy (think STP and 4Ps)? 
o What role, this far, has digital marketing played? 
o What are some of your initial hypotheses of what the company needs to do? 

 
Prep Reading: Market Research: Listen & Learn, Harvard Business School Press. See course pack for this 
article.  
 
 
Week 5 
 
Submit your Project Plan (see below for details on format). 
 
Online Communities and Innovation Communities, Mass Collaboration and Crowd-sourcing: How does 
the Internet help Innovate? 
Web 2.0 and Social Media I - Key Strategy Tools and Concepts 
•       Long Tail 
•       Prosumerism and Co-Creation of value 
•       Innovation Communities 
 
 Case: Molsen Canada: Social Media Marketing (see course kit) 
 
Prep: read assigned reading, course website. 
 
 
Week 6  
 
Quiz 
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E-CRM and Customer Branding 
• Define customer relationship management and identify the major benefits to e-marketers. 
• Outline the three legs of CRM for e-marketing 
• Understand e-CRM as Customer Branding 
 
Read: 
 Andrew McAfee & Erik Brynjolfsson (2012).Big Data: The Management Revolution. Harvard Business 
Review, October 2012. 
 
Week 7 
   
Online Retailing and Fluid Markets 
•       What Matters Most in Internet Retailing 
•       Innovations in online pricing strategy  
•       Value of Free 
 
 ______________________________ 
 
Case: Can Retailers win back shoppers that browse and then buy online? (see course kit) 
 
Prep: read assigned reading, course website. 
 
 
 
Week 8 
 
Second one-on-one meeting between teams and professor. 

• Questions to prepare will depend on your work thus far. They should become more specific to 
the problem. They might include: 

o How can we drill down more on the company’s (digital) marketing strengths and 
weakness? 

o What specific resources of the company have we already identified? 
o What is the segmentation strategy and does it make sense for digital? 
o What are some of your initial hypotheses of what the company needs to do? 

 
 
Prep: readings may be assigned based on previous meeting’s discussion. 
 
 
Week 9 
 
Third one-on-one meeting between teams and professor. 
 

• Questions to prepare will depend on your work thus far. They should become more specific to 
the problem. They might include: 

o What else do we need to know to move towards solid recommendations? 
o Is our analysis of the information and data sound and is it producing useful insights? 
o Are we moving towards good ideas and possible solutions? How do we know? 
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Prep: readings may be assigned based on previous meeting’s discussion. 
 
 
 
Week10  
 
Fourth one-on-one meeting between teams and professor. 

 
• Questions to prepare will depend on your work thus far. They should become more specific to 

the problem. They might include: 
o What is a main story emerging from our research and analysis? If so what is it? if not, 

why not? What is getting in the way of moving toward a good story and sound 
recommendations? 

o For the next 14 days, who will do what exactly? 
o Have we started drafting the slide deck? 

 
Prep: readings may be assigned based on previous meeting’s discussion. 
 
 
Week 11 
 
Fifth one-on-one meeting between teams and professor. 
 

• Questions to prepare will depend on your work thus far. They should become more specific to 
the problem. They might include: 

 
o What do we need to do to be absolutely ready for next week’s presentations?  
o Are we completely clear about our story and the value we offer to the client? 
o When will we practice the talk? 
o What questions is the client likely to have? 
o Who will prepare the team for these questions? 

 
 
Prep: readings may be assigned based on previous meeting’s discussion. 
 
 
Week 12 
 
Research Presentations & Final Debrief 
 
Prep: NA 
 

Written Assignments/Projects and Exam[s]: Descriptions 
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How to deal with group conflict situations:  
 
The class will be divided into teams of 4 (or more or less depending on number of students). A lottery 
system will determine the composition of the teams. Please note that the focus on team work is meant 
to reflect the nature of a contemporary firm wherein people regularly form teams to work on key issues. 
The best time to deal with discord within a group is when it appears, rather than when the final project 
is due.  If team members experience disagreement that they cannot resolve themselves, they should 
speak with the instructor.   
 
 
While I expect you all to work together as professionals and hence deal with the inevitable differences in 
view points and approaches to work and research that diverse team members represent, it is 
unfortunately possible that your group just cannot function. The sooner I hear about it the easier it will 
be for me to take corrective action. However, I rarely ever dissolve a group. I am much more likely to 
encourage working out any issues in a collegial manner (as you would do working in a marketing team at 
Canadian Tire, for example). In addition, to ensure that the team members each deliver on their 
commitments to the project, a formal peer evaluation process will be used.  A grade will be given to the 
project, and then apportioned by the team members, to each team member, based on the team’s 
collective opinion of individual performance and commitment. Thus, individual final grades for the 
assignment may be adjusted downward and upward based on the outcome of this peer evaluation.  
 
Performance in this course will be evaluated based on four criteria:  1) the Project Plan, 2) Final Report & 
Presentation, 3) Midterm and 4) Participation.  A more detailed description of the assignments follows.   
 
 
How to submit your document:  
 
For the written assignments, please complete all written reports in Roman 12-point font.  Please submit 
soft copies only of your project plan and final report (including slides) to me at the due dates indicated 
in the syllabus. For details about lengths and content of these reports, see descriptions below. 
 
Please submit your Project Plan and Final report in this format:   
Main body: max. 3 pages. Appendices max 6 pages.  
 
Please also make sure you include your names and student numbers on the front of the document itself 
(cover page! This page does not count against the main body page limit).  All late submissions will lose 
½ of a letter grade per day. Assignments that are more than one week overdue will not be accepted, 
and will be assigned a grade of zero. 
 

1) The Project Plan (20% of final grade, due Week 5) will be a preliminary assessment of the 
company’s current marketing strategy (not just digital but including digital) and an initial 
assessment of the company’s current plan for addressing a specific digital marketing issue it 
faces. Finally, it will include a detailed (week by week) workplan for the team for the remaining 
7 weeks stating in concise manner (use table format) what each team member will be doing 
between now and then? Finally, the Project Plan will state very clearly what the end goal of this 
project will be (what is the problem that you will solve?). You will also have to show evidence 
that the company has signed off on your project plan.   
 

142



You will give a 5 min. presentation on your initial research to the instructor in Week 5 (see 
course table for exact date). At the day of the presentation, you also submit your accompanying 
report (see above for basic format of the report).  This will be worth 20% of the course grade. 
 

2) The Company Research Final Report (30% of final grade, due Week 12) will be your opportunity 
to present your research and your final solutions. In other words, here is where you present 
recommendations on how to solve the problem you formulated in the Project Plan. To get here, 
students will spend the second half of the term to complete any remaining research and write 
up the results of their study, incorporating all feedback they have received from me and the on-
site contact. In your presentation and executive summary style report (due at the day of the 
presentation) you will make recommendations to address the company's issue for this project, 
as well as for any ways of enhancing the company’s digital marketing strategy.  
 
During our first class, teams will be formed and a company project will be given to each team. 
Names of team members should be provided to the instructor immediately after class.  Click 
here for the format of your email! At this time make sure that you know who your team 
members are and that you exchanged the requisite contact information.  
 
The final presentations will take no more than 10 minutes and will be of a professional nature 
followed by a 10-15 minute Q&A.  
 

3) The Quiz will consist of 4-5 short essay questions and will be 45 minutes long. Quiz questions 
can be about all the material assigned for reading up to that point, including cases, as well as 
topics from discussions and slides. See course table for date of the quiz.   

 
4) Participation in this course is worth 20 %. We will have several classes and a number of team 

meetings and participation is expected by all members of the team during these meetings. 
Coming to class and the team meetings prepared and ready to discuss the material is critical to 
make this course an enjoyable and valuable leaning experience. You are expected to be present, 
prepared, and willing to share your views in every class and meeting, both voluntarily and when 
called upon to do so. Try to consistently contribute with comments that pass the “so-what” test 
by providing insightful analysis that builds on the prior discussion and moves our thinking 
forward. 

 
Some of the considerations for evaluating your course contribution include: 
 

• Are you a good listener? Do your comments relate to the questions and suggestions of others 
and to the themes that the class is exploring together? 

• Are your contributions relevant to the discussion? Are you willing to challenge the ideas that are 
being expressed? Are you willing to take risks and test drive some new ideas? 

• Do you integrate material from past classes or discussions where appropriate? 
• Do your comments reflect cumulative learning over this course or do you merely consider each 

issue in isolation? 
• And most importantly, do you add value to the learning of the class? 

 
 
Due Date Grade Component 
 Week 5 Research Proposal Due! 
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Due Date Grade Component 
 
Value: 20% 

Week 6 Quiz #1 
4-5 essay style questions. 
Max length: 45 minutes 
 

Week 12 Research Presentations and Reports Due! 

Evaluation of Written Assignments/Projects and Exams 
Details are given above under each assignment. Unless otherwise indicated by the instructor, 
assignments are to be submitted before the beginning of class.  Late assignments are penalized one 
grade point (e.g. B+ to B) per day late. 
 

Calculation of Course Grade 
In this class, final course grades will be determined by the following process:  
Course grades are earned according to the following scale: A+ = 9; A = 8; B+ = 7; B = 6; C+ = 5; C = 4; D+ = 
3; D = 2; F = 0. Grades are rounded up starting at .5 (e.g. 7.5 becomes an 8) and down below .5 (e.g., 7. 
49 becomes a 7).  
 

General Academic Policies: Grading, Academic Honesty, Accommodations and Exams 
 
Grades at Schulich are based on a 9-value index system. The top grade is A+ (9) and the minimum 
passing grade is D (2).  To keep final grades comparable across courses, the average course grade within 
a section of an undergraduate course is normally between 5.5 and 7.0 (B to B+).    
 
For more details on the index, grading policy, and grade point average (GPA) requirements, see the 
Student Handbook or the Student Services & International Relations website: 
 
http://schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Academic+Policies+BB
A?OpenDocument 
 
Academic honesty is fundamental to the integrity of university education and degree programs, and 
applies in every course offered at Schulich.  Students should familiarize themselves with York 
University’s policy on academic honesty, which may be found in the Student Handbook and on the 
Student Services & International Relations website: 
 
http://www.schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Academic+Hone
sty!OpenDocument 
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Accommodations.  For accommodations sought due to exam conflicts, religious reasons, unavoidable 
absences or disabilities, please refer to the Student Handbook or contact Student Services.   
For counseling & disability services, contact Student Services or see http://www.yorku.ca/cds/.  
 
Exams and Quizzes (Absence from) 
 
Students who miss a mid-term examination must contact their course instructor within 24 hours and 
provide the course instructor with documentation substantiating the reason for the absence. A copy of 
the documentation must also be submitted to Student Services; it will be placed in the student’s file.   
 
http://schulich.yorku.ca/client/schulich/schulich_lp4w_lnd_webstation.nsf/page/Enrolment+-
+MBA+Exam+Schedule?OpenDocument 

Evaluation of One Page Case Summary 
 
Counts towards your participation grade. I only accept submissions by students that attended class that 
day. This is what I am looking for: 
One Page Case Analysis 
  

PROBLEM  
• A range of issues should be identified 
• The issues should be prioritised in some fashion, e.g. (i) central problem vs. symptoms; (ii) 

immediate problem vs. long-term problem 
  

SITUATION ANALYSIS 
• Internal Analysis:  strengths/weaknesses should be clearly distinguished according to the four 

functional areas (Production, Marketing, HR, and Finance) or the 4Ps (Product, Price, Promotion, 
Place). 

• External Analysis:  opportunities/threats should be identified in each of the social, technological, 
economic, and political (STEP) environments and other environments that are pertinent to the 
case. 

• Resource Identification:  The internal analysis and external analysis should be brought together to 
identify the salient strengths and weaknesses. 

  
ALTERNATIVES 

• alternatives should be strategic. That is, they should advance a particular strategic goal (e.g. 
differentiation based on price, differentiation based on value) and/or they should be about the 
means by which to increase revenue (market penetration, product development, market 
development, and diversification). 

• alternatives should be complete.  That is, they should address: (i) the market position of the 
company, (ii) its product strategy, (ii) price strategy, (iii) place strategy, and (iv) promotion 
strategy.  NOTE:  reduce price is NOT an alternative.  It is a tactic that is part of a larger strategic 
plan or alternative. 

  
EVALUATION OF ALTERNATIVES AND RECOMMENDATION 
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• the alternatives should be compared on common criteria such as (i) maximum profit, (ii) ease of 
implementation, (iii) consistency with organizational goals, and others you can think of. 

• based on this discussion and referring back to your problem statement, one or some combination 
of the alternatives should be recommended. 

• state a brief contingency plan. 
  

IMPLEMENTATION 
• KEEP THIS SECTION SHORT. In my class, this is NOT the most important exercise of the case. Do 

include: 
• KEY details on what is to be done and how it is to be done.  DO NOT SIMPLY SAY, "We should 

increase advertising," tell me by how much, where you will advertise, how often you will advertise 
and so on.   

·         
 
 
 
 

Quick Reference: Summary of Classes, Activities and Deliverables 
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Week # TOPICS & ACTIVITIES REQUIRED READINGS ASSIGNMENTS 

Week1  

 

Course Introduction 

Introduction to Digital Marketing  

• Power shift from sellers to buyers.  
• Customer engagement and voice of the 
customer  
• Inbound marketing  
• Predictions for the Web 3.0  

The Beginnings: Listen to 'The 
Youtube Revolution' 

  

Week 2  
 
 

Online Consumer Behavior and e-Business Models  
•       A changing consumer story  
•       Fragmentation of channels and 
attention 
•       Dealing with too much choice 
•       What do consumers want online? 
•       e-marketing map 
•       Curating & subscription models 
  

Marketing in the Age of Fragmentation 

• Mapping Digital Marketing Media 
• What can we learn from an 

Youtube/ebay/Facebook world? 

The BP Oil Spill Challenge 

_____________________________ 

• Group Workshop 

Making Web 2.0 work 
  

  
  
  

Week 3  
 
 

Online Branding: When they talk back... 
• Communication and Branding in the 

Networked Economy 
  
Tools of Marketing in an Online World: 

• Blogs, Viral, Wikis, and why they matter. 
• Thought Leadership  

 
 
Case: Mitalio Software (see course kit) 
  

Read this famous exchange 
between Jonah and NikeiD 
Janice Roberts - Losing Control?   
Janice Roberts-Understanding 
the 21st Century Consumer 
Groundswell Chapters 3,4,5, 
(you need to be logged on to 
the library system to access--
then click here): Groundswell 
Case 

Prepare an answer (non-
written): 
What are the implications of 
the NikeiD exchange for 
online marketing strategy? 
  
one page case summary 
due   
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Week 4 

 

First one-on-one meeting between teams and 
professor. 
 

• Questions to prepare (additional questions 
will be asked based on need): 
 

o What exactly does your company 
do?  

o What are its strengths and 
weaknesses? 

o What is its marketing strategy 
(think STP and 4Ps)? 

o What role, this far, has digital 
marketing played? 

o What are some of your initial 
hypotheses of what the company 
needs to do? 

 

Prep Reading:  
 
Market Research: Listen & 
Learn, Harvard Business School 
Press. See course pack for this 
article.  
  
 

  

Week 5 
 
 

Online Communities and Innovation Communities, 
Mass Collaboration and Crowd-sourcing: How does 
the Internet help Innovate? 

Web 2.0 and Social Media I - Key Strategy Tools 
and Concepts 
•       Long Tail 
•       Prosumerism and Co-Creation of value 
•       Innovation Communities 

 
 
Case: Molsen Canada, Social Media Marketing 

von Hippel: learning from 
open-source 

Fournier, S. Getting Brand 
Communities Right, Harvard 
Business Review, April 2009. 

Peters interviews Tapscott 

Watch the Google interview 
with Don Tapscott 

Crowdsourcing in Public 
Services (Toronto Star, Aug. 3, 
2009) 

Project Plan due. 

  

What can we learn from 
"Wikinomics"? 

 

 

 

one page case summary due 

Week 6  

 

Quiz 

E-CRM and Customer Branding 

•      Define customer relationship management 
and identify the major benefits to e-
marketers. 

•      Outline the three legs of CRM for e-marketing 

•      Understand e-CRM as Customer Branding 

McAfee & Erik Brynjolfsson 
(2012).Big Data 
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Week 7 
 
 

 Online Retailing and Fluid Markets 
•       What Matters Most in Internet Retailing 
•       Innovations in online pricing strategy  
•       Value of Free 

 ______________________________ 

Case:  Can Retailers win back shoppers that browse 
and then buy online? (see course kit) 

Baye, M. A Dashboard for 
Online Pricing, California 
Management Review, Fall 
2007. 

Gupta, S. What is a Free 
Customer Worth? Harvard 
Business Review, November 
2008. 

  

  

  

 

 

one page case summary due 

  

Week 8 
 
 

Second one-on-one meeting between teams and 
professor. 

• Questions to prepare will depend on your 
work thus far. They should become more 
specific to the problem. They might 
include: 

o How can we drill down more on 
the company's (digital) marketing 
strengths and weakness? 

o What specific resources of the 
company have we already 
identified? 

o What is the segmentation strategy 
and does it make sense for digital? 

o What are some of your initial 
hypotheses of what the company 
needs to do? 

  

  Prep: readings may be 
assigned based on previous 
meeting's discussion. 

 

prepare 3-min presentation 
(max. 5 slides) to update 
prof on the status of your 
project. 

 

Week 9 
 
 

Third one-on-one meeting between teams and 
professor. 

• Questions to prepare will depend on your 
work thus far. They should become more 
specific to the problem. They might 
include: 

o What else do we need to know to 
move towards solid 
recommendations? 

o Is our analysis of the information 
and data sound and is it producing 
useful insights? 

o Are we moving towards good ideas 

Prep: readings may be assigned 
based on previous meeting's 
discussion. 
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and possible solutions? How do we 
know? 

Week10 
 

Fourth one-on-one meeting between teams and 
professor. 

• Questions to prepare will depend on your 
work thus far. They should become more 
specific to the problem. They might 
include: 

o What is a main story emerging 
from our research and analysis? If 
so what is it? if not, why not? What 
is getting in the way of moving 
toward a good story and sound 
recommendations? 

o For the next 14 days, who will do 
what exactly? 

o Have we started drafting the slide 
deck? 

Prep: readings may be assigned 
based on previous meeting’s 
discussion. 

  

Week 11 
 
 

Fifth one-on-one meeting between teams and 
professor. 

• Questions to prepare will depend on your 
work thus far. They should become more 
specific to the problem. They might 
include: 

o What do we need to do to be 
absolutely ready for next week’s 
presentations?  

o Are we completely clear about our 
story and the value we offer to the 
client? 

o When will we practice the talk? 
o What questions is the client likely 

to have? 
o Who will prepare the team for 

these questions? 

Prep: readings may be assigned 
based on previous meeting’s 
discussion. 

 

Week 12 
 
 

Research Presentations & Final Debrief    10 min. presentation with 
professional slide deck  
Final Report due 
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