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THE STATE EDUCATION DEPARTMENT / THE UNIVERSITY OF THE STATE OF NEW YORK /  

ALBANY, NY 12234


Application for Registration of a New Program
 
	Program title, award, credits, and proposed HEGIS code       
	Program title:    Social Media and Mobile Marketing    Award (e.g., B.A., M.S.):  M.S.
Credits:                             30-36
Proposed HEGIS code:   0509.00 Marketing & Purchasing 



	1. Program Description and Purpose

	a) Provide a brief description of the program as it will appear in the institution’s catalog. 

	Answer:  The M.S. program in Social Media and Mobile Marketing will prepare students to integrate social media and mobile communications strategies with traditional marketing strategies to achieve business objectives. Students will explore social media and mobile marketing within a broad marketing context including advertising and promotional strategies and will develop creative approaches for marketing communications and branding. 

	b) List educational and (if appropriate) career objectives.

	Answer:  The objective of the program is to prepare students so they can develop strategies for traditional and digital marketing to advance firm objectives.  It is appropriate for students who want to study marketing at a graduate level to emphasize integration of social and mobile strategies demanded by firms.  The program is suitable for those coming directly from a first undergraduate degree or those who have worked a few years and want a different career. Career paths include positions in digital marketing, advertising and media, account management and account planning, social/ mobile media communications, direct and interactive marketing, and other marketing areas in both advertising agencies, agency support firms and marketing firms.

	c) How does the program relate to the institution’s mission and/or master plan? 

	 Answer:   This fits the Lubin School of Business mission of blending business theory with practical application.  Pace University’s historic mission retains its central importance today: to provide high quality professional education and training.  Pace is a university dedicated to offering a wide array of programs of education for professions in demand.  Pace has offered programs for business education since its inception.  Its Lubin School of Business has dual accreditation from AACSB – International, the School’s professional accreditation body, in business and accounting.  Only 3% of business schools are accredited for both business and accounting.  The proposed M.S. in Social Media and Mobile Marketing for our New York City Campus fits this mission of blending business theory with practical application and our goal to provide outstanding preparation that meets the needs of employers in the New York City metropolitan area and beyond.  

	d) Describe the role of faculty in the program’s design.

	Answer:   The program was designed by faculty in the Marketing Department.  Following its design, the program was reviewed and approved by faculty of that Department and faculty of the Lubin School of Business.  The program builds upon existing courses in the MBA Managerial Marketing program and the MS in Customer Intelligence and Analytics. 

	e) Describe the input by external partners, if any (e.g., employers and institutions offering further education). 

	Answer:   A number of external sources were tapped for input into the design of the program, especially recent graduates who have moved into positions in new media, digital advertising, marketing communications, public relations and social media management, mobile media communications and others who have extensive experience in the digital media to serve and support a variety of marketing functions.

	f) What are the anticipated Year 1 through Year 5 enrollments?   

	Answer:   With promotion of the program, it is anticipated that enrollments will begin with ~15 students and grow to 40-60 students in five years (e.g., Year1=15, Year2=15, Year3=20, Year4=20, Year5=25)


Table 1b:  Graduate Program Schedule
	· Indicate academic calendar type: _X_Semester
__Quarter
__Trimester
_X  Other (describe) Courses will be offered during Summer 1 

	· Label each term in sequence, consistent with the institution’s academic calendar (e.g., Fall 1, Spring 1, Fall 2)
· Use the table to show how a typical student may progress through the program; copy/expand the table as needed.

	Term: FALL 1
	
	Term: SPRING 1

	Course Number & Title
	Credits
	New
	Prerequisite(s)
	
	Course Number & Title
	Credits
	New
	Prerequisite(s)

	MBA 642 – Marketing Management *
	 3
	
	
	
	MAR 692Q – Research Project
	3
	
	MBA 642

	MBA 646 – Data Analysis for Decision Making *
	 3
	
	
	
	MAR 646 – Social Media & Mobile Marketing Strategies
	3
	X
	MBA 642

	MAR 648/IS676 - Foundations of Social and Mobile Technologies
	3
	X
	
	
	Choice of 2 Elective Courses for 6 credits, if MBA 642 and/or MBA 646 waived, choose from courses not yet taken from the following:
	6
	
	

	Choice of 1 Elective Course for 3 credits or up to 3 Elective Courses for up to 9 credits, if MBA 642 and MBA 646 waived, from the following:
	3-9
	
	
	
	MAR 620 – Consumer and Organizational Buying Behavior

IT605 – Database Management Systems

MAR 645 – Advertising & Promotion

MAR 643 – Direct and Interactive Marketing

MAR 649 – eMarketing

MAR 673 – Customer Intelligence
	
	
	MBA 642

MBA 642

MBA 642

MBA 642

	MAR 620 – Consumer and Organizational Buying Behavior

IT605 – Database Management Systems

MAR 645 – Advertising & Promotion

MAR 643 – Direct and Interactive Marketing

MAR 649 – eMarketing

MAR 673 – Customer Intelligence


	
	
	MBA 642

MBA 642

MBA 642

MBA 642
	
	
	
	
	

	Term credit total:
	12
	
	
	Term credit total:
	12
	

	Term: SUMMER 1  
	
	

	Course Number & Title
	Credits
	New
	Prerequisite(s)
	
	
	
	
	

	MAR Elective course 3 credits, choose from electives not yet taken 
	3
	
	MBA 642
	
	
	
	
	

	MAR 635 – Business Research & Survey Methodology
	3
	
	MBA 642, MBA 646
	
	
	
	
	

	Term credit total:
	6
	
	
	Term credit total:
	
	

	Program Totals:
	Credits: 30 – 36 credits
* MBA 642 and MBA 646 may be waived.  If waived, students will take up to 6 additional credits of marketing electives in Fall1 as shown.
	Identify any comprehensive, culminating element(s) (e.g., thesis or examination), including course number if applicable:

	New: indicate if new course 
Prerequisite(s): list prerequisite(s) for the noted courses


	MS in Social Media and Mobile Marketing – Course Descriptions

	


IT605 - Database Management Systems

Course Description:  This course provides an introduction to database concepts, SQL, and web based database design. The major goal is to provide students with an understanding of the basic concepts underlying the use of a database system. A database management system and Perl will be used as a vehicle for illustrating some of the concepts discussed in the course.
MAR 620 - Consumer and Organization Buying Behavior 

Course Description: Explains how to apply concepts and techniques from the behavioral sciences (psychology, sociology, anthropology, economics and marketing research) to marketing management. Case studies are used to develop application skills.

MAR 635 – Business Research and Survey Methodology

Course Description: Examines the use of research as a tool for decision-making. Topics include: defining information needs, value of information, scientific method, exploratory research, questionnaire construction, sample design, field work, editing, tabulation, report writing and presentation.
MAR 643 - Interactive and Direct Marketing 

Course Description: Presents the use, application and theory of direct response marketing in the context of integrated marketing communications and new electronic media. Examines and evaluates direct marketing financial models for their strategic and tactical applications. Presents interactive marketing techniques and technologies and emerging metrics of global e-business. Requires students to develop strategic interactive marketing campaigns for business-to-business and/or business-to-consumer markets for traditional and electronic marketplaces.

MAR 645 - Advertising and Sales Promotion 

Course Description:  Applies advertising and sales promotion, the most visible elements of the promotion function, to achievement of marketing management objectives. Topics include: objectives, targets, budgets, media, themes, measurement and research. Students are required to prepare promotion plans for existing or new products or services.

MAR 646 – Social Media and Mobile Marketing Strategies
Course Description: This course builds on student skills in integrated marketing communications by examining the role of social media and mobile communications as potential components of a campaign.  Students will learn to research and write a situation analysis incorporating research in the digital arena, segment and target for digital strategies and understand consumer behavior and advertising responses to social media and mobile communications.   Students will explore social media and mobile platforms, social media and mobile communication strategies, SMS communications, mobile web sites and mobile search and will successfully integrate digital with traditional media.  Students will work with a client to evaluate their current social media and mobile executions and develop digital strategies aimed at specific goals for a brand.  

MAR 648/IS676- Foundations of Social and Mobile Technologies [NEW COURSE]

Course Description:  This course will explore the technical foundations of social and mobile technologies, and consider their application in digital marketing, as well as other business contexts. Student assignments will involve the hands on use and application of social and mobile technologies. Students will also learn how to create a simple mobile application for the iPhone, Android, or other relevant platforms. The final group project will consist of a social/mobile marketing project for a specific company or product.
MAR 649 - E. Marketing [NEW COURSE]
Course Description: This course explores the impact of the Internet and virtual commerce on marketing and the application of marketing theories, concepts, and tools to the world of e-business. The course objective is to integrate the business and market potential of the Web with the basic concepts and principles of marketing. Students will learn how to formulate and implement strategic Internet marketing plans, how to apply marketing concepts and tools to .com business strategy, and how to gain competitive advantage in traditional businesses by exploiting the power of the Internet.

MAR 673 – Customer Intelligence

Course Description:  Marketing departments are beginning to organize around the customer as opposed to the brand, product or channel in order to create more accountability of their programs and to be seen as a true steward of the customer relationship.  These marketers recognize the growing power of customers in shaping interactions with them, and the necessity of creating value for their customers.  To meet this challenge marketers require a better understanding of customer interactions. This can now be accomplished by tapping into information on customers’ actions, sentiments, experiences, and communications with the firm and others in emerging social networks.  This course examines how customer Interactions can and should be captured and leveraged.  This case-based course helps the marketing practitioner develop existing and transformational skills and competencies required to compete in a more customer-centric digital age.  A strategic intelligence framework will link competencies in customer insights, advanced analytics, scenario planning, digital and social media, business intelligence and experimentation together to drive greater and more relevant dialogue with the customer.

MAR 692Q - Research Project 

Course Description:  Students conduct an individual research project of their own design. Results are analyzed, interpreted and presented in a written report.

MAR 695 – Marketing Internship 

Course Description:    As opportunities become available with cooperating companies in the area, marketing majors with strong academic records will be selected to undertake a carefully planned work experience that will integrate the practical application of their classroom training. Students will maintain a weekly-journal which will be reviewed periodically with the supervising faculty member, and will be required to prepare a rigorous industry analysis or research paper as dictated by the industry/economic/service sector to which the sponsoring internship provider belongs. Students will explore in their research the relationship between theory and practice based upon their internship experiences. Interns are supervised by a faculty member in the Marketing Department. Interested students majoring in marketing should contact the Marketing Department in New York or White Plains. 

MBA 642 – Marketing Management 

Course Description: Examines the principles and practice of marketing to help gain a better understanding of marketing and the role of marketing in society. Topics include the decision of variables involved in marketing management decisions (i.e. the marketing mix—product, pricing, promotion and distribution decisions for successfully selling a product) as well as the global environment for marketing (societal and ethical dimensions). Uses case studies and/or group projects to show how theory can be applied in solving and understanding marketing problems. Students learn to formulate marketing objectives and develop a marketing strategy.
MBA 646 – Data Analysis for Decision Making 

Course Description: Students are taught to apply statistical tools useful for making effective managerial decisions in a disorganized and uncertain environment. They will develop valuable data analysis skills and the ability to choose appropriate statistical methods and interpret them in realistic management cases. These tools include methods for collecting, organizing presenting and analyzing data utilizing Excel and commercial-level software add-ins. Topics include applying statistical methods and presenting results for making better decisions using descriptive statistics, probability theory-including important statistical distributions, estimation, hypothesis testing and simple and multiple regression analysis. The emphasis will be on applying these tools to improve decision making in all functional areas of business.
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