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INTEGRATED MARKETING
(INTG1-GC)
INTG1-GC 1000  Integrated Marketing  (3 Credits)  
Typically offered Fall and Spring  
This course introduces students to the concept of marketing as an
organizational function and focuses on the development, creation,
and implementation of integrated marketing plans. It also covers key
elements of how marketing is integrated across channels and the
application of specific marketing tactics in support of the brand. Students
learn to plan market research, create integrated marketing strategic
plans, and evaluate plan outcomes in support of organizational goals.
The course addresses contemporary issues and trends in marketing and
the implications of new digital and social marketing practices.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 1005  Campaign I: Strategy & Execution  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
This course is taken in the semester before INTG1-GC1015, Campaign
II: Planning and Management. Together, these two courses provide
complementary learning in how to develop strategy, plan, execute, and
manage marketing campaigns. Campaign I focuses on the creative
aspects of the campaign and explores core concepts that transcend
marketing channels. By studying how creative strategy becomes the
basis for all executions across the marketing mix, including television,
radio, print, direct mail, e-mail, digital and wireless, students learn how
to manage all elements to achieve consistency in strategy, and branding
for a successful marketing integration outcome. Applying this learning,
students build a comprehensive integrated marketing campaign.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 1011  Competitive Strategy  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
This course focuses on how companies use strategic analysis and
planning to achieve organizational success. Marketers must understand
the role of marketing within an organization’s business strategy,
and how an organization’s business strategy influences marketing
strategy. Students will learn how to plan, develop, and implement
business strategies and the framework in which marketing supports
the achievement of business goals. Classic and contemporary
methodologies for identifying and assessing growth options will be
explored. Through analysis of global competition, innovation, and
potential competitive disruptors students will gain an understanding of
the issues organizations face to grow in their respective markets and
identify mitigation strategies and methodologies to advance growth.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 1015  Campaign II: Planning & Management  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
This course is taken in the semester following INTG1-GC1005, Campaign
I: Strategy and Execution. Together, the two courses complement learning
on how to develop strategy, plan, execute, and manage marketing
campaigns. Campaign II focuses on media campaign strategies.
Organizations seek to integrate messages across media channels to
achieve marketing and business objectives which are complicated by
mobile integrations, social media, email and search marketing competing
with traditional media such as television, print, radio, and direct mail.
This course provides students with the requisite knowledge, skills
and background to understand how to make decisions about budget
allocation relative to contact media and creative strategy. Applying this
learning, students develop a comprehensive integrated-media plan.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 1020  Consumer Behavior/Market Research  (3 Credits)  
Typically offered not typically offered  
This course is structured into two segments. The first segment, focusing
on consumer behavior, uses behavioral science concepts to explain
consumer motivation and behavior as they relate to effective market
segmentation, product positioning, and overall market strategy. The
second segment concentrates on the study of market research. Both
primary and secondary research methodologies and tools are explored,
including the use of on-line information sources. Students learn how
to select and evaluate various research alternatives. Additional topics
include behavior models, surveys, qualitative and quantitative methods,
and evaluation techniques.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 1025  Database Management & Modeling  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
In this course, students learn the basics of database setup and
management as well as the analytical techniques and tools used in
integrated marketing to assess, enhance, and profit from customer-
relationship management. The course reviews database technology,
organization, and planning including technology needs and outsourcing
considerations; sampling techniques such as nth selects and frozen
files; creating powerful predictor variables such as univariate and cross
tabulations, ratios, time series variables, and other measures. The
course also covers predicting customer actions by using multiple linear
regression and logistic regression to model response, payment, attrition,
churn, and other factors that assist in segmentation. Students also learn
how to combine prospect and customer data residing on databases with
outside sources of data to drive response models.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  
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INTG1-GC 1030  Finance for Marketing Decisions  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
This course examines the financial impact of integrated marketing
programs on a company’s bottom-line. Students learn the basic metrics,
terminology, and key formulas for planning, managing, and analyzing
marketing programs. Students also learn how a business constructs
a more comprehensive financial plan, by analyzing profit and loss
projections, breakeven analyses and a marketing allowable to set and
achieve financial goals. Students apply these analyses to create financial
projections and marketing budgets to project key metrics such as return
on investment calculations, cost per inquiry, cost per response, cost per
click, response profitability and customer lifetime value. Through the
study of marketing best practices, students learn how to set the financial
criteria for success, create measurable integrated marketing campaigns,
and apply the metrics to direct and digital media.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 1035  Digital Marketing  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
In this course, students learn the existing and emerging formats of digital
marketing, how to integrate them into the overall marketing plans, and
how to use them to achieve business objectives. The course covers the
latest forms of digital marketing including content marketing, website
UX, SEO, SEM, social media, video, email marketing, mobile marketing,
digital attribution and analytics, paid advertising, reputation management,
strategy planning, and new and emerging trends such as personalization,
AI, augmented and virtual reality, and messenger bots. Students learn
about the challenges that marketing professionals need to address in
customer acquisition, lead generation, activating and creating customer
loyalty, building and promoting brands, enhancing customer relationships,
and analyzing consumer behavior in the digital marketplace.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 1045  Database Management & Applications  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
This course teaches the ways that information-handling systems are
used in direct and interactive marketing. You learn how transactional and
relational databases and data warehouses are developed and built, how
they are used, and how they interact with other aspects of business. You
study hardware platforms, software systems, and the decision factors
that managers need to specify, select, and manage the most appropriate
and effective hardware and software for meeting their current business
objectives and projected future needs. Course work includes options for
mainframes, PCs, and client-server systems; planning for data mining and
other uses of data; Customer-Relationship Management (CRM) systems
and how tp evaluate and assess them; as well as the interaction of online
data-gathering systems, e-mail marketing, and privacy concerns. You
explore sources of data available to direct and interactive marketers for
consumer and business-to-business marketing and examine various
types of databases, data-optimization techniques, and basic modeling
reports.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 1050  Integrated Direct Marketing  (3 Credits)  
Typically offered not typically offered  
Students analyze how companies increasingly use direct and interactive
marketing in conjunction with general advertising, field sales, sales
promotion, public relations, and event/sports marketing.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 1055  Statistical Measurements, Analysis & Research  (3
Credits)  
Typically offered Fall, Spring, and Summer terms  
This course provides the marketer with quantitative and qualitative
techniques for developing consumer insights, determining market
potential, maximizing market share and building customer relationships
in an integrated-marketing environment. The course covers an overview
of statistical analysis used in marketing, including sampling techniques
and marketing-test design and analysis, e.g., sample-size estimation
and test assessment via hypothesis testing, choice modeling/conjoint
analysis, rank correlations, etc. In addition, students learn research
methods to support prospect, customer and competitive analyses
including how to execute a survey and use syndicated research. Using
measures of central tendency and dispersion, students learn how to
develop and assess these statistical measures to better understand
potential data issues prior to analysis. They also learn to build graphical
representations of marketing data and the important distributional
properties of marketing data.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 1060  The C-Suite Perspective: Leadership & Integrated
Marketing  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
This course focuses on the role of the C-Suite leadership and how the
competing demands of those roles shape the organization. Students
explore the differences between leadership and management and gain
understanding of relevant C-Suite practices. Throughout the course,
students examine the role of vision, mission, values, and organizational
culture in guiding the organization. Topics include risk analysis, scenario
planning, leadership models, influencing organizational culture, building
relationships and networks, critical thinking, investor relations, crisis
evaluation/mitigation, stakeholder analysis, negotiation and persuasion,
and entrepreneurship.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2000  Management Principles & Ethical Practices  (3 Credits)  
Typically offered occasionally  
As managers move into positions of broader responsibility, they
encounter increasing complexity and often experience greater pressure.
Senior executives in today's business world have to make decisions in
the context of global competition; communicate with a diverse range
of customers and shareholders; exert visionary leadership I the midst
of rapid change; evaluate organizational strategies and structure; and
demonstrate stewardship of financial and human resources. This course
exposes you to managerial challenges typically encountered in direct
and interactive businesses, including such issues as privacy and the
ethical use of data. You learn types of leadership, leadership strategies
and tactics, how to foster teamwork, how to motivate and coach, how to
resolve conflicts, and how to apply leadership-development methods to
succession and the future.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  
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INTG1-GC 2015  Internship  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
Internships provide students with the opportunity to acquire professional
experience and add a real-world perspective to their studies. The course
consists of on-site work at a corporation, nonprofit or governmental
organization, educational institution, or small and medium sized
company that provides an educational experience for the student, under
faculty supervision. Students apply the knowledge acquired through their
coursework to industry practice and explore career options. This course
has GPA and credit completion requirements.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2025  Intensive in American Business  (3 Credits)  
Typically offered not typically offered  
This course introduces international students to the principles of
business as used by U.S. companies. Through a combination of lectures,
readings, practical exercises and site visits to companies, students will
learn about company structures, departmental functions, typical titles
and roles of executives, key marketing segments of consumers and
businesses, key media, key companies profiled from the Fortune 500, key
trends, and current issues in American business. To prepare students for
the format of the graduate program, the class will include assignments
that entail individual and group presentations, as well as discussions
based on research, reading assignments and on-line collaboration using
Blackboard.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2100  Social Media & The Brand  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
In this course, students learn how effective use of social media integrates
both into an overall digital marketing strategy and overarching brand
strategy. The course covers the principles and practices of social media
marketing and how social media channels are used to build brands in
conjunction with an effective content marketing strategy. Throughout
the course, students evaluate established social networks as well as
emerging platforms. The course covers the different forms of content
including blogs, image, video and audio and examines how social media
can build or break influence, be used as a research and customer service
tool and examines emerging trends and concerns over privacy issues.
The course provides students with an opportunity to build a brand by
creating content, using social media networks, and creating social media
marketing campaigns.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2105  Search Marketing  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
In this course, students learn all aspects of search, including organic,
pay-per-click search, paid/sponsored listings, contextual listings, and
paid inclusion, as well as optimization of site content through keywords,
algorithms, and meta tags. Building on this foundation of planning
and managing search, they learn the metrics of click-throughs, how
to measure the effectiveness of search with A/B tests of listings, site
content, site design, and targeted, measurable landing pages.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2115  Operations Strategy  (3 Credits)  
Typically offered Fall and Spring  
This course enables students to manage the interface between marketing
and a company’s operations, in areas such as the delivery of products,
services and customer support, which helps ensure that marketing is
able to effectively support a company's growth strategy and competitive
position. This course prepares students in the operational and customer-
service aspects of business to ensure that marketing and operations are
properly aligned to meet customer expectations. Students evaluate how
the efficiency and effectiveness of these processes can make or break
a marketing strategy, influence lead conversion, affect customer loyalty
and impact Customer Life-Time Value. In this course, students assess
how operations create competitive advantage and master how to improve
the effectiveness of a company's operations, including usability in e-
commerce, outsourcing, and CRM.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2120  E-Commerce Marketing  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
The course prepares students for all aspects of e-commerce marketing
management, from launch to expansion. It covers the principles and
practices of e-commerce marketing, with emphasis on the skills needed
to plan, launch, manage, market, and measure a mobile first website
that sells products, incorporates advances in marketing technology
and communicates with prospects and customers. Students learn
the specific processes that constitute core competencies for site
development including merchandising, pricing, and product display; best
practices for maximizing click-through rate, stickiness, conversion of site
visits to sales, and minimizing shopping-cart abandonment. They also
learn how to develop and manage the P&L and operating budgets for an
e-commerce business and how to use the best practices of classic direct
marketing combined with the latest advances in digital technology to
test, track and measure for return on investment and customer life time
value.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2200  Brand Strategy  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
This course explores four specific areas of brand strategy including
planning, development, management, and assessment. Through the
review and analysis of historical and contemporary examples of brands,
students develop an awareness and appreciation for the specific
elements that contribute to a brand’s success. The course delves into
the role of social, technological and cultural influences on brands and
their success or failure. Students study and evaluate specific elements
that distinguish, differentiate, and give rise to successful national, multi-
national, and global brands.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  
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INTG1-GC 2205  Managing Products & Brands  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
The course focuses on two distinct areas of product management
and brand management. The product management section introduces
students to the principles and practices of managing new and existing
products. This includes product development, sales forecasting,
product-life stage management, pricing, design and packaging, and
market testing. The brand management section focuses on brand
strategy, including its development and implementation, to address
market objectives and strategies. Students examine how brands are
managed as a key asset of the business from pricing, packaging, portfolio
management to brand activation. Throughout this course, students
also explore the role of marketing communications, brand extensions,
customer experience, and the overall assessment and measurement of
brands.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2210  Consumer Behavior  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
This course introduces students to how marketers use scientific research
to understand the psychological processes involved in consumer
behavior. Students learn the concepts and theories of behavioral science
that are used to understand and predict behavior in the marketplace,
as well as to forecast demand analysis for products and services.
Through examining case histories of how the theory and practice of
consumer behavior are applied, students gain an understanding of how
to plan, develop, and implement marketing strategy and how to use
the framework of consumer behavior for decision making in marketing
management. The course explores contemporary concepts of storytelling
and narrative constructs to emotionally connect with consumers and
examines neuroscientific research and social listening techniques to
evaluate engagement and response.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2215  Theory, History, & Practice of Public Relations  (3
Credits)  
Typically offered occasionally  
This course provides an overview of the history and evolution of public
relations focusing on theories of persuasion and how they can be
applied to communication thinking, planning, and execution. The course
covers the process of taking ideas from inception to completion and
gaining an understanding of how they are applied and implemented
in a communication context. Students learn how to monitor for public
opinion, generate and evaluate research for target audiences, mobilize
teams, and devise solutions for a variety of organizational scenarios.
Assessing organizational needs, identifying stakeholders – both internal
and external – and crafting messages will be studied and practiced to
achieve specific outcomes. Within the context of a communication plan,
students will learn to create content and develop a deep understanding of
the relationship among digital, social, and traditional media.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2300  Business Analytics and Data Visualization  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
This course prepares students to turn business data into actionable
information and communicate insights through visualizations. Students
learn software systems that enable marketers to integrate and transform
data, analyze the data, and visualize the results and insights. Students
learn how to use these systems and related technology in the context
of managing CRM for sales, marketing, and customer relationships.
Students use analytical and data visualization software, to clean, manage
and prepare data for analysis, and analyze real-world data sets to
develop strategic recommendations for managerial actions. They apply
techniques to convert data to information, explore datasets, analyze,
summarize, and visualize data, creating interactive exploratory analytics
and preliminary predictive analytics to develop actionable insights.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2305  Web Analytics: SEO/SEM, PPC, Email & Clickstream  (3
Credits)  
Typically offered Fall, Spring, and Summer terms  
In this course, students learn how to develop analytics to drive marketing
and business objectives and improve ROI from digital initiatives. Students
learn how to organize, validate, and analyze various forms of online
data in order to optimize the performance of Websites, Search Engine
Marketing, Pay-per-Click Advertising campaigns, Email Marketing,
Display Advertising etc. Students analyze data from multiple sources
including weblogs and click-stream data, and evaluate key metrics for
measuring online and offline consumer behavior. Students also learn how
to communicate results to drive planning for web optimization and digital
advertising.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 2310  Advanced Test, Analysis, & Experimental Design  (3
Credits)  
Typically offered Fall and Spring  
This course introduces students to the concepts of experimental design
and analytical techniques for developing marketing tests across multiple
media channels and marketing touchpoints. The course covers why, what,
when and how to test, along with how to analyze the results of marketing
tests in traditional and interactive media including print ads, direct mail,
email, social media, banner ads, search-engine marketing, landing pages
and website effectiveness. Throughout the course, students learn how to
establish key performance indicators for marketing and create advanced
testing strategies and design statistically-oriented tests of marketing
activity, including A/B and ANOVA analyses.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  
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INTG1-GC 2315  CRM: Managing Customer Experience  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
This course takes a strategic approach to the study of Customer
Relationship Marketing, providing students with the knowledge to plan,
manage, and assess a CRM program from a non-technical perspective.
Students learn how CRM has evolved and can take the form of customer-
loyalty programs, relational database management, and total customer
service experience. The course covers criteria for a CRM program, goal
setting and selection of methodologies, implementation of the CRM
program, and metrics for program success. Through CRM simulation
exercises and case studies, students learn why, when, and how to
use CRM as a strategy for increasing customer equity in the form of
incremental revenue from sales, increased profit, improved Return on
Investment (ROI), or extending customer lifetime value.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 3000  Busn-to-Busn Direct Mktg Domestic & International  (2-3
Credits)  
Typically offered not typically offered  
Students explore how, as the cost of field-sales operations has
increased, companies that sell products or services to businesses have
implemented direct and interactive marketing programs.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 3005  Multi-Channel Catalog Merchandising & Mktg  (3
Credits)  
Typically offered not typically offered  
This course examines the economics, critical elements, and marketing
strategies of catalog selling. Through the Internet, traditional mail-
order catalog companies have moved their merchandise online, and
companies that were previously limited to retail channels have expanded
into virtual catalogs on their Websites. In addition, entrepreneurs use the
Web to start mini-catalog businesses that can generate multi-national
sales. To prepare students for managing catalog businesses and for
using the success strategies of catalogs for other business models,
this course covers the basics of financial planning, strategic planning,
merchandising, pricing, circulation, media, layout, creative execution,
and financial analysis for the full range of catalog businesses--from
those that use postal mail to those that are e-catalogs and those that are
multi-channel. Through exposure to the size, dynamics, and economics
of the catalog industry, students learn how to apply the principles and
practices of classic direct marketing and the newer principles and
practices of successful online marketing to catalog selling. From the
basic concepts needed to evaluate, administer, and launch a catalog to
the success factors needed for circulation, you will learn how to integrate
merchandising, marketing, design strategy, and performance metrics into
a single or multi-channel catalog business.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 3010  Retail Direct Marketing  (2-3 Credits)  
Typically offered not typically offered  
This course provides the student with an overview of the full scope of
direct marketing at the retail store level. Focus is on new developments
in direct marketing and database management applications for selling
direct to customer and for traffic generation. Students learn how to
uncover co-marketing opportunities with manufacturers, negotiate
arrangements, and prepare co-marketing promotions. They analyze the
key elements of successful retail direct marketing programs, evaluate
the media available to accomplish their objectives, learn how to track
response, and practice by developing new retail direct marketing
strategies and programs.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 3015  Dm for Financial Service  (2-3 Credits)  
Typically offered not typically offered  
Banking services, insurance, investment opportunities, credit cards, and
financial information and services are all being sold successfully through
direct and interactive marketing, but are severely controlled by special
legal restrictions. Students learn what can and cannot be done; how to
market successfully despite legal limitations; how to utilize database,
modeling, and media; and how to adapt direct marketing techniques to
these specialized areas.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 3020  Customer Relationship Management  (3 Credits)  
Typically offered not typically offered  
Designed to provide students with intensive preparation in the theory and
application of CRM, this course covers the basic elements of building
and managing customer relationships. Students learn the various
methodologies for identifying best customers, for projecting Lifetime
Value (LTV), and they learn how to assess the risks and rewards of a CRM
program for different types of businesses. The course covers the vendor
selection, testing, program assessment, and program management.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 3040  Independent Study  (3 Credits)  
Typically offered not typically offered  
Students interested in developing competencies in specialized areas
of direct and interactive marketing can elect to take a three-credit
independent study course with an appropriate faculty member.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 3050  Internet Marketing: Methods & Entreprneurshp  (3
Credits)  
Typically offered not typically offered  
It has been said that all marketing online is direct marketing. Students
apply their direct and interactive knowledge to an array of advanced
topics in Internet marketing.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  
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INTG1-GC 3070  Advanced Database Mining & Modeling  (3 Credits)  
Typically offered not typically offered  
To provide students with advanced abilities in all aspects of data mining
and analysis, this course builds on the learning from Y50.2045, Database
Mining and Modeling. Students gain an in-depth knowledge of data-
analysis issues, techniques, and best practices through research and
real-life case-analysis projects. Topics include transforming data for
linearity, data imputation and dealing with missing data, modeling
attrition and customer churn, modeling risk, zip-code based modeling
and analysis, privacy and ethical use of data, building databases inhouse
versus outsourcing, database hygiene, and best-customer/clone models.
Students conduct data-analysis projects entailing real-life data that give
them hands-on practice in regression analysis, cluster analysis, and
CHAID analysis. Most work is performed in the computer laboratory, and
students gain extensive experience in presenting the findings of their
analyses.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 3075  Web Mining: Advanced Integrated Data Analysis  (3
Credits)  
Typically offered not typically offered  
This course builds on the concepts from Y50.2045, Database Mining
and Modeling. In this class students will gain hands on experience in
all aspects of mining both online and offline data. Through research
and real life case studies, students will gain knowledge regarding
the integration of on and offline data, how such data is used to make
marketing decisions, data mining software, search engine optimization,
clickstream data analysis, rating websites, managing PPC campaigns,
data prep and hygiene techniques and best analytical practices. The
class format will involve presentations, case readings, and analytical
assignments. This class will be held in the computer lab. All analytical
work will be performed in class in a team environment.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 3080  Global Perspectives: Direct & Interactive Mkt  (3
Credits)  
Typically offered not typically offered  
This course takes a practical, hands-on approach to the global
opportunities and challenges faced by direct and interactive marketers
as the boundaries between regions, countries, continents, and time
zones become increasingly blurred. You study the present and future of
global. multinational, and regional businesses in terms of the impact on
marketing strategies and key issues for direct marketers. You examine
key regions - Japan, Asia/Pacific Rim, India, Latin America, Europe, and
North America - in order to understand the factors that drive or inhibit
direct marketing in each area, from media availability to technological
capability and cultural relevance. In doing so, you learn the specific
strategies needed for geographic expansion as well as the decision-
making criteria for effective global growth and management
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 3100  Special Topics:  (3 Credits)  
This course introduces students to topics of relevance to the global
marketing and communications industry and establishes some
frameworks through which to analyze and evaluate the ecosystem of
these industries. The course reviews topics that inform the competitive
business strategies adopted by various players in the environment, and/
or the creative process of developing marketing and communications
campaigns and the criteria used to assess whether these campaigns had
impact. Special topics are analyzed in the context of how they are shaped
by marketing and communications practice, and how they are impacted
by, or alternatively, help drive globalization and digital transformation.
Grading: GC SCPS Graded  
Repeatable for additional credit: Yes  

INTG1-GC 4000  Capstone  (3 Credits)  
Typically offered Fall, Spring, and Summer terms  
The Capstone is your final project, marking the culmination of your
Master's-degree program. Each student enrolls in the Capstone course
and begins by developing and evaluating concepts for an individual new
business that will use direct and interactive marketing to achieve its sales
and marketing objectives. Once your topic is approved by the instructor,
you write a complete business plan for your company. It consists of
all the sections that go into an actual business plan. Beginning with
business strategy to show the scope of your concept and category
research to show the financial potential, you move on to target-audience
analysis and competitive strategy. Next, you develop the marketing
section with brand positioning, customer-acquisition strategies and
tactics, and a customer-retention plan for Lifetime Value. Following that,
you plan the media, selecting from the full range of direct and interactive
media, and then you develop sample advertisements in traditional and
interactive formats for your brand, as well as a database plan and a
plan for operations and customer service. Your work includes financial
projections for your company, from breakeven analysis to a full P&L
(profit and loss) analysis, a lifetime value analysis, and an operating
budget. Each week, you share your work with your classmates and the
instructor in a collaborative workshop setting. At the end of the semester,
you present your complete business plan to your classmates and the
instructor.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  

INTG1-GC 4010  Experiential Learning  (3 Credits)  
NYU SPS is a school committed to offering world-class courses in applied
professional studies across multiple disciplines.  Students are grounded
in theory then asked to apply those theories to specific professional
practice areas. NYU SPS Real World puts the “applied” notion of student
learning to the acid test. In this course, students will not apply their
knowledge to an assignment in the classroom but to real world problems/
challenges faced by real world organizations.  In this series of courses,
a real world organization assigns students real world problems for
which they need actionable solutions.  On the first day of class, the
organization will present a brief outlining an organizational problem/
challenge that needs an actionable solution.  SPS students will work in
multi-disciplinary teams in fluid consultation and communication with
organization leaders and SPS faculty to research, prepare and present
their solution on the final day of class. Selected ideas/solutions will be
chosen by the organization to be implemented, concretely, into their real
world organizational practice.
Grading: GC SCPS Graded  
Repeatable for additional credit: No  


