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COURSE DESCRIPTION and LEARNING OBJECTIVES 

 
In this capstone course, we will review the key concepts and theories you have learned in your 
previous marketing classes, and apply these concepts and theories through case studies and a 
marketing simulation.  
  
Upon successful completion of the course, students should be able to apply the key concepts and 
theoretical frameworks, and practical knowledge, to solve marketing problems using both qualitative 
and quantitative analyses. Additionally, students should be able to think critically and make strategic 
marketing decisions. 
 
The following list provides a summary of the Course Intended Learning Outcomes (ILOs): 

1. To critically refect on fundamental marketing principles to develop an effective marketing 
strategy 

2. To evaluate available information to justify evidence-based marketing strategy decisions 
3. To assess relevant strategy options to multiple marketing challenges 
4. To collaborate effectively to develop innovative marketing solutions  
5. To present solutions to a standard suitable for a professional audience 

 
 

CLASS SCHEDULE 
 
The class meets on the following dates and times: 
 

Section L1:  
Tuesdays and Thursdays 
10:30- 11:50 a.m. 
LSK 1001 

 Section L2: 
Tuesdays and Thursdays 
4:30- 5:50 p.m. 
LSK 1003 

 

A common tutorial session is scheduled for the two sections on Thursdays, 6:00- 6:50 p.m. at 
LSK G012. Tutorial sessions will be used for conducting quizzes and for holding special and make-
up sessions as necessary.  Students will be informed at the beginning of the week if the class will 
meet for a tutorial session that week. 
 
Tutorial sessions are part of the course’s regular schedule.  Students should therefore not 
schedule other activities that will clash with the tutorial sessions. 

 
Note that section jumping is not allowed. 

mailto:yansun@ust.hk
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COURSE DELIVERY 
 
Lecture 
 
This capstone course places emphasis on integrating marketing concepts that you have learned in 
your previous courses, and linking them to real-world examples. There is no assigned textbook for 
this course, however some online resources and other reading materials will be provided during the 
semester.  Key concepts and frameworks will be discussed during the scheduled class sessions.   
 
Case Discussion 
 

Effective learning also benefits from systematic critical thinking and reasoned application of 

theoretical concepts and frameworks. To this end, case discussion is used as a primary learning tool. 

You are expected to read each case and participate in the class discussion. Discussion questions will 

be provided prior to class to guide you through the case preparation.  

  

PharmaSim 
 

To provide you with further opportunities to develop critical thinking skills and ability to solve real-

world problems, we will use a team-based simulation game called PharmaSim. The simulation 

involves managing a pharmaceutical brand, which requires making decisions about products, pricing, 

promotions and distribution strategies. These decisions will become more complex as you progress 

in the simulation. As you advance through the simulation, you must evaluate your results, determine 

what causes your market share and profitability to change, and make new decisions based on insights 

from the data.   

 
  

COURSE MATERIALS 
  

Cases and readings 
There is no textbook for the course. Instead, we will use articles and cases as course materials. A 
complete list of the materials is available under the section entitled “Tentative Course Outline”. All 
cases and readings are available on the course website on CANVAS (https://canvas.ust.hk/). It is your 
responsibility to ensure that you have completed your readings and assignments before each class.   
 
Please make sure that you regularly check your Canvas website for announcements and updates. 
 

Lecture slides 
Basic lecture slides will generally be provided on the course website prior to the scheduled discussion. 
Supplementary slides (e.g., case brief, additional lecture slides) will be posted after each class.  
  

 
Simulation 
The simulation, PharmaSim, involves managing a pharmaceutical brand, including making 
decisions about products, pricing, promotions and distribution strategies. Details about the 
simulation will be provided in class.  
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COURSEWORK and ASSESSMENT 
 

This course will be assessed using criterion-referencing.  Grades will not be assigned using a curve.  
 

 

Coursework  Weighting (%)  Individual/Team  

Quantitative Analysis Exercise  10  Individual  

Class Participation  10  Individual  

Quiz 1: Strategic Marketing 

Framework, Quantitative Analysis, STP 

15*  Individual  

Quiz 2: Product Management 15*  Individual  

Quiz 3: Pricing 15*  Individual  

Quiz 4: Distribution and Promotion 15*  Individual  

PharmaSim  25  Team  

Peer Evaluation  8  Individual  

Research Credit  2  Individual  

TOTAL  100    

 
* Best three (3) scores out of the four (4) quizzes 

 
 

FINAL GRADE DESCRIPTORS 

 

Grades Short Description Elaboration on subject grading description 

A Excellent Performance 

Demonstrates a comprehensive grasp of Strategic 
Marketing, expertise in problem-solving, and 
significant creativity in thinking. Exhibits a high capacity 
for scholarship and collaboration, going beyond core 
requirements to achieve learning goals. 

B Good Performance 

Shows good knowledge and understanding of Strategic 
Marketing, competence in problem-solving, and the 
ability to analyze and evaluate issues. Displays high 
motivation to learn and the ability to work effectively 
with others. 

C Satisfactory Performance 

Possesses adequate knowledge of Strategic Marketing, 
competence in dealing with familiar problems, and 
some capacity for analysis and critical thinking. Shows 
persistence and effort to achieve broadly defined 
learning goals. 

D Marginal Pass 

Has threshold knowledge of Strategic Marketing, 
potential to achieve key professional skills, and the 
ability to make basic judgments. Benefits from the 
course and has the potential to develop in the 
discipline. 

F Fail 

Demonstrates insufficient understanding of Strategic 
Marketing and lacks the necessary problem-solving 
skills. Shows limited ability to think critically or 
analytically and exhibits minimal effort towards 
achieving learning goals. Does not meet the threshold 
requirements for strategic marketing analysis and 
strategy formulation or development in the discipline. 
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Quantitative Analysis Exercise  
  

This exercise is designed to familiarize you with the basic quantitative calculations you are expected 
to use in your case analyses and PharmaSim (break-even analyses, profit implications of certain 
marketing strategies, etc.). The assignment will be posted on Canvas.   
  

This is an INDIVIDUAL assignment. Please submit your solution on Canvas before the assignment due 
date (see Course Schedule).  
  

Quizzes 
  

Four quizzes will be administered during the semester.  These will test your understanding of all 
materials covered in class, including but not limited to case discussions and PharmaSim.  The quizzes 
will be “closed book” and will be administered on optical scan sheets and conventional writing pads, 
so you should bring HB pencils, an eraser, and a pen (blue or black ink only).   
 
The three (3) best scores out of the four quizzes will be considered in calculating your grade.  There 
will be no make-up quiz regardless of the validity of the reason  for the student’s absence. 
 
Quizzes will be administered during TUTORIAL sessions.  Please check the timetable at the end of this 
syllabus for specific dates. 
 

Class Participation  

  

For effective class participation, you need to have read the assigned materials before each class 
session, including the case materials. Effective class participation includes: 1) asking questions about 
concepts from lectures or readings; 2) sharing your experience or point of view with the class; 3) 
building on points raised by others; 4) clarifying issues; and 5) relating topics discussed to previous 
class discussions. Direct student-student interaction is encouraged; monopoly of air-time is not. 
Interactions should be both positive and courteous even when opinions differ. Regular and punctual 
class attendance is necessary but not sufficient to earn good class participation grades.   
  

Participation will be graded on a scale from 0 (lowest) through 4 (highest points), using the criteria 
below. The criteria focus on what you demonstrate and do not presume to guess at what you know 
but do not demonstrate.  
 
Please submit a photo card on Canvas (template file uploaded) before the specified deadline (see 
the Course Schedule) to assist our TA in properly recording your class participation points.  
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 Points Criteria 

0 • Absent or Present but disruptive.  

1 

• Present, not disruptive.   

• Tries to respond when called on but does not offer much.   

• Demonstrates very infrequent involvement in discussion.   

2 

• Demonstrates adequate preparation: knows basic case or reading facts, but does not 
show evidence of trying to interpret or analyze them.   

• Offers straightforward information (e.g., straight from the case or reading), without 
elaboration or very infrequently (perhaps once a class).   

• Does not offer to contribute to discussion, but contributes to a moderate degree 

when called on.   

• Demonstrates sporadic involvement.   

3 

• Demonstrates good preparation: knows case or reading facts well, has thought 
through implications.   

• Offers interpretations and analysis of case material (more than just facts)  

• Contributes well to discussion in an ongoing way: responds to other students' points, 
thinks through own points, questions others in a constructive way, offers and 
supports suggestions that may be counter to the majority opinion.   

• Demonstrates consistent ongoing involvement.   

4 

• Demonstrates excellent preparation: has analyzed case exceptionally well, relating it 
to readings and other material (e.g., readings, course material, discussions, 
experiences, etc.).   

• Offers analysis, synthesis, and evaluation of case material, e.g., puts together pieces 
of the discussion to develop new approaches that take the class forward.   

• Contributes in a significant way to ongoing discussion: keeps analysis focused, 
responds thoughtfully to other students' comments, contributes to the cooperative 
argument-building, suggests alternative ways of approaching material and helps class 
analyze which approaches are appropriate, etc.   

• Demonstrates ongoing very active involvement.   

  

 
PharmaSim  
  

Grading on PharmaSim consists of two parts: (1) Your team outcome performance on the PharmaSim 
game, and (2) a team project report after completing the simulation. Details on each of these 
components will be provided in class.  
  

This is a TEAM assignment. As such, every member receives the same grade.  
 Peer Evaluation  

  

Each student is required to evaluate his/ her group members’ performance/contribution to the group 

via the iPeer system.  The student will also conduct self-evaluation, although the self-evaluation score 

will not contribute towards the calculation of the student’s average evaluation score. At least one 

member of the group must receive a perfect contribution score. 

 

Evaluators should include qualitative comments/ evaluation.   
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The iPeer system will open and close on specific dates as indicated in the schedule at the end of this 

syllabus.  A student who fails to submit his/her peer assessment on time will automatically earn a 

significant mark deduction in the “Peer Evaluation” component of the course. 

 

Individual peer evaluation scores will be released on CANVAS after the closing date.  The students 

will then have an opportunity to raise any concern about their peer assessment scores within two 

days of the score releace.  No queries or challenges will be entertained after the designated cut-off 

date for raising queries.  Please refer to the timetable at the end of this syllabus for the exact dates 

and times. 

 

Research Credit    
  

HKUST is a research institution. We, therefore, encourage students to earn research credit. Students 
enrolled in marketing classes are expected to earn 2 research credits (worth 2% of the grade). This 
can be done by either participating in two research experiments (1 hour each) or completing two 
research assignments. Details will be posted on the course website. This is independent of the course 
and I have no ability to assign extra work if you cannot complete the 2 credits, so I suggest you try 
and complete these as early in the semester as possible. For any inquiries regarding your research 
credit, please email markexpt@ust.hk .  
  

 

ATTENDANCE POLICY 
 
Students are expected to attend all class sessions, including scheduled tutorials. Failure to attend 
50% or more of the scheduled classes will automatically result in a failing grade (F) in the course.   
 

In case you are not able to attend classes due to serious illness or circumstances, the school policy on 
“Illness or Other Circumstances Affecting Assessment” will be followed. 
 
 

TEAMWORK  
  

Teamwork is an essential component of the course. A significant amount of the work for this course 
will be done in teams. The purpose of team assignments is to expose you to the real business 
environment where skills such as dividing workload, communicating effectively, resolving conflicts, 
and leveraging each person’s strength are immensely valuable. As in the real world, teamwork can 
sometimes be a frustrating experience. It might be difficult to pick times to meet, you may not see 
eye to eye with another group member on some issues, or the division of workload may not seem 
equitable to all group members. As frustrating as it might be, it is important for you to learn how to 
manage teamwork. Disputes between team members should be resolved internally.  
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Group Formation 

 
Students will form teams consisting of 5-6 members each.  You will be working within your respective 
teams for all team-based activities (e.g., PharmaSim).  Team formation procedures will be discussed 
in class. 
 
Team Charter 
 
Teams work better if the members are united to a common purpose and everyone is clear about their 
roles and expectations.  Defining roles and ground rules lets everyone know where they stand 
minimizing the risk of conflict and facilitating task completion.   
 
Setting goals and being aware of potential obstacles to their achievement is essential in managing 
any team.  However, conflict cannot be completely avoided-- but it can and should be managed.  By 
identifying the likely kinds of issues that might bring team members into conflict and agreeing 
beforehand how to deal constructively with those conflicts, team members will help to ensure the 
optimum functioning of the team.  
 
A team charter template is provided on Canvas.  Take time to complete the form as a team.  Once the 
form is completed, all members need to sign off on it. Each member, plus the instructor needs a copy.   
Upload your completed, signed and dated charter on Canvas. 
 

INSTRUCTOR AS A RESOURCE  
  

Concerns, clarifications about the course materials, and any form of feedback are welcome. If there 
are concerns about course-related issues, bring them to the professor’s attention as soon as possible. 
Do not wait till the end of the semester to have them resolved. If you wish to see the professor outside 
class, please schedule an appointment either in class or through email. If you wish to contact your TA, 
please directly email him stating the course code, the session you belong to, and the issue as the 
subject heading  (e.g., MARK4210 L1_ issue concerned).   
  

APPEAL PROCEDURE 
  

Requests for re-grading an exam or assignment are not generally entertained. If you believe, however, 
that your answer on a particular question of an exam has been misunderstood, you need to submit a 
request to be reevaluated within one week of receiving your score. Please attach a typed note to 
your exam or assignment with your name, student ID, and a short explanation for why you feel your 
answer deserves more points. Explanations should be specific and pertain to the content of the 
question only. Thus explanations like “I worked really hard and deserve more points” or “My answer 
on this question is better than X’s” will not be acceptable.  Please note that a reevaluation request 
for a particular segment of the exam will lead to a complete re-evaluation of the entire 
exam/assignment. Thus, this comprehensive re-evaluation may cause your overall score to go up, 
stay the same, or go down. You will receive your final grade within one week of receiving your request.   
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MAPPING OF COURSE ILOs TO ASSESSMENT TASKS 

 
Assessed Task Mapped ILOs Explanation 

Quantitative Analysis 
Exercise 

ILO1, ILO2 

1. To critically refect on fundamental marketing principles to develop 
an effective marketing strategy 

2. To evaluate available information to justify evidence-based 
marketing strategy decisions 

Class Participation  ILO1 – ILO5 

1. To critically refect on fundamental marketing principles to develop 
an effective marketing strategy 

2. To evaluate available information to justify evidence-based 
marketing strategy decisions 

3. To assess relevant strategy options to multiple marketing challenges 
4. To collaborate effectively to develop innovative marketing solutions 
5. To present solutions to a standard suitable for a professional 

audience. 

Quizzes 
ILO1, ILO2 , 
IL03 

1. To critically refect on fundamental marketing principles to develop 
an effective marketing strategy 

2. To evaluate available information to justify evidence-based 
marketing strategy decisions 

3. To assess relevant strategy options to multiple marketing challenges 

Pharmasim 
(Simulation)  

 
 

ILO1 – ILO5 

1. To critically refect on fundamental marketing principles to develop 
an effective marketing strategy 

2. To evaluate available information to justify evidence-based 
marketing strategy decisions 

3. To assess relevant strategy options to multiple marketing challenges 
4. To collaborate effectively to develop innovative marketing solutions  
5. To present solutions to a standard suitable for a professional 

audience.5. To provide hands-on experience with constructing a 
strategic marketing communication campaign 

Peer Evaluation ILO4 4. To collaborate effectively to develop innovative marketing solutions  

Research Credit                                                                         

ILO1, ILO2 , 
IL03 

1. To critically refect on fundamental marketing principles to develop 
an effective marketing strategy 

2. To evaluate available information to justify evidence-based 
marketing strategy decisions 

3. To assess relevant strategy options to multiple marketing challenges 

 
 

GENERATIVE ARTIFICIAL INTELIGENCE POLICY 
 
The use of Generative AI in PharmaSim report preparation is permitted for editing purposes only and 
it must be properly acknowledged. 
 
You may not submit any work generated by an AI program as your own.  
 
 

ACADEMIC INTEGRITY  
  

Students should maintain the highest standards of academic integrity. Breaches of  these standards 
of academic integrity include, but are not limited to, cheating, plagiarizing, consulting external 
sources (including the Internet) in completing an assignment, quiz, or project in which such behaviors 
are prohibited.   
 



 
MARK 4210 (L1 AND L2) TENTATIVE SCHEDULE  

Week  Date  Topic  Pre-class Readings Notes 

1 

04 Feb  Class Introduction    

06 Feb Quantitative Analysis in Marketing 
Note on Marketing Arithmetic and 

Marketing Related Terms 
 

2 
11 Feb  Marketing Strategy- What Is It? 

Framework for Marketing Strategy 

Formation 
 

13 Feb Segmentation and Targeting A Note on Consumer Market Segmentation  

3 

  

18 Feb 
Positioning  

Pharmasim Overview 

 

PharmaSim Player’s Manual 

• Last Day of Add/Drop: 15 Feb 

• Photo Card due 16 Feb @5:00 p.m. on Canvas 

• Group Membership List due 18 Feb  

• Quantitative exercise due 18 Feb @11:00 p.m. (through Canvas) 

20 Feb Case Discussion: Product Team Cialis  

 

CASE: Product Team Cialis  

 
 

4 

  

25 Feb  PharmaSim In-class Activity   
Team Charter due in-class (one submission per group) 

• PharmaSim practice round starts on 20 Feb, Thursday @6:00 a.m. 

27 Feb NO CLASS- Quiz 1 in the evening   

Tutorial 
6:00-6:50 pm 

Quiz 1   

5 

04 Mar Competitive Positioning   

06 Mar Managing Products   
• PharmaSim practice round ends on 05 Mar, Wednesday @7:00 p.m. 

• PharmaSim Live Round 1 begins 06 Mar, Thursday @6:00 a.m. 

6  

  

11 Mar  

 

Product Life Cycle Management 

 

  

13 Mar Brand Management   

7  

  

18 Mar Case Discussion: Sirona Hygiene CASE: Sirona Hygiene  

20 Mar NO CLASS- Quiz 2 in the evening   

Tutorial 
6:00-6:50 pm 

Quiz 2   

8 

  

25 Mar PharmaSim In-class Activity   

27 Mar  Managing Prices   
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 01-04 April: Mid-term Break 

9 

08 April 
Case Discussion: Optical Distortion, Inc 

(A) 
CASE: Optical Distortion, Inc (A  

10 April NO CLASS- Quiz 3 in the evening   

Tutorial 
6:00-6:50 pm 

Quiz 3  

• PharmaSim Live Round 1 ends 11 April, Friday @7:00 p.m. 

• PharmaSim Live Round 2 starts 12 April, Saturday @6:00 

a.m. 

10 
15 April Managing Distribution   

17 April Case Discussion: Calyx and Corolla CASE: Calyx and Corolla  

11 

 

22 April 
Managing Communication and 

Promotion 
  

24 April NO CLASS- Quiz 3 in the evening   

Tutorial 
6:00-6:50 pm 

Quiz 4   

12 
29 April Case Discussion: Dumb Ways to Die CASE: Dumb Ways to Die  

01 May  Holiday (Labor Day) 

13 

 

06 May 
Understanding Consumers and Market 

Dynamics 
 PharmaSim Live Round 2 ends 05 May, Monday @7:00 p.m. 

08 May Summary and Conclusion  

• PharmaSim Final Report due 13 May @11:00 p.m. 

• Peer Evaluation ends 13 May @11:00 p.m. 

• Peer Evaluation Scores released 17 May @ 5:00 p.m. 

• Cut-off for any queries regarding iPeer scores: May 19 (5:00 p.m.)- 

 


