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	Proposing New CSU Degree Programs
Bachelor’s and Master’s Levels

Offered through Self-Support and State-Support Modes



1. Program Type (Please specify any from the list below that apply—delete the others)

a. 	State-Support
i. 	New Program; Face to Face 


2. Program Identification

a. Campus

California State University, Long Beach

b. Full and exact degree designation and title (e.g. Master of Science in Genetic Counseling, Bachelor of Arts with a Major in History).

Master of Science in Marketing 

c. Date the Board of Trustees approved adding this program projection to the campus Academic Plan.

December 7, 2015

d. Term and academic year of intended implementation (e.g. Fall 2013).

Fall 2018

e. Total number of units required for graduation. This will include all requirements, not just major requirements.

30 semester units to be completed in 24 months (four regular semesters)

f. Name of the department(s), division, or other unit of the campus that would offer the proposed degree major program.  Please identify the unit that will have primary responsibility.

Marketing Department, College of Business Administration (CBA) 

g. Name, title, and rank of the individual(s) primarily responsible for drafting the proposed degree major program.

(by last name alphabetical order)

Min, Sam, Ph.D., Professor of Marketing, Chair of the Marketing Department    

Moisio, Risto, Ph.D., Associate Professor of Marketing    

Nguyen, Hieu Ph.D., Associate Professor of Marketing    

Qiu, Tianjiao, Ph.D., Associate Professor of Marketing 

Song, Reo, Ph.D., Assistant Professor of Marketing  

Wang, Yu Ph.D., Associate Professor of Marketing

h. Statement from the appropriate campus administrative authority that the addition of this program supports the campus mission and will not impede the successful operation and growth of existing academic programs. 
	     
Michael E. Solt, Dean of the College of Business Administration, endorsed the proposed program. His statement is to (be enclosed). 
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i. Any other campus approval documents that may apply (e.g. curriculum committee approvals).

The Graduate Program Committee in the College of Business Administration approved the proposed program on December 17, 2016.
The Curriculum and Educational Policies Council approved the proposed program on TBD.
The University Resource Committee approved the proposed program on TBD.
The Academic Senate approved the proposed program on TBD.

j. Please specify whether this proposed program is subject to WASC Substantive Change review.  The campus is required to either attach a copy of the WASC Sub-Change proposal or submit that document in lieu of the CSU proposal format.

Not applicable

k. Optional: Proposed Classification of Instructional Programs and CSU Degree Program Code

Campuses are invited to suggest one CSU degree program code and one corresponding CIP code.  If an appropriate CSU code does not appear on the system-wide list at: http://www.calstate.edu/app/resources.shtml, you can search CIP 2010 at http://nces.ed.gov/ipeds/cipcode/Default.aspx?y=55 to identify the code that best matches the proposed degree program.  The Classification of Instructional Programs (CIP) is a National Center for Education Statistics (NCES) publication that provides a numerical classification and standard terminology for secondary and postsecondary instructional programs.  The CSU degree program code (based on old HEGIS codes) and CIP code will be assigned when the program is approved by the Chancellor.

	      CSU Degree Program Code:  05091
	      CIP:  52.1302 


3. 	Program Overview and Rationale

a. Rationale, including a brief description of the program, its purpose and strengths, fit with institutional mission, and a justification for offering the program at this time.  The rationale may explain the relationship among the program philosophy, design, target population, and any distinctive pedagogical methods. 

Program Description and Purpose 
The Master of Science in Marketing (MSM) program is designed to provide students with advanced and highly demanded training in current marketing tools, marketing research, forecasting, and statistical and analytical skills, and other marketing relevant skills that will advance their career prospects in the field of marketing analytics. 

The program’s main foci are Marketing Analytics and Digital Marketing. First, Marketing Analytics is an application of data science to marketing decision problems. The modern information technology environment generates massive amounts of data (often referred to as "Big Data") from customer transactions, business interactions, and social exchanges, etc. In the age of “Big Data”, marketing analytics increasingly plays a fundamental role in business decision-making. Students will learn techniques in business data analyses and acquire analytic skills that can be applied to real world marketing and related business problems. 

The second focus is Digital Marketing and Social Media. With the continuous and rapid development of new technologies, marketing is responding to and capitalizing on new business opportunities such as viral marketing and sharing through online social networks, online consumer communities, crowdsourcing of new products/ideas, and online conversations (between marketers and consumers, and among consumers themselves). The MSM students will learn how to optimize social media and digital marketing to fulfill the needs of marketers and consumers, and gain an appreciation of evolving digital marketing strategies.

The program’s requirements comprise a 30-unit, cohort-based, lock-step sequence of courses covering four core components: (i) develop an advanced understanding of fundamental marketing functions, including product, branding, channel, integrated marketing communication, and pricing, (ii) acquire marketing research and analytics, statistics, forecasting, and modeling skills required to tackle real world marketing challenges in the era of Big Data, (iii) learn up-to-date, cutting-edge digital marketing and new media marketing practices through a set of digital marketing and social media courses, and (iv) demonstrate competency through the culminating experience in which students work with local businesses and industry leaders to identify marketing opportunities and develop analytical solutions.

Strengths
The rigorous curriculum will equip graduates with advanced knowledge and skills needed to identify, analyze, and resolve complex marketing challenges faced by companies in a global environment. This is accomplished through the mastering of a unique combination of quantitative, analytical, technical and strategic skills. Specifically, our program will target those students who want to develop a professional marketing career, whose success requires proficiency in analyzing customer behavior, developing digital marketing strategies, as well as sales force management strategies, and customer relationship management (CRM), new product development and brand management skills all based on big data. 

In order to help marketing professionals pursue their MSM degree without disrupting their current career positions, the MSM courses will be offered through a combination of face-to-face and hybrid format weekday evenings and Saturdays.

The program is located within one of the world’s most active business environments. CSULB is located in southwest Los Angeles County on the border of Los Angeles county and Orange county. Between these two counties there are many prominent marketing service firms. The region is also home to Fortune 500 companies including Disney, AT&T, Occidental Petroleum/California Resources Corp, Virgin Galactic, Amgen, and Mattel. In addition, many international firms such as Mercedes Benz Vehicle Preparation and Hyundai have expanded their footings in Southern California. The region also has a large number of small to medium-sized marketing and advertising companies in which we have placed both our undergraduate and graduate students. Thus, California State University, Long Beach has a geographic advantage due to its close proximity to these well-known domestic and global companies. The goal of the proposed MSM is to foster a network with these companies by inviting them to be our business partners. Many of our MBA alumni work in companies that can provide our students with client projects and career placement through strategic partnerships. Graduates of the program are expected to implement their marketing knowledge and analytical skills through the culminating experience with the support of these business partners. 

Justification
There is a critical shortage of talented marketing analysts who can help profit and non-profit organizations work with the vast and rapidly growing amount of marketing related big-data. McKinsey Global Institute estimates that by 2018, the United States alone could face a shortage of 140,000 to 190,000 people with deep analytical skills as well as 1.5 million managers and analysts with the know-how to use the analysis of big data to make effective decisions (“Big data: The next frontier for innovation, competition, and productivity,” 2011). 
The Department of Marketing conducted a regional demand study on marketing professionals and their required skills, which confirms a shortage of well-trained marketing professionals who can proficiently handle big data with strong analytical skills, especially in the digital marketing domain. Analysis of job postings in LA-Long Beach-Santa Ana metropolitan statistical area in the last two years indicates that ‘business analytics’ and ‘social media’ are highly demanded skills for marketing professionals (Table 1.1. for the summary of the key findings from the job posting analysis). Business analytics first appeared as a skill in high demand in 2015 (1,395 job postings). Recruiters reported that approximately 11% of the marketing jobs focus on marketing professionals who have business analytic skills. The need for social media also increased from 7.46% to 9.13%. 




Table 1. 1.  Required skills of Marketing Professionals 
	
	2014
(Jan. 1 to Dec. 31)
	2015
(Oct. 1, 2014 to Sept. 30 2015)

	Number of job postings in LA, Long Beach, Santa Ana Area*
	8,608
	12,749

	Required skills
           Business Analytics
           Social Media
	
Not listed
642 (7.46%)
	
1,395 (10.94%)
1,164 (9.13%)


Source: Labor/Insight Jobs by Burning Glass Technologies. 
* The search filers include required educational level (i.e., graduate degree) and job areas (i.e., General marketing, Healthcare marketing, Internet marketing, and Public Relations marketing). 

Fit with the University’s Mission 
As increasing demand for marketing professionals becomes evident in the areas of marketing analytics and digital marketing, the establishment of the Master of Science in Marketing will prepare students to meet the regional and national demand for skills in analyzing and managing marketing information and digital marketing. The program is well suited to the university's Mission of being a “globally-engaged public university committed to providing highly-valued educational opportunities.” Each of the foundational marketing courses will cover global issues as well as business ethics. This well-designed curriculum will satisfy the demands of small to large businesses for well-trained marketing specialists in our region. Hence, the program is aligned with “CSULB’s core academic purpose to graduate students with highly-valued degrees” as described in the university’s Strategic Plan. 

b. Proposed catalog description, including program description, degree requirements, and admission requirements.  For master’s degrees, please also include catalog copy describing the culminating experience requirement(s).

Degree Program Name
Master of Science in Marketing (MSM)
Catalog Description 
The Master of Science in Marketing program provides students with advanced and highly demanded training in digital marketing tools, marketing research and analytical skills, and other relevant quantitative marketing skills ranging from customer/sales big data analysis, digital marketing management, sales force management strategies, customer relationship management (CRM), new product development, and brand management. 

Degree Requirements 

The degree requirements are comprised of a 30-unit, lock-step sequence of courses covering three core components: (i) developing an advanced understanding of marketing foundations, (ii) acquiring marketing analytics and digital marketing knowledge, and (iii) demonstrating competency through a culminating experience in which students interact with local industry leaders to identify improvement opportunities and develop data-driven solutions.

The ten courses (30 semester units) are all at graduate level, and are listed as follows:

	
Course Code 
	Course Title 
	Units

	Foundations of Marketing *

	MKTG 661
	Marketing Management
	3

	MKTG 662 (new)
	Pricing Analytics and Strategies
	3

	MKTG 628 (new)
	Seminar in Business-to-Business Marketing
	3

	MKTG 665
	Marketing Research
	3

	MKTG 630 (new)
	Branding and Integrated Marketing Communication
	3

	MKTG 677 (new)
	Marketing Strategies for New Products
	3

	Marketing Analytics and Digital Marketing

	MKTG 675
	Seminar in Marketing Analytics
	3

	MKTG 663
	Seminar in Digital Marketing
	3

	MKTG 664 (new)
	Social Media Analytics
	3

	MKTG 676 (new)
	Seminar in Advanced Marketing Analytics
	3

	Application 

	MKTG 699 (new)
	Culminating Project for MSM
	3

















*Note that MKTG 661, MKTG 662, and MKTG 665 are required courses for the program. Two courses from MKTG 628, MKTG 630, and MKTG 677 will be chosen based on faculty availability. 


Catalog Description of Culminating Project 

Course Number: MKTG 699
Title: Culminating Project for Master of Science in Marketing
Prerequisites: Graduate standing in the final 6 units of the program.
Description: Students will develop a marketing project with a client company. It will require students to identify marketing problems, conduct analyses, develop solutions, and present marketing recommendations to the client. A written project report and oral presentation are required. Letter grade only (A-F). A grade of ‘B’ or better is required for successful completion.


Program Admission Requirements 

Admission decisions are based on consideration of the applicant’s previous academic record, statement of purpose, resume, letters of recommendation, and performance on admission and English proficiency exams:

· A bachelor’s degree from a regionally and nationally accredited university
· A minimum GPA of 2.75 in the last 60 semester units attempted, and good standing at the last college attended
· A statement of purpose
· A current resume
· Two letters of recommendation
· Admission and English Proficiency Exams
· A satisfactory score is required on either the Graduate Management Admission Test (GMAT) or the Graduate Record Exam (GRE) that demonstrates a balance between verbal and quantitative skills. The minimum GMAT score for admission to this program is 550 with 4.0 on analytical writing. The equivalent minimum GRE score is 150 both on verbal and quantitative sections with 4.0 on analytical writing. 
· International applicants must take TOEFL and score a minimum of (i) 80 on the online version or (ii) 550 on the paper version of this examination. A score of 4.0 or higher on the writing portion of the GMAT or GRE may be used to waive the TOEFL requirement for international applicants. IELTS will be accepted as a substitute to TOEFL if no individual section score is less than 6. 
· Although there is no prerequisite coursework, students who performed reasonably well in math and statistics courses are more likely to succeed in this program. As a reference point, scores at the 60th percentile or higher on the quantitative section of the GMAT or GRE will be considered as satisfactory. In addition, students who have had coursework in business, economics, and industrial engineering are more likely to succeed in the program.
· Applicants who do not have the undergraduate preparation can be accepted under conditionally classified admission. However, they have to remedy their deficiency by taking MKTG 500: Marketing Management (online or regular course) or the equivalent with a B or better grade to formally start the program in the fall semester. If the student doesn’t earn a B or better grade in MKTG 500, the student has to reapply for the program. 


General University Requirements
· Applicants who are admitted to the program will be subject to the university’s Graduation Writing Assessment Requirement (GWAR). All incoming students are required to take the GWAR Placement Exam (GPE), except for students who have previously (1) received degrees from accredited colleges and universities in the United States; or (2) received degrees from an accredited non-US institution located in a country where English is a primary language of communication; or (3) achieved a score of 4.0 or higher on the writing portion of the GMAT or GRE.
· Completion of 30 units of approved graduate courses with a 3.0 GPA or better
· Completion of MKTG 699, the culminating experience, with a grade of “B” or better
· Satisfaction of all university graduation requirements

To be granted a MSM degree, a student must have completed all of the required courses with a GPA of 3.0 or higher.


4. Curriculum

a. Describe goals for the (1) program and (2) student learning outcomes. 


Institutional Learning Outcomes 
Institutional Learning Outcomes highlight the knowledge, skills and abilities all students are expected to have upon graduating from CSULB. 
Graduates will be:
(I-1) Well-prepared with communication, numeracy and critical thinking skills to successfully join the workforce of California and the world or to pursue advanced study;
(I-2) Critically and ethically engaged in global and local issues;
(I-3) Knowledgeable and respectful of the diversity of individuals, groups, and cultures;
(I-4) Accomplished at integrating the skills of a liberal education with disciplinary or professional competency;
(I-5) Skilled in collaborative problem solving, research, and creative activity.

Program Learning Outcomes (PLOs) and Student Learning Outcomes (SLOs)
Nine students learning outcomes (S-1 – S-9) are established by satisfying the five program learning outcomes (P-1 – P-5).
 
(P-1) Critical Thinking & Problem Solving Skills. 
(S-1) Students will conduct comprehensive investigations of the marketing problems confronting managers of organizations and recommend potential solutions along with the expected outcomes from those solutions.  
(S-2) Students will provide critical reasoning in segmenting markets, choosing target markets, positioning products/services, and creating effective marketing programs. 

(P-2) Marketing Business Functions. 
(S-3) Students will apply marketing theories (i.e., how customer value is created, communicated, delivered, and transacted) to solve a marketing problem. 
(S-4) Students will explain how marketing functions support the organization’s operations and result in sustainable growth.

(P-3) Quantitative and Technical Skills. 
(S-5) Students will utilize quantitative analyses to make marketing decisions.  
(S-6) Students will access, analyze and visualize consumer and/or marketing operations using ‘big’ data. 



(P-4) Ethics.  
(S-7) Students will identify ethical dilemmas in marketing and address these issues based on corporate social responsibility, ethical leadership, and civic duties in local, regional, and world communities. 

(P-5) Domestic & Global Environment. 
(S-8) Students will articulate the global connectedness of today’s dynamic business environment (e.g., legal, regulatory, political, cultural, and economic), especially the links between our region and global business. 
(S-9) Students will make an effective marketing decision by demonstrating a clear understanding of global as well as local market environment. 


b. Include plans for assessing Program Learning Outcomes or Goals and Student Learning Outcomes.
The proposed Master of Science in Marketing program develops a comprehensive assessment plan for addressing multiple elements, including strategies and tools to assess Student Learning Outcomes (SLOs), that directly relate to the program’s learning outcomes (PLOs).  A curriculum matrix will classify and categorize the SLOs according to the courses from which they have learned, developed, and gained mastery.  Particularly, all SLOs are directly related to the program’s overall goals, and they will be assessed across the curriculum at the appropriate times.  The assessment components and procedures are similar to those currently in place for the existing graduate programs of the College of Business Administration and conform to the requirements established during the last accreditation by the Association to Advance Collegiate Schools of Business (AACSB).  Table 4.1 connects the Institutional Learning Outcomes (ILOs), the Program Learning Outcomes (PLOs), Student Learning Outcomes (SLOs), and Assessments.   

Table 4.2 displays where program goals are introduced (I), developed (D), and mastered (M).  The SCOs for each of the courses listed contain the specific student learning outcomes related to each program goal. Each learning goal is covered by at least four of the required courses.  Each course will assess at least one SLO based on the Program’s own assessment schedule. All courses cover the critical thinking learning goal and advanced level subject matter, which fulfills AACSB Accreditation Standard 19 for Specialized Master’s Programs[footnoteRef:1]: [1:  AACSB (2012) Eligibility Procedures and Accreditation Standards for Business Accreditation retrieved Jan 19, 2013 from http://www.aacsb.edu/accreditation/standards-busn-jan2012.pdf] 


The level of knowledge represented by the students of a specialized master’s level program is the:
· Application of knowledge even in new and unfamiliar circumstances through a conceptual understanding of the specialization. 
· Ability to adapt and innovate to solve problems. 
· Capacity to critically analyze and question knowledge claims in the specialized discipline. 
· Capacity to understand the specified discipline from a global perspective.

According to AACSB, each learning goal should be assessed twice during five years. Table 4.3 shows a proposed assessment schedule. Each of the program learning outcomes will be assessed in two different courses.  While a variety of assessment methods are feasible, program faculty will design embedded standardized assignments to be administered in selected courses.  Scoring rubrics will be used where appropriate.  Program faculty will be responsible for designing appropriate assessment standards.





Table 4.1: Comprehensive Assessment Plan 

	a
	b
	c
	d
	e
	f
	g
	h
	i
	j
	k

	ILOs
	PLOs
	SLOs
	Course
where each SLO is assessed
	Assessment activity/
assignment used to measure each SLO
	Assessment tool used to measure outcome success
	Assessment schedule – how often SLOs will be assessed?
	How will data/
findings  be quantitatively or qualitatively reported?
	Designated personnel to collect, analyze, and interpret student learning outcome data 
	Program
data/
findings
dissemination schedule
	Closing the loop strategies

	I-1
	P-1
	S-1
	MKTG 661, 699
	Exam questions, culminating project
	Rubrics
	Twice in five years
	Percentage of students scoring above designated level
	Faculty, Directors of CBA Graduate Programs and MSM
	Semester following assessment done
	Marketing faculty review and improve curriculum and individual course content

	I-1
	P-1
	S-2
	MKTG 661, 699
	Written assignments, 
culminating project
	Rubrics
	Twice in five years
	Percentage of students scoring above designated level
	Faculty, Directors of CBA Graduate Programs and MSM
	Semester following assessment done
	Marketing faculty review and improve curriculum and individual course content

	I-4
	P-2
	S-3
	MKTG 661
	Written assignments, 
Exam questions
	Rubrics
	Twice in five years
	Percentage of students scoring above designated level
	Faculty, Directors of CBA Graduate Programs and MSM
	Semester following assessment done
	Marketing faculty review and improve curriculum and individual course content

	I-4
	P-2
	S-4
	MKTG 661
	Written assignments, 
Exam questions
	Rubrics
	Twice in five years
	Percentage of students scoring above designated level
	Faculty, Directors of CBA Graduate Programs and MSM
	Semester following assessment done
	Marketing faculty review and improve curriculum and individual course content

	I-4
	P-3
	S-5
	MKTG 665
	Exam questions
	Rubrics
	Twice in five years
	Percentage of students scoring above designated level
	Faculty, Directors of CBA Graduate Programs and MSM
	Semester following assessment done
	Marketing faculty review and improve curriculum and individual course content

	I-4
	P-3
	S-6
	MKTG 676
	Exam questions
	Rubrics
	Twice in five years
	Percentage of students scoring above designated level
	Faculty, Directors of CBA Graduate Programs and MSM
	Semester following assessment done
	Marketing faculty review and improve curriculum and individual course content

	I-2
	P-4
	S-7
	MKTG 699
	Written assignments, 
Exam questions
	Rubrics
	Twice in five years
	Percentage of students scoring above designated level
	Faculty, Directors of CBA Graduate Programs and MSM
	Semester following assessment done
	Marketing faculty review and improve curriculum and individual course content

	I-2
	P-5
	S-8
	MKTG 661, 662
	Written assignments, 
culminating project
	Rubrics
	Twice in five years
	Percentage of students scoring above designated level
	Faculty, Directors of CBA Graduate Programs and MSM
	Semester following assessment done
	Marketing faculty review and improve curriculum and individual course content

	I-2
	P-5
	S-9
	MKTG 661, 662
	Written assignments, 
Exam questions
	Rubrics
	Twice in five years
	Percentage of students scoring above designated level
	Faculty, Directors of CBA Graduate Programs and MSM
	Semester following assessment done
	Marketing faculty review and improve curriculum and individual course content






Table 4.2 displays where program goals are introduced (I), developed (D), and mastered (M).  The SCOs for each of the courses listed contain the specific student learning outcomes related to each program goal.


Table 4.2:  Courses and Program Goals 
	Course Number
	MKTG 661
	MKTG 662
	MKTG 665
	MKTG 630
	MKTG 663
	MKTG 664
	MKTG 675
	MKTG 676
	MKTG 677
	    MKTG 699

	Course Title
	Marketing Management
	Pricing Strategies
	Marketing Research
	Branding and IMC
	Digital Marketing
	Social 
Media Analytics
	Marketing Analytics
	Advanced Marketing Analytics 
	Marketing Strategies for New Product
	Culminating experience for MSM

	Units
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	S-1 Critical Thinking
	I
	D
	D
	D
	D
	D
	D
	D
	M
	M

	S-2 Critical Thinking
	I
	D
	D
	D
	D
	D
	D
	D
	M
	M

	S-3 Business Functions
	I
	D
	D
	D
	D
	
	
	
	M
	M

	S-4 Business Functions
	I
	D
	D
	D
	D
	
	
	
	M
	M

	S-5 Quantitative and Technical Skills
	
	
	I
	
	D
	D
	D
	D
	D
	M

	S-6 Quantitative and Technical Skills
	
	
	I
	
	D
	D
	D
	D
	D
	M

	S-7 Ethics
	I
	D
	D
	D
	D
	D
	D
	D
	D
	M

	S-8 Domestic and Global Environment
	I
	D
	
	
	
	
	
	
	D
	M

	S-8 Domestic and Global Environment
	I
	D
	
	
	
	
	
	
	D
	M


Note: “I” indicates where the SLO (Student Learning Outcome) is introduced, “D” indicates where the



Table 4.3:  Assessment Schedule for Five-Year Cycle
	
	
	Goal #1-
Critical Thinking
	Goal #2-
Ethics

	Goal #3-
Business
Functions
	Goal #4-
Quantitative
and
Technical
	Goal #5-
Domestic
Global

	Cohort 2
	Year 2, Fall
	
	661
	
	675
	

	
	Year 2, Spring
	662
	
	664
	
	662

	
	Year 2, Summer
	677
	699
	699
	663
	677

	Cohort 4
	Year 4, Fall
	
	661
	
	676
	

	
	Year 4, Spring 
	662
	
	665
	
	662

	
	Year 4, Summer
	677
	699
	699
	663
	677




c. 	Indicate total number of units required for graduation. 

The total number of units for degree completion is 30 semester units, to be completed in 24 months with an overall minimum GPA of 3.0.

d. Include a justification for any baccalaureate program that requires more than 120-semester units or 180-quarter units.

Not applicable.

e. If any formal options, concentrations, or special emphases are planned under the proposed major, identify and explain fully.  Optional: You may propose a CSU degree program code and CIP code for each concentration that you would like to report separately from the major program, if the option is approximately equivalent to a degree currently listed on the CSU application-booklet degree program table. If an appropriate CSU code does not appear on the system-wide list at: http://www.calstate.edu/app/resources.shtml, you can search CIP 2010 at http://nces.ed.gov/ipeds/cipcode/Default.aspx?y=55 to identify the code that best matches the proposed degree program.  

Not applicable.

f. List all requirements for graduation, including electives, for the proposed degree program, specifying catalog number, title, total units required for completion of the degree, major requirements, electives*, and prerequisites or co-requisites (ensuring there are no “hidden prerequisites that would drive the total units required to graduate beyond the total reported in 4c above). Include proposed catalog descriptions of all new courses.

There are 10 courses (30 units) required for the completion of the program. All courses are at graduate level and require graduate level standing. Students who do not have the desired undergraduate preparation (e.g. Marketing major) will be required to remedy their deficiency by taking MKTG 500: Marketing Management Concepts (a 3 units online or face-to-face course) or the equivalent with a B or better grade to formally start the program. Table 4.4 shows the required courses for graduation and Table 4.5 shows the catalog descriptions of all the required courses including new courses.
	
Table 4.4: Required Courses for Graduation
	Catalog #
	Title
	Units
	Major
(Y/N)
	Advanced
(Y/N)
	New
Course

	MKTG 661
	Marketing Management
	3
	Y
	Y
	N

	MKTG 628
	Seminar in Business-to-Business Marketing
	3
	Y
	Y
	Y

	MKTG 662
	Pricing Analytics and Strategies 
	3
	Y
	Y
	Y

	MKTG 665
	Marketing Research
	3
	Y
	Y
	N

	MKTG 630
	Branding and Integrated Marketing Communication
	3
	Y
	Y
	Y

	MKTG 675
	Seminar in Marketing Analytics
	3
	Y
	Y
	N

	MKTG 663
	Seminar in Digital Marketing 
	3
	Y
	Y
	N

	MKTG 664
	Social Media Analytics 
	3
	Y
	Y
	Y

	MKTG 676
	Seminar in Advanced Marketing Analytics
	3
	Y
	Y
	Y

	MKTG 677
	Marketing Strategies for New Products
	3
	Y
	Y
	Y

	MKTG 699
	Culminating Project for MSM
	3
	Y
	Y
	Y



Table 4.5: Course Catalog Descriptions 
	Catalog #
	Title
	Course Description 

	MKTG 661
	Marketing Management
	Identifying and solving marketing problems. Advanced case analysis and discussion. Application of marketing principles and techniques including the use of information systems, databases, behavioral theories, financial analysis, and management techniques.

	MKTG 662
	Pricing Analytics and Strategies
	The course focuses on the economic theories and analytical tools to formulating successful pricing strategies. Topics include price promotions, price bundling, price discrimination, dynamic pricing, and behavioral pricing.

	MKTG 665 
	Marketing Research
	The role of quantitative research in the solution of marketing problems. Quantitative research methods in collecting, analyzing, and interpreting information for organization’s use. Survey and experimental approaches included. Case studies and/or class projects required.


	MKTG 630 
	Branding and Integrated Marketing Communication
	Class focuses on introducing the student to available marketing communications tools such as advertising and sales promotion and offers students the framework for brand building whether it involves the use of advertising or any other promotional tool.

	MKTG 628 
	Seminar in Business-to-Business Marketing
	Marketing activities that enable a supplier company to create, communicate, and deliver value to other companies, governments and/or institutional customers. Focus on the distinctive characteristics of the business market and examine the role of R&D, service management, sales management, channel management, customer relationship management and ethics, etc. in B2B decision-making.

	MKTG 675
	Seminar in Marketing Analytics
	Marketing Analytics is a scientific approach that connects customer data and competitive information to drive strategic decision-making in modern enterprises. The course explores customer data analysis techniques and their theoretical foundations that are applied to real world business problems. The ethical implications related to collecting and utilizing customer data are examined.

	MKTG 663
	Seminar in Digital Marketing 
	The course examines digital marketing and social media strategy, implementation and executional considerations for B to B and B to C brands, and provides a detailed understanding of all major digital and social media channels and platforms. Students will complete the course with a comprehensive knowledge of and experience with how to develop an integrated digital marketing strategy, from formulation to implementation.

	MKTG 664 
	Social Media Analytics
	The course deals with how to collect and analyze social media data to drive business insights. Topics include network analysis, visualizing social media data, developing social media metrics, natural language processing, and text mining.

	MKTG 676 
	Seminar in Advanced Marketing Analytics
	Big Data Analytics is the analysis of large and a variety of data to uncover hidden patterns, customer preferences, market trends, and other useful business insights. The analytical findings can be used for effective marketing communication, better customer relationship management, efficient operation, and improved ROI (return on investment), which ultimately leads to competitive advantages.

	MKTG 677 
	Marketing 
Strategies for New Products
	Marketing strategies and analytics for new product development and success. Some topics include idea generation and concept testing, predictive analytics, new product differentiation and positioning, customer value creation methods, new product marketing mix, growth strategies, imitation and innovation strategies, sales forecast and performance evaluation of a product/service.

	MKTG 699 
	Culminating Project for MSM
	Students develop a marketing project with a client company. It requires students to identify marketing problems, conduct analyses, develop solutions, and present marketing recommendations for the client. A written project report and oral presentation are required. Letter grade only (A-F). A grade of ‘B’ or better is required for successful completion.





g. List any new courses that are: (1) needed to initiate the program or (2) needed during the first two years after implementation. Include proposed catalog descriptions for new courses.  For graduate program proposals, identify whether each new course would be at the graduate-level or undergraduate-level.

There are six (6) new graduate-level courses needed to initiate the program.  Table 4.6 shows the course title and proposed catalog descriptions for these new courses.  



Table 4.6: Proposed Catalog Descriptions of New Courses
	Catalog #
	Title
	Course Description 

	MKTG 662
	Pricing Analytics and Strategies
	The course focuses on the economic theories and analytical tools to formulating successful pricing strategies. Topics include price promotions, price bundling, price discrimination, dynamic pricing, and behavioral pricing.

	MKTG 630 
	Branding and Integrated Marketing Communication
	Class focuses on introducing the student to available marketing communications tools such as advertising and sales promotion and offers students the framework for brand building whether it involves the use of advertising or any other promotional tool.

	MKTG 628 
	Seminar in Business-to-Business Marketing
	Marketing activities that enable a supplier company to create, communicate, and deliver value to other companies, governments and/or institutional customers. Focus on the distinctive characteristics of the business market and examine the role of R&D, service management, sales management, channel management, customer relationship management and ethics, etc. in B2B decision-making.

	MKTG 664 
	Social Media Analytics
	The course deals with how to collect and analyze social media data to drive business insights. Topics include network analysis, visualizing social media data, developing social media metrics, natural language processing, and text mining.

	MKTG 676 
	Seminar in Advanced Marketing analytics 
	Big Data Analytics is the analysis of large and a variety of data to uncover hidden patterns, customer preferences, market trends, and other useful business insights. The analytical findings can be used for effective marketing communication, better customer relationship management, efficient operation, and improved ROI (return on investment), which ultimately leads to competitive advantages.

	MKTG 677 
	Marketing Strategies for New Products
	Marketing strategies and analytics for new product development and success. Some topics include idea generation and concept testing, predictive analytics, new product differentiation and positioning, customer value creation methods,  new product marketing mix, growth strategies, imitation and innovation strategies, sales forecast and performance evaluation of a product/service.

	MKTG 699 
	Culminating Project for MSM
	Students develop a marketing project with a client company. It requires students to identify marketing problems, conduct analyses, and develop solutions. A written project report and oral presentation are required. Letter grade only (A-F). A grade of ‘B’ or better is required for successful completion.




h. Attach a proposed course-offering plan for the first three years of program implementation, indicating likely faculty teaching assignments.

Table 4.7: First Two Year Course-Offering Plan
	First Academic Year (Cohort #1)

	Term
	Course Number and Title
	Possible Faculty

	Fall
	MKTG 661: Marketing Management
	Dr. Hieu Nguyen

	
	MKTG 628: Business to Business Marketing
	Dr. Tianjiao Qiu

	
	MKTG 665: Marketing Research
	Dr. Christine Kang

	Spring
	MKTG 663: Digital Marketing 
	Dr. Yu Wang

	
	MKTG 662 Pricing Strategies 
	Dr. Ingrid Martin

	
	MKTG 675: Seminar in Marketing Analytics
	Dr. Reo Song

	Summer Session 
	Internship (optional)
	

	Second Academic Year (Cohort #2)

	Term
	Course Number and Title
	Possible Faculty

	Fall
	MKTG 630: Branding and Integrated Marketing Communications
	Dr. Risto Moisio

	
	MKTG 676: Seminar in Advanced Marketing Analytics a
	Dr. Reo Song

	
	MKTG 677: Marketing Strategies for New Products
	Dr. Sam Min

	Spring
	MKTG 699: Culminating Project for MSM
	Dr. Reo Song



i. For master’s degree proposals, include evidence that program requirements conform to the minimum requirements for the culminating experience, as specified in Section 40510 of Title 5 of the California Code of Regulations. 

The culminating experience of the proposed Master program is MKTG 699: Culminating Project for Master of Marketing Science. This course meets and exceeds the requirements by Title 5 of the California Code of Regulations, Section (b)(3)(B).[footnoteRef:2] [2:  Title 5 of the California Code of Regulations, Section (b)(3)(B): “A project is a significant undertaking appropriate to the fine and applied arts or to professional fields. It evidences originality and independent thinking, appropriate form and organization, and a rationale. It is described and summarized in a written abstract that includes the project's significance, objectives, methodology and a conclusion or recommendation. An oral defense of the project may be required.”] 


The goal of the culminating experience is to integrate the knowledge from all the courses in the program by applying it to a real-world project. The business world is complex and finding relevant solutions to important business problems will not be straightforward. By conducting a research project with a client company, students will be exposed to challenging issues and learn to tolerate ambiguity and uncertainty. This is a necessary process to prepare students for a successful career as a marketing manager. 

In MKTG 699, students will develop a research project with a client company. They will collect data, conduct analyses, and develop marketing recommendations for the client. The class time will be allocated among company visits, internships, classroom instruction, and consulting with faculty. The tasks listed below are integral to the culminating experience. 

1. Gain knowledge of marketing by observing business practices in a client firm as well as interviewing professionals. 
2. Document the current management practices.
3. Identify problems or opportunities related to marketing practices 
4. Collect data.
5. Analyze the data using the analytical methods covered throughout the master program.
6. Write a carefully crafted report that details the project's significance, the nature of the challenge, the objectives, the methodology and recommended solutions justified by thorough qualitative and quantitative analyses. Students need to demonstrate comprehensive understanding of the managerial issues facing a marketing organization as well as demonstrate proficiency in applying analytical models in the field. In addition, students will be challenged to demonstrate critical thinking skills and find ways to bridge the gap between theory and practice.
7. Give an oral presentation to classmates, faculty, and the client. Students need to be able to defend their analysis and recommendations. 

j. For graduate degree proposals, cite the corresponding bachelor’s program and specify whether it is (a) subject to accreditation and (b) currently accredited.

The proposed Master of Science in Marketing degree corresponds to the Bachelor of Science in Business Administration at the College of Business Administration, in California State University, Long Beach. The B.S. is currently accredited by Association of Advanced Collegiate School of Business (AACSB). 

k. For graduate degree programs, specify admission criteria, including any prerequisite coursework.

Admission decisions are based on consideration of the applicant’s application package including previous academic record, statement of purpose, resume, letters of recommendation, and performance on admission and English proficiency exams. The specific minimum requirements are as follows:

· A bachelor’s degree from an accredited university or equivalent
· A minimum GPA of 2.75 in the last 60 semester units attempted and in good standing at the last college attended
· A statement of purpose
· A recent resume
· Two letters of recommendation
· Admission and English Proficiency Exams:
(1) A satisfactory total score is required on either the Graduate Management Admission Test (GMAT) or the Graduate Record Exam (GRE) that demonstrates balance between verbal and mathematical skills.
(2) International applicants can satisfy the English proficiency requirement in one of the following three ways:
(i) Taking the Test of English as the First Language (TOEFL) examination and scoring a minimum of 80 on the online version or 550 on the paper version. 
(ii) A score of 4.0 or higher on the writing portion of the GMAT or GRE examination.
(iii) Taking International English Language Testing System (IELTS) examination and scoring no less than 6 in any individual section.  


l. For graduate degree programs, specify criteria for student continuation in the program.
· A grade point average of 3.0 or better.
· Satisfactory completion of Graduate Writing Assessment Requirement (GWAR) in the fall semester, if applicable.

m. For undergraduate programs, specify planned provisions for articulation of the proposed major with community college programs.

Not Applicable.

n. Describe advising “roadmaps” that have been developed for the major.

See the Figure 4.1. for the advising roadmap of MSM program.
                   
Students are expected to follow the sequence of courses described earlier in section 4h. The program is designed to be completed in a 24-month period over four regular semesters sessions. Students start the program as a cohort in fall semester of each academic year and must graduate with a grade of B or better in the MKTG 699 course in the second spring semester. There will be pre-program advising, mid-program advising, and career advising throughout the program, provided for the students. Figure 4.1 shows a graphical representation of the program advising roadmap. In the fall semester, students are required to take three (3) courses. In the Spring Semester, students are required to take additional three (3) courses. In the second Fall semester students are required to take three (3) courses. In the final Spring semester students will complete their culminating experience (MKTG 699).
. 
Students who do not have the desired undergraduate preparation have to remedy their deficiency by taking MKTG 500: Marketing Management Concepts (online or face-to-face course) or the equivalent with a B or better grade to formally start the program in the fall semester. 


Figure 4.1: MSM Program Advising Roadmap
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o. Describe how accreditation requirements will be met, if applicable, and anticipated date of accreditation request (including the WASC Substantive Change process).

The College of Business Administration is accredited by the Association to Advance Collegiate Schools of Business (AACSB), and all of the programs within the college, including the proposed Master of Science in Marketing, must satisfy the accreditation standards for the college that are set by the AACSB. These standards fall into four general categories, all of which are assessed by the AACSB:

(1) Strategic Management and Innovation
(2) Participants – Students, Faculty and Professional Staff
(3) Learning and Teaching
(4) Academic and Professional Engagement

At the college level and for all existing undergraduate and graduate programs that are currently offered by the CBA, the CBA has been successful in meeting this set of standards and in establishing a solid foundation for continuing to meet these standards, which is reflected in the AACSB’s March 2014 renewal of the CBA’s accreditation standing.

In terms of the impact of accreditation standards on the proposed Master of Science in Marketing program, the AACSB’s accreditation renewal letter specifically noted:

Accreditation Note for Master’s degree program proposals:

If subject to accreditation, establishment of a master’s degree program should be preceded by national professional accreditation of the corresponding bachelor’s degree major program.

Thus, both the Department of Marketing and the proposed Masters in Marketing Program need to continue to comply with all of the sets of standards listed above. Among these sets of standards, numbers (2) Participants – Students, Faculty and Professional Staff and (3) Learning and Teaching are most directly relevant for the proposed program. In terms of meeting the latter set of standards, the detailed assessment and assurance-of-learning plan is presented in section 4(b) of this document. Following the sets of AACSB standards regarding Participants, 60 percent of the instruction for the proposed Master Program will need to be conducted by long-term faculty; moreover, 90 percent of the faculty members teaching in the program must be either SA or PA-qualified. The Marketing Department is able to meet these standards with its current faculty, and the Department’s ability to meet these standards will be maintained and enhanced by the anticipated hiring of new academically qualified faculty to replace retiring faculty member(s).

The most recent AACSB accreditation review of the CBA was conducted during the 2013-2014 academic year and concluded successfully with the AACSB’s March 2014 decision to extend the CBA’s accreditation. The next maintenance of accreditation review will take place during the 2018-2019 academic year.


5.  	Societal and Public Need for the Proposal Degree Major Program

a. List of other California State University campuses currently offering or projecting the proposed degree major program; list of neighboring institutions, public and private, currently offering the proposed degree program.

Although the demand for marketing professionals with marketing analytics and digital marketing skills is rapidly growing, there is no master’s program in southern California that focuses on this area of expertise as of Fall 2016. See Table 5.1 for the list of schools that offer marketing analytics or digital marketing MS programs in the United States. While there are a few Masters of Science in Marketing in California (See Table 5.2), their focus is neither Marketing Analytics nor Digital Marketing and New Media. 



Table 5.1. Schools that offer Marketing Analytics degree programs in the United States
	University
	City, State
	Program

	AURORA UNIVERSITY
	AURORA, ILLINOIS

	Master of Science in Digital Marketing and Analytics
OFFERED BY: Dunham School of Business
LENGTH: 30 credit hours

	BENTLEY UNIVERSITY

	WALTHAM, MASSACHUSETTS

	Graduate Certificate in Marketing Analytics
OFFERED BY: Graduate School of Business
LENGTH: 15 Credits
Master of Science In Marketing Analytics
OFFERED BY: Graduate School of Business
LENGTH: 33 credit hours (Online)

	OKLAHOMA STATE UNIVERSITY
	TULSA, OKLAHOMA
	Graduate Certificate in Marketing Analytics
OFFERED BY: Watson Graduate School of Management
LENGTH: 12 credit hours (Online)

	THE UNIVERSITY OF ALABAMA
	TUSCALOOSA, ALABAMA
	Master of Science in Marketing, Specialization in Marketing Analytics
OFFERED BY: Manderson Graduate School of Business
LENGTH: 9 months/30 hours (Campus or Online)

	THE UNIVERSITY OF TEXAS AT DALLAS
	RICHARDSON, TEXAS
	Master of Science in Marketing with Specialization in Marketing Analytics
OFFERED BY: Naveen Jindal School of Management
LENGTH: 36 credit hours

	UNIVERSITY OF MARYLAND
	COLLEGE PARK, MARYLAND

	MS in Business, Marketing Analytics
OFFERED BY: Robert H. Smith School of Business
LENGTH: 30 credit hours


Source: http://www.mastersindatascience.org/specialties/marketing-analytics/ - school-listings-start

Table 5.2. Schools in California with Masters of Science in Marketing
	University
	Program

	California State University LA
	Master of Science Marketing Option
LENGTH: 40 credit hours
Not differentiated from their MBA curriculum 
Requires thesis 

	University of Southern California

	Master of Science in Marketing
LENGTH: 30 credit hours
Include a variety of electives (marketing analytics, digital marketing, branding strategies etc.)

	Golden State University
	Master of Science in Integrated Marketing Communications
LENGTH: 45 credit hours (include 9 units of Accounting, Economics, Math)
Two tracks (IMC track & PR track)
Master of Science in Marketing
LENGTH: 45 credit hours (include12 units of Accounting, Economics, Math, Finance)
Two tracks (General Marketing track & Digital Marketing track)

	Hult International University 
	Master of International Marketing
LENGTH: 54 credit hours 


Source: various school websites and extensive inquiries through phone calls. 

b. Differences between the proposed program and programs listed in Section 5a above.

None of the Master of Science in Marketing in California is comparable to the proposed program except for the program at the University of Southern California (USC).  The USC program offers various marketing electives including marketing analytics, digital marketing and branding strategies.  The USC program also requires 30 units to earn the program degree. 

c. Community participation, if any, in the planning process.  This may include prospective employers of graduates.  

The Marketing Department established the Marketing Business Center (MBC) in spring 2016. The main objectives of MBC are to (1) provide students with opportunities to gain experience doing real business projects and (2) to help the local business community gain access to needed resources to be successful entrepreneurs. Currently, the MBC provides business solutions to small businesses and non-profit organizations in Long Beach and neighboring areas through class group projects which includes ongoing consulting and client services in the areas of marketing plans, digital marketing and social media, and new product/service strategies. A representative sample of the MBC’s current clients include CMTC, Mobul Home Mobility, College of Nursing at CSULB, and City of Long Beach. This shows the variety of clients that the MBC draws including for profit, government, and non-profit organizations.


The Department also plans to develop an Advisory Board in 2017. Board members will meet once per semester and be actively involved in the development and improvement of our undergraduate programs. The Board members will also serve as guest speakers, sponsor events, provide internship opportunities, guide curricular development, and serve in other important capacities.

d. Applicable workforce demand projections and other relevant data.

The societal and public need for the proposed program is strong based on the workforce demand projections.  According to Employment Projections of 2014-2024 by U.S. Bureau of Labor Statistics, the employment of Professional and Business Success will grow 9.9% during 2014-2024, which is substantially greater than the average growth of 6.5%.  See the Chart 5.1. for US employment growth projections by major industry sector.  

Table 5.3 provides the estimates of employment projections in each of the sectors. The professional and business services industry shows a projected increase of approximately 1.9 million jobs from 2014 to 2024, which is a 9.9% growth in a 10-year timeline and .9% increase annually.  It is one of the top sectors under service-providing industry showing significant growth.




Chart  5.1. US Employment growth projection by major industry sector
[image: ]
Source: U.S. Bureau of Labor Statistics, “Employment Projections – 2014-2024”



Table 5.3. US Employment growth projection by major industry sector (number in thousands)
	Industry Sector
	Employment
	Change
	Compound Annual Rate of Change
	10 Year Growth Percentage

	
	2014
	2024
	2014 - 24
	
	

	Goods-producing
	
	
	
	
	

	Mining
	843.8
	924.0
	80.2
	0.9
	9.5%

	Construction
	6,138.4
	6,928.8
	790.4
	1.2
	12.9%

	Manufacturing
	12,188.3
	11,374.2
	-814.1
	-0.7
	-6.7%

	Services-providing
	
	
	
	
	

	Utilities
	553.0
	505.1
	-47.9
	-0.9
	-8.7%

	Wholesale Trade
	5,826.0
	6,151.4
	325.4
	0.5
	5.6%

	Retail Trade
	15,364.5
	16,129.1
	764.6
	0.5
	5.0%

	Transportation and Warehousing
	4,640.3
	4,776.9
	136.6
	0.3
	2.9%

	Information
	2,739.7
	2,712.6
	-27.1
	-0.1
	-1.0%

	Financial Activities
	7,979.5
	8,486.7
	507.2
	0.6
	6.4%

	Professional and Business Services
	19,096.2
	20,985.5
	1889.3
	0.9
	9.9%

	Education Service; private
	3,417.4
	3,756.1
	338.7
	0.9
	9.9%

	Health Care and Social Assistance
	18,057.4
	21,852.2
	3794.8
	1.9
	21.0%

	Leisure and Hospitality
	14,710.0
	15,651.2
	941.2
	0.6
	6.4%

	Other services
	6,394.0
	6,662.0
	268.0
	0.4
	4.2%

	Federal Government
	2,729.0
	2,345.6
	-383.4
	-1.5
	-14.0%

	State and Local Government
	19,134.0
	19,890.1
	756.1
	0.4
	4.0%


Source: U.S. Bureau of Labor Statistics, “Employment Projections – 2014-2024”

According to employment projections in California, demand for Market Research Analysts and Marketing Specialists is strong.  Market Research Analysts and Marketing Specialists are ranked 18th in the top 100 fastest growing occupations in California between 2012-2022.  See Table 5.4. for a listing of Top 20 Fastest Growing Occupations in California, 2012 and projected 2022. The number of job openings for Marketing Research Analysts and Marketing Specialists is projected to grow from 70,900 in 2012 to 99,400 by 2022, which is a 40.2% growth.  




Table 5.4. Top 20 Fastest Growing Occupations in California, 2012 and projected 2022
	Occupation Title
	Employment
	Percentage Change

	
	2012
	2022
	

	Economists
	3,100
	5,100
	64.5%

	Helpers--Brickmasons, Blockmasons, Stonemasons, and Tile and Marble Setters
	2,900
	4,600
	58.6%

	Brickmasons and Blockmasons
	5,100
	8,000
	56.9%

	Insulation Workers, Floor, Ceiling, and Wall
	1,600
	2,500
	56.3%

	Insulation Workers, Mechanical
	1,100
	1,700
	54.5%

	Stonemasons
	1,100
	1,700
	54.5%

	Personal Care Aides
	386,900
	587,200
	51.8%

	Foresters
	1,200
	1,800
	50.0%

	Terrazzo Workers and Finishers
	1,100
	1,600
	45.5%

	Mechanical Door Repairers
	1,100
	1,600
	45.5%

	Anthropologists and Archeologists
	1,800
	2,600
	44.4%

	Numerical Tool and Process Control Programmers
	2,500
	3,600
	44.0%

	Occupational Therapy Assistants
	1,600
	2,300
	43.8%

	Diagnostic Medical Sonographers
	4,700
	6,700
	42.6%

	Biomedical Engineers
	5,400
	7,700
	42.6%

	Skin Care Specialists
	5,100
	7,200
	41.2%

	Statisticians
	2,700
	3,800
	40.7%

	Market Research Analysts and Marketing Specialists*
	70,900
	99,400
	40.2%

	Information Security Analysts
	8,200
	11,500
	40.2%

	Helpers—Carpenters
	2,000
	2,800
	40.0%

	………….
	
	
	

	Marketing Managers
	30,300
	36,900
	21.8%


Sources: http://www.labormarketinfo.edd.ca.gov/OccGuides/FastGrowingOcc.aspx, 



6.   	Student Demand

a. Provide compelling evidence of student interest in enrolling in the proposed program.  Types of evidence vary and may include national, statewide, and professional employment forecasts and surveys; petitions; lists of related associate degree programs at feeder community colleges; reports from community college transfer centers; and enrollments from feeder baccalaureate programs, for example. 

In this section we provide specific and compelling evidence of prospective student interest in the proposed program by first reporting the highly encouraging results of a survey conducted to gauge interest in our specific program.  

To directly assess the interest in the proposed Master of Science in Marketing (MSM) program, two rounds of online surveys were conducted during summer and fall of 2016.  The first survey was sent to the MSM’s primary target audiences, CSULB undergraduate marketing students and CBA alumni and local business owners. The second survey was sent to the secondary target audiences, the undergraduate students in certain fields other than marketing in CSULB. These are undergraduate students in Statistics, Computer Science, Psychology, Communications, and Journalism.   

The first online survey was disseminated to all CBA upper level marketing students (n=769). In addition, the survey link was sent to CBA alumni. Career Development Center at CSULB also sent the link to local business owners.

Participation was voluntary, and responses are anonymous. There are 253 respondents in total.  The number of the marketing students responded to the survey is 133. One hundred and twenty non-students responded to the survey. The number of responses varied across different questions. The majority of the respondents indicated their career focus is marketing (83.7%).  See Table 6.1.for more detailed profile of the first online survey respondents.




Table 6.1. Respondents of the first Survey (N=253)

	
	Responses

	Gender
	

	Male
	95 (40.4%)

	Female
	133 (56.5%)

	Decline to state
	7 (3.0%)

	Age
	

	Younger than 20 years old
	12 (5.1%)

	20 to 30 years old
	160 (63.2%)

	31 to 40 years old
	40 (16.9%)

	41 to 50 years old
	16 (6.8%)

	51 years old and above
	9 (3.8%)

	Employed
	

	Yes
	133 (54.3%)

	No
	51 (20.8%)

	Part-time
	61 (24.9%)

	Career Focus
	

	Marketing
	205 (83.7%)

	Accounting
	3 (1.2%)

	Finance
	7 (2.9%)

	Information Systems
	8 (3.3%)

	Human Resources
	5 (2.0%)

	Operations Management
	8 (3.3%)

	Other: Please specify
	9 (3.7%)

	Work Experience
	

	No experience
	28 (11.4%)

	Less than 3 years
	76 (31.0%)

	3 to less than 6 years
	58 (23.7%)

	6 to less than 10 years
	29 (11.8%)

	More than 10 years
	54 (22.0%)

	Ethnicity
	

	African-American
	8 (3.4%)

	Asian-American/Pacific Islander
	62 (26.6%)

	Caucasian
	68 (29.2%)

	Latino/Latina
	77 (33.0%)

	Other (please specify)
	18 (7.7%)

	Education
	

	Currently undergraduate study
	133 (54.5%)

	Bachelor's degree
	94 (38.5%)

	Master's degree
	15 (6.1%)

	Ph.D. degree
	2 (0.8%)







Interest in Master of Science in Marketing Degree

To assess the demand of prospective students for the MSM, we asked two questions. The first question (Q1) was to assess a general demand for Master of Science in Marketing degree without specifying the positioning of the program. The question reads “In general, how interested are you in applying to a Master of Science in Marketing Degree?”

Approximately 72% of all respondents indicated they were either very interested (27.5%) or somewhat interested (44.7%).  When we include only those whose career focus is in marketing, the result is much more positive – about 75% responded that they are interested in applying to a Master of Science in Marketing Degree.  The alumni and local business people had slightly higher interest compared to students (74% versus 71% respectively). See Figure 6.2a. for the survey results for the general demand for Master of Science in Marketing degree among our primary target groups.


Figure 6.2a. The general demand* for Master of Science in Marketing Degree  

Note: In order to assess the general demand we asked “Q1. In general, how interested are you in applying to a Master of Science in Marketing Degree”



The second question (Q2) assessed the interest in the program when the program profile was specified. We described the program which will be offered by CSULB and indicated the focus of the program, the cost, curriculum, the length of the study and so on. The question read as follows: 

	Q2. Considering the following information, how likely are you to apply to the Master of Science in Marketing (MSM) program at California State University Long Beach (CSULB)?

The MSM at CSULB will focus on Marketing Analytics and Digital Marketing. The program will consist of a 30-unit curriculum either over 12 or 20 months at a cost of approximately $25,000. Career advising and placement services will be provided. The following is an example of courses to be offered in the program:

Foundations for Marketing Professionals - Marketing Management, B2B Marketing, Branding and Promotion, New Product and Innovation Management, Qualitative and Quantitative Marketing Research Analytics and Digital Marketing - Marketing Analytics, Big Data in Marketing, Digital Marketing and Social Media 




Figure 6.2b. The demand for CSULB Master of Science in Marketing Degree


Note: *There are non-responses for this question. The total number of responses are lower the sample size.


As presented in Figure 6.2b, more than about 54.5% of the respondents are either very likely or somewhat likely to apply to the CSULB Master of Science in Marketing Program. Their likelihoods of applying to the program are similar between the student group and non-student groups (54.2% versus 54.5%, respectively).


In the second round survey, we sent the online survey out to  undergraduate students in other departments at CSULB. We consider non-marketing majors as our secondary target market for the proposed program. We selected  majors that we believe would have a good fit with the MSM degree to prepare students to begin their professional career. They are students in Statistics, Computer Science, Psychology, Communications Studies, and Journalism. The online survey was sent to 22 students in Statistics, 330 in Computer Sciences, 694 in Psychology, 894 in Communications Studies, 368 in Journalism CSULB.  The total number of responses from the second survey was 166. 
 

Figure 6.3. Respondents of the Second Survey (N=166)



The same questions are asked to assess their interest in Masters of Science in Marketing program in general and the CSULB MSM program. 

Overall, the response rate and the interest was lower among this secondary target group compared to the primary target group. Roughly 39% of all respondents are either very interested or somewhat interested in the Master of Science in Marketing degree. The interest is highest among Communications majors (total of 51% are either very interested or somewhat interested in the program). The interest is at lowest among the students in Statistics and Computer Science departments. The survey results are reported in Figure 6.4a and Figure 6.4b.

When we asked the respondents to rate their interest in the MSM after providing them with specific information about the degree, the interest dropped. About 17% of all respondents indicated they are either very likely or somewhat likely to apply to the proposed CSULB MSM program.  


Figure 6.4a. The general demand* for Master of Science in Marketing Degree (Secondary target audience) 




Figure 6.4b. The demand for CSULB Master of Science in Marketing Degree (Secondary target audience)



	

b. Identify how issues of diversity and access to the university were considered when planning this program.

The CSULB campus serves a widely diverse population of students.  As such, policies and procedures advancing access to the university are in place across the campus and will be employed in the proposed MSM program.  Included in such an environment committed to diversity and accessibility is the affordability of university programs and student financial aid opportunities. The Marketing Department faculty members have noteworthy associations with international populations expected to populate the program and add to the diversity of our university.  

The proposed MSM program will be offered in line with the CSULB policy with regard to issues of diversity and access to the university in its planning and organizational structure as well as in accessing resources available to aid prospective students. 

c. For master’s degree proposals, the cite the number of declared undergraduate majors and the degree production over the preceding three years for the corresponding baccalaureate program, if there is one.

Table 6.2 below reports the number of declared undergraduate Marketing option majors and the number of graduates in the Marketing major option at CSULB. 

Table 6.2:  Declared Undergraduate Marketing Majors and Degrees Produced 
	AY
	Declared Undergraduate Majors
	Degrees Produced

	2012-2013
	521
	184

	2013-2014
	520
	200

	2014-2015
	523
	208

	2015-2016
	536
	



The number of declared undergraduate majors and the degree production over the preceding three years for our baccalaureate program in Marketing at CSULB has been about 400-500 majors.  We expect that some of the top undergraduate marketing students will consider enrolling in the new MS in Marketing. As presented in Figure 6.2b above, more than about 54.2% of the marketing students are either very likely or somewhat likely to apply to the CSULB Master of Science in Marketing Program.  


d. Describe professional uses of the proposed degree program.

The MSM program equips the graduates with the practical and fundamental knowledge for a wide variety of career choices in Marketing, especially Market Research Analysts and Marketing Specialists. 

Market Research Analysts are responsible for creating surveys, conducting focus groups, and analyzing the large datasets. Market Research Analysts help their employers and/or clients understand the wants and needs of consumers, businesses in the supply chain, and government organizations. Consumers can inform these entities as to the products demanded, the products needed, and the willingness to pay for these ‘products’. 

A bachelor's degree, preferably in business, psychology and other social science fields, statistics, or mathematics, is generally the minimum education requirement for entry-level Market Research Analysts. However, a master’s degree or higher is needed for advancement into the more technical, higher level positions. Individuals interested in becoming Market Research Analysts should also take courses in research methodology, statistics, and computer science. For more information see the summary guide for Market Research Analysts and Marketing Specialists in California by Employment Development Department of California (http://www.labormarketinfo.edd.ca.gov/OccGuides/Summary.aspx?Soccode=131161&Geography=0601000000)

Marketing Manager jobs are also highly sought after. Intense domestic and global competition for consumer products and services drives job growth. Projected employment growth varies by industry; for example, employment is growing faster in scientific, professional, and related services since companies are increasingly hiring contractors for these services. Employment is declining in many manufacturing industries. In California, the number of Marketing Managers is expected to grow faster than average growth rate for all occupations. Jobs for Marketing Managers are expected to increase by 21.8 percent, or 6,600 jobs between 2012 and 2022.  For more detail information, see the summary guide for Marketing Managers in California by Employment Development Department of California http://www.labormarketinfo.edd.ca.gov/occguides/Detail.aspx?Soccode=112021&Geography=0601000000) 

e. Specify the expected number of majors in the year of initiation and three years and five years thereafter.  Specify the expected number of graduates in the year of initiation, and three years and five years thereafter.

We expect that the MSM program will attract three general categories of students:
(1) Existing Marketing baccalaureate graduates, as well as undergraduate students in other disciplines such as Psychology, Journalism, Communications, Computer Science, and Statistics.
(2) International students 
(3) Local marketing professionals who seek to strengthen their knowledge

We anticipate approximately 25 students to enroll in the first cohort. With targeted marketing, dedicated advising, and more extensive networking with local industry professionals, we anticipate a steady enrollment growth in the following three to five years. 

The marketing department is confident about the growth prospect of MSM, and conservatively projects to have annual enrolment of at least 25 to 30 students per cohort initially that should grow to its maximum number of 40 within three to four years. Table 6.3 presents the expected enrollment in the program over a five-year period with 10% attrition rate.

Table 6.3: MSM Enrollment Projection
	
	Year 1
	Year  2
	Year 3
	Year 4
	Year 5

	Expected MSM Students
	25
	30
	35
	40
	40

	Expected Graduates
	  0
	22
	27
	32
	36





7.	Existing Support Resources for MSM

a. List Faculty who would teach in the program, indicating rank, appointment status, highest degree earned, date and field of highest degree, professional experience, and affiliations with other campus programs.  For master’s degrees, include faculty publications or curriculum vitae.

The faculty members who are qualified to teach in the proposed degree program are listed below in alphabetical order. The resume of each faculty who is qualified to teach in the proposed program can be found in Appendix A.

	Name
	Rank
	Appointment Status
	Highest Degree Earned
	Field of Highest Degree

	Christine Kang
	Assistant Professor
	Tenure Track
	Ph.D.
	Marketing

	Ingrid Martin
	Professor
	Tenured
	Ph.D.
	Marketing

	Sam Min
	Professor
	Tenured 
	Ph.D.
	Marketing

	Risto Moisio
	Associate Professor
	Tenured
	Ph.D.
	Marketing

	Hieu Nguyen
	Associate Professor
	Tenured
	Ph.D.
	Marketing

	Tianjiao Qiu
	Associate Professor
	Tenured
	Ph.D.
	Marketing

	 Reo Song
	Assistant Professor 
	Tenure Track 
	Ph.D.
	Marketing

	 Yu Wang
	Associate Professor
	Tenure Track
	Ph.D.
	Marketing



Note:  For all proposed graduate degree programs, there must be a minimum of five full-time faculty members with the appropriate terminal degree. (Code Memo EP&R 85-20)



b. Describe facilities that would be used in support of the proposed program.  

The MSM program will use CBA classrooms for instructional purposes. The active learning classrooms are equipped with state-of-the-art instructional audio-visual equipment including overhead projectors, document cameras, desktops, flat-panel monitors, sound systems, and multiple white boards. The CBA also has a computer lab with a large number of workstations. The classroom and computer labs will provide excellent support for the MSM program. 

b. Provide evidence that the institution provides adequate access to both electronic and physical library and learning resources.

The CSULB campus library provides extensive resources for students. The library subscribes to all major academic and practitioner journals in the field of Marketing, along with access to major databases such as ABI Inform Complete, Business Source Premier, LexisNexis Academic, MarketResearch.com, and Research Monitor to name a few, for the purposes of conducting research. Additional services provided by the library include reference services, instructional workshops, interlibrary loan services, and a comprehensive library web page. In summary, the facilities provided by the campus library are sufficient to support graduate student requirements for the MSM program. 

A library resource report prepared by Business Librarian, Susan Jackson, is attached in Appendix B.

c. Existing academic technology, equipment, and other specialized materials

The office of Academic Technology Services (ATS) at CSULB works in collaboration with CSULB faculty and students in the use of technology to enhance student learning and success along with high quality teaching and scholarly activity. The components of ATS include:

· The CSULB software depot: 
This is the online distribution center for licensed software for educational and research proposes. Both PC and Mac platforms support most software. These include Adobe Acrobat Pro, Adobe Creative Cloud, Camtasia, Collaborate, Microsoft Office, Minitab, SAS, and SPSS to name a few. Besides the software, ATS provides access to the library’s electronic database that contains an extensive list of peer-reviewed journals in Marketing as well as business publications such as the Journal of Marketing Research and Journal of Marketing.

· BeachBoard: 
This is the university’s e-learning environment and is powered by Desire2Learn. It provides students and faculty with a platform for communication of lecture material, assignments, grades, and discussion sessions. BeachBoard also provides the facility of a real-time virtual classroom through Elluminate for a complete learning experience. Elluminate allows web conferencing, online meeting rooms, and collaboration between students and faculty. Thus, it would be the ideal mode of delivery for MSM program.  

· Computer labs: 
There are two Open Access Computer Labs available for current CSULB students, faculty, and staff: the Spidell Technology Center, located in the Library on the 1st Floor and the Horn Center, located on lower campus at the Steve and Nini Horn Center. The Horn Center has 139 PCs and 52 Mac computers while the Spidell Technology Center has 187 PCs and 10 Mac computers. In addition, both centers have scanners, CD burners, DVD+R/RW optical drives, and printers. The CBA Computer Lab provides 80 computers along with scanners and printers. Horn Center hours are Monday through Thursday 7:45AM - 11:00PM, Friday 7:45AM - 5:00PM and Sunday 12:30PM - 9:00PM (closed Saturdays). The Spidell Center hours follow the Library hours.

· Instructional technology support services: 
Provides enhanced teaching and learning experience include media services, web and video conferencing, help in creating course material, and fulfill service requests such as course merges.

· Classroom support services: 
[bookmark: content]Provides equipment loans and support for technology in classrooms. The newly created active learning classrooms (ALCs) feature collaboration tables equipped with Windows computers, flat-panel monitors, and writable surfaces.  Each table accommodates 8-10 students and includes mobile device input connections. The centralized teaching station has a master control panel, Windows computer, document camera, and various mobile device input connections. The projector and surround sound speaker system add to the learning experience. This classroom setting allows instructors to engage with students during activities. The furniture arrangement and writeable walls aid small-group activities that can be monitored by the instructor. Thus, the classrooms encourage high degree of student participation that are vital to a successful graduate program.

· Technology help desk: 
Provides help with accounts and passwords, setting up email accounts, access to personal web space, and online tutorials

8. 	Additional Support Resources Required

Note:  If additional support resources will be needed to implement and maintain the program, a statement by the responsible administrator(s) should be attached to the proposal assuring that such resources will be provided.

a. Describe additional faculty or staff support positions needed to implement the proposed program.

The Department of Marketing currently has the number of faculty members with expertise in specialized areas of Marketing to meet the needs of the Master’s program. The Department currently has one tenure-track positions starting fall 2017 in the areas of Data Analytics and Social/Digital Marketing. The Department has already completed the recruitment process and expects one new tenure-track faculty members to join the department in fall 2017. 

Currently, the CBA Graduate Programs office has three staff supporting its state-side and self-support MBA and MS programs. The Graduate Programs Director will determine if the current staff resources are sufficient to support the new MSM program. A faculty member from the Department of Marketing will be appointed as the Director of the MSM Program.  The Director will be responsible for coordinating admission decisions and for recruiting applicants through information sessions, student advising, and working closely with the Graduate Program staff.  The Director would also work with the Director of Graduate Programs to maintain the academic integrity of the program and compliance with AACSB standards.  

b. Describe the amount of additional lecture and/or laboratory space required to initiate and to sustain the program over the next five years.  Indicate any additional special facilities that will be required.  If the space is under construction, what is the projected occupancy date?  If the space is planned, indicate campus-wide priority of the facility, capital outlay program priority, and projected date of occupancy. Major capital outlay construction projects are those projects whose total cost is $610,000 or more (as adjusted pursuant to Cal. Pub. Cont. Code §§ 10705(a); 10105 and 10108).

None.

c. Include a report written in consultation with the campus librarian which indicates any necessary library resources not available through the CSU library system.  Indicate the commitment of the campus to purchase these additional resources. 

The report on additional library resource needs to support the proposed MSM program has been prepared by the university business librarian, Susan Jackson and is attached in Appendix B.

d. Indicate additional academic technology, equipment, or specialized materials that will be (1) needed to implement the program and (2) needed during the first two years after initiation.  Indicate the source of funds and priority to secure these resource needs.

None.

e. For self-support programs, please provide information on the per-unit cost to students and the total cost to complete the program.  

Not Applicable.  



Appendix A
Faculty Curriculum Vitae

Christine Kang
Email: christine.kang@csulb.edu

Education
· PH.D., Stephen M. Ross School of Business, University of Michigan, 2015; Marketing
· M.S., Stanford University, 2009; Statistics
· B.A., Seoul National University, College of Business Administration, 2007; Business Administration

Past Experience
· Instructor, College of Business, California State University, Long Beach, California (2015 - present)
· Graduate Student Instructor, Department of Marketing, Ross School of Business, University of Michigan (2012)
· Teaching & Grading Assistant, Department of Marketing, Ross School of Business, University of Michigan (2010-2012)
· Graduate Student Instructor, Department of Psychology, University of Michigan (2013)

Research and Scholarly Activities
Selected Research in Progress
· Kang, Christine, Grant Packard, and David Wooten, “Beyond Truth and Lies: Evasion as a Means of Managing Unfavorable Consumption Information,” revising for submission to Journal of Consumer Psychology.
· Kang, Christine, Christine Kim, and Hyun Young Park “Perception of Busy-ness Influences Donation,” targeted for Journal of Consumer Research.
· Kang, Christine and David Wooten, “Downstream Consequences of Evasive Self-presentation,” targeted for Journal of Consumer Research
· Lee, Jacob Chaeho, Christine Kang, Kate Min, and Wendy Wood, “Donor Social Class Influences Appreciation of Donation,” targeted for Journal of Consumer Research.
· Kang, Christine, Carolyn Yoon, and Stephanie Carpenter, “Power and Patience: Regulation Approach to Effect of Power on Intertemporal Preferences,” Data collection in progress.
· Kang, Christine, “When in Need, Help (Yourself) Out: Sequential and Simultaneous Participation in Charitable Donations,” Data collection in progress.

Selected Presentations
· Kang, Christine*, Grant Packard, and David B. Wooten, “Secrets and Lies: How Consumers Manage the Flow of Ego-Threatening Information,” Association for Consumer Research North American Conference, Chicago, Illinois, October 2013.
· Kang, Christine*, Grant Packard, and David B. Wooten, “Secrets and Lies: How Consumers Manage the Flow of Ego-Threatening Information,” Society for Consumer Psychology Summer Conference at the Annual Convention of the American Psychological Association, Honolulu, Hawaii, August 2013.
· Kang, Christine, Grant Packard*, and David B. Wooten, “Secrets and Lies: How Consumers Manage the Flow of Ego-Threatening Information,” Southern Ontario Behavioral Decision Research Conference, Waterloo, Ontario, May 2013.
· Kang, Christine*, Grant Packard*, and David B. Wooten, “Secrets and Lies: Gender Differences in Concealing Consumption Information,” Society for Consumer Psychology, Las Vegas, Nevada, February 2012.

Selected Professional Services
· Research Assistant Supervisor for Eunjung Lee MA, University of Michigan, May 2014 – 2015 
· Undergraduate Research Opportunity Sponsor for Jacob Lee, University of Michigan, September 2012 – June 2013
· Facilities Co-chair for PhD Forum, July 2011 – June 2012
Ingrid M. Martin
Email: ingrid.martin@csulb.edu

Education
· PH.D., University of Southern California, 1994; Marketing
· MA, Michigan State University, 1987; Advertising and Communications
· BS, University of New Mexico, 1984; Marketing and International Management


Past Experience
· Director of Graduate Programs, College of Business, California State University, Long Beach, California (2015 - present)
· Full Professor, Department of Marketing, California State University, Long Beach, California (2005 - present)
· Full Professor and Chair, Department of Marketing, California State University, Long Beach, California (2010 - 2013)
· Associate Professor, Department of Marketing, California State University, Long Beach, California (2001 - 2005)
· Assistant Professor, The Economics Institute, University if Colorado, Boulder, Colorado (1996-2001)


Research and Scholarly Activities
Selected Journal Publications
· “The Experience of Risk in Families: Conceptualisations and Implications for Transformative Consumer Research”, Journal of Marketing Management, 1-26, 2014.
· “Disasters and Social Marketing”, in Handbook of Persuasion and Social Marketing, V. 3, Chapter 4, Praeger Press, 
77-116, 2014.
· “The Influence of Social Media in Creating 2-Way Risk Communication”, Proceedings of the 3rd Human Dimensions of Wildland Fire, International Association of Wildland Fire, Seattle, WA, 2013.
· “On the Road to Addiction: The Facilitative and Preventive Role of Marketing Cues”, Journal of Business Research, V. 66, 1219-26, 2013.
· “From Use to Abuse: When Everyday Consumption Behaviours Morph Into Addictive Consumptive Behaviours”, Journal of Research for Consumers, 2011.
· “Curriculum Revision and Cultural Change: A Joint Faculty Development and Faculty Governance Approach”, To Improve the Academy: Resources for Faculty, Instructional, and Organizational Development, 30,142-55, 2011. 
· “Understanding Disaster Subcultures as a Means to Enhance Risk Mitigation Efforts”, Journal of Environmental Management, 91, 489-98, 2010.
· “An Application of Terror Management Theory in the Design of Social and Health-related Anti-smoking Appeals”, Journal of Consumer Behaviour, 9(3), 172-90, 2009.
· “What Motivates Individuals to Protect Themselves from Natural Hazard Risks”, Risk Analysis, 27(4), 887-98, 2007.
· “Transfer of Purposive, Goal-Oriented Brand Meaning: Its Impact on Branding and Marketing Communication Strategies”, Journal of the Academy of Marketing Science, 33(3), 275-94, 2005.
· “Advertising Disclosures: Clear and Conspicuous or Understood and Used?”, Journal of Public Policy & Marketing, V23(Fall), 183-192, 2004.
· “Using Multiple Methods to Understand Agency Values and Objectives: Lessons for Public Lands Management”, Policy Sciences, 37(March), 37-69, 2004.
· “The Multidimensionality of Product Similarity: The Differential Impact of Goal Congruency on Attitudes, Intentions, and the Transfer of Brand Equity”, Journal of Marketing Research, V.38 (November), 471-84, 2001.
· “Intended and Unintended Consequences of Warning Labels: A Review and Synthesis of Empirical Research”, Journal of Public Policy and Marketing, 13(1), 1-19, 1994.

Selected Presentations

· “The Tipping Point of Everyday Consumption Behaviors”, Ingrid M. Martin, Marlys Mason, Michael Kamins, Wendy Boland, James Cronin, Maria Piacentini, & Maura Scott, accepted at Marketing & Public Policy Conference, CSU-SLO, June 2016.
· “Going from Adaptive to Maladaptive Consumption Behavior Patterns”, Roundtable at the Association for Consumer Research conference, 2015, Ingrid M. Martin, Marlys Mason, and Michael Kamins, New Orleans, LA.
· “Was Captain Kirk Wrong? Consumer Behavior Research and the Prime Directive”, Roundtable at the Association for Consumer Research conference, 2014, Washington, DC.
· “Moving From Consumption to Addiction: A Theoretical Perspective on the Impact of Marketing Cues, Ingrid M. Martin, Michael A. Kamins, and Dante Pirouz, in Consumption Addiction: Understanding the Progression from Adaptive to Maladaptive Categories of Consumption Behaviors - Parts 1 and 2”, at Marketing & Public Policy Conference, 2014, Boston, MA.
· “The Need to Belong: Exploring Maladaptive Consumption from a Motivational Perspective”, in Consumption Addiction: Understanding the Progression from Adaptive to Maladaptive Categories of Consumption Behaviors - Parts 1 and 2”, Hieu Nguyen, Ingrid M. Martin, and Kerissa Kelly-Slatten, at Marketing & Public Policy Conference, 2014, Boston, MA.
· Social Marketing as a Catalyst for Integration and Intervention across the Disaster Cycle, Ingrid M. Martin, Wade E. Martin, Stacey Menzel Baker, Debra L. Scammon, (University of Utah), and Joshua Wiener, at Marketing & Public Policy Conference, 2014, Boston, MA.
· The Influence of Social Media in Risk Communication across the Natural Disaster Cycle, Ingrid M. Martin, Wade E. Martin, and David W. Horne, at Marketing & Public Policy Conference, 2014, Boston, MA.
· “Priming Social Motivations as a Mechanism to Avoid Ego-Defensive Responses to Anti-Smoking Messages” with Paul Connell and Michael Kamins (2013), at Marketing & Public Policy Conference, 2013, Washington, D.C.
· Social Marketing in Theory and Practice of the Disaster Cycle, (2013), with Wade E. Martin, Stacey Menzel Baker, Debra L. Scammon, and Joshua Wiener, at the Marketing and Public Policy Conference, Washington, D.C.
· Consumption Addiction: A Research Agenda of the Progression from Adaptive to Maladaptive Categories of Consumption Behaviors, Roundtable Organizers: Michael A. Kamins, Ingrid M. Martin, Hieu Nguyen, Dante M. Pirouz, Association of Consumer Research, Chicago, IL, 2013.
· Researching Consumption Addiction: Developing a Theoretical Framework to Understand the Path to Addiction, Roundtable organizers Dante Pirouz and Ingrid M. Martin at Marketing & Public Policy Conference, 2012, Atlanta, GA.
· Planning, Mitigation & Recovery in Natural Disasters: Social Justice, Diversity, Bringing People and Communities Together, Stacey Menzel Baker, David Horne, Bo Liang, Ingrid M. Martin, Wade E. Martin, Debra Scammon, and Josh Wiener, Marketing & Public Policy Conference, 2012, Atlanta, GA.
· Consumption Addiction: Developing a Research Agenda to Understand How Consumers Progress from Normal to Maladaptive Consumption and Addiction, Roundtable organizers Ingrid M. Martin, Dante Pirouz, and Paul Connell, Association of Consumer Research, Vancouver, BC, 2012.
· Invited Speaker, Marketing Department, King’s University, Kingston, ONT.  The presentation was entitled “The Role of Social Media in Disaster and Crises Communication”, May 19-20, 2011.
· Planning, Mitigation, & Recovery in Natural Disasters: A Trans-disciplinary Approach to Public Policy – Part Two,  Stacey Menzel Baker, Bo Liang, Ingrid M. Martin, Debra L. Scammon, and Josh Wiener, Marketing & Public Policy Conference, 2011, Washington, DC.


Selected Professional Services
· Editorial Review Board for the Journal of Public Policy & Marketing.
· Editorial Review Board for the Journal of the Academy of Marketing Science.
· Editorial Review Board for the Journal of Marketing Management
· Organizer and co-chair of Research in Risk Workshop, doctoral consortium for MPPC in 2010, 2012, 2014.
· Co-chair for the second Research in Risk Workshop, doctoral consortium for the Marketing & Public Policy Conference 2006, University of Southern California, Marshall School of Business, Los Angeles, CA. with David W. Stewart and Michael Kamins.
· Co-chair for the Marketing & Public Policy Conference 2006 held at the Long Beach Westin with David W. Stewart and Michael Kamins.
· Invited Faculty Participant in the Research in Risk Workshop, doctoral consortium for the Marketing & Public Policy Conference 2004, Salt Lake City, UT.




Sungwook “Sam” Min, Ph.D.
Email: sam.min@csulb.edu

Education
· PH.D., Purdue University, West Lafayette, Indiana, 2001; Major: Marketing, Minor: Econometrics 
· MBA, Korea University, Seoul, Korea, 1992; Major: Organizational Behavior
· BBA, Korea University, Seoul, Korea, 1990; Major: Business Administration


Past Experience
Academic
· Chair of Marketing Department, California State University, Long Beach, California (2014 - Present)
· Full Professor of Marketing, California State University, Long Beach, California (2013 - present)
· Associate Professor of Marketing, California State University, Long Beach, California (2007 - 2013)
· Assistant Chair of Marketing Department, California State University, Long Beach, California (2010 – 2011)
· BK21 Research Professor of Marketing, Korea University, Seoul. Korea (2007 – 2008) 

Business
· Founder and Advisor, Smart Whale Control, LLC Buena Park, California (2015 - Present)
· Founder and Advisor, Eneridge, Corp Buena Park, California (2014 - present)


Research and Scholarly Activities
Selected Journal Publications
· Min, Sungwook, Namwoon Kim, and Ge Zhan (2016), “The Impact of Market Size on New Market Entry: A Contingency Approach,” European Journal of Marketing, forthcoming. 
· Kim, Namwoon, Sohyoun Shin, and Min, Sungwook, (2016), “Strategic Marketing Capability: Mobilizing Technological Resources for New Product Advantage,” Journal of Business Research,  Vol. 69 (December). pp. 5644-5652. 
· Min, Sungwook, Xubing Zhang, Namwoon Kim, and Rajendra K. Strivastava (2016), “Customer Acquisition and Retention Spending: An Analytical Model and Empirical Investigation in Wireless Telecommunications Markets,” Journal of Marketing Research, Vol. 53 (October). Pp. 728-744.  
· Min, Sungwook and Steven Kim (2015), “Business Model Innovation Performance: When Does Adding a New Business Model Benefit an Incumbent?” Strategic Entrepreneurship Journal, Vol. 9 (March), pp. 34-57.   
· Kim, Namwoon, Sungwook Min and Seoil Chaiy (2015), “Why Do Firms Enter a New Product-Market? A Two-dimensional Framework for Market-Entry Motivation and Behavior ” Journal of Product Innovation Management, Vol. 32 (2), pp. 263-278. 
· Min, Sungwook, Wen-yeh Huang, and Alan J. Dubinsky (2014), "Incentive Pay for Team Selling: A Model with Propositions." Global Journal of Management and Business Research, Vol.14.3. pp. 1-14.
· Kim, Namwoon and Sungwook Min (2012), “Impact of Industry Incumbency and Product Newness on Pioneer Leadtime,” Journal of Management, Vol. 38 (March), pp. 695-718.
· Min, Sungwook, Manohar U. Kalwani and William T. Robinson (2006), “Market Pioneer and Early Follower Survival Risks: A Contingency Analysis of Really New Versus Incrementally New Product-Markets,” Journal of Marketing, Vol. 70 (January), pp. 15-35.

Selected Presentations
· “ESS Market Development and ESS Procurement in Korea,” May 2015, Energy Storage Association 25th Conference and Expo, Dallas, TX 
· “Business Models of Energy Storage System (ESS),” February 27 2015, Invited Talk, Korea ESS Studies, Seoul Korea.  
· “Competitive Imitation Strategy for New Product-Market Success,” October 2013 PDMA Product Innovation Management Conference, Phoenix, AZ 
· “When Does Adding a New Business Model Benefit an Incumbent?” November 2013 Strategic Entrepreneurship Journal, Special Issue on Business Model Invited Conference, IESE Business School, Barcelona, Spain   
· “Business Model Innovation by Incumbent Retailers in the United States,” January 2011 Invited Talk, The Department of Management and Marketing, Hong Kong Polytechnic University, Hong Kong
· “Broaden Your Horizons? Analyzing Firms’ New Product-market Entry Motivations” June 2010 Marketing Science Conference, Bonn-Colone, Germany
· “Embracing a Disruptive Innovation: When Does It Improve Incumbent Performance?” October 2007 Invited Talk, Korea University, Seoul, Korea
· “A Multi-Market Perspective to Incumbent Survival in New Markets” June 2006 Marketing Science Conference in Pittsburgh, Pennsylvania. 
· “Competitive Imitation of New Industrial Goods,” June 2003 Marketing Science Conference in College Park, MD.
· “Sales, Profit Margins and Marketing Efficiency of Early Movers, Clicks and Mortars, and Specialists in e-Commerce,” June 2003 Marketing Science Conference in College Park, MD.
· “Survival Risk in High-Technology Markets,” April 2003 Invited Talk, in Purdue University, West Lafayette, IN.


Selected Professional Services
· Track Chair of Marketing Strategy, the 2009 AMA Summer Marketing Educators’ Conference 
· Ad hoc Reviewer for Long Range Planning (2016-to present)
· Ad hoc Reviewer for Journal of Business Ethics (2015-to present)
· Ad hoc Reviewer for Journal of Marketing (2007-2008) 
· Ad hoc Reviewer for Marketing Science (2004-2008)
· Ad hoc Reviewer for Research Policy (2008)
· Ad hoc Reviewer for Journal of Management (2008 - 2015)
· Ad hoc Reviewer for Journal of Business Research (2003)
· Ad hoc Reviewer for Journal of Macromarketing (2012)
· Summer AMA Conference Reviewer (2003, 2004, 2008 to present)

















Risto Moisio
Email: risto.moisio@csulb.edu

Education
· PH.D., University of Nebraska, 2007; Marketing
· M.Sc., University of Southern Denmark, 2001; International Marketing
· B.B.A., Satakunta Polytechnic, Finland, 1998; Marketing


Past Experience
· Associate Professor, California State University, Long Beach (2013 – present)
· Assistant Professor, California State University, Long Beach (2007 – 2013)
· Adjunct Instructor, University of Arizona (2006 – 2006)
· Visiting Scholar, University of Arizona (2005 – 2006)
· Instructor, University of Nebraska, Lincoln (2003 – 2005)
· Research Assistant, University of Nebraska, Lincoln (2003 – 2005)
· Research Assistant, University of Southern Denmark, Odense (2001 – 2002)

Research and Scholarly Activities
Selected Journal Publications
· Risto Moisio and Mariam Beruchashvili, “Mancaves and Masculinity,” (forthcoming), Journal of Consumer Culture.
· Mariam Beruchashvili, Risto Moisio, and James W. Gentry, “Cultivating Hope,” (2015), Journal of Consumer Culture, 15 (3). 
· Mariam Beruchashvili, Risto Moisio, and Deborah D. Heisley, (2014), “What are you dieting for? The role of lay theories in dieters’ goal setting,” Journal of Consumer Behaviour, 13 (January/February), 50-59.
· Mariam Beruchashvili and Risto Moisio, (2013), “Is Planning an Aid or an Obstacle? Examining the Role of Consumers' Lay Theories in Weight Loss,” Journal of Consumer Affairs, 47 (Fall), 404-431.
· Risto Moisio, Eric J. Arnould, and James W. Gentry (2013), “Productive Consumption in the Class-Mediated Construction of Domestic Masculinity: Do-It-Yourself (DIY) Home Improvement in Men’s Identity Work,” Journal of Consumer Research (August), 298-316.
· Mariam Beruchashvili and Risto Moisio (2012), "Overweight Consumers and Identity Projects,” Identity and Consumption, edited by Russell Belk and Ayalla Ruvio, Routledge, 63-71.
· Moisio, Risto and Mariam Beruchashvili (2010), “Questing for Well-Being at Weight Watchers: The Role of Spiritual-Therapeutic Model in a Support Group,” Journal of Consumer Research, 36 (February), 857-875. 
· Linda L. Price, Eric J. Arnould, and Risto Moisio (2007), "Making Contexts Matter: Selecting Research Contexts for Theoretical Insights,” Handbook of Qualitative Research Methods in Marketing, edited by Russell Belk, Sage Publications, 106-125.
· Moisio, Risto and Eric J. Arnould (2005), "Extending the Dramaturgical Framework in Marketing: Drama Structure, Drama Interaction, and Drama Content in Shopping Experiences," Journal of Consumer Behaviour, 4 (4), 246-256.
· Moisio, Risto, Eric J. Arnould, and Linda L. Price (2004), "Between Mothers and Markets: Constructing family identity through homemade food," Journal of Consumer Culture, 4 (3), 361-384.
· Moisio, Risto and Eric J. Arnould (2004), "Staging the Servicescape: A Frame Analysis of Marketer Staging Practices in a Foreign Grocery," Proceedings of the 8th International Research Seminar in Service Management, eds. Christian Groenroos and Anat Rafaeli and Roland T. Rust and Pierre Eiglier. La Londe les Maures, France: IAE Aix-en-Provence.
· Moisio, Risto (2003), "Negative Consequences of Mobile Phone Consumption: Everyday Irritations, Anxieties and Ambiguities in the Experiences of Finnish Mobile Phone Consumers," in Advances in Consumer Research, Vol. 30, eds. P. A. Keller and D. W. Rook. Valdosta, GA: Association for Consumer Research, 340-345.
· Moisio, Risto J. and Søren Askegaard (2002), "’Fighting Culture’ - Mobile Phone Consumption Practices as Means of Consumer Resistance," in Asia Pacific Advances in Consumer Research, Vol. 5, eds. Tu Ping and Rami Zwick. Valdosta, GA: Association for Consumer Research, 24-29.
Selected Presentations
· Moisio, Risto, Mariam Beruchashvili, and Hope Jensen Schau (2013), “All Wrinkled Are Not Equal: Identity Myths and Identity Threats in Facial Self-Care,” Working paper presented at the Consumer Culture Theory 7, Tucson, AZ.
· Mariam Beruchashvili, Risto Moisio, and James W. Gentry (2012), “Lay Theories in Consumer Goal Setting: The Case of Weight Loss,” Working Paper to be Presented at the Association for Consumer Research Conference in Pittsburg, PA.
· Mariam Beruchashvili, James W. Gentry, and Risto Moisio (2009), “Cultivating Hope,” Working Paper Presented at the Association for Consumer Research Conference in Pittsburg, PA.
· Mariam Beruchashvili, James W. Gentry, and Risto Moisio (2008), “The Binding Force of Hope:
· Constructing Hope, Constructing Community,” Special Session Presentation at the Consumer Culture Theory Conference, Boston, MA: Suffolk University.
· Risto Moisio and Mariam Beruchashvili (2007), "Is It Just the Thought That Counts? Experimental
· Investigation into the Gift Giving Effort Effect", Working Paper Presented at the Association for Consumer Research Conference in Memphis, TN.
· Mariam Beruchashvili, James Gentry, Risto Moisio (2007), "Merchants of Hope: Enhancing Hope
· Through Brand Community", Working Paper Presented at the Association for Consumer Research Conference in Memphis, TN.
· Risto Moisio, Mariam Beruchashvili (2007), "“We Just Gripe’n Gripe…That’s All We Do!”: Performing the Griping Ritual in the Weight Watchers Brand Community", in Advances in Consumer Research, Volume 34, eds. Gavan Fitzsimons and Vicki Morwitz, Duluth, MN: Association for Consumer Research.
· Moisio, Risto and Mariam Beruchashvili (2006), “Therapeutic Brand Community: Performing the Collective Confessional at Weight Watchers,” Special Session Presentation at the North American Association for Consumer Research Conference, Orlando, FL: Association for Consumer Research.
· Moisio, Risto and Mariam Beruchashvili (2006), “Therapeutic Brand Community: Performing the Collective Vulnerable Self at Weight Watchers,” Special Session Presentation at the Consumer Culture Theory Conference, Notre Dame, IN: University of Notre Dame.
· Moisio, Risto and Mariam Beruchashvili (2006), “Weight Watchers as a Community of Griping,” Working Paper Poster at the Global Retailing Conference, Tucson, AZ: University of Arizona.
· Moisio, Risto and Eric J. Arnould (2005), “Consumer Projects: Cultural Resources and the Pursuit of Consumer Agency,” in European Advances in Consumer Research, Karin Ekström and Helene Brembeck (eds.), Valdosta, GA: Association for Consumer Research, vol. 7, 2006.

Selected Professional Services
· Faculty Development Fellowship (2015 – present)
· Faculty Council Member (2014 – present)	
· Awards, Development and Ethics Committee (2013)
· MFA/MBA Thesis Committee Member for Sara Waugh (2014)
· MFA/MBA Thesis Committee Member for Tiffany Moon (2013)
· MFA/MBA Thesis Committee Member for Mira Greene (2013)
· MFA/MBA Thesis Committee Member for Shay Thornton (2013)
· CBA Strategic Planning and Assessment Committee (2012)
· Independent study supervision for Steve Mellin (2012)
· CBA Convocation Marshal, International Business (2012)
· Independent study supervision for Baris Akcora (2012)
· Honor’s thesis supervision for Mayra Gutierrez (2010)
· Honor’s thesis supervision for Jaroslaw Janik (2010)
· Intellectual Contribution Committee, Member (2010 – present)
· Financial Resources Review Committee, Member	 (2009)






Hieu P. Nguyen
Email: hieu.nguyen@csulb.edu

Education
· PH.D., University of Texas at Arlington, 2006; Major: Marketing
· MBA, Texan Christian University, 2001; Major: Marketing
· BA, Hanoi Foreign Studies University, 1996; Major: English

Past Experience
· Associate Professor, California State University, Long Beach, California (2014 - Present)
· Assistant Professor, California State University, Long Beach, California (2007-2014)
· Visiting Professor, National Economics University, Vietnam (2008 - 2010)
· Visiting Assistant Professor, University of Texas at Arlington (2006 - 2007)


Research and Scholarly Activities

Selected Journal Publications
· Nguyen, Hieu P., Steven Chen, and Sayantani Mukherjee (2014), “Reverse Stigma in the Freegan Community,” Journal of Business Research, 67(9), 1877-1884.
· Nguyen, Hieu P. and James M. Munch (2014), “The Moderating Role of Gift Recipients’ Attachment Orientations on Givers’ Gift Giving Perceptions”, Journal of Consumer Behaviour 13(5), 373-382.
· Nguyen, Hieu P., James M. Munch, and Meryl P. Gardner (2014), “Does Repeated Ad Exposure Impair or Facilitate Recall of Ads with Similar Affective Valence? An Exploratory Study, ” Journal of Marketing Theory and Practice, 22(1), 25-39.
· Nguyen, Hieu P. and Huyen T. Pham (2012), “The Dark Side of Development in Vietnam – Lessons from the Killing of the Thi Vai River,” Journal of Macromarketing, 32(1), 69-81.
· Grisaffe, Douglas and Hieu P. Nguyen (2011), “Antecedents of Emotional Attachment to Brands”, Journal of Business Research, 64(10), 1052-1059.
· Nguyen, Hieu P. and James M. Munch (2011), “Romantic Gift Giving as Chore or Pleasure: The Effects of Attachment Orientations on Gift Giving Perceptions”, Journal of Business Research, 64(2), 113-118.
· Toncar, Mark F., Jane S. Reid, David J. Burns, Cynthia E. Anderson, and Hieu P. Nguyen (2006), “Uniform Assessment of the Benefits of Service Learning: The Development, Evaluation, and Implementation of the SELEB Scale,” Journal of Marketing Theory and Practice, 14(3), 233-248. 


Selected Conference Proceeding
· Nguyen, Hieu P., Steven Chen, and Sayantani Mukherjee (2010), “Counter-stigma and Achievement of Happiness through the Freegan Ideology,” Advances in Consumer Research, Vol. 37, eds. Darren Dahl, Gita Johar, and Stijn van Osselaer, Duluth, MN: Association for Consumer Research, 937-939.
· Witkowski, Terrence H., Hieu P. Nguyen, and Huyen T. Pham (2010), “Marketing Education in Vietnam: A Review and Agenda for Development,” Proceedings of the International Society of Markets and Development Conference, CD-ROM, no page numbers.
· Briggs, Elten, David A. Griffith, and Hieu P. Nguyen (2009), “Information Value and The Influence of Price on Perception: Insights from Cue Utilization Theory,” Proceedings of the American Marketing Association Summer Educators’ Conference, Chicago, IL: American Marketing Association, 111-113.
· Grisaffe, Douglas and Hieu P. Nguyen (2009), “Falling in Love with Brands: An Inductive Qualitative Exploration of Pathways to Emotional Attachment,” Advances in Consumer Research, Vol. 36, eds. Ann L. McGill and Sharon Shavitt, Duluth, MN: Association for Consumer Research, 869-870.
· Nguyen, Hieu P. and James M. Munch (2007), “The Effects of Regulatory Focus on Gift Giving Behaviors,” Marketing Theory and Applications, Vol. 18, eds. Andrea L. Dixon and Karen A. Machleit, Proceedings of the American Marketing Association Winter Educators’ Conference, 57-58.

· Nguyen, Hieu P. and James M. Munch (2006), “Gift Giving Behaviors: Views from an Attachment Perspective,” Advances in Consumer Research, Vol. 34, eds. Gavan Fitzsimons and Vicki Morwitz, Duluth, MN: Association for Consumer Research, 16-17. 
· Nguyen, Hieu P. (2006), “The Ratings Game: A Framework for Investigating Factors Influencing Consumers’ Perceptions and Usage of Online Users’ Reviews,” Proceedings of the American Marketing Association Winter Educators’ Conference, Vol. 17, ed. Jean L. Johnson and John Hulland, Chicago, IL: American Marketing Association, 150-151. 
· Nguyen, Hieu P. and Eyad Youssef (2005), “Negative Mood and Risk Taking Tendency: The Effects of Attachment Style,” Advances in Consumer Research, Vol. 33, ed. Cornelia Pechmann and Linda L. Price, Duluth, MN: Association for Consumer Research, 258-259. 
· Nguyen, Hieu P., James M. Munch and Mark F. Toncar (2005), “The Effects of Message Structure Variations on Consumers’ Recall and Attitudes,” Advances in Marketing: Managerial, Pedagogical, Theoretical, eds. William J. Kehoe and Linda K. Whitten, Proceedings of the Annual Meeting of the Society for Marketing Advances, 12-13.
· Nguyen, Hieu P., Michael Richarme, and Eyad Youssef (2005), “Mood Scales: Where is the Arousal Dimension?” Advances in Marketing: Managerial, Pedagogical, Theoretical, eds. William J. Kehoe and Linda K. Whitten, Proceedings of the Annual Meeting of the Society for Marketing Advances, 212-213.
· Nguyen, Hieu P. and E. Deanne Brocato (2005), “Emotional Attachment to Brands: The Construction of a Scale,” Developments in Marketing Science, Vol. 28, ed. Harlan Spotts, Proceedings of the Annual Conference of the Academy of Marketing Science, 300.


Selected Professional Services
· Program Assessment and Review Council, CSULB, Long Beach, California (2009-2010)
· Graduate Program Committee, CSULB, Long Beach, California (present)
· Faculty Council, CSULB, Long Beach, California (present)
· Grade Appeal Committee, CSULB, Long Beach, California (present)
· Department Activities Committee, CSULB, Long Beach, California (present)
· Retention, Tenure, and Promotion Committee, CSULB, Long Beach, California (present)



















Tianjiao Qiu, Ph.D.
Email: tianjiao.qiu@csulb.edu
Education
· PH.D., University of Illinois at Urbana-Champaign, 2007; Major: Marketing  
· Ed.M. University of Illinois at Urbana-Champaign, 2002; Department of Educational Psychology
· BA, Zhejiang University, 1994; Major: English


Past Experience
Academic
· Associate Professor of Marketing, California State University, Long Beach (2013 – present)
· Assistant Professor of Marketing, California State University, Long Beach (2007 – 2013)
· Lecturer of English and International Business, Zhejiang University (1994-2000)

Research and Scholarly Activities
Selected Journal Publications
· Qiu, Tianjiao and Vicki Scherwin (equal contribution) (2014), “The Relationship between Dispositional Positive Affect and Team Performance: An Empirical Study,” Journal of Business and Management, Volume 20, No. 2, pp. 51-69.
· Qiu, Tianjiao (2014), “Product Diversification and Market Value of Large International Firms: A Macro-environmental Perspective,” Journal of International Marketing, Vol. 22, No. 4, pp. 86-107.
· Qiu, Tianjiao and Benjamin S. Peschek, (2012) "The Effect of Interpersonal Counterproductive Workplace Behaviors on the Performance of New Product Development Teams," American Journal of Management, Volume 12, Issue 1, pp. 21–33.
· Qiu, Tianjiao (2012), “Managing Boundary-Spanning Marketing Activities for Supply Chain Efficiency,” Journal of Marketing Management, Volume 28, Issue 9-10, pp.1114-1131.
· Qiu, Tianjiao, William Qualls, Jonathan Bohlmann and Deborah Rupp (2009), “Interactional Justice in Cross-Functional Product Development Teams: A Multilevel Mediated Model,” Journal of Product Innovation Management, Volume 26, Issue 2, pp. 173-187.
· Qiu, Tianjiao (2008), “Scanning for Competitive Intelligence: A Managerial Perspective,” European Journal of Marketing, Volume 42, Issue 7/8, pp. 814-835.
· Sullivan, Ursula, Tianjiao Qiu, and William Qualls (2008), "Managing Multiple Channels of Distribution in Industrial Markets," Review of the Electronic and Industrial Distribution Industries, Volume 7, No. 1, pp. 48-62.

Selected Conference Proceeding 
· Qiu, Tianjiao, “The Effect of Business Segment Strategy and Culture Values on the Market Performance of International Companies,” at the Proceedings of 2013 Annual Academy of Marketing Science Conference, Monterey Bay, CA.
· Qiu, Tianjiao, “The Effects of Product Diversification and Globalization on the Performance of Large International Firms,” at the Proceedings of the 2012 Summer AMA Conference. (Best paper award in Global and Cross Cultural Marketing Issues Track).
· Qiu, Tianjiao, “Performance Implications of Customer Relationships: A Compositional Approach,” at the Proceedings of the 2011 Summer AMA Conference. (Best paper award in Inter-organizational Issues in Marketing Track).
· Qiu, Tianjiao, “The Effect of Interpersonal Counterproductive Behavior on the Performance of New Product Development Teams,” at the Proceedings of the 2011 Annual Academy of Marketing Science Annual Conference.
· Qiu, Tianjiao, “Managing Boundary-Spanning Marketing Linkages for Operational Efficiency,” at the Proceedings of the 2009 AMA Summer Conference.
· Qiu, Tianjiao, “The Effect of Scanning Behaviors on Marketing Managers’ Representations of Competitive Advantage,” at the Proceedings of the 2006 Annual Academy of Marketing Science Conference.
· Qiu, Tianjiao, Deborah Rupp, and William Qualls,” The Effect of Interactional Justice and Work Attitudes On The Performance of Cross-Functional Product Development Teams,” at the Proceedings of the 2005 Winter AMA Conference, 2005.
· Qiu, Tianjiao, “A structural Model on Marketing Managers’ Boundary Spanning Ability and Multi-foci Commitments,” at the Proceedings of the 2004 Summer AMA Conference.

Selected Presentations
· Qiu, Tianjiao and Yaping Yang, “The Effect of Isomorphism and Learning on Market Performance of Global OEM Suppliers,” INFORMS International Conference, June 2016, Hawaii.
· Qiu, Tianjiao, “The Effect of Marketing Capability on Firm Operational Capability,” CORS/INFORMS Joint International Conference, June 2015, Montreal, Canada.
· Qiu, Tianjiao, “Product Diversification and Cultural Alignment on the Success of International Marketing Alliances,” Annual Marketing Science Conference, June 2014, Atlanta, GA.
· Qiu, Tianjiao, “The Effect of Business Segment Strategy and Culture Values on the Market Performance of International Companies,” Annual Academy of Marketing Science Conference, May 2013, Monterey Bay, CA.
· Qiu, Tianjiao, “The Effects of Product Diversification and Globalization on the Performance of Large International Firms,” Summer AMA Conference, August 2012, Chicago, IL. (Presented by Dong Liu).
· Qiu, Tianjiao, “Performance Implications of Customer Relationships: A Compositional Approach,” Summer AMA Conference, August 2011, San Francisco, CA.
· Qiu, Tianjiao, “The Effect of Interpersonal Counterproductive Behavior on the Performance of New Product Development Teams,” Academy of Marketing Science Annual Conference, May 2011, Coral Gables, FL.
· Qiu, Tianjiao, “The Impact of Cultural Dimensions on Market Segmentation of Transportation Corporations,” Transportation Research Forum Annual Conference, March 2011, Long Beach, CA.
· Qiu, Tianjiao, “Managing Boundary-Spanning Marketing Linkages for Operational Efficiency,” Summer AMA Conference, August 2009, Chicago, IL.
· Qiu, Tianjiao and William Qualls, “Dependence Structures and Market Performance,” The Institute for the study of Business markets (ISBM) Academic Conference, August, 2008, San Diego, CA.
· Qiu, Tianjiao, “The Effect of Scanning Behaviors on Marketing Managers’ Representations of Competitive Advantage,” Annual Academy of Marketing Science Conference, May 2006.
· Qiu, Tianjiao, Deborah Rupp, and William Qualls,” The Effect of Interactional Justice and Work Attitudes On The Performance of Cross-Functional Product Development Teams,” Winter AMA Conference, February 2005.
· Qiu, Tianjiao, “A structural Model on Marketing Managers’ Boundary Spanning Ability and Multi-foci Commitments,” 20004 Summer AMA Conference, August 2004.

Selected Professional Services

· 2016 – present Member University Mini-Grant, Summer Stipend Committee (UMGSSC)
· 2010 - present Mentor CSULB Innovation Challenge
· 2014 – 2015 Chair University Curriculum and Educational Policies Council
· 2014 – 2015 Member University Resource Planning Process
· 2014 – 2015 Host a Visiting Scholar Dr. Jinguo Tao from School of International Economics and Trade, Nanjing University of Finance and Economics, China
· 2015  Publication displayed at The University Achievement Award

Reo Song
Email: reo.song@csulb.edu
Education
· PH.D., Mays Business School, Texas A&M University, College Station, Texas, 2010; Major: Marketing  
· M.B.A., Simon Graduate School of Business, University of Rochester, New York, 2004
· B.A., Seoul National University, Seoul, Korea


Past Experience
Academic
· Assistant Professor of Marketing, California State University, Long Beach, CA (2015 – Present)
· Assistant Professor of Marketing, Kansas State University, KS (2010 – 2015) 

Business
· Assistant Manager, Marketing, PSINet, Inc., Seoul, Korea (1999 – 2002)
· Assistant Manager, Marketing, Apsun Technology, Inc., Seoul, Korea (1997 – 1999)



Research and Scholarly Activities
Selected Journal Publications
· Meyer, Jeffrey, Reo Song, and Kyungnam Ha (2016), “The Effect of Product Placements on the Evaluation of Movies,” European Journal of Marketing
· Moon, Sangkil and Reo Song (2015), “The Role of Cultural Elements in International Diffusion of New Products,” Journal of Retailing
· Song, Reo, Sungha Jang, and George Cai (2015), “Does Advertising Indicate Product Quality? Evidence from Prelaunch and Postlaunch Advertising in the Movie Industry?” Marketing Letters
· Song, Reo, Jeffrey Meyer, and Kyungnam Ha (2015), “The Relationship between Product Placement and the Performance of Movies: Can Brand Promotion in Films Help or Hurt Moviegoers’ Experience?” Journal of Advertising Research
· Song, Reo, Dhruv Grewal, Ram Janakiraman, Kirthi Kalyanam, P. K. Kannan, and Brian Ratchford (2010), “Strategic Management of Online and Offline Retail Pricing,” Journal of Interactive Marketing (equal contribution; invited paper)

Selected Conference Presentations

· Doug Chung*, Kyoungwon Seo, and Reo Song, “Where Should We Build a Mall? A Bayesian Structural Estimation of Entry and Sales,” Marketing Science Conference, Shanghai, China (2016)
· Kim, Ho* and Reo Song, “The Effects of Online Paywalls on Website Traffic,” Theory and Practice in Marketing Conference, Houston, TX (2016)
· Kim, Ho and Reo Song*, “The Effects of Online Paywalls on Website Traffic,” Pacific Conference on Art of Business, Palm Springs, CA (2016)
· Song, Reo*, Sangkil Moon, and Allan Chen, “The Effect of Country Culture on Product Evaluation,” Direct/Interactive Marketing Research Summit, Los Angeles, CA (2016)
· Song, Reo*, Sangkil Moon, and Allan Chen, “The Effect of Country Culture on Product Evaluation,” AMA Winter Marketing Academic Conference, Las Vegas, NV (2016)
· Cao, Zixia, Reo Song*, and Ansley Chua, “The Effect of Product Innovation on Insider Selling at IPO,” AMA Winter Marketing Academic Conference, Las Vegas, NV (2016) 
· Cao, Zixia*, Reo Song, and Ansley Chua, “The Effect of Product Innovation on Insider Selling at IPO,” Marketing Science Conference, Atlanta, GA (2014)
· Song, Reo*, Sungha Jang, Dominique Hanssens, and Jaebeom Suh, “Reinforcement Learning and Overconfidence,” Marketing Strategy Meets Wall Street III, Frankfurt, Germany (2013)
· Song, Reo*, Sungha Jang, Dominique Hanssens, and Jaebeom Suh, “Reinforcement Learning and Overconfidence,” Korean Marketing Association annual conference, Seoul, Korea (2013)
· Song, Reo* and George Cai, “Is Advertising a Reliable Signal of Quality?” Global Marketing Conference, Seoul, Korea (2012)
· Song, Reo* and George Cai, “Is Advertising a Reliable Signal of Quality?” Marketing Science Conference, Boston, MA (2012)
· Song, Reo*, Gautham Vadakkepatt, and Donald Lehmann, “The Impact of Capital Structure on Customer Satisfaction,” Marketing Science Conference, Houston, TX (2011)
· Song, Reo* and Gautham Vadakkepatt, and Donald Lehmann, “The Impact of Capital Structure on Customer Satisfaction,” Marketing Strategy Meets Wall Street II, Boston, MA (2011)
· Song, Reo* and Venkatesh Shankar, “Timing of New Product Introduction into Foreign Markets,” Indiana University, Bloomington, IN (2010)
· Song, Reo and Venkatesh Shankar*, “Timing of New Product Introduction into Foreign Markets,” Indian School of Business, India (2010) 
· Song, Reo* and Venkatesh Shankar, “Does Country Sequence Matter in the International Rollout of New Products?” Marketing Science Conference, Ann Arbor, MI (2009)
· Song, Reo*, Venkatesh Shankar, and Sanjay Jain, “Timing of New Product Introduction into Foreign Markets,” Marketing Science Conference, Vancouver, Canada (2008)



Selected Professional Services

· International Education Committee, California State University, Long Beach, 2016 – Present
· Master of Science in Marketing Program Development Task Force, Department of Marketing, California State University, Long Beach, 2015 – Present
· Tenure Track Faculty Recruiting Committee, Department of Marketing, California State University, Long Beach, 2016
· Administrative Support Coordinator Recruiting Committee, Department of Marketing, California State University, Long Beach, 2016
· Online Master Program in Data Science and Business Analytics Development Committee, Kansas State University, 2013-2014
· College Planning Committee, College of Business, Kansas State University, 2013-2014
· College Research Committee, College of Business, Kansas State University, 2012-2013
· Recognition and Awards Committee, College of Business, Kansas State University, 2011-2013
· Tenure-Track Faculty Recruiting Committee, Kansas State University, 2011
· Task Force Team on Tenure and Promotion, Kansas State University, 2011










Yu Wang
Email: yu.wang@csulb.edu
Education
· PH.D., Ross School of Business, Ann Arbor, 2007; Major: Marketing  
· M.A., University of Michigan, Ann Arbor, 2006; Major: Applied Economics
· M.A., Shanghai Jiao Tong University, China, 2000; Major: Economics
· B.A., Shanghai Jiao Tong University, China, 1997; Major: Foreign Trade and Computer Science


Past Experience
Academic
· Associate Professor of Marketing, California State University, Long Beach  (2015 – Present)
· Assistant Professor of Marketing, The University of Texas at Dallas (2007 – 2015) 



Research and Scholarly Activities
Selected Journal Publications
· Özalp Özer, Upender Subramanian and Yu Wang (2016). “Information Sharing, Advice Provision or Delegation: What Leads to Higher Trust and Trustworthiness?” Management Science, forthcoming.
· Zamudio, César, Yu Wang and Ernan Haruvy (2013).  “Human Brands and Mutual Choices: An Investigation of the Marketing Assistant Professor Job Market.”  Journal of the Academy of Marketing Science, 41(6), 722 – 736. 
· Wang, Yu and Ernan Haruvy (2013).  “Tiers in One-Sided Matching Markets: Theory and Experimental Investigation.”  Management Science, 59(6), 1458 – 1477.
· Wang, Yu and Aradhna Krishna (2012).  “Enticing for Me but Unfair to Her: Can Targeted Pricing Evoke Socially Conscious Behavior?”  Journal of Consumer Psychology, 22(3), 433 – 442. 
· Krishna, Aradhna and Yu Wang (2007).  “The Relationship between Top Trading Cycles Mechanism and Top Trading Cycles and Chains Mechanism.”  Journal of Economic Theory, 132(1), 539 – 547.
· Wang, Yu and Aradhna Krishna (2006).  “Timeshare Exchange Mechanisms.”  Management Science, 52(8), 1223 – 1237. 

Selected Conference Presentations

· “Information Sharing, Advice Provision or Delegation: What Leads to Higher Trust and Trustworthiness?”  Behavioral Industrial Organization & Marketing Symposium, University of Michigan – Ann Arbor, August 2016.
· “Building Trust and Cooperation: The Role of Repeated Interactions.”  INFORMS Marketing Science Conference, Shanghai, June 2016.
· “Evolution of Trust under Information Sharing, Advice Provision and Delegation.”  INFORMS Annual Meeting, San Francisco, November 2014.
· “Information Sharing, Advice Provision or Delegation: What Leads to Higher Trust in a Distribution Channel?”  INFORMS Marketing Science Conference, Emory University, June 2014.
· “Cause Marketing as Commercial Co-Venture: How Do Disparate State Laws Affect Donation to Charities?”  INFORMS International Meeting, Beijing, June 2012.
· “Tiers in One-sided Matching Markets: Theory and Experimental Investigation.”  INFORMS Marketing Science Conference, Boston, June 2012.
· “Tiers in One-Sided Matching Markets: Theory and Experimental Investigation.”  INFORMS Annual Meeting (Behavioral Operations Management Sponsored Session), Austin, November 2010.
· “Tiers in Consumer Fractional Ownership Markets.”  INFORMS Annual Meeting (Behavioral Operations Management Sponsored Session), San Diego, October 2009.
· “Acknowledging An Entrant to Be A Close Competitor: Why Incumbents May Defer Defensive Responses?”  INFORMS Marketing Science Conference, University of Michigan – Ann Arbor, June 2009.
· “Costly Punishment: Consumer Resistance to Discrimination by Firms.”  INFORMS Marketing Science Conference, University of Pittsburg, June 2006.
· “Timeshare Exchange Mechanisms.”  Haring Symposium, Bloomington, Indiana University, March 2006.
· “Timeshare Exchange Mechanisms.”  INFORMS Marketing Science Conference, Rotterdam, the Netherlands, June 2004.
· “Timeshare Exchange Mechanisms.”  Midwest Marketing Camp, Michigan State University, June 2004.


Selected Professional Services

· Ad-hoc reviewer for academic journals:
· Games and Economic Behavior
· International Journal of Research in Marketing
· Journal of Asia-Pacific Business
· Journal of the Operational Research Society
· Management Science
· Departments of Marketing, Decision Analysis and Operations Management
· Management Science Meritorious Service Award, 2010
· Marketing Science
· Review of Marketing Science
· Reviewer for the 2014 AMA Summer Marketing Educators’ Conference
· American Marketing Association (AMA), 2007 – present 
· INFORMS, 2007 – present 


Appendix B

Assessment of Additional Library Resources Needed to Support Proposed Programs

Name of Proposed Program: Master of Science in Marketing
Department: Marketing Department
Assessed by (library faculty member) Susan Jackson
Date:  September 30, 2016 

1. Department faculty and library faculty jointly identify key journals needed by students and faculty in the program, noting those for which ILL options are sufficient, and those needed in house or online.
a. Department faculty identify journals they see as key to program success.
This program will offer many of the same courses already taught in the department. No new resources will be needed.

b. Library faculty may suggest other titles including:
i. Journals in the field with high impact factors
ii. Journals appearing in surveys or literature reviews that are highly rated by that discipline’s faculty.
iii. Journals in the field with high numbers of interlibrary loan requests
The library has sufficient existing resources to support the new program. In addition to the existing library journal subscriptions students in this program will also have access to our Interlibrary services (BeachReach).

c. For each new journal title, librarian will determine:
i. The subscription cost
ii. What has interlibrary loan demand been over past two years?
N/A
2. Identify new/other databases key to program success.
a. Library faculty will identify suggested additional relevant databases. Department faculty may want to suggest other databases.
b. For any new databases, library faculty will identify cost.
The CSULB University Library subscribes to the following databases that will be available to this program’s students: ABI Inform Complete, Business Source Premier, MarketResearch.com, and Research Monitor. 

3. Identify other additional print and online resources (e.g. eBooks, streaming video, maps, digital collections/institutional repository access) that are key to program success. For each resource identified by Library or departmental faculty, Library faculty will include resource costs. 
The CSULB University Library subscribes to a large collection of eBooks and streaming media. For specifics please see the following Research Guides:
http://csulb.libguides.com/eBooks
http://csulb.libguides.com/streaming

4. Librarian-led research instruction: 
a. What is anticipated additional Library faculty instructional demand?
b. If this is a graduate program, are there potential additional library instructional or one-on-one consultation needs anticipated?
c. Can anticipated instructional demand be accommodated with existing Library faculty?
The Marketing Department does not anticipate any increase in library instruction or one-on-one consultations.

5. How will additional resources be funded? Additional campus funding to library? Absorbed by current Library budget? An ongoing contribution from the proposing department? Outside funding? 
The proposed new program doesn’t require additional library resources beyond what the library currently provides.

All respondents	
Not at all interested	Somewhat uninterested	Undecided	Somewhat interested	Very interested	19.0	15.0	34.0	109.0	67.0	Those career focus is in Marketing	
Not at all interested	Somewhat uninterested	Undecided	Somewhat interested	Very interested	14.0	12.0	26.0	95.0	58.0	Undergraduate marketing students	
Not at all interested	Somewhat uninterested	Undecided	Somewhat interested	Very interested	9.0	10.0	20.0	50.0	44.0	Alumni 	&	 local Businesses	
Not at all interested	Somewhat uninterested	Undecided	Somewhat interested	Very interested	10.0	5.0	14.0	58.0	23.0	



All respondents	
Not at all likely	Somewhat unlikely	Undecided	Somewhat likely	Very likely	26.0	19.0	66.0	89.0	44.0	Those career focus is in Marketing	
Not at all likely	Somewhat unlikely	Undecided	Somewhat likely	Very likely	20.0	17.0	52.0	75.0	40.0	Undergraduate marketing students	
Not at all likely	Somewhat unlikely	Undecided	Somewhat likely	Very likely	15.0	11.0	35.0	44.0	28.0	Alumni 	&	 local Businesses	
Not at all likely	Somewhat unlikely	Undecided	Somewhat likely	Very likely	11.0	8.0	31.0	44.0	16.0	



Responses	
Statistics 	Computer Science 	Psychology 	Communications	Journalism 	Other	4.0	18.0	58.0	53.0	33.0	3.0	

All respondents	
Not at all interested	Somewhat uninterested	Undecided	Somewhat interested	Very interested	41.0	24.0	39.0	47.0	18.0	Psychology Majors	
Not at all interested	Somewhat uninterested	Undecided	Somewhat interested	Very interested	14.0	9.0	17.0	11.0	7.0	Communications Majors	
Not at all interested	Somewhat uninterested	Undecided	Somewhat interested	Very interested	10.0	6.0	10.0	18.0	9.0	Journalism Majors	
Not at all interested	Somewhat uninterested	Undecided	Somewhat interested	Very interested	9.0	5.0	7.0	10.0	2.0	Stat. 	&	 Com. Science Majors	Not at all interested	Somewhat uninterested	Undecided	Somewhat interested	Very interested	8.0	3.0	5.0	6.0	0.0	



All respondents	
Not at all likely	Somewhat unlikely	Undecided	Somewhat likely	Very likely	49.0	22.0	53.0	35.0	10.0	Psychology Majors	
Not at all likely	Somewhat unlikely	Undecided	Somewhat likely	Very likely	16.0	9.0	18.0	11.0	4.0	Communications Majors	
Not at all likely	Somewhat unlikely	Undecided	Somewhat likely	Very likely	11.0	7.0	18.0	12.0	5.0	Journalism Majors	
Not at all likely	Somewhat unlikely	Undecided	Somewhat likely	Very likely	12.0	2.0	10.0	8.0	1.0	Stat. 	&	 Com. Science Majors	Not at all likely	Somewhat unlikely	Undecided	Somewhat likely	Very likely	9.0	4.0	7.0	2.0	0.0	
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Percent change in employment of wage and salary workers, projected 2014-24
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