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MSM Master of Arts in Management. 

In its final decision (Dossiernummer 008005) of 8 November 2019, NVAO granted 
conditional accreditation to MSM’s Master of Arts in Management, subject to the 
following two conditions in Standard 2 and 3: 

1. Standard 2: The program should strengthen the research component to provide
students with the tools and methods to collect data and analyze data in an early
stage of the program.

2. Standard 3:
a. The program should harmonize the level of difficulty of all courses,

especially the courses in marketing management and strategy and
planning;

b. In addition, the panel suggest the program to ensure that all other
courses reflect the level that is demonstrated in for example the course
Entrepreneurship and Innovation and Economics for Managers.

Hereby, MSM reports on the actions taken to address these conditions and in all the 
improvements that have been implemented in the Master of Arts in Management 
program, as part of the quality assurance cycle of the program during the period since 
the decision.  

1. Standard 2: The program should strengthen the research component to provide
students with the tools and methods to collect data and analyze data in an early
stage of the program.

MSM: The research component has been strengthened with the following measures: 

Research Methods Course 

a. The Research Methods Skills (RMS) course was moved up in the
schedule and from the 2019 cohort is the second course in the program
calendar.1 This provides students with a solid base to perform in the
research assignments of all courses and it is not only oriented towards
the completion of the final project (research thesis). It also allows
students to master their knowledge of research methods, including:
carrying out the literature review, choosing the quantitative or qualitative
methodology, collection of empirical evidence, and data evaluation at an
earlier stage of the program. Please see the detailed schedule for the
program during 2020-2021 in Annex 1.

1 The Master of Arts in Management curriculum consists of 13 courses, one group company project, a supply chain 
management project, a personal development portfolio and an integrative final project resulting in 60 ECTS and equivalent 
study load of 1800 hours.  
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b. The RMS course manual was improved by including descriptions of all 
the sessions which are part of the course. This helps students to prepare 
for the material well in advance. The course content was also improved. 
More practical examples are included on each sub-topic and more 
individual and group exercises are incorporated so that students can be 
able to discuss and apply the theories they have learnt in class. 
Examples here include the generation of research ideas, developing a 
systematic literature review with the aid of a literature review table, 
primary and/or secondary data collection and analysis, and academic 
writing and exercises on how to avoid plagiarism. Please find the RMS 
course manual in Annex 2. 

 
c. During the RMS course, students are already exploring the topic of their 

thesis project. First, students develop a 1-pager research proposal that 
is used to select the thesis supervisor who will assist them developing 
their research further. Once the 1-pager is reviewed and accepted, 
students can proceed writing the 10-pager, which is the final assessment 
of the RMS course and the base of the research thesis. The 10-page 
proposals are defended in front of two faculty colleagues. Once passed, 
the student is allowed to start writing the thesis under guidance of the 
appointed supervisor. 
 
Previously, the 10-pager research proposal was defended in February 
(second semester) and this has been moved now to December. In the 
ten pager, students already decide on the appropriate methods for their 
final paper and they can start officially working in their research.  
 

d. MSM assigns the supervisor much earlier in the process, immediately 
following the identification of a research topic. Previously, students were 
assigned to a supervisor in mid-February or March, but in the current 
intake (2020-2021), it took place in early December already. This 
ensures that students can start cooperating very soon with their 
supervisor, which allows for a longer, closer and more intense 
supervision. Early choice of a topic allows supervisors to be involved in 
an earlier phase of the thesis process and allows for better tutoring. 

 
Research Workshops:  
 

e. A number of new research workshops have been added to the program 
calendar. Previously 4 workshops were part of the thesis cycle (Coding 
Text and Code, Statistics, Qualitative Research and Survey research). 
Currently, students need to follow 8 mandatory workshops and have the 
option to attend up to 5 additional sessions providing different tools to 
strengthen their research methodology and skills. Please see Annex 3 
for a detailed list of these workshops.  
 

f. One of these workshops is an APA/writing workshop, organized as part 
of the introduction week of the program. The objective is that students 
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can correctly apply academic writing rules from the first day of their 
studies.   

 
g. The rest of the workshops take place during the second semester. At the 

end of the coursework, there are refresher sessions from the RMS 
course to help students answering the remaining methodological issues 
they face in their research. 

 
The research component has been clearly strengthened with the above measures, 
both within the RMS course, and along the whole program cycle. The students have 
access to various research tools and methods at an early stage and they can revisit 
topics during the refresher sessions while they write their research thesis.  

 
3. Standard 3:  

a. The program should harmonize the level of difficulty of all courses, 
especially the courses in marketing management and strategy and 
planning;  
 

b. In addition, the panel suggest the program to ensure that all other 
courses reflect the level that is demonstrated in for example the course 
Entrepreneurship and Innovation and Economics for Managers. 

 
MSM: All course manuals have been revised in detail since the academic year 
presented during the initial accreditation phase, including learning goals, content and 
assessment, making sure they all reflect the appropriate level and depth of the 
program.  
 

a. The learning goals and the assessment methods have been revised in the 
Marketing Management and Strategy and Planning courses. These 
improvements have been initiated by the Academic Coordinator Professor 
Aad van Mourik and the Director of Academics, Dr. Stuart Dixon. Please 
see the new Course Manuals in Annex 4 for Marketing Management and 
Annex 5 for Strategy and Planning.  
 

b. All other courses have also been adjusted with the support of the Discipline 
Heads2 and related faculty. All courses use assessment rubrics that collect 
data per intended student learning outcome (ISLO). According to MSM’s 
quality assurance policy, these ISLOs follow the framework of the Dublin 
Descriptors, ensuring appropriate 2nd cycle level attributes. A rubrics is 
provided as an example in Annex 6.  

 
2 MSM’s faculty is organised in academic disciplines according to their subject/specialization areas. 
The following academic disciplines have been established: Research Methodology & Skills, Economics 
and International Business, Leadership, HRM and Ethics, Marketing and Supply Chain Management, 
Technology ICT and E-Business, Accounting and Finance, Strategy, Entrepreneurship and Innovation. 
The Discipline Heads (faculty members) have the role to: 1. Coordinate the discussion with faculty 
on curriculum development, 2. Responsible for providing course curricula for the different programs, 3. 
Are responsible for quality checks of courses in their discipline. 
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With this general revision (and in particular of the courses mentioned by the NVAO 
panel), all the courses are harmonized, ensuring the appropriate level of a Master 
program.  

 
Other improvements:  
 
Furthermore, as part of the MSM quality assurance cycle, the academic coordination 
of the program has made the following improvements:  
 

• The two group company projects have been remodeled and now are based on 
real-life company projects that are given to students by companies, part of 
MSM’s corporate partners. This allows the students to integrate the knowledge 
and skills developed in the courses of the program, which cover the most 
important functional areas of management. 
 

• The Personal Development Portfolio (PDP) program sessions have been 
divided to six separate workshops spreading out through the year.  the progress 
to be monitored and students have time to work on their personal and 
professional objectives.   

 
MSM is confident that the program fully meets the requirements of NVAO. The 
changes implemented ultimately lead to a stronger and more robust program allowing 
students to achieve their objectives. The process of revision was extremely helpful.  
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Annex 1 

Master in Arts in Management, Schedule 2020-2021 

 

Date. Course. 

05-10 Oct 2020 Introduction activities 

12 October 2020 Personal Development Portfolio 1 

13-16 October, 2020 Economics for Managers 
20 October 2020 APA Referencing Workshop + Examination Board 

presentation 

27-30 October, 2020 Research Methods 
03- 06 November, 

2020 Digital Transformation of Business 

9-November-2020 Digital Transformation of Business - workshop 

11-November-2020 Personal Development Portfolio 2 
16- 17 November, 

2020  Strategy & Planning 

18-November-2020 Career Services: Peer Group Goals  
19-20 November, 

2020  Strategy & Planning 

30-November-2020 Career Services: CV writing 

1-December-2020 Thesis workshop: methodology 

14-December-2020 10-pager submissions 

17-December-2020 10-pager defenses 

18-December-2020 10-pager defenses 

21-December-2020 Personal Development Portfolio 3 

11-14 January 2021 Supply Chain Management 

18-January-2021 Personal Development Portfolio 4 
22-January-2021 Explanation Boston Scientific project 

26-29 January 2021 Accounting for Managers 

2-February-2021 Group Company Project: Introduction 

4-February-2021 Group Company Project: Introduction + virtual company visit 

8-February-2021 Thesis workshop: Quantitative data 
11-Februart-2021 Peer group session 

Thesis workshop: Qualitative data & interview protocol 
12-February-2021 Peer group sessions 

18-February-2021 Personal Development Portfolio 5 
19-February-2021 Thesis workshop: ethical consideration & report writing 
23-26, February, 

2021 Managing Cultural Diversity 

1-March 2021 Group Company Project: Consulting session 

08-11 March 2021 Management Science 

23-26 March 2021 Organizational Behavior 

29-March 2021 Career Services: Elevator pitch 

06-09, April 2021 Entrepreneurship & Innovation  

12-Aprril-2021 Group Company Project: Consulting session 



 

Date. Course. 

14-April-2021 Thesis workshop: sampling 

19-22, April 2021 Human Resources Management 

03-07, March, 2021 Marketing Management 

10-May 2021 Group Company Project: Consulting session 

17-21, May 2021 Data Analytics 

07-11, June 2021 Finance 

14-June-2021 Group Company Project: Consulting session 
25-June-2021 Group Company Project: Consulting session 

Personal Development Portfolio submission 

28-June-2021 Group Company Project: Submission  

29-June-2021 Career Services: Job searching + interview techniques  

2-July-2021 Group Company Project: Presentations  

6-July-2021 Personal Development Portfolio 6 

3-August-2021 Career Services: Self-Awareness feedback session 

16-August-2021 Final MM Assessment Submission 

25-27, August, 2021 Final MM Assessment Defense 
06-10, September 

2021 Corporate Week 
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COURSE MANUAL 

RESEARCH METHODS (MIM22012)  

ACADEMIC YEAR 2020-2021 

    Annex 2
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1 Course Data 

ECTS credit 3 
Teaching hours 24 
Study hours 90 
Total hours 114 
Prerequisites None 

2 Lecturer 

Dr. Terry Kakeeto-Aelen 

Email address: 
kakeeto@msm.nl 

3 Course Description 

Managers continuously make decisions on a great variety of issues. Research helps them to 
define and diagnose these issues and to find options to resolve them. Think about market 
research on consumer preferences, research on the perceived work-life balance by 
employees, a risk-benefit analysis of a new foreign investment, or research on how to green a 
supply chain. Such research can be conducted by the firm’s research department, trainees or 
external consultancy firms. Being able to design, manage and critically assess research 
projects is therefore a must for the modern manager.  

This course provides an introduction to research methodology in management and business 
studies through lectures and practical assignments. As such, this course aims at transferring 
academic research methods knowledge and skills through “learning-by-doing”. Moreover, the 
course introduces students to the academic writing conventions, which is relevant as MSM 
students will write many papers and assignments. They also have to submit an academic 
thesis at the end of the year.  
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4 Learning Goals 

Table 1: Learning Goals 

Learning Goals 
(Dublin 

Descriptor) 

Associated General 
Learning Goals 

Learning Objective fine tuned to the 
course 

Assessment 

Knowledge & 
Understanding 

(DD1) 

Students will be able to 
demonstrate their 
advanced knowledge and 
comprehension of the 
various management-
related disciplines. 

Student is able to demonstrate 
understanding of the management/societal 
problem s/he wants to examine.  
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Student is able to demonstrate 
understanding of the theoretical approaches 
to conceptualize this identified 
management/societal problem. 

Student is able to demonstrate 
understanding of the methodological 
approaches necessary for carrying out 
appropriate research on the identified 
management/societal problem. 

Application of 
knowledge 

(DD2) 

Students will be able to 
apply  principles, theories 
and models pertaining to 
the management 
discipline  in the context 
of 21st century 
organizations that are 
active in global, emerging 
markets. 

Student is able to correctly apply the 

appropriate  theoretical approach to the 
identified management/societal problem. 

Student is able to correctly apply the 

appropriate methodological approach to 
study the identified management/societal 
problem. 

Judgment 

(DD3) 

Students will be able to 
propose appropriate 
solutions for fundamental 
management challenges 
of sustainable 
organizations. 

Student is able to critically assess and judge 
scholarly work to propose a conceptual 
model to guide the study on the identified 
management/societal problem. 

Student is able to critically assess and judge 
methodological approaches to propose a 
suitable research strategy for studying the 
identified management/societal problem. 

Communication 
(DD4) 

Students will be able to 
present and defend 
views effectively through 
a variety of oral and 
written communication 
modes. 

Student is able to write in a clear academic 
style and present and defend his/her 
research (proposal) convincingly. 

Self-Direction 
(DD5) 

Students will be able to 
work autonomously and 
determine their own 
learning needs. 

Student is able to identify relevant 
theoretical, empirical and methodological 
literature that is relevant for the thesis project 
in an independent manner.  
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5 Didactic Approach 

Lectures and assignments in this course aim to increase the methodological knowledge and 
skills required for designing and assessing management research. In order to do so, this 
course adopts the following didactical approach:  

 By focusing on the key stages of the empirical research cycle, students will learn about 

research methodology in a structured manner.  

 Individual learning is encouraged through individual assignments in which the information 
explained in the lectures is immediately applied (e.g., the literature review table). These 
assignments will not be graded.  

 Collective learning is encouraged through group assignments in class in which insights 
from the lectures will be experienced first-hand. These assignments will not be graded.  

 
This course thus comprises of lectures, quizzes, individual and group exercises, self-study of 
methods text book and other materials and feedback sessions. 

6 Course Literature 

 Blumberg, B., Cooper, D. & Schindler, S. (2011) Business research methods (3rd 

European ed.). London, England: McGraw-Hill.  

 Bowker, N. (ed.) (2007) Academic writing: A guide to tertiary level writing, Albany, 

New Zealand: Massey University. Retrieved on Sept 27 2018 from:  

http://owll.massey.ac.nz/academic-writing/academic-writing-e-book.php 

 Maier, H. R. (2013) What constitutes a good literature review and why does its quality 

matter? Environmental Modeling & Software, 43, 3-4. 

https://doi.org/10.1016/j.envsoft.2013.02.004 

Additional Reading: 

 Saunders, M., Lewis, P. & Thornhill, T. (2016). Research methods for business 

students (7th ed.). Essex, England: Pearson. 

 

Updates on the course contents and other information like additional reading materials will be 
posted on MSM’s Moodle e-Learning Platform under MM7-MIM22012. You are advised to 
check this site regularly during the course.  

 

 

 

 

 

 

 

 

 

 

http://www.mcgraw-hill.co.uk/cgi-bin/same_author.pl?author=Boris+Blumberg
http://www.mcgraw-hill.co.uk/cgi-bin/same_author.pl?author=Pamela+Schindler
http://owll.massey.ac.nz/academic-writing/academic-writing-e-book.php
https://doi.org/10.1016/j.envsoft.2013.02.004


MIM22012_v1 6 

7 Sessions 

The course will consist of 4 sessions and will be conducted over a 4-day period. On each day, 
the lecturer will cover one session of the course as illustrated in Table 2. Classes will start at 
9.00 everyday and end at 16.30. Each day will consist of a lunch break of 1-hour and two 15-
minute breaks (one in the morning and one in the afternoon). 

7.1 Timetable 

Table 2: Timetable 

Session Content Book Chapters 

1 

Tuesday, 9th 
February 

2021 

Introduction: Conceptualizing 
Research 

 Understanding the meaning of

research

 Why the Research Methods

course is an important

component of your MM

Program

 Generating research ideas

 Rationale of research

 Problem statement

 The role of theory in research

 Research question

 Research approach

Working on your 1-pager 

 Chapter 1: The nature

of business and

management research

 Chapter 2: The research

process and proposal

2 

Wednesday, 
10th 

February 
2021 

Literature Review 

 Meaning and purpose of

literature review

 Main literature sources

 Critical review of literature

 Contents of a literature review

chapter

 Developing your own voice

 Writing the literature review

 Literature review table

Searching for relevant literature using 
MSM’s databases (with Ms. Iris 
Weijenberg, Manager-Information 
Center, MSM) 

Working on your 1-pager 

 Chapter 3: Literature

review

 MSM Literature Search

Practicum Handout

 MSM Format Literature

Search Logbook (tool)

 MSM Word Referencing

Tool

 MSM Format Literature

Review Table

 MSM Explanation

Literature Review Table

 Literature Review Table

Examples in journal

article

 Maier (2013) article
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3 

Wednesday, 
17th 

February 
2021 

Methods 

 Research context

 Research strategy

 Sampling

 Data sources (Primary and

secondary data )

 Data collection methods

(surveys, interviews and focus

groups)

 Data analysis

 Validity and Reliability

 Research ethics

Working on your 1-pager 

Chapter 9: Secondary data and 
archival sources (Secondary data 
collection) 

Chapter 5: Quantitative and 
qualitative research (Primary 
data collection) 

Quantitative Research 

 Chapter 6: Sampling

strategies

 Chapter 7: Primary data

collection with surveys

 Chapter 13: Fieldwork:

questionnaires and

responses Chapter 14:

Measurement and scales

Qualitative research 

Chapter 8.1: Qualitative interviews 

Chapter 8.2 Focus groups 

Data Analysis 

Chapter 10: Content analysis 
and other qualitative 
approaches 

Chapter 13: Analysing 
qualitative data (In Saunders et 
al., 2016) 

Chapter 12: Analysing 
quantitative data (In Saunders et 
al., 2016) 

Research Ethics 

Chapter 4: Ethics in business 
research 

Methods Review Table 

4 

Thursday, 

18th 
February 

2021 

Academic writing 

 Causes of plagiarism

 How to avoid plagiarism

 Citing correctly when writing

 Paraphrasing (writing in your

own words)

 Referencing correctly

Working on your 1-pager 

Handouts uploaded in Moodle 

 Tips and Tops of

Academic Thesis

Writing @ MSM

 Plagiarism / academic

writing materials
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7.2 Session Descriptions 

The sessions in the course follow the empirical research cycle namely developing a 
theoretical framework, building hypotheses, collecting empirical data and then arriving at 
empirical generalizations based on the results from the data collected. You need to prepare 
for each session in advance by reading the recommended chapters in the textbook and 
associated handouts. 

7.2.1 Session 1: Introduction: Conceptualizing Research 

A starting point in undertaking any research project is to understand and describe the 
societal/management/theoretical issues that need to be investigated. In this session, several 
concepts will be introduced and discussed as follows. What is meant by research and why is 
it an important component of your MM Program? What is the role of theory in research? How 
do you generate research ideas? What is meant by rationale of the study and how do you 
build a strong rationale for your study? How do you formulate a convincing problem 
statement? How do you formulate research questions? 

7.2.2 Session 2: Literature Review 

Literature review is a vital step in your thesis development as it will help you to understand 
and define your problem statement in a more focused manner. Moreover, good review of 
literature will provide you with relevant theoretical concepts, tools and models that you need 
to successfully investigate your problem statement.Thus, this session will focus on the 
following topics: Meaning and purpose of literature review. Where you can find relevant 
literature? What does it mean to critically review literature? What should you include in your 
literature review chapter? How do you develop your own voice? The conceptual model.  
Using a literature review table to develop your literature review chapter. 

7.2.3 Session 3: Methods 

Once you have a clear focus on the problem statement and its theoretical underpinnings, the 
next step is to come up with a plan or strategy that you will use to investigate your research 
questions and by so doing, be able to address the societal/managerial issues you have 
identified. Thus, this session focuses on the following topics: The context of your research. 
What research strategy will you use to inform your data collection and what is the justification 
for your choice? What will be your target population? How will you deal with sampling issues 
regarding this population?  What data sources will you use and why? Your data collection 
methods and their justification. Data analysis. Validity and reliability issues in your study. How 
ethical issues will be addressed in your research. 

7.2.4 Session 4: Academic Writing 

A good research paper should follow an acceptable academic writing style. This simply 
means that it should be written in a clear and concise manner, should be free of grammatical 
errors and should consist of academic references that are cited correctly using the 
recommended referencing style. In MSM, the recommended referencing style is APA. When 
students do not use APA referencing or use it incorrectly, plagiarism will occur. In this 
session, you will have an overview of the following topics: Meaning and causes of plagiarism. 
How to avoid plagiarism. How to acknowledge other people’s work in your thesis. 
Paraphrasing your work. 
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8 Course Assessment 

The course will be assessed through a two-step process. First, you will be asked to submit a “1-
pager” report. If accepted, you can proceed to the full “10- pager” report. 

 

8.1 “1-pager” (1-page Research Proposal) 

The 1-pager is a short paper that outlines some of your rough ideas on the research project. Your 
1-pager should have the following structure: 

1. Your research topic (working title). This should not be more than 10 words.  

2. A short paragraph that explains the management/societal problem that you would like to 

study. This should be backed up with at least two credible references.  

3. Your major research question 

4. Your proposed conceptual model 

Please, start thinking about your 1-pager before you come to the classroom. Thus, before coming 
to class, you should already have a research topic you are interested in. Then, throughout the 
course, keep adding content/ideas to your 1-pager. The 1-pager report will be used to select your 
thesis supervisor who will assist you in developing your project further. In addition, the 1-pager 
report will only receive a pass or fail grade, and will not be counted in the final grade for the 
research methods course. If the 1-pager is accepted, you can proceed to writing the 10-pager. 

 

8.2 “10 pager” (10-page Research Proposal) 

Your 10-pager is a more detailed version of your 1 pager. You will be graded on the 10-pager. 
Appendix A gives an outline/template for this proposal. Please, use this template in order to a) 
save time in the lay-out of your work and b) create uniformity across all MIM-theses.  

Students must score at least 5.5 (a sufficient) for the proposal in order to pass this course. The 
assessment rubric can be found in Appendix B. Group work and individual assignments in the 
Research Methods course are geared towards developing this proposal. The grade for the 10-
page proposal will account for 100% of the final grade for this course.  

 

8.3 Grading 

 
The 10-page proposal will be graded on a scale from 1.0 to 10.0, and should be interpreted as 
shown in Table 3 below. Students must score a grade of at least 5.5 to pass this course.  
 
Table 3: Grading Scale 

  
MSM Grading Scale 

Grade Meaning Grade 
10.0 Outstanding 
9.0 – 9.9 Very Good 
8.0 – 8.9 Good 
7.0 – 7.9 More than satisfactory 
6.0 – 6.9 Satisfactory 
5.5 – 5.9 Pass 
5.0 – 5.4 Almost satisfactory 
4.0 – 4.9 Unsatisfactory 
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3.0 – 3.9 Very unsatisfactory 
2.0 – 2.9 Poor 
1.0 – 1.9 Very Poor 

8.4 Grading guidelines 

Please make sure that sure that you check the relevant Education and Examination Regulations 
(EER) for your specific program. The EER provides clear guidelines related to assignments, 
examinations and class attendance.It is the student’s responsibility that you understand the 
regulations that apply to your course. 

8.5 Assignment Deadlines  

The assignment deadlines are shown in Table 4 below. 

Table 4: Assignment Deadlines 

Submission 1-pager 21st February 2021 before midnight 

Submission 10-pager 7th May 2021 at 17.00 

Defenses – 10-pager 11th and 12th May 2021 

Assignment of supervisor After submitting an acceptable 1-pager 

9 Lecturer’s Bio 

Terry Kakeeto-Aelen is currently an Assistant Professor in Marketing. She has worked with MSM 

since February 2012. Her main duties involve teaching marketing-related courses and 

supervising research both at the Master and doctoral level. She is also the Vice Chair of the MSM 

Examination Board. Terry was born and raised in Uganda. She holds a Ph.D. from Tilburg 

University, The Netherlands, an MBA from University of Pune, India and a Bachelor of Commerce 

degree from Makerere University in Uganda. She is a Chartered Marketer and member of the 

Chartered Institute of Marketing (CIM), U.K. Previously, she worked as a lecturer in Makerere 

University Business School (MUBS), Uganda where she taught marketing, entrepreneurship and 

general management related subjects. She also did a great deal of consultancy work in the area 

of marketing. Moreover, she was actively involved in training SME owner-managers and 

employees in Uganda and carrying out extension services in the areas of Marketing and General 

Business Management. Terry currently lives in The Netherlands. She is married to a Dutch man 

and together, they are blessed with a wonderful son. Her current research interest lies in the field 

of relationship marketing and branding in SMEs with a special focus on the emerging/developing 

economies. 
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APPENDIX A: CONTENTS OF THE 10-PAGE RESEARCH PROPOSAL 

1 Introduction 
Estimated 
# of pages 

1.1 Rationale of the study 

2.5 

1.2 Problem statement 

1.3 Research questions (RQs) (i.e., major and minor RQs) 

1.3 Research approach 

1.4 Brief overview of the paper 

2 Literature Review (based on a minimum of 10 academic papers)  

2.1 Introduction 

5 

2.2 

2.2.1 

2.2.2 

2.3 

2.4 

2.5 Conceptual model 

3 Methods (drawing on minimum 2 methodological sources like text 
books) 

3.1 Research context 

2.5 

3.2 Research strategy 

Depending on your research strategy, the section headings may differ. 
Look up the methods section of top journal articles that use the same 
research strategy as you want to use as an example to draft a strong 
methods section! You are also advised to develop a methods review table 
using 5 core articles on your topic. This will greatly help you in drafting a 
solid methods section. Also look up Blumberg’s text book!  

3.3 Population and Sampling 

3.4 Research Instruments 

3.5 Data sources (i.e., primary data and secondary data) 

3.6 Data collection methods 

3.3.1 Questionnaires 

3.3.2 Interviews 

3.7 Data analysis 

3.8 Validity & reliability 

3.9 Research ethics 

Total 10 

References 

Appendix A: Literature review table (with 10 papers reviewed) 

Appendix B: Timeline of Activities 

Note: When witring the academic thesis, you will expand chapters 1-3 in size and add two 
chapters: Chapter 4 - Findings and Chapter 5 - Discussion and Conclusions. 
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APPENDIX B: ASSESSMENT CRITERIA FOR THE 10-PAGE RESEARCH PROPOSAL 

Dublin Descriptors & Associated 
General Learning Goals 

Learning Objectives Evaluation Criteria Evaluation Comments 

Chapter 1: Introduction 

DD1: Knowledge & 
Understanding 

Students will be able to 
demonstrate their advanced 
knowledge and comprehension of 
the various management-related 
disciplines. 

Student is able to demonstrate 
understanding of the 
management/societal problem s/he 
want to examine. 

Student clearly identifies and describes 
the management/societal problem s/he 
wants to investigate and convincingly 
explains the need to address this 
problem. (Chapter 1: Introduction) 

DD2: Applying Knowledge 

Students will be able to apply 
principles, theories and models 
pertaining to the management 
discipline  in the context of 21st 
century organizations that are active 
in or for global, emerging markets. 

Student is able to correctly apply the 
appropriate  theoretical approach to 
the identified management/societal 
problem. 

Student understands how this 
management/societal problem can be 
examined from a theoretical perspective, 
evident in the problem statement that 
comprises major and minor research 
questions that are consistent with one 
another. (Chapter 1: Introduction) 

Chapter 2: Literature Review 

DD1: Knowledge & 
Understanding 

Students will be able to 
demonstrate their advanced 
knowledge and comprehension of 
the various management-related 
disciplines. 

Students is able to demonstrate 
understanding of the theoretical 
approaches to conceptualize this 
identified management/societal 
problem. 

Student identifies and discusses the 
relevant theoretical literature related to 
this problem statement. The literature 
used is of sufficient quality and adds 
appropriate theoretical depth to the 
dissertation. (Chapter 2: Theory - 
overall) 

DD2: Applying Knowledge 

Students will be able to apply 
principles, theories and models 
pertaining to the management 
discipline  in the context of 21st 
century organizations that are 
active in or for global, emerging 

Student is able to correctly apply the 
appropriate  theoretical approach to 
the identified management/societal 
problem. 

The literature review displays a dialogue 
with the literature (Chapter 2: Theory - 
overall) 
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Dublin Descriptors & Associated 
General Learning Goals 

Learning Objectives Evaluation Criteria Evaluation Comments 

markets 

Chapter 2 (continued) 

DD3: Judgment 

Students will be able to propose 

appropriate solutions for 
fundamental management 
challenges of sustainable 
organizations. 

Student is able to critically assess and 
judge scholarly work to propose a 

conceptual model to guide the study on 
the identified management/societal 
problem. 

The dependent and independent 
variables (and possibly other variables) 
are well-defined and discussed (i.e. their 
dimensions and relations between 
variables). (Chapter 2: Theory – 
variables) 

Student designs an original and properly 
operationalized conceptual framework 
from the literature to investigate the 
identified management/societal problem 
(Chapter 2: Theory –conceptual 
model) 

Chapter 3: Methods 

DD1: Knowledge & 
Understanding 

Students will be able to 
demonstrate their advanced 
knowledge and comprehension of 
the various management-related 
disciplines. 

Student is able to demonstrate 
understanding of the 
management/societal problem s/he 
want to examine. 

Student presents a clear description of 
the research context (i.e. industry, 
organization), including data on recent 
developments. (Chapter 3: Methods – 
Research context // separate empirical 
setting chapter // Chapter 1’s rationale 
of the research) 

Students is able to demonstrate 
understanding of the methodological 
approaches necessary for carrying out 
appropriate research on the identified 
management/societal problem. 

Student draws on relevant 
methodological literature (e.g., use of 
methods text books, reference is made to 
other articles) in developing his/her 
action plan towards research on the 
identified management/societal problem. 
(Chapter 3: Methods - overall) 
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Dublin Descriptors & Associated 
General Learning Goals 

Learning Objectives Evaluation Criteria Evaluation Comments 

Chapter 3 (continued) 

DD3: Judgment 

Students will be able to propose 

appropriate solutions for 
fundamental management 
challenges of sustainable 
organizations. 

Student is able to critically assess and 
judge methodological approaches to 
propose a suitable research strategy 
for studying the identified 
management/societal problem. 

Student justifies why the chosen 
investigation method is the most 
appropriate one for addressing the 
problem statement. There is thus 
consistency between problem statement 
and research approach. (Chapter 3: 
Methods – Research Strategy) 

DD2: Applying Knowledge 

Students will be able to apply 

principles, theories and models 
pertaining to the management 
discipline  in the context of 21st 
century organizations that are active 
in or for global, emerging markets  

Student is able to correctly apply the 
appropriate methodological approach 
to study the identified 
management/societal problem. 

Student clearly describes the data 
sources to be collected and motivates 
why the selected data sources are 
relevant to answer the problem 
statement. (Chapter 3: Methods – data 
sources) 

Student clearly describes how the data 
sources will be analyzed (i.e. different 
stages in data-analysis, use of different 
analytical/statistical methods discussed). 
(Chapter 3: Methods – data analysis) 

DD3: Judgment 

Students will be able to propose 
appropriate solutions for 
fundamental management 
challenges of sustainable 
organizations. 

Student is able to critically assess and 
judge methodological approaches to 
propose a suitable research strategy 
for studying the identified 
management/societal problem. 

Student displays researcher reflexivity 
towards the strengths and weaknesses of 
his/her research approach and 
convincingly describes what measures 
will be taken to address these 
weaknesses. (Chapter 3: Methods – 
validity & reliability) 

Student designs a research strategy that 
demonstrates awareness of ethical 
obligations and cultural sensitivity. 
(Chapter 3: Methods – research ethics) 

Student develops a research design that 
is feasible (e.g. time, budget, access to 
the field). (Chapter 3: Methods - 
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Dublin Descriptors & Associated 
General Learning Goals 

Learning Objectives Evaluation Criteria Evaluation Comments 

overall) 

Overall: 10-page proposal  

DD4: Communication 

Students will be able to present 
and defend views effectively 
through a variety of oral and written 
communication modes. 

Student is able to write in a clear 
academic style and present and 
defend his/her research (proposal) 
convincingly. 

 

Student demonstrates an academic style 
of writing, making use of correct grammar 
and vocabulary. There is clarity of writing 
and expression. (All chapters) 

  

The paper is correctly (APA) referenced, 
clearly acknowledging the work of others. 
(All chapters) 

  

The paper is clearly structured, making it 
easy for the evaluator to read. (All 
chapters) 

  

The presentation presents a persuasive 
case for the proposed dissertation 
research (i.e. well-structured 
presentation, clear explanation, well-
timed). (Defense) 

  

Careful listening and understanding of 
questions and arguments is shown and 
clear and convincing answers are 
provided. Student displays mastery of the 
subject. (Defense) 

  

Student has made good use of media 
(slides, video) in his/her presentation. 
(Defense) 

  

Self-Direction (DD5)  

Students will be able to work 
autonomously and determine their 
own learning needs. 

Student is able to identify relevant 
theoretical, empirical and 
methodological literature that is 
relevant for the thesis project in an 
independent manner. 

The literature used is of sufficient quality 
(i.e. peer-reviewed journals, books from 
renowned publishers and reports from 
authoritative institutes), up-to-date and in 
sufficient quantity.  
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Dublin Descriptors & Associated 
General Learning Goals 

Learning Objectives Evaluation Criteria Evaluation Comments 

Knowledge & Understanding DD1 (20%) 

Applying Knowledge DD2 (30%) 

Judgment DD3 (30%) 

Communication DD4 (10%) 

Self-Direction DD5 (10%) 

GRADE: 



Annex 3 

Research related workshops 

Research 
Methods 
workshops 

Lecturer Contents 

APA workshop Dr. Aad van Mourik This workshop addresses the issue of 
correct referencing in research 
publications. 

Survey design Dr. Vincent Feltkamp This one day workshop introduces  best 
practice in the process of creating 
surveys with the goal of receiving 
maximum insights from survey research. 
It includes using online survey tools to 
design a survey from scratch or using 
ready-made survey templates. It also 
discusses frequently errors in survey 
design and discusses how to avoid 
them. 

Interviewing 
(prepare/design 
conduct) 

Dr. Terry Kakeeto This workshop is devoted to best 
practice in using interviews  and in 
analysing interview data. Topics that 
pass in review are: setting the goal of 
the interview, choosing interview 
participants, designing the interview 
questions for qualitative research, 
preparing for the interview (how to use 
interview guides, interview techniques. 



Research 
Methods 
workshops 

Lecturer Contents 

Ethical issues 
in research and 
publications 

Dr. Stephanie Jones This workshop is devoted to common 
ethical issues In  research and 
publishing. The following issues will be 
discussed: falsification and or fraud, 
financial issues and sponsorship, 
plagiarism, writing and publishing ethics, 
rights and safety of interviewees or 
respondents, anonymity, confidentiality 
and privacy, beneficence, deception, 
and voluntary and informed consent. 

Academic 
report writing 

Dr. Stephanie Jones This workshop focuses on 
understanding the characteristics of a 
strong thesis and how to write one, as 
well as the conventions of academic 
argument more broadly.  It introduces 
the main elements as well as a thesis 
template that MSM students are 
supposed to use in the final papers.  

Methodology 
refresher 

Dr. Terry Kakeeto In this one day workshop students will 
get a refresher of the RMS course and 
will have the opportunity to discuss 
remaining questions 

General thesis 
Q&A 

Dr. Stephanie Jones / 
Dr. Vincent Feltkamp 

This is the first workshop in which 
students may address methodological 
questions they face in the writing of their 
thesis. 



Research 
Methods 
workshops 

Lecturer Contents 

Sampling Dr. Vincent Feltkamp This workshop introduces the 
researcher to sampling methods 
(Probability vs non-probability sampling, 
simple random sampling, systematic 
sampling, stratified sampling, cluster 
sampling) and also discusses the issue 
of sampling bias. 

Data Analysis 
quantitative 
data 

Dr. Vincent Feltkamp In this workshop researchers are 
introduced to frequencies  of variables 
and differences between variables, as 
well as the basic principles of statistical 
inference (e.g., standard errors, 
hypothesis tests, confidence intervals) 

Data Analysis 
qualitative data, 
coding 
(interview data) 

Dr. Terry Kakeeto In this workshop students learn how to  
transcribe the  interviews and 
techniques of analysing interview data . 
Various steps in the coding process are 
reviewed and it is explained how coded 
data can be used to link dependent and 
independent variables from the 
conceptual framework. 

Regression 
analysis with R 
or Stata 

Dr. Vincent Feltkamp In this workshop researchers learn to 
use R of Stata in order to run 
regressions with cross-section, time 
series and panel data. 



 
Research 
Methods 
workshops 

Lecturer Contents 

SEM Dr. Khaled Wahba This workshop is designed for 
researchers with a moderate  statistical 
background who want to apply SEM 
methods in their own research projects. 
It builds on the Regression analysis 
workshop. 

General thesis 
Q&A  

Dr. Aad van Mourik This second Q&A workshop students 
may bring up remaining issues that they 
may face in bringing their research 
project to a good end. 
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1 Course Data 
ECTS credit 3 
Teaching hours 24 
Study hours 66 
Total hours 90 
Prerequisites None 
Programme Full-time 

2 Course Lecturer 
Dr. Terry Kakeeto-Aelen kakeeto@msm.nl 

3 Course Description 
In today’s increasing competition both on the local and domestic scene, every company has to carefully 
arrive at marketing decisions that will increase the value of its product and/or service offering in the 
eyes of its customers. This is not a one-time activity but an ongoing process for every company that 
would like to stay ahead of its competitors. Moreover, this is no longer a concern for only the marketing 
employees but also for all other employees in the company as their activities can, either directly or 
indirectly, have an impact on the company’s final offer on the market. Therefore, the aim of this course 
is to provide students from diverse academic backgrounds and experiences with basic marketing skills 
that will enable them to understand the fundamental processes which companies go through in order 
to create value for their customers with the aim of retaining and building long-term relationships with 
customers. More specifically, the course deals with  

1) Obtaining knowledge on customer needs, wants and the competitive environment and
capturing customer value for the firm.

2) Creating products and/or services that meet the needs of the customers through the
design of a customer-driven marketing strategy and the development of an integrated
marketing mix.

3) Attracting, selecting and retaining customers through the management of marketing
communications and the proper coordination of all marketing effort.

4) Delivering a company’s product and/or service to targeted customers.
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4 Learning Goals 
The learning goals and learning objectives of this course are shown in Table 1 below. 

Table 1: Learning Goals and Learning Objectives 
Learning Goals 
(Dublin Descriptor) 

Associated General 
Learning Goals 

Learning Objective fine tuned 
to the course 

Assessment 

Knowledge & 
Understanding 

Student understands 
and masters core 
concepts, methods, 
theories and tools in 
the business 
disciplines. 

Students understand the main 
concepts in marketing and how 
a company can design a 
customer-driven marketing 
strategy and an effective 
marketing mix. 

Group Assignment & 
Individual Assignment 

Application of 
knowledge 

Student can identify 
an appropriate 
combination of 
diverse methods and 
tools to provide 
solutions to new 
business challenges. 

The student is able to apply the 
diverse marketing knowledge 
acquired in the design of a 
suitable marketing program for 
any organization.  

Group Assignment & 
Individual Assignment 

Judgment Student can interpret 
complex information 
including the 
understanding of 
different perspectives 
and derive sound 
decisions and actions 
from it. 

The student is able to critically 
assess the marketing choices 
available to an organization 
and to arrive at the best choice 
taking into account the 
prevailing circumstances 
surrounding the organization.  

Group Assignment & 
Individual Assignment 

Communication Student 
communicates easily 
and convincingly 
conclusions regarding 
(new) business 
challenges in small 
teams as well as in 
front of larger 
audiences. 

The student is able to 
communicate the marketing 
choices arrived at in a clear and 
convincing way and using 
proper grammar.  

Group Assignment & 
Individual Assignment 

Self-Direction 
Student has the ability 
to reflect on an 
analysis and on a 
decision process. 

The student is able to look for 
information, data and relevant 
academic and practical 
resources to support all forms 
of argumentation.  

Group Assignment & 
Individual Assignment 
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5 Didactic approach 
The learning process will ideally comprise of several lectures to stimulate dialogue between the 
lecturer and participants, case studies, quizzes and classroom discussions to facilitate dialogue and 
group dynamics among the participants and short video clips to stimulate discussions and to illustrate 
the key concepts taught in class in a practical setting. 

6 Course Literature 

6.1  Main Literature 
The main literature that will be used in this course is the textbook of Philip Kotler and Gary Armstrong. 
The full reference of Philip Kotler and Gary Armstrong’s textbook is given below: 

Kotler, P., & Armstrong, G. (2016). Principles of marketing (16th Ed.). Essex, England: Pearson Education. 

In addition, students will be required to read several articles related to the topics that will be covered 
in the course in order to reinforce learning and to be brought up-to-speed with the current research 
efforts in the marketing field.  

6.2  Additional Literature 
• Bhatt, S., & Bhatt, A. (2015). Consumer behavior towards packaged food in rural areas: an

empirical study in Ahmedabad district, Gujarat. The IUP Journal of Marketing Management,
14(1), 7-20.

• Noori, B. (2015). An analysis of mobile banking user behavior using customer segmentation.
International Journal of Global Business, 8 (2), 55-64.

• Manhas, P. S., & Tukamushaba, E. K. (2015). Understanding service experience and its impact
on brand image in hospitality sector. International Journal of Hospitality Management, 45, 77-
87.

• Vignali, C. (2001). McDonald’s “think global, act local” – the marketing mix. British Food
Journal, 103(2), 97-111.

• Hudson, S., Roth, M. S., Madden, J. M., & Hudson, R. (2015). The effects of social media on
emotions, brand relationship quality and word of mouth: an empirical study of music festival
attendees. Tourism Management, 47, 68-76.

• Akamavi, R. K., Mohamed, E., Pellmann, K., & Xu, Y. (2015). Key determinants of passenger
loyalty in the low-cost airline business. Tourism Management, 46, 528-545.

6.3  Recommened Literature 
• Jobber, D., & Ellis-Chadwick, F. (2019). Principles and practice of marketing (9th Ed.). United

Kingdom, UK: McGraw Hill Education.
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Students are also encouraged to refer to other up-to-date marketing textbooks and to read other 
relevant materials that can supplement their learning. 

7 Sessions 

7.1 Timetable 
The timetable that will be used for the course is shown in Table 2 below. 

Table 2: Timetable 
Time Session Topic Location 
Day 1: Monday, 25th May 2020 
09:30-12:30 Session I Introduction to Marketing and the Marketing Process Online 

Session 2 Scanning the Environment for Marketing Opportunities Online 
12:30-13:30 Lunch 
13:30-17:00 Activities • Quiz 1

• Case Discussion: The New Fellow in Marketing
Online 

Day 2: Tuesday, 26th May 2020 
09:30-12:30 Session 3 Consumer Buyer Behavior Online 

Session 4 Designing a Customer-driven Marketing Strategy – 
Segmentation, Targeting and Positioning 

Online 

12:30-13:30 Lunch 
13:30-17:00 Activities • Video clip: Segmentation, targeting and positioning

at Gap Inc.
• Quiz 2
• Case Discussion: Abou Shakra restaurant

Online 

Day 3: Wednesday, 27th May 2020 
09:30-12:30 Session 5 Managing the Marketing Mix – Product Decisions Online 

Session 6 Managing the Marketing Mix – Price and Channel Decisions Online 
12:30-13:30 Lunch 
13:30-17:00 Activities • Quiz 3

• Case Discussion: Brand Marketing Through the
Corona Crisis 

Online 

Day 4: Thursday, 28th May 2020 
9.30 – 12.30 Session 7 Managing the Marketing Mix - Integrated Marketing 

Communications  
Online 

Session 8 Building Customer Relationships Online 
12.30 – 13.30 Lunch 
13.30 – 17.00 Activities • Video clip: KLM Surprise

• Quiz 4
• Group Presentations for Case studies 3, 4, 5, 7, 8

and 9

Online 
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7.2 Session Descriptions 

Session 1:  Introduction to Marketing and the Marketing Process 
What is marketing? A five-step model of the marketing process. Understanding the market place and 
consumer needs. Designing a customer-driven marketing strategy. Preparing an integrated marketing 
plan and program. Investing in customer relationships. Capturing value from customers. The new role 
of marketing in light of the changing global landscape. 
Case study 1: The New Fellow in Marketing  

Session 2: Scanning the Environment for Marketing Opportunities 
Analysis of the microenvironment, i.e., the company, suppliers, marketing intermediaries, 
competitors, customers and the various publics. Analysis of the macroenvironment, i.e., the 
demographic, economic, technological, political, cultural and natural environments in which a 
company operates. Conducting a SWOT Analysis of the micro and macro environments to assess major 
threats and opportunities that the product might face and to evaluate whether the company has 
enough strengths to seize the available opportunities and to minimize the impact of the threats. 
Responding proactively to the marketing environment.  
Required reading:  

• Catalyst (May 2019). Ready for market. Issue 2, p.46.
Case study 2: Abou Shakra Restaurant: Creating Customer Value the Old-Fashioned Way 

Session 3: Consumer Buyer Behavior 
Identification of consumer needs through market research. Recognizing the customer as the most 
important element in the market place. Understanding consumer buyer behavior and the factors that 
influence it. The major types of buying behavior and the implications that these may have on a 
company’s marketing program. The different stages in the consumer buying decision process and how 
a company’s marketing program can influence a consumer’s decision at each stage of the process. 

Required reading: 
• Bhatt, S., & Bhatt, A. (2015). Consumer behavior towards packaged food in rural areas: an

empirical study in Ahmedabad district, Gujarat. The IUP Journal of Marketing Management,
14(1), 7-20.

Case study 3: Veterinary Pet Insurance: Health Insurance for our Furry – or Feathery - Friends 

Session 4: Designing a Customer-driven Marketing Strategy – Segmentation, Targeting and 
Positioning 

What is market segmentation? Factors to consider when segmenting a consumer market. Conditions 
for achieving effective segmentation.  Identifying attractive market segments and selecting target 
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markets. Choosing a targeting strategy to reach the selected target markets, i.e., undifferentiated 
marketing, differentiated marketing, niche marketing or micro marketing, and what to consider before 
deciding on given strategy. Positioning a company’s product and/or service in the targeted segments 
and communicating the position to targeted customers. Both positioning the company’s offer and 
communicating the position to the targeted customers should be done in such a way that maximizes 
a company’s competitive advantage in the market place.  
Required reading:  

• Noori, B. (2015). An analysis of mobile banking user behavior using customer segmentation.
International Journal of Global Business, 8 (2), 55-64.

• Real Marketing 7.2. Hypertargeting: Walking a fine line between serving customers and
stalking them, p. 239 in Kotler, P., & Armstrong, G. (2016). Principles of Marketing, 16th Edition.
Essex, England: Pearson Education.

Video clip: Segmentation, targeting and positioning at Gap Inc. 
Case study 4: Mavi Jeans: Jeans that Fit 

Session 5: Managing the Marketing Mix – Product Decisions 
The marketing mix (7Ps). Distinguishing between products and services. Key product and service 
decisions that companies have to consider, i.e., decisions regarding the individual product, decisions 
regarding branding and decisions regarding the service that will accompany the individual product. 
Building brands that connect deeply with customers.  
Required reading:  

• Catalyst (May 2019). Using the Best China. Issue 2, p.48.
• Manhas, P. S., & Tukamushaba, E. K. (2015). Understanding service experience and its impact

on brand image in hospitality sector. International Journal of Hospitality Management, 45, 77-
87.

Case study 5: Snickers: Achieving Promotional Integration with a Universal Appeal – Hunger 
Case study 6: Brand Marketing Through the Corona Crisis 
Session 6: Managing the Marketing Mix – Price and Channel Decisions 
Factors to consider when setting a price for a company’s product or service. Decisions regarding the 
choice of pricing strategy and marketing channels to ensure the delivery of customer value in the 
company’s target markets.  
Case study 7: Cath Kidston: Nostalgic Fantasy That Creates Value for Consumers 

Session 7: Managing the Marketing Mix - Integrated Marketing Communications 
What is integrated marketing communications? The marketing communications mix, i.e., advertising, 
sales promotion, public relations, direct marketing, etc. The changing marketing communications 
landscape – increased use of the internet and social media. The different stages in developing effective 
marketing communication. Designing a marketing communication channel that is socially responsible. 

Required reading: 
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• Vignali, C. (2001). McDonald’s “think global, act local” – the marketing mix. British Food
Journal, 103(2), 97-111.

• Hudson, S., Roth, M. S., Madden, J. M., & Hudson, R. (2015). The effects of social media on
emotions, brand relationship quality and word of mouth: an empirical study of music festival
attendees. Tourism Management, 47, 68-76.

Video clip: KLM Surprise 
Case study 8: Pinterest: Revolutionizing the Web - Again 

Session 8:  Building Customer Relationships 
What is relationship marketing? Evolution of customer relationships. Benefits of relationship 
marketing from both a company and customer perspective. Focusing on profitable segments. 
Strategies for developing strong customer relationships. Challenges in developing customer 
relationships. 
Required reading: 

• Akamavi, R. K., Mohamed, E., Pellmann, K., & Xu, Y. (2015). Key determinants of passenger
loyalty in the low-cost airline business. Tourism Management, 46, 528-545.

• Catalyst (May 2018). Preaching to the Converted. Issue 11, p.27.
Case study 9 - Sony: Battling the Marketing Environment’s “Perfect Storm” 

7.3 Selected Case studies and their Location 

• Case study 1 – The New Fellow in Marketing; Posted in Moodle under the course folder.
• Case study 2 – Abou Shakra Restaurant: Creating Customer Value the Old-Fashioned Way

Page 58 in Kotler, P., & Armstrong, G. (2016). Principles of Marketing, 16th Edition. Essex,
England: Pearson Education.

• Case study 3 – Veterinary Pet Insurance: Health Insurance for our Furry – or Feathery -
Friends
Page 191 in Kotler, P., & Armstrong, G. (2016). Principles of Marketing, 16th Edition. Essex,
England: Pearson Education.

• Case study 4 – Mavi Jeans: Jeans that Fit
Page 287 in Kotler, P., & Armstrong, G. (2016). Principles of Marketing, 16th Edition. Essex,
England: Pearson Education.

• Case study 5 – Snickers: Achieving Promotional Integration with a Universal Appeal - Hunger
Page 469 in Kotler, P., & Armstrong, G. (2016). Principles of Marketing, 16th Edition. Essex,
England: Pearson Education.

• Case study 6 – Brand Marketing Through the Corona Crisis; Posted in Moodle under the
course folder.

• Case study 7 - Cath Kidston: Nostalgic Fantasy That Creates Value for Consumers
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Page 343 in Kotler, P., & Armstrong, G. (2016). Principles of Marketing, 16th Edition. Essex, 
England: Pearson Education. 

• Case study 8 - Pinterest: Revolutionizing the Web - Again
Page 561 in Kotler, P., & Armstrong, G. (2016). Principles of Marketing, 16th Edition. Essex,
England: Pearson Education.

• Case study 9 - Sony: Battling the Marketing Environment’s “Perfect Storm”
Page 122 in Kotler, P., & Armstrong, G. (2016). Principles of Marketing, 16th Edition. Essex,
England: Pearson Education.

8 Course Assessment 
The course will be assessed in two major ways namely (i) group assignment and (ii) final individual 
assignment.  Each of these assessments is briefly discussed below. 

8.1 Group Assignment 
The group assignment will consist of a case study. Students will be divided into groups of 6 members 
and asked to discuss the questions that accompany the selected case study.  

The allocation of the case studies is shown in Table 3 below. 

Table 3: Case Studies and their Allocation 
Case 
Study 
No. 

Title of Case Study Group 

1 The New Fellow in Marketing All 
students 

2 Abou Shakra Restaurant: Creating Customer Value the Old-Fashioned 
Way 

All 
students 

3 Veterinary Pet Insurance: Health Insurance for our Furry – or Feathery 
- Friends

1 

4 Mavi Jeans: Jeans that Fit 2 
5 Snickers: Achieving Promotional Integration with a Universal Appeal - 

Hunger 
3 

6 Brand Marketing Through the Corona Crisis All 
students 
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7 Cath Kidston: Nostalgic Fantasy That Creates Value for Consumers 4 
8 Pinterest: Revolutionizing the Web - Again 5 

9 Sony: Battling the Marketing Environment’s “Perfect Storm” 6 

The purpose of each selected case study is to incorporate the marketing concepts learnt in class into a 
real-life situation. Students will be required to present, using PowerPoint slides, the results of their 
group discussion during class. Presentations will take place on the last day of the course, i.e., on 28 
May. Each group will be allocated maximum 15 minutes to make their presentation. Immediately after 
the presentation, each group’s presentation will be critiqued by another group for maximum 10 
minutes as shown below.  

• Group 6 will critique Group 1.
• Group 5 will critique Group 2.
• Group 4 will critique Group 3.
• Group 3 will critique Group 4.
• Group 2 will critique Group 5.
• Group 1 will critique Group 6.

Critiquing means giving constructive feedback and asking relevant questions to the presenting group. 
All students are expected to read the selected cases beforehand and to actively participate in the 
discussion that follows after each presentation. Each group member of the presenting group is 
expected to participate actively in the group presentation and in the discussion that follows. 5 minutes 
will be reserved for questions and any other feedback. The outcome of the group assignment will be 
the submission of a PowerPoint presentation and a written report by each group. Each group should 
clearly indicate on the cover page of their written report how the workload was shared among the 
group members. Each submitted report should be signed by all the respective group members. The 
written report should not be more than 10 pages excluding the cover page and annex section. Both 
the PowerPoint presentation and written report should be uploaded on the MSM Moodle platform. 
The deadline for submitting both documents is Sunday, 21st June 2020 at 17.00 Dutch time. The group 
assignment will be assessed using the assessment rubric in Table 4 below.  

Table 4: Assessment rubric for the Group Assignment 

Group Assignment Weight 

DD1 Knowledge and understanding: How many marketing theories/tools/models have been 
applied to the case being studied? 

10% 

DD2 Application of knowledge: How well have the relevant marketing theories been correctly 
applied to the case being studied? How innovative has the group been in applying the relevant 
theories/models in the submitted report? 

20% 
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8.2 Individual Assignment 
In the individual assignment, students will be asked to design a marketing plan for a company which 
they have worked for or currently work for or for a company which they desire to work for in the 
future. The plan should cover at least three years. Detailed instructions regarding the individual 
assignment can be found in the course folder in Moodle under the file “other reading material”. The 
purpose of the marketing plan is to apply the marketing concepts learnt in class into a real-life 
situation. All reports should be submitted on the MSM Moodle platform. The deadline for submission 
is Sunday, 21st June 2020 at 17.00 Dutch time. The individual assignment will be assessed using the 
assessment rubric in Table 5 below.  

Table 5: Assessment Rubric for the Individual Assignment 

DD3 Consistency of argumentation: To what extent are the answers to each question asked linked 
to the answers to the other questions?  

20% 

DD3 Recommendations: How consistent are the recommendations made with the whole analysis? 20% 

DD3 Discussion: How well did the students answer questions during their case presentation? Were 
they able to respond quickly and accurately? 

10% 

DD4 Academic writing: How clear was the presentation? How well is the report written? Is there 
extensive use of referencing? Is the referencing done correctly?  

10% 

DD5 Self-directed learning: How well has the topic been researched? Are there extensive data and 
academic resources used in the paper?  

10% 

Total Grade 

Dublin 
Descriptors 

Assessment Criteria Weight 

DD1 Knowledge and understanding: How many marketing 
theories/tools/models have been applied to the marketing plan? 

10% 

DD2 Application of knowledge: How well have the relevant theories been 
correctly applied to the marketing plan?  

20% 

DD3 Consistency of argumentation: To what extent are the results of each step 
in the marketing plan linked to the subsequent steps? Is there consistency 
in the argumentation? 

20% 

DD3 Recommendations: How consistent are the recommendations made with 
the whole marketing analysis?  

20% 

DD4 Academic writing: How well is the report written? Is there extensive use of 
referencing? Has the referencing been done according to APA 
requirements?  

20% 
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8.3 Weighting 
The final grade for each student will consist of the grade for the individual assignment (70%) and the 
group assignment (30%) (See table 6).  Both the individual assignment and group assignment will 
evaluate the knowledge and application of concepts and skills learned during class and from the 
required readings. In addition, both assessments will measure the ability of the students to reflect on 
and apply diagnostic skills to different marketing situations. 

Table 6: How grades are weighted 
Assessment Weight 

Individual assignment 70% 
Group assignment 30% 

8.4 Grading 
Course assessments will be graded on a scale from 0 to 10 and should be interpreted as shown in Table 
7 below: 

Table 7: Grading Scale 
Grade Meaning Grade 

10,0 Exceptional 

9,0 – 9,9 Excellent 

8,0 – 8,9 Very good 

7,0 – 7,9 Good 

6,0 – 6,9 Satisfactory 

5,5 – 5,9 Sufficient 

DD5 Self-directed learning: How well has the topic been researched? Is there 
extensive use of data and academic resources in the report?  

10% 

Total Grade 
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< 5,5 Insufficient 

Final grades are reported after rounding off to 0,5 points only, e.g. 5,5; 6,0; 6,5; 7,0, etc. 

8.5 Grading Guidelines 
Students should attend at least 80% of the classes.  A student attending less than 80% of the classes 
will not be allowed to take the individual assignment, which will lead to a “No Pass” for the individual 
assignment.  

A participant attending less than 60% of the classes, without a compelling reason and approval by the 
MSM Academic Coordinator, has to repeat the entire course and cannot obtain an overall grade of 
more than 5,5 for the course. 

Students must submit all assignments in Moodle and no assignments will be accepted after the 
deadline.  If assignments are submitted after the deadline, they will be considered as a fail and thus 
the student will receive a No Pass. In this event, students will be asked to submit a new assignment, 
where they can achieve a maximum grade of 5,5 (see exam regulations).  

Please make sure that sure that you check the relevant Education and Examination Regulations (EER) 
for your specific program. The EER provides clear guidelines related to assignments, examinations 
and class attendance. 

https://www.msm.nl/study-at-msm/msm-examination-board/#tab_0 

It is the student’s responsibility that you understand the regulations that apply to your course. 

9 Consultation 
After class or upon appointment 

10 About the lecturer 
Terry was born and raised in Uganda. She holds a PhD from Tilburg University, The Netherlands, an 
MBA from University of Pune, India and a Bachelor of Commerce degree from Makerere University in 
Uganda. She is a Chartered Marketer and member of the Chartered Institute of Marketing (CIM), U.K. 
Previously, she worked as a lecturer in Makerere University Business School, Uganda where she taught 
marketing, entrepreneurship and general management related subjects. She also did a great deal of 
consultancy work in the area of marketing. Moreover, she was actively involved in training SME owner-
managers and employees in Uganda and carrying out extension services in the areas of Marketing and 
General Business Management. Terry currently lives in The Netherlands. She is married to a Dutch man 
and together, they are blessed with a wonderful son. Her current research interest lies in the field of 
relationship marketing and branding in SMEs with a special focus on the emerging/developing 
economies. 



   

 

15 

 

 

 
 
 



COURSE MANUAL  
STRATEGY AND PLANNING 
MIM22023 

ACADEMIC YEAR 2020-2021

Last Updated: 19-Nov-20 

   Annex 5 



Contents 
1 Course Data ................................................................................................................................... 3

2 Lecturer .......................................................................................................................................... 3

3 Course Description ......................................................................................................................... 3

4 Learning Goals ............................................................................................................................... 3

5 Didactic approach ........................................................................................................................... 4

6 Course Literature ............................................................................................................................ 4

7 Sessions ......................................................................................................................................... 5

7.1 Timetable ............................................................................................................................... 5

8 Assessment .................................................................................................................................... 8

8.1 The Individual Strategy Project (60% of Final Grade) ........................................................... 8

8.2 ....................................................................................................................................................... 9

8.3 Group Cases (20%) ............................................................................................................... 9

8.4 Pre-Readings (20%) ............................................................................................................ 10

8.5 Weighting ............................................................................................................................. 10

8.6 Grading ................................................................................................................................ 10

8.7 Grading Guidelines .............................................................................................................. 11

8.8 Assignment Deadlines ......................................................................................................... 11

9 Lecturer Bio – Oliver W. Olson, MBA, FCIM ................................................................................ 12



1 Course Data 
ECTS credit 3 
Teaching hours  24 
Study hours 64 
Consultation hours 2 
Overall learning effort 90 
Program  MM 

2 Lecturer 
O.W. (Oliver) Olson, MBA, FCIM olson@msm.nl 

3 Course Description 
Strategy & Planning builds an overview of the strategic planning and management process, studies 
the main elements of the process in practice, places strong emphasis on strategic analysis and 
choice, develops a thorough understanding of generic strategies and how they might be pursued by 
different business types; and concludes presenting processes of evaluation, measurement and 
control. Each part of the course is animated through modern pertinent case studies investigating 
issues for corporations operating domestically and globally. 

4 Learning Goals 
After successfully completing this course, the student will be able to: 

• know and understand the essence of strategy, the central dilemmas in strategy-making and
implementation and its impact for business organizations.

• apply this knowledge to problems and challenges facing present-day business organizations in
different (national and regional) institutional, economic, legal and cultural environments.

• critically assess or judge the applicability of methods and techniques in the field of strategy-
making and implementation – including approaches to planning and control.

• communicate strategic analyses and designs in the field of organizational structuring, planning
and control, both to specialist and lay audiences

• learn about how to deal with ambiguity in decision making



5 Didactic approach 
The course is made of lectures, case discussions and workshops. The student is expected to have 
read the assigned textbook readings, case studies and articles prior to each class.  In this way, the 
class sessions can be a forum of debate, discussion and application. 

6 Course Literature 
Required (provided in Campus.MSM.NL and Moodle via McGraw-Hill Connect): 

Rothaermel, F. (2019). Strategic Management, 4e. New York: McGraw-Hill Education. 

There are several case studies you need for the course. Please make sure you read each case study 
before class. The case studies are all available with the McGraw-Hill Connect SmartBook/eBook via 
the following link: https://connect.mheducation.com/class/o-olson-mm8-2020. 

There are many academic journals that publish strategic management related research papers. Some 
are considered to be better, usually because papers published in those journals tend to be more 

Dublin 
Descriptors 

Program Learning Goals Course Learning Outcomes Assessment 

Knowledge & 
Understanding 
(DD1) 

Students will be able to 
demonstrate their advanced 
knowledge and 
comprehension of the various 
management-related 
disciplines. 

The students will recognize and 
select the relevant theoretical 
tools necessary to determine a 
firm's competitive advantage. 

Group 
Cases / Final 
Exam 

Application of 
knowledge 
(DD2) 

Students will be able to apply 
principles, theories and models 
pertaining to the management 
discipline in the context of 21st 
century organizations that are 
active in or for global, 
emerging markets 

The students are able to 
examine the external and 
internal environment, as well as 
the business and corporate 
strategy of a chosen firm. 

Final Exam / 
Group Cases / 
Simulation 

Judgment 
(DD3) 

Students will be able to 
propose appropriate solutions 
for fundamental management 
challenges of sustainable 
organizations. 

The students are able to provide 
substantiated arguments and 
comprehensive appraisals the 
results of their analysis as well 
as provide clear and logical 
recommendations. 

Final Exam / 
Group Cases 

Communication 
(DD4) 

Students will be able to 
present and defend views 
effectively through a variety of 
oral and written 
communication modes. 

The students are able to write in 
clear, concise and academic 
fashion. 

Final Exam 

Self-Direction 
(DD5) 

Students will have the ability to 
reflect on their own learning & 
professional development 

The students are able to 
research and collect a wide 
range of information resources 
necessary to carry out a 
competitive analysis. 

Group Cases / 
Final Exam 



frequently cited by later papers. The following journals are considered to be high quality outlets for 
strategic management research papers:  

Journal 
Academy of Management Journal 
Academy of Management Review 
Administrative Science Quarterly 
Journal of International Business Studies 
Journal of Management Studies 
Management Science 
Organization Science 
Organization Studies 

7 Sessions 

7.1 Timetable 

Lesson Date Topic Reading/Video Cases 

1 16-11-2020 What Strategy is NOT (150 points) 
09:30-12:30 a. Elephant

metaphor
of Strategy
(Mintzberg)

b. What is
Sustainabl
e
Competitiv
e
Advantage
(and what
drives it)

• Chapter. 1 – What is Strategy? (30
points)

• Porter, M. (1996). What is strategy? 
Harvard Business Review, 74, 61–
78. 

• Singer, J. G. (2008). What strategy is
not. MIT Sloan Management
Review, 49(2), 96.

• Mintzberg, H. (1977). Introduction to
the Conference. International
Studies of Management &
Organization, 7(2), 7–12.
https://doi.org/10.1080/00208825.19
77.11656223

• Mintzberg, H. (1977). Introduction to
the Conference. International
Studies of Management &
Organization, 7(2), 7–12

• Martin, R. L. (2014). The big lie of
strategic planning. Harvard Business
Review, 92(1), 22..

• Case 1: MiniCase
19: Flipkart vs.
Amazon in India:
Who's Winning? (30
points)

• Video 1 – The
Strategic
Management
Process (30 points)

• Video 2 –
Competitive
Advantage (30
points)

• Video 3 – Vision,
Mission & Values (30
points)



Lesson Date Topic Reading/Video Cases 

2 How does strategy evolve (90 points) 
13:30-17:00 a. Emergent

(p. 42)
b. Constant

updates
(3.3, pp.
91-93)

• Chapter 2 – Strategic Leadership (30
points)

• Mintzberg, H., & Waters, J. A.
(1985). Of strategies, deliberate and
emergent. Strategic Management
Journal, 6(3), 257-272.

• Case 2: MiniCase 4:
How the Strategy
Process Killed
Innovation at
Microsoft
(30 points)

• Click & Drag – Social
Responsibility (30
points)

3 17-11-2020 The Role of Industry in Strategic Choice (120 points) 
09:30-12:30 a. External

Analysis
i. PESTEL

(3.1, pp.
67-72)

ii. 5-Forces
(3.2, pp.
73-90)

• Chapter 3 – External Analysis
(30 points)

• Bamiatzi, V., Bozos, K., Cavusgil, S.
T., & Hult, G. T. M. (2016). Revisiting
the firm, industry, and country effects
on profitability under recessionary
and expansion periods: A multilevel
analysis. Strategic Management
Journal, 37(7), 1448-1471.

• Case 3: Mini-Case 3:
Yahoo: From
Internet Darling to
Fire Sale
(30 points)

• Video 1 – PESTEL
(30 points)

• Video 2 – 5-Forces
(30 points)

4 Internal Analysis: What is in your control? (120 points) 
13:30-17:00 a. Resource

Based
View
(RBV)

b. What
drives
company
performanc
e?

c. Value
Chain (pp.
129-131)

• Chapter 4 – Internal Analysis
(30 points)

• Eisenhardt, K. M., & Martin, J. A.
(2000). Dynamic capabilities: what
are they? Strategic Management
Journal, 21, 1105-1121.

• Case 4: MiniCase 6:
Nike's Core
Competency
(30 points)

• Case 5: MiniCase 8:
Starbucks After
Schultz
(30 points)

• Video 3 – VRIO (30
points)

5 19-11-2020 What is Company Performance (120 points) 
09:30-12:30 a. Financial /

Accounting
(Ch. 5, pp.
147-161)

b. Balance
Scorecard
(Ch. 5, pp.
161-164)

c. Growth
Rate (pp.
153-154)

• Chapter 5 – Competitive Advantage,
Firm Performance and Business
Models (30 points)

• Huang, K. F., Dyerson, R., Wu, L. Y.,
& Harindranath, G. (2015). From
temporary competitive advantage to
sustainable competitive
advantage. British Journal of
Management, 26(4), 617-636.

• Case 6: MiniCase 9:
How Dollar Shave
Club Disrupted
Gillette
(30 points)

• Video 1 – Profitability
(30 points)

• Video 2 – Economic
Value Creation (30
points)



Lesson Date Topic Reading/Video Cases 

6 How is strategy formed (180 points) 
13:30-17:00 a. Generic

Strategies
b. The role of

lower down
in giving
feedback
(marketing)

• Chapter 6 – Business Strategy
(30 points)

• Miller, D., & Friesen, P. H. (1978).
Archetypes of strategy formulation.
Management Science, 24(8), 921-
933.

• Kim, W. C., & Mauborgne, R. (2004).
Blue Ocean Strategy. Harvard
Business Review, 82(10), 76–84

• Case 7: MiniCase
11: Trimming Fat at
Whole Foods Market
(30 points)

• Case 8: MiniCase
12: LEGO's
Turnaround: Brick by
Brick
(30 points)

• Video 3 – Business
Level Strategies (30
points)

• Assignment 1 – Blue
Ocean
(30 points)

• Video 4 – Triple
Bottom Line
(30 points)

7 20-11-2020 How is strategy implemented? (30 points) 

09:30-11:30 [Strategy 
Simulation:] Value Champion (HBR - 8686) 

11:30-12:30 a. Systematic
processes
at large
companies
.

b. Imprinting
(Ch. 11, p.
404)

c. Inertia
(respond to
external
change too
slow) (Ch.
11, p. 383)

• Chapter 11 – Organizational Design
(30 points)

• Miller, S. (1997). Implementing
Strategic Decisions: Four key
success factors. Organization
Studies, 18(4), 577-602.



Lesson Date Topic Reading/Video Cases 

8 What is an unfair competitive advantage? (90 points) 
13:30-16:00 a. Unfair

Competitiv
e
Advantage:

b. Ethics
(12.3)

c. Theory
Increasing
Returns

• Chapter 12 – Corporate Governance
and Business Ethics
(30 points)

• Arthur, W.B. (1996). Increasing
Returns and the New World of
Business. HBR, Jul-Aug 1996.

• Tetzeli, R. (2016). A Short History of
the Most Important Economic Theory
in Tech. Fast Company, 17-Dec-
2016.

• Porter, M. E. (1990). The
Competitive Advantage of Nations.
(cover story). Harvard Business
Review, 68(2), 73–93.

• Case 9: Mini-Case
14: Wikipedia
(30 points)

• Video 1 – Shared
Value
(30 points)

16:00-17:00 Guest 
Lecture 

Juuso Hämäläinen 
Tangible Growth 

8 Assessment 
The final assessment will be based on an individual written assignment and the in-class group cases. 

• Individual Final Assignment 50% 
• Pre-Reading and Exercises 30% 
• In-Class Group Work 20% 

Students must score at least 5,5 (a sufficient) for the individual assignment. If grades are lower than 
5,5, for assignment, then it must be retaken. The final grade must be equal to or greater than 5,5 to 
pass the course. 

8.1 The Individual Strategy Project (50% of Final Grade) 
The individual strategy project gives you a chance to apply the knowledge gained in the course to a 
real business case. You will analyze a case selected by the lecturer. Your analysis must make use of 
the theories covered in the course. Most notably, you should carry out a PESTEL and five forces 
analysis of the firm’s environment, an analysis of the internal capabilities with a VRIO, identify the 
business strategy (low cost, product differentiation, hybrid, Blue Ocean), and the firm’s overall 
strategy. It is essential that your analysis is supported by qualitative data (information from case 
studies, the press etc.) as well as quantitative data. You must also describe and argue a strategy that 
will provide the firm with a sustainable competitive advantage. 

Your final paper should be between 2,000 and 3,000 words. The final grade of the assignment will be 
out of 10. 

Each step below should be read carefully and followed precisely. When you write your paper, please 
organize it based on these steps for ease of reading and grading: 

1 Firm Information and Overview: This should be a brief overview of the current details of the 
firm and its SWOT.  An Enhanced SWOT (TOWS) will provide initial guidance of possible 
strategies for the firm to pursue. 



2 External Environment: Analyze the external environment of the firm. Describe how changes 
in the macro environment of the firm, using PESTEL analysis, affect the five forces analysis. 
How does this shape the firm’s opportunities and threats? 

3 Internal Analysis: Describe the internal capabilities of the firm and carry out a VRIO analysis. 
Explain where the firm is able to create a sustainable competitive advantage and for which 
resources and capabilities this advantage is missing. 

4 Business Strategy: What is the firm’s business level strategy and how well does this fit with 
the firm’s internal capabilities and environmental opportunities/threats? 

5 Recommendations: What are your recommendations to the firm? Explain your answer 
drawing conclusions from your above analysis. 

6 Research and Self-Direction: You will be expected to use external resources or the provided 
additional articles to bring additional depth to your analysis.  (Keep in mind, the articles 
provided to you in the Connect learning environment also count as ‘external sources’). You 
should look for other tools in literature that strengthen your arguments.  All sources should be 
properly cited in the body of the paper and an APA 6 Bibliography at the end of the paper 
should be included. 

Please be aware that part of the grade for this assignment will be your ability to locate 
resources not given in class and to properly document those resources.  You will be assessed 
using the rubric in Error! Not a valid bookmark self-reference..  

Dublin 
Descriptors 

Assessment Criteria Weighting 
(%) 

DD1 Knowledge and Understanding: to what extent have external 
theories (tools) been integrated into the paper? 

20% 

DD2 Application of knowledge: to what extent have the relevant 
theories been correctly applied to understand the company being 
studied? 

20% 

DD3 Consistency of argumentation: To what extent are the results of 
each section linked to the following sections? 

10% 

DD3 Recommendations: How consistent are the recommendations 
with the whole analysis? 

10% 

DD4 Academic writing: How well is the paper written? Is there 
extensive use of referencing? APA referencing? 

20% 

DD5 Self-Direction: Does the paper make good use of external data, 
papers, and resources in its analysis?  

20% 

 Total Grade 100% 

8.2 Group Cases (20%) 
Each day there will be group in-class assignments. Students will be divided into random groups on the 
first day in class and must create a short PowerPoint with their answers to the case questions. All 
PowerPoints must be submitted to the course instructor before the debriefing of the case. It is 
essential that students read the case studies before class so that no time is wasted in reading them 
during class.  

The group cases will be assessed as follows: 



   

  

 
Dublin 
Descriptors 

Assessment Criteria Weighting 
(%) 

 
 

 
DD2 Application of knowledge: to what extent have the relevant 

theories been correctly applied to understand the company being 
studied? 

50% 

DD3 Consistency of argumentation: To what extent are the results of 
each section linked to the following sections? 

50% 

 Total Grade 100% 
 

8.3 Pre-Readings (30%) 
You are expected to prepare for each class session ahead of time.  In the McGraw-Hill Connect 
learning resource, the course is divided into 4 days.  You will find the expected reading for each day.  
As you read each item, you will answer multiple choice questions to test your knowledge.  You can 
repeat these questions as often as you want to improve your score and knowledge.  However, the 
points that you earn for these questions will no longer be available after the start of that day’s class 
session.  The total points earned on these ‘pre-readings’ will count as 20% of your final grade and 
cannot be made-up if not completed before the start of each course session. 

There is a total of 900 points available and you will be grade based on the number of points you earn 
of the 900 total. You can see the point distribution in the detailed Schedule (Section 7.1) above. 

Dublin 
Descriptors 

Assessment Criteria Weighting 
(%) 

 
 

 
DD1 Knowledge and Understanding: to what extent have the 

required readings been understood? 
60% 

DD5 Self-Direction: Does the student prepare themselves 
sufficiently for the course?  

40% 

 Total Grade 100% 
 

8.4 Weighting 
The following is the overall weighting of the grades across all categories 

 
Assessment Weight DD1 DD2 DD3 DD4 DD5 Total 

Strategy project 50% 20% 20% 20% 20% 20% 100% 
Group cases 20%  50% 50%   100% 
Pre-Readings 30% 60%    40% 100% 
Total (weighted) 100% 28% 20% 20% 10% 22% 100% 

 

8.5 Grading 
All course assessments are graded on a scale from 0 to 10 and should be interpreted as below. It is 
important to understand that this is based on the Dutch grading system, not the grading system of your 
home institution. In the Dutch grading system, a score of 9.0 or above is extremely rare. Any grade 



above 7.5 is considered to be very good. You can read more about the Dutch grading system here: 
https://www.studyinholland.nl/education-system/dutch-grading-system . 

Grade Meaning of Grade UK Equivalent US Equivalent 

10,0 Outstanding A A+ 

9,0 – 9,9 Very Good A A+ 

8,0 – 8,9 Good A Between A & A+ 

7,0 – 7,9 More than Satisfactory Between A- & B Between B+ & A 

6,0 – 6,9 Satisfactory Between C & D Between B & C 

5,5 – 5,9 Pass E D 

5.0 – 5.4 Almost Satisfactory F F 

4.0 – 4.9 Unsatisfactory F F 

3.0 – 3.9 Very Unsatisfactory* F F 

2.0 – 2.9 Poor* F F 

1.0 – 1.9 Very Poor* F F 

8.6 Grading Guidelines 
Please make sure that sure that you check the relevant Education and Examination Regulations 
(EER) for your specific program. The EER provides clear guidelines related to assignments, 
examinations and class attendance. 

https://www.msm.nl/study-at-msm/msm-examination-board/#tab_0 

It is the student’s responsibility that you understand the regulations that apply to your course. 

8.7 Assignment Deadlines  
Assignment Deadline 
Final Individual Assignment (50%) November 30 (09:00 CET) 
Pre-Readings (30%) Prior to the start of each class day 
Group assessment (20%) At the end of each class day 

Students must submit all assignments in Moodle. If assignments are submitted after the deadline, they 
will be considered as a fail and thus the student will receive a ‘no pass’. In this event, students will be 
asked to submit a new assignment, and will forfeit their right to a distinction. 



9 Lecturer Bio – Oliver W. Olson, MBA, FCIM 
Mr. Olson is currently Discipline Head for Marketing & Supply Chain Management and Senior Lecturer 
of Strategy & Marketing at Maastricht School of Management.  He lives in Maastricht, the Netherlands. 

He was one of the founders of the Maastricht School of Management Romania and was that institution’s 
first Dean and Academic Director. He has also been a Senior Consultant for External Relations, 
Enrollment Management Leader and Director of Education Programs for Maastricht School of 
Management in the Netherlands.  He has also been the Academic Director of the Lafferty Academies, 
a division of the London based Lafferty Group. In addition, he runs his own educational consultancy, 
Global Educational Services SRL. 

He has previously been the Country Manager for CEU Business School, Romania, and has held various 
roles at CEU Business School in Budapest serving as the MBA Program Director and Director of Degree 
Programs Administration. 

Prior to joining the CEU Business School, Oliver Olson started his professional career as an Export 
Product Manager for Salamander Shoes in Stuttgart, Germany in the 90's. He then moved to the USA 
where he worked in banking, including stints as Assistant Vice President at Bank of America, Senior 
Manager for a major credit card company and the CIO of a community bank in Dallas, Texas. 

Oliver earned his Undergraduate Degree in International Business and German from California State 
University, Fullerton and his M.B.A. from the University of Texas, Dallas. He has 21-year-old identical 
twin sons, a 14-year-old daughter and a beautiful wife from Indonesia.  Oliver is fluent in German and 
can hold his own in Swedish and Romanian.  He can fight with taxi drivers in Hungarian.  His Indonesian 
is improving. 



Table 1: Strategy Project Evaluation Criteria 

Dublin Descriptors Program Objectives Course Learning Objectives Sub-criteria 

DD1: Knowledge 
and Understanding 

Students will be able to demonstrate 
their advanced knowledge and 
comprehension of the various 
management-related disciplines. 

The students will recognise and select the relevant 
theoretical tools necessary to determine a firm's 
competitive advantage. 

Description of company 
Use of basic theories 
External sources 

DD2: Application of 
knowledge 

Students will be able to apply principles, 
theories and models pertaining to the 
management discipline in the context of 
21st century organizations that are 
active in or for global, emerging markets 

The students are able to examine the external and 
internal environment, as well as the business and 
corporate strategy of a chosen firm. 

External Analysis 
Internal Analysis 
Product differentiation* 
Low cost* 

DD3: Judgment Students will be able to propose 
appropriate solutions for fundamental 
management challenges of sustainable 
organizations. 

The students are able to provide substantiated 
arguments and comprehensive appraisals the 
results of their analysis as well as provide clear and 
logical recommendations. 

Argumentation 
References 
Relevance 
Consistency 

DD4: 
Communication 

Students will be able to present and 
defend views effectively through a 
variety of oral and written communication 
modes. 

The students are able to write in clear, concise and 
academic fashion. 

Style 

Grammar/Spelling 

Format 

DD5: Self-Direction Students will be able to present and 
defend views effectively through a 
variety of oral and written communication 
modes. 

The students are able to research and collect a 
wide range of information resources necessary to 
carry out a competitive analysis. 

Number of sources 

Quality of sources 

*Depending on whether the firm uses a differentiation or low cost strategy.



Rubric Overfishing Assignment 

DD Criterion (equally weighted) Less than adequate
Marks < 5.5

Adequate
Marks: 5.5 - 8.0

More than adequate
Marks: 8.0 - 10.0

Comments Mark

DD1 (15%)

1. With reference to the case
carefully identify the market
structure in which the fishing
firms operate.

No market 
structure
is identified for 
this sector. Poor or 
absent 
argumentation.

A market structure
is identified and 
more or less correct 
theoretical 
arguments are 
provided in support.

A market structure
is identified and 
excellent theoretical 
arguments are provided 
in support.

DD2 (15%)

2. Use a graph to explain what
happens in the market for fish 
when overfishing takes place
and why overfishing is usually
considered to be a market
failure.

No graph is used or 
wrong graph is 
used and market 
failure argument 
not correctly 
explained.

Demand and supply 
curves are used with 
an inadequate 
explanation of market 
failure

Demand and supply 
curves are used correctly  
to explain the effect 
overfishing and there is 
a clear explanation why 
there is a market 
failure.

DD2 (10%)

3. Use the same graph to
discuss the welfare effects of
overfishing.

Welfare effects 
are not identified 
at all or graph is 
not used.

Welfare effects are 
partially identified 

Excellent dicsussion of 
welfare effects of 
overfishing

DD3 (10%)

4. Discuss how EU subsidies for
the fishing sector have affected 
welfare in the EU countries.

No discussion or an 
incorrect discussion 
of welfare effects 
of EU subsidies for 
the fisheries sector 
is provided.

An incomplete 
discussio or partially 
correct identification 
of welfare effects of 
EU subsidies for the 
fisheries sector is 
provided.

Excellent discussion of 
the welfare effects of 
EU subsidies for the 
fisheries sector is 
provided.

Name: Title:

Annex 6 
Example rubric according to the framework of the Dublin Descriptors 
Course Manual Economics for Managers
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Rubric Overfishing Assignment – Continued 

DD3 (15%)

5. Use game theory to explain
why overfishing takes place.
What is the Nash equilibrium?

Game theory 
insights not 
applied at all or 
not well.

Game theory insights 
more or less applied 
well, dominant 
strategies not 
(correctly) identified 
and Nash equilbrium 
not correctly 
identified either.

Excellent discussion 
application of game 
theory including a 
correct identifaction of 
dominant strategies and 
the Nash equilibrium.

DD3 (15%)

6. How could the overfishing
problem be tackled in an 
efficient, non-distortionary 
manner  and what would be the
welfare effects of your
proposed solution?

A solution for the 
overfishing 
problem is 
proposed that is 
not related to the 
prior analysis in the 
paper. Welfare 
effects not 
identified.

An unpractical 
solution is proposed 
that results in new 
market distortions. 
Welfare effect 
incorrectly or 
partially identified.

A welfare-improving 
solution is discussed 
that results in a Pareto 
improvement. Welfare 
effects are correctly 
identified.

DD4 (10%)

7. Writing style/Referencing
(APA)/format requirements

Poor use of English,
 many mistakes 
and poor, no APA 
referencing, does 
not comply with 
basic format 
requirements

English is acceptable. 
Referencing is correct 
but with some 
mistakes. Format 
requirements more or 
less met

English is clear, well 
written in an 
academic style and 
referencing is correct; 
format requirements 
met.

DD5 (10%)

9. Self directed learning Paper has not 
consulted relevant 
sources and does 
not go further than 
wikipedia and other 
irrelevant sources

Paper has consulted 
some external 
sources, some of 
which are relevant

Paper has done 
excellent research and 
consulted good sources 
from reliable (peer-
reviewed) sources for 
the build up of the 
arguments.GRADE
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Rubric Overfishing 

 

  

DD Criterion (equally weighted) Less than adequate
Marks < 5.5

Adequate
Marks: 5.5 - 8.0

More than adequate
Marks: 8.0 - 10.0

Comments Mark

DD2 (15%)

1. With reference to the case 
carefully identify the market 
structure in which the fishing 
firms operate.

No market 
structure
is identified for 
this sector. Poor or 
absent 
argumentation.

A market structure
is identified and 
more or less correct 
theoretical 
arguments are 
provided in support.

A market structure
is identified and 
excellent theoretical 
arguments are provided 
in support.

DD2 (15%)

2. Use a graph to explain 
what happens in the market 
for fish when overfishing 
takes place and why 
overfishing is usually 
considered to be a market 
failure.

No graph is used or 
wrong graph is 
used and market 
failure argument 
not correctly 
explained.

Demand and supply 
curves are used with 
an inadequate 
explanation of market 
failure

Demand and supply 
curves are used correctly  
to explain the effect 
overfishing and there is 
a clear explanation why 
there is a market 
failure.

DD2 (10%)

3. Use the same graph to 
discuss the welfare effects 
of overfishing.

Welfare effects 
are not identified 
at all or graph is 
not used.

Welfare effects are 
partially identified 

Excellent dicsussion of 
welfare effects of 
overfishing

DD3 (10%)

4. Discuss how fisheries 
polices have affected welfare 
in the Suriname.

No discussion or an 
incorrect discussion 
of welfare effects 
of fisheries 
policies.

An incomplete 
discussion or partially 
correct identification 
of welfare effects of 
fisheries policies is 
provided.

Excellent discussion of 
the welfare effects of 
fisheries policies is 
provided.

Name: Title: 
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Rubric Overfishing (continued) 

DD3 (15%)

5. Use game theory to 
explain why overfishing takes
place. What is the Nash 
equilibrium?

Game theory 
insights not 
applied at all or 
not well.

Game theory insights 
more or less applied 
well, dominant 
strategies not 
(correctly) identified 
and Nash equilbrium 
not correctly 
identified either.

Excellent discussion 
application of game 
theory including a 
correct identifaction of 
dominant strategies and 
the Nash equilibrium.

DD3 (15%)

6. How could the overfishing
problem be tackled in an 
efficient, non-distortionary 
manner  and what would be 
the welfare effects of your
proposed solution?

A solution for the 
overfishing 
problem is 
proposed that is 
not related to the 
prior analysis in the 
paper. Welfare 
effects not 
identified.

An unpractical 
solution is proposed 
that results in new 
market distortions. 
Welfare effect 
incorrectly or 
partially identified.

A welfare-improving 
solution is discussed 
that results in a Pareto 
improvement. Welfare 
effects are correctly 
identified.

DD4 (10%)

7. Writing style/Referencing
(APA)/format requirements

Poor use of English,
 many mistakes 
and poor, no APA 
referencing, does 
not comply with 
basic format 
requirements

English is acceptable. 
Referencing is correct 
but with some 
mistakes. Format 
requirements more or 
less met

English is clear, well 
written in an 
academic style and 
referencing is correct; 
format requirements 
met.

0

DD5 (10%)

9. Self directed learning Paper has not 
consulted relevant 
sources and does 
not go further than 
wikipedia and other 
irrelevant sources

Paper has consulted 
some external 
sources, some of 
which are relevant

Paper has done 
excellent research and 
consulted good sources 
from reliable (peer-
reviewed) sources for 
the build up of the 
arguments.

0

GRADE 0
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Rubric Macroeconomic Group Paper 

 

  

Dublin 
Descriptor

Criterion (equally weighted) Less than adequate
Marks < 5.5

Adequate
Marks: 5.5-8.0

More than adequate
Marks: > 8.0 

Comments Mark

DD2 (10%) The paper provides a credible 
list of developments in the 
economy’s most important 
macroeconomic variables

No or clearly 
irrelevant variables 
are discussed

A incomplete list of 
variables is 
discussed and/or 
important ones 
have been ignored.

An excellent discussion 
of the country's most 
important 
macroeconomic 
variables  is presented

DD2 (10%) The paper provides a credible  a 
diagnosis of the output gap  for 
the economy in question

Paper makes 
no/hardly attempt 
to diagnose the 
output gap & 
outlook

Paper discusses the  
but does not 
provide proper 
argumentation for 
it/argumentation 
could be better.

Paper provides a well-
argued and correct 
discussion of the 
economy's output gap.

DD2 (10%) The paper provides an 
assessment of the medium-
term prospects of inflation and 
unemployment

The paper does not 
address the 
medium-term 
prospects of 
inflation and 
unemployment.

The paper provides 
an assessment of 
the medium-term 
prospects of 
inflation and 
unemployment but 
the argumentation 
could be better.

Excellent and well-
argued discussion of the 
medium-term prospects 
of inflation and 
unemployment.

Title of the paper: Student names:
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Rubric Macroeconomic Group Paper continued
DD2 (10%) The paper uses macroeconomic 

theories and the AD/AS model 
to explain the state of and 
developments in the economy

Paper makes no 
attempt to use 
macreconomic 
theories and the 
AD/AS model to 
explain the state 
and developments 
of the economy

The paper uses the
 AD/AS framework, 
but does so in an 
inconsistent way.

Excellent use is made of 
the AD/AS model to 
analyse the the state 
and developments in 
the country's economy.

DD3 (10%) Paper provides an assessment 
of  the stance of current fiscal 
and monetary policies

Paper makes no 
attempt to assess 
the stance of 
current fiscal and 
monetary policies

Paper provides a 
reasonably well-
argued assessment 
of the current fiscal 
and monetary 
stance

Paper provides an 
excellent,  well-argued 
assessment of the 
current fiscal and 
monetary stance

DD3 (10%) Paper provides an assessment 
of the medium-term prospects 
of public deficits and public 
debt

Paper makes no 
attempt to assess 
the medium-term 
prospects of public 
deficits and public 
debt

Paper provides a 
reasonably well-
argued assessment 
of the medium-
term prospects of 
public deficits and 
public debt

Paper provides an 
excellent,  well-argued 
assessment of the 
medium-term prospects 
of public deficits and 
public debt

DD3 (10%) Paper discusses possible 
external and internal economic 
risks and vulnerabilities to 
economic growth

Paper does not 
discuss possible 
external and 
internal economic 
risks and 
vulnerabilities to 
economic growth

Paper discusses 
some external and 
internal risks and 
vulnerabilities but 
does not link them 
well to economic 
growth.

Paper identifies external 
and internal risks and 
vulnerabilities and links 
them well to economic 
growth.
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Rubric Macroeconomic Group Paper continued 

DD3 (10%) Paper discusses and motivates 
recommendations for 
appropriate monetary and fiscal 
policy actions

Paper does not 
recommend 
appropriate actions 
and does not 
motivate them.

Paper discusses 
some recommenda-
tions but these 
inconsistently 
motivated.

Paper discusess policy 
recommendations and 
motivates them in a 
very good manner.

DD4  (10%)  Writing style/Referencing
(APA)/format requirements

Poor use of English,
 many mistakes 
and poor, no APA 
referencing, does 
not comply with 
basic format 
requirements

English is accept-
able. Referencing is 
correct but with 
some mistakes. 
Format require-
ments more or less 
met

English is clear, well 
written in an 
academic style and 
referencing is correct; 
format requirements 
met.

DD5 (10%) Self-directed learning Paper has not 
consulted relevant 
sources and does 
not go further than 
wikipedia and 
other low quality 
or irrelevant 
sources

Paper has 
consulted some 
external sources, 
some of which are 
relevant

Paper has done 
excellent research and 
consulted good sources 
from reliable (peer 
reviewed) sources for 
the build up of the 
arguments.

GRADE #####
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