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Abstract 

Over the years, faculty members of the Tech Marketing program have identified an increasing 

need to embed practical experiences in their curricula and offer students more ‘hands on’ 

opportunities to better prepare them for their careers as leading marketers, who are in tune 

with relevant and contemporary industry trends. At the same time, the small business owners 

community in the vicinity of the college was characterized by not having sufficient access to 

digital marketing knowledge, skills and resources with which they could promote their 

businesses. It therefore made sense to develop an academic program connecting the 

community of students with the community of small to medium business owners and 

entrepreneurs in the area. This program would establish a meaningful and sustainable 

exchange between academia and society and thus also reflect the social impact values and 

agenda of the institution.   
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1 The Organization 

1.1 Sapir College 

Sapir College is the largest public college in Israel with approximately 4500 students enrolled 

in 20 undergraduate and graduate programs and 850 lecturers (adjunct and tenured). Sapir 

College offers degree programs in several disciplines: Law, Computer Science, Media & 

Communications, Visual Arts, Humanities, Social Sciences and Management & Marketing.  

Sapir College is located in the Negev, a semi-desert region of southern Israel. Compared to 

the central and more affluent areas of Israel, the cities and settlements in the vicinity of the 

college are relatively underdeveloped - characterised by a weaker educational system, a 

cultural and geographical disconnect from the more affluent centre of Israel and fewer 

employment opportunities. Moreover, the proximity to Gaza turns the area into a potential 

war zone, with the constant threat of missile attacks on the civilian population. In this context, 

the college constitutes far more than just a higher education institution. It is also a dominant 

cultural, social, financial, and political hub. Sapir College has a central role in the development 

of the area, and this constitutes the very essence of its institutional vision.  

The Sapir vision is about making high-quality academic education accessible to all, with a 

strong emphasis on empowering the surrounding population. It is the DNA of the institution. 

As such, every initiative on campus is typically measured against the question: ‘How will the 

community benefit?’  

Academic and administrative staff share this vision and believe that there is great added value 

to what they do. It always goes beyond just teaching, conducting research, or curating an art 

exhibition. There is a shared sense that they are part of creating something bigger. Moreover, 

in all academic departments at Sapir College, ‘knowledge from the south’ is integral to a great 

part of the curricula. Research, art and teaching address ‘southern issues’ and have 

accumulated a substantial body of indigenous scholarly knowledge. 

This institutional vision is expressed in the term ‘SAPIR SPIRIT’ which is widely used on campus 

in many contexts. It is meant to reflect the unique way of thinking, teaching, studying, 

communicating, creating and sharing.  

1.2 Department of Technological Marketing 

The department of Technological Marketing at Sapir College is a unique academic program, 

probably one of a kind in Israel, developed specifically to meet the needs of the hi-tech 

industry for marketing professionals who have a deep understanding of the complex 

technological, financial and commercial contexts of advanced hi-tech and bio-tech products. 

As such, it is an interdisciplinary academic program combining various key disciplines such as 
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computer science, basic science, consumer behavior, market research and tech-based 

marketing tools. Program graduates are expected to develop a global mindset and assume 

key positions in the local and global hi-tech and bio-tech industries 
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2 Specific Area of Interest 

2.1 The Academic Program 

The academic program, developed to address the above rationale includes 3 courses which 

are delivered in conjunction over the same semester and cover 3 main areas of marketing 

theory and practice (diagram below). At the beginning of the semester students are divided 

into pairs and select a business to work with. The final deliverable for all 3 courses is a 

comprehensive and tailored marketing plan, with supporting market research which informs 

and guides a live digital marketing campaign.  
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2.2 Funding 

Before the start of the project in 2018, the project was pitched to the Israeli Council for Higher 

Education in order to secure funding.  The project was approved and the funding structure 

includes a fixed sum of 1,000 NIS for each business case. Every pair of students receive the 

money and use it to execute a live digital marketing campaign for the business that they are 

accompanying.  Since its inception, a total of 250 students and 120 small businesses have 

taken part.  

2.3 Recruitment and Collaboration Process with Small Businesses 

At the beginning of the project, small businesses in the area that were identified as having 

digital marketing needs were contacted by the project coordinator who evaluated their 

compatibility and invited them to take part. The students could then select from this pool 

according to their interest.  

In the framework of the academic program, the students were guided to analyze the various 

businesses and their marketing models and devise a tailor-made marketing plan. It is 

important to note that the service provided by the students was not universal but rather 

customized to fit the specific needs and objectives of the given business and supervised by 

the course professors. This process requires close collaboration between the professors of 

the 3 courses. After the students had conducted their in-depth analysis, they received the 

digital campaign budget and set it in motion.   

Recruiting business owners for the project was initially quite challenging, but over a relatively 

short period of time, and thanks to the impact the students were making with their digital 

marketing campaigns, the ‘word was out’ and business owners started showing increased  

interest. Nowadays, they practically ‘stand in line’ to join. The college now holds an event 

before the start of the semester, where business owners are invited to pitch their business 

and students can choose with whom they would like to work, following a fun, ‘spin-date’ kind 

of interaction.   

 

2.4 The Student Experience 

Since the launch of the program, students have been reporting higher overall satisfaction in 

their teaching evaluations from the 3 courses. At first, they seem to be slightly overwhelmed 

with the scope of the final project, the fact that they have to coordinate between 3 different 

courses and the professional relationship they need to establish and maintain with the 

business owners. With time however, they demonstrate a deeper understanding of  

theoretical concepts and have a far better holistic view of the entire process. Moreover, they 

report a greater sense of accomplishment after having worked with a ‘real-life’ business, 

which they can add to their portfolio, LinkedIn page and CV, altogether feeling more confident 
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and prepared to pursue their marketing careers. In some cases, students reported 

communication difficulties with business owners, as the latter were underprepared and not 

as willing to be available for the students and be cooperative according to the students’ 

academic commitments. In such cases, the project coordinator and course professors 

intervene and provide the necessary support for the students.   
 

2.4 The Teacher Experience 

This program introduces a nontraditional academic teaching experience for teachers and 

generally comes with a bigger than usual workload. The professors need to be continuously 

synchronized with their teaching materials, grading assignments, and handling unpredictable 

issues. Being ‘on the same page’ for the teachers in this program means regular and frequent 

curriculum discussions and many individual support hours for students who have burning 

questions as they interact with business owners. The professors do not merely teach but 

actually provide a mentorship-like service for the students. Despite these challenges, the 

teachers in this program report that they enjoy the group work, a fact which breaks the 

otherwise solitary experience they normally have. Most importantly, they are unanimous 

regarding the added value of ‘stepping outside the classroom’ and providing students with an 

advanced, realistic and complicated environment to put theory into practice. They claim that 

this kind of teaching and learning process keeps everyone involved, curious and ‘on their feet’, 

and significantly improves student engagement levels.  
 

2.5 The Business Owner Experience 

Before joining the project, business owners are informed about the unique nature of this 

collaboration, emphasizing that they will be working with students who are committed to 

academic timelines and therefore need their continuous cooperation. They are also reassured 

regarding the involvement of the course professors, who are responsible for supporting the 

students and committed to making a meaningful impact. Moreover, they are encouraged to 

take an active part in attending an end-of-semester event where students present their 

marketing campaigns. The business owners can benefit from networking with the extended 

business community in the area and maintain an ongoing relationship with the academic 

institution in order to increase their networking options, and access to updated digital 

marketing practices which they can implement. Following are two examples of businesses 

who participated in the project: 

 

Raviolon  
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Raviolon specializes in making hand made quality pasta. When students started 

working with this business, they conducted a market survey among potential 

customers and together with  the owner, determined the marketing goals. Those 

focused on raising awareness and exposure of the business in the area, creating special 

sales events and formulating appropriate marketing messages. The students launched 

a digital marketing campaign with the goal of re-branding the business, built a 

website, created business pages on social media platforms and started a paid Google 

Ads program. Following these actions, the students conducted an analysis using digital 

analysis and tracking tools, showing that exposure to the business had grown 

significantly.  

 

Patagonia Restaurant 

Patagonia is a restaurant specializing in Argentinian cuisine. In this case students 

conducted a market survey among potential customers, which revealed that the 

exposure of the business to a younger clientele (20-30) was relatively low and that the 

fact that the restaurant is only open on weekends significantly reduced its revenue 

stream. Collaborating with the business owner, the students prepared a marketing 

campaign to increase exposure among the younger crowd. They formulated marketing 

messages to communicate effectively to the selected target audience and chose to 

promote them on social media platforms such as Instagram, where this age group is 

more active. This proved effective as the analysis showed increased exposure and the 

business owner reported on a trend of younger customers dining at the restaurant. 
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Discussion Questions 

 

1. Opening lead question: Is there any substantial social or business impact in this case? 

2. Can you define the areas of imapct? 

3. Having defined areas of impact, how would you suggest measuring them? 

4. To what extent is this project sustainable: 

a. Given the limited financial investment which is available 

b. Given the limited number of small businessses in the area 

5. How would you suggest improving the project in terms of: 

a. Increasing social impact 

b. Increasing business impact 

c. Strengthening the academic experience 

6. Is the model of the project scalable to other academic disicplines/institutions/regions? 
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