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1 Syncapse 2 – Teaching Note 

________________________________________________________________________________________________ 

Conor Vibert developed this teaching note to guide the use of the multimedia case entitled Syncapse 2 for instructional purposes.  

It is not the purpose of this material to serve as an illustration of how to effectively or ineffectively address a managerial situation.   

 
Copyright @ 2014, Acadia International Executive Insight Series  

______________________________________________________________________ 
 

SUMMARY  
 
Martin Suter, Senior Vice President for New York based Syncapse, a social media marketing firm is 
helping to oversee the firm’s switch from a service centric business to a technology business.  At the top 
of his mind is what target customer the firm should pursue in terms of its major marketing thrust. Advice 
is being sought as to how to proceed in resolving this real life issue. Students are offered access to a set of 
transcribed video clips that outline the issue and its cause along with providing context for the issue.  In 
order to arrive at alternative solutions and justify their choice of a solution, students are expected to use 
sources of information not found in the case. 
 
 

KEYWORDS  

 

• Social Media, Target Customer 
 
 

CASENET VIDEOS 

 

Each video in this multimedia case features a segment of an interview with one of the organization’s key 
decision makers. The videos describe: 

1. the Issue facing the individual or organization 
2. the Cause of the issue 
3. Background information for the individual, organization and industry 
4. Alternatives for addressing the issue 
5. A suggested Solution and justification 

 
Transcriptions for each video are also available.  Students may not access the Alternatives and Solution 
videos or transcripts. 
 
 
OBJECTIVES FOR TEACHING 

 

There are a number of instructional objectives for this case.  
 

• To enhance the decision making skills of students by having them address a real life issue faced 
by managers of Canadian or international companies.       

• To provide students with a brief introduction to the social media marketing 

• To offer students an opportunity to analyze a situation using concepts that illustrate the choice of 
a target customer 

 

 
1 The Author wishes to thank Martin Suter for his support of this project. At Acadia University, thanks are in order for Dave 

Sheehan.   
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POSSIBLE TEACHING STRATEGY 
 

This case is ideal for in-class case analysis or as an assignment. Assuming an 80 minute class, here is an 
approximate class schedule: 
 

Time 
(minutes) 

Task 

5 Introduce case and divide students into groups. 

15 Students view Background case videos and make notes. 
5 Instructor plays the Issue and Cause clip(s). 

25 Students identify alternatives, a solution and rationale. 
20 Instructor guides a discussion around alternatives, solution and rationale. 

10 Instructor plays the Alternatives and Solution clips.  
 
If the case is used as an assignment, the instructor may want to focus assessment on: 

1) Decision-making process. The instructor would evaluate writing style, appropriateness of 
information sources, alternatives, solution and rationale. This approach recognizes that the 
alternatives and solutions offered in the case are not necessarily optimal, and other choices may 
be equally effective. Students can be rewarded for their selection of decision making approaches, 
analytical frameworks and cited reference material. 

2) Outcomes. The instructor would evaluate how closely student responses match those offered in 
the Alternatives and Solution video clips. Or, the instructor could use the insight of an existing 
research paper or analytical framework as the basis for judging outcomes. 

3) A combination of process and outcome. The instructor may apportion the grade between 
process and outcomes.       

  
 

POSSIBLE QUESTIONS FOR ASSIGNMENTS 

 

Students can be asked to identify a set of alternatives to address the issue outlined in the case, a solution 
and rationale. Other questions that will help students prepare for their case analysis include:   
 

• What are some different pricing models available to online businesses? 

• What are typical services offered by enterprise social media service providers? 

• What types of organization purchase the service offerings of enterprise social media service 
providers? 

 
CASE ANALYSIS 

Issue:   The Issue and Cause video clips outline the problem or challenge of the case.  

Hi my name is Martin Suter and I am Senior Vice President Corporate Development at 

Syncapse.  My issue is around our target customer.  If you look at brands, B to C customers. 
Business to consumer type companies.   There is a wide spectrum. You have companies like 
Coca Cola with hundreds of brands operating in hundreds of companies and a significant 

marketing budget. You have regional brands. Tim Hortons would be an example in Canada. It is 
a very strong brand.  It is a well recognized brand operating primarily in a single country.  Then 
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you would have more local brands as well with limited marketing budgets but desirous of 
leveraging social media to reach their customer base. 

 

Analysis: 

To start their analysis of the case, students should view the Background video clips.  These clips should 
help students grasp the following points or case facts.   

• Syncapse provides enterprise social media management services 

• Syncapse is Canadian parent company with subsidiary companies in the US, UK, and most 
recently India when it acquired a business in 2012 called Clickable  

• Barriers to entry are very low given that the APIs or application interfaces are published 
and available from Facebook and Twitter and YouTube and are fairly widely available 

• Companies in this industry compete on price, domain expertise and technology 

• Government regulation is a worry because companies like Syncapse publish Personally 
Identifiable Information (PII).  

Researching information sources other than the content of the cases should enable students to garner the 
following insights: 

• For advertising and marketing firms in Canada, salaries, wages, and benefits are the largest expense 
factor as of 2012 (Stats Canada). 

• A 2012 survey shows that 82.5 % of advertising and related services were profitable (Industry 
Canada). 

• Canadians 18+ spend at least 7 hours a day with media; 47% watching video, 20% browsing the 
internet (Canadian Marketing Organization). 

• App usage represents roughly 80% of time used on mobile devices (Michael Oliveira) 

Effort focused on research coupled with analysis should enable students to present a series of options.  
These can be compared to the options offered by the interviewee which are also summarized below and 
found in the Alternatives video clip. 

• So really the alternatives lie on a spectrum. At one end you have individuals. These are 
also mom and pop businesses that are looking to leverage social media.  Then you have 
regional brands that may operate in one or a few countries with one or a few brands. Then 
you have the massively complex global brand marketers that are marketing multiple 

brands under the umbrella.  
. 

 
The Solutions video clip offers the interviewees’ solution to the issue along with a rationale.  Highlighted 
below, this can be compared to the student response and explanation. 
 

• Syncapse opted to go after the largest enterprise companies in the world. We felt that we 
were able to retain our pricing model, a premium pricing model in that category.  We also 
felt that were able to differentiate our product by solving the problems of the world’s 
most complex brand marketers. We could also upsell those customers with a rich set of 
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services to help them manage social media on a global scale. We opted not to go after the 
mid-market customer. Our cost of sales is significant. For us a customer that tis driving 

mid-five figures annually in software as a service revenue.  We felt it was difficult for us 
to scale and try to support that business.  For us, the mom and pop business were just not 

an option for us as an enterprise company. We opted to stay focused on the world’s 
largest brands. 

 

 
SUGGESTED COURSES 
 

We suggest that this case would be suitable for a number of courses. These courses include: 
 

• Marketing 

• Strategy 

• Management 
 
ADDITIONAL RESEARCH 
 

The case offers students opportunities to undertake interesting additional research.  
 
Students may want to delve deeper into how managers make decisions. Classic approaches to decision 
making include works by Cyert and March (1963) and Tversky and Kahnemann (1974).     
 
Students interested in learning more about the industry in general might make use of numerous online 
information sources some of which are noted below.  
 

• Direct Marketing Association http://www.directmac.org/ U.S.  Industry Association for Direct 
Marketers 

• Pew Research Centre http://www.pewinternet.org/ Statistics on how Americans use the internet 

• Plunkett Research, http://www.plunkettresearch.com/industries/advertising-branding-industry-
market-research/. Industry overview of the Advertising, Branding and Market Research industries 

• Smart Insights.  http://www.smartinsights.com/marketplace-analysis/customer-analysis/digital-
marketing-statistics-sources/ Sources for digital marketing statistics 

• Social Media Examiner.com 
http://www.socialmediaexaminer.com/SocialMediaMarketingIndustryReport2014.pdf 2014 
Industry Report for Social Media Marketing 

•  

• Statista: The Statistics http://www.statista.com/markets/417/topic/479/advertising-marketing/ 
Statistics on all categories of marketing and advertising in the U.S. and around the world 

 

REFERENCES 

A number of articles, referenced below, offer insight that might help instructors effectively explore this 
case with students. 

• Canadian Marketing Organization. (2015). Marketing Facts – What You Need to Know Now. A 
sneak peek inside marketing facts 2015: what do Canadians do online? Retrieved from: 
http://www.thecma.org/resource/bookstore/marketing-facts-2015 

http://www.directmac.org/
http://www.pewinternet.org/
http://www.plunkettresearch.com/industries/advertising-branding-industry-market-research/
http://www.plunkettresearch.com/industries/advertising-branding-industry-market-research/
http://www.smartinsights.com/marketplace-analysis/customer-analysis/digital-marketing-statistics-sources/
http://www.smartinsights.com/marketplace-analysis/customer-analysis/digital-marketing-statistics-sources/
http://www.socialmediaexaminer.com/SocialMediaMarketingIndustryReport2014.pdf
http://www.statista.com/markets/417/topic/479/advertising-marketing/


Syncapse 2 
 

5 

 

• Industry Canada. (2015). Canadian Industry Statistics. Advertising and related services (naics 
5418) financial performance data. Report details percentage. Profitable vs Non-profitable. 
Retrieved from Industry Canada’s website 
https://www.ic.gc.ca/app/scr/sbms/sbb/cis/financialPerformancehtml?code=5418&lang=eng 

• Oliveira, Michael. (2014). Video and mobile use doubles Canadians’ time spent online, research 
says. The Globe and Mail. Retrieved from 
http://www.theglobeandmail.com/technology/mobile/video-and-mobile-use-doubles-canadians-
time-spent-online-firm-says/article21551994/ 

• Statistics Canada. (2014). Advertising and Related Services. Highlights. Retrieved from Statistics 
Canada website: http://www.statcan.gc.ca/pub/63-257-x/2014001/part-partie1-eng.htm 

 

http://www.statcan.gc.ca/pub/63-257-x/2014001/part-partie1-eng.htm

