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[A short video of Chris MacDonald welcoming students to the lesson]

Slide 5 - Another example
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What is critical thinking? 

Critical thinking is the systematic evaluation or formulation of beliefs or statements by rational standards. 

Rational standards means thinking about the reasons that you can give for particular believes or statements. 

So another way of thinking of it is that critical thinking is the study of clear and unclear thinking.

Slide 6 - Why is Critical Thinking important to Marketing?
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Why is critical thinking important to marketing in particular?

Well, marketing is very roughly, and there are lots and lots of different definitions of marketing, but marketing is very roughly the promotion of a product or service to customers. 

So a marketing strategy might include activities, such as choosing target markets, assessing consumer behavior, advertising, just to name a few. 

So it's important to be able to critically analyze what are the best methods, of what the best methods are to develop a marketing strategy. 

Slide 7 - Accountants need to think critically about questions like...
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So, in practice, marketing professionals need to be able to think critically in order to do their jobs about questions like, how do I identify my target audience?

Does this design suit our campaign? What's the best price point for this product? Where could we expand our market to? What are we trying to say with this ad slogan? How might this new data affect what our marketing strategy should be?

Slide 8 - The Challenge of Critical Thinking 
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So, the challenge of critical thinking is this, can we reason our way toward better answers to these important questions?

Or, at the very least, can we become more aware of the challenges?

Slide 9 - Self Test 1
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What is critical thinking?

A) The evaluation of beliefs according to their alignment with corporate needs.

B) The systematic evaluation or formulation of beliefs, or statements, by rational standards.

C) The process of thinking up criticisms.

D) The assessment of which elements of a marketing strategy are critical to its success.

What is your answer?

The correct answer is: the systematic evaluation or formulation of beliefs, or statements, by rational standards.

Slide 10 - Video Vignette1
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Watch the following video:

Critical Thinking: Module 7 - Vignette 1
Slide 11 - Think about what you just saw.
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Think about what you just saw. If you were in charge of this campaign, would you be comfortable proceeding? Why or why not? 

Slide 12 - If we’re thinking critically…
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If we were thinking critically, we don't just accept answers just because they're given to us. We only accept an answer if its backed by good reasons presented in the form of a strong argument. 

Slide 13 - What is an Argument?
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Well, what is an argument? In critical thinking terms, an argument is not a debate, it's not two people yelling at each other or even disagreeing with each other.

An argument is a term used by critical thinkers to describe the process of organizing interrelated claims that are designed to convince an audience to accept a point of view. 

Slide 14 – Critical Thinking and Making Decisions about Budgets
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So, here's an example. Think about critically thinking and making decisions about budgets. 

One of the challenges for marketing professionals is to determine the best way to promote products with the budget available.

So, you might have to deal with a situation where the budget for our campaign needs to be cut.

How would you adjust, what changes would you decide to make, and why?

Slide 15 – How would you trim spending?
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So how would you trim spending for a, a marketing campaign?

Would you hire interns to replace more expensive workers? Would you hold fewer promotional events? Would you reduce the amount of research you're doing?

Would you shift your focus to cheaper social media? Would you cut staff? Are all of these equally good ideas?

Are they equally good in all situations? Probably not, you need to evaluate them critically. 

You might look at various sources of data, including internal receipts, bank statements,

 accounts receivable, financial obligations, and valuations of properties.

You need to ask yourself, "Are all of these sources equally reliable?"

Slide 16 - Imagine your conclusion is…
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So imagine, for example, in your, in, that in this situation your conclusion is this. In order to save money we need to cut staff.

Okay. Maybe that's the best solution. But if so, why? Well, here's what it would look like to provide some reasons for that conclusion. 

Let's say perhaps we were overstaffed already, that's one kind of reason. Maybe most of the work is done on the campaign already. 

Maybe our core team members are energetic and don't mind working long hours to make up for it. 

So, these are various reasons that would help support the conclusion that we need to cut staff. 

And so your boss or a co-worker or your team might say, ah, okay, I see now. Now I see why you think that the right solution is to cut staff.

Slide 17 - Imagine your conclusion is…
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On the other hand, imagine that your conclusion is, instead, that we need to shift our focus to social media. 

Again, okay, maybe. But why? Well, here are some reasons you might give. Social media is relatively cheap compared to, say, buying ad time on television or in major newspapers. 

Our target audience, perhaps, is on social media. They're young, they're, they're digital, they are engaged in social media, so let's hit them there. 

With social media, we can update our marketing materials on a daily basis. 

Okay, so, we need to shift our focus to social media. Here you've provided some reasons rather than just providing an opinion or a conclusion, you've provided reasons and hopefully you get the right response, okay, I get it. 

Slide 18 - The key: How do you make your decisions?
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The key here is how do you make your decisions?

Each option needs to be evaluated and not all options are equally good. When it comes to evaluating options, of course these options should be backed by good reasons. 

Experience helps, judgement, professional judgement certainly matters, and critical thinking is essential. 

The key is evaluating information sources.

Each source of information needs to be evaluated because different sources of information are not all equally good.

Training helps. Judgment matters a lot, but critical thinking is essential.

Slide 19 - Self Test 2
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When we’re thinking critically, we only accept an answer if it is .…

A) …the product of a group decision.

B) …backed by good reasons, presented in a strong argument.

C) …backed by reasons that could be found in a marketing textbook.

D) …consistent with an assessment of our own needs and interests.

What is your answer?

The correct answer is: …backed by good reasons, presented in a strong argument.

Slide 20 - Argument Structures
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Now, the idea of an argument is really central to the idea of critical thinking. 

And arguments are things that have structure, they aren't just fuzzy clusters of ideas. 

If we're thinking critically, we don't accept answers just because they're given to us.

We only accept an answer if it's backed by good reasons presented through strong argument. 

Slide 21 - The two basic parts of an argument are premises and conclusions:
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Now, the two basic parts of an argument are premises and conclusions, and premises are the reasons that are used to convince others to accept the argument's conclusion.

Conclusions are the point or points of view that the arguer is trying, trying to get his or her argument to accept. 

So every argument has to have at least one premise and a conclusion. 

And these are the basic building blocks that make up the structure of an argument.

The two basic components of an argument are premises and conclusions.

The premises of an argument are the reasons that are used to convince others to accept the argument's conclusion.

A conclusion is the point of view that the arguer is trying to get his audience to accept. 

Slide 22 - Argument Structure
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Now, to better see the structure of an argument, we can diagram it. 

Now, in various aspects of life, we draw all kinds of argument, or, we draw all kinds of diagrams for all kinds of reasons. 

There are lots of different kinds of diagrams that we put to different uses, we can also use diagramming to help clarify the structure of an argument, to show how the premises are connected to the conclusion.

Now, there are lots of ways of doing this,

Arguments come in many shapes and sizes, 

and we can start to get a sense of this by learning to draw argument diagrams.

Why argument diagrams?

 Now, let's talk a little bit about argument structure.

Arguments are not just jumbles of ideas. 

Instead, arguments have structure. Consider the following simple argument.

Dogs are great company. Dogs are cute. A dog is a loyal friend. 

All of these lead me to the conclusion that you should get a dog. There's clearly a structure here.

Three reasons given for the same conclusion.

Think about what you just saw.

How do you filter the information that gets reported to you?

How do you decide what to believe and what not to believe? 

On this slide, the student midwife ponders how to provide labour support while balancing other primary care responsibilities.  

This is a typical question students midwives ask themselves when learning to lead primary care.  

What tools do you have in place, or would you like to develop, 

to assist you in juggling the responsibilities of the primary care midwife?

Here I have reproduced an image for one category of a primary care concept map using the sticky note method.  

(This is only one of a number of broad categories that can be linked to primary care.) 

This map was created by grouping sticky notes from the brainstorm activity under a common theme.  

Each note represents a single clinical responsibility related to the monitoring of maternal, fetal or newborn well-being, 

and therefore the broad category is called “Monitoring.” 

These sticky notes are further organized into three distinct groupings to represent the three phases of childbearing, 

“prenatal,” “intrapartum” and “postpartum.” 

The different levels of primary care responsibility are distinguished from one another by varying marker colour, 

writing style, sticky note size, and position on the board.

The “Big Picture” sticky note symbolizing the broad concept of primary care sits on the left side of the board, on its own.  

To its right sits a single, smaller note showing the word “Monitoring.” 

The position of the “Monitoring” note next to the “Big Picture” symbolizes its more narrow focus as one element of primary care. 

To the right of “Monitoring” sit the three smaller sticky notes for “prenatal”, “intrapartum,” and “postpartum” that appear in lower case.  

These notes represent headings to organize and categorize the discrete skills that are written on the smallest sticky notes 

to convey their position as small parts that make up the monitoring responsibility of primary care. 

I have connected two monitoring responsibilities that overlap in intrapartum and postpartum care with red arrows.

Remember this map is the result of a brainstorming activity, both in terms of content and structure.  

It may not encompass all of the monitoring responsibilities as you envision them.  

Your map may look very different from this one.  And of course, a full map would be more comprehensive,

with other broad categories with their own discrete components that are linked to the central, big picture concept of primary care.

(If you have not yet tried the concept mapping activity, pause this presentation now and give it a try.  

Building your own model for primary midwifery care, even a rough one, 

can be an informative and supportive step in your clinical learning process

and as you refine it, it can become a useful tool to refer to in the clinical setting.)

When you are done, describe your concept map.  

What method did you use and why?  What categories did you identify?  

How do you think this type of model could be useful to your clinical learning or clinical practice?

Here I have taken an image of the human resources tables where midwives are listed.  

Clearly the Provincial Council for Maternal and Child Health provides an alternate vision for where midwives fit in the Ontario health care system. 

The Council sees midwives as integral primary care providers for low risk care, on par with family physicians.  

As this slide shows, the midwife and the family physician are both identified as the MRP, or most responsible provider, for Level 1a hospitals for maternal care, that is those with limited caesarean section capacity,

 and for Level 1 hospitals for newborns, that is those with both limited and comprehensive capacity for caesarean section.  

Midwives are also recognized as maternity care providers in facilities with more advanced levels of care where specialist physicians symbolize the minimum human resource standard.  

To understand more fully how midwives are defined as primary care professionals in Ontario, we must turn to midwifery organizations, both within and outside Ontario.
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Slide 23 - One simple argument diagramming method
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here's one simple diagramming method. If you want to diagram an argument, either your argument or an argument someone else is putting forward, try it like this. 

Use squares to represent the reasons, the premises of the argument, use arrows to show the flow of logic from reasons to conclusion, from premises to conclusion, and then use circles to represent, to represent the conclusion, the main point.  Now, here's a simple example.

Let's do that by looking at one simple argument diagramming method. 

There are lots of different ways of diagramming arguments, but this is the one we'll focus on here. 

 We'll use squares to represent your premises.

So for every reason, every premise given in the argument, you'll draw a square.

We'll use arrows to show the flow of logic and we'll use a circle to represent the argument's conclusion, its main point. Let's look at an example.

Slide 24 - A simple argument diagram
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Imagine the argument is this, Radia's last three campaigns have resulted in higher sales, therefore, here's the conclusion, she should be promoted. That's the thing I'm trying to convince you of. She should be promoted. So, how do we go about diagramming this? Well, let's start by underlining the conclusion, because that's really important. We want to emphasize what the main point of this argument is, and let's number the different statements that make up this argument. There's statement number one, Radia's last three campaigns have resulted in higher sales.  And statement number two, therefore, she should be promoted. And we would diagram the argument like this, we put the conclusion, two, at the bottom of the page in a circle because the conclusion is always in a circle, and we put the reason, or premise, number one, at the top of the page, and we connect them with an arrow, to show the flow of logic. One is flowing into two. If we start from one, we start with that as our starting point, we flow to the conclusion, it leads us, as the arrow literally shows you, leads us to the conclusion that she should be promoted. 
Slide 25 - Slightly more complex
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Here's a slightly more complex example.

We try to expand, we manage to expand their market, and we accomplish this without a budget increase. 

I think they will rehire us to design their next campaign. 

So the conclusion here is I think they will rehire us to design their next campaign.

Number the parts of the argument, number the premises and the conclusion, and then diagram it like this, a circle at the bottom for the conclusion, and then a square representing premise number one, we managed to expand their market, and another square representing premise two, we did this without a budget increase. 

this argument has two premises leading to a conclusion.

But why bother? What's the point of this? What's the purpose of drawing an argument diagram?

Slide 26 - Argument Diagrams are useful to...
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Well, argument diagrams are useful in lots of ways. They can be useful to help us explain our point, to simplify and clarify what we're trying to say, or, in some cases, to demonstrate the complexity of an argument, to show our audience just how many working parts this argument has. It can also be used to identify weaknesses or to identify strengths. Let me show you how. Here's an example of an argument with a conclusion and a premise leading to it, and then two other premises working together, that's what the line under 2 and 3 suggests, is that 2 and 3 are working together to support 4. Now, I said that an argument diagram to help to show the strength of an argument. Well imagine that number one, whatever premise number one is, what if someone convinces me that it's not true. So we X it out, we scratch it out, we say, look, number one is not true. One of the strengths of this argument is what's left. Diagramming this argument shows that even if we lose premise one, we still have the combined force of premises two and three to rely on, that's an interesting point. A diagram can also show the weaknesses of an argument. In this argument look how premises two and three are working together. The fact that they're working together means that if someone convinces me that the logic, that the flow of reasoning from two and three to four doesn't work if two and three together, even if they're true, are insufficient to support four, that means that two and three become useless.

So the way that they work together means support, working through a single flow of logic means that I see the weakness of that half of the argument. 

Slide 27 - If you want to persuade…
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So the key here is really this, if you want to be able to persuade, either your customers or your clients or your boss or your team, you need to be clear about your own reasons and the argument that strings them together. 

Slide 28 - Self Test 3
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Diagraming an argument can help us to…

A) …explain our point.

B) …demonstrate the complexity of an argument.

C) …identify weaknesses in an argument.

D) All of the above.

What’s your answer?
The correct answer is: all of the above.

Slide 29 - Critical Thinking is the Study of Good Reasoning
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Now, as we've already said, critical thinking is the study of good reasoning. 

And good reasoning requires that marketing professionals avoid certain well-known errors of reasoning. 

Slide 30 - Argumentative Fallacies
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Let's start by looking at what are called argumentative fallacies. 

Now fallacies are types of arguments that are, that are not just bad but so common that we've actually named them.

Now let's look at a few.

Slide 31 - Argumentative Fallacy #1
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Argumentative fallacy number one, the first that we'll look at is what is known as the straw man argument.

A straw man argument is when an arguer holds up a distorted or foolish or weakened version of an opponent's argument, and then, quote unquote, destroys that argument with criticism.

Now the error here is that a straw man argument is off target. 

It's effectively off topic. 

It doesn't get to the real issue. 

Watch this next scenario for an example. 

Slide 32 - Video Vignette 2
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Watch the following video:

Critical Thinking: Module 7 - Vignette 2
Slide 33 - Think about what you just saw.
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Think about what you just saw. 

Do you think the new slogan that was being proposed was an accurate representation of the competition's campaign? 

How did this proposed response distort the original message?

Now this is an example of bad reasoning. 

But, of course, it might work, as an advertising campaign, it might prove convincing to at least some people, but what would you think of it as a consumer who was capable of thinking critically.

Slide 34 - Argumentative Fallacy 2: False Dilemmas
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Let's look at another argumentative fallacy, namely the false dilemma.

Now a false dilemma occurs when an arguer tries to convince their audience that a particular situation that involves a choice between two and only two options. 

The error here is that most real choices actually present more than one alternative, more than one option. 

Here's an example. 

Slide 35 - Argumentative Fallacy #2: False Dilemmas
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After preparing a wide range of marketing options, and giving them to her sales and advertising manager, including print, social media, and several hybrid approaches, Sheila is surprised when the manager decides to only present two of the strategies to the board. 

The manager tells the board that they have to build a campaign through print, media, or social media.

We have no other options. But, of course, we know that's not right. 

The manager has presented a false dilemma. 

Slide 36 - Argumentative Fallacy 3: Arguments from Popularity
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The third argumentative fallacy that we'll look at here is known as the argument from popularity. 

An argument from popularity is the mistake of concluding that something is true simply because it is popular.

Simply because lots of people believe it. 

The error here is pretty obvious. 

Common beliefs are often not true, just because it's common doesn't mean that it's true. 

Slide 37 - Argumentative Fallacy 3: Arguments from Popularity
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Here's an example.

Darnell is an intern who has been asked to brainstorm some campaigns to sell backpacks. 

Knowing that the majority of people who use those backpacks are students, he sketches a series of ads that involve attractive, young people flirting with each other while carrying the packs. 

When his manager asks him to explain his thought process for the campaign, he responds, everybody knows that sex sells,

so images of young people flirting while using our product will draw attention to, and build our brand.

Well, it might be true, but lots of people thinking that sex sells doesn't make it true.

It might or might not be true, and you need to investigate further to figure out whether it will be true in this case.

Slide 38 - Cognitive Biases
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Now, another entire group of sources of trouble are what are known as cognitive biases and cognitive biases are mental tendencies, usually rooted in some form of intuition, that lead us into errors of judgement or decision, and these are very common and all of us are subject to them. 

They're kind of built into, they're kind of a known weakness in human reasoning. 

They affect everyone and let's look at some of them.

Slide 39 - Cognitive Bias 1: Confirmation Bias
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Now the first cognitive bias I want to talk about is what's known as confirmation bias. 

Confirmation bias is the dangerous tendency that we all have to look for and to focus on attention that confirms our prior beliefs.

And to ignore evidence that might tend to point in a different direction. 

Here's an example. 

Slide 40 - Cognitive Bias 1: Confirmation Bias
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From the beginning, Monica is worried that her modern marketing strategies won't be appreciated at her new job. Discussing one of her accounts, she tells her marketing manager about how to take advantage of new dynamic models that measure search engine hits. 

When her manager responds that the majority of the clients would be for the account are seniors who respond better to traditional approaches like printed ads or radio,

Monica thinks to herself, I knew this company was too old fashioned and wouldn't listen to my ideas.

In other words, she focuses on the part of the present situation that confirms what she believed going in rather than looking at all of the evidence. 

If the truth is what she, what she wants, then she also needs to search out information and consider information that might disprove that theory that she went in with, that the, that her modern strategies wouldn't be appreciated in the new job. 

Slide 41 - Cognitive Bias 1: False Consensus
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Now the second cognitive bias that we'll talk about is what's known as a false consensus, and this is very common, a very important one. 

False consensus is the tendency we all have to overestimate the extent to which other people agree with our own point of view.

In other words, when we think about our own point of view and think about what other people think, 

we have a tendency to assume that either people think the same thing as we do, even without evidence that they do. 

Here's an example.

Slide 42 - Cognitive Bias 2: False Consensus
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When the time comes to set a price for a new app that the company's owner thinks is vastly superior to the competition, he tells the recently-hired marketing manager and senior sales rep to charge 30 percent more for it as a premium product. 

Even though they both fear that this price will put the app out of the market, they want to be seen as team players and are too intimidated to disagree, so they keep quiet. 

After they both keep quiet about their worries, the owner's confidence in the strategy grows and she proceeds with a decision to release the app at inflated prices. 

The point here is that good leaders actively seek out disagreement rather than just assuming that everyone agrees with them. 

Slide 43 - Cognitive Bias 3: Framing Effect
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The third bias that I want to look at is known, what's known as the framing effect

and the framing effect leads us to arrive at different conclusions about a given situation based solely on how the situation is described or framed. 

Here's an example.

Slide 44 - Cognitive Bias 3: Framing Effect

[image: image42.jpg]Cognitive Bias 3:
Framing Effect

The same thing said 2 different ways might influence our thinking in 2 very
different ways.

odi2 T — Critical Thinking for Business and Beyond:
MANAZMENT DEIRM 1 | LEADERSHIP CENTRE IF_’?;s_othi.s ag(':;l’;:lgkgﬁ IIZ? Marketing




Slide notes

imagine that market analysis reveals that of Canadian luxury car drivers, 97.3 percent of

survey respondents would say they wouldn't consider buying a car with the driver's side on the right of the vehicle. 

Now, Leighton, a luxury car importer, decides based on this number not to consider important English cars because they have the steering wheel on the right side of the vehicle.

But one of his competitors, however, does the math and realizes that while 97.3 say they wouldn't buy it, the remaining 2.7 percent 

represents a significant number of potential customers, let's say 12 hundred, and as a result is able to corner this part of the market.

The result is a huge profit. 

So, how you frame the question matters a lot. 

The same things said in two different ways might influence our thinking in two very different ways. 

Slide 45 - What you need to know:
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Here's what you really need to know.

Cognitive biases are powerful, pervasive, that is they're very common, they affect all of us, and they hard to overcome, but being aware of them in yourself and in others is a very good start. 

Here's what you need to know about cognitive biases.

Cognitive biases are powerful, they are pervasive -- that is, they effect all of us -- and they are hard to overcome.

But being aware of them in yourself and in others is a very good start.

Slide 46 - Self Test 4
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False consensus is the tendency we all have to…

A) …agree with false statements.

B) …overestimate the extent to which other people agree with us.

C) …accept false statements based on group agreement

D) …deny claims that are not grounded in consensus or agreement.

What is your answer?
The correct answer is: …overestimate the extent to which other people agree with us.

[Slide 47 – Quiz results omitted]
Slide 48 - Food for thought…
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Here's some food for thought. 

Why do you think it's important to think critically about the reasons behind your own marketing ideas before trying to convince someone else on your team?

In what kinds of situations, as a marketing professional, might the argument you're making be important enough that you would try to diagram it, either for your own benefit or to help someone else understand it better.

Slide 49 - Conclusion
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[A short video of Chris MacDonald concluding the lesson]

Slide 50 - For more info on these topics
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For more info on these topics, check out these online resources:

Cognitive Bias (Wikipedia)
Fallacy (Wikipedia)
Critical Thinking for Business (blog)
The Power of Critical Thinking, Canadian Edition, by Lewis Vaughn and Chris MacDonald.
Slide 51 - Credits

[image: image48.jpg]Credits

Module Author: Chris MacDonald, Ph.D. Director, Ted Rogers Leadership Centre, Ryerson
University

Developmental Editor: Andrew Willis, MA, MBA, Ryerson University

e-learning Support: Nancy Walton, Director, and Carly Basian, Research Assistant,

Office of e-learning, Ryerson University

Instructional Designers: Marybeth Burriss and Vince Cifani, Digital Educational Strategies, G.
Raymond Chang School of Continuing Education, Ryerson University

Graphic Design: Chris Gostling, Momentum Visual

Audio/Video Production: John Hajdu, Multimedia Author/Production Consultant, Digital Media
Projects Office, Ryerson University, and Meera Balendran, Student and Alex Basso, Student,
New Media, Image Arts, Ryerson University

Sketch Scripts by:Chris MacDonald & Andrew Willis

Sketch Actors: Asha Arabia, Tara Baxendale, Jerome Bourgault, Aris Tyros

Course Development: Lonespark Inc.

Funding for this project was provided by: The Ministry of Training Colleges and Universities
(MTCU) ©2014-2015 Shared Online Course Fund

© 2015 Chris MacDonald, Ryerson University. “Critical Thinking in Marketing” is made
available for public use under a Creative Commons Attribution-NonCommercial-NoDerivs (CC
BY-NC-ND) license.

odi2 Critical Thinking for Business and Beyond:
i TED ROGERS Lesson 7: “Critical Thinking in Marketing”

RaslbllSl prof Chris MacDonald, Ph.D.




Slide notes

Module Author: Chris MacDonald, Ph.D. Director, Ted Rogers Leadership Centre, Ryerson University

Developmental Editor: Andrew Willis, MA, MBA, Ryerson University 

e-learning Support: Nancy Walton, Director, and Carly Basian, Research Assistant, 

Office of e-learning, Ryerson University

Instructional Designers: Marybeth Burriss and Vince Cifani, Digital Educational Strategies, G. Raymond Chang School of Continuing Education, Ryerson University

Graphic Design: Chris Gostling, Momentum Visual

Audio/Video Production: John Hajdu, Multimedia Author/Production Consultant, Digital Media Projects Office, Ryerson University, and Meera Balendran, Student and Alex Basso, Student, New Media, Image Arts, Ryerson University

Sketch Scripts by:Chris MacDonald & Andrew Willis

Sketch Actors: Asha Arabia, Tara Baxendale, Jerome Bourgault, Aris Tyros

Course Development: Lonespark Inc.

Funding for this project was provided by: The Ministry of Training Colleges and Universities (MTCU) © 2014-2015 Shared Online Course Fund

© 2015 Chris MacDonald, Ryerson University. “Critical Thinking in Marketing”  is made available for public use under a Creative Commons Attribution-NonCommercial-NoDerivs (CC BY-NC-ND) license.

Slide 52 - View Certificate

[image: image49.jpg]O -~

QRGO

This is to certify that

R

has completed Lesson 7: “Critical Thinking in Marketing”

August 18, 2015

“CI cal Thlnkmg in Marketing”
Prof. Chris MacDonald, Ph.D.

TED ROGERS
LEADERSHIP CENTRE

PRINT





Slide notes

[Screenshot of a blank Certificate of Completion]

Page 54 of 54

