


When he entered Cheung Kong’s MBA program last October, 
Shannon Fang never expected his coursework would include 
interviewing race car drivers. But that’s exactly what Fang 

found himself doing this spring as part of a marketing project for global 
tire maker Michelin. 

Fang, who aims to find a job in marketing after graduation, worked 
on behalf of Michelin through an elective course at Cheung Kong called 
Diversified Consulting Projects (DCP). Held for the past two years, the 
highly popular DCP program acts as a mini-internship, putting stu-
dents to work on projects for real companies. Students form three- 
to five-person teams to work on a given company assignment, with 
one professor advising per team. The projects take place over six 

to eight weeks, featuring three weeks 
of intensive full-time student work in the 
middle. 

Fang’s race car interview was part of 
a Michelin-initiated project to investigate 
how young people in China perceive 
car racing. For Michelin, which wanted 
to better understand how to employ car 
racing sponsorships in its promotional 

toolkit, the DCP research fit into a global investigation that 
studied eight other major markets, such as the U.S., India, 
France and Italy, to assess changing attitudes towards 
car racing around the world. 

As part of the research-gathering process, Fang’s 
team ended up conducting interviews about car rac-
ing in China with over a dozen young people and 19 
industry experts. They organized focus groups with 
another 18 people. 
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“It was the first time I’d had the chance to do marketing research,” 
says Fang, who served as leader of the DCP Michelin team. “We’d 
learned about marketing from lectures, but DCP really offered us a 
chance to apply what we learned in textbooks.”

For classmate Deng Fei, team leader for a separate project for Chi-
nese budget hotel chain Hanting, DCP provided a chance to integrate 

what she’d already learned in 
class about everything from 
customer relationship manage-
ment and branding to market-
ing research. 

Her team’s assignment: help 
Hanting understand the profile 
of customers who frequented 

Hanting Express, the mid-priced option of its three hotel brands. To do 
so, the team dived deep into two years’ worth of records on patrons with 
hotel membership cards, even devising a formula to figure out which 
kinds of customers had spent the most money over time. (Chen Yuxin, a 
visiting professor of marketing from Kellogg, advised the team on some 
of the technicalities of the formula). Based on its findings about custom-
ers and on a comparison between Hanting Express and similar-priced 
rivals, the Hanting team brainstormed a list of marketing recommenda-
tions on how to highlight the hotel’s advantages over the competition. 

Like her classmate Fang, Deng says the hands-on marketing ex-
perience was highly valuable, especially since her goal is to get a 
marketing job after school. 

The DCP program offers a richer, more nuanced experience 
than it would be possible for MBA students to obtain through class-
room study alone, says Assistant Marketing Professor Jing Bing, 
who has advised DCP teams for the past two years. “In some of 
the MBA courses, Cheung Kong students work in teams, but the 
scale and scope of those projects are more limited. These are 
very serious consulting projects, and companies take them 
seriously.”

Granted, the projects also show how difficult it can be 
to translate classroom certainties into real life. For example, 
sending out a questionnaire seemed relatively simple, but 
doing quantitative analysis on it was “not as easy as we 
had expected,” Fang admits. 

But despite running into the odd sticking point along 

“We’d learned about marketing 
from lectures, but DCP really of-
fered us a chance to apply what 
we learned in textbooks.” – Shan-
non Fang, MBA ‘09



the way, the Michelin team’s final presentation received a big thumbs-up 
from Maggie Zheng, Michelin’s China recruiting manager and corporate 
coordinator for DCP. “They did a great job,” she says, adding that Michelin 
expects to take part in DCP again next year. “We gave them a methodol-
ogy and timeline, but they didn’t just follow those basic steps. They gave 
us new ideas.” 

Case in point: Michelin’s French headquarters had initially requested 
that the research projects in all nine countries focus their questions on peo-
ple aged 15 to 30. But the Cheung Kong DCP team pointed out that that 
trying to reach people at the younger end of the range wouldn’t make 
sense in China, where high schoolers preparing for grueling college en-
trance exams have little time to pay attention to anything outside of study. 
The DCP team convinced Michelin that, 
for the China market, it would be best to 
tweak the interviewee age range up-
wards to ages 20 to 35.

Not only have companies generally 
been satisfied with the quality of DCP 
presentations, but they’ve found it a 
highly cost-effective way to outsource 
consulting work.

“If we let some consulting firm do this, 
it would have cost a lot of money,” says 
Michelin’s Zheng. 

According to Joseph Li, senior man-
ager at Cheung Kong’s career manage-
ment center, companies that take part 
in DCP typically only provide a nominal 
per-student stipend (around 2000 to 3000 renminbi) and cover out-of-
pocket expenses like cabs, while Cheung Kong subsidizes the cost of pro-
fessors’ time. 

The next step in the evolution of the two-year old program, Li says, will 
be to invite business schools from other countries to take part in DCP so 
students can form cross-border consulting teams for corporate projects. 
Students from other MBA programs could communicate with Cheung Kong 
MBAs through instant message or email initially, then fly to Beijing for the 
most intensive three-week period of the projects. 

“We want to work with other business schools to tackle global chal-
lenges, so students on both sides could have a multicultural experience,” 
says Li. 

SAMPLE DCP PROJECTS: 
•  create a business plan for a 
startup or new investment
• conduct due diligence on a 
potential acquisition
• research international ex-
pansion or sourcing opportu-
nities
• study financing structure and 
alternative financing options
• create a marketing plan for 
a new or existing product.
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