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The Purpose of this Course Outline

The purpose of this course outline is to give you information about lecture/seminar/class details, assignment details, contact details for teaching staff and information about learning resources.  The aim is to provide sufficient information to enable you to study effectively and to assist you with planning the work involved in assignments so you have adequate time to complete them.  You may find that assignment hand-in dates can fall within a few days of each other, or even on the same days, and hence forward planning is all-important.  One of the functions of this course outline is to help you plan your workload, by giving you sufficient information at the start of your studies.

It is important to realise that the course outline is just one mechanism to help you with your studies and that you need to utilize the full range of support that is available at Malaspina University-College.  You need to read the Student Handbook as well. 

Your main lines of support are as follows:

· Course Professor/Instructor

· Director, MBA Programs

· Dean, Faculty of Management

What is a Learning Outcome?

You will note that this outline specifies “learning outcomes” for this course.  A learning outcome characterizes what it is that you are expected to have learned at the end of the course, if you have successfully completed it.  You will note that the learning outcomes are specified in terms of what knowledge/understanding and skills you will have acquired.  This will then tell you beforehand what the course aims to teach you and what it is that you need to learn in order to succeed.

It is important to realize that the assignments for this course are designed to test your achievement of the stated learning outcomes.

Course Description

This course is designed to develop an understanding about the role of communications in the marketing mix.  The course covers different types of promotional tools, media and methodologies of integrated marketing communication process.  Students will learn an analytical approach to the study of marketing communications including how to integrate all of the marketing communication elements and how this is critical to an organization’s success.

Course Objectives

The major objectives of the course are:

· To introduce students to the principle and basic concept of marketing communication process in a streamlined integrated marketing strategy.

· To provide an understanding of integrated marketing communications (IMC) 


and its influences on other marketing functions and other promotional activities.

· To analyze and evaluate the fast-changing field of advertising and promotion which affects global marketing, society and economy.

· To develop positive communication skills by extending the marketing communication approaches and techniques into effective marketing strategy and programs which are necessary to communicating to target audiences.

Learning Outcomes

(Where: I=Introduced, D=Developed, A=Assessed)

Knowledge and Understanding

Successful students will have a knowledge and understanding of:

· how to develop and understanding of the function of IMC and analyze the role of the IMC practitioner in an organization by applying logical and strategic thinking to solving communication problems (IDA),

Skills and Attributes

Successful students will be able to:

· critically evaluate marketing communications concepts and theory (DA),

· identify and evaluate a range of marketing communications activities (DA), and

· outline key components, features and processes of marketing promotional plans (DA).

Reading Lists

Required:

O’Guinn, T.C., Allen, C.T. and Semenik, R.J. (2006), Advertising and Integrated Brand Promotion, 

4th edition, Thomson South-Western, Ohio. 
Suggested/Supplement Readings

Belch, G.E. and Belch, M.A. (2003), Advertising and Promotion: An Integrated Marketing Communications Perspective, New York: McGraw-Hill/Irwin.

Blair, M., Armstrong, R. and Murphy, M. (2003), The 360 Degree Brand in Asia: Creating More Effective Marketing Communications, Singapore: John Wiley & Son.

Clow, K. E., and Baack, D. (2004), Integrated Advertising, Promotion, and Marketing Communications, 2nd edition, New Jersey: Pearson Prentice Hall

Hulbert, J.M., Capon, N. and Piercy, N. (2003), Total Integrated Marketing: Breaking the Bounds of the Function, New York: Free Press.

Pickton, D. and Broderick, A. (2001), Integrated Marketing Communications, London: Pearson Education.

Schultz, D.E., Tannenbaum, S.I. and Lauterborn, R.F. (1993), Integrated Marketing Communications, Chicago: NTC Publishing Group.

Semenik, R.J. (2002), Promotion and integrated Marketing Communications, Ohio: South-Western Thomson Learning.

Smith, P.R. and Tylor, J. (2002), Marketing Communications: An Integrated Approach, London: Kogan Page. 

Tuckwell, K.J. (2005), Integrated Marketing Communications: Strategic Planning Perspectives, Toronto: Pearson Prentice Hall
In order to find practical examples to help develop strategies and creative communication tactics for the group project and case study, students should also pay regular attention to additional sources, such as The Wall Street Journal, Business Week, Fortune, Forbes, Advertising Age, and television news.

Method of Evaluation 

Instrument & Weighting

1. Essay Assignment – 30%
2. Student Lead Presentation – 20%
3. Marketing Communications Plan – 50%

1. Essay Assignment (30%)

To assess students’ understanding of fundamental communications theory, each student is required to complete one essay assignment, in approximately 1,000 words, on the integrated marketing communications (IMC).  In the essay, students should be able to demonstrate a thorough understanding of a recent revolution from an IMC perspective to an integrated brand promotion (IBP) perspective.  The distinction between IMC and IBP must be addressed in a written essay report.  The report will include a summary of events and issues related to the IMC program, target audiences, and the analysis of advertising and promotional activities that would impact on buyer behaviour.


Due Date: January 30, 2006, 8:30 am

2. Student Lead Presentation (20%) 


The purpose of the assignment is to challenge students to provide a critical thinking skill based on the concept of marketing communications approaches.  Students will be assigned to select an advertisement or a promotional campaign of integrated marketing communications (IMC) or integrated brand promotion (IBP) for a lead seminar and presentation.  This assignment aims to improve your ability of critical thinking and also designed to specifically address: your ability to integrate basic knowledge and skills into marketing communications strategies, your ability to think critically in your discussion of the advertisement or a promotional campaign you choose, and your ability to think creatively in design your presentation and deliver the message to the audiences.



Presentation Schedule: To be announced in class
3. Marketing Communications Plan (50%) 

Students will be assigned to select a product or service and develop a marketing communications plan for it.  The plan, in approximately 2,000 words, should consist of four sections: first, a brief but thorough overview of the current market situation.  Second, the current segmentation, targeting, and positioning strategies.  Third, the recommendations to the media strategy and plan.  Finally, in the fourth section, students should elaborate in the creative strategy which is in line with the communication plan.  Before you start working on the assignment, the chosen product or service must be approved by the instructor.    

Due Date: March 31, 2006, 8:30 am

Schedule of Activities, Topics, Assignments and Readings
	Week beginning:
	Activities/Topics/Assignments:
	Required
Reading:

	Jan. 9
	Introduction to Marketing Communications Strategy

· Course objectives

· Expected outcomes

· Content and assignments

Integrated Marketing Communications (IMC)

Integrated Brand Promotion (IBP)

Communications process and the structure of the advertising industry.


	Chapter 1

	Jan. 16
	Advertising in Business and Society 

· The evaluation of advertising

· Social, ethical, and Regulatory aspects of advertising and marketing communications. 


	Chapters 3-4

	Jan. 23
	Advertising, IBP, and Consumer Behaviour
· Consumer buyer behaviour

· The purchase decision

· Marketing segmentation and positioning

· Advertising planning (international) and cultural barriers

· Advertising plan and its context

· Communications vs. Sales objectives


	Chapter 5

	Jan. 30
01/30/2006
	Market Segmentation, Positioning, and the Value Proposition
· Identifying market segments

· The positioning & repositioning strategy

· The value proposition

Due date: Assignment #1, Essay Assignment 
	Chapter 6

	Feb. 6
	The Advertising Plan

· The basic component

· Setting advertising objectives
· Setting advertising budgets

· The role of advertising agency

Message Strategy
· A review of information processing process

· Categories of message strategy

· Brand strategy

	Chapters 8, 11

	Feb. 13
	Message Strategy (continued)

· Verbal vs. visual messages
· Types of advertising appeal
	Chapter 11

	Feb. 20
	READING WEEK


	


	Feb. 27
	Media Planning Strategy

· Objective setting and strategy for advertising and promoting the brand

· Media planning process

· Media types: print, TV, and radio

· The internet
	Chapters 14-15

	Mar. 6
	Sales promotion

· Sales promotion defined

· Consumer sales promotion

· Trade sales promotion

· The risks of sales promotion

· Support media and promotional aids

· Point-of-Purchase advertising

· Event sponsorship


	Chapter 18

	Mar. 13
	Direct Marketing

· The evolution of direct marketing

· Database marketing

· Media applications in direct marketing


	Chapter 19

	Mar. 20
	Public Relation and Corporate Advertising

· Public relation

· Corporate advertising

· Integrated brand promotion

Building the brand and growing the business
	Chapter 20

	Mar. 27
	Recap


	

	03/31/2006
	Due date: Assignment #3, Marketing Communications Plan
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