Chaminade University

Integrated Marketing Communications:  BU 431 01

Spring 2003, TR, 11:00-12:20, H102

Instructor:  Margaret L. Friedman, PhD

Office:  Keiffer 28

Phone:  739-4608 (O), 946-9126 (H), 347-3244 (cell)

Email:  mfriedma@chaminade.edu
Office Hours:  M, T, W, R:  9:00-noon, T, R:  1:00-3:00, or by appointment

Course Overview:


In this class we will study the many different ways in which marketers communicate with consumers and potential consumers.  The thesis that will guide our inquiry is that the various methods of communication must be integrated so as to deliver a consistent and effective message.  Included in the scope of the class will be the traditional promotion mix (advertising, personal selling, sales promotion, publicity/public relations) as well as supplemental communication tools such as point-of-purchase displays, packaging, and sponsorships, to name a few.  We are all quite familiar with marketing communication from the consumer’s perspective, as it has such a pervasive presence in our lives every day.  This course will give you new insight on how marketing communications are designed so as to influence your attitudes and behavior.

Course Objectives:  


There is no other aspect of marketing with which you are more familiar than promotion, since you have been literally bombarded with marketing messages for most of your life.  Now you will be asked to augment your personal perspective with the marketer’s point of view.  Additionally, it is hoped that you leave this class with a vastly increased awareness of the consumer culture in which you live and that you are better “armed” as a consumer to defend yourself against the barrage of marketing communications.  Specifically, by the end of the semester you will:

· Understand how important strategic planning is to effective integrated marketing communications 

· Be able to analyze and understand the logic behind the advertisements and other communications to which you are exposed

· Appreciate how understanding theories of consumer behavior is crucial to effective marketing communications

· Be able to enumerate the numerous and diverse communications tools and media available to marketers

· Be sensitive to the important ethical issues that arise in the context of marketing communications

· Be able to appropriately use the terminology associated with integrated marketing communications

· Know the organizations involved in implementing integrated marketing communications programs

Texts:

· Creating Brand Loyalty:  The Management of Power Positioning and Really Great Advertising, Richard D.      Czerniawski and Michael W. Maloney, AMACOM, paperback, 1999

· Which Ad Pulled Best?, Philip Ward Burton, McGraw-Hill Irwin, paperback, 2003

· The End of Advertising As We Know It, Sergio Zyman, John Wiley & Sons, 2002

Requirements and Grading Procedures:

· 2 exams:  a midterm worth 20% and a final worth 25% for a total of 45%

· IMC and Me project worth 20%

· Which Ad Pulled Best analyses (3), each worth 10% for a total of 30%

· Attendance and Participation worth 10%:  0-3 absences = A, 4-7 absences = B, 8-11 absences = C, 12-15 absences = D, 16+ absences = F

Final grades will be determined as a weighted average of what you earn on the assignments listed above.  The customary designation of A for EXCELLENT work, B for ABOVE AVERAGE, C for AVERAGE, D for BELOW AVERAGE and F for FAILURE will be used.  Exams are short answer format.

IMC and ME project is intended to help you become more aware of the mind-boggling multitude of marketing communications to which you are exposed.  You will choose a product or service that “excites” you so that you are willing and even wanting to closely monitor ALL marketing communications to which you are exposed over the course of the semester.  You should collect the various forms of communication in a “scrapbook” (may include video and audio examples, as well as print).  This scrapbook will be the “data” that you analyze from an IMC perspective.  That is you will judge the effectiveness and consistency of the marketer’s  communication efforts.  Your written analysis should draw upon the theories and practices you learn about in class.  Your effort will be graded on the thoroughness of your data collection effort, your ability to apply appropriately what you are learning to your data analysis, and the creativity and clarity with which you present your findings in both written and oral form.  Part of the challenge of this assignment is to figure out a way to use what you learn about effective communication to promote your own ideas about the communications you observe  in a manner that gets your audience’s attention and is convincing.  In other words, you need to practice what you are learning!

Which Ad Pulled Best analyses are intended to give you the opportunity to apply what you are learning to a real world communication situations.  Based on the book we will be using of the same name, you will “argue” your “case” for the ad that you think was most effective in the real world.  This analysis may require that you go beyond simply viewing the ads as presented in the text, but also conducting some research so as to understand how the ad fits into the company’s marketing strategy, as a partial assessment of effectiveness.    Your 1 page written analysis (double-spaced) will be graded on the basis of your ability to apply what you are learning to assess the ad you choose, the appropriateness and relevance of your comments (that what you say makes sense and is grounded in the marketing strategy you researched and the ad you observe, and the clarity and persuasiveness of your conclusion (expressed both orally and in writing.

Attendance and Participation are extremely important in this class (have you heard this before in your other classes?).  Planning marketing communications is always a collaborative activity—it is the ongoing interaction of peoples’ ideas that leads to successful communication.  On the other hand, it is often the member of the team who can make the most compelling argument for one approach over another who “gets their way” when there is a difference of opinion as to strategy and implementation (and there is always a difference of opinion).  Hence, even on days when you may not be “presenting” formally, your input will be important to challenging others’ opinions.  Also, I tend to design tests around what is stressed in class, and so attendance and attentiveness often translate into a more rewarding testing experience.

Miscellaneous Information

· Make-up exams are allowed only in the event of a doctor-excused absence and when the instructor is notified ahead of time of the problem.  Assignments turned in late will be down-graded.

· Cell phones and pagers should be in the off position during class.  No multi-tasking in class!

· See me early in the term if you have any questions or concerns.  DO NOT wait until the end of the semester when it may be too late to deal with problems you might be experiencing in class.  

· You should at least skim the chapters assigned BEFORE class.  You do not need to spend a lot of time studying the reading assignment in the textbook prior to class, but you should have an idea of the topics covered so that you are prepared for what is discussed in class.  After class, then, it would be a good idea to look at the reading assignment in greater depth.  Lectures will not be a review of what you read, but will expand on topics covered in the text and even introduce new ones.

· There is no extra credit work available in the course.  Do your best on the assignments and then there is no need for extra credit.

· Note the following deadlines:  1/13-1/21 Add-Drop Period, 1/21 Add-Drop ends, last day for 75% refund, 4/4 is the deadline to withdraw from classes and the last day to apply for credit/no credit option.

Course Calendar

Date

Topic






Assignment

T 1/14

Orientation





syllabus, marketing review

R 1/16

Marketing Communication:  Pre-production


CBL Ch 1, “How Women… 

T 1/21

Positioning overview




CBL Ch 2, “Positioning …

R 1/23

Understanding consumers




CBL Ch 3 & 4

T 1/28

continued







R 1/30

Competitive considerations



CBL Ch 5 & 6

T 2/4

continued





 

R 2/6

Brand benefits/brand character



CBL Ch 7 & 8

T 2/11

continued

R 2/13

Positioning implementation



CBL Ch 9, 10, & 11

T 2/18

continued



R 2/20

Implementing advertising strategy



CBL Ch 12 & 13

T 2/25

continued





CBL Ch 14 & 15

R 2/27

Wrapping up and review




CBL Ch 16 & 19

T 3/4

Midterm Exam

R 3/6

Analysis of Ads overview




WAPB p. 1-38

T 3/11

continued





research

R 3/13

Analyses of ads 1-8




research

T 3/18

Analyses of ads 9-16




research

R 3/20

Analyses of ads 17-24




research



T 4/1

Analysis of ads 25-32




research



R 4/3

Analysis of ads 33-40




research

T 4/8

Beyond Advertising:  IMC




TEOAAWKI Ch 1-3 (to p. 93)

R 4/10

Communicating using celebrities



TEOAAWKI Ch 4



T 4/15

Packaging and sponsorship
                                           TEOAAWKI Ch 5 & 6

R 4/17

Public relations/publicity and people as the message

TEOAAWKI Ch 7 & 8

T 4/22       

Summary and conclusions




TEOAAWKI Ch 9 & 10

R 4/24

IMC and Me Presentations






T 4/29

IMC and Me Presentations 
R 5/1

Review and Wrap-up

FINAL EXAM:  Wednesday, 5/7, @ 8:00-10:00 am

KEY:  CBL = Creating Brand Loyalty
           WAPB = Which Ad Pulled Best?
           TEOAAWKI = The End of Advertising As We Know It
The course calendar is subject to additions, changes and deletions as necessary.

