
Chaminade University of Honolulu
Course Syllabus
COM 431  – Introduction to Integrated Marketing Communication
Fall 2015

TIME:	Monday/Wednesday/Friday – 10:30 a.m. to 11:20 a.m.
INSTRUCTOR: 	Dr. Cliff Bieberly
OFFICE HOURS: 	9:30 a.m.- 10:30 a.m  MWF and 11:30 -11:59 a.m.  MF and by appointment
CONTACT:		(808) 440-4294
Email:                        cbieberl@chaminade.edu	

TEXT: Klepner’s Advertising Procedure

You must also subscribe to “AAF Smart Briefs.”  This is an email news service about marketing communication. You will need to read over each of the presentations and be able to discuss in class. There is no charge for this. Here’s the link: https://www2.smartbrief.com/signupSystem/subscribe.action?pageSequence=1&briefName=aaf

COURSE DESCRIPTION

This course provides an overview of the Integrated Marketing Communication (IMC) 
field. Students will learn about various media in the field, customary practices, vocabulary and ethics. The class also covers the history of advertising and looks at the latest developments in the profession. 

This course outline will be subject to change throughout the semester. 

COURSE OBJECTIVES

The objective of this course is to assist each student in learning how to:
effectively, efficiently, and confidently communicate a marketing message with individuals and groups. Students should learn to use many different media to manage, facilitate, and effectively communicate a marketing message. You will also learn how biased marketing message fit into and support the mainstream news media.
You must write clearly using concise, understandable, and correct grammar and syntax.

ENGLISH LANGUAGE EXPRESSION

Emphasis will be placed on professional standards of communication, particularly regarding American English language usage. Effective business communication requires excellent language skills. While your instructor recognizes that your future career may require proficiency in languages other than American English, the criteria for evaluation in this course will be university level standards of American English. Students unable to demonstrate written proficiency in American English, as determined by the instructor, will be referred to the tutoring center for assistance prior to turning in their assignments.



COURSE REQUIREMENTS

Each student must understand and follow the course syllabus. Following directions, policies, and procedures is a critical element of IMC. Dates for assignments
are tentative and will only be changed by the instructor as needed. All students will be given advance notice if any changes are made. Assignments are defined as all written/oral projects, all examinations, and all readings outlined in the syllabus.  Assignments must be turned in/or presented on the date due to get full credit.  As a general policy late assignments will not be accepted! 

Written Assignment Requirements: Written assignments must be prepared and submitted in the typical memorandum format to conform to professional and American English standards. Use a computerized word processing program and print on 81/2 x 11 inch paper; with one half inch margin at the top, one inch margins at the bottom and sides, and with a font size of 12 point unless otherwise instructed. If more than one page is used, papers should be numbered in accordance with the multiple page option as indicated on the handout and stapled in the upper left hand comer. Hand written assignments will not be accepted!

Any oral assignment requirements will be prepared and presented in the proper format to conform with professional standards and American English language usage as outlined in the text.

INDIVIDUAL ASSIGNMENTS

Research Project.
 
You will be asked to keep a diary of IMC messages and a portfolio of print samples. This will be presented and discussed periodically throughout the semester. Documents must be prepared as though you are submitting them to an actual employer for employment consideration.

Ad Critiques

Good or bad. You will be asked to critique five ads throughout the semester. These must be written as described above, but be ready to present and discuss. Your critiques must include a tear-sheet sample of the original ad.


EXAMS

There will be three (3) exams and one (1) final on the materials covered throughout the course. These tests will be roughly equal in size and value. They will be objective and the final will not be comprehensive. You will be tested over material in the text and lecture and on the handouts. There will be no makeup exams.
HISTORY EXAM

The will be a “mini-exam” after the second week of class. It will cover the “history of advertising.”

CLASS POLICIES

NO CELL PHONE USE IN CLASS. (Includes checking messages on “silent mode” and texting.) 

Attendance and Class Participation: The most effective way to learn is a combination of reading, discussion, and hands on experience. For this reason most class sessions will include group discussions. Since we are in a small room it is important to keep these discussions orderly. That means on topic and to the group, not individual discussions with your neighbor. 

Your attendance and relevant participation is essential. To qualify for an excused absence, students must provide a doctor's note in the event of an illness or an official authorization in the event of a school related activity. Absent students are still responsible for class assignments. All assignments missed due to an excused absence are due upon return to class. 

Academic Honesty: It is the responsibility of the student to acquaint him/herself with the explicit Chaminade policies regarding academic honesty. All such policies apply to this class.

Important Note: The instructor believes that you are entitled to your, own personal opinions and beliefs and their nature will not affect your grade in any manner. However, all students are expected to behave in a mature manner and respect the opinion, beliefs, and contributions of all other members of the class

COURSE GRADING EVALUATION

Assignments			Weight  	Values

Individual Ad Critiques	50 pts.		10%

Attendance			50 pts.		10%

Bonus Research 		25 pts.		5%+

Exams	(4) @ 100 pts.		400 pts.	80%

	Total Points Possible	500		100%         (Note: Actually 105 with “Bonus” points.)

		90% to 100%  = 	A	=	450 to 500 pts.
		80% to 89%	=	B	=	400 to 449 pts.
		70% to 79%	=	C	=	350 to 399 pts.
		60% to 69%	=	D	=	300 to 349 pts.
		0% to 59%	=	 F	=	0 to 299 pts.





Course Schedule

August 24, 26 & 28 - - Introduction, Class Structure, Roles of Advertising, History

August 31 - Labor Day No Class 

September 2 - Roles of Advertising / Public Relations

September 4 - More Roles of Advertising (Chapter 2)

September 7 –  Discussion

September 9 – Advertising Spiral (Chapter 3)

	September 11 –Advertising Spiral and Brand Planning (Chapter 3)
			(Small History Quiz)

September 14 -  Target Marketing   (Chapter 4) 

September 16 – Agency Services (Chapter 5)

		September 18 – TEST #1 (Chapters 1- 5, plus class notes)

September 21 – Advertiser’s Marketing/Advertising Operation (Chapter 6)

September 23 – Media Strategy (Chapter 7)

	September 25 – More Media Strategy (Chapter 7)

September 28– Using Television  (Chapter 8)

September 30– More Using Television  (Chapter 8)

	October 2 – Using Radio (Chapter 9)

October 5 – Using Newspapers  (Chapter 10)

October 7 – TEST #2 (Chapters 6 - 10, plus class notes)

	October 9 – Using Magazines  (Chapter 11)

October 12 – NO Class Discovers’ Day 

October 14 – Out of Home Advertising (Chapter 12) and 
Internet and Direct Response (Chapter 13

	October 16 – Sales Promotion  (Chapter 14)

October 19 – Out of Home Advertising (Chapter 12)

October 21– Internet and Direct Response (Chapter 13

	October 23 – Sales Promotion  (Chapter 14)

October 26 – Research in Advertising (Chapter 15)

October 28 – More Research in Advertising (Chapter 15)

	October 30– Creating a Message  (Chapter 16)

November 2 – The Total Concept (Chapter 17)

November 4 – TEST #3 (Chapters 11 - 17, plus class notes)
	
November 6 – Print Production  (Chapter 18)

November 9 – The Television Commercial (Chapter 19)

November 11 – More Television Commercial (Chapter 19)
	
November 113 – The Radio Commercial  (Chapter 20)
November 18 – Trademark and Packaging (Chapter 21)

November 20 – Complete Campaign (Chapter 22)
	
November 22 – More Complete Campaign (Chapter 22)

November 25 – International Advertising (Chapter 23)

November 27 – Individual Research and Study Day
	
November 29 – Thanksgiving Break

December 2 - 6 - Finish up and get ready for  – 

December 12- FINAL TEST #4   (Thursday, December 12, 2013)
(Chapters 18 - 23, plus class notes) 
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