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COURSE MATERIALS:


Calder, Bobby J. (2008), Kellogg on Advertising & Media, Hoboken, NJ: Wiley.
Fallon, Pat and Fred Senn (2006), Juicing the Orange: How to Turn Creativity into a Powerful Business Advantage, Boston, MA:  Harvard Business School Press.

Cases (available at the Faculty Support Center – 338 Mendoza)
CD-ROM cases:  Launching the Mini, Marketing at 200 MPH
OVERVIEW:

Successful brands approach promotional strategy from an integrated marketing communications perspective.  In this course, advertising, sales promotion, event sponsorships, produce placements and viral marketing will be examined within this broader strategic framework.  Analysis will focus on topics such as (1) message development, (2) selecting among alternative promotional tools, (3) determining appropriate media strategies for a given product/market selection, (4) recent developments in advertising media as well as (5) ethical and regulatory issues related to deception and unfairness.  Particular emphasis will be placed on the strategic use of communication tools to build and maintain brand equity.  Case analysis and contemporary situations will be emphasized.

COURSE OBJECTIVES:

1.
To understand the essential concepts and theories of marketing communications.


2.
To develop your abilities to use these concepts in the design of specific communications strategies and solution of marketing problems.


3.
To aid in the development of analytic skills important to successful performance in managerial positions, including managing a reasonably complicated project, working in a team, and communicating effectively, both orally and in writing.

CLASS PROCEDURES AND POLICIES:
This course is structured in a seminar format.  We will rely extensively on discussion of the texts, journal articles and the business press.  You will also be exposed to case problems that require you to assess, analyze and recommend actions within the context of strategic marketing principles.  For the type of discussion and application that I envision to be worthwhile, you will have to do a lot of work to be prepared.  Preparation for class will require reading the assigned materials before coming to class and sometimes completion of a written assignment as well.

Grades will be determined in the following way:



Team Project 






35 %

Case Analyses 





20 %



Special Topic Presentation




20 %



Class Participation





25 %



Each student is expected to adhere to the University’s academic honesty policy.  All work graded on an individual level is expected to be done honestly and independently of other students.  Failure to comply will result in a score of zero for the work in question.

COURSE REQUIREMENTS:

1.
Team Project: 
The project for this course is a live case.  Students will work in teams to develop a marketing communications plan for a new documentary film “The Way We Get By” that is scheduled to be released in early spring 2009.  It is about the Maine Troop Greeters, a group of senior citizens “who are using handshakes and hugs to play a critical role in the Iraq war. It is not a war film, but a uniquely personal story about how these handshakes can change a person's life. Since March 2003, almost 700,000 soldiers and marines from all over the country have traveled through the Bangor International Airport. With each flight, 365 days a year, 24 hours a day, the Maine Troop Greeters have been there to send them off and welcome them home. For the elderly greeters, these handshakes are the first step in confronting their own personal battles.”
  Your task as a management team is to develop a grassroots communications strategy and implementation plan for the launch of the film in Indiana.  To accomplish this objective, extensive research and analysis will be required.  As the course progresses, your team will be asked to submit drafts of specific components of the project (see class schedule).  At the end of the module, each team will make a 20 minute presentation to the class and submit a detailed written plan.  Your final paper is due no later than October 10th.  Additional information will be provided in class.  

2.
Case Analyses:  






You are required to complete two individual written case assignments.  These assignments are designed to help you apply your understanding of course concepts to actual situations faced by business firms.  To prepare for these assignments, read the cases carefully and use the discussion questions (provided in class) to guide your thinking.  Your analysis should focus on: (1) identification of the critical problem faced by the firm, (2) analysis of the key questions posed, and (3) recommendation(s).  Present your findings in a 2 to 3 page written report (should be supplemented by tables, exhibits or software output where appropriate).  All class members are expected to be well-prepared to discuss all cases assigned for the course and to actively participate in the class discussion.  (These cases are due at the beginning of class on the day the case is assigned, and will be graded.  Please note that no late assignments will be accepted).

3. Special Topic Presentation:

Marketing communications is a dynamic discipline.  A number of new media options have emerged in recent years whose value for brand building is not yet fully apparent.  Although marketers are experimenting with these methods questions about their utility, role and contribution in creating successful IMC plans are being debated.  This fall we will examine and evaluate some of these emerging media including: (1) advertising in social media (e.g., My Space, You Tube) (2) product placements in “advergames,” and (3) mobile marketing.  Working in a group, you will be asked to research one of these media and present your findings and analysis to the class.  To get you started, some basic research materials will be provided to each group.  An executive summary of your work, any exhibits that you use (e.g., Powerpoint) and suggested readings should be turned in at the completion of your presentation.  Additional details will be provided in class. 
4.
Class Participation:

Active participation is an essential part of the learning experience.  Meaningful participation includes careful preparation for class by reading assigned articles, analysis of assigned cases, significant involvements in classroom activities and assignments as well as contributions to our class discussion. You may be asked to lead the discussion of specific readings during the course.
CLASS SCHEDULE

Fall 2008 - Module I
	DATE
	TOPIC


	WRITTEN

ASSIGNMENT

	Tues. 8/26
	Introduction to Integrated Marketing Communications


	

	Thurs. 8/28
	Customer Engagement:  IMC in Action

	

	Tues. 9/2

	Building Consumer Insights for Effective Communications

	Written Case Due: Dove

	Thurs. 9/4

	Message Strategy

	

	Tues. 9/9 

	Internet Advertising
	Written Case Due: Google or   Microsoft (to be assigned)

	Thurs. 9/11
	  Traditional Media in a Changing World


	

	Tues. 9/16
	Consumer Driven Brand Communications

Guest Speaker

Jeffrey Haddon

Category Manager, Office Max

	Team Project Draft Due: Situation Analysis including Segmentation Plan, Targeting, Positioning

	Thurs. 9/18
	Consumer Promotions & Sponsorships


	


	Tues. 9/23
	SPECIAL TOPIC PRESENTATIONS 


	

	Thurs. 9/25
	Product Placement


	

	DATE
	TOPIC


	WRITTEN

ASSIGNMENT

	Tues. 9/30
	Working with Marketing Communications Suppliers
	Team Project Draft Due:  Creative and Media Strategy



	Thurs. 10/2


	Trade Promotion
	

	Tues. 10/7
	Managing Public Reputation

	

	Fri. 10/10
	TEAM PROJECT PRESENTATIONS


	Final Project Due: Include Prior Sections and Implementation Plan


Final Team Projects are due no later than Friday, October 10th 

PROMOTIONAL STRATEGY (MARK 60500 MODULE I)

Reading Assignments - Fall 2008
Introduction to Integrated Marketing Communications (8/26)
Fallon and Senn (2006), – Juicing the Orange: How to Turn Creativity into a Powerful Business Advantage, Boston, MA:  Harvard Business School Press.

Chapter 1: “Redefining Creativity in Today’s Marketing Environment” 

Keller, Kevin Lane (2001), “Mastering the Marketing Communications Mix: Micro and Macro Perspectives on Integrated Marketing Communications,” Journal of Marketing Management, 17, 819-847.*
Consumer Engagement: IMC in Action (8/28) 
Calder, Bobby J. (2008), Kellogg on Advertising & Media, Hoboken, NJ: Wiley. 

Chapter 1: “Media Engagement and Advertising Effectiveness” 
Case: Launching the New MINI

Building Customer Insights (9/2)

Calder (2008) Chapter 6: “Rethinking Message Strategies: The Difference between Thin and Thick Slicing”
Fallon and Senn (2006) Chapter 2: “Outpacing the Commoditization of Your Brand,” 
Case:  Dove – Evolution of a Brand
Message Strategy (9/4)
O’Guinn, Thomas C., Chris T. Allen and Richard J. Semenik (2009), “Message Strategy” in Advertising & Integrated Brand Promotion, 5th ed., Mason, OH: Thomson/South-Western, 338-371.*
Class Handout: “How to Develop a Creative Strategy”
Case: Brighter Smiles for the Masses – Colgate vs. P&G
*Note:  Assigned readings are available to you on electronic reserve.   SEQ CHAPTER \h \r 1To access them, go to the library home page: http://www.library.nd.edu/   Under ‘Library Services” click on electronic reserves.  It will ask for your netid and password.  Then select, MARK 60500 under courses.  Articles are listed alphabetically by author. 
Advertising on the Internet:  Developments and Competitive Challenges (9/9)

Fallon and Senn (2006) Chapter 9: “Marketing a Network of Businesses under One Brand”

Case:  Google Advertising or Microsoft adCenter (to be assigned)

Traditional Media in a Changing World (9/11)
Calder (2008) 


Chapter 2: “Making TV a Two-Way Street: Changing Viewer Engagement through Interaction” 

Chapter 5: “Developments in Audience Measurement and Research”

Fallon and Senn (2006) Chapter 4: “Establishing and Leveraging a Category Advantage”
Consumer Driven Brand Communications (9/16)
Dobele, Angela, David Toleman, and Michael Beverland (2005), “Controlled Infection!  Spreading the Brand Message through Viral Marketing,” Business Horizons, 48 (March/April), 143-149.*
Consumer Promotion & Sponsorships (9/18)  
Promo Industry Trends Report (2007)* - (skim)

Gelb, Betsy, Demetra Andrews and Son K. Lam (2007), “A Strategic Perspective on Sales Promotions,” Sloan Management Review, 48 (Summer), W1-W7.*

Aaker, David A. and Erich Joachimsthaler (2000), “Building Brands - The Role of Sponsorship,” in Brand Leadership, NY: The Free Press, 197-227.*
Case: Marketing at 200 MPH
Special Topics: Emerging Advertising Media (9/23)

Sultan, Fareena and Andrew Rohn (2005), “The Coming Era of ‘Brand in the Hand’ Marketing,” MIT Sloan Management Review, 47 (Fall), 83-90.*

Bernoff, Josh and Charlene Li (2008), “Harnessing the Power of the Of-So-Social Web,” MIT Sloan Management Review, 9 (3), 36-42.*  
Product Placements (9/25)

Odell, Patricia (2007), “Star Struck,” Promo Magazine, April, 17-21.*
Fallon and Senn (2006) Chapter 8: “Choosing the Best Media for the Message”

Sawyer, Alan G. (2006) (Possible Psychological Processes Underlying the Effectiveness of Brand Placements,” International Journal of Advertising, 25 (1), 110-112.
Class Handouts: Letter to FCC Chairman, from Congressmen Edward Markey and Henry Waxman



   Statement Issued by the Writers Guild of America “Are You Selling to Me?’ 
Case:  MMI Product Placement, Inc. 
Working with Marketing Communication Suppliers (9/30)

O’Guinn, Thomas C., Chris T. Allen and Richard J. Semenik (2009), “The Structure of the Advertising Industry: Advertisers, Agencies, Media Companies and Support Organizations” in Advertising & Integrated Brand Promotion, 5th ed., Mason, OH: Thomson/South-Western, 42-73.*

Berger, Warren (2004), “Dare-Devils,” Business 2.0, April, 111-116.*

Case: MINI USA – Finding a New Ad Agency

Trade Promotion (10/2)
Wilkie, William L., Debra M. Desrochers and Gregory T. Gundlach (2002), “Marketing Research and Public Policy:  The Case of Slotting Fees,” Journal of Public Policy & Marketing, 21 (Fall), 275-288.*
Case: Reynolds Metal
Managing Public Reputation (10/7) 

Fallon and Senn (2006) Chapter 3: “Fighting for Your Brand’s Voice”

Pettit, Raymond (2008), “Scaling the Ladder of Insight,” in Learning from Winners – How the ARF David Ogilvy Award Winners Use Market Research to Create Advertising Success, New York, Lawrence Earlbaum, 53-72.*
Calder (2008) Chapter 8: “Managing Public Reputation”
Closing Thoughts (10/10)
Calder (2008) Chapter 11: “Communicating with Customers”
� Source: www.thewaywegetbymovie.com
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