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I.  FOUNDATION INFORMATION
A.  Mission Statements

1. Daniels College of Business Mission

The mission of the Daniels College of Business is to foster Enlightened Practice, Professional Achievement and a Commitment to Community among those engaged in management and the business professions.

As an institution that emphasizes the scholarship of teaching, our mission is achieved through programs that recognize the diversity of a global economy and embrace:

· Knowledge and technical ability

· Interpersonal skills and intercultural understanding

· Ethically based leadership and social responsibility

Our mission is represented through the icon:
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2. Department of Marketing


Our focus is to contribute to your learning through a rigorous and dynamic curriculum that highlights innovation, 
resourcefulness, technical competence, critical thinking, and strategic marketing techniques through experiential and 
traditional learning approaches. 
 B.  Course Information
1.  Course Number:  
MKTG4810

2.  Quarter/Year:  

Fall 2008

3.  Prerequisites:  

MKTG4610 or permission of instructor

4.  Classroom:

TBA
5.  Meeting Time:  

M/W; 06:00-07:50

6.  Instructor

Professor Charles H. Patti, Ph.D.

7.  Office:  

DCB 489
8.  Office Hours:  

M/W, 03:00-05:00 pm
9.  Email:  

cpatti@du.edu
10:  Phone:  

303.871.6858

C. Professionalism among students and faculty

Professional behavior is expected of all students and faculty.  This includes preparation for classes, on-time and complete attendance at classes, and appropriate participation in the form of attentiveness, contributions to our course, and respect for each other and the learning process.  Respect for the learning process is the major guiding principle for professional behavior and extends to all communications, including email.

	


II.    Daniels College of Business Code of Academic Integrity: http://www.daniels.du.edu/pdf/code of_academic_integrity.pdf 

III.  University of Denver Honor Code: http://www.du.edu/ccs/honorcode.html 

IV.  Official Communications

The standard method of communicating official information from the Daniels College of Business to its students is the University’s electronic mail (e-mail) system. Private e-mail accounts will not be accepted as appropriate e-mail addresses. Students may set up their University e-mail account so that messages are forwarded to another account automatically.  Instructions about forwarding messages are available on the University website at http://www.du.edu/uts/policies/index.html. 

V.   Students with Disabilities
If you have a disability protected under the Americans with Disabilities Act (ADA) and Section 504 of the Rehabilitation Act and need to request accommodations, please speak with me privately and schedule an appointment with the Disability Services Program (DSP).  DSP is located in The Center below the bookstore in Driscoll South – phone 303-871-2455.

VI.   Performance Assessment

The Daniels College of Business may use assessment tools in this course and other courses for evaluation. Educational Assessment is defined as the systematic collection, interpretation, and use of information about student characteristics, educational environments, learning outcomes and client satisfaction to improve program effectiveness, student performance and professional success.
VII. Course Description

A.  (Official description from DU catalog)

This is a foundational course designed to assess the numerous communication alternatives employed by organizations today. Advertising, public relations, publicity, packaging and point-of-purchase materials are included as well as an exploration of the role communication plays in the marketing environment.

B.  (Expanded description from Prof. C. Patti, August 2008)

Marketing Communications (MARCOM) has long been an integral component of the ‘marketing mix’.  Originally known as the Promotion ‘P’ of the ‘four Ps of marketing,’ Promotion evolved into MARCOM and within the past 10-15 years into Integrated Marketing Communication (IMC).  IMC has been one of the most widely-discussed topics in marketing over this time period.  It is widely accepted that an organization’s communica​tion with its publics is a key factor in determining success.  Yet, IMC has been a controversial area of marketing.  In this course, you will learn about that controversy, but more importantly, you will learn how and why marketing communications—and IMC—is so important in building and sustaining brands and in contributing to a customer’s experience with brands.   

C. Beyond Grey Pinstripes
The content of MKTG4810 is embedded in the social, environmental, and ethical issues that are central to graduate study at the Daniels College of Business.  Specifically, this course includes discussion and analysis of the major ethical issues in communicating with stakeholders; how to use marcom in a socially responsible way; and the role of leadership in creating and implementing and IMC program.
D.  Major Topics
The major topics in this Course help you:

· use MARCOM to create long-term, positive customer relationships

· create the most powerful mix of communication tools

· set objectives that guide IMC programs

· determine the optimal investment for IMC

· select the most powerful message strategy and tactics

· create a message delivery plan

· measure the success of IMC.

E. Course Objectives


The course has a number of objectives.  They are to:

1. define MARCOM and IMC;

2. describe MARCOM’s role in contemporary marketing;

3. outline the elements of a framework for making effective MARCOM and IMC management decisions;

4. demonstrate the application of the MARCOM management framework to contemporary business situations;

5. explain and evaluate  the role of MARCOM in business and society.

F.  Learning Methods

The primary learning technique in this course is the guidance of our personal experiences—that is, applying our personal knowledge and experiences to IMC concepts and practices.  A variety of specific learning tools will be used, including lecture-discussion, small group work, exercises (individual and small group), and case/scenario analysis.  The course material is presented within a number of contexts, including all sectors of the economy (for-profit and not-for-profit; local, national, and international; consumer and business-to-business goods and services; etc.).  Your learning culminates in the development of an IMC Case, one of the four course assessment items.

G.  Delivery Method


This course will be delivered through in-class sessions, supplemented with online material available through the

Blackboard™ environment.
H.  Relationship between Objectives and Learning Methods

As shown in the Table below, we’ll accomplish the Course Objectives through the Learning Methods selected for this course.

TABLE

RELATIONSHIP BETWEEN COURSE OBJECTIVES AND LEARNING METHODS

	Course Objectives
	Learning Methods

	1. define MARCOM and IMC
	· Lecture/Discussion; Text and Readings; Exercises

	2. describe MARCOM’s role in contemporary marketing
	· Lecture/Discussion; Text and Readings; Cases; Portfolio

	3. outline the elements of a framework for making effective MARCOM and IMC management decisions
	· Cases; Exercises; Discussion; Small Group Work; Portfolio

	4. demonstrate the application of the MARCOM management framework to contemporary business situations
	· Text and Readings; Lecture/Discussion; Cases; Exercises; Portfolio; Case Development

	5.      explain and evaluate the role of MARCOM in business and society
	· Scenarios and Cases; Portfolio; Case Development; Lecture/Discussion


I.  Reading Material
1. Required Text:  

Advertising & Integrated Brand Promotion, 5th Edition, by Thomas C. O’Guinn, Chris T. Allen, and Richard J. Semenik, South-Western Cengage Learning:  Mason, OH, 2009.  ISBN: 13: 978-0-324-56862-2.  ISBN: 10: 0-324-56862-2.  

Note:  While the Required Text is current and covers the content of our course, there are many other books that you could read that will provide you with nearly identical content.  Several of those are highlighted below with an (*).  This means that while I recommend the Required Text, you can read the counterpart chapters in one of the other texts if that is more convenient for you.

2. Other books of interest (not required, but helpful, depending on your background and experience):
(*) Belch, G. and M. Belch, Advertising and Promotion: An Integrated Marketing Communications Perspective, 6th Ed, McGraw-Hill: Singapore, 2004.
Blyth, J., Using advertising and promotion to build brands, Pearson: New York, 2000.

Brannan, Tom, A Practical Guide to Integrated Marketing Communications, Kogan: London, 1995.

(*) Clow, Kenneth C. and Donald Baack, Integrated Advertising, Promotion, and Marketing Communications, Third Edition, Pearson Prentice-Hall: Upper Saddle, New Jersey, 2007. 


(*) Duncan, Tom, Principles of Advertising and IMC, 2nd Ed, McGraw-Hill: New York, 2005.
Duncan, Tom and Sandra Moriarty, Driving Brand Value: Using Integrated Marketing to Drive Stakeholder Relationships, McGraw-Hill: Burr Ridge, Illinois, 1997.

Fill, Chris, Marketing Communications, Prentice-Hall: London, 1995.

Fill, C., Marketing Communications, Frameworks, Theories and Applications, Prentice Hall, Harlow, England, 2002.

Gronstedt, Anders and Lisa Siracuse, The ABCs of IMC: Building Blocks for Integrated Marketing Communications, Advertising Research Foundation: New York, New York, 1998.  

Kitchen, P., Public Relations: Principles and Practice, Thomson Business Press, London, 2001. 

Kitchen, P., Marketing Communications: Principles and Practice, Thomson Business Press: London, 1999. 

Linton, Ian and Kevin Morley, Integrated Marketing Communications, Butterworth Heinemann: Oxford, UK, 1995.

Percy, Larry, Strategies for Implementing Integrated Marketing Communications, National Textbook Company: Lincolnwood, Illinois, 1997.

Pickton, D. and A. Broderick, Integrated Marketing Communications, 2nd Edition, Prentice Hall: England, 2005.

(*) Rossiter, John R. and Steven Bellman, Marketing Communications:  Theory and Applications, Pearson Prentice Hall: Frenchs Forest, NSW, Australia, 2005.

Roth, R. F., International Marketing Communications, Crain Books: Chicago, 1982.

Schultz, Don E. and Beth E. Barnes, Strategic Brand Communication Campaigns, National Textbook Company: Lincolnwood, Illinois, 1999.

Schultz, Don E. and Heidi Schultz, IMC: The next generation, McGraw-Hill: New York, 2004. 

Schultz, Don E., Stanley I. Tannenbaum, and Robert R. Lauterborn, Integrated Marketing Communications: Pulling It Together & Making It Work, National Textbook Company: Lincolnwood, Illinois, 1993.

(*) Shimp, T. A., Advertising, Promotion, & Supplemental Aspects of Integrated Marketing Communication, Thomson South-Western: Mason, Ohio, 2003.

Smith, P. R., Marketing Communications: An Integrated Approach, Kogan Page: London, 2003.

Stone, B. & R. Jacobs, Successful Direct Marketing Methods, 7th ed., McGraw-Hill: New York, 2001.

Sutherland, M. & A. Sylvester, Advertising and the mind of the consumer, 2nd Ed., Allen & Unwin: Sydney, Australia, 2000. 
3.  Other suggested reading (academic journals):

European Journal of Marketing 

(http://angelina.emeraldinsight.com)

Harvard Business Review 

(http://harvardbusinessonline.hbsp.harvard.edu)

Journal of Advertising 

(http://www.bus.iastate.edu/JoA/recent_issues.asp)

Journal of Advertising Research 

(http://journals.cambridge.org/action/displayJournal?jid=JAR)

Journal of Consumer Research 

(http://wiscinfo.doit.wisc.edu/jcr/) 

Journal of Interactive Marketing 

(http://www.interscience.wiley.com) 

Journal of Marketing 

(http://www.marketingpower.com)
Journal of Marketing Communications 

(http://www.tandf.co.uk/journals/routlege/13527266.html)
Journal of Marketing Research

(http://www.marketingpower.com)
Journal of Promotion Management

(http://www.haworthpress.com/store/product.asp?sku=J057)

4. Other suggested reading and cool things (trade and professional periodicals, websites):


Periodicals:

ADMAP

(http://www.admapmagazine.com)

Advertising Age

(http://www.adage.com)

Business to Business Magazine

(http://btobonline.com)

Business Week

(http://www.businessweek.com)

Fast Company

(http://www.fastcompany.com)

Marketing News

(http://www.marketingpower.com)
The Wall Street Journal

(http://www.thewallstreetjournal.com)

Websites:

AdForum

(http://adforum.com)

The Cool Hunter

(http://www.thecoolhunter.net)

Creativity

(http://creativity-online.com)

Firebrand

(http://www.firebrand.com)

Other Readings, Cases, Scenarios, Exercises, and Handouts:

One of your major assignments is to write a case about an organization’s use of marketing communication.  Two readings are posted on Blackboard™ to help you understand how to do this assignment.  However, below is a list of other readings about the case method.

1. Bock, Edwina, Essays on the Case Method, Inter-University Case Program; New York, 1962.

2. Campbell, Donald, “Degrees of freedom and the case study,” Comparative Political Studies, 8 (2), 1975.

3. Denzin, N. and Y. Lincoln, Strategies of Qualitative Inquiry, Second Edition, Sage Publications: Thousand 
Oaks, CA, 2003.

4. Eisenhardt, K.M., “Building Theories from Case Study Research,” Academy of Management Review, 14 (4), 
1989.

5. Hamel, J., Case Study Methods, Sage Publications: Thousand Oaks, CA, 1993.

6. Holbrook, M. B., “I’m hip: An autobiographical account of some consumption experiences”  In R. J. Lutz 
(Ed.) Advances in Consumer Research, Volume 13, ACR, 1986.

7. Holbrook, M.B., Consumer Research: Introspective Essays on the Study of Consumption, Sage Publications: 
Thousand Oaks, CA, 1995.

8. Scholz, R. and O. Tietje, Embedded Case Study Methods: Integrating Quantitative and Qualitative 
Knowledge, Sage Publications: Thousand Oaks, CA, 2002.

9. Stake, R., The Art of Case Study Research, Sage Publications: Thousand Oaks, CA, 1995.

10. Tellis, Winston, “Introduction to Case Study,” The Qualitative Report, Volume 3, No. 2, July 1997.

11. Travers, M., Qualitative Research through Case Studies, Sage Publications: Thousand Oaks, CA, 2001.

12. Woodside, A.G. and E. J. Wilson, “Case study research for theory-building,” Journal of Business & Industrial 
Marketing, 18, 2003.

13. Yin, R.K., Case Study Research, Sage Publications: Newbury Park, CA, 1994.

Supplemental Course Readings:

There are several readings, taken from journal articles, writings of my colleagues and myself, and articles from the business and trade press, posted on Blackboard™ (see Supplemental Readings) for our use at specific points in our course. The due dates for these readings will be noted on our Schedule of Topics and Assignments.  Please note:  While many of the readings are posted on Blackboard™ before our quarter begins, others will be posted just in time.  This is because I try to provide you with the most current thoughts about our topics, selecting short readings from The Wall Street Journal, Business Week, Fortune, FastCompany, Inc., and other business and marketing communications publications, as they become available.

Course Cases:

This is a collection of case scenarios and major cases that I put together for use in our course.  Many of the cases have been published in some of the books I’ve written.  Others have been published—or are about to be published—in books, proceedings, or case clearing houses.  The cases are available through our Blackboard™ course site.

Course Materials, including Exercises:

A selection of scenarios, handouts, exhibits, and exercises will be used throughout our course.  All of these are

downloadable from our Blackboard™ site.  Again, the due dates for these materials are noted on our Schedule of Topics and Assignments.


VIII. KEY DATES

Day/Date



Event
Monday, Sept 8


Spring quarter begins; first meeting of MKTG4810

Monday, Nov 10


First group of IMC case presentations (oral presentations only due)

Wednesday, Nov 12


Last meeting of MKTG4810
Wednesday, Nov 12


Final group of IMC case presentations due (oral presentations)

Wednesday, Nov 12


All written IMC cases due (electronic format)

Wednesday, Nov 12


IMC Portfolio due (electronic format)

Monday, Nov 17-Thursday, Nov 20
Final Examination Period (Details about our final exam will be posted on 





Blackboard.)
IX.  Course Assessment/GRADING

Assessment/GradingTools/Grading Scale:


The tools we’ll use to assess your performance in our course are directly linked to the course objectives.  Your

grade will be determined by:
Class participation (individual)


10%

Exercises (individual)



10%

Case Analysis (individual)


20%

IMC Portfolio (individual)


25%

IMC Case development (group)


35%

Grading Scale:




94-100 (A)

93-90 (A-)

89-87 (B+)

86-84 (B)

83-80 (B-)

79-77 (C+)

76-74 (C)

73-70 (C-)

A complete description of these assessment/grading items, including the criteria for assessment, is available on the Blackboard(
course site.  If you ever have any questions about the assessment/grading items, please contact me.

 A Comment about the Schedule of Topics and Assignments (next page):

1.  Guest speakers.  I am finalizing arrangements for guest speakers to come to our class.  At this point, we have tentative dates for these speakers, as shown in the Schedule of Topics and Assignments. 

2.  I have produced several Supplemental Readings and Handouts.  You can find a list of those Readings and Handouts on Blackboard™.  Please note when you are to read those documents.

3.  I have also produced a number of Exercises for us to discuss and work on during our class meetings.  Those are in their own section in Blackboard™.  Please note that some Exercises are to be turned in, based on work you do outside of class.

X.  Schedule of Topics, Readings, and Assignments

	Session/

Day-Date
	Topics
	Readings & Assignments

	01/M

Sept 8
	FOUNDATIONS

· What is IMC?

· Evolution and Controversies in IMC

· IMC Content

· IMC Meets Customer Experience Mgmt

· Framework for Managing and Leading

IMC


	· Course Syllabus 

· (Updates to the syllabus will be posted on Blackboard™ as necessary; however, I do not anticipate major modifications.)

· Text, CH 1, The World of Advtg and Integrated Brand Promotion

· Text, CH 3, The Evolution of Promoting and Advertising Brands
· HO 1, “IMC Leadership Framework”

· HO 2, “Definitions of IMC”

· HO 3, “Development of IMC as a discipline controversy”
· 

	02/W

Sept 10
	Analyzing Cases


	· Case 1:  “Bob & Sally Go Shopping”

· Exercise 1:  Solving Problems (to be turned in)
· HO 4, “Learning and growing with cases”


	03/M

Sept 15
	FOUNDATIONS

· Ethical Issues in IMC:  

What are your values?


	· Text, CH 4, Social, Ethical, and Regulatory Aspects of Advertising and Promotion

· Case 2:  “Bando’s International Foods”

· Exercise 2:  Unethical marketing communications (to be turned in)



	04/W

Sept 17
	FOUNDATIONS:  

· Planning and Management in IMC

· Framework for Managing and Leading

IMC (revisited from Session 01)


	· Text, CH 8, Planning Advertising and Integrated Brand Promotion

· Text, CH 9, Advertising Planning: An International Perspective
· HO 1, IMC Leadership Framework


	05/M

Sept 22
	FOUNDATIONS

· Decision 1: Working with IMC Professionals


	· Text, CH 2, The Structure of the Advertising Industry:  Advertisers, Agencies, Media Companies, and Support Organizations

· Guest Speaker #1 (TBA)
· SR 1, Denver area advertising agencies


	06/W

Sept 24
	FOUNDATONS:  Decision 1, continued
	· Case 3:  “The Candy Council”

   

	07/M

Sept 29
	FOUNDATIONS

· Decision 2:  Determining the IMC Opportunity


	· SR 2, Chapter 9 from Patti & Frazer
· Exercise 3: Determining the Advertising Opportunity (to be turned in)
· HO 5, “Example of AOS”
· HO 6, “AOS Practice Form”

· HO 7, “Relationship between AOS and Advtg. Objectives”


	08/W

Oct 1
	FOUNDATIONS

· Decision 2, continued


	· Case 4, “Sunshine Sugar Company”


	Session/

Day-Date
	Topics
	Readings & Assignments

	09/M

Oct 6
	FOUNDATIONS

· Decision 3, Objectives


	· Text, CH 5, Advertising, Integrated Brand Promotion, and Consumer Behavior

· Text, CH 8, Planning Advertising and Integrated Brand Promotion (revisited from Session 04)

· Exercise 4:  IMC Objectives (not turned in)
· HO 8, “The link between marketing strategy and IMC objectives”

· HO 9, “RTTT”


	10/W

Oct 8
	FOUNDATIONS

· Investing in IMC


	· Text, CH 8, Planning Advertising and Integrated Brand Promotion (revisited from Session 09)

· Exercise 5:  Investing in IMC (not turned in)
· HO 10, “How advertisers set budgets”

· HO 11, “IMC investment notes”


	11/M

Oct 13


	FOUNDATIONS

· Investing in IMC, continued


	· Case 5, “Frozen Desserts”


	12/W

Oct 15
	IMC TOOLS

· Message Strategy
	· Text, CH 6, Market Segmentation, Positioning, and the Value Proposition

· Text, CH 11, Message Strategy

· Exercise 6:  Message Strategy (to be turned in)

· HO 12, “Applying message strategies” 

· HO 13, “How to assess creative strategy before execution” 


	13/M

Oct 20
	IMC TOOLS

· Message Strategy, continued


	· Guest Speaker #2 (TBA)



	14/W

Oct 22
	IMC TOOLS

· Message Strategy, continued


	· Case 6, “Northwind Company”

	15/M

Oct 27
	IMC TOOLS

· Media
	· Text, CH 14, Media Strategy and Planning for Advertising and IBP
· Text, CH 15, Media Planning:  Newspapers, Magazines, Television, and Radio
· Text, CH 16, Media Planning: Advertising and IBP on the Internet

	16/W

Oct 29
	IMC TOOLS

· Media, continued


	· Guest Speaker #3 (TBA)


	Session/

Day-Date
	Topics
	Readings & Assignments

	17/M

Nov 3
	IMC Tools

· Other Media


	· Text, CH 17, Sales Promotion, Point-of-Purchase Advertising, and Support Media

· Text, CH 18, Event Sponsorship, Product Placements, and Branded Entertainment

· Text, CH 19, Integrating Direct Marketing and Personal Selling

· Text, CH 20, Public Relations, Influencer Marketing, and Corporate Advertising

	18/W

Nov 5
	IMC FOUNDATIONS

· Measurement of IMC


	· Text, CH 7, Advertising and Promotion Research
· Case 7, “Hi-Power Beverage Company”
· HO 14, “How to measure the results of advertising”

	19/M

Nov 10
	IMC CASE PRESENTATIONS
	· See Blackboard™ for instructions.

	20/W

Nov 12
	IMC CASE PRESENTATIONS
	· See Blackboard™ for instructions.
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