
UNIVERSITY OF MANITOBA

I.H. ASPER SCHOOL OF BUSINESS
DEPARTMENT OF MARKETING

INTEGRATED MARKETING COMMUNICATIONS

118.339 (LO1/LO2)

WINTER 2005

INSTRUCTOR:
Raj Manchanda

OFFICE:

480 Drake Centre

TELEPHONE:
474-8967

OFFICE HOURS:
Monday and Wednesday, 2-2.30 p.m., or by appointment

WEBSITE:

http://home.cc.umanitoba.ca/~manchand

TEXT:
O’Guinn, Allen, and Semenik (2003), Advertising and Integrated Brand Promotion (3rd edition), South-Western College Publishing.

COURSE OVERVIEW:

This course will introduce students to the fast-changing field of advertising and promotions. Increasingly, business firms are approaching advertising and promotion from an integrated marketing communications perspective, which recognizes the importance of coordinating the various promotional mix elements to develop more effective communications programs. In this course, we will examine the roles of advertising, sales promotion, direct marketing and the internet within this broader framework. 

We will discuss the changes taking place in the advertising and promotions environment as corporations challenge accepted practices with innovative and daring ideas, and the reasons why we need to challenge “conventional thinking” on several advertising and promotional issues. This course will be taught from a practitioner-oriented perspective, with emphasis placed on developing key concepts and theories of marketing communications and the analytical skills needed to apply these concepts to managerial decision making.

COURSE OBJECTIVES
· To familiarize you with the concepts and theories of marketing communications
· To develop your abilities to use these concepts to design advertising and promotional strategies and to solve marketing management problems

· To aid in the development of effective managerial skills including: individual and group problem solving, communicating both in writing and orally, working with others, and meeting set deadlines. 

· To familiarize you with the current changes and trends in the marketing environment and its impact on the field of advertising and promotions
CLASS PROCEDURES AND POLICIES
The course will incorporate both lecture and discussion, with extensive class participation and preparation of written assignments by you being necessary to maximize learning in this course.  Lectures will reinforce and expand upon material in the text. Discussions, cases, and in-class activities are designed both to bring new perspectives to the material and to foster active application of what we learn to solve business problems.  Preparation for class will require you to read the text before class, and often completion of a case analysis/reading assignment or written assignment as well.  Each Wednesday we will spend the first ten minutes of class informally discussing current advertising topics. You are encouraged to read publications like Advertising Age and Marketing Magazine (available in the library and via my website) and be willing to share ideas and thoughts with the class.

Grades will be determined as follows:


First Exam



30%


Second Exam 


30%


Class Participation


10%


Group Project



30%

COURSE REQUIREMENTS
Examinations

Two examinations will be given. These exams will consist of multiple choice, essay questions and problem-solving applications, covering both assigned reading and lecture material. Make-up exams will not be given unless you furnish proof of exceptional circumstances (illness, hospitalization).

Term Research Project
Students will work in small groups to develop a marketing communications program for a new brand within an existing product category. Your task as a management team is to develop a specific communications strategy that will enable you to compete effectively against entrenched brands. You will be required to specify everything from the selection of a brand name and packaging graphics to the formulation of specific advertising and promotional strategies. To accomplish this objective, extensive research and analysis of your product category will be required. Each group will make a 15-minute presentation to the class and submit a written report. Your final report is due no later than Friday, April 15th. A handout detailing the specific requirements for the project is enclosed.  Each individual must also turn in a peer evaluation form. This form (enclosed with the term project handout) is confidential and should be turned in with your project report.

Assignments
Throughout the semester, you may be asked to complete a series of assignments. Some of these assignments are tied directly to specific sections of your term project. If you will be out of town or otherwise unable to attend class on the day an assignment is due, make sure it is submitted in advance.

Class Participation
Each of you is expected to contribute to class discussions. This includes preparation for class by reading the text, preparing case assignments and presenting your analysis, and contributing towards our current topics discussions on Wednesdays. I strongly urge you to participate actively, as the conversion of “borderline” grades to the next highest grade often depends on your contribution to class discussion. Further, I have found that class discussion makes the learning experience more enjoyable and fulfilling for all involved. 

A guideline outlining how class participation will be evaluated is provided below:

Significant contributions


9-10

Regular and useful contributions  

7-8

Occasional contributions


5-6

Regular attendance 



3-4

Irregular attendance

      
     
0

Note: It is the quality of the contribution that is evaluated, not the quantity, and that mere attendance does not constitute participation.

Also, in order to help me award class participation points accurately and fairly, I require that you provide me with a passport size photograph (a clear photocopy of your i.d. picture will do) of yourself by the second week of class.  Please make sure that your name is clearly identifiable on the photograph.  You may write your name on the back of the photograph. If you do not do so, I will not be able to award you ANY class participation points. 
Extra Credit

Each of you may have the opportunity to earn extra credit by participating in a research study that may be conducted in or outside of class.  I will announce this opportunity (should it arise) approximately one week in advance.  The study will be worth two percentage points.  Your participation is voluntary.

COURSE OUTLINE

DATES
TOPICS 
CHAPTERS
Jan     5

Introduction and Course Overview

Jan     10

Introduction: IMC/Advertising as a Process
Chapter 1

Jan   12

Social, Ethical, and Regulatory Aspects

Chapter 4

Jan   17

Advertising and Consumer Behavior 

Chapter 5

Jan   19

Advertising Research



Chapter 7

Jan   24

Advertising Planning



Chapter 8

Jan   26

Overflow
Jan   31

Team Presentations




Feb      2

Advertising Planning



Chapter 8

Feb      7

Copy Strategy and Execution


Chapter 10 & 11

Feb      9

FIRST EXAM

Feb   14-18

READING WEEK – NO CLASSES

Feb    21

Copy Strategy and Execution


(skim 12 &13)

Feb    23

No class-work on projects





Feb    28

Media Strategy and Execution


Chapters 14-17

Mar     2

Media Strategy and Execution


Chapters 14-17
Mar     7

Sales Promotions and Trade Promotions

Chapter 18

Mar     9

Trade Promotions and Consumer Promotions
Chapter 18

Mar   14

Consumer Promotions



Chapter 18
Mar   16

Putting it All Together-How an Agency works
Chapter 2
Mar   21

SECOND EXAM
Mar   23

No class- Prepare for Team Presentations

Mar   28

Team Presentations

Mar   30

Team Presentations

April 4

Team Presentations

April 6

Team Presentations 

April 11
Team Presentations (if required)
PEER EVALUATION FORM

Each individual must submit this form in a sealed envelope along with the project report.

Objective:  I will assign a score to each team project and then adjust each member’s individual score by his or her evaluations received from peers.  These evaluations provide you with protection against team members who wish to receive a good grade without doing the work.

Procedure:  You are to assign 100 points among yourself and the members in your group for each of the two questions below.  If, say, there are four members in your group and all made equal contributions, then each member, including yourself, would receive 25 points on each question.  If, however, three members did most of the work and the fourth member malingered, your point assignment might be 27 points to each of the three workers and only 19 points to the malingerer.

Note: Each team member is required to submit a peer evaluation form.  Failure to submit a peer evaluation form will result in a penalty of one letter grade.  I will allocate points among team members based on the peer evaluation forms that I receive. 

How would you characterize the amount of time and effort each group member spent on the project?

Member 1 (yourself)_________________________ points__________

Member 2 _________________________________ points___________

Member 3 _________________________________ points __________

Member 4 _________________________________ points __________








        Total Points = 100

How would you characterize the overall contribution of each group member in connection with the project?

Member 1 (yourself)_________________________ points__________

Member 2 _________________________________ points___________

Member 3 _________________________________ points __________

Member 4 _________________________________ points __________






 

        Total Points = 100 

NOTE: IF YOU AWARDED ONE OR MORE TEAM MEMBERS LOWER POINTS THAN THE OTHERS, PLEASE EXPLAIN THE REASONS FOR YOUR DOING SO ON THE REVERSE SIDE OF THIS SHEET.
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