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Course Title:



Senior Project- Integrated Marketing Campaigns 
Course Number:


ADV4806

Course Description:
The creation of an integrated marketing campaign is the focus of this class.  The 



student works with a real client developing all facets such as promotion opportunity 


analysis, branding, creative brief, media planning, budgeting and evaluating results.  


In the following portfolio class, the student will create all of the advertising 




components for the integrated media campaign.

Prerequisite(s)


Strategic Management, MAN4871
Co-requisite(s)


None
Instructional Contact Hours/
3 lecture hours 
Credits:



3 credits
Learning Objectives:

The student will:

1. Research, analyze and implement successful marketing media campaigns.

2. Understand, utilize and implement advanced media marketing terms, metrics and collateral.

3. Research and employ budgetary models for marketing media campaigns.

4. Employ knowledge of the use of all available media to meet client needs.

5. Integrate marketing campaigns within a framework that provides a sound solution for the client resulting in a full IMC.
Instructional Materials and References:
Required Textbook(s)


Textbook: 
Integrated Advertising, Promotion and Marketing Communications, 4th (with handbook)      

Publisher: 
Pearson



Publication Date: January 7, 2009
Author: 
Clow and Baack


ISBN:
978-0-13-607942-2







www.pearsonhighered.com
Suggested Textbook(s)

Textbook: 
Principals of Advertising & IMC

Publisher: McGraw Hill, 2nd ed.
Author: 
Tom Duncan




Publication Date: January 23, 2004
ISBN:

0-07-253774-4 

Suggested Periodicals:


Adweek

Instructional Methods:     Lecture, discussion, IMC project, individual consultation.
	TOPICAL OUTLINE [Syllabus is subject to change.]

	Week 1
	4-6-2011
	Lecture:  Review project requirements    

Assignment:  Integrated Marketing Communications, Regulations, Ethics
1.  Read Ch 1,14  - develop any questions for instructor review

2.  Find a client for your project.  Interview them and write a company 
     background. (This will later be put into section 2.0)

3.  Write a letter to your client stating how you can help them. 4.  Get a 
     permission letter from your client (on their letterhead) giving you permission 
     to work together using their company for your IMC. 

	
	
	

	Week 2
	4-13-2011
	Lecture:  Review questions and concepts from chapter

Assignment: Corporate Strategies, Brand Management
1.  Read Ch 2, 3  Complete sections 3.1, 3.2, 3.3

Write a total of 3 sections this week (10 points)

	
	
	

	Week 3
	4-20-2011
	Lecture:  Review questions and concepts from chapters

Assignment: Promotion Opportunity Analysis
1.  Read Ch 4, Complete sections  2.1, 2.1.1, 2.1.2, 2.1.3 

2.   Sections 1,2,3 and 4 are required. This week review Sections 5 (Consumer),
      6 (Distribution) and 7 (Business to Business) in your workbook and choose 
      two of the three for your project.  
Write a total of 4 sections this week (10 points)

	

	Week 4
	4-27-2011
	Lecture:  Review questions and concepts from chapters

Assignment:  Creative Design, Advertising Appeals, Agency Selection
 (Depending on which two sections you have chosen from 5, 6 and 7 write

the assigned sections which apply to your project from those listed below)

1.  Read Ch 5, Complete sections 5.2.1.2, 6.2.1.2, 7.2.1.2 Creative Brief

2.  Read Ch 6 & 7, Complete sections 5.2.1.3, 6.2.1.3, 7.2.1.3 Ad design 

3.  Review Ch 5, Complete section 4.3; Agency selection

4.  Complete rewrites of assignments as noted by instructor.

Write a total of 5 new sections this week (10 points)

	

	Week 5
	5-4-2011
	Lecture:  Review questions and concepts from chapters
Assignment: Traditional Media Planning, Alternative Marketing
1.  Read Ch 8, Complete sections 5.3, 6.3, 7.3; Media Plan

2.  Read Ch 9, 10 Complete sections 4.4 Internet, 5.2.6 Alternative Marketing
     (This section is new and does not have an example in the handbook)
3.  Complete rewrites of  assignments as noted by instructor.

Write a total of 4 new sections this week (10 points)

	

	Week 6
	5-11-2011
	Lecture:  Review questions and concepts from chapters

Assignment: Databases, Sales Promotions, Personal Selling
1. Read Ch 11, Complete sections 5.2.5, 6.2.4, 7.2.5; Databases

2.  Read Ch 12, Complete sections 5.2.2, 6.2.2, 7.2.2; Sales Promotions
3.  Review handbook, Complete sections 5.2.3, 6.2.3, 7.2.3; Personal Selling

4. Complete rewrites of  assignments as noted by instructor

Write a total of 5-6 new sections, depending (10 points)

	

	Week 7
	5-18-2011
	Lecture:  Review questions and concepts from chapters

Assignment: Sponsorships, Public Relations, Evaluating the IMC
1.   Read Ch 13, Complete sections 5.2.4, 7.2.4: Sponsorships and section 3.6 
      Public Relations

2.   Read Ch 15 Complete section 3.7; Evaluation

3.  Putting it all together:  Section 2 & 3 – complete 2.0, 3.0

4.  Complete rewrites of  assignments as noted by instructor

Write a total of 5 new sections this week (10 points)

	

	Week 8
	5-25-2011
	Lecture:  Review questions and concepts from chapters

Assignment:  Advertising Objectives, Goals, Budgets
1.   Review Ch 4, 5, Complete 5.1, 5.2.1, 5.2.1.1; 6.1, 6.2.1, 6.2.1.1; 7.1, 7.2.1,   

      7.2.1.1; Budgets and 4.2 Master Budget
2.   Complete rewrites of  assignments as noted by instructor.

Write a total of 6 new sections (10 points)

	

	Week 9
	6-1-2011
	Lecture: Review questions and concepts from chapters

Assignment:  Methodologies, Section Summaries
1.  Putting it all together; Section 5 & 6- complete 5.0, 5.2, 6.0, 6.2, 7.0, 7.2

2.  Putting it all together:  Section 4 – complete 4.0, 4.1, 
3. Complete rewrites of  assignments as noted by instructor

Write a total of 6 new sections (10 points)

	

	Week 10
	6-8-2011
	Lecture:  We will review and grade in class Week 9 assignments

Assignment:  Executive Summary, Organize the IMC 

1.  Complete Section “1.0 Executive Summary” of the IMC (10 points)
2.  Sequentially organize the completed sections following page 192, 193 in the
     handbook.  Some sections will need to be renumbered as not all sections have   

     been completed in this IMC project exactly as the handbook. 

3.  Develop branding for your IMC presentation

4.  Complete ALL rewrites as noted by instructor

5.  Review for consistency across all sections

	

	Week 11
	6-15-2011
	Hand in the completed IMC (10 points)


Assessment Criteria and Methods of Evaluating Students:

Grading Criteria (%):   10 written assignments per topical outline @ 10 points each = 100 points 





Total 



   100 points/ 100%
Method of Evaluation:
A = 94-100 
4.0

C = 74-76 
2.0





A-= 90-93 
3.7

C-= 70-73 
1.7





B+= 87-89 
3.4

D+ = 67-69 
1.4





B= 84-86 
3.0

D = 60-66 
1.0





B-= 80-83 
2.7

D-= n/a





C+=77-79 
2.4

F = below 60 
0.0

Students must receive a grade of "C" or higher in this class in order to pass.  This class forms part of the final portfolio.
Estimated Homework Hours: Approximately 6 hours per week

Required Supplemental Materials:

Pencil, Notebook, Presentation Binder
Cost:                  



$20.00
Technology Needed: 



Access to the Internet

Student Responsibilities/ Classroom Policies:  Late work accepted up to 1 week with a full grade penalty.  No cell phone usage or text messaging during class.
Topics

1.  Analyzing a corporate image and how to nurture it in a positive way through public relations and sponsorships.
2.  Assessing the current market place and your brand positioning within it.

3.  Looking for marketing opportunities based on current targets or new segments.

4.  Developing all areas of marketing in a cohesive plan, such as advertising, personal selling, and sales promotions.

5.  Exploring consumer, distribution and business to business marketing needs.

6.  Creating an advertising campaign that is based on communication objectives and target audience.

7.  Budgeting a master plan for the IMC.

8.  Selecting media outlets for advertising.

9.  Methods of evaluating an IMC.
CRITICAL INFORMATION PAGE FOR SP 2011

Policies - All policies of the Student Handbook apply to this course.  These include, but are not limited to, grading policies, attendance and plagiarism. (SEE ALSO COURSE POLICIES).

Attendance – Any student who does not attend class for 10 consecutive calendar days may have their enrollment terminated.   Absences of more than 9 hours in a 3 hour per week course, or 12 hours in a 4 hour per week course constitute failure.  Please see the student attendance policy in the student handbook or the catalog for further information.

Graduation Application Period for SU 11 Grads – Monday, April 25-29, 2011

Graduate Candidacy Clearance– A graduate candidate MUST report to the Office of the Registrar, then to Student Affairs - Monday, June 13, 2011
ADA (Americans with Disabilities Act) –It is AiFL policy not to discriminate against qualified students with a documented disability in its educational programs, activities or services.  If you have a disability-related need for reasonable accommodations in this class, contact AiFL counseling department located at Harbor Walk suite 101.






[image: image1.wmf]
Important Dates for the Quarter


Class Start





Monday, April 4, 2011 (wk. 1)

Add/Drop period




April 4 – April 11, 2011 (wk. 1)
Good Friday Holiday




Friday, April 22, 2011 (wk. 3)

 Registration Advisement




May 2, 2011- May 6 (wk. 5)
 EREG (Online) Registration Period


May 9 – May 29, 2011 (wk. 6-8)
Memorial Day Holiday




Monday, May 30, 2011 (wk. 9)

Course Withdraw Deadline on-ground


Friday, June 3, 2011 (wk. 9)

Online Course Withdraw Deadline 


Friday, June 10, 2011 (wk.10)
Graduate Clearance




Monday, June 13, 2011 (wk. 11)

Portfolio Review 9 AM > 12 PM



Thursday, June 13, 2011 (wk. 11) 

Graduation





Thursday, June 16, 2011 (wk. 11)

Last Day of Classes




Saturday, June 18, 2011 (wk. 11) 

Spring break





June 19, 2011 – July 10, 2011 (wk. 11)

All dates/times are subject to change

Summer 2011 Schedules Available Monday June 13, 2011
Important 
Always check the student newsletter and postings on the bulletin boards, the glass cases in the halls and elevators.
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