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   Winter 2008
Advertising & Promotion

Course Syllabus

Instructor: Bruce C. Bailey, Ph.D.





     Office: 408 Roush

Class Meets: MWF 12:30 – 1:50 p.m. 



        Classroom: 426 Roush Phone: (614) 823-1460






FAX: (614) 823-1014

Email: BCBailey@otterbein.edu

Office Hrs: MW 11:00 am–Noon & by appointment

Course Description

This course is designed to introduce you to two of the primary marketing communication vehicles, namely advertising and promotion. The intent is to provide you with a basic understanding of the techniques ("What" & "How") and strategic rationale ("Why" & "When") behind elements of these important marketing functions. Prerequisite: BADM 310

Classroom discussion and course deliverables will include both theoretical and practical perspectives to maximize learning and "real world" application for individual students.

Course Objectives

1. To understand the role of advertising and promotion in the marketing communication process.

2. To understand the basic elements of advertising and promotion and the role that each can play in affecting the consumer decision-making process.

3. To gain a better understanding of how marcom (marketing communication) elements influence the ultimate success of the organization.

4. To learn at least one new thing that can be applied to enhance real life situations.

Texts & Reading Materials

Shimp, Terence A., Advertising & Promotion: Supplemental Aspects of Integrated Marketing Communications, 7th ed. Ft. Worth: The Dryden Press (Required). An abbreviated version of this text, available at the bookstore, will be used for this class.

Bailey, Bruce C., Consumer Promotion Handbook (required).

Bailey, Bruce C., Consumer Promotion Workbook (required).

Regular perusal of one or more of the following business publications:

The Wall Street Journal
Advertising Age

Brandweek


Business Week

Course Conduct

Our class will be a combination of lecture and open discussion, which can result in either a lively class or complete chaos. It is also an environment for you to learn professional behavior and deportment, so let’s establish some class rules that we will all agree to. If you do not wish to abide by them, do not register for this class. Your continued presence in this class signifies your agreement to the following:

1. Deportment. There will be only ONE conversation going on in the class at any one time -- either the one I am having with the class as a whole, or the one you are having with the class. I consider myself a reasonable person, but I do not wish to put up with rude and disruptive behavior. Once class begins, please cease all your personal conversations. It is unprofessional to disrupt the class with late arrivals and/or private conversations, so please don’t do it. If you insist on violating this rule, you will be asked to leave the room. Persistent violators will receive a zero for class participation, regardless of any other contribution they may make.
2. Class Attendance & Participation. Students are expected to attend all classes. Participation will be judged on contribution toward class discussions. NOTE: Merely attending class does not constitute “participation” (See below for comments on preparation).

3. Punctuality. Come to class on time. Class will begin promptly at 12:30 p.m. and you should be ready to go to work at that time. That means being in your seat, notebook open, and ready to participate in the class. It does NOT mean that you start thinking about coming to class at 12:30 p.m. and stroll in late. Coming in late is just another form of rude, disruptive behavior. As with conducting private conversations, persistent violators will receive a zero for class participation.
4. Preparation. Come to class prepared. You will get so much more out of this class if you participate, and you can only participate meaningfully if you are prepared. All students are encouraged to ask questions at any point for reference, clarification, or as part of a class discussion, but I am far more interested in the quality of your comments than in the quantity. 
Do not wait until the end of the quarter to start worrying about your participation grade; instead, be active in class discussions throughout the quarter and the participation grade will take care of itself. Your participation should be meaningful, topical, and informative. Superfluous and trivial comments, made only to draw attention to yourself, do not constitute participation.

5. Timeliness. Turn in assignments on time and in the proper format. You will have many deadlines in your business careers, so you should get in the habit of turning in things when they are due. All assignments are due at the beginning of class on the date indicated on the course schedule below. Please note: late work will not be accepted under any circumstances. 

Examinations

There will be a midterm and a final exam. Exams will be used to determine your knowledge and understanding of basic marcom concepts and will be comprised of short answer and multiple-choice questions. Relevant material for exams will include the textbook, Consumer Promotion Handbook, class discussions, videos, and any other material we cover during the quarter. 

Academic Integrity & Grading

You are encouraged to discuss class topics and issues with classmates, and to make use of others’ work to forward your own understanding of marketing, within the guidelines set out by Otterbein College. When using published information in your term projects, be sure to cite all sources using the proper format.

While you may form study groups, all assignments are to be done individually. I assume everyone is honest unless proven otherwise. In the unfortunate event that an act of academic dishonesty should occur, it will be dealt with to the fullest extent of penalty as specified by the Otterbein College policy on academic integrity. See the Campus Life Handbook for further information.

Academic dishonesty of any kind is unacceptable. Regardless of any penalties imposed by due process, be aware that any assignment turned in as original work that is not original work will result in an F for the final course grade.

Grades will be assigned according to performance on the items listed below. Consistent with departmental policy of including oral and/or written assignments as part of the curriculum, assignments will be evaluated on the basis of effective business communication skills as well as a demonstration of the mastery of course concepts.

Points will be earned on the following course deliverables:

	Assignment
	       Points

	Midterm Exam

Final Exam

Class Participation

Consumer Promotion Workbook

Term Project Written Report
	   200 points

   300 points

   100 points

   100 points

   300 points

	Total
	1,000 points*


* Subject to change without notice at my discretion

Please note: I do not “give” grades; rather, you will “earn” one, based on the following scale:

         Score Range
       Grade

        Score Range
       Grade

930 – 1,000

A


770 – 799

C+

900 – 929

A-


730 – 769

C

870 – 899

B+


700 – 729

C-

830 – 869

B


670 – 699

D+

800 – 829

B-


650 – 669

D








649 and below

F

Term Project:  A Promotion Plan

My experience with student marketing projects is that students usually pick physical goods as their products. Although the marketing of services is an important area, I’d like to continue the physical goods “tradition” in this class. Indeed, my work experience has been concentrated in the area of consumer packaged goods, so I’m very comfortable discussing the planning and execution of promotion plans of this genre.
Instructions: Assume you are a brand manager working for a manufacturer of consumer packaged goods. You are charged with developing a comprehensive, 18-month, national promotional campaign (which may include broadcast, print, and/or electronic media) for a product of your own design or choosing. Your budget for this campaign, including trade promotion dollars, is $60 million.

Submit to me, no later than January 18, 2008, a typed project outline containing: (1) your name, email address, and phone number, (2) a description of the product you will be promoting, including the brand name, and (3) a brief description of whom you perceive to be the primary target market for this product.

At the end of the quarter, you will submit a written report with the complete details of your promotion plan. This would include, but not be limited to:

(1) objectives of the campaign;

(2) identification and size of the target market;

(3) a budget breakdown;

(4) samples of printed promotional materials and/or direct mail pieces, advertising story boards, radio scripts, coupons, tie-in promotions, magazine advertisements, web pages, etc.;

(5) promotion schedule for the next eighteen months (i.e. July 2008 through December 2009); and

(6) how you will measure the effectiveness of the campaign.

Your report is due March 14, 2008.

To assist you in writing your plan, you will complete the Consumer Promotion Workbook, which addresses various types of promotion events you might consider for your product. This Workbook is due on February 25, 2008.

General Comments

Advertising and promotion are the most exciting and dynamic parts of the marketing mix. Not only are we exposed to over 3,000 advertising messages every day, but also advertising reflects so much of our society’s standards and ideals. Therefore, we influence the content of advertising just as much as it influences the content of our lives.

I have over twelve years of experience in consumer packaged goods marketing, and will bring that experience into our classroom lectures and discussions. I will not always lecture on the text material; often, I will bring in examples of my own work, and will explain the thinking behind those efforts. You are, however, still responsible for the text material. 

I believe my value to you as an instructor is in exposing you to areas of marketing you will not find in the text that will enhance your understanding of the text material. I will also show you some of the tools marketing people use, many of which you will not see in any other class. To me, that is an exciting prospect. I hope that by the end of this class, you will find it so, too!
Ultimately, my goal in conducting this class is to add to your personal marketability, both in the short and long term. By this, I mean that I want you to have increased your value to yourself and to your future employers by having the experience of this class. I will pursue this goal with any number of devices, some of which are easily noted, others of which are not so apparent. The class itself will reflect, to the best of my ability, the reality of the work world you are about to enter. To that end, I offer the following:

· I will always be honest with you. I will tell the truth about whatever subject, to the best of my ability.

· I will attempt to be a positive role model, and I will maintain high personal ethical standards in all of my dealings with you. I will attempt to be respectful of you at all times and to be considerate of your personal situation and feelings. I will extend to you all courtesy, including the courtesy of time. Accordingly, I will try to keep all appointments to the minute.

· I believe I have a good sense of humor that, at times, manifests itself in a variety of ways. I think class, learning, and life should be fun. I may occasionally tease you about something, but it won’t be out of spite. I won’t try to hurt you, but I might accidentally “step on your toes.” If I do, please allow me to apologize and let us get back to the business at hand.

· I will do my best to give you quality feedback so you can improve your performance in a timely fashion. I will be constructive, but honest as well.

· When in doubt, come see me. I would prefer to talk with you in person rather than trying to resolve things via email. If you have a problem, don’t wait. Come and see me right away and let’s get it resolved.

This course involves a lot of work. I can tell you up front that you will get out of it exactly what you put into it. If you give it your best effort, i.e. come to class every day prepared to discuss that day’s material, diligently work through the Consumer Promotion Workbook, and make a sincere effort in completing your assignments, you will learn a lot and be better prepared to enter the workforce. If you decide to “mail it in” and try to duck the work, you’ll get virtually nothing out of it.

If you haven’t learned by now, you can’t just turn your work ethic on and off like a faucet. You get ahead because you do things right all the time, not just some of the time. If you haven’t always put forward your best effort before now, make a commitment to yourself, and to this class, that you’ll begin now. 

Now, let’s get to work.

	Week
	Date
	Topic
	Chapters

	1
	1/07/08
	Syllabus and Course Outline


	

	
	1/09
	Overview of Integrated Marketing Communications
	1

	
	1/11
	Video: Sell & Spin: A History of Advertising
	

	2
	1/14
	Marcom Challenges: Enhancing Brand Equity
	2

	
	1/16
	Ethical, Regulatory, & Environmental Issues in Marcom
	3

	
	1/18
	Project Paperwork Due
Marcom Targeting
	4

	3
	1/21
	Martin Luther King, Jr. Day – No classes scheduled

	
	1/23
	Marcom Positioning
	5

	
	1/25
	Marcom Objective Setting & Budgeting
	6

	4
	1/28
	Midterm Examination
	1–6

	
	1/30
	Promotion Objectives

Trade-Oriented Sales Promotion

· Structure of Trade Promotions

· Trade Promotion Objectives

· Trade Promotion Pricing
· Obtaining Feature Pricing, Displays, and other Trade Support
	Consumer Promotion Handbook


	
	2/01
	· 
	

	5
	2/04
	
	

	
	2/06
	
	

	
	2/08
	Consumer-Oriented Sales Promotion

· Sampling, Couponing

· Price & Bonus Packs
	

	6
	2/11
	
	

	
	2/13
	
	

	
	2/15
	Individual work on Consumer Promotion Workbook
	

	7
	2/18
	Consumer-Oriented Sales Promotion (cont’d)

· Cash Refunds

· Merchandise Packs & Premiums

Group Promotions
	

	
	2/20
	
	

	
	2/22
	
	

	8
	2/25
	Consumer Promotion Workbook due

Brands, Packaging, & P-O-S
	7

	
	2/27
	Planning for & Analyzing Advertising Media 
	13

	
	2/29
	
	

	9
	3/03
	Using Traditional Advertising Media

· Video: Top 10 Television Commercials of All Time
	14

	
	3/05
	
	

	
	3/07
	Assessing Ad Message Effectiveness
	12

	10
	3/10
	Selecting Message Appeals & Picking Endorsers 
	11

	
	3/12
	Individual work on Media Plans
	All

	
	3/14
	Course Review

Written Media Plan Due
	All

	11
	3/19
	Final Examination, 8:00 – 10:00 a.m.
	7, 11–14
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