Long Beach City College
MKTG 41: Marketing Communications
Section  74814
Fall 2011

Instructor:  	Karen Faulkner, MBA, MIM, ABD		Office: T2349							Email:  kfaulkner@lbcc.edu		Phone:  (562) 938-4629	
Office hours:  Tues, Thurs 10 am – 12 pm 

Course Description:  Learn the functions of marketing communications with respect to the interrelations of producers, middlemen and consumers.  Advertising problems encountered by manufacturers in the development of new product are studied, along with production factors and the contributions by and relationships with advertising agencies, publication representatives and retail stores.

Outcomes:  Upon completion of the course the student should be able to:
1.  Synthesize the primary elements of the language and theories of the Marketing  Communications function within an organization.  
2.  Use creative and critical thinking strategies to solve complex business situations through the application of learned  Marketing Communication concepts.  
3.  Develop professional communication and teamwork skills for the purpose of ensuring future  success in a professional environment.  
4.  Develop the capability to access, evaluate and use information in fulfillment of coursework  and independent study.  
5.  Appraise the importance of ethics, social responsibility and diversity as legitimate Marketing Communications objectives.

Objectives:  Upon completion of the course the student should be able to:
1. Assess the various roles of Integrated Marketing Communication in the marketplace.  
2. Compare the roles of the various components of the IMC mix.  
3. Exhibit high-level creative and critical-thinking skills in the planning, organization, and implementation of a promotional campaign.  
4. Evaluate the impact and effects of technology on the Marketing Communication function.   
5. Demonstrate a working knowledge of Marketing Communication terms and concepts.   
6. Examine the effects of ethics/social responsibility, diversity, and globalism on Integrated Marketing Communications.

Textbook Required:  Contemporary Advertising, 13th Edition by William F. Arens, Irwin McGraw-Hill.  The course relies very heavily on the textbook, which should be brought to every class for in-class assignments.  I have placed a copy of the text in the LAC library. It can be checked out within the library building for up to two hours at a time. However, you are encouraged to purchase your own copy as the library text will be in heavy demand may be unavailable when you need it.

Course Requirements:

Read the assigned material prior to class and be prepared to discuss it.

The class employs a collaborative learning model, in which you will work with you classmates in small groups sharing experiences and insights and building on each others’ ideas.

Practices and assignments:  Each chapter includes practice quizzes and related web sites in www.prenticehall.com/daniels.  These are for your benefit and do not need to be submitted.   

Assignments are due within the first ten minutes of the start of class on the date indicated, after which they will not be accepted for credit.  

Project:  Working in groups of two to four students, you will develop a marketing communications campaign for a client on the product, service or idea of your choice.  All ads in the project must be your original work.  All sources used for research should be cited.  

Exams:  There will be five 100 point exams during the semester.   Please bring a 50 question Scantron sheet from the bookstore for each exam.  Each exam will include multiple choice questions taken from the text, lectures, guest speakers’ input, and in-class discussions.  All exams are to be completed individually without consulting books or notes.  Students have found the PowerPoint slides, linked to  http://business.lbcc.edu/faculty.cfm#Karen to be a useful study aid.  

No make-up exams will be given during the semester. If a student misses an exam, he or she will replace that grade with the comprehensive final exam.  

Attendance:  This class relies heavily on student input and involvement to foster an enriching learning experience.  As such, attendance is imperative and will be tracked.  If a student arrives more than 15 minutes late for class or leaves early, that class period will be counted as an absence.  If a student misses more than 20% of the class (more than 6 absences in a 15 week class) or misses two consecutive weeks, he or she may be dropped from the course.   Attendance forms a core component of the participation grade.  Missing more than two classes will negatively affect the participation score.  

Withdrawal:  If a student wishes to withdraw from the class, he or she is responsible for submitting paperwork to the admissions and records office before the drop date.  It is not reasonable to expect an instructor to guess at a student’s intentions.  

In-class conduct:  Academic dishonesty, such as plagiarism or copying during an exam, will be reported to the Dean of Student Affairs and result in a grade of zero for that assignment or exam.  This class is designed to be a fun, challenging and rewarding experience for all.  I appreciate your cooperation in ensuring a respectful, supportive learning environment.

Presentation:  Each group will include two to four members.  Your presentation should run approximately minutes.  You should include 15 to 35 PowerPoint slides.  Feel free to use other visual or auditory aides.  Include the first and last name and the email address of each group member on the title slide.  

At a minimum, your Marketing Communications Project must include the following: 

1. Title Slide: First and last name and email addresses of group participants, course, date, instructor, title of project and purpose (define product or service). 

2.  Table of contents:  List each section of the presentation.  

3. Who exactly is your target market? Describe them in terms of demographics, psychographics and any other segmentation variable that applies. Roughly how large is your target market? (10 pts. possible) 

4. How will you position your product or service? How will it differentiate from the competition? What is the competition doing and why is your approach significant? (10 pts. possible) 

5. What is your creative strategy ? Will you take a rational or emotional approach? Why? What image are you trying to convey? How will you do so? (10 pts. possible) 

6. What marketing approach will you stress most heavily: public relations, personal selling, advertising, sales promotions, media, print collateral? Will a combination media mix be used? Why? (10 pts. possible) 

7. What media would be appropriate to reach them? What specific media vehicles will you use? Include any other non-print components that you intend to use (i.e. broadcast, electronic, web, outdoor/transit, sales promotion, public relations, and/or direct selling materials). Why? (10 pts. possible) 

8. Include a proofed, polished copy of your press release. By sure to review the tips on writing the press release. (10 pts. possible) 

9. Create three layouts of an original print ad by choosing from the layout styles depicted on pages 358-360 of your text (12th edition). Identifying why you choose that particular layout, headline, visual/image, and body copy. Also identify how it uses the "creative pyramid." Specify the media (i.e. newspaper, magazine, etc.) in which you will place the ad(s). (30 pts. possible)

10. Summarize your presentation. How will your approach impact the market, result in image awareness, or sales? Why should the client choose your solution? (10 pts. possible)

11.  Cite any sources used for your research.  Citations can either be listed on the last slide or included within the presentation.  


Grading:  All assignments must include both the student’s first and last name to receive credit. 

Activity				% of total grade	
Exams					60%		
Homework assignments		10%
In-class assignments 			5% (Attendance required)
Final project				20%
Participation 				5% 
	
A:  90% and above
B:  80% to 89%
C:  68% to 79%
D:  60% to 68%
F:  67% and below

Dates may vary depending on how quickly or slowly we move though the material.  

	Date
	Topic
	Reading Due
	Homework Due

	9/6
	Intro and orientation
	syllabus
	

	9/8
	What is Advertising
	Ch1
	

	9/13
	Social Impact	
	Ch3
	Turn in an example of a controversial ad and a one paragraph explanation of why the ad will or will not be successful given its social impact and target market.  

	9/15
	Agencies
	Ch4 
	

	9/20
	Flex Day
	Study
	No class.  Campus is closed.  

	9/22
	Exam 1
	Study Ch1, 3, 4
	Bring Scantron & #2 pencil 

	9/27
	Foundations
	Ch5 
	

	9/29
	Segmentation
	Ch6
	Turn in an example of an ad that demonstrates market segmentation (demographic, psychographic, geographic or behavioristic) and a one paragraph explanation of why the target market chosen does or does not make sense.

	10/4
	Research
	Ch7
	Take the VALs survey at http://www.strategicbusinessinsights.com/vals/surveynew.shtml to obtain your primary VALs type.  (You do not have to provide your email address.)  Read http://www.strategicbusinessinsights.com/vals/ustypes.shtml for a description of each type.  Turn in two paragraphs, one exploring your VALs type and one discussing that of your proposed target market and comparing and contrasting the types.   (This exercise does not imply that your “type” should by similar to that of your target market.)  

	10/6
	Exam 2	
	Study Ch 5-7
	Bring Scantron & #2 pencil

	10/11
	Media Planning/PPT & Groups
	Ch9
	

	10/13
	Creative Strategy
	Ch10
	Turn in an ad and a written explanation of how the Creative Pyramid applies.  (The page numbers on which the Creative Pyramid appears will vary by edition.  Consult the index of your text.)	

	10/18
	Creative Execution
	Ch11
	

	10/20
	Exam 3 
	Study Ch9-11
	Bring Scantron & #2 pencil

	10/25
	Reading Writing Center  
	
	

	10/27
	Personal Selling and Sales Promos
	Ch17
	

	11/1
	Public Relations/Press Releases 
	Ch18 & Press Release material linked to http://www.lbcc.edu/business/Faulkner-pr-links.cfm 
	Turn in a near-final press release for your campaign.  

	11/3
	Exam 5 
	Study Ch 17-18  
	Bring Scantron & #2 pencil

	11/8
	Print Media	
	Ch13
	Create a near-final print ad for your campaign. While looking it, answer yes or no to each of The 61 Most Common Advertising Mistakes and How to Avoid Them at http://business.lbcc.edu/faculty.cfm#Karen.  Turn in both your ad and your written responses to the 61 elements.

	11/10
	Electronic Media
	Ch14
	

	11/15
	Digital Interactive Media
	Ch15
	Experience the interactive film, Dark Ride at http://darkersideofgreen.skinnynyc.com/dark-ride/designed to promote the Lexus CT200h.  Turn in a paragraph discussing the interactive elements used and their effects on the viewer-participant.  (Be sure to interact with the 12 minute simulation, not just view the 4 minute video.)  

	11/17
	Exam 4 
	Study Ch 13-15
	Bring Scantron & #2 pencil	

	11/22
	Round-table work in process on projects.
	
	

	11/24
	Thanksgiving
	No class
	

	11/29
	ALL Power Points due in the electronic drop box by 1:30 pm.  Do presentations.
	
	

	12/1
	Do presentations.
	
	

	12/6
	Debrief presentations – Comment cards handed back.  
	
	

	
	
	
	

	12/13
1:20 pm
	Comprehensive Final Exam for those who have missed an exam
	Study all chapters.
	The final exam is required if you have missed any previous exams.  
	
	





		
	
