UNIVERSITY AT BUFFALO, SCHOOL OF MANAGEMENT, FALL 2015
SYLLABUS

MGM 409: Advertising and Promotion
Sections F1M & F2M
PROFESSOR D. GROSSMAN

MGM 409: Advertising and Promotion
Section F1M: M/W 12:30-1:50, Alumni 97
Section F2M: T/Th 8:00-9:20, Baldy 101

Office Phone: 645-5208

Secretary’s Phone: 645-3261 (Sharon Cosentino)
E-mail: dmg33@buffalo.edu (Note: e-mail is the best way to contact me)
UBLearns Web Site: ublearns.buffalo.edu

Office:  Jacobs 215C

Office Hours: Tuesday 1:00-3:00

Course Description:
	Promotional strategy, one of the four P's of marketing, is critical to the survival and success of organizations because promotion forms the point of contact between the organization and its many stakeholders, especially its customers. While promotion is typically associated with advertising, today's marketers have many more options in fashioning their promotional strategies. The first objective is to understand the various promotional choices, such as advertising, sales promotions, internet marketing, direct marketing, personal selling, and public relations.  All of these modes must work together.  The second objective is to understand how these various aspects fit together in developing integrated marketing communications.  We will also discuss the various regulatory, social and ethical factors that affect an organization’s integrated marketing program.

Course Learning Outcome

Learning Activities to Achieve Goals

1. You will understand the role of integrated marketing communications (IMC) within companies, ad agencies and society.

Lectures, assigned readings

2. You will learn the role of IMC and its necessary relationship with marketing.

Lectures, Readings, &  interactive discussion

3. You will learn key advertising principles and terminology.

Lectures & assigned readings

4. You will learn about the different IMC elements, including advertising, promotion, internet marketing, social media, direct marketing and public relations.

Lectures & assigned readings, including periodicals, such as Advertising Age
5. You will learn how to create a successful IMC plan so that all elements work together to create a consistent, unified and effective image.

Lectures, IMC Project (Integrated Marketing Communications)

6. You will gain experience by developing your own IMC campaign.

IMC (Integrated Marketing Communications Project)

7. You will learn about different advertising positions and career paths.

Lecture & Guest speaker

8. You will learn to work effectively and efficiently in a team situation.

IMC Project (Integrated Marketing Communications); Review of ads from Purvis text readings

9. You will be provided exposure to the advertising industry from the viewpoint of your professor’s industry experience and at least one guest speaker.

Lectures with personal examples (professor’s), as well as guest speaker from industry (New Era Cap)

10. You will develop a “real world” understanding of advertising and promotion, not just philosophical theories.

Professor’s industry experience, guest speaker experience

(New Era Cap), readings of periodicals, including Advertising Age
, 
Prerequisites:

MGM 301 and junior standing in the School of Management.

	


Course Materials:

Tools used during this course will include the text listed below, as well as handouts and additional readings as provided by the instructor. (These items will be distributed in class and/or placed on UBLearns.)  In addition, students will have the opportunity to learn from a guest speaker (or two) that currently works in the advertising industry.
Required Text:

Which Ad Pulled Best? Scott C. Purvis, 10th edition, McGraw-Hill Irwin, 2011.
Recommended (not required) Text:

Promo 2, O’Guinn, Allen, Semenik, 2013, South-Western, Cengage Learning.

Grading:
Exam 1
200 points
(29%)

Exam 2
240 points
(34%)


Project

220 points
(31%)


Att & Part
  40 points
( 6%)

If you want to discuss your grades, you will need to come see me during office hours.  There will be no discussion of grades via email, unless it involves a simple bookkeeping or numerical mistake.
A grade of “I” (incomplete) can be issued to students who are unable to complete the course due to some type of unforeseen medical, or family emergency. Students may only be given an “I” grade if they have a passing average in coursework that has been completed and have well-defined parameters to complete the course requirements that could result in a grade better than the default grade.  Prior to the end of the semester, students must initiate the request for an “I” grade and receive the instructor’s approval. Assignment of an “I” grade is at the discretion of the instructor.  Additional information about University grading policies is available at 
http://undergrad-catalog.buffalo.edu/policies/grading/explanation.shtml
Exams:

The two exams will consist of multiple choice questions and short answers. No makeup exams will be scheduled unless satisfactory documentation proving unavoidable circumstances is submitted.
Project:

Your goal is to develop an integrated marketing communications campaign for a specific product/service.  You will accomplish this goal by working in groups of 5 people.  The campaign will be due in various parts, all with different due dates throughout the semester.  A presentation will be given during the final weeks of class. **Details of this project are provided later in this syllabus.    
Attendance & Participation:

Attendance and participation represent a portion of your overall course grade.  It is of utmost importance that you attend every class and participate in discussions.  Just showing up for class is not sufficient for a good class participation grade. Excuses for absences due to UB athletic events and/or medical reasons must be provided in writing.

Attendance will be taken every class.  If you are absent, I will mark you as such in my records.  If you come to class late and want credit for attendance, you must write your name on my “late attendance” sheet.  This sheet of paper will be placed on the desk in the front of the classroom.  Do this at the end of class. This will ensure that you receive credit for attending class.   Please note that your attendance grade will be negatively affected if you have more than 2 late sign-ins.

Overall Course Grades:

Letter grades for this course will be assigned as follows:

Letter Grade

Points Earned

A

644-700

A-

630-643

B+

616-629

B

574-615

B-

560-573

C+

546-559

C

504-545

C-

490-503

D+

476-489

D

434-475

D-

420-433

F

419 & below

If you miss a cutoff, please do not e-mail me to ask that I change your grade.  I will sympathize with you, but I cannot change the grade.  With 12 different possible letter grades, there will always be people near a grade cutoff.  No course grades will be adjusted unless there is a bookkeeping or numerical error.

E-Mail Guidelines:

1. Once in awhile, I may send e-mails with important class-related information to your UB e-mail address.  If you do not routinely use your UB account, you must access it and follow the directions to have your e-mails forwarded to your preferred e-mail address.  You are responsible for all announcements made through e-mail and/or posted on UBLearns.  

2. The best way to contact me is via e-mail: dmg33@buffalo.edu   As a general rule, your e-mails will be answered within 24 hours.  However, please allow for 48 hours for an answer to your e-mail.  If you wait until the last minute to contact me, it is unlikely that I will respond back to you in time.  Please do not wait until the last minute and expect that I can help you.  You need to plan your assignments in advance.

**When sending me an e-mail, please do the following: In the subject line, write your name and class and section.   For example, if your name is John   Smith, in the subject line you need to type: John Smith, MGM 409, F1M.
Academic Integrity
Academic integrity is a fundamental university value. Through the honest completion of academic work, students sustain the integrity of the university while facilitating the university's imperative for the transmission of knowledge and culture based upon the generation of new and innovative ideas.

· Reference to the university undergraduate policy: 
http://undergrad-catalog.buffalo.edu/policies/course/integrity.shtml
Accessibility Resources

If you have any disability which requires reasonable accommodations to enable you to participate in this course, please contact the Office of Accessibility Resources, 25 Capen Hall, 645-2608, and also the instructor of this course. The office will provide you with information and review appropriate arrangements for reasonable accommodations.   Additional information is available at:  http://www.student-affairs.buffalo.edu/ods/
 
Course Outline for MGM 409 – Fall 2015  (as of 8/25/2015)
First, some important notes:

1. There are 2 sections of this class.  One meets on Mondays & Wednesdays (F1M) and the other meets on Tuesdays & Thursdays (F2M).  Be sure to know what section you are in so that you don’t miss any due dates.  (If you notice that I made any errors on this schedule, please let me know immediately.)
2. Specific dates on this schedule may change because some material may take longer (or shorter) to cover than originally planned.

3. For your convenience, I will make a strong effort to not change exam dates and project due dates.
4. There will be at least one guest speaker during the semester; Date(s) to be announced.

5. We will work with the Purvis book in class.  Please bring the book to every class because it will not be announced ahead of time when we will be using it.

Week 1
Intro to course, syllabus and schedule
Introduction to IMC

Week 2
Section F1M Monday, No class, Labor Day
The Role of Marketing in IMC & STP
Week 3
IMC Project: List of group members due 9/9(F1M) or 9/10(F2M) 
Consumer Behavior

Introduction to IMC Project

15 minutes will be allotted for work on project ideas
Week 4  
Communications

Creativity
IMC Project: 3 Project Ideas Due on 9/16(F1M) or 9/17(F2M)
Week 5
Major Selling Idea

Appeals & Execution
Review for Exam 1

15 minutes will be allotted for work on proposal
Week 6
Exam #1: 10/5(F1M) or 10/6(F2M)
IMC Project: Proposal due 10/7(F1M) or 10/8(F2M)
Advertising Media: Broadcast & Print
Week 7
Advertising Media: Broadcast & Print--continued
Internet/Digital Marketing, including Social Media
15 minutes will be allotted for work on analysis
Week 8
Direct Marketing

Sales Promotion & POP

Week 9
Sponsorship, Product Placement & Branded Entertainment

IMC Project: Analysis due 10/26(F1M) or 10/27(F2M)
Week 10
PR, Influencer Marketing, Social Media & Corporate Advertising
15 minutes will be allotted for work on Message Strategy
Week 11
Ethics & Regulations
IMC Project: Message Strategy due 11/9(F1M) or 11/10(F2M)
Week 12
International Promotion

Exam #2: 11/18(F1M) or 11/19(F2M)

Week 13
Time in class to work on ads

Continue with any other necessary lecture material
Section F1M Wednesday, No class, Fall recess

Section F2M Thursday, No class, Fall recess
Week 14
Time in class to work on ads

IMC Project: Actual Ads due for all groups on 12/2(F1M) or 12/3(F2M)
IMC Project: Presentations on 12/2(F1M) or 12/3(F2M)
Week 15
IMC Project: Presentations on 12/7 & 12/9(F1M) or 12/8 & 12/10(F2M)
IMC Project: Peer Evaluations due on or before 12/9(F1M) or 12/10(F2M)
--Only hard copies of peer evaluations will be accepted.

MGM 409—Sections F1M & F2M




Fall 2015
IMC Group Project






Prof Grossman

Your goal is to develop an integrated marketing communications campaign.  You will accomplish this goal by working in groups of five people.  The campaign will be due in five parts, all with different due dates throughout the semester.

Your first step will be to form yourselves into teams of five people.  This is your responsibility—not the professor’s.  A typed list of the people in your group is due at the beginning of class on 9/9(F1M) or 9/10(F2M).  This list must include student names and e-mail addresses.  Each group should decide on a group representative.  The representative of the group should circle his/her name.  The group representative is responsible for being the key contact to the instructor.  In addition, the representative must report on their group’s attendance in class each day.    Any person not on a list handed in at the beginning of class on the due date will receive a 5% deduction on their entire project grade.  This is equivalent to an 11-point penalty.
Your second step will be to hand in a list of 3 ideas for your project.  List your first choice for a project as #1; your second choice for a project as #2; and your last choice for a project as #3.  This can be a simple hand-written list, but it must be handed in at the beginning of class on 9/16(F1M) or 9/17(F2M).
Notes on the Selection of Product:

--Each team will select the product or service they want to promote.  However, Prof Grossman will have final approval.  

--Two factors should guide the selection of product/service.  First, the product/service should be suited to national print and television advertising.  Second, each team should select a product/service that has room for improvement.  In other words, the product/service could benefit from changing its marketing communications strategy.  (You are not allowed to choose “market leaders” as they do not demonstrate a lot of room for improvement.)

Any group that does not hand in this list at the beginning of class on 9/18/2014 will receive a 5% deduction on their entire project grade.  This is equivalent to an 11-point penalty.  Note: I will try to allow your first choice for your project, but I need to have 2 other ideas from you just in case there are duplicate project ideas within the class.
Each of the 4 written parts of your project (explained below) must have a cover sheet stating the name of your product, students’ names and e-mail addresses.
PART ONE: Proposal

Due: 10/7(F1M) or 10/8(F2M)

Length: One to two pages (not including the cover sheet)
Points: 10

Each team should write a proposal for a product.  The proposal should include:

1. your selected product

2. the problem the brand faces

3. its major competitors (be sure to indicate the market leader/s)

4. the general approach you will take to overcome this problem

PART TWO: Analysis

Due: 10/26(F1M) or 10/27(F2M)
Length: 2 to 3 pages (not including the cover sheet)
Points: 30
Perform the necessary research for developing an integrated marketing communications plan for your chosen product.  The following items should be included in your report.  Be sure to label each section of your report.
1. Your company

--brief summary of your company, division, location, mission, current events

2. Your product

--Describe your product.  What is it?  What brand name is it?  What does it do?  What are its main features?  What benefits does it offer the consumer?  (Do NOT compare it to the competition.  Strictly define YOUR product.)

--A color picture of your product must be attached to your situation analysis.

3. Your consumers

--Who is the target market for your product?  Are any trends occurring that you need to be aware of?

4. Your competition

--Major competitors of your product and their positioning in the marketplace.


--Why do consumers buy competitive products instead of your product?


--Any trends occurring?

5. Past IMC efforts

--What IMC efforts has the company made in the past?  Be specific noting years, message strategy and description of ads.
PART THREE: Message Strategy
Due: 11/9(F1M) or 11/10(F2M)
Length: 2 to 3 pages (not including the cover sheet)

Points: 40
Provide a description of your proposed message strategy and advertisement strategy. 

1. Who is the target market for your product?  Is it different from (or the same as) the product’s current target market (that you listed in Part Two/Situation Analysis)?  In other words, are you trying to change and/or expand the target market?  Note: If you target market is the same as what you mentioned in Part Two/Situation Analysis, you must still include that information here.
2. What are the objectives of your communication plan?

3.  Describe the message strategy of your IMC campaign.  In other words, what are you trying to communicate to your target market?
4.  List each IMC element and explain how it will communicate your message strategy.  Be sure that they all work together to support your integrated marketing communications plan.

PART FOUR: The Actual Ads
Due: 12/2(F1M) or 12/3(F2M)
Points: 110
It is important that your group be creative with this assignment.  Do not bore your potential client… or your professor!  

Broadcast Media—one TV ad and one radio ad
Print Media—one newspaper ad and one magazine ad
Support Media—one
Direct Marketing—one

Internet/Digital, including social media—two
Sales Promotion or Point-of-Purchase—one (whichever is most applicable to your pdt)
Public Relations—one
Sponsorship, Product Placement, Branded Entertainment—one (your choice)
Each ad must be presented in a professional manner.  The TV ad must be videotaped or created on the computer.  The radio ad must be presented in two forms: printed script and audio.  The print ads must be presented on “good paper”.  Each of the other items must be presented in a professional manner that would be acceptable to a business client.  
All materials must be placed in a 3-ring notebook using plastic sleeves.  The cover (or first page of the notebook) should list your group’s product, students’ names, and students’ e-mail addresses.  In addition, each ad must be labeled.  I will show you examples of how to do this in class.

You cannot “double dip” your ads.  In other words, you cannot create a cents-off coupon that will be posted on a website and use that as both an internet piece and a sales promotion piece.
PART FIVE: Oral Presentation
12/2, 12/7, 12/9(F1M)  or  12/3, 12/8, 12/10(F2M)

 (Dates for presentations will be assigned in October.)
Length: 12 to 15 minutes

Points: 30

The presentation is not the time and place to show everything you have accomplished in steps one through five.  Your presentation should be brief and only include the following:

--your product and the general problem your product faces (from Part One)

--the message strategy (from Part Three)

--the ads (from Part Four)

Each team member must have a speaking part in the presentation.  Visual aids, such as videotapes, PowerPoint slides, handouts, ads, etc. should play an important part in your presentation.  A copy of your PowerPoint presentation, as well as any other visual aids, must be printed and handed in before your actual presentation. Professional, business-like attire is required.

PROOF READING WRITTEN ASSIGNMENTS

It is your responsibility to proof read your written assignments before they are turned in.  Once the assignment is turned in, you may not make any changes to it.

RULES ABOUT DUE DATES

Assignments must be handed in at the beginning of class on its due date.  Any assignment handed in after the beginning of class on its due date will receive a 10% deduction. An additional 10% deduction will be taken for each additional day the assignment is handed in late.

For example:

Section F1M’s message strategy is due 11/9.  Any group that hands in the assignment after the beginning of class on that day will receive a 10% deduction.  If the proposal is handed in the next day (11/10), an additional 10% deduction will be applied.  If the proposal is handed in the NEXT day (11/11), an additional 10% deduction will be applied.  And so on…

There are no exceptions to this rule.  

COMMENTS ABOUT WORKING IN GROUPS & EVALUATION

Groups with good working relationships and equitable contribution from members tend to produce the best projects. Managing relationships with peers is an extremely important business skill. If your group is missing one of the above characteristics, it is your responsibility to work at finding a solution that everyone in the group is comfortable with. Please contact the instructor only if the problem is serious or if the problem persists despite repeated attempts by the group to sort it out.

Grades on the project and presentation will be based on the instructor’s evaluation of the assignments and presentation, as well as student evaluations of their group members. A form used for grading each group member is attached.  All members of the group will not necessarily receive identical scores.

Oral Presentation:  As with the assignments, presentation grades will be based on both individual and group performance.  All members of the group will not necessarily receive identical scores.
ADVANCE \D 5.75Individual Components – knowledge of material; clarity; voice volume; eye contact; presence / confidence; and handling questions  

Group Components - inclusion of all material as listed in project guidelines; clarity; focus of group; flow / transitions; professional quality of materials; “readability” of materials;  and handling questions.
Group Project Peer Evaluation:

The attached form is for you to assign points to other group members on the basis of the degree to which they contributed to the project for both the assignments and oral presentation. These evaluations will be used as part of the assignment of individual grades. An individual who makes a less than equal share of contribution than his/her peers in the group will be penalized with a grade lower than those members in the group who contributed more.  You will need to complete this form and hand it in on or before the last day of class.  Any student that does not hand in this peer evaluation form on or before the last day of class will receive a 3% deduction on their entire project grade.  This is equivalent to a 6-point penalty.
MGM 409—FALL 2015—IMC PROJECT

This grading sheet is provided so that you can keep track of your project grades during the semester.
ITEM





SCORE
List of group members


N/A unless late

List of 3 project ideas



N/A unless late

Proposal




__________/10

Analysis




__________/30
Message Strategy



__________/40
Actual Ads




__________/110
Presentation




__________/30

Peer Evaluation
`


N/A unless late

Total Project




__________/220
THIS MUST BE HANDED IN ON OR BEFORE THE LAST DAY OF CLASS.
YOUR NAME_________________________    IMC PROJECTNAME__________________________

MGM 409--PEER EVALUATION FORM FOR TEAMS
INTEGRATED MARKETING COMMUNICATIONS CAMPAIGN
PURPOSE:

Each team member must rate all members of the team, considering their individual contributions to the total team effort.  The total team effort encompasses any of the following activities that might apply: leadership; arranging and participating in team meetings; gathering and analyzing data; contributing creative ideas ; arranging, preparing for, and/or giving oral presentations; as well as  writing, coordinating, and editing each of the five steps involved in this project.

MEASURES:

 (1)
Grade.  Based on the relative team effort, what grade would you assign to each member on your team, including yourself.  Assign an “A” for “excellent” performance, a “B” for “very good” performance, a “C” for “acceptable” performance, a “D” for poor performance, etc.  You may use the following grades in your evaluation of yourself and your team: A, B, C, D, and F.
(2)
Comments are OPTIONAL. Offer a brief explanation that you think might help the instructor
put your peer evaluations in proper perspective.  You may use the back if you need more room.
	Team Members

(include yourself)
CIRCLE YOUR NAME
	Letter  Grade
	Remarks (optional)

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


THIS MUST BE HANDED IN ON OR BEFORE THE LAST DAY OF CLASS.
14

