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COURSE DESCRIPTION
Dramatic and revolutionary changes are taking place in the business environment, which leading marketers and their agencies to approach advertising and promotion from an integrated marketing communications (IMC) perspective. It becomes more and more important for a firm to recognize how to uses all the promotional tools to communicate with its customers. Students who hope to work in advertising or some other promotional area need training for planning and coordinating IMC programs. This course will provide you an opportunity to understand the major marketing communication tools: advertising, the internet, interactive media, sales promotion, as well as public relations. You will also learn about how to research and evaluate a company’s marketing and promotional situation and how to use these various functions in developing effective communication strategies and programs. 
COURSE APPROACH
Class meetings will revolve around video presentations and in-class activities, such as case discussions, pre-assigned exercises and exercises. In order to get the most from this course it is extremely important that you are prepared for class. I will only highlight the material covered in the text of readings, on the assumption that you can do the required background reading yourselves and you would prefer to have new information and experiences in class that supplement your basic theoretical readings. As such, if you have questions on the text or readings, it is your responsibility to let me know prior to class (via e-mail), or at the beginning/end of class.
I will not repeat much of what is covered in the assigned readings. So if you do not prepare for class adequately, you will learn substantially less from the discussions and exercises, and not only will you not be able to participate in class effectively, but it is also likely that you will not perform well on the exams and cases. Class meetings do not test you on the background material directly, but they are based on your understanding and retention on the text material. Therefore, reading the background material is crucial.
REUQIRED TEXTBOOK
Kenneth E. Clow and Donald Baack. Integrated Advertising, Promotion, and Marketing Communications (Fifth Edition) . ISBN: 9787302305514, 730230551X，清华大学出版社，2012年12月1日影印。
GRADING COMPONENTS
Your final grade on the whole course will be based on the following components:

	
	Group/individual
	Weight (100%)

	Quizzes
	individual
	5%

	Participation/Preparation
	individual
	10%

	Case analysis and creative project
	group
	35%

	Final exam（open book）
	individual
	50%

	Total
	100%


 QUIZZES
There will be 4-5 quizzes during class time. Students should follow the instruction and finish all these quizzes in this semester. Through these quizzes, 

· Students could check how well they grasp the business research concepts;

· Lecturer could get the feedback of and thereafter improve his or her teaching;

· Students could get prepared for their final exam.

STUDY GROUP
The class is to be divided into several groups. Each group should consist of 3-4 students. Students are not allowed to change their groups during the semester. Each student should actively participate in all assigned teamwork.

Grading of the teamwork will be based upon the following factors:

· evidence of wide reading on and around the issue;

· ability to integrate readings and discussion with your own views;

· conceptual understanding demonstrated;

· originality of ideas and creativity;

· the overall organization and style;

· in-class presentation (if necessary).
CREATIVE PROJECTS
During this semester, each study group will be assigned one case to analyze and to do two projects. Each group should get ready before the class, and

· Orally present it in class for 15 minutes;
· Q & A for 5 minutes
· Submit a brief written summary (2--3 pages) of the presentation. 

· PPT and summary should be submitted by email attachment after presentation in class. 
ONLINE LEARNING AID
Students could download the PowerPoint slides, weekly quizzes, and other teaching materials from our class we-chat group. 
SCHEDULE
	 Week
	Date
	Topic
	Readings
	Group presentations

	1
	10.14
	Introduction to integrated marketing communications
	· Chapter 1
	

	2
	10.21
	Corporate image and brand management
	· Chapter 2
	

	3
	10.28
	The IMC planning process
	· Chapter 4
	

	4
	11.04
	In-class case presentation
	
	Case 1-4

	5
	11.11
	Advertising design: theoretical frameworks and message strategies
	· Chapter 6
· Lighting up Kindle
	

	6
	11.18
	Advertising design: types of appeals message strategies and executional frameworks
	· Chapter 7
	

	7
	11.25
	Creative project presentation for advertising design
	
	Project 1 

	8
	12.02
	Traditional media channels
	· Chapter 8
	

	9
	
	Digital marketing
	· Chapter 9
	

	10
	
	Sales promotions
	· Chapter 12
	

	11
	
	Public relations and sponsorship programs
	· Chapter 13
· Twitter Nosedive
	

	12
	
	Project presentation for IMC program
	
	Project 2

	9
	12.09
	Final exam


Note: 
1. Since the lecturer may spend more or less time on a particular topic, the actual schedule of topics may vary slightly from the above one.
2. Projects
  Project 1: Create an Brief and an advertisement

Project 2: Analyze and evaluate an IMC Program

(See cases and projects)
Note
By UIBE rules, deduction from the final grade shall be made for absence from class. A student is no longer entitled to the final examination if he/she has been absent, for whatever reasons given, for over one third of the total class hours, or absent without any notice for over 4 hours.
Lateness will be looked upon unfavorably, and be penalized should these instances of lateness become chronic or be disruptive of class proceedings.

Plagiarism will not be tolerated. Non-referenced or incorrectly referenced quotations will be penalized. Any assignments found to contain disproportionate amount of similar wording and content, will result in penalties to both parties concerned. Late assignment is not acceptable.
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