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1. COURSE DESCRIPTION
This course covers academic theories and practical applications for managing and evaluating integrating marketing communications programs. Students have the opportunity examine marketing communications tools and their importance to business and non-business organizations. Advertising, (consumer and trade) sales promotions, personal selling, public relations, publicity, and direct marketing are the major types of marketing communications that will be reviewed as strategic tools for creating corporate goodwill, brand equity and competitive advantage. It is assumed that students already know introductory marketing principles and have a basic understanding of consumer behavior. 

2.  OBJECTIVES 

The objectives for this course include the examination of marketing tools currently used in the modern workplace, the use and understanding of communication in marketing products and services, and the use of communication to achieve business objectives.

     a. GENERAL COMPETENCIES

The student will gain insight into the value of marketing & communication fundamentals through the various classroom activities and lectures.

     b. SPECIFIC COMPETENCIES
During each class session, the student will identify key terminology and concepts associated with marketing communications. The student is responsible for 3.125 hours of daily reading outside of class (non-contact hours) for each class period during the term.

After completion of this course, students will be able to: 

1. Demonstrate a broad appreciation of the need for information in 


    marketing management and its role in the overall marketing process 

2. Explain the concept of knowledge management and its importance in a     

    knowledge-based economy 


3. Explain how organizations determine their marketing information 


    requirements and the key elements of user specifications for 


    information 


4. Demonstrate an understanding of marketing management support 


    systems and their different formats and components 


5. Demonstrate an understanding of the application, the role in 


    customer relationship management (CRM) and the benefits of 

   
    customer databases 


6. Describe the process for setting up a customer database 


7. Explain how organizations profile customers and prospects 


8. Explain the principles of data warehouses, data marts and data 


    mining 


9. Explain the relationship between database marketing and marketing 


    research 


10. Describe the nature and structure of the market research industry 


11. Plan the design, development, execution and evaluation of 


      communications campaigns by a team of marketers, including 


      external agencies and suppliers 


12. Use appropriate marketing communications to develop relationships 


      or communicate with a range of stakeholders 


13. Manage and monitor the provision of effective customer service 


14. Use marketing communications to provide support for members of 


      a marketing channel 


15. Use marketing communications techniques for an internal marketing 


      plan to support management of change within an organization 


16. Review and evaluate the effectiveness of communications activities 


      and the role of the individual and team in this process 

3. COURSE CONTENT OUTLINE

	
	DATE
	CONTENT 
	HOMEWORK (96 HRS.)
	EVALUATION

	
	
	Subject(s) to be covered
	Assignment & number of allotted hours-specify pages
	How assignment will be evaluated

	1
	Sept. 3
	Introduction; Concepts 

Competency 1
	
	In-class Participation Evaluation

	2
	Sept. 4
	Marketing Management

Competency 1
	 Chapter 3 (64-100, 37pgs.)
	In-class Participation Evaluation



	3
	Sept. 5
	The Marketing Plan

Competency 2
	
	In-class Participation Evaluation



	4
	Sept. 6
	Marketing Budgets

Competencies 2 & 3
	.


	In-class Participation Evaluation



	5
	Sept. 10
	The Marketing Mix and Related Tools Part 1

Competency 3
	 Chapter 4 (106-138, 33pgs.)
	In-class Participation Evaluation



	6
	Sept. 11
	The Marketing Mix and Related Tools, Part 2

Competency 3
	Case Study 22 pgs.
	In-class Participation Evaluation



	7
	Sept. 12
	Marketing in Different Contexts & Management Support Systems

Competency 4
	
	In-class Participation Evaluation



	8
	Sept. 13
	Marketing Communications and Customer Dynamics, Part 1

Competencies 5 & 6
	Chapter 4 pgs. 57-58, 175-176, 211-212 (6pgs).

	In-class Participation Evaluation



	9
	Sept. 17
	Marketing Communications and Customer Dynamics, Part 2

Competencies 5 & 6
	
	In-class Participation Evaluation



	10
	Sept. 18
	EXAM 1
	
	Objective Assessment  

             

	11
	Sept. 19
	Coordinated Marketing Communications

Competencies 6 & 7
	Chapter 7 (218-248, 31pgs)
	In-class Participation Evaluation



	12
	Sept. 20
	Marketing Channels, Part 1

Competency 8 & 11
	Case Study 24 pgs


	In-class Participation Evaluation

	13
	Sept. 24
	Marketing Channels, Part 2 & Review for Mid-Term

Competency 8 & 11
	Chapter 8 (254-289, 36pgs)
	In-class Participation Evaluation



	14
	Sept. 25
	Mid-Term Examination
	
	Objective Assessment

	15
	Sept. 26
	Relationship Management, Part 1

Competencies 9 & 10
	Chapter 9 (296-329, 35pgs).
	In-class Participation Evaluation


	16
	Sept. 27
	Relationship Management, Part 2

Competencies 9 & 10
	
	In-class Participation Evaluation



	17
	Oct. 1
	Marketing Management in Practice, Part 1

Competencies 11 & 12
	Chapter 10 (336-368, 33pgs)
	In-class Participation Evaluation


	18
	Oct. 2
	Marketing Management in Practice, Part 2

Competencies 11 & 12
	Case Study 24 pgs


	In-class Participation Evaluation



	19
	Oct. 3
	Managing People and Teams

Competency 16
	Chapter 11 (374-404, 31pgs)
	In-class Participation Evaluation



	20
	Oct. 4
	Team Building, Part 1

Competency 16
	.
	In-class Participation Evaluation


	21
	Oct. 8
	Team-building, Part 2

Competency 16
	Case Study 18 pgs
	In-class Participation Evaluation


	22
	Oct. 9
	Exam 3
	
	Objective Assessment

	23
	Oct. 10
	Managing Marketing Projects

Competencies 12 & 14
	 Chapter 12 (410-439, 30pgs)
	In-class Participation Evaluation


	24
	Oct. 11
	Developing and Implementing Marketing Plans, Part 1

Competencies 12 & 14
	
	In-class Participation Evaluation


	24
	Oct. 15
	Developing and Implementing Marketing Plans, Part 2

Competencies 12 & 14
	Chapter 13 (444-475, 32pgs)
	In-class Participation Evaluation



	25
	Oct. 16
	Communication and Customer Service

Competency 13
	Chapter 14 (402-507, 26pgs)
	In-class Participation Evaluation



	26
	Oct. 17
	Determining the Effectiveness of your Marketing Communications Plan

Competencies 14 & 15
	Chapter 17 (580-609, 30pgs)
	In-class 

Participation Evaluation



	27
	Oct. 18
	Marketing Failures, Part 1

Competencies 14 & 15
	Chapter 15 (514-540, 27pgs)

	In-class 

Participation Evaluation



	28
	Oct. 22
	Marketing Failures, Part 2

Competencies 14 & 15
	Chapter 16 (546-574, 29pgs)
	In-class 

Participation Evaluation



	29
	Oct. 23
	Final exam
	
	Objective Assessment



	30
	Oct. 24
	Grade review and Distribution
	
	In-class 

Participation Evaluation




4. METHODOLOGY

This is a lecture-based course that will require continuous student attendance.  Student knowledge and competencies will be evaluated through daily class participation, question-and-answer sessions and examination through authentic assessment i.e., demonstrating what has been learned.

Note that students CANNOT make-up missed in-class work through class absence.  Students are highly encouraged to maintain a consistent presence during all scheduled class times.

Students who fail to maintain consistent class attendance in accordance with UEES policy will not be successful in this course.
5. ASSESSMENT/EVALUATION

The student will be assessed through daily participation and evaluation through testing.  By the conclusion of this class the student will be able to recognize and identify key objectives in marketing.  

6. BIBLIOGRAPHY 

6.1 REQUIRED
Integrating Advertising, Promotion and Marketing Communications, 1st Edition, (2003) by Kenneth E. Clow and Donald E. Baack, Indianapolis, Indiana: Prentice Hall.
6.2 COMPLEMENTARY
TBA

6.3 HANDOUTS: 

TBA

6.4 WEBLIOGRAPHY:


Advertising World -- from the University of Texas, a great collection of advertising-related links.


AdCritic.com -- a great site to see great collections of current (and some classic) television ads.


Ad*Access -- more than 7,000 advertisements printed in U.S. and Canadian newspapers and magazines between 1911 and 1955.


AdAge -- leading professional journal, with news, trends, and more of advertising industry.

Adweek -- another leading professional journal, with news, trends, and more of advertising industry.
7.  FACULTY INFORMATION

NAME:
James Keeley, PhD 

E-Mail: 
drjwkeeley@yahoo.com
.

ACADEMIC CREDENTIALS: 


B.A.A.S Bachelors of Arts and Sciences

GRADUATE:


M.Ed. Master of Education



M.B.A. Master of Business Administration



Ph.D. Doctor of Philosophy
