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 Communications in Marketing 
A. INTRODUCTION:

This course provides the student with a clear understanding of the decision-making processes involved in creating and implementing marketing strategies. The course is built from the concepts and literature of the fields of Marketing Strategy and Strategic Planning. The concepts, theories, and ideas are given practical application in case studies, in regular class discussions, and in the project, which builds throughout the course. Emphasis is placed on thinking, on communicating, on problem solving and on using analytical tools to aid decisions about marketing strategies.

OBJECTIVES: 

General: To examine marketing Strategies, create new more effective strategies to solve problems and become solution provider;

B. To understand the importance of Strategies in workplace settings;

C. To demonstrate effective use of various strategically tools for achieving for example Marketing development, - Marketing segmentation, - Positioning techniques, - Product strategy

- Price strategies, - Distribution channels, - Communication strategies

Specific: 

specific business purposes, i.e. public relations, Communication, Listening direct marketing, sales promotions, goodwill creation strategic solutions.

3. CONTENTS

	DATES & SESSIONS
	SPECIFIC COMPETENCIES 
	CONTENTS
	NON CONTACT HOURS
	ASSESSMENT

	Session 1

April.. 07


	Understands the role of strategic marketing and the importance of maintaining a customer orientation
	Introductions; Profiles, Syllabus review
	Review of UEES library re: communication/marketing  books and periodicals. (1 hr.) Bring one article to class.  (5 p.)
	What i want success or ?

	Session 2

May.. 07


	
	Understanding available marketing communications resources
	Go to EBSCO, (s3238235, password is password). Find an article about marketing mix, read, copy and bring to class to share/discuss.(If you need help using EBSCO, contact the Library.) (5 p.)
	Categories of people

	Session 3

May.. 07


	
	Understanding available marketing communications resources
	Go to http://scholar.google.com/. Read at least three articles about communications of marketing. If you have questions about what might be included, look at topics in the text. Choose one of them to print and bring to class to present/discuss. Skim entire text. Make a set of notes about concepts which particularly interest you. Be prepared to explain your interests in class.  (15 p.)
	How I can be a best individual

	DATES & SESSIONS
	SPECIFIC COMPETENCIES

Analyzes the environment and identifies marketing opportunities. 
Understands how to develop new products, taking decisions regarding attributes, packaging, labeling, and branding.  
	Examples & Definition of Marketing
	Look at web site of the American Marketing Association at http://www.marketingpower.com to find information about Integrated Marketing Communications. Select an organization and product/service for your marketing communications project. (about 8p, 1.5h) 
	Chapter Presentation 2

Chapter Presentation 3

	May.. 07

May.. 07


	
	Overview: Integrated Marketing Communications
	Read and Study Chapter 1 (2-25, 24p, 2.5h).
	Case Studies

	Session 5

May.. 07


	
	Chapter 1 - Integrated Marketing Communications
	Read and Study Chapter 3 (64-100, 37p, 3.5h)
	Chapter Presentation 4

Chapter Presentation 5

	Session 6 

May.. 07


	
	Chapter 3 - Promotions Opportunity Analysis
	Write to hand in a promotions opportunity analysis for your project for the class. (0p, 2h) 
	Case Studies

	DATES & SESSIONS
	SPECIFIC COMPETENCIES
	Corporate Image and Brand Management; Review Social Responsibility and Buyer Behavior
	Write to hand in 1-2 pages explaining how you can apply concepts from Chapter 4 to your project. In class discussion of pages 57-58, 175-176, 211-212 (6p, 3h)
	Chapter Presentation 6

Chapter Presentation 7

	Session  7

May.. 07


	Applies marketing strategies in a simulated business venture.
	Chapter 7 - Advertising Management
	Read and Study Chapter 7 (218-248, 31p, 3h)
	Case Studies

	Session 8

May.. 07


	
	Chapter 7 - Advertising Management
	Discuss marketing communications term project.
	Chapter Presentation 8

Chapter Presentation 9

	Session 9

May.. 07


	
	Chapter 8 - Advertising Media Selection 
	Read and Study Chapter 8 (254-289, 36p, 4h)
	Case Studies

	Session 10

May.. 07


	· 
	Chapter 9 - Advertising Design: Frameworks and Appeals 


	Write to hand in (word processed and printed) a creative brief for an advertisement for your project. Follow ideas beginning on page 242 of the textbook. Also write to hand in (printed) a summary (can be in bullet point format or paragraphs) of media considerations for your project using concepts from Chapter 8 including at least media strategy and media mix. Read and Study Chapter 9 (296-329, 35p, 7h)
	What i want success or ?


	DATES & SESSIONS
	
	Lecture
	Review for midterm exam. Prepare any questions you have for class. Write to hand in advertising design considerations for your project. Use some concepts from both Chapter 9 and Chapter 10.  (0p, 3h)
	Categories of people

	Session 11

May.. 07


	Uses the strategic focus to manage the organization’s marketing mix.
	Lecture
	Read and Study for midterm exam (9h). Chapters 1, 3, 4, 7, 8, 9, & 10 plus pages 7-8, 175-176, & 211-212. Definitions of marketing and advertising from the AMA web site, http://www.marketingpower.com
	How I can be a best individual

	Session  12 to 19 

June..07
	
	Chapter 10 - Advertising Design: Message Strategies and Executional Frameworks 
	Read and Study Chapter 11 (374-404, 31p, 3h)
	Chapter Presentation 2

Chapter Presentation 3

	
	
	Review for midterm exam
	Read and Study Chapter 12. Write an outline of trade and consumer promotions for your project. (410-439, 30p, 5h)
	Case Studies

	Session 20

June..07


	
	All readings and class topics 7-29 November
	Read and Study Chapter 13 (444-475, 32p, 3h)
	Chapter Presentation 4

Chapter Presentation 5

	
	
	Chapter 11 - Trade Promotions
	Read and Study Chapter 14 (402-507, 26p, 3h)
	Case Studies

	Session 21

June..07
	
	Chapter 12 - Consumer Promotions
	Review for midterm exam. Prepare any questions you have for class. Write to hand in advertising design considerations for your project. Use some concepts from both Chapter 9 and Chapter 10.  (0p, 3h)
	How much I use my brain and energy

	
	
	Chapter 13 - Personal Selling
	Read and Study for midterm exam (9h). Chapters 1, 3, 4, 7, 8, 9, & 10 plus pages 7-8, 175-176, & 211-212. Definitions of marketing and advertising from the AMA web site, http://www.marketingpower.com
	how far my analysis can be

	Session 22

June..07
	
	Chapter 14 - Public Relations.

Definitions in class.
	Read and Study Chapter 11 (374-404, 31p, 3h)
	Can I be a good planner

	Session 23

June..07
	
	Chapter 14 - Public Relations
	Read and Study Chapter 12. Write an outline of trade and consumer promotions for your project. (410-439, 30p, 5h)
	

	Session 24

June..07


	Setting Goals and Missions of Sales, examine, plan and evaluate by   learning  success stories of new products
	Chapter 15 - Database and Direct Marketing
	Read and Study Chapter 13 (444-475, 32p, 3h)
	arguments

	Session 25

June..07
	
	Chapter 16 - Internet Marketing
	Read and Study Chapter 14 (402-507, 26p, 3h)
	Comments

	Session 26

June..07


	
	Chapter 16 - Internet Marketing
	Review for midterm exam. Prepare any questions you have for class. Write to hand in advertising design considerations for your project. Use some concepts from both Chapter 9 and Chapter 10.  (0p, 3h)
	Comments

	Session 27

June..07


	Applies marketing strategies in a simulated business venture.


	Chapter 17 - Evaluating an IMC Program
	Read and Study for midterm exam (9h). Chapters 1, 3, 4, 7, 8, 9, & 10 plus pages 7-8, 175-176, & 211-212. Definitions of marketing and advertising from the AMA web site, http://www.marketingpower.com
	Comments

	
	
	Chapter 17 - Evaluating an IMC Program
	Read and Study Chapter 11 (374-404, 31p, 3h)
	in group or individually

	
	
	Review for Final Exam
	Write 1-2 pages explaining how you should use personal selling and public relations for your project. (0p, 2h)
	in group or individually

	
	
	All readings and class topics
	Read and Study Chapter 15 (514-540, 27p, 3h) Using EBSCO, read three articles about database/direct marketing. Print one, bring to class to discuss. (15 p.)
	in group or individually

	June..07
	
	Presentations and Critiques
	Read and Study Chapter 16 (546-574, 29p, 3h)
	Case Studies

	June..07
	
	Chapter 10 - Advertising Design: Message Strategies and Executional Frameworks 
	Write about how you should use concepts from chapters 15 and 16 for your project. Discuss in your paper two Internet marketing examples in your project’s market. (List complete web addresses.) (about 5p, 1.5 hours)
	Class Activity

	
	
	
	Read and Study Chapter 17 (580-609, 30p, 3h)
	Class Activity

	June..07
	Formulate Group projects and team work, Remain Positive mantel attitude while working with other people
	
	Find one example of a marketing program in your project’s market. Write a short evaluation of that program to present in class (10p,1.5h)
	how I can be best in public dealing

	
	
	
	Review for final exam (0p, 2h)
	

	
	
	
	Read and Study for final exam (0p, 8h). Emphasis on Chapters 11-17 and class discussion like definitions of public relations and publicity.
	

	
	Act according to plan create new marketing strategies and solve problems
	
	Prepare project presentation. Written project report due (about 25p, 15h).


	

	Session 28

June..07


	
	
	
	Final Exam


     METHODOLOGY

Activity Assignments to be given a class earlier or to be done in the class

· Discipline in the Class is of Paramount Importance

· Class decorum and consideration for other student class needs is advised

· Punctuality for class attendance stressed

· More than 7 absenteeism will render withdrawal from course

· Healthy participation in class discussion is essential

· Some business and market background is a pre-requirement for this course.

· Complete  the required readings on each topic (day to day)

· Passing 1 examination, i.e. practical activity & end-term

· Completing all assignments and activity exercises

· Taking and passing all tasks / class room activities, etc.

· Regular attendance according to the rules of the uees. More than 7 


absences during the term will lead to the withdrawl of the student from 


the course.

E.
TEXT BOOK(S):

MAIN TEXTBOOK(s) MARKETING CONCEPS AND STRATEGIES
AUTHOR: Pride, William and Ferrell, O.C.





EDITORIAL: Houghton Mifflin





EDITION: 8th Edition. 

COMPLEMENTARY  BIBLIOGRAPHY:  TEXTS, ARTICLES, WEBPAGES, etc.

http://www.marketingpower.com
G. CLASSROOM POLICIES
1. No cell phones, pagers or other electronic devices are allowed to be turned on during the class session without instructor permission.

2. No food or beverage except water is allowed in the class session.

3. Attendance policy complies with UEES rules and regulations.

4. Late arrivals, early departures, and absences will be penalized with deducted percentage points for the student’s participation points total.  See the above Evaluation section for details.

5. All assignments must be submitted on the date due.

6. There are no makeup presentations and examinations.

7. Attendance and participation are essential to this course. Each student is expected to read the textbook, study the applicable material, and prepare all assignments in order to participate fully in class discussions.

8. All papers are to be written in according with American Psychological Association (APA) formatting and citations. 

9. Plagiarism will not be tolerated in any form. Reduction of grade by one level will occur for the first offense. Zero points will be given for a second offense. Third offense will result in failing the entire class.

10. Students can expect that assignments will be given from the text, internet, various publications and may include interviews in individuals.

5. assessment
· Home assignment will be either in the form of case study about which student will render their views, observations or conclusions or in the form of short descriptive questions or business market news of practical nature.

· Assignment are to be rendered on A4 size sheets giving name Reg. #, course number group name and are to be submitted within when asked.

· There will be no mid term test. “Will be of 1 or 2 practical tasks to achieve to be more creative such as sales or services with in uees.

The final examination will contain descriptive / objective questions, and will be of two 80 mins duration.

H.
GRADING PLAN


Class room activities

20 %



Final Term



30%



Practical tasks 


25%



Attendance 



  5%




Projects


          20%








        100%


I.
ALPHA GRADE ASSIGNMENTS:

  0 – 49
F

50 – 59
D

60 – 69 
C

70 – 79 
B

80 – 90
A 
91 – 95
A+

96 – 100
A++
Name Abdul R Butt

	MBA 
DGDIT              

B.Com  

FSc            

     
	Cresset College, Lahore

Computerology Institute of Information Technology, Lahore

Govt. Post Graduate Islamia College of Commerce, Lahore

Forman Christian College, Lahore
	
	GPA 3.64

Grade A+

2ndDiv

1st Div 




PROFESSIONAL EXPERIENCE:

 “Over 10 years working experience in Europe, Middle East and South Asian Countries”




 (English, Arabic, Urdu and currently learning Spanish)
Cyprus College, http://www.cycollege.ac.cy  ( Nicosia, Cyprus, Europe ) 

As Dean International Students Affairs

Professor 


(International Marketing, Personality Ethics, Laws of Success and Business Communication)
•
Advertising, Marketing & Exhibitions 

•
Course out lines

•
Credit hours transformation to International Universities

•
Correspondence with international Colleges and Universities
Saeed Al-Muhawes Resorts ( Al Khobar, Saudia Arabia, Middle East ) 

As Assistant Marketing Manager (Southern Province Dammam, KSA)
Positive-Steps International, Overseas Educational & Immigration Consultants (Lahore, Pakistan, South Asia)

As Consultant Director International Affairs( Sleeping Partner to Date)
SoftImpex, Hardware & Software Importer, Exporter, Suppliers, & Developers (Lahore, Pakistan, South Asia)

As Business Development Manager

Awards Received



Second Position in MBA-Semester II and MBA-Semester III


Third Position in MBA-Semester V


Third Position in Diploma of Computer Graphic & Web Designing


Third Position in Debating Competition 


Second Position in Swimming Competition

 
Best Office Dressing

 Member 


Overseas Member of “European Association for International Education (EAIE)” Netherlands (Till 2003)


Overseas Member of “Liverpool Migration Services” (LMS) Australia, England( To Date)


Member of “ Punjab Senior Swimmers Club” (PSWC) Punjab (To Date)


Member of “Lahore Youth Blood Donating society” Lahore (To Date)

PHONE: 09 408 1671
EMAIL: arehmanbutt@uees.edu.ec 
DATE: 10 April 2007
Note: This syllabus and its schedule are subject to revision, and do not represent a contract between the student and the instructor, or between the student and the University.  The instructor and/or the University reserves and has the right to make any reasonable changes.
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