Syllabus:  Marketing Communications (BA 323)

Instructor:  

Prof. Sharon Shavitt 

Department of Business Administration

Office: 

428B Wohlers Hall, enter at Room 430 (Mailbox: 350 Wohlers)

Phone:


333-0784

e-mail:


shavitt@illinois.edu
Office hours:

Mondays, 2:00-4:00 p.m., or by appointment, 428B Wohlers Hall.
BA 323 website:
http://www.business.illinois.edu/shavitt/BA_323/
TA:


Amanda Hansen: hansen14@illinois.edu phone: 858 829-3442



Amanda’s office hours: Tuesdays 2:00-4:00, or by appointment



Office hours location: 430 Wohlers Hall
Description: 
This course will familiarize you with the topic of marketing communications and promotion management, and teach you the steps for strategically creating an integrated marketing campaign (IMC). The culmination of this course will be an IMC campaign (for a real-world client) that you will create working in teams.  At the end of the semester, the teams will pitch their campaigns directly to this client and compete to win the account. 
Course Objectives:
By the end of the semester, you should be able to:  1) Identify the major components of an IMC campaign, and discuss the purposes, advantages, and disadvantages of each.  2) Understand how the IMC approach is being used strategically by advertisers and marketers. 3) Carefully develop an IMC campaign, creating an integrated promotional effort.  4) Present your work in a team to attempt to acquire a client. 

Required Texts: 
Advertising Promotion: And Other Aspects of IMC, by Terence A. Shimp (7th Edition), published by Thomson/Southwestern. Also, some supplementary readings available online on the course website: http://www.business.illinois.edu/shavitt/BA_323/
Prerequisite:

You must have taken BA 320 prior to taking this course.

Assignments:  
1)   Team case analysis, presentation


20% of grade

2)   Team plansbook, presentation


35% of grade

3) Two tests on text and lectures, 15% each

30% of grade

4) Class participation 



15% of grade

Final grades are calculated on a straight letter-grade scale (no plus/minus).

Assignment Descriptions and Requirements: 

Team case analysis and presentation:  There will be a set of cases, each addressed once from the client’s perspective and once from the ad agency’s perspective.  Each team will write up and present an analysis of one side of one case, using what you learned from the lectures and readings.  These case assignments are designed to allow you to apply your knowledge to a specific advertising situation.  They are also designed to sharpen your presentation and teamwork skills.

Remember that it is each team member’s responsibility to seek out the best way to contribute to the team, not the team’s responsibility to track members down and assign work.  Your peer evaluations will affect the grade each team member will get for the team project.  In extreme cases, you are allowed to fire individual team members.  This would mean a team member would have to do the whole team project individually.  

Team plansbook and presentation of major advertising campaign:  Each team will develop and present a proposed advertising campaign.  Although the presentations and final report are scheduled at the end of the semester, each team will submit drafts during the semester, and the grades on those drafts will be averaged in to the final plansbook grade.  The plansbook/presentation is the most important work of the course.  A separate handout will describe it in detail.

Tests:  There will be 2 tests administered in class (see Course Schedule).  These tests are designed to help you synthesize what you’ve learned on a topic, and prepare you to participate in a discussion of upcoming cases.  Format will be a combination of short answer, multiple choice, and true/false questions covering both the lectures and the readings for a given unit.

Class participation:  To maintain an active-learning environment, your participation is both welcome and crucial to the success of this course.  You will be graded not only on your on-time attendance but on your comments and questions in class, especially on presentation days.  Please remember that the tone of your comments to the presenting team should always be constructive.  Credit for attendance will not be given if you arrive more than 5 minutes after the start of class or leave early. Please plan to arrive on time.
Course policies:  No late papers/plansbooks will be accepted.  Plan ahead to make sure that computer/printer glitches don’t result in your losing credit for an assignment.  All assignments must be typed, double-spaced, and stapled or bound.  Attendance policy:  You are expected to arrange your schedule so that you can attend class on time, in general. Please do not send in excuses for missed classes. If you only miss 1-2 classes over the course of the semester, it will not affect your grade. Missing more than that will affect your grade, unless pre-approved arrangements for specific purposes have been made. 

Finally, any work that you submit must be your own, original work. Campus policy requires informing students that copying work from any other source will be treated as cheating and dealt with in a manner consistent with UI policies (see Undergraduate Student Handbook). This applies to copying from any and all sources, such as other students’ work, advertisements in the media, articles in the press, etc. 
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