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BUSML 4233 (34617): Advertising & Promotional Strategy
Autumn 2019

	Instructor: Dr. Grant Donnelly
	Office: Fisher 554

	Phone: (614) 292-2901
	E-mail: Donnelly.177@osu.edu 

	Office Hours: TTH 2:05 – 3:50 pm (or by appointment)
	Class Time: TTH 12:45 – 2:05 pm, 
                     Schoenbaum 315



Course Materials

Suggested: MindTap Access Code (includes eBook): Advertising, Promotion, and Other Aspects of Integrated Marketing Communications, 10th Edition, by J. Craig Andrews and Terence A. Shimp, ISBN 9781337289771 

Optional: Loose-leaf (print-text) version of textbook with MindTap Access Code card: Advertising, Promotion, and Other Aspects of Integrated Marketing Communications, 10th Edition, by J. Craig Andrews and Terence A. Shimp, ISBN 978133758579

· The textbook is not required, but I strongly recommend having access to a copy as many exam questions will be taken from the text, and the chapters will supplement the in-class lectures.
· I recommend purchasing Cengage Unlimited, a subscription that gives you access to all your Cengage access codes and online textbooks for $119.99 per term, $179.99 per year, or $239.99 for 2 years. No matter how many Cengage products you use, they are included in Cengage Unlimited and the price stays the same. You can purchase access to Cengage Unlimited in the bookstore, or at www.cengage.com.
· The textbook is also available at the OSU bookstore.

Course Overview

This course is designed to introduce you to the ever-changing field of advertising and promotion. The perspectives offered will emphasize the role of all marketing mix elements in developing an integrated marketing communications (IMC) program. IMC requires an understanding of the overall marketing process, how companies organize for advertising and other promotional functions, customer behavior, communications theory, how to set goals and manage budgets. 

Course Objectives

By the end of the term you will be able to:
· Analyze the effectiveness and appropriateness of various marketing vehicles.
· Evaluate the fit of advertising and promotional efforts for a brand.
· Work effectively in a team environment towards a common goal.
· Utilize your analytic, oral presentation and writing skills.


Grading

Below is the minimum required percentage to earn each grade. I do not round up or down:

	A  ≥ 93.0% 
	B+ ≥ 87.0%
	B-  ≥ 79.0%
	C   ≥ 72.0%
	D  ≥ 60.0%

	A- ≥ 90.0% 
	B   ≥ 83.0%
	C+ > 75.0%
	C-  ≥ 68.0%
	F  < 60.0%



· I do not change grades (except for clerical/math errors). You may appeal but your grade may go up or go down based on a re-evaluation. Appeals must be made in writing via email within one week of receiving your grade. Explain your appeal as best as possible. I will NOT change a grade if you just verbally complain. I do not promise to change your grade, but I promise to consider your appeal carefully and fairly.
· Once the final course grading scale is set, it is set. If you miss the next grade by one point you will have my sympathy - but I will not change your grade. 

Explanation of Graded Components

1. Class Participation. 12% of your grade: There are 22 lectures over the course of the semester. Your participation score will consist of your attendance, your participation in class, and completing a presentation in class.
· Attendance: You will receive 1 point for every lecture you attend. For any class that you miss you will receive a score of ‘0’.
· Participation: You will receive 1 point for every lecture the you contribute to- whether by raising a question, answering a question posed to the class or general engagement with course discussion. If you do not participate you will receive a score of ‘0’. 
· Note: you will be able to drop your two lowest scores. For example, if you miss 2 classes you can drop the ‘0’ scores for attendance and participation on these days.
· Presentation: Each student will be responsible to putting together a 5 minute presentation for the beginning of one class. In this presentation you will find a current event or example that you like that illustrates the concept of the days lecture. You will be responsible for leading a 5-minute class discussion on the topic. More information will be provided to you on the first day of class and you will be expected to sign up for a presentation day: https://bit.ly/2LwKkV7. This presentation is worth a maximum of 10 points.

2. Chapter Quizzes. 18% of your grade: 10 quizzes, lowest grade dropped. Each quiz will be worth 10 points and will be completed in class. Quizzes cannot be made up, if you miss class you will receive a ‘0’ grade for that quiz. Quizzes will always take place the first 10 minutes of class. Bring a piece of paper and pen to class and be prepared to answer essay and multiple choice questions. The schedule for quizzes is as follows:



	Date
	Chapters

	Tuesday, 8/27
	1 – 3

	Tuesday, 9/03
	4 & 5

	Tuesday, 9/10
	6 & 7

	Tuesday, 9/24
	8 – 11

	Tuesday, 10/1
	12 & 13

	Tuesday, 10/8
	14

	Tuesday, 10/15
	15

	Tuesday, 10/29
	16 – 18

	Tuesday, 11/5
	19 – 20

	Tuesday, 11/12
	21 & 22



3. Exams (3). 48% of your grade: Exams will consist of 40 multiple-choice questions and cover material from assigned chapters, and class slides. Each exam will be worth 80 points. There are three exams: Exam 1 (covering Chapters 1 – 9) will take place in class on 9/17; Exam 2 (covering Chapters 10 – 17) will take place in class on 10/22; Exam 3 (covering Chapters 18 – 22) will take place in class on 12/3 (the last day of class). You must be present for exams. If you have a planned conflict, you must complete the Make Up Exam Request Form available in our class files in Carmen and notify the instructor ASAP. Exams are not cumulative. 

4. Final Paper: 12% & Presentation: 10% of your grade:					 
You will provide a written and verbal proposal of a promotional strategy for a product, brand, or social cause in a group. Your proposal should be 2-3 pages, single-spaced, with one-inch margins all around in 12-point, Times New Roman font and is due before the start of class on 11/14. You will also provide a 15-minute presentation to class during one of the following class periods: 11/14, 11/19 or 11/21. This is a group assignment. All members of the group should contribute to the written and verbal portions of this assignment. Each group will have approximately 5 people. 


Class Policies, Canvas & Course Slides

· Electronics: You may use phones, tablets, and computers, but I highly discourage it. Research (see the science presented in the footnote below[footnoteRef:1]) shows that (1) we learn better without electronics, (2) we benefit from taking hand-written notes, and (3) electronics hinder learning of those seated around you. If your usage disrupts the class or others around you, I will ask you to leave the classroom. [1: Dynarski, S. (2017). Laptops are great. But not during a lecture or a meeting. The New York Times, November.
Mueller, P. A. & Oppenheimer, D. M. (2014). The pen is mightier than the keyboard: Advantages of longhand over laptop note taking. Psychological Science, 25, 1-10.
Carter, S. P., Greenberg, K. & Walker, M. S. (2017). The impact of computer usage on academic performance: Evidence from a randomized trial at the United States Military Academy. Economics of Education Review, 56, 118-32.
] 

· Slides: Slides for each in-class lecture will be posted on Canvas before class. They are designed to assist you in note taking, but downloading the slides is not a substitute for attending class. 
· Attendance: Attendance is mandatory for the first day. Per University rule 3335-8-33, failure to attend a class by the first Friday of the term may lead to disenrollment from the course. For all other days, attendance is not mandatory but I will continue to take attendance. It is important to me that I learn your name and that you attend class. Your class participation grade is based on your attendance and your participation in class. 
· Technical Difficulties: If you have a technical issue with MindTap, contact MindTap support first (via the customer support tab) when reporting your technical issue cc-me by including my e-mail (Donnelly.177@osu.edu). 
· Canvas and BuckeyeMail: I will use Canvas’ email system and BuckeyeMail to contact you about the class (e.g., changes in the syllabus, assignments, etc.). It is your responsibility to check official emails sent to you via Canvas and to your official OSU email.


Tips for Success

· Stay ahead. We will cover a lot of material in this course and you can easily get behind. Don’t wait until the night before to do all the reading and homework. 
· How to think about this course: The material in introductory courses like Advertising and Promotions and Principles of Marketing often seem very familiar (unlike subjects such as physics or chemistry). Unfortunately, this familiarity can give students a false sense of security in a feeling that they have mastered the material with relatively little effort. These students frequently lament, “the text and lecture are just common sense but somehow I failed the exam?” Expect test questions to probe for more depth and detail than you can easily handle with a light skimming of the text and a passive listening to lectures. 

Students with Disabilities

Any student who feels she/he may need an accommodation based on the impact of a disability should contact me privately at the beginning of the semester to discuss your specific needs. The Office for Disability Services (at 614-292-3307 in room 150 Pomerene Hall) is available to help coordinate reasonable accommodations for students with documented disabilities. This includes the use of electronic devices in class.




Class Schedule

*Calendar is subject to change at the instructor’s discretion. All changes will be discussed in advance of the day affected.

	Date
	Material Covered in Class
	Assignment to Complete After Class (Assignments are due before the start of the next class)

	8/20
	Introduction, Syllabus and Overview: Chapter 1: Integrated Marketing Communications
	Read Chapter 1
Complete Intro Survey

	8/22
	Chapter 2: Enhancing Brand Equity & Accountability
Chapter 3: Brand Adoption, Brand Naming & Intellectual Property Issues
	Read Chapters 2 & 3
E-mail me your group members for the final project assignment

	8/27
	Chapter 4: Environmental, Regulatory and Ethical Issues
Quiz: Chapters 1-3
	Read Chapter 4


	8/29
	Chapter 5: Segmentation, Targeting, and Positioning
	Read Chapter 5


	9/3
	Chapter 6: The Communications Process & Consumer Behavior
Quiz: Chapters 4 & 5
	Read Chapter 6


	9/5
	Chapter 7: The Role of Persuasion in Integrated Marketing Communications
	Read Chapter 7


	9/10
	Chapter 8: Objective Setting & Budgeting
Chapter 9: Overview of Advertising Management
Quiz: Chapters 6 & 7
	Read Chapters 8 & 9
Presentation for 9/12


	9/12
	Presentations & Exam Prep
	Study for Exam 1 (Chapters 1 – 9) 

	9/17
	Exam 1: (Covers Chapters 1 – 9)
	

	9/19
	Chapter 10: Effective & Creative Ad Messages
Chapter 11: Endorsers & Message Appeals in Advertising
	Read Chapters 10 & 11

	9/24
	Chapter 12: Traditional Advertising Media
Quiz Chapters 8 - 11
	Read Chapter 12


	9/26
	Chapter 13: Digital Media: Online, Mobile, and App Advertising
	Read Chapter 13


	10/1
	Chapter 14: Social Media
Quiz Chapters 12 & 13
	Read Chapter 14


	10/3
	Guest Speaker: Kim Harr, Senior Director of Sustainability at Abercrombie & Fitch
	

	10/8
	Chapter 15: Direct Marketing, CRM, and Other Media
Quiz Chapter 14
	Read Chapter 15


	10/10
	No Class (OSU Autumn Break)

	

	10/15
	Chapter 16: Media Planning & Analysis 
Chapter 17: Measuring Ad Message Effectiveness
Quiz Chapter 15
	Read Chapters 16 & 17


	10/17
	No Class
	

	10/22
	Exam 2 (Covers Chapters 10 – 17)
	

	10/24
	Chapter 18: Sales Promotion Overview and the Role of Trade Promotion
	Read Chapter 18


	10/29
	Chapter 19: Consumer Sales Promotion: Sampling and Couponing
Quiz Chapters 16 - 18
	Read Chapter 19


	10/31
	Chapter 20: Consumer Sales Promotion: Premiums and Other Promotions
	Read Chapter 20


	11/5
	Chapter 21: Public Relations, Content Marketing, Viral Marketing, and Sponsorships
Quiz Chapters 19 & 20
	Read Chapter 21


	11/7
	Chapter 22: Packaging, Point-of-Purchase Communications, and Signage
	Read Chapter 22


	11/12
	Group Presentation Working Day
Quiz Chapters 21 & 22
	Finalize Group Presentation
Written portion of Group Assignment due before class on 11/14

	11/14
	Group Presentations
	Peer Evaluation (if not presenting)

	11/19
	Group Presentations
	Peer Evaluation (if not presenting)

	11/21
	Group Presentations
	Peer Evaluation (if not presenting)

	11/26
	Course Review & Exam Prep
	

	11/28
	No Class (Thanksgiving Break) 
	

	12/3
	Exam 3 (Chapters 18 -22)
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