Integrated Marketing Communications

JOMC 473

Spring 2014
Instructor:  Professor Bill Cokas 

Class:  Tue/Thur 5:30 – 6:45pm
Office: 
off site




Office Hours:  By appointment

Email:
cokas@email.unc.edu
Website:  sakai.unc.edu

Final Exam: Friday May 7, 7pm

Note:  The syllabus is to be viewed as a general plan for the course; instructor may announce changes throughout the semester.

Course Description

Prerequisite, JOMC 170 and JOMC 271 or JOMC 272. Planning and executing integrated marketing communication campaigns.

Reading Materials
Will be distributed in class and on Sakai.
JOMC 473 Objectives

This course is designed to give you an overview on the tools, methods and thinking used to develop a well-planned and effective marketing communication campaign. This is not an introductory class, as you have already taken at least the media and copy courses, and ideally the research course and a marketing course. For the most part, this course is about how to put it all together and make it work. Students will work in teams and treat the assignment as would a marketing agency. By the end of the course, each team will:
· Perform a thorough situation analysis to assess marketing/advertising problems accurately and insightfully.

· Conceive an executable marketing, advertising and promotion strategy.

· Plan effective communication message/media/budgeting strategies and tactics that solve well-defined problems.

· Develop and test creative executions to determine if they effectively communicate with target market(s).

· Allocate advertising and promotion budgets to appropriate channels.

· Specify means to evaluate and adjust components of campaign.

· Give a formal oral presentation of a comprehensive written report.
JOMC 473 Requirements
The requirements for the course are designed to provide you with the concepts and experiences needed to meet the above-stated objectives. You are required to:

· Attend all class and team meetings.
· Read all supplemental material.

· As part of a team, create a marketing communication campaign plan—a strategic plan designed to recommend marketing communication initiatives that will be used for the promotion of your client (also referred to as the “plan book”).

· As part of a team, present your campaign plan to a panel of judges.

· Attend final presentation meetings (including the one where you present).

· Complete peer evaluations.

ASSIGNMENTS

All assignments must be neat and legible. Overnight assignments should be typed when applicable. A late assignment will be penalized one letter grade for each day it is late, and after three days will automatically be given an F. Late assignments resulting from a previously discussed absence will be given a brief penalty-free grace period.

And since we are in the JOMC School, we must apply the same penalties to gross misspellings, flagrant grammatical or punctuation errors and shoddy research. Expect the same in the real world.

Teams
Also as in the real world, your campaigns will be developed using an agency team approach and the class will be divided into groups of five. As a class, we will discuss examples of a situation analysis, outline strategies, and learn to set objectives. Each team will then develop its own creative solution and media plan to address the client’s challenge, create a plan book that outlines that solution, and give a professional new business “pitch” to representatives of the client. The teams will be balanced, as much as possible, by interest in various areas and skill levels and the instructor will determine the composition of the groups. The instructor will serve as the agency director and will answer specific questions, offer suggestions, correct errors of fact or grammar, and check on the teams’ progress in completing the deliverables.

Team consultations will be scheduled during the semester during class time. All respective team members should attend these consultations. Please note that missing group project meetings will certainly be noticed by your peers and reflected in their evaluations of you.

The Book
Each team will turn in three copies of its JOMC 473 plan book on the last day of regular class, April 24, 2014. This should include everything from your research to your finished creative executions. This book and presentation will be a major factor in determining your overall grade. Sample books will be shared with the teams during the semester.
The Pitch
On Tuesday, May 7 at 7pm, each team will give a professional “new business pitch” presentation lasting no more than thirty minutes to a panel of judges (Client TBA), followed by a Q&A session. In many cases the success of your presentation rests on your ability to respond thoughtfully, intelligently and thoroughly to questions. Your attendance at both the dress rehearsals AND final presentations is mandatory, as it represents your final exam for the course.
Homework/Mid-term
In addition to the team project, there will be homework and a mid-term exam during the semester. Homework will expand upon material from the lectures, team discussions and additional readings. The exam will be based on your initial research and preliminary strategy. This is to make sure you are on the right track, as the rest of the semester is used to refine and execute the campaign ideas. I tend to be very critical on this mid-term presentation, which can be quite alarming. However, I want to make sure you feel really good about where you are at that point, since there is no going back without damage to the campaign.
Peer Evaluations

Each person on a team must confidentially evaluate each other team member’s activities and contributions during the semester. The peer evaluation is a significant component of all students’ final grades. I will average the scores received for each student.
Attendance
Naturally, I expect you to attend class. Since we don’t use a textbook, the best way to absorb and understand the material is to be in class to discuss it. While I’ll allow you to make up work under certain circumstances, if you try to do it without the benefit of having attended class, you’ll be at somewhat of a loss. Still, things happen, and if you know in advance you’ll have to miss a class, let me know and we’ll work something out.

Office Hours
Since I still work full time at my agency, I technically have no office hours here, but I’ll be happy to talk or consult with you via phone or email.  I can also arrange to arrive before class or stay after to discuss something.  Email me and we’ll work it out.

If you need to drop off/pick up materials outside of class time, we can make arrangements with someone in the Dean’s suite or you can ask someone to put it in my mailbox.

Grading Policy

Fifty percent of your final grade will be based on the work you do with your team, twenty percent of your final grade will be based on your individual performance on the mid-term exam, another twenty percent will be based on your homework (individual and team), and the final ten percent will be based on your  evaluation by your peers. Evaluation components will be weighted as follows:


Final plans book & 

Presentation
  



Team Component:
  

50% 


Mid-term
 (Individual)

20%


Homework
(Individual and team)
20%


Peer Evaluations:
  

10%


TOTAL




100%

Evaluations:

Grade Minimum Percentage Required

A 
93

A- 
90

B+ 
87

B 
83

B- 
80

C+ 
77

C 
73

C- 
70

D+ 
67

D 
60

F 
59 and below

Honor Code

As a student at UNC, you are expected to adhere to the University’s rules and regulations concerning academic honesty as stated in the Honor Code (honor.unc.edu). Violations will be taken seriously and dealt with accordingly.

Tentative Class Schedule
Jan. 9

Overview of IMC: Elements and Processes. Personal info collected/client assigned.


Homework assignment

Jan. 14

Overview, cont./Teams assigned
Jan. 16 

Online lecture/homework assignment
Jan. 21

Out of Class Team Workday/Client Observations
Jan. 23

Corporate Image and Brand Management

Jan. 28

Corporate Branding: Case Study Discussions/In-class team assignment 

Jan. 30

Buyer Behaviors/Homework assignment

Feb 4

Business to Business Buyer Behavior

Feb 6

IMC Planning Process/Homework assignment

Feb 11

Advertising Management
Feb 13

Advertising Management, cont./Homework assignment
Feb 18

Advertising Design: Types of Approaches

Feb 20

Advertising Design: Message Strategies/Executional Frameworks


Team roles due/Out of class team assignment
Feb 25 

Traditional Media Channels
Feb 27

Traditional Media Channels/In-class team assignment
Mar 4

Digital Marketing pts. 1 & 2
Mar 6

Mid-term exam

Mar 11

no class

Mar 13

no class

Mar 18

Alternative marketing/in-class team meetings
Mar 20

Promotional tools/in-class team meetings/Final creative strategy brief due


Out of class team assignment
Mar 25

Sales promotions/in-class group meetings

Mar 27

PR & sponsorship/in-class group meetings
Apr 1

Evaluating an integrated marketing campaign
Apr 3

In-class team meeting/homework assignment
Apr 8

In-class team meeting

Apr 10

In-class team meeting
Apr 15  

Dress rehearsal/critique
Apr 17

Dress rehearsal/critique
Apr 22

In-class team meeting
Apr 24

Final consultations/plan books due
May 7 (7pm)
Final project presentation
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