Georgetown University
Master of Professional Studies in Public Relations and Corporate Communications
Integrated Marketing Communications
MMPR 760-01

Professor: Don Neal 
Phone: 703-915-8421
E-mail: don@360livemedia.com
Office Hours: Available by appointment before and after class
Class: Thursdays, 5:20-7:50
Term: Spring 2012
Course Description: Every student regardless of career path or discipline should understand how to position, market, communicate and sell his or her organizations products, services, political candidates or charitable causes in today’s media saturated, commoditized marketplace. Integrated Marketing Communications brings together all aspects of branding, messaging and media preparing you for the real world issues required to capture the attention of a consumer and persuade her to choose your value proposition above all of her other excellent options. This course will present up to the minute examples and relevant case studies that build real understanding and the practical knowledge required to apply what you learn in your chosen field.

Course Objectives/Learning Goals:

By the end of this course, students can expect to be able to:

· Understand the context within which marketers (B2B, B2C, political, and non-profit ) operate to position, communicate and sell their product, service, candidate or cause.

· Identify an audience across all of the key dimensions to best communicate with the appropriate message, media, frequency and timing.

· Develop an integrated marketing communications plan that effectively achieves the business and marketing objectives of an organization.

· Become more persuasive in presenting ideas, concepts and themselves by learning how to better align an audience, a relevant value proposition and the appropriate creative execution of the message.

· Apply the key learnings and principles to their own career interests and professional pursuits.

Teaching Philosophy: This course is fast-paced, interactive and requires every student to be engaged as a consumer, marketer and observer of advertising, marketing, persuasion, sales and media.  Each class will be structured to accomplish the key learning objectives defined in the weekly classroom outline.  Each week we will focus on what’s new; a guided discussion of the previous weeks reading; and a presentation that applies what you’ve learned.  Group project work, individual participation and in-class assignments will be included to enhance the learning experience.

Attendance: Students are expected to attend every class and arrive on time. If circumstances preclude you from attending a class or making it to class before it begins, it is your responsibility to notify me via phone or e-mail prior to the start of class. Missing more than two classes will result in a final grade reduction of one level. Special circumstances should be discussed with me ahead of time. 

Work Submitted and Presented: Assignments are expected to be of high quality and submitted in the correct format. Assignments will be considered for writing, content, and professional appearance. All written work is to be typed, double-spaced, with a 12-point font and 1-inch margins. Please use APA format. Assignments should be e-mailed to me prior to the start of class on the day it is due and a hard copy turned in at the beginning of class. Late work will lose one letter grade per day it is late. If you are to miss a class, you must still turn in assignments due that day. Extenuating circumstances should be discussed with me ahead of time to receive consideration. 

Ethics Statement: As signatories to the Georgetown University Honor Pledge, and indeed as good scholars and citizens you are expected to uphold academic honesty in all aspects of this course. You are expected to be familiar with the letter and spirit of the Standards of Conduct outlined in the Georgetown Honor System and on the Honor Council website. As faculty, I too am obligated to uphold the Honor System and report all suspected cases of academic dishonesty. 

Honor System: Students are expected to abide by the Georgetown University Honor System. If you have not already done so, please familiarize yourself with the material and information posted on the Honor Council’s website: http://gervaseprograms.georgetown.edu/honor/system/53518.html
Georgetown University Honor Pledge: In the pursuit of the high ideals and rigorous standards of academic life, I commit myself to respect and uphold the Georgetown University Honor System: to be honest in any academic endeavor, and to conduct myself honorably, as a responsible member of the Georgetown community, as we live and work together.

Academic Resource Center: If you believe you have a disability, then you should contact the Academic Resource Center (arc@ georgetown.edu) for further information. The Center is located in the Leavey Center, Suite 335. The Academic Resource Center is the campus office responsible for reviewing documentation provided by students with disabilities and for determining reasonable accommodations in accordance with the Americans with Disabilities Act (ADA) and University policies. 
REQUIRED BOOKS:

Shimp, Terence A.
Advertising, Promotion and Other Aspects of Integrated Marketing Communications


ISBN: 10 0-324-59360-0
Eighth Edition 2010
$166.82
Reiss, Al and Trout, Jack
Positioning
ISBN: 0-446-34794-9

$11.53
Other Recommended Reading/Viewing:
The Persuaders, a Frontline production:
http://www.pbs.org/wgbh/pages/frontline/shows/persuaders 


Ogilvy, David
Ogilvy on Advertising
ISBN 0-394-72903-X
1985

The Wall Street Journal

www.wsj.com
Advertising Age
www.advertisingage.com
ASSIGNMENTS:
Weekly Reading

It is critical that weekly reading be completed on time. Each week’s lesson will integrate the content from the reading and active participation in classroom discussion, including reference to reading, is expected of every student. 

Weekly Summarizers
Each week a student will be chosen to take notes during class and provide a brief oral summary to students at the beginning of class the following week. The purpose of this exercise is to ensure students understand important concepts and information and to provide a forum for additional questions.

Guest Speakers

Hearing from practitioners who successfully integrate the concepts of IMC will expand students’ real-world understanding. Guest speakers will hail from a variety of industries.

Mid-Term Exam

The mid-term exam is designed to gauge your understanding of the concepts and information presented in class, text and your own outside observations as well as your ability to apply those concepts. More information about the test will be provided in the weeks leading up to its distribution and in the mid-term review. 

Group Project

The group project will challenge students to apply what they’ve learned throughout the class to a real-world challenge. Working in groups of 3 or 4, teams will choose a product, service, or cause for which they will develop a plan for an integrated marketing campaign in narrative form. Using the textbook as a guide, plans should include key components of successful campaigns, including:

1. Research
2. Segmentation and Targeting

3. Brand Positioning

4. Creative Direction

5. Media Plan

6. Evaluation and Measurement
The plan should be a minimum of 20 pages and no more than 25 pages, be in APA style, and include charts, graphs, and any other appropriate supporting material. 

Teams will also present their plan orally to the class. Each team will be given 40 minutes to present their plan and 10 minutes to respond to questions. It is important to be able to effectively present plans in real life in the time allotted by a potential or current client. Going beyond the allotted final presentation time, or significantly under, will result in a grade reduction. Visuals such as a PowerPoint presentation and other creative elements should be used to highlight important areas of the plan. All team members are required to participate in the presentation. 

Presentations will be assessed according to:

· Professionalism

· Organization

· Clarity and comprehensiveness of information

· Creativity

The paper portion of the project is worth 35 points, the presentation 15 points. Students will also be asked to evaluate each team’s presentation. Student evaluations will be considered by the instructor when making final grade determinations.

GRADING:


Class participation: 20 points

Mid-Term Exam: 30 points

Group Project: 50 points (Paper: 35 points; Presentation: 15 points)

Total: 100 points

	             Week                                 Discussion Topics                                                        Assignments Due



	Class 1 - 1/19
	· Introductions
· Overview of Course & Syllabus Review
· Summarizers
· Lecture: Role of Marketing and IMC 

	

	Class 2 - 1/26
	· Summarizer

· Discussion/Q&A

· Lecture - Media
· Lightening Round
	· Shimp Chapters 1-2
· Positioning Chapters 1-4
· Watch The Persuaders



	Class 3 - 2/2
	· Summarizer

· Discussion/Q&A

· Lecture – Bonus in class if you say 27
· Lecture - Constructs
	· Shimp Chapters 3-4
· Positioning Chapters 5-8



	Class 4 - 2/9
	· Summarizer

· Discussion/Q&A

· Lecture: V=Q/P; Positioning; Audience Targeting
· 
	· Shimp Chapters 5-6
· Positioning Chapters 9-12


	Class 5 - 2/16
	· Summarizer

· Discussion/Q&A

· Lecture: Construct Review

	· Shimp Chapters 7-8
· Positioning Chapters 13-16

· Prepare: Mid-term 

	Class 6 - 2/23
	· Summarizer

· Discussion/Q&A

· Lecture: Consumer Behavior
	· Shimp Chapters 9-10
· Complete Positioning



	Class 7 – 3/1
	· Summarizer
· Discuss Positioning

· Lecture - Constructs
	

	3/8
	· Spring Break
	· No Class

	Class 8  - 3/15
	· Summarizer

· Reading / Discussion/Q&A

· Lecture: Brands
	· Shimp Chapters 11-13
· Prepare for Mid-term



	Class 9 - 3/22
	· Mid-term 

· Summarizer

· Reading / Discussion/Q&A

· Lecture: Media
	· Shimp Chapters 14-16


	Class 10 - 3/29
	· Summarizer

· Reading / Discussion/Q&A

· Lecture: Messaging
	· Shimp Chapters 17-19

	Class 11 - 4/12
	· Summarizer

· Reading / Discussion/Q&A

· Lecture: B2B
· Lightening Round
	· Shimp Chapters 20-21


	Class 12 - 4/19
	· Final Presentations
	

	Class 13 - 4/26
	· Final Presentations 
	

	Class 14 - 5/10
	· Closing the Loop
	

	Make-Up Class
Date TBD
	
	


4

