McCoy College of Business Administration
TEXAS STATE UNIVERSITY-San Marcos
Department of PRIVATE 
 Marketing

Marketing 4330 – Promotional Strategy
Spring 2012
INSTRUCTOR: 
Dr. Mary Ann Stutts
TEL:
512-245-3190 (Voice)

OFFICE: 
MCCOY HALL 420 

512-245-7475 (Fax)

OFF. HOURS: 
Mon
             1:00 - 3:00
E-Mail:
ms04@txstate.edu


Tues/Thurs     3:30 - 5:00


Or by appointment  
WEB: http://www.business.txstate.edu/users/ms04
COURSE DESCRIPTION:

Promotional Strategy 4330 (3-0).  Analysis of promotional methods used in marketing and their relation to other business functions. Examines advertising, selling, and sales promotion.  Prerequisites: MKT 3343
COURSE 
1. Advertising and Promotion: An Integrated Marketing Communications Perspective.  Belch and Belch, 9th Edition.

2. Ad Week’s Marketer’s Guide to Media (latest 2009 edition and ONE PER GROUP)

3. Assignment Handbook prepared by professor, available at University Book Store and online
LEARNING OBJECTIVES: 

1. Re-acquaint students with the principles of marketing, especially as they apply to promotion
2. Emphasize consumer behavior and promotion, as part of an integrated marketing mix
3. Emphasize written and oral communications as they relate to business presentations
4. Develop interpersonal skills as a result of working in groups
SKILLS AND KNOWLEDGE YOU ARE EXPECTED TO BRING INTO THIS COURSE:

1. Basic writing skills

2. Basic oral communication skills

3. Basic background information from the principles of marketing course

4. Ability to use the library, as well as online data bases, to locate information

5. Ability to think and make decisions based on information

PREREQUISITES: 

Principles of Marketing – Marketing 3343
COURSE POLICIES:

A.  INSTRUCTIONAL METHODOLOGY: Lecture and coordination of group projects (both written and oral).  This includes several meetings with teams to make sure they are on target/strategy.
B.  ATTENDANCE: Students are allowed TWO excused absences during the semester for any reason (e.g., sickness, family emergencies, weddings, oversleeping, car trouble, job interviews, etc.) with no questions asked.  Beginning with the THIRD absence, 10 points will be deducted for each additional absence. THE ONLY EXCEPTIONS TO THIS POLICY ARE STUDENTS WHO MAY BE PARTICIPATING IN SPORTS OR ACADEMIC COMPETITIONS RECOGNIZED BY THE UNIVERSITY AND ONLY FOR THE DAY(S) OF COMPETITION. 
C.  COURSE REQUIREMENTS:
Assignments: There are four major assignments in the course:  (1) individual research assignment, (2) three quizzes, (3) draft of situation analysis, and (4) written and oral presentation of a semester-long marketing/advertising group project.  NO LATE ASSIGNMENTS WILL BE ACCEPTED.
1. Individual Research Assignment:  Each student will submit an individual research assignment in which they use research databases to describe their choice of a target market (e.g., demographics, geographics, and media habits), along with a competitive analysis of advertising spending by competitors for the product or service chosen by the group.

2. Quizzes.  There are three quizzes throughout the semester over assigned chapters and research handouts/notes, consisting of 10 multiple choice questions worth 5 points each.
3. Draft of Situation Analysis:  To make sure groups are “on the right track,” the group is responsible for turning in a draft of situation analysis (see date in schedule). The major sections of the situation analysis are: industry and segment analysis, competitive analysis, and customer analysis.  Also included are Marketing and IMC objectives, a positioning statement, and a creative brief.  An explanation of the Situation Analysis is included in the Assignment Handbook that can purchased at the University Bookstore or is available on the professor’s website. Please include a notation as to who wrote each section(s) of the situation analysis.  Particular emphasis is placed on grammar, punctuation, and spelling as well as ability to use research sources discussed/described in class lectures.
4. Group Project:  Students will form groups of 3-4 people (depending on the size of the class) for purpose of the group project.  The major emphasis in the course is placed on written and oral communication.  The group will prepare a complete integrated marketing communications plan for a product or service of their choice consisting of a written plan and culminating in an oral presentation by the group at the end of the semester. 
NOTE:  Each team will select an Account Executive (AE) or group leader, whose job it is to oversee and coordinate the project.  The AE will provide the professor with a written assessment ONCE during the semester (form to be supplied by the professor) of each member’s contribution to the project (e.g., quantity and quality of work).  The AE should keep a record of meetings outside of class (e.g., who attended, what was discussed, assignments, etc.), as well as a copy of ALL work (drafts) turned in by team members as the group develops the situation analysis and the final written and oral presentation.  The professor will discuss problems with students identified by the AE as poor performers.  A team may also “fire” a group member, in which case the group member may be “hired” by another team OR do the project by themselves.  In addition, group members will supply an evaluation of the AE (form to be supplied by the professor).
Assignment Handbook:  The Assignment Handbook contains outlines for sections of the final plans book (e.g., situation analysis, media, sales promotion, and creative) and the final presentation, as well as Powerpoint slides for the course. 
Reference to Textbook:  In the (1) situation analysis, and (2) the final plans book and presentation students are expected to (and will be graded on) their ability to integrate and apply "concepts" from the textbook; therefore, it is essential that students refer to information in the textbook.
Examinations:   There are three short quizzes throughout the semester (see dates and chapters under course outline below).  

Make-up Examinations:  There are no make-up exams
Grade Evaluation: Grades for the course are determined on a point basis as follows:

INDIVIDUAL ASSIGNMENTS:
Individual Research Assignment-----------------      50 pts---  7.1%
      630 - 700 = A

             Quizzes (3 @ 50 pts.)-------------------------------    150 pts---21.4%
      560 - 629 = B

           








      490 - 559 = C









      420 - 489 = D








    <420          = F
GROUP PROJECT:





      
Situation Analysis-------------------------------------  100 pts----14.3%
    





Written Plans Book ----------------------------------   200 pts----28.6% 



Oral Presentation-------------------------------------   200 pts----28.6%




     



TOTAL                        700 pts.  100.00%
Peer Evaluations:  Team members will evaluate their peers at the end of the semester (see evaluation form in the assignment book).  Anyone receiving an average of less than 70 points (70%) from their group will receive a lower grade on the project than the group, depending on their “average evaluation” (see below).  This will normally lower the student’s grade in the COURSE two letter grades.


50 to 69% = a deduction of 150 points from the total group project points


< 50%       = a deduction of 200 points from the total group project points

THERE WILL BE NO NEGOTIATION OF GROUP EVALUATIONS ONCE EVALUATIONS ARE TURNED IN AND GROUP MEMBERS MAY NOT CHANGE THEIR EVALUATIONS ONCE THEY ARE TURNED IN.
D.  CLASSROOM CIVILITY:  Students are expected to (1) arrive on time to class, (2) turn cell phones and laptops off in class, and avoid talking to friends in class about things unrelated to class.  Please let the professor know ahead of time if you need to leave class early for some reason.  Students may also wish to read more about student responsibilities at http://www.business.txstate.edu/advising/policies.htm.
E.  OTHER: Grades and additional information from the instructor will be posted on TRACS.  Student teams may want to set up discussion groups on TRACS.
UNIVERSITY/COLLEGE POLICIES:

A.
DROP: Dropping means that the student will remain enrolled in at least one hour in the current semester. A "W" will be automatically assigned if the drop procedure is completed on or before 5:00 p.m. on March 22, 2012. After this deadline the student will be unable to drop the course and will receive the grade (A, B, C, D, F, or I) earned in the class. It is suggested that students consult the instructor prior to dropping from the class. 


WITHDRAWAL: Withdrawal means that the student is going to zero hours for the current semester. A "W" will be automatically assigned if the withdrawal procedure is completed on or before 5:00 p.m. on March 22, 2012. After this deadline, the student may withdraw on or before 5:00 p.m. on April 19, 2012. If the student is passing the class on the official date of withdrawal, a "W" grade will be assigned. If the student is failing the class on the date of withdrawal, an "F" grade will be assigned.

B.
ACADEMIC HONESTY:  Submission of any work for a grade for which unauthorized help has been received is termed academic dishonesty and will be grounds for a failing grade in the course. "Unauthorized" is a term used here to designate stealing, copying (with or without permission), collaboration with other individuals, or sharing programming code outside of sanctioned group activities. Students are strongly encouraged to refer to the Texas State student handbook for policies related to academic dishonesty. These policies may be found at   http://www.dos.txstate.edu/handbook/rules/honorcode.html. This instructor views any such act as a clear violation of ethical standards and will take appropriate disciplinary and punitive action.

C.
HONOR CODE:  All students are required to abide by the Texas State University Honor Code.  The pledge for students states:  
Students at our University recognize that, to insure honest conduct, more is needed than an expectation of academic honesty, and we therefore adopt the practice of affixing the following pledge of honesty to the work we submit for evaluation:  

I pledge to uphold the principles of honesty and responsibility at our university.  

The complete University Honor Code may be found at http://www.txstate.edu/effective/upps/upps-07-10-01.html under attachment I.  The McCoy College Student Responsibilities on Learning may be found at http://advising.mccoy.txstate.edu/about/learningpolicy.

D.
Students with Disabilities: 
A student with a disability may require an accommodation(s) to participate in the course. They must contact the instructor within the first two weeks of the semester. They will be asked to provide documentation from the Office of Disability Services (ODS) at that time. Failure to contact the instructor in a timely manner will delay any accommodations they may be seeking. Ongoing care by a physician does not automatically qualify you as an ODS special needs student. Students are required to file paperwork for accommodations with ODS each semester. Accommodations granted one semester do not automatically carry forward to the next. See UPPS No. 07.11.01 for additional information.
COURSE OUTLINE

DATE



          

       TOPIC




       CHAPTER

      Week #1

           Tues.   Jan  17


Course Introduction; Project Information
                       
               1


 Thurs.  Jan  19  

Plans Book Outline; Sample Presentation Video






(schedule changes end at 3:00 p.m. on Jan. 20)
      Week #2

           Tues.   Jan  24


Sources of Research Information 


         Handouts
           Thurs.  Jan  26


Sources of Research Information


         Handouts

      Week #3



 Tues.   Jan. 31


Advertising Agency Structure




      3   



 Thurs.  Feb   2


Market Segmentation & Product Positioning


      2






Agency Preference List DUE


  
      Week #4  
           Tues.   Feb   7


Consumer Behavior and the Communication Process
              4-6


 Thurs.  Feb   9


Consumer Behavior “continued;” Research Assignment DUE

  Week #5

      
 Tues.   Feb 14


Consumer Behavior “continued


Thurs.   Feb.16


QUIZ #1 (Chapters 3, 4, and Database Sources);
  
      7






Objectives and Budgeting 
      Week #6

           Tues.  Feb. 21


Media Strategy & Planning; Evaluation of Radio

            10-15


 
           Thurs. Feb. 23


Evaluation of Television; Situation Analysis DUE; 






AE Report DUE
         
        

  Week #7   

           Tues.  Mar    1


Evaluation of Magazines

       Thurs. Mar    3


Evaluation of Newspapers
     Week #8


       Tues.  Feb.  28


Meet with Professor for discussion of Situation Analysis 








Thurs. Mar     1


Meet with Professor for discussion of Situation Analysis

      

  March 11-18


Spring Break – Enjoy! 
      Week #9  
           Tues.  Mar   20


Evaluation of Support Media (Outdoor and Transit); Direct Marketing

           



           Thurs. Mar   22 
             Internet and Interactive – Guest Speaker






March 22nd--last day to drop with automatic “W;” can drop 







anytime up until this date).  See Academic calendar:
                         

             http://www.txstate.edu/registrar/Academic_cal_all.htm
      Week #10  
          Tues.  Mar.   27

             QUIZ #2 (Chapters 11, 12, and 13); Sales Promotion

     16




    



Thurs. Mar.   29

             Public Relations; Evaluation of a Campaign
      

   17-18

    


    17;19


  Week #11  
          Tues.  Apr.     3


QUIZ #3 (Chapters 14, 16, and 17); Professor will show examples of        







Presentation Materials
          Thurs. Apr.     5                         
  Creative Strategy – Guest Speaker 



     8-9
      Week #12  
          Tues.  Apr.   10
          
            Lecture





18; 20-22
          Thurs  Apr.   12 

            NO CLASS – Work on Projects 

      Week #13  
          Tues.  Apr.   17                          PRESENTATIONS 
          Thurs. Apr.   19

        
 PRESENTATIONS






 (Last Day to Withdraw from university with zero hours ends 5 p.m.)
      Week #14  


Tues.  Apr.   24

            PRESENTATIONS 


Thurs. Apr.   26
           
            PRESENTATIONS – ALL WRITTEN PROJECTS DUE





   18-22
      May 3-9
                                     Final Exams 

    




 Return and discuss projects during regularly scheduled exam time:






 12:30 Class:  Tuesday, May 8th at 11 a.m.







   2:00 Class:  Thursday, May 3rd at 2 p.m.
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