FLORIDA GULF COAST UNIVERSITY

College of Business

MAR 4333- PROMOTION MANAGEMENT

COURSE SYLLABUS - SPRING 1998

Instructor:
Dr. Hudson P. Rogers
Reference #:
10543

Office: 
Academic 2 (Room 105)
Day:
Monday & Wednesday 

Telephone:
(941) 590-7403 

Time:
12:30 p.m. – 1:45 p.m. 

E-Mail:
hrogers@fgcu.edu 

Room: Griffin Hall – Room 107

Marketing Homepage:  http://www.fgcu.edu/cob/mkt/
Emergency:
 (941) 590-7300



Fax:

(941) 590-7330






Office Hours:
Monday to Thursday:

9:00-12:00 P.M. &







1:00-2:00 P.M.



Wednesday:


5:00-7:00 P.M.







and by appointment

TEXTBOOK:
Shimp, Terence A. Advertising, Promotion and Supplemental Aspects of Integrated Marketing Communications, Fort Worth, Texas: Dryden, 1997.

Other Class Materials:  

Course Description: This course is designed to introduce students to fundamental marketing communication issues encompassing the conceptualization of target markets, the design of appropriate promotion research strategies, budget allocation, the measuring of marketing communication results, and the discussion of managerial implications. The ethical considerations of marketing communication will also be discussed.

Course Objectives:

By the end of the course, students should be able to:

1. Demonstrate that they understand what marketing communication/ppromotion is, how it relates to the marketing mix, and how it is used for marketing management.

2. Examine the economic basis for market communication, in terms of cost versus value of marketing communications.

3. Demonstrate a basic knowledge of the elements of the marketing communication in terms of advertising, personal selling, publicity, and sales promotion.

Prerequisites:

MAR 3023 Introduction to Marketing, Advanced Business Statistics, Admission to Upper Division

Grading:    There will be 700 possible points during the semester:

Examinations (3 @ 100 pts each). . . . . . . . . . . . . . . . . . . . . . .
300 points

Research Project. . . . . . . . . . . . . . . . . . . . . . .



100 points

Attendance and Discussion . . . . . . . . . . . . . . . . .
. . . . . . . .
100 points

 

TOTAL





500 points

Examinations:

Three 100 point examinations will be given during the course of the semester.  These exams will be designed to assess students' understanding of all assigned materials, as well as their ability to apply this knowledge and information to marketing communication situations.  The exams may be composed of some mixture of multiple-choice questions and short essay/problem questions or a case analysis.  The exams will not be cumulative in nature.

MAKE-UP EXAMS: Make-up exams will be given ONLY if students have an university approved excuse.  It is the student's responsibility to make arrangements with the instructor for make-up exams.  If possible, notify the instructor before the original exam period.  Make-up exams should be completed as soon as possible after the original exam period.  At the discretion of the instructor, total essay make-up exams may be given.

Research Project: Secondary data is readily available, quick to access, and relatively inexpensive.  To explore a wide variety of secondary data sources each student will participate in research project related to marketing communications.  More information on this project will be available during the semester and on the Department of Marketing Homepage

Attendance and Discussion: 50 points may be earned by regular attendance and class participation.  With the exception of exam days, you will earn 1.5 pt. for each day you attend class (40 possible points.).  At the discretion of the instructor, 3 points. will be awarded for a positive contribution to the class discussion/4.5 points. for a significant contribution.  You cannot earn more than 4.5 points. per day nor more than 50 points. during the spring semester.  Attendance and discussion points can not be made-up for by doing additional work.

Pop Quizzes: Pop quizzes may be used as a motivational tool if class participation lags.

Final Grades: Grades will be assigned from the following scale:

A (90%) = 450-500

B (80%) = 400-449

C (70%) = 350-399

D (60%) = 300-349

F (<60%) = less than 300

Academic Honesty Policy: Each student is expected to adhere to the standards of academic honesty.

TENTATIVE CLASS CALENDAR

1/5/98
Chap. 1 - Overview of Promotion Management and Integrated Marketing Communications

1/7
Chap. 2 - The Marketing Communications Process

1/12
Chap. 5 - The Communication Process and Fundamentals of Buyer Behavior

1/14
Chap. 5 - The Communication Process and Fundamentals of Buyer Behavior

1/19
MLK Holiday - No Class

1/21
Chap. 3 - Environmental, Regulatory, and Ethical Issues in Marketing Communications

1/26
Chap. 4 - Demographic, Psychographic, and Geodemographic Targets of Marketing Communications

1/28
Chap.6 - The Role of Persuasion in Marketing Communications

2/2
Exam #1 (Chap 1-6)

2/4
Chap. 7 – Product Adoption/ Diffusion and Marketing Communications

2/9
Chap. 7 – Product Adoption/ Diffusion and Marketing Communications

2/11
Chap. 8 – Personal Selling Fundamentals

2/16
Chap. 8 – Personal Selling Funddamentals

2/18
Chap. 9 – Overview of Advertising

2/23 
Chap. 10 – Creative Advertising

2/25 
Chap. 11 – Message Appeals and Endorsers in Advertising

3/2
Chap. 11 – Message Appeals and Endorsers in Advertising

3-4 Chap. 12 – Analysis of Advertising Media

3/9 to 3/13 SPRING BREAK
3/16
Chap. 13 - Media Strategy

3/18
Chap. 14 – Direct Advertising and Database Marketing

3/23
Chap. 15 – Assessing Advertising Effectiveness

3/25
Chap. 16 – Overview of Sales Promotion

 3/30
EXAM #2 – (Chap. 7-12)
4/1
Chap. 17 –Trade-Oriented Sales Promotion

4/6
Chap. 18 – Consumer-Oriented Sales Promotion

4/8
Chap. 18 – Consumer-Oriented Sales Promotion

4/13
Chap. 19 – Point-Of-Purchase Communications and the Role of Packaging and Branding

4/15
Chap. 19 – Point-Of-Purchase Communications and the Role of Packaging and Branding

4/20
Chap. 20 – Marketing, Public Relations and Sponsorship Marketing

4/22
Oral Presentation of Research Reports

4/27
Final Exam (Chap 13 – 20)

