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Advertising and Sales Promotion 
MKTG 474 - 12919 

Fall 2016, University of Illinois at Chicago 

 

Instructor  

Tatiana V. Barakshina, MBA Classroom: LH 210 

Office Hours: By Appointment Meeting time: Tuesday/Thursday  

8:00 – 9:15 AM 

Email: tbarak2@uic.edu  

Office/mobile: 630-818-7144  

  

 

Prerequisites 

Marketing 461 or consent of the instructor. 
 

 

Required text 

Advertising and Promotion.  An Integrated Marketing Communications Perspective, 

Belch and Belch, 10th edition, 2015, McGraw-Hill/Irwin 
 

Course Objectives 

 

This course provides an overview of the management, planning, evaluation, and use of 

advertising and sales promotion.  The course has a managerial orientation. Students take an 

analytical approach and apply advertising principles to solve “real world” problems. This 

course seeks to bridge the gap between advertising theory and practical application. 

Analytical advertising methods are examined from the managerial perspective. Students 

will be able to achieve the specific course outcomes listed below: 

 

 Recognize the fundamental role of advertising and other major communication 

tools (e.g. direct marketing, print media, personal selling, promotions, public 

relations, social media etc.) 

 Conduct and analyze market research in an effort to develop the objectives, goals, 

marketing strategies and tactics for the Integrated Marketing Campaign 

 Integrate the theoretical concepts of marketing, advertising and promotions with the 

practical application of planning and developing an Integrated Marketing 

Campaign (IMC) 

 Evaluate and analyze a company's marketing and promotional efforts to identify the 

impact on the other elements of the marketing mix and related marketing activities 

 Demonstrate effective communication skills in a collaborative project team 

 Integrate ethical considerations into advertising and marketing topics 

 Understand that advertising is oriented toward building market share and increasing 

sales through the development of brand image and long-run consumer loyalty. 
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Preparing for each class, take a moment to think about advertisement efforts of companies 

around you. 

 

Which new ads have you seen this week? 

Who were they targeted at? 

How did you feel about the ad? 

Did you share the ad with anyone? 

What was the goal of the ad? 

 

 

Teaching Method 

 

The course will utilize lectures/discussions, case discussions, a team project and in-class 

presentations. The course is structured so that each week we will have a lecture, a case discussion 

and a teamwork session. Case discussions (typically held on Thursdays) may involve brief initial 

polling related to the case, and a group discussion of key issues related to the case. During 

teamwork sessions (typically held on Thursdays as well), you will be making progress towards 

completion of the group project. Each Thursday, one of the teams present a Thursday skit related to 

a topic to be covered in the section of team report. I strongly encourage you to be smart about 

spending your time together as a team, to come prepared and be focused in your discussions. I also 

urge you to use your teamwork time for discussion strategic direction and agreeing on action 

points.   

 

  
 

Participation and Attendance  

 
Since many of our class meetings emphasize your participation (e.g., through case discussions), 

this will be a graded component of the class accounting for 10% of your overall course grade. I will 

circulate attendance sheets that you must sign during class time. If you miss a class, it is your 

responsibility to inquire with a classmate about any class notes/examples you may have missed. 

 

Class attendance is mandatory. If you have to be absent, you need to notify me by email before 

class, preferably 24 hours in advance. 2 absences with prior notification will not be penalized. 

Additional absences without prior discussion and consent from me results in a zero for your 

participation grade. If you know that you will have to miss more than three classes, e.g., due to 

serious illness or injury that requires hospitalization, you must contact me to discuss how to 

compensate for missed classes.  Full attendance will be rewarded with bonus points. 

 

Late arrival or early departure will be marked as an absence. If you have an acceptable reason for 

having to leave class early, please notify me before class.     

 

While attending class is a prerequisite for receiving a good participation grade, you are expected to 

participate in class by answering questions or contributing to case discussions. To receive an A for 

your participation grade, you need to both have a good attendance record and regularly contribute 

in class. Outstanding contributions (insightful observation, active listening to peer presentations) 

may be rewarded with bonus points. 
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BlackBoard 

 

Lecture slides will be posted on BlackBoard the day before class.  Blackboard is also where I will 

post announcements, on-line quizzes, case study materials and grades. It is your responsibility to 

stay current with information about the course.  Please check BB daily! 

 

Communicating with me 

 

Email me (tbarak2@uic.edu) with any questions, comments, suggestions or ideas. I check email 

frequently, and try to respond fast.  

 

Policy of Professional Behavior in the Classroom 

 

The success of this course depends upon the level and quality of communication in the classroom. 

The College of Business Administration is a professional school dedicated to preparing students for 

careers in business.  The proper classroom environment will help us to learn, communicate and 

enjoy the class.  

 

These classroom policies help to promote and maintain a professional atmosphere conducive for 

effective learning: 

 Being prepared to contribute each class session 

 Thoughtful listening and interaction 

 Shutting off all cell phones before entering class 

 Arriving for class promptly. Please do not be late – it is disruptive for class and teamwork 

 Being courteous and respecting the views and opinions of your fellow students 

 

Quizzes 

 

There will be no “traditional style” long mid-term and final exams. Instead, there will be four 

quizzes during the semester. Quiz format will vary from an online open-book quiz with open-ended 

questions to closed book in-class quizzes.   

 
Case Study Discussions 

 

Almost every Thursday we will spend about 45 min on a particular case discussion. Cases will be 

posted on BB each Tuesday after class. Your active participation in case discussions is very 

important, and will be graded separately from other class participation and attendance. Please come 

to class prepared, which means having read the case AND additional information about companies 

discussed in the case. I encourage you to use library resources and other free open sources to better 

understand companies discussed in each case. Please expect your team to be called on to contribute 

to case discussions if you do not volunteer your views.  

 
Written Assignments 

 

There will be two individual written homework assignments, which you are required to submit 

through Blackboard.   
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Ad Clips 

 

Ad Clips is a weekly creative assignment closely related to a topic we are covering that week. You 

will be required to submit ad clips through Blackboard.  

 

Team Project  

Starting from Week 2 in the semester, you will be working on a group project in which you will be 

designing a comprehensive integrated marketing communications (IMC) plan, enabling you to 

achieve a keen awareness and understanding of the decisions, issues, and activities involved in 

developing such a plan.  

Each team will represent an advertising agency, pitching and IMC plan to an end client. Each 

agency should adopt a formal name. You will need to select and agree as a team on a company and 

a product/service. The company must be headquartered in Chicago Metropolitan Area (well-argued 

exceptions are possible). The product/service may be a B2B or a B2C one, and it may come from 

any industry. Once you selection is approved by the instructor, you may proceed with the plan. 

As a team, you will submit a written IMC plan, the submission will be divided into two parts. 

Your written report should be 20 double spaced pages excluding bibliography and exhibits. The 

marketing plan will cover the following areas: 

 
Part 1 

1. Agency description and Philosophy  

2. Industry and Company Review   

3. Product Review  

4. Consumer Analysis 

 

Part 2 

1. Brief marketing goals 

2. Creative strategy statement 

3. Message strategy and appeals 

4. Media recommendations (mix, flowchart, media-specific) 

5. Budget 

6. Evaluation Program 

 
Detailed guidelines for the project will be available on Blackboard.  

 

You will also pitch your team as a creative agency to our class acting as one end-client, using the 

developed IMC as a support instrument. Each team will be required to produce a 2-min video 

describing the TEAM capabilities and strengths, and follow the clip with a team presentation. We 

will discuss the presentation format and requirements closer to the end of the semester.   

 

 

Teamwork 

 
The IMC plan will be developed by student teams. Each team will consist of three or four 

individuals. The team membership will be finalized in the second week of the course.  
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You will be asked to put together a group contract that sets forth the guidelines that will govern the 

group throughout the semester. Students are expected to contribute equally to the team project. 

Confidential peer evaluations will be used to deduct points for inferior or negative contributions.  

 

Students, undoubtedly, will assume various roles within their team based on their interests and 

areas of expertise. However, this is a team project and individual contributions must be coordinated 

and incorporated into the final project. The coherence of the report will affect its grade.  

 

Group progress for IMC plan is required to be submitted to me on weekly basis. Each Thursday, I 

will provide a template to follow for each section of the team project.   

 

Part 1 and Part 2 of the report must be submitted to me in a hardcopy by the specified due date. 

Additionally, we will use a SafeAssign feature on BB which helps you improve your writing and 

quoting skills.   

 

 

Team Collaboration Evaluation 

 

On Thursday, December 1, every student is required to turn in an evaluation form in which they 

rate the performance of each of their teammates. There could be a penalty of a student’s project 

grade if she/he does not turn in the peer evaluations on time.  A copy of the peer evaluation form is 

enclosed at the end of this syllabus. Please read it closely now and let me know if you have any 

questions about it.  

  

The Average Evaluation Score will be converted into a Project Adjustment Coefficient, which will 

affect the Project score.  
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Tentative Course Schedule (Subject to change) 

 

All Assignments are due by Thursday, 8 am 

All Ad Clips are due by Tuesday, 8 am 

All Team progress updates are due by Thursday midnight 

 

WK 

# 

1st 

WK 

day  

Topic Reading 
Individual 

Assignments 

Group 

progress 

WK 1 22-Aug 

Advertising - 

good or evil? 

Basic concepts 

Chapter 1 An 

Introduction to 

Integrated 

Marketing 

Communications 

 

 

T Lecture/Discussion 

Provide initial 

suggestion on team 

membership 
Th Lecture/Discussion 

Professional Snapshot 

Assignment due 

WK 2 29-Aug 
Importance of 

IMC 

Chapter 2. The Role 

of IMC in the 

Marketing Process 

T Lecture/Discussion 

Ad Clip 

Teams finalized by 8 

am Thursday. 

Agency description 

and philosophy. 

Industry and 

company review 

Th In-class Case 

(VW) 

 

WK 3 5-Sept Ad Agencies 

Chapter 3. 

Organizing for 

Advertising and 

Promotion: The 

Role of Ad 

Agencies 

T Lecture/Discussion 

Ad Clip Teams need to 

schedule individual 

30-min meeting with 

instructor 

Th No Class 

Who is Who in 

Advertising Assignment 

due  

WK 4 
12-

Sept 

Consumer 

Behavior 

Chapter 4. 

Perspectives on 

Consumer Behavior  

 

T Lecture/Discussion 

Ad Clip 

 

Consumer analysis 

 

Product description 

 
Th In-class Case (TBA) 

 

WK 5 
19-

Sept 

Source and 

Message 

Chapter 5. The 

Communication 

Process 

 

Chapter 6. Source, 

Message, and 

Channel Factors 

T Online Quiz 1 posted 

at 8 am and due at 9-15 

am 

Class does not meet in 

person 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Th Lecture/Discussion 
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WK 6 
26-

Sept 

Campaign 

Objectives and 

Budgets 

Chapter 7. 

Establishing 

Objectives and 

Budgeting for the 

Promotional 

Program 

T Lecture/Discussion 

Ad Clip 

 

Part 1 IMC due on 

Sept 27 @8am (print 

and online) 

 

 

Marketing Goals 

Budget 

 

 

 

Th: Case Discussion 

(UA/NIKE) 

WK 7 3-Oct 
Creative 

Strategy 

Chapter 8. Creative 

Strategy: Planning 

and Development  

Chapter 9. Creative 

Strategy: 

Implementation and 

Evaluation 

T Lecture/Discussion 

Ad Clip 

 

Creative strategy 

Th: Case Discussion 

(California Milk) 

WK 8 10-Oct 
Media 

Planning 

Chapter 10. Media 

Planning and 

Strategy 

T Lecture/Discussion  

Ad Clip 

Quiz 2 
 

Creative 

recommendations: 

message strategy 

and appeal 
Th In-class Case 

(Best Media Planning) 

 

WK 9 17-Oct 
Media 

Evaluation 

Chapter 11. 

Evaluation of 

Media: Television 

and Radio 

T Lecture/Discussion 

Ad Clip 
Media 

recommendations: 

TV, Radio and Press 
Th: In-class Case 

(TBA) 

WK 

10 
24-Oct 

Media 

Evaluation 

 

Chapter 12. 

Evaluation of 

Media: Magazines 

and Newspapers 

 

Chapter 13. Support 

Media 

 

Chapter 16. Sales 

Promotion 

 

T Lecture/Discussion 

Quiz 3 
Media 

recommendations: 

Press, Support 

Media, Sales 

Promotion Th:  

Poster exercise in class 

WK 

11 
31-Oct 

 

Digital and 

Social Media 

 

 

Chapter 15. The 

Internet: Digital and 

Social Media 

 

 

T Lecture/Discussion   

Ad Clip 

 

 

Media 

recommendations: 

Digital 

 

 

 

 

Th 

In-class Case 

(TalkWalker) 
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WK 

12 
7-Nov 

Campaign 

Effectiveness 

Chapter 18. 

Measuring the 

Effectiveness of the 

Promotional 

Program 

T Lecture/Discussion  

Ad Clip Effectiveness 

Evaluation 

 
Th 

In-class Case (TBA) 

 

WK 

13 
14-Nov 

International 

Advertising 

Chapter 19. 

International 

Advertising and 

Promotion 

T Lecture/Discussion  

Ad Clip 

Quiz 4 
 

Part 2 IMC Due on 

Fri Nov 18 @ noon 

(print and online) 

 
Th  

In-class Case (TBA) 

 

WK 

14 
21-Nov 

Team 

Presentations 

Mandatory 

attendance on Nov 

22 

T  

Presentations 

 
Video clips due on 

Tue Nov 22 @ 8am 
No class on Nov 24 

(Thanksgiving) 

WK 

15 
28-Nov 

Team 

Presentations 

Mandatory 

attendance on Nov 

29 and Dec 1 

T 

Presentations 

 
 

Th 

Presentations 
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Performance Evaluation 

 

Your performance in this course is evaluated on a number of activities.  

 

 

Points distribution 

 

Assignment Points 

Attendance & participation 100 

Case study discussions 100 

Ad Clips  100 

Written assignments: Professional snapshot and 

“Who is who in advertising” assignments 

50 

Assignments and quizzes (4 total) 200 

Team Skit 50 

Team Written Campaign Plan (Part 1 + Part 2) 250 

Team Video 75 

Team Presentation + submitted evals 75 

  

Total 1000 

Team peer evaluations 0-1 coefficient applied 

to both reports 

  

                         Bonus points:  

         Full attendance (no missed classes)  

         Exceptional in-class contribution  

 

Total Grade Calculation 

 

 Points  Grade 

900 – 1000 A 

800 – 899 B 

700 – 799 C 

600 – 699 D 

< 600 F 
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Accommodation for Students with Disabilities  

 

Concerning disabled students, the University of Illinois at Chicago is committed to maintaining a 

barrier-free environment so that individuals with disabilities can fully access programs, courses, 

services, and activities at UIC. Students with disabilities who require accommodations for full 

access and participation in UIC Programs must be registered with the Disability Resource Center 

(DRC). Please contact DRC at (312) 413-2183 (voice) or (312) 413- 0123 (TDD). More 

information may also be found at the DRC Website located at 

http://www.uic.edu/depts/oaa/disability_resources/index.html. Students requesting accommodation 

must provide each instructor with a letter outlining the specific accommodations requested for a 

specific course. These letters are developed by the DRC in coordination with the student and 

presented to the instructor by the student prior to the start of each semester.  

 

Academic Integrity 

 

This course and its associated coursework are being administered under the policies of the 

University of Illinois at Chicago (UIC) College of Business Administration Honor Code. 

All students are expected to respect and uphold the Honor Code found at this link: 

http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4.  

In keeping with CBA policy, evidence of academic dishonesty may result in a failing grade 

for the course and disciplinary review by the University. Academic dishonesty includes, 

but is not limited to, cheating (giving or receiving aid), fabrication/falsification, plagiarism 

(including not accurately referencing source material), bribes, favors or threats, 

examination by proxy (taking an exam for someone else), grade tampering and submitting 

non-original works authored by someone other than the student. Refer to the student 

handbook or Student Disciplinary Procedures for definitions and details:  

http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf  

For a complete review of UIC policies regarding intellectual integrity and academic 

honesty, please visit: http://www.uic.edu/depts/dos/conductforstudents.shtm 

 

Course Evaluations 

 

Because student ratings of instructors and courses provide very important feedback to 

instructors and are also used by administrators in evaluating instructors, it is extremely 

important for students to complete confidential course evaluations online known as a 

"Students for the Improvement of Teaching (SIT)" evaluation. You will receive an email 

from the Office of Faculty Affairs inviting you to complete your course evaluations and 

will receive an email confirmation when you have completed each one. Please save and 

upload your confirmation email for this course to Blackboard. Your answers will remain 

completely confidential, as student names will never be linked to the feedback they 

provide. 
 

  

http://www.uic.edu/depts/oaa/disability_resources/index.html
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
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TEAMWORK Evaluation Form 

 

Your Name  

Team Name  

Product  Name  

 

 

 

 

First and last 

name of your 

teammate 

He/she did 

his/her 

fair share 

of the 

project 

He/she was 

enthusiastic 

and fun to 

work with in 

the project 

I learned a 

lot from 

this person 

I would like 

to have 

him/her as 

teammate 

again 

If you had $100 to 

distribute according to 

each member’s 

contribution to both 

projects, how would you 

do it? 

1. 

 

 

 

 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

2. 

 

 

 

 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

3. 

 

 

 

 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

4. 

 

 

 

 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

5. 

 

 

 

 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

1-2-3-4-5 

 

     Total $100 

 

 

 

 

Signature __________________          Date _________________ 


