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MKTG 565 
Marketing Communication and Promotional Strategy  

 
Department of Managerial Studies 

College of Business Administration  

University of Illinois at Chicago  

Spring 2018  
 

 

COURSE INFORMATION 

  

 Instructor: Dr. Elina Tang 

Course Number (CRN):  22959 

 Credit Hours: 4.0 hours 

 Prerequisite: MKTG 500, Introduction to Marketing  

Time and Location:   

Thursdays 6:00 pm-8:30 pm, Jan 16, 2018 - May 04, 2018 

Taft Hall 216 

 
Note: Classes will occasionally meet at different locations (e.g., the Daley library IDEA Commons classroom). This 

is noted in the course calendar but subject to change. Always refer to the latest announcement on Blackboard for 

updated information.  

 

INSTRUCTOR INFORMATION 

 

 Phone: (312) 996-5349 

E-mail: etang@uic.edu  

 Office Location: University Hall 2208 

Office Hours: Thursday 5:00 p.m. - 5:45 p.m. and by appointment 

 
Please use subject line “MKTG 565_your full name” line to ensure receiving same day response. For 

group project-related emails, use subject line “MKTG 565_your full name (Group X, Project Name)”. Emails are 

automatically sorted according to priority, with class-related emails at the top of the list. Emails should address the 

instructor using appropriate language and respect. Practice positive and professional communications skills. Refer to 

the communication protocol from UIC College of Business Administration Academic Advising Syllabus for further 

information. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Communication Protocol 
 Due to privacy reasons, your UIC faculty and staff will communicate solely with your uic.edu email 

account. It is your responsibility to check your university email regularly to stay informed of 
opportunities, updates, and deadlines. 

 Include your full name and UIN in all email communication with UIC faculty and staff. 
 Professionally address all email correspondence. 
 Leave a voicemail on your first attempt to reach faculty and staff by phone. Clearly state your name, 

UIN, and a number where you can be reached. 

https://ui2web2.apps.uillinois.edu/BANPROD2/bwckctlg.p_disp_listcrse?term_in=220148&subj_in=MKTG&crse_in=565&schd_in=LCD
mailto:etang@uic.edu
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RESOURCES/MATERIALS 

 

Required:  

i. Advertising and Promotion. An Integrated Marketing Communications Perspective, 

George E. Belch and Michael A. Belch, 10th edition, 2014, McGraw-Hill/Irwin, ISBN 

978-0078028977. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ii. Predictably Irrational, Revised and Expanded Edition: The Hidden Forces That Shape 

Our Decisions, Dan Ariely, 2010, Revised and Expanded Edition, Harper Perennial. 

ISBN-10  9780061353246. 

iii. Harvard Business Publishing (HBP) cases. A course packet will be available through 

Harvard Business Publishing website. Please check Blackboard for further information.  
 

Other:  
 

 There is a Blackboard course website (https://uic.blackboard.com/). Please check it regularly, 

especially the day before class. 

 Other required readings such as book chapters or articles will be announced in class. 

 

COURSE DESCRIPTION: 

 

This course is an elective course in the graduate MBA program.  

 

The objective of the course is to learn the principles of advertising and promotions, and to apply these 

principles in developing a comprehensive Integrated Marketing Communications (IMC) plan. The 

course will provide an overview of contemporary marketing communication and promotional mix tools, 

which include media advertising, direct marketing, sales promotion, public relations, interactive media, 

and personal selling. Course coverage includes situation analysis as the foundation for IMC planning, as 

well as how to effectively plan, implement, and evaluate IMC programs. Students will learn to apply the 

principles of IMC in various hands-on activities. 

 

After successful completion of this course, students will be able to: 

 

https://ui2web2.apps.uillinois.edu/BANPROD2/bwckctlg.p_disp_listcrse?term_in=220148&subj_in=MKTG&crse_in=565&schd_in=LCD
https://ui2web2.apps.uillinois.edu/BANPROD2/bwckctlg.p_disp_listcrse?term_in=220148&subj_in=MKTG&crse_in=565&schd_in=LCD
https://ui2web2.apps.uillinois.edu/BANPROD2/bwckctlg.p_disp_listcrse?term_in=220148&subj_in=MKTG&crse_in=565&schd_in=LCD
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1. Demonstrate in-depth knowledge of the key concepts and theories in the domain of integrated 

marketing communications in contemporary markets, especially in advertising and promotion.  

2. Understand how a good strategy of integrated marketing communications can help build 

successful marketing strategies and plans.  

3. Apply the knowledge of integrated marketing communications to various realistic marketing 

scenarios, especially in developing advertising & sales promotion strategies. 

4. Evaluate advertising and promotions with the mindset of a marketer.  

 

Your future responsibilities as a marketing manager are likely to entail coordinating the activities of 

multiple facilitators (agencies) of a company’s marketing program. This requires more strategic 

planning and evaluation than creative development and implementation. In this class, you will have the 

opportunity to test your skills at developing a communications plan, including creative copy. On a daily 

basis, an emphasis will be placed on strategic decision-making and how to evaluate the success of 

campaigns. In addition, guest speakers will share their perspectives from the industry. 

 

Course goals will be achieved through several means – lecture and discussion, case analyses, individual 

assignments, and a semester-long team-based project.  Lectures and class discussions will be designed to 

introduce concepts. A few classes will be run through Blackboard Collaborate and more details will be 

given in class. The project will give students the opportunity to apply knowledge acquired in the class 

and gain hands-on experience using integrated marketing communication strategies to achieve 

managerial objectives.   

 

Thank you for joining this class. It is my responsibility to make this course interesting, challenging and 

worthwhile. I fully commit myself to this goal. With support and hard work from everyone, we will have 

a fruitful and fun-filled semester!    

 

COURSE REQUIREMENTS 

 

Please write MKTG 565 assignment X, your name, (group number for group work), and date in 

separate lines at the top of each assignment. An example is provided below. 

 
MKTG 565 Assignment 2 

FirstName LastName 

(Group 5) 

1/26/2018 

 

A late submission of any assignment will result in a loss of 10% of the grade immediately, and an 

additional 10% grade loss for every school day that it is late. 

 

Typically, you will be asked to turn in a hard copy of the assignment at the beginning of class on the due 

date and this is the copy that I will grade. However, it is required that you also upload the assignment to 

Blackboard by that time. For the latter, please use “MKTG 565_ your full name_GroupXAssignmentY” 

as the file name. For group work, only 1 student in the group needs to submit it online. I would like to 

keep track of all the assignments (even after I return it to you) by keeping a copy on Blackboard. 

Sometimes you may want to revisit a past assignment so this e-copy will come in handy for yourself as 

well. Either a Word or PDF file is acceptable. Please submit only ONE file per assignment (i.e., do not 
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email your exhibit created in excel as a separate excel file, but rather create a table/figure and insert it 

into your Word document).  

 

Case and Book Chapter Presentation and Discussion: This course will use cases and chapters from 

the book to help students understand key concepts and enhance critical thinking and decision-making 

skills within actual business situations. Cases and book chapters will be presented by assigned groups 

and the discussion will be facilitated by the instructor. Each group will be assigned to lead one 

presentation and play a main role in the discussion of another. Everyone should be ready to ask 

probing questions and provide answers to the presenters’ questions. 

 

Group Project: Each student will participate in a project which will be completed in teams of four 

members or less. It will serve to provide hands-on experience, and illustrate the concepts and methods 

discussed in class. A complete description of this project will be given to you separately. Periodic 

assignments are due throughout the semester. They will help to pace the task and provide me the 

opportunity to give you timely feedback. To prevent free-riding behaviors, group members will be asked 

to evaluate each other’s contributions to the project. These evaluations are confidential and may 

significantly affect the project grade for each group member.  

 

Individual Assignments/Quizzes: Individual assignments or quizzes will be given in class. Credit will 

be reduced for late assignments at a rate of 10% per school day. 

 

Exam: There will be one mandatory exam. The exam may consist of multiple choice, true or false, short 

essay questions and/or problems. The questions will be drawn from the class discussions, class 

materials, and textbook. There will be no make-up exams unless written approval is received from the 

instructor one week in advance. 

 

Class Attendance and Participation: Class attendance and participation are critical to the success of 

each student and to the course. Regular attendance is expected and participation in class discussions will 

be rewarded. Class attendance and participation will be a graded component of the class accounting for a 

total of 15% of your overall course grade. Please let the instructor know within the first two weeks of 

class if you have a conflict on the days of presentations/exam. 

 

Attendance - It is expected that you come to every class. Attendance is assumed and absence will result 

in points deducted from the 15-point participation grade. I understand that “life happens” and that at 

times it will not be possible for you to attend the class. Hence, I will allow one unexcused absence (no 

questions asked) and one excused absence (written permission required before class meeting) during the 

semester. Beyond that, each absence (even if you have a valid reason such as work travel or interview) 

will automatically result in a 1.5-point deduction in the attendance grade. If you miss a class, it is your 

responsibility to ask a classmate for the material presented and/or discussed in that class. Important 

announcements and assignments will always be available on Blackboard so missing a class is not an 

excuse for missing assignments given in that class. 

 

Participation - Students should feel free to question, think aloud, and propose new ideas. A well-

prepared student is more relaxed and better able to do so. Students should strive to participate sincerely 

and productively rather than be disruptive or try to impress. A few classes will be run through 

Blackboard Collaborate. This setting gives everyone, including those who may be less comfortable 

speaking up, the chance to form and contribute a thoughtful response. Remember your participation in 

an online class will make up part of the grade. 
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The grade for participation depends on the following components: 

 Providing insightful comments 

 Posing probing questions 

 Supporting a learning environment 

 Sharing news clips for the benefit of other participants  

 Sharing work experience or real world examples for the benefit of other participants 

 

Classroom participation points are allocated along a continuum of 1-15. Each point is equivalent to 1% 

of your overall course grade. If you 10 points for participation but were absent for 5 classes, you will 

receive a total of 10-1.5*4=4 point for Class Attendance and Participation.  
 
Worst   Best 

 
 Present non-participant 

(1-5 points) 
Adequate contributor 

(6-11 points) 
Good to outstanding contributor 

(12-15 points) 

 

 Present non-participant – Student is present, but does not contribute to the class.  

 Adequate contributor – Contributions in class reflect satisfactory preparation and engagement in class.  

 Good to outstanding contributor – Contributions in class reflect thorough or exceptional preparation and 

engagement in class.  

 

Assignments, exams, and presentations missed as a result of an unexcused absence may not be 

made up.  An excused absence is one that is provided to the instructor in writing AND in advance of the 

class meeting that is to be missed. Written proof (e.g., doctor’s note, interview invitation letter) is 

required. The ultimate decision as to whether an absence is excused lies entirely with the instructor.  

In-Class Policies: 

 Be on time. If you come to class late and miss the attendance sheet, you can stay, work, and be 

instructed, but you will receive an absence. No exceptions. 

 Please use your name tent in every class so I can keep track of your participation points. 

 Bring a laptop or a tablet to class. In some classes, you will be asked to do computer-based 

exercises either individually or as a group.  

 Act professionally. 

o Treat all your peers, your instructors and yourself with respect at all times. 

o Listen while others are speaking. 

o Be a willing participant for both your instructor and your peers. 

o Give feedback to peers in a constructive manner. 

o Approach conflict with peers or instructors in a cooperative manner. 

o Use positive and nonjudgmental language.  

 Take good notes.  

 Do ask questions.  

 Respect your partner’s or group members’ time when working on assignments.  

 Turn off your cell phone and tablet before class. 

 Disruptive behavior in class (e.g., using cell phone, chatting, reading irrelevant material) will 

result in a heavy penalty in participation grades.  
 

Academic Deadlines: See http://grad.uic.edu/cms/?pid=1000222 

http://grad.uic.edu/cms/?pid=1000222
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Subject to Change Notice: All material and assignments are subject to change. It is your responsibility 

to stay in touch the instructor, review the course site regularly, or communicate with other students, and 

adjust as needed if assignments or due dates change.  

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 "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 you will receive an email confirmation 

when you have completed each one. Your answers will remain completely confidential, as student 

names will never be linked to the feedback they provide. 

 

 

GRADING POLICIES   
 

Course performance will be measured according to the following weightings: 

 

Individual Assignments / Quizzes 10% 

Case or Chapter Presentation   10%  

Exam  30% 

Group Project  35%  

Attendance and Participation  15% 

TOTAL 100%  

 

 

GRADING SCALE 
 

Performance will be evaluated and grades assigned based on the following scale:  

 

A = 90% and above (Outstanding) 

B = 80% to 89yk,.99% (Good) 

C = 70% to 79.99% (OK) 

D = 60% to 69.99% (Needs Help) 

F = Below 60% (Not Good / Fail) 

 

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.  

http://www.uic.edu/depts/oaa/disability_resources/index.html
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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 CBA Student Code of Ethics found on pages 8-9 of the UIC Business Student 

Handbook: http://business.uic.edu/docs/default-source/default-document-library/handbook-2013-2014-

for-website.pdf?sfvrsn=2 

 

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/Standards%20of%20Conduct.pdf and 

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.shtml. 

 

 

  

 

 

  

http://business.uic.edu/docs/default-source/default-document-library/handbook-2013-2014-for-website.pdf?sfvrsn=2
http://business.uic.edu/docs/default-source/default-document-library/handbook-2013-2014-for-website.pdf?sfvrsn=2
http://www.uic.edu/depts/dos/docs/Standards%20of%20Conduct.pdf
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
http://www.uic.edu/depts/dos/conductforstudents.shtml
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MKTG 565 Marketing Communication and Promotional Strategy  01.16.2018 

 

NOTE:  The course calendar will updated with more details after groups are formed.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

WEEK DATE TOPIC READINGS 

 

1 1/18 Introduction to IMC;   

Forming teams 

 

Ch. 1 

2 1/25 

(Blackboard 

Collaborate) 

Role of IMC in marketing; 

Perspectives on consumer behavior; 

 

Ch. 2, 4 

 

3 2/1 The communication process; Introduction to 

the group project 

 

Ch. 5  

4 2/8 Source, Message, and Channel Factors;   

Group-led presentation 1 & 2  

Ch. 6 

5 2/15 

(Blackboard 

Collaborate) 

Creative strategy - Planning and 

development; Creative strategy - 

Implementation and evaluation  

 

Ch. 8, 9 

6 2/22 Group-led presentation 3; Media planning 

 

Ch. 9, 10 

7 3/1 Midterm Group Project Presentation   

8 3/8 Guest speaker: IMC through social media  

 

 

9 3/15 Group-led presentation 4; 

Internet and social media 

Ch. 15 

10 3/22 

(Blackboard 

Collaborate) 

Sales promotion; Personal selling and the art 

of influence  

Ch. 16, 22 

 3/29 Spring Break, No Class  

11 4/5 IMC Project work; Guest Speaker: PR Ch. 17 

12 4/12 Group-led presentation 5 and 6; 

Measuring IMC Effectiveness   

Ch. 18  

13 4/19 Guest Speakers: Ad agencies  

14 4/26 Group-led presentation 7 and 8; 

Current topics 

 

 

15 5/3 Final Group Project Presentation  

 
 

16 Finals week Exam    

https://ui2web2.apps.uillinois.edu/BANPROD2/bwckctlg.p_disp_listcrse?term_in=220148&subj_in=MKTG&crse_in=565&schd_in=LCD

