COMM 5590  S/04

Integrated Marketing Communicaton

Instructor


Tim Larson


LNCO 2425


Phone: 581-5341


Email:  tim.larson@m.cc.utah.edu

Office Hours:  M & W 11am to Noon or by appointment or drop-in

Introduction

This class engages Integrated Marketing Communication. Students focus on the integration, or synthesis, of marketing communications with strategic marketing. You are introduced to the IMC concept, several IMC models, and important communication and marketing theoretical concepts used to build the IMC models. 

Objectives

The objectives of COMM 5590 are to: (1) recognize the importance of integration in the marketing communication process; (2) emphasize the stature and importance of IMC as it is practiced against a  backdrop of ever-changing social, economic and competitive developments in local, regional, national and global markets; and (3) produce knowledgeable marketing communicators who are equipped with the necessary knowledge and skills to introduce, practice and manage integrated marketing communications in their organizations.

Questions Engaged

•How can you strategically plan and manage all the varied marketing communications tasks as a system?  

•How can you coordinate the various elements of marketing communications to ensure consistency?  

•How can you create a learning system that will help you make periodic adjustments in the communication elements to achieve better performance? 

•How can you plan and manage the marketing communications tools to ensure the attainment of marketing- and corporate-level goals?  

•How can you assemble the elements of the marketing communications mix and adjust them periodically in such a way to achieve marketing- and corporate-level goals?  

•How are the various IMC approaches applicable in the digital world of e-commerce? Each student will produce an IMC plan for an organization of his or her choice.

All organizations --business, government, nonprofit, education, religious, and volunteer-- need marketing communicators. Marketing is synonymous with communicating. A marketer is a communicator. A marketer cannot not communicate.

Online Syllabus

 http://www.hum.utah.edu/communication/  Click on: <Course Syllabi> <5590>

Email Address Update

If needed, use your Student ID and PIN to update your email address at: http://www.acs.utah.edu/prod/bin/student 

Required Text


Tom Duncan (2004). IMC: Using Advertising & Promotion to Build Brands (2004). Boston: McGraw-Hill. 

WebCT Access

Access the COMM 5590 WebCt site during the second week of class:  http://WebCt.tacc.utah.edu
 Attendance/Punctuality/Participation 

I expect you to attend every class and to be on time and ready to work.   If you enter the classroom after the class session begins, do so quietly. Participation points are important in this class.

Grading

Assignments
(9 @ 25 points each – drop one )

200

Class participation





200


WebCt participation & postings
 


100


Exams (2@ 150 points each.)




300








Total Points   
850
Final Grades



So there are no surprises at the end of the semester, I encourage you to keep track of your point percentage throughout the semester. 

A   = Outstanding - beyond expectations       


       

100-92%

A- =









92-90%

B+ =









89-88%


B   = Good - above average






87-84%

B- =









83-80%

C+ =









79-78%

C   = Satisfactory - meets minimum requirements



77-74%

C-









73-70%

D+ = 









69-68%

D   = Unsatisfactory - does not meet some requirements


67-64%


D-









63-60%

F   = Failing - does not meet requirements


    

Below 60%




Consultation


You may consult with me in person, by phone or by email any time to request performance feedback, to get class information, or for any other academic advising. Again, so there are no surprises at the end of the semester, I encourage you to keep track of your points and match them to the percentages provided above. 

Academic Dishonesty


No matter the point value of a requirement, no matter your level of work or how far into the semester, if you engage in academic dishonesty, you fail the course and receive an E as a final grade.  As always, you are responsible for knowing what constitutes Academic Dishonesty according to University policy. To avoid plagiarism, a form of academic dishonesty, review Hult and Huckin, pages 109-110. 

The Americans with Disabilities Act


The ADA requires that reasonable accommodations be provided for students with physical, sensory, cognitive, systemic, learning, and psychiatric disabilities.  Please do not hesitate to contact me to discuss your need for any accommodations for this course. 

Absences due to extracurricular involvement


If possible, submit to me by the second week of class a list of dates this semester you’ll miss because of official extracurricular involvement (debate, theater, athletics, student government, etc.) Regardless of classes missed due to extracurricular activities, all assignments are expected by their scheduled due dates. 

Drop/Withdrawal


Consult the Drop/Withdrawal deadlines detailed in the Spring Semester 2004 University Calendar of events.  Classes dropped by the drop date are deleted from your record and no tuition is charged. Tuition payment for those classes in which you are registered is due by Thursday, January 29, 2004. 

Schedule Changes


I reserve the right to change the scheduled dates of topics to accommodate class speakers' needs or other scheduling conflicts.  The assigned readings, due dates of assignments, scheduled test dates, and the Spring Break Holiday will not change, however.

Topics, Readings and Assignments

January 13, 2004
Introduction to an IMC Planning Model

Classical and Operant Conditioning 

Memory Models and Promotional Strategies

January 20, 2004

Duncan: Chapter 1

FROM MARKETING COMMUNICATION TO IMC

CHAPTER PERSPECTIVE:  Moving from Transactions to Relationships

Advertising and promotion have been used for decades to sell goods, services and ideas but no longer do the job.  Advertising and promotion acquires customers and creates transactions or sales.

Today’s marketplace has changed:  competition has increased, customers distrust business, new communication and information technologies have been developed, and organizations have discovered it’s more profitable to sell to current customers than new customers.  More effective and efficient ways of communicating with customers are needed.

Integrated Marketing Communication (IMC) provides a more profitable way to build customer relationships that create profitable brands, IMC:

· focuses on customer relationships, i.e.., a number of interactions, including sales transactions, that are repeated over time.

· uses customer databases to have more personal, two-way communication with customers.

· utilizes a planning technique that lets each unique brand situation determine the best mix of marketing communication functions and media.

· provides a system for integrating planning and monitoring brand-building activities.

· helps ensure a brand’s one voice, one look.

· takes advantage of new media, communication, and information technologies.

· builds trust in a brand via a more open, customer-focused culture.

Chapter One Learning Objectives

At the end of Chapter One, a student should know and understand:

· The importance of communication in building brand relationships.

· How relationship-focused marketing delivers on the marketing concept.

· What is included in the marketing communication mix, and what more needs to be included in an integrated program.

· Industry trends driving IMC.
Duncan: Chapter 2

BRANDS AND STAKEHOLDER RELATIONSHIPS

CHAPTER PERSPECTIVE:  A Special Relationship
The end products of the IMC process are relationships and brands.  The more customer relationships a brand has, the more successful a brand is. Understanding how brands are built and managed requires an understanding of how relationships are built and managed. Thinking of brands as a bundle of relationships make a brand more tangible and manageable.

Today, with products that are similar and become rapidly outdated, the number and quality of customer relationships motivate customers and other stakeholders to support a brand.

The idea of building brand relationships isn’t new; IMC principles and practices used to build brand relationships are.  New information and communication technology make it possible for mass merchandisers and other companies to know customers and operate on a more personal, responsive level.

A brand relationship brings customers and branding together.  A good brand relationship is one benefiting the customer and company.  A customer relationship program is a long-term strategy.

Chapter Two Learning Objectives

At the end of Chapter Two, a student should know and understand:

· That a brand is more than a product.

· The five steps in building a brand.

· The five strategic brand decisions that affect how marketing communication is used.

· The anatomy of profitable brand relationships.

Duncan: Chapter 3

IMC PARTNERS AND CROSS-FUNCTIONAL ORGANIZATION
CHAPTER PERSPECTIVE:  Organization is the Foundation of IMC

Integrating the basic partners in managing brand relationships to market--the media, distribution channels, and marketing communication agencies--is an organizational challenge. Each working in its own little world is a major barrier for IMC.

A brand cannot be integrated externally (perceived in a consistent way) if it is not integrated internally.  Coordinating brand messages to all internal departments, their agencies and the media is difficult, and restructuring to create cross-functional management and breaking down departmental barriers often makes IMC integration easier.

Chapter Three Learning Objectives

At the end of Chapter Three, a student should know and understand:

· The identity of the key players in the marketing communication mix.

· How marketing communication is managed on the corporate side.

· How different types of agencies perform their services.

· The importance of media partners in marketing communication.
Assignment #1:  Decision Rules: Choosing a Digital Camera

Complete Task, Part 2:  Using the table provided in the handout, as well as your answers to Task, Part 1, ascertain which of the four cameras each of these five consumers likely purchased (where a compensatory decision rule was used, assume that this was a weighted additive compensatory rule).  Please show all of your work (i.e., show each step in the decision process for each of the five consumers.  (Due: 1/27/04 in class)
January 27, 2004

Duncan: Chapter 4

THE BRAND COMMUNICATION PROCESS
CHAPTER PERSPECTIVE:  A Gooey Interface

Computer “interface” is the interaction between a person and a computer; for companies, interface is the ease with which customers and other stakeholders can interact with a company and the tone of that interaction.

Marketing communication can be seen as the interface between customer and companies.  Since communication is the bond that holds relationships together, a gooey interface means the brand relationship is sticky, i.e. there is loyalty between the brand and its customers.

Chapter Four Learning Objectives

At the end of Chapter Four, a student should know and understand:

· How the elements in a basic communication model relate to marketing communication.

· The four types of brand messages.

· How media and brand contact points are related.

· How perception is more important than reality.

· The difference between feedback and interactivity.
Duncan: Chapter 5

THE BRAND DECISION PROCESS

CHAPTER PERSPECTIVE:  Speaking to the Head and the Heart

To acquire, retain and grow customers, companies need to know how customers and prospects make brand decisions, how they decide to buy one brand versus another.  Decisions can be cognitive or experimental, depending upon the product category, whether the decision is problem-solving or opportunity enhancing, or whether being made by current versus prospective customers and between consumers and B2B customers.

Buying behavior is complex.  Every brand experience and interaction with a brand contributes to attitudes about a brand and impacts behavior.  Because brand decision-making is part rational and part emotional, brands must speak to the head and heart.

Chapter Five Learning Objectives

At the end of Chapter Five, a student should know and understand:

· The three factors that influence brand decision making.

· What distinguishes the three buying-behavior situations and their models.

· Five basic brand decision-making steps.

· The workings of hierarch-of-effects models.

Assignment #2: Have you ever had a bad experience traveling by air? Or a good experience? Did you make an effort to complain to or compliment the company? There are a number of websites that handle complaints on behalf of travelers for a fee, particularly the complaints that can result in ticket refunds.  The Department of Transportation has suet up an electronic in-basket for complaints about two particular topics, airline pricing and overbooking (go to www.oig.dot.gov). The Better Business Bureau of New York also compiles complaints from its site (www.newyork.bbb.org) and relays them to the Department of Transportation.  Travel agency One Travel.com has set up a website (www.1travel.com) with complaint channels and consumer-affairs materials. Consult two of these websites and compile their advice and your own ideas on how to write both a complaint letter and compliment letter. (Due on 2/3/04)
February 3, 2004

Duncan: Chapter 6

IMC PLANNING

CHAPTER PERSPECTIVE:  Knowing the Score
In IMC, a plan is similar to the musical score used to direct the various instruments in an orchestra in order to make music rather than noise.  The IMC plan details which marketing communication functions and what media should be used in what ways, at which times, and to what extent.

Simple and complex plans share the elements of objectives, strategies, and tactics.

Chapter Six Learning Objectives
At the end of Chapter Six, a student should know and understand:

· How IMC planning works and where it fits in an organization’s strategic planning process.

· The eight steps in the IMC planning process.

· What is SWOT analysis is and how it relates to zero-based IMC planning.

· Why internal marketing is important in IMC planning.

Assignment #3: Consult the website for the John W. Hartman Center for Sales, Advertising, and Marketing History at Duke University (http://scriptorium.lib.duke.edu/adaccess).  This site contains more than 7,000 print advertisements that were produced between 1911 and 1955. To demonstrate that the basics remain the same, find an ad in the collection that demonstrates one of the following and explain in a brief paragraph why it does so:  
1. Leveraging an opportunity

2. Addressing a threat

3. Leveraging a strength

4. Addressing a weakness

Due: Post your findings on the 5590 WebCt Bulletin Board by by class time on 2/10/04,
February 10, 2004

Duncan: Chapter 7

SEGMENTING AND TARGETING

CHAPTER PERSPECTIVE:  Carving Up the Market
Attempting to reach “everyone” with a marketing communication message costs money and sends unwanted messages to people who aren’t customers or prospects, so it is sensible to narrow the audience to people who are most likely in the market for a product.

Identifying the best prospects is done by segmenting--a planning tool which divides the markets into groups with one or more shared characteristics--and targeting--the planning strategy for reaching and communicating with selected segments.

Chapter Seven Learning Objectives

At the end of Chapter Seven, a student should know and understand:

· How marketing is moving away from mass marketing to smaller yet more profitable market and consumer segments.

· Why segmenting out most profitable customers is important.

· Characteristics companies can use to identify customer segments.

· How targeting works.

February 17, 2004

Duncan: Chapter 8
DATA-DRIVEN COMMUNICATION
CHAPTER PERSPECTIVE:  Relationships of Steel

How data are managed and turned into actionable marketing strategies and programs, rather than how much data are collected, will separate more successful from less successful companies in the future.

Good brand communication starts with quality data that is properly collected, refined and processed to form brand communication strategies and programs.  Data only become valuable when turned into information that makes companies smarter about the marketplace and their consumers and prospects, and enables these companies to create strategies that cost-effectively build stronger brand relationships.

Data are collected to learn about customers and track and segment customers.  New information technology (IT) systems, software programs, and computers make collecting and analyzing data cost-effective.  IT and databases drive integration and interactivity by allowing employees access to current customer data and providing faster and broader evaluation of IMC programs.

Chapter Eight Learning Objectives

At the end of Chapter Eight, a student should know and understand:

· What is data-driven communication.

· The privacy and security issues associated with databases.

· How data is collected and mined for strategic use.

· How companies use databases to manage different types of customer relationships and customize messages.

Assignment #4: Visit www.CRMguru.com for an in-depth understanding of the latest CRM practices and applications. This website is open to you free. Analyze the materials and discussion items on this site and identify a problem or debate that is engaging the CRM community.  Explain the problem and the differing viewpoints in a written report.
(Due: 2/24/04)
February 24, 2004
Duncan: Chapter 9

IMC MESSAGE STRATEGY
CHAPTER PERSPECTIVE:  Strategic Mandates for the Creative Side

Brand messages have specific mandates including creating awareness, changing or reinforcing attitudes, stimulating a response or action or repeat action, or stimulating the interactivity on which brand relationships depend.

Attention and attitude are the head and heart of brand messages.  Strategies for creating different types of impact come from different creative arenas:  attitude is largely driven by message strategies and attention is largely driven by message executions.

All brand messages should have customer or prospect impact on awareness building, attitude, creating attitudes, attitude change, attitude reinforcement, action and relationship building.

Chapter Nine Learning Objectives

At the end of Chapter Nine, a student should know and understand:

· The elements in a creative brief.

· The marketing decisions that need to be considered in planning IMC messages.

· The key elements in a creative strategy.

· The importance of strategic consistency in message strategy.

Assignment #5: Look up the website for any of the brands mentioned in this chapter.  Find a site that presents the company’s brand strategy.  Summarize what you find there in terms of the message strategy decisions and explain how that strategy is made visible on the website.  (Due: 3/2/04 in class)
Duncan: Chapter 10

BRAND MESSAGE EXECUTION
CHAPTER PERSPECTIVE:  The Big O

Originality--the Big O—enhances an MC message’s attention-getting attributes as well as its impact.

Consumers will not respond to messages which lack the originality factor which often first finds life in the big idea.  How a creative concept is executed determines how original the brand message will be and how effective the message will be in creating impact.

Two sets of decisions regarding brand message execution must be made:  elements including all the bits and bytes of a brand message--the words, sounds and music, photos and illustrations, costumes and settings, lighting, etc.; and structure or the way the elements are combined--the layout, flow and form of the message.

Chapter Ten Learning Objectives

At the end of Chapter Ten, a student should know and understand:

· How the creative process works to develop big ideas.

· The message design needs of different MC functional areas.

· The written parts of a brand message.

· How art and design contribute to MC executions.

March 2, 2004

Duncan: Chapter 11

MEDIA CHARACTERISTICS

CHAPTER PERSPECTIVE:  Connecting with Customers

All marketing communication messages are carried by some form of media to connect with customers.  The media add value to messages by increasing their impact on attitudes and behaviors.

Companies connect with customers and prospects with traditional media such as newspapers and television and with nontraditional media such as Internet, coffee mugs, package labels, business cards and matchbox covers as well.

In IMC, the role of the media is to help create, sustain and strengthen brand relationships by connecting companies and customers, in addition to just delivering messages.

Chapter Eleven Learning Objectives

At the end of Chapter Eleven, a student should know and understand:

· What are media and how they can be classified.

· The role media play in IMC.

· The characteristics of major one-way media types.

· The relative strengths and weaknesses of the major one-way media types.

Duncan: Chapter 12
MESSAGE DELIVERY:  THE INTERNET AND INTERACTIVE MEDIA

CHAPTER PERSPECTIVE:  Adding Two-Way to One-Way Media

The role of media is to connect companies and customers, not just to deliver brand messages.  Delivery means “taking something to a person or place,” and connecting means “joining together.”  To motivate repeat purchases, companies need to continually reconnect with customers and the media most suited to do this is addressable, interactive media.  Recent technological advances have shaped today’s interactive media.

Chapter Twelve Learning Objectives

At the end of Chapter Twelve, a student should know and understand:

· The technologies that have created the new electronic marketing frontier.

· How older forms of addressable interactive communication--phone and mail--compare with e-mail.

· The ways new technology affect marketing communication.

· The important aspects of Website design, operation, and management.

Assignment #6: To analyze the advertising of dot-com companies, find three examples in magazines and three examples of broadcast ads. For the TV ads, you can videotape them off-air, or you can consult www.superbowl.ads.com, which compiles the ads from the Super Bowl. Analyze the six ads you chose in terms of the following: (a) the purpose, (b) effectiveness of product explanation, and (c) brand-building efforts.  Write up your analysis in a report.  (Due: 1/9/04)

March 9, 2004

Duncan: Chapter 13

MEDIA PLANNING

CHAPTER PERSPECTIVE:  Planning Media Connections

IMC is concerned with data-driven communication.  Communication can be personalized and/or sent to selected audiences.  Media have become technologically complex, and media planners need to know how to leverage technology by making company-customer connections.

Chapter Thirteen Learning Objectives

At the end of Chapter Thirteen, a student should know and understand:

· The basic concepts used in comparing media.

· Key media planning objectives and strategies.

· How to make decisions on combining media in the a media mix
Assignment #7:  Interview the advertising manager at a fairly large organization, company or retail store in the Salt Lake area.  Summarize that organization’s media plan and media mix.  Explain why the various media were chosen.  Prepare a five-minute PowerPoint presentation consisting of no more than 10 slides and present it to the other  class members on 1/30/04.
Exam 1: On-Your-Honor WebCt exam covering content and readings to date.  Due by 4PM on Friday, March 12.  

March 16, 2003  - No Class  Spring Break

March 23, 2003
Duncan: Chapter 14

ADVERTISING:  THE AWARENESS BUILDER
CHAPTER PERSPECTIVE:  The Mass in Brand Building

Traditionally, mass media advertising has been characterized as impersonal and one way with broad reach; impersonal because the message is not addressed to individuals and one-way because they cannot carry messages back to the company from the customer.

Mass media have been used in marketing communication because its reach is broader than other forms of marketing communication.  In mass marketing, they sell the same product to everyone using the same marketing mix and create awareness and help position brands.

Chapter Fourteen Learning Objectives

At the end of Chapter Fourteen, a student should know and understand:

· Advertising’s strengths and weaknesses, and role it plays in IMC.

· What is merchandising and how it relates to IM.

· Why packaging is both an intrinsic and created brand contact point.

Assignment #8: Analyze the U of U Department of Communication as a brand. Analyze how advertising contributes to the development of this brand. What is its identity, image, and reputation? Develop a 5-minute PowerPoint presentation in which you suggest recommendations on what needs to be done to strengthen the Communication Department’s branding and present it to the class on 4/6/04. 
March 30, 2003

Duncan: Chapter 15

PUBLIC RELATIONS:  THE CREDIBILITY BUILDER

CHAPTER PERSPECTIVE:  The Relationship Angle

Public relations professionals have always understood the concept of relationships. 

Public relations is the management of relationships between a company and its various publics or stakeholders including media, employees, government, community leaders, the investment community and so forth.  When focused on marketing activities, public relations is particularly useful in announcing new products, helping prospects and customers find information, and establishing credibility for the brand.

The public relations relationship viewpoint has not always been recognized and appreciated by many marketing people, but IMC is bringing the marketing and public relations functions together.  Marketing people are discovering the power and value of brand publicity to deliver cost-effective and impactful messages, while public relations people are learning more about the use of marketing concepts like branding and positioning to build corporate communication strategies.

Chapter Fifteen Learning Objectives

At the end of Chapter Fifteen, a student should know and understand:

· What public relations is, and how it relates to IMC.

· The importance of corporate communication to IMC programs.

· The strengths and weaknesses of marketing public relations (MPR).

Duncan: Chapter 16

SALES PROMOTION:  INTENSIFYING CONSIDERATION
CHAPTER PERSPECTIVE:  Intensifying the Brand Message 

Sales promotion is a marketing communication function that adds value to brand messages and intensifies a brand contact when a customer or prospect is in the critical “buy zone” where brand decisions are being evaluated and made.

Sales promotion’s primary job is to impact behavior.  Sales promotions are mostly nonpersonal, one-way messages.  Sales promotions are often the largest portion of MC budgets, particularly for consumer-packaged goods.

These types of brand messages are highly persuasive because they offer tangible added value available for a limited time and can create an immediate urge to respond.

Chapter Sixteen Learning Objectives

At the end of Chapter Sixteen, a student should know and understand:

· How sales promotion adds value to a brand offering.

· What consumer sales promotions are designed to accomplish and their strengths and weaknesses.

· How trade promotions work.

April 6, 2004

Duncan: Chapter 17

THE PERSONAL CONNECTION:  Direct Response and Personal Sales

CHAPTER PERSPECTIVE:  Making it Personal

Interactivity differentiates IMC from traditional practices of advertising and sales promotion.  The more personal interactivity, the more persuasive it is.  Direct marketing and personal sales have changed with new communication and information technology, and it’s easier and less costly to have the more personal dialogues with customers that they demand.

Direct response is a cost-effective way to send personalized messages to large numbers of prospects and customers.  Personal selling is the most personal and interactive of all MC functions.  Direct response and personal selling impact all steps in the basic brand decision-making model; they have their greatest impact on the closing of the sale or decision step.  More personal MC functions influence the evaluation and decision stages, especially in the marketing of BtB and high-priced consumer products.

Direct marketing and personal sales can quantitatively measure effects and profitability of their various programs.

Chapter Seventeen Learning Objectives

At the end of Chapter Seventeen, a student should know and understand:

· The four major components of a direct-response piece.

· The strengths and weaknesses of direct-response marketing.

· The role of personal selling in marketing communication.

· The strengths and limitations of personal sales.

Assignment #9:  Find the websites of three companies (addresses on packages and in brand messages). Contact these companies with an inquiry or complaint using the response instructions on each of their websites and keep track of: (1) how long it takes each company to respond, (2) rate each response on how personal it is; i.e., was the response personalized or a stock message? (3) record to what extent your question or inquiry was answered or your complaint addressed, and (4) record to what extent the company made an effort to find out more about you. (Due: 1/20/04 in class.)
April 13, 2004
Duncan: Chapter 18

EXPERIENTIAL CONTACT: Events, Sponsorships and Customer Service

CHAPTER PERSPECTIVE:  Getting Involved with the Brand

With increased commercial clutter and brand proliferation, brands must work harder to get attention and have an impact on attitudes and behavior.  One way to do this is to involve target audiences in a brand experience.

Events and sponsorships provide involvement activities on brand decisions at various points in the decision process.  Customer service, however, is primarily focused on the key evaluation step after the decision has been made.  Involved people feel a part of what’s happening, and even feel ownership in the results.

Properly designed and managed activities involve customers in a positive and memorable way, sending powerful brand messages.

Chapter Eighteen Learning Objectives

At the end of Chapter Eighteen, a student should know and understand:

· How event marketing and sponsorships contribute to IMC.

· The major types of events and sponsorships used in IMC.

· The importance of customer service in IMC.

· The strengths and weaknesses of events, sponsorships, and customer service.

April 20, 2004

Duncan: Chapter 19

Social, Ethical, and Legal Issues

CHAPTER PERSPECTIVE:  Managing MC with Sensitivity

Many functions of business greatly impact society and social well being, and what society feels and thinks about business can greatly impact business results.

Marketing communication exists in a socio-economic environment.  Expectations for appropriate organizational behavior are communicated by way of traditions, public opinion, social and religious standards, professional codes, and governmental rules and regulations.

Marketing communication is scrutinized by the public to see if it reinforces or undermines societal values.  While different audiences have different standards, marketing communicators need a basic understanding of the social, ethical, and legal issues relating to managing brand relationships.
Chapter Nineteen Learning Objectives

At the end of Chapter Nineteen, a student should know and understand:

· What ethical issues relate to marketing communication.

· What legal issues relate to marketing communication.

· How regulation is managed in marketing communication.

Duncan: Chapter 20

International Marketing Communication

CHAPTER PERSPECTIVE:  Marketing to the World

Taking advantage of opportunities to expand internationally depends upon the countries scheduled for expansion, products being sold, and how relationships are built and managed in the foreign market.

Brands must appeal to customers in different countries with different cultures, languages, and levels of economic development.  A balance between strategic brand consistency and adaptation to individual cultural needs must be achieved.

Many companies who do not sell beyond U.S. borders are international if some or all of their raw materials or manufacturing equipment comes from other countries.

While international opportunities are great, brand and customer relationship-building challenges can be many.

Chapter Twenty Learning Objectives
At the end of Chapter Twenty, a student should know and understand:

· How international and global marketing differ.

· How culture affects marketing communication strategies.

· How international markets are segmented and targeted.

· How marketers plan international message strategies and media plans.

Exam 2: On-Your-Honor WebCt exam covering the content and readings since March 23, 2004.  Does not include Duncan Chapter 21. Due by 6PM on Tuesday, April 27, 2004.
April 27, 2004  (Last scheduled class period)
Duncan: Chapter 21

Measurement, evaluation, and effectiveness

CHAPTER PERSPECTIVE:  The Mandate for Accountability

The demand for accountability is increasing due to new technology that tracks sales and profitability.  Scanner data, customer databases, and automated customer service operations are generating enormous amounts of data that can be used to evaluate MC programs.  Today’s challenge is to analyze and use information already collected.

Accountability includes answering how and why money was spent, how the spending helped generate more sales and profits, and whether the money was spent in the most effective way.  One way to answer these questions is to measure and evaluate brand messages and customer interactions.
Chapter Twenty-One Learning Objectives

At the end of Chapter Twenty-One, a student should know and understand:

· How the IMC audit evaluates IMC processes.

· How evaluations of brand messages should be conducted.

· The common methods used in IMC evaluation.

· What are relationship metrics.
Classes end Wednesday, April 28.

Reading Day Thursday, April 29.

Final Exam Period Friday-Thursday, April 30-May 6

