
COMM 335: INTEGRATED MARKETING 
COMMUNICATIONS

   Professor:  Joachim Scholz   

   Times for Section 1: Tuesday 10:00AM - 11:30AM
      Thursday 8:30AM - 10:00AM
   Times for Section 2: Tuesday 1:00PM - 2:30PM
      Thursday 11:30AM - 1:00PM
      It is not possible to switch between sections.

   Class Room:  Goodes 102

   Office:   Goodes LL117   
   Email:   jscholz@business.queensu.ca 
   Web:   www.joachim-scholz.com 
   Twitter:  @joachimscholz
   Office Hours:  Tuesday 11:30 AM - 1:00 PM
      Wednesday 9:00 AM - 12:00 PM
      Thursday 10:00 AM - 11:30 AM
      (by appointment, if conflict with class times)

You are encouraged to continuously offer general feedback on this course (e.g., praise, 
questions and suggestions for improvement) at http://scholz.userecho.com. Comments can 
be made anonymously, and there is a voting system in place which allows you to support or 
oppose suggestions made by others. For more specific / individual inquiries (e.g., meeting 
requests), email works best: I will do my best to reply to your emails within two business 
days. If you have not heard from me by then, please do send a follow-up note.
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Course Material and Resources

Textbook

Kenneth E. Clow, Donald E. Baack, and John Peloza: Integrated Advertising, Promotion, and 
Marketing Communications, Canadian Edition with Companion Website (2012)

Case Studies

A case package containing one case (“CCM Hockey: The Re-Launch of the U+ Pro Skate” by 
Christopher A. Ross, Richard Ivey School of Business) needs to be purchased from the case 
room. A second case will be handed out during a mid-term examination (see below). The 
second case will not be disclosed until the day of the examination.

A Digitally Enriched Learning Environment

Lecture Slides will be made available at 4PM before the day of the class. The slides can be 
accessed on the course website at https://qsblearning.ca/d2l/home/21741. Additional online 
resources containing videos and articles will be provided via the lecture slides. 

In order to participate in discussions and group work (inside and outside class), you will need 
the following free digital tools:

• Twitter (https://twitter.com) and a twitter client for your laptop and/or mobile device 
(a free client is sufficient) 

• A Learnist account (http://learni.st) for group work and submitting assignments
• A Scoop.it account (http://www.scoop.it) for contribution examples to our collective 

understanding of trends in Marketing Communication (see below: Participation)
• A blog (I recommend http://wordpress.com, but https://www.tumblr.com/ works as 

well) or free Tackk account (http://tackk.com) for submitting assignments online
• A UserEcho account (http://userecho.com) for continuously offering feedback and 

shaping the course. The feedback page is located at http://scholz.userecho.com 
• Optional: A QR Code scanning app for your smartphone or tablet computer - see p. 

17 (Paperlinks for iOS or Android, QR Code Scanner Pro for Blackberry)
• Optional: A Storify account (http://storify.com) for keeping track of our twitter 

discussion and your own research
• Optional: TaskAnt account (https://taskant.com) for facilitating your final year project 
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Course Overview

Marketing Communications are an integral and highly visible component of marketing. 
While a lay person often equates marketing communications with advertisements in TV, 
radio and print, other activities such as sales promotions and public relations also play 
important roles in a company’s marketing communication mix. 

Organizational, technological and social trends of the past few years have considerably 
impacted marketing communications by necessitating new communication strategies and 
adding new delivery tools (e.g., digital, social). In the midst of a continually fragmenting 
media landscape, changing consumer trends and increased demands of accountability, it is 
important to integrate all marketing communication activities into one master plan.

This course explores concepts and current trends in marketing communications and 
consumer behavior in order to allow aspiring marketing communication professionals to 
successfully develop and deliver integrated marketing campaigns. We will discuss major 
IMC concepts in class, and we will explore how these concepts are reflected in real world 
situations inside and outside class. The main focus of this course is to allow students to 
gather practical experience in how to develop an integrated marketing communications 
campaign. This is achieved through two case study exercises as well as a term project that 
requires students to develop a marketing communication plan for a real-world business 
client. Although contact with a business client is provided by the course instructor, all 
student teams have considerable flexibility in developing their campaign proposal. The real 
world focus of this course is also visible in that certain student assignments will be 
published online via content curation webpages and blogs.

Please note that major parts of the learning experience (e.g., discussions and project work) 
occur in peer-learning situations inside and outside the classroom. Online learning and 
collaboration tools will facilitate this process (see Digital Tools above). The Class Schedule 
(see below) sets aside class time to work on these major learning projects. Students are 
encouraged to seek advice from the instructor related to their term project and other 
aspects of the course. Certain black-out times apply (see “Meetings” below).

Course Objectives 

At the end of this course, you should have achieved the following objectives:

• Understand the meaning and relevance of Integrated Marketing Communications.
• Understand the major elements of the marketing communications mix and how 

differences in marketing communication objectives, target audiences and budgets 
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call for different marketing communication strategies in terms of message design 
and message delivery.

• Develop effective and efficient integrated marketing communication plans.
• Enhance your ability to independently research the latest trends and developments 

in message design and message delivery.
• Enhance your ability to work effectively in face-to-face and virtual team meetings 

and to develop professional and goal oriented client relationships.
• Enhance your ability to communicate logically and persuasively in spoken, written 

and visual language. Enhance your digital literacy, social media, time management 
and project management skills.

Course Evaluation

Term Project (team grade, adjusted by peer evaluation)Term Project (team grade, adjusted by peer evaluation)Term Project (team grade, adjusted by peer evaluation) 40%

Interim Report N/A

Creative Brief 5%

The Pitch 5%

Presentation: Peer grade (0-10%) 10%

Presentation: Instructor grade (0-10%) 10%

Final Report: Marketing Communication Plan 10%

Case Study (team grade)Case Study (team grade)Case Study (team grade) 15%

Emerging Communication Tool (pair grade)Emerging Communication Tool (pair grade)Emerging Communication Tool (pair grade) 20%

Communication Campaign Corner (individual grade)Communication Campaign Corner (individual grade)Communication Campaign Corner (individual grade) 10%

Participation (individual grade)Participation (individual grade)Participation (individual grade) 15%

In-class participation 9%

Online participation (Marketing in Motion curation) 6%

Joachim Scholz jscholz@business.queensu.ca joachim-scholz.com @joachimscholz 4



Details of Grade Components

Term Project (40%, team grade, adjusted by peer evaluation)

The objective of the team project is to allow students to collect first-hand experience in 
developing an integrated marketing communication plan in a real-world setting with real 
client interaction. Students will assemble their own teams of in between 5 and 6 members. 
There will be nine teams per section. 

Teams must be announced to the instructor via email by January 14, 2013, 6:00PM (one 
day before the third class of the term). This email must state the name of the group, the 
names and student IDs of all its members. Individuals and partial groups must also send an 
email to the instructor, indicating that they have not formed a complete group. The instructor 
will combine individuals or partial teams into groups of six, or will assign individuals to 
already existing groups with only 5 members. The instructor has the right to change group 
assignments in order to avoid groups smaller than 5 members.

Roles: When announcing their groups, students are also encouraged to specify the roles 
each individual group member will perform. These roles can be tweaked over time, but a 
relatively firm assignment to roles must accompany the Interim Report. It is recommended 
that the following roles are assigned between team members:

• 1 Research Services Manager (see Industry Profile of chapter 3): In charge of market 
and competitive analysis as well as generating consumer insight in order to 
formulate brand positioning and marketing objectives. Shared responsibility with 
Brand Communications Manager to establish the Creative Brief.

• 1 Brand Communication Manager (see Industry Profile chapter 4): In charge of 
Communication Opportunity analysis, selecting target audience, formulating 
marketing objectives and defining the budget. Shared responsibility with Research 
Services Manager to establish the Creative Brief.

• 1 Creative Services Lead (see Industry Profile chapters 5-6): In charge of developing 
the creative strategy as well as the selection of appeal types, message tactics and 
other creative aspects (including rationale!). Shared responsibility with all Media / 
Message Delivery Managers for the Pitch part of the Marketing Communication Plan.

• 2-3 Media / Message Delivery Managers (see Industry Profile chapters 7-11): In 
charge of developing the communication plans of the individual media components 
of the overall communication plan, including objectives, strategies, media / tool 
selection, timing, process planning and budgets. Shared responsibility with Creative 
Services Lead for the Pitch part of the Marketing Communication Plan.
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Important: These roles are designed to distribute responsibilities among all members of 
the team, nothing more! They do not suggest that the person who is assigned a certain role 
does all the work by him/herself and does not contribute to the other aspects of this project. 
Doing such a compartmentalized approach would be against the spirit of Integrated 
Marketing Communication, and it would harm your overall outcome of this project (both in 
terms of learning experience and in terms of your grade): You would not have enough time 
to deliver great results for each aspect, you would miss out on the overall picture, and your 
marketing communication plan would most likely be inconsistent and fragmented. Overall 
creativity and cohesion / integration of your marketing communication plan is part of the 
term project evaluation! In order to maximize your learning outcomes and grade, it is 
important that you work as a team. Persons who are responsible of a certain element are 
expect to manage the process, which includes delegating tasks and making sure that the 
end process is of highest quality. Everybody is expected to take part in all creative and 
manual activities (e.g., conducting primary research, producing marketing materials) of the 
project according to their abilities.

Client Meeting: Two to three members of each team (it is suggested that this would include 
the Research Services manager and the Brand Communication Manager) will meet with the 
client in the third week of class in order to discuss desired brand positioning and marketing 
(communication) objectives. Each meeting will be in between 20 and 30 minutes long and 
will be shared with another group of the other section. It is strongly suggested that students 
arrive with a solid background understanding of the client’s business and his competitive 
and external environment - you want to make a good impression. It is at each team’s 
discretion to approach the client for additional meetings. A statement of the client’s 
corporate philosophy will be provided. 

Interim Report: Each team is expected to provide a written interim report (date see Class 
Schedule) that gives a broad overview of the brand positioning, marketing objectives, 
target audience, marketing communication objectives, and the proposed instruments that 
will be used to gather market and consumer insights. The interim report must list the name 
of the group and its members, together with their responsibilities / roles on a cover page. 
The actual report should be about one page long, and must not be longer than two pages. 
Feedback will be provided during a meeting with the instructor.

The interim report serves as a formative (non-graded) assessment of the project’s progress 
to that date. In other words, it is an opportunity to gain non-punitive feedback on the 
communication plan. However, in order to ensure a smooth progression of the project, 
teams that do not submit a satisfactory interim report by the deadline stated in the Class 
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Schedule will enter a two week “greyout period” during which the team will not be allowed 
to seek feedback on their term project from the course instructor. Its like hiding from your 
boss when you have messed up. No late submissions of the interim report will be accepted. 
After the two week “greyout period” has ended, a penalized team must submit a new interim 
report. An interim report is deemed satisfactory when the team can convince the instructor 
that they discussed their ideas internally at several occasion and their proposal shows initial 
signs of progress. 

Market Research / Consumer Insights: Based on the interim reports of all teams, the 
instructor will assemble a list of “must ask” items that need to be included in market 
research performed by each team. These questions have to be asked first, followed by the 
questions each individual team wants to include in its market research.  Once the list of 
“must ask” items is distributed, students have 3 days to collect responses from an 
appropriate population (see Class Schedule for dates). 

Each team is required to collect 30 responses per team member using a random sampling 
procedure. At 6:00PM on the third day, the Brand Communication Manager (or equivalent) 
must submit a spread sheet containing the answers to the “must ask” questions to the 
instructor. 

Creative Brief (5%): A creative brief is a document compiled by the brand (communication) 
manager (and in our case the Research Services Manager) of the client to articulate their 
marketing communication strategy to the creative department or an outside communication 
agency. By broadly defining the most important aspects of the communication task at hand, 
the creative brief helps the creative team to deliver a focused, effective message. It is also 
the first half of the overall marketing communication plan, which will be completed by the 
creative strategy and tactical considerations across all relevant communication tools. Since 
devising a marketing communication strategy is a complex process, the creative brief often 
changes based on the nature of discussion between the client and agency. Thus, the creative 
brief is expected to be updated and, if necessary, revised when preparing the presentation 
and compiling the final report (see below).

While the details of a creative brief vary from company to company, common aspects are: 
background marketing information, identification and detailed information about the target 
audience, statement of an overall goal the communication campaign aims to achieve and 
the specific objectives of the campaign, what positioning or single message the campaign 
should convey, support for the key message, when and where the message should be 
communicated, and what combination of media and other communication tools should be 
used to convey the message (the last point has probably the biggest chance of being 
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changed or amended in the process). When going through these points in a creative brief, it 
is important that a rationale is provided for every decision that is made by the brand 
manager and his team. 

For this project, the creative brief including marketing background and SWOT analysis must 
be no longer than five pages. 

For this and all other deliverables in this course, “pages” should be formatted as 1.5-spaced, 
have standard 1.25” margins (or more), and a font no smaller than the equivalent of Times 
New Roman 12-point. All graphics are to be delivered inside the text. Resources are to be 
attributed in footnotes.

The Pitch (5%): This second part of the marketing communication plan is the “response” of 
the creative team to the brand manager’s creative brief. It details the creative strategy 
(appeal type, tactics used, central theme, tone and style, tagline, etc.), the role / importance 
of all communication tools, and the individual communication plans of all media and tools 
that are used (objectives, strategies, media / tool selection, timing, process planning and 
budgets). It is important that a rationale (i.e., based on concepts discussed in this course 
and/or market research / consumer insights) is provided for every decision that is made by 
the creative team. 

Make sure that you give detailed descriptions of the execution of all your communication 
tactics. For example, when you suggest to use a print advertisement, it is not only important 
that you identify and offer a rationale for using a specific appeal, but also that you include a 
mock-up of the advertisement that is as close to the finished product as possible. This is 
your time to be creative.

The Pitch must not be longer than fifteen pages. This includes a one-page summary / 
update of the creative brief that focuses on target audience, marketing communication goals 
and objectives and positioning / key message. 

Presentation (20%): Each group will present their marketing communication plan during 
class time at the end of the term. In order to make conditions as fair as possible, all groups 
must hand in their presentation handouts and slides at the beginning of the first 
presentation session. Students are not allowed to alter their written presentation slides and 
handouts in any form. The final report is due two weeks after an individual group’s 
presentation.
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Each presentation can take a maximum of 16 minutes, followed by an 5 minutes question 
and answer period. Every member of the team is expected to present the content he or she 
is responsible for according to his/her assigned role within the team. The presentation will 
be evaluated by student judges (10%) and the instructor (10%). Date and order of 
presentations and student judges will be determined by lottery once team names and 
membership have been established. Only students who are assigned judges during the day 
of presentations are required to attend. If you are unable to attend as an assigned judge, 
inform the instructor as early as possible. If it is not possible for you to attend any 
presentation day as a judge, you are required to write a one-page feedback of the 
presentation based on the presentation slides.

The purpose of the presentation is to convince the client and judges that your group has 
developed an effective and efficient integrated marketing communication plan that will 
allow the client to achieve his marketing objectives. Your presentation will be judged 
holistically, including robustness of your analysis, clarity of your strategy, creativity 
displayed in your creative strategy and execution, creativity in use of marketing 
communication media / tools, integration / cohesion of all marketing communication 
tools, the overall impression that your marketing communication plan is likely to achieved 
its objectives, and the quality and creativity of the presentation. 

The client will chose the winning presentation and 2 runner ups. The three selected 
presentations will receive a bonus on their achieved presentation grade. The best group will 
be awarded an extra 20% of their achieved grade, the second best group will be awarded an 
extra 10% of their achieved grade, and the third best group will be awarded an extra 5% of 
their achieved grade. For example, if the best group’s grade is a 90 out of 100, the 20% add-
on bonus would raise the group’s presentation grade to a 108 out of 100. No feedback will 
be provided by the client.  

All present student judges are required to fill out an evaluation form to to judge the 
presentation on various scales and to offer feedback for the presenting group. A random 
sample of 10 student evaluations is used to form the peer grade. 

The instructor will give feedback on students’ presented marketing communication plan 
within three days after their presentation. 

Final Report (10%): You must submit the final report of your marketing communication plan 
two weeks after your presentation (by 6:00 PM). The first two pages must include an 
executive summary that gives the client an overview of your proposed marketing 
communication campaign. The executive summary is followed by an updated version of the 
Creative Brief and the Pitch that incorporates the feedback you have received from your 
peers and the instructor. 
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The evaluation criteria are the same as for the presentation. However, given the particular 
format of the report, special emphasis will be given to the robustness and depth of analysis, 
the application of important course concepts, and the level of integration that is achieved 
between all communication activities. Furthermore, the overall presentation of your final 
report (i.e., does it have a unified voice, does it allow for short-term implementation of action 
steps, is the executive summary informative yet concise) is an important evaluation criteria.

The executive summary and the main body of the final report should be in between 20 and 
25 pages. All necessary graphics must appear inside the text. 

You have to submit two hard copies of the Final Report. Each copy must include a CD Rom 
or DVD that contains digital versions of your presentation (in original Powerpoint or Keynote 
format, as well as in full-page PDF form), the final report and all art work that you have 
prepared for the client.

In addition to the executive summary and main body (20-25 pages), every member of the 
team has up to one page to reflect on his or her learning experience in this course. This 
component is not graded. Please submit the pages containing your reflections in a sealed 
envelope together with your report (one copy is sufficient), but also include digital copies of 
your learning reflections on the disk. The disk is just for archive purposes; I promise that the 
content of your learning reflections does not influence your grade in any way. I encourage 
you to be completely honest and to state the good and the bad.

Your honest reflection is much appreciated to further improve the course. You can discuss 
what you have learnt by filling out your assigned role in the team, interaction with the client, 
and while developing the communication plan. How did the term project and the other 
components of the course helped you to achieve the course objectives stated on page 3 of 
this syllabus? What was your favorite aspect of the course, and what would you improve in 
this course in order to better achieve the course objectives?

Peer Evaluation Adjustment: Once you have submitted the final report, you will be asked to 
fill out an online form to evaluate your own performance and the performance of the other 
members of your team. The responses of you and your team mates will be used to adjust 
every team member’s individual grade he or she achieved in the term project.

Please note that you are asked to evaluate yourself and your fellow team members based 
on the (a) effort you/he/she have/has put into the project and (b) how well the 
responsibilities of the assigned role have been 
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Case Study (15%, team grade)

After about two thirds of the course, your ability to apply important concepts of the course 
to real-world settings will be assessed through a Case Study. The case study evaluation will 
be held during the weekend (see Class Schedule). You will be randomly assigned into teams 
of six about two weeks before the case study evaluation day. 

The case study will be given to you on the day of the evaluation. Your team will have four 
hours to prepare a 10 minute presentation of your recommendations and answers to 
questions posed in the case study. After your presentation, there will be a 5 minute question 
and answer period. You will be asked to provide digital copies of your presentation and a 
handout at the start of your presentation.

Your team is evaluated based on the robustness of your analysis, clarity of your strategy, 
integrated use of adequate marketing communication media / tools, how well you address 
the question posed in the case, and the overall quality of your presentation. Note that 
“creativity” in developing communication strategy and tactics is less important in the case 
study evaluation that it is in the term project.

You are not allowed to access the internet while preparing your presentation. You are not 
allowed to share information with anybody outside your group.

In addition to the grade you achieve with your case study presentation, the best three 
presentations in each section will be awarded bonus points. The best group will be awarded 
an extra 20% of their achieved grade, the second best group will be awarded an extra 10% 
of their achieved grade, and the third best group will be awarded an extra 5% of their 
achieved grade. For example, if the best group’s grade is a 90 out of 100, the 20% add-on 
bonus would raise the group’s grade to a 108 out of 100.

Emerging Communication Tool (20%, pair grade)

Working in self-selected pairs of two, you explore how an emerging tool within the digital, 
social and/or mobil realm can be used within an integrated marketing communication 
campaign. The tool you are exploring must be truly emerging: about five to seven years ago, 
you could have discussed using twitter or facebook in the marketing communication mix. 
You can’t do this today, and also not youtube (and other video sites), linkedin, email, text 
messages and myspace. Part of your grade will be an assessment how “cutting edge,” novel 
and creative discussed the tool you are presenting is. You can check with the instructor if 
you are unsure whether the tool you want to discuss is “hot or not.” 
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Your discussion should include the background of the tool (e.g., what it does, how long it is 
around, how many people are using it,…), what external trends and market factors does this 
tool accommodate, how it can complement other tools of the marketing communication 
mix (e.g., what communication objectives and target audiences can be achieved and 
addressed with this tool, what synergies exist with other tools / media), and what risks / 
barriers for adoption exist for this tool. Using either a real or fictitious example, demonstrate 
how a brand can use this tool: what would be the creative strategy and tactics?

Your report should be about 1500 words (+/- 20%), plus a short abstract of about 150 
words. You are encourage to use videos, images and users’ comments (e.g., in form of 
tweets) to support your analysis. 

This assignment is submitted online and via email: First, upload your assignment to a 
location on the internet that can be accessed publicly. For example, you can publish your 
assignment on your own blog or you can use Tackk (see above). Make sure that the 
formatting of your post is eye friendly and that the post is available for at least the time of 
the current term. Note: if you don’t sign into a free Tackk account, your post will auto-delete 
after about a week, so get an account if you choose to use Tackk. Make sure you avoid 
spelling and grammar mistakes. It is recommended to write your text in your standard word 
processor and copy and paste it into the online editor of your choice. 

Second, add your report to the Learnist board that will be specified in class. This will allow 
your class mates to learn from your insights, and vice versa. Use your 150 words abstract as 
a brief description of your topic on Learnist. Also make sure to add any author information 
(e.g., your names and your twitter handle) you feel comfortable to publish. After all, this is 
your contribution not only to our class and your classmates, but to the world. 

Third, email the instructor the original web address of your assignment as well as the name 
of the contributors. Attach the text of your assignment (without any videos, but with images) 
as a separate file for word-count purposes. 

Only if you completed all three steps by the specified deadline (see Class Schedule), your 
assignment will count as submitted. If you do not want to publish your assignment publicly, 
please discuss any concerns with the instructor.

Peer Bonus: Starting with the date the assignment is due, there will be a Voting Period 
during which you can “Like” the submissions of your colleagues. Votes will be accepted until 
the Mobile / Emerging Communication Tools session. You need to be a registered user of 
Learnist in order to “Like” submissions. The voting period has two purposes: First, it offers 
you an incentive to browse through our collection of emerging communication tools. If you 
can find the “next twitter” in this list, you have a head start in your first job! Second, the top 5 
submissions (measure by “Likes”) will receive an additional 10% bonus on top of their 
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achieved grade. For example, if a best liked submission’s grade is a 90 out of 100, the 10% 
add-on bonus would raise the authors’ grade to a 99 out of 100.

You can give as many or as few “Likes” as you wish. You can base your voting on the 
abstracts, or you can read the original source document. Please base your voting on the 
content and refrain from exerting any social pressure on your friends and peers to vote for 
your submission. It is allowed to vote for oneself. You are encouraged to read through and 
vote for the submissions of the other section(s).

Communication Campaign Corner (10%, individual grade)

This individual assignment requires you to describe a real world marketing communication 
campaign of a brand of your choice. Describe the campaign in terms of what message 
design and deliver tool is used, and link the campaign to the concepts discussed in the 
course (e.g., what message appeal and tactics are used, what stage of the buying process is 
stimulated, who appears to be the target audience, what positioning of the product or brand). 
After having described the actual communication, how would you expand this campaign 
with a second message delivery tool? Would this tool aim to achieve the same objectives, or 
would there be other / additional objectives? What would be the timing of key activities?

Your report should be about 1000 words (+/- 10%), plus a short abstract of about 150 
words. You are encourage to use videos, images and users’ comments (e.g., in form of 
tweets) to support your analysis. 

It is permitted to use campaigns that you have seen on the Marketing in Motion scoop.it 
board (see below: Online Participation), regardless of whether or not you have suggested 
that campaign to the Marketing in Motion board yourself.

This assignment is submitted online and via email, using the same three-step procedure as 
described for the Emerging Communication Tool above. There is no Peer Bonus for the 
Integrated Communication Campaign assignment.

Participation (15%, individual grade)

Fifteen percent of your course grade will come from your participation inside and outside 
class – so make sure you do! Since people differ to the extent to which they are rather 
extrovert and outspoken or rather introvert and quiet, there are two different ways in which 
you can participate to the class. 
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In-Class Participation (9%): You can earn up to 9% of the course grade through making 
insightful comments made in class. I don’t expect you to speak every class. However, over 
the course of the term, I need to know that you are able to make high quality comments for 
me to give you a good participation mark. I encourage you to ask questions of clarification 
when you need it. While clarification questions, by themselves, do not count as participation, 
the ensuing discussions often allow you (and other students) to demonstrate your interest 
and insights.

At the end of the term, you will be awarded between 0 and 9 marks for your comments:

 0 = said nothing that contributed to the class
 1  = hardly spoke in class and/or made low quality comments only
 3 = expressed interest, but only made a minor contribution
 6 = a small number of high quality comments
 9 = consistently contributed high quality comments

Online participation (6%): You can earn up to 6% of the course grade through contributing 
to an online collection of resources relevant to the field of integrated marketing 
communication. The board is called “Marketing in Motion” (MiM) and is located at http://
www.scoop.it/t/marketing-in-motion. While this board is edited by the instructor, it is publicly 
available for everybody with access to the internet. 

Everybody is therefore encouraged to contribute to the Marketing in Motion board. 
Contributing to the online curation board allows people who are less comfortable to speak 
in class to gain participation marks. By following this board closely (i.e., reading and 
commenting other peoples’ scoops), you will be exposed to a wide variety of marketing 
communication trends and practices that will give you the opportunity to contribute to the 
in-class discussion in meaningful ways. Thus, online participation cross-facilitates in-class 
participation. 

Contributing to the Marketing in Motion also aims to enhance your ability to independently 
research and stay on top of important developments in marketing communications and 
marketing more generally.

You can collect online participation marks by suggesting relevant content to the Marketing 
in Motion curation. “Relevant content” are examples of marketing communication 
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campaigns as well as articles in the news, magazine or blogs that discuss latest trends and 
developments in the marketing communication industry (e.g., message design, message 
delivery tools) or anything else that relate to the concept discussed in our course. 

In order to contribute to the Marketing in Motion board, you must be signed in as a 
registered scoop.it user (free) and suggest a link to the board. In order to gain participation 
marks, you must provide a 150 word comment on your contribution. Your comment should 
briefly describe the content of the original source (e.g., what is a commercial about, what 
makes it successful, what does a campaign intend, what is the general idea of that article,…). 
In order to get full marks, you must make a connection to a concept discussed during the 
course and explain what insights you gained from the campaign or article. The instructor 
has the right to decline content suggestions if no comment is provided or the comment is 
just copy and pasted form the original source.

Your comment must include your name (if you are comfortable with your name to appear 
online), your student ID, the course and section you are enrolled in, and suggested tags. This 
information is listed at the end in precisely this order. You can chose up to 5 tags; one of 
which must be “campaign” or “article”, depending on the source. The other tags should be 
driven by the session topic and the course concepts you are addressing in your comment. 
See the Class Schedule for what tags to use for what session topic. Please do not use the 
hashtag symbol (#) before the tag, and separate your tags with commas. An example would 
look like this: “… (Joachim Scholz, 5624910, Comm335-3, planning, segmentation, article)”.

You can suggest an unlimited amount of campaigns and articles. Try it - its a great way to 
build your expertise in marketing communication and to prepare for class. However, you can 
only get grades for up to two accepted contributions that must thematize different session 
topics. If you suggest more than one campaign/article for a session topic, please specify in 
advance for which suggestion you are seeking a grade. 

Each accepted contribution will be evaluated as follows:

 0 = no comment is provided, or just copy and paste from source (scoop declined)
 1  = informative comment is provided, but no or poor connection to course concepts
 3  = a good connection to relevant course concept(s) is made in the comment

You can suggest campaigns and articles from the first week of class until the internet is 
switched off. However, you won’t be able to collect grades for your online participation after a 
certain cut-off day towards the end of the course (see Class Schedule).
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Expectations and Procedures

Classroom

My primary expectation is that if you are going to turn up to class you will be attentive and 
prepared to contribute in class. It is entirely up to you whether you turn up or not. However, if 
you do come, you must be prepared to focus and please come on time! It is distracting to 
me and other students if you come late.

Please let me know in advance if you will be absent from a class, as you would do in a 
professional setting. Catching up on notes and handouts is your own responsibility.

Laptops and other electronic devices

This course operates under a “Use Laptop” policy. You are encouraged to enhance your 
learning experience inside and outside the classroom with all tools that you deem suitable - 
including laptops, iPads / tablets, and smartphones. I strongly recommend that you bring a 
laptop, tablet computer or smart phone to every class. For many class activities you will 
need a digital device with an internet connection in order to fully participate. We will use 
twitter, learnist, and scoop.it (free accounts) to interact with each other inside and outside 
class. You are also encouraged to use blogs, Tackk, Storify and TaskAnt in order to research, 
publish, and collaborate on your assignments.

I have personally no issue with you using your laptop for unrelated class activities (e.g., 
watching a movie, facebooking). It will most likely harm your participation grade because 
you cannot pay full attention, but that is your decision. However, I will not allow that your 
desire for diversion distracts other students who want to pay attention. If you can’t make it 
through 90 minutes without checking photos on facebook, I highly recommend that you sit 
by yourself in the last row to avoid distracting students behind and next to you! 

Meetings

I am more than happy to meet up with you to discuss the class project, the examinations, 
and anything else marketing. However, too often, assignments are left to the last minute 
which stresses out both the students and the professor. Therefore, I will not discuss 
projects / examination 48 hours before they are due. This will encourage you to plan your 
time effectively & minimize any stress on my end. 
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Plagiarism

Never try to pass off someone else's writing or ideas as your own. It's simply not worth it.

If you do, and you get found out, you will fail the course and may fail the year. If you do use 
information from another source, make sure you cite it (APA or MLA are acceptable, but be 
consistent). If you take text directly from another work, you must put it in quotation marks 
and cite it.

Grading

Grading will be done by myself or another marker who works with me. I have specified the 
evaluation criteria for every graded component of the course throughout this syllabus. In 
addition, it is worth keeping in mind that I look for three broad things when I am grading: the 
content, coherence, and sentence construction. You will not be able to get a good mark 
without performing well on all these dimensions. Content refers to your ability to provide 
interesting and rigorous analyses (as in thought through, connected to course concepts, etc.). 
Coherence means that the paper must follow a logical flow and should be succinct (i.e. 
absolutely no longer than it should be). Finally, I expect to see well-constructed, 
grammatically correct sentences. Generally speaking, shorter sentences are better than 
longer ones and try to avoid excessive descriptors and buzzword dropping (“we leverage our 
potential through laddering up scalable deliverables”). You will sound more 
respectable, your ideas reserve this! And I don’t have to buy myself this 
machine: http://youtu.be/nLk3AWskQw0. If you read a printed version of 
this syllabus, scan the QR Code on the right in order to watch this video on 
your smartphone or tablet.

Assignments

Assignments are due at the beginning of a class, unless specified otherwise.

Late assignments will be penalized 24% each day (or part thereof) that they are late, and 
assignments handed in more than 72 hours beyond the due date will be assigned a zero (0) 
grade. There will be no make-up assignments. Exception apply when proof of illness or 
other emergency is provided.
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Appealing Grades

Unfortunately, some of you may not be happy with one (or more!) of the marks you receive. 
However, a poor mark is not sufficient to appeal your grade. You can only appeal a mark if 
you genuinely believe the grade you were assigned does not accurately reflect the quality of 
the work. To appeal, you will need to write a memo outlining why you think your assignment  
answered the question better than the mark you received indicated. You should not include 
any additional information (such as what you know now, or what you meant at the time). Just 
explain how the original answer you wrote answers the question better than I thought it did. 
Appeals should be kept as short as possible (300 words, absolute maximum) and should 
state your argument as succinctly as possible.

Special Arrangements

If you have been designated by Student Health, Counselling and Disability Services as 
requiring special arrangements for any aspect of the course, please let me know in writing 
(email) as soon as possible, and no later than January 31st; no other exceptions will be 
considered.

Class Schedule

Date Topic (tag) Readings Assignments / Deadlines

08 Jan Syllabus Syllabus Signup for digital tools

10 Jan IMC Overview (IMC) Ch. 1, “Marketing 
is Dead” on MiM

15 Jan Consumer Behaviour (CB) Ch. 3, MiM TP: Team name, members 
and roles

17 Jan Term Project Work Session: visit store(s), background research (no class)Term Project Work Session: visit store(s), background research (no class)Term Project Work Session: visit store(s), background research (no class)

22 Jan Branding (branding) Ch. 2, MiM

24 Jan Communication Plan (planning) Ch. 4, MiM

29 Jan Insights & Analytics (insights, analytics) Ch. 13, MiM

31 Jan In-Class Case Study I: Message 
Development

CCM Hockey 
Case

TP: Interim report
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Date Topic (tag) Readings Assignments / Deadlines

05 Feb Message Design: Creative Strategies 
and Tactics (creative)

Ch. 5-6, MiM

07 Feb Guest Speaker tiny.cc/
guestspeaker

TP: 08 Feb, 6PM: Market 
Research results

12 Feb Advertising (advertising) Ch. 7, MiM

14 Feb Direct Marketing (direct) Ch. 8, MiM Emerging Communication 
Tool

19 Feb Reading Week (no class)Reading Week (no class)Reading Week (no class)

21 Feb Reading Week (no class)Reading Week (no class)Reading Week (no class)

26 Feb Sales Promotions (promotions) Ch. 9, MiM

28 Feb Public Relations (PR) Ch. 10, MiM TP: Creative Brief

05 Mar Events & Experiential Marketing 
(event)

TBA

07 Mar Digital Marketing (digital) Ch. 11, MiM

12 Mar In-Class Case Study II: Creative / 
media (volunteers can present their 
solutions)

CCM Hockey 
Case, notes from 
31 Jan session

Communication Campaign 
Corner

14 Mar Study time for Case Study (no class)Study time for Case Study (no class)Study time for Case Study (no class)

16 Mar Case Study assessment (note: this is a Saturday)Case Study assessment (note: this is a Saturday)Case Study assessment (note: this is a Saturday)

19 Mar Mobile / Emerging Communication 
Tools (mobile, emerging)

ECT articles on 
Learnist board, 
MiM

Last day for earning 
grades for Online 
Participation, ECT Voting 
Period ends

21 Mar Buffer / Catch up 

26 Mar Term Project Work session (no class)Term Project Work session (no class) TP: The Pitch (midnight)

28 Mar Student presentations TP: All presentations and 
handouts. 

02 Apr Student presentations

04 Apr Student presentations

Two weeks after respective presentation (by 6:00PM)Two weeks after respective presentation (by 6:00PM)Two weeks after respective presentation (by 6:00PM) TP: Final Report

Note: TP = Term Project, ECT = Emerging Communication Tool, MiM = Marketing in Motion scoop.it board
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