THE HONG KONG UNIVERSITY OF SCIENCE & TECHNOLOGY
DEPARTMENT OF MARKETING

MARK 3410
Promotion and Advertising Management
Spring 2022-23

Instructor: Prof. Joseph C. Salvacruz Teaching Assistant: Ms. Claudia NONG Xiaolin
Office: LSK4007 Office: LSK4025

Email: mkjcs@ust.hk Email: mkclaudia@ust.hk

Office Hours: Mondays 3:00-4:00 p.m., and Office Hours: By appointment

by appointment

COURSE DESCRIPTION and LEARNING OBJECTIVES

Major aspects of promotion, with emphasis on advertising: setting of advertising objectives,
strategies, tactics, choice of media, budget determination and measuring advertising effectiveness.

Marketing communications are the means by which marketers establish and build relationships with
consumers through-directly or indirectly-informing, persuading, and reminding consumers about the
brands they sell.

The course is designed to help students develop an integrated marketing communications plan and
evaluate its effectiveness. The objective is to optimize the effectiveness of a given advertising budget
while placing messages for mass or customized audiences by integrating several elements of a
promotion mix-advertising, sales promotions, sponsorship, and interactive marketing-based on brand
objectives. Whereas advertising is often seen as the central element of a marketing communications
mix to build brand equity, it is usually not the only one, and very often not even the most important
one.

The specific objectives of this course are

e To discuss the communication process to the core customer by establishing points of parity
and points of differentiation for the brand

e To present the important issues in planning and evaluating integrated marketing
communications

e To apply the appropriate theories and tools to plan, develop, and evaluate marketing
communications

e To provide hands-on experience with constructing a strategic marketing communication
campaign

CLASS SCHEDULE
Our class meets on Monday & Wednesday, 12:00 noon — 1:30 p.m.at LSK1001
Thursday evening tutorials (6:00-6:50 p.m. at LSK 1007) will be used for consultations with individual

students and / or groups concerning class projects/ activities, and for make-up class sessions as
necessary (Please watch out for announcements).



COURSE MATERIALS

Required textbook:
Belch and Belch. Advertising and Promotion: An Integrated Marketing Communication
Perspective (11th edition). McGraw-Hill International Edition.

Readings and Cases (as advised)

The course website is available through CANVAS at https://canvas.ust.hk. The site contains useful
material including: announcements, syllabus, Powerpoint slides from class lectures, assignment
guidelines, readings, and tests. It is your responsibility to ensure that you have completed your

readings and assignments before each class.

Please make sure that you regularly check your Canvas website for announcements and updates.

COURSEWORK and ASSESSMENT

Coursework Weighting (%) Individual/Group
Attendance and Class Participation 10 Individual
Case Analysis and In-class Exercises 13 Group/ Individual
Test 1 25 Individual
Test 2 25 Individual
Group Project Written Report 15 Group
Group Project Presentation 10 Group
Research Credit 2 Individual

Attendance and Class Participation

You are expected to attend every class. Missing half of the class sessions will automatically result in a
grade of “F” in class. Please be aware that your attendance may not be acknowledged if you fail to
sign on the attendance sheet.

Note that attendance itself is not sufficient to earn a good class participation grade. For effective class
participation, you need to have read the assigned materials before each class session. Effective class
participation includes: 1) asking questions about concepts from lectures or readings; 2) sharing your
experience or point of view with the class; 3) building on points raised by others; 4) clarifying issues;
and 5) relating topics discussed to previous class discussions. Direct student-student interaction is
encouraged; monopoly of air-time is not. Interactions should be both positive and courteous even
when opinions differ. Regular and punctual class attendance is necessary but not sufficient to earn
good class participation grades.

Participation will be graded on a scale from 0 (lowest) through 4 (highest points), using the criteria
below. The criteria focus on what you demonstrate and do not presume to guess at what you know
but do not demonstrate.



Points Criteria

0 ¢ Absent or Present but disruptive.

* Present, not disruptive.
1 ¢ Tries to respond when called on but does not offer much.
* Demonstrates very infrequent involvement in discussion.

* Demonstrates adequate preparation: knows basic case or reading facts, but does
not show evidence of trying to interpret or analyze them.

¢ Offers straightforward information (e.g., straight from the case or reading),
2 without elaboration or very infrequently (perhaps once a class).

* Does not offer to contribute to discussion, but contributes to a moderate degree
when called on.
* Demonstrates sporadic involvement.

¢ Demonstrates good preparation: knows case or reading facts well, has thought
through implications.
¢ Offers interpretations and analysis of case material (more than just facts)

3 ¢ Contributes well to discussion in an ongoing way: responds to other students'
points, thinks through own points, questions others in a constructive way, offers
and supports suggestions that may be counter to the majority opinion.

* Demonstrates consistent ongoing involvement.

* Demonstrates excellent preparation: has analyzed case exceptionally well,
relating it to readings and other material (e.g., readings, course material,
discussions, experiences, etc.).

¢ Offers analysis, synthesis, and evaluation of case material, e.g., puts together
pieces of the discussion to develop new approaches that take the class forward.

* Contributes in a significant way to ongoing discussion: keeps analysis focused,
responds thoughtfully to other students' comments, contributes to the
cooperative argument-building, suggests alternative ways of approaching
material and helps class analyze which approaches are appropriate, etc.

* Demonstrates ongoing very active involvement.

You should have your readable name tag displayed in front of you during class. Failure to do so will
result in you not being credited any class participation point even if you have actually participated in
class discussion.

Also, please submit a photo card in Canvas (see the template file uploaded) before the specified
deadline (see the Course Schedule).

Case Analyses

Each group will be assigned a specific case during the semester. The group will make a 10-minute
presentation during the scheduled discussion, and and is required to submit a written analysis.

Case write-up should not exceed 5 pages (excluding exhibits) and should be typed, double-spaced,
using 12 point font. The write-up should include a copy of your powerpoint presentation (in an
appendix).

The case analysis should address the following issues/ topics:
1. What s the current communications situation? (internal and external analysis)
2. What is the current communications problem?
3. What are the alternative solutions to the problem?



4. Which is the most feasible solution to achieve the goals of the firm?
5. What s (are) your recommendation(s)?
6. How should the firm implement said recommendations?

In the event that multiple groups have been assigned the same case, the professor will decide on
which group will make the presentation through a random draw in class.

The written report and the presentation slides should be uploaded to Canvas on the date and time
indicated on the Course Schedule/ Timetable at the end of this syllabus.

Note: Be sure to justify your arguments and ideas using the relevant principles discussed in the
course. Remember that the main issue is your analysis of the communications plan, not just a
general marketing analysis and not just the implementation without clear explanation of why this
is a sensible strategy. Note also that the cases may relate to course material covered up to and
beyond the day of the case presentation (i.e., you may need to read ahead in the text a little when
working on your case).

This is a GROUP assignment. This means that every member receives the same grade each time. It's
YOUR responsibility to manage team members to ensure productivity.

Term Tests

There will be 2 tests at various points during the semester. The quizzes will consist of a number of
multiple-choice questions and possibly essay-type/ discussion questions. All the questions will be
based exclusively on class lectures, discussions, and assignments.

Tests will be conducted during the scheduled class hours. There will typically be no carryover of
substantive topics for the tests. However, it should be kept in mind that most topics in the course are
interrelated; thus, answering questions relating to a particular topic may require some knowledge of
topics discussed earlier.

In case you are not able to take a test on the scheduled time due to serious illness or circumstances,
the school policy on “Iliness or Other Circumstances Affecting Assessment” will be followed (see
below). Only students with approved exceptions will be allowed to take a make-up examination on
an alternative date. Students with denied exceptions will not earn any points for missing any test.

ILLNESS OR OTHER CIRCUMSTANCES AFFECTING ASSESSMENT (UG Academic
Regulation:7.5)

If students wish the University to take into account illness or some other extenuating
circumstances that have affected their performance in an examination, or ability to attend
an examination, or to complete other assessment activities, they must report the
circumstances of the case in writing and provide appropriate documentation to ARRO within
one week of the scheduled date of the assessment activity. The Director of ARRO will review
the case and make a recommendation to the relevant Dean, the Dean’s designate or the
Director of IPO. (http.//arr.ust.hk/req/em/em std req/req_makeup.html). Please go to
http://arr.ust.hk/req/forms/EX-16.pdf to download the Report on llIness or Other
Circumstances Affecting Assessment Form.




IMC Project

The project will help you apply marketing communication principles to real complex business
situations. The team presentation will improve your professional skills of presentation and give you
experience working in a team. In this semester-long project, your team will complete an integrated
marketing communication (IMC) plan for an existing local company of your choice.

Each group should choose a company or brand in an industry that the group has some interest in
and/or where there is some familiarity. The business/brand must currently be undertaking some form
of communications, be it advertising, social media or others. It is also worth thinking carefully about
how you are going to collect primary data from the target audience when you make your choice of
company/brand.

You are supposed to collect background information and define the communication problem you will
be working on. Then, you are supposed to conduct a market analysis, design a research plan, and
conduct research.

You need to use your analysis to present a compelling potential new marketing communications
strategy and appropriate tactics. This would include a positioning (or repositioning) recommendation;
target group definition; outline communication objectives and marketing mix; outline creative
strategy and tactics; outline media strategy and tactics; and the impact your strategy will have on
their business.

Presentation: Each group will make an oral presentation of the report in class. All group members
must present, but the same group grade will be given to all members. Individual scores will be
determined by factoring in the Peer Assessment scores for the project. Each presentation should
take about 12 minutes and a further 5 minutes for a question-answer session. Attendance is
mandatory at all presentations, and everyone is required to evaluate and comment on every
presentation.

Written Report: Each group will submit a written report upon which the oral presentation is based.
Limit your final report to 10 pages excluding cover page, executive summary, table of contents, and
relevant appendices, with 1-inch border on all sides, and a minimum font size of 12 pt. This limit is to
be strictly followed.

Your written report and copy of the presentation slides should be submitted via Canvas on the date
and time indicated on the timetable at the end of this syllabus. Peer assessment must also be
completed by that same time and date.

Peer Assessment

To ensure equal participation in and contribution to team-based activities, a peer assessment system
will be in place. Each student is required to evaluate his/ her team members’
performance/contribution to the team via the iPeer system. The student will also conduct self-
evaluation, although the self-evaluation score will not contribute towards the calculation of the
student’s average evaluation score.

Evaluation criteria include:
* Attendance during team meetings/ activities
* Quality of input/ work done
*  Volume of work contributed
* Overall contribution to the group deliverable



Evaluators should include qualitative comments/ evaluation to justify the numerical scores that were
provided to the evaluatees.

The iPeer events will open and close on specific dates as indicated in the timetable at the end of this
syllabus. A student who fails to submit his/her peer assessment on time will automatically earn a
significant mark deduction in that particular coursework component.

Individual peer assessment scores will be released on CANVAS after the closing date. The students
will then have an opportunity to raise any concern about their peer assessment scores within a given
period of time. No queries or challenges will be entertained after the designated cut-off date for
raising queries. Please refer to the timetable at the end of this syllabus for the exact dates and times.

Research Credit

HKUST is a research institution. We, therefore, encourage students to earn research credit. Students
enrolled in marketing classes are expected to earn 2 research credits (worth 2% of the grade). This
can be done by either participating in two research experiments (1 hour each) or completing two
research assignments. Details will be posted on the course website. This is independent of the course
and | have no ability to assign extra work if you cannot complete the 2 credits, so | suggest you try
and complete these as early in the semester as possible. For any inquiries regarding your research
credit, please email markexpt@ust.hk .

TEAMWORK

Teamwork is an essential component of the course. A significant amount of the work for this course
will be done in groups. The purpose of group assignments is to expose you to the real business
environment where skills such as dividing workload, communicating effectively, resolving conflicts,
and leveraging each person’s strength are immensely valuable. As in the real world, teamwork can
sometimes be a frustrating experience. It might be difficult to pick times to meet, you may not see
eye to eye with another group member on some issues, or the division of workload may not seem
equitable to all group members. As frustrating as it might be, it is important for you to learn how to
manage teamwork. Disputes between group members should be resolved internally.

Group Formation

Students will form groups consisting of 5-6 members each. You will be working within your respective
groups for all group- or team-based activities (i.e., case analysis and IMC Project).

Group Formation will be conducted during class on 20 February. Once you have formed a group of
at least 5 members (maximum of 6), ONE member of the group should submit the group membership
list on Canvas by the end of the class for approval. Please indicate the Full name, Student number,
and UST Email address of each group member in your submission.

Students cannot join any group in absentia during the group formation period. They will be assigned
their group membership at the discretion of the Professor and TA after the group formation period.
The Professor and TA reserve the right to reassign students to other groups to maintain balanced
membership numbers. The final group list will be released on Canvas on 21 February.

To facilitate group interaction, please sit together during class once groups are formed.



INSTRUCTOR AS A RESOURCE

Concerns, clarifications about the course materials, and any form of feedback are welcome. If there
are concerns about course-related issues, bring them to the professor’s attention as soon as possible.
Do not wait till the end of the semester to have them resolved. If you wish to see the professor outside
class, please schedule an appointment either in class or through email. If you wish to contact your TA,
please directly email her stating the course code and the issue as the subject heading (i.e.,
MARK3410_issue concerned).

APPEAL PROCEDURE

Out of fairness for other students, requests for re-grading an exam or assignment are not generally
entertained. If you believe, however, that your answer on a particular question of an exam has been
misunderstood, you need to submit a request to be reevaluated within one week of receiving your
score. Please attach a typed note to your exam with your name, student ID, and a short explanation
for why you feel your answer deserves more points. Explanations should be specific and pertain to
the content of the question only. Thus explanations like “I worked really hard and deserve more
points” or “My answer on this question is better than X’s” will not be acceptable. Please note that a
reevaluation request for a particular segment of the exam will lead to a complete re-evaluation of the
entire exam/assignment. Thus, this comprehensive re-evaluation may cause your overall score to go
up, stay the same, or go down. You will receive your final grade within one week of receiving your
request.

LATE SUBMISSIONS

All deadlines will be strictly enforced. Late submissions will not be graded and no make-up
assignments will be allowed.

ACADEMIC INTEGRITY

Students are required to maintain the highest standards of academic integrity. You are expected to
work independently (or with your teammates for team assignment) on all exams and assignments
(including the simulation). Breaches of these standards of academic integrity include, but not limited
to, cheating, plagiarizing, consulting external sources (including the Internet) in completing an
assignment, test, or project in which such behaviors are prohibited.



MARK 3410 (L1) TENTATIVE SCHEDULE

Tutorials
Week| Date Topic (Schedule to be updated Notes
regularly)
Feb 06 Class Introduction
! Introduction to IMC
Feb 08
(Chapter 1)
Feb 13 IMC and the Marketing Process
2 (Chapter 2)
Feb 15 The Communication Process Feb 16: Understanding Consumers
(Chapter 5) (Optional Attendance)- Ch 4
e Group Membership List due Feb 20 during Group Formation
eriod IN-CLASS (Only ONE member in each group should
Feb 20 Source, Message, and Channels (Chapter 6) per! . ( . ¥ ! group !
3 submit the group list on Canvas)
e Photo Card due Feb 20 @5:00 p.m. on Canvas
Feb 22 Objectives-Setting and Budgeting
(Chapter 7)
Creative Strategy: Planning, Development, Implementation and
4 Feb 27 Evaluation Aspire Food Group case study due Feb 28 @11:59 p.m.
(Chapters 8, 9)
Mar 01 Case Discussion: Aspire Food Group: Marketing a Cricket iPeer for Case Analysis opens (Participate in the iPeer exercise
Protein Brand only AFTER your group has submitted its report)
Mar 06 Creative Strategy: Planning, Development, Implementation and
5 Evaluation (Chapters 8, 9)
Mar 08 Media Planning and Strategy
(Chapters 10-13)
6 Mar 13 Test1
Media Planning and Strate
Mar 15 € &Y AmorePacific case study due March 19 @11:59 p.m.
(Chapters 10-13)
Mar 20 Case Discussion: AmorePacific Hong Kong: Marketing Korean
7 Beauty Products
Other Elements of the Promo Mix
Mar 22
(Chapters 14, 16, 17)
Other Elements of the Promo Mix .
Mar 27 Giant Consumer Products case study due March 28 @11:59 p.m.
8 (Chapters 14, 16, 17)
Case Discussion: Giant Consumer Products: The Sales
Mar 29

Promotion Resource Allocation Decision




Apr 03 Digital and Social Media (Chapter 15) Gillette case study due April 11 @11:59 p.m.

9 April 05-11 Mid-term Break
Apr 12 Case Discussion: Gillette Shaving Gender Stereotypes
10 Apr 17 Measuring Effectiveness(Chapter 18) Ariel case study due April 18 @11:59 p.m.
Apr 19 Case Discussion: Ariel #ShareThelLoad: Integrated Marketing
Communication Campaign
25 April (12:01 a.m.)- iPeer Assessment for IMC Project opens
Apr 24 TEST 2
11 Group Reports and Presentation Slides due April 25 @5:00 p.m.
26 April (5:00 p.m.)- iPeer Assessment (Case and IMC Project)
Apr 26 Group Presentations close

May 01 HOLIDAY
12

May 04: Reserved for Group

May 03  |Group Presentations .
Presentations (compulsory attendance)

09 May (5:00 p.m.)- Individual peer assessment scores released

May 08 on CANVAS.

13
(LAST CLASS)

Group Presentations
11 May (5:00 p.m.)- cut-off for any queries regarding iPeer scores
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