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	MKT320– Promotion Management
	
Credit: 3(3,0,0)



Instructor: 	Dr Mikhail Zenchenkov
Office:      	E 346
Phone:       	01 494 8738
Email: 	mzenchenkov@psu.edu.sa

Class sessions: SUN,  TUE  13 :10-14 :25


Course Description:


This course allows students to explore the importance of integratedmarketing communications, a concept which emphasizes the coordination of allcommunication elements to improve brand equity. The course is designed to familiarizestudents with the processes of development, implementation and evaluation of integratedmarketing communications strategy.

In particular, this course emphasizes development of integrated promotional programs, advertising, public relations, personal selling, promotionalpackaging, along with many other sales stimulating methods and techniques.


Course objectives and expected learning outcome:


Students completing the module will be able to:

1.  Demonstrate an understanding of the basic principles and theories associated with promotion management and identify and differentiate elements of the promotional mix;
2.  Examine a range of micro and macro factors as they affect business at individual,country and international levels in particular brand management and corporateidentity;
3.  Analyze, interpret and understand the branding theories examined using current, real life examples found in the media,determine promotional objectives and measure promotional performance results; 
4. Apply promotion management principles and concepts to decision making in both the
domestic and international business environments especially regarding mergers,
acquisitions and buy outs;
5. Develop an integrated marketing communication plan.



Course materials:

	RequiredText Book: George Belch and Michael Belch, Advertising and Promotion: An Integrated Marketing Communications Perspective, 8th/ E, McGraw-Hill, 2009



Reference book: Kenneth E Clow & Donald E Baack, Integrated Advertising, Promotion and Marketing Communications: 4/E,  New York, Prentice Hall , 2010.


Learning and Teaching Strategies: 

There are three contact hours per week.  The key concepts, methods and techniques will be introduced in lectures. The course will incorporate case studies and the analysis of real world examples, and may include guest speakers.Students will be given opportunities to analyse real world companies and present their findings orally and in written forms.  Students are expected to work cooperatively in groups and individually. Active participation and live debates are highly aprriciated.


Evaluation:

The breakdown of the course assessment is as follows; schedule for 2012, 2nd semester (112)

 Major 1 (exam)          				15%       (Feb 26, SUN)
 Major 2 (exam)				15%       (April 22, SUN)
 Final Exam					40%       (MAY 17-29)
 Project						15%       
 Participation and attendance			5+5%
 Extra project	                                                5%


Attendance Policy 

	Abcences
	0-3
	3-5
	5-7
	8
	9
	2times/week

	Percentage
	5%
	2.5%
	1%
	0%
	DN
	

	Abcences
	0-5
	6-9
	9-11
	12
	13
	3times/week




Exams and evaluation criteria
The purpose of the exams is to monitor your academic performance. Main criteria for evaluation are: 
· Logical and structured answer
· Critical evaluation of the questions: assesing different factors, taking into consideration multiple perspectives
· Recognizing and applying relevant concepts, approaches, techniques
· Evidence of extra readings on the subject
· Providing personal judgement supported by the fact-based arguments




SAMPLES of the question:

(Problem): Mobily has realized that different subcultural groups in Riyadh has never been taken seriously by any telecom company as a growing consumer segment.(Analysis objective and approach):In order to understand the new consumers’ needs, behavioral factors related to the specific subculture have to be reviewed and analyzed.(Requirement): (1) Select one or two subcultural groups and explain your analysis. (2) How your analysis will be performeed if new product is going to be introduced to the selected segments?

(7.5 marks) Yahoo! has announced the launch of its new email service in Arabic, offering users unlimited archive storage and live chat. The new service also allows users to reply to messages on Facebook, Yahoo! Groups and other webmail providers. Users can also view photo slideshows, inline videos and more from within their inboxes. People can also check out photos and videos that friends and family send via Flickr, Picasa and Youtube through the Inbox. What are support/outdoor media approaches/tools that can be used creatively in designing buzz advertizing compaign around this event and reaching your target audience?










PROJECT. 

Design, Develop and Produce a promotional video about Riyadh for overseas audience. Your objective is to promote positive image of Riyadh as a central hub of KSA for development, fun, and good life. 

Your video should be promoted through the social networks and should reach 1000,000 hits on youtube by the end of the semester.

1. Watch similar country promo videos – “Dynamic Korea” for example
2. Prepare the Pitch for this idea
3. Ask your friends from KSA and overseas for help in doing the project
4. Include photos of saudi students in different place around the world
5. Attract celebrities
6. Make similarities with famous music videos
7. Get in touch with saudi world-wide
8. Attract top TedEx kids
9. Record interviews with famous saudi youth
10. Make it a siries leaving the audience with , what is next question
11. Apply different musical themes: classical, modern
12. Use youtube to test the parts of the project and record the results
13. Use different languages





What we will try to do together in this project:
1. Ask Prince Alwaleed for help: equipment; access to studio, meeting experts, sponsoring the budget, place it on Rotana network and futher on the world networks CNN, BBC
2. Ask people from different cities to submit videos
3. Attract celebrities
4. Look for sponsors: Al-Rajhi for example
5. Pitch the project and ask for help from top advertising companies such as Leo Burnett, Y&R
6. Get in touch with several producers: Sultan-Saudi Casting, Tim-Aramco Cultural center, Millimitter Studio











Class participation and attendance:
Class participation and attendance are important elements of your studies which help you in understanding the subject by exchanging the views with your colleuges, defending your own viewpoints, sharing your ideas and presenting them. Active participation in the claas will allow you to evalauate your own skills and test your knowledge. Use this opportunity for your own acdemic benefits and professional growth. 





Additional Material

1. Cases: Harvard Business School

2. Web: visit my home page, on the left lower side of the page there are 40-50 links to marketing materials

3. Library: Library has updated its materials, now latest business books areavailable

4. Youtube:

5. Video Interviews:

6. Reports:

7. Kotler

8. Speakers

9. Visists
















Course Contents

	Week/date
	Chapter
	Assigments

	1
	Chapter 1: An Introduction of Integrated Marketing Communications

	

	2
	Chapter 2: The Role of IMC in the MarketingProcess
	

	3
	Chapter 3: Organizing for Advertising and Promotion

	

	4
	Chapter 4: Perspectives on Consumer Behavior

	

	5
	Chapter 5: The Communication Process

	

	
EXAM

	
Major 1
	

	6
	Chapter 6: Source, Message, and Channel Factors

	

	7
	Chapter 7: Establishing Objectives and Budgeting for the Promotional Program

	

	8
	Chapter 8: Creative Strategy: Planning and Development

	

	9
	Chapter 9: Creative Strategy: Implementation and Evaluation

	

	10
	Chapter 10: Media Planning and Strategy

	

	
EXAM

	
Major 2
	

	11
	Chapter 11: Evaluation of Broadcast Media

	

	12
	Chapter 12: Evaluation of Print Media

	

	13
	Chapter 13: Support Media

	

	14
	Chapter 14: Direct Marketing and Marketing on the Internet

	

	15
	Chapter 15: Internet and WWW

	

	16
	Chapter 16: Sales Promotion

	

	
EXAM
	
Final Exam
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