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Course “Playbook:”  Objectives/Assignments/Grading
   Integrated Strategic Communications

Marketing 534-101;  Spring 2017,  Professor Ralph Oliva

Introduction - Why This Class?

Critical to the success of any business is establishing effective and ongoing communications and profitable relationships with key customers and other stakeholders in the marketplace. This course provides a proven, 8-step planning framework, 5 additional tools, and examples and cases to help you in managing for effective and profitable communications.  
From "Integrated Market Communications" to 








"Integrated Strategic Communications"

This course has been designed to move beyond "Market Communications" to include Press Relations, Public Affairs, and the mobilization of new social and "Earned Media."  This course is not a "media tactics" course.  We will not cover in-depth media scheduling and planning.  Designed expressly for the Smeal College second-year MBA class, we will focus on your role as a senior leader in building an integrated, strategic approach to communications, in support of business strategy.

Strategic Communications can be difficult and expensive.  The best programs can pay off handsomely in boosting sales, building brand equity, and creating other powerful business outcomes. The worst are a pure waste of money. An important research perspective - which sets the stage for this course - is that the best communications can have more than 10 times the effect of the least-effective communications!




Managers with tools and know-how to effectively manage communications, who can perform as good "clients" of advertising departments and agencies, and who understand brands and brand management, can get much better results for their firms, including:  

· Accelerating sales revenue

· More profitable sales, as well as… 

· Ongoing long-term build of brand equity.

Fair Warning -- significant work involved! Students will learn from a carefully selected set of cases, (hopefully) from visiting professionals discussing campaigns they’re working on, and by preparing their own “Campaign Outline”.
Behavioral Objectives: Through this course, students will be better able to:

Manage and coach the development of Integrated Strategic Communications; working with their teams, agencies, and other supporting groups in their business, utilizing a proven, 8-step process.
· Utilize and have practiced the use of tools, templates and checklists for building stronger communications, including:

1. The ISC 8-Step Planning Framework itself
2. The “Target Buying Incentive”
3. Bob Lauterborn’s “Behavioral Timeline®”
4. The “Value Proposition Framework”
5. The GE “FOCUS” Process

6. The “Agency Brief” Template

· Manage better, more effective, creative results from their advertising and support agencies or departments, whether they're managing, influencing, or consulting to the process.

· Understand some of the ethical and legal issues and apply the basic elements of law involved in implementing a communications program, and …
· Know where to look for more information…
Visiting practitioners presenting "The Anatomy of a Campaign"

The field of Integrated Strategic Communications is rapidly changing, with new media alternatives constantly emerging. The principles taught in this course are designed to be timeless approaches to navigating and managing this space – including the emergence of “New to the World” media.” Keeping up with the very latest changes in media involves ongoing contact with the field.

This course has been redesigned in 2016 to allow for up to two full sessions for visiting communications professionals to present "The Anatomy of a Campaign" they have implemented in their practice.  This will enable the class to learn together from the very latest practice, incorporating traditional as well as new social media techniques.
Students will need to get a copy of the Course Pack for the course (mandatory) as soon as possible from the student bookstore downtown. (There is no required text for this course.)
Assignments: Each student will help in the learning by working on:

· One Case Team Presentation – 30% of the grade, 

· A team summary “Campaign Outline Plan” Presentation – 30% of the grade, 

· 4 Team “Case Insight” write-ups - 40% of the grade.

· Class participation will count for an additional +/- 10% in the final grade.  

1.  Assignment – Team Case Presentation – 30% of your grade
We’ll look to “wring out” all we can learn together from case presentations and discussions:
· 30 minutes -- Team Presentation

· 20 minutes -- Q&A; key takeaways/wrap-up. 

In this class we’ll need to hold to tight time schedules.  It's important that case teams are well prepared, and can deliver their case presentations in 30 minutes. We'll gain insights provided by the team, and then expand on that in the usual, lively Smeal MBA fashion with active case discussion.  
Presentation format:

The case team can present with a leading spokesperson, or as a team, in the usual fashion - but should be able to deliver their key points on the case in 30 minutes or less.  Demos or other props and aids can and should be used.  

Assignment deliverables:
Each team should provide a HARD copy of any visual materials, PowerPoint's, etc., they've prepared for the case, and number all pages of any material submitted.  You may wish to include a separate Word document summary, or embellish the presentation in the “Notes” view of PowerPoint, at the team’s option. As usual, teams should NOT review the facts of the case extensively – everyone in the class should have read the case – but get right to:

· Your key recommendations

· Answers to questions provided in the case which you feel are important

· Important: The key insights or lessons learned from the case.
Case Evaluation – Grading Template for class presentations

Content: 

· Actionnable recommendations (versus general recommendations)

· Rationale for recommendations 

· Key lessons learned/insights 
Important: Use templates/concepts/tools taught in course
Presentation:
· Focused 

· Captured audience attention 

· Well structured 

· Questions answered well 

· Overall quality of report/charts/presentation materials

2.  Assignment – Team “Case Insights” – 40% of Grade
As 40% of your final grade, each team should prepare a case insight on the 4 cases you are not presenting - and prepare an e-mail (or word/pdf document, all pages numbered) to rao8@psu.edu  with your key take on the case, your recommendation, your insights…These might include:
· Your key thoughts on the case – and your first recommendation
· The answers to the thought questions included with each case 

· The most important consideration in this case is:_______________________________ 

· The key question I would like to ask the management of this business is:___________ 

(Note: Please make your Case Insight no more than five to seven pages)

Case insights are due by the start of the day the case is being discussed in class. (Insights received after class discussion will be considered, but (in fairness) graded way down.) 
Audio Grading:

To enable a more thorough feedback I’ll continue to use an audio grading process.  For each assignment, your team will receive an email with your grade and an attached MP3 audio file with more detailed inputs/suggestions.

3.  Term Team Assignment – 

Integrated Strategic Communications Campaign Outline

Key to Integrated Strategic Communications is lining up and focusing all of the touch points, media, and communication tools and techniques to achieve business results, and a higher Return on Investment. To provide some practice in putting it all together, we’ll ask each team to develop and present an Integrated Strategic Communications Plan Outline to our class.

Each team should pick a product/service offering, or other business situation, and using the 8-step planning process, and the tools outlined in the course, prepare and present an outline of a campaign plan to achieve the business result you set for your endeavor. (I’ll have some case projects your team may want to consider, but teams have the choice of “Campaign Outline” projects.)
Your plan should focus on the first 6 elements of the 8-step process, but include brief coverage of the final 2 steps. Your coverage should be explained in enough detail so that a management team will understand your intentions, where you’re going, and what you want to do, including but not limited to:

1. A market situation analysis - Covering the key trends which are currently important or might be important in your planning (Political, Economic, Social, Technological - PEST), as well as a brief overview of the Category, Channel, Competition, and your Company (“4C’s”).

2. A detailed description of the key target segment/audience for the campaign. What do you know about them as a segment, as people, their needs, and their view of your brand/offering – other things that will help in your planning?
3. Crisp numerical objectives for the program – short term sales, longer term brand equity, other metrics of your choice. 

4. A Behavioral Timeline®, following the principles outlined in class.

5. Using the template provided, and the Behavioral Timeline to guide you, craft strong crisp value propositions focused "like a laser" on the key audiences of importance.

6. An outline of suggested media for accomplishing the campaign objectives, along with a brief for your agency, which would enable them to build communications elements to punch through noise, get attention and accomplish your objectives. 

7. A general approach to how you would budget for the program, and an execution plan at the top line level.  The Standard Rates and Data Service (SRDS) database will be available to help.  (Detailed Media costing is beyond the scope of this course, but how you would approach investing, where you’d put the emphasis, ballpark estimates…)  

8. An outline of an approach for measuring results.

Important Note: (Reasonable) Assumptions Required

In doing an assignment such as this – the focus will be on having you get acquainted with each step of the process, to see where the challenges are, and to think through how you would put things together. But…you’ll have to make some assumptions on the business situation as you go.  Just let us know what those assumptions are – and in your plan suggest what data you’ll need.  This in itself is a valuable part of the project – seeing where the data will fit – and giving you a feeling for the value of the data as part of the planning process. This will most likely be the case when outlining your approach to budgeting.  Media costing is a tricky process, and is beyond the scope of this course. Students will be better equipped to interface with advertising and media agencies for budgeting; utilizing tools and techniques we’ll go through.

Important Milestones:
· By Wednesday, January 11, 2017, (Class 2) teams should have selected the dates on which they would like to present their case and campaign outline –and submitted them to Professor Oliva, using the sheets provided.
· Mid-Term Progress Meeting – Week of 1/30 or 2/6, 2017:  Teams should arrange for a brief meeting with Professor Oliva to go over the topic/focus of their campaign outline and progress on the plan and work through key questions and assumptions.  (Note: if teams are having trouble with selecting a topic/focus, they should set a time to meet with Professor Oliva earlier/anytime for help.) 

· Campaign Plan Outline Presentation Assignments will be on the final 2 (or 3) sessions of the course, and time will be assigned for each team to make a 30 - 45 minute presentation, outlining their 8-step approach, key elements of their plan, what they learned in the process.

Suggested format for preparing the plan would be to work in PowerPoint to outline the plan – with details explained in the notes section of the PowerPoint, or in a separate Word document, whatever is preferable to the team.

Grades for this assignment:
Teams will be graded on how well they use the tools and techniques taught in the course to create a plan that would produce business results for their firm. Detailed knowledge of a specific domain of the offering will not necessarily impact grading for this course. Thoughtful use of the tools, templates, and approaches in the course, with additional insights from the teams own additional research – will boost the grade.  And… 

Most importantly, teams will be graded on chronicling what they’ve learned through this process. Where they’d like to go further. Where they found the process frustrating. Where they found the approach enabling. Suggestions for stronger, better Integrated Strategic Communications plans and outcomes.

4.  Class Participation   +/- 10% of Grade

We’ll be looking for insight versus “airtime”.  Please use your name tents to help the process and be sure to add your insights, questions and texture to the class…

This can be a “plus up,” neutral or knock down – so consider this in class…

Course Grading Guidelines: 
10/10   “A”    Great work - Rarely Given - brought new knowledge to the class
9.5/10  “Between A- and A” Excellent Work. Beyond “Very good.”
9/10     “A-” The course “benchmark” grade:  Very good work, beyond expected.
8.5/10   “Between B+ and A-” Almost there, could have gone farther on some points.
8/10      “B+”  Generally OK, missed one or more key points.
7.5/10   “B -” Covers the minimums – missed several of the key points.    

7/10      “C+” Few insights. Sloppy. Missed some points.
Below 6 “C/D”   Not what was expected/Didn’t do the work (Truthfully I can’t remember the 
last time I gave one of these grades…) 
Submitting Assignments Electronically:

· Send them to me by email to rao8@psu.edu, do not use Angel “drop box” or other method.

· Please put your team name and all individual names on and in everything being submitted for a grade. Submit by email with copies to the entire team, so that a “Reply All” will get grades quickly out to all of you.

· For any class presentation, please provide a hard copy for Professor  Oliva.

· Please NUMBER all of the pages on anything you submit, either here for class or in your ongoing professional life. It’s a mark of professionalism.
· In the subject line of the email, or name of the powerpoint or word file be sure to include:

· The name of the assignment

· Name(s) of team and individuals who are submitting the assignment for a grade…

Principles of Conduct 
On assignments, we suggest attaching the Smeal MBA student integrity pledge:

“I/We ​​​______________________ have neither given, utilized, received, nor witnessed unauthorized help on this deliverable and have completed this work honestly and in accordance to the professor’s guidelines.”
· As in business, we’re counting on us all to bring our own principles and moral compass to the world, and to class.  My assumption is that all Penn State MBAs bring very high standards to their practice now – and will do so in the future.
· The tools you’ll learn in this class will seem simple, but they create a powerful and disciplined approach intended to manipulate human behavior and change minds. Do not use these tools for anything you do not believe in. Do not use these tools to do anything wrong. We count on each other and our integrity to only use these powerful tools to sell offerings of good value, to not sell things that will hurt people, and generally do things that add to the common good.   
· Academic integrity:  We’re all here together to learn, work, and share.  “Free riding,” sitting back and let others do the work, reflects lack of integrity and engagement with the class.  If I hear complaints – which are rare – as in business, I do try to take fast, prudent, confidential action.

Note:  Most everyone I’ve worked with in business – throughout 40 years – is honest, and of  high integrity.  You need to be as well.  Cheating, plagiarism – all of the things listed in many pages of legal-sounding policy documents on the subject – is simply dishonest and not good business. We need to hold one another accountable for not doing these things.  Acts of support, team play, enabling diverse points of view, and mobilizing the special creativity in each of us is fun, honest and good business.   

· We together should tolerate no sort of discrimination or harassment.

· If you have any special needs or require any accommodations please see Professor Oliva directly or call at 814-865-5670. We’ll do what we can to make our time together pleasant and productive.

Questions?
Please call: 814-865-5670 (Office) 814-777-4111(Cell) or connect by email rao8@psu.edu  for clarification, explanation or to make an appointment.
See you in class! 
Professor Ralph Oliva
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Most effective:  10X





Least Effective:  1 X





So, it pays to get even a little better – it can mean 2 to 3 times the ROI!
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