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Syllabus/Master Schedule/Topics Discussed
   Integrated Strategic Communications

Marketing 534-101; Spring 2017, Professor Ralph Oliva


Monday, January 9, 2017
Session 1
Begin Case/Campaign Outline Date and Team Assignment Process:

Send Preferences on Cases and Campaign Outline dates to            Professor Oliva by Wednesday 1/11/17
Topic:  

Class Introduction:  

· “Good Ad?”/“Bad/Ad?”

· Class objectives/thoughts on course design
· First important lesson:  Keys to Making Progress; B2B, B2C
· Class structure, outline and assignments

· Team Case Presentation (30% of Grade)
· Case Insights (4) (10% each – 40%)
· Campaign Outline (30% )
· Class Participation (+/-10%)
· Honor Code/Ethical Issues
· Elements of Strategic Communications

· Team assignments/key dates – selection process
Introduction: 8-Step Planning Process/tools to be used with the process

Read:  Course packet – Marketing 534-101
· Course Pack Contents

· Course “Master Map”

· Course "Playbook": Objectives/Assignments/Grading/Principles

· Syllabus/Master Schedule/Topics Discussed
· Case Overview& Questions/Team Campaign Outline Assignment Sheets
·  “The Strategic Communications Imperative,” Argenti, Howell and Beck, MIT Sloan Management Review, Spring 2005. SMR 174, Reprint Number 46315

Wednesday, January 11, 2017
Session 2
Reminder - Case and Campaign Outline Date Team Preferences
Due by This Class 
Topic:

ISC 8-Step Process: Introduction
ISC Step 1: Situation Analysis

· Trends (PEST) Analysis: Political, Economic, Social, Technological

· “4C’s” Analysis: Category, Competitor, Channel, Company

ISC – Step 2:  Focus on Target Audience(s)

· Customer Analysis

· Segmentation, Targeting, Positioning
· The  “Target Buying Incentive.” (Tool 2)
· Examples: International Paper, TI DSP Target audiences

Read:

·  “The International Paper Milk Carton Case,” Dr. R. Lauterborn – Read for use in class discussion (Note: Do not prepare as a case/no “case insight” due.)
· “TI Digital Signal Processors,” Dr. Ralph Oliva – (Note: Do not prepare as a case/no “case insight” due.)
· “Contemporary Corporate Communications: Stakeholder Engagement and the Business Model,” Darden Business Publishing, February, 2013; UV6599
· “Ethnography – A Study of Process, Use and Relevance”,                    Shakuntala K. (Bee) Bhaduri, (Smeal MBA Class, 2007)

· Visit the SRI Consulting Web site – and review the “VALS” types www.strategicbusinessinsights.com/vals/ustypes.shtml
NOTE: No Classes on Monday January 16, 2017

 in Observance of Martin Luther King Day


Wednesday, January 18, 2017 
Session 3 
Case and Campaign Outline Team Assignments To Be Complete
Topic:
ISC – Step 3: Establish Communication Objectives/Strategies

· “Process” objectives versus “Outcome” objectives

· The Three Horizons/Paths of ISC ROI

· Track1: Customer Brand Attitude Measures

· Track 2: Incremental Brand Sales

· Track 3: Branded Business Value

· Template for Good Objectives;  Strategies and Key Metrics

· Changes Underway: Insights from Dr. Mohan Sawhney; McKinsey
Read:
· “Marketing Communications,” HBR, August 2012,  Note # 9-513-041

· “The Behavioral Timeline®,” by Dr. R Lauterborn, used with permission, in course packet

 
Friday,  January 20, 2017 (MLK Makeup session)
Session 4
Includes Case 1: “Ontela PicDeck A & B”
Topic:

ISC – Step 4:  Behavioral Timeline® Planning (“Behavioral Timeline® is a 
registered trademark of Dr. Robert Lauterborn, USC)
· Tool 3: The Behavioral Timeline® Template
· “Demand/Decision Chain”

· Influencers, specifiers, approvers; importance of internal/external audiences

· Examples:  Milk Cartons, TI DSP’s

Read:
· “Creativity in Advertising: When it Works and When it Doesn’t,” by Werner Reinartz and Peter Saffert, HBR, June 2013, Reprint # R1306H
· Case 1 –   “Ontela PicDeck A & B,” By Mohan Sawhney 


 
Kellogg Cases 450 and 451


Monday, January 23, 2017
Session 5
Includes Case 2: Metabical

Topic:

ISC – Step 5: Develop Key Messages Based on Value Proposition(s)
· “Positioning Your Brand,” “Value Proposition,” and “Messaging”
· Tool 4: Value Proposition Template
· Design Message to Target Audience – 5 Key Principles

· Schultz’s “5R’s of Contact Approach 

· The Critical Importance of Testing

· Tool 5: The “FOCUS” Process Framework - (GE)
Read:
· “The FOCUS Process Overview” – by Bob Pulver

· “Creative That Cracks the Code,” HBR March 2013, Reprint # R1303F

Case 2: “Metabical: Positioning and Communications Strategy for


 a New Weight-Loss Drug ,”  July 22, 2010, HBS Brief Case # 4240

Wednesday, January 25, 2017
Session 6
Includes Case 3: Kraft Foods Canada  
Topic:

ISC – Step 6: Select and Orchestrate Media Tactics (1)


Prepare Agency Brief
· “Paid,” “Owned,” and “Earned” Media
· Tool 6: The Agency “Brief”

· General Rules and Approaches: Media Planning

· Paid Media Scheduling: Continuous, Concentrated, Flighting

· Consumer goods general example
Read:
· “From TV to Web: Content Strategies for Ads That Drive Online Sales”; IESE Insight, 4Q 2014, Issue 23; HBS Code # IIR132
· “Why You Need a New Media Ringmaster,”  By  Patrick Spenner, HBR, December 2010, HBR Reprint # R1012E

Case 3: “Kraft Foods Canada: Targeting the Millenials,”  June 6, 2016, Ivey Publishing Case # W16335

Monday, January 30, 2017
Session 7
Includes Case 4: Capital One

NOTE: Team Meetings on “Campaign Outline” Assignments with  Professor Oliva should take place this week or next week

Topic:

ISC – Step 6: Select and Orchestrate Media Tactics (2)

· An Overview: “Owned Media”: Web-Based Tools/Strategies/Approaches

· An Overview of New/ “Earned Media”: Tools/Strategies/Approaches

Read: 
· "Branding in the Digital Age: You're Spending Your Money in All the Wrong Places," by David C. Edelman, HBR December 2010,                              HBR Reprint # R1012F

· “Search Engine Optimization: Note for Marketing Managers,” IVEY Publishing 9B13A007, HBS Reprint # W13189

· “Adding Social Media to the Marketing Mix,”  by Guillermo Armelini and Julian Villanueva, IESE. -- Insight Magazine, June 15, 2011,                                 HBS # IIR051-PDF-ENG

Case 4 “Capital One: Launching a Mass Media Campaign,” March 31, 2006, Ivey Publishing Case  # 906A05

Wednesday, February 1, 2017
Session 8
Includes Case 5 – Mountain Equipment Co-op
Topic:

ISC – Step 7:  Build Budget and Execution Plan

·  “Top down” approaches – allocation schemes

· “Bottom up” approaches – task prioritization

· SRDS database – and access…

· Planning for execution: basic templates/examples: B-to-B; B-to-C Campaigns

· Campaign Planning Software Tools

Read:

· “Paid Search Advertising,” Darden Business Publishing; May, 2014, # UV6769
· “Avoiding PR Disasters,” by Steve Gosset, Harvard Management Communications Newsletter, 2001, Reprint # C0105D

Case 5 “Mountain Equipment CO-OP: Digital Strategy,” IVEY Publishing 9B13A019, HBS Reprint W13265


Monday, February 6, 2017
Session 9
Includes Case 6: CTV NewsNet
Note: Progress Meetings for Campaign Outline Assignment to be Complete No Later than Wednesday 2/10/2016 (Next Class Day)
Topic:

ISC – Step 8: Measure Results, Learn, and Iterate the Process

· Tie to Step 3 - Objectives

· Key measures and metrics – Three Pathways

· Legal Issues and Ethical Concerns in ISC

Read:
· “How to Save Your Brand in the Face of Crisis,” by Gita Johar, Matthias Birk and Sabine Einwiller, Sloan Management Review, Summer 2010; Volume 51, No. 4, Reprint Number 51415
Case 6:  “CTV-NewsNet,” Richard Ivey School of Business, Case 9B00C027

Wednesday, February 8, 2017
Session 10

Visiting Professionals: Live “Cases in Practice”

Note: Attendance at visiting professional sessions absolutely mandatory!
Note: Progress Meetings for Campaign Outline Assignment to be Complete No Later than COB Today 
Topic:  Course Wrap – Visiting Cases/Campaign Examples
Read:
“Making Mobile Ads That Work,” HBR Note, December 2013, Reprint # F1312C

“Tweet Me, Friend Me, Make Me Buy,” Barbara Giamanco and Kent Gregoire, Harvard Business Review, July-August 2012, HBR Reprint # R1207G


Monday, February 13, 2017
Session 11:
Visiting Professionals: Live Cases-in-Practice
Note: Attendance at visiting professional sessions absolutely mandatory!

Read:
“Planning for Integrated Marketing Communications,” from “Building a Marketing Plan,” by Ho Yin Wong, Kylie Radel, and Roshnee Ramsaran- Fowdar; HBP, January 2011, Reprint # BEP 122

“Marketing Myopia,” Theodore Levitt; HBR Classic, July-August, 2004, HBR Reprint # R0407L  (A Classic “Must Read!)


Wednesday, February 15, 2017
Session 12:  Class Presentations - Campaign Outlines #1 and 2

Monday, February 20, 2017
Session 13: Class Presentations - Campaign Outlines # 3, 4

Wednesday, February 22, 2017 (Exam Day – Tentative, If Needed)
Session 14: Class Presentations - Campaign Outlines # 5, 6
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