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MKTG 2202 - Introduction to Marketing Communications 

Course Objectives: 

This course will allow the student to learn the fundamentals of the communications planning 
process . It will provide practical exposure to the integration of the elements of the 
marketing mix into a coordinated marketing communications plan. During this course the 
student will develop a case study utilising creative, media and promotional strategies. This 
course is for those who have a basic understanding of promotional marketing and want to 
learn to apply it to a practical situation. The course is directed at those involved in 
advertising on both the agency and client sides. It will also be of interest to those who are 
seeking to experience the practical applications of the theories of advertising and sales 
promotion. 

Evaluation 

Attendance / Participation 
Assignments 
Mid Term 
Group Presentation 

TOTAL 

ATTENDANCE: 

10% 
30% 
30% 
30% 

100% 

Regular attendance is required. Students must attend at least 80% of all classes unless other 
arrangements are made with the instructor(s). Failure to do so may result in the student being 
prevented from completing the course. 



Course Outline 
MKTG 3322 - Promotional Strategies 

Course Summary: 

Students will learn to apply the elements of the marketing mix t o a real case. They will 
prepare a situation analysis, and identify the relevant objectives and strategies for their case 
including creative plan, media plan and sales promotion plan. 

They will also develop specific creative solutions for the case and be prepared to present the 
last week of the course. 
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BRITISH COLUMBIA INSTITUTE OF 
TECHNOLOGY 

Course Outline Part B 

Business 
Program: PART TIME STUDIES 
Option: Marketing Management 

MKTG3322 
Promotional Strategies 

Effective Date 

lnstructor(s) 
Doug Boyce 

January 2000 

Office No.: 431-3252 
Office Hours: 

Required Text(s) and Equipment 

Phone: 

Contemporary Advertising by Arens, 7th Edition, Publisher: Irwin 

Reference Text(s) & Recommended Equipment 

Advertising Principles and Practices by Wells Burnett and Moriarty - 3rd Edition 
Creative Strategy in Advertising - by A Jerome Jewler / Wadsworth Publishing 
The Design of Advertising - by Roy Paul Nelson 

Periodicals 
Canadian Advertising Rates and Data 
Marketing Magazine 
Playback Strategy 
Media West 
COURSE NOTES (Policies and Procedures) 

ALL OUTLINES, SCHEDULES AND MARK ALLOCATIONS ARE SUBJECT TO CHANGE. 
This course outline may assist you in the future to receive credit for all or part of a course from another post-secondary 
institution or from a professional program. It is strongly recommended that you keep this course outline in a safe place for 
future reference. 

CHEATING, PLAGIARISM AND DISHONESTY: "Acts of cheating, plagiarism and dishonesty are not tolerated; the 
degree of punitive action may range from a written warning to withdrawal from the program. These penalties may also be 
applied to student who knowingly contribute to the act of dishonesty, cheating and plagiarism." (Refer to the current BCIT 
Calendar.) 

ASSIGNMENTS; Late assignments or projects will not normally be accepted for marking unless agreed to by the 
instructor. 

CLASS CONDUCT: Students are expected to act professionally during class. Students disrupting classes or disturbing 
others during class will be asked to leave and their behaviour will be reported to their program head. 

COURSE OUTLINE CHANGES: The material specified in this course outline may be changed by the instructor. If 
changes are required, they will be announced in class. 
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Course Outline 
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Session Outcome/Material Cov&red 
.,. 

Reference/ 
" '. ,, ~eading' 

" ,, 

1 Introduction to Advertising Strateg ies. The outline of a Marketing 
Communications Plan. Clarify student expectations. 

2 The Situation Analysis. Defining problems and opportunities. The 
strategic planning process. 

3 Research and its place in communication planning. 

4 Marketing objectives and strategies and the role of the advertising 
plan . 

5 The media planning process. The difference between media 
objectives and execution. 

6 Mid Term Exam 

7 The creative process. Understanding the creative strategy and its 
role in communications planning. 

8 Creating advertising. 

9 The sales promotion plan. Understanding the role of promotion in 
the communications mix. 

10 Other elements in the marketing mix. Direct marketing, public 
relations and event marketing. 

1 1 Presentation skills. The completed plan . 

12 Group Presentations. 
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