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Syllabus Winter Quarter 2010 
 
AD2430 Fundamentals of Marketing and Advertising 
  
Meeting Times and 
Location: 

Mondays and Wednesdays, 11 a.m. – 12:50 p.m. 
Classroom P107 in Pence 

  
Instructor Name: Jennifer McDowell 

612.656.6981 (school) and 612.978.2588 (cell) 
jmcdowell@aii.edu 

  
Office Hours and Location: Tuesdays and Thursdays, noon – 2pm, room 320 in LaSalle   
  
Course Description: This course addresses the fundamental concepts and principles of marketing as it relates to 

advertising, its history, potential, and limitations.  An overview of marketing will help students 
place their knowledge in a framework and understand how each component contributes to the 
strength and utility of a marketing plan. We will examine various definitions and methods of 
advertising communication, as well as advertising objectives, advertising copy, and federal 
regulations.  We will look at how marketing and advertising have changed over the years and been 
affected by world events and cultural assumptions. The course will also help the student recognize 
emerging trends and capitalize on them. (Pre-req. none) 

  
Course Length: 11 Weeks 
  
Contact Hours: 40 hours 
  
Credit Value: 4 
 
Course Competencies: 

 Students will summarize the major components of marketing 

 Students will review a variety of marketing plans, identify the common components of each one 

 Students will construct a simple marketing plan 

 Students will recognize the major external influences on a company's marketing efforts 

 Students will summarize the primary theories and concepts related to advertising as an industry 

 Students will outline the major advertising media and discuss the impact of technology on each of them 

 Students will identify the distinguishing features of good and great ideas in advertising and marketing 

 Students will summarize the major trends in advertising over time, highlighting how social factors or technological 
changes impact it 

 Students will develop a strategy for staying informed about advertising topics, trends, companies and    individuals 
 

Textbook:   The Core, Kerin, Hartley, and Rudelius, McGraw Hill Irwin, 3rd Edition. Copyright 2007. ISBN-10: 
0-07-299989-6. 

 
Materials and Supplies:  Folder or 3-ring binder for keeping handout materials for use throughout the course. Notebook 

for note taking. 
 
Technology Needed:   Access to MicroSoft Office and scrapblog.com 

        
Instructional Methods & 
Resources: 

This course will challenge you to develop professionally-relevant knowledge and skills. Course 
information will be presented in many forms, including lecture, class discussion, 
demonstration, case studies, simulations, field projects, and studio or lab projects. Students 
will use library and community resources, including research and reference materials, gallery 
exhibitions, industry events, and guest speakers. Materials can be obtained from other 
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libraries using the interlibrary loan program. 
  
Estimated Homework Hours: At least 4 hours per week. There is no way to anticipate how many hours it 

takes to come up with a great idea, so get your work done early. 
Procrastination will not help you! 

 
STUDENT EVALUATION AND GRADING 
 
Successful professionals require a supportive environment. In-class discussions and/or critiques of other students’ work and ideas is 
a chance to help each other grow as conceptual and critical thinkers. 
 

Student 
Evaluation: 
 
 

Course Activities 
Weekly in-class activities or homework (20 @ 5 pts. each) 

Consumer Behavior exercise 
SWOT Analysis section draft 

Consumer Profile section draft 
Positioning Strategy section draft  
Break-even Analysis section draft 

Comprehensive Marketing Plan draft #1 
Comprehensive Marketing Plan draft #2 

Final Marketing Plan 
Final demonstration of mastery (course portfolio) 

      TOTAL PTS: 

Points Available 
100 pts. 
10 pts. 
20 pts. 
20 pts. 
20 pts. 
10 pts. 
20 pts. 
20 pts. 
50 pts. 
30 pts. 

300 

 
IMPORTANT NOTE: This is a Milestone course for Advertising and Design Management students! 
 

 Points Distribution GRADING SCALE 

 Grades will be based on demonstrated understanding of course material.  
 
Letter grades for will be based on the following criteria: 
 
A=Excellent. The student displays a strong understanding of course content and meets all assignment 
requirements. The “A” always expresses insightful, analytical, and creative approaches to problem 
solving. 
 
B=Good. This student who has a good understanding of course content and meets all assignment 
requirements. Also, solutions are organized and well-researched. 
 
C=Average. This student has a basic understanding of course content and meets all assignment 
requirements. The ‘C’ student turns in work that is complete, organized, and contains few (<5) 
grammatical and spelling errors. 
 
D=Poor. This student does not demonstrate a basic understanding of course content. Work is 
incomplete and disorganized. 
 
F=Unacceptable. The student who receives an ‘F’ shows no effort, does not grasp the concepts and 
competencies of the course, and shows work which is unacceptable for the level of this course.    

A 
A- 
B+ 
B 
B- 
C+ 
C 
C- 
D+ 
D 
F 

100 – 93% 
92 – 90% 
89 – 87% 
86 – 83% 
82 – 80% 
79 – 77% 
76 – 73% 
72 – 70% 
69 – 67% 
66 – 60% 
Below 60% 

 
AI POLICIES: 
 
The academic programs at Art Institutes International-Minnesota are designed to prepare you for your future career. Your future 
will be wrought with deadlines and time clocks, so this class will require real world punctuality. If you are absent or late for class, you 
may not be able to make up points associated with in-class activities, including quizzes, tests, presentations, and critiques. Tardy 
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students are responsible for making their presence known to the instructor at an appropriate time. (See the Attendance Policy 
below for more information.) 
 
Homework and other preparatory work must be done before class meets and is due immediately at the beginning of class, unless 
the instructor publishes other requirements. 
 
A WORD ON DEADLINES -  Late work is not acceptable. In the business world, deadlines are rarely pushed back. Work submitted 
after deadline will earn 0 points. Your instructor may make an exception in cases of severe personal illness or death in the family. 
Technology, transportation, relationship, and childcare problems are not the basis for an exception.  
 
Because group effort may be required, attendance is mandatory. Unexcused absences will result in a lower grade. Excused absences 
may be permitted, but students are expected to let the instructor know in advance. If you miss a particular class, it is also your 
responsibility to contact a peer (or peers) to get notes and any assigned work. 
 
You may be evaluated individually and as a member of a team on a variety of learning experiences. Different testing methods afford 
you diverse opportunities to demonstrate your skills and knowledge, including field assignments, tests, presentations, papers, 
projects, quizzes and more. Final grades will be determined by scores on your individual assignments, assessments, and classroom 
participation. Your final grade may also be influenced by group-based activities.  
 
If you disagree with a grade in this course, you may take these steps: 
 

Step 1. Make an appointment with me to discuss your situation. Bring your graded work, the assignment sheet 
and this syllabus to the meeting. If you feel the issue is not fully addressed, proceed to 

Step 2. Submit a written appeal to me, explaining why you believe your grade is wrong. You should justify your 
opinion with information from the assignment sheet and/or syllabus. If you feel the issue is not fully 
addressed, proceed to 

Step 3. Make an appointment to discuss your concerns with your Academic Director. If you feel the issue is not 
fully addressed, proceed to 

Submit a written account to the Dean of Academic Affairs. The written account should indicate your name, phone number, and ID#, 
and discuss the steps you have taken to remedy the situation. The Dean may convene an appeals committee. Be prepared to 
produce your graded work, the assignment sheet and this syllabus. 
 
ACADEMIC POLICIES 
 
Discrimination Policy It is AI Minnesota policy not to discriminate against qualified students with documented disabilities in its 

educational programs, activities, or services. If you have a disability-related need for adjustments or other 
accommodations in this class, please contact Becky Lothe, 612-656-6866, rlothe@aii.edu, or visit Becky in 
Pence room 209. Any accommodations will be authorized by Becky—no exceptions. 
 

Attendance 
 

Regular, on-time attendance is both courteous and professional. The Art Institutes International Minnesota 
expects students to demonstrate professionalism by attending all classes as scheduled, arriving on time, 
and remaining for the full duration of the class. Outside employment should not be scheduled during class 
hours.  
 
Students should be aware that even if there is no “attendance” grade per se for a class, it is difficult to 
succeed in class without regular, on-time attendance. Individual faculty may determine the impact, if any, 
of absences on grades. The Art Institutes International Minnesota supports the attendance policy for each 
class as it is described in the syllabus. The full AiM attendance policy is found in the Student Handbook. 
 

Academic Dishonesty 
 

At the Art Institutes International Minnesota, plagiarism is a cumulative offense; each act of plagiarism is 
documented in the student’s academic record until degree completion. Violations of this policy will be 
handled in accordance with the disciplinary procedures outlines in the Student Code of Conduct Policy. 
 
Examples of plagiarism include paraphrasing an original document or piece(s) of an original document and 
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not citing the original author’s name and publishing year, using direct quotes from an original document 
and not citing the original author’s name and year, and using written documents, still or moving images, 
original ideas, research information, audio samples and music clips, and failing to cite the original author’s 
name and publishing year.  
 
Cheating is the action to deceive or alter the perception regarding the author or originator of student work 
and is a violation of the Student Code of Conduct. Cheating includes the duplication of written or electronic 
assignments, exams or documents either in whole or in part and submitted as an original piece of work; 
the exchange of answers with others either giving answers or receiving answers during an in-class 
assignment, test or exam, or take-home assignment or exam. 
  
Typical disciplinary sanctions for a first offense of plagiarism or cheating includes automatic failure of the 
assignment/exam with no opportunity to re-do or make up the plagiarized/cheating work. Sanctions for 
the second offense include automatic failure of the course. Subsequent incidents will result is dismissal 
from the school. [From the 2008/09 AiM Student Handbook section on Academic Integrity, beginning on 
page 35.] 
 

CLASSROOM COURTESIES AND PROFESSIONAL EXPECTATIONS 
 
Collaboration and 
Communication 

The learning environment should provide a business-like approach to getting the job done, so any behavior 
that would be deemed as inappropriate for the typical work environment will put the student at risk. 
Examples include disrespectful language, passive-aggressive behavior, lack of commitment to personal or 
team success, and any other behaviors that disrupt the learning environment for other students. 
Additionally each team member is responsible for the academic integrity of the group. 
 
YOU MUST USE YOUR SCHOOL EMAIL ACCOUNT, or forward your school email to another personal 
account. You must be able to accept and respond to email on a daily basis. 
 

Academic Resources YOU ARE ACCOUNTABLE FOR REQUIRED ACADEMIC SKILLS. Successful students possess course-
appropriate reading comprehension, critical thinking, research, writing, presentation, and communication 
skills. If you or your instructor determine that you have a need for additional resources beyond those 
offered in class, there are several options available to you. 
 

 The Academic Achievement Center is located in room 320 (across from the Academic Advising 
office). The Academic Achievement Center houses peer tutors in program areas and general 
education. 

 

 The Interior Design Skills Center houses Interior Design peer tutors and general education. The 
Skills Center is located in room 011, in the basement of the LaSalle building. 

 
Peer tutors assist students with subject/content area academic support, as well as, study skills and 
organizational tips.  Peer tutors are current AIM students in good academic standing-(a CGPA of 3.5) with a 
desire to assist others in their academic progress.  All peer tutors receive mandatory tutor training. 
 
Students (tutees) who seek academic support may visit each of the centers to receive tutoring assistance in 
a wide variety of subject areas. Each tutor schedule (located outside of the center door) identifies the tutor 
and their specific areas of expertise.  Some Peer tutors also serve as Teaching Assistants, where their role 
is to work alongside an instructor during lab/group hours of a class. 
 

 Academic Advising is located in room 316 in the LaSalle building. Academic Advisors are available 
to assist you in identifying areas or patterns of academic weaknesses, and to put into place any 
support resources a student may need. 
 

You are also responsible for executing tutorial recommendations made by your instructors. Remember, 
your instructors and Academic staff are here to help you find the resources you need. 



 

Last updated 1/12/10  Page 5 of 8 

 

 The Library is located on the second floor in the LaSalle building. The library is open 79 hours per 
week and is currently processing an average of 5,000 circulation transactions per month. The 
collection is comprised of books, newspapers, journals and magazines, videos, DVDs, and CDs that 
support the curricula. The collection currently numbers over 23,000 volumes with and an 
additional 189 periodical subscriptions.  Materials also include royalty-free music/sound effect 
CDs, art history and interior design slides, and copies of computer software manuals utilized 
within the College. Textbooks and reserve materials are available for in-house use, and many 
academic and industry databases are available, including WilsonWeb, Proquest, AccuNet / AP, 
Gettyimages, Electronic Library for Minnesota, Grove Art Online, Hoover’s Online and Oxford 
Reference Online. 

  
Student Life The Student Affairs Office is located in room 209 in the Pence building. There you can find information, 

services and program that can help you to extend and integrate academic content and life experiences. 
  
Community Resources This course will engage community resources, including local libraries, galleries, exhibitions, guest speakers 

and industry tours. Your active participation is important and expected. 
 
An excellent online MLA resource is http://owl.english.purdue.edu/owl/resource/747/01/ . All sections of 
the marketing plan should be formatted using MLA style, including parenthetical (in-text) citations and a 
Works Cited page. 
 
www.easybib.com is a user-friendly and free web site that turns your source information into properly 
formatted entries for your Works Cited page. 

 

http://owl.english.purdue.edu/owl/resource/747/01/
http://www.easybib.com/
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WEEK TOPIC COURSE 
SCHEDULE 

KEY TERMS & CONCEPTS LEARNING OBJECTIVES ASSIGNED 
READING 

IN-CLASS 
ACTIVITIES 

HOMEWORK 

1 Marketing & Business 
Ethics 

1.11.10 Social responsibility 
Profit responsibility 
Stakeholder responsibility 
Societal responsibility 
Green marketing 
Cause marketing 

4.03 Describe the different concepts 
of social responsibility. 

pp. 86-90 Scrapblog demo 
 
Scrapblog rubric 
exercise 
 
 

Learning styles 
inventory (www.vark-
learn.com) 
Set up your course 
portfolio 
(www.scrapblog.com) 

1 Consumer Behavior 1.13.10 Consumer behavior 
Motivation 
Perception 
Personality 
Attitudes/Beliefs 
Brand loyalty 
VALS classification system 
Maslow’s Hierarchy of Needs 

5.03 Identify major psychological 
influences on consumer 
behavior. 

pp. 103-109 Learning activities 
brainstorming (worth 5 
points) 
 
The Marketing Plan – 
outline & rubric 
exercise 

Consumer Behavior 
observation 
 
Update scrapblog 
(worth 5 points) 

2 HOLIDAY (1.18.10) 

2 Situation Analysis 1.20.10 Consumer Behavior 
Opinion leaders 
Reference groups 
Family life cycle 
Cultures 
Situation Analysis 
SWOT analysis 
Points of difference 

5.04 
 
 
 
 

2.03 

Identify the major sociocultural 
influences on consumer 
behavior. 
 
 
Describe how an organization 
assesses where it is now and 
seeks to be in the future 

pp. 109-117 
 
 
 
 

pp. 32-35 

Consumer Behavior 
exercise (worth 10 
points) 
 
 
SWOT exercise 

Update scrapblog 
(worth 5 points) 
 
Prep for quiz #1 

3 Market Segmentation 1.25.10 Market 
Needs and Wants 
Market segmentation 
Target market 

9.01 Explain what market 
segmentation is. 

pp. 9-10, 
190-193 

Quiz #1 (worth 5 
points) 
 

 
SWOT Analysis section 
draft (worth 20 
points) 

3 Market Segmentation 1.27.10 Geographic segmentation 
Psychographic segmentation 
Behavioral segmentation 
Usage rates 

9.03 Recognize the bases used to 
segment consumer markets. 

pp. 195-197  Update scrapblog 
(worth 5 points) 
 
Prep for quiz #2 

4 Market Segmentation 2.1.10 Purchase decision process 
Product life cycle 
Introduction stage 
Growth stage 
Maturity stage 
Decline stage 

15.03 Select the promotional approach 
appropriate to a product’s target 
audience and life-cycle stage, as 
well as channel strategies. 

pp. 342-343 Quiz #2 (worth 5 
points) 
 
Segmentation exercise 
 

Consumer Behavior 
Profile section draft 
(worth 20 points) 

4 Marketing Goals 2.3.10 Market-product grid 
Total revenue/ cost 
Fixed/variable costs 
Break-even analysis 

9.04 Develop a market-product grid 
to identify and select a target 
market. 

pp. 198-199, 
272-296 

Market-product grid 
exercise (worth 5 
points) 

Prep for quiz #3 
 
Update scrapblog 
(worth 5 points) 

5 Marketing Strategy 2.8.10 “4 P’s” (product, price, 
promotion, place) 
Social forces 
Economic forces 
Technological forces 
Competitive forces 
Regulatory forces 

1.03 Distinguish between marketing 
mix factors and environmental 
forces. 

pp. 10-11, 
60-74 

Quiz #3 (worth 5 
points) 
 
Five forces exercise 
(worth 5 points) 
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WEEK TOPIC COURSE 

SCHEDULE 
KEY TERMS & CONCEPTS LEARNING OBJECTIVES ASSIGNED 

READING 
IN-CLASS 

ACTIVITIES 
HOMEWORK 

5 Marketing Strategy 2.10.10 Product positioning 
Product repositioning 
Differentiation positioning 
Perceptual map 

9.05 Explain how (and why) 
marketing managers position 
products in the marketplace. 

pp. 203-205 Perceptual positioning 
map exercise (worth 5 
points) 

Positioning Strategy 
section draft (worth 20 
points) 

6 Marketing Research 2.15.10 Market research 
Secondary data 
Primary data 
Observational data 
Leading question 
Ambiguous question 
Unanswerable question 
Two questions in one 
Nonmutually exclusive answers 

8.03 
8.04 

Explain how marketing uses 
secondary and primary data. 
Discuss the uses of observations 
and questionnaires. 

pp. 164, 
168-170 

pp. 170-178 

Information vs insight 
exercise (worth 5 
points) 

Prep for quiz #4 
 

6 Marketing Channels 2.17.10 Marketing channel 
Intermediaries 
Agent or broker 
Producer/manufacturer 
Wholesaler 
Retailer 
Buying 
Selling 
Assorting 
Grading 

13.01 Explain what is meant by a 
marketing channel of 
distribution and why 
intermediaries are needed. 

pp. 290-292 Quiz #4 (worth 5 
points) 
 

Update scrapblog 
(worth 5 points) 

7 Marketing Channels 2.22.10 Direct channel 
Indirect channel 
Dual distribution 
Multichannel marketing 

13.02 Distinguish among traditional 
marketing channels, electronic 
marketing channels, and 
different types of vertical 
marketing systems. 

pp. 292-298 Retail distribution 
exercise (worth 5 
points) 

Break-Even Analysis 
section draft (worth 10 
points) 

7 Marketing 
Communications 

2.24.10 Branding 
Brand name 
Brand personality 
Consumer-brand connection 

11.03 Recognize the importance of 
branding and alternative 
branding strategies. 

pp. 247-250 Branding exercise Update scrapblog 
(worth 5 points) 

8 Marketing 
Communications 

3.1.10 Packaging 
Convenience 
Brand associations 
Shelf life 

11.04 Describe the role of packaging 
and labeling in the marketing of 
a product. 

pp. 253-255 Packaging exercise 
(worth 5 points) 

 

8 Marketing 
Communications 

3.3.10 Integrated marketing 
communications 
Communication 
Encoding 
Decoding 
Noise 
Response 
Promotional mix 

15.01 Discuss integrated marketing 
communications and the 
communication process. 

pp. 336-338 Marketing Plan rubric 
exercise (worth 5 
points) 

Comprehensive 
Marketing Plan draft 
#1 (worth 20 points) 
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WEEK TOPIC COURSE 

SCHEDULE 
KEY TERMS & CONCEPTS LEARNING OBJECTIVES ASSIGNED 

READING 
IN-CLASS 

ACTIVITIES 
HOMEWORK 

9 Promotional Mix 3.8.10 Advertising 
Personal selling 
Public relations 
Sales promotion 
Direct marketing 
Target audience 

15.02 Describe the promotional mix 
and the uniqueness of each 
component. 

pp. 338-342  Prep for quiz #5 

9 Promotional Objectives 3.10.10 Purchase decision process 
Hierarchy of effects 
Awareness 
Interest 
Evaluation 
Trial 
Adoption  

 Specify promotion objectives. pp. 98-101, 
346 

Quiz #5 (worth 5 
points) 
 

Update scrapblog 
(worth 5 points) 

10 Media Mix 3.15.10 Television 
Radio 
Magazines 
Newspapers 
Yellow Pages 
Internet 
Outdoor 
Direct mail 

16.03 Explain the advantages and 
disadvantages of alternative 
advertising media. 

pp. 366-370  Comprehensive 
Marketing Plan draft 
#2 (worth 20 points) 

10  
 

3.17.10       

11  
 

3.22.10     FINAL MARKETING 
PLAN DUE TODAY 
(worth 50 points) 
 

 

11  
 

3.24.10     FINAL SCRAPBLOG 
DUE TODAY 
(worth 30 points) 
 

 

 
 


