	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	  Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 1
	The World of Promotion
Students will examine careers in promotion, identify types of promotion and promotional channels and determine factors to consider in marketing communications at the global level.

	Outcome
	1.1	Employability Skills: Develop career awareness and employability skills (e.g., face-to-face, online) needed for gaining and maintaining employment in diverse business settings.

	Competencies
	1.1.2	Identify the scope of career opportunities and the requirements for education, training, certification, licensure, and experience.

	Outcome
	5.1	Marketing Fundamentals: Describe principles of marketing, marketing functions and the factors influencing their effectiveness.

	Competencies
	5.1.9	Describe promotion’s nature, scope and role in meeting business objectives (e.g., types of promotion, promotional mix, promotional channels).

	Outcome
	5.9	Marketing Communications: Apply the concepts and determine the strategies needed to communicate information about products, services, images or ideas to achieve desired outcomes that support organizational goals and objectives.

	[bookmark: AH_CS2]Competencies
	5.9.1	Describe types of promotional channels used to communicate with targeted audiences (e.g., word-of-mouth, direct, advertising, social) and the use of public-relations activities and trade shows or expositions.
5.9.5	Explain considerations affecting global marketing communications.

	Instructional Strategies
Create a draw-bucket containing different promotional careers (e.g., advertising agent, public relations specialist, social media manager, etc.). Each student should draw a slip and research the career indicated. Students should determine job opportunities, roles and responsibilities and requirements for hiring (e.g., education, licensure, experience, etc.) in the selected field. They should also locate examples of promotional materials that individuals working in that field produce or manage, identify the different promotional channels used in that field and explain factors that someone working in that field needs to consider when operating at a global level. Provide students with two options for sharing their findings: an oral presentation or a written report. 

	Instructional Resources
Fields within Marketing
http://www.marketingcareerszone.com/fields-within-marketing.html
MarketingCareersZone.com is a free resource developed by the Graduate Educational Information Service (GEIS). Direct students to the passages in this article about media coordinators, public relations specialists, advertising sales directors and media buyers to learn more about some careers in marketing communications.


Introduction to Marketing Communications Lesson
http://www.marketingteacher.com/introduction-to-marketing-communications/
This lesson introduces students to the marketing communications mix.

Know This Tutorials
Promotion Decisions: http://www.knowthis.com/promotion-decisions
Types of Promotion: http://www.knowthis.com/types-of-promotion
These two tutorials introduce types of promotion, the promotional mix and promotional channels.

Ohio Means Jobs
https://jobseeker.ohiomeansjobs.monster.com/Seeker.aspx
Students can use the Ohio Means Jobs system to explore career opportunities, labor market projections and educational options.






	
Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 2
	Advertising
Students will identify types of advertising media, target audiences for the different types, and advertisement components and design principles used to communicate with different target audiences.

	Outcome
	5.9	Marketing Communications: Apply the concepts and determine the strategies needed to communicate information about products, services, images or ideas to achieve desired outcomes that support organizational goals and objectives.

	Competencies
	5.9.2	Explain types of media used in advertising (e.g., print, broadcast, digital, out-of-home, specialty, direct mail, product placement) and the types of advertisements used by those media.
5.9.3	Explain the use of an advertisement’s components to communicate with targeted audiences.
5.9.10	Describe design principles to be able to communicate needs to designers or creatives.

	Instructional Strategies
Each student should select a company (e.g., Coca-Cola, Cedar Point, Nike, etc.) to be the focus of this project. After conducting research on the company, each student should create a graphic organizer (e.g., wagon wheel) showing the different types of advertising media that the company uses, examples of the different types, the target audience for each type, and advertisement components and design principles used to appeal to the different target audiences.

	Instructional Resources
Advertising Lesson
http://www.marketingteacher.com/advertising/
This lesson and accompanying exercise focus on categories of advertising and advertising benefits.

Advertising, Sales Promotion and Public Relations
http://www-rohan.sdsu.edu/~renglish/370/notes/chapt19/index.htm
These notes, developed by a San Diego State University professor, address multiple forms of marketing communications. Students should focus on the discussion of types of advertisements and different media alternatives.

Effective Advertising Makes People Remember Your Name
http://www.bizfilings.com/toolkit/sbg/marketing/advertising-pr/advertising-benefits.aspx
This article highlights low- and no-cost advertising.

Know This Tutorials
Advertising: http://www.knowthis.com/advertising
Types of Advertising Media: http://www.knowthis.com/types-of-advertising-media
These two tutorials examine the importance of advertising, types of advertising and types of advertising media.

Reference for Business
http://www.referenceforbusiness.com/
Reference for Business is a free website containing multiple business encyclopedias, business biographies, sample business plans, and a guide to American industries. The Encyclopedia of Small Business and Encyclopedia of Business contain comprehensive overviews of advertising media.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 3
	Word-of-Mouth Promotion
Students will use word-of-mouth promotional strategies to build brands and promote products and services.

	Outcome
	5.9	Marketing Communications: Apply the concepts and determine the strategies needed to communicate information about products, services, images or ideas to achieve desired outcomes that support organizational goals and objectives.

	Competencies
	5.9.6	Implement word-of-mouth strategies to build brand and to promote products using word-of-mouth strategies.

	Instructional Strategies
Students should work together as a class to compile a list of good experiences and bad experiences that they have had with products and services.  Students should then talk with their classmates about how they heard about other people’s good product experiences as well as how many individuals they told about their bad experiences.  Lead the class in a discussion of how word-of-mouth strategies can be used to promote (or denounce) a product.

	Instructional Resources
How to Harness the Power of Word-of-Mouth Marketing
http://blogs.kenan-flagler.unc.edu/2011/04/25/how-to-harness-the-power-of-word-of-mouth-marketing/
This article, provided by the UNC Kenan-Flagler Business School, contains tips on generating more word-of-mouth marketing.

Word-of-Mouth Advertising
http://www.greenbiz.ca.gov/toolkit/word_of_mouth_advertising.html
Developed by the Bay Area Green Business Program in San Francisco, this article discusses word-of-mouth promotional tactics appropriate for small businesses.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 4
	Product Placement
Students will identify product-placement opportunities in school and community activities and examine the benefits of product placement for different stakeholders.

	Outcome
	5.9	Marketing Communications: Apply the concepts and determine the strategies needed to communicate information about products, services, images or ideas to achieve desired outcomes that support organizational goals and objectives.

	Competencies
	5.9.7	Identify product-placement opportunities, and use them to promote products.

	Instructional Strategies
Divide the class into groups of three or four students each. Each group should brainstorm possible opportunities for product placement in school and community activities (e.g., school play, choir concert, awards ceremony, daily school newscast, etc.). Lead the class in a discussion of these different product-placement opportunities and ways in which product placement would benefit the companies being promoted, the event organizers and participants in the events.

	Instructional Resources
High-School Theaters Turn to Product Placement
http://online.wsj.com/news/articles/SB10001424052702304747404579445301988839832
This article from The Wall Street Journal explains how some school theater departments around the country are raising money with product placement.

Product Placement News
http://productplacement.biz/
Product Placement News is a free website containing recent articles about product placement on television, the Internet, movies, music and video games.

Stealth Marketing: How Brands Infiltrate Vine with Product Placement
http://mashable.com/2014/07/22/sneaky-vine-ads/
This article highlights marketers’ increasing use of Vine videos for product placement.


	
Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 5
	Direct Marketing
Students will design and implement a direct-marketing campaign to promote the school’s marketing program and associated DECA chapter.

	Outcome
	5.9	Marketing Communications: Apply the concepts and determine the strategies needed to communicate information about products, services, images or ideas to achieve desired outcomes that support organizational goals and objectives.

	Competencies
	5.9.8	Execute direct-marketing strategies to attract attention and to build brand (e.g., direct mail, online advertising, email marketing, websites, social media, podcasts and webcasts, videos and images, mobile, search-engine optimization, crowdsourcing).

	Instructional Strategies
Students should design and implement a direct-marketing campaign to promote the school’s marketing education program and associated DECA chapter. The campaign should incorporate multiple direct-marketing strategies, including direct mail, social media, videos, etc.

	Instructional Resources
Direct Mail Lesson Plan
http://kwhs.wharton.upenn.edu/lesson_plans/you%E2%80%99ve-got-mail/
This Knowledge @ Wharton High School Lesson Plan requires students to design and analyze the effectiveness of direct mail strategies.

Integrated Marketing Communications and Direct Marketing
http://www-rohan.sdsu.edu/~renglish/370/notes/chapt18/index.htm
The last section of these notes, developed by a San Diego State University professor, focuses on the growth of, value of and issues in direct marketing.

What is Direct Marketing?
http://www.marketingteacher.com/direct-marketing/
This article from MarketingTeacher.com discusses different direct marketing media.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 6
	Writing Content for Marketing Communications
Students will determine a company’s product and corporate brand values and develop content to use in inbound and outbound marketing communications.

	Outcome
	1.2	Leadership and Communications: Process, maintain, evaluate and disseminate information in a business. Develop leadership and team building to promote collaboration.

	Competencies
	1.2.1	Extract relevant, valid information from materials and cite sources of information.
1.2.5	Communicate information (e.g., directions, ideas, vision, workplace expectations) for an intended audience and purpose.	

	Outcome
	3.3	Business Communications Management: Apply strategies and procedures to plan, create, implement, and evaluate internal and external company communications.

	Competencies
	3.3.12	Repurpose content for use in communication.

	Outcome
	5.8	Branding: Apply branding techniques and methods to acquire position in the minds of internal and external customers that is consistent with organizational goals and objectives.

	Competencies
	5.8.6	Distinguish between product or service branding and corporate branding.
5.8.9	Determine and communicate brand values to customers and employees.

	Outcome
	5.9	Marketing Communications: Apply the concepts and determine the strategies needed to communicate information about products, services, images or ideas to achieve desired outcomes that support organizational goals and objectives.

	Competencies
	5.9.9	Develop and critique content for use in inbound and outbound marketing communications. 

	Outcome
	5.11	Selling: Determine client needs, wants and fears; and respond through planned, personalized communication that influences purchase decisions and enhances future business opportunities.

	Competencies
	5.11.4	Identify sources of product information that can be used to communicate product benefits and ensure appropriateness of a product for the customer or client.




	Instructional Strategies
Divide the class into small groups and assign a different company to each group. The groups should research the history of the company, determine the brand values of the company’s product and corporate brands, and identify ways in which those values are communicated to internal and external customers. Then, each group should develop content that could be used to communicate the features and benefits of that company’s products to customers. Finally, each group should share its findings and proposed promotional content in an oral presentation to the class, who should evaluate the effectiveness of the group’s proposed content.

	Instructional Resources
Managing the Advertising Campaign Tutorial
http://www.knowthis.com/managing-the-advertising-campaign
This tutorial focuses on decisions involved in creating an advertising campaign. Start with the Creating an Advertising Message page and read through the end of the tutorial for a discussion of developing an advertising message.

Promotional Writing Formula
http://www.uc.edu/content/dam/uc/ucomm/docs/PromoWriting.pdf
The National Institute for Organizational Research and Problem Solving developed these 10 guidelines for persuading readers.

Writing Materials for Promotion
http://www.extension.iastate.edu/agdm/wholefarm/pdf/c5-131.pdf
Provided by the Iowa State University Extension office, this manual explains types of promotional materials and guidelines for writing promotional messages.
 




	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 7
	Going Online
Students will assess the impact of digital communications on branding and customer interactions, build a simple webpage and recommend social media sites appropriate for promoting a business.

	Outcome
	1.2	Leadership and Communications: Process, maintain, evaluate and disseminate information in a business. Develop leadership and team building to promote collaboration.

	Competencies
	1.2.9	Identify advantages and disadvantages involving digital and/or electronic communications (e.g., common content for large audience, control of tone, speed, cost, lack of non-verbal cues, potential for forwarding information, longevity).

	Outcome
	1.4	Knowledge Management and Information Technology: Demonstrate current and emerging strategies and technologies used to collect, analyze, record and share information in business operations.

	Competencies
	1.4.2	Select and use software applications to locate, record, analyze and present information (e.g., word processing, e-mail, spreadsheet, databases, presentation, Internet search engines).

	Outcome
	3.1	Customer Relations: Apply techniques, strategies and tools to develop, maintain and grow positive internal and external customer, or client, relationships.

	Competencies
	3.1.9	Identify opportunities to use crowdsourcing to engage customers or clients, improve customer or client relationships, promote brand, and solicit new ideas and solutions.

	Outcome
	5.8	Branding: Apply branding techniques and methods to acquire position in the minds of internal and external customers that is consistent with organizational goals and objectives.

	Competencies
	5.8.1	Describe the role and importance of customer voice in branding and how this voice may vary across media and channels.

	Outcome
	5.12	Marketing Operations: Apply operational policies to perform procedures and activities that ensure marketing’s efficiency and effectiveness.

	Competencies
	5.12.7	Leverage data to support real-time customization of customer interactions.  




	Outcome
	6.3	Business Applications: Apply tools, processes and procedures to manage the efficient and effective use of technology to achieve organizational goals.

	Competencies
	6.3.4	Research and use website creation tools to post web pages and storefronts that support multimedia use and achieve operational metrics (e.g., load time, availability, usability, search engine optimization) on multiple devices and platforms.
6.3.5	Research and incorporate visual, interactive and social media content into business communications.

	Instructional Strategies
Each student should locate and examine a product review blog. Then, s/he should develop a two-paragraph “mini” report. In the first paragraph, the student should describe how the blog has impacted the product’s brand image. In the second paragraph, students should discuss ways in which the blog and other digital communications have enhanced or detracted from the company’s interactions with its customers.

Finally, divide the class into small groups.  Each group should develop a simple website, webpage or storefront for the school-based enterprise or a small local business. Each group should also identify social media networks that it recommends for promoting the business. Each group should use the classroom white board to present its work to the class.

	Instructional Resources
Digital Marketing Lessons
Digital Marketing: http://www.marketingteacher.com/digital-marketing/
Digital Marketing and Promotion: Digital Advertising: http://www.marketingteacher.com/digital-marketing-and-promotion-internet-advertising/
Email Marketing: http://www.marketingteacher.com/email-marketing-2/
These three lessons introduce students to the basics of digital marketing and promotion.

The Power of Email Marketing
https://www.digitalgov.gov/2014/08/11/the-power-of-email-marketing/
This article discusses the importance of email marketing in digital outreach efforts.

Principles of Online Presence Lesson Plan
http://www.bized.co.uk/educators/16-19/business/marketing/lesson/online1.htm
In this lesson, students examine the impact, advantages and disadvantages of business websites.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 8
	Publicity/Public Relations
Students will develop public-relations materials to build interest in their marketing program and CTSO.

	Outcome
	3.3	Business Communications Management: Apply strategies and procedures to plan, create, implement, and evaluate internal and external company communications.

	Competencies
	3.3.8	Collaborate on and aggregate complex internal documents to create a common voice that is vision, mission and brand-consistent.
3.3.10	Develop a crisis-management plan to control communications and mitigate damage to company’s image.

	Outcome
	5.9	Marketing Communications: Apply the concepts and determine the strategies needed to communicate information about products, services, images or ideas to achieve desired outcomes that support organizational goals and objectives.

	Competencies
	5.9.11	Employ publicity to inform audiences of business activities, to create goodwill and to establish or reinforce brand (e.g., press releases, public-service announcements, press kits).
5.9.12	Participate in community outreach involvement that fosters a positive company image and networking.

	Instructional Strategies
Students should develop and use public-relations materials (e.g., press releases, public-service announcements, press kits, etc.) to build goodwill about the marketing program and CTSO. Students should also organize and participate in community-outreach activities to generate attention and interest in their program and CTSO. Finally, students should work in groups to develop a crisis-management plan for the marketing program and CTSO.

	Instructional Resources
Advertising, Sales Promotion and Public Relations
http://www-rohan.sdsu.edu/~renglish/370/notes/chapt19/index.htm
These notes, developed by a San Diego State University professor, address multiple forms of marketing communications. Students should focus on the discussion of public relations and publicity.

KnowThis Tutorials
Public Relations: http://www.knowthis.com/public-relations
Types of Public Relations Tools: http://www.knowthis.com/types-of-public-relations-tools
These two tutorials focus on the growing importance of public relations, methods used for public relations and types of public relations tools.

Public Relations (PR)
http://www.marketingteacher.com/public-relations-pr/
This article explains the many elements of public relations (PR).

Publicity. . . What Is It?
http://alex.state.al.us/lesson_view.php?id=24787
Developed by an Alabama teacher, this hands-on activity requires students to identify, describe and provide examples of public relations efforts.

Sponsorship and Publicity Lesson Plan
http://kwhs.wharton.upenn.edu/lesson_plans/sponsorship-and-publicity/
In this lesson, students analyze the role of sponsorship and publicity in the promotional mix.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 9
	Sales Promotion
Students will redesign a product’s packaging and select sales-promotion activities to information and remind students of the product. 

	Outcome
	5.8	Branding: Apply branding techniques and methods to acquire position in the minds of internal and external customers that is consistent with organizational goals and objectives.

	Competencies
	5.8.11	Assess product packaging to improve its function and brand recognition (e.g., packaging requirements, graphic design, adequacy).
5.8.13	Build brand, and use grassroots and co-branding strategies.

	Outcome
	5.9	Marketing Communications: Apply the concepts and determine the strategies needed to communicate information about products, services, images or ideas to achieve desired outcomes that support organizational goals and objectives.

	Competencies
	5.9.13	Employ sales-promotion activities to inform or remind customers of business or product (e.g., signage, slogans and taglines, brand identifiers, frequency or loyalty programs, specialty promotions, special events, trade shows or expositions, web games).

	Instructional Strategies
Divide the class into groups of three or four students. Each group should select an existing product and use technology to redesign its packaging. The students’ new design should increase brand recognition and create opportunities for cobranding. Each group should then identify sales-promotion activities that it would use in conjunction with its new brand design. Finally, each group should present its new design, discuss the sales promotions that it would use in conjunction with it and explain how the group’s changes will inform and remind customers of the product. 

	Instructional Resources
Advertising, Sales Promotion and Public Relations
http://www-rohan.sdsu.edu/~renglish/370/notes/chapt19/index.htm
These notes, developed by a San Diego State University professor, address multiple forms of marketing communications. Students should focus on the discussion of sales promotion’s  importance and types of sales promotions.

KnowThis Tutorials
Sales Promotion: http://www.knowthis.com/sales-promotion
Types of Sales Promotion: http://www.knowthis.com/types-of-sales-promotion
These tutorials focus on the objectives of sales promotion, trends in sales promotion and types of sales promotion.

Sales Promotions Lesson Plan
http://kwhs.wharton.upenn.edu/lesson_plans/sale-upto-75-off/
This lesson plan from Knowledge@Wharton High School addresses the usefulness of sales promotions for the promotional mix.

What Is Sales Promotion?
http://www.marketingteacher.com/sales-promotion/
This article introduces the various sales promotion activities.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 10
	Get Creative
Students will develop presentations appropriate for recruiting potential candidates for the marketing program.

	Outcome
	1.2	Leadership and Communications: Process, maintain, evaluate and disseminate information in a business. Develop leadership and team building to promote collaboration.

	Competencies
	1.2.2	Deliver formal and informal presentations.
1.2.12	Use technical writing skills to complete forms and create reports.
1.2.13	Identify stakeholders and solicit their opinions.

	Outcome
	3.1	Customer Relations: Apply techniques, strategies and tools to develop, maintain and grow positive internal and external customer, or client, relationships.

	Competencies
	3.1.6	Reinforce company’s image and culture to exhibit the business’s brand promise.

	Outcome
	3.3	Business Communications Management: Apply strategies and procedures to plan, create, implement, and evaluate internal and external company communications.

	Competencies
	3.3.9	Conduct creative briefing, and gain commitment from clients.

	Outcome
	5.10	Marketing Communications Management: Plan and control marketing communications activities consistent with brand guidelines, organizational and departmental strategies and marketing plans and budgets.

	Competencies
	5.10.4	Develop marketing or creative briefs to assist with acceptance, design and implementation of promotional strategies by others (e.g., art director, copywriter, website developer).

	Outcome
	5.11	Selling: Determine client needs, wants and fears; and respond through planned, personalized communication that influences purchase decisions and enhances future business opportunities.

	Competencies
	5.11.1	Describe motivational theories that can be used to enhance customer relationships and increase the likelihood of making sales.




	Instructional Strategies
Bring in a guest speaker from a marketing communications company (ad agency, social media agency, etc.) or have students form teams to research these types of companies and the briefs and work that they complete.  Then, have students create a brief for a proposed promotional campaign.  Students should present the brief to the class or to a business person.  For best results, have all teams work with a community business, non-profit or government agency to develop the campaign proposal for them.
  
	Instructional Resources
Creative Brief Wizard
http://www.creativebriefwizard.com/
Use the template on this free site to build a concise creative brief.

How to Write a Creative Brief
http://advertising.about.com/od/tipoftheweek/ht/How-To-Write-A-Creative-Brief.htm
This step-by-step guide details the basics of writing an effective creative brief.

Mastering the Creative Brief
http://www.aiga.org/mastering-the-creative-brief/
This article, provided by AIGA (a professional association for design), explains why to write a creative brief, what to include in a creative brief and steps to writing a creative brief.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 11
	Planning Promotional Activities
Students will develop an advertising and sales-promotion campaign for a local business.

	Outcome
	5.10	Marketing Communications Management: Plan and control marketing communications activities consistent with brand guidelines, organizational and departmental strategies and marketing plans and budgets.

	Competencies
	5.10.2	Negotiate media buys and placement to enhance return on investment.
5.10.6	Describe the role, organization and fee structures of advertising agencies.
5.10.7	Select and collaborate with third-party vendors (e.g., advertising agencies, researchers), and evaluate their work.

	Outcome
	5.12	Marketing Operations: Apply operational policies to perform procedures and activities that ensure marketing’s efficiency and effectiveness.

	Competencies
	5.12.5	Leverage data to recommend personalized, relevant campaigns.
5.12.6	Develop marketing campaign workflows. 

	Outcome
	10.1	Strategic Planning: Implement planning tools to guide organization’s or department’s activities.

	Competencies
	10.1.4	Conduct an organizational or department situational analysis of the internal and external environment to support development of a strategic plan.
10.1.6	Develop and communicate time-bound company or departmental vision, goals and objectives.
10.1.7	Develop strategic action plans at the departmental level to achieve goals and objectives (e.g., marketing, research and development, procurement, production, human resources, information technology).

	Outcome
	10.2	Strategic Execution: Apply the principles and concepts used to align organizational and departmental strategies with tactical execution plans.

	Competencies
	10.2.1	Identify activities required to support the strategic goals, objectives, and plans of the organization; and adjust departmental focus.
10.2.2	Identify functions, skills, and capabilities required to execute strategy; and determine whether those skills and capabilities are present or available.
10.2.3	Compare options for departmental structure, and evaluate their ability to support plan execution (e.g., in-house or outsourced; centralized, remote, hybrid; cross-functional teams or specialized groups).
10.2.4	Describe the relationship of departmental strategies to departmental goals and objectives.
10.2.5	Determine departmental policies required to support strategy. 

	Instructional Strategies
Divide students in groups and have them develop a strategic plan for a department within a company. Students will discuss how the plan could be implemented and the outcomes they would expect.  Have students discuss what skills will be needed by individuals to execute the strategy.   Have students recommend a structure for a marketing department.
	Instructional Resources
Advertising, Sales Promotion and Public Relations
http://www-rohan.sdsu.edu/~renglish/370/notes/chapt19/index.htm
These notes, developed by a San Diego State University professor, address multiple forms of marketing communications. Students should focus on the discussion of developing and executing an advertising program.

Developing a Promotional Campaign Lesson
http://www.bized.co.uk/educators/16-19/business/marketing/lesson/campaign.htm
This lesson can be used as a classroom activity or as homework to teach students the steps to developing a promotional campaign.

Managing the Advertising Campaign Tutorial
http://www.knowthis.com/managing-the-advertising-campaign
This tutorial focuses on decisions involved in creating an advertising campaign, including setting advertising objectives, setting the budget, selecting media and evaluating campaign results.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 12
	Evaluating Promotional Efforts
Students will evaluate promotional efforts, determine the effectiveness of these efforts and formulate recommendations for improvements.

	Outcome
	1.2	Leadership and Communications: Process, maintain, evaluate and disseminate information in a business. Develop leadership and team building to promote collaboration.

	Competencies
	1.2.7	Use problem-solving and consensus-building techniques to draw conclusions and determine next steps.

	Outcome
	5.3	Marketing Information Management: Apply the concepts, systems and tools needed to gather, synthesize, evaluate and disseminate marketing information for use in making business decisions that achieve organizational goals and objectives.

	Competencies
	5.3.5	Track business information to stay abreast of trends and changes that could impact marketing (e.g., customer databases, partners’ and competitors’ activities, sales and operational data, environmental changes).

	Outcome
	5.9	Marketing Communications: Apply the concepts and determine the strategies needed to communicate information about products, services, images or ideas to achieve desired outcomes that support organizational goals and objectives.

	Competencies
	5.9.4	Critique advertisements to ensure achievement of goals or objectives.

	Outcome
	5.10	Marketing Communications Management: Plan and control marketing communications activities consistent with brand guidelines, organizational and departmental strategies and marketing plans and budgets.

	Competencies
	5.10.1	Identify and evaluate inbound and outbound marketing communications tactics and strategies, and recommend improvements.
5.10.5	Evaluate promotional strategies and activities, and recommend improvements.

	Outcome
	5.12	Marketing Operations: Apply operational policies to perform procedures and activities that ensure marketing’s efficiency and effectiveness.

	Competencies
	5.12.1	Apply marketing analytics. 




	Outcome
	10.2	Strategic Execution: Apply the principles and concepts used to align organizational and departmental strategies with tactical execution plans.

	Competencies
	10.2.6	Explain uses of and differences in financial and operational information analysis (e.g., financial KPIs, marketing KPIs, logistics KPIs), and identify metrics that promote a balanced and successful approach to execute strategy.
10.2.7	Determine alternative actions to take when goals are not being met (e.g., modify tactics, increase allocated resources, challenge goals, identify exit options).

	Instructional Strategies
[bookmark: _GoBack]Lead the class in a discussion of a local business, school program or event that promotes itself in the community or school. In small groups, students should evaluate the business’s, program’s or event’s marketing communications to determine their effectiveness. Then, each group should develop recommendations for improving these promotional efforts.
 
	Instructional Resources
Advertising, Sales Promotion and Public Relations
http://www-rohan.sdsu.edu/~renglish/370/notes/chapt19/index.htm
These notes, developed by a San Diego State University professor, address multiple forms of marketing communications. Students should focus on the discussion of evaluating an advertising program.

Evaluating Public Relations and Advertising
http://www.parks.ca.gov/pages/795/files/chapter%206%20evaluating%20public%20relations%20and%20advertising.pdf
This short article discusses methods and techniques for tracking communication efforts.

Promotional Analysis
http://ezinearticles.com/?Promotional-Analysis&id=6551773
This article explains the importance of evaluating the effectiveness of a promotion and the steps to conduct promotional analysis.





	Career Field
	Business and Administrative Services, Finance and Marketing

	Course Name
	Integrated Marketing Communications

	Description
	Students will create, execute, and evaluate promotional strategies and content for advertising, sales promotion, and publicity/public relations. They will apply project management techniques to guide and control promotional campaign development and execution. Students will incorporate motivation theories, branding techniques and design principles in communications with targeted audiences. They will plan and implement procedures to use marketing communications that mitigate image or brand-damaging issues. Technology, employability skills, leadership and communications will be incorporated in classroom activities.

	Unit 13
	Project Management
Students will use project-management skills, processes and tools to plan and implement a school fundraiser, event or activity.

	Outcome
	1.2	Leadership and Communications: Process, maintain, evaluate and disseminate information in a business. Develop leadership and team building to promote collaboration.

	Competencies
	1.2.10	Use interpersonal skills to provide group leadership, promote collaboration, and work in a team.

	Outcome
	8.3	Project Management: Plan, manage, monitor, and control projects to improve workflow, minimize costs, and achieve intended project outcomes using planning and project-management tools.

	Competencies
	8.3.1	Compare and contrast the role and responsibilities of project sponsors, project managers, and project team members.
8.3.2	Explain the impact of expectation setting on project outcomes.
8.3.3	Define project objectives, scope, outputs, and resource requirements (i.e., project charter and statement of work).
8.3.4	Document, sequence, allocate, and schedule activities to facilitate on-time and on-budget completion of project by qualified resources.
8.3.5	Manage project scope and activities as project progresses (e.g., identify scope changes, monitor critical path, update project activities). 
8.3.6	Manage project schedule, resources, costs, and quality as project progresses (e.g., review project completion status, identify potential delays, review costs, review drafts). 
8.3.7	Monitor and communicate project status, issues and changes to stakeholders. 
8.3.8	Manage the project team throughout the project to reduce conflict, minimize rework, and meet the project objectives (e.g., enforce ground rules, identify and provide training, facilitate cross-team communications, catalog and resolve issues, provide feedback). 
8.3.9	Close project (e.g., obtain buyer acceptance, finalize billing, archive documentation). 
8.3.10	Evaluate project results (e.g., compare project results to expectations, conduct surveys, review lessons learned), and recommend follow-up actions.




	Instructional Strategies
Students should plan and implement a fundraiser or other school activity using project-management skills, processes and tools. In groups, students should develop an organizational chart defining the roles and responsibilities of all involved parties. Students should also develop sub-committees responsible for setting goals and identifying required resources.  Students should then develop a budget and detailed timeline for project activities.  Students should report on the progress of each subcommittee at designated timed intervals to ensure objectives are being met efficiently. Upon completion of the fundraiser, event or activity, students should evaluate the results, design an improvement plan and establish follow-up activities.  

	Instructional Resources
Integrating Project Management Skills Into Your Classroom
http://pmief.org/learning-resources/resources-for-youth/teachers
The Project Management Institute Educational Foundation (PMIef) has developed free curricula and other materials for teaching project management skills to secondary-school students. 

Project Management Basics
http://www.usability.gov/tags/project-management/
Usability.gov, which is managed by the Digital Communications Division in the U.S. Department of Health and Human Services’ Office of the Assistant Secretary for Public Affairs, focuses on making digital content more useful to government and private individuals. However, there are a number of project management articles and tools that would be useful to students (e.g., Project Management Basics, Develop a Project Plan, etc.).

Project Management Lesson
http://www.bized.co.uk/educators/16-19/business/production/lesson/project1.htm
This detailed lesson introduces the project management process.

Project Management Methodology Guidelines
http://www.chandleraz.gov/Content/PM000PMMethodologyGDE.pdf
Provided by the city of Chandler, Arizona, this 97-page e-book includes an overview of project management, a step-by-step guide to the phases of project management.




