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DESCRIPTION

This course is focused on the study of communication and how it influences the
consumer's decision-making in their personal, family and as a member of a society. The
promotional tools available to a marketing, sales or product manager are analyzed; and
how they contribute to the achievement of marketing objectives, in for-profit or non-profit
companies. The relationship of promotional tools with the other elements of the
marketing mix is emphasized; as well as part of the company's strategic planning
process. The course is offered using the service-learning methodology in which the
student develops projects for non-profit organizations in the community.

JUSTIFICATION

The promotional area as a marketing tool is a vehicle that facilitates the exchange
between organizations and individuals who are looking for innovative alternatives to
meet their needs and desires. For communication in the marketing area to contribute to
achieving a full understanding between individuals and organizations; It is extremely
necessary to know and master areas such as: patterns of behavior of individuals and
organizations, analysis of information, decision-making, messages to be transmitted
through the different media, adaptation of the message according to the characteristics
of the segment of



desired market and knowledge of promotional tools at the level of mass media, applied
to intermediaries and direct marketing.

The marketing manager and the media manager need to know each of the elements of
the marketing mix, namely: product, price, promotion, and distribution. In addition, it is
necessary to know how promotion facilitates the exchange of ideas and activities related
to the other elements of marketing.

This course trains the student to participate effectively in the formulation of marketing
strategies as well as to relate to the people who work in the advertising, advertising and
sales promotion phase of a product.

COMPETENCIES
The course develops the following competencies in the student:

e Research and exploration
e Communication

OBJECTIVES

Upon completion of the course, the student will be able
to:

1. Explain the interrelationship between the promotional area and the other
elements of the marketing mix.

2. Apply the basic concepts and theories related to the process
of

Marketing communication in situations related to the distribution and sale of goods
or services.

3. Select the most appropriate promotional tool for different situations
that arise in the marketing process.

4. ldentify which are the persuasive elements that should be used in the
presentation of messages.

5. Recognize the importance of ethics in the organization's promotional
activities.

6. Prepare a promotional plan.

CONTENT



. Introduction

A. Relationship between the promotion variable and the other elements of the
mixture of marketing.

B. Components of the promotional mix.
[I.  The promotional strategy
The promotion plan
Definition of goals and objectives
Situation analysis
Identification and description of target market
Integration of efforts and resources
Tactical components
Legal and ethical aspects of promotion
H. Determination of the promotional budget
. Consumer Communication and Response Process
A. Meaning and Importance of the Communication Process
B. Communication instruments applied to the marketing area
C. Information processing
D. Level of consumer involvement
IV. IV. Consumer Research and Response
A. Extended level of conduct
B. Level of habitual behavior
V. Promotion Strategies
A. Market segmentation and location "positioning"
B. Creative strategy in the promotional message
C. Design and production of the message
1. Headline
2. Content ("copy")
VI.  Identification and description of the mass media with potential promotion

emMmoow»
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Radio

Newspapers

Magazines

Television

Outdoor advertising

Cinemal/theatres

Point of purchase displays

The Internet and means of social interactivity

VIl.  Characteristics of media strategy

nTmo o>

Scope and frequency

Identification and definition of target audience
Competitive aspects

Specifications

Media Quotation

Media Selection and Purchase Plan ("scheduling")

VIll.  Consumer-level sales promotion

G

H.
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Samples
Coupons
Incentives
Contests
Prizes ("premiums")
Direct Marketing
1. Telemarketing
2. Mailing
Retail Promotions ("POPs")
Non-traditional places and methods (Innovative media)

IX. Promotion at the wholesaler level
A. Volume Discounts

B.
C.

Cooperative advertising
Gondola Purchase



D. Ordering and restocking of the shelf
("Merchandising")

E. Discounts for early payment
F. Promotion of tests

G. Supply of material and technology to support
the sale

X. Evaluating Promotional Effectiveness
A. Guidelines for measuring effectiveness

B. Evaluate different methods of measuring
effectiveness

METHODOLOGY

Lectures by the Professor Discussion of promotional events experienced by the
business sector. Discussion of current cases and situations. Interactive talks offered
by guest speakers. Analysis of radio, press, television, newspaper, magazine and
other media advertisements. Analysis and group presentations on promotional
strategies. Visits to companies. Analysis and discussion of videos on promotional
strategies. Activities organized by the Student Associations and/or the Student
Council. Presentation of Research Work.

EVALUATION
Jobs and cases 40%
Situational analysis 30%
Promotional Plan (Final Evaluation) 30%
Total 100%

ASSESSMENT OF LEARNING

The rubric of institutional appraisal is applied to the central activity of the course.

TEXT

Belch, M.; Belch, G. (2011). Advertising and Promotion: An Integrated
Marketing

Communications Perspective. New York, NY; McGraw-Hill,

Inc.
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Internet Links
Advertising Age - http://www.adage.com Advertising Council -
http://www.adcouncil.org Advertising World -
http://advertising.utexas.edu/world Adweek -
http://www.adweek.com American Association of Advertising
Agencies (AAAA) www.aaaa.org American Marketing Association
(AMA) www.marketingporwer.com Association of National
Advertisers (ANA) www.ana.net Audit Bureau of Circulations -
http://www.accessabc.com Direct Marketing Association (DMA)
www.the-dna.org
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REASONABLE ACCOMMODATION

For detailed information on the process and required documentation, you should visit
the appropriate office. To ensure a level playing field, in compliance with the ADA
(1990) and the Rehabilitation Act (1973), as amended, any student in need of
reasonable accommodation or special assistance must complete the process
established by the Vice Presidency for Academic Affairs.

ACADEMIC INTEGRITY

This policy applies to all students enrolled at Sacred Heart University to take courses
with or without academic credit. A lack of academic integrity is any act or omission that
does not demonstrate the honesty, transparency and responsibility that should
characterize all academic activity. Any student who fails to comply with the policy of
honesty, fraud and plagiarism is exposed to the following sanctions: they will receive a
grade of zero in the evaluation and/or repetition of the work in the seminar, a grade of
F(*) in the seminar: suspension or expulsion as established in the Academic Integrity
Policy document with an effective date of November 2022.
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