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Medill Integrated Marketing Communications 

Northwestern University 
 

 

IMC 300: Integrated Marketing Communications 
 

 
 

 Class Schedule and Instructor 

Location: Online. Synchronous class will meet virtually on computer on two days between June 10 and July 
31: Tuesday and Thursday at 10 am CT.  The first live session will be on June 10 and will be short 
introductions and team assignments.  The next full live session will be June 17 but there is work to be 

done prior to that first meeting.   

Instructors: Candy Lee 

Office Hours:  Candy Lee available always through email candy.lee@northwestern.edu; 
 

 
 
 
 
 

II. Course Description 
 

 

Integrated Marketing Communications provides an understanding of the key concepts and methods in 
marketing communications in both traditional and digital media. The course provides students with a 

foundation in the development and execution of communications strategies for any organization. 
Primary emphasis is placed on consumer insight, branding, market segmentation and positioning, 
message strategy, promotion and the execution of marketing communications through appropriate media 

technologies. Students will develop an understanding of marketing communications practice through 
readings, lectures, case analysis and discussions and will demonstrate effective decision-making in 

ambiguous marketing environments, using financial and market analysis, and considering legal and 
ethical concerns. The course develops students’ ability to think analytically and strategically by 

assessing examples and case studies of marketing communications problems and opportunities. 

 
Learning Objectives 

The Students will be able to demonstrate and apply concepts and methods to address marketing and 

communications challenges in order to analyze how integrated marketing plays a role in improving business 
decisions. 

At the end of the course students will be able to 
 

 

• Demonstrate effective integrated marketing communications within a marketing environment that 
includes segmentation and audience centric marketing 

• Distinguish the different kinds of marketing as part of an integrated marketing communications 
environment such as B2C, B2B, service, global, shopper 

• Be capable of identifying and selecting the right skills within and outside an enterprise to achieve 
integrated marketing across the organization 

• Prove they can rationalize marketing decisions, considering research, financial, legal and ethical 

concerns 
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• Be capable of prioritizing the role of marketing communications in both a digital and traditional media 

world 

• Be capable of illustrating how integrated marketing communications works as organizations grow and 
expand 

• Show how strategic communications and persuasive messaging builds business results. 

The students will apply: 

• Marketing terminology to clarify the challenges facing enterprises that marketing and communications 
can solve in real world situations 

• Case analysis to rationalize and solve for real world situations 
 
 
 
 
 
 
 

III. Text and Readings 

1.   Readings available through the course.  See each week for the listings of assigned readings. 

2.   Harvard Business School (HBS) cases accessed through a coursepack link. 

https://cb.hbsp.harvard.edu/cbmp/access/26241457 

 

The cases in the coursepack are 

• Case Henry Heinz: Making Markets for Processed Foods 

Nancy F. Koehn 

English PDF | 801289-PDF-ENG. 

 
• The London 2012 Olympic Games 

John T. Gourville; Marco Bertini 

English PDF | 510039-PDF-ENG 

 
• The Clorox Company: Leveraging Green for Growth 

Elie Ofek; Lauren Barley 

English PDF | 512009-PDF-ENG 

 
• Arnold Communications 

899083-PDF-ENG 

Teresa M. Amabile; Jeremiah Weinstock 

https://cb.hbsp.harvard.edu/cbmp/access/26241457
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Week/Topic 
 

Asynchronous  
 

Synchronous Live  

Session 

 

 

 

 

F 

 
For Tuesday June 

10 week 

Introduction to 

Marketing; 

Brief History of 

Advertising; 

Introduction to 

Consumer Insight 

 

Intro Video: 

“Welcome to the Unit” video to explain content that will be covered 

each week. 

 
Reading assignment: 

1)   WARC How Kellogg grounds its digital journeys in consumer 

insights 

 
2)   Consumers rule pages 4 to 22 in Consumer Behavior by 

Michael R Solomon, Prentice Hall Pearson 2011 
 

 
 

3)   Harvard case Henry Heinz. 
 

 
 
Lectures: 

(1) Marketing: what is it 

(2) History of marketing and advertising 

(3) Consumer Insight 

(4) How to write for this course 

(5) Marketing plans 

 
Resource Guide: 

(1)  Reading access 

(2)  Explanation of the ongoing team assignment every week with 

a video and paper introduction  

 
Video and Activity: 

Glossary terms for marketing 

  
Roundtable discussion and Activity: 

Final question for posting: Heinz and marketing concepts 

 
Activity: 

One or two pages of bullets on the two readings Solomon, Kellogg: 

-What interested you about the readings? 

-What surprised you about the readings? 

-What did you not like about the readings? 

 
On-Going Activity: 

Explanation of term-long Marketing Plan collaborative assignment 

 

The first live session for 

introductions is June 

10 and we will look 

at team assignments 

for the ongoing 

activity 

 
B.   Glossary terms 

discussion 

 
C.   Heinz case 

discussion 

will take 

place in 

live 

discussion 

on June 17 

 
D.  Initiate groups 

work for term-long 

Marketing Plan 

Assignment 
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2. For 

Tuesday 

June 17 

 
What is IMC; 

Setting 

Objectives; 

Segmentation; 

Research; 

Competitive 

Analysis 

Intro Video: “Welcome to the Unit” video to explain content that 

will be covered each week. 

 
Lecture: What is IMC? 

Lecture: Setting objectives 

Lecture: Segmentation 

Lecture: Consumer research 1 

Lecture: Consumer research 2 Formats 

 
Review Activity: 

Structure of IMC 

 
Reading Assignments: 

(1) Chapter 4 Motivation and Values, in Solomon, Michael, Consumer 

Behavior, Prentice Hall, a division of Pearson, 2011, pp 127-159 

 
(2) Reading Assignment: Demographic group; Asian Americans by 

Cristina Reyes WARC 

 
(3) Reading Assignment: The IMC Planning process pages 84-98 in 

Integrated Advertising, Promotion and Marketing Communications 

Sixth edition by Kenneth Clow and Donald Baack 

 
(4) Reading Assignment: Market targeting page 127-132 in Chapter 7 

of A framework for marketing management by Kotler and Keller 

Pearson 

 
Roundtable Discussion: 

Activity on Segmentation 

 
Activity: 

One page of bullets on the four readings: 

-What interested you about the reading? 

-What did you learn you didn’t know? 

-What did you not like about the reading? 

 
On-Going Team Activity: 

There is a new candy bar and you as the marketer are thinking about 

who is the audience.  One example of how you can think about the 

new product is to decide on an audience for a specific kind of candy 

bar.  Let’s say this new bar is chocolate over real fruit and thus 

considered healthier than other bars on the market.  You may use this 

idea as your starting point or you may decide as a team to go for 

another product concept as a result of talking to consumers to find out 

what need you can fulfill.  Consider the possible audiences you might 

talk to about a new candy bar opportunity Then, list the 3 questions 

you would ask of them to understand their wants and needs for a new 

candy bar.  List the actionable steps you’d take as a result of the 

answers.   Simplify your answers in bullet point form. 

 

 (1)  Segmentation 

 
(2)  Objectives 

 
(3)  Reading Discussion 
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Let’s then assume you found a need and can create a candy bar to 

fulfill the need.  Provide a description of the specific audience that you 

wish to reach with your candy bar. 

 
With this information, create objectives for the candy bar.  The 

objectives must include a financial goal. 

 
Fun part: create a name for your candy bar that aligns with your 

objectives 

 
All the team ongoing activities must reflect good Integrated Marketing 

Communications practice, starting with audience-centric planning with 

a financial component to the objective. 

 

 

3.For Thursday 

June 19 

 
Branding and 

Positioning 

 

Video: “Welcome to the Unit” video to explain content that will be 

covered each week. 

 
Lectures: 

1. Branding 

2. Positioning Statement 

3. Positioning Maps 

4. What is a media strategy? 

 
Activity:  Wall posting of positioning quadrant for one of the 

following: Macy’s (or local department store), a college/univers ity, 

blue jeans 

 
Reading: Deciding on the marketing communications mix. Pages 490 

to 496 in Marketing Management 14E 2012 Kotler and Keller Prentice 

Hall 

 
Roundtable discussion and Activity: 

Coca Cola – positioning, and analysis of their positioning over time 

 
Guest Lecture: 

Personal Branding 

On-Going Team Activity: 

Write a positioning statement for your candy bar.  Remember to 

consider the Integrated Marketing Communications framework as a 

guideline. 

 

Discussion: 

(1) Positioning Maps 

(2) Coca Cola 

(3) Brand 
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4. For Tuesday 

June 24 

Updated view of 

the 4Ps and 

Digital; 

Business to 

Business and 

Business to 

Consumer 

 

Video: “Welcome to the Unit” video to explain content that will be 

covered each week. 

 
Lecture: 

1)   Promotion, Place 

2)  Product, Price 

3)   Digital and IMC 

4)   Business to Business and Business to Consumer 

 
Reading Assignment: 

(1)  Read Old Spice WARC case 

(2)  Weiden and Kennedy  social media follow up video 

(3)  WARC The ten rules of social media marketing 

(4)  Chapter 9 Digital Marketing pg 238 to 267 in Integrated 

Advertising, Promotion and Marketing Communications sixth 

ed by Kenneth Clow and Donald Baack Pearson 2014 

 
Interview/ Guest Speaker: 

Social Media and Marketing interview 

 
Activity: 

Write one page of bullets on how the updated 4 Ps work in a digital 

world within Integrated Marketing Communications. 

 
On-Going Activity: 

You have your audience, your objectives and a positioning for the 

candy bar.  Consider how digital components including social media 

might be considered as part of your audience outreach and still ally 

with your objectives. 

 

(1)   Old Spice 

(2)   Team work on 

place, promotion, 

price for the candy 

bar 

 

5.For Thursday 

June 26 

Product and 

Service 

Marketing; 

Customer Service 

 

Intro Video: “Welcome to the Unit” video to explain content that 

will be covered each week. 

 
Lecture: 

(1) Product Marketing 

(2) Service Marketing 

(3) Customer Service 

 
Reading Assignment: 

(1) WARC What are the benefits to a brand of a satisfied customer? 

(2) Warc briefing: Service brands 

(3)  Cover Girl WARC 

 
Roundtable Discussion and Activity: 

Customer Service 

 
Activity: 

You might consider banking to be a product or a service 

 

Discussion 

(1) Cover Girl 

(2) Readings 

(3) Roundtable postings 

(4) Ongoing activity 
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industry.  Write four paragraphs.  First paragraph: How could banking 

be an example of product marketing?  Second paragraph: How could 

banking be considered a service marketing example?  Third 

paragraph:  Which do you support?  Product or Service marketing? 

Fourth paragraph: How can banking apply the IMC loop to its 

business?  How does audience, objectives, segmentation, 

communication, measurement etc fit into bank marketing? 

 

 

6. For Tuesday 

July 1 

 
Distribution and 

Retailing; 

Shopper 

Marketing 

 

Intro Video: “Welcome to the Unit” video to explain content that 

will be covered each week. 

 
Lecture: 

(1) Channels of Distribution 

(2)  Retailing 

(3)  Shopper Marketing 

 
Reading Assignment: 

 1) Innovations in Shopper Marketing: Current insights and Future 

Research issues in Journal of Retailing 2011 

(2)  WARC Shopper Marketing ROI 

(3) The Evolving future of checkout by Bryan Roberts WARC 

 
Roundtable discussion and Activity: 

Distribution 

 
Activity: 

One page of bullets on the four readings: 

-What interested you about the reading? 

- What did you learn you didn’t know? 

 
On-Going Team Activity: 

Where do you want to distribute the candy bar?  What do you need to 

do to ensure its placement?  What issues do you need to deal with? 

What shopper marketing techniques do you want to try? How does 

shopper marketing communications fit within the IMC framework? 

 

Team work on distribution 

 

7.For Thursday 

July 3 

 
Pricing 

 

Intro Video: “Welcome to the Unit” video to explain content that 

will be covered each week. 

 
Lecture: Pricing 

 
Reading Assignment: 

(1)WARC Janus and the changing face of pricing research 

(2) Harvard case on Olympics 

 
Guest Interview: 

 

Discussion of Olympics 

case 

And Janus myths 
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Dynamic Pricing 

 
Roundtable discussion and Activity: 

Pricing and the Olympics case 

 
On-Going Team Activity due in this unit: 

How to price the candy bar?  What do you need to consider?  How 

does this pricing fit with your objectives and IMC? 

 

 

8.For Tuesday 

July 8 

 
Marketing 

Finance; 

Measurement 

 

Intro Video: “Welcome to the Unit” video to explain content that 

will be covered each week. 

 
Lecture: 

(1)  Marketing Finance: Budgeting 

(2)  Marketing Finance: Forecasting and other financial issues 
 

 
Reading Assignment: 

(1)  McKinsey: Measuring Marketing’s worth 

(2)  Developing pricing strategies and programs page 375 – 397 

in Kotler and Keller Marketing Management 

 
Guest Interview: 

Metrics for measurement as well as concept of price elasticity 

 
Bulleting Exercise: One page of bullets on the two readings: 

-What interested you about the reading? 

-What surprised you about the reading? 

-What did you learn you didn’t know? 

 
On-Going Team Activity for week 7 and 8 due: 

How do you judge if your pricing was successful for your candy bar? 

What metrics for measurement do you want to apply?  Remember that 

measurement and evaluation are essential within IMC. 

 

Costs and breakeven 

 

9.For Thursday 

July 10 

 
Persuasion and 

Corporate 

Communications 

 

Intro Video: “Welcome to the Unit” video to explain content that 

will be covered each week. 

 
Lecture: 

(1) What is a message strategy? 

 
Guest Lectures: 

(2) The Science of Persuasion 

(3) Persuasive Messaging and Role of Communications in marketing 

(4) Public Relations and Crisis Communications 

 
Reading Assignment: 

(1)  Pg 12-30 chapter 2 in Public Relations Practices by Allen Center 

and Patrick Jackson Prentice Hall 2007 

 

Crisis and news 
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(2) PR Strategy and Application: Managing Influence 

By W. Timothy Coombs and Sherry J. Holladay, 2010.  Pages 1 - 16 

(3) Reach a wider audience: Best practices for digital media use in 

public relations by Douglas Quenqua in ANA Magazine, April 2011 

(4) Marketing and Public Relations: An exploratory study by Moss 

and Kitchen, Esomar, WARC 

 
Template on Press Releases 

 

 
Activity: 

One or two pages of bullets on the four readings 

-What interested you about the reading? 

- What did you learn you didn’t know? 

 
Activity: 

Take a look at the news over the last few weeks and develop a plan for 

communications for a company that has been in the news.  You can 

select a company that wanted to be in the news or one that found itself 

in the news without desiring it. 

 
On-Going Team Activity: 

Develop a press release for the candy bar launch. 

 

 

10. For Tuesday 

July 15 

 
Advertising 

agencies and 

media strategy; 

 
Database and 

Mass marketing 

 

Intro Video: 

“Welcome to the Unit” video to explain content that will be covered 

each week. 

 
Lectures: 

(1)Advertising agencies 

(2)The creative brief 

(3) Mass and database marketing 
 

 
Reading Assignment: 

(1) Touch point selection chapter 9 pg 145-164 in Brand Media 

strategy by Anthony Young Palgrave, Macmillan, 2010 

 
(2)  Harvard case on Arnold Communications 

 
Roundtable discussion and Activity: 

Arnold Communications 

 
Guest Interview: 

Agency-client relationship 

 
 
On-Going Team Activity: 

Write a creative brief for the candy bar and consider what you would 

 

Discussion Arnold case; 

digital strategy 
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like to have in an agency to represent you.  What is your media 

strategy?  How does your media strategy fit the IMC framework? 

 

 

11. 

For Thursday July 

17 
Global 

Marketing; 

 

Intro Video: 

“Welcome to the Unit” video to explain content that will be covered 

each week. 

 
Lecture: 

(1) Global aspects of marketing 

(2) Examples of global marketing including some videos 

 
Reading Assignment: 

(1) One of the WARC global overviews – choice from list of 5 

(2) Warc Snickers case and videos 

 
Guest video: 

Global aspects of marketing 

 
Activity: 

One page of bullets of what did you learn from the globalization 

reading.  How is globalization affecting the industry?  What did you 

learn from reading the overview? 

 
 

 

Discussion (1) readings (2) 

global (3) Snickers case 

 

12.For Tuesday 

July 22 

 
Personal Selling 

and Integration 

across 

organizations 

 

Intro Video: 

“Welcome to the Unit” video to explain content that will be covered 

each week. 

 
Lectures: 

(1) Personal selling and Relationship management 

(2) Integration across digital, social, traditional media and through the 

organization 

 
Reading Assignment: 

Sales force strategy in marketing strategy by Kerin and Peterson page 

197-208 

 
Guest Interview: 

Sales force manager 

 
Activity: 

One page of bullets on the reading: 

-What interested you about the reading? 

- What did you learn you didn’t know? 

 

Discussion sales and 

activity 
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Ongoing Team Activity and Video: 

Create a sales piece for your sales force to sell your candy bar to a 

specific outlet such as a supermarket chain or a mass merchandiser or 

a drug store.  Marketing and sales working together is part of 

organizational integration. 

 

 

13. For Thursday 

July 24 

 
Brands as part of 

an organization; 

New product 

development 

 

Intro Video: 

“Welcome to the Unit” video to explain content that will be covered 

each week. 

 
Lectures: 

(1) New Product development 

(2) House of brands or branded house 

(3) New Product life cycle 

 
Reading Assignment: Harvard case on Clorox Greenworks 

 
Roundtable discussion with Activity: 

Clorox Greenworks 

 
On-Going Team Activity due in in one week: 

This capstone project has one week until presentation. 

Create a new product from the candy bar line.  Does the new product 

appeal to the same audience?  Headings and bullets might include 

concept, host, product, benefits, audience.  How does pricing, 

distribution, promotion change for new product from original?  Ensure 

that your headings reflect an integrated marketing communications 

campaign for your candy bar across digital, social, traditional.  Are 

you now in a new category or in the same category?  What research 

would it be good to do? This plan for your new product should reflect 

some aspects of your learning from this course but does not need to 

include everything.  For example, you may want to go global or you 

may decide to stay local.  But your new product line needs to have an 

overview marketing plan to launch thus it needs to have a financial 

objective, measurement, audience, segmentation, communication, 

analysis, distribution, pricing, etc within the IMC framework.  Bullets 

are fine.  Max of 5 pages but fewer pages are acceptable as long as 

your plan clearly delineates the launch. 

 

Discussion of Clorox and 

activities 
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14.  

 
For Tuesday July 

29 Legal and 

ethical 

considerations in 

marketing 

 

Intro Video: 

“Welcome to the Unit” video to explain content that will be covered 

each week. 

 
Lectures: 

(1) Intellectual Property 

(2) Ethics and Marketing 

(3) Legal & Regulatory Issues and Marketing 

 
Reading Assignment: 

(1) Danger in data buy Richard Higginbothan in ADMAP warc March 

2012 

(2) Marketers tackle data collection challenges from April 2012 

dmnews.com 

(3) Data Protection laws, Sunday NYTimes, Feb 3 2013 by Natasha 

Singer 

(4) FTC suggests privacy guidelines for mobile apps by E. Wyatt 

NYTimes Feb 1 2013 

 
 
Roundtable discussion and Activity: 

Privacy debate 

 
Activity: Research any issue in marketing that has legal implications. 

Write one page of bullets on topic.  Examples can be deceptive 

advertising, advertising to children, celebrity endorsements, claims 

made in ads, privacy issues. 

Feel free to pick any issue or any current case or topic in the news. 

 
On-Going Team Activity: 

New product or service extension project from week 13 due. 

 

Research on legal issues in 

marketing discussed 

 

15. Thursday, 

July 30 

 
Final Review 

Week 

 

FINAL REVIEW 

Activity: If you were creating a final exam for this course on 

Integrated Marketing Communications, what questions would you 

include (send to me 2 days before the final class discussion). 

 

You are a new director of 

the company selling pens 

and pencils.  What 

questions do you ask your 

team in your first week? 

 
Final exam questions to be 

discussed. 

V. Evaluation 

 
Participation in class and through the exercises is an important component of this class.  You will have individual assignments as well 

an ongoing team assignment.  In the first live class I will assign the teams so you will want to consider how to work together on an 

ongoing basis after that first class. 
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Below are points for each activity.  If you commit to delivering the work and show that you have thoughtfully considered the 

questions, you will receive full marks.  Some of you will have more knowledge of marketing than others.   It isn’t how much you 

know but how thoughtfully you consider your responses.  There are no right or wrong answers so your critical thinking is important. 

 
In many cases, I expect a maximum of a page of bullets.  You will be surprised how hard it is to be concise and organized (headings 

with sub-bullets).  I expect you to meet the deadlines and the proposed page lengths for both prose and bullets.  It is an important 

discipline to think carefully about what you plan to say so that it is clear and concise. For those exercises requiring paragraphs, please 

be sure your grammar and spelling are correct. 

 
Assignments should be posted or sent to me as directed 48 hours before the live session begins.  So if the live session begins Tuesday at 

10 am CT then your first posts should occur by Monday at 10 am.  You may continue the discussion on the posts and comment on your 

classmates’ submissions throughout the week.  However, your first posting or assignment is due by the 48 hour timeframe prior to 

class. 

 
90 to 100 points A or A- 

80 to 90 points B or B+ 

70 to 80 C or C+ 

60 to 70 D or D+ 

We will consider anything below 60 as failure to pass the course. 
 

 
The class discussions will depend on students completing all the exercises and readings for the week.  This rubric is based on 100 

points. 

 

Assessment Point 

value 

Bullets on readings weeks 1- 7 16 

Ongoing team activity (and your grade may be influenced 

by how your peers think about your contribution) 

18 

Final team activity  10 

Activities and individual assignments 28 

Viewing the videos 15 

Participation in the Live sessions 13 

  

Note: not providing the work by deadline will attract some 

negative points and is at the discretion of the instructor 

 

 

      
 

 
 

VI. Code of Conduct and Disabilities Policy 

 
This course follows the Northwestern University code of student conduct as described in the NU student 
handbook and the Medill code of ethics. Questions of academic dishonesty, cheating, plagiarism, and other 
violations, their terms and conditions are all listed in the Student Handbook. The Student Handbook outlines the 

contract between the student, the instructor, and the University. Please read this and familiarize yourself with 

the terms and conditions. 
 

Provisions for Students with Disabilities 
Northwestern University works to provide a learning environment for students with disabilities that 

affords equal access and reasonable accommodation. Any student who has a documented disability and needs 
ffffffffffffffffffffffffffffffffffffffffaccommodations for classes and/or course work is requested to speak directly 

Code of conduct 
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to the Office of Services for Students with Disabilities (847)-467-5530) and the instructor as early as possible in 

the quarter (preferably within the first two weeks of class). All discussions will remain confidential. 
Accommodations can be made by instructors once OSSD has met with the student and verified the disability. 

 
 
 

VII. Instructor 
 
 
 

Candy Lee is a Professor at Medill, teaching in Journalism and in Integrated Marketing Communications. She 
was recognized in 2012 as Teacher of the year by the Integrated Marketing Communications graduate students. 

 
Previously she was Vice President of Marketing at The Washington Post, overseeing multiple functions, from 
marketing to research, and originating innovative programs. She developed PostMasterClass, a series of online 

courses full of dynamic interaction created with experts from The Washington Post newsroom. 

 
Prior to joining The Washington Post, Lee was president of ULS Loyalty Services, the sister company of United 
Airlines. Lee oversaw a range of businesses that included united.com; the Mileage Plus credit card group; 
Mileage Plus program and its partners; media on planes and other business arenas. Just prior to United Airlines, 

Lee was managing director at iFormation Group, formed by Goldman Sachs, Boston Consulting Group and 
General Atlantic Partners. 

 
During her long career in publishing, she was president of Troll Communications, a leader in K-12 education, 
and publisher of Harlequin Enterprises, an international publisher in 100 countries. She has worked in many 

countries in publishing and retail. 

 
She graduated from Harvard University and earned her doctorate at the University of Pennsylvania. 

Instructor 


