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Dr. C. Clark Cao 

SEK101/6, 1/F Simon and Eleanor Kwok Building 

clarkcao@LN.edu.hk 

Office Hour: W: 3:00-5:00pm, F: 11:30am-1:30pm, or by appointment 

1. COURSE OBJECTIVES AND LEARNING OUTCOMES

Consumers are the focus of marketing communication for products, services and ideas. Taking a 

consumer perspective, this course aims to equip students with the theoretical and practical 

appreciation of the role of integrated marketing communications (IMC) in today’s business 

environment. Based on research evidence, students will identify issues related to consumers and 

media usage, and the roles of marketing communication on consumer behaviours. 

2. LEARNING GOALS

By the end of the course, students should be able to: 

1. Explain the characteristics of consumers and the communications that target consumers;

2. Identify various factors that influence consumers’ responses to marketing communications;

3. Select appropriate media and communication strategies to appeal to the target consumers;

4. Develop a socially responsible attitude to marketing communication to the consumers.

3. TEXTBOOK & OTHER MATERIALS

1. Lecture Notes and online Readings.

2. Textbook: George E. Belch & Michael A. Belch, Advertising and Promotion, an integrated 
marketing communications perspective, Global Edition, McGraw-Hill Irwin. (Available for 
purchase at https://www.bookshop4u.com/LingnanU/EN/Display/BookDetails?
ISBN=9781259921698)

3. Recommended reading: Chan, K. (2010), Youth and Consumption. City University of Hong 
Kong Press, Hong Kong.

4. Academic journals: Journal of Consumer Research; Journal of Consumer Psychology; 
Journal of Personality and Social Psychology; Journal of Advertising; Journal of 
Advertising Research.



3. MEASUREMENT OF LEARNING OUTCOMES

The coursework requirements for this course are listed in the following table: 

Coursework Weighting (%) Nature of Activity 

Debating game (TBD) 20 Group (peer-assessed) 

Final project (oral presentation + written report) 30 Group (peer-assessed) 

Final examination 40 Individual 

Class Participation 10 Individual 

1. GROUP PROJECTS (i.e., DEBATING GAME & FINAL PROJECT)

a) Team Formation

Each student will join a group. Each team consists of 4-5 students. Your individual contribution 

to the group efforts and accomplishments will be reflected in a peer assessment/group evaluation 

that will be conducted for each group activity. No group swapping is allowed. You are also 

expected to manage your group activities effectively and efficiently.  

You need to form a team by yourselves, please email me with the grouping results. When you 

write the email, please include the class name in the subject (e.g. MIB602) and then list both 

student name (also nickname) and ID in the message. You are also required to send me a group 

photo containing all members in it. Please do so within add-drop period. You will be randomly 

assigned to a team if you missed the deadline. Students are required to sit together with their 

group members to facilitate discussion within group. 

In order to recognize individual contributions in team activities, and to prevent free-loading 

problems, team evaluation results may be used to adjust team grades in calculating the final 

individual grades – when it become necessary. You will be asked to complete the peer evaluation 

form after project presentation.  

b) Debating game details

Hopefully, we will have a standardized academic debating with several pairs of opposing teams. 

The topics of the debating games will be discussed in the first class with a “first come first serve” 

policy. The opening statement of each team should be submitted as part of the assessment. 

c) Final project details

Each team will discover a potential marketing opportunity in Hong Kong (e.g., a new 

product/service, an extension of existing product/service) for consumers with diabetes and 

develop a marketing campaign. The product/service can be related to, e.g., foods for diabetics, 

daily care apps, and so on. A special attention should be given to the analysis of the existing 

market. 

− If the brand already exists in the market, it should NOT be market leader.

− It is preferable that people typically choose brand under high involvement.



− Please submit the idea you plan to investigate by week 10. If several teams happen to

choose the same brand, the priority will go to the team that submits the name earlier.

That is, other teams have to change the brand.

− At the end of this semester, make an oral presentation.

− Finally, you should submit a written report of your plan within one week after

presentation.

The project has two central components. The first, a presentation to your classmates and me. The 

second component is a written report, should detail the specific aspects of your marketing 

analysis and decisions. The presentation should cover the highlights of the defined plan. Each of 

these components is explained in more detail below. 

Oral presentations will run at end of this semester. Each group will be required to make an oral 

presentation of the report in class. The presentation should take about 20 minutes and a further 5 

minutes for a question-answer session. It is suggested that teams use visual aids such as tables 

and graphs or PowerPoint, and they should try to avoid reading during the presentation.  

Presentations must be professional and you will be graded on how well you articulate 

and present your ideas. I expect all team members to be involved in the presentation.

The specific sections of the written report are as follows: 

- Executive Summary

- Consumer buying process analysis

1. Consumer need analysis

2. Buying process analysis

3. Summary

- Consumer evaluation process analysis

1. Key product attributes

2. Strength and weakness of the brand

3. Summary

- Recommendations for marketing actions

The written report should contain a title page, table of contents, executive summary, report 

contents, and any necessary appendices. Use this change to clarify any issue left from oral 

presentation and make any necessary improvement from what you learn at oral presentation.  

The report should not exceed 10, single-spaced, typed (12 pitch Times New Roman font) pages 

of text. This page limit does not include title page, executive summary, table of contents, and 

appendix materials.  

Submission of written report: Please submit the soft copy to me (clarkcao@LN.edu.hk).

Peer evaluation: Your individual grade for the project may be adjusted based on peer evaluation 

score.  



2. FINAL EXAMINATION

This is a close-book test with multiple choices and essay questions. These will test your 

understanding of the materials covered in class. You must bring your student ID to the exam, 

otherwise you will not allow to take the exam. 

Tests will only cover the content of lecture notes. Anything that is not mentioned in my class will 

not be included in the test. You may regard textbook as a dictionary. It can help you review the 

content of marketing more systematically. But you are not required to remember everything from 

the textbook. The tests will be administered during regular class hours. Absence from the test is 

highly discouraged.  

3. CLASS ATTENDENCE

Proofs are required for medical leave. You may scan medical leave proof and email it to me. 

4. ACADEMIC INTEGRITY

Students shall be aware of the University regulations about dishonest practice in course work and 

the possible consequences as stipulated in the Regulations Governing University Examinations. 

5. COURSE COMMUNICATION

Continuous improvement requires continuous communication between all participates.  The 

success of this course depends upon our communication.  Please let the instructor know 

throughout the semester any suggestions for improvement through any channel appropriate to 

you.  

− You can directly communicate with me before/after the class, or during the office hours.

− You can easily reach us and get back from us by email me clarkcao@LN.edu.hk.

6. OTHER IMPORTANT THINGS TO NOTE

− A significant portion of examinable materials is not covered in the text or supplemental

readings. Thus, attendance at lectures will make a significant difference in your learning

and performance.

− Cell phones, beepers, pagers and all such communication devices are to be turned off

before the class begins.  Violators will be asked to leave the classroom.

7. SUBJECT TO CHANGE DISCLAIMER

The lecture topic dates are approximate. The material, including the schedule and evaluation 

procedures is subject to change in the event of extenuating circumstances. Such changes while 

not anticipated are possible. The instructor reserves the right to change anything in the syllabus 

at any time and for any reason.  



MIB602 - INTEGRATED MARKETING COMMUNICATIONS 

CONTENT & SCHEDULE (TENTATIVE) 

Class In-Class Activity Chapter(s) 

Covered 

Notes 

Jan 17 Overview of Course Structure; 

Introduction to Integrated Marketing 
Communications 

1 House keeping stuff, 

self-introduction, etc. 

Jan 24 NO CLASS (Chinese New Year) Happy Chinese New 

Year! 

Jan 31 NO CLASS (Chinese New Year) 

Feb 7 IMC and Basic Marketing Concepts: Environment, 

Segmentation, and the Marketing Mix  

2 Groups will be 

announced in class. 

Feb 14 Consumers and Communication 4-6

Feb 21 Marketing, Advertising and IMC Planning 7, 18 

Feb 28 Ad Creation Workshop (1): Strategy 8, 9 Bring laptop for in-

class projects (not 

graded). Mar 6 Ad Creation Workshop (2): Creativity 

Mar 13 Media 10-13

Mar 20 IMC in A Digital Era 15 

Mar 27 Other IMC Tools: Direct Marketing, Promotions, 
Public Relationship 

14, 16, 17 

Apr 3 Debating Game (Topic TBD) All groups need to 

show up. 

Apr 10 NO CLASS (Good Friday) 

Apr 17 Term Project Presentation All groups need to 

show up.  
Business Professional 

attire required. 

Apr 24 Final review 

May 1 NO CLASS (Labor Day) 




