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DMK305 Digital Advertising 

Syllabus Overview 

This syllabus contains all relevant information about the course: its objectives and outcomes, the 
grading criteria, the texts and other materials of instruction, and weekly topics, outcomes, assignments, 
and due dates.  Consider this your roadmap for the course.  Please read through the syllabus carefully 
and ask questions if you would like anything clarified.  Please print a copy of this syllabus for reference. 

Course Description 

3 Credits 

Prerequisite:   None 

This course focuses on the changes in today’s dynamic world of media and marketing communication, as 
well as the implications of these changes to traditional practice. It also highlights the increasing 
importance of consumers as the driving force in today’s advertising strategies, social media, and the 
Internet evolution/revolution, and includes an increased integrated marketing communication (IMC) 
and brand focus. 

Course Outcomes 

At the completion of this course, students should be able to: 

• Compare the role that advertising has played in marketing communication over the years. 

• Employ customer-driven marketing strategies in marketing communications. 

• Examine factors that drive desired consumer responses to marketing communications. 

• Develop customer segments and profiles for use in targeted marketing campaigns. 

• Determine the appropriate research method(s) to use when planning market research. 

• Construct business and marketing documents as part of strategic planning. 

• Assess copy and design used in marketing communication. 

• Construct a media plan that takes into account trends in consumers’ use of media. 

• Evaluate and assess major players in digital advertising. 

• Evaluate the effectiveness of a company’s marketing communications efforts. 

• Differentiate between digital marketing and digital advertising. 

Communication with Your Instructor 

You will receive a welcome email from your instructor prior to the start of class. This email will contain 
your instructor’s contact information. Your instructor will also be communicating with you via several 
methods in the course, including:  
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• Announcements – This communication tool, located on the navigation menu within your course 
in Canvas, contains important updates. Be sure to check for new announcements from your 
instructor each time you access your course. 

• Q&A – Use this discussion board, located on the Home screen in your course, to communicate 
with your instructor and classmates regarding general course questions (i.e. missing links, 
assignment clarification, etc.).   

• Inbox – Use the Inbox, located in the top right corner of Canvas, to send a message to your 
instructor or classmates. 

Materials and Resources 

Required Textbook: 

Moriarty, S., Mitchell, N., & Wells, W. (2015). Advertising Principles and Practice (10th Ed). Upper Saddle 

River, NJ: Pearson Prentice Hall.  

ISBN: 978-0-13-350688-4 

eBook ISBN: 978-0-13-383063-7 

Bookstore Information 

The bookstore can be located in the left-hand navigation of any Canvas course. 

Library Services 

Detailed information about the eLibrary can be found in the Student Resource Center. This is a course 
that all students have access to during their academic career. 

Canvas Help Desk and Technical Questions  

If you experience technical issues in your course, please contact the Canvas Help Desk by clicking the 
Help link (top right corner within Canvas). There are 3 ways to contact them:  

• Phone (888-628-2749) 

• Live chat 

• Report a problem (submit a ticket) 

Be sure to notify your instructor of any technical difficulties you are experiencing. 

Additional resources are available in the Student Resource Center and the Canvas Guides website: 
https://community.canvaslms.com/docs/DOC-4121  

  

https://community.canvaslms.com/docs/DOC-4121
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Weekly Schedule 

Week 1 The Ever-Evolving World of Marketing Communication 

Outcomes 
• Describe the difference between customer focused and product focused 

marketing. 

• Utilize different types of marketing to establish a brand. 

• Explain the role advertising and marketing communications play in society. 

Readings Textbook 

• Chapter 1: Principles: Back to Basics 

• Chapter 2: Brand Communication 

• Chapter 3: Brand Communication and Society (Read only p. 60-71) 

Article  

Digital ad spending to surpass TV next year 

Lecture 
• The History of Advertising 

Multimedia 
• The Real Story Behind Apple's Famous '1984' Super Bowl Ad 

• Only kids can see this anti-child abuse ad 

• Marketing 2020: The future of advertising  

Discussion Dr. Pepper  

Assignments Identify a brand 

How the brand is established  

 

Week 2 Customer-Driven Marketing 

Outcomes 
• Identify the factors used to differentiate market segments. 

• Given an ad, identify the segment the item is targeting. 

• Articulate the factors that influence customer buying decisions. 

Readings Textbook 

• Chapter 3: The New World of Marketing Communication (Read only p. 75-85) 

• Chapter 4: How Brand Communication Works  

• Chapter 5: Segmenting and Targeting the Audience (Read only p. 122-146) 

Lectures 
• How Advertising Works 

Multimedia 
• Change is good 

Discussion Six facets of effects 
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Assignments Part I  & II: Group Assignment 

 

Week 3 Marketing Research and Planning 

Outcomes 
• Use different types of research to plan advertising and marketing communication. 

• Apply web-based research tools to achieve advertising needs. 

Readings Textbook 

• Chapter 6: Strategic Research 

• Chapter 7: Strategic Planning 

Articles 

• Using crowdsourcing, not focus groups, to find what will sell 

• Crowdsourcing to get ideas and perhaps some money 

Lectures • Research 

Discussion Advertising methods 

Assignments Ad campaign  

 

Week 4 Delivering the Right Message 

Outcomes 
• Write a creative brief for print, TV, and Internet advertising. 

• Leverage Frazer’s six creative strategies to develop marketing. 

• Research best practices in digital advertising design. 

Readings Textbook 

• Chapter 8: The Creative Side 

• Chapter 9: Promotional Writing 

• Chapter 10: Visual Communication 

Article  

• The 10 best ads of 2015 

• 12 of the best marketing and advertising campaigns of all time  

Lectures • Creative 

Multimedia 
• 70 creative advertisements that make you look twice 

• Tide professional white whites demo 

• Kmart's 'Ship my pants' commercial 

• The 25 best super bowl commercials ever! 

• Top 10 best commercials of all time  
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Discussion Great digital advertising 

Assignment Creative brief 

 

Week 5 Media Planning 

Outcomes 
• List different forms of media and identify their uses. 

• Identify the strengths and weaknesses of different types of media. 

• Leverage the impact of consumer use of media on marketing communication. 

• Select the appropriate media type to meet an advertising need. 

• Hypothesize about the future of advertising media by analyzing trends over time. 

Readings Textbook 

• Chapter 11: Media Basics (Read only p. 306-314) 

• Chapter 12: Paid Media 

• Chapter 13: Digital Media  

Article  

*Important: Read only pages 143 - 146 & pages 158 - 160 to get the main points of the 

article. Page 146 (Model) up to page 158 (Discussion) are optional.* 

 

Selling or advertising: Strategies for providing digital media online 

Lectures 
• Media 

• Media Plan Considerations 

Discussion Comics  

Assignments Individual Assignment:  Attractive, engaging, and motivating ads 

Group Assignment: Groups Assigned and Talk Logistics 

 

Week 6 Media and Public Relations Planning 

Outcomes 
• Apply best practices to determine when to use each type of media. 

• Create a media plan based on the four basic steps. 

• Assess the different tools media planners use to both plan and measure the 

impact of media. 

• Explain the role of public relations in marketing communications. 

Readings Textbook 

• Chapter 14: Media Planning and Negotiation (Read only p. 402-435) 

• Chapter 15: Public Relations (Read only p. 442-464) 
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Article  

The power of reach and frequency in the age of digital advertising 

Lectures 
• Media and PR 

Discussion Ethics 

Assignments Individual Assignment: Outline of a media plan 

Group Assignment: Research  

 

Week 7 Trends in Direct-Response and Promotions 

Outcomes 
• Identify major players in digital advertising. 

• Describe the impact and interaction of social media companies on digital 

advertising. 

• Analyze and interpret future directions for digital advertising. 

Readings Article  

Integrated marketing communications: From media channels to digital connectivity 

Final Project – Starting Point 

• Digital and social media in the purchase decision Process: A special report from 
the Advertising Research Foundation 

• By the numbers, Amazon vs. Alibaba 

• Guide to ad sizes 

• 2013 financial tables 

• Facebook revenue soars on ad growth 

• Social bakers 

Lectures • The Project 

Discussion Right hand advertising  

Assignment Group Assignment:  The Report 

 

Week 8 Assessing Integrated Marketing Communications 

Outcomes 
• Discuss and evaluate the direction of digital advertising. 

• Analyze major advertising opportunities on the internet. 

• Assess how advertising messages on social media can be compatible with IMC. 

Readings Textbook 

• Chapter 18: The Principles and Practices of IMC 
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• Chapter 19: Evaluating IMC Effectiveness (Read only p. 559-577) 

Lectures 
• IMC and Ad Effectiveness 

Discussion Reflection  

Assignments Individual Assignment 

Peer reviews  
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Grading and Evaluation 

Your grades will reflect the way in which you present and support your topics and positions in the 
various learning activities used in this course. The grades will be based on the quality and quantity of 
your comments and responses in the various activities. 

Be sure to review the discussion and assignment rubrics in the course for specific grading criteria. 

The various graded activities are weighted as follows: 

Course Element % of Final Grade 

Assignments 35% 

Discussions 30% 

Group Assignment – Final Project 25% 

Final Project – Review and Reflect 10% 

Total 100% 

 

Students will be expected to meet all the deadlines of the class as indicated throughout the course and 
in the syllabus.  This is primarily so we don't get behind in the course.  In addition, discussions cannot 
overlap from one week to the next.  This is to ensure that all discussions and submissions take place 
within the week they are scheduled in order to be of value to the entire class as well as to help you not 
get behind.  If there are extenuating circumstances, you will need to communicate that to the instructor 
and make arrangements accordingly, if appropriate.  

Late Assignments: Exceptions are to be determined by the instructor on a case-by-case basis. There will 
be no opportunities for extra credit. 

 

Learner Success Guidelines 

These guidelines are provided to help you succeed in your coursework: 

• Participate in the class introduction activity on the first day of class. 

• Submit ALL assignments by the posted due dates and times. 

• Check your emails daily. 

• Contact Portal Help for logon problems or Canvas Help for technical issues with Canvas. 

• Participate fully in all threaded discussions. 

• Contact your instructor if you have questions about an assignment or need additional help 

completing your work successfully. 

Academic dishonesty is grounds for dismissal from the program. 

Academic Policies 

The following Academic Polices can be found in the Student Resource Center. 

• Grading Criteria 

https://necb.instructure.com/courses/722391
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• Reasonable Accommodations Policy 

• Student Attendance Policy 

• Academic Honesty and Integrity Policy 

• Student Engagement and the Granting of Academic Credit 

• Copyright Policy 

Caveat 

The above schedule, content, and procedures in this course are subject to change. All policies are 
superseded by the latest College Catalog available on our website: 
https://www.cambridgecollege.edu/student-rights-complaints-grievances/student-code-conduct 

 

 

https://www.cambridgecollege.edu/student-rights-complaints-grievances/student-code-conduct

