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Spring 2016 
Wed. 9:50am – 12:50pm 

SCI-101 
 

04:192:410:02 // Media, Marketing, & Communication 
 
Professor: Allie Kosterich 
Email: allie.kosterich@rutgers.edu 
Office Hours: By Appointment   
Office: SCI Annex A, 192 College Avenue, Room 202 
 
 
Course Site: Sakai (http://sakai.rutgers.edu)  
 
Catalog Description: This course links communication theory to the practice of marketing and 
media planning. Students work to analyze current trends in media and marketing while applying 
skills learned in previous communication courses.  
 
 
[A] Course Overview 
 
Television, newspaper, magazines, billboards? Traditional media are still the backbone of the 
marketing industry. But today the media industry is infinitely more complicated with social 
networking sites, blogs, user-generated content, mobile content and much, much more. 
Consumers are increasingly more educated and proactive about their media consumption, and 
organizations face a complex array of marketing and advertising decisions. 
 
Through participation in this course, you will begin to make sense of many of the trends and 
issues emerging in today’s advertising and marketing communication environment. You will 
become familiar with the modern world of media, marketing and advertising, and learn how to 
apply communication theories in order to assess industry issues. Most importantly, you will gain 
hands on experience creating a marketing plan, providing you with the skills necessary to 
translate communication and media theory into actionable business plans. This course will 
provide you with a stepping-stone into the media world, and equip you with tools for 
understanding the challenges facing 21st century media and marketing professionals. 
 
 
[B] Course Learning Goals & Objectives 
 
At the end of this course, you should: 
 

1.  Be able to evaluate current trends in the media and marketing industries, and distinguish 
between trends in each of the respective subfields. 

2.  Be able to explain and articulate how popular communication theories and topics relate to 
the media and marketing industries. 
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3.  Be able to apply key communication theories and research to plan and produce a basic 
marketing communication plan 

4.  Be able to analyze advertising and marketing campaigns to assess the communicative 
choices made by industry professionals.  

5.  Be able to demonstrate a deeper awareness of the degree to which communication theories 
inform the creation and design of society through advertising and marketing.  

6.  Demonstrate proficiency in presenting ideas effectively in a class presentation. 
 
 
[C] Course Format 

 
This is an upper division course, and therefore, I expect that you will come to class on time, 
having completed the assigned readings for that day. I also expect that you will be prepared to 
participate actively with questions, insights from the readings, and equally importantly, stories 
from your own life experiences. The class will be a mix of lecture, class discussion and group 
activities that will require your active participation in each class meeting. The second half of the 
semester focuses entirely on group work as the class works collectively to design a marketing 
plan for our selected client. 
 
Subject matter from the readings will be referenced and built upon, but lectures will also cover 
other material, which makes your attendance essential to successful learning. I consider material 
from class discussion to be an essential part of the learning experience. 
 
 
[D] Course Readings 

 
Required text:  
There is no required textbook for this course. Instead, you will each be asked to purchase a 
course packet composed of required readings through Harvard Business School (hereafter 
referred to as HBS). You can access these readings digitally through the below link. Additional 
readings will be posted online at the Sakai site.  
 
HBS Coursepack: https://cb.hbsp.harvard.edu/cbmp/access/44698884  
 
Writing Guides: 

• American Psychological Association (2009): Publication Manual of the American 
Psychological Association, 6th Edition. Washington D.C. (APA Style Guide).   

• Strunk W., and White, E.B., (1979). The Elements of Style. New York: Longman 
 
 
[E] Instructor Expectations, Requirements, & Grading 
 
You should expect to be challenged. To succeed in this class, you will be required to spend time 
developing your own interpretations of the readings that I will assign, and developing your own 
perspectives on the material we cover.  
 
Attendance:  
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Students should make every effort to attend all lectures and class meetings. Attendance is more 
than just showing up. You are expected to be on time for class and to attend for the full class 
time. I also expect you to be courteous to your fellow students; this means turning your cell 
phones off (not mute, not silent, not vibrate).  
 
Since lectures will not repeat material from the required readings, they cannot be an adequate 
substitute for attending class. Should you have to miss class, it is your responsibility to arrange 
with a classmate to borrow their notes. The professor will not provide his lecture notes to you. In 
addition, because the second half of the semester focuses on group work, it is very difficult to 
make up for lost class time. 
 
One unexcused absence will be permitted over the course of the semester. If you expect to miss a 
class, please use the University absence reporting website https://sims.rutgers.edu/ssra/ to 
indicate the date and reason for your absence (an email is automatically sent to me). Please note 
that reporting your absence via this system does NOT automatically excuse you from any due 
dates, quizzes, or exams (see the policy on late work below). 
 
If you know you will be absent for several classes because of student athletics or ROTC, you 
must bring me a list of those dates with proper documentation in advance. Students missing more 
than an occasional class due to serious illness or serious personal circumstances should provide 
documentation to the Dean of Students (http://deanofstudents.rutgers.edu) to authenticate the 
absences.  
 
It is University policy to excuse without penalty students who are absent from class because of 
religious observance, and to allow the make-up of work missed because of such absence. 
However, students are required to let me know as soon as possible about necessary absences for 
religious observances. Students will be responsible for making up missed work by an amended 
due date or the work will be considered incomplete. 
 
Evaluation Criteria (1000 points possible): 
 

1. Class Participation (125 points possible): Your attendance and participation during 
class meetings is encouraged and expected. Since learning is an active process, this class 
will require real engagement with texts and ideas. Therefore, class will be taught 
interactively. Students must come to class prepared to talk about the readings assigned for 
that day, with questions or comments to promote class discussion. Everyone, from the 
most talkative to the most shy, will be expected and encouraged to contribute frequently. 
Respecting and actively supporting your classmates when they are presenting their 
projects in class is also a factor in your participation grade. Class participation may 
include the occasional quiz or in-class assessments/activities, at the instructor’s discretion. 
Once we begin the course project, part of your class participation will be determined by 
the biweekly status memos (directions to be provided in a separate handout). 

 
2. Ponderments (150 points): The “ponderment” is an opportunity for you to show me 

what you have learned, and to show your individual mastery of key course concepts.   
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You will complete three ponderments. You will write three ponderments that are 750 
words in length (APA Format: 1” margins on all side, 12 pt. Times New Roman, double- 
spaced – FOLLOW THE TEMPLATE THAT IS PROVIDED).   
 
The prompts will be provided in a separate document. Your answers will be graded on 
how well you integrate your knowledge about communication and mass media, how well 
you demonstrate your understanding of the media, marketing and advertising industries, 
and how well you articulate your answer. You will be expected to submit supporting 
evidence (videos / articles / links / etc.) that support your argument or perspective.   

 
3.    Course Project (500 points total): During the semester there will be one class project, 

which will require students to work together as a class. The class will have the option to 
divide into sub-groups in order to facilitate the flow of the project, and to divide work, 
but the entire class will be accountable for the final deliverable. Details for the project 
will be discussed during class time in advance of its due date, and detailed instructions 
will be handed out and posted online on Sakai for your reference.  
 
The point breakdown for the course project grade will be distributed as follows: 250 
points are allocated to the final report, and 200 points are allocated to the final 
presentation. ***Your grade for the course project will be weighted based on a project 
participation assessment (essentially, (class grade + team grade) * individual contribution 
= course project grade).*** This will include an assessment of your team’s contribution 
to the final project. 

 
   Thus, the class project is broken down as follows:  

o The maximum grade any individual can receive on the project is determined by 
 the class grade. If the class collectively earns an A- (91%), no individual will 
 receive a grade higher than an A- (91%).   

o The class grade is then multiplied by your team’s grade (ex. A team earns a grade 
 of 95%; the resulting score for the team is 91% * 95% = 86%)   

o The resulting team score is then multiplied by your individual grade   
 

The result is that individuals who contribute and participate throughout the course of the 
project are not penalized, whereas those who do not contribute will be graded accordingly. 
Individual evaluations are factored in to the individual score, and provide each student with 
an opportunity to document his/her work.   
 
Returning the to example above:  

o An individual who contributes throughout the semester and earns full credit 
 individually (100%) would receive a grade of 86% on the final project (i.e. 100% 
 * 86%).   

o An individual who did not contribute as much, and received a lower grade on 
 participation (for example, he received a B (85%) individually), would receive a 
much lower project grade (86% * 85% = 73%).   

 
In this way, the project emphasizes three components – the collective class, the team and 
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the individual. Just like a corporation, the individual cannot succeed if the team does not 
succeed.   

 
4.   Midterm Exam (225 points): The midterm will be given in class. If you’ve attended 

lectures, completed the reading, and thought about how our discussions apply to current 
events and everyday processes, you will be well prepared. The midterm will take place on 
Wednesday, March 2. There is no final examination for this course.  

 
Grading Policy: 
Please note that it is necessary to complete ALL assignments and exams to pass the course. 
 
Writing is a critical part of communication, and in order to be successful in this class it is 
important that you communicate in a clear and concise manner. Rutgers has a Writing Program 
where students can obtain help with writing skills and assignments: 
http://plangere.rutgers.edu/index.html. I encourage students to take advantage of these tutoring 
services before handing in written work. 
 
With regards to grading, Rutgers SCI allows the following standard grades: A, B+, B, C+, C, D, 
and F. An F is used for failing work or for a student who has stopped attending class without 
formally withdrawing. 
 
Final Grade: Your final grade will be determined by summing scores on all assignments 
completed this semester. Final grades will be assigned according to the following scale: 
 
 A  (90-100%)  = 900-1000 Points 
 B+  (87-89.9%)  = 870-899 Points 
 B  (80-86.9%)  = 800-869 Points 
 C+  (77-79.9%)  = 770-799 Points 
 C  (70-76.9%)  = 700-769 Points 
 D  (60-69.9%)  = 600-699 Points 
 F  (00-59.9%) =  000-599 Points 
 
What does an A mean? In order to receive an A on an assignment, I expect that you will have 
shown a clear understanding of key concepts associated with an assignment, and you have 
further added your own insight to the material. Assignments receiving an A will be generally free 
of grammatical errors, and show an advanced level of comprehension. 
 
B work reflects a general understanding of core concepts, and basic application of material. B 
work will have some grammatical errors, but generally shows strong writing skills. Work 
receiving a C reflects a basic understanding of core concepts with minimal or inaccurate 
application; work receiving a C reflects passable writing skills. 
 
A D or lower represents unsatisfactory performance. Students receiving a grade of D or lower 
have failed to demonstrate a strong grasp of course concepts, have significant issues with regards 
to written communication, and have not actively contributed to the course project. 
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All grades are final. Please do not ask to have your grade changed for reasons other than 
mathematical error. Applying subjective standards after the fact invalidates the standards applied 
to the entire class and is unfair to every student. 
 
Incompletes (IN) are generally not an option for undergraduate courses within the School of 
Communication and Information.   
 
Grade Appeals:  
If you have questions regarding a grade, there is a 24-hour waiting period. The grade appeal 
process for this class has three steps. (1) First, email a formal grade appeal to me; when you 
email me, include an explanation of why you deserve a change – be thorough in your explanation. 
Reasons for grade change need to provide substance beyond simply desiring a higher grade, 
needing a particular GPA, or making comparisons to other students. If the communication 
follows class policies, I will respond to your grade appeal within 48 hours. (2) Second, of you are 
not satisfied the next step is to response and request an in person meeting, again explaining your 
rationale and the reason you're your request. Grade change requests will not be handled in class. 
(3) Third, if a student wishes to pursue further grade appeals, such inquiries should be directed to 
the Chair of the Communication Department. The deadline for any grade appeals is one week 
after the grade has been returned to the student.  
 
A note on late assignments: Assignments are due at the beginning of class. I show up on time, 
and I expect you to show up on time as well. Late assignments will be docked one letter grade 
per day that the assignment is late. You are welcome to submit work in advance of class either in 
person, to my mailbox, or to my office. Don’t wait to the last minute to print your assignments!!! 
 
A note on communication: Since we are all scholars of communication, journalism and mass 
media, this is a great opportunity for you to practice the art of mediated communication.  

• Emails for this class should always start with “MMC” as the beginning of the subject. 
• Include a salutation 
• Sign your emails with your full name. 
• Clearly indicate what your question is. The more relevant information you provide, the 

more helpful and timely my response can be. 
• Use full sentences and proper grammar. 

 
A note on group work: With regards to group work and group participation: 

• If there are problems in a group, you must first try to resolve the problem together. Begin 
by holding a group meeting and constructively discussing your group dynamics, in 
general, as well as each individual’s contributions. Have each individual take a turn 
where s/he articulates his/her most important membership strength and key weakness.  

• If meeting as a group to discuss everyone’s participation qualities fails to address 
particular problems, you must write a memo to the member(s) who is/are not working up 
to group expectations.  

• Resolutions to group conflicts will be handled according to the Team Contract, which 
every member of the class will sign. 

 
Students with Disabilities: 
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Students with disabilities (both short- and long-term) who wish to have appropriate 
accommodations in this class must do so through Rutgers Disabilities Services Office and/or the 
Dean of Students of the school. Please bring me the necessary documentation as early in the 
semester as possible so that we can work together to accommodate your needs. 
 
Academic Integrity: 
The consequences of academic dishonesty are very serious. Rutgers’ academic integrity policy 
can be reviewed at http://academicintegrity.rutgers.edu/understand.shtml 
Academic integrity means, among other things, that you will:  

• Develop and write all of your own assignments. 
• Show in detail where the materials you use in your papers come from.  
• Create citations whether you are paraphrasing authors or quoting them directly. 
• Keep your eyes on your own work during exams. 
• Not fabricate information or citation in your work.  

If you are not sure about any issue related to plagiarism, please come to discuss it with me. 
 

Technology in the Classroom: Multitasking in the classroom distracts from your ability to learn. 
There are numerous studies of college students that clearly establish this as fact. I allow 
technology in the classroom when it is being used to further learning. I reserve the right to ban 
laptops from the classroom at any time; please come prepared with pen and paper. Mobile 
phones are banned from the classroom. Mobile phones should be turned off at the beginning 
of lecture. If you are on your phone during class (texting, checking Facebook, etc.), you will (1) 
be warned and (2) subsequently asked to leave. 
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Semester Schedule and Readings 
Note: Readings and topics covered are subject to change at the instructor’s discretion. 

 
Date Topic Assignment 

1. 1/20 Introductions 
Marketing 101 
 

 

2. 1/27 Marketing 101, cont. 
Advertising 101 
Discussion of Course Project & Ponderment 1 
 

- HBS: Framework for Marketing Strategy 
Formation (Dolan) 
- HBS: Media Choices & Online Adv. 
- Sakai: MKTG Ch. 2  
 

3. 2/3 Advertising 101, cont.  
Client Briefing (tentative) 
 

- HBS: Dove Real Beauty Sketches Campaign 
(Thomson et al.) 

4. 2/10 Media convergence and divergence 
Communicating to the modern consumer 
 

- Ponderment 1 Due 
- Sakai: Jenkins (2003) 
- HBS: Consumer Behavior (Gourville) 
 

5. 2/17 Market Research 
 

- HBS: Marketing Intelligence (Dolan & John) 

6. 2/24 Creating Brands  - Status Memo 1 Due 
- HBS: Taco Bell Case Study (Calkins) 
 

7. 3/2  
Midterm 

 
8. 3/9 Work Session 

Ponderment 2 Assigned 
 

 

9. 3/16  
Spring Break 

 
10. 3/23 Measurement, Networks, & Strategy Driven 

Marketing 
- Status Memo 2 Due 
- Sakai: Watts & Peretti (2007) 
- Sakai: Texieira (2012) 
 

11. 3/30 Lecture Topic TBD  
Partial Work Session 
 

- Ponderment 2 Due 
- Readings TBD 

12. 4/6 Work Session 
 

- Status Memo 3 Due 

13. 4/13 Is it ethical? 
Partial Work Session 
 

- Final Team Reports Due 
- Readings TBD 

14. 4/20  
Final Presentation (tentative) 

 
15. 4/27 Wrap up & Discussion - Personal Assessments Due 

 


