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Course Evaluation Measures Menu 

	Course number:
	MKT 214

	Course title:
	Advertising and Promotion

	Campus location(s):
	Georgetown, Dover, Wilmington

	Effective semester:
	2027-51



Core Course Performance Objectives 
1. Describe the evolution of advertising and promotion in the United States. (CCC 1, 2, 5; PGC 2, 4)
2. Explain the roles of advertising and promotion in today's business environment. (CCC 1, 2, 3; PGC 2, 3, 4)
3. Describe the impact the advertising industry and society have on each other. (CCC 1, 2, 4; PGC 2, 3, 4)
4. Analyze the various media and promotional devices used by businesses to promote their products and services. (CCC 1, 2, 5; PGC 2, 3, 4)
5. Examine demographics and other methods used to segment target markets. (CCC 2, 5, 6; PGC 2, 5)
6. Develop an advertising and promotional campaign that attracts target market customers. (CCC 1, 2, 3, 4; PGC 2, 3, 4)

Summative Evaluations

Please note: All courses must have a minimum of four summative evaluation measures, and those measures should include a variety of evaluation methods (e.g., test, oral presentation, group project). Please list all summative evaluation measures.  In addition to these summative measures, a variety of formative exercises/quizzes/other assignments should be used to guide instruction and learning but only required to be included on the final course grade. 

For each measure, please include a scope of the assignment: for example, if requiring a research paper, include the range of required number of words and number and types of sources; for a test, include the types and number of questions; for a presentation, include the minimum and maximum time, and so on. 


	Evaluation Measures: Include each agreed upon measure and scope of that measure (see above).
	Which CCPO(s) does this evaluation measure? 

	2-3 Advertising Application Projects

Description: 
Applied advertising projects that demonstrate the ability to analyze and create strategic advertising content. For each project, students produce a multimedia deliverable (e.g., slides, infographic, storyboard, or concept board) and a written reflection of at least one page; work will be evaluated using a collegewide rubric.
	1, 2, 3, 4, 5

	IMC: Small Business Advertising Plan

Description: 
A written report (8-12 pages using APA format) demonstrating the ability to plan and design a cohesive promotional strategy for a small business. The advertising plan consists of three components: campaign overview, media and message strategy, and finished advertisement designs; work will be evaluated using a collegewide rubric.
	2, 4, 5, 6

	IMC: Presentation

Description:
Deliver a professional presentation that communicates the key components of  an integrated marketing campaign (IMC) for a small business. The student will create a slide deck that highlights the campaign, and will orally present their slides in a 10-20 minute format. This presentation serves as an opportunity for students to articulate their IMC to the small business; work will be evaluated using a collegewide rubric.
	2, 4, 5, 6





FINAL COURSE GRADE
(Calculated using the following weighted average)

	Evaluation Measure
	Percentage of Final Grade

	Summative Assessments (60%)
	

	2-3 Projects
	25%

	IMC: Small Business Advertising Plan
	20%

	IMC: Presentation
	15%

	Formative Assessments (40%)
	

	The course will contain various formative assessments including but not limited to:
· Assignments
· Discussions
· Quizzes
	40%

	TOTAL
	100%
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