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       SAL 650: Sport Marketing and Media  
(3 Credits)

             Course Syllabus - Spring Semester 
             

General Course Information

Class Time/Days: Online via Canvas (Spring Session 1)
Instructor:  Dr. Joe Mullins 						 Phone:  770-720-5946
Office Hours:  	As Posted					 	Email:  jwm@reinhardt.edu
															
Catalog Course Description


Reinhardt Credit Hour Statement; 3 Credit Hour Class (Online)
Over 8 weeks, students will spend a variable number of minutes per week in online lectures, class discussions, and in preparation of class projects and research papers. Instructional time includes a 3-hour final exam. Out-of-class work includes homework and preparation for exams and quizzes and is a variable number of minutes per week (6750 minutes for the semester).

Required Text/Readings


Course Websites
· Website: https://reinhardtuniversity.instructure.com/

Online Course Expectations and Guidelines 
· Asynchronous Delivery
· Students complete the course fully online in asynchronous fashion
· Meaning students do not have to be online at the same time
· Weekly Forums/Engagement Discussions
· Instructor provides a weekly discussion topic
· Students respond to the topic with a forum post or other engagement method (by Thursday of each week 11:55 PM EST)
· Student reply to discussion posts of at least two classmates (by Sunday each week at 11:55 PM EST) 
· Course Assignments
· Students complete course assignments on dates specified by the instructor
· Click on “Coursework” portal (left side menu)
· All submissions are made via the Eagle Web site


Purpose of the Course
The purpose of the course is to provide students with an in-depth knowledge of sport marketing. Students will critically examine key sport marketing principals and theories and how they apply to ever changing sports industry. The class will pay special attention to the concepts of: market research, market segmentation, branding, social media, sponsorships, and global marketing strategy. 

Sport Administrative Leadership Program Goal
The mission of the Master of Science in Sport Administrative and Leadership program is to develop leaders and scholars equipped with the theoretical knowledge and practical experience to successfully serve in leadership roles within the sport industry.

Sport Administrative Leadership Program Outcomes
Students graduating with the Master of Science in Sport Administrative and Leadership will:

1. Exhibit leadership behaviors consistent with ethical sport administrators

2. Apply communication and technology competencies required of sport administrators

3. Analyze current and historical issues impacting sport administrators, and integrate solutions to develop positive organizational cultures

4. Comprehend the broader role of sport in society

Course Objectives
Students completing SAL 650 Sport Marketing and Media should be able to: 
1. Analyze and apply sport marketing concepts as they apply to branding, licensing, sponsorships, and global sport marketing.
2. Analyze and apply principals of marketing research including database marketing, marketing strategy, and market segmentation.
3. Recognize the evolution of social media and how it fits into the sport marketing mix.
4. Make data driven decisions based on sport market research.
5. Demonstrate an understanding of the interrelationship of integrated marketing communications and sport.
6. Understand sport marketing theory and how it can be used in the sport industry to meet the
wants and needs of the sport consumer









Course Requirements/Assignments/Evaluation

	Evaluation Procedures 

	Weekly Discussion and Engagement/Mini Projects 
	40%

	· Week 1 Discussion Post/Engagement/or Mini Project 
	5%

	· Week 2 Discussion Post/Engagement/or Mini Project
	5%

	· Week 3 Discussion Post/Engagement /or Mini Project
	5%

	· Week 4 Discussion Post/Engagement /or Mini Project
	5%

	· Week 5 Discussion Post/Engagement /or Mini Project
	5%

	· Week 6 Discussion Post/Engagement/or Mini Project
	5%

	· Week 7 Discussion Post/Engagement /or Mini Project
	5%

	· Week 8 Discussion Post/Engagement/or Mini Project
	5%

	
	

	Assignments
	60%

	· Assignment 1 
	15%

	· Assignment 2 
	15%

	· Assignment 3 
	15%

	· Assignment 4 
	15%

	
	

	Total
	100%



Grade Scale

· A: 90% and above
· B: 80% to 89%
· C: 70% to 79%
· D 60% to 69%
· F below 60%


Methods of Instruction

Potential methods of instruction and course activities include (but are not limited to):

· lecture and discussion; examinations and quizzes; video and slideshow; presentations; writing assignments; web-based assignments


Academic Integrity

Students are expected to adhere to the Reinhardt Code of Conduct and Honor Code.  Violations (including cheating and plagiarism) will result in disciplinary actions.

Accommodation Statement
The Americans with Disabilities Act (ADA) is a federal anti-discrimination statute that provides comprehensive civil rights protection for persons with disabilities. Among other things, this legislation requires that all students with disabilities be guaranteed a learning environment that provides for reasonable accommodation of their disabilities. If you have a documented disability requiring an accommodation, please contact the Academic Support Office (ASO).
Reinhardt University is committed to providing reasonable accommodations for all persons with disabilities. Therefore, if you are seeking classroom accommodations under the Americans with Disabilities Act, you are required to register with the Academic Support Office (ASO). ASO is located in the basement of Lawson Building. Phone is 7707205567. To receive academic accommodations for this class, please obtain the proper ASO letters/forms.
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	SAL 650 Tentative Course Outline and Calendar

	Date
	Topic
	Due

	Week 1
	· Welcome to Course 
· Intro to sport marketing and media
· Understanding the Sport Product
	· Discussion Post 1

	Week 2
	· Strategic Sport Marketing
	· Discussion Post 2
· Assignment One

	Week 3
	· Understanding the Consumer
	· Discussion Post 3

	Week 4
	· Sport Market Research
	· Discussion Post 4
· Assignment Two

	Week 5
	· Branding
	· Discussion Post 5

	Week 6
	· Social Media and Creative Media
	· Discussion Post 6
· Assignment Three

	Week 7
	· Sport Sponsorships
	· Discussion Post 7

	Week 8
	· Developing a marketing plan
	· Discussion Post 8
· Assignment Four




NOTES AND REMINDERS
· All Dates/topics are tentative and subject to change based on pace of course
· Readings should be completed by the dates listed in the right column on the calendar
· Please inform instructor immediately if you have concerns or problems with assignments
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