











A strategic approach to

marketing communication.

Integrated marketing communication (IMC) is a cross-functional
approach that unites and expands the traditional marketing disciplines—
advertising, direct marketing, public relations, sales promotion,

brand management, and interactive services—in order to create and
nourish successful long-term relationships with customers and other
stakeholders. IMC campaigns focus on strategically controlling or
influencing all messages to these groups and encouraging purposeful
dialogue with each of them. IMC professionals understand how to
employ these complementary disciplines in the realization of bottom-line
goals. Whether you wish to work on the “client side” or the “agency
side,” a degree in integrated marketing communication from Emerson
provides you with the knowledge and skills to build comprehensive
business strategies. The program trains you to think strategically, conduct
research and analyze results, consider the characteristics and needs of
audiences, and develop powerful and consistent messages.



WILLIAM ANDERSON

The depth of experience that Bill
Anderson brings to his classroom is
remarkable. From his start in the

field of brand management with Procter
& Gamble, he went on to work

in brand and marketing management
with companies like Kellogg and

HP Hood. He also spent a number of
years working on the agency side

of advertising management with clients
including Stride Rite, Welch’s, Coca-
Cola, and Ocean Spray.

Bill has taught graduate marketing
communication courses at Emerson
for the past five years and also leads
the Global Marketing Communication
Capstone course (with Thomas Vogel,
who is the Global Marketing
Communication and Advertising
graduate program director). He

is frequently impressed by the level
of professionalism in his students’ work.

Currently the president of Anderson

& Company, which provides consulting
services in brand development

and customer marketing strategies,
Bill stresses the importance of

an understanding of global marketing
communication for a successful
career. “Marketing communication has
grown enormously complex. There
has been much expansion and
innovation over the last few years."”




More focused than an MBA

and more comprehensive
than an advertising degree.

IMC VERSUS MBA

If you are torn between pursuing an MBA

and enrolling in the IMC program, you are not
alone. Many of our students considered an
MBA, but ultimately realized they were drawn not
to business administration, but to business
communication. Typically, MBA programs are
more broadly based, with marketing classes
serving as electives. At Emerson, students
understand that consistent, targeted, and efficient
communication is the lifeblood of every
organization and that as IMC practitioners, they
will play a vital role in the future of business.

IMC VERSUS
ADVERTISING/PUBLIC RELATIONS

Unlike graduate programs that focus on one
discipline such as advertising or public relations,
the Emerson IMC program prepares you to

grasp the total marketing landscape and to employ
all the communication tools at your disposal.

It exposes you to the language spoken in
corporate boardrooms and prepares you to lead
the creative process that produces novel
communication solutions to meet your
organization’s objectives. Through the exploration
of topics such as consumer behavior, marketing
management, brand management, and
interactive and e-communication, you will leave
Emerson equipped to build and implement a truly
integrated communication plan.



The program’s final capstone
course allows you to integrate all
of your skills and coursework

to work together with classmates
on a bona fide client project.
Working with your advisor, you
are able to tailor the curriculum
to your professional and
educational goals.

Recent Capstone Clients

During the capstone class, you
will spend an entire semester
developing a comprehensive
marketing communication plan
and creative execution for your
client. Recent capstone clients
include:

* A regionally-based wine producer
* A multi-site medical facility

* An environmental planning group
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To complement your classroom experience in the IMC program,
you may elect to complete an internship at one of the many
organizations on both the client and agency side in Boston, Los
Angeles, Washington, D.C., New York City, or elsewhere. Internships
may fulfill up to four credits.

With Emerson’s center in Los Angeles, it is possible for you to
experience the marketing or production side of the film or television
industry. IMC students may enroll for a semester in the L.A. program,
taking eight credits, comprised of a four-credit internship plus a four-
credit directed study supervised by a full-time professor in the
Department of Marketing Communication in Boston.




IMC professionals are in
demand in today’s market.

* Account supervisors

* Marketing managers
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* Public relations directors

* Strategic communication
In fact, Integrated Marketing Communication has been cited as consultants

the number one concern of senior marketing executives for the
last two years, according to the Association of National
Advertisers. Why? Dramatic changes in technology have resulted
in more media choices than ever, both for consumers and for
marketers. This means more opportunities for IMC professionals,
on the “client side” or in an agency or consultancy, to guide
marketing communication strategies and plans. Integrating
marketing communication to deliver consistent messaging can
create deeper relationships with consumers, yet requires a breadth /
of knowledge including: Advertising, Promotion, Public Relations,

Brand Management, and the ever-changing tools of Interactive

Marketing. IMC professionals also must learn how to promote

collaboration between partners to achieve strategic objectives with

creative solutions. Finally, the job isn’t finished until the results are

proven by the numbers. Thus, IMC professionals must speak the

financial language of brand managers, and understand how to

evaluate the effectiveness of marketing communication plans.

* Brand managers

* Vice-presidents of marketing
and e-commerce

Emerson graduates become marketing communication
professionals in international corporations, advertising and public
relations firms, financial institutions, and nonprofit organizations
across the United States and throughout the world.

RECENT INTERNSHIPS AND EMPLOYERS

Accenture

AIDS Action Committee
Arnold Worldwide
Arthur D. Little
Avon

BBDO

BlueCross BlueShield
Boeing Company
Boston Ballet

City Year

Comcast
DreamWorks SKG

Empire State Building
Observatory

Fidelity Investments

Fleet Financial Group
Foote, Cone & Belding
Forrester Research

Four Seasons Hotel, Boston

Garfield Group Public
Relations

Grey Advertising
Harper’s Bazaar
Harte-Hanks

Hill Holliday

IBM

L'Oreal

Macy’s

McCann Erickson

Ogilvy & Mather
Parker Brothers
Polaroid Corporation
Politzer & Haney
Remedy

Smash Advertising
State Street
TechTarget

United Nations

U.S. Tennis Association
Warner Brothers
WBZ-TV

Weber Group




WHO ARE WE LOOKING FOR?

If you can combine analytical and
strategic skills with creative
talents, Emerson's IMC program is
a good fit for you. Our students
come from diverse backgrounds,
representing a variety of
nationalities and work
experiences. Students who enter
straight fromundergraduate
programs i ral arts, business,

or communication studies will
benefit from a curriculum
grounded in communication and
filled with marketing. Students
who studied marketing
communication as undergraduates
are strongly encouraged to
acquire work experience before
applying to the program. Some
students are anticipating a career

shift and need the necessary
marketing skills to complement their
professional experience. And still
others come to Emerson to advance
their current careers in marketing
communication. Regardless of
background, all Emerson students
should be good communicators and
collaborators.

Approximately 150 students are
enrolled in the IMC program during
the academic year, and roughly one
third hail from outside the U.S. More
than half the students in the
program have at least three years of
work experience, and many students
work full-time during the program.




SEOUNMI HAN YOUN

Assistant Professor, Marketing Communication

Seounmi Han Youn believes that
marketing communication exists to
create dialogue between brands

and consumers, while building an
enduring relationship between

them. She loves the challenge of
identifying consumers’ unmet wants
and needs. Working in consumer
research as a project manager in
Seoul, Korea, Seounmi gained a wide
range of international work
experience in product and ad copy
tests and consumer behavior
research. Her professional experience
in marketing research allows
Seounmi to incorporate cross-cultural
marketing and advertising into

the classes she teaches at Emerson.
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According to Seounmi, “the practicality
of the program, connectivity

to the industry, and resourceful people
and facilities” set Emerson’s IMC
program apart from marketing
communication programs at other
colleges. She credits the faculty’s
expertise in the field and the
students’ willingness to experiment
with new ideas and approaches

with contributing to the success and
reputation of the program. “By
bringing professional experiences and
academic research into class, Emerson
faculty make students’ learning

lively, engaging, practical, and
applicable. Emerson students also
bring their hands-on experiences to
class to inspire their teachers and
friends. Such fusion has been a
driving force in making Emerson stand
out in this field.”



The Program

MASTER OF ARTS IN INTEGRATED MARKETING COMMUNICATION

PROGRAM STRUCTURE PROGRAM FLEXIBILITY REQUIRED COURSES

« 40 credit hours As you progress in the program, you Marketing Management

s Five required courses build ?n the knﬁwtedge frOT the Introduction to Integrated

« Five elective courses core classes with e ectlyes. | you are Marketing Communication
interested in new media strategies, .

« Internship or directed study for example, you might elect to take Introduction to Research Methods

(may fulfill up to four credits) courses such as Media Management, Consumer Behavior

Web Page Development and Capstone in Integrated Marketing
Management, and Interactive and e- Communication

Communication.

If managing the creative process
interests you, you could combine
Creative Thinking: Copy and
Design with Advertising and

Promotion.
ELECTIVES IN MARKETING COMMUNICATION
Advertising, Sales Promotion, and Marketing Finance
Publicity Management Master’s Thesis
Communicating Brands and Brand Media Management Strategies

M t . .
c anjger:in King: C 4 Desi Multicultural Consumer Marketing
rea. RIS i Public Relations Management
Media Management : . :

Special Studies in Marketing

Directed Study Communication

Global Advertising Web Page Development and
Global Public Relations Management

Interactive and e-Communication Writing for Marketing

Internship in Integrated Marketing Communication

Communication

Interpersonal Communication and
Sales Management




One of the few colleges in the world devoted entirely
to communication and the arts, Emerson has helped mold
inspired minds since it was founded in 1880.

A PROFESSIONAL PATH

Emerson’s graduate programs are designed based
on the latest professional practices, technological
advances, theories, and research within the
ever-evolving communication and arts industries.
Whether you aspire to write or publish novels,
direct documentaries, introduce children to theater,
manage strategic corporate and international
marketing campaigns, develop health initiatives,
report major news stories, or assist stroke
patients with language recovery, we will help you
accomplish your career goals. Emerson’s ability

to respond to today’s communication challenges
and adapt to an increasingly global world is

the foundation of success for our graduates.

A CREATIVE COMMUNITY

At Emerson, you will be surrounded by peers who
are writers, artists, managers, analysts, producers,
journalists, and healthcare professionals, and who,
like you, have a desire to help shape the future

of their fields. Encouraged by fellow students and
graduates who are noted for supporting one
another professionally and creatively, you will find
the strength of Emerson’s reputation holds across
all professional circles. Small class size and close
mentoring relationships with students allow
Emerson’s faculty, innovators in their fields, to share
their unique perspectives.

DEDICATION TO INNOVATION

Emerson maintains a deep commitment to helping
you learn with the best technology possible.

Our state-of-the-art facilities will provide you with a
hands-on education and virtually limitless access

to equipment on the cutting edge of innovation and
advancement. You will master the techniques of
effective communication by practicing them, so that
when you embark on your career, you are equipped
with the professional skills you need for success in
your field.

A CITY OF LIMITLESS OPPORTUNITY

Situated in the heart of Boston—an international
hub of culture, media production, publishing,
communication, commerce, and medical innovation—
Emerson offers access to immeasurable resources.
Our students frequently intern or work at world-
renowned organizations throughout the city. But
opportunity is not limited to Boston; it extends
along the East Coast to New York City, Washington
D.C., and Atlanta, where Emerson students and
graduates are sought-after for their imagination,
curiosity, and resourcefulness. The semester
program at Emerson’s L.A. Center lets you explore
career opportunities in a city with unrivaled
significance to the communication and
entertainment industries.



Boston's dynamic cultural life will satisfy even the
most enthusiastic arts lover. Acclaimed theater
productions stop here on their way to and from
Broadway, and countless community theater
companies call Boston home. A thriving music scene
offers concerts by our own Boston Symphony
Orchestra, world-renowned performers, and up and
coming new talents. The city’s numerous and

easily accessible museums, libraries, and cultural
festivals guarantee that Bostonians stay enter-
tained and informed year-round.

Boston is more than just a great city for art and
music; it is also home to world champion

sports teams and their legions of fans. Whether
running in the Boston Marathon, cheering

for the Red Sox from the stands of Fenway Park,
playing softball on Boston Common, watching
World Cup matches at a local pub, or sailing the
Charles River, athletes and sports devotees of
every kind find their place in Boston.

.minliimiliiil!

With 60 colleges and universities calling it home,
Boston is an international hub of intellect.

More than 250,000 undergraduate and graduate
students reenergize the city each year, keeping
Boston vibrant and fresh. Whether sampling the
international cuisines of Chinatown and the

North End or taking art classes at the MFA, students
from around the world absorb Boston's unique
blend of local and global culture, and many find
that the city is an education in itself.

Steeped in a rich history, Boston is the birthplace

of the American Revolution as well as the home

to many notable figures in American history, including
Paul Revere, Henry David Thoreau, and John F.
Kennedy. Celebrated landmarks and attractions, such
as The Freedom Trail, Faneuil Hall, and the Black
Heritage Trail, keep Boston rooted in American tradition
while still moving forward as a center for commerce
and innovation in the new millennium.

Nearly four million people live in its metropolitan
area, but Boston itself is remarkably inviting and
accessible. A walking city, Boston can be seen by foot
or by taking the T—the oldest public transportation
system in the United States. Charming historic
neighborhoods, lively restaurants and shops, and the
city’s 3,000 acres of parks are just blocks away from
the sophisticated urban high-rises of Boston's
financial and business districts.
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of their field. It was}h

_~them as colleagties.”

HLYNUR GUDJONSSON MA ‘04

met a ot of good people
from all overithe-world who are professionals
with-greatyexpertisé,and undéfstanding

Ifilling to work with

First Secretary, Icelandic Consulate, and Icelandic Trade Commissioner for North America

A career as a diplomat in the

Foreign Service had never occurred to
Hlynur Gudjonsson. Working as
managing director and strategist for
public relations, advertising, and
political campaigns, he had never
considered leaving the private sector.
But Hlynur finds his current job as
the Icelandic Trade Commissioner for
North America vastly rewarding

and considers his diplomatic career an
unforeseen benefit of his degree
from Emerson and his diverse business
experiences.

"It was unexpected that | would end
up making perfect use of my

nation branding study at Emerson and
combining it with integrated
marketing communication. Now, |
never look at an event, promotion,
or media opportunity as an isolated
incident; it is a part of a bigger
picture and needs to be planned and
executed accordingly.”

Hlynur works on the “client side” in
New York City, where the client is a
country, Iceland. Working at the
Icelandic Consulate, Hlynur's primary
objective is to encourage business and
trade between Iceland and the
United States. His responsibilities
include working as a manager

for Iceland Naturally—a joint
communication program that
promotes tourism, services, and
products from Iceland—and
collaborating with numerous other
organizations to endorse Icelandic
business interests, customs, and
cultural events.

Hlynur loves the opportunities and
experiences his job affords him

and in the future hopes to see himself
evolve further in the world of

brands and communication.



MK 604

Introduction to Research Methods
4 credits

This course is organized around the research process
in which students learn how to formulate a research
question, define a research problem, generate a
research design, establish data collection methods,
define a sampling frame, determine data analyses,
interpret data appropriately, and prepare a research
report. Topics in both qualitative and quantitative
research methods are included. Students will gain
an understanding of the importance of research in
the development of communication strategies.

(Fall, Spring)

MK 610

Marketing Management
4 credits

An introduction to the marketing management
process of making decisions about products,
brands, price, distribution channels, and
communications plans to deliver value to
consumers. Marketing concepts include research
methods, consumer behavior, business marketing,
customer analysis, competitive strategy, market
segmentation and targeting, and product
development. Students use analyses to justify
managerial recommendations. Integration is
emphasized: developing marketing strategies that
are consistent from conception through execution.
Case studies from a variety of industries are used
in class. (Fall, Spring)

MK 612

Direct/Database Marketing
4 credits

This course examines the communication, database
management, and physical distribution aspects of
direct marketing. Students learn how to mine
databases, use them for segmentation analysis,
and merge external and internal databases for gap
analysis purposes. Students manipulate databases
in traditional areas of direct marketing and
investigate how e-commerce has changed direct
marketing from a promotional function to one that
triangulates communication, marketing, and
delivery systems. Students develop a direct
marketing plan and an evaluation mechanism to
measure results. (Semester varies)

MK 617

Consumer Behavior
4 credits

Students investigate comprehensive
multidisciplinary, theoretical views of consumer
behavior, and apply them to marketing
communication contexts. Integrated marketing
communication plans require sophisticated
consumer behavior analyses that facilitate
segmentation, targeting, and positioning efforts.
Students learn about the determinants of consumer
behavior through the application of theories from
disciplines such as communication, marketing,
cultural anthropology, economics, sociology, and
psychology. Case studies, exercises, and research
help students to understand the complexity of
consumer behavior given intrapersonal,
interpersonal, and situational influences.

(Fall, Spring)

MK 618
Introduction to Integrated
Marketing Communication

4 credits

Integrated marketing communication (IMC) is a
cross-functional process for creating profitable
relationships with customers and publics by
strategically controlling all messages sent to groups
and encouraging dialogue. Students learn to
integrate marketing communication elements (e.g.,
advertising, public relations, publicity, sales
promotion, event marketing, direct marketing, e-
communication, and selling) to advance an
organization’s success and brand equity. Case
studies and exercises help students learn how to
develop effective IMC plans. Prerequisite: MK 610.
(Fall, Spring)

MK 620

Public Relations Management
4 credits

Students explore the role of public relations in
IMC, and learn how to construct a public relations
plan by analyzing and interpreting public opinion,
develop communication programs to achieve
public understanding (e.g., financial, media, or
government relations), detail a budget, and
describe evaluation techniques for measuring
impact. Students develop all aspects of the plan,
including constructing press releases and
developing public service announcements using
case studies or field applications. (Spring)

MK 621

Writing for Marketing Communication
4 credits

This course exposes students to a comprehensive
survey of writing techniques for integrated
marketing communications. Students learn how to
develop and refine their writing of communication
such as news releases, brochures, speeches,
organizational publications (e.g., annual reports),
copywriting, and public service announcements.
Intensive writing exercises are employed to help
students achieve their goals. (Semester varies)

MK 627

Interactive and e-Communication
4 credits

Students learn how organizations use the Internet
to communicate with consumers and the public,
and to examine the differences between traditional
media vehicles and the Internet within the context
of strategic communication. Students explore how
communication has changed given media and
delivery system convergence as well as market
democratization. Ethical and legal parameters of
technology-based communication are also covered.
(Semester varies)

MK 630

Advertising Sales Promotion and
Publicity Management

4 credits

Students explore the roles of advertising, sales
promotion, and publicity in the IMC mix. Students
learn to develop and manage advertising
campaigns, including evaluation of said campaigns.
In addition, students investigate how to use sales
promotion to bring about behavioral change in the
contexts of consumer and trade promotion.
Further, students learn how to generate and
manage publicity. Students evaluate the legal and
ethical issues surrounding these marketing
communication efforts. (Fall)

MK 636

Creative Thinking: Copy and Design
4 credits

This course explores the nature of creativity, creative
thinking, and problem solving. Through activities
and exercises, students explore and apply their
creative thinking skills in the development of
integrated marketing communication projects
through applications in copywriting, design, and
layout. (Semester varies)

MK 637

Interpersonal Communication and
Sales Management

4 credits

An examination of interpersonal communication
within the context of sales management, focusing
on the individual, group, and relational dynamics
related to the recruitment, selection, hiring, training,
motivating, compensating, and evaluating of sales
forces, and the cultivation and maintenance of
customer relationships by sales officers. The
contribution of selling and sales forces to an
organization’s IMC strategy is highlighted. (Fall)

MK 639

Communicating Brands and
Brand Management

4 credits

This course stresses the importance of the role of
the brand in IMC strategies. Students learn why
brands are important, what they represent to
consumers, and what should be done by
organizations to manage them properly. Students
learn how brand equity can be created, how to
measure brand equity, and how to use brand
equity to expand global business opportunities.
Brand simulations, readings, and discussions
facilitate learning. (Fall, Spring)



MK 648

Media Management Strategies
4 credits

Success of an IMC program depends on effective
management of both media choices and timing of
placements. Students first learn about fundamental
concepts in media planning such as gross rating
points and effective reach. They then use software
that allows them to see the effects of different
media plans in operationalizing a media strategy.
Opportunities for building corporate and brand
relationships with different media vehicles are
discussed. (Fall)

MK 649

Marketing Finance
4 credits

An important function of the IMC manager is to
optimize investments across different aspects of
the marketing and communication mix. This class
reviews fundamental tools of analysis used by
managers, such as budgeting, forecasting demand,
market and segmentation analysis, return-on-
investment valuations, media expenditure planning,
expense auditing, and evaluation of marketing
communication efforts. The class uses exercises,
cases, and readings to provide students with
exposure to the concepts and practice in applying
them. (Spring)

MK 650

Multicultural Consumer Marketing
4 credits

This course emphasizes the use of multicultural
marketing strategy and tactics in building
relationships with consumers in American
subcultures. Multicultural marketing communication
has its own “marketing mix” but shares the
importance of understanding differences in
consumer cultural value systems with global and
cross-cultural marketing communication. Attention
is given to significant American subcultures
according to ethnicity, age cohort, lifestyle, and
disability. Students study consumer and media
behaviors of specific subculture groups.

(Semester varies)

MK 653

Web Page Development and Management
4 credits

This course presents the website as an important
venue for communicating with various publics and
organizations, and as an integrated part of a
strategic communication plan. Topics such as
principles of web design, evaluation of website
effectiveness, tracking user perceptions, and
consolidating web page information into overall
database management are covered. Topics are
organized around website development,
maintenance, and assessment. (Semester varies)

MK 668

Capstone in Integrated
Marketing Communication

4 credits

Students develop an IMC plan for an organization
as the culminating experience in the IMC program.
Students demonstrate their knowledge and work
in teams to solve an organization's marketing
communication problem or help the organization
pursue an opportunity through the implementation
of an IMC strategy. Students must demonstrate
competencies in market research, market analysis,
strategy development, communications and media
planning, and IMC program development and
evaluation. Prerequisites: MK 604, MK 610, MK
617, MK 618. (Fall, Spring)

MK 690A

Internship in Integrated
Marketing Communication

2-4 credits

This internship requires students to secure positions
in organizations where they will be gaining
experience in integrated marketing
communication. Students must meet with site
supervisors and internship coordinators throughout
their internships and complete reports regarding
their experiences during and at the completion of
their internships. All students must participate in a
mandatory internship orientation the semester
before the internship. Orientation is offered
through the Office of Career Services.

(To be arranged)

MK 695
Special Studies in Marketing
Communication

4 credits

Occasionally courses are offered that capitalize on
trends in the communication industries or address
topics not covered in other courses in the program.
This course may be repeated when topics vary.
(Semester varies)

MK 697

Directed Study
2-4 credits

Students work on an independent project
supervised by a full-time faculty member. Directed
studies may not fulfill a course requirement and
require a proposal that identifies learning
objectives and outcomes, justifies the study,
describes the design of instruction, and presents a
bibliography. Proposals are submitted by the end of
the semester preceding the semester in which the
study is completed. Students must secure
signatures of the faculty supervisor, Graduate
Program Director, and Department Chair.

(To be arranged)

MK 699

Master’s Thesis
4 credits

Some students, especially those interested in
pursuing doctoral studies, elect to complete a
thesis as part of their requirements. The thesis
committee consists of a chair (primary thesis
advisor) who is a member of the Department of
Marketing Communication and two readers, one
of whom is also a full-time member of the
Department. The committee approves a research
prospectus before a student enrolls for thesis
credit. Information regarding guidelines and criteria
may be obtained from the Department Chair.
(Fall, Spring)

GM 612

Global Public Relations
4 credits

Focuses on the role of public relations in a global
setting, application of market research to public
relations, the benefits and limitations of analytical
frameworks applied to strategy development, and
models of roles and ethical responsibilities of
corporations engaged in public relations. Attention
is given to the evolution and practice of public
relations in major global markets. Prerequisite:
GMCA students and select IMC students. (GM 612
and GM 614 cannot both be taken in the GMCA
program.) (Spring)

GM 614

Global Advertising
4 credits

Examines organizational and external environments
surrounding global advertising decisions. The impact
of business trends, regulatory environment, media
management, agencies, and advertisers in global
communication planning are discussed. Challenges
such as standardizing communication strategy,
choosing an agency, allocating decision
responsibilities, localizing creative executions,
assessing foreign buyers and media audiences, and
media planning in multiple markets are examined.
Prerequisite: GMCA students and select IMC
students. (GM 612 and GM 614 cannot both be
taken in the GMCA program.) (Spring)



Joann M. Montepare

Chair of Marketing Communication and Professor
of Psychology (1998); AB, Smith College; MA, State
University of New York, New Paltz; PhD, Brandeis
University.

Dr. Montepare is a social-developmental
psychologist who teaches courses in statistics, social
psychology, developmental psychology, nonverbal
communication, and face perception. Her research
on person perception, emotion communication, and
age-identity across the life span has been widely
published in prominent journals such as the Journal
of Personality and Social Psychology, Developmental
Psychology, Psychology and Aging, Advances in
Experimental Social Psychology, Science, and
Communication Research. She has also contributed
to edited books such as First Impressions, Ageism:
Stereotyping and Prejudice Against Older Persons,
The Social Psychology of Stigma, and Evolution and
Social Psychology. She is the Associate Editor for
Special Issues for the Journal of Nonverbal Behavior
and serves on the editorial board for the Journal of
Adult Development and the International Journal of
Aging and Human Development.

Thomas Vogel

Graduate Program Director for the Global Marketing
Communication and Advertising Program and
Associate Professor of Marketing Communication
(2002); BS, University of Applied Sciences Stuttgart;
BFA, MFA, Academy of Fine Arts, Stuttgart,
Germany.

Mr. Vogel is a specialist in strategic communication
on the Internet, online usability, and branding on
the Internet. He has been a Professor of Media
Design at the Department of Media Management at
the University of Applied Sciences Wiesbaden,
Germany, where he served as the Founding Dean
from 1993 to 1999. He is an active public speaker,
panelist, consultant, and is involved in special
projects for Internet, advertising, and multimedia.
His current research focuses on the strategic design
and usability aspects of interactive media,
developing efficient experience design and online
communication, as well as the aspects of creativity
and creative thinking methods in advertising
agencies. He is founding partner of mediaman, an
interactive communications agency in Germany and
China. Formerly, he has worked as Art Director and
Creative Director in New York City at Grey
Advertising, Lois GGK, J. Walter Thompson, and
Communication House.

Cathy Waters

Graduate Program Director for the Integrated
Marketing Communication Program and Executive-
in-Residence (2007); BS, University of Vermont;
MBA, Boston College, Carroll School of
Management.

Ms. Waters is a specialist in market analysis,
forecasting, technical sales and sales management,
personnel recruitment/development, and customer
relations whose career has spanned both the
academic and professional worlds. Before coming to
Emerson, she served on the faculty of Boston
College’s Carroll School of Management, where she
taught undergraduate and graduate courses in
marketing, applied marketing management, and
product planning and strategy, as well as
professional selling and sales management.
Complementing her academic work is 12 years of
experience in the corporate world with IBM where
she held positions in sales and marketing
management. Her combined expertise comes
together in cases published in Strategic Marketing
Management Cases and the Journal of Business
Research.

William G. Anderson

Executive-in-Residence (2001); BA, University of
Washington; MBA, The Wharton School, University
of Pennsylvania.

Mr. Anderson brings extensive, high-level experience
to his teaching, having worked with such
organizations as Welch, Currier, Curry, Anderson
and Hill, Holliday, Connors, and Cosmopulos. He
has worked on major advertising assignments for
brands including Ameritech and Ocean Spray. At
Emerson, Anderson collaborated to develop
Marketing Finance for the IMC program and
Financial and Strategic Context of Global Market
Planning. His reputation for exceptional teaching
has made his “Brands” classes very popular.

Karl Baehr

Executive-in-Residence (2004); BA, Stephen F. Austin
State University; MA, The University of New Mexico;
PhD, Regent University.

Dr. Baehr is a communication professional, scholar,
entrepreneur, and corporate leader whose more
than twenty-five year career is highlighted by a
series of successes in new media and technology
venture evolution, communication curriculum
development, and pedagogy. He has extensive
knowledge of mass media, the Internet new media
industries, marketing strategies and tactics,
communication technologies and trends,
broadcasting operations and management,
audience research methods, distance education, and
computer-mediated communication. He is also the
director of the undergraduate program in
Entrepreneurial Studies at Emerson College.

Silvia Hodges

Executive-in-Residence (2007); BA, Warwick
University Business School/UK; MA, Universitat
Bayreuth/Germany; PhD (ABD), Nottingham Trent
University/UK (Law School).

Ms. Hodges is a pioneer in legal marketing with
expertise in continental European jurisdictions. Over
the course of ten years as a communications and
business development consultant, she has written
several books and articles on law firm marketing.
She is the founder of the Legal Marketing Italia
network, writes a regular column on legal
marketing for /talia Oggi, and has conducted
professional seminars and workshops on legal
marketing in Italy, Germany, England, and the
United States. As a recipient of a scholarship from
the German Department of Education and Research,
she is completing her doctoral studies

in law firm marketing with a special focus on
marketing legal services to medium-size companies.

Abbott Ikeler
Executive-in-Residence (2003); AB, Harvard; MA,
University of Pittsburgh; PhD, University of London.

Dr. Ikeler taught literature and writing at Bowdoin
College, the University of Muenster, and Rhode
Island College before entering the corporate world.
His academic achievements include a Senior
Fulbright Fellowship, a book on 19th-century
aesthetics, and numerous articles on Victorian
fiction. From the mid-eighties to 2001, he held
public relations and advertising positions with three
multinational organizations and a full-service
agency. Immediately before coming to Emerson, Dr.
Ikeler was Director of Communications and Public
Affairs for the Internet and Networking Division of
Motorola, a post he held for three years. The focus
of his current research is global public relations,
especially the impact of non-media influencers, such
as industry and financial analysts.



Julie C. Lellis

Assistant Professor in Marketing Communication
(2007); BA, University of Richmond; MS, PhD,
University of North Carolina at Chapel Hill.

Dr. Lellis brings experience teaching public relations
theory and public relations writing enhanced by
service learning practices in the classroom. Her
award-winning research is influenced by her training
in rehabilitation psychology and counseling coupled
with mass communication, and it focuses on
organizational identity in addition to nonprofit
communication about disability and chronic illness.
Her work has received recognition at national and
international conferences and in journals in the
realm of public relations, mass media, and health
communication. She also has worked in program
development and clinical settings to aid adolescents.

Kristin Lieb

Assistant Professor of Marketing Communication
(2007); BA, Syracuse University; MBA, Northeastern
University; PhD, Syracuse University.

Dr. Lieb’s expertise combines executive experience in
marketing and business development with
scholarship in public communications. Her career
has brought her from the interactive side of
Newbury Comics to writing case studies for the
Harvard Business School. She has served as the vice
president for business development for Digital
Media on Demand, Swap It, and Atomic Pop as well
as consultant for America Online and UPS. She has
been a freelance writer for Billboard, Rolling Stone,
The Boston Phoenix, and The Boston Globe. Her
research explores the branding of popular female
celebrities and informs issues related to body image,
gender, and aging.

Douglas Quintal
Executive-in-Residence (2000); BA, Bates College;
MA, Emerson College.

Mr. Quintal specializes in entertainment marketing
and teaches courses in integrated marketing
communication, writing for marketing
communication, advertising, and public relations.
His professional experience includes work with
Virgin Records, Hard Rock Café, Rogers and Cowen,
Braithewaite and Katz, and the Charles Playhouse.
He is on the Board of Directors for the Jennifer
Stowers Quintal Education Foundation and is a
member of the academic committee for the
American Advertising Federation. He was the
recipient of the 2007 Gold Key Honor Society
Award for Outstanding Teaching. He is an avid
musician and has opened for NoFX, Bad Religion,
Rancid, and Blink 182.

James Rowean
Executive-in-Residence (2004); BA, Boston College;
MA, Michigan State University.

Mr. Rowean brings twenty-five years of professional
experience in advertising and marketing to his
teaching of integrated marketing communication. A
former account executive for Cronin/Wallwork
Curry, Arnold Worldwide, and Campbell Ewald
(Detroit), he also directed marketing for Dunkin’
Donuts and Bread & Circus/Whole Foods
Supermarkets. He has brand experience with Ocean
Spray, Kimberly-Clark, Reebok, Timex, and Steinway
Pianos. Rowean has been a guest lecturer at Boston
University, New York University, and Boston College.

Seounmi Han Youn

Assistant Professor of Marketing Communication
(2003); BS, MA, Korea University; PhD, University of
Minnesota, Minneapolis.

Dr. Youn pursues a productive line of research
focusing on the antecedents, correlates, and
consequences of online consumer socialization
among the young. In addition to presenting her
work at national and international conferences, her
work has been featured in professional journals
such as the Journal of Advertising Research,
Psychology and Marketing, the Journal of Interactive
Advertising, and the Journal of Broadcasting and
Electronic Media. Dr. Youn's instruction in courses
that deal with global applications and research
methodology is enhanced by her industry
experience with DongSeo Marketing Research in
Seoul, Korea.



GRADUATE PROGRAMS

School of the Arts

MFA in Creative Writing
Fiction, Nonfiction, Poetry

MFA in Media Art

MA in Publishing and Writing
Book, Magazine, Electronic

MA in Theatre Education
Theatre Teacher Education,
Theatre and Community,

Theatre Education PhD Preparation

School of Communication
MA in Communication Management
MS in Communication Disorders

MA in Global Marketing
Communication and Advertising

MA in Health Communication

MA in Integrated Marketing
Communication

MA in Journalism
Broadcast, Print and Multimedia

COLLEGE MISSION STATEMENT

Emerson College is committed to excellence in education for
communication and the arts. Founded on the study of oratory and
the performing arts, Emerson’s distinctive undergraduate and
graduate curricula have expanded. We continue to challenge students
to think and express themselves with clarity, substance, and insight,
instilling the highest professional standards through rigorous
academic inquiry and experiential learning. Its specialized major and
external programs are based in and integrated with the liberal arts
and interdisciplinary study, and are informed by a set of core values:
freedom of expression, diversity of perspective, cultural awareness,
integrity, civility, and the responsibility of ethical choice.

Our mission is to inspire students to create and communicate with
depth, honesty, courage, and passion, both as professionals in their
fields and as informed and articulate participants in society.

GRADUATE STUDIES MISSION STATEMENT

The Division of Graduate Studies offers graduate programs that
educate individuals for thoughtful, productive leadership in

the contemporary worlds of communication and performing arts, and
supports the scholarly and artistic endeavors of Emerson’s students
and faculty. The Division recognizes the interdependence of theory
and practice by combining rigorous intellectual inquiry with artistic,
clinical, and professional practice in all graduate programs. Our
goal is to prepare graduates who reflect critically on their work and
understand the power of communication technologies, appreciate
the diversity of human cultures, think globally, and practice the
highest ethical standards in their professions.

Statement of Nondiscrimination Policy
Emerson College admits qualified students

of any race, color, religion, national and
ethnic origin, sex, age, sexual orientation, gender
identity, or disability to all the rights,
privileges, programs, and activities generally
accorded or made available to students at the
College. Emerson College does not unlawfully
discriminate on the basis of race, color,
religious beliefs, national and ethnic origin, sex,
age, sexual orientation, gender identity, or
disability in the administration of its educational
policies, admissions policies, scholarship and
loan programs, athletic programs, or other
College-administered programs. Individuals
with questions or concerns about the College’s
nondiscrimination policy may contact Emerson
College’s Associate Vice President of Human
Resources and Affirmative Action at Emerson
College, 120 Boylston Street, Boston, MA
02116 or 617-824-8580.

Accreditation

Emerson College is accredited by the New
England Association of Schools and Colleges, Inc.,
a nongovernmental, nationally recognized
organization whose affiliated institutions include
elementary schools through college institutions
offering postgraduate instruction. Accreditation
of an institution by the New England
Association indicates that it meets or exceeds
criteria for the assessment of institutional
quality periodically applied through a peer
group review process.

Emerson College reserves the right to
change without notice any statement in this
viewbook concerning, but not limited to,
policies, curricula, and courses. Sample course
schedules reflect course offerings that are
subject to change without notice.
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