Instructor’s Manual

Advertising Campaign Strategy


Advertising Campaign Development

Spring Semester 2006
Instructor:  Dr. Sharon B. Stringer

Office:
 603 Robinson Bldg.

Telephone:  570-893-2092              Email: sstringe@lhup.edu
Office hours: MW  11-12:30; F 11:00 -noon  



TR 3:30-4:00

Overview: The purpose of this course is to create a supportive and scholarly context for advertising campaign development. As is true of many of the courses you take, the goal here is to develop the practical problem-solving skills that will enable continued growth and learning, rather than simply to transfer knowledge. Therefore, while the readings will provide a common basis of "expert" advice about advertising strategies, students are expected to contribute their own experiences and ideas for application. 

Objectives: This course will allow you to: 

1. Develop an understanding of advertising theories, strategies and practices and apply those strategies to developing a campaign based on a client’s needs.

2. Create an advertising plans book for a client of your choosing.

3. Develop an effective advertising presentation that demonstrates understanding of strategies and practices addressed during this course.

Conduct of the course: This course is not meant to supply easy answers but rather to provide a consistent framework for practical experience. Consequently, it will rely mainly on discussion, interaction, and hands-on activities within a collaborative learning environment in which you can share your experiences with others and benefit from the advice and insight of your peers. As part of this collaborative experience, you will work with several classmates to develop and plan an advertising campaign for a non-profit organization in Clinton County.

Course Requirements: The primary goal of this course is practical application. The reading assignments outlined in the syllabus are designed to increase your knowledge of advertising strategies and enhance your understanding assignments. 

Textbooks: 

         
Advertising Campaign Strategy: A guide to marketing communications plans (4th ed.), Donald Parente, FL:  Orlando, Dryden Press, 2006.    ISBN 0-32-432-2712  

Course Policies

* Syllabus subject to revision *

1. Class Assignments: Some class sessions will be set up as workshops so that I can work with you individually and in small groups. Accuracy is essential in advertising. Make sure that the information that you include in your assignments is accurate. Points will be taken off for each error of fact in an assignment. Names of persons and organizations must be spelled correctly. Campaign Analysis (about 4 pages):  As a group, choose one advertising campaign from the given list, and research and evaluate it.  Your group’s report and class presentation should address the following main topics, but not limited to them:  history of the campaign, its main objectives, strategy and selling points, its target audience, media plan and samples of ads, what is unique about this campaign, and the success/outcome of the campaign. NO LATE ASSIGNMENTS WILL BE ACCEPTED.



Your Favorite  Ad:

Watch and even tape your favorite TV ad.  Write an overall evaluation of  the commercial.  Indicate characteristics in numerous commercials that grab your attention.  Indicate your favorites and why?  Discuss any “nonsense” or “clueless commercials?  Discuss what’s wrong with it.


2. Class Participation: This is an advanced-level course. You are expected to attend the class, to read the assigned materials before the designated class period, and to participate in class discussion. This is a small class, and when you are not present, all members of the class notice your absence. There will be assignments and exams that will be completed during the class period. There will be no make-up exams given. 
3. Academic Integrity: You are expected to do your own work and to contribute to your group. 
4. Grading: Your final grade for the course will be based on class assignments, exams, group assignments, your plans book, your group’s final presentation, and your class participation. To determine your grade at any point during the semester, divide the number of points that you have earned by the total number of points possible to date. The grading scale for letter grades is: 90-100% = A-/A; 80-89% = B-/B/B+; 70-79% = C/C+; 60-69% = D; 0-59% = F. 


For your final plans book, you will revise your assignments taking into account the suggestions made during the first round of grading/editing. Pay special attention to directions. Review the textbook about how to write various types of summaries. Ask questions in class to clarify points that you may not understand. Do not merely make editorial corrections in the revision. You will need to expand the pieces and consult additional research sources. Move sections around. You may even need to change the focus of the piece. The purpose of revising the assignments is to emphasize the importance of revising and to enable you to rewrite the reports so that you will be able to include them in your plans book. 

Assignments/ Schedule*                                                              *Subject to change
	Week
	Topic 
	Assignment

	Aug. 29
Aug. 31
	Groups assigned

Select a client; Un 

http://www.lhup.edu/community/clinton/Resources
	Rd. Chapter 1

	Sept. 5
Sept. 7
	Clients and consumers

Discuss research plan

“Your Favorite Ad” 
	Rd. Chapter 2

	Sept. 12
Sept. 14
	 Market, Product, and Competitive Analyses 
	Rd. Chapter 3 

	Sept. 19
Sept. 21
	Appraising Opportunities and Setting Objectives

Marketing concepts discussed
	Rd. Chapter 4 Research report/ situation due 9/21

	Sept. 26
Sept. 28
	Building the Marketing Communication Strategy 
	Read Chapter 5



	Oct. 3
Oct. 5
	Developing a Creative Strategy that Moves People.

Problems, opportunities, and objectives


	Read Chapter 6

Problems & opport. due 10/5

	Oct. 10
Oct. 12 
	FALL Break
Web-page design; PowerPoint
	Status reports due

10/12

	Oct. 17
Oct. 19
	Marketing communication strategy 

Exam #1   Chapters 1 thru 6
	Media strategy
Due 10/19

	Oct. 24
Oct. 26
	Name awareness

Targeting & delivering the message

Media Strategy and Tactics.
	Rd. Chapter 7 Creative strategy due  10/26

	Oct. 31
Nov. 2
	Integrated Communications
Understanding the budget
	Rd. Chapter 8


	Nov. 7
Nov. 9
	Enhancing the Marketing Communication Mix

Final presentations dates sign-up

Clients should be invited to final presentations

Using Power Point/Publisher
	Status report
Due 11/7
Rd. Chapter 9

Budget report due 11/9

	Nov. 14
Nov. 16
	Discuss strategies w/group
Final presentation rehearsal
	Rd. Chap. 10 

	Nov. 21
	Campaign evaluation
	

	Nov. 28

Nov. 30
	Discussion—Preparing the Plans Book 

Preparing a winning presentation
	Rd. Chapt. 11 &12

	Dec. 5

Dec. 7
	Final Presentations to Panel (to include a     representative from your client’s organization) and class; DRESS FOR SUCCESS
	

	Wed. 12/13
	FINAL  - Chapters 7-12  10:00-11:50
	


 “Preliminaries” (situation analysis, strategy, research, and budget) are written plans showing group members how you will or have addressed the assignment. Preliminaries should be copied and shared with group members on or before the due date.  Only the final reports need to be submitted to me for a grade. 

Evaluating Student Performances
Grades will be determined by tests as well as individual and group performance on both the plans book and the oral presentation of the advertising campaign.  The evaluation you receive will be based upon your written contribution (or artwork) to the plans document, a peer evaluation by each member of the group, your evaluation, observation of the oral presentation, and a general assessment based upon reports of your work in and out of class.

You should schedule an interview to receive an evaluation of your work in the course.  You should take the initiative to schedule this interview during the 9th week.  The interview can be formal or informal.  The interview will be brief and will provide general feedback.

It is also expected that the average person will work “very hard” in this course.  Working “very hard” means working hard consistently throughout the semester, not merely the week or two prior to the presentation.

It can be difficult to be specific about what constitutes A, B, or C work in a course in which some of the work requires subjective evaluations, especially in the creative area.  Here are some guidelines:

 “A” work. The work needs to be well above average in quality.  Comprehensiveness or quantity in the creative area is desirable to achieve this grade.  An “A” also means you have been organized, dependable, and have shown initiative.  You can earn extra credit toward an “A” by serving as an Account Executive.  However, to receive credit you must be very organized.  Simply working “very hard” is not enough to earn an “A.”  Extra credit is also given for thorough insightful analyses; in-depth media sections that are carefully explained in the plans book; clever or creative ideas in the sales promotion area that are presented well visually.  Quantity is helpful here.  In the creative area, it is important to have strong strategic ideas as well as superior executions.  It is not enough to simply have very good layouts.  However, layouts that are not neat or carefully done will detract from the overall effort.  Quantity is helpful, too.

“B” Work. The work should be well above average in terms of quantity and quality.  A few mistakes or weaknesses are acceptable.  The work is expected to be comprehensive and in-depth in this category.  Students need to show initiative to get a “B.”

“C” Work. The work should reflect “very hard” work.  However, the work will lack depth or have more than a couple of weaknesses or flaws.

“D” Work. It is possible to work “very hard” and still receive a “D.”  You need to ask yourself the following questions in order to avoid earning a “D.”  Did I work consistently throughout the campaign period?  Was my work submitted in a timely fashion to allow group members to proceed with some of the peripheral activities, such as putting together the presentation (AV material), getting the book put together, and completing the research?  Did I do my best to resolve these problems and communicate with my group members before problems arose?

Attendance

While a small part of this course will be accomplished through lectures, much of the course will be devoted to hands-on group activity.  You will be allowed to work with your group during class sessions to complete assignments and discuss issues.  Attendance is expected and will be reflected in your grade.

Final grades will be computed based on points accrued from the following assignments:

Favorite Ad Analysis
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Status reports (2) 25pt.@





  50

Exam #1







100

Exam #2 (FINAL(






100

Research report/ situation analysis




  50

Problems and opportunities summary




  50

Budget report







100

Media strategy







100

Creative strategy (PowerPoint, print ad, broadcast, web ad)

100

Plans book







100

Final presentation






100 

Evaluation by client (necessary for a final grade)


100

Total







          1000
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