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EXECUTIVE SUMMARY

This proposal suggests that the advertising program could benefit from: 

1) the addition of two courses – Advertising Decision Making and Consumer Behavior for Communication Students;

2) and a change in the required course for the track from COMM 325 Advertising Copywriting to Advertising Decision Making.

These suggestions derive from an analysis of the national job market and duties of communication graduates in working advertising, and a study of the top advertising programs across the nation. 

MARKET ANALYSIS 

Every year, the University of Georgia (UGA) conducts a survey of the prior year’s graduates from communication programs.  According to the most recent survey, 23.6 of 2002 graduates from communication programs sought jobs at an ad agency, second behind public relations department in an organization (24.5%).
 This number speaks to the desire of communications students to enter the field of advertising. 

The UGA survey also addressed job responsibilities of those graduates who found work in advertising. According to the survey, only 0.8% of those working in advertising were responsible for “producing ads” and only 3.7% of them were responsible for “selling/placing ads.”
 This calls into question the need for advertising courses designed to teach such skills as creating/producing ads, as well as selling and placing ads. Yet, what should an advertising program teach?
In order to answer this question and determine the proposed Advertising course sequence for the University of Scranton (UofS), I examined the ranking of advertising departments in universities across the nation. From these rankings, I anticipated proposing a curriculum based on “best practices;” that is, suggesting a curriculum that mirrors those of the advertising programs recognized as the best in the nation. 

Although relatively little research has been done to determine the opinions of advertising professors, one study asked professors across the country to rank undergraduate advertising programs. 
	TOP UNDERGRAD PROGRAMS AS RANKED BY FACULTY

	Rank
	School

	1
	University of Illinois

	2
	University of Texas

	3
	University of Florida


Another study asked the heads of advertising programs at universities around the country to rank the top three undergraduate advertising programs.
	MOST MENTIONS AS A "TOP 3" UNDERGRADUATE PROGRAM

	Rank
	School

	1
	University of Texas

	2
	Michigan State University

	3
	University of Illinois


And in its first effort to rank graduate advertising programs, U.S. News & World Report asked deans and faculty at schools of journalism and mass communication to rank advertising programs. 

	RANKED BY U.S. NEWS & WORLD REPORT

	Rank
	School

	1
	University of Illinois

	2
	University of Florida

	3
	Northwestern University

	4
	University of Texas


After reviewing the results of these studies, the following schools began to emerge as having the nation’s top advertising programs (in no particular order): 

· University of Illinois
· University of Texas

· Michigan State University

· University of Florida 

Next, I reviewed the course curriculum for these programs.  

University of Illinois provides the following courses for its advertising students:

· Introduction to Advertising (intro course) 
· Persuasive Writing 

· Special Problems 

· Consumer Communications and the Public 

· Classic Campaigns 

· Advertising Research Methods 

· Advertising Creative Strategy and Tactics 

· Audience Analysis 

· Advertising Management: Planning 

· Advertising Planning and Decision Making (capstone course)
The University of Texas has divided its advertising sequence into three programs: 1) Creative; 2) Media; and 3) Interactive, with courses geared toward an understanding of those three disciplines. 

Michigan State University (MSU) offers the following core advertising courses:

· Integrated Strategy (intro course) 

· Consumer Behavior

· Advertising and Society

· Advertising Campaigns (capstone course) 

MSU also offers 17 additional courses (students are required to select 3 in addition to the above 4 core classes) ranging from topics such as copywriting to media planning to interactive management. 

The University of Florida requires the following core courses:

· Elements of Advertising (intro course) 
· Advertising Strategy

· Intro to Advertising Design & Graphics

· Advertising Research

· Copywriting and Visualization

· Media Planning

· Advertising Campaigns (capstone course) 

The University of Texas model is so dissimilar from the other schools (and would require a total restructuring of the UofS advertising program) that it was dropped from the remaining analysis. 

An examination of the remaining schools’ curriculum reveals a variety of ways to prepare advertising students. Yet, some commonalities did emerge in this analysis.  For example:

1) Each sequence had an introductory course and a capstone course.  

a. The introductory course seems to serve two purposes: a) introduction to the field and b) introduction to the ideals/philosophy of the program. 

b. The capstone course is typically a campaigns-style course that allows the student to demonstrate and apply knowledge from prior classes. 

Recommendation for UofS: UofS already has an introductory course (COMM 225 Advertising) and a capstone course (COMM 380 Advertising Practicum).  

2) Each program has the word and/or the concept of “strategy” in at least one of its core courses. 

Recommendation for UofS: Students should understand the strategic underpinnings of advertising production and consumption. Some of this understanding will occur in each individual course in the current advertising curriculum; however, no single course exists to provide this knowledge.  I propose we offer a course similar to the University of Illinois’ “Advertising Management: Planning” course. This course could be taken in the student’s second or third year, after the introductory course yet before the Advertising Practicum. The focus of the course should be on alerting students to the various problems, and alternate solutions for those problems, that advertising decision makers must face. This course could be called “Advertising Decision Making.” 
3) Each program has a course focused on audience research. 

Recommendation for UofS: A course in consumer behavior should prepare the students to understand why and how consumers behave, and more importantly, how to analyze the results of such research as it relates to making advertising decisions. Such a course already exists (MKT 362 Consumer Behavior).  It would benefit advertising students to have a section of this marketing course set aside for them. 
4) Each program has a course focused on the interactive environment as it relates to advertising. 

Recommendation for UofS: Providing a course or concentration of courses on interactive advertising would require a monetary commitment in terms of faculty hires and technology advancements that would outweigh the benefits of such a focus. 
PROGRAM DESCRIPTION
Based on the above findings, two new courses are suggested for the University of Scranton, Department of Communication, Advertising Sequence: “Advertising Decision Making” and “Consumer Behavior for Communication Students.” 

Following is the current course sequence for the UofS advertising track:

Required Courses
· COMM 225 Advertising 
· COMM 325 Advertising Copywriting
Additional courses 
· COMM 326 Political Advertising 

· COMM 380 Advertising Practicum 
· COMM 484 Advertising Competition 

Following is the proposed course sequence for the UofS advertising track:

Required Courses
· COMM 225 Advertising 
· Should introduce students to concepts, theories, and practices of the advertising industry. 
· Advertising Decision Making (new course) (proposed prerequisite: COMM 225) 

· Should facilitate student understanding of the problems, opportunities, and challenges faced by those in advertising management. 
Additional courses
· COMM 325 Advertising Copywriting (proposed prerequisite: COMM 225)
· Should introduce students to concepts of creative work and the strategy behind such work.

· COMM 326 Political Advertising 

· Consumer Behavior for Communications Students (new course) (proposed prerequisite: COMM 225) 

· Should introduce students to concept of gathering and analyzing information to better understand consumer behavior.  

· COMM 380 Advertising Practicum 
· Should provide an opportunity to exhibit both strategic thinking and creative execution by developing an advertising campaign for a client. 
· COMM 484 Advertising Competition (prerequisite: COMM 225)

· Focused on the AAF-sponsored national competition, this course offers an opportunity – in addition to COMM 380 – for students to apply knowledge learned in other advertising courses in a real-world setting.  

From the student perspective, the course sequence could follow this regimen:

Second Year 

Fall semester/ January intersession 
· COMM 225 Advertising
Spring/Summer semester 
· Advertising Decision Making

Third Year 
Fall semester/ January intersession
· Consumer Behavior for Communication students 

Spring/Summer semester 
· COMM 325 Advertising Copywriting 
· And/or COMM 326 Political Advertising 

Fourth Year
· COMM 380 Advertising Practicum
· COMM 484 Advertising Competition 

EFFECT ON OTHER PROGRAMS 
This proposed revision to the Advertising track would impact the Marketing Department of the Business School in that it would require collaboration between the Communications and Marketing departments in designing and implementing the Consumer Behavior for Communications Students course.  Ned Warner, chair of the Communications Department, has indicated he would initiate discussions with the Marketing Department regarding this matter. 

REQUIRED RESOURCES 
The Communications Department has one full-time advertising professor on staff (Dr. William Anderson). To offer the proposed courses and bring UofS in line with the “best practices” of the top advertising programs, another full-time faculty member is needed. 

Also, as mentioned, the Marketing Department would need to staff one to two additional Consumer Behavior courses each year to accommodate Communications students. 

OVERSIGHT
Dr. Anderson has volunteered to oversee the program in terms of direction and constant review. This will be under the direction of the department chair and the school dean. 

COST/REVENUE CONSIDERATIONS
No cost revenue. 
STUDENT LEARNING OUTCOMES AND ASSESSMENT PLAN 
Following are the desired outcomes for graduates of the advertising track in the Communications Department:

1. Readiness for entry-level employment in an advertising-related field.

2. Subject matter expertise, including research, media, creative, and management.

3. Ability to communicate effectively in written form and orally.

4. Broad education in areas outside of advertising that students are able to link to their major in advertising.

5. Critical-thinking skills.

Measurement of the student outcomes could occur using the following methods:

1. Current student evaluation forms (Outcomes 2, 3, 5)

2. Annual focus groups of undergraduates during the Spring before graduation (Outcomes 2, 3, 4, 5)

3. Survey of graduates 1-3 years after commencement (Outcomes 1, 2, 3, 4, 5)

4. Annual consultation with alumni about placement and progress of program graduates (Outcomes 1, 2, 3, 4, 5)

The faculty could meet annually to discuss the assessment measures that are available to review individual courses and the curriculum to determine whether changes/improvement need to be made. In addition, the faculty could review the usefulness of the results of the student focus groups and alumni surveys to determine necessary changes from year to year.

CURRICULUM GUIDE 
Following are sample course syllabi for each course in the advertising track, starting with existing courses.

Sample COMM 225 – Advertising Syllabus
Recommended
Read and watch everything you can. Not only should you be well-read regarding the advertising industry, you should immerse yourself in various topics – world events, various cultures, history, great writers, philosophy, people, places, etc. Be curious about everything. You are in a communications field; watch how people communicate with each other. 

Course description 

As a student in advertising you should constantly strive to understand the variety of challenges that advertising managers attempt to solve. Even more important, you should be aware of the competing solutions to these problems, the effectiveness of which you must learn how to evaluate yourself. Therefore, my responsibility as instructor of this course is:

a) to provide a framework to help you develop and articulate your analysis and insights with the class;

b) to initiate and facilitate discussion between you and your classmates. 

And your responsibility as a student is:

a) to read the assigned materials, reflect on them, and share your analysis and insights with the class; and 

b) to apply your learning in individual assignments and in a small group setting. 


Course objectives 

By the end of this course, you will be able to:

a) explain the major concepts and theories involved in advertising management and production; and 

b) implement the same decision-making processes used by advertising and marketing communications professionals. 

You will demonstrate understanding through examinations and quizzes, class discussions, and the analysis of professional advertising plans and executions.

Required text
· Kenneth E. Clow & Donald Baack, Integrated Advertising, Promotion, and Marketing Communications (Prentice Hall, 2002). ISBN: 0130175781
Supplemental texts

· Randall Rothenberg, Where the Suckers Moon: The Life and Death of an Advertising Campaign (Vintage Books, 1995). ISBN: 0679740422 ($11.20 on Amazon.com) 

· David Ogilvy, Ogilvy on Advertising (Vintage Books, 1987). ISBN: 039472903X 

· Al Ries & Jack Trout, Positioning: The Battle for Your Mind (McGraw-Hill, 2000). ISBN: 0071373586 

Grading
Assignments will be weighted as follows:

Tests (5) 
 

40%

Current events quizzes (4) 
20%

Class participation 

10%

Group project 


30%
TOTAL 


100%

Assignments
Tests
On assigned days, you will be tested to gauge your grasp of the designated subject matter. 

Class participation
Every class period, you are expected to participate in class discussion.  This does not mean just talking; this requires you to bring thoughtful reflection and careful analysis to your comments. 

Current events quizzes
On assigned dates, you will be tested on current events in the advertising industry.  Hint: Read the latest editions of Advertising Age and AdWeek (both available online) before taking the quiz. 

Group project

You will be assigned to a small group of students.  With this group, you will develop a proposal and presentation for clients of your choosing (see handout for requirements).  This plan will provide you with an opportunity to apply concepts discussed in class.  Late proposals = 10 points per day late. Not ready to present on assigned day = zero (0) for this portion of the assignment. 
Timeline
	Topic/Reading 
	Assignment

	Week One – INTRODUCTION
	

	Syllabus review/Course description
	

	
	

	Week Two – IMC 
	

	History of advertising 
	Read “Advertising History” on Blackboard

	Ch. 1 – IMC
	Read chapter 1

	Advertising management 
	Read chapter 6

	
	

	Week Three – RESEARCH 
	

	Test one (Chapters 1 & 6) 
	

	Group selection / explanation of group project
	

	Research tips
	

	
	

	Week Four – PROMOTIONS OPPORTUNITY ANALYSIS 
	

	Image & Branding 
	Read chapter 2

	Positioning 
	

	Current events quiz 
Market analysis 

Objectives 

Budget & Strategies
	Read chapter 5

	
	

	Week Five – CONSUMER BEHAVIOR
	

	Consumer Buyer Behavior
	Read chapter 3

	Segmentation
	

	Test two (Chapters 2, 3 & 5) 


	

	
	

	Week Six – MEDIA
	

	Media strategy and planning 


	Read chapter 9



	Media strategy and planning (cont.) 
	

	Current events quiz

Media planning (print & out-of-home)
	

	
	

	Week Seven – MEDIA
	

	Media planning (broadcast)
	

	Analyzing ads

	Read “Ad Checklist” on Blackboard

	Current events quiz
Discuss group project with professor
	

	
	

	Week Eight –BREAK
	

	
	

	Week Nine – CREATIVE 
	

	Creative Brief
	Read chapter 7 


	Current events quiz 
Ad design: Frameworks and appeals
	Group project proposal due

	Ad design: Message and execution 
	Read chapter 8 

	
	

	Week Ten – PROMOTIONS/PR
	

	Test three (Chapters 7-9) 
	

	Trade promotions
	Read chapter 10

	Consumer promotions
	Read chapter 11 

	
	

	Week Eleven – IMC TOOLS
	

	Direct marketing
	Read chapter 12 

	PR
	Read chapter 13

	Cause-related marketing
	

	
	

	Week Twelve – IMC TOOLS 
	

	Personal selling 
	

	Sponsorships  
	

	Packaging
	

	
	

	Week Thirteen – IMC TOOLS
	

	Internet marketing
	Read chapter 14 

	IMC for small business / Guerilla marketing
	Read chapter 15 

	Discuss group project with professor
	

	
	

	Week Fourteen – EVALUATION
	

	Evaluation 
	Read chapter 16

	Test four (Chapters 10-16) 
	

	International advertising 
	

	
	

	Week Fifteen – PREPARATION 
	

	How to get a job in advertising
	

	How to give presentations
	

	Group project workday 
	

	
	

	Week Sixteen – PRESENTATIONS
	

	Group project presentations 
	

	Group project presentations
	

	Group project presentations
	

	
	

	Week Seventeen – PRESENTATIONS
	

	Group project paperwork due 
	

	Final Exam 
	


Sample COMM 325 — Advertising Copywriting Syllabus
Course description 

As a student in advertising copywriting you should constantly strive to understand the production and consumption of advertising messages. Therefore, my responsibility as instructor of this course is:

a) to encourage you to think strategically, as well as creatively, about advertising production; 

b) to help you examine how audiences consume messages; and 

c) to help you understand the strategic underpinnings of creative advertising and provide you a chance to try your hand at developing advertising creative. 

Notice I do not claim to make you more creative or attempt to lead you into a creative career choice.  The purpose of this course is to help you understand the creative process in advertising, not necessarily become part of an advertising creative team.

And your responsibility as a student is:

c) to become an informed and discerning consumer of advertising messages, being ready in each class to share your observations about advertising; 

d) to read the assigned materials, reflect on them, and share your analysis and insights with the class; and
e) to apply your learning by developing advertising messages for various media. 

Course objectives
By the end of the course, you will be able to:
· analyze the effectiveness of existing advertisements in terms of the target market, the purpose of the communication, the type of appeal, and the effectiveness of the message; 
· research and analyze facts regarding brands;
· use factual information, strategies and creative techniques to develop advertising concepts for various brands; and 
· apply the principles of advertising copy to the creation of ads for several media.
You will demonstrate understanding of course objectives through class discussions, critique of professional ads, and the development of advertising for various media.

Required text 

· Jewler & Drewniany, Creative Strategy in Advertising 7th edition (Thomson-Wadsworth, 2001). 
Supplemental texts 
· Paetro, How To Put Your Book Together and Get a Job in Advertising (The Copy Workshop, 1998).

· Sullivan, Hey Whipple, Squeeze This: A Guide to Creating Great Ads (John Wiley & Sons, 2003). 

· Steel, Truth, Lies and Advertising : The Art of Account Planning (John Wiley & Sons, 1998)
Getting The Most From This Course

1. Become a critical thinker. This doesn’t mean that you need to be critical – it means that you need to learn how to find information in order to develop problem-solving solutions as well as strong, supportable recommendations.

2. Keep an open mind. Leave your preconceived notions at the door. This class should be perceived as a learning experience – a chance to gain new knowledge.

3. Realize that most advertising is not targeted to you. Become an explorer – learn about the target group, be open to new ideas and perspectives. Never write, analyze or critique a brand, a strategy or an ad from your point of view. It must always be from the consumer’s perspective.

4. Love the brand; love the consumer. Be true to both – that is your job. You are going to work on brands that you don’t like. Too bad. You must make the consumer like the brand, even if you don’t. And remember – you are seldom the consumer.

5. Pay attention to the advertising and the world that surrounds you. That is how you’ll find your creativity.

6. ENJOY YOURSELF! This is advertising – not brain surgery. But it is hard and you’ll be asked to do things and think in ways that are unfamiliar to you. See it as a challenge, not as something to fear. Don’t take things so seriously – your ego and especially your grade. If you receive a B or a C in this course, it doesn’t mean you are not creative – it simply means you have more work to do. But that’s what education and learning is all about.

Grading
Assignments will be weighted as follows:

Written critiques
30%

Ad exercises

40%

Portfolio 

30%
TOTAL 

100%
Assignments

Written critiques

You will provide strategic critiques of existing advertisements. Your objective will be to critique the original strategies used and to provide the strategy you would have used in that situation.  

Answer the following questions in each critique:

1. Who is the brand?

2. What’s the brand’s desired position?

3. Who is the target? 

4. What is the message that is trying to draw the target to the brand’s desired position?

5. How well does this message work? (use Ad Checklist to help answer this question)

6. What would you do to improve this ad? (Your answer should be based on correcting problems identified in question #5 and should never be “Nothing. The ad’s fine as is.”)
Take care to write clearly and concisely, using proper grammar and punctuation. Be sure you proofread your text before you turn in your assignment. 

Ad Exercises/Portfolio

You will have two clients this semester.  You will choose one client – preferably a local non-profit organization – for the portfolio project; you will select one client from the book (see pp. 286-291) for the ad exercises.  See syllabus for deadlines for the ad exercises. 

Note: Ad exercises will be due at the beginning of class, unless otherwise noted. We will exchange ads, review them, and then critique them as a class. This is meant to be a learning experience as well as an opportunity to gain feedback and other ideas. Please take the feedback appropriately. This is not a personal attack. This is not an area where a defensive egotistical attitude is rewarded.

Your portfolio – due at the end of the semester – will include:

1. Strategy statement

2. House ad

3. Magazine ad

4. Direct mail piece

5. Radio ad

6. Television ad

7. Outdoor piece or Internet ad 
Timeline

	Topic
	Assignment

	Week One – INTRODUCTION
	

	Syllabus review/Course description
	

	Bob Garfield’s rules 


	Read: Can computers do it better?

	Creating Unexpected but Relevant Selling Messages
	Jewler, Ch. 1

	
	

	Week Two – GETTING STARTED
	

	Targeting a Diverse Marketplace


	Jewler, Ch 2 



	Fact-Finding: The Basis for Effective Creative Work
	Jewler, Ch 3 



	
	

	Week Three – GETTING STARTED
	

	Strategy: The Creative Before the Creative
	Jewler, Ch 4 



	Finding the Big Idea
	Jewler, Ch 5



	Discuss strategy statements
	Assignment due: Strategy statement 

	
	

	Week Four – AD CHECKLIST
	

	Ad checklist 
	

	Quadrants 1 & 2
	

	Quadrants 3 & 4
	

	
	

	Week Five – PRINT
	

	Designing to Communicate
	Jewler, Ch 7

	Working in Print: Magazines
	Jewler, Ch 6 

	Critique Magazine ads
	Written critique due

	
	

	Week Six – PRINT
	

	Ad Exercise
	Magazine ad due 

	Ad Exercise
	2nd Magazine ad due 

	Ad Exercise 
	3rd Magazine ad due 

	
	

	Week Seven – RADIO
	

	Writing for Radio
	Jewler, Ch 8



	Critique Radio spots
	Written critique due

	Ad Exercise 
	Radio spot due

	
	

	Week Eight –BREAK
	

	
	

	Week Nine – TELEVISION
	

	Working in Television
	Jewler, Ch 9 



	Critique TV spots
	Written critique due

	Ad Exercise
	TV spot due

	
	

	Week Ten – DIRECT MARKETING 
	

	Direct Marketing
	Jewler, Ch 10 

Visit DMA’s Web site at http://www.the-dma.org/index.shtml

	Critique DM pieces
	Written critique due

	Ad Exercise 
	DM piece due

	
	

	Week Eleven – INTERNET
	

	The Internet
	Jewler, Ch 11 



	Critique Internet ads
	Written critique due

	Ad Exercise
	Internet ad due

	
	

	Week Twelve – RETAIL ADVERTISING 
	

	Retail Advertising
	Jewler, Ch 12 



	Critique Retail ads
	Written critique due

	Ad Exercise
	Retail ad due

	
	

	Week Thirteen – OUTDOOR
	

	Outdoor
	Visit OAAA’s site at http://www.oaaa.org/

	Critique outdoor ads
	Written critique due 

	Ad Exercise
	Outdoor ad due

	
	

	Week Fourteen – HOUSE AD 
	

	Convincing the Client
	Jewler, Ch 13

	Ad Exercise
	 House ad due

	
	

	Week Fifteen – FINISHING TOUCHES
	

	Now It's Time to Land That Job
	Jewler, Ch 14

	Exercise
	Work on portfolio

	
	

	Final exam period
	Portfolio due


Sample COMM 380 Advertising Practicum Syllabus

Course description

This course is a hands-on learning experience where all students in the class will function as part of an advertising agency.  We will create an advertising campaign, including a “plans book” and presentation.  Like an ad agency, the class will divide into functional teams to perform the various tasks needed and will meet around a boardroom table, rather than in a classroom.

Each student will be assigned a role in one or more of the following areas: 1) Account Management, 2) Account Planning, 3) Creative, 4) Research, 5) Media, and 6) Production (plans book and advertising production) and Presentation.  Each team will have assigned output and will report to the professor and to the class as a whole. 

Course objectives
By the end of the course, you will be able to:
· Demonstrate the role that advertising plays as a tool of marketing and as an institution in our society.
· Plan an advertising campaign and make decisions as to what type of advertising and sales promotion strategies and media are appropriate.
· Prepare an advertising budget and allocate resources utilizing effective promotional strategy.
You will demonstrate understanding of course objectives through the development of an advertising campaign (strategy and execution) for a “real world” client. 

Required text

· Avery, Advertising Campaign Planning 3rd edition (The Copy Workshop, 2000). ISBN: 188722906X 

Helpful web sites for those interested in a career in advertising:
· The University of Texas-Austin’s advertising program maintains an advertising resource page at http://advertising.utexas.edu/world/
· Adforum.com has a great deal of up-to-date information, particularly on creative. See http://ww0.adforum.com/index.asp.

· Visit www.agencycompile.com to research ad agencies and their creative work. 

· http://www.aaaa.org/   (American Association of Advertising Agencies)

· http://www.adage.com/   (Advertising Age, trade publication)
· http://www.adweek.com (AdWeek, another advertising trade publication) 
· http://www.sric-bi.com/VALS/presurvey.shtml   (VALS2 Survey)

· http://www.mediamark.com/ (Mediamark Research) 
 
Grading

Assignments will be weighted as follows:

· Final plans book & presentation 

 
60%

· Team report(s) 




30%

· Book review
 



10%

Total 





100%

Assignments (see handouts for more detail) 
Final plans book (40% class grade/ 40% primary team grade/ 20% peer review) 
The final will be in the form of a Plans Book (32 pages maximum; writing on one side of each page only) and a 35-minute oral presentation (plus 10-minute Q&A) by select team members.
  

Team report

Each student will be part of a team, which will give at least one report to the entire class.  You will earn points toward this assignment by not only providing a well-conceived and helpful team report, but also by asking members of other teams insightful questions and providing helpful comments. 

Book review
Each student will prepare one 2-3 page book review on a book in his or her team area. Remember: A book review is both a description and an evaluation of a book; please do not provide me with just a description. The review should follow this format:

1. Introduction - Capture the reader’s attention with your opening sentence. The introductory paragraph should state your central thesis and set the tone of the review. 

2. Development - Develop your thesis using supporting arguments. Use description, evaluation, and if possible explanation of why the author wrote as he/she did. Use quotations to illustrate important points or peculiarities. 

3. Conclusion - If your thesis has been well argued, the conclusion should follow naturally. It can include a final assessment or simply restate your thesis. Do not introduce new material at this point. 
· ACCOUNT PLANNING: Jon Steel, Truth, Lies & Advertising: the Art of Account Planning
· CREATIVE: Luke Sullivan, Hey Whipple, Squeeze This!

· MEDIA: Arnold M. Barban et. al., Essentials of Media Planning: A Marketing Viewpoint  
· ACCOUNT MANAGEMENT (AE): Eugene J. Hameroff & Herbert S. Gardner, The Advertising Agency Business: The Complete Manual for Management & Operation
· RESEARCH: Lisa Fortini-Campbell, Hitting the Sweet Spot OR
Gerald Zaltman, How Customers Think
Tentative Schedule

	Topic
	Assignment

	Introduction
	

	Overview of Campaign Planning

Explanation of roles (account management, research, creative, etc.)
	Avery, pp. 16-40

Read “Team Roles” on Blackboard

	Meet the Client 

Brainstorming 
	Cover letter/ resume due

	Situation analysis 

Team assignments
	Avery Ch. 1

	Research 
	Avery Ch. 2

	Problems and opportunities 
	Avery Ch. 3 

	Research team report
	Situation analysis 

	Marketing objective
	Avery Ch. 4 

	Account planning team report
	Meet the prospect 

	Sponsorships 
	

	Budget
	Avery Ch. 5 

	Account management team report 
	Objectives 

	Marketing strategy / Creative Brief
	Avery Ch. 6 

	Brainstorming session – strategies and tactics 
	Book review due

	Account management team report
	Strategies and tactics

	Advertising creative – Garfield’s guidelines 
	Avery Ch. 7

	Advertising creative – print 
	

	Advertising creative – TV/radio 
	

	Advertising media 
	Avery Ch. 8

	Creative team report 
	Initial thoughts 

	Sales promotion 
	Avery Ch. 9

	MarCom
	Avery Ch. 10

	Media team report
	Initial thoughts 

	Production
	

	Account management team report 
	Sales promotion ideas

	Evaluation 
	Avery Ch. 11

	Account management team report 
	MarCom ideas

	Test marketing 
	Avery Ch. 12

	Production team report 
	Plans book and presentation ideas 

	Presentations
	

	Presentations
	Plans book due


Course Approval Form

(To be used to propose new courses or make changes to existing courses)

Initiator (Contact Person): William Anderson
Department(s): Communication
Suggested Course Number / Prefix: _MKT 363
Course Title (for Catalog): Consumer Behavior for Communications Students 
Credit Hours: 3
Catalog Copy/Course Description: (50 word limit)

	A study of such consumer functions as decision-making, attitude formation and change, cognition, perception, and learning. These functions are studied in terms of how they might affect the development of advertising strategies and decisions. 


Frequency of Offering:
Every Year
X
Every Other Year 
_________

Anticipated Initial Offering:    Year

2005
Semester

Spring
Will this course replace an existing course (or courses?)  __________ Yes
X No


If so, list course(s) to be replaced: 

Purpose of Course (Check all that apply)


Major Requirement
________

Major Elective
    X

Cognate

________

Other Elective
    _____________

Other (specify)__________________


General Education
________


(Must be reviewed by Conference Committee on Curriculum)


Please indicate the proposed category(ies):



Writing Intensive
_______
Cultural Diversity

_________



Humanities

_______
Social/Behavioral Sciences
_________



Natural Sciences
_______
Theology/Philosophy

_________

Quantitative Reasoning __________


Explain how the proposed course will fulfill the indicated requirements

	


Is this Course an Interdisciplinary Course? X Yes
____________ No

Colleges Cooperating in Offering Course:



College of Arts and Sciences:


X


Panuska College of Professional Studies:
__________



Kania School of Management


X


Graduate School



__________

Other, similar courses currently in the University’s course inventory: 

MKT 362 Consumer Behavior 
Discuss extent of overlap with existing courses: 

MKT 362 is a “study of theories of consumer behavior,” according to the University of Scranton course catalog. Similarly, the proposed course would also introduce and explain consumer behavior theories. The difference lies in the selection of theories and the application of said theories. While MKT 362 focuses on consumer behavior and its potential impact on marketing decisions, the proposed course would concentrate on the effect such behavior has on advertising decisions. 
Attached please find the following:

1.
A brief course description;

2. A sample syllabus which includes:

a. student learning objectives and how they will be assessed;

b. an outline of topics to be addressed in the course;

c. assignments for readings, papers, oral projects, examinations, etc. and their relationship to 2.a.

3. Rationale for the course, including how it fits with the existing curriculum; prerequisites (if any) and rationale; and course level and rational.

4. List of resources needed for the course:  library, laboratory equipment, other special materials or facilities; and

5. A brief description of the evaluation procedures that will be used to determine the extent to which student outcomes (given in 2.a) have been achieved.  Indicate ways in which results of the evaluation will be used not only to grade students but also to modify how the course is taught.

Sample Consumer Behavior for Communication Students Syllabus

Course description

Advertising decision makers must understanding the mental, emotional and physical activities that people engage in when selecting, purchasing, using and disposing of products and services so as to satisfy needs and desires. This course shows how advertising decisions are affected by consumer behavior activities and processes.

Student learning objectives
By the end of the course, you will be able to:

1. provide a basic understanding of the psychological, sociological, and economic processes affecting consumer choices.

2. examine and explain the implications of these factors for advertising decisions.

3. gather and analyze both quantitative and qualitative consumer data.

Assignments 
Group project
You will be assigned to a small group of students. With this group, you will have a hands-on opportunity to conduct consumer research. 

(Outcomes 2, 3) 

Take-home assignments
These assignments are designed to reinforce important concepts discussed in class. Throughout the semester you will be provided with an opportunity to complete these assignments. Instructions will be provided with each assignment. One assignment will involve quantitative research, another will involve qualitative research, while the third will combine the two methods. 

(Outcomes 1, 2, 3) 

Exams
Exams will provide you with the opportunity to demonstrate knowledge gleaned from class discussion and from the text. 
(Outcomes 1) 

Text

· Schiffman & Kanuk, Consumer Behavior 8th ed. (Pearson/Prentice Hall, 2004).  

Supplemental texts
· Kotler, Marketing Management - Analysis, Planning, Implementation and Control 9th ed. (Prentice Hall, 1997).

· Assael, Consumer Behaviour and Marketing Action 6th ed. (SW College Publishing College, 1998).

Grading
Participation/attendance

10%

Group project



30%

Exams/quizzes



30%

Take-home assignments

30%

Total




100%
Timeline
Week 1: Introduction 

Week 2: Social Responsibilities/Implications; Consumer/Advertising Research 

Week 3: Market Segmentation

Week 4: Motivation & Persuasion

Week 5: Personality 

Week 6: Perception & Learning; Assignment I due 
Week 7: Attitude Formation and Change

Week 8: Break
Week 9:  Communication and Consumer Behavior; Exam I (Chapters 1-8) 

Week 10: Reference Groups and Family Influence & Social Class  

Week 11:  Influence of Culture & Subculture

Weed 12: International Advertising
Week 13: Diffusion of Innovation; Assignment II due
Week 14: Thanksgiving / Easter
Week 15: Decision Making; Exam II (Chapters 9-16) 
Week 16: Additional topic/review & teaching evaluation; Assignment III due

Week 17: Final Exam Week; Group project due 
Course Approval Form

(To be used to propose new courses or make changes to existing courses)

Initiator (Contact Person): William Anderson
Department(s): Communication
Suggested Course Number / Prefix: COMM 320
Course Title (for Catalog): Advertising Decision Making  
Credit Hours: 3
Catalog Copy/Course Description: (50 word limit)

	This course will cover the managerial and decision-making processes of advertising and related marketing communications functions. Students will learn the various problems and opportunities faced by advertising decision makers, and the alternative solutions available to handle these situations.  


Frequency of Offering:
Every Year
X
Every Other Year 
_________

Anticipated Initial Offering:    Year

2004
Semester

Fall
Will this course replace an existing course (or courses?)  __________ Yes
X No


If so, list course(s) to be replaced: 

Purpose of Course (Check all that apply)


Major Requirement
X


Major Elective
    ____________

Cognate

________

Other Elective
    _____________

Other (specify)__________________


General Education
________


(Must be reviewed by Conference Committee on Curriculum)


Please indicate the proposed category(ies):



Writing Intensive
_______
Cultural Diversity

_________



Humanities

_______
Social/Behavioral Sciences
_________



Natural Sciences
_______
Theology/Philosophy

_________

Quantitative Reasoning __________


Explain how the proposed course will fulfill the indicated requirements

	


Is this Course an Interdisciplinary Course? ____ Yes
X No

Colleges Cooperating in Offering Course:



College of Arts and Sciences:


__________


Panuska College of Professional Studies:
__________



Kania School of Management


__________


Graduate School



__________

Other, similar courses currently in the University’s course inventory: 

COMM 225 Advertising 
Discuss extent of overlap with existing courses: 

COMM 225 introduces the student to the field of advertising and discusses some of the issues facing the industry. The proposed course Advertising Decision Making advances the student’s knowledge gained in COMM 225 by going more in-depth into the problems and issues facing the industry, as well as discussing how advertising decision makers approach and attempt to solve these problems and deal with these issues.  
Attached please find the following:

1.
A brief course description;

2. A sample syllabus which includes:

a. student learning objectives and how they will be assessed;

b. an outline of topics to be addressed in the course;

c. assignments for readings, papers, oral projects, examinations, etc. and their relationship to 2.a.

3. Rationale for the course;
4. Resources needed for the course; and

5. A brief description of the evaluation procedures that will be used to determine the extent to which student outcomes (given in 2.a) have been achieved.  

Sample Advertising Decision Making Syllabus

Course Description

This course will cover the managerial and decision-making processes of advertising and related marketing communication functions.  Students will learn the various problems and opportunities faced by advertising decision makers, and the alternative solutions available to handle these situations. 
Student learning objectives
By the end of the course, you will be able to:

1. Determine advertising opportunities

2. Integrate different elements of the marketing and promotional mix into an advertising plan

3. Set communications/advertising objectives

4. Establish budgets

5. Measure advertising and communication effectiveness

6. Understand some of the changes and controversies affecting the advertising industry

7. Understand the legal and ethical issues affecting marketing communications

Assignments

Course assignments 

Cases and other assignments will allow you to use the concepts we discuss in class to recommend solutions to various marketing and advertising problems. 
(Outcomes 1, 2, 3, 5)
Group Project

You will be assigned to a small group of students.  With this group, you will develop a plan for a client of the professor’s choosing.  This plan will provide you with an opportunity to apply concepts discussed in class.  
(Outcomes 1, 2, 3, 4, 5)
Midterm and Final Exam

Exams will give you a chance to discuss, in your own words, some of the topics we cover in class. Remember, you should go beyond memorization here. Be prepared to state and defend recommendations and opinions. 
(Outcomes 6, 7)

Grading

Assignments will be weighted as follows:

· Course assignments


30%

· Group project 



30%

· Midterm




20%
· Final exam
 



20%

Total 




100%
Text
· Shimp, Advertising, Promotions, and Supplemental Aspects of Integrative Marketing Communications 5th ed. (Dyden/HBJ, 2000).

Timeline
Part I: Conceptual Issues

	Topic/Readings/Assignments

	Introduction to IMC and the Marketing Mix

	Introduction

“Overview of Campaign Planning”

	Shimp, Chapter 1

	“Integrated Marketing Communications”

“Determining the Role of Advertising”

Schultz, “Summit Explores Where IMC, CRM Meet”

	

	Communication Theory

	Shimp Chapter 5

	Shimp Chapter 6

	Vaughn, “How Advertising Works…”

	

	Branding

	Shimp Chapter 2 pp. 31-43

Shimp Chapter 7 pp. 182-189

	BRANDING EXERCISE (IN CLASS)

Andrews, “Why Consumers Pay More for National Brands”

Schultz, “Branding the Basis for Marketing Integration”

	

	New Product Adoption and Marketing Communication Decision Process

	Shimp Chapter 6

Wansink, “Making Old Brands New”

Elliott, “The Famous Brands on Death Row”

Jarvis, “Theater’s Rebranding Efforts Take a Bow”

	CASE 1 DUE: ALL-SWEET SUGAR

Shimp Chapter 2

	Chiocci, “Life as an Account Manager”

Forbes, “The Best-Laid Plans”

O’Malley, “Account Planning…”


Part II: Strategic Decisions
	Topic/Readings/Assignments

	Targeting and Positioning

	Shimp Chapter 3

	SWOT ANALYSIS DUE

Thomas, “Skipping MR a Major Error”

Krauss, “Focus on What Data Can Do, Not on Quantity”

Schultz, “Behavior Changes; Do Your Segments?”

	DEVELOP A TARGET AND POSITIONING STATEMENT (IN CLASS)

	

	Objective-Setting 

	Shimp, Chapter 8, pp. 231-244 

	OBJECTIVE-SETTING EXERCISE (IN CLASS)

Hartley and Patti, “Evaluating Business-to-Business Advertising…”

Schultz, “Outputs Are Poor Measure of Marketing”

	AMERICA HELPS ASSIGNMENT DUE 

	

	Budgeting

	Shimp Chapter 8, pp. 225-231, 244-252

	Dean, “Does Advertising Belong in the Capital Budget?”

“Chapter 3—Investment in Advertising

	CASE 2 DUE: JEFFERSON SAVINGS

	

	Midterm

	Exam review

	Midterm


Part III: Tactical Decisions

	Topic/Readings/Assignments

	Media Planning

	Shimp Chapter 12

Crain, “Cutting Through the Tivo Hype”

Neff, “Tivo Less of a Threat”

	Shimp Chapter 15

Donaton, “We Must Abolish the TV Upfront”

	CASE 3 DUE: SUAVE

	

	Creative Decisions and Message Research

	Shimp Chapter 9

Keil, “Can You Become a Creative Judge?”

	Shimp Chapter 10

Donaton, “Felony Arrests as Marketing Gimmick?”

	Shimp Chapter 11

	

	Alternative Advertising

	Shimp Chapter 7, pp. 189-215

Shimp Chapter 13, pp. 387-393

Packet p. 141: Vence, “Word of Mouth”

	CASE 4 DUE: HIGH POWER BEVERAGE

	

	Direct Marketing and Online Advertising

	DIRECT MARKETING EXERCISE (IN CLASS)

Shimp Chapter 14, pp. 408-418

	WEB SITE EXERCISE (IN CLASS)

Shimp Chapter 13, pp. 393-401

Shimp Chapter 14, pp. 418-424

	Sandom, “Brand Building on the Net”

St John, “Why Tivo Owners Cant’ Shut Up”

	

	Public Relations, Sponsorships, and Promotion

	Shimp Chapter 19, pp. 569-575

Slivka and Golfen, “Police Push Ford Safety Issue”

	Shimp Chapter 19, pp. 575-585

Fitzgerald, “Event Marketers Seek Measurement”

Borkowski, “Caught in an Ambush”

	Shimp Chapter 16, pp. 469-483

	

	Trade and Consumer Promotions

	Shimp Chapter 17

Notre Dame article, “Marketing Study Sheds Light on...‘Slotting Fees’”

	Shimp Chapter 18

“CPG Coupon Distribution Rebounds

	Shimp Chapter 16, pp. 483-489

	

	Finishing Promotion

	REAL CREAM ASSIGNMENT DUE

	

	Legal and Ethical Issues

	Shimp Chapter 20, pp. 592-600

	Shimp Chapter 20, pp. 600-614

	LEGAL ETHICAL ASSIGNMENT DUE

Cunningham, “Ethics of Advertising”

Jarvis, “Red, White, and the Blues”

	

	Final Exam Review

	

	Final exam


� 2002 Annual Survey of Journalism and Mass Communication Graduates. Chart S19. “Where grads seek work.”


� 2002 Annual Survey of Journalism and Mass Communication Graduates. Chart S9. “Advertising tasks.”


� see http://www.aaf.org/ college/nsac_policies.pdf





