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New Course

 Course Title: _____________Advertising Competition      _____________________________

Course Number:_COMM 460Date Of Initial Offering: Spring _2004 (Special Topics 484)




                                                          Semester       year
Rationale for


Course level

Credit Hours: __3__  Format:  X lecture  ( lab  ( other:___   Frequency: X annual  ( each semester (alternate years  

Prerequisites: ____COMM 225 and COMM 330

Rationale for 

pre-requisites

(if pre-

requisites 

are listed)


Catalog

Description
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maximum)

Similar

Courses being

offered at the

University

Discuss

Extent of

overlap with

existing

courses 

Special 
Resources

Required

(e.g. library, 

equipment,

materials/

facilities)

Characteristics (check any/all that apply):
        Major:
(  Required

X  Elective 

        GE :
(  submitted to CCC
( will be submitted to CCC   ____________     (  Area Free only









              date





Interdisciplinary:  ( YES   X NO       Team Teaching:   ( YES
X NO

Exclusively For Special Programs/Concentrations: X NO (YES (Name)____________________

Home College:   X CAS
( PCPS
( KSOM
( GRAD

Required Attachments:
X Syllabus with student learning objectives, assessment/evaluation mechanisms, and outline of topics

X Description of, or example of, readings/papers/projects/examinations

X Assessment/evaluation based course improvement mechanisms
Sample Advertising Competition Syllabus

Course approach

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 and promotion campaign and “Plans Book” for presentation to the client and the judges at the National Student Advertising Competition sponsored by the American Advertising Federation.  We will conduct research, complete the campaign and Plans Book, and compete in the district competition in New York (usually in mid- to late-April).  If we win there, then we will compete in the national finals in June.  
Each student will be a member of one or more of the following teams:

1. Research 

2. Strategic planning (brand positioning) 

3. Account planning (target) 
4. Idea central (creative/Marcom) 
5. Brand contact planners (media)  

6. Production (creative/Plans Book/presentation)
Each team will have assigned output, and the team will make an oral presentation of their assignment to the professor and to the class as a whole.

Course objectives
1. To participate in the AAF competition (District 2) 
2. To simulate a real advertising agency experience to give students a hands-on understanding of how advertising is created
3. To provide students with experience that they can include on their resumes
4. To help all students develop and improve critical thinking, teamwork, creativity, and written and oral communication skills 

Required Text  

· Donald E. Parente. Advertising Campaign Strategy: A Guide to Marketing Communications Plans. 3rd ed. 
Course Conduct

Most of you are approaching the completion of your degree and the end of your time at the University of Scranton.  You’re preparing to enter the workforce as a full-time professional.  This is a good place to start behaving like one, if you’re not doing so already.  Some things to keep in mind as the semester progresses: 

· This course is light on lecture and long on project work time by design.  You have a lot to accomplish and a short time to do so.  Make the most of it. 

· Meeting with your group inside and outside of class will be critical to producing a successful campaign and to your final grade.  You will have to put in a great deal of time beyond class meetings for a successful project. 

· Attendance is mandatory.  Any absences not cleared prior to class will be considered unexcused, and points may be deducted from your final grade. 

· No late assignments will be accepted (this means you will receive a “0” for any last assignment).  If you have a university-related absence, then turn in your required work early. If you have an illness or family-related absence, then contact a colleague to turn in your work for you and contact your professor before the assignment is due. 
· All work for this class must be computer-printed, including creative executions (except TV storyboards). 
· Professionals at all levels attend continuing education and enrichment programs; consider your extra observations and readings the first of these. 

· Be known as someone who works well with others.  Just as life is a group project, so is this course.  In the professional advertising world, preparing and executing an effective advertising campaign requires the active participation of everyone in the agency.  Consequently, your contribution and cooperation will determine part of your grade with the group.  Your peers will evaluate you on your performance and contribution to the overall campaign product (as you will your peers). 
Grading

Assignments will be weighted as follows:

Fall 2005

· Team grade



50%

· Class participation 


20%

· Team participation (peer review)

30% 

Total 





100%

Spring 2006
· Final plans book & Presentation

40%  

· Class participation



20%

· Team grade 



20%  

· Team participation (peer review)

20%

Total 





100%

Grading Scale
A
95-100 

A-
90-94

B+
87-89

B
84-86

B-
80-83

C+
77-79
C
74-76

C-
71-73

D+
65-70

D
60-65
F
0-60

Assignments  

Final plans book  

The final will be in the form of a Plans Book (32 pages maximum; writing on one side of each page only) and an oral presentation (plus Q&A) by select team members.  Everyone in the class will receive the same grade. 

Class participation 
You will receive a grade based on the quality of input you deliver in class discussions. 

Team grade

You will receive a grade based on the quality of input provided by you and the team you lead. 

Team participation (peer review)
Your peers will provide you with a letter grade based on your individual input to the team’s output. 

In other words, the grade breaks down into two major components: inside class (class participation) and outside class (plans book, team grade, team participation). Earning a good grade in this class will require both in-class participation and out-of-class work. 

Timeline – Fall 
Week #1
Course Introduction; Handout Case and other materials

Week # 2
Discuss Case; Discuss Secondary Research; Discuss Target Market(s)

Week #3 
Recommendations on Types and Number of Research Projects
Week #4
Discuss Focus Group Questions and Personal Interview Questions

Week #5 
Conduct 1st Focus Group 

Week #6
Conduct 2nd Focus Group 

Week #7 
Discuss Secondary Research Results
Week #8 
Spring Break  

Week #9 
Conduct Personal Interviews  

Week #10
Administer Questionnaires at other locations

Week #11
Administer Questionnaires at other locations

Week #12
Input Data and Analyze Questionnaires

Week #13
Work on Draft of Primary Research Findings

Week #14
Discuss Primary Research Draft

Week #15
Work on Final Report and Presentation
Week #16
Final written report and oral presentation of situation analysis 

Course Improvement Mechanisms 

New Course Proposal 

COMM 460 Advertising Competition 

In addition to the course evaluations, several mechanisms could be implemented to ensure the course continues to improve. These course improvement mechanisms could include: 

1. Self assessment forms

· One of the points for this course is to ensure students enter the workforce confident in their ability to act as professionals in an advertising setting. To ensure the students in this course are consistently gaining this confidence we could implement a “skills assessment” instrument at the beginning and at the end of the course. See sample form below. 

2. Review of plans by outside experts and UofS Communication department faculty  

· Students in this course will prepare an advertising campaign for a real client and will present their ideas to this client in the National Student Advertising Conference competition. The competition judges will provide one measure of how UofS students compare to other Communication students at other colleges and universities. 

· Another method would be to have UofS faculty (besides course instructor) review the written plans/oral presentations for more in-depth feedback to the students. In addition to helping the students, this review could also provide constructive criticism for the improvement of the course.  

3. Alumni survey

· After the students enter the workforce they will be in a better position to evaluate how much (or how little) the course helped prepare them for their job. 

Assessing your progress in advertising skills areas
Rate yourself on the following items on a scale of 1 (poor) to 10 (excellent) 
	
	Start of course
	Goal for course
	End of course 

	1. I can manage an advertising campaign. 
	
	
	

	2. I can aid the creative process in a group. 
	
	
	

	3. I know how to do research on a target market. 
	
	
	

	4. I know how to identify a client’s objectives. 
	
	
	

	5. I know how to evaluate good (strategic and creative) advertising. 
	
	
	

	6. I can choose the most effective media to best disseminate advertising messages 
	
	
	

	7. I know how to prepare an IMC written plan. 
	
	
	

	8. I know how to present an IMC plan. 
	
	
	

	
	
	
	

	Totals
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This course applies the theory and methods learned in lower level advertising classes.





This is not an entry-level advertising course.  It is similar to a capstone course and therefore, the following advertising courses are needed as pre-requisites:  COMM 225 and COMM 330. COMM 225 should provide advertising students with a foundation for understanding advertising production. COMM 330 builds on this foundation and helps students learn the various problems advertising decision makers must face as well as alternate solutions for those problems. 





COMM 460 Advertising Competition                                                3 credits


(Pre-requisites:  COMM 225 and COMM 330) 





Students will function as part of an advertising agency and create an advertising campaign for presentation to the client and the judges at the National Student Advertising Competition sponsored by the American Advertising Federation. 





NONE





NONE





NONE.  Resources currently used to support existing advertising classes will be used to support this class.
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