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Course Objective
This course is intended to prepare the student to appreciate and participate productively in the [commercial advertising] creative process.  Students will learn to concept and develop critical brand strategy decisions.  Furthermore, students will engage in developing the skills necessary to assess, critique, concept and execute creative elements of promotional communication plans. Our end goal is to further prepare students for careers in the field of creative communications.

Coursework Methods
This course will be a highly interactive, hands-on, “laboratory-style” course, requiring students to create and express original ideas to solve marketing challenges.  We will emphasize individual skill and collaboration to develop strategic platforms, generate ideas, evaluate best solutions and sell our work.

Class Format

Class sessions will consist of lectures, discussions, and “lab” meetings.  Lectures will present information needed to provide a foundational understanding of the creative process.  Students will draw upon this information throughout the semester as they tackle various assignments.  While there is no required text, projects and in-class assignments will be based on lectures and discussion material.  It is therefore highly advisable that students attend class regularly.

Project Material Cost
While you will not be required to purchase a text book, you will need to budget $100.00 to $150.00 in project expenses.  Please budget wisely and accordingly throughout the semester.

ASSIGNMENTS

As previously stated, our methods will require the development of both individual skills and the fostering of productive teamwork.  In order to prepare you for possible agency careers, both will be emphasized equally in the overall grading system for the class.

Individual Assignments

You will complete two individual assignments.  Each assignment will be worth 100 points.  Assignments will be given during the semester, according to our planning calendar.  I will not brief you more than once, unless extreme circumstance prevents your attendance at the original briefing.  Assignments will not be accepted late or via email.

Campaign Projects

Teamwork is the very nature of a communications agency.  Therefore, we will simulate an agency environment in this course.  Students often dread projects requiring group collaboration, citing fear that they’ll be stuck with the deadbeat who fails to show and/or contribute anything of value.  We all know this not only jeopardizes the individual, but compromises the outcome for everyone involved.  Welcome to the real world, where circumstances aren’t fair and people complicate the workplace.

Let me offer some real world strategies to help you maximize your group project outcomes. 

1. Choose your agency members carefully, noting who is engaged and enthusiastic about this class.

2. Identify and recruit a diverse talent pool in order to round out the competencies of your agency.

3. Organize yourselves quickly, document your agreements, and ensure clarity in “verbal contracts” with one another.

Your firm has the power to hire and fire any associate.  Any student who fails to perform adequately will be informed by the group as to the issues and provided with specific actions for course correction in order to remain employed.  If a student is dismissed from an agency, s/he has the same two options that exist in the real world:  (1) get hired by another agency, or (2) start your own firm.  While the later sounds entrepreneurial and exciting, it is not advisable to take on projects of this magnitude by oneself.  And the former requires some pretty fancy footwork....convincing a new employer that your firing was a simple misunderstanding rather than a lack of performance!  In other words, bring your best game.  Contribute to the team like your livelihood depended on it.  Stay employed and win the business!

Each student will be required to write an evaluation of each group members’ performance upon conclusion of the semester.  All evaluations must be typed and handed in the day your group assignments are due.  Please remember that advertising is a deadline driven business, where clients are lost when professional standards aren’t maintained.  Under no circumstances will work be accepted after the appointed deadline.

In-Class Assignments

There will be assignments given in class throughout the semester.  The purpose of these is to provide you the opportunity to work in class, receiving feedback real-time.  Some, but not all, of these assignments will be turned in for credit.  A maximum of 100 points for these in-class projects is possible.  Under no circumstances will there be any "make up" for in-class assignments missed.  They will not be accepted late.

PROJECT FEEDBACK

The creative process is an iterative one.  Creative Directors and Account Planners provide feedback in the real world to ensure that the work is the best it can be.  In order to provide you the feedback that you need to improve your work, I am available as needed. While I have office hours, I strongly suggest you set an appointment. This eliminates long lines in the hallway and the potential of feeling rushed by others waiting to visit.  Additionally, “lab” days in class are ideal for gaining input and perspective that may help you take your work to the next level.  You are encouraged to solicit input prior to turning in your assignments.  Once we’ve reached the deadline, all iterations halt and your work speaks for itself.  Please take advantage of the opportunity to receive feedback prior to project due dates. Talking to students one-on-one is the part of my job I love the most.
BLACKBOARD

This class will utilize the Blackboard System.  Students may access the instructor’s policy statement, grade book, and weekly email communications through this system at http://blackboard/missouristate.edu or by typing Blackboard on the Missouri State homepage search area.  Instructions for enrolling can be found at this site.  In-class assignments will not be posted.  All students are responsible for enrolling in Blackboard.  
PROJECT SPECIFICATIONS
To standardize the review of project submissions, you will be required to comply with format and size specifications for each assignment.  In the agency business, specs are specs.  You never win when you rethink them.  The same is true in this class.

GRADING 

The following weights will be assigned to the coursework for the semester:

Individual Assignments 2 @ 100 points/each

200 points 

Group Assignments 2 @ 100 points/each


200 points 

In-Class Assignments/Quizzes



100 points  (max)

TOTAL POSSIBLE POINTS




400 – 500 depending on ICAQ

Bonus Points (up to 20) may be earned for In-Class Assignments.

The grading scale will be set as follows:

90% and above

A

80-89%


B

70-79%


C

60-69%


D

59% and below

F

Plus/Minus Grading scales will not be utilized.

Scores will be posted on Blackboard.  You have one week after your grade is posted to correct any errors.  You should also familiarize yourself with the appropriate drop dates as these deadlines coupled with current scores will affect your records should you decide to drop the course.

Grading Criteria

You will be exposed to many concepts in this course, from developing strategy to identifying the “one thing” to communicate, to executing tactics across multiple mediums.  For the purposes of well rounded understanding, you will be required to engage in all aspects, though you may have a personal passion or career intent toward one direction in particular.  In determining the points awarded each project, I will evaluate the strength of the strategy, the creative concept and the execution choices.  The following criteria are examined:

· clarity of strategy

· focus on “one thing” to communicate

· strength of the concept

· originality

· simplicity

· relevance/target appropriateness

· engaging/arresting

· reason to believe is missing or weak

· call to action

· grammar

· visually pleasing aesthetic

· appropriate use of medium

ATTENDANCE
Because class attendance and course grades are demonstrably and positively related, the University expects students to attend class sessions for courses in which they are enrolled.  Each instructor has the responsibility to determine specific attendance policies for each course taught, including the role that attendance plays in calculation of final grades and the extent to which work missed due to non-attendance can be made up.  On the first day of class, each instructor will make available to each student a written statement on the specific attendance policy for that class.  The University encourages instructors not to make attendance a disproportionately weighted component of the final grade.

The University expects instructors to be reasonable in accommodating students whose absence from class resulted from:  (1) participation in University sanctioned activities and programs, (2) personal illness, or (3) family and/or other compelling circumstances.  Instructors have the right to request documentation verifying the basis of any absences resulting from the above factors.  Any student who believes that his or her final grade for a course has been reduced unfairly because of attendance factors has the right to appeal that grade under the process outlines here:  http://www.missouristate.edu/recreg/attendan.html.

Course Attendance Policy

Attendance is essential and expected for this course.  Assignment briefings are given in class and clarifying questions are addressed.  Due to the teamwork nature of the projects, students should make every effort to attend class.  Missing classes impacts performance.

IMPORTANT NOTE

If a student is enrolled but misses two classes during the first week their enrollment status will come under review and they will be dropped from the class. No student will be allowed to remain enrolled after missing two class periods in the first week.
Computer Skills
It will be necessary for you to design your projects using Adobe Illustrator and Photoshop.  You will also need to scan or access images via the internet to include visuals you desire to use in your work.  I realize we will have varying degrees of comfort with these tools amongst students in the class.  These programs can be purchased at the MSU bookstore for MAC and PC.  I strongly suggest you purchase the programs to save time, costs and frustration throughout the semester.  We have a lab available to students during the day.  There are also other MAC computers available around campus—some free of charge, some not.

Computer Help
Should you require assistance in familiarizing yourself with basic software programs, there is design training available for advertising majors.  Adobe Fundamentals for Advertising is offered as an optional tutorial program and will be taught by Tyler Oberly, an Interactive Designer and a MSU Advertising graduate. This one-day instruction will provide beginning students help and instruction using Adobe Illustrator, Photoshop and In-Design.  There will be a minimal fee for enrollment.  The schedule for the fall of 2009 is:

Classes are 8:30 am to 4:30 pm 

You choose 1 of 2 sessions offered—

Saturday, September 26

Saturday, October 3

To enroll you need to contact Tyler Oberly @ Tyler.Oberley@gmail.com
ONLINE RESOURCES

You may tap numerous online resources for inspiration and practical aide throughout the semester.  A few sources for photography are—

www.istockphoto.com
www.sxc.hu
www.photodisc.com
DISABILITY

To request academic accommodations for a disability, contact the Director of Disability Services, Plaster Student Union, Suite 405, (417) 836-4192 or (417) 836-6792 (TTY), www.missouristate.edu/disability.   Students are required to provide documentation of disability to Disability Services prior to receiving accommodations.  Disability Services refers some types of accommodation requests to the Learning Diagnostic Clinic, which also provides diagnostic testing for learning and psychological disabilities.  For information about testing, contact the Director of the Learning Diagnostic Clinic, (417) 836-4787, http://psychology.missouristate.edu/ldc .

NON-DISCRIMINATION POLICY

Missouri State University is an equal opportunity/affirmative action institution, and maintains a grievance procedure available to any person who believes s/he has been discriminated against.  At all times, it is your right to address inquiries or concerns about possible discrimination to the Office for Equity and Diversity, Park Central Office Building, 117 Park Central Square, Suite 111, (417) 836-4252.  Other types of concerns (i.e., concerns of an academic nature) should be discussed directly with your instructor and can also be brought to the attention of your instructor’s Department Head.  Please visit the OED website at www.missouristate.edu/equity/.

POLICY ON USE OF CELL PHONES, PAGERS, BLACKBERRIES, and OTHER DEVICES

Because cell phones, pagers and the like are disruptive to the class, the Office of Academic Affairs prohibits the use by students of cell phones, pages, or other similar communication devices during scheduled class hours.  All such devices must be turned off or put in a silent mode and cannot be taken out during class.  At the discretion of the instructor, exception to this policy is possible under special circumstances.

Sanctions for violations of this policy are determined by the instructor and may include dismissal from the class—see Class Disruption (http://www.missouristate.edu/recreg/classdis.html).  In testing situations, use of cell phones or similar communication devices may lead also to a charge of academic dishonesty and additional sanctions under the Student Academic Integrity Policies and Procedures (http://www.missouristate.edu/acadaff/AcademicIntegrity.html).

There are two appeal processes available to students.  A sanction for class disruption may be appealed using the appeal process stated in the Class Disruption policy; however, a violation that involves a charge of academic dishonesty must be appealed using the process described in the attending class while an appeal is in progress.

This policy is posted on the College of Business Administration web page (http://www.coba.missouristate.edu/CellPhonePolicy.html) .

Course Cell Phone Policy

Please leave all personal communication devices off during class.  If you are expecting a call of an emergent nature, please see me before class to explain your situation.

ACADEMIC HONESTY
Missouri State University is a community of scholars committed to developing educated persons who accept the responsibility to practice personal and academic integrity.  You are responsible for knowing and adhering to the university’s student honor code.  Student Academic Integrity Policies and Procedures is available at www.missouristate.edu/assets/provost/AcademicIngtegrity/Policy/Rev-1-08.pdf  and at the Reserves Desk in Meyer Library.  Any student participating in any form of academic dishonesty will be subject to sanctions as described in this policy.
According to the policy, any student who is charged with academic dishonesty in a course will be allowed to continue attending class and fulfilling course requirements while they exercise their right to appeal allegations of academic dishonesty.  The student will receive a grade of “Incomplete” in the course if an appeal from an allegation is still in progress at the end of the semester, or if the allegation of academic dishonesty is brought forward at the end of the semester.  The grade of “Incomplete” remains on the transcript until the appeal is resolved.
 

