PRINCIPLES OF ADVERTISING

MKT 354-Cook-Section 1  
Fall 2009
INSTRUCTOR: Sherry Cook    243 Glass  
836-6718 (Office/Voice Mail)

                    
836-5413 (MKT Dept.)        
836-4466 (MKT Dept Fax)  
                      
E-Mail sherrycook@missouristate.edu 

OFFICE HOURS: TTH-7:30-8:00 a.m., 10:45-12:30 p.m.; 3:15-3:30 p.m., or by appointment
TEXT:  Advertising and Promotion, 8th Edition, Belch and Belch, 2009
COURSE PREREQUISITES: Marketing 350 (Principles of Marketing)

COURSE OBJECTIVE:  The purpose of this course is to further develop the student's understanding of integrated marketing communications as a component of the marketing process. The course will be devoted to the study of advertising/promotion as it relates to other aspects of the marketing mix, consumer behavior, and the legal and ethical business environment.  Areas covered also include layout, design and copywriting as well as analyses of various advertising medium. The course will culminate with the creation and presentation of a promotional campaign for a non-profit agency in Springfield integrating service learning into the curriculum.

ASSIGNMENTS:  Class sessions will consist primarily of lectures, discussions, projects and student presentations. Reading assignments are to be completed before class.  Class discussion is encouraged and can not be productive if familiarity with the topic does not exist. Written questions, problems, cases, readings, team projects and other work may be assigned as well. Quizzes or other assignments may be given without prior notice and cannot be made up if missed.  Any exception to this will be given only in circumstances deemed extraordinary by the instructor.  Late is considered any time after the assigned class period. Emailed or digital dropbox assignments will not be accepted without prior approval.

SERVICE LEARNING TEAM PROJECT: The class will break into teams (agencies) to present both an oral and written advertising project due the last week of the semester. Teams (agency name and team members) must be determined by mid-September. This project will include developing a marketing/advertising campaign for Springfield Sister Cities and will require a minimum of 15 hands-on, unpaid, out-of-class hours. You will be required to keep track of the hours you spend on this project. The client will visit with class members in early September and then teams will work throughout the semester to complete the project.  The written plansbook (two copies—one for the client to keep and one for the instructor) will be due Friday, Dec. 4 at 3:00 p.m. The oral presentation to the client should last no longer than 15 minutes including time for class discussion and will take place on Dec. 8 and 10. Each team member must actively participate in the oral presentation in some way.  Any ideas presented that are utilized by the client to enhance their marketing efforts become theirs at no charge to them.  Case specifics and oral and written team rubric will be given to you at a later date. Additionally you will be required to write a reflection paper regarding the project/service learning experience and complete the online assessment provided by the CASL Office at http://learning.missouristate.edu/inqsitor/inqsit.cgi/ CASL.
A CASL representative will come to class for a required orientation to discuss liability and privacy issues among other things.  See course schedule for the date.  The CASL office is located in Plaster Student Union 209.  For more information about the program call 836-5774 or email servicelearning@missouristate.edu. CASL web page is located at http://www.missouristate.edu.casl. 

 It is also strongly suggested you begin to familiarize yourself with Adobe Illustrator and Photoshop type software available in the computer lab. These are used extensively in creative projects.

GROUP WORK: Past experience has shown that students often do not care for group projects. Usually the dislike stems from the fear of getting “stuck” with students who fail to "pull their weight." Nevertheless students must realize that the team work environment is crucial to the success of any ad agency.
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Therefore much of the work in this class is team oriented.  To make this successful, first, give careful consideration in the selection of your team members.  What strengths do they bring?  What weaknesses do they compensate for? Do they come to class regularly?  Do they participate?  Is their schedule compatible to the rest of the people in the group? What are their grade goals? Beware of working with friends! After groups are established, schedule meetings and distribute a detailed assignment timeline as soon as possible so you can document/take possible recourse. (See attached schedule for agency/project timeline due dates.)  What this means is that your firm, just like any real business/ad agency, has the power to hire and fire your own employees.  

Any student who fails to meet the performance standards or deadlines of the group will be informed by group members as to the problems, and a timetable/plan for remediation in order to remain with the agency. If the student does not act accordingly, he/she can be dismissed from the firm.  Like any unemployed individual, the individual may seek employment with another agency or start his/her own agency. On the other hand, an individual who feels the group is not performing up to his/her standards may seek employment elsewhere too. Given the scope of this project, a one-person agency is not recommended.
This also goes for smaller assignments as well.  In fact you are encouraged to use the early smaller projects as an indication of performance for the larger project.  Again, take necessary action early to make sure your group is “on task.” After the major campaign, each student will be required to write an evaluation assessing and scoring their own as well as the group's performance.  This means that all members of the group may not receive the same grade on a project.  

EXAMS:  Four 100-point exams and a final 100-point comprehensive optional exam will be given. The final can replace a test score if it is higher.  If the student scores lower on the final, no penalty will be assessed. The final will also be used as a makeup if a test is missed.  Exams will be comprised of multiple choice and true-false questions and will be strongly application oriented.

MAKEUP EXAMS:  See above.   No quizzes will be made up.

EXTRA CREDIT:  Students may complete one 20 point extra credit assignment.   This assignment is strictly optional. Extra credit options include reading and reporting on one of two books:  Hey Whipple, Squeeze This by Luke Sullivan, or Sergio Zyman’s book, The End of Advertising as We Know It. There may be guest speakers or additional “hands on” projects offered as a possibility as well. Finally students may attend a Springfield Ad Club meeting and write a short reflection on the experience. All extra credit assignments must be completed by the final class period.

ACADEMIC INTEGRITY: 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 following MSU’s student honor code, Student Academic Integrity Policies and Procedures, available at http://www.missouristate.edu/assets/provost/AcademicIntegrityPolicyRev-1-08.pdf and also available 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. This covers, but is not necessarily limited to, cheating, fabrication or falsification of information, multiple submissions of academic work, plagiarism, and complicity in academic dishonesty. 

CLASSROOM DECORUM: Any person engaged in disruptive, distracting behavior will be asked to leave the classroom. This includes excessive interruptions by cell phones or pagers and people consistently arriving late or leaving early.
CELL PHONE POLICY: As a member of the learning community, each student has a responsibility to other students who are members of the community.  When cell phones or pagers ring and students respond in class or leave class to respond, it disrupts the class.  Therefore, the Office of the Provost prohibits the use by students of cell phones, pagers, PDAs, or similar communication devices during scheduled classes.  All such devices must be turned off or put in a silent (vibrate) mode and ordinarily should not be taken out during class.  Given the fact that these same communication devices are an integral part of the University’s emergency notification system, an exception to this policy would occur when numerous devices activate simultaneously.  When this occurs, students may consult their devices 
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to determine if a university emergency exists.  If that is not the case, the devices should be immediately returned to silent mode and put away.  Other exceptions to this policy may be granted at the discretion of the instructor. 

ATTENDANCE: This is a class that requires intensive teamwork. Because absences affect not only the individual, but also the team, excessive absences (more than four) in this course will result in a lowered final grade (one letter) unless the reason is deemed extraordinary by the instructor (profound illness as indicated by physician, family circumstances or school sanctioned activities). An attendance sheet will be utilized to monitor this. If you arrive after the roll sheet has been passed, you will be considered absent. Unless the circumstances are unusual, it is not necessary to phone or email the instructor when absent.  Furthermore, do not expect the instructor to go over missed course material due to absences. (Again unless extraordinary.) 

GRADING: Your grade is based on points earned for examinations, assigned work and class/team contributions. Final grades will be determined by the student's percentage of the total points possible earned over the semester. (See also attendance policy.) Students are encouraged to keep all graded material and to keep track of points throughout the semester.  Additionally, grades will be updated on the Blackboard system weekly so that students might track their progress that way as well. To protect your privacy, grades will not be given out over the phone or via email.
The following weights will be given for course assignments:

              Exams (4 @ 100 each)          400 points

              Advertising project                 150 points

              Cases/Quizzes/Reflection     120 points 
              Total Possible Points           670 points (Approximate)  

The grading scales will be set as follows:
90% and above-A, 89%-80% B, 70% to 79%-C, 60% to 69%-D, 59% and Below-F

COURSE COMMUNICATION: This class will utilize the Blackboard system. Students may access the instructor's Powerpoint notes, policy statement, booklist, grade book and weekly email communications through this by going to http//blackboard@missouristate.edu or by typing Blackboard on the MSU homepage search area. Instruction for enrolling can be found at this site as well.  
DISABILITY ACCOMMODATION: 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), http://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
NONDISCRIMINATION: Missouri State University is an equal opportunity/affirmative action institution, and maintains a grievance procedure available to any person who believes he or she 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 (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.   
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DROP POLICY: If you stop attending this class but do not follow proper procedure for dropping the class, 
you will receive a failing grade and will also be financially obligated.  To drop a class anytime after the first week, you must turn in a drop slip at an authorized registration center (see 2009/20010 Missouri State 
Undergraduate Catalog or http://www.missouristate.edu/recreg/chnsched.html).  You do not need to   

obtain any signatures on the drop slip. However, due to the team-oriented nature of this class, you are advised to contact the instructor and/or teammates and return to them any materials needed for presentations/projects. 

TENTATIVE CLASS SCHEDULE

Date                                               Topic                                                                Assignment

    Aug. 25                        
Course Overview-Introductions 


None

                                                    Introduction to IMC





    Aug. 27                      

Intro (cont.)

                                                    Role of IMC in Marketing   


1, 2                     

    Sept. 1                                    Organizing Ad/Promo: Role of Agencies 

3                                                        

    Sept. 3                             
Client Presentation  

                         Teams Due                                                                 
    Sept. 8                   

Perspectives on Consumer Behavior                   4                

                                                    Case Review                                                       Promo Piece/Logo Due                                                         
   Sept. 10                           
Research/Evaluation                                            19                
 
    Sept. 15                                  Exam 1         




1,2,3,4,19                                                                 
Sept. 17                                   Communication Strategy                                       5,6            


Sept. 22                                   Objectives/Budgeting                                            7                                          

                                                 Review Timeline/Team Development
Sept. 24                                   Creative Strategy                                                  8                                          
    Oct. 29                

 Creative Implementation                      

 9
    Oct. 1                           
 Ten Best TV Campaigns                                    None           

             
    Oct. 6                                       Lab Day                                                                None

    Oct. 8                          
Creative Presentations                                         Rothschild Due  

    Oct. 13                                    Creative Presentations (cont)                               None

    Oct. 15                                    Fall Break                                                             No Class
    Oct. 20                                    Exam 2                                 


5,6,7,8,9
    Oct. 22                      

Media Planning and Strategy        

10

    Oct. 27                 

Broadcast Media, Print Media       

11,12

    Oct. 29                          
Support, Direct, Interactive Media  

13,14,15                                                               

    Nov. 3                                     Web Guest Speaker                                              None
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Date                                               Topic                                                                Assignment

     Nov. 5                      

Who Wants to be a Media Millionaire Review    
None  

     Nov. 10                           
Exam 3                              


10,11,12,13,14,15    

     Nov. 12                        
Sales Promotion     



16 

     Nov. 17


PR, Personal Selling



17, 18 

     Nov. 19 


Regulation                                

             21
     Nov. 24          

Social Aspects/Aspects of Promotion                   22
                                                    Killing Us Softly Video
     Nov. 26                                  Thanksgiving Holiday                                           None

     Dec. 1                 

Exam 4





16,17,18,21,22
     Dec. 3                                     Lab Day                                                                None                                    
     Dec. 4                                    PLANSBOOKS DUE--two copies

Due (3:00 p.m.)

     Dec. 8


Oral Presentations



None

     Dec. 10


Oral Presentations



Team/Course Evals. 

     Dec. 12


Final Exam (Optional)            


Comprehensive  

    



Extra Credit Due (Optional)                                                                                                                                                                                                                                                 

     



8:00 a.m.

  



(Section 1)   

