  Health Promotion Through Marketing

COM 480  (Special Topics)
Spring 2013
Instructor: Dr. Cliff Bieberly
Room: Eiben Hall 110 

Class Times: MWF 11:30 a.m. - 12:20 p.m.

Office Hours: Eiben 122, MWF 10 - 11 a.m. and 2 p.m. - 4 p.m.            

Telephone: 735-4727; Email:cbieberl@chaminade.edu

Text: Avery, J. (2010) Advertising Campaign Planning (4th Edition). 

Articles: Assigned by instructor

Course Description

This course will provide students with exposure to and experience with primary and secondary research on marketing to promote health related behavior. Specifically, students will be tasked to design a cohesive and integrated marketing communication campaign to discourage tobacco use and to promote treatment for those who use tobacco at Chaminade University. The campaign will be expected to include design ads, videos, social media executions, web and email communication, out-of-home advertising, and viral advertising. Integral to this end, students will review research on audience analysis, substance abuse and dependency, social learning theory, and developmental and psychological issues that relate to tobacco use. 

Learning Outcomes

Students will be able to demonstrate the following: 

1. an understanding of empirical approaches to survey and other data collection methods

2. the ability to use market analysis tools and advertising evaluation instruments 

3. knowledge of product and market testing techniques 

4. consumer analysis and questionnaire construction and methods of sampling

5. an understanding of factors that contribute to the smoking and tobacco use, including the role of culture, social and economic status, and psychosocial developmental issues.

Assignments

Tests will cover the assigned readings and class discussion.  There will be a mixture of multiple-choice and fill-in-the-blank questions, and short essays.  Students will be tested on terminology as understanding of basic concepts. The first test will focus on aspects of creating a targeted quit-smoking campaign. The second test will…

Grading

Two Tests  - 


200


Grading Scale
Peer Evaluation       
250

           900 - 1000    =  A

Attendance  
           
100


800 -   899    
=  B

Campaign Success  
250


700 -   799    =  C

Participation    
 
200


600 -   699    =  D
Total Pts.     


1,000


599 or less    =  F

Course Schedule

Week 1 - Introduction, Class Structure, Assignment of Roles

Week 2 – (Martin Luther King Holiday!)  QUIZ #1  (Wednesday) The test will cover the case study handout you received the first week of class.  Target Audience Discussion

Week 3 --  The Situation Analysis, Secondary Research into Health Issues and Primary Research on Audience.

Week 4 -  Marketing Strategy 

Week 5 -- Planning Points

Week 6 --(Presidents’ Day Holiday!) –Creative Discussion 

Week 7 ---   More about Creative/Budget Discussion

Week 8 –-  Implementation Plan
Week 9 --   Familiarization with computer lab and design programs

Week 10 -- Familiarization with video tools

Week 11---  Semester Break 

Week 12--- Work on execution. 

Week 13--- Work on execution.

Week 14--- Practice, rehearse, build props, commercials, AV, work displays

Week 15-- The Big Show on Campus, Class Competition between Campaigns

Week 16-- - The Big Show off Campus  (Select AEOP venues) 

Week 17--- Postmortem. Evaluation, Peer Review
NOTE: This class is a project-based learning experience. That means that, since it will involve “learning by doing” and peer teaching, the peer evaluation component will be crucial. In other words, work hard so your partners are happy with you.

NOTE 2: This syllabus will be subject to change throughout the semester.
, 

