  Marketing Communication Campaigns 

 (COM 476/L Spring 2013)

Class Times – Tuesday Thursday–11:30 a.m. – 12:50 p.m.

Monday, Wednesday, Friday 1 – 3:50 a.m. for Lab. 

(Other meeting times to be determined as needed)

Instructor – Dr. Cliff Bieberly (Office 122)          

 Email address:
cbieberl@chaminade.edu 

Office hours MWF 9 – 10 a.m. and 2 p.m. – 4 p.m.  

Avery’s ADVERTISING CAMPAIGN PLANNING

The NSAC Case Study handout

This course will provide an introduction to primary and secondary research for advertising campaign development.  Students should be able to demonstrate understanding of empirical approaches, the ability to use market analysis, advertising evaluation, product and market testing, consumer analysis, questionnaire construction and methods of sampling. Students, after completing the course, should also be able to write and design a complete, integrated marketing communication campaign and demonstrate ability to evaluate its effectiveness.

This course outline will be subject to change throughout the semester as our campaign for the NSAC develops. 

(Note: We will be working on a complete campaign to help Glidden Paint increase its market share. This is done as part of the National Student Advertising Competition (NSAC). We will do research, create a 20-page campaign plans book with ads, commercials, web and email communication, out-of-home advertising, viral advertising and special events. We will also create a 20-minute presentation with AV to be delivered by a team of five students.) 

Week 1 –- Introduction, Class Structure, Assignment of Roles

Week 2 – (Martin Luther King Holiday!) – 23  QUIZ #1  The test will cover the case study handout you received the first week of class.  Target Audience Discussion

Week 3 - -  The Situation Analysis and Primary Research.

Week 4 –-  Marketing Strategy (Individual Work) 

Week 5 - - Planning Points

Week 6 -- Creative Discussion 

Week 7 -- More about Creative/Budget Discussion

Week 8 –-  Implementation Plan
Week 9 -- -   Direct Mail Pieces ?

Week 10 -- -   PR??? 

Week 11-- -  Semester Break .BUT, the Plans Book is due!!!!! (see next entry)

Week 12---) - Plans Book Due March 25 !! Work on presentation. 

Week 13--- - Promotion, Publicity 

Week 14--- - Practice, rehearse, build props, commercials, AV, work on Q&A

Week 15--- - Rehearse! The Big Show, District Competition, Saturday, April 25.
Week 16--- - Postmortem. Evaluation, Peer Review

Week 17--- Finals Week!  QUIZ #2,
Assignments/Grading

Two tests worth 100 points each. Each test will cover the assigned readings and class discussion.  They will be a mixture of objective questions, fill-in-the-blank, and short essay.  You will be tested on terminology as well as your understanding of basic concepts. The main point of the first test is that you understand the task at hand, which is creating a client centered campaign for State Farm Insurance for entry in the NSAC.

Attendance: You should be here to do the work, participate in discussion and carry your share of the load. Each two unexcused absences will result in a one letter grade penalty.
Assignment Points

Two Tests  - 

200


Grading Scale
Peer Evaluation          250

            900 - 1000    =  A

Attendance  
           100


800 -   899    =  B

Competition Success  250


700 -   799    =  C

Participation    
200


600 -   699    =  D

Total Pts.     1,000


599 or less    =  F

Plans Book Checklist

No more than 20 pages.

Must be 8.5- x 11-inch page size.

NSAC logo on front cover.

School’s entire, unabbreviated name on front cover. (Do not substitute a college/ university logo unless that logo contains the school’s entire, unabbreviated name.)

All pages numbered.

No foldout, half-sheet or odd-sized pages or covers.

Eleven printed plans book copies to district coordinator.

One printed copy and one electronic copy on CD to AAF headquarters. Electronic copy should be a PDF.

Date stamped by an overnight delivery service no later than March 30, 2010.

Note: Group work and cooperation are a hallmark of this course. You will be judged by others in class.

Treat Class AS A BUSINESS MEETING.  YOU WOULD NOT BE CONTACTING YOUR GIRL/BOYFRIENDS DURING A BUSINESS MEETING! ABSOLUTELY NO CELL PHONE USE (INCLUDING SENDING OR CHECKING TEXT MESSAGES) DURING CLASS TIME
