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MKTG 471: Advertising Policy and Management
Instructor: Edmund Hershberger

Spring 2010






Office: Founders Hall 2132
M 6:00 – 8:50pm





Hours: MW 2:00pm – 4:00pm
Founders Hall





Phone: 618-650-3224 (day)

Room 3115






Email: ehershb@siue.edu
Course Website: www.siue.edu/~ehershb/MKTG471


This syllabus is intended as a guide only.  Changes may be required, and will be announced by the instructor if necessary.
For all assignments, you should be aware of the university policies on academic honesty.  Any violation of these policies will result in immediate and appropriate action.

If you have a documented disability and feel you need accommodation in the course, please let me know as early as possible so we may make arrangements that are mutually agreeable.

Required Text
Moriarty, Sandra, Nancy Mitchell and William D. Wells (2009), Advertising: Principles and Practice 8e, Prentice Hall, Upper Saddle River, NJ. 
Course Prerequisites

MKTG 300 – Principles of Marketing.  If you have not passed MKTG 300 with a grade of ‘C’ or better, see me immediately.
Attendance Policy

You are expected to attend every class meeting.  While there is not an attendance component to your course grade, historically regular attendance is strongly related to higher course grades.  Exam dates are outlined in this syllabus, and therefore they CAN NOT be missed.  If you miss an exam, you will be given a zero for that exam.  No questions asked.

School of Business Code of Professionalism
Faculty, staff, and students in the School of Business at Southern Illinois University Edwardsville are expected to contribute to a culture of integrity and professionalism. Our School’s culture encourages behaviors associated with educated and self-disciplined individuals. Those behaviors include: 

· Being honest;
· Being reliable and prepared;
· Being responsible for one’s own actions and decisions; and 
· Being respectful of all individuals.
Course Description
Focusing on the strategic role of persuasive communication, concepts and methods necessary to develop advertising programs, and advertising planning and budgeting in the context of achieving marketing objectives, this course examines advertising as a business, as a marketing tool, as a creative process, and as a hybrid discipline that draws from both the arts and the sciences.  While focusing on advertising as a strategic element of an overall marketing program, we will dabble in creative development insofar as it relates to strengthening your overall understanding of the use of advertising as a means of realizing marketing objectives.
Assessment Plan
Exams (300 points)
There will be three exams throughout the semester, worth 100 pts each.  The exams will be designed to identify those students who have mastered the material, and will contain both objective (multiple choice/matching) and subjective (essay/short answer) questions.  Since I have published the exam dates in the syllabus, there will be NO makeup exams allowed.  Since all exams will include objective portions, you are expected to bring with you a green scantron form an as many pencils as you believe are will be necessary.
Group Work (150 points)

During the semester, we will form Project Teams consisting of 4-5 members each.  Your team will be responsible for the completion of a project that will involve market research, media planning, and creative development.  There are two main parts to your group work: a communication brief, and a poster session.

Communication Brief (75 points)
The outcome of strategic research usually reaches agency creative departments in the form of a strategy document called a Communication Brief.  An outline of a typical CB is given in Chapter 7 of the text.  We will discuss the process of creating a CB during our discussions of Chapters 6 and 7.  
Poster Session (75 points; 50 points me, 15 points class, 10 points for evaluating all other teams)

At the end of the semester, you will display to the class a set of creative executions in an open forum known as a Poster Session.  We will utilize the classroom as a “studio” where you will display the creative efforts as tied to a communication brief developed by a different group earlier in the semester.  Your responsibility is to display your translation of communication strategy into effective ads that will accomplish your communication objectives.  These will be evaluated by myself and the rest of the class.  Part of your requirement is to submit evaluation forms (that I will provide) for all other creative teams.
Reading Abstract (25 points)

A list of supplemental texts will be provided from which you should chose one to read, and provide a short (2-3 pages max) written report.  This abstract should focus on the following:

a. major themes of the text,

b. any parallels with previously covered course material, and

c. implications for practice in the advertising industry.
Homework and in-class assignments (25 points)

I will occasionally assign homework or in-class assignments to be graded.  Any in-class assignments may not be made up and therefore act as a proxy for attendance.  Homework assignment due dates will be announced, and will typically be the following class period.  To the extent possible, I will post homework assignments to the website so that you should not miss an assignment if you have to miss class.
Course Agenda
	
	Topic
	Reading
	Notes

	01/11
	Course Introduction; Introduction to Advertising
	
	Motorola Video

	01/18
	MLK Day, No Class
	
	

	01/25
	Advertising's Role in Marketing; Advertising and Society
	1, 2, 3
	Strawberry Frog Video 

	02/01
	How Advertising Works; The Consumer Audience
	4, 5
	Homework #1 Due

	02/08
	Strategic Research; Strategic Planning
	6,7
	

	02/15
	Exam 1
	
	

	02/22
	Print and Out of Home Media; Broadcast Media
	8, 9
	Communication Brief Due

	03/01
	Interactive and Alternative Media
	10
	

	03/08
	Spring Break
	
	

	03/15
	Media Planning and Buying
	11
	Reading Abstract Due

	03/22
	continued
	
	Homework #2 Due

	03/29
	Exam 2
	
	

	04/05
	The Creative Side and Message Strategy
	12
	AFLAC video

	04/12
	Effective Print Advertising; Ad Reading; Copywriting; Design and Production
	Blom, 13, 14
	Strawberry Frog Video (2)

	04/19
	Evaluation of Effectiveness
	19
	Homework #3 Due

	04/26
	Exam 3
	
	

	05/03
	Poster Session 6:30 – 8:10
	
	

	Grading Criteria
	Grading Scale

	Exams: 300 points
	450 – 500 pts 
= A

	Communication Brief: 75 points
	400 – 449 pts
= B

	Poster Session: 75 points
	350 – 399 pts
= C

	Reading Abstract: 25 points
	300 – 349 pts
= D

	Homework: 25 points
	    0 – 299 pts
= F


