BARTON COMMUNITY COLLEGE

COURSE SYLLABUS

I. GENERAL COURSE INFORMATION

Course Number: BUSI 1806

Course Title: Advertising

Credit Hours: 3

Prerequisite: None

Course Description: This course is a survey of advertising fundamentals introducing copywriting, layout, market research, and ad placement. The emphasis will be on print and electronic media but other advertising medium will be covered.

II. CLASSROOM POLICY

Students and faculty of Barton Community College constitute a special community engaged in the process of education. The college assumes that its students and faculty will demonstrate a code of personal honor, which is based upon courtesy, integrity, common sense, and respect for others both within and outside the classroom.

The college reserves the right to suspend a student for conduct, which is detrimental to the college’s educational endeavors as outlined in the college catalog.

Plagiarism on any academic endeavors at Barton Community College will not be tolerated. Learn the rules of, and avoid instances of, intentional or unintentional plagiarism.

Anyone seeking an accommodation under provisions of the Americans with Disabilities Act should notify Student Support Services.

III. COURSE VIEWED IN TOTAL CURRICULUM
Employment opportunities for business professionals and graphic designers often require individuals to be skilled and adept with advertising concepts and practices. The course will offer students an insight into the practical application and effectiveness of various forms of advertising media.

Transferability varies among institutions, and perhaps even among departments, college, or programs within an institution. Also, these requirements may change from time to time and without notification. Therefore, it shall be the student’s responsibility to obtain relevant information from intended transfer institutions during his/her tenure at Barton County Community College to insure that he/she enrolls in the most appropriate set of courses for transferability.

IV. ASSESSMENT OF STUDENT LEARNING/COURSE OUTCOMES
Barton Community College assesses student learning at several levels:  institutional, program, degree and classroom.  The goal of these assessment activities is to improve student learning.  As a student in this course, you will participate in various assessment activities.  Results of these activities will be used to improve the content and delivery of Barton’s instructional program.
This course is intended to:

1. Introduce students to the principles of advertising

2. Discuss ethics, regulation and social responsibility of advertising.

3. Discuss how advertising fits into the marketing process.

4. Define the consumer audience and discuss consumer behavior.

5. Define the importance of research in the advertising process.

6. Outline what makes advertising effective.

7. Define the importance of advertising planning and strategy.
8. Define media buys, functions and importance.

9. Identify various forms of print media, functions and effectiveness.

10. Identify broadcast and interactive online media, functions and effectiveness.

11. Discuss and implement the creative side of advertising.

12. Implement copywriting in various media forms including print, radio and television.

13. Discuss and implement design and production.

14. Define direct-response marketing.

15. Define sales promotion, its various entities and use.

16. Discuss public relations and how it differs (or compares) to advertising.

17. Define the difference between retail and business-to-business advertising.

18. Explore international advertising.

19. Implementing a complete advertising campaign.

V. COURSE COMPETENCIES

Upon completion of this course, the student should be able to:

1. Define the elements, types and roles of effective advertising.

2. Explain the evolution of the advertising industry and the current issues it faces.

3. Discuss the social issues and key ethical issues advertisers face.

4. Discuss and define the marketing concept and how advertising relates to marketing strategy.

5. Outline the four tools of marketing and explain advertising’s relationship to them.

6. Describe the role of the advertising agency, its organization, and compensation methods.

7. Define consumer behavior and describe its relations to advertising.

8. Explain which societal and cultural factors affect advertising and consumers.

9. Identify and describe psychological influences on consumers.

10. Summarize the purchase decision-making process.

11. Describe the differences between strategic research and evaluative research and the value of market research..

12. Identify the factors that affect message development research.

13. Summarize key evaluative research objectives and methods.

14. Outline advertising research challenges.

15. Explain how a basic communication model differs from interactive communication.

16. Explain how the advertising communication model works.

17. Outline the message reception and response process.

18. Summarize the key factors in brand communication.

19. Explain how advertising strategy and planning lead to more effective advertising.

20. Identify the key elements of a marketing plan.

21. Outline what an advertising plan is and list its key elements, including its relationship to the marketing plan.

22. Describe the main parts of a creative platform and types of copy strategy.

23. Explain how media planning fits into the advertising process.

24. Outline how media planners set media objectives.

25. Describe how media planners develop media strategies.

26. Explain the functions and special skills of media buyers.

27. Summarize the process of staging a media plan.

28. Describe the newspaper medium and identify its strengths and weaknesses.

29. Identify the key factors that advertisers should know to make effective decisions about the magazine medium.

30. Explain what out-of-home media are and discuss factors that advertisers should consider for making out-of-home media decisions.

31. Describe directories and analyze the factors that advertisers use to make decisions about this medium.

32. Discuss the factors that contribute to an effective print media strategy.

33. Discuss the structure of television, how it is organized, its use as an advertising medium, the TV audience, and the advantages and disadvantages of TV advertising.

34. Discuss the structure of radio, how it is organized, its use as an advertising medium, its audience, and the advantages and disadvantages of radio advertising.

35. Discuss interactive media, how it is structured and organized, its use as an advertising medium, its audience, and the advantages and disadvantages of interactive advertising.

36. Define creative advertising and explain how it leads to a Big Idea.

37. Describe the characteristics of creative people and their creative process.

38. Identify the key elements in creative strategy.

39. Outline the key parts of a creative brief.

40. Explain how creative advertising relates to advertising effectiveness.

41. Identify the good and bad practices in copywriting.

42. Describe the various copy elements of a print ad.

43. Explain the message characteristics and tools of radio advertising.

44. Discuss the major elements of television commercials.

45. Discuss how Web advertising is written.

46. Explain why visual communication is so important in advertising.

47. List the principles of layout and explain how design is affected by media requirements.

48. Describe how art and color are reproduced.

49. Identify the critical steps in planning, designing, and producing broadcast commercials.

50. Summarize the techniques of Web design.

51. Define and distinguish between direct marketing and direct-response advertising.

52. Explain some types of direct marketing and the players involved.

53. Evaluate the various media that direct-response programs can use.

54. Explain how databases are used in direct marketing.

55. Discuss the role of direct marketing in integrated marketing programs.

56. Explain the principles that drive the use of sales promotion and discuss why advertisers are spending increasing sums of money on sales promotion.

57. List and explain the use of various consumer promotions.

58. Describe the use of other types of promotions: sponsorships, specialties, interactive promotions, loyalty programs, and co-marketing programs.

59. Explain the strategic use of promotions in marketing, in terms of brand building, new product launches, integration, and effectiveness.

60. Explain what public relations is, the most common types of programs, and how it differs from advertising.

61. Describe the key decisions in public relations planning.

62. Explain the most common types of public relations tools.

63. Discuss the importance of measuring results of public relations efforts.

64. Discuss retail advertising fundamentals and the media options.
65. Explain business-to-business advertising objectives and the media used.

66. Explain the evolution of global marketing.

67. Summarize how international management effects international advertising.

68. Discuss the approaches and special problems to international advertising.

69. Describe and explain an IMC (integrated marketing communication) campaign.

70. Explain the purpose of evaluating a campaign.

VI. INSTRUCTOR’S EXPECTATIONS OF STUDENTS IN CLASS
VII. TEXTBOOKS AND OTHER REQUIRED MATERIALS

VIII. REFERENCES

IX. METHODS OF INSTRUCTION

X. ATTENDANCE REQUIREMENTS

XI. COURSE OUTLINE
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