ADV 360 – Advertising Media Strategy
Course Readings: Our primary text is Advertising Media Planning (2002), 6th edition, by Jack Z. Sissors and Roger B. Baron. Additional readings will be distributed on

Blackboard or available on e-reserve at the library.
------------------------------------Course Description and Objectives----------------------------

This course will focus on the planning and selection of advertising media. It will introduce you to the skills necessary to place advertising messages in the mass media. As a student, you will be involved in developing advertising media objectives and strategies and allocating funds to produce the desired effect of reaching the target audience. You will learn media formulae and calculations to evaluate media vehicles and markets. As a result of this course, you will be able to target an audience in a proper setting and at a proper time. Specifically, as a student in ADV 360, you will:

Gain experience and basic understanding of the relationship of mass media and advertising

Learn measurement techniques for assessing the efficiency of media buys

Advance your language and terminology in the area of advertising and media planning

Understand the process of media and vehicle selection and scheduling

Develop an understanding of marketing, advertising and media objectives, including the formation and writing of these objectives

Analyze media schedules using a computer simulated media planning model for evaluation

Write and prepare a full media plan document

http://online.utk.edu
If you are not already, get acquainted with http://online.utk.edu. Readings and assignments will be distributed via UT’s Blackboard system. You will find a link to ADV 360. Email communication will be delivered by using the address I have for you in CourseInfo. By default, this is your UTK email address. You may change it to another email if you wish, but do know that ALL course communication will be used with the given address in CourseInfo. It is also suggested that you check Blackboard each day before coming to class for class readings and possible notes to complement the lecture.

Attendance

You get two absences in this course… free of charge. Use the absences however you best see fit.

Attendance will be taken at the beginning of each class day. Penalty for all absences after two will be assessed in the Problem Sets/Quizzes portion (25% of your overall grade) of your grade. Ten points will be deducted in this component for each absence over the given two. It is also detrimental that you arrive ON TIME for class each Tuesday and Thursday. ADV 360 will start promptly each day at 9:40 a.m. There will be quizzes over reading material given sporadically throughout the semester with no prior warning. The quizzes will be distributed at the beginning of each class time and CANNOT be made up for any reason. If you fail to attend a class, don’t ask me what you missed; ask one of your fellow classmates.

NOTE: Attendance can also affect your final grade by means of the plus system. Any student failing to attend class or regularly being tardy to class may not qualify for the B+ or C+ if applicable.

Disabilities Statement: If you have a disability or condition that compromises your ability to complete the requirements of this course, you must notify me within two weeks of receiving this syllabus. Students with disabilities are encouraged to register with the Office of Disability Services at 974-6087. Thereafter, you are invited to schedule appointments to see me during my office hours to discuss accommodations and other special needs. Do not wait to see me about this matter!

Deadlines

All assignments are due at the beginning of the class time on date due. Late work will be penalized with one full letter grade per day unless you have a written medical excuse or have made prior arrangements with me.

Drop Date

The deadline to drop the course with a “W” is Tuesday, February 20, 2007.

Helpful Hints for Surviving This Course

Most students find ADV 360 to be one of the more difficult, time consuming and frustrating classes in the advertising sequence. Especially at the end of the semester (and probably when all of your other courses are hectic as well), ADV 360 will prove stressful. You will, however, leave this class a more informed individual and a more prepared potential employee for all future advertising career endeavors.

To succeed in this course, it is strongly advised that you complete ALL assignments – course readings and problem sets – BEFORE coming to class. Only then will you be prepared for Q & A sessions, able to discuss materials, and ultimately make the most of our time together as a class.

As you will find out, the media world is ever-changing. It will be useful, not only in this class, but in general, to be an informed advertising student. Get involved with current advertising issues and practices, specifically any relevant topics to media planning. Trade publications such as Advertising Age and Mediaweek, as well as The Wall Street Journal and USA Today provide a wealth of information. You will also find subscription to a web site designed for media professionals to be a valuable addition to this course: www.mediapost.com.

Assignments and Grading Procedures

Your course grade will be comprised of three major components. The following information will provide a brief summary of exams, problem sets/quizzes and the media plan project.

Remember: Professors don’t GIVE grades, students EARN them!

Exams

In ADV 360, you will be required to take two exams. Each exam is worth 25% of your overall course grade. Scheduled exam dates are provided, but may be subject to change, depending on class progress and understanding. NO MAKE-UP EXAMS WILL BE GIVEN except for documented illness (viable medical excuse) or documented family emergencies (documentation must be provided – in which you must make prior arrangement with me). There is no final exam in this course. You will turn in your media plan in place of the final.

Problem Sets/Quizzes

The problem sets/quizzes component will constitute 25% of your overall grade in ADV 360. Problem sets, often given in the form of homework, will develop your understanding of media of the media terminology, formulae, and problems derived in media planning. Quizzes, given at the beginning of class time, will cover previous lecture materials and concepts found in assigned readings for that day.

Media Plan

You will be placed into a group to complete the media plan project. The media plan gives you the opportunity to apply your knowledge of the media planning process for a specific client. A computer program is used to evaluate the expected effectiveness of the media plan. Client information is distributed throughout the semester, and the plan will develop in stages during the course. The grades for each stage will total 25% of the semester grade. Earlier stages will have smaller weighted percentages. The majority of your grade will consist of the final compiled media plan.

Grading

You will be scored on each assignment from 0 – 100. The following breakdown will translate these scores:

A 90-100 C 70-77

B+ 88-89 D 60-69

B 80-87 F Below 60

C+ 78-79

Academic Dishonesty

Just remember: “An essential feature of The University of Tennessee, Knoxville is a commitment to maintaining an atmosphere of intellectual integrity and academic honesty. As a student of the University, I pledge that I will neither knowingly give nor receive any inappropriate assistance in academic work, thus affirming my own personal commitment to honor and integrity.” Also: “Students shall not plagiarize. Plagiarism is using the intellectual property or product of someone else without giving proper credit. The undocumented use of someone else's words or ideas in any medium of communication (unless such information is recognized as common knowledge) is a

serious offense, subject to disciplinary action that may include failure in a course and/or dismissal from the University.” Copying and pasting material from online sources, especially without quotation marks and appropriate citation, is UNACCEPTABLE unless I give you explicit permission to do so for an assignment. If you do so, you will be plagiarizing and punishment will follow.

Tentative Course Outline and Schedule

SB = Sissors & Baron book, BB = Blackboard (online). Information for assignments will be provided one class in advance.

Date Topic Chapters to Read Assignment Due

Jan. -- 11 Introduction

Jan. 16 -- NO CLASS – NYC Ad Trip SB chap 1

Jan. 18 --Using SMRB program – Tutorial HODGES LIBRARY ROOM 211

Jan. 23 -- Media, advertising, & consumers BB #1, SB chap 3

Jan. 25 -- The purpose of media planning

Jan. 30 -- Measures & calculations SB chap 4 & 5 

BB #2  Problem Set - SMRB

Feb. 1 -- Marketing strategy, IMC & media planning

SB chap 6

Feb. 6 -- Print media SB pgs. 223-232

BB #3

Feb. 8 --  More about print media

Feb. 13  -- Competitive expenditure analysis SB chap 2 Problem set – Print

Feb. 15 -- Review for Exam #1

Feb. 20 --  EXAM #1

Feb. 22 -- Broadcast media BB #4

Feb. 27 --  More about broadcast media SB pgs. 232-238 Problem set – CEA

Mar. 1 -- Still more broadcast media

Mar. 6 -- Media strategy SB chap 10 Problem set – Broadcast

Mar. 8  -- More media strategy BB Strategy

Mar. 13 & 15  -- SPRING BREAK

Mar. 20  -- Who and where SB pgs. 160-188 and 193-217

Mar. 22  -- Schedule analysis SB pgs. 189-192 and 218-221

Media Plan - CEA

Mar. 27 -- Review for Exam #2

Mar. 29 -- EXAM #2

Apr. 3 -- Out of home SB pg. 61 and 245-248

Media Plan – Sit Analysis

Apr. 5 -- Direct mail, Internet & Non-traditional SB pgs. 239-244 Media Plan - Objectives

Apr. 10 -- Putting it all together

Evaluating media plans

SB chap 11 & 12

BB #5

Media Plan - Strategy

Apr. 12 -- Group Work Day

Apr. 17 -- The buying process & budgeting SB chap 13

Apr. 19 --  Using AdPlus

Apr. 24 -- TBA

Apr. 27 -- This is a Friday.  Media plans due in the ADV office no later than 12 noon today.

* There is no final exam for this course.

