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Course description

This is the introductory course in the ISC major.  If you’re hoping to enter the major, this is your overview of what’s involved in the strategic communications industries, how the campaign development process works, and some of the challenges facing the field.  All of those areas get expanded on in the upper-level courses in the major.  If you’re taking this class as a general elective, you’ll get some sense of how things work behind the scenes.

Course objectives

Since this is an introductory course, we’ll be covering a lot of topics, but not in great detail.  By the end of the semester:

1) You’ll understand how the strategic communications industries are structured and what some of the career possibilities are;

2) You’ll have a general idea of the differences between the major forms of integrated strategic communications (advertising, public relations, sales promotion, direct marketing, personal selling) and understand the strengths and weaknesses of each;

3) You’ll be able to explain some of the key challenges facing the field, including diverse audiences and media proliferation, and have an idea of what some of the responses to those challenges might be;

4) You’ll understand the process of developing an integrated strategic communications campaign, including the research that goes into developing a campaign;

5) You’ll have gotten some practice in developing specific parts of a campaign for a real product/service;
6) If you’re an ISC pre-major, you should have a clearer idea of which path (direct response, public relations, account management, advertising creative) you want to pursue.

Reading materials and other resources

We will be using Blackboard in this course to distribute lecture outlines, assignment updates, study guides for the exams, and for discussions.  You must establish a 
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Blackboard account no later than January 17.  If you have previously set up a Blackboard account, this course should show up in your “My Courses” listing.  If you have not previously set up a Blackboard account, go to http://www.uky.edu/Blackboard/, click on “Accessing Blackboard” under the Students and Course Participants heading, and follow the directions given there.

Information about this class is also frequently sent out via the class listserv.  This listserv is maintained by the university and uses your official UK e-mail address; if you do not check that address frequently, it’s your responsibility to have your UK e-mail forwarded to an address you do check.  Failure to do this will mean you won’t get the class e-mails; you are responsible for any material included in those e-mails and “I’m not on the listserv” will not be considered an acceptable excuse for missing information!  (Please note that the university is now using your assigned UK e-mail address for ALL official correspondence.)
There is one required text for this course, Advertising and Promotion:  An Integrated Marketing Communications Perspective, 7th edition, by Belch & Belch.  

You should get in the habit of making periodic visits to the web sites of the main trade publications for the strategic communications industries.  Those are:

www.adage.com (Advertising Age)

www.adweek.com (Adweek)

www.promomagazine.com (Promo magazine – sales promotion and event marketing)

www.directmag.com (Direct magazine – direct response)

www.prweek.com (PR Week – public relations)

Some of these are subscription sites, but you can get basic info from all of them without paying a fee.

One other stop:  The “Advertising World” section of the University of Texas’ web site has the best set of strategic communications links around.  The URL is advertising.utexas.edu.

There will also be handouts in class to supplement the textbook.

Lecture Notes and Class Announcements

Lecture notes (PowerPoint outlines) will be posted in the course Blackboard space.  You must have a Blackboard account to take this course!  Announcements related to speakers, assignments, and other issues will also appear on Blackboard and via the class listserv.  
It is ESSENTIAL that you establish your Blackboard account as soon as possible.  If you miss out on important information because you have not established your account or failed to check Blackboard on a regular basis, the consequences are your responsibility.
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Assignments

The purpose of the assignments is to give you the chance to apply some of what we’ve covered in class and to give you portfolio pieces you can use in looking for an internship.  (ISC majors are required to have an approved portfolio in order to graduate.)  You’ll receive detailed instruction sheets for each assignment in advance; here’s an overview of what you’ll be doing.

Among others, the accounts for IHOP (http://www.dominos.com ), Talbots (http://www.talbots.com ), and Lunesta (http://www.lunesta.com) have been up for review recently.  That means that those companies were not satisfied with some aspect(s) of their agencies’ work.  You should assume that you’re working for an integrated communications firm that’s planning to pitch one of these pieces of business.  Pick the one you want to focus on – you have to stay with your choice throughout the semester, so pick carefully.

Assignment 1:  Secondary source assignment

Find 2 articles that talk about the current marketing situation for your brand.  Summarize the key problem(s) in memo form.  Indicate sources for all factual information and include the citations for both articles (complete bibliography).  Your two articles may not be from information provided by the company.  That means no company-issued press releases, and no information from the company’s web site.  The articles should be no more than one year old and must be from U.S. sources.  (If you want to use company-provided information to supplement the two articles, that’s fine, but you must have two independent articles.)  Wikipedia is not an acceptable source for this assignment.
Assignment 2:  Creative Action Plan assignment  

Using the form we’ll go over in class, develop a creative action plan for your brand.

Assignment 3:  Technique selection assignment

Out of all of the communications techniques we’ve covered, which two do you think are most important for the future success of your brand?  Why?

Assignment 4:  Execution assignment

Execute the strategy you developed in assignment 2 using the two techniques you chose in assignment 3.

Assignments 1-3 must be typed; parts of assignment 4 must also be typed (this will be detailed on that assignment sheet).  On all assignments, your grade will be made up of two components: content and mechanics.  Content, or the quality of your thinking and reasoning, will count for 75% of your assignment grade.  Mechanics, which include grammar, spelling and punctuation, will count for 25% of your assignment grade.  Misspelling or incorrect punctuation of your client’s name (the brand itself or the parent company) will result in -0- points for mechanics, even if everything else is perfect.  Clients pay their agencies a great deal of money; inaccuracies in “little” things 
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like grammar, spelling and punctuation call into question whether you’ve also made mistakes in the big things!

Assignments are due at the beginning of the class period on the dates noted on the schedule.  E-mail submission is fine; if e-mailing, label the file with your name and the assignment number and send it as an attachment.  E-mail submissions must be in my inbox at the time I get back from our class meeting on the due date.  Assignments turned in after the class period, but on that same day, will lose 1 point.  You’ll lose an additional point for each subsequent day that the assignment is late (including weekend days).  If you know you’ll need to miss class on the day an assignment is due, e-mail the assignment to me before class that day.

Assignments are to be done individually.  If your assignment looks suspiciously similar to that of a classmate, you will both receive a -0- for the assignment.  If it happens more than once, you’ll receive an E in the course and be reported for academic dishonesty. 

Tests

There will be three tests, two during the semester plus the final.  Portions of the final will be cumulative.  Format for all tests will be a mix of multiple choice, short answer, and short essay.  You’ll receive a review sheet for each test at least one week before the test date.  This will list the topics to be covered on the test as well as any specifics from the 

reading, which may include things we haven’t covered in class.  That said, the majority of questions will be taken from class lectures/discussions.

Make-up tests will ONLY be given in situations where you have contacted me BEFORE the class period during which the test is scheduled and provided a documented reason for not being able to take the test at that time.  Depending on how much time passes between the scheduled test date and when you are able to take the test, a different test format may be used for the make-up.

Evidence of cheating on any test will result in the grade of -0- for that test.  You will also  receive an E in the course and be reported for academic dishonesty.
Attendance/discussion participation

As noted above, most of the test material will come from our class sessions.  Assignments will also be discussed in detail in class.  So, it’s in your best interest to be here.  I will be taking attendance each class period beginning the second full week of classes (beginning on Jan. 22), and your class participation grade will suffer if you miss more than 3 class meetings during the semester.  Specifically, you will lose 5 points from your attendance grade for each unexcused absence after the first three.  Absences for medical reasons will be excused with documentation from the health center or a physician (the documentation must be for the date of the missed class); other excused absences will be for official UK-sanctioned programs, again with written documentation from an appropriate authority person required.
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You are also required to post your observations on at least two Blackboard discussions during the semester.  I will periodically post a discussion topic and ask for comment; you may participate in as many discussions as you wish, but must participate in at least two.

Determinants of your course grade

Assignment #1


  5%

Assignment #2


10%

Assignment #3


10%

Assignment #4


10%

Test #1




15%

Test #2




15%

Final




20%

Attendance/class participation
15%

Grading scale

A
90-100%

B
80-89%

C
70-79%

D
60-69%

E
below 60%

Generally, grades will not be curved during the semester or at the end of the semester.  In the event that overall class performance suggests that a curve is warranted, one may be applied.  However, you should assume that there will not be a curve and that the grading scale above will be adhered to strictly.  
Mid-Term Grades
All UK instructors are required to provide mid-term grades.  Your mid-term grade will be calculated based on attendance and work completed through February 29.  I will pro-rate the attendance grade such that missing more than 2 class sessions will result in a five point deduction for each additional miss.  Your mid-term grade will include your scores on Assignments 1 and 2 and on Test 1, plus pro-rated attendance.
UK policy on plagiarism and academic dishonesty
We take academic dishonesty and professional ethical violations very seriously in the School of Journalism and Telecommunications, and enforce the university’s rules on plagiarism and cheating rigorously.  

The material below is taken from the UK Code of Student Conduct, Student Rights and Responsibilities, available on-line: http://www.uky.edu/StudentAffairs/Code/part2.html. 
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6.3.0 – Academic Offenses and Procedures: Students shall not plagiarize‚ cheat‚ or falsify or misuse academic records. (US: 3/7/88; 3/20/89)

6.3.1 – Plagiarism: All academic work‚ written or otherwise‚ submitted by students to their instructors or other academic supervisors‚ is expected to be the result of their own thought‚ research‚ or self–expression. In cases where students feel unsure about a question of plagiarism involving their work‚ they are obliged to consult their instructors on the matter before submission.

When students submit work purporting to be their own‚ but which in any way borrows ideas‚ organization‚ wording or anything else from another source without appropriate acknowledgment of the fact‚ the students are guilty of plagiarism.

Plagiarism includes reproducing someone else’s work‚ whether it be published article‚ chapter of a book‚ a paper from a friend or some file‚ or whatever. Plagiarism also includes the practice of employing or allowing another person to alter or revise the work which a student submits as his/her own‚ whoever that other person may be. Students may discuss assignments among themselves or with an instructor or tutor‚ but when the actual work is done‚ it must be done by the student‚ and the student alone.

When a student’s assignment involves research in outside sources or information‚ the student must carefully acknowledge exactly what‚ where and how he/she has employed them. If the words of someone else are used‚ the student must put quotation marks around the passage in question and add an appropriate indication of its origin. Making simple changes while leaving the organization‚ content and phraseology intact is plagiaristic. However‚ nothing in these Rules shall apply to those ideas which are so generally and freely circulated as to be a part of the public domain.

6.3.2 – Cheating: Cheating is defined by its general usage. It includes‚ but is not limited to‚ the wrongfully giving‚ taking‚ or presenting any information or material by a student with the intent of aiding himself/herself or another on any academic work which is considered in any way in the determination of the final grade. The fact that a student could not have benefited from an action is not by itself proof that the action does not constitute cheating. Any question of definition shall be referred to the University Appeals Board.
Students with disabilities

If you have a documented disability that requires academic accommodations, please make an appointment to meet with me as soon as possible.  In order to receive accommodations in this course, you must provide me with a Letter of Accommodation from the Disability Resource Center (Room 2, Alumni Gym, 257-2754, jkarnes@uky.edu) for coordination of campus disability services available to students with disabilities
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COURSE SCHEDULE

(subject to change)

Date

Topic/Assignments





Reading

Th 1/10
Course overview; the ISC major; careers in ISC

T 1/15

What is ISC/IMC?  Fit with marketing


Ch. 1,2

Th 1/17
Forms of ISC
T 1/22

Secondary research sources in ISC; writing a



business memo


Th 1/24
The ISC planning process

T 1/29

Understanding customers 




Ch. 4-6

Th 1/31
Understanding customers (continued)


Ch. 4-6

SECONDARY SOURCE ASSIGNMENT DUE
T 2/5

Setting objectives





p. 190-208


Th 2/7

Developing strategies and creative action plans

Ch. 8

T 2/12

Media planning





Ch. 10
Th 2/14
Media planning (continued)




Ch. 11-13

CREATIVE ACTION PLAN ASSIGNMENT DUE

T 2/19

TEST #1  
Th 2/21
Advertising






Ch. 9

T 2/26

Advertising (continued)

Th 2/28
Sales promotion





Ch .16


T 3/4

The internet and direct marketing



Ch. 15

Th 3/6

Direct marketing (continued)




Ch. 14


3/11&13
SPRING BREAK

T 3/18

Regulation in ISC





Ch. 21
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Date

Topic/Assignments





Reading

Th 3/20
Public relations





Ch. 17

T 3/25

Public relations (continued)

Th 3/27
Personal selling





Ch. 18

TECHNIQUE SELECTION ASSIGNMENT DUE

T 4/1

TEST #2
Th 4/3

Budgeting for ISC





p. 209-231
T 4/8

ISC campaign evaluation




Ch. 19

Th 4/10
The ISC industries





Ch. 3

T 4/15

Ethics in ISC






Ch. 22

Th 4/17
Social issues in ISC 





Ch. 22



EXECUTION ASSIGNMENT DUE

T 4/22

International ISC





Ch. 20
Th 4/24
The future of ISC; careers recap

W 4/30
10:30 a.m.  FINAL EXAM
