PRINCIPLES OF ADVERTISING
COMM 350 – Fall 2003
Monday – Wednesdays 2 – 3:45 p.m.
Instructor:
Dennis John Gaschen, APR

Office:

CP – 460-1, (714) 278-5146

Office Hours:
Monday – Wednesday 1:30 – 2:30 p.m. 



Tuesday – Thursday, 9:30 – 11:30 a.m.

Home Office:
(714) 633-6434

Fax:

(714) 633-6437

e-mail:

dgaschen@fullerton.edu
Web site: 
http://commfaculty.fullerton.edu/dgaschen/


Blackboard:
http://blackboard.fullerton.edu/
================================================================================
Goals: By the end of the semester, students will: 
1. Learn the major principles necessary in the professional practice of advertising
2. Become familiar with the roles research, positioning and planning play in advertising.

3. Develop a realistic appreciation of the strategy and creativity that goes into today’s advertising.

4. Discuss the social, ethical and regulatory aspects of advertising.

5. Gain an appreciation of media evaluation and placement.

6. Explore brand promotion and the future of advertising. 

This class WILL NOT equip you with all the skills you’ll need to get that first job in the advertising industry. It WILL provide you with a strong foundation for all of your other advertising courses. If you’re taking this class as an elective, you’ll get a fundamental understanding of how advertising contributes to society.
Expectations:
Students are expected to keep up with the text and current news events as a requirement of this course. Quizzes and exams an will be based on assigned readings AND class discussions. Students will find it difficult to pass without attending this class on a consistent basis. Students also must have a working e-mail address and will be expected to register on My CSUF and Blackboard, and then enroll in my class. CSUF’s policy on academic dishonesty of any kind will be vigorously enforced. 
Textbook:
Advertising and Integrated Brand Promotion, 3rd edition 

Grades:  

Your final grade will be based on the following activities:

1.  Exam #1 (Chapters 1 - 4)



100 pts.

2.  Exam #2 (Chapters 5 - 9)



100 pts.

3.  Exam #3 (Chapters 10 - 13)


100 pts.

4.  Exam #4 (Chapters 14 - 16)


100 pts.

5.  Exam #5 (Chapters 17 – 20)


100 pts.

6.  Attendance /Participation



100 pts.

TOTAL

600 pts.

Since each class in unique, I will use a curve on the exams if needed. You can use the following scale to estimate the minimum points needed to obtain each grade. I will post scores on my web site throughout the semester. Please see me immediately if there are any questions/concerns about your grade. Do not wait until the last week of class.


A = 540
B = 480
C = 420
D = 360
F = 359 and below
Exam questions will be drawn from material in the textbook, handout materials and lectures. The exams will assess your overall understanding of advertising principles. You'll be asked to not only recall information, but to apply it as well. Students should bring a computerized answer sheet (Scantron 882-E) and a #2 pencil on exam day. A legitimate excuse for missing an exam must be presented in writing to the instructor to be considered. You will be responsible for all that goes on in class whether you attend or not. Make friends and exchange phone numbers or e-mail addresses! 

This course will consist of a mix of lectures, quizzes and class discussions. Both you and I will benefit if you attend class prepared to help generate discussion on the issues and topics presented in class. There will be up to10 class assignments worth at least 10 points each to ensure classroom attendance and participation. These unannounced assignments can be given at any time. No partial credit will be awarded for late work. No makeup assignments will be given. Deadline for all homework assignments is the beginning of class.
Schedule:  

Have you ever had a course where the syllabus was followed to the letter? I didn't think so... So it probably won't happen in this course either. Please read the chapters prior to the week assigned.

Week 1
8/25 


Introduction. Review of syllabus. Log onto Web site.


8/27


Advertising as a Process
Read Chapter 1

Week 2
9/1 


Labor Day – no class!


9/3


The Structure of Advertising





Read Chapter 2 

9/8 is the last day to drop class without a grade of "W."

Week 3
9/8 


The Evolution of Advertising





Read Chapter 3


9/10


Social, Ethical and Regulatory Aspects of Advertising





Read Chapter 4

Week 4
9/15


Exam #1 on Chapters 1-4 


9/17


Advertising and Consumer Behavior







Read Chapter 5







Week 5
9/22 


Market Segmentation, Positioning, and the Value Proposition





Read Chapter 6



9/24


Advertising Research





Read Chapter 7


Week 6
9/29 


The Advertising Plan





Read Chapter 8 


10/1


The Advertising Plan





Read Chapter 9
Week 7
10/6


Exam #2 on Chapters 6-9


10/8


Creativity and Advertising





Read Chapter 10
Week 8
10/13 – 10/15

Message Development





Read Chapter 11

Week 9
10/20 – 10/22

Copywriting 






Read Chapter 12
Week 10
10/27 – 10/29

Art Direction and Production 






Read Chapter 13
Week 11 
11/3 


Exam #3 on Chapters 10-13



11/5


Media Planning





Read Chapter 14

Week 12
11/10


Print, Television and Radio Advertising





Read Chapter 15

11/12


Internet Advertising





Read Chapter 16  

Week 13
11/17 


Catch up day if needed


11/19


Exam #4 on Chapters 14-16
Week 14 
11/24 – 11/26

Thanksgiving Week – No School!
Week 15
12/1 


Support Media, P-O-P Advertising and Event Sponsorship





Read Chapter 17



12/3


Sales Promotion





Read Chapter 18

Week 16
12/8 


Direct Marketing





Read Chapter 19



12/10


Public Relations and Corporate Advertising





Read Chapter 20

Week 17
12/17


Final Exam (Test #5) Chapters 17-20 
2:30 – 4:20 p.m.
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