University of Wisconsin-Whitewater

Curriculum Proposal Form #3

New Course

Effective Term:
 FORMDROPDOWN 



Subject Area - Course Number: (See Note #1 below)
JOURNLSM 322
Cross-listed Subject Area and Number:
     
Course Title: (Limited to 65 characters)
Advertising Media Planning and Buying
25-Character Abbreviation:  
AD MEDIA PLANNING/BUYING


Sponsor(s):  
Kim Hixson
Department(s):
Communication
College(s):
 FORMDROPDOWN 



Consultation took place:
 FORMCHECKBOX 

NA 
 FORMCHECKBOX 

Yes  (list departments and attach consultation sheet)

Departments:       


Other Programs Affected:
None
Is paperwork complete for those programs? (Use "Form 2" for Catalog & Academic Report updates)

 FORMCHECKBOX 

NA 
 FORMCHECKBOX 

Yes
 FORMCHECKBOX 

will be at future meeting

Prerequisites:
JOURNLSM 220
Grade Basis:
 FORMCHECKBOX 

Conventional Letter
 FORMCHECKBOX 

S/NC or Pass/Fail
 

Course will be offered:
 FORMCHECKBOX 

Part of Load
 FORMCHECKBOX 

 Above Load 


 FORMCHECKBOX 

On Campus
 FORMCHECKBOX 

Off Campus - Location       

College:
 FORMDROPDOWN 

Dept/Area(s):
Communication/Journalism
Instructor:
Hixson

Note: If the course is dual-listed, instructor must be a member of Grad Faculty.
Credit/Contact Hours: (per semester)

Total lab hours:
48 FORMTEXT 

     

Total lecture hours: 
 

Number of credits:
3
Total contact hours: 48 

Check if course is repeatable:   FORMCHECKBOX 
 No    FORMCHECKBOX 
 Yes          If "Yes", answer the following questions:

No of times in major
     
No of credits in major      
 

No of times in degree
     
No of credits in degree      

Course justification:
  Advertising students need an understanding of the media and how the media are used to deliver advertising messages.  Most of the money spent in the multi-billion dollar advertising industry is spent on purchasing time or space to deliver ad messages.  Media Planning and buying is one of the three main areas of a full service advertising agency.  This course enhances the educational preparation of advertising major and minors.
Relationship to program assessment objectives:
This new course is part of a revision of the Journalism major, including advertising, print and broadcast journalism emphases.  The new major incorporates sequenced objectives throughout the program, and adds more rigor in both theory and application courses.  This course will help students learn to use media planning resources and technology and will keep them current with the media planning and buying practices of the advertising profession.
Budgetary impact:
None.  Will be taught as part of load by current staff and the currently open advertising position when it is filled.  The current department library resources are adequate for the addition of this course.
Course description:
This course provides an overview of the development of advertising media objectives and strategies.  It examines the characteristics of the various media and the principles of media scheduling and buying.  Students will learn how to evaluate media for the purpose  of selecting the media and media vehicles that will most effectively deliver advertising messages to the target audience.  Students will receive instruction in effective media planning and buying and will be able to practice putting media plans into action.  This course examines the media of advertising and emphasizes development of advertising media objectives and strategies and provides practice in implementing those strategies.
Course requisites: JOURNLSM 220 Foundations of Advertising


If dual listed, list graduate level requirements for the following:

1. Content (e.g., What are additional presentation/project requirements?) 


2. Intensity (e.g., How are the processes and standards of evaluation different for graduates and undergraduates? ) 


3. Self-Directed (e.g., How are research expectations differ for graduates and undergraduates?) 


Course objectives and tentative course syllabus:



Course Objectives:

1. To evaluate advertising media for the purpose of effectively and efficiently selecting and utilizing it in an advertising campaign

2. To learn to schedule advertisements effectively.

3. To gain practice in buying and scheduling advertisements in media.

4. To become familiar with rate cards and ratings books.

5. To gain practice compiling a media plan.

6. To learn to use a budget efficiently and successfully.

7.
To practice maximizing an advertising campaign’s reach and frequency.
Texts: Surmanek, Jim  (1996).  Media Planning: A Practical Guide, 3rd ed.  Lincolnwood, IL: NTCBusiness Books.


Martin, D.G. & Coons, R.D.  (2002).  Media Flight Plan, 4th ed.  Provo, UT: Deer Creek Publishing.  (PC Version)

Prerequisite:  Journlsm 220 Foundations of Advertising

Course Description: This course provides an overview of the development of advertising media objectives and strategies.  It examines the characteristics of the various media and the principles of media scheduling and buying.  Students will learn how to evaluate media for the purpose  of selecting the media and media vehicles that will most effectively deliver advertising messages to the target audience.  Students will receive instruction in effective media planning and buying and will be able to practice putting media plans into action.  This course examines the media of advertising and emphasizes development of advertising media objectives and strategies and provides practice in implementing those strategies.

Grading

Assignments, Quizzes...........30%

Group Media Project.............10%

Case Study 1..........................20%

Case Study 2..........................30%

Exam......................................10%

At the end of the semester, the total score will be converted to a percentage and the grade will be determined as follows:  90%+=A, 80-89%=B, 70-79%=C, 65-69%=D, 0-64%=F

Assignments

Assignments will consist mostly of exercises from Media Flight Plan.  Quizzes will be based upon reading assignments.  Assignments are due on the date designated.  Late assignments will not be accepted.  Absence from class, either when the assignment was given or when it is due will not enable students to turn-in the assignment late.  However, the lowest assignment grade will be dropped.


Group Media Project

This project will consist of each group researching an advertising medium and presenting the results of the research to the class.  Details will be provided in class. Part of the evaluation process for each individual for this assignment will consist of each individual in each group evaluating the other individuals in his or her group.  This evaluation will consist of assigning a percentage of the quantity of work done by each individual and by assigning a grade (A, B, C, D, or F) to the quality of each individual’s work.  These grades do not affect the overall group grade, but the instructor may assign a different grade to an individual than the grade given to the group.

Case Studies


This project will consist of the planning and presenting an advertising campaign media plan.   The case studies are included in Media Flight Plan and will include use of the computer simulation.   At least one of these studies will be a group assignment.  Students will be assigned to a group.  Part of the evaluation process for each individual for this assignment will consist of each individual in each group evaluating the other individuals in his or her group.  This evaluation will consist of assigning a percentage of the quantity of work done by each individual and by assigning a grade (A, B, C, D, or F) to the quality of each individual’s work.  These grades do not affect the overall group grade, but the instructor may assign a different grade to an individual than the grade given to the group.  More details will be provided in class.

Class Schedule - Media Planning and Buying

Week 1


Introduction to the Course, Introduction to Media

Week 2


Media, Advertising and Consumers
Read:  Media Planning ch. 1, 25 

Week 3


Media Measurements and Calculations
Read:  Media Planning ch. 11, 16, 17, 18
Media Flight Plan exercise 1

Week 4


Using Media Source Materials --- SRDS
Media Flight Plan exercise 2

Week 5


Using Media Source Materials --- SRDS, Simmons
Read:  Media Planning ch. 19, 20, 21, 22
Media Flight Plan exercise 3, 4

Week 6


Using Media Source Materials --- Simmons
Read:  Media Planning ch. 16
Media Flight Plan exercise 5, 6

Week 7


Group Media Presentations

Week 8


Using Media Source Materials; --- Simmons
Read:  Media Planning ch. 2, 3, 4, 5
Media Flight Plan exercise 7, 8

Week 9


Making Media Buys
Read:  Media Flight Plan ch. 2, 3; exercise 11, 13, 14
Media Planning ch. 10, 27, 28, 31

Week 10


Begin work on Case Study: Chocolate Devil

Week 11


Work on Case Study

Week 12


Chocolate Devil Case Study Due, Begin Work on Case Study – Saturn SC1 

Week 13


Work on Case Study

Week 14


Work on Case Study

Week 15


Saturn SC1 case study due

Week 16 

Exam
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Notes:

1. Contact the Registrar's Office (x1570) for available course numbers.  A list of subject areas can be found at http://acadaff.uww.edu/Handbook/SubjectAreas.html
2. The 15 and 25 character abbreviations may be edited for consistency and clarity.
3. Please submit electronically when approved at the college level - signature sheet to follow in hard copy.
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