CMN 3174-B
Advertising Techniques
D  r.   S  t  r  a  n  g  e  l  o  v  e

Monday 10:00 – 11:30

Wednesday 8:30 – 10:00

Location: LPR 155
Michael@Strangelove.com 
Office hours: by appointment

Course documents: www.strangelove.com/uottawa

Description
“Study of persuasion and advertising techniques. Elaboration of messages and campaigns. Definition of communication concepts corresponding to different target audiences. Applications to goods and services and social communication.” (From the Department Handbook)
In this course participants will explore: (1) the opinions of practicing advertising professionals and critics about successful and unsuccessful advertising; (2) basic advertising techniques applicable to a wide range of media, situations, and goals; and (3) real world examples and case studies of marketing and advertising. Participants will research, analyze, and practice advertising techniques.

Objectives
· To gain familiarity with contemporary advertising techniques and their historical precedents.

· To gain insight into how advertising techniques assist in the management of consumer tastes and identity construction. 

· To develop skill in the production of print and video ads.
Content Warning

Print and video ads studied in this course contain visual themes of racism, sexism, pornography, violence, and rape. Ads often contain partial or full nudity, including images of breasts, buttocks, nipples, and penises. Ads also often contain religious and social themes presented in controversial situations (‘shockvertising’). This course will involve the visual exploration of these and other current tropes in use within the advertising industry. Course content is not modified to suit individual tastes, values, or beliefs.

Student’s Responsibilities

Students enrolled in Dr. Strangelove’s class are expected to attend classes frequently, read all of the required readings, take notes during lectures, participate wholeheartedly in the group projects, behave in a professional and mature manner in class, and contribute to class discussions. 

Reading the required reading before attending class will greatly enhance your learning experience and improve your final grade.
Students will need a digital camera that can record video. 
Note that laptop use is class is forbidden. Any use of laptops or other electronic devices will result in your being asked to leave.
Students must be prepared to dedicate between 8 – 10 hours per week outside of class to successfully meet the normal workload requirements – all of which is reading, writing, research and analysis. Please do not enter the course if you cannot dedicate this amount of time.
Student Projects and Learning Outcomes

Participants will be required to create their own Wordpress blog to showcase their work. They will learn how to create print and video ads for various markets. Lectures will provide students with guidance on ad composition and advertising techniques. 

Required Texts
Garfield, Bob. And Now a Few Words from Me. McGraw-Hill 2003.
Aitchison, Jim. Cutting Edge Advertising. Prentice Hall 2008.

The text is available at the Agora Bookstore and Internet Café, 145 Besserer (http://www.sfuo.ca/businesses/agora/en/). 
Course Structure

The course format will consist of interactive lecture sessions and group work. The lecture sessions are highly structured, focusing on critical discourses about the social, political, and economic implications of media systems.

Projects and Assessment
10 pts. Portfolio Blog 
 Mar 30
50 pts. Ad Projects 
 Jan 20, Feb 3, Feb 17, Mar 2, 16
40 pts. Final Exam 
 TBA April 
Examinations

The final examination will take place during the examination period at the end of the semester and will:

1. Consist of essay answer format; and

2. Focus intensively on the course readings and lectures (Note: The failure to do all of the assigned readings has a strong, positive correlation with achieving a low examination mark!)

Ad Projects 
Each student is required to work alone or in teams of two and submit six ad projects. The projects will involve creating print and video ads which will be published on each student's portfolio blog. Students should make and retain a copy of all work submitted until they have received their final grade for the course.
Detailed project guidelines for this course are provided on the course blog. The project’s marking scheme is provided at the end of this document. 
EXTENSIONS WILL NOT BE CONSIDERED FOR ANY REASON OTHER THAN DOCUMENTED ILLNESS OR MEDICAL EMERGENCY. LATE PROJECTS WILL BE ASSIGNED A GRADE OF ZERO.

Grading Policy 

Grades will be assigned according to the scale set out in the Faculty of Arts Calendar, reproduced below. 
	Final Total
	Letter Grade
	Grade Points/Credit
	Definition

	90-100%
	  A+
	10
	Exceptional

	85-89%
	A
	  9
	

	80-84%
	  A-
	  8
	Excellent

	75-79%
	  B+
	  7
	Very Good

	70-74%
	B
	  6
	

	65-69%
	  C+
	  5
	Good

	60-64%
	C
	  4
	

	55-59%
	  D+
	  3
	Passable

	50-54%
	D
	  2
	

	40-49%
	E
	  1
	Failure

	0-39%
	F
	  0
	


Students should note the ‘definitions’ attached to the letter grades as these will be strictly observed (i.e. ‘good’ work will receive a grade in the C range; ‘very good’ work will receive a grade in the B range; ‘excellent’ work will receive a grade in the A range’; the grade of A+ will be reserved for work that is truly ‘exceptional’)

It is expected that the distribution of grades in this course will reflect normal statistical standards in the arts and sciences at Canadian universities (i.e. the majority of grades will fall in the C to B range; a minority of grades will fall above and below this range).
Academic Offences 

Plagiarism, cheating, and all other forms of intellectual dishonesty or academic offence will be penalised as stipulated in the University of Ottawa, Faculty of Arts Calendar. Students who are unsure of these regulations are strongly encouraged to consult the Academic Regulations – Academic Fraud section of the calendar and to discuss them with Dr. Strangelove.
Illness 

Students are responsible for material covered in all classes, including those missed due to illness. Examinations and other coursework-related deadlines will not be rescheduled for any reason other than a documented illness. Anyone unable to attend examinations, or to submit coursework on specified dates, due to illness is expected make every effort to contact Dr. Strangelove prior to the examination or submission deadline, and to co-operate in arranging a make-up examination. In the event that Dr. Strangelove cannot be reached, students should contact the Department of Communication on 613 562 5238. Appropriate documentation (as outlined in the Faculty of Arts Calendar Academic Regulations – Evaluation of Performance: Examinations) will be required to support requests for special consideration due to illness.

E-mail Policy

E-mail inquiries regarding substantive course material (i.e., material in course readings; issues discussed in the lectures) or appointments will receive a prompt response. Any questions of a general nature, to which the answer is relevant to all students, will be answered in class. Thus, students are strongly encouraged to make such substantive inquiries in class so that others also may benefit from them.

The following guidelines apply to the use of e-mail for contacting Dr. Strangelove:

1.  Do not expect Dr. Strangelove to read or reply to an e-mail inquiry after 17:00 or on weekends. 
2.  E-mail-based notifications of an impending late submission or missed examination will not be accepted.

3.  Grade inquiries will not be considered or discussed via e-mail. All grade-related inquiries should be made in person during office hours.

4.  I will not reply to e-mail inquiries about course-related matters (i.e. assignment requirements, due dates, exam structures, etc.) that arise from lack of attendance or inattention to the course syllabus. Inquiries requesting clarification will get a response, but I would much prefer that such inquiries be dealt with during class.

5.  It is strongly recommended that you use professional standards when communicating with your professors via e-mail. This means complete sentences, correct Canadian spelling, and proper grammar. 

Other Notes
· Students must have access to the Internet.

· If you use laptops, cell phones or any other digital equipment in a manner that disrupts the class or distracts other students you will be immediately asked to leave the classroom. 

· Marks cannot be improved by doing additional work after a grade has been submitted.
· Attending class is the single most important thing you can do to achieve good results. 
· Students who disrupt the class by talking out of turn (private conversations) will be asked to stop and/or asked to leave.
· Students will be asked to arrive on time so as to not disrupt the class.
· All assignments and their components are required. Students who do not complete any components will receive an EIN mark (equivalent to a failure).
Ad Project Grading Scheme

This ad project is worth 10 points. One mark is given for all team members. Your mark for this assignment is the total of the scores for each of the factors listed below. The scores for each of the items indicate what were judged to be areas of strength and weakness in your research project.

	
	Weight
	Score 

	1.  Camera use (‘photography’), editing, lighting, use of locations, visuals, copy (the "creative").

2.  "Freshness" of the creative.

3.  Message impact.

	6
2
2
	

	Your mark for this assignment (0-10):
	10
	_______


Comments:

Portfolio Blog Grading Scheme

One blog per team. Your mark for this assignment is the total of the scores for each of the factors listed below. The scores for each of the items indicate what were judged to be areas of strength and weakness in your blog project.

	
	Weight
	Score 

	
	
	

	1.  Layout (professional look and feel).

	5

	

	2.  Spelling, grammar.


	5
	

	
	
	

	Your mark for this assignment (0-10):
	10
	_______


Comments:

Final Exam Grading Scheme

Marks are based upon the degree to which answers provide a comprehensive and comprehensible account of relevant course readings and lectures.

A-level answers (exceptional work)

· Account for the majority of issues raised in class

· Are clearly stated and well written

· Explain both the issues and their significance

· Address both readings and lectures

B-level answers (proficient work)

· Account for over fifty percent of the relevant issues 

· Are clearly stated and well written

· Explain both the issues and their significance

· Address both readings and lectures

C-level answers (functional/adequate work)

· Miss more than fifty percent of the relevant issues 

· Evince problems in grammar and punctuation 

· Sometimes fails to explain either/or the issues and their significance

· Does not address all relevant readings

D and lower level answers (marginal to appalling work)

· Miss more than 75 percent of the relevant issues 

· Evince problems in grammar and punctuation 

· Often fails to explain either/or the issues and their significance

· Does not clearly address either texts

· Overlooks many or most of the issues addressed in lectures

The final exam grade provides a representation of the student’s standing relative to his or her peers’ production in the final exam. 
Video Production Release Form
1.
I hereby declare that I am not under the age of eighteen (18) years.

2.       This is to confirm that I give my permission to [INSERT YOUR NAME HERE] to use the photographs, moving pictures and sounds she has taken of me for her video currently entitled ________________. They may be published on YouTube or elsewhere by [INSERT YOUR NAME HERE], her nominee or her clients for any purpose whatsoever. I grant perpetual use in all media.

Students of Dr. Strangelove's classes, the University of Ottawa, and the instructor, Dr. Strangelove, accept no responsibility for any injuries that occur during the filming of the Documentary Video.
 

 

Name  (print)
__________________________________________________________

Address
__________________________________________________________



__________________________________________________________

Telephone (      )___________________________________________________

Signature
__________________________________________________________


Date

__________________________________________________________

