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          STRATEGIC PLANNING FOR ADVERTISING AND PUBLIC RELATIONS  
ADVRT 301/JLMC 301, Section 02 (3 credits, A-F only) 

Spring 2008 
Rm. 005 Hamilton Hall 12:40 PM to 2:00PM TTh 

Prerequisites: 230 or JL MC 220 
 

Instructor: Sela Sar, Ph.D. 
Greenlee School of Journalism and Communication 

 
E-mail: selasar@iastate.edu 
Office phone: 515-294-0485 

Office location: 116 Hamilton Hall 
Office hours: T and Th 10:00 AM – 12:00 PM and by appointment 

(Note: E-mail is usually the best way to reach me) 
 
Course Description 
 

Welcome to Strategic Planning for Advertising and Public Relations.  This course will 
introduce you to basic concepts of advertising and PR strategy.  It will help you understand the 
foundational strategic process in Advertising and PR.  To understand the foundations of 
successful advertising and public relations strategy, the course will draw upon basic concepts of 
advertising, PR research, and strategic cases.  The first part of the course will focus on basic 
concepts of advertising and PR research.  The second part of the course will apply these concepts 
into various strategic cases.   
 
Course Learning Objectives  
 

The learning objectives of this course will help you achieve a basic understanding of the 
foundational processes of advertising and public relations research strategies.  These include 
basic research methods and basic concepts of strategic planning used by advertising and public 
relations professionals.  It will also help you refine your report writing and oral-presentation 
skills particularly in advertising and public relations.  Students will be expected to actively 
engage in class discussions, complete individual assignments and participate in a group project. 
 
Course Components and Requirements  

 
Various strategies will be used to achieve the learning objectives.  There will be class 

periods for lectures and case discussions.  Lectures will focus on basic research techniques for 
strategic communication planning processes.  Strategic cases will be used as examples for 
understanding the processes.  There will be several sessions for strategic planning meetings.  
You will be required to participate, discuss and analyze in depth various advertising/PR 
problems of several cases (see daily schedule for specific cases) to determine critical factors that 
affect strategic communication planning processes.  You will make recommendations to improve 
these specific cases.  Some strategic cases will be used to supplement lectures, class discussions, 
and readings dealing with relevant topics.  
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 In addition to the case discussions everyone will be required to choose two cases to write 

a 2-4 page memo for each case.  Memos should be single spaced, typed and approximately two-
four pages in length.  Each memo is due at the beginning of the class period (see daily syllabus 
for details).  NO LATE MEMOS WILL BE ACCEPTED. ALL MEMOS MUST BE HAND 
DELIVERED IN CLASS (no email memos will be accepted).  (In fairness to all, there will 
be no exceptions to this rule.)  Further instructions on memos will be given in class and on 
another handout.    
 

Students will form strategic planning campaign teams composed of five to six people.  
Students will work together on their final strategic planning project.  While some may find group 
work difficult, it is the standard approach in advertising/PR agencies (as well as many other 
businesses).  The strategic planning project will give everyone an opportunity to put together all 
aspects of advertising/PR for one client.  The strategic planning project should include all 
strategies and tactical decisions for a strategic communication plan.  Be prepared for the fact that 
a good strategic communication plan (including tables and appendices) is often in the 
neighborhood of 15 - 30 pages in length (typed, double spaced).  Each team will also present 
their strategic planning ideas to the rest of the class during the last week of the course.  Each 
team will receive one grade for their strategic planning project, but individual grades will be 
weighed by teammates' confidential evaluations of each person's contribution to the project.  As 
a group, you will be responsible for writing and presenting a detailed strategic plan for an 
assigned product/organization/service.  The final strategic planning project will be due at the 
start of class on Tuesday April 29, 2008. 

 
All students are required to take a midterm exam in class.   The midterm exam will cover 

all materials for the first half of the semester.   
 

All students are required to participate in every class session in order to receive 100% of 
the class participation grade.  Participation grades will be determined by the quality and quantity 
of your contributions to class discussions and cases.  In the case of an emergency (i.e. sick, 
accident, death of a family member, court service etc…), students MUST inform the instructor 
about the situation.  Students will be required to present evidence substantiating their absence(s) 
to maintain 100% of their class participation grade. 
 
Grading 
There will be five primary components in your grade: 
 

Grading Components Percentages of Grade 
1. Midterm Exam 25 % or 175 points 
2. Individual memos (memo 1 = 10%, 
memo 2 = 15%) 

25 % or 175 points 

3. Group project 20 % or 140 points 
4. Group Presentation 20 % or 140 points 
5. Class Participation and Contributions     10 %  or  70 points 
Total 100 % or 700 points 
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Required Texts and Reading 
 
Fortini-Campbell L.  (2001).  Hitting the Sweet Spot: How Consumer Insights Can Inspire Better 
Marketing and Advertising.  Chicago: The Copy Workshop.   
 
Stacks, DW.  (2002).  Primer of Public Relations Research.  New York, NY: The Guilford Press. 
 
Both texts are available at the University bookstore.  Additional required reading materials will 
also be handed out in class or otherwise made available. 
 
Course Content and Daily Schedule  
 
 

Day Date Authors Readings Topics Class Activities and 
Memo Due 

    Formative Research  
1 (T) 1/15 Stacks Ch. 1 Overview and Strategy Assigning Group  
      
2 (Th) 1/17 Stacks 

 
Ch. 2 Research Agenda/Objectives/ 

Strategy 
Tiny Tykes Toys 

      
3 (T) 1/22 Smith Ch. 1 Analyzing Situations McDonald’s 

Breakfast Case 
      
4 (Th) 1/24 Fortini-

Campbell 
Chs. 1-4 Strategic Planning Process Snapple Case 

    Defining the Target in Strategic 
Communication Planning 

 

5 (T) 1/29 Fortini-
Campbell 

Chs. 5-8 Defining Target Audience MRI Example 

      
6 (Th) 1/31 Fortini-

Campbell 
Ch. 12 Segmentations   Gap Jeans 

      
7 (T) 2/5 Stacks Ch. 5 The Case Study The Coke’s Case  
    The Concept of ÒAudienceÓ  

and Secondary Research  
 

8 (Th) 2/7 Davis Ch. 29 Audience Measurement  Kansas City TV  
      
9 (T) 2/12 Stacks Ch. 4 Secondary Research 1 

Group Work  
MRI Example 

Group Project  
Memo 1 due 
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Day Date Authors Readings Topics Class Activities and 
Memo Due 

10 (Th) 2/14 Stacks 
  

Ch. 4 Secondary Research for  
Strategic Planning 2: Targeting and 
Positioning  

Snapple Fruit and 
Tea Case 

      
11 (T) 2/19 Stacks  Ch. 6 & 9  In-depth Interview and Interview  Class Exercise 
    Research Techniques for 

Strategic Communication 
Planning 

 

12 (Th) 2/21 Stacks Ch. 6 Focus Group In Class Exercise 
Heineken’s Case 

       
13 (T) 2/26   Focus Group Exercise 

Review for Midterm 
Group Work 

Heineken’s Case 
Review for Midterm 
Group Work 

      
14 (Th) 2/28   Midterm (in Class) Midterm (in Class) 
      
15 (T) 3/4 Stacks Ch. 10 Questionnaire Constructions  
      
16 (Th) 3/6 Fortini-

Campbell 
Ch. 6 Evaluating Creating Approach Group Work 

      
17 (T) 3/11 Fortini-

Campbel 
Ch. 19 & 
20 

Copy Testing Group Work 
Memo 2 Due 

      
18 (Th) 3/13 Stacks Ch. 7 Content Analysis  Group Work 
      
19 (T) 3/18   Spring Break No Class 
      
20 (T) 3/20   Spring Break No Class 
      
21 (T) 3/25 Stacks Ch. 9 & 

10 
Basic Sampling/ 
Basic Survey Method 

 

    Media Strategies  
22 (Th) 3/27   Group Work (out of town) In Class (volunteer 

needed) 
      
23 (T) 4/1 Bogart Ch. 5 Determine Media Objectives and 

Strategies 
Group Work 

      
24 (Th) 4/3 Handouts  Better Use of Media Group Work 
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Day Date Authors Readings Topics Class Activities and 
Memo Due 

    Message and Creative Strategies 
for Persuasive Strategic 
Communication Planning 

 

      
25 (T) 4/8 Smith Ch. 6 Using Effective Communication 

(Handouts)  
Group Work 

      
26 (Th) 4/10 Handouts  Message Appeals Group Work 
      
27 (T) 4/15 Handouts  Message Structures/Contents Group Work 
      
28 (Th) 4/17 Smith Ch. 9 Evaluating the Strategic Plans Group Work 
      
    Techniques for Evaluative 

Research of Strategic 
Communication Planning 

 

      
29 (T) 4/22 Davis Ch. 3 Ethical Issues Group Work 
      
30 (Th) 4/24 Smith Ch. 9 Reporting Presentation Group Work 
      
31 (T) 4/29   Group Presentation  Group Presentation 
      
32 (Th) 5/1   Group Presentation Group Presentation 
      

 
 
Work Load Policy 
 

For undergraduate courses, one credit is defined as equivalent to an average of three 
hours of learning effort per week (over a full semester) necessary for an average student to 
achieve an average grade in the course.  For example, a student taking a three credit course that 
meets for three hours a week should expect to spend an additional six hours a week on 
coursework outside the classroom.  Students should expect to spend about 9 hours in learning 
efforts per week (inside and outside of class) to satisfactorily complete this course.   
 
Registration in this course is by A-F only for both majors and non-majors.  
 
A – achievement that is outstanding relative to the level necessary to meet course requirements. 
B – achievement that is significantly above the level necessary to meet course requirements. 
C – achievement that meets course requirements in every respect. 



   

 

ADVRT 301, S1, SPRING 2008 6 

D - achievement that is worthy of credit even though it fails to meet fully the course 
requirements. 
F – represents failure and signifies that the work was either completed but at a level of 
achievement that is not worthy of credit or was not completed. 
I (Incomplete) – Assigned at the discretion of the instructor.  An incomplete grade will be 
considered only when documented, extraordinary circumstances beyond control, or ability to 
anticipate, prohibit timely completion of the course requirements.  Incomplete grades are rare 
and require a written agreement between instructor and student. 
 
Grading Scale 
 
 

Grade Grade Points Standard 
A 4.00 Outstanding 
A- 3.67  
B+ 3.33  
B 3.00 Significantly above the required level 
B- 2.67  
C+ 2.33  
C 2.00 Meets course requirements 
C- 1.67  
D+ 1.33  
D 1.00  
F 0  

 
 
Grade Changes 
 

Inquiries regarding any changes of grade should be directed to the instructor of the 
course.  Grade changes will be made only when evidence of an error in grading and /or 
recording of a grade are identified.  
 
Complaining about Grade 
  
 Inquiries regarding complaining about grade should be submitted to the instructor in a 
written format.  In a written statement, students must explain the reason for grading issues.  
  
Scholastic Misconduct 
 

Scholastic misconduct is defined at the Iowa State University as any act that violates the 
rights of another student in academic work or that involves misrepresentation of your own work.  
Scholastic dishonesty includes (but is not necessarily limited to): cheating on memos 
(assignments) or examinations, plagiarizing (which means misrepresenting as your own work 
any part of work done by another), submitting the same paper, or substantially similar papers, to 
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meet the requirements of more than one course without the approval and consent of all 
instructors concerned, depriving another student of necessary course materials, or interfering 
with another student’s work.  Proven scholastic misconduct will result in a course grade of F 
 
Disabilities 
 

Students with disabilities that affect their ability to participate fully in class or to meet all 
course requirements are encouraged to bring this to the attention of the instructor so that 
appropriate accommodations can be arranged.  Further information is available from the 
Disability Resources (DR) office, located on the main floor of the Student Services Building, 
Room 1070, phone: 515-294-7220.  
 
Sexual Harassment 
 

University policy prohibits sexual harassment as defined in the 5/1/06 policy statement.  
Copies of the 5/1/06 policy statement on sexual harassment are available at University Human 
Resource Services and Office of Equal Opportunity & Diversity.   Complains about sexual 
harassment should be reported to the University Office of Equal Opportunity & Diversity at 3210 
Beardshear Hall, Ames, IA 50011, Phone: 515-294-7612.  
 
ACEJMC Core Values and Competencies 
 

The national accrediting agency for journalism education has required that all accredited 
journalism schools assess student mastery of 11 core values and competencies that every 
graduate of a journalism and mass communication program should possess.  According to the 
Accrediting Council on Education in Journalism and Mass Communication, all graduates, 
irrespective of their particular specialization, should be able to: 
 

1. understand and apply the principle and laws of freedom of speech and press, including 
the right to dissent, to monitor and criticize power, and to assemble and petition for 
redress of grievances 

2. demonstrate an understanding of the history and role of professionals and institutions in 
shaping communication 

3. demonstrate an understanding of the diversity of groups in a global society in relationship 
to communication 

4. understand concepts and apply theories in the use and presentation of images and 
information 

5. demonstrate an understanding of professional ethical principles and work ethically in 
pursuit of truth, accuracy, fairness, and diversity 

6. think critically, creatively, and independently 
7. conduct research and evaluate information by methods appropriate to the communication 

professions in which they work 
8. write correctly and clearly in forms and styles appropriate for the communication 

professions, audiences, and purposes they serve 
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9. critically evaluate their own work and that of others for accuracy and fairness, clarity, 
appropriate style and grammatical correctness 

10. apply basic numerical and statistical concepts 
11. apply tools and technologies appropriate for the communication professions in which 

they work 
 
 


