
ADVRT/JLMC 301: Strategic Planning for Adv. & PR 
Greenlee School of Journalism and Communication 

Iowa State University 
Spring, 2008 

 
Hamilton Hall, Monday & Wednesday 3:10 to 4:30 pm -- Room 005   
Instructor: John Thomas 
Office: 211D   Hamilton Hall….by appointment.  
Office phone: 515-294-6035 
E-Mail, best way to contact, jcthomas@iastate.edu  
 
 

Mission, Vision, Essence, and Positioning 
 

Course Description 
 
This course is focused on communication strategies and the supporting 
quantitative and qualitative research methods necessary for strategic 
decisions.  The objective is to discuss and gain experience in strategy 
formation and research techniques.    
 
Overall the course will bring about a better understanding of the research 
techniques required to develop decision based communication strategies.  In 
this course we will cover: diffusion theory, ideation techniques, market 
segmentation theory, secondary research activities, and primary research 
data collection through both quantitative and qualitative methodologies.  
You will participate in the development of a creative brief, along with 
qualitative research data collection, (focus groups and ideation). 
 
This course is specifically designed to “make you more aware of the 
customer.”  What you will walk away with is an understanding of how 
important it is to be consumer focused. 
   
JLMC 301 should be both fun and educational.  It is my hope that the 
techniques you learn in this course will serve you throughout your future 
career in communications.   
 
 



 
Course deliverables – instructor expectations: 

 
1. You must participate in class discussion and exercises. 
2. You must prepare and lead a focus group session. 
3. You must be prepared to lead an ideation session. 
4. You must attend class and keep up with readings. 
5. You must exhibit professionalism within the class. 
6. You must develop a research/strategies notebook for future use. 
7. You must participate in the development of a creative brief.   

  
Text for the Course: 

 
Joel J. Davis, (1997). Advertising Research: Theory and Practice. Prentice 
Hall Publishing.  
 
I will also hand out numerous reading assignments relative to specific 
research and/or strategic techniques.    
 
We will read and you will be tested over about ½ of the text.  There are a 
total of 25 chapters, we will concentrate our study on twelve.  I have chosen 
a text that you can use as a reference for the future.  The book contains 
excellent resource material for a career in business communications.  This 
text is one that you will want to keep……you will need it! 
  

Evaluation 
 
30%……of your grade will be based on your management of in-class 
research focus group sessions, attendance and participation.  
 
20%…….of your grade will come from a group client project w/peer 
review. 
 
20%.........of your grade will come from a mid-term paper over readings and 
lectures. 
 
10%..........of your grade will come from your methodology notebook   
 
20%.......... of your grade will be a final Paper 
 



 
Professionalism 

 
Your attendance is expected for every class.  If you cannot attend, please let 
me know prior to the class of your expected absence (e-mail), and how you 
plan to make up the work.  Absence will be detrimental to your grade for 
the course. 
 
As a professional, you are expected to freely participate.  All assignments 
are due at the start of class.  Unless you have arranged for a change in a 
deadline, there will be no credit for late work. Plagiarism (literary or artistic 
theft) will not be tolerated.  As required, cases of dishonesty will be reported 
to the Director of the School and ISU Dean of Students Office for 
disciplinary action.  Please continue to develop your skills in attributing your 
sources.  
 

Accommodation for students with disabilities 
 
Students with disabilities are welcome in this class, and all reasonable 
accommodations will be made to provide a successful learning experience.  
If you have a disability and would like an accommodation, please contact the 
ISU disability Resources office or me as early in the semester as possible.  
 

About your instructor 
 
I am here to -- share with you what I have learned over a 38 + year 
advertising, brand management, public relations and consumer 
research career .    
 
I highly value creativity, and I hold the communications professions in the 
very highest regard.  Business communications is one of the most pressure 
packed, creative, fast, challenging, -- exciting careers that one can pursue.   
 
I am an advertising and public relations professional.  I have produced 
everything from award winning commercials and films to complex retail 
communications.  Over my brand management/communications career I 
have received award recognition for numerous television commercials, 
product films, print ads, brochures, point of purchase materials and web 
executions along with several appliance product patents.   In 1998 I was 
honored by Advertising Age as one of its top 100 U.S. Marketers.   



 
I received my undergraduate degree from UNI in Cedar Falls.  I have 
completed non-degree post-graduate work at both the U of Michigan, and U 
of Iowa – primarily social science survey research theory.   I received my 
MS in Journalism and communications in 2007 at Iowa State University.  
 

Contact Me…….. 
 

1) For career advice – I have interviewed, hired and coached many 
advertising, marketing, sales, undergrads and MBAs.  If I can help 
answer your questions regarding career choice, or help clarify your 
future, just ask!  

2) For Questions or help regarding coursework – this is primarily 
why I am here, if you do not understand an assignment, talk to me.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



ADVRT301          Tentative Schedule      Fall 2007 
Week  DATE Lecture/projects/discussion Read Graded 

Work  
1 
 
 

1/14 Syllabus, -- Expectations 
 Select Project groups (3x7) 

Assign project    

  

1 1/16 
 

Work in class: --  agency name 
Creative Brief 

Guest Speaker: Allen Halferty 

Chapter
1  
 

 

2 
 
 

1/23 
 

Lecture on Diffusion 
Work in class 

  
 

2 1/25 What is advertising Research? 
Work in class 

Chapter 
6-7-8 

 
 
 

3 
 
 

1/28 
 

Lecture on A+B = C 
Work in class 

  

3 1/30 Lecture on MVEP, strategies and tactics  
Work in class 

Assign 2cdary Research 

  

4 
 
 

2/4 Secondary Research 
Work in class 

Chapter 
5 

 

4 2/6 
 
 

Lecture: Segmentation 
Work in class  

Chapter 
19 

 

5 
 
 

2/11 Lecture on Creative Brief 
Work in class 

  

5 2/13 Lecture on Jobs 
Work in class – meet with each agency 1 on 1  

 

Chapter 
9 

Present 

6 
 
 

2/18 Lecture on Focus Groups and Ethnography 
Work in class 

Chapter 
10-11 

 

6 2/20 
 
 

Work in class  
Lecture on Ideation and laterals 

Work in class 

  

7 
 
 

2/25 Present Creative Brief to client  
Allen Halferty 

 Present 

7 2/27 
 

Assign midterm paper (topic) 
 Feedback and scores on client presentations 

Peer review evaluation  

 Peer review 

8 3/3 Discuss and answer Questions on the midterm paper 
Discuss notebook 
Peer reviews due  

 Peer review 
due 

8 3/5 Set-up for Focus groups and ideation rotation 
Discussion Guides  = report out 

Topic selection (25 minutes) 

Chapter
13-14 

Midterm 
paper due 

9 
 

3/10 Return midterm and discuss 
Meet with 1st six  on topics  

 

Chapter 
4 

 



9 3/12 No class- workbook completion 
Creative Brief to ADVRT 334  

 Present 

  Spring break 3/17 to 3/21   
10 

 
3/24 Meet with fist six on process 

Meet with 2cd. Six on topics 
 Hand in 

notebook 
10 3/26 Focus Groups -  Greenlee 

 -- Attendance required -- 
 Moderate 

11 
 

3/31 Focus Groups -  Greenlee 
 

  

11 4/2 Focus Groups -  Greenlee 
 

 Reports: 
Discussion 

Guide/result 
12 

 
4/7 Focus Groups -  Greenlee 

 
  

12 4/9 Focus Groups -  Greenlee 
 

  

13 
 
 

4/14 Focus Groups -  Greenlee 
 

  

13 4/16 Focus Groups -  Greenlee 
 

  

14 
 
 

4/21 Focus Groups -  Greenlee 
 

 Hand in 
notebook 

14 4/23 Focus Groups -  Greenlee 
 

  

15 
 

4/28 Focus Groups – Greenlee 
 

 Instructor 
evaluations 

15 4/30 Final essay exam preparations   
16 5/5 - 9 Finals week  Final Exam 

This is tentative -- Changes may take place without notice.  Particularly to accommodate 
outside guest speakers. 

 


