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Advertising Agency Team Workshop II
Professor Paul Kurnit

Marketing Plan Mar 348
CRN 20558
Spring 2011
Class Sessions:  
  Wednesday Evenings




         6:00-8:45 PM
Lienhard Lecture Hall
Course Description:
This course is an intensive marketing and advertising workshop focusing on campaign development for a real world case study and national competition. This effort and all related learning are dedicated to developing and presenting a competitive marketing communications campaign targeting young women for JC Penney. 
The JC Penney assignment is the 2011 sponsor for the American Advertising Federation (AAF) National Student Advertising Competition (NSAC). This is a national competition that will culminate this spring with the District II presentations in New York City on May 6th or 7th at The New York Institute of Technology, 1855 Broadway (located near Columbus Circle in Manhattan).
The course will feature hands-on experience in all facets and activities of an advertising agency preparing a new business pitch complete with marketing plan and creative presentation.
Course Objectives:
1. To develop practical knowledge and experience of the advertising process including research, strategy and planning techniques, development of creative advertising, media planning, integrated communication (i.e. Public Relations, promotion, Internet, Direct, digital, viral, social media etc.), strategic alliances, guerilla marketing and more.

2. To experience the advertising agency business in a real world new business pitch environment, working as a coordinated “agency” team to research, develop and create a unique, powerful and compelling team marketing plan and creative presentation.
3. To activate strategic, organization, writing and presentation skills, competitive urgency and simulated real world advertising experience.
4. To produce a 32-page marketing plans book and 20-minute professional presentation of advertising recommendations.
Course Requirements:
1. Class Participation
The course will operate as a results-oriented workshop, with intensive weekly contributions from students in close supervision by the professor. Groups (aka agency departments) will be dedicated to specific deliverables related to initiating, creating, assembling, reviewing, revising and optimizing all facets of the competitive assignment.  
2.  Course Deliverables
There are two key deliverables for this course as called for in the AAF National Student Advertising Competition (NSAC):
1. A 32 page marketing plans book
2. A 20 minute live presentation
Course deliverables necessary to fulfill the group competition include:
· Situation analysis
· Competitive analysis
· Original research
· Audience analysis/Target audience insights and psychographic drivers
· Strategies:  Marketing, creative, media, digital, promotion, social media, partner alliances, public relations, Internet, direct, collateral etc.
· Creative development, research, refinement, campaign and creative presentation materials
· Marketing and advertising concepts to coalesce into a powerful integrated campaign employing media, promotion, PR, direct, strategic alliances, cause marketing, buzz marketing, Internet plans, guerilla marketing, campaign distribution, parameters for success and related presentation materials… 

All culminating in:
1. 32-page plans book: Outline, writing, numerous drafts and final professional caliber book to be delivered to the NSAC by Friday, April 1, 2011

2. 20-minute competitive presentation with intensive class support (to be presented on May 6 or 7 in New York) to include:
· Presentation script
· PowerPoint support presentation
· Meaningful props and support materials
· Theatrical presentation with rehearsal and support for 
five selected presenters to be delivered at the District II Regional Competition at the end of the semester.
3.  Assignments
Group assignments throughout the semester will cover all research, competitive, strategic, creative and presentation development to be prepared, revised, rehearsed and presented in the NSAC regional competition. All creative material will be developed to a presentation ready state of production in concert with strategies, media and other presentation material the group deems appropriate to fulfill an outstanding effort. A professionally produced 32-page plans book will be submitted approximately one month prior to presentation.
4. Text Book
There will be one assigned book:  

Advertising Campaign Planning: Developing an Advertising-Based Marketing Plan, by Jim Avery c2000 Published by the Copy Workshop.  
 
This book was developed specifically as a guide to the key elements required to excel at the AAF competition. Additional reading and research will be required as inspired by the JC Penney case as well as competitive and environmental issues and opportunities.
5. Term Project
The term project for the course is the 32 page plans book and the final competitive presentation. Its delivery takes two forms:  
· The 32 page plans book 
· The twenty-minute live presentation.  
Creative support materials and a PowerPoint presentation with all supporting materials for the The JC Penney pitch will be developed. A 5-person presentation team will be selected and supported by the entire class in the development, rehearsal and ultimate presentation of the material.
5. Exams
There will be no exams for this course.

6. Final Paper
There will be a short final paper due at the end of the semester in our final class to provide feedback on the process of the course competition. The paper will include commentary on what went well, what went poorly and recommendations for improvement for the Ad Team experience in the future. 
Grading Policy
Class participation, timely completion of assignments and overall contribution to the competitive effort will be the benchmark of class performance and the basis for the final grade. Grading will be a function of four elements: 
Personal Assessment


25% 


Team Assessment


25%
Professor assessment


25%
Attendance/contribution

25%

Contact Information for Paul Kurnit
Home Office Phone:   
914 737-0300
E Mail:  
   

pkurnit@pace.edu
Office Hours 
Mondays 
4:00 - 6:00 pm 
One Pace Plaza (NYC) Room W477

Phone:  212 618-6477
Wednesdays 
12:00 - 2:20 
Goldstein Academic Center (PLV) Room 124
Phone: 914 773-3994
5:15 - 6:00
Lienhard 11
or by appointment
