Florida International University

School of Journalism and Mass Communications

Department of Advertising and Public Relations

MMC 4936 Account Planning – Fall 2015
Subject to Revisions by discretion of the Professor

Professor:        
Grizelle De Los Reyes

Office / Hours:
AC II – 312 / Mon or Wed by appointment  

Office phone:  
305-919-4023

Email:             
gdelosre@fiu.edu (best way to contact or make an appointment)

Classroom:     
FIU BBC HL 250
Class Hours: 

Monday 5-7:40pm
Required Textbook: “Readings in Account Planning” by Hart Weichselbaum
                                 
 ISBN 978-1-887229-36-4

SPECIAL NOTE: I reserve the right to include any material that I find useful and not noted in this syllabus and to alter the order of the material presented. You will be notified accordingly and will be given the material so you can prepare and study. I also reserve the right to adjust the schedule of outside lectures pending availability of the speakers. THE SCHEDULE MAY CHANGE. 
COURSE DESCRIPTION:
The course is designed to familiarize students with the creative process and problem-solving techniques. The course emphasizes team work, brainstorming, and idea generation to address specific communication goals. Students are taught to formulate strategies using strategic communication tools and to stimulate collaboration between creative professionals involved in the development of the creative strategy and the big idea: the account planner, the copywriter and the art director. This course covers a series of readings from the assigned textbook, in-class discussions, exercises, industry speakers, outside field trips, lectures at Miami Ad School for special lectures and class lectures to immerse creative students into the mind set of an account planner.  This class is taught from an Account Planning perspective taking the creative strategic professional through a deep understanding of the consumer audience and what the business issues are through research and how these insights lay the foundation for the creative strategy. 

A WORD FROM YOUR PROFESSOR

This class is designed as a hands-on, skills-building, practical, strategic, professionally-based course within the field of advertising. I reserve the right to include any material that I find useful and not noted in this syllabus and to alter the order of the material presented. You will be notified accordingly and will be given the material so you can prepare and study.

COURSE OBJECTIVES

This course introduces the student to contemporary Account Planning techniques. It stresses the interrelationship between advertising and the consumer – be the consumer an individual, a public, or the trade - and emphasizes the importance of consumer behavior. It also addresses the relationship between the account planner and the creative team and how the creative strategy is developed from a solid research foundation.
Account planners are the creative strategists within advertising agencies. They link client objectives, account management, and the creative team, and other teams such as the media planners / media buyers / experience designers, etc. Account planners main job function is that of strategist—they are so immersed in the wants, thoughts, and emotions of particular consumers that they become their advocates throughout advertising message development. As such, account planners need to know how to obtain valid information from the consumers of communications. Most importantly they need to know how to obtain key kernels of knowledge and emotion that will make communications campaigns successful.  

Many ad agencies and clients have misunderstood the role of the account planner. Many have not taken advantage of this line of thinking in their organizations. This course has the objective of teaching the role that account planners and to understand how the creative strategy is developed. 
LEARNING GOALS

By the end of the course, students should be better able to:

· Think critically, creatively and independently

· Work with a creative team to develop effective communication advertising messages 

· Understand diversity of groups and the importance of cultural understanding in developing communications campaigns at the local, national and global level

· Understand the different principles and applied theories for effective communications

· Understand and apply elements of an integrated marketing communications strategy, especially as it applies to creative concepts

· Conduct segmentation research and apply those findings to creative strategies

· Prepare and present strategic communications presentations (as assigned) using written and visual communications in the styles appropriate to the advertising profession

STUDENT LEARNING OUTCOMES

By the end of the semester, students should be able to:

· Understand the role of an advertising account planner in the development of effective communications
· Understand the development of Creative Strategy
· Conduct a precise client driven situation analysis to understand the business issue at hand

· Identify and understand the correct audiences and publics to target

· Understand various research  techniques to be used to evaluate the client’s business issue

· Ascertain and learn how to “read” the consumer insights derived from the research conducted 

· Apply these consumer insights to develop a precise creative strategy as the foundation of effective advertising communications 

· Explore traditional, new and emerging media alternatives and understand the basics of each medium, strengths and limitations

· Develop an effective creative brief based on the outcome and insights from the research conducted

· Develop critical and creative thinking, team work, and listening practices

· Apply tools and technologies appropriate for the advertising profession

· Develop creative, targeted, multimedia solutions to address the client’s business issue at hand 

· Apply  presentation delivery skills and the ability to critically evaluate creative work

· To master the ability to understand the roles and collaborate with other professionals involved in the creative process: account planners, copywriters and art directors

COURSE STRUCTURE AND PARTICIPATION:

Class Attendance
Attendance and active participation are an integral part of any case-based course.  Both are particularly important in this course, given the nature of the topics discussed and the methodology employed.  Class participation is divided between discussion of readings, in-class exercises, guest speakers, field trips, Miami Ad School lectures and/or discussions of cases.  Attendance and being on time will form an important part of your class participation grade. Absences will be excused ONLY in three situations:

1. Personal or family health conditions, certified by a physician or counselor.

2. Personal or family legal conditions, certified by an attorney or judge.   

3. University business, certified by a University official. 

TEAM ASSIGNMENT AND PERFORMANCE:

· Attendance is part of your grade

· Being on time is the only way you will get your attendance and participation full points: 1 point for attendance, 1 point for attention / engagement, my subjective assessment.  
· For all outside lectures and field trips, plan ahead so you can be where you need to be right at 5pm. Also plan finding parking. NO EXCUSES!

· Attention is defined as paying attention in class, if you have a mobile device, the only use is to take notes.   
· Engagement is defined to actively participating in class. 
· If you’re not present for a team project presentation you will not receive a grade, unless you bring appropriate documentation of why you missed the presentation.  Because part of the work in this course involves working in a group, team participation and attitudes toward team members will be evaluated at the end of each project.  A professional attitude means doing your share of the assignments on time, providing quality thought, care, and work, attending all scheduled meetings (or working out attendance problems with team mates and the instructor in advance), handling disagreements in a professional manner, and expressing collegiality. PEER REVIEWS WILL BE USED TO APPLY TO EACH INDIVIDUAL ON TEAM PROJECT GRADES. Some team members may have difficulty meeting outside of class due to work schedules, school or other obligations. It is the team members’ obligation to make themselves available and carry their responsibility for their team project.  There should be no excuse for any team member not to be able to meet in person or virtually for every group meeting and complete the work.
TEACHING METHOD: 

The course will be presented in PowerPoint form for each topic and chapter in the required textbook, and will consist a series of readings from the assigned textbook, in-class discussions, exercises, industry speakers, outside field trips, visits to Miami Ad School for special lectures and class lectures to immerse creative students into the mind set of an account planner. PowerPoint lecture presentation will be forwarded and student is expected to take notes from lectures. EVERYTHING DISCUSSED IN CLASS OR WITHIN THE CONTEXT OF THIS COURSE, IN ANY OF THE COMMUNICATED PLATFORMS IS SUBJECT TO EXAMINATION. 
GRADING
PERFORMANCE EVALUATION: 

	Task
	Total in Semester
	Points Allocated

	Exams of Course Material
	4 Quizzes @ 25 points each
	100 points

	Attendance, Class Engagement
	Total days of class time, punctuality, class engagement, professor’s objective and subjective assessment 16 weeks @ 2 points for each class   
	32 points

	Memes and Videos
	4 @ 10 points each
	40 Points

	Final Team Assignment
with Peer reviews
	Three part Assignment @20 for each section points each:

BrandRevive
	60 points

	GRAND TOTAL
	
	232 Points

	Grade
	Minimum Points
	Weighted Average

	A
	218
	94% and above

	A-
	209
	90-93%

	B+
	202
	87-89%

	B
	195
	84-86%

	B-
	186
	80-83%

	C+
	178
	77-79%

	C
	167
	72-76%

	D
	139
	60-71%

	F
	138  and below
	Below 60%


INCOMPLETES

Incompletes will be granted only under circumstances where a student experiences a major unanticipated event disrupting his/her studies, after satisfactorily completing at least half the term.  A student requesting an incomplete must present a written explanation detailing the circumstances necessitating the request.  If the incomplete is granted, the instructor will write or email the student stating the specific requirements for completion and the time frame in which the student is expected to complete them.  Incompletes are not given to students as a way to avoid receiving a failing grade.
IMPORTANT DATES TO REMEMBER:
· August 31:  Last day to add/drop courses or withdraw without a financial penalty

· September 18 :  Last day to withdraw with a 25% refund

· November 2:  Last day to withdraw with a WI grade
ACADEMIC HONESTY

In meeting one of the major objectives of higher education, which is to develop self-reliance, it is expected that students will be responsible for the completion of their own academic work.  The use of literature, notes, aids, or assistance from other sources should be clearly identified with respect to all course assignments and examinations.  In addition, students are expected to use all resources, including books, journals, and computers only in legal and authorized ways.  They should also refrain from falsification of records, attend class as required, and participate in the educational process without disrupting the orderly processes and functions of the University.

GRAMMAR POLICY

Good writing is vital to both advertising and public relations careers.  Accordingly, all students will be held to a uniform writing standard.  All papers, reports, blogs and tests written outside of the classroom – regardless of length – will first be graded for content.  Following that, the submission will be reviewed for writing errors.  Should a submission contain four or more errors, the work will automatically lose 10 points (based on 100).  At the instructor’s discretion, more stringent grading may be applied.

WHAT IS AN ERROR?

Departmental writing policies for undergraduates, undergraduates enrolled in Campaigns, and graduates all specify point deductions for errors on writing projects.  The following defines what an error is, and what it is not.

A writing error is:

· A misspelling of a word, as verified in any dictionary in general use 

· A mistake of grammar or punctuation, as verified by any credible grammar and/or punctuation reference book. Commonly consulted references include:  The Elements of Style by William Strunk Jr. and E.B. White; Random House Webster’s Grammar Usage and Punctuation by Laurie Rozaki 

· An error of capitalization as verified by a dictionary and/or applicable style manual.

· An error of required style as verified by the applicable style book.  For example, some forms of public relations writing, such as press releases, require the use of Associated Press (AP) style.  This style is defined by The Associated Press Style Book and Briefing on Media Law.  Also, for research reports some instructors may brief students on the basics of American Psychological Association (APA) style and require its use.  

· Errors of fact: misspellings of names, errors in numbers, errors in addition of columns of numbers, etc.

· Errors of omission: omission of the student’s name from his/her writing assignment, omission of source references, etc.

· Packaging/production errors: misalignment of paragraphs, “bad paragraph breaks,” unintended multiple typefaces, non-sequential page numbering, etc.

A writing error is not necessarily:

· An error of sentence structure when used for creative reasons.  Departures from commonly-accepted sentence structures, when employed for creative effect, are not in error.  An example is the use of a one- or two-word sentence for creative effect in advertising copy.  However, to communicate, writing must always be clear and make a point.  Point deductions for awkward or unclear sentence structures will be made on a case-by-case basis.

· Similarly, a misuse of word, if done for creative effect, is not necessarily an error.  The instructor reserves the right to judge the appropriateness of misused words.

LECTURE AND LESSON SCHEDULE
· Note from the Professor: The Professor reserves the right to revise schedule and include 
Additional topics or a speaker at any time 
	WEEK
	DATE
	TOPIC
	IN-CLASS ACTIVITY
	LOC
	ASSIGNMENT

	Wk 1
	8/24
	INTRODUCTION MMC 4936 FALL 2015
· How the course is organized

· Student and professor expectations

· Individual and Team Project descriptions
· Overview: The structure of an Ad Agency: Creative Department
	· View: Art&Copy documentary
	BBC
	· Assign video teams for the semester 

· Read pages 3-19 Textbook “Readings in Account Planning”

	Wk 2
	8/31
	ACCOUNT PLANNING OVERVIEW

What is Account Planning Introduction to the Account - Planner and the Creative process

Communicating with Creatives
	· Lecture
	BBC
	· Read pages 20-53 Textbook “Readings in Account Planning”

	Wk 3
	9/7
	No Class
	· No Class
	NA
	· Read pages 103-128 Textbook “Readings in Account Planning”

· Study for quiz #1 to include course material to date and Textbook pages 3-53 

	Wk 4
	9/14
	CRASH COURSE ON DESIGNING A RESEARCH STUDY
Prepare for the visit to NORS LUIS MONTENEGRO (Quantitative Research) and lecture by JIM LORETTA (Qualitative Research)
	· QUIZ #1
· Lecture
	BBC
	· Read pages 129-170 to get ready for next two lectures
      Textbook “Readings in
      Account Planning”

	Wk 5
	9/21
	OFF CAMPUS VISIT: The importance of data collection and Quantitative Research 
	· Be on time @5pm sharp
	NORS Doral
	· Catch up on your reading

	Wk 6
	9/28
	JIM LORETTA: Research Application to Account Planning and Qualitative Research
	· Be on time @5pm sharp
	MMC or BBC
TBD 
	· Catch up on your reading
· Video #1 due next week

	Wk 7
	10/5
	LECTURE MIAMI AD SCHOOL 
Followed by class @MAS
	· Be on time 
· MAS lecture is from 5-6pm followed by class 6-7:40pm

· Video #1 Due with presentation
· Vote for best Videos to release

· BrandRevive project discussion and teams assigned
	MAS
	· Meme #1 due next week 

· Study for Quiz #2 next week to include course material to date and 
Textbook “Readings in Account Planning” pages 103-170

	Wk 8
	10/12
	THE CREATIVE PROCESS
	· QUIZ #2

· Meme #1 due

· Vote for best Meme to release
	BBC
	· Read Textbook “Readings in Account Planning” pages 299-309

· Video #2 due next week

	Wk 9
	10/19
	LECTURE MIAMI AD SCHOOL 

Followed by class @MAS
	· Be on time @5pm sharp

· Video #2 Due

· Vote for best Videos to release
	MAS
	· Read Textbook “Readings in Account Planning” pages 183-196

· Meme #2 due next week

	Wk 10
	10/26
	OFF CAMPUS: Creative Briefs, Briefing and Beyond-the-Line
	· Be on time @5pm sharp

· Meme #2 due

· Vote for best Meme to release
	Firefly Studios or BBC
	· Read Textbook “Readings in Account Planning” pages 71-99

	Wk 11
	11/2
	LECTURE MIAMI AD SCHOOL 

Followed by class @MAS
	· Be on time @5pm sharp
	MAS
	· Read Textbook “Readings in Account Planning” pages 57-70

· Study for Quiz #3 next week to include course material to date and Textbook pages 299-309, 183-196

	Wk 12
	11/9
	REVISITING THE CREATIVE BRIEF 
	· QUIZ #3
· Lecture
	BBC
	· Read Textbook “Readings in Account Planning” pages 233-253 

· Study for Quiz #4 next week to include course material to date and Textbook pages 71-99, 57-70

	Wk 13
	11/16
	THE BIG IDEA: BRAINSTORMING TECHNIQUES
	· QUIZ #4
· Lecture
	BBC
	· Work on BrandRevive

	Wk 14
	11/23
	UNDERSTANDING THE BRAND AND FINAL BRAND REVIVE Q&A
	· Lecture
	BBC
	· Work on BrandRevive

	Wk 15
	11/30
	FINAL PRESENTATIONS
	· Class presentations
	BBC
	

	Wk 16
	12/7
	FINAL PRESENTATIONS
	· Class presentations
	BBC
	


MEME AND VIDEO ASSIGNMENTS
· Description: To create messages and content that resonate with audiences is due (in part) because they are entertaining and/or rooted in truth. Part of the objectives of this class is to make it go viral. The video assignments consist of creating 2 short videos and 2 Memes showing moments of truth. See examples below. 
· Teams: There are currently 18 students registered, so you will work in teams of 3.
· Topic Examples: 
· The creative process re-enacted

· Student / Professor Life: 

· Different types of students: the ones always looking at social media, the ones that show up only for exams, the ones that fall asleep in class, the ones that are always eating, etc. 

· Professors answering bad reviews: Jimmy Fallon thank you notes

· Teacher explanation with looks of confused student: see owl video

· Left brain vs right brain communication

· Miami stereotypes
· Student looking for parking and late for class  
· Types of Consumers: Poking fun at early adopters / guy with the newest gadgets: Apple watch to alert to email, phone in hand  
· Personalizing brands: what would conversations between brands sound like: what would BK say to McDonalds and Wendy’s

· Conversation among states or between regions of states: What would South Florida say to north Florida and vs., what would Georgia say to New York and vs. 

· Pop up videos: what are people saying vs. what they are really thinking? 

· Making power dynamics humorous: how Bam Marguera harassed his parents 

· Deliverables: Videos and Memes with Creative Brief for each. Sample of creative brief will be provided.
· Grading: Each team assignment worth 10 individual points. Creative work will be graded based on the following:

· Moment of Truth explained: 4 points

· Production quality: 3 points

· Creative Brief: 3 points 

· Peer reviews: based on total points accumulated by the individual on their peer reviews, % will be applied to total points   
