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Course Overview

Designing Persuasive Communications is an interdisciplinary class that investigates the form and content of persuasive mass communications.  The focus is on the commercial application of persuasive strategies and tactics; however, we will also consider how the same processes can be used in social and political contexts.  The aim of the course is to provide students with the skills needed to understand both the techniques of persuasion and their effects.  More specifically, the course is intended to provide:

· A theoretical understanding of how campaigns influence audiences.

· The ability to analyze significant past campaigns as well as current campaign strategies being employed.

· Practical guidance and experience in developing campaign plans in applied settings.

· A format for intense small group interaction.

The highlight of the course is a semester-long team project in which students take the role of persuasive campaign strategists.  Cross-disciplinary teams must research, analyze, and prepare plans for solving a current marketing problem for a consumer products company or a nonprofit organization.

Textbooks
Advertising Campaign Strategy, 4th Edition, Donald E. Parente, Thomson South-Western, 2006 (required)


Additional materials will be available on CTools

Grading:

Final grading will be determined as shown below:

Exam 1




25%

Exam 2




25%

Group Project




30%


Campaign Plans Book


(20%)

Campaign Presentation

(5%)

Peer Review



(5%)


Individual written assignments

10%

Class Participation



10%





Exams: Both exams will be closed book and will consist of a combination of multiple-choice and short answer questions. Material covered in class that may not be in the text book is subject to being tested, so attendance is highly recommended. 

Individual Assignments:  There are three individual writing assignments for this class. Papers should be no more than three pages and are due at the end of that class. 
Due January 28: Persuasion in Print
Select a magazine print ad and apply one of the theories of persuasion discussed in class to the ad. Attach the print ad to your paper.

Due February 18: Advertising Comparison
Compare the advertisers on two different television programs and draw inferences about the audience characteristics of those programs.

Due March 25: Web Site Critique
Select and critique a web site using principles discussed in class or covered in one of the readings. 
Note on ALL writing assignments: Assignments should be neat, typed, and stapled. Papers will be graded for grammar and style as well as content (application of topics/text in related session). Late assignments will have the grade reduced. 
Class Participation: Regular attendance is required. The course is designed with the expectation that all students will be active participants during class. It is also expected that you will come prepared to share your thoughts and questions at each session and that you will put serious thought into the writing assignments. Your participation will be assessed by attendance as well as your contributions to classroom discussion and in-class group activities.
Group Project: Your group project consists of three elements – the campaign plans book, presentation, and peer review. The final plans book is due April 20.
The Campaign Plans Book
The campaign project will focus on either a for-profit consumer brand or a local not-for-profit organization.  Teams will have a choice among these alternatives. Each group will research the brand/organization, collect and analyze primary data on consumer motivations, determine an appropriate target audience and desired campaign effects, develop concepts for and create finished messages, select media (broadly defined) to deliver the messages, and design procedures for evaluating the campaign results.  Teams will prepare a campaign plans book and present the campaign to the class.  Your book will be due in sections, with the following components due on the dates given:
February 4
Consumer research proposal due 

February 25
Draft of situation analysis 



(Note: I do not expect your primary consumer research to be completed for this report)

March 23
Summary of primary consumer research and objectives
Presentation

The oral presentation should include highlights of the analysis and campaign materials designed for the project.  Include graphs, charts, ads, sales promotion materials, etc.  Each team will have up to 20 minutes to present its work.  The presentation must be professional, articulate, organized, thorough and concise.  Final presentations will be given April 13, 15, and 20.

I expect everyone to stay for the entire group of presentations as a courtesy to your classmates.

Peer Review

Each student is required to complete Peer Evaluation Forms for every member of the group, including him/herself. The form will be posted on CTools and are due (by email or print copy) by April 20.

This project is very labor intensive, especially during the last few weeks of the semester.  Be prepared to attend weekly group meetings outside of class, to expend time/effort on your own assigned tasks within the group, and to commit to extra group time as the final pieces are being integrated. Occasionally project teams encounter conflicts (e.g., scheduling meeting times, disagreement on strategy, commitment to effort required for a satisfactory outcome).  Team conflicts during the semester are best dealt with by the team itself.  The instructor will act as a facilitator or mediator in the event that within-group resolution is unlikely.  Do not wait until the project has been submitted to inform me that one or more team members have impeded progress.

If you need an accommodation for a disability, please let me know at your earliest convenience. Some aspects of the course, the assignments, and the in-class activities may be modified to facilitate your participation and progress. As soon as you make me aware of your needs, we can work with the Office of Services for Students with Disabilities to help us determine appropriate accommodations. I will treat information you provide as private and confidential.
Academic honesty and integrity is expected in all coursework. This course will be conducted in strict conformity with the Academic Honor Code. The Code and related procedures can be found at www.bus.umich.edu/Academics/Resources/communityvalues.htm and will not be repeated here. The site also contains comprehensive information on how to be sure that you have not plagiarized the work of others. Claimed ignorance of the Code and related information appearing on the site will be viewed as irrelevant should a violation take place. Non-Ross Business School students taking the course should also familiarize themselves with the Code as they will be subject to the Code while in this course.
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