COURSE:

61-424 Strategic Campaigns in Advertising
SCHEDULE: 

3:00 – 5:00 p.m., T, TR
ROOM: 

128 Clow

INSTRUCTORS: 


Kathy Fredrickson: fredrick@uwosh.edu

Kevin Rau: kevin@rauhaus.biz 
Dana Baumgart: baumgard@uwosh.edu
Required Reading:

1. Advertising Campaign Planning, Jim Avery, Chicago, IL:The Copy Workshop, 2000

2. Building Strong Brands, David A. Aaker, Free Press, 1996.

3. AAF National Student Advertising Competition Case Study: COKE

4. 2007 Case Study & Polices and Procedures Statement

5. OCCASION-BASED VS. USER-BASED BENEFIT SEGMENTATION: A CASE STUDY., Dubow, Joel S., Journal of Advertising Research, 00218499, Mar/Apr92, Vol. 32, Issue 2
Additional Reading:

The process will involve the instructors reading the following resource materials before students. We will ask for the student’s assistance in locating the following books and articles.

· Dana Baumgart will be the go-to resource for marketing to children strategies

· Kevin Rau will be the go-to resource for ethical dilemmas in marketing to children

· Kathy Fredrickson will be the go-to resource for overall strategy, branding and multicultural issues

1. DANA B - Conquering Consumerspace: Marketing Strategies for a Branded World, Michael R. Solomon, AMACOM, 2003

2. KEVIN RAU - Food Marketing to Children And Youth: Threat or Opportunity?, Institute of Medicine (U. S.), J. Michael McGinnis, Jennifer Appleton Gootman, Vivica I. Kraak
3. KATHY FREDRICKSON - The new multicultural mainstream: beverage makers are tapping into the growing diversity of the youth market, Elizabeth Brewster, Beverage Industry, February 1, 2003

4. DANA B - Youth & Cultural Marketing Forum: 2 Separately Bookable Days packed with vital case studies, AdMedia (Magazine/Journal), May 1, 2006

5. KEVIN RAU - Advertising vs. Marketing: The Ethical Challenge, Ileen E. Kelly. Specifically read - chapter 5A, “Coke Sets It’s Sights on Teens” and “Sprite Shifts Gears”
6. DANA BAUMGART - agencies face challenges targeting lucrative youth market. Tanya Rodrigues, San Diego Business Journal, July 8, 2002

7. KATHY FREDRICKSON - The Breakaway Brand: How Great Brands Stand Out, Francis Kelly and Barry Silverstein, Sep 9, 2005 (Reference from Former Director of Experiential Marketing at COKE)
8. KATHY FREDRICKSON - Juicing the Orange, Pat Fallon (STUDENTS DO NOT NEED TO LOCATE THIS BOOK. I HAVE THREE COPIES)

Marketing Issues:

· Define the problem: Reviving a mature consumer brand

· Pull the supporting research to define the target and build an appropriate campaign: Citibank defines their target as “balance seekers”, not banking customers. Students will learn about this project in “Juicing the Orange”. What about teens who seek positive lifestyle activities and are “moderate indulgence seekers as a result?”. The COKE target audience already associates Coke classic with positive activities like mealtime, family and friends.  These ideas are wholesome and focus on a more positive side of life as compared to some themes in violent video games or in rap music popular with this age group. This message will also resonate with parents. Your research will work to validate there are enough “moderate indulgence seekers”. Don’t go after the “excessive indulgence seekers”. It’s more prudent and healthy for the COKE brand to develop an entire campaign focused on the “moderate indulgence seekers”.
· Marketing challenges this campaign will address: 1. negative perception of all CSD (spills over to COKE) 2. Calcified youth – mistrustful of and negative toward marketing. Acknowledge in a very real way that COKE knows you are a moderate indulgence seeker who wants a positive life.
· Experiential marketing to youth: credible voices, sensory experiences and respect for the consumer in strategies and tactics. Where is the credible voice of COKE classic?

· Altruism - an experiential marketing platform (what companies do it and is it effective?)
· Corporate control over social landscape and media jungle (developing an anti-corporation stance for a corporation giant…is that even possible?)

· Marketing strategies for two distinct targets: 12-18 and 19-24

· Dr. Pepper and Mt. Dew: You need to answer WHY its preferred in this segment better than COKE has to capture their attention

· Community websites – Nissan and others are spending big bucks on them

· Use of myspace: Jacks Links (Sasquatch). Does this help or hurt the moderate indulgence seekers?
Course Objectives:

Strategic Campaigns in Advertising is the capstone course in the advertising curriculum of Journalism Department. It offers you an opportunity to integrate all you have learned in marketing, advertising, public relations, copywriting, graphic design, and other disciplines that can be applied to the development of the National Students Advertising Competition Project (NSAC). It also allows you to work in a team to approach marketing challenges. Your experience in the NSAC competition will help build your marketing acumen, sharpen your strategic planning skills, and prepare you for a career in marketing and advertising.

Case Objectives:

1. Develop $15 million dollar NATIONAL integrated campaign for COKE classic to run January 1 – December 31, 2008

2. Target multicultural youth 13-24 (consumption increase by 3% and favorite brand rating by 3%)

Course format:

· A seminar format is designed for this class to enhance your learning of marketing strategy, action planning and creative development/implementation. 

· There will be three instructors for the NSAC 2007 team.

· Your lead instructor is Kathy Fredrickson, who will teach every Tuesday. Kevin Rau and Dana Baumgart will alternate every Thursday. 

· Each instructor is designated to certain areas according to her/his expertise. Fredrickson specializes in marketing strategy and planning. Baumgart’s expertise is in advertising planning and execution. Kevin Rau’s expertise is in design.

· The work on the marketing plan and book must be created and executed by the students.

· Time management is crucial because you will be working on many highly demanding and competitive assignments that must be completed within a short amount of time. 

· Your level of professionalism and commitment devoted to the project should be at least 150%, not just 100%.

· You are highly encouraged to join the student Ad Club. Only schools that have official chapters of AAF are eligible for the NSAC. Therefore, it is important to join the Ad Club to support the eligibility. 

Your Instructors:
Kathy Fredrickson

Kathy Fredrickson is the director of development and marketing for UW Oshkosh College of Business. Since 2004, Kathy has been responsible for increasing alumni involvement and support, which has resulted in 110% growth in funds and 60% growth in attendance at the annual dinner. In addition to her development responsibilities, she is also responsible for strategic marketing for the College. 

Kathy is also a small business consultant, serving the marketing, branding, media and public relations needs for her clients. She primarily works with a fluid power distributor, cosmetic surgery practice and an architectural signage manufacturer.

Kathy’s tenure in the marketing field includes seven years as Director of Client Services with two area advertising agencies. She has over 13 years of experience in business development and marketing for business-to-business and consumer clients.

Kathy has earned the reputation as a reliable source for business advice to the communities of the New North. Since 1999 and with nearly 100 articles to her credit, she has shared her marketing insights as a guest MarketSmart columnist for the Appleton Post Crescent. She also serves on the editorial advisory board for MarketPlace Magazine. She is past President for Sales and Marketing Executives of Northeast Wisconsin and past President of the College of Business Alumni Board.

Kathy has a bachelor of business administration degree in marketing from UW-Whitewater and a master of business administration degree from UW Oshkosh. She serves as an adjunct professor for the College of Business and for the Department of Journalism at UW Oshkosh. In 2003, she and Dr. James Tsao lead the National Student Advertising Competition team to winning first place at the District 8 competition, which immediately qualified them for the national competition. 

Kevin Rau
Kevin Rau earned his Bachelor of Science in Art and Master of Fine Arts degrees from the University of Wisconsin Madison. His Masters thesis exhibit, "UNIMARK INTERNATIONAL—A History of the World's Largest Design and Marketing Firm, 1964–77," reflects Kevin's interests in graphic design history and the continuing influence of modernism on the design of buildings, furniture, products, and printed materials. 

The UNIMARK exhibit's Chicago premiere was sponsored by the Society of Typographic Arts at the Northern Illinois University Gallery, where Kevin was honored to present with Professor Jan Conradi, State University of New York at Fredonia and UNIMARK co-founder Massimo Vignelli. The exhibit found a second home at Chicago's esteemed Institute of Design. An online version may be seen at www.unimark-international.com. Kevin is also co-authoring a book about UNIMARK with Professor Conradi.
Kevin is former design director for New Jersey's Fairleigh Dickinson University. He has been employed in the graphics industry since 1979, and has operated his own design studio, rauhaus, in Oshkosh since 1997. His client list includes Sony Electronics, Shelcore Toys, Seton Hall University, the Make-A-Wish Foundation, Wisconsin Bankers Association, and Culver's Restaurants, among many others. He has won several awards in national design competitions.
Dana Baumgart 
Dana Baumgart is an Adjunct Professor for the Department of Journalism, teaching Ad, Copy, Layout and Production.

Dana is also the Team Leader of Client Services at BRAND Spank’n NEWS (BSN), an advertising and marketing firm located in Neenah.  She is responsible for the production of various direct mail campaigns and building relationships with her clients in the cable industry.  

In 2006, Dana became the Managing Editor of a 20-page custom publication, Connected Living, published by BSN.  She writes, edits, manages the creative staff and works directly with her client to produce the publication four times a year. 

Before working at BSN, Dana worked as a Marketing Coordinator for a construction company in Menasha and did a 12-month internship at Thrivent Financial (f/k/a Aid Association for Lutherans) in Multimedia Marketing.

Dana graduated from UW Oshkosh with a bachelor of business administration degree in marketing and completed a master of science in organizational leadership and quality from Marian College in December 2004.  

COURSE WORKLOAD

The course is designed to make everyone’s workload as even as possible. Members are encouraged to voluntarily work on different assignments that will be merited.  In the end, how much you gain from the class is dependent on how much effort you put into this project.     

DETERMING MARKETING FIRM NAME

1. No personal names should be included.

2. No cliché words (“Creativity,” “AdVantage,” etc.).

3. The marketing firm name should be explained and included in the marketing plan book.

TIPS FOR GROUP MEETING FACILITATION AND INVOLVEMENT

· Set clear objectives

· Prepare your materials before the meeting. 

· At the conclusion of the meeting, revisit the objectives to make sure they were accomplished.  

GRADING


Marketing plan book


50%


Peer Review



25%


Involvement score (faculty rating)
25%

_______________________________________


Total




100

Calculating the score of your plan book (50% of the total grade): 

1st Draft Passed



50 points

2nd Draft Passed



45 points

3rd Draft Passed



42.5 points

Policies

1. Class attendance is mandatory.  Excessive absences (more than 2) will lower your final grade by one full letter.  Four absences will lower your grade by 2 full letters.  Six absences will lower your final grade to an "F".  

2. Due to the nature of the assignment and instructional methodology, it is impossible for you to take out an "incomplete" grade.  If you cannot complete the course within the semester for one reason or another, you are strongly advised to see the instructor as soon as the situation arises, and to withdraw from the class.

3. The course requires a substantial amount of time be devoted to group work outside of class.  Your peers will evaluate your attendance in these meetings as a part of your involvement.  Note that being busy with your own job is not an excuse for missing scheduled class or group meetings.  Should you not being able to participate in more than two or three group meetings outside class hours, you should drop the course. 

5. Do NOT work on something that is unrelated to your NSAC assignments during the class hours (except the break time). Your involvement score, which is determined by the instructors, will be severely penalized if you do. 

2007 NSAC Team Meeting Schedule
Part I

Preparing the Marketing Plan 

TUES

1/30

INSTRUCTOR: Kathy Fredrickson

THURS

2/1

INSTRUCTOR: Dana Baumgart

· Define core problem

· Discuss solutions

· Choose best solution

· Support with research findings

· Support with competitive analysis insights

· Support with SWOT 

· Define TARGET: Parent and child AND young adult

· Work on defining marketing objectives

· Discuss any clarification questions to AAF

· February 5: Questions for NSAC Clarification Memo #3 deadline
TUES

2/6

INSTRUCTOR: Kathy Fredrickson

THURS

2/8

INSTRUCTOR: Kevin Rau

Write for the plans book: the problem, solution, target market, objectives, strategies to reach the target

TUES

2/13

TEACHING TEAM AND NSAC STUDENTS MEETING



Strategy presentation

THURS


2/15

INSTRUCTOR: Dana Baumgart 



Define the brand for the target



Outline creative strategy


TUES

2/20

INSTRUCTOR: Kathy Fredrickson



Creative Strategy

Marketing Action Plan Development (LAUNCH MEDIA, INTERACTIVE, PR EFFORTS)

THURS

2/22

INSTRUCTOR: Kevin Rau



Creative Strategy



Creative development timeline determined

Marketing Action Plan Development (MEDIA, INTERACTIVE, PR EFFORTS)

TUES

2/27

TEACHING TEAM AND NSAC STUDENT MEETING 

Creative Strategy presentation

Marketing Action Plan Development (MEDIA, INTERACTIVE, PR EFFORTS)

THURS

3/1

INSTRUCTOR: Dana Baumgart



Marketing Action Plan Development



Creative Development

TUES

3/6

INSTRUCTOR: Kathy Fredrickson



Creative Development

Marketing Action Plan Development 

THURS

3/8

INSTRUCTORS: Kevin Rau



Marketing Action Plan Development



Creative Development

Spring Recess - 3/13, 3/15 - Students working on project. Instructors volunteer to be present during regular class times.
TUES

3/20

INSTRUCTOR: Kathy Fredrickson



Final proof of the campaign book. 

THURS

3/22

INSTRUCTOR: Dana Baumgart



Send books to AAF national and 8th District

Part II

Developing Creative and Presentation

TUES

3/27

CRITICAL POINT – ALL INSTRUCTORS PRESENT



Selecting project presenters and creative directors

THURS

3/29

INSTRUCTOR: Kevin Rau



Preparations for presentations



Creative production to finalize ad samples



April 2 – PLANS BOOK deadline to AAF



TUES

4/3

INSTRUCTOR: Kathy Fredrickson 



Presenting your project



Creative production to finalize ad samples
 

THURS

4/5

INSTRUCTOR: Dana Baumgart



Presenting your project 

TUES

4/10

INSTRUCTOR: Kathy Fredrickson 



Presenting your project, creative productions to finalize ad samples



Final Peer Review

THURS

4/12

INSTRUCTOR: Kevin Rau



Presenting your project 



Creative productions to finalize ad samples

TUES

4/17

INSTRUCTOR: Kathy Fredrickson



Presenting your project 



Creative productions to finalize ad samples

THURS

4/19

INSTRUCTOR: Dana Baumgart



Final presentation

Friday, April 21 - District 8 - National Student Advertising Practice, Radisson Riverfront,  St. Paul, Minn. Minneapolis, MN
Saturday, April 22 - District 8 - National Student Advertising Competition, Radisson Riverfront,  St. Paul, Minn. Minneapolis, MN

	May 2007 
	— NSAC District Competitions continue
— May 11: Information on travel to NSAC National Competition disseminated to District Competition Winners
— May 18: NSAC wild card team announced 

	


	June 2007 
	— June 7—8: NSAC Finals, Louisville, Ky. 


