JOURNALISM AND MASS COMMUNICATION 345
PRINCIPLES OF STRATEGIC COMMUNICATION
2195 VILASCOMMUNICATION HALL

FALL 2007
Professor: Dhavan Shah TA: Hilde Breivik
Office: 5162 Vilas Hall Office: 5161 Vilas Hall
Email: dshah@wisc.edu Email: hbreivik @wisc.edu
Office Hrs: T 9:00 - 11:00 am. Office Hrs: TBD

Prerequisites.

Admission to the School of Journalism and Mass Communication and completion of Journalism 202

Course Description:

This course provides an introduction to strategic communication for students interested in advertising, public
relations, health communication, social marketing, and political campaigns. It isdesigned to provide studentswith
grounding in the basic concepts that strategic communication practitioners use to do their jobs. This course blends
theoretical and practical concerns and concepts that impinge upon strategic communication processes. In summary,
the course provides students with a basic understanding of the following areas:

I The strategic communication industry, including advertising and public relations firms

I The ethics and regulation of strategic communication

I Therole of strategic communication in the process of marketing products, ideas and people
I Various components of strategic communication campaigns

I Thedifferent professional specialties within the field of strategic communication

Course Obj ectives:

This classis asurvey of the field and will emphasize breadth over depth. For the student who is taking this course
as asingle exposure to the study of strategic communication, it will provide a broad overview of the field from both
professional and social standpoints. For the student interested in pursuing a career in strategic communication, this
course will serve as afoundation for higher-level courses. These courses include content concerning research and
account planning, campaign management, creative message development, mediabuying and planning, and public
relations. Students will aso be exposed to the academic study of strategic communication in society.

Course Materials:

The following book is considered required texts for this class:

I Wadls, W., Burnett, J., & Moriarty, S. (2005). Advertising: Principles and Practice, 7" Ed., Upper Sadler
River, NJ: Prentice Hall. (6" edition can be used aswell; reading conversion available upon request)

All students must download the following (available at http://www.journalism.wisc.edu/~dshah/j345/):
I Campaign Project Manua

This manual includes detailed instructions for the class project.



! Lecture notes

These provide a summary of important information presented in class and in the readings, though
not every important issue discussed in class or found in the readings will appear in the class notes.

Exams:

There are two exams for this course. Examswill consist of CbbjectiveOquestions. Each exam is worth 50 points
toward the final grade. Exams are not cumulative. Each exam covers approximately half of the class. Any
information presented in thereadings or in lectures may appear on the exams.

Group Project:

The group project revolves around two strategic communication campaigns. Accordingly, the class will be divided
into groups of five or six students who will form an agency that will pitch to win one of these accounts. Each group
will have: (1) aresearch director, (2) an account manager, (3) a creative director, (4) amediadirector, and (5)
public relations/promotions director. Based on the position assigned, the student will be responsible for that aspect
of the proposed report and will work with their team to create an integrated marketing plan.

The group project will involve the following activities (discussed below): 1) Campaign Plan, 2) Pitch Meeting, and
3) Peer Evaluation.

Both campaigns are for motor vehicles, though they are drastically different. The two clientsare:

HUMMER | — Hummer H2: A sport utility vehicles at 10 miles to the gallon

BER = 1~ | = HondaCivic Hybrid: A hybrid economy car at 51 milesto the gallon

Budget for media expenditures: $80,000,000

Important note: In order to maintain alevel playing field, groups are forbidden from contacting the clients or their
representatives. This policy is consistent with the rules for NSAC (The National Student Advertising Competition).

The decision to focus on these particul ar vehicles was made for five reasons: (1) these vehicles raise a number of
important social and ethical concernsfor strategic communication; (2) these two campaigns have some similarities,
but adopt very different strategic perspectives, goals and agendas; (3) both vehicles have underperformed and are
trapped in the middle of their brand hierarchy; (4) the issues related to the marketing of vehicles are very complex
and present interesting challenges to the strategic communicator; and (5) both types of vehicles have been quite
prominent in the news in the last few years, but for very different reasons, posing areal PR challenge.

Basic Campaign Goals:

The Hummer H2 Campaign. The American automobile industry has been beset with problems in recent decades,
as the big American manufacturers such as Ford and GM have lost market share to foreign competitors. The growth
of sport utility vehicles, now constituting about half of all new car salesin the United States, has resuscitated
American car companies. While the growth of SUV saes has provided cause for optimism among some car makers,
strategic communication promoting SUV s has faced some serious challenges. The SUV market has become
saturated with competition making product differentiation and positioning increasingly difficult. Moreover, SUV's
have become a symbol of conspicuous consumption and environmental wastefulness to the point where they have



been the focal point of an anti-SUV backlash in the form of public interest groups. With the introduction of the H3
(asmaller, somewhat more fuel-efficient Hummer), sales of the H2 have languished. Its position in the Hummer
brand hierarchy, and indeed its position in the SUV category needs to be reestablished. Y our agency has been asked
to create a strategic communication campaign plan to differentiate the Hummer H2 from its competition, including
the H3, and to incresse its current market share.

The Honda Civic Hybrid Campaign. In recent years, there has been a growing interest in high efficiency vehicles
due to concerns about dependency on foreign oil and the price of fuel. Though the sales of hybrid cars have
experienced some growth, concerns about the reliability, cost efficiency, long-term environmental impact, and
convenience still hamper the entries in this vehicle class. Moreover, there is concern about backlash against hybrid
owners purchasing their cars more for status reasons than for reasons of social conscience. The clear leader in this
product category has been the Toyota Prius, which is instantly recognizable and become synonymous with the idea
of hybrid compact cars. Though aleader in producing fuel-efficient cars, Honda hybrids (i.e., the Insight and the
Accord) have not been particularly successful in the past. In essence, Honda has never made it out of the shadow of
the Toyota Prius in the hybrid category. Y our agency has been asked to create a strategic communication campaign
plan to increase public interest and confidence in hybrid technologies, and to expand the sales, market share and
salience of the Honda Civic Hybrid. It iswithin the scope of your campaign to rebrand the Honda Civic Hybrid
with anew make and model in order to further differentiate it for other Honda brands.

Agency Positions:

Early in the semester, you will be given the opportunity to indicate your preferences (on the Group Project Positions
List) for your professional position and desired campaign. As much as possible, position assignments will be made
according to studentsCpreference rankings. The positions are:

¥Resear ch Director : Responsible for the Situation Analysis, which summarizes History/Industry Trends, Brand
Analysis, Consumer Analysis, Media Usage Analysis, Category Creative Analysis, and Public Opinion/Stakeholder
Analysis. (NOTE: other group members, as part of their responsibilities, will provide much of thisinformation.)

¥Account Manager : Responsible for the Campaign Strategy, which includes the Objectives, Target Audience
Definition, Selling Strategy, and Product /Issue Positioning.

¥Creative Director: Responsible for the Creative Plan, which includes the Message Strategy, the Creative Brief,
the Campaign Theme, Slogan or Mascot, and multiple examples of print and broadcast executions that illustrate the
campaign character.

¥M edia Director: Responsible for the Media Plan, which includes the Selection of Print and Broadcast Vehicles,
Creation of a Media Flowchart, and the Budget spreadsheet.

¥Public Relations/Promotions Director: Responsible for the PR and Promotions Plan, which includes a Public
Opinion Analysis, Reputation Management, Media Placement Options, Product Promotions and Events, aswell; as
Press Releases and Press Packets.

To gain a better understanding of what these various positions entail, please see:

I The Campaign Project Manual
I Textbook chapters 2, 4, 19 and 20

Once agencies have been formed, you will also collectively make a decision about the name and structure of your
agency (Group Choice of Agency Structure).



Project-related Grades:

Groups will work together on activities and assignments. Graded portions of the project are asfollows:

1) Campaign Plan N drafts (10 points each), group grade (40 points), and individual grade (60 points)
2) Pitch Meeting (30 points)
3) Peer Evaluation for Group Participation (30 points)

1) Campaign Plan

The Campaign Plan should be detailed and highly polished. They will be graded for evidence of critical thinking,
problem solving, and the integration of ideas from the course. Strategic decisions should be clearly identified and
substantiated by research and reasoning. The completed document should be roughly 40-50 pages long. A rough
draft of your situation analysis is due the class session before the second campaign planning meeting. A rough draft
of your campaign strategy is due the class session before the third campaign planning meeting.

The campaign plan constitutes 120 points toward your final grade. This grade is broken down into three parts: the
rough drafts (10 points each), the group grade (40 points), and the individual grade (60 points).

The group grade will be based on the totality of the campaign. Relevant questions: Does the campaign make sense?
Arethere innovative and creative ideas present? Did your group work well together? Are the different aspects of
your campaign coordinated?

The individua grade will be based on our assessment of your component of the plan. For example, if you are the
mediadirector, do your media selections and media strategy make sense? Have you supported your part of the
finished document with the appropriate rationale? Areyour planning and buying choices creative and well
reasoned?

2) Pitch Meeting

Groups will present their campaign plans in the form of apitch meeting. The grade for the Pitch Meeting
presentation will be based on the quality and skill with which the agency presents an oral summary of its campaign
plan. Of particular importance will be articulating the goal s/strategies of the campaign and the rationale behind the
examples of the creative executions for the campaign. The Pitch Meeting grade (as evaluated by the instructorsO
ratings of your performance) is worth 30 points toward the final grade.

3) Group Project Peer Evaluation
The peer evaluation will be an evaluation of your contribution and performance on the group project by the rest of

the members of your group. At the time of the final exam, each group member will fill out an evaluation of the
other group members. This evaluation constitutes 30 points toward the final grade.

Outside Class M eetings:

Asnoted in the Timetabl e, this class involves two meetings that occur outside the scheduled classtime. Attendance
at these outside class meetings is required (Note: Tardiness for these meetings resultsin a5 point deduction;
Absence resultsin a 10 point deduction).

1) Meeting 1: Press Conference
For this outside class meeting, strategic communication agencies working on the same account will pool together to

host a series of press conferences for an audience of journalists from Journalism 335. Details on the topic of the
press conference will be provided soon. Other group memberswill be in the audience for support.



The press conference will begin with a 10-minute presentation by the spokespersons, followed by 25-30 minutes of
guestions from the journalists. The spokespersons should be thoroughly briefed by other group membersin order to
field questions from the journalists.

Each student will have arole in preparing for the press conference. Account manager swill serve as
spokespersons. They will make the presentation and field questions from the journalists. Resear ch Directorswill
work together to prepare afact sheet for the press kit and prep the Account directors with background information.
Media Directors will work together to prepare a contact sheet of other media outlets (beyond the J-335 students)
that might hypothetically be invited to the press conference. Public Relations Directors will work together to
write the press release for the press conference and are responsible for disseminating it via email to the J-335
journalistson alist that will be provided. Creative Directorswill provide any visual support material for the press
kit and are responsible for designing the look of the press kit.

All group members should work together to provide information and prepare the spokespersons for making the
presentation and fielding questions from the journalists.

Itisessential that all participantsin the press conference stay in character and faithfully execute their assignments.
One of the goals of the press conference is to force you to internaize information about the client to the point that
your can converse fluently about the company and the brand. All group members will receive the same grade for the
press conference. The press conference is worth 10 points toward the final grade as evaluated by the professors.

Press Kit Assignment. Groupswill prepare materials for a press conference (e.g., goal/objectives statement, press
release, backgrounder/fact sheet, prepared remarks, etc.). Some of these materials will be used to help brief the
spokespersons and panelists for the press conference. Other materials will be packaged into a press kit for release
to the journalists prior to the conference.

The press kit includes all materials produced for the press conference including a press release, fact sheet and other
supporting material. The press release should be written with three purposes in mind: a) to grab the media®
attention so that they will cover the press conference; b) to give the journalists the story you want them to write; and
¢) to conform to journalistic style so that information from the press release can be incorporated into news stories
without much editing. The fact sheet has dua purposes: a) to provide a concise summary of important information
that journalists should know; and b) to provide important background information that will help to educate
journalists and answer some of the questions that they might have.

All members of the press conference group will get the same grade for the press kit. The presskits are due at the
press conference. Presskitswill be graded on the basis of content, creativity, style, and overall quality. This
assignment counts for 10 points toward your final grade. Pointswill be assigned as follows: A=5, AB=4, B=3,
BC=2,C=1,DorF=0.

2) Meeting 2: Pitch Meeting

Each group project agency will pitch their campaign to an audience consisting of the professors and other students
from the class, who will serve as the client for the pitch meeting. Each group will be competing with the other
agencies also assigned to agiven client. The remaining class members and professor will vote to decide which

agency wins the account. See the project information packet for details on how to prepare for the pitch meeting.

IMPORTANT NOTE:

Students who are late for any of the Campaign Planning M eetings or Outside Class M eetings will have 5 points
deducted from their final grade. Students who miss these meetings will have 10 points deducted for each meeting
missed. Students who leave one of these meetings early will have 5 points deducted from their final grade.



Grading:

Grades will be based on performance of the following exams and assignments:

Points: Date:

Exam 1 50 Oct. 18
Draft of Situation Analysis 10 Oct. 25
Draft of Campaign Strategy 10 Nov. 8
PressKit 10 Nov. 15
Press Conference 10 Nov. 15
Group Project Campaign Summary Report Dec. 13

Group Grade 40

Individual Grade 60
Group Project Pitch Meeting 30 Dec. 13
Group Project Peer Evaluation 30 At thefinal exam
Exam 2 50 Dec. 20

TOTAL 300

Grades will be based on the following percentage distribution:

92t0100=A 82t088=B 70to78=C Below 60 = F
881092 =AB 78t082=BC 60to70=D

These percentage breaks may be altered to make the grades more generous, but not more difficult.

Winning the Pitch and Extra Credit:

At the end of the pitch meeting, the professors and the Journalism 345 students not working for agiven client will
vote on which agency should be given the account based on their pitch. The group winning the student vote will
receive 5 bonus points. The professors and TA will award an additional 10 bonus points to the winning account
based on their evaluations of the campaign plans books and the pitch presentation.

Additional extra-credit opportunities may be announced during the semester.

Course Policies:

I Students must notify the professor within the first two weeks of class of any specific days that they will
miss class for religious observance.

I If astudent cannot complete an assignment or take an exam at the scheduled time, arrangements must be
made in advance with the instructor. Failureto do so will result in the reduction of one grade level (at a
minimum) from the earned score. Exemptions may be made for unusual circumstances.

I Permission for a student to receive an incomplete grade (1) is at the discretion of the instructor and must be
accompanied by awritten contract for completion of course requirements. Failure to take exams, complete
assignments, or attend class is not acceptable reasons for an incomplete.

I Thisclasswill follow university guidelines concerning scholastic misconduct and grievance procedures.
I Students may have an opportunity to earn alimited number of extracredit points by participating in special

research projects or tutoring students who require assistance. |f you choose not to participate, your grade
will not be affected adversely.



SPECIFIC PROJECT RESPONSIBILITIES

Research Director - produce a Situation Analysis

Content: Background Research (informed by primary and secondary research)

a. Client Background (from media, annual reports, the Internet, etc.)
b. History/Industry Trends

c. Consumer Analysis

d. Brand Analysis

e. MediaUsage Analysis (MRI data and primary data collection)

f. Category Creative Analysis

g. Public Opinion/Stakeholder Analysis

Summarize insightsin SWOT Analysis - Strengths, Weaknesses, Opportunities, Threats

Account Director - develop the Campaign Strategy

Content: Campaign Strategy (informed by Situation Analysis) -- must have:

a. Objectives (what you want to accomplish)

b. Target (whom you are trying to reach)

c. Competitive advantage (what differentiates your product or issue)

d. Brand personality (what people think of the brand or organization/issue)
e. Positioning of brand or issue (brand or issue vs. competition)

f. Geographical strategies (where you concentrate your $)

g. Seasonal strategies (when you market the product)

Must offer clear rationale that will guide the plan!

Creative Director - produce the Creative Plan

Content: Creative Platform - required to define:
a. Message strategies -- (prospect or brand focused)
b. Selling premise -- (the unique selling proposition)
c¢. Campaign theme (logo, slogan, tagline, and mascot)

Must create at |east three broadcast and at least three print ads (though more examples will help to
communicate the creative theme of the campaign):

a. Television or radio storyboards/scripts

b. Newspaper or magazine layout of ad

Optional content: Other examples of various forms of campaign messages



Media Director - develop the Media Plan
Content: Media Architecture - required to specify:

Media Objectives/Apertures
a Timing (start date - launch)
b. Reach (how many) / Frequency (how often)
c. Duration (how long)
d. Scope (market selection - national or regional)

Strategy -- Selection of Media (dollars and mediaweight)
a. Broadcast
b. Print
c. Out of home

Flowchart -- Scheduling and budgeting on amonthly basis
a Mediavehicles
b. Mediaweight

Budget BSummary of campaign media expenditures

a. Expenditures by media

PR and Promotions Dir ector -- create the PR and Promotions Plan

Content: Stakeholder and Media Relations Strategy

a. Discussion of status of public opinion

b. Statement of public relations strategy - what issues are important to public?
c. Public Relations Tactics (Publicity Programs, Opinion Management)

d. Discussion of mediarelations strategy and target vehicle selection

e. Discussion of Press Conferences

f. Discussion of Events

g. Discussion of Promotions

Must create multiple press releases and promotional items



COURSE SCHEDULE

THE STRATEGIC COMMUNICATION ENVIRONMENT

Sept. 4 Course overview; Challenges in strategic communication [Chapter 1]
Sept. 6 Strategic responses and campaign planning [Group Project Position Signup] [Chapter 7]
Sept. 11 Strategic communication and the marketing process [Group Assignments] [Chapter 2: pp. 30-45]

STRATEGIC COMMUNICATION PROCESSES

Sept. 13 Background Research Workshop

Sept. 18 Strategic communication agencies [Chapter 2: pp. 45-57]

Sept. 20 Integrated marketing communications[Group Choice of Agency Structure DUE]

Sept. 25 Strategic research [Chapter 6]
Sept. 27 Campaign Planning M eeting: Research planning

STRATEGIC COMMUNICATION AUDIENCES

Oct. 2 Understanding audiences, demographic and social influences [Chapter 5]
Oct. 4 Using marketing data

Oct. 9 The psychology of strategic communication [Chapter 4]
Oct. 11 Legal and ethical issues for strategic communication [Chapter 3]
Oct. 16 Case study: Altoids Mints

Oct. 18 EXAM 1

MEDIA STRATEGIES

Oct. 23 Advertising media [Chapter 8]
Oct. 25 Mediaplanning [Draft of Situation Analysis DUE in class]

Oct. 30 Campaign Planning M eeting: Account strategy and media planning

Nov. 1 Media buying [Chapter 11]
Nov. 6 Case Study: Buddy L ee Jeans [Chapter 10,15]

PUBLIC RELATIONS AND PROMOTIONS

Nov. 8 Public relations planning [Draft of Campaign Strategy DUE in class] [Chapter 17]
Nov. 13 Public relations execution
Nov. 15 Sales promotion [Chapter 16]

CREATIVE STRATEGIES

Nov. 15 Outside Class M eeting (Press Conference: 8 p.m. to 10 p.m. Blocation to be announced)

Nov. 20 The creative brief and creative strategy [Chapter 12]
Nov. 22 THANKSGIVING

Nov. 27 Developing creative messages [Chapter 13,14]

STRATEGIC COMMUNICATION PRACTICES

Nov. 29 Campaign Planning M eeting: Message development and public relations

Dec. 4 Case Study: Volvo trucks

Dec. 6 Campaign Planning M eeting: Fina Reports and Presentations

Dec. 11 Socia marketing and political campaigns [Chapter 18]
Dec. 13 Y our futurein strategic communication [Campaign Books DUE]

Dec. 13 Outside Class M eeting (Tuesday Pitch Meeting: 8 p.m. to 10 p.m. Blocation to be announced)

Finals Week EXAM 2 (Friday, Dec. 20 at 10:05A.M )



