Webster University

Curriculum Committee

New Course Proposal Form

Directions

a. Consult with your appropriate Dean to provide assistance in the development of your proposal.

b. Complete this initial proposal form for each course not in the current catalog.  For adequate discussion by the curriculum committee, please answer all questions.
c. Attach a syllabus for each new course.
d. Return the completed form and a draft syllabus to the Dean who will forward all material to the Chair of the Curriculum Committee.
Please Type

1. ______ADVT___________  2. ____3500 _____  3.  Visual Communication  for Advertising and Public Relations

   Department                         Number               Title of Course

4. ______3___________  5._______none_____________________________

    Credit Hours
         Prerequisites

6
Catalog Description: (this description should briefly describe the basic content of the course as it will be offered)

This course presents concepts and techniques of modern design for a variety of media commonly used by advertising and public relations professionals, including posters, brochures, public relations kits, print and television advertising, sales promotions and website/internet.  Basic elements of design and their best uses will be examined. Emphasis will be placed on problem/solution exercises and assignments that challenge students to utilize those elements of promotional design to solve communication problems in workplace settings. Project critiques will be conducted regularly, and aesthetic and psychological aspects of the work will be analyzed.

7.  What is the rationale for adding this course?

See below.

    a.) How does it support the philosophy and enhance the curriculum of your department?

The proposed course relates to our department's philosophy and enhances our curriculum by directly addressing many of our desired learning outcomes, as shown below. Those outcomes with the most direct links are preceded by an asterisk. 

Desired Learning Outcomes - Advertising and Marketing Communications and P.R. program graduates will:

1). Have a thorough knowledge of the role of marketing communications and public relations in achieving organizational objectives. This includes knowledge of

American and international business practices, and an awareness of the functions of business departments relating to the marketing communications or public relations functions;

*2). Have a thorough understanding of the role of marketing communications tools, including advertising, public relations, sales promotion, personal selling and direct communications, as well as an understanding of their interrelationships;

*3). Have the ability to plan a complete marketing communication or public relations program including situation analysis, research, objective-setting, target audience definition, creative development, media planning, budgeting and outcome evaluation;

*4). Have the ability to craft creative, persuasive messages for specific target audiences,

product/service categories and media formats; 

*5). Have an understanding of both traditional and non-traditional media and their uses;

*6). Have an understanding of how to seek employment in specialized areas of the marketing communications or public relations industry;  

*7). Have production skills in those areas important to functioning successfully as an entry-level professional;

*8). Have superior interpersonal, organizational and presentation communication skills to enhance client service at any level; and  

*9). Have created a polished, professional portfolio of advertising and marketing communications or public relations materials with which to conduct a job

search. 
   b.) How does it relate to the overall University curriculum?

The proposed course addresses the specific anticipated professional needs of graduates in two SOC majors: Advertising and Marketing Communications, and Public Relations. When course objectives are met, students from those two majors will be far better prepared than they are now to seek a job in their chosen field, and better prepared to perform that job at a high level of competence, thus improving their opportunities for advancement in the workplace. 

c.) Should this new course be considered for general education coding?  NO If so, identify     the general education goal that this course significantly addresses and attach a syllabus that supports the coding request.

8. Staffing requirements:

 a.) Qualifications necessary for instructor: Masters or Ph.D. preferred, with significant professional experience of at least five years in the industry 

b.) What staffing changes, if any, will be necessary to offer this additional course?


No changes necessary



9. When will this course be initiated? _Fall 2005______________________

How often will it be taught? __every semester__________________________

10. Attach a syllabus for the proposed course.  If a syllabus is not available, please prepare in detail an expanded course description which includes the following:

a.) List of course objectives. (in detail)

b.) Description of the content of the course.  If this is an “umbrella” course for varied subject matters, please indicate the projected topics.

c.) List possible texts/material/readings to be used in this new course 

11. Does this course affect, in any way, degree requirements in your 

department/program (incl. Majors, minors, certificates, BA/MA)?


Yes__x___  No_____


If yes, please attach corrected catalog copy for approval.

12. List any existing University course(s) undergraduate or graduate) which are similar in title and/or subject matter and explain how this course differs from them.

ART 3000 is somewhat similar and is currently required of Ad and P.R. majors. That course is structured to meet the needs of Fine Arts majors rather than those of our SOC students, whose careers will take them into the persuasive communication/ business world (ad agencies, P.R. firms, graphic design studios, freelance communications consulting, and so on). While some principles are transferable, our students need significant additional instruction and experience in these persuasive business communication areas in order to increase their “marketability” and acquire entry-level employment in their chosen fields. This course is designed to meet their unique educational needs, in keeping with the mission of the SOC, as well as the desired outcomes of both the Advertising/Marketing Communications and Public Relations programs. 

13. What entities (department, college/school) have reviewed and approved this proposal?

The faculty of the School of Communications

14. Are University resources adequate to support this course?  (ie., library holdings, space, specialized equipment, etc.) If not, what additions are necessary.


yes

15. What course(s), if any, will be dropped to make room for this course?  (Please attach the 

appropriate “Course Deletion” form): ________none___________________________

 _________________  _________________________________________________

    Date


    Signature of Chairperson

    _________________  _________________________________________________

    Date


    Dean

VISUAL COMMUNICATION

FOR ADVERTISING AND PUBLIC RELATIONS

ADVT 3500


Fall 2005

Instructor: Nancy F. Wilson, Ph.D.

Class Meetings: TBD
Office Hours: TBD



Location: TBD (need a Mac lab)
Phone: 961-2660, ext. 7907


Text: “The Elements of Graphic Design,”
E-mail: nwilson@webster.edu
by Alexander W. White (Allworth Press, 

or nfwilson@sbcglobal.net (preferred) 
2002). Other readings in visual literacy, graphic design and creative problem-solving will be provided by instructor throughout 

the semester.

Course Description: This course presents concepts and techniques of modern design for a variety of media commonly used by advertising and public relations professionals, including posters, brochures, public relations kits, print and television advertising, sales promotions and website/internet.  Basic elements of design and their best uses will be examined. Emphasis will be placed on problem/solution exercises and assignments that challenge students to utilize those elements of promotional design to solve communication problems in workplace settings. Project critiques will be conducted regularly, and aesthetic and psychological aspects of the work will be analyzed.

Course Objectives: Generally, our objectives are these: 1). Learn the basic elements of good graphic design and their value in persuasive communication; 2). Learn to design and emphasize images to enhance professional communications; 3). Learn to use good visual communication principles to guide viewers through layers of information; 4). Learn to use space as a component of good communication in a variety of media; 5). Learn to employ principles of good typography for optimum viewer comprehension; 6). Demonstrate the ability to solve communications problems through a series of problem/solution assignments and exercises using the concepts noted above; and 7). Learn to give and receive constructive criticism of graphic design work through regular critiques in the classroom. Emphasis will be placed on evaluating the rationale and effectiveness of student work in every case. Opportunities for revision will be given on each assignment except the final project.

Incoming Competency of Students: Students must be juniors or seniors majoring in

Advertising and Marketing Communications or Public Relations.

Course Requirements and Grading: This course will consist of lectures, discussions, 

guest speakers, field trips, design workshops and in-class critiques relating to a series of 

problem/solution assignments. Following class critiques of student work and receipt

of a grade from the instructor, students may have up to one week in which to revise the

work for a possible change in grade. Due to the highly collaborative nature of this course, 

regular attendance and active participation are required. Student grades will be calculated 

based upon attendance, participation and final grades on all assignments using the

standard 90-100= A, 80-89= B, 70-79= C scale. No late work will be accepted. If you

will be unable to attend a class or turn in a project when it is due for any reason, please 

contact me as soon as possible. If the circumstances warrant it, an exception may be

made. Excessive or unexplained absences will affect your grade. 
Americans with Disabilities Act: Every effort will be made to accommodate students

with special needs in the classroom setting. If you require such accommodations, please

contact me as early in the semester as possible to discuss them

Semester Schedule: To be determined. 

Advertising and Marketing Communications

Students majoring in advertising and marketing communications gain an understanding of all the marketing communications tools available to promote a business or organization's goods and services, including: newspaper, magazine, collateral, radio, television, place-based and direct advertising; public relations and publicity; trade and consumer promotions and shows. Students learn all phases of the marketing communications process through hands-on experience in planning, budgeting, creative strategy development, copywriting, media planning, research, and production of single pieces and complete integrated campaigns.

Important note for transfer students: Entry into this major as a junior or senior is limited. To improve admission prospects and ensure proper course sequence, junior and senior transfer students should apply for admission to the Spring or Summer semesters. All transfer students should plan on a minimum of five full semesters at Webster University.
Portfolio Review Course Requirements 

· ADVT 1940 Introduction to Marketing Communications

· MNGT 3510 Advertising

· ADVT 2550 Creative Strategies for Advertising

Degree Requirements

· 60 required credit hours

· 36 general education credit hours

· 32 elective credit hours

Required Courses

· MEDC 1010 Introduction to Mass Communications 3 hours

· MEDC 1020 Introduction to Media Production 3 hours

· MEDC 1050 Introduction to Media Writing 3 hours

· ADVT 1940 Introduction to Marketing Communications 3 hours

· COAP 2020 Desktop Publishing 3 hours

· MEDC 2200 Ethics in the Media 3 hours

· ADVT 2550 Creative Strategies for Advertising 3 hours

· MEDC 2800 Cultural Diversity in the Media 3 hours

· ADVT 2910 Writing for Advertising 3 hours

· ADVT 3500 Visual Communication for Advertising and Public Relations

· MNGT 3500 Marketing 3 hours

· MNGT 3510 Advertising 3 hours

· PBRL 2100 – Fundamentals of Strategic Communications and Public Relations
3 hours

· ADVT 4040 Advertising Production (Print, Television, Radio, or Internet) 3 hours

· MEDC 4100 The Law and the Media 3 hours

· ADVT 4190 Advertising Research 3 hours

· ADVT 4910 Advertising Campaign Production* 3–6 hours

· MEDC 4950 Professional Media Practicum or ADVT 4620 Senior Overview 3 hours

*Capstone Course

In addition, a minimum of 6 credit hours from the following:

· PBRL 2920 Writing for Public Relations 3 hours

· COAP 3010 Advanced Applications Topics: Advanced Desktop Publishing 3 hours

· ADVT 3150 Topics: Advertising 3 hours

· PBRL 3200 Specialized Publications 3 hours

· ART 3850 Topics in Studio Art: Photoshop 1-3 hours or 
PHOT 3190 Digital Imaging 3 hours

· ADVT 3910 International Advertising 3 hours

· PBRL 4050 Special Events 3 hours

· ADVT 4200 Media Planning, Buying, and Selling 3 hours

· MNGT 4510 Advanced Advertising 3 hours

· MEDC 4550 Interactive Media 3 hours

· ADVT 4700 Professional Development in Advertising/Marketing Communications 3 hours

· PBRL 4800 Media Relations 3 hours

· PBRL 4920 Public Relations Campaign 3 hours

