


effectiveways for marketersto work with creative agencies. Thisunit will be led by Julian
Hollingshead, Director of Product Marketing, Warner Brothers I nteractive Entertainment.

The course is designed for Communication Management Masters students interested in a career
in communications, marketing, advertising, public relations or management. Previous
coursawork (Comm 541) or work experience in marketing, advertising or promotions is useful
but not required.

Required Course Readings Check our course blackboard website for announcements,
assignments, readings, class notes.

TEXTS (Try amazon.com and abebooks.com for best prices on new and used books):
Davis, S. M., (2002). Brand asset management (2" edition). Jossey-Bass: San Francisco.

Lieberman, A. (2002). Entertainment marketing revolution: Bringing moguls, media and
magic to the world. Prentice Hall: Upper Saddle River, NJ.

Wolf, M. (2002). The medium of the videogame. University of Texas Press: Austin, TX.
Y oung, JW. (2003). A technique for producing ideas. McGraw-Hill, NY.
ARTICLES:
Assigned weekly articles will be available on course blackboard: totale.usc.edu.
Course Format:
The format of the course will be a mixture of lectures, case study analyses, class activities, and
class discussions. Grades will be based on class participation, assignments for each of the three
units, and afinal project.

Course Requirements and Evaluation:

There are atotal of 1000 possible pointsin the course. There are 3 components to the course
grade:

Individual Response Papers (30%0) 300 points
Marketing Group Project:
Mini-Assignments (10%) 100 points
Presentation (20%) 200 points
Final Report (30%) 300 points
Class Participation (10%) 100 points



Course grading scale:

A+  =975-1000 points C- =700- 724

A =925-974 D+ =675-699
A- =900 - 924 D =625- 674
B+ =875-899 D- =600 - 624

B =825-874 F = less than 599
B- =800 - 824

C+ =775-799

C =725-774

Individual Response Papers: The response paper assignment is designed to prepare you for
classdiscussion, case analyses, and the final project. Therewill be six short (3-4 double-spaced
pages) individual response papers that involve applying the concepts in the readings. The topics
for the individual response papers will be given at least aweek in advance of the due dates. The
response papers should be interesting, insightful, and demonstrate your understanding of the
conceptsin the weekly readings. Each paper isworth 50 points.

Unless otherwise mentioned, assignments are due in digital mailbox on course blackboard before
12-noon. The filename should be the assignment # and your last name (e.g. <2 Mylastname>)

If you will miss class, you are welcome to submit your paper before the deadline. Late papers
will not be accepted.

Product, Brand & Creative Strategy Development Project. Thisisthe “final” project in the
course. It is designed to be a capstone experience and to give you experience in many aspects of
the creative process in marketing communications. The objective of the project isto create a new
product concept, brand strategy, creative strategy and media plan for that new product. Although
some of theinitial creative work will be done individually, thisis ateam project.

On Monday, November 27, your team will present a summary of product, brand & creative
strategy ina 15 min presentation (10 min, 5min Q & A). You will have one week to respond to
Y our team will also prepare awritten report (approx. 15-20 double-spaced pages) that details
your analysis and presents the detailed rationale for your plan. The written report is due at the
time of the final presentations on Monday, May 8. Guests are welcome to attend the final
presentations.

Specific guidelines for the project will be distributed | ater in the semester.

We expect all members to contribute equally to the team project. The highest possible individual
grade is the group project grade. If you contribute less than other members, your individual grade
will be lower than the group grade.

Class Participation. We want to reward students who take an active role in the course by
attending every session, keeping up with the assigned readings and participating in class
discussions. We will keep track of attendance, the frequency and quality of your class



contributions over the semester. If you make at least one high quality comment during each class
discussion, you will earn a high participation grade.

Academic Integrity Policy. The Annenberg School for Communication is committed to
upholding the University’ s Academic Integrity code as detailed in the SCampus Guide. It isthe
policy of the School of Communication to report all violations of the code. Any serious violation
or pattern of violations of the Academic Integrity Code will result in the student’ s expulsion
from the Communication degree program.

It is particularly important that you are aware of and avoid plagiarism, cheating on exams,
fabricating data for a project, submitting a paper to more than one professor, or submitting a
paper authored by anyone other than yourself. If you have doubts about any of these practices,
confer with afaculty member.

Resources on academic honesty can be found on the Student Judicial Affairs Web site
( http://Aww.usc.edu/student-affairs/SIACS.)

“Guide to Avoiding Plagiarism” addresses issues of paraphrasing, quotations, and citation in
written assignments, drawing heavily upon materials used in the university’ s writing program;
“Understanding and avoiding academic dishonesty” addresses more general issues of academic
integrity, including guidelines for adhering to standards concerning examinations and
unauthorized collaboration.

The *2006-2007 SCampus’ ( http://www.usc.edu/scampus) contains the university’s student
conduct code and other student-related policies.

DisabilitiesPolicy. Students requesting academic accommodations based on a disability are
required to register with Disability Services and Programs (DSP) each semester. A letter of
verification for approved accommodations can be obtained from DSP when adequate
documentation isfiled. Please be sure the |etter is delivered to me as early in the semester as
possible. DSP is open Monday-Friday, 8:30-5:00. The officeisin Student Union 301 and their
phone number is (213) 740-0776.


http://www.usc.edu/student-affairs/SJACS
http://www.usc.edu/student-affairs/SJACS
http://www.usc.edu/student-affairs/SJACS
http://www.usc.edu/scampus

Tentative Topicsand Reading Schedule
(Subject to change: Consult class website on blackboard for updates.)
A = article available on our course blackboard; (TEXT) = in one of assigned texts

8/21 Courselntroduction

8/28 Unit 1: Creativity in Marketing Communications (Woodley)
Session |: Theoriesof Creativity in Marketing

Topic: Tools, Methods and Techniques for Creative Thinking
Readings due

Titus, P. (2000). Marketing and the creative problem-solving process. Journal of
Marketing Education, pp. 225-235.*

Eriksson, L.T., & Hauer, A. (2004). Mind map marketing: A Creative approach in
developing marketing skills. Journal of Marketing Education, pp.174-187."

Y oung, JW. (2003). A Technique for Producing Ideas. McGraw-Hill, NY (TEXT)

9/4 LABORDAY --NO CLASS

9/11 Unit 1: Creativity in Marketing Communications (Woodley)
Session |1: Team and I ndividual Creativity

Topic: Developing Creative Ideas

Readings due:

Robertson, S. (2001). Sustaining the sizzle of new thinking. Association Management,
141

Thompson, L. (2003). Improving the creativity of organizational work groups. Academy
of Management Executive, 17, 96-111."

Madjar, N. (2005). The contributions of different groups of individual to employees
creativity. Advances in Developing Resources, 182-206."

**|ndividual Assignment #1 Due



9/18 Unit 1: Creativity in Marketing Communications (W oodley)
Session I11: Creating Ideasthat Sell

Topic: From Concept to Creative: Producing an Advertising Campaign

Readings due:
DeFelice, A. (2006). Thinking Outside the (Mail)Box. Customer Relationship
Management, pp. 36-41."

Till, B., & Baack, D. (2005). Recall and persuasion: does creative advertising matter?
Journal of Advertising, pp. 47-57.*

Ind, N., & Waitt, C. (2005). How brands determine organizational creativity. Design
Management Review, pp. 63-87."

Coleman, R., & Colbert, J. (2001). Grounding the teaching of design in cresativity.
Journal of Mass Communication Educator, pp. 4-24."

9/25 Unit 1: Creativity in Marketing Communications (Woodley)
Session |V: Creating ldeasthat Sdll, Part 2

Topic: Creative Element Presentations and Class Discussion
**|ndividual Assignment #2 Due

10/2  Unit 2: Brand Development (Strauss)
Session |: Brand Strategy Basics

Topic: Brand Attributes, Mission and Positioning

Readings due:

Davis, Scott M., (2002) Brand Asset Management, 1-36 (TEXT)

Ries, A. (2006)Why Volkswagen Phaeton Failed in the US Market. AdvertisingAge,
(December 5, 2006)."

Cuneo, A. (2006) AT& T Plansto Kill Cingular Brand. AdvertisingAge (May 2, 2006.) »

Rusch, R. (2005) Brand Rankings by Impact 2004, Readers Choice Awards. (January 31,
2005) (BrandChannel.com.) »

Adrants (2006) Intel Launches Boneheaded Boardroom Brand Blather. (December 30,
2005) (Adrants.com.)?



10/9  Unit 2: Brand Development (Strauss)
Session 11: Naming Strategy

Topic: Name-storming, Selection and Analysis
Readings due:
Davis, S., (2002) Brand Asset Management, pp. 37-72 (TEXT)

Igor International. (2005) Building the Perfect Beast, The Igor Naming Guide.
http://www.igorinternational .com/naming- guide.html )

10/16 Unit 2: Brand Development (Strauss)
Session I11: Brand Architecture

Topic: Models, Structure, Sub-brands

Readings due:
Davis, S., (2002) Brand Asset Management, pp 109-129 (TEXT)

Weber, T. Google drops Gmail address in UK. BBC News. (October 19, 2005).*
Chon, G. (2006) Henry Ford’s Model a Would Be at Home In Car-Name Game. The Wall

Street Journal. (April 20, 2006).*
**|ndividual Assignment #3: Due Friday, 10/20 by 5:00pm

10/23 Unit 2: Brand Development (Strauss)
Session 1V: Brand Extensions

Topic: Audience-Attribute Alignment
Readings due:
Davis, S., (2002) Brand Asset Management, pp.129-152 (TEXT)

Howard, T. (2006) Under Armour finds sports shoe fits philosophy. USA Today. (April
14, 2006) "

Sprung, R.& Tipping, M. et a., (2005) 2005 TippingSprung Survey of Top Brand
Extensions. (www.tippingsprung.com) *

Beirne, M. (2006) Orbitz TLC Takes Off Online. Brandweek. (January 25, 2006.) *

**|ndividual Assignment #4: Due Friday, 10/27 by 5:00pm



10/30

11/6

11/13

Unit 3: Entertainment Packaged Goods (J. Hollingshead)
Session |: Packaged Goods & Entertainment M arketing Basics

Topic: Consuming Technology: Why Marketers Sometimes Get it Wrong
Readings due:

Lieberman, A. (2002). Chapter 1 “Peeling the Onion: The Entertainment Marketing
Business’ (pp. 1-18) (TEXT)

Lieberman, A. (2002). Chapter 2: “People & Players’ (pp. 19-40) (TEXT)

Lieberman, A. (2002). Chapter 3, “Movies, Wannasee, Haftasee, & Mustsee” (pp. 41-63)
(TEXT)

Lieberman, A. (2002). Chapter 7, “Music” (pp. 169-204) (TEXT)
**|ndividual Assignment #5 Due

Unit 3: Entertainment Packaged Goods (J. Hollingshead)
Session I1: TheVideogamelndustry

Topic: Marketing and the Videogame Industry: History and Overview
Readings due:
Wolf, M. (2002). The medium of the videogame. (TEXT)

Unit 3: Entertainment Packaged Goods (J. Hollingshead)
Session |11: Advertising and Creative

Topic: Packaging and Advertising
Readings due:

Connolly, A. and Davison, L. (1996) How does design affect decisions at point of sale?
Journal of Brand Management, 4, 100-7.

Finch, M. (2000) How to choose the right marketing agency, Admap (October), pp. 46-7

**|ndividual Assignment #6 Due



11/20 Unit 3: Entertainment Packaged Goods (J. Hollingshead)
Session 1 V: Media Planning

Topic: Developing aMediaPlan

Readings due:

Lieberman, A. (2002). Chapter 4: “Network TV, Syndication and Radio” (pp. 65-99)
(TEXT)

Lieberman, A. (2002). Chapter 5. “Cable TV & Direct Broadcast Satellite”, (pp. 101-
128) (TEXT)

Lieberman, A. (2002). Chapter 6: “Publishing”, (pp. 129-167) (TEXT)
11/27 Group Presentations

12/4  Group Final Report Due



