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OTTAWA ONLINE 

COM-36964 Principles of Advertising 

Course Description 
Overview of advertising function and its role in the marketing mix. Examines advertising 
objectives and strategies, client-agency relationships and production techniques for 
various media. 
 
This is a fully online, eight-week course. We will not meet face-to-face at any time.  
 
Coursework for accelerated courses requires 12-15 hours of independent work each 
week. Some students may complete coursework in fewer hours and some students may 
require additional hours beyond the estimate.  Careful consideration should be given to 
this estimate when planning your personal schedule. 

Required Text and Other Materials: 
Arens, W., Weigold, M., & Arens, C. (2014). Contemporary advertising: And integrated 

marketing communications (14th ed.). Columbus, OH: McGraw-Hill Higher 
Education. 

 
ISBN: 9780078028953 

Course Prerequisites 
None 

Course Objectives 
Upon successful completion of this course, students will be able to: 

• Discover what advertising is today and what it was in the past.  
• Explore the world of people and clients in advertising.  
• Understand consumers and their behaviors during their purchasing process.  
• Learn all factors that make up target audience and market segmentation.  
• Utilize the marketing mix from a marketing plan to help build an advertising strategy.  
• Understand the need for research in advertising  
• Apply research to advertising decisions  
• Develop an advertising plan  
• Understand how the government regulates advertising  
• Incorporate social responsibility in advertising strategies  
• Examine the elements of an effective creative strategy  
• Understand the creative process and how to execute an advertisement  
• Understand the process of media placement 
• Identify key trends in digital advertising  
• Examine alternative forms of advertising  
• Analyze effective advertising through an integrated marketing communications.  
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Course Assignment Descriptions and Schedule At-A-Glance 
You will have several opportunities to demonstrate your knowledge and understanding of 
the principles taught in this course. The primary means of evaluating your work will be 
through practical application of the material. In the event that you have difficulty 
completing any of the assignments for this course, please contact your instructor 
immediately. Please refer to the Weekly Materials section of the cyberclassroom for 
complete details regarding the activities and assignments for this course. The following 
is merely a summary. 
 
Discussion contributions (160 points)  
(six postings per week @ 20 points per week) 

Initial Substantive Posts: Submit an initial response to each of the prompts 
provided each week by your instructor. Your initial post should be substantive 
(approximately ½ of a page in length) and must be posted by midnight, Central Time 
by Wednesday of each week. In your substantive post you are encouraged to use 
references (you may use your textbook); show evidence of critical thinking as it 
applies to the concepts or prompt and/or use examples of the application of the 
concepts to work and life.  Proper punctuation, grammar and correct spelling are 
expected. Please use the spell-check function.  
Required Replies: You must reply to at least two different peers per prompt.  Your 
replies should build on the concept discussed, offer a question to consider, or add a 
differing perspective, etc. Rather than responding with, "Good post," explain why the 
post is "good" (why it is important, useful, insightful, etc.). Or, if you disagree, 
respectfully share your alternative perspective. Just saying "I agree" or "Good idea" 
is not sufficient for the posts you would like graded. 
Posting Guidelines: Overall, postings must be submitted on at least two separate 
days of the week. It is strongly recommended you visit the discussion forum 
throughout the week to read and respond to your peers’ postings. You are 
encouraged to post more than the required number of replies. 

    (Please review the Policies section of Blackboard for further details.)  
 

 
Week 1 

Readings • Chapter 1: Advertising and IMC Today  
• Chapter 2: The Big Picture: The Evolution of IMC  
• Chapter 4: The Scope of Advertising: From Local to Global  

Discussion • Initial post to each prompt due by midnight, CT on Wednesday 
• At least two replies to peers for each prompt due by midnight, CT on Sunday 

Assignment(s) History of Advertising Essay  
After completing your readings, compose a 750-1000 word summary that reflects on 
the evolution of advertising.  
 
Answer the following questions:  

• What is your definition of advertising?  
• What surprised you and what have you learned?    
• What era influenced advertising the most? Why?  
• Did the era that influenced advertising have a positive or negative 

influence?  
• What has had the greatest impact on the way advertising has evolved?  
• What specific characteristics or styles do you notice that make historical 
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ads different from advertising today?  
 

Compose your paper in APA format with 1-2 references beyond the text and the 
video. Submit your assignment by clicking on the assignments tab, located in the 
course menu.  
 
Due: Sunday, midnight CT  
Points Possible: 25  
 

 
Week 2 

Readings • Chapter 5: Marketing and Consumer Behavior: The Foundations of 
Advertising   

• Chapter 6: Market Segmentation and the Marketing Mix: Determinants of 
Campaign Strategy 

Discussion • Initial post to each prompt due by midnight, CT on Wednesday 
• At least two replies to peers for each prompt due by midnight, CT on Sunday 

Assignment(s)  Purchasing Self Reflection 
This week, reflect on advertising as it effects what you buy. Compose a 1-2 page 
essay assessing your purchasing decisions.   
 
Answer the following questions:  

• What influences me to make a purchase?  
• What types of advertising do I pay attention to?  Which advertisements do I 

not pay attention to?   Of these two types of advertisements, which ones do 
I feel were meant for me based on my age, gender, race, income and daily 
life patterns?  

• How could these advertisements attract me to the product better?  
 
Compose your reflection in APA format, with a title page, introduction and 
conclusion. Submit your assignment by clicking on the assignments tab, located in 
the course menu.  
 
Due: Sunday, midnight CT  
Points Possible: 25  
 

 
Week 3 

Readings • Chapter 7: Research: Gathering Information for IMC Planning  
• Chapter 8: Marketing and IMC Planning  
• Chapter 9: Planning Media Strategy: Disseminating the Message  

Discussion • Initial post to each prompt due by midnight, CT on Wednesday 
• At least two replies to peers for each prompt due by midnight, CT on Sunday 

Assignment(s) Research PowerPoint  
Select a product in which you are familiar with and research the company that 
makes that product. Create a 7-10 slide PowerPoint presentation in which you 
examine the product's advertising strategy including:  

• Where have you seen this product advertised?  
• What is the message of the advertisement?  
• Who is the intended audience?  
• After researching the product/company further what other forms of media 

do they use?  
• Were the messages the same?  
• Were their advertisements effective?  Why or why not?  

 
Submit your assignment by clicking on the assignments tab, located in the course 
menu.  
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Due: Sunday, midnight CT  
Points Possible: 25  

 
Week 4 

Readings • Chapter 3: The Big Picture: Economic and Regulatory Aspects. 
Discussion • Initial post to each prompt due by midnight, CT on Wednesday 

• At least two replies to peers for each prompt due by midnight, CT on Sunday 
Assignment(s) Ethics in Advertising 

Visit the websites linked in the weekly lesson. Please note that these ads may be 
offensive to you personally, but please view them with a critical advertising eye.  
 
In a 2-3 page paper, answer the following questions:  

• Are these ads offensive to you?  
• What is offensive about them?  
• Are they effective for their intended audience?  
• What is offensive advertising to you? Strong language? Nudity? Racism? 

Where do you draw the line?  
 
Additionally locate one advertisement that you would deem "offensive" (include the 
link to the ad in your paper). Describe the elements of the ad that made you decide it 
was offensive. Would the intended audience disagree? How does this ad push the 
limits of ethical advertising and social responsibility?  
 
Due: Sunday at Midnight, CT 
Points Possible: 25 

 
Week 5 

Readings • Chapter 10: Creative Strategy and the Creative Process 
• Chapter 11: Creative Execution: Art and Copy 
• Chapter 12: Print, Electronic, and Digital Media Production 

Discussion • Initial post to each prompt due by midnight, CT on Wednesday 
• At least two replies to peers for each prompt due by midnight, CT on Sunday 

Assignment(s) Creating an Advertisement 
Utilizing either Microsoft Publisher, PowerPoint or Word put together a one page ad 
meant for print, or for a website (non-motion).    

• Your ad can be for any product/service you choose.  
• It cannot be a copy of an existing advertisement.  
• Creatively present this product/service in one page with images and text.  
• Decide what platform or approach you are going to do, i.e., inform, 

persuade, call to action, etc.  
• Decide what type of advertising appeal you are going to use, i.e., rational or 

emotional.  
 
Additionally, compose a 1-2 page summary of your advertisement that explains the 
following:  

• Who was this ad intended for?    
• What was your platform and appeal?  
• What inspired you, and what, if any, social responsibility does your ad 

portray?  
 
Due: Sunday at Midnight, CT 
Points Possible: 75 

 
Week 6 

Readings • Chapter 13: Using Print Media  
• Chapter 14: Using Electronic Media: Television and Radio  
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Discussion • Initial post to each prompt due by midnight, CT on Wednesday 
• At least two replies to peers for each prompt due by midnight, CT on Sunday 

Assignment(s)       Media Buying Plan 
You are an account representative in a local advertising agency.   Your client, 
Happy Water Springs, has given you the task of developing a media plan for their 
Waterpark.    
 
Happy Water Springs is:  

• Indoor/outdoor Waterpark, game room which includes Wii and Nintendo 
360, 3 restaurants, 2 bar/lounges, indoor miniature golf and hotel  

• Located in Minneapolis, MN  
• Open all year round  
• Room rates vary, admission to Waterpark included in cost of room  
• Day passes $25 for off season, $55 in season  
• Off season October-May, in season June-September.  
• Near Mall of America and airport  

   
In a 3-4 page report, compose a media buying plan that suggests to your client:  

• Which media do you suggest they use, choose at least three different 
medias and explain the pros and cons of each.  

• Indicate desired times, frequency, publication dates and rate discounts they 
should take advantage of.  

• Support your recommendations by affirming your choices with the 
demographics of the target market they need to reach.    

 
Due: Sunday at Midnight, CT 
Points Possible: 75 

 
Week 7 

Readings • Chapter 15: Using Digital Interactive Media  
• Chapter 16: Using Out-of-Home, Exhibitive, and Supplementary Media 

Discussion • Initial post to each prompt due by midnight, CT on Wednesday 
• At least two replies to peers for each prompt due by midnight, CT on Sunday 

Assignment(s) Social Networking Journal 
At the beginning of week 7, subscribe to one of the following social networking sites 
(if you aren't already subscribed): Facebook, Twitter or a highly trafficked RSS feed 
or Blog.  During the week, visit the site multiple times each day and log the 
advertising that is displayed. Towards the end of the week, begin to compose a 
summary that analyzes the ads you have logged and the relationship between 
those ads and yourself.  
 
Submit a 1-2 page synopsis of the ads that were prevalent on your social site and 
interpret their significance to you. Take screenshots if necessary. Compose an 
analysis that answers the following:  

• Are these ads engaging? Geared toward your likes and dislikes?  
• Are these ads that have been passed along from friends of yours on the 

site?  
• Where there differences in ads on homepages vs. subpages of the site?  
• What is the overall relationship of these ads to yourself?  

 
Due: Sunday at Midnight, CT 
Points Possible: 50 

 
Week 8 

Readings • Chapter 17: Relationship Building: Direct Marketing, Personal Selling and 
Sales Promotion 

• Chapter 18: Relationship Building: Public Relations, Sponsorship, and 
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Corporate Advertising 
Discussion • Initial post to each prompt due by midnight, CT on Wednesday 

• At least two replies to peers for each prompt due by midnight, CT on Saturday 
Assignment(s) Integrated Marketing Communications Essay 

Chose a company for which you are familiar with. Complete research via the 
internet or the Myers Library and compose a 2-3 page analysis of their integrated 
marketing communications practices. Which portions of the IMC are they utilizing? 
Determine whether you feel they are integrating their communication well or not 
enough.   If not enough, what could they be doing to better to diversify their IMC? 
Support your opinions with 1-2 resources beyond your textbook. Compose your 
essay in APA format.  
 
Due: Saturday at Midnight, CT 
Points Possible: 50 

* All online weeks run from Monday to Sunday, except the last week, which ends on Saturday. 
** All assignments are due at midnight Central Time.  (All submissions to the Blackboard system are 
date/time stamped in Central Time). 

Assignments At-A-Glance 
Assignment/Activity Qty. Points Total Points 

Weeks 1-8: Discussion* 8 20        
per week 160 

Week 1: History of Advertising Essay 1 25 25 
 Week 2: Purchasing Self Assessment Essay  
 1 25 25 

Week 3: Research PowerPoint  
 1 25 25 

Week 4:  Ethics in Advertising 1 25 25 
Week 5: Creating an Advertisement 1 75 75 
Week 6: Media Buying Plan 
 1 75 75 

Week 7: Social Networking Journal 
 1 50 50 

Week 8: Integrated Marketing Communications 
Essay 
 

1 50 50 

TOTAL POINTS   510 
*Please refer to the Policies menu for more information about requirements for Discussions. 

Grading Scale 
Grade Percentage Points 

A 90 to 100% 459-510 
B 80 to 89% 408-458 
C 70 to 79% 357-407 
D 60 to 69% 306-356 
F < 60% < 306 

To access your scores, click on Grades in the Student Tools area in Blackboard. 

Important Policies 
All course-specific policies for this course are spelled out here in this syllabus.  
However, additional university policies are located in the Policies section of Blackboard.  
You are responsible for reading and understanding all of these policies.  All of them are 
important.  Failure to understand or abide by them could have negative consequences 
for your experience in this course. 
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Editorial Format for Written Papers 
All written assignments are to follow the APA writing style guidelines for grammar, 
spelling, and punctuation.  This online course includes information regarding the APA 
style under “Writing and Research Resources” in the Resource Room on the course 
menu in Blackboard. 

Ottawa Online Late Policy 
With instructor approval, assignments may be accepted for up to one week after the due 
date, but a minimum automatic deduction of 10% of the points will be assessed.  The 
instructor also has the option of increasing this deduction percentage up to a maximum 
of 20%. Extenuating circumstances may be determined on rare occasions and an 
extension allowed without a deduction, but only at the sole discretion of the instructor.  
  
Discussion board postings will not be accepted for credit when posted after the close of 
the discussion week. There are no exceptions to this rule; however, solely at the 
discretion of the instructor, the student may be allowed to submit an alternative 
assignment to make up for the points under extenuating circumstances. If granted, this 
should be an exception to the rule.  
  
No assignments will be accepted after the last day of the course (end of term) unless 
arrangements have been made and “approved” by the instructor at least one week in 
advance. 

Saving Work 
It is recommended that you save all of your work from this course on your own 
computer or flash drive. The capstone course you take at the end of your program may 
require you to have access to this work for culminating assignments and/or reflections. 
 
Academic Integrity 
Plagiarism and cheating will not be tolerated at any level on any assignment.  The 
reality of cyberspace has made academic dishonesty even more tempting for some, but 
be advised that technology can and will be used to help uncover those engaging in 
deception.  If you ever have a question about the legitimacy of a source or a procedure 
you are considering using, ask your instructor.  As the University Academic Council 
approved on May 29, 2003, “The penalty for plagiarism or any other form of academic 
dishonesty will be failure in the course in which the academic dishonesty occurred.  
Students who commit academic dishonesty can be dismissed from the university by the 
provost/director.”  
Please refer to Academic Honesty in the Policies section of the online course menu 
for important information about Ottawa University’s policies regarding plagiarism and 
cheating, including examples and explanations of these issues. 
 
Student Handbook 
Please refer to your student handbook for all university regulations. The Resource 
Room on the course menu in Blackboard contains information about where to find the 
student handbook online for your campus. 
 
Please see Policies in Blackboard for additional university policies. 
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Blackboard Technical Support 
The Resource Room in Blackboard contains links to student tutorials for learning to use 
Blackboard as well as information about whom to contact for technical support. Ottawa 
University offers technical support from 8 a.m. to midnight Central Time for all students, 
staff, and faculty at no cost. See www.ottawa.edu/ouhelp for contact information. 
 
 
Ottawa University Mission Statement 
The mission of Ottawa University is to provide the highest quality liberal arts and 
professional education in a caring, Christ-centered community of grace, which 
integrates faith, learning and life. The University serves students of traditional age, adult 
learners and organizations through undergraduate and graduate programs. 

 


