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MAYBORN SCHOOL OF JOURNALISM
 ADVG 1000, Section 501 – Principles of Advertising and Brand Strategy – Spring 2026
MW – 9:30 AM to 10:50 AM
January 12, 2026 – April 29, 2026
		

John J. Clendening (he, him, his)
Assistant Professor of Practice, Advertising & Brand Strategy
Office Hours: Wednesdays from 8:30-9:30 am (in our classroom) or by appointment
Email: john.clendening@unt.edu | Mobile: 214.403.1981

COURSE DESCRIPTION AND GOALS
A survey of advertising and brand communication practices, including terminology, history, economic functions, composition, agency structure, professional roles and tools. 
In this course, we focus on how advertisements are made (and why). As this course begins, we will discuss foundational knowledge and terminology utilized in the advertising, public relations and client-based design industries. In the world of brand communications, work is distributed across a variety of professional roles ranging from art and design (an “art director”) to business and numbers (an “account manager”) to research and strategy (a “strategist”) and everything in between. This course is designed to allow you to explore a large variety of related careers. That said, not everyone wants to work in advertising (specifically). The skills and content you explore in this course are applicable across numerous careers and occupations and will lay important groundwork for many professions.
By the end of this course, students will be able to do the following: 
1. Define key advertising, public relations and brand communication terminology;
2. Distinguish ad agency structures and key industry roles;
3. Demonstrate knowledge of how brand messages and ads are created; and 
4. Propose, create and defend campaign work for a real-world client.
PRE-REQUISITE(S)
None. This course is in the UNT Core and open to all majors and years.

REQUIRED TEXTBOOK
Advertising and Integrated Brand Promotion. Ninth Edition. Angeline Close Scheinbaum, Thomas Clayton O’Guinn, Richard J. Semenik. Cengage. 2023.
GRADES
You can earn up to 1,000 points in this course. For more information about how many points each assignment is worth, please see the next section, ASSIGNMENTS. Please do not contact me asking to change your grade unless you believe there is an error. 
Final course grades will be awarded as follows:
Total Points 		Letter Grade Received 
900 – 1,000 		A 
800 – 899 		B 
700 – 799 		C 
600 – 699 		D
< 600 			F
ASSIGNMENTS
In this course you will demonstrate your growing knowledge of the world of advertising, public relations and brand communications through a series of (fun but) challenging assignments. These include: 
· EXAMS (3 exams @ 100 points each): Each week, you should come to class prepared and ready to discuss that week’s topic. There is one exam for each of the three sections of content.  Exams will typically open on Monday and be due that next Friday. Each will cover the assigned reading for that section. Exams are designed to reflect your own individual knowledge on topics and concepts, and thus must be completed on your own. Exams consist of 20 multiple choice and/or true or false questions. Be sure to see the Course Calendar for exam dates. 
· TEAM EXERCISES (8 exercises @ 50 points each): Team Exercises are listed in the Course Calendar. We will begin each week with a recap of the book reading and topic of the day. Your team will then on Wednesday be given an exercise where you’ll be asked to apply your learning, followed by presentations to the class. You will then be asked to turn in a copy of your completed exercise. You will be graded on a combination of your presentation and your written response. 



· CLIENT PROJECT/PITCH (200 points): Starting about halfway through the semester you’ll be working in teams to address a real-world advertising challenge, posed by a real-world client. Our client will visit class and present information to you. It is important to take detailed notes about the client’s needs and requirements. Ask any questions to clarify what is needed. With this information in hand, each team will generate an advertising campaign/solution for the client. These will then be pitched to the client at the end of the semester. We will discuss “pitching” throughout the semester. Client pitches should be professional and rehearsed. You should be prepared to answer their questions and defend your work. 
· COURSE ATTENDANCE and PARTICIPATION (50 points each): Everyone in this class has an important role. As a class we will rely on your insight to contribute to our group’s bigger picture. If you foresee any event compromising your ability to complete work for this class, please let me know right away. If you let me know at the end of the semester that your work was compromised by other factors (for example, caring for a family member), there is less we can work on together than if you tell me at the beginning or during the semester. I expect you to complete all assignments on time, just as you would in the real world. If you miss a class for any reason, you are responsible for getting, reading and studying the notes from a classmate so you are prepared for the next class session.
FINAL EXAM
There is no final exam for this course. Rather, we will have final projects pitched in class. For this class and the skills/content you will learn, a project is a better demonstration of your cumulative knowledge. It is also much more closely aligned to what happens in the working world.
Note: If your project team has already presented its pitch, you are still expected to attend class for the subsequent pitches.
COURSE CALENDAR
Date 		Topic					Preparation		Exam Due
SECTION 1: INTRODUCTION
M, 1/12	Welcome, introductions and course	--
		review

W, 1/14	The World of Advertising and		Review Chapter 1
		Integrated Brand Promotion

M, 1/19 	NO CLASS (MLK Day)			--

W, 1/21	The Structure of the Advertising	Review Chapter 2
		and Promotion Industry 

Date		Topic					Preparation		Exam Due

M, 1/26	The History of Advertising and	Review Chapter 3
		Brand Promotion

W, 1/28	Social, Ethical and			Review Chapter 4	
		Regulatory Aspects of Advertising
		and Promotion

M, 2/2		Pick a Company, Any Company	--

Section 1 exam available (Chapters 1-4)			F, 2/6  

W, 2/4		Team exercise (not graded)		Teamwork

SECTION 2: BUSINESS AND STRATEGY

M, 2/9		Advertising, Integrated Brand		Review Chapter 5
		Promotion and Consumer Behavior

W, 2/11	Team exercise 1			Teamwork

M, 2/16	Market Segmentation, Positioning	Review Chapter 6
		and the Value Proposition

W, 2/18	Team exercise 2			Teamwork 

M, 2/23	Advertising Research 			Review Chapter 7

W, 2/25	Team exercise 3			Teamwork

M, 3/2		Planning Advertising and Integrated	Review Chapter 8
		Brand Promotion

Section 2 exam available (Chapters 5-8)			F, 3/6

W, 3/4		Team exercise 4			Teamwork

M, 3/9		NO CLASS (Spring Break)		--

W, 3/11	NO CLASS (Spring Break)		--



Date		Topic					Preparation		Exam Due

SECTION 3: CREATIVE, MEDIA AND MULTI-CHANNEL

M, 3/16	Final Project Presentation/		--
GUEST SPEAKER			

W, 3/18	Final Project Presentation		--
		Review and Next Steps

M, 3/23	Creative Messaging Strategy		Review Chapter 10

W, 3/25	Team exercise 5			Teamwork

M, 3/30	Executing the Creative 		Review Chapter 11
W, 4/2		Team exercise 6			Teamwork

M, 4/6		Media Planning Essentials		Review Chapter 12

W, 4/8		Team exercise 7			Teamwork

M, 4/13	Public relations, influencer		Review Chapter 18
		marketing and social media

		Section 3 exam available (Chapters 10-12, 18)		F, 4/17

W, 4/15	Team exercise 8			Teamwork

M, 4/20	Team project pitch prep		Teamwork

W, 4/22	Team project pitch prep		Teamwork

M, 4/27	Team project pitch prep		Teamwork 

W, 4/29	FINAL PRESENTATION			Teamwork

OFFICE HOURS
My office hours are TBD. I do not have an office in Frisco so the location may vary but it will be in or near the classroom.
I am also available for virtual meetings by appointment. My virtual office is always open; just email me at john.clendening@unt.edu and I will do my best to respond within 24 hours.
COMMUNICATIONS
· Please send me an email or a Canvas message if you have any questions. 
· Please do not contact me less than 24 hours before something is due, as I won’t be able to guarantee a response before the deadline. You wouldn’t give your boss 24-hour notice either, so this is good practice for the real world. 
· Note that FERPA guidelines require that I only reply to your my.unt email address or a Canvas message. Throughout the course I will assume that you have read this syllabus and all Canvas messages and instructions before contacting me. 
RESPECTFUL BEHAVIOR
It is hard to learn in an environment that feels uncomfortable. In this class, you are required to exhibit respect to me and your classmates. I take this seriously. We are here to learn. Should it be determined that you are disruptive, exhibiting signs of harmful behaviors, being a jerk, etc., a formal report will be submitted to the Dean of Students Office, the UNT CARE Team or other needed groups.
LATE WORK
The world is run by deadlines. Turn assignments in on time. I do not accept late submissions. 
EXTRA CREDIT
You have two opportunities for extra credit:
· Introduce yourself to me by the end of January (25 points.)
· Fill out the SPOT survey by the last day of class. (25 points.)
FINAL WORD
Enjoy the class! The world of advertising and integrated brand promotion is both fun and important. I am here to help. 
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