[image: A green logo with a bird and text

Description automatically generated]



MAYBORN SCHOOL OF JOURNALISM
ADVG 4300-001 • Advertising Campaigns • Fall 2026
TTH – 11:00 AM to 2:00 AM | Sycamore 203
Semester August 17, 2026 – December 11, 2026
Final Week/Final Exams – December 5 – 11, 2026
	
Larry Powell (he, him, his)
Assistant Professor of Practice
Office #: SYMR 252 | Office Hours: M - TH, 1:30 PM - 3:30 PM or by appointment
Email: larry.powell@unt.edu | Mobile: 214.405.1125

Connect with me through email and/or by attending office hours. During busy times, my inbox becomes rather full, so if you contact me and do not receive a response within one business day, please send a follow-up email. A gentle nudge is always appreciated. Ask questions about assignments, projects, and quizzes early. No questions will be answered two days prior and up to the day these are due.
______________________________________________________________________________
Course Syllabus and Class Schedule
(Subject to change due to schedule conflicts, guest speakers, weather & other contingencies)
Before each class, review the class readings/assignments outlined below for each week.
Course delivery will be in traditional in-class format. 
______________________________________________________________________________ 

Course Description
This capstone course mirrors the roles of a full-service advertising agency in developing a strategic advertising plan and creating a complete integrated campaign for a real client. It brings together skills and knowledge from previous advertising courses and culminates in a comprehensive plansbook and professional client presentation. Students will work in agency-style teams to conduct research, identify insights, develop strategy, create integrated campaign ideas and executions, build a media and communications plan, evaluate the work, and present recommendations to the client.



______________________________________________________________________________ 

Course Prerequisites
Completion of the ADVG foundational and specialization coursework required for enrollment in the mentorship sequence. The Mayborn Advertising & Brand Strategy program identifies ADVG 4300 as a mentorship/capstone course following foundational and specialization coursework. Students should verify eligibility in the current UNT catalog and with a Mayborn academic advisor.
Fall 2026 Client
To Be Determined (TBD)
Required Textbook
Close Scheinbaum, A., O’Guinn, T. C., & Semenik, R. J. (2023). Advertising & Integrated Brand Promotion (9th ed.). Cengage. ISBN: 978-0-357-72140-7.
Digital eTextbook: Available directly from Cengage for $76.99 (price verified Aug. 17, 2026). Cengage eTextbook
The UNT Libraries catalog lists the ninth edition (2023) under call number HF5821 .O34 2023. Weekly readings below are selected from the textbook to support the campaign-development stage being completed that week.
Course Learning Outcomes
Develop a fully integrated advertising and brand communications campaign for a real client.
Conduct and synthesize secondary and primary research to understand the client, category, competitors, consumers and culture.

Differentiate and apply campaign goals, measurable objectives, strategies and tactics.
Develop target audience profiles, a value proposition, campaign strategy, creative brief and unifying campaign idea.

Create integrated creative executions across appropriate paid, owned, earned, shared and experiential touchpoints.

Construct a strategic media plan that aligns audiences, objectives, channels, timing and budget.
Present campaign recommendations persuasively in a professional plansbook and client presentation.
Evaluate campaign effectiveness using appropriate measures and demonstrate ethical, inclusive and responsible professional practice.

Course Format & Team Expectations
This course includes discussion, workshops, critiques, client interaction, research, presentations, production, and substantial teamwork outside of class. Teams function like agency groups. Every team member is expected to contribute across the entire campaign process, not only within an assigned functional role. Peer evaluations will be used at midterm and at the end of the semester. A team member whose performance is consistently inadequate may be required to complete a written Plan of Action and demonstrate immediate improvement.
Because this is a client-based capstone, professional conduct, attendance at client meetings, timely communication, reliable team participation and high-quality work are essential.
Course Technology & Skills
Computer/laptop with reliable internet access
Canvas and UNT email
Adobe Creative Cloud (InDesign, Photoshop, Illustrator and related tools)
Microsoft Office and/or Apple Keynote
Presentation, spreadsheet, research and basic analytics tools
Ability to create and export professional PDFs, presentation decks, digital plansbooks and campaign assets
Deadlines
Deadlines are a key component of advertising, journalism, and public relations. Assignments must be readable and formatted as required for the specified medium. All assignments must be uploaded to Canvas. Give yourself plenty of time to submit the assignment. Do not wait until the last five minutes to submit so you can avoid technical problems. The assignment submission portal may close after the deadline. Ten (10) points will be deducted from your grade for any assignments received by email after the deadline – unless you have contacted me for approval in advance.
Writing Requirements
The Associated Press Stylebook is the grammar, punctuation, spelling and usage guide for this class. Work products must “look” finished, be ready for actual use (without mistakes or errors) and demonstrate critical thinking and knowledge of best practices. While this is not a writing course, points will be deducted for glaring errors.
Late Assignments
All late assignments will receive a 10% reduction in the grade for each day they are late. If you encounter difficulties meeting a deadline on any project, communicate with the instructor before the project is due.
Assignments / Grading Assessment
	Assignment
	Points

	Individual Contributions
	

	Initial Research / Secondary Research
	25

	Professional Attendance & Participation
	75

	Midterm Self & Peer Evaluation
	50

	Final Self & Peer Evaluation
	100

	Group Assignments
	

	Situation Analysis
	75

	Primary Research & Strategic Planning
	100

	Campaign Goals, Objectives & Strategies
	50

	Creative Brief & Campaign Concept / Idea
	75

	Media Plan
	75

	Ongoing Reporting / Weekly Status Reports
	25

	Midterm Client Check-in Deck & Presentation
	75

	Campaign Creative Development / Creative Assets
	75

	Campaign Plansbook & Digital Flipbook
	75

	Final Client Presentation
	75

	TOTAL
	1000


A = 900–1000 | B = 800–899 | C = 700–799 | D = 600–699 | F = 599 or lower
Fall 2026 Course Calendar
Thursday-only course. November 26 is Thanksgiving break, with no class. Dates are adjusted from the supplied Tuesday schedule.
	Week / Date
	In Class
	Reading Before Class
	Due / Milestone

	Week 1
Aug. 20
	Course launch; agency model; campaign process; client/category orientation; team-role questionnaire.
	Ch. 1, The World of Advertising and IBP; Ch. 2, Structure of the Advertising Industry.
	Initial Research Assignment assigned.

	Week 2
Aug. 27
	Secondary Research Workshop Doug Campbell, Humanities, Journalism & Social Sciences Librarian. University Libraries | University of North Texas Douglas.Campbell@unt.edu | 940-565-3980 Willis Library 080 | https://library.unt.edu/people/doug-campbell/ Secondary Research Workshop in our classroom.
	Ch. 7, Advertising Research.
	Initial Research due; team formation begins.

	Week 3
Sep. 03
	Working procedures; assign campaign teams and functional roles; prepare for client briefing.
	Ch. 8, Planning Advertising and IBP.
	Team name, contacts, roles; client briefing questions due in class.

	Week 4
Sep. 10
	CLIENT BRIEFING — mandatory attendance; listen, question, clarify business problem and success measures.
	Ch. 5, Advertising, IBP, and Consumer Behavior.
	Client Briefing Conference Report due within 24 hours.

	Week 5
Sep. 17
	Situation analysis: company/brand, category, consumer, culture, competition; SWOT; identify knowledge gaps.
	Ch. 6, Market Segmentation, Positioning, and the Value Proposition.
	Situation Analysis due Sept. 24; primary research proposal drafted.

	Week 6
Sep. 24
	Research synthesis; primary research; target selection; insights; begin goals/objectives/strategy.
	Revisit Ch. 7; Ch. 8.
	Situation Analysis due; Primary Research & Strategic Planning assigned, due Oct. 8.

	Week 7
Oct. 01
	Campaign goals, measurable objectives, strategy and tactics; creative brief development.
	Ch. 9, Managing Creativity in Advertising and IBP; Ch. 10, Creative Message Strategy.
	Goals, Objectives & Strategies due Oct. 8; creative brief draft for critique.

	Week 8
Oct. 08
	Research findings; strategic platform; campaign concept ideation; integrated communications architecture.
	Ch. 11, Executing the Creative.
	Primary Research & Strategic Planning + Goals/Objectives/Strategies due; Midterm deck assigned.

	Week 9
Oct. 15
	MIDTERM CLIENT CHECK-IN / strategic presentation — mandatory attendance; client feedback.
	Ch. 12, Media Planning Essentials.
	Midterm deck + Midterm Self & Peer Evaluation due before presentation.

	Week 10
Oct. 22
	Revise from client feedback; creative development; media objectives, strategies, tactics, budget and flowchart.
	Ch. 13, Media Planning: Newspapers, Magazines, TV, and Radio; Ch. 14, Digital, Social & Mobile Media.
	Revised strategy/creative direction; Media Plan due Nov. 5.

	Week 11
Oct. 29
	Integrated touchpoints: promotion, experiential, branded entertainment, direct response, influencer/PR; production planning.
	Ch. 15, Sales Promotion, POP & Support Media; Ch. 16, Event Sponsorship, Product Placements & Branded Entertainment.
	Creative Assets development; weekly status report.

	Week 12
Nov. 05
	Creative and media work session; campaign integration; measurement and evaluation framework.
	Ch. 17, Integrating Direct Marketing and Personal Selling; Ch. 18, Public Relations, Influencer Marketing & Corporate Advertising.
	Media Plan due; creative concept/asset review.

	Week 13
Nov. 12
	Production, plansbook architecture, digital flipbook, final research validation and campaign evaluation.
	Targeted review: Chs. 8, 10, 12, 14 and 18 as needed by team.
	Near-final creative assets + plansbook draft for instructor review.

	Week 14
Nov. 19
	Final campaign integration; plansbook and presentation workshop; effective client presentations; rehearsal planning.
	No new chapter; targeted review based on team needs.
	All creative assets due; complete plansbook draft due for review.

	Week 15
Nov. 26
	THANKSGIVING BREAK — NO CLASS
	No new reading.
	Teams may continue final production independently.

	Week 16
Dec. 03
	FINAL CLIENT PRESENTATIONS / professional campaign pitch; course wrap-up.
	No new reading.
	Final plansbook/digital flipbook, final presentation deck, final self & peer evaluation, and approved expense documentation due before presentation.


Textbook Reading Rationale
The 9th edition contains 18 chapters organized around the advertising/IBP environment, research and planning, creative development, media, and integrated brand promotion. The reading sequence above intentionally follows the campaign workflow rather than the textbook’s straight chapter order: students first orient to the industry and campaign process, then move through research, segmentation and planning, creative strategy and execution, media planning, and finally integrated promotional tools. This keeps each reading immediately applicable to the client work being completed that week.
Classroom Policies
Research has shown that students who attend class are more likely to be successful. You should attend every class unless you have a University excused absence such as active military service, a religious holy day, or an official University function as stated in the https://policy.unt.edu/policy/06-039. If you cannot attend a class due to an emergency, please let me know. Your safety and well-being are important to me.
Regular attendance and professional participation are expected. University-authorized absences will be handled consistent with UNT policy. If illness or an emergency prevents attendance, notify the instructor as soon as reasonably possible. Unexcused absences, repeated tardiness, or leaving early may reduce Engagement/Class Participation points.
Missed classes. Students who miss class are still required to turn in all due assignments and be prepared for the next class meeting. It is the responsibility of each student to contact someone from the class to secure lecture/announcements and to verify assignments. The instructor isn’t responsible for updating students who miss class who do not provide an excused absence.
Tardiness and early departures affect the professional learning environment and may be reflected in Engagement/Class Participation points when they are repeated or disruptive.
Excused Absences for University Extracurricular Activities. Students participating in an officially
sanctioned, scheduled University extracurricular activity will be given the opportunity to make up class assignments or other graded assignments that they missed as a result of their participation. However, it is the responsibility of the student to plan in advance with the instructor prior to any scheduled examination or assignment to arrange for making up the work.
Religious Observance. Students wishing to observe religious occasions that require missing class should notify the instructor in writing at the beginning of the semester, and should discuss with the instructor in advance, acceptable ways of making up any work missed because of the absence.
Academic Integrity Standards and Consequences
The procedures for disciplinary action will be in accordance with the rules and regulations of the University governing disciplinary action. See details at  https://policy.unt.edu/policy/06-003.
Inclusion
Every student in this class should have the right to learn and engage within an environment of respect and courtesy from others.  We will discuss our classroom’s habits of engagement and I also encourage you to review UNT’s student code of conduct so that we can all start with the same baseline civility understanding (Code of Student Conduct) (https://studentaffairs.unt.edu/dean-of-students/conduct).
All late work is to be submitted electronically through Canvas. if you encounter difficulties meeting a deadline on any project, you need to communicate with your instructor before the project is due.
If you are an advertising major, I urge you to join the UNT AdClub. You will benefit from speakers.
Note that while a rubric is created for assignments and projects as a way to quantify grades, much of the evaluation is done subjectively, based on the instructor’s years of experience as marketing, advertising, and creative professional.
EMERGENCY NOTIFICATION & PROCEDURES
UNT uses Eagle Alert to notify students of critical emergency information. In the event of a university closure, check Canvas (UNT’s learning management system), UNT email, and Eagle Alert for course contingency plans and instructions.
Student Perceptions of Teaching (SPOT)
Student feedback is an important part of this course. UNT will email students when the SPOT course evaluation is available. Complete the survey using the link sent to your UNT email. Current information: https://spot.unt.edu
Acceptable Student Behavior
Student behavior that interferes with an instructor’s ability to conduct a class or other students' opportunity to learn is unacceptable and disruptive and will not be tolerated in any instructional forum at UNT. Students engaging in unacceptable behavior will be directed to leave the classroom and the instructor may refer the student to the Dean of Students to consider whether the student's conduct violated the Code of Student Conduct.  The university's expectations for student conduct apply to all instructional forums, including university and electronic classroom, labs, discussion groups, field trips, etc.  The Code of Student Conduct can be found on the Dean Of Students website (www.deanofstudents.unt.edu).
Survivor Advocacy
UNT is committed to a safe learning environment free of sexual misconduct. Campus resources are available for students affected by sexual harassment, sexual assault, relationship violence, or stalking. Survivor Advocates: SurvivorAdvocate@unt.edu | Dean of Students: 940-565-2648. Non-confidential reports may be made to the Title IX Coordinator at oeo@unt.edu or 940-565-2759.
Student Well-Being and Support
UNT provides current health, counseling, advocacy, and student-support resources through Student Affairs and the Dean of Students. Because services, locations, and contact information can change, use current UNT resources: https://studentaffairs.unt.edu/ and https://studentaffairs.unt.edu/dean-of-students/.
Academic Organizational Structure
Understanding the academic organizational structure and appropriate Chain of Command is important when resolving class-related or advising issues.  When you need problems resolved, please follow the steps outlined below:
Artificial Intelligence (AI) Academic Integrity Policy
Original Thinking Emphasis: AI is not a substitute for original research, insight, strategy, concept development, creative direction, or professional judgment. When AI is permitted, you remain responsible for accuracy, verification, appropriate disclosure/citation, and the final work you submit.
Guided AI Application: Selected assignments may use generative AI to build professional fluency. Follow the instructions for each assignment and use AI only within the stated boundaries.
Seeking Guidance: If you are uncertain whether AI use is allowed, ask the instructor before using it.
When AI is permitted:
Use AI only as authorized and document/disclose its use when directed.
Verify all outputs; you are accountable for accuracy, originality, ethics, and the finished work.

Journalism Equipment Checkout
1st late infraction – 1 week ban from checking out equipment.
2nd late infraction – 3 weeks ban from checking out equipment.
3rd infraction – Semester long ban from any and all equipment checkout.
Mayborn / ACEJMC Learning Outcomes
Each graduate must:
Demonstrate an understanding of gender, race, ethnicity, sexual orientation and, as appropriate, other
forms of diversity in domestic society in relation to mass communications.
Demonstrate an understanding of the diversity of peoples and cultures and of the significance of images in mass communications in a global society.

Understand concepts and apply theories in the use and presentation of images and information.
Demonstrate and understanding of professional ethical principles and work ethically in pursuit of truth,
accuracy, fairness, and diversity.
Think critically, creatively, and independently.

Conduct research and evaluate information by methods appropriate to the communications professions in which they work. Write correctly and clearly in forms and styles appropriate for the communications professions, audiences, and purposes they serve.
Critically evaluate their own work and that of others for accuracy and fairness, clarity, appropriate style, and grammatical correctness.
Final Exam / Final Course Activity
ADVG 4300 does not use a traditional written final exam. The culminating course assessment is the final client campaign presentation and submission of the completed plansbook/digital flipbook. For Fall 2026, the final client presentation is scheduled for the last Thursday class meeting, December 3, 2026, unless client availability or an official UNT schedule requires an adjustment. Students should keep the official UNT final-exam period, December 7–11, available until the course schedule is confirmed.
Fall 2026 Key Dates

Classes begin: Monday, August 17, 2026
First course meeting: Thursday, August 20, 2026
Labor Day: Monday, September 7, 2026
Thanksgiving break: November 23–29 (no Thursday class November 26), 2026
Last regular Thursday class: December 3, 2026
Reading Day: Friday, December 4, 2026
Final exam week: December 7–11, 2026
Grades due: Monday, December 14 at 4 PM, 2026
Current University / Course References
UNT Registrar — Fall 2026 Academic Calendar (semester Aug. 17–Dec. 11; Labor Day Sept. 7
Thanksgiving Break Nov. 23–29; Pre-Finals Dec. 2–3; Reading Day Dec. 4; Final Exams Dec. 7–11).
Mayborn School of Journalism — Advertising & Brand Strategy degree page: ADVG 4300 Advertising Full-Service Campaigns; mentorship courses require foundational and specialization coursework.
UNT Undergraduate Catalog / degree audit — students should verify current prerequisites and eligibility with a Mayborn academic advisor.
Cengage — Advertising & Integrated Brand Promotion, 9th edition, by Angeline Close Scheinbaum, Thomas O’Guinn and Richard J. Semenik; 2023; ISBN 9780357721407.
UNT Libraries — ninth-edition catalog record, HF5821 .O34 2023.
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