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Curiosity about life in all of its aspects, I think, is still the secret of great creative people.  – Leo Burnett 
 
Making the simple complicated is commonplace; making the complicated simple, awesomely simple, that’s creativity. 

– Charles Mingus 
Before you can have an interesting ad you have to have an interesting life.  – Brett Robbs 
             
 
Professor Sheri Broyles, Ph.D. 
 

Classroom 203 Sycamore Hall  
 

Class times Section 001:  Tuesday/Thursday     9:30 to 10:50 
 

Contact info Office: 940.565.4736    Email:  Sheri.Broyles@unt.edu 
 

Office hours Office: 246 Sycamore. Tuesday/Thursday 11:00 a.m. to 12: p.m., 2:00 p.m. to 3:00 p.m.  
 (unless called into a meeting). Or by appointment.  
 

Prerequisites To take this class you should be an advertising major or minor, or have the consent of the 
department. If you are an advertising major, by registering for this course you are stating 
that you have taken the required prerequisite courses of JOUR 2000 and JOUR 3210. For 
minors, JOUR 2000 is required and knowledge of InDesign and Photoshop is important. 
If the school later determines that you have not taken and passed these requirements then 
you may be dropped at any point in the semester.  

 

What you will learn 
 
 When you finish this class, you should have greater knowledge and skills in several areas 

that will be useful to you — if you work in advertising or in another area. While this course 
has obvious benefits for those going into creative (this course will help you get a start toward 
building a portfolio), it will also benefit those going into other areas of advertising — account 
executives/planners, media planners, or those who find their way to non-profit and the 
client-side. It will give you a greater appreciation of what goes into coming up with a truly 
creative idea. To that end, this course will help you be a better manager of creative spirits as 
well as make you a better presenter of other’s creative work. 

 
So, in short, you’ll learn: 

  • To gather research 
  • To get your idea on paper 
  • To present your idea 
  • To critique your and others ideas  
  • To accept constructive criticism 
 
 Finally, this course is required for majors as well as minors who want to go into the creative 

side of advertising. It will prepare you for The Portfolio Class (JOUR 4052, offered in the 
spring semesters), though it does not guarantee your acceptance into this course. 
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 I will be available to help you outside of class, either in my office or by telephone. But you 

must initiate that contact. By working together, this will be a tremendous learning semester. 
 

 
 

Accrediting standards to help you be better prepared  
 
 Since 1969, the Department of Journalism, now the Mayborn School of Journalism, 

has been accredited by the Accrediting Council for Education in Journalism and 
Mass Communication (ACEJMC). About one-fourth of all journalism and mass 
communication programs in the United States are accredited by ACEJMC. National 
accreditation enhances your education by certifying that the department adheres to 
standards established by the council. This course will help you meet the following 
student learning outcomes that have been established by ACEJMC: 

 

 • Think critically, creatively and independently. 
 • Conduct research and evaluate information by methods appropriate to the 

communications professions in which you work. 
 • Write correctly and clearly in forms and styles appropriate for the 

communications professions, audiences and purposes you will serve. 
 • Demonstrate an understanding of gender, race ethnicity, sexual orientation 

and, as appropriate, other forms of diversity in domestic society in relation to 
mass communications. 

 • Critically evaluate your own work and that of others for accuracy and fairness, 
clarity, appropriate style and grammatical correctness. 

 • Apply tools and technologies appropriate for the communications professions 
in which you work. 

 

Materials to help you learn 
 
 You’ll have one required and one optional text.  
 
 Required:  Sullivan, Luke (2012). “Hey, Whipple, squeeze this”:  A guide to creating great ads (2nd 

ed.). New York:  John Wiley & Sons, Inc. 
 
 Optional:  Vonk, Nancy and Janet Kestin (2005). Pick me:  Breaking into advertising and staying 

there. Hoboken, NJ:  John Wiley & Sons, Inc. 
 

How to demonstrate what you learn 
 
 Assignments:  This is a hands-on course. All written assignments must be typed and 

free of errors in grammar, spelling and punctuation. Assignments are due at the 
beginning of each class.  

 
 Reaction papers.  To ensure you read Whipple and other readings, you’ll write several 

reaction papers over the semester for the assigned readings.  
 
 Campaigns.  Rather than producing single ads (aka “one shots”), you’ll work primarily 

in campaigns.  
 
 Following are some guidelines to help you prepare your print ads: 
 • Your preliminary work will be with pencil then markers.  
 • Finished campaigns will be executed on 8½" x 11" paper (portrait) or 11" x 8 ½" (spread). 

This is true whether you’re working in outdoor, magazine, audio, video or non-
traditional.  
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 • This is a copywriting class, so copy is required 
 • Your final portfolio can be digitized by scanning your final work.  
 

How your course grade will be determined  (Subject to revision) 
 

 Creative work/campaigns (3) 60%   (3@ 20%) 
 Final portfolio 10 
 Reaction papers 15 
 Other stuff (e.g., assignments or whatever) 15 
    100% 
 * You will lose a full letter grade if you don’t submit your work. 
x 

 The grading scale is as follows: 
  Grade  %  
  A 90 - 100 
  B 80 - 89.9 
  C 70 - 79.9 
  D 60 - 69.9 
  F < 60 
 More about grades:  A “C” is an average grade. If you do average work, you will get a C on 

your assignments. If you do less than average work, you will make a grade below a C. 
Grades are determined not on the basis of whether your work is equal to, or better than, one 
of your peers in the class. Rather, grades are based on whether you meet a standard that has 
been set for this class.  

 
 As a rule, to be successful in this class you need to come to class on time and turn 

your work in on time. That’s it. As Woody Allen says, “Eighty percent of success is 
showing up.” Do the work. That’s how you’ll learn and grow.  

 

Special accommodation 
 
 If a student requires special accommodation, he/she should contact the instructor of  this class 

and the Office of Disability Accommodation. Please do so at the beginning of the semester. 
 
Diversity The Accrediting Council for Educators in Journalism and Mass Communication (ACEJMC) 

accreditation standards require that diversity be incorporated into the curriculum. The 
University of North Texas Department of Journalism is an accredited program. 
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Class schedule   This schedule is subject to change over the course of the semester.   
    
    

Week 1   Review of the syllabus. 
   Review: We love ads.  
    
Week 2   The creative process: Growing creativity  
   Reaction paper 1 due: Whipple Preface to p. 78.  
   Resumes and elevator speeches. Reaction paper 2 due: Whipple pp. 79-169.  
    
Week 3   Reaction paper 3 due: Whipple pp. 171-257. The digital side. 
   Ideastorming. Reaction paper 4 due: Whipple pp. 258-325.  
    
Week 4   Guest speaker: Let’s get social. Reaction paper 5 due: Whipple pp. 327-400.  
   Two assignments for in-class discussion: Assignment: Casting call.  
   Assignment: Creative Processes Illustrated. 
     
Week 5   Writing a manifesto. Examples of manifestos.  
   Reaction paper 6: Ihaveanidea.org.   
   Assignment: Your personal manifesto. In-class review 
 
Week 6   Assign Campaign 1: Package good 
   Campaign 1: Class discussion/develop class brief.  
   Campaign 1: Craft team manifesto. 
    
Week 7   Campaign 1: Lines due by each team member. Work in teams. 
   Develop profile and manifesto. Thumbnails due. 
    
Week 8   Campaign 1: Rough comps due with copy. In-class review. 
   Tight marker comps due. Social media content calendar due. 
 
Week 9   Assignment: Risk taking.  
   Campaign 2: Class discussion/develop class brief. 
 
Week 10   Campaign 2: Craft team manifesto. 
   Campaign 2: Lines due by each team member.  
   Team designed profile and manifesto due.   
 
Week 11   Campaign 2: Thumbnails due. In-class review. Work in teams. 
   Campaign 2: Rough comps due (as a team). In-class review.  
    
Week 12  Campaign 2: Tight marker comps due. In-class review.  
  Ambient execution due.  
  Campaign 3 MRI, research due individually. Teams draft creative briefs in 

class. 
   
Week 13   Campaign 3: Craft team manifesto. 
    Campaign 3: Lines due by each team member.  
   Team designed manifesto due. 
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Week 14   Campaign 3: Thumbnails due by each team member. 
   Campaign 3: Rough comps due with long copy. In-class review. 
   Thanksgiving break. 
   (Note: You’ll do your tight comps on your own.) 
   
Week 15   Radio. 
   Dr. B’s Final for Life.  
    
Final   Portfolio review by professionals. 
   Dress for success 
 
 


