


Mayborn School of Journalism
ADVG 3010
Section 501
People-Centered Copywriting
Spring 2026

Class Schedule
January 12 – May 8
Frisco Campus
Monday and Wednesday
2 – 3:20pm

Professor
Troy Scarlott
email: troy.scarlott@unt.edu

Office Hours:
office hours by appointment only (contact Troy via email)
Monday - by appointment 
Wednesday – by appointment

Course Description:
ADVG 3010 is designed to provide the advertising copywriting student an overall understanding of the development of strategy, messaging matrix, advertising concepts and copywriting (written executions). The primary emphasis will be on the art and science approach to creativity – specifically for advertising concept development, and effective communication using both copy and images. The course will explore the mechanics of creating and applying an ad concept across media channels, including traditional (print, out-of-home, TV, radio) and modern media (social, digital and CTV) – to build an cohesive and consistent advertising campaign.
 
Course Goals:
· Develop proficiency in advertising concepting and copywriting
· Develop high-level, relevant and compelling advertising copy, across all media channels
· Learn how to evaluate and employ critical feedback in a professional manner
 
Learning Outcomes:
Upon completion of this course, students will understand and develop ability to:

· Successfully concept, write and produce strategic campaign materials on behalf of a client 
· Evaluate and analyze creative brief. Be able to apply its principals in forming your concept. Be able to challenge the brief’s assumptions and contentions
· Create the overarching concept/idea for an integrated advertising campaign and understand its importance to the overall success of the company and brand 
· Use acquired skills to determine what media (including alternative) might reach specific targets based on audience specifics like VAL
· Construct a campaign demonstrating proficiency in writing on-strategy, on-target copy across media
· Develop ability to apply various writing techniques and “voices,” appropriate to the goals of the campaign, while also being sensitive to diversity of peoples/cultures and the impact of the advertising materials you create
· Critically evaluate their own work and that of others, fairly, clearly, for both content and grammar 
· Understand the particular demands of media before they start writing copy
· Understand the client’s place in the marketplace with regard to, competition, and other critical internal/external factors 
· Understand and leverage research into the category and client, the target audience, and the strategy in the creative process
· Discover the importance of addressing diversity, inclusion, and ethics when writing for a strategic campaign 

Textbook (Required):
The Advertising Concept Book
Pete Barry
3rd Edition (2016), Published by Thames & Hudson
ISBN: 978-0-500-29267-9
  
Format:
Created for an upper-level student, the course format is based on a seminar – with professor led lectures and instructions plus the participation of the students. Throughout the course, professor and students will present, provide critiques, discuss and debate. Students will get out of a seminar only what they put into it by way of preparing, attending, and participating in class presentations and discussions. The role of the instructor is primarily to lecture, guide discussions and debates, and evaluate student performance.
 
Required Supplies:
· Sketchbook
· Computer (Mac or PC)

Course Technology & Skills
Minimum Technology Requirements
· Computer/Laptop with Video Camera
· Reliable internet access
· Adobe Creative Cloud (InDesign, Photoshop, Illustrator) and Canva
· Microsoft Office Suite or Google docs
· Apple Keynote or Microsoft PowerPoint
· Canvas Technical Requirements (https://clear.unt.edu/supportedtechnologies/canvas/requirements)

Computer Skills & Digital Literacy
List of course-specific technical skills learners must have to succeed in the course:
· Using Canvas
· Using email with attachments
· Downloading and installing software
· Using spreadsheet programs
· Using presentation and graphics programs
 
Adobe Creative Cloud for Students
Discounts on Adobe Software for Students.
Link: http://www.unt.edu/adobe
UNT has a contract with Adobe to provide ACC for $55 
For questions or report problems:  unatadobe@unt.edu. 

Technical Assistance
Contact Student Help Desk for assistance with IT, Canvas or other technology issues

UIT Help Desk: 
UIT Student Help Desk site (http://www.unt.edu/helpdesk/index.htm)
Email: helpdesk@unt.edu
Phone: 940-565-2324

Class Attendance:
· Attendance is required for this course
· Any student that is absent for four (4) or more classes will fail the course – including excused and unexcused absences
· An excused absence includes approval by the professor – prior to class; please send email to professor if you will miss a class
· 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 UNT policy
· Tardiness:, the professor will track if a student arrives late or leaves early; two (2) tardies will count as one (1) unexcused absence

Class Participation:
· Students are expected to approach class with the same personal and professional behaviors and attitudes that will be expected at a job in the real world
· Students are expected to arrive on time, attend the entire class, engage and participate in discussions, refrain from phone use, and complete in-class assignments
· Failure to adhere to these guidelines will result in a reduction of a student’s final grade – at the professor’s discretion.
· Pay attention in class and take good, thorough notes
· Participation in class discussions is a graded component of this course; students who do not participate in class discussions will not receive points (per class)

Assignments:
· Class assignments will be detailed in Canvas – it is each student’s responsibility to check Canvas weekly and complete the course assignments
· Read the assigned textbook chapters before class and be prepared to discuss 
· Complete all creative and copywriting assignments and submit via Canvas
· NOTE: students may not use any AI agent (e.g., Chatgpt, Claude, Gemini, Canva etc) to concept, create, or complete an assignment
 
Assignments and Due Dates:
· Due dates (aka deadlines) are a key component of advertising, journalism and public relations
· Assignments must be readable and formatted as required 
· All assignments must be submitted on-time via Canvas
· Assignments may be submitted via email to the Professor, in case of Canvas IT issue
· Late assignments will be accepted and graded – with a respective penalty
· Up to 7 days late – reduction of 25% (in points)
· 8 days -14 days late – reduction of 50% (in points)
· 15+ days late – assignments will not be accepted and student will receive 0 points for the assignment
· Students who miss class are still required to complete all assignments by the due date. It is the responsibility of each student to use Canvas to track and submit all assignments.
 
Grades
· Grades are based on a point system with respective categories (attendance, participation, assignments, quiz, final exam) that will be graded and points awarded
· The final class grade will be determined by each student’s cumulative points gained through all criteria


Grade Criteria

Category		Points		Total Points
Attendance		4 (per class)		128
Participation		4 (per class)		128
Assignments		25-100 per		544
Quiz			100			100
Final Exam		100			100

Final Grade Point System
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
000 – 599                                            F

Extra Credit
There may be specific assignments throughout the course to gain extra credit points
 
Class and UNT Policies:
 
Academic dishonesty will not be tolerated. 
This includes cheating, plagiarism, fabrication, unauthorized possession of examinations, changing of grades, records, etc. or helping another student commit an act of academic dishonesty. For example, plagiarism is the paraphrasing or direct quotation of published or unpublished works without full and clear acknowledgment of the author/source.  Academic dishonesty will bring about disciplinary action which may include expulsion from the University.  This is explained in the UNT Student Handbook.  When you submit work for this class, that is the same as making a statement that you have produced the work yourself, in its entirety. Plagiarism, fabrication, copyright infringement, and similar uses of other people's work are unacceptable. Plagiarism, in a nutshell, is using other people’s written words or published ideas as your own. Some people consider the use of 7-10 words in a row, copied from another source, as plagiarism. Be sure to include citations when using other people’s writing, because plagiarism is a serious offense in any discipline, especially in journalism. It is a firing offense in the professional world.
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/06-003Links to an external site..
 
Mayborn School of Journalism Academic Integrity Policy
The codes of ethics from the Society of Professional Journalists, American Advertising Federation and Public Relations Society of America address truth and honesty. The Mayborn School of Journalism embraces these tenets and believes that academic dishonesty of any kind – including plagiarism and fabrication – is incongruent with all areas of journalism. The school’s policy aligns with UNT Policy 06.003 and requires reporting any act of academic dishonesty to the Office for Academic Integrity for investigation. If the student has a previous confirmed offense (whether the first offense was in the journalism school or another university department) and the student is found to have committed another offense, the department will request the additional sanction of removing the student from the Mayborn School of Journalism. The student may appeal to the Office for Academic Integrity, which ensures due process and allows the student to remain in class pending the appeal.

Artificial Intelligence (AI) Academic Integrity Policy
Unauthorized use of AI programs beyond explicit assignments constitutes academic dishonesty and violates integrity. Violators will receive a grade of “0” and be subject to disciplinary action from UNT Integrity Council.

Original Thinking Emphasis: AI is not a replacement for original thinking. All work done in this class should begin with personal research followed by insights and strategic planning. AI usage, if applicable, should be an outgrowth of this process.

Guided AI Application: Generative AI tools may be occasionally used for assignments to teach effective technology utilization, especially for agency and client projects. Similar to using programs like GPS, AI serves as a tool to help users reach a destination, but the user must always determine and verify the final destination.

Seeking Guidance; Students uncertain about AI tool usage may directly consult he instructor or seek advice from the University Policy Office.

Maintaining Academic Integrity With AI:
· Prioritize personal research and strategic planning.
· Use AI tools under guided circumstances.
· Unauthorized AI usage will result in “0” grade and reporting to the UNT Integrity Council.

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 websiteLinks to an external site.(www.deanofstudents.unt.eduLinks to an external site.).
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Class Syllabus, Schedule and Assignments 
*class topics, assignments and schedule are subject to change during semester


Week 1 – 1/12 and 1/14

Assignment 1:
Textbook - The Advertising Concept Book; Read Chapter 1: Basic Tools

Assignment 2:
Creative writing assignment


Week 2 – 1/19 and 1/21

Assignment 3:
Textbook - The Advertising Concept Book; Read Chapter 2: The Strategy

Assignment 4:
Creative writing assignment


Week 3 – 1/26 and 1/28

Assignment 5:
Textbook - The Advertising Concept Book; Read Chapter 3: Print

Assignment 6:
Creative writing assignment


Week 4 – 2/2 and 2/4

2/2 – No class

Assignment 7: 
Textbook - The Advertising Concept Book; Read Chapter 4: The Campaign

Assignment 8:
Creative writing assignment

  
Week 5 – 2/9 and 2/11

Assignment 9:
Textbook - The Advertising Concept Book; Read Chapter 5: The Tagline

Assignment 10:
Creative writing assignment


Week 6 – 2/16 and 2/18

Assignment 11:
Textbook - The Advertising Concept Book; Read Chapter 6: Generating strategies and ideas

Assignment 12:
Creative writing assignment


Week 7 – 2/23 and 2/25

Assignment 13:
Textbook - The Advertising Concept Book; Read Chapter 7: TV

Assignment 14:
Creative writing assignment


Week 8 – 3/2 and 3/4

Assignment 15:
Textbook - The Advertising Concept Book; Read Chapter 8: Ambient, Read Chapter 9: Interactive, Read Chapter 10: Social

3/4 – class
Mid-Semester Quiz 


Spring Break – week of 3/9 – 3/14

3/9 – no class
3/11 – no class


Week 9 – 3/16 and 3/18

Assignment 16:
Textbook - The Advertising Concept Book; Read Chapter 11: Copy; Read Chapter 12: Radio

Assignment 17:
Creative writing assignment


Week 10 – 3/23 and 3/25

Assignment 18:
Textbook - The Advertising Concept Book; Read Chapter 13: Integrated; Read Chapter 14: Execution

Assignment 19:
Creative writing assignment

  
Week 11 – 3/30 and 4/1

Assignment 20:
Textbook - The Advertising Concept Book; Read Chapter 15: Presenting & Selling Your Work; Read Chapter 14: Execution

Assignment 21:
Creative writing assignment

Week 12 – 4/6 and 4/8

Assignment 22:
Textbook - The Advertising Concept Book; Read Chapter 15: Presenting and Selling Your Work

Assignment 23:
Creative writing assignment


Week 13 – 4/13 and 4/15

Assignment 24:
Textbook - The Advertising Concept Book; Read Chapter 16: Student Book

Assignment 25:
Creative writing assignment


Week 14 – 4/20 and 4/22

Assignment 26:
Textbook - The Advertising Concept Book; Read Chapter 17: Conclusion

Assignment 27:
Final Project - Creative writing assignment


Week 15 – 4/27 and 4/29

Assignment 27:
Final Project - Creative writing assignment




Week 16 – 5/4-5/8
Finals Week
Final Exam – Date TBD

