Course: Interactive Advertising

Course Number: AV 31010

Instructor: Kirk Widra M.Ed.
Day / Time: Wednesday 1:00 – 5:00
Prerequisites: AV20610 Principles of Marketing / GR20790 Motion Graphics for Web
Email Address: kirkwidra@gmail.com
Contact Hours: 4 Per Week
Instructional Contact Hours: Lecture: 22 hrs Lab 22 hrs
Academic Credits: 3 Credits
Course Length: 11 weeks
Course Description: The astonishing growth of interactive commerce is one factor that
has lead to the demand for advertising and marketing on-line. In this course, students
compare traditional and interactive outlets in order to develop a clear understanding of
the differences and similarities between businesses in this new environment. Students
learn to apply traditional principles where they are appropriate and to discover and
apply a new fundamental understanding to developing and working within the various
interactive environments. Marketing, advertising and sales on the Web, addressing the
elements and requirements of information distribution will also be covered.
This rapidly developing area both expands the use of traditional market research and
creates new kinds of data. Students will be introduced to the concepts, availability, and
use of this data.
Institutional Learning Objectives
• Integrate creative discipline-specific knowledge, skills and abilities to obtain
entry-level employment in chosen field.
• Use research and information literacy skills to effectively locate, select, and
evaluate needed information.
Program Objectives
• Synthesize information from diverse sources for project purposes
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•
•
•
•
•

Write copy for advertising campaigns, understanding the role of copy and its
limitations within digital media
Define needs, think creatively, and develop unique problem-solving ability to
support advertising proposals and projects
Recognize the business issues and industry concerns that advertising agencies
face and the demands of e-advertising creation and use
Understand basic Web design and motion graphics
Examine the basic concepts of consumer behavior, including theory and
measurement

Competencies / Learning Objectives
Anticipate, recognize, identify and research new media delivery channels.
• Recognize the various types of interactive advertising and identify
the successful strategies of each one (For example: HTML email,
Kiosk, Web coupons, Banners, Streaming Video, Pop ups, etc.)
Compare interactive advertising with traditional; identify differences and
commonalities and advantages.
• List the advertising and marketing options for all types of client
sales.
Employ multiple research techniques.
• Demonstrate skill in researching content and marketing issues in the
public and trade press as well as by using online and published
sources.
• Define the elements of Web measurement, that is, the information
captured when a person visits a Web site.
Analyze appropriate data to support an advertising & marketing decision or
campaign.
• Analyze various types of interactive models to identify successful
interactive strategies.
• List the elements of traditional retailing and compare with the
elements necessary for electronic commerce.
Delineate the problems which must be solved to allow for interactive
advertising.
• List the changes necessary to conduct transactions on the Web
rather than in person.
• Identify, define, compare and select various media to create results
according to established strategy and budget.
Required Text: Advertising Next 2nd Edition by Tom Himpe, Publisher: Chronicle Books,
ISBN-13: 978-0500514160
Socialnomics: How Social Media Transforms the Way We Live and Do Business by Eric
Qualman, Publisher: Wiley ISBN-13: 978-0470638842
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Advertising on the Web. Publisher: Que Publishing Author: Sterne, Jim ASIN:
0789712350
Technology Needed: Student will be responsible for computer generating all homework
materials as needed. Student are required to use Microsoft Word and whatever graphics
and word processing programs they deem necessary. NOTE: All homework must be
submitted in a computer-generated format where applicable, no other format will be
accepted. All homework must contain your full name and chapter and or topic in MLA
format *(where applicable) to receive credit.
Instructional Materials and References: Students will be required to gather materials
based on instructors’ examples and as part of research and developing of projects.
Teaching Strategies: Students will be exposed to a combination of instructional
techniques including field trips, lectures, hands on demonstrations and exercises, and
guest speakers. All project topics are reinforced by one of the previous techniques and
are reexamined from multiple angles in order to ensure a clear understanding of
material.
Requirements for Successful Completion of Course: Required attendance, consistent
class participation, and the successful completion of all assignments. All projects must
be completed to complete this course. Preparedness will also be considered in the
determination of the final grade. If a student is continuously unprepared for class, or
leaves early that will have a negative impact on the final grade
Methods of Evaluation: Projects(s) 50% | Class participation, attendance, and
homework 50%
Instructor Availability Outside of Class: Please email in advance to ensure appointment
time and location.
• Day: Monday | Time: 7:00 – 8:00 & 12:00 – 1:00 | Location: 1622 Main 8th Floor
•

Day: Wednesday | Time: 12:00 – 1:00 | Location: 1622 Main 8th Floor Faculty
Workspace

•

Day: Thursday | Time: 12:00 – 1:00 | Location: 1622 Main 8th Floor Faculty
Workspace

Dates of Final Review(s): Week 5 for midterm grade and Week 11 for final grade
Estimated Homework Hours: 1-4 a week depending on needs of projects
Estimated Technology Hours: As needed
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Topical Outline of Course: *Please note this outline is subject to change based on the
needs of the course and or time allotted.
Week 1:
Lecture: Introduction to class, syllabus, instructor and group.
Current state of marketing and advertising
Lab: In class quiz
Homework: Complete assigned paper
Week 2:
Lecture: The Roles of Advertising
Lab: In class quiz
Homework: Complete assigned paper
Week 3:
Lecture: Target Marketing
Lab: In class quiz
Homework: Complete assigned paper
Week 4:
Lecture: Research in Advertising
Lab: In class quiz
Homework: Complete assigned paper
Week 5:
Lecture: Creating The Message
Lab: Watch Video “Likes” by Douglas Rushkoff
Homework: Complete assigned paper
Week 6:
Lecture: Mid-Term Exam. The Total Concept
Lab: In class issue final project
Homework: Work on final project
Week 7:
Lecture: No formal lecture
Lab: Work on final project
Homework: Work on final project
Week 8:
Lecture: Writing for interactive media
Lab: Niche Website- Develop Concept, Audience. Write the
“story of the day”
Homework: Work on final project
Week 9:
Lecture: No formal lecture
Lab: Work on final project
Homework: Work on final project
Week 10:
Lecture: No formal lecture
Lab: Work on final project
Homework: Work on final project
Week 11:
Lecture: No formal lecture
Lab: Present final project
Homework: N/A
Attendance Policy
• I am committed to a learning-centered, hands-on instruction, which can only be
accomplished when students attend class. There are no excused absences. The
satisfactory explanation of an absence does not relieve the student from
responsibility for the course work assigned and/or due during his/her absences.
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A student who does not attend class during the first week of school or starts late
is still held responsible for his/her absences.
•

A student who is absent for three cumulative weeks* will be withdrawn from the
course and will receive a Withdrawal (W) grade during weeks 1 through 9 of an 11
week term and a Withdrawal/Fail (W/F) grade after week 9 of an 11 week term
for that course (after week 4 of a 5.5 week Mid-quarter ground term) unless the
student submits an appeal to remain in class that is accepted by the instructor and
department director/dean. A student is allowed only one appeal per class. In
other words, if a student submits an appeal and it is approved, the next absence
will initiate a non-appealable withdrawal from the course. The Attendance Appeal
Request Form may be found in the Registrar’s Office.

•

It is your responsibility to stay in communication with your instructor about
absences in order to stay current with assignments. You are expected to spend
the entire amount of scheduled class time in the classroom. If you are dropped
from the class and you have a documented mitigating circumstance, you may
have the opportunity to appeal. It is your responsibility to ensure that your
attendance in class is brought to the faculty member’s attention if you arrive
late.

•

Students who are not marked present in any of their scheduled classes for
fourteen (14) consecutive calendar days before the end of the ninth week of the
11 week term (week 4 of a 5.5 week Mid-quarter ground term), will be
withdrawn from the Institute and will receive W’s (withdrawals, with no grade
penalty), or if the withdrawal occurs after the end of the ninth week of an 11
week term (after week 4 of a 5.5 week Mid-quarter ground term) students will
be withdrawn from the Institute and will receive WF’s (Failures due to late
withdrawal). Calendar days include days that the student does not have any
scheduled class. All calendar days that the school is not in session (e.g., school
closings and holidays) do not count in the fourteen (14) calendar days as well
during the active term. Students who have been withdrawn due to violation of
the consecutive absence policy, but are still in good academic standing, if
otherwise eligible, will be able to return the following term through the normal
readmissions process. Students who have been withdrawn and the withdrawal
results in a violation of the satisfactory academic progress policy (SAPP) must
follow the procedure for appealing the academic dismissal.

•

Students are encouraged to make all schedule changes early in the first week of
the quarter to minimize absences. Failure to sit in all classes during the first two
weeks of school will result in termination from school for the quarter. Detailed
information about scheduled adjustment periods can be found on the back of
your official schedule or in the local Ai campus catalog.
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•

If you are going to miss class, regardless of the reason, you should notify your
instructor. You are responsible for gathering any information from the missed
class period in a timely manner.

Academic Dishonesty Policy: Please note that any form or degree of academic
dishonesty challenges the principles of truth and honesty which are among the
cornerstones of the college. Consequently, the college treats academic dishonesty as a
serious violation of academic trust. All students found to have engaged in such behavior
will be penalized.
Acts of academic dishonesty include but are not limited to the following:
1. The illegitimate use of materials in any form during a quiz or examination.
2. Copying answers from the quiz and/or examination of another student.
3. Plagiarizing or falsifying materials or information used in the completion of any
assignment.
4. Obtaining or otherwise improperly securing an examination paper prior to the
time and date for the administration of the examination.
5. It is presumed that material submitted by a student for an assignment is original
to that assignment and therefore submitting the same work for more than one
course without the consent of the instructors of each course in which the work is
submitted is considered dishonest.
6. Intentionally interfering with any student’s scholastic work, for example, by
damaging or stealing their intellectual property, computer files, project, etc.
7. Stealing and submission of another student’s work as your own.
8. Aiding or abetting any of the above.
The Instructor will impose the following sanctions when a student is found to have
committed any of the above infractions:
1st offense = failure of class
2nd offense = suspension for two (2) quarters
3rd offense = expulsion
Any students found cheating/plagiarizing on their final senior portfolio will be expelled
from the college and will not receive their degree.
A faculty member who believes a student has committed academic dishonesty will
contact the Dean of Students and will also file an incident report with the Dean of
Students. The Dean of Students will contact the student and will meet with the student
and the faculty member prior to the next scheduled class session. If it is determined
that the student did indeed commit academic dishonesty, the Dean of Students will
inform the student of the penalty. Records of academic dishonesty will be held by the
Dean of Students.
STUDENT ACCOMMODATIONS POLICY: If you are a student who has a need for a
reasonable accommodation based on a documented disability, please contact the
instructor privately either before or after class to discuss the accommodation. This
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request ideally should be made prior to the seating of the second class of the
quarter. In order to receive a reasonable accommodation, you must have the
appropriate documentation on file with the Student Services Office.
CELL PHONE/ELECTRONIC DEVICE POLICY:
o Cell phones, ipods, and other electronic devices are not to be used in the
classroom during class time.
o Cell phones are not to be used in the library.
o All electronic devices should be muted or turned off prior to class and stored
in a location other than the desk top.
o Cell phones are typically not to be used in hallways. Loud and disruptive use
of cell phones in hallways will be addressed.
o Emergency use of cell phones is by instructor discretion.
o Students may use cell phones in stairwells and outside of buildings.
Penalties for use of electronic devices:
1st offense: Warning given by instructor
2nd offense: Removal from class for 1 day and attendance penalty. Student will be sent
to Director of Student Services’ office.
3rd offense: Probation and permanent removal from class.
* Please note that all content here in is protected by US and international copyright laws, and any misuse or unauthorized reproduction will
result in legal action. No part of this site may be distributed, reproduced, and / or copied for any commercial purpose or pursuit of financial
gain without the express written consent of Kirk Widra. All intellectual property rights in relation to this website are reserved and owned by
Kirk Widra. Copyright © 2018
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