CS 652-Spring 2000

Dr. Sarah Keller


MSU-Billings
Department of Communication & Theatre
COMT 481/581 – Media for Social Change 

Professor Sarah N. Keller 

Fall 2006 – TTh 10:30-12 p.m. 
	Office hours: T-Th 8:30-10 am & 

By appointment
	Office location: LA 602 

	Office phone: 406-896-5824 (voice)


	Email: skeller@msubillings.edu


	Required Texts:
	Alan R. Andreasen, Marketing Social Change, San Francisco: Jossey-Bass, 1995, ISBN # 0-7879-0137-7. 



	
	Earle, Richard, The Art of Cause Marketing, New York: McGraw-Hill, 2000.



	
	Kim Witte, Gary Meyer, Dennis Martell, Effective Health Risk Messages, Sage Press, 2001.


Course Description: Media for Social Change is a course that examines the application of commercial marketing technologies to the analysis, planning, execution, and evaluation of programs designed to influence the voluntary behavior of target audiences in order to improve their personal welfare and that of their society.

Course Objectives: This course is designed to accomplish the following objectives:

1. To understand the applicability of marketing in social and not-for-profit enterprises;

2. To develop effective strategic analysis, planning, implementation, and control skills in non-traditional contexts;

3. To apply marketing concepts in select social marketing situations through the use of the case study used in this course; and

4. To see the world through the eyes of those who are affected by our actions.

Evaluation:  Your grade will be computed on the basis of the following:

	Class Participation
	10

	Marketing Audit/Strategic Plan (group/individual projects)
	

	Part I
	30

	Focus groups
	10

	Message design
	10

	Pre-test focus groups
	10

	Part II
	30

	Total

	100%


1.  Class participation includes assigned cases, chapter readings, and group project meetings.  
A traditional grading scale will be used (i.e., 93-100 = A; 89-92 = A-; 86-88 = B+; 83-85 = B; 

79-82 = B-; etc.).

Disclosure 1.  Project reports must be typed (10-15 pages, double-spaced), submitted in writing and presented in class.  Case analyses must be typed (3-5 pages, double-spaced), submitted in writing and presented in class. Everyone should come to class prepared to discuss reading assignments.  Due dates are clearly specified.  Please adhere to them.  You will be evaluated on the basis of the results that you achieve, not on the basis of the difficulties you encounter along the way.  

Disclosure 2.  More than one unexcused absence during the semester will result in grade reduction (i.e., 2 absences, a B grade is reduced to a B-; 3 absences a B grade is reduced to a C+; etc.).  In addition, I will judge absences as to their validity.  

Disclosure 3.  I deliver lectures on material from the course on the dates specified.  If you miss a class, I am not responsible for what you missed.  

Disability Information.  

If you believe you have a disability that may warrant accommodations in this class,


I urge you to register with the Disability Services Coordinator.
COMT 481/581 Schedule
	Date
	Topic
	Assignment(s)

	Thursday, Sept. 7
	Introduction to Social and Not-for-Profit Marketing; Group Project Description and Course Orientation
	Chapter 1 (Andreasen)

INTRODUCE GROUP PROJECTS

	Date
	Topic
	Assignment(s)

	Tuesday, Sept. 12
	Social Marketing Overview
	Ch. 2 (Andreasen)


	Thursday, Sept. 14
	Strategy & Brainstorming

	Ch. 3 (Andreasen)


	Tuesday, Sept. 19
	Speaker: Kathy Aragon “Health Benefits of Biking and Walking to School and Work”

	Ch. 1 (Witte)



	Thursday, Sept. 21
	Audience Research: 
Psychosocial Beliefs 

	Ch. 4 (Andreasen)

	Tuesday, Sept. 26
	Speaker: TBA
	Ch. 5 (Witte)

Interview guide: What questions do we want to ask?


	Thursday, Sept. 28
	Formative Research
	Ch. 1 (Earle), Ch. 5 (Andraesen)
Visit: www.msh.org
Plan audience research (methods, solicit participation, contacts, question list, etc., )

	Tuesday, Oct. 3 
	Audience Segmentation

Speaker: Mike Penfold
	Ch. 6 (Andraesen)
Begin audience research (schedule interview/focus group dates, administer survey, obtain informed consent forms)

	Thursday, Oct. 5
	Making the New Behavior Attractive
	Ch. 9 (Witte)
Conduct audience research (conduct interviews or focus groups)

	Tuesday, Oct. 10
	Focus Group Analysis Workshop: Determine the audience characteristics that will affect the campaign objective (likes/dislikes, fears, perceived pro’s and cons of risk behavior, media use); determine the principal idea for the campaign, desired outcome action.
	Ch. 4 (Witte)
Analyze audience research (What are your findings? Write up!)

	Thursday, Oct. 12
	Behavior Change Models

	Ch. 2 & 3 (Witte)


	Tuesday, Oct. 17
	G & G Advertising
Michael Grey

2804 3rd Ave N
Billings, MT 59101
(406) 294-8113

	Ch. 2 (Earle)

	Thursday, Oct. 19
	Campaign Planning

	Ch. 7 (Andraesen)

	Tuesday, Oct. 24
	Speaker: Dr. Eric Buck, Philosopher of Urban Design

	Ch. 10 (Witte)

	Thursday, Oct. 26
	Part I. Campaign Plan (objectives; literature review; target audience questions; background research). Formative Research Results & Analysis (Audience research findings; determine the principal idea for the campaign; and desired outcome action) 


	Ch. 9 (Andreasen)

Part I of projects due. Present in class.

	Tuesday, Oct. 31
	Promotional Strategies

	Chapter 8 (Earle)

	Thursday, Nov. 2
	Brainstorm: message design!!
	Draft message concepts

	Tuesday, Nov. 7
	NO CLASS – ELECTION DAY, ETC.

	Ch. 8 (Witte)



	Thursday, Nov. 9
	
	Ch. 4 (Earle)

	Tuesday, Nov. 14
	Creative messages
	Message concepts due. Present in class.

Ch. 7 (Earle)

	Thursday, Nov. 16
	Pre-test focus groups
	Organize pre-test focus groups


	Tuesday, Nov. 21
	Workshop – Part III: Analyze pre-test findings; revise and finalize media messages. Choose appropriate channels, tone and style, determine execution requirements for dissemination, draft graphical lay-out of message/storyboard. Plan evaluation and dissemination strategy; how the effectiveness of your campaign will be documented.



	Thursday, Nov. 23
	NO CLASS – THANKSGIVING BREAK

	Network with media to spread campaign message:
Contact media outlets

Draft campaign messages

Solicit media cooperation


	Tuesday, Nov. 28
	Production
	Message Creation


	Thursday, Dec. 5
	Part III: Final Projects (Message tone and style; execution requirements; draft lay-out/storyboard for new messages; dissemination & evaluation plans).


	Part III of projects due. 

Present in class.

	Tuesday, Dec. 7
	
	


Group/Individual Projects
Part I of the group project will result in a 5-10 page paper, to be submitted when that part is due. Work for Part II (the final project) should be 10-15 pages (double-spaced, no smaller than 10-pt font). It will be submitted as the final report, along with your revised versions of Parts I, message concepts and pre-test findings. You will work with media professionals who will take your recommendations to draft creative messages/storyboards. All of you will help conceptualize, write and direct a public service announcement that will be produced by a professional production company. The projects will involve the development of a marketing plan for the cause/client of the Alliance for Trails. Your tasks: 

Part I) Develop overall campaign objective; set specific marketing and advertising objectives; identify the target audience; background research of similar campaigns and successes and failures. Conduct and analyze audience research (interviews, surveys, focus groups, literature review). Determine the audience characteristics that will affect the campaign objective (likes/dislikes, fears, perceived pro’s and cons of risk behavior, media use); determine the principal idea for the campaign, desired outcome action. 

Message concepts) Draft media messages based on audience research

Pre-test messages) Conduct additional focus groups w/ audience members to test creative messages. Revise according to pre-test results.
Part II) Finalize creative messages and media plan. Choose appropriate channels, tone and style, determine execution requirements for dissemination, draft graphical lay-out of message/storyboard. Plan evaluation and dissemination strategy; how the effectiveness of your campaign will be documented.
You will work with a variety of community groups and experts throughout the semester: 
BikeNet
Alliance for Trails

Yellowstone River and Parks Association

Yellowstone Valley Cycling Club

Etc.

Dr. Sarah Keller, Professor of Communications and Safe Routes to School Activist Kathy Aragon have teamed up with the Alliance for Trails to develop a marketing campaign to foster a “Share the Road” mentality in Billings. The campaign is aimed at the general public in order to raise the awareness of the importance of pedestrian modes of transportation (e.g., biking, walking, running); support for the development of pedestrian routes (e.g., bicycle lanes, bicycle paths, sidewalks, trails, etc.); and safety of pedestrians among automobile traffic.
As students at MSU-Billings, you will be applying your communication and marketing skills to develop multi-media messages to address attitudes about trails and pedestrian activity in our community. The campaign also hopes to improve safety and support for pedestrian modes of transportation. 
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