JOMC 279: Advertising and Public Relations Research Methods, Spring 2014
Time & location:

M/W, 2 - 3:15 p.m., Carroll Hall 33

Instructor:


Dr. Maria Leonora (Nori) Comello

comello@email.unc.edu (Best way to reach me)

(919) 928-2440 cell

Skype: nori.comello

Office hours:


Th, 1-3:30 p.m., Carroll 226

By appointment at other times

Teaching assistant:

Laura Marshall

E-mail:



lhmarsha@live.unc.edu



Course prerequisite:  You must have passed Principles of Ad/PR in order to take this course.

Course objectives:  After the student has completed this course, she/he should be able to:

· Understand a myriad of quantitative and qualitative research options in the area of strategic communication (PR and advertising)

· Understand the strengths and weaknesses of these research methods and when best to apply them to client problems

· Explain when and how certain methods will answer certain client research problems and needs

· Learn to use and conduct research using these methods

· Learn to analyze data obtained by these research methods and apply findings to real-world issues
· Expand knowledge of publics/consumers/issues through primary and secondary research
Communication policy:  You are encouraged to e-mail me with any questions or comments you have throughout the semester. I will do my best to answer within 24 hours. If your e-mail relates to your group project, please copy your group members on the e-mail.  It is your responsibility to check your e-mail and Sakai regularly for messages and updates.

Students with disabilities:  If you have a diagnosed or suspected disability that you think might affect your performance in this course, you should contact the Department of Disability Services to determine whether and to what extent services or accommodations are available. If you think this might apply to you, please contact the Department of Disability Services at 962-8300 or visit the Department’s Website at http://disabilityservices.unc.edu. Please understand that I’m not qualified or permitted under University policies to provide any disability-related accommodations without authorization from DDS.

Diversity:  The University of North Carolina at Chapel Hill is committed to equality of educational opportunity. The University does not discriminate in offering access to its educational programs and activities on the basis of age, gender, race, color, national origin, religion, creed, disability, veteran’s status, sexual orientation, gender identity, or gender expression. The Dean of Students (Suite 1106, Student Academic Services Building, CB# 5100, 450 Ridge Road, Chapel Hill, NC 27599-5100 or [919] 966-4042) has been designated to handle inquiries regarding the University’s nondiscrimination policies.
Honor Code:  The Honor Code and the Campus Code, embodying the ideals of academic honesty, integrity and responsible citizenship, have for over 100 years governed the performance of all academic work and student conduct at the University.  Acceptance by a student of enrollment in the University presupposes a commitment to the principles embodied in these codes and a respect for this most significant University tradition. Your participation in this course comes with the expectation that your work will be completed in full observance of the Honor Code. Academic dishonesty in any form is unacceptable, because any breach in academic integrity, however small, strikes destructively at the University's life and work.  The Instrument of Student Judicial Governance, which contains the provisions of the Honor Code, states that students have four general responsibilities under the Code:

1) Obey and support the enforcement of the Honor Code;  2) Refrain from lying, cheating, or stealing; 3) Conduct themselves so as not to impair significantly the welfare or the educational opportunities of others in the University community; and 4) Refrain from conduct that impairs or may impair the capacity of University and associated personnel to perform their duties, manage resources, protect the safety and welfare of members of the University community, and maintain the integrity of the University.

The Instrument defines plagiarism as "deliberate or reckless representation of another's words, thoughts, or ideas as one's own without attribution in connection with submission of academic work, whether graded or otherwise."  Please submit all written work with the following pledge: “On my honor, I have neither given nor received unauthorized aid on this assignment.”

Readings:  We will rely primarily on the textbook Advertising and Public Relations Research by Jugenheimer and associates (see citation below).  You can find the text at the bookstore and on reserve at Park Library.  In addition, there may be readings outside of the text that will be made available on Sakai under Resources.
Jugenheimer, D.W., Bradley, S.D., Kelly, L.D., & Hudson, J.C. (2010). Advertising and Public Relations Research. Armonk, New York: M.E. Sharpe. 

Sakai:  Other than this syllabus, important information can be found on Sakai. The UNC Sakai service can be found at http://sakai.unc.edu. Updates will be frequent, so check back often for important course information. You are responsible for any course changes that may be made on Sakai, including changes to the syllabus or assignments.

Research participation requirement:  Students in all sections of JOMC 279 are required to complete three hours of research over the course of the semester.  There are two ways you can fulfill this requirement.  The first way is to participate in three hours of academic research studies in the School of Journalism and Mass Communication.  Participating in studies is a valuable way for you to receive first-hand experience with basic mass communication research.  You will be able to sign up online to participate in these studies.  

The second way to fulfill your research participation requirement is to write three two-page summaries and critiques of academic research articles.  Each review counts for one hour of research participation, and you may combine participation in the studies with article reviews to fulfill the research requirement.  To receive credit, your summary must comply with each of the following:

1. Article must have been published in the last two years.
2. Article must be from one of the following:  Journal of Advertising or Journal of Public Relations Research.  

3. Your summary must list, at the top of the page:  the author(s) of the article, the publication date, the article title, and the journal title.
Articles from these journals are available on-line through the UNC library Web site, and hard copies are available in the Park and Davis libraries. Article summaries are due on the last day of class.  

If you are enrolled in another JOMC class that has a research requirement, it will also satisfy the research requirement for this course. If you have any questions about the subject pool participation, please contact me or Professor Joe Bob Hester at joe.bob.hester@unc.edu. 

Attendance:  I consider this a professional environment. In the professional world, there’s no such thing as not attending a meeting or workday just because. So, treat attendance as a requirement.  That said, I understand that life happens. Family issues, health issues, and other concerns may, and do, occur. So, everyone will get THREE absences with no penalty. They can be excused or unexcused. Use them wisely because anything beyond these absences, whether there is a good reason or not, will result in point deductions. So, again, don’t use up your two excused absences just because…something may come up later in the semester when you really do need to miss class.  For every class beyond three absences, you will lose 1 point or 1% of your overall grade! If you are late, i.e., more than 5 minutes late, it will count as ½ an absence. 15 minutes late and it will count as a whole absence. 

Laptops and cell phones: Laptops are for purposes of taking class notes or doing in class assignments only. If you are caught using a computer for other means, you may lose the privilege of using it for the rest of the semester.  I reserve the right to answer your cell phone if it rings or vibrates. 

Grading and Assignments
This class is structured around one on-going group project. Although all assignments are related to an ultimate final project, the assignments vary between individual requirements and group requirements in hopes of allowing group work while also promoting individual learning, individual accountability, and unique grades.  Groups will be composed in the second week of class, based on the surveys you turn in after the first day.  At that time, your brand, company, candidate, or project will be assigned to your group. Your group (and you individually) will be graded on your written and verbal presentations.

In-depth grading rubrics and project requirements will be issued when each part of the overall assignment is assigned. This helps students know exactly what they’re being graded on for each specific assignment.  
There are three phases of research assignments:

1) Secondary Data (Secondary data project)
2) Qualitative Research (Focus group, in-depth interview, participant observation/ethnography)
3) Quantitative Data (Survey, experiment)
Note: Your Final Project includes all of the above assignments with additional research needed based on your earlier findings. 

Summary of Assignments:

1) Secondary data/background research (10 points):  This project will require your group to find appropriate secondary data to your problem or brand.  Your group will create a written secondary data report that will be turned in on Sakai.  You will need to coordinate with each other and share individual findings so that all group members see the “big picture.”
2) Focus group (10 points):  Your group will conduct a 30-minute focus group in class.  Groups will take turns facilitating and serving as participants.  When it is your group’s turn to facilitate, one of you will act as a moderator while the others will serve as note-takers and participants.  You will be joined by members of another group (for a total of about 9 participants in the group).  After 30 minutes, teams will switch, with the other group serving as facilitators and your group serving as participants.  Your group will turn in an analysis of the findings from the focus group conducted by your group.  ONE SUBMISSION PER GROUP
3) In-depth interviews (10 points):  This project will require you to interview two of your classmates to get their thoughts on your product or problem.  You will need to submit your interview questions, your findings from your interview, and your analysis on what could have improved or what was unexpected in the interview. Additionally, you will comment on how this is relevant for your project.  INDIVIDUAL SUMISSION
4) Participant observation and ethnography (10 points):  This project will require you to take field notes around campus on your observations of people/situations around a problem that you define.  You will then write up your field notes and share them with your peers. You will write-up an analysis of your own notes and of the ethnography process.  INDIVIDUAL SUBMISSION
5) Survey (10 points):  Your group will develop a survey that will apply to your problem.  Use findings from your earlier projects to help inform question development.  The survey will be an online survey administered by Qualtrics and will be taken by everyone in class.  The group will then analyze the data and submit the findings. Grades will be based on the group-submitted report.  ONE SUBMISSION PER GROUP
6) Split run experiment (10 points):  This project will require your group to come up with two versions of an ad, PSA, persuasive messages, visuals, or other stimulus that would apply to your client/issue.  The experiment will be administered via a Qualtrics online instrument and will be taken by everyone in class.  The group will then analyze the data and report the results.  ONE SUBMISSION PER GROUP
7) Final project (10 points) and presentation (10 points):  The final group project is a culmination of your previous assignments. You can use the data already collected for your problem or client, but it is expected that the final project will be an improved and consolidated version of what you have already turned in and researched.  A detailed grading rubric of final project expectations will be given out mid-semester and may be slightly tailored, depending on groups. All groups will present their projects to the class on one of three days designated at the end of the semester.  If you cannot make a presentation date, please alert me and your group members at least three weeks before that date!  ONE SUBMISSION PER GROUP
8) Peer evaluations mid-semester (5 points) and end of semester (5 points):  Your teammates will be evaluating your contributions to the group, and the average of these scores across your teammates will constitute your grade.  Mid-semester evaluations are a good opportunity revisit group work expectations to ensure effective work for the remainder of the class.
9) Research participation requirement (5 points):  See description provided above.
10) Pop quizzes (5 points total):  We will have 2-3 unannounced pop quizzes on random days throughout the semester.  If you have been doing the readings and paying attention in class, you should be just fine.  You will not be able to make up these quizzes if you miss class.
TOTAL:  100 POINTS

Late assignments:  10% off per day, based on the overall point value of that assignment. (i.e.: 1 point off per day on an assignment worth 10 points).
Extra credit:  It’s unlikely you will receive any extra credit opportunities in this course. In the rare and unlikely event that they occur, they will be class wide, so please don’t ask for individual extra credit assignments.

Summary of grading
	Assignment
	Points

	Secondary data
	10

	Focus group
	10

	In-depth interviews
	10

	Participant observation/ethnography
	10

	Survey
	10

	Experiment
	10

	Final project (written & presentation)
	20

	Peer evals (mid-semester and end)
	10

	Research participation
	5

	Pop quizzes
	5

	
	100


	Letter grade
	Range of points

Scores falling in between point ranges will be rounded to the nearest whole number.


	Interpretation

	A

A-
	95-100

90-94
	Highest level of attainment

	B+

B

B-
	87-89

83-86

80-82
	High level of attainment

	C+

C

C-
	77-79

73-76

70-72
	Adequate level of attainment

	D+

D
	67-69

60-66
	Minimal passing level of attainment

	F
	Below 60
	Failed, unacceptable performance


Course Schedule

· This schedule represents a good faith effort to outline our work over the course of the semester.  However, because our needs may change, the timeline and assignments are subject to change.  I will alert you via e-mail and Sakai of any changes in readings, assignments, due dates, etc., over the course of the semester.  Thank you for your flexibility.

· All due items are to be submitted by start of class unless otherwise noted.
· Submission of assignments is on Sakai under Assignments unless otherwise noted.

	WK
	DATE
	TOPIC
	DUE

	1
	Jan 8


	Course Introduction


	No readings due
Due Friday, Jan 10, by 2pm:  Complete online survey to assess project preferences.  Link posted on Sakai under Resources.

	2
	Jan 13
	Research process, group assignments, group work (pick client, set ground rules)
	Chapters 1, 2, 30, 31 (28 pgs)

	
	Jan 15
	The basics of research:   background and SWOT analysis
	Chapters 3, 4, 5 (18 pgs)

	3
	Jan 20
	NO CLASS  - HOLIDAY
	

	
	Jan 22
	Research resources, group work
	Begin work on secondary research report due Feb 3

	4
	Jan 27
	Online; Social Media; User Generated Content
	Chapter 7 (7 pgs)

Slideshare:  “Advertising Effectiveness:  Understanding the Value of a Social Media Impression”

	
	Jan 29
	Qualitative research methods
	Chapters 9, 10, 11 (22 pgs)

	5
	Feb 3
	Focus groups (lecture), group work (pick a moderator, develop moderator’s guide)
	No readings due
Submit secondary research reports (one per group, due by start of class)
Submit moderator’s guide (one per group, due by 12noon Feb 4)


	
	Feb 5
	IN-CLASS WORK DAY: Conduct your focus groups in class!
	For moderator:  prep to conduct focus group

	6
	Feb 10
	GUEST SPEAKER: Syndicated Research

TO BE ANNOUNCED
	Chapter 6 (7 pgs)


	
	Feb 12
	Interviews (lecture)
	Reading on interviews posted on Sakai

Submit focus group assignment

	7
	Feb 17
	IN-CLASS WORK DAY:  Take turns conducting interviews and being interviewed
	Prepare interview questions

	
	Feb 19
	Participant observation/Ethnography (lecture)
	Start thinking about survey questions suggested by research thus far

	8
	Feb 24
	IN-CLASS WORK DAY:  Observations in class & Carroll Hall
	Submit interview assignment

	
	Feb 26
	Qualitative de-brief
	Readings posted on Sakai

	9
	Mar 3
	Survey research, obtaining accurate responses, applying quantitative

research 
	Chapters 12, 17, 19 (32 pgs)
Submit participant observation assignment

	
	Mar 5
	Measurement, question wording, group work (developing survey questions)
	Chapters 14, 15 (31 pgs)

Submit peer evaluations

	10
	Mar 10 Mar 12
	SPRING BREAK – NO CLASSES!
	

	11
	Mar 17
	IN-CLASS WORK DAY – Qualtrics and building your survey in class
	Bring the survey questions you have been developing as a group; submit preview link by end of class.

	
	Mar 19
	Data analysis, statistics, and Excel


	Chapter 18, 28, and Part of 29 (pgs. 281-284) (24 pgs)

Submit link to finalized launched survey link (one per group) by 12noon Friday Mar 21.  I will post links to all.  Take all surveys by start of class Mar 26.

	12
	Mar 24
	Statistics review, sampling, scaling techniques
	Chapters 13, 16, 26 (36 pgs)

	
	Mar 26
	IN-CLASS WORK DAY: Begin to analyze data
	No readings due.  Be sure to have taken all other surveys by start of class!

	13
	Mar 31
	CLASS OPTIONAL:  I will be around to help with data analysis if needed
	

	
	Apr 2
	Experimental research (lecture)
	Chapters 20, 21 (23 pgs) – SKIM Chapter 23

Submit survey assignment

	14
	Apr 7
	IN-CLASS WORK DAY:  Group work to develop an experiment related to your client/issue using Qualtrics
	Come with ideas of ads, concepts, messages, etc., you would like to test.

Submit link to finalized launched Qualtrics survey (one per group) by 12noon Tues, Apr 8.  I will post links.

	
	Apr 9
	IN-CLASS WORK DAY:  Begin to analyze
	No readings due.  Be sure to have taken all other experiments by start of class.

	15
	Apr 14
	Quantitative research de-brief, guidelines for group presentations
	

	
	Apr 21
	GROUP PRESENTATIONS (5 groups)
	

	16
	Apr 23
	GROUP PRESENTATIONS (5 groups)
LAST DAY OF CLASS!
	If you are writing article summaries in lieu of research participation, the summaries are due by start of class.

	           Apr 28                                                                                             SUBMIT FINAL PAPERS AND PEER EVALUATIONS!



