JOMC 491.009 – Corporate Video Practicum for Advertising and Public Relations
Course Syllabus 

Spring 2014
Professor:  
Dr. Francesca Carpentier

Office:

Room 326 

Cell Phone:
919-259-0092
E-mail:

francesca@unc.edu

Office Hours:
MTWR 10:30am-11:30am or by appt
Class Hours: 
T 6:30pm-9:00pm
Classroom:  
Rm 132 Carroll Hall 

Required Text:  none
Required Supplies:   headphones, will also need to purchase video recording media (specifics to be discussed and demonstrated in class, estimated cost $20)

Recommended Supplies:  external memory (memory stick or external hard drive) 
Course Description:

This course merges the talents and skills of students in strategic communication and in journalism to apply digital video storytelling methods in helping clients realize their goals of raising awareness or promoting their organizations (e.g., services, community outreach) through video projects. 

Students will meet and work with clients to determine the best message to deliver via video. The students will pitch ideas, script the video, and then serve as directors, videographers, editors, and producers of these productions. By working in teams, students will learn from each other, as well as from the instructor. Together, they will hone their skills in digital video production, navigate through the process of client-based work, and develop an understanding of the considerations in producing corporate video. 

The primary objective of this course is to hone the video production skills needed to create a good quality field production, as well as introduce students to the world of dealing with clients and working in production groups.  Thus, the course focuses on the communication and production tools necessary to conceptualize, plan, and create a product.  Experimentation and practice are necessary to succeed in the course, and participation is absolutely vital for a passing grade.  The course is also intended to give students a glimpse of what they may expect in “the real world” of video production, both when working with clients and working as independent videographers.  Accordingly, there is no tolerance for tardiness, excessive absence, partial assignment completion, and other signs of irresponsibility, as these actions would typically result in loss of job or funding.
Attendance Policy:  


Students are afforded two “personal time off” (PTO) days. In other words, students get two free absences to use in any way they wish. Each absence after these two allotted days results in a half-grade deduction (e.g., a B becomes a B- at three absences).  The only exception is if you're dying and have medical documentation that justifies more than two consecutive absences. Thus, using the two absences toward the beginning of the semester and then becoming ill and needing a day off toward the end of the semester is not a sufficient excuse regardless of having a doctor’s note for that late illness, as the two allotted days could have been saved for such an emergency situation. In a job situation, any time taken off beyond the allotted PTO would come out of the employee’s pay. 

Late Assignments: 


Assignments are due at the beginning of class the day they are due, unless otherwise announced. Accepting late assignments is unfair to the students who have sacrificed to turn theirs in on time. Students can expect an automatic 50% deduction each day the assignment is late, based on the grade your late assignment would be given if it were not late. In other words, if a student would have received an 80% if the assignment were not late, this student would get a 40% if you turned it in some time after class the day it was due (one day late), a 20% if the student turned it in the day after it was due (two days late), etc.   
Grading:  


Students in this program are known for being exceptional; as such, they are graded according to the highest professional standards. The following list provides a breakdown and general description of the grading scheme that will be used in this course:
F = 59% or less, needs to consider a different field

D- = 60-62%, 
needs to consider a different field

D= 63-66%, 
needs to consider a different field

D+ = 67-69%, did not demonstrate understanding of the basics but tried

C- = 70-72%, 
has glimpses of potential in a limited range

C = 73-76%, 
acceptable work, follows instructions, understands basics, does the 



minimum to pass

C+ = 77-79%, 
good in one area of work, but consistent problems with another 



area

B- = 80-82%,  
needs a bit more polish, pretty good handle on things, participates 



in class, does more than the minimum

B = 83-86%, 
solid effort, would have no problem recommending this person

B+ = 87-89%, 
very good performance, consistently does more than required, a 



self-starter, would get an unqualified job recommendation

A- = 90-94%, 
stands out, good attitude, work is impressive in quality, very few 



problems, works like career depends on it

A = 95-100%, 
nearly perfect in execution, quality of work is exceptional    
Each project is graded based on the following criteria:  

· Pre-production (20%) – completion of required planning tasks, grammatical mechanics (writing should be grammatically correct and free of typos), adherence to writing format, thoroughness and extensiveness of planning, do-ability, thoroughness of conceptualization, translation of concept into workable material and actions, location scoping

· Picture quality (20%) – completion of gathering footage, focus, clarity of the target, lighting and light level, shot stability

· Composition (20%) – framing, amount and layout of information within a shot, relevance of information to story (or planned content), color, choice of zoom and angle in relation to story relevance

· Sound quality (20%) – clarity, volume, ratio between ambient sound and target sound, lack of distortion, purposeful or functional use of sound effects and/or music, proper use of microphones

· Editing (20%) – conciseness (how “tight” is it), continuity, variety of shots with respect to amount of information conveyed, amount of information conveyed with respect to story (or planned content), flow, cleanliness of edits, purposeful or functional use of transitions, pacing 

Deductions may be taken from the project grade based on failure to complete key elements of the project.  See individual project descriptions for more information about these deductions.

For each project, an initial team project grade will be based on the grading criteria 
outlined above.  


Students’ individual grades for each project will be based on the following:  

· 80% of the individual project grade will consist of the team grade. 

· The other 20% will be based on the student’s fellow team members’ confidential critiques of the student’s participation on the team. This 20% is essentially the participation grade, as the student’s level of participation will be reflected in the team member critiques.
Students are also required to write a reflection of their own participation in each project. This reflection helps put the team members’ critiques into context.

Failure to complete one’s own reflection and/or one’s critiques of his/her team members’ participation will result in a deduction of 10% from the student’s own individual project grade.

Honor Code:  

It is expected that each student in this class will conduct him/herself within the guidelines of the Honor System.  All academic work should be done with the high level of honesty and integrity that this University demands.

Class Projects (Subject to Change) -

Client: Pausback Advertising

Contact: Don Pausback

Focus: Mystic Bourbon

Needed by: End of January


Don Pausback is Creative Director of Pausback Advertising, a local firm who has worked with a list of large and small companies including: Blue Cross and Blue Shield, USAA Insurance, SAS, GlaxoSmithKline, Amoco, John Deere, McDonald’s, Ace Hardware, Grolsch Beer, Kraft Foods, Kanki Japanese Steak House, Sinclair Institute, National Pawn, Wearever Healthcare, Plastic Surgery Center, Capital Opera, Café Parizade, the Durham County Literacy Council, and the Durham Convention & Visitors Bureau.  


This semester, students will create videos of restaurant patrons’ initial responses to Mystic’s new product for a series of short (15 to 20 second) video snips that will be used online and possibly in television advertising spots. With the assistance of Pausback Advertising, tastings of the product will be set up at local (Chapel Hill or Durham) restaurant establishments. Videos will be of patrons tasting the liqueur for the first time and then giving their reaction (patrons will be asked for their reactions). All parties involved in the serving and tasting of the product will be of legal drinking age.

Client: UNC Gillings School of Global Public Health Minority Student Caucus

Contact: Laura Marshall

Focus: Annual Minority Health Conference

Needed by: End of February


Laura Marshall is the coordinator of this year’s conference. The conference, initially launched in 1977, highlights health issues of concern to people of color and attracts individuals interested in minority health to UNC, and specifically to the School of Global Public Health. The conference, including its keynote address, is held in the William and Ida Friday Continuing Education Center. The keynote is rebroadcast in a live webcast, which concludes with a discussion between a student host and the keynote speaker. Questions sent via social media are also addressed in this final discussion. This webcast is viewed by partner schools, including Tulane, UCLA, University of Illinois in Chicago, George Washington University, Harvard, University of North Texas, Meharry Medical College, and St. George’s University in Grenada.  


This semester, students will create a video opening to serve as the title sequence for this year’s webcast (airing February 28, 2014) and future webcasts. This opening will consist of images from past conferences, text, and music. The look and production of this opening will be left entirely to the students to create (with supervision). Students will meet with Laura Marshall to discuss the goals of this opening in terms of (1) setting the feel of the webcast, (2) conveying information about the conference, and (3) promoting UNC.
Client: Pausback Advertising
Contact: Don Pausback

Focus: National Pawn 
Needed by: End of March, earlier if possible

Don Pausback is Creative Director of Pausback Advertising, a local firm who has worked with a list of large and small companies including: Blue Cross and Blue Shield, USAA Insurance, SAS, GlaxoSmithKline, Amoco, John Deere, McDonald’s, Ace Hardware, Grolsch Beer, Kraft Foods, Kanki Japanese Steak House, Sinclair Institute, National Pawn, Wearever Healthcare, Plastic Surgery Center, Capital Opera, Café Parizade, the Durham County Literacy Council, and the Durham Convention & Visitors Bureau.  

This semester, students will create three or four short (2 to 3 minute) local advertising videos for National Pawn to be put on National Pawn’s website and possibly be shown in-store. Don Pausback will meet with students at the beginning of the semester to discuss the client, the strategy, and the scripting. Pausback will be primarily responsible for the script and will also hire professional talent to appear in the videos. Pausback will also help “direct” the video in a supervisory capacity, although script blocking, videography, editing, and ultimate directing will be performed by the students.  

Client: TBA

Contact: Merrill Rose

Focus: TBA 

Needed by: End of April

Students in this practicum course will also have a partnership with with JOMC 434’s Public Relations Campaigns course taught be Prof. Merrill Rose. Depending on the demands of the clients in the campaigns course and the time demands of this practicum, students will engage in either one or two video solutions for the campaigns course client. The number of videos produced through this partnership will be negotiated in class.     
Equipment User Policies
Spring 2014
Purpose

The UNC School of Journalism and Mass Communication provides audio-visual equipment that may be checked out by students for instructional and curricular purposes.  Equipment must be used solely and exclusively for assignments for School courses.  Equipment may not be used for non-School classes, internships or personal use.  

Eligibility

Students enrolled in School courses are eligible to check out equipment with authorization from the course instructor as outlined below. Prior to checking out equipment, students must present a valid UNC One Card, sign the Equipment User Agreement and agree to the Agreement’s terms and conditions.  Equipment may be checked out for 72 hours unless the course instructor contacts the Equipment Room manager to arrange a longer period.  The School reserves the right to revoke borrowing privileges of anyone who does not adhere to the Equipment User Policies and Equipment User Agreement.
Distribution

Students check out equipment from the Equipment Room in Carroll Hall.  Only the Equipment Room manager or designee may check out equipment to students.  Equipment may not be removed from the Equipment Room by other staff, faculty or students.   

The School has a limited supply of equipment available.  First priority will be given to students enrolled in classes that teach skills in digital media production.  Instructors for these classes must provide equipment lists and class rosters to the Equipment Room manager before equipment may be checked out.  These courses include:
	Course number
	Course name

	121
	Writing for Electronic Media

	180
	Beginning Photojournalism

	221
	Audio-Video Information Gathering

	421
	Electronic Journalism

	422
	Producing Television News 

	423
	Television News and Production Management

	426
	Producing Radio

	480
	Advanced Photojournalism

	481
	Documentary Photojournalism

	483
	Magazine Design

	491
	TV Sports Reporting 

	561
	Medical and Science Video Storytelling

	582
	Interactive Multimedia Narratives


Students enrolled in School of Journalism and Mass Communication courses other than those listed above or students participating in school-sponsored workshops may check out equipment based on availability and if authorized by the JOMC instructor.  The JOMC instructor must email the Equipment Room manager with the student’s name, PID, course number and purpose for which the equipment will be used before the student may be allowed to borrow equipment. 
Equipment User Agreement
Spring 2014

Course #/Instructor    JOMC 491.009 (Corporate Video Practicum) / Francesca Carpentier
Terms and Conditions
The UNC School of Journalism and Mass Communication (“School”) as owner hereby checks out to _____________________________________________ (“User”) and User hereby checks out from the School, the Equipment listed on Exhibit A of this Agreement, attached hereto.  
Equipment must be returned to the Equipment Room during workday hours by the date identified (“Due Date”) on Exhibit A.  If Equipment is not returned by the Due Date, User will receive a warning.  If User returns Equipment after the Due Date a second time, User will not be allowed to check out Equipment for the remainder of the semester. 
If User needs to use Equipment beyond the Due Date, User must return Equipment on or before the Due Date and receive a new Due Date from the Equipment Room manager.  

During the checkout period, only User may use Equipment.  Equipment must be used solely and exclusively for assignments for School courses.  Equipment may not be used for non-School classes, internships or personal use.  

User shall keep the Equipment clean and in good condition and working order throughout the term of the checkout period. If an item of Equipment listed on Exhibit A is returned in damaged condition, or if any item of the Equipment listed on Exhibit A is not returned for any reason, including but not limited to destruction, confiscation, theft or act of God, User shall pay to the School either the cost of repair or replacement.  The School shall have sole discretion to determine whether damaged equipment shall be replaced or repaired, and the School’s judgment shall be conclusive upon User.  User shall not attempt to repair, or authorize anyone else to repair, any item of Equipment that may be damaged.  Damage, destruction or loss must be reported to the Equipment Room no later than the beginning of the next workday following knowledge of such damage, destruction or loss.  User may not use or check out Equipment until the cost of any repair or replacement is paid.
I have read and understand the UNC School of Journalism and Mass Communication Equipment User Policies and Equipment User Agreement.
I understand that the provisions of this Agreement are legally binding.

The undersigned agrees to the terms of this Agreement.
__________________________    ___________________________    _______    ___________________
User Name


User Signature


Date
    PID
____________________________________
____________________________________


Email 



                              Cellphone

