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From the Editor

““We must become the change we want to see.”

In other words, from a teaching perspective,
we must_embrace the ideas, techniques,
and the current “what’s in” in order to
teach them.

Alot of us have lived through numerous
communication changes. Some of us
are old enough to remember life without
television: my first memory of TV | was
coming home from school to “see” to Kate
Smith singing When the Moon Comes
over the Mountain... | remember when
calculators were the size of a suitcase.
I recall using the telex machine for
international communication and, later,
struggling to use WordStar and SPSS
(prior to windows). And, | might add,
however did we deal without cell phones?

While | continue to tell students that
Wikipedia is not a “source,” it certainly
serves as my crib sheet when | need
to know about something quickly. And,
YouTube has provided countless “how
tos” for both my husband and me.

So, a few months ago conservative me
became a member of Facebook. | figured
it was time | understood what this social
media thing was all about. |1 had read
reports — research — and even the insert

— Mahatma Gandhi

about it from The Economist, but it only
became real when I got in to it and actually
used it. Have no fear, |1 do not “live” on
it; indeed, if you ask me to become your
friend it may take weeks for me to reply:
I was smart enough to use an almost
dormant email address as my contact. But,
I now understand Facebook.

For those of you who are still on the
edge about social media, this issue —
published with the assistance of the Direct
Marketing Educational Foundation and the
2009 Summit co-chair, Jack Schibrowsky
— will help to push you over the top. It will
also give you a number of other ideas to
ponder.

— Pat Rose

Journal of Advertising Education



How often do we really think about how we teach?
Maybe we should take-a step back — so that our
students-can take a step forward.

Each semester | assign three short papers as
part of the assessment of students for a Principles
of Advertising class. The first written assignment
went as planned with only the usual minor student
problems such as lateness and misinterpretation of the
assignment. However, as | was discussing the second
assignment, | began to hear groans from the students.
On the spur of the moment | changed the assignment.
I announced that I, 033too, was tired of reading their
assignments. My epiphany was realizing that | too
was bored with the assignments, yet | continued to
use them because of the ease of grading: | knew the
topics quite well.

As | stood in front of the class, still trying to
figure out what to assign, it came to me: | would
let the students give themselves the assignment. |
announced that the assignment was due on a certain
date and told the students to “just do something that
interested them.” | also told the students that | would
award five points on their final grade for the most
creative assignment.

At first the class seemed stunned. What did |
mean? What was the assignment? A few students got
it, but many did not. When asked questions by the
curious and the confused students, | answered with
“do whatever you want, just make sure that it is on
advertising.”

That night | received a few emails from students
trying to clear a topic with me. I had put the students
in an interesting position. They had to think for
themselves. Students wrote:

“lam stressing over this “doanything” assignment.
You mentioned something about watching the World

Invited Commentary
"Step Out of the Box"

Series to see if the people you are with pay any
attention to the commercials. If | do that how long
will my responses from each person be? And can
I even do that? Or | was thinking about making a
commercial like the MasterCard commercials. Is that
allowed?”

“I'm still having trouble coming up with an
assignment that isn’t a paper. Can | do a class
presentation on my topic? Do you have any other
ideas? What are we going to be graded on?”

From the emails | received and class comments,
it seemed as if some of the students were quite
insecure, worrying about grades or what to do.
Disappointingly, about 75% of the students wrote a
paper. Perhaps | should have stipulated no written
papers. However, the other 25% proved to be a joy.
Two students did collages. One was what the fashion
industry calls an “Inspiration board.” It is used in
an attempt to predict future fashion trends. The other
student went to Times Square in New York City
and photographed every advertisement she could
see. She then proceeded to make a collage of the
photos using words from the ads to make a statement
about consumerism and the clutter of advertising.
Two students collaborated to write a haiku about
advertising. A few wrote commercials including one
student who produced his own radio commercial. In
addition, | received a notebook full of advertisements
cut out of the New York Times while another student
handed in a set of photos of all the advertisements
seen in one day.

But, the most unusual assignment, and the
most creative, took me by surprise. As | walked
into class the day the assignment was due, a few
students walked up to me to tell me they had done
the additional assignment | had requested. | replied,
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“What assignment?” | was told that they had received
an email from me telling them to go to a certain web
site and write a one-page paper reviewing the site.
I had not given out this assignment. Apparently one
student had “punked” the class and me. When 1 told
the class, a few students became visibly upset about
having to do the extra assignment. While | was not
upset about this, | was concerned that my name was
used without my permission. When the “prankster”
contacted me after class, he explained that he had
done this to show how easy it was to fake email
messages and point wanted to point out the privacy
issues of the Internet. | explained this to the class at
the next session.

Motivating students to think creatively is a
daunting task. The paradox of teaching today is
that technology both enhances learning while, at
the same time, restricting it. Students have access
to the Internet’s vast information resources and the
wondrous software that makes their work product
easier to produce. However, William G. Spady (2000)
suggests that our industrial age (i.e., technology) has
created a set of boxes, which “give artificial definition
and meaning to educational matters” (p. 52). In my
case, students had been conditioned to think only of
writing a paper as an assignment. The evolution of
the mechanical typewriter to the Selectric, then to
the word processor, and currently to Word or Word
Perfect has conditioned us somewhat to the ease of
hand-in papers. If we need to present an idea we use
PowerPoint. If we need to organize data, we use Excel.
If we need to write, we use Word or Word perfect. .
There is little question that these tools make our lives
easier, but do they make us more innovative? Do they
help us think out-of-the-box? I suspect not.

In the reality of my classroom, | was continuing
the stereotypical written assignment. | was not
opening their minds, making them think about what
to do. Thus, when | gave the students a free-form
assignment, | shocked some of them, but still not
enough to get most of then to think outside the box.
It’s a slow process. Thus, my goal next semester is
to step further out-of-the-box and work harder to
push students to be more innovate in their thinking.
Perhaps | will refuse all written assignments.

— Chuck McMellon, Hofstra University

Spady, William G. (2000).
Breaking Out of the Box. American School
Board Journal, 187 (1), 52-53.
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Beyond The Banner:

Teaching Powerful Creative Techniques

In Digital Marketing

Peter M. Johnson, Pace University
Susan K. Jones, Ferris State University

The purposes of this article are to focus on two
areas of interest to marketing educators: First,
to describe the evolution of new techniques to
help students better utilize the creative power
of digital marketing; Secondly, to summarize
and highlight new digital marketing techniques
in both consumer and B2B marketing that can
be part of the learning objectives and teaching
portfolio in the class room of our new decade.

As technology and new digital usages
accelerate, course materials that take years
to write and edit are often out of date by the
time they are in the classroom. For example,
one of the most popular textbooks used in
adverting higher education is “Advertising
and Promotion” by George Belch and Michael
Belch. Their 9th edition, published in fall 2009,
contains over 800 pages, yet the book has just
two pages concerning advertising with social
networks and no mention of Facebook. Yet, in
2010 marketers are estimated to be spending
$2.2 billion worldwide in social network
advertising, driven primarily by the growth of
Facebook ads (eMarketer, 2009). This same
textbook’s social networking usage data dates
from 2007 and contains no mention of Twitter
or search engine optimization (SEO). This
is by no means intended as a criticism of the
authors or the teaching of sound principles of
integrated marketing communications. Rather
it is a telling illustration of how quickly new
creative techniques develop in digital marketing
and how challenging it is for instructors to stay
up to date.

There also remain significant generational

gaps between students and instructors in their
respective usage of digital media (Arafeh and
Levin 2003). Many marketing faculty that are
of the Gen-X and Baby Boomer generations
are less conversant with online and interactive
usage compared with their digitally native
twenty-something students (Shepherd, 2009).
Differences in technology usage experiences
(both professional and personal) may require
that instructors do more hands-on research
and expand their personal digital marketing
knowledge to be able to guide students with
experiences that will be most valuable and
marketable for them in the business world.

Going beyond the banner

In practice digital marketing is less a
combination of old and new but of the more
recent and the rapidly-evolving. The most well-
know manifestation of online marketing, the
banner ad, has been in use for just 15 years.
Our students will never remember a time when
there were no Internet banner ads. The first paid
Internet banners were placed on Hot Wired
(an early online version of Wired magazine)
in 1994. Those first online advertisements
contained static graphics along with the simple
words “click here” and some cases generated
click through rates of over 75% (D'Angelo,
2009). In online environment that students
experience today, highly animated and targeted
banners are considered successful with click
through rates of hundredths of a percent. Over
the past decade, advertisers have spent over $24
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billion in online banner display advertising. In
2009 alone online spending for banner ads was
estimated to be almost $4.7 billion, including
rich media and video. Yet many advertisers still
question if they are getting their money’s worth.
(IAB, June 2009)

A similar declination has happened with
email marketing. In 1996 email response rates
were comparable to those of direct mail, often
measured in the 2% to 5% range. Now email is
so ubiquitous that response rates are considered
successful with tenths of a percent. (DMA,
2009)

The instructional point for students
with this retrospective is to acknowledge
that positive customer responses to digital
marketing communications tend to atrophy
over time. As interactive usage expands
and proliferates, online audiences become
inured with look-alike messages and, thus,
to succeed marketers are challenged to
experiment with emerging technologies that
can deliver novel, relevant communications.

What students need to know about creating
effectively in digital media

Employers, including businesses and non-profit
organizations, are increasing the value they put
on the communication and collaborative aspects
of social media. Members of the millennial
generation who are employment candidates are
now expected to have extensive Internet and
social media skills (Wankel, 2009). Yet, while
students may be experienced personal users of
digital communications and social networks,
they are not necessarily knowledgeable in
the marketing applications of those digital
media. The challenge for the instructor is to
appreciate the experiential insights students
have and leverage them into effective marketing
communications for a target audience.

Areal world challenge in digital marketing is
the complex interrelationship between creative
and technology. This might be simply stated as
the combination of the content of the message
(creative) and the delivery of the message
(technology). In the practice of advertising
these two functions have very different
job responsibilities (design vs. information

architecture), highly distinct cultures (artists
vs. geeks), and, in practice, often completely
different working hours. Yet digital marketing
success demands that they work closely
together.

Figure 1: The Relationship Between
Creative and Technology

Ecommerce Marketing

Technology

Create opportunitiesfor intersection

In the classroom there is an opportunity to
explore the intersection of this dual relationship
by the development of “Branding Applications”
(Mairinger, 2008). A Branding Application is
software that allows digital users to perform
functions or take actions that relate that user to
the brand in a personal way. Examples of this
type of functionality in digital marketing may be
personalization, faster ways to find information,
accessibility and customization. A Branding
Application also could be playing a game,
connecting with a network or enabling a faster,
more intuitive buying experience. Whatever
the function is, students will need to articulate
what users want, understand the promise
that the brand represents and conceptualize
what technology can deliver. For example:

Users May Want BrandingApplication
~ Provides
-Action, immediacy Digital Video

-Personalization Email, cookies

-Anywhere | Am Mobile/GPS related
-Mental engagement ~ Games
-Helpmedo ___ Search,
recommendations
-Connect me with ___ Social networking

8
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The important exercise with Branding
Applications is to generate interaction between
creative and technical students and allow
creativity to iterate. This is the way interactive
marketing is done in actual practice by the best
digital advertising agencies. At these firms
creative and technology teams work together
in a collaborative process. Everyone -- from
design to project management to information
architecture -- is involved in the conceptual
stage and all are expected to meet at regular
intervals to build on each others’ work. Studies
have shown that this type of creative process
also correlates with higher integrated marketing
communications (IMC). When creative people
work with other groups, better, more diverse
campaigns result (Sasser, Koslow and Riordan
2007).

In an assignment students are not required
to write actual software code. Perhaps more
importantly they are tasked with describing the
customer need, explaining how the application
relates the customer to the brand and how the
use of a database can make the user experience
more relevant and rewarding. This assignment
can take the form of a simple schematic showing
user actions and a system’s responses to them.
Also important is for students to think about
and attempt to describe the type of database
information a marketer would require to make
the application function in an optimal way.

Students can be tasked to find models
for and examples of some of industry’s best
digital marketing and Branding Applications
at the Webby Awards www.webby awards.com

The 15 minute creative experience
Traditional advertising courses teach that the

developmentofadvertisingisahighly systematic
process. This process, refined by marketers
and their advertising agencies over decades,
requires customer insights, specialization and
is performed best by experienced creative
practitioners. Yet many students who use
Facebook (and most of them do) will be
aware of that network’s online “Create an Ad”
application. This online tool (which is a prime
example of a Branding Application) allows
registered Facebook users to target, create,
place and track advertising “in 15 minutes or
less.” Ads created with this application can
include headline, visuals, text and site links as
well as embedded tracking mechanisms. While
Facebook advertising content is limited to 25
characters for the headline and 135 characters
for the body copy, these ads can reach well-
defined segments of Facebook’s 300 million
worldwide registered users.

An assignment to have students go through
the ad creation process with Facebook has
several advantages. First, it requires that
they perform basics elements of good digital
marketing terms of targeting, user benefits,
content and measurement. Secondly, it provides
astandardized creative template with which they
are familiar and on which they and their peers
can make critiques and provide discussion. Part
of this discussion also can be the limitations
of do-it-yourself creative and why in high risk
business situations professional communicators
are needed. Thirdly, the Facebook tool is quick,
easily accessible and Facbeook provides all
needed tutorial instructions. By using the
case studies from Facebook students also can
understand the difference between impressions
(CPM) and cost per click (CPC), how advertisers

Figure 2:
Developing Branding Applications

-"%,
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use them and why one is more expensive than
the other.

Students may also be asked to evaluate and
assess a recently added Facebook feature that
allowsadvertising to friends of amarketer’s fans.
This new "Friends of Connections" targeting
feature allows digital marketers to expand their
audience reach by delivering targeted ads to the
friends of Facebook users already connected
with the marketer’s fan page, application, group
or event. So when someone sees the ad, they
will see which of their friends also is a fan.
Previously, advertisers could only target people
who "fanned" their pages, used their applications,
or signed up to any company groups or events
via the site. This use of Facebook’s database
and multiple networking has instructive
potential for discussions of targeting, the power
of multiple networks and online privacy issues.

Keywords are key

While all students will be familiar with Google
and online search as users, many may not be
familiar with the paid search revenue model
and how it works for advertisers. Sponsored
keyword search on Google and business-to-
business sites like business.com is one of the
fastest growing segments of digital marketing.
Spending on sponsored search in the U.S.
is projected to grow by 6% in 2010 to $11.4
billion. This growth is largely due to the fact
that paid keyword search advertising fits
many of the ideals of digital marketing: it is
easily measurable, cost-effective, adjustable in
real time and affordable for even the smallest
businesses. What is not as well know is that
paid search also can also be highly creative in
the words and phrases that are selected. With
sponsored search and pay-per-click advertising
digital marketers can purchase specific keywords
that when searched will refer searchers to their
sites. Keyword purchase options include pay-
per-click (PPC), so that marketers can invest
just a few dollars at a time if they wish, and
test as many different keywords and ads as they
choose - either for lead generation, actual selling
of products, or both. To educate advertisers (and
students) about the keyword process Google
offers extensive self-study tools and online

videos. A certification test to become a Google
Advertising Professional costs just $50.00.
Google Analytics and other online monitoring
systems also are available free to help students
learn to evaluate the effectiveness of online
campaigns and make changes that show up
almost instantly. There also exist models to
forecast click through rate (CTR) and revenue
maximization based on the relevance of the
search terms and the advertiser’s willingness
pay (Feng, et.al. 2007).

A very successful hands-on learning
opportunity in paid keyword search isthe Google
Online Marketing Challenge. http:/Amww.
google.com/onlinechallenge/ This worldwide
event has been developed with the collaboration
of higher education faculty to allow students
to get practical digital marketing experience
by using Google. In this competitive program
student teams in participating classes receive
$200 of free online advertising with Google
AdWords. These teams then locate and work
with local businesses to act as that business’s
digital agency to create online marketing
campaigns using keywords. Teams run their
campaigns through Google analytics and can
assess results in real time and recommendations
to their clients.

On asmaller scale, students may be assigned
to think about and develop creative, outside-
the-box lists of keywords that would relate to
a wide variety of paid searches for a brand.
The responsiveness of these lists can easily be
demonstrated using Google and Yahoo search
in class. Given a budget and estimated response
rates students can assess and discuss the
costs and expected ROI of a set of keywords.

Business-to-Business digital marketing

While it is instructive to have students apply
their personal experiences with consumer
brands such as soft drinks and iPhones, after
graduation most students from marketing
and advertising programs are likely to work
in business-to business (B2B) environments.
(Ackerman, et. al., 2003). To help them be better
prepared, the relevance of their course work
may benefit by integrating new B2B digital
marketing techniques into the pedagogical

10
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process. Business-to-business (B2B) buyers
and sellers were among the first to discover
the benefits of e-commerce, both for saving
money and making money. B2B marketers
have also found productive opportunities to use
digital marketing to pave the way for face-to-
face selling. These and other digital marketing
business applications may be successfully
integrated into numerous aspects of advertising
curricula (Jones, 2009).

From its first use in the mid-1990s, email
was modeled on the principles of direct mail and
email remains one of the most prevalent forms
of B2B digital marketing. In 2009 the Direct
Marketing Association named e-mail the most
cost-effective medium ever invented, with ROI
in the $43.00 range for every dollar invested
(Direct Marketing Association, 2008-2009).
While email is very familiar to students as a
personal and academic communications tool,
they will benefit by appreciating its utility as
an efficient way to communicate with business
customers and prospects. In addition, students
need to know how email digital marketing is
measured — an extremely positive business
attribute when real world budgets are tight. With
proper preparation and tracking mechanisms

in place, leads, orders, and long-term value
of customers can all be calculated with high
accuracy. A simple creative assignment that
combines analysis with information is to require
students to subscribe to a free email newsletter
from Ad Age Digital or Creativity. From an
information standpoint the email newsletters
keep students informed of the latest trends in
digital marketing. These email newsletters also
provide a class-wide example to estimate how
real world B2B users respond, how compelling
the offers are and what the ROI may be.

Digital marketers have discovered that
B2B social networking is highly effective
with the additional positive attribute that
social networking generally involves more
of a commitment of time than of marketing
funds (Jones, 2009). Basic posting, contacts
and connection functions on networks such
as LinkedIn and Plaxo are free and corporate
upgrades are quite inexpensive. In two years
LinkedIn has grown from 14 million users to
44 million users (Hoffman, 2009) making it
the largest social network in the B2B space.
Students that are close to graduation should be
encouraged to resister on LinkedIn and begin
building a professional network. Differences

Fig
Business-to-Business Websites Recognized in 2009 by B2B Magazine

ure 3:

Firm Name URL Target Audiences

Automatic Data www.adp.com Businesses with fewer than 10 employees

Processing (ADP)

37signals http://basecamphg.com | Businesses, employees, job-seekers, investors,
analysts and media

Getty Images www.gettyimages.com | Agencies, media companies, bloggers

Iridesco www.getharvest.com Businesses with fewer than 10 employees

McMaster-Carr WWW.mcmaster.com Manufacturers and large commercial facilities

Office Depot www.officedepot.com | Individual entrepreneurs and small-midsize
businesses

Ounce Labs www.ouncel abs.com C-level executives, I T staffers, security anaysts
and software devel opers

Smith & Fong, Co. | www.plyboo.com Interior designers, architectural community,
homeowners

Spiceworks www.spiceworks.com | IT professionalsin midsize businesses, companies
with <500 employees.

Trane www.trane.com/ Building executives and owners, contractors, en-

commercial gineers, facility managers, job seekers and media
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between Facebook and Linked can be explained
and its value as a business search and networking
tool demonstrated in class. For example, ask
registered students to do a LinkedIn search for
recent alumni of their school with keywords
that relate to the students’ career interests and
geographic preference. In most cases dozens
of potential network opportunities will result.
Another demonstration is to ask students to
do a LinkedIn search of firms that they would
like to contact for employment. The results
also should immediately demonstrate the
extent of this B2B network and its application
to professional uses. Students also may be
interested to know that one of the primary
uses of LinkedIn is recruitment (Lynch, 2009).

Learning from the best of B2B
Acompany’sWebsite represents the culmination
of virtually all aspects of that brand’s relationship
with customers and prospects and the Branding
Applications in use. Virtually every digital
marketing technique, from search to social
media, ultimately directs users to the firm’s
online presence. Thus, a well designed Web site
should incorporate all of the best aspects of its
related digital marketing communications.

A highly productive and hands-on way
for students to understand elements of good
Websites is to learn from what businesses
consider to be the best. Each year, B2B Magazine

publishes its list of “10 Great Web Sites,” as
selected by a panel of top design and usability
experts. To earn this designation each Web site
is evaluated by three factors. First the site must
provide visitors with clear, concise product and
company information; second it must reflect a
company’s brand consistently and, third, engage
users in dialog, whether about an industry trend
or about next steps toward evaluating a purchase
(Bannan, 2009). Companies recognized in 2009
include:

These Web sites can function as a preset
online learning lab for excellence in B2B
E-Commerce as they incorporate all elements
of current digital marketing and have a wide
variety of Branding Applications to evaluate.
Comparisons of elements that these sites
have in common and how these elements
interact with the business user can reinforce
the  creative/technology interrelationships.

Conclusions about new techniques in digital
marketing

While established digital techniques such as
banner advertising and email can be expected to
be in use as today’s students begin their careers
in the new decade, it seem equally likely that
innovations such as social network advertising
and Twitter will keep digital marketing highly
dynamic. In this rapidly evolving Web 2.0
environmenteventhemostdigitallysophisticated

o _ Figure 4: )
Digital Creative Development Techniques

Business
Sector

Creative Learning
Objective

Assignment/Technique

Consumer B2C | Branding applications

Create a hypothetical application that provides
users with the experience of the brand

Social media advertising

Usethe “Create an Ad” tool on Facebook;
target an audience, develop content, estimate
the response rate and ROI

Both Consumer
& B2B

Paid keyword search

» Research Google analytics and define CTR
and PPC

« Google online challenge

» Keyword list and estimate CTR

B2B Email marketing

Develop lists and an offer for ...

Social networking

Test LinkedIn for job-related searches and
build a professional network

Website design and usability

Review and critique “ 10 Great Websites’
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instructors will be challenged to keep current
with every new marketing technique. Our recent
research and teaching practice, as summarized
in this article, present a selection of creative
digital marketing techniques that can help keep
teaching contemporary and motivate students to
embrace the new. When taught in combination
with established advertising curricula these
techniques have three advantages. First,
they allow students to apply basic marketing
communications principles to a digital world
with which they are familiar as users. Secondly,
they keep teaching content up to date and expand
on established texts and pedagogy. Thirdly,
they build a foundation for the intersection of
creativity and new technology as practiced in
business.

One note of caution is appropriate. A major
challenge that the authors have found in using
these digital creative approaches with classes
is the time and focus of the students. If digital
assignments are made in addition to or on top
of existing traditional advertising curriculum
they can be seen as extra work and participation
may be low if there is no offset with class time
(Jones, 2009). Computer lab time and online
demonstrations and explorations in-class are just
a few ways the time factor may be addressed.

It is important that students understand
the business relevance benefit of a particular
digital technique and that expectations are set
before out of class work begins. Students also
should be directed to the guiding marketing
communications principles that relate to these
new creative techniques of digital marketing.
Two things seem to be certain: that digital
marketing will change more rapidly than
textbook publishing cycles; and that businesses
will expect our students of today to be the
creative and technical drivers of those changes.
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It's Not New to Them:

Using Ning.com to Enhance Student Engagement
in the Study of Social Web Marketing and
Web 2.0 Direct Response Methods

Alyssa Eckman, University of Kentucky

Advertising and marketing professionals such
as-Weber (2007) and Brymer (2009) speak to
the value of engaging consumers via online
social networks to establish relationships and
increase lifetime value. Yet, students tend to
display blasé, almost bored attitude toward
the potential value of Web 2.0 applications to
direct response and marketing strategies. There
is no excitement — no added enthusiasm for
investigating this seemingly innovative realm
for message delivery to potential prospects.
Why? Because social media is nothing new to
them. Rather, it is a taken-for-granted aspect
of their daily lives. The ubiquitous nature of
social media applications such as LinkedIn,
Ning, Twitter, YouTube, Flickr, and Facebook
are no more “new” to our students than the
“traditional” mediums of television and radio
have been those of us in the over-30s and -40s
demographic.

As noted by Prensky (2001) and subsequently
by Kalamas, Mitchell and Lester (2009)
marketing educators facing this communication
gap between themselves and their students
and are in search of ways to reduce the divide
between “the digital immigrants, educators,
and the digital natives, students” (Prensky, p.
51). While many educators are still developing
the basic skills and knowledge needed to
effectively connect to others in the digital
sphere, our students are already expert online
content producers (McGee & Diaz, 2007),
(Dye, 2007). Oblinger & Oblinger (2006) refer

to those digital natives born since the 1980s as
the “Net Generation.” Current Net Generation
college students have grown up using multiple
forms of online social media, and it’s now up
to faculty to catch up, gain understanding, and
engage students in active learning modalities.

Caravella, Zahay, Jaeger & Ekachai (2009)
provided some suggestions for integrating \Web
2.0technologiesto increase studentengagement,
suchasblogs, podcasts, and content management
systems (CMS), such as Joomla! (www.joomla.
org). These methods were deemed successful,
in part, because each “mirrored the interactive
world our students live in when they are not
in our classroom” (Caravella et al, p. 63). The
authors further encouraged colleagues to take
the leap of faith to deploy Web 2.0 technology
into the students’ learning environments,
encouraging us by saying, “Web 2.0-based
applications are growing because they are easy
to use, and there are lots of choices — so if you
don’t find something to be easy, go find another
application” (p. 63).

Enter Ning (http://www.ning.com) and the
learning environments it can provide to direct
marketing educators. Ning is an online platform
that allows users to create, according to the
Ning home page, “your own social network
for anything.” Best of all, Ning is easy to use
— even for a digital immigrant who may lack
the technical know-how needed to design and
maintain a more traditional web page. Creating
a Ning social networking site is also free,

Spring 2010

15



and the network one creates closely mirrors
the environment of the social networks most
familiar to the Net Generation: Facebook and
My Space.

Ning was created in 2004 by Netscape
pioneer Marc Andreessen and current Ning CEO
Gina Bianchini, who also co-founded Harmonic
Communications, an advertising analytics
company later sold to Dentsu (Humphries,
2008). Ning is a white label social networking
platform that allows users to build their own
social networks from scratch, including
selecting a unique name. The site’s domain
name then becomes, http://myname.ning.com.
For example, one of this author’s Ning sites is
http://1ISC461.ning.com and another is http:/
London0910.ning.com. Other white label
platforms include KickApps, CrowdVine, and
Groupsite (formerly CollectiveX). Afterareview
nine such providers, the online technology
review site  http://www.TechCrunch.com
concluded that Ning, “provides the best platform
for setting up good-looking, sophisticated social
networks with minimal effort” (Hendrickson,
2007). It’s that ease of use that makes Ning
such a viable option for establishing an online
learning community.

Ning has relied on social networking to
expand its own membership ranks. It now
hosts more than 1.6 million social networks,
with a total of more than 37 million members
(Spinks, 2009). According to Maney, K.,
Kattan, & Partanen, A. (2009), Ning is adding
approximately 2.5 million new members
monthly. Ming’s revenue is largely generated
via Google AdSense, and contextual Google
links are placed along the right column on every
page within a free Ning social network site.
However, a site creator can opt to pay a $24.95
monthly fee to remove the ads from their site.

Other premium services offered by Ning
include the option to pay an additional $24.94
monthly fee to remove all Ning promotional
links fromasite’s pages. By paying to remove the
Ning promotions, a user is also able to remove
the Ning brand name from the domain and link
to their own custom domain name. An example
of this is a Ning site created to add a specialized
social network to www.marthastewart.com,

found at http://dreamers.marthastuart.com. An
experienced Ning user can quickly discern that
Martha Stuart Living (owned by Omnimedia)
has tapped into the many advantages of using a
white label social network like Ning. The Ning
site with the largest number of users — currently
more than 470,000 registered members - is
believed to be http://Thisis50.com, which was
established by rapper Curtis “50 Cent” Jackson
(MacMillan, 2008). Since sites like these
require considerably more than the 10 GB of
storage and 100GB of bandwidth available to a
free Ning site, creators have the opportunity to
pay $9.95 per month for each additional 10GB
of storage and 100GB of bandwidth.

While the cost of these optional premium
services can add up, a free Ning site has proven
to be more than adequately functional for use as
an online learning community for a university
class. The 10GB of storage and 100GB of
bandwidth are large enough to hold the data
equivalent to 5,000 photos or 500 videos. The
administrative controls offered to the site creator
make it simple to limit or eliminate a student’s
ability to upload files that require exorbitant
levels of storage. Of course, instructors with
larger class sizes (100+ students) may need
to completely eliminate the student members’
option to post images or video.

The Google contextual ads have not proven
to be disruptive in the learning environments
provided by the Ning social network sites. In
fact, the presence of such targeted, contextual
messages can be utilized as a teaching tool.
The students can monitor which advertisers are
targeting our site members and discuss how our
individual membership profiles may be affecting
ad placement. For example, students started
noting the large number of Google links related
to the United Kingdom on the site. After some
discussion, one student made the connection
that the instructor regularly teaches courses in
England and operates Ning sites to facilitate
communication with students. Use of a Ning
site may also proved a good means of studying
online metrics for a direct marketing curriculum.
Ning encourages active measurement by its
member sites by allowing site creators to add an
Analytics box to the site for placement of any
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JavaScript or HTML code, including those for
web analytics software available from providers
such as Google Analytics.

Any course on database or direct marketing
wouldnotbe complete withoutlessons pertaining
to consumer privacy. Ning’s own privacy policy
serves as a launching point for a student online
privacy project. Jill Nissen, Ning vice president
and chief policy officer, posted a blog entry
announcing updates to Ning’s privacy policy on
December 22, 2009. Nissen said the company’s
goal was to make it easier for users to understand
the Ning’s use of personal information gathered
from members and to clarify the roles of third
parties. She noted, “In the updated policy, we’ve
provided more detailed information about the
collection and use of non-personally identifiable
information by ad networks, ad servers and other
third parties. We’ve also added information
about the choices you have regarding the
collection and use of this information” (Nissen
2009). In past courses the author’s students
have begun their privacy project by applying
the Direct Marketing Association’s privacy
policy tips and recommended best practices
to analyze and critique the Ning policy. They
were then assigned two other online sites for
privacy policy review and analysis and asked to
conclude which of the sites they evaluated best
adhere to the DMA’s recommendations. Because
Ning uses cookies and web beacons to collect
personal information, using its privacy notice
as a starting point also allows for discussion
of relevant issues such as online behavioral
monitoring and consumer protections regulated
by the Federal Trade Commission.

One of the greatest advantages of using a
Ning site is the extensive options it provides for
student involvement in a digital environment.
While course management software interfaces
such as Blackboard allow for the creation of an
electronically based classroom community, the
Ning platform offers options that more closely
simulate broader social networks. The recently
released Blackboard Learn Release 9.0 does
allow students to journal, create their own blogs,
and participate in discussion groups, but it does
not offer students flexibility to create their own
sense of personalized online space, which is a

hallmark of the social web. In Caravella, Zahay,
Jaeger & Ekachai (2009), Debra Zahay reported
increased student involvement in a blog created
for the course than what she had received when
previously using Blackboard to engage students
in discussion. The Ning platform provides and
even broader opportunity for students to create
their own web content, including the use of their
own CSS (cascading style sheets). Further, this
initial use study indicates that this high level
of interactivity further enhanced learning as
students became more personally invested in
how they presented their member pages.

After being invited by a site creator to join
a Ning social network site, each Ning site
member creates his/her own page — complete
with customizable backgrounds. Advanced web
users can use his/her own CSS to enhance their
member pages while others can easily select
from more than 50 pre-set options provided
by Ning. On their individual member pages
students can write their own blog, post photos
and videos, download widgits and applications,
start their own discussion forum, create event
calendars, and add in and out RSS feeds. Each
Ning site creator — in this case the instructor —
retains management control of the site. Settings
can be used to pre-screen postings and control
membership. In initial trials of using a Ning
site as a teaching tool, site membership was
kept private, allowing only those invited to
join the course’s social network site. Any Ning
social network site can also be made public and
allow for full CSV (comma separated values)
importing and web optimization. This option
may be implemented in future course offerings
to allow students to engage in a SEO project and
work to attract new members, just as one would
recruit new members to populate a branded
social web site.

Students were also allowed to create public
and private groups within their own member
page, which were then utilized to facilitate
planning and file sharing for group projects.
The private groups function was especially
useful because students were preparing entries
for the DMEF’s Collegiate Echo Challenge
and did not want to share ideas with competing
groups. Each group page includes an easy-to-
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use “send message to group” function that
any group member can use to email all the
group’s members. Students also used a running
discussion section to keep one another updated
on progress made on the Challenge and to share
ideas about possible strategies and tactics.
Because the instructor was also a member of
each group, it served as a means of monitoring
activity and providing input and feedback.
Another application students found useful
was a Ning feature called Events. Using this
function, students can schedule face-to-face
group meeting or schedule live online chat
sessions. Event creators can control whether an
event is public or private — meaning the every
creator can decide who to invite Invitations are
made by typing in individual email addresses,
selecting from one’s Ning friends list, or by
importing an entire address book from another
address book application like Outlook. An
updated RSVP section is maintained. When the
event date and time passes, Ning automatically
removes it from the Ning page, which simplifies
site upkeep for the site creator.
TheNingsitewasusedforotherclassactivities
as well. Through the Ning site, students reported
on direct marketing case studies, posting their
reports for the entire class to review. This was a
graded course requirement. While the instructor
could review such responses, online feedback
and grading was not an option because of
privacy limitations. Testing and grade reporting
is one area where Ning falls short compared
to other digital learning environments, such as
Blackboard. However, Ning was not designed
to promote a great deal of private interactions
— that would depart from the communal spirit
of open social networking. Thus, Ning does not
function as a platform for conducting online
tests or quizzes or the online posting of grades.
Based on this trial classroom study, the use of
aNing site holds promise as a means of engaging
the digital natives (students) in a digital learning
environment. Through informal polling at the
onset of the course, students reported paying
little heed to marketers’ efforts to engage them
within the digital universe. After using the
class Ning site to focus upon the potential uses
and applications of social network marketing

and other Web 2.0-based strategies, students
reported a much broader sensibility about the
means and methods of influencer marketing
tactics and the potential value of social web
marketing for consumer engagement, loyalty
building, and referral.

This initial application of a Ning site in direct
marketing education supports McNeely’s (2005)
conclusion that, “This is how the Net Generation
learns: by doing.” As Ning continues to develop
and offer new applications — including those
aimedatrevenue generation—thisonlinelearning
environment may also come to serve as an online
laboratory for the Net Generation to “do” direct
marketing in a virtual, yet real, environment.
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Social Networks:
Facebook’s Role

in the Advertising Classroom

Caroline Lego Mufiioz, Fairleigh Dickinson University
Terri L. Towner, Oakland University

We live in revolutionary Web 2.0 times.
Consumers-are immersing themselves in a
myriad of Web 2.0 tools (e.g., Facebook, twitter,
flicker, YouTube, wikis, and Second Life),
discovering not only their social value, but
also their ability to harness group knowledge,
facilitate an online community, and increase an
individual’s media literacy. At present, relatively
few conceptual and case articles (e.g., Cain,
2008, Dalsgaard, 2008; Griffith & Liyanage,
2008; Huijser, 2008; Lockyer & Patterson,
2008; Pence, 2007; Tynes, 2007; \elasquez,
Graham, & McCollum, 2009) or empirical
research have been conducted on the value of
web 2.0 in education (e.g., DeSchryver, Mishra,
Koehler, & Francis, 2009; Ferdig, Dawson,
Black, Black, & Thompson, 2008; Greenhow &
Robelia, 2009a, 2009b; Hewitt & Forte, 2006;
Luckin, Wilma, Graber, Logan, Mee, & Oliver,
2009; Madge, Meek, Wellens, & Hooley, 2009;
Mazer, Murphy, & Simonds, 2007, 2009;
Schroeder & Greenbowe, 2009; Selwyn, 2009).
Within the marketing education literature,
only wikis (Cronin, 2009; Workman 2008)
and virtual worlds (Wood, Solomon & Allen,
2008) have been addressed. Unfortunately, the
educational value of social network sites (SNS)
has not been closely examined. In addition,
while some education-related research on SNS
does exist, the field of marketing has not begun
to explore its potential educational value.
Social network sites, such as Myspace,
Facebook, and Linkedin, have become

immensely popular. Currently, Facebook
has more than 300 million users, over 100
million log on at least once every day and
approximately 70% of users are outside of the
U.S. (Facebook, 2009). Specific adoption rates
of Facebook for college students are reported
to be between 85-96% (Salaway, Caruso, &
Mark, 2008; Tufekci, 2008; Lampe Ellison &
Steinfield, 2006; Stuzman, 2008). A 2006 study
found that 21.6% of college students surveyed
logged into Facebook more than once a day,
25.4% once a day, and 22.4% more than once
a week but less than once a day (Acquisti &
Gross, 2006). More recently, Stutzman (2008)
found that undergraduate students surveyed
spent 51 minutes a day on Facebook.

Social network sites are “web-based services
that allow individuals to (1) construct a public
or semi-public profile within a bounded system,
(2) articulate a list of other users with whom
they share a connection, and (3) view and
traverse their list of connections and those made
by others within the system” (boyd & Ellison,
2008, p. 211). Individuals often use SNS to
maintain and strengthen a social connections
with friends (Joinson, 2008; Lampe, Ellison, &
Steinfield, 2006; Luckin, Wilma, Graber, Logan,
Mee, & Oliver, 2009; Raacke & Bonds-Raacke,
2008; Salaway, Caruso, & Mark, 2008). Other
reasons to use SNS range from integrating into
a new school setting to expressing views and
opinions in a public forum (Agarwal & Mital,
2009; Joinson, 2008; Madge, Meek, Wellens, &
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Hooley, 2009; Raacke & Bonds-Raacke, 2008;
Salaway, Caruso, & Mark, 2008). In addition,
SNS can also provide spaces for learning
(Greenhow & Robelia, 2009a, 2009b; Tynes,
2007).

Currently, public opinion and literature
on Facebook’s educational value is mixed.
Pedagogical advantages include increasing
teacher-student and student-student interaction
via its web-based platform (Griffith & Liyanage,
2008; Li & Pitts, 2009; Mazer, Murphy,
and Simonds 2007, 2009); increasing class
satisfaction, a sense of community and class
performance (Beaudoin, 2002; Dawson, 2006;
Driver, 2002; Fulford & Zhang, 1993); assisting
students in completing their coursework (Chu &
Meulemans, 2008; Greenhow & Robelia, 20094,
2009b; Jones, Johnson-Yale,  Millermaier,
& Perez, 2008; Madge, Meek, Wellens, &
Hooley, 2009; NSBA, 2007; Salaway, Caruso,
& Mark, 2008); empowering students to
contribute relevant course related content; and
providing a communication vehicle that is
conducive to Generation Y learning styles and
expectations (Drea, Tripp & Stuenkel, 2005;
Palfrey & Gasser, 2008). Compared to other
web courseware packages (e.g., Blackboard)
there are also additional technological gains
(e.g., video and photo sharing). Lastly, students
can learn how to professionally use a social
network site and increase their media literacy in
the process (Cain, 2008).

Numerous criticisms have been directed
at implementing Facebook in the classroom
(Hewitt & Forte, 2006; Lipka, 2007; Madge,
Meek, Wellens, & Hooley, 2009; Selwyn,
2009). Principle amongst them are concerns
about privacy (Acquisti & Gross, 2006; Gross &
Acquisti, 2005; Hewitt & Forte, 2006; Tufekci,
2008 ), intellectual property rights (Stone &
Stelter, 2009), the blurring of professional
boundaries between students and educators
(Hewitt & Forte, 2006; Lockyer & Patterson,
2008), and the opinion that faculty should
simply avoid “educationally appropriating”
these “backstage” social spaces (Selwyn, 2007).
Despite the disadvantages mentioned, there
are a number of strategies that an instructor
can employ to reduce or eliminate the pitfalls

of using Facebook within the classroom. For
example, an instructor can create an additional
Facebook profile for professional use only. In
addition, instructors can decide to not view
students’ personal profile pages, not request
students to be their Facebook “friends,”
make student involvement with Facebook
optional, use course group privacy settings and
encourage students to use their privacy settings.

Levels of Course Integration

Integrating Facebook into an advertising
class can occur through a number of different
methods. The list below provides an overview
of four different ways Facebook can be used.
The Profile page is the simplest option to
implement, whereas the integration of Facebook
applications (in conjunction with the other
methods illustrated) is the most comprehensive.
A Facebook Profile page must be created
before a course group, fan page, and Facebook
application can be used.

1) Profile Page: The Profile page allows
instructors to share a variety of information
with students. Instructors can add professional
information, such as their office hours,
email, and office address, as well as personal
information, such as photos, favorite activities,
and interests. For educational purposes, the
Profile page can be used to communicate
with students via Facebook messaging,
“chat,” the “wall,” creating events, or writing
“notes.” Using these features, instructors can
hold virtual office hours, respond to student
guestions, make announcements, advertise an
event, and post relevant marketing material and
information (i.e., videos, websites, book lists,
advertisements, marketing groups, etc.).

2) Creating a Course Group: A separate
group can be created specifically for a course,
functioning as an organizational platform and
central location for material. If the group is
“closed” or “secret,” students must become
members to view the group and its contents.
Similartothe Profile page, each course group has
its own profile site that has a group description,
amembership list, a “discussions” list, a “wall,”
and sections for posting photos, videos, links,
and other course material. Under “discussions,”
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instructors can post a current event question
or a topic from the week’s readings. Students
can post their own discussion topics, starting
discussions amongst themselves or replying
to the instructor’s discussion topic. Unlike the
Profile page, instructors can contact students
by sending messages to all group members at
once. Last, students can virtually find other
classmates through the course group, allowing
them to communicate with peers, set up study
groups, and collaborate on assignments.

3) Creating a Fan Page: Instructors can
create a separate “Fan page” or “Page” for
a specific course. In many ways, a Page is
similar to a Facebook group. A Page includes
a “discussions” list, a “wall,” messaging to all
“fans,” video, photo, and web link posting, and
related event creation. There are two major
differences between the Page and course group.
First, Pages offer additional features, particularly
Facebook applications can be downloaded and
notes and blog posts can be included. Second,
unlike course groups, Pages are visible to all
Facebook users and cannot be “closed” or
private. Non-class members will have to be
asked to remove themselves or be “blocked.”
Furthermore, any material posted on Pages will
become available to all Facebook users.

4) Facebook Applications: Facebook
applications are optional programs that users can
add to their profiles or Fan pages to interact with
friends. Popular applications for educational
purposes, such as “Courses 2.0,” “SlideShare,”
and “Blackboard Learn,” allow students to
manage and share their class schedule, meet
other students in their classes, form study
groups, collaborate on projects, and upload and
share files. Facebook applications can also be
used as learning tools and course activities. For
example, “Flashcards” allows students to create
flash cards on Facebook for studying, “JSTOR
Search” help find full text research articles on
Facebook, and “Study Groups,” helps students
collaborate on a project. Instructors can also
download applications and invite students to
use the application to facilitate learning. To use
Facebook applications, instructors and students
must download them onto their Facebook

page.

Advertising Experiential Activities &
Networking Opportunities
Beyond using Facebook as a course technology
tool, Facebook offers advertising and marketing
courses opportunities to reinforce class concepts
through illustrative examples and embedded
advertising technologies that could become
experiential class exercises. In addition, it offers
studentsthe ability to network with other students
and advertising/marketing professionals via
Facebook group and fan pages. The following
discussion provides an overview of business
relevant Facebook technologies, advertising
related experiential activities and networking
opportunities that Facebook can facilitate.
Businesses are increasingly electing
to create Facebook Pages as a means to
communicate with their consumers, collect
“fans,” and ultimately build brand awareness
and reputation. At present, there are 1.4
million Pages and approximately ten million
individuals are becoming fans each day
(Pattison, 2009). The format of these Pages can
vary dramatically, however companies are able
to embed advertising images, web links back
to their web pages or other social media (e.g.,
twitter/LinkedIn), include an information page,
allow communication through wall postings,
discussion board postings and email, post event
information, video collections, company and fan
photo albums, public relation announcements,
polls, social networking tools (e.g., Facebook
Connect) that allow users to share the content on
the page with their friends and other applications.
While many business applications are already
available, a company may want to develop
their own unique application for their Facebook
Page (e.g., Pizza Hut created an application
that allows consumers to order pizza through
their Facebook Page). Companies that excel
using Facebook Pages are those that provide
consumers value via updated information, a
strong community, entertainment, and sales
promotions. Some of most popular Facebook
Pages (determined by each page’s number of
fans) are Starbucks, Coca-Cola, Skittles, Freeze
Pops, Nutella, Pringles, iTunes, Victoria’s
Secret, Disney and McDonalds (see “Facebook
Page Leaderboard” for a comprehensive
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listing). Social networking, is indeed, becoming
an effective way to reach consumers; one study
found that 30% of users surveyed discovered a
product through a social networking site, 34%,
after seeing an advertisement within a social
network site, used a search engine to find product
information, and 46% had discussed a product
within Facebook (Quinton, 2009). Given social
networking sites increasing advertising and
marketing importance, students need to know
how to leverage this new platform when they
enter the workforce.

As an experiential activity, students can
construct a Facebook Page for a student club or
local business (provided they have permission).
To begin, users click on “Advertising” at the
bottom of the Facebook page, then “Pages”.
Users are then asked to identify what type of
category the Page should be classified and the
name of the business, brand, etc. Next, users can
decide what types of information and format
they want to utilize on the Page. Prior to creating
a Page, students should create objectives for
the Facebook page and ensure that the page is
consistent with the business’s brand message
and overall IMC strategy.

Instructors  should also discuss the
importance of social media metrics and have
students actually monitor their brand’s social
media effectiveness. Monitoring social media
can be done a number of ways: students can see
if there is increased traffic driven to the brand’s
website through monitoring usage patterns
and user’s referral webpage (use http:/Amww.
google.com/analytics/;  http://www.compete.
com; http://www.quantcast.com), a brand’s
social media index score (SMI) (use http://
vitrue.com/smi/), number of Facebook friends,
success of promotions on Facebook (i.e., coupon
distribution, contest entrants), number of
YouTube video plays, game plays (if company
created a game Facebook application), and wall
and discussion board activity. Next, students
need to see if there are patterns between this
social media activity and increases in sales,
amount of transactions and new customers. This
requires establishing baselines prior to social
media activity and working with businesses that
are willing to share this amount of information.

Another potential exercise would have
student complete a content analysis of a
number of brand Facebook Pages. An instructor
could pre-select a list or have students select
brands within a product category. Students
could analyze what types of information,
sales promotions, applications and design
are employed as well as monitor the level of
activity (via number of fans, wall/discussion
posting, and consumer uploaded content). After
the content analysis, students could determine
whether the Facebook Pages surveyed are
consistent with the brand’s IMC message
strategy and if not, identify what should be
changed. Lastly, students should conclude the
project by developing Facebook Page “best
practices” recommendations for businesses.

Advertising

Students can easily create an advertisement and
manage an online advertising campaign using
the Facebook platform. To begin, users can
click on the “advertisement” link found at the
bottom of every Facebook page and then the
“Create an Ad” button. Users are first asked
to provide a URL for the advertisement, an ad
title, body text (limit of 135 characters), and an
image. Next, a target market on Facebook is
selected. One of the best features of Facebook
advertising is its ability to target niche consumer
markets. To illustrate, Facebook has users target
by location (everywhere, state/province, city),
age, birthday, sex, keywords (these are matched
with users profile information), education level
(this also includes specific colleges, majors,
and class years), workplace, relationship status,
gender interested in, language, and connections
(i.e., page, event, group or application). After
specifying yourtarget market Facebook provides
the specific number of users using Facebook
that fit those parameters. Lastly, a user needs
to makes scheduling and pricing decisions: the
ad campaign is named, a daily maximum dollar
budget is given, scheduling dates (i.e., running
the ad continuously or specifying a date range,
and payment structure (i.e., pay per click or pay
per impressions). This process concludes with
users placing a maximum bid of what they are
willing to pay per click/per impressions.
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In regards to classroom implementation,
students can create an ad for a business, college
department, or club (with their permission).
However, a small budget is required to fully
implement an advertising campaign. Students
should be encouraged to set advertising
objectives and ensure that the message strategy
and execution is consistent with the product’s
image and positioning. Prior to implementing
an advertisement on Facebook, students could
pre-test an ad within the class and later see if the
advertisements rated the highest were, in fact,
the most effective. Advertising effectiveness
can be evaluated through the Facebook
analytics “Ad Manager” that provide click
through rate and average cost per click/cost per
impression. Students should also be encouraged
to experiment with different ad images, copy
and title to maximize ad effectiveness. In
addition, students can learn about the different
outcomes in using pay per click versus pay per
impressions and varying scheduling times.

Lexicon is another Facebook tool that can
be used as an indictor of advertising/public
relations success. It is a tool that counts the
number of times a word is posted on a Facebook
“wall”. In essence, it tracks “buzz” on Facebook
over a period of time. Students can use this
tool to track brand popularity, correlate peaks
of online word of mouth activity with popular

culture and advertising activity and validate
cultural trends. Please note that the most recent
Lexicon data provided is several months old.

Facebook Networking via Advertising Group
and Fan Pages

Many advertising national organizations and
some trade publications have dedicated group
and/or fan pages (See Table 1 for examples).
In many cases, there is also college, local or
regional chapter group or fan pages of these
advertising organizations. Students can elect
to join these groups to be either a “fan” (fan
page only) or “member” (group page only) or
they can opt to simply view the information
contained within these pages. The quality of
the activity within these group and fan pages
varies considerably between organizations.
Regardless, advertising fan/group pages provide
students with access to information about the
organization, advertising topics and, perhaps
most importantly, professionals and other
students involved and interested in advertising.

Conclusion

Social network sites, such as Facebook, play a
central role in students’ lives. Educators need to
appreciate that social networking sites are not a
fad, but an important vehicle for communication
and information gathering and disseminating

Table1:
Advertising Related Facebook Fan Pages

Organization

Highlights

Ad Council

Provides information on the Ad council organization and
events and includes a video library of Ad council
advertisements.

Advertising Research Foundation

Provides information on ARF and ARF events, contains
a number of ARF research notes, and includes marketing
related discussions.

American Marketing Association

Provides information on AMA and marketing related
discussions (via wall and a discussion board).

American Advertising Federation

Provides information on AAF and AAF events and adver-
tising related discussions (via wall and a discussion board).

Association of National Advertisers

Provides information on ANA and ANA events and in-
cludes a collection of videos.

Direct Marketing Association

Provides information on DMA, DMA events, relevant
videos, research/white papers and a DMA career center

Interactive Advertising Bureau

Provides information on IAB and IAB events
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that has educational merit. As described,
Facebook can be effectively implemented as a
course technology tool. Yet, perhaps, its more
important role in the advertising curriculum is
to educate students about effective social media
business strategies.

Without question, there ismuch to learnabout
methods, specific uses and the effectiveness of
implementing social network sites in marketing
courses. Additional research is also needed
on further understanding apprehension and
resentence of using Facebook in the classroom
by students and teachers and what can be done
to overcome these issues. This paper serves as
the first step in understanding and advocating for
Facebook’s role in the advertising classroom.
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Experiential Leaming with

Direct Response TV Advertising

Henry Greene, Central Connecticut State University

College students as a group represent the
most_“wired”-generation ( e-students). These
e-students are using some form of audio/video
technology for a large portion of their daily
lives, incorporating this technology into social,
educational and entertaining tasks as well as
routine activities. Thus, traditional teaching
philosophy, strategy and activity must be
reconsidered to meet the needs and relevance
of 21st century students (Smart, Kelley and
Conant 1999). Administrators and faculty speak
of incorporating: guest speakers, field trips,
relevant projects, team work, collaboration with
professionals, debates, contests, case studies, etc.
Many of these activities fall under the popular
term experiential learning, providing students
with learning activities that reflect “real” world
experiences. There is general consensus that
students learn best by engaging in activities that
arerealisticand relevant to their current livesand
future careers. The challenge for the classroom
instructor is to develop activities that are not
only realistic in terms of business relevance but
are doable in terms of classroom hours, financial
resources and provide intellectually motivating
and engaging experiences.

Currently, direct response TV (DRTV)
is a rapidly growing media choice for direct
response advertising, growing even faster as
more traditional channels continue to fragment
into a plethora of stations, networks and print
formats (Langeveld 2009). Indeed, infomercials
are increasing in popularity: they are even

outpacing internet advertising (Camella 2006;
McMahon 2007). Infomercials have been
used effectively for selling new products and
revitalizing well established brands. In at
least one case, Bare Escentials®, infomercials
served as the sole marketing channel for the
organization, responsible for building a sizable
and successful company (Neff 2007).

The use of audio and video in a classroom
is not only more engaging because of sensory
involvement, but it is more relevant to 21st
century students. Readership of magazines and
newspapers is drastically declining among the
younger population (Pew 2009; Schlagheck
1998). College students are constantly utilizing
electronicsand mediathatengage theiraudioand
visual senses in a dynamic manner. Television,
the Internet, iPods, Kindles® and cell phones
all utilize audio/video capabilities and represent
informational, educational and social vehicles
among college students. As a consequence,
college students understand these media as
well or better than any previous generation
(Lichtenber. J., Woock and Wright (2008).

The Importance of DRTV

College courses in advertising and direct
marketing cover a wide assortment of topics.
Although TV advertising continues to be a
popular topic, few texts or syllabi discuss DRTV.
And yet, direct response TV is an important
marketing channel. Currently it represents more
than $100 billion (numbers vary considerably)
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in revenue generation and is growing rapidly.
Cannella (2006) noted that DRTV grew 20
percent in 6 months in 2005 outpacing all
other advertising media channels including
the Internet. Mannes (2009) reported that the
infomercial industry grew at a 7% annual rate.
She estimated the size of the industry at $30
billion in 2007 annual sales. In any case, the
infomercial industry is substantial in size and
outpacing most other media. It has been noted
that the infomercial industry exceeded annual
movie ticket sales. Koleva (2008) reported
the infomercial industry was responsible for
$200 billion in sales. Mannes suggested that in
economic downturns, infomercials will out pace
other forms of advertising. Less advertising
demand means more network choices and
time availability at lower rates. Infomercial
scheduling becomes more affordable and more
profitable. Thus, theinfomercial industry appears
to be recession proof. Koleva mentioned that
infomercials have gone mainstream, showing
on prime time and national networks. This adds
credibility to an industry that traditionally has
not been held in high regard.

Singh, Balasubramanian and Chakraborty
(2000) showed that infomercials are more
effective than general advertising. Although
some would suggest that airing infomercials
between midnight and 6 AM would only prompt
restless sleepers to shop as impulse buyers.,
Agee and Martin (2001} concluded otherwise,
reporting that the majority of infomercial
purchases involve some degree of planning.
Martin, Bhimy and Agee (2002) discuss the
effectiveness of infomercials versus other forms
of advertising because of the increase in use of
design elements. In direct marketing, research
suggests that long copy outperforms short copy.
Consumers need assurance, long copy provides
more assurance. Martin, Bhimy and Agee
describe the infomercial as the equivalent of
long copy for TV advertising and therefore by
its length proves to be more effective. More air
time means there are opportunities for thorough
demonstrations, celebrity endorsements and
consumer testimonies; all elements that increase
credibility and reduce perceived risk.

The infomercial is an important form

of direct response marketing. It represents
a substantial portion of retail revenue and
it can be used to lead consumers to other
marketing channels. It serves as an effective
media for testing markets, and it provides
immediate feedback in terms of revenue.

The Value of Experiential Learning

College freshmen of the 21st century are
different. They have less appreciation for theory
and expect more application and “hands on”
experience (Smart, Kelley and Conant 1999).
Students are less engaged and capable with
traditional educational techniques and activities
(lectures, note-taking and textbooks) while
they arrive on campus skilled with computer
and electronic devices, as well as knowledge
of office software that allows them to learn
effectively and to communicate instantaneously.
College faculty tend to overlook student
competencies with current technology, they
should consider developing teaching methods
that leverage student’s current learning skills.
One of the relatively recent strategies is to
incorporate some form of experiential learning
in the classroom, applying theoretical concepts
to realistic business settings (Hawtrey, 2007;
Hamer 2000).

Traditional classroom lectures (Shakarian
1995) have been criticized as a less effective
mechanism for enhancing student learning.
Limbach and Waugh (2005) mention the over
emphasis on rote learning rather than critical
thinking. Students are less engaged. Passively
sitting in a classroom for 50 minutes or longer
(up to 3 hours) has been shown to be less than
ideal. In the lecture format “real” learning is
expected to take place outside of the classroom,
as students acquire, organize, synthesize and
reflect on the course content. Students who
have previously developed strong, traditional
study skills are able to cope with this format.
However there is significant literature among
academics regarding the inadequacy of study
skills possessed by current students. One
popular solution is to provide condensed
study skills / orientation within a program
such as the “first year experience”, offered to
incoming freshmen under the assumption that
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freshmen will develop traditional learning skills
and connect to the college in a more positive
manner. In return, the college will yield a
higher retention and graduation rate. This paper
suggests an alternative approach. Faculty should
develop courses with content and activities that
are active and experiential in form, utilizing
the specific learning skills of current students.

Proposition

Working on a DRTV advertisesment project
provides an educational, engaging, intellectually
stimulating and motivating  experience.
Students gain a deeper understanding of
advertising concepts. The project will leave a
positive and memorable college experience.

Methodology

Atanortheastern university, asenior level course
in direct marketing is offered every semester,
the class size ranges from 15-20 students. The
content of the course follows a large portion of
the content found in the Stone text (Stone and
Jacobs 2008) emphasizing: marketing planning,
database concepts, the nature of customer lists
and list rentals, the direct response offer, the
direct response letter, direct marketing analytics,
media choices and nuances, writing good
copy, market segmentation, response models,
and measuring direct marketing campaign
performance. Four to five different projects are
assigned each semester: e.g. writing a direct
marketing campaign, creating a magazine
advertisement, implementing an RFM model,
scoring a customer list with a regression model
/ producing a gains table and creating a direct
response TV ad.

The DRTV advertisement assignment
was done in teams of 4 students. Before the
assignment, guest speakers representing a
Connecticut infomercial company visited
the class to discuss their business philosophy
and strategy. Some of the guidelines for the
assignment were: 1) Students would select a
product/ service or business to promote, 2)
students would create a storyboard two weeks
prior to the DRTV project due date, 3) the DRTV
ad was limited to 5 minutes, 4) the DRTV ad
would utilize the structure of the AIDA model

5) every student on the team would appear in the
advertisement and 6) the advertisement would
be shown in class so that all students in the class
could view the work of their fellow students.

Reflections - Data Analysis

The analysis of this DRTV ad project consists
of three assessments, the instructor’s personal
observations, student evaluations before the
final exam and results from an unstructured
qualitative survey after the semester ended.

The Instructor’s perspective - Assessment 1
For several class sessions, prior to the
assignment, the instructor would typically
review 1-3 infomercials in class and
discuss basic direct response TV elements:
demonstrations, testimonials, celebrity
endorsements, offers, incentives, call to action,
etc. At the start of the DRTV project, students
worked in teams and were given time at the end
of class to work on storyboards for their videos.
From the outset, students enjoyed planning their
storyboards. Selecting an appropriate product
seemed to cause some concern among team
members, but once the products were selected,
the storyboards flowed naturally. In total there
were 5 teams. One team had difficulty creating
a detailed storyboard, but the other 4 teams
turned in well thought out outlines. After the
storyboards were created, the teams were given
the last 15 minutes of 3 consecutive classes
to further plan and coordinate project filming.
Several teams lingered after class to meet
and flush out more details. During the team
meetings there was noticeable positive energy
in the room; the room was filled with smiles and
laughter. Although the instructor had frequently
used team projects in previous classes, the
interaction among team members on this project
was visibly more engaging and enjoyable. The
student DRTV ads were excellent. No video
equipment was made available to students nor
did students receive any classroom training in
filming or film editing. And yet the students
managed to complete the project without
complaining or requesting postponements.
Every one of the teams, including the team with
the poor storyboard, produced an infomercial
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that captured the essential qualities of direct
response TV advertising.

The northeast university at which this project
was undertaken is primarily a commuter school.
Typically the “weakest team” is the team that has
members unwilling or unable to meet outside
of classroom hours. For this project the team
members had to schedule “in person” meetings
outside of class hours and they did so without
any objections. Each team was able to gather the
necessary resources (video equipment, software
and props) without any complaints. Every group
managed to video record their work and for the
most part edit their work. The net result was
that the students were able to make DRTV ads
of reasonable quality and which incorporated
the direct response elements discussed in
class. Every team member took an active role
in the infomercial and by the demeanor of the
groups during the presentations the students
felt a sense of pride and accomplishment.
The teamwork and coordination required
on this project was substantial, greater than
what most class projects require. Students
had to find common meeting times and had
to cooperate in order to complete the task.

Course Survey — Assessment 2
Aweek before finals exams students were asked
to assess the professor and the course. One
question on the assessment asked the students
to comment on the infomercial assignment,
“did you enjoy the project?”. Eighteen students
responded (2 were missing the day of the
assessment). The following responses were
recorded.

1. I did like it
I had fun filming it
Yes, it was a fun experience
Really enjoyed it
I really liked doing the infomercial
I liked the assignment
Awesome assignment
Give us access to windows movie
maker to make it look professional
9. That was the best project | have ever

done. It was a lot of fun making it

10.  Ithought it was fun
11.  Good learning experience and |

N~ WD

enjoyed it

12.  Yes, it was great. Lots of fun.

13.  Very good

14. 1 liked it, very interesting, fun to do

15.  Itwas fun

16. Ireally enjoyed it out of all the
projects

17.  Good addition, had fun and | enjoyed
it

18. Enjoyed it

Open ended Survey — Assessment 3

An opened ended survey was distributed
during the summer of 2009 after the course
had ended in May of 2009. It was not possible
to contact all of the class members and get
their feedback. Nevertheless, the following
comments derived from a small sample of
students, describes their feelings, thoughts and
reactions to the project.

Before this class | didn't consider
infomercials aform of direct marketing. They
were always these boring TV shows on early
in the morning. After learning about AIDA
and MIRIT among other concepts, | can see
why it is a big part of direct marketing. Most
of my other marketing projects at CCSU
revolve around creating a marketing plan
or a long presentation (or both). It was nice
to actually get to do something that was fun
like the infomercial.

This project was a great experience
because we got to learn hands on about
direct marketing, we had to put it to use
and we got to see how it is in the real world
instead of what we learn from books

I loved working with my group on the
infomercial. Not only did we learn a lot
about the marketing concepts but it also
brought us closer to each other and we could
help each other as well as learn from each
other. This was such a fun project where we
also learned a lot.

Compare this project to other projects you
have worked on at CCSU, reflect on: team
work, project difficulty, use of your creative
talent, appropriate instruction

As all other projects, most of the group
wasn’t involved in the majority of the
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project except right at the end when it
was crunch time. Since our team had been
working together on other assignments,
we built rapport and learned how to best
communicate and get in touch with each
other. Honestly, 1 wrote the entire script
while the rest of the team surfed the Internet
and hung out. | gave each person a page
to illustrate for the storyboard, and then
directed them on the shoot as to what they
were to say and do.

| didn’t feel that the material was too
difficult, and wanted to make it funny for the
class and a spoof on a real infomercial, so
the script was made sensational to overdo
it for dramatic effect. | had the camera and
brought it home to edit it.

Did working on this project give you a deeper
insight into infomercials or direct marketing
communication? Explain

I think working with the direct mail
pieces helped me understand the direct
marketing industry, although it was less fun.
The infomercial project was fun, and helped
bring the concepts together.

Describe your feelings about the storyboard.
Isitnecessary? Should the class spend more time
working on it before creating the infomercial?

The storyboard is important and part of
making a TV commercial, so it was great
to learn how to make one. I’'m actually in
the process of making 3 storyboards for a
proposal this month, so it came in handy. We
pretty much went from the storyboard as the
script, and the shoot went smoothly without
too many errors, besides laughing too much,
and didn't take as long as we all expected.

Compare this project to other projects
you have worked on at this university, reflect
on: team work, project difficulty, use of your
creative talent, appropriate instruction.

The project was a lot different because
most of the other projects did not involve the
video element. This is a good thing because
it exposes you to a new type of experience.
We actually went out to a business and were
able to talk to the manager. The project
simulated what the restaurant manager was
thinking of creating.

After doing the infomercial project, did it
change or reinforce your opinion regarding
using TV as a direct marketing vehicle.?

After working on the project | have a more
positive attitude about the infomercials. Before
| thought they were sleazy and an opportunity
to rip people off, but if done correctly they
have marketing advantages over other media.

Conclusion / Limitations
Direct Response TV is an important media
in advertising. It is significant in revenue and
growing at a healthy pace. It is more appropriate
and relevant to younger generations. The
infomercial industry should play a significant
role in advertising courses. There are other
advantages and opportunities associated with
infomercials. One important advantage is that
they are more entertaining and engaging than
other forms of media. College students are
more connected to this form of communication.
A second aspect is that infomercials are natural
exemplars for experiential learning activities.
A class of direct marketing students were
put into teams and tasked with creating DRTV
advertisements as a project. The assignment
turned out to be an overwhelming success.
As an educational activity, students were able
to realize the value of the storyboard and to
implement the AIDA strategy as a means of
developing the infomercial. Some students
commented on an increase in appreciation
for the medium as a valuable direct response
channel. As a classroom motivator, the project
was also a large success. Students were
enthusiastic during the planning stages of the
task; the classroom was filled with laughter and
smiles. On the day of the presentations, there
was a noticeable level of enthusiasm and pride.
As some students commented, the project was
uniquely different from other class assignments.
The task was memorable and enjoyable. The
assessment of this project is qualitative, based
on a single experience and subject to personal
bias. A more rigorous form of assessment
will be developed for future evaluations.

Future considerations
College students today have access and
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skill in an assortment of audio and video
technology. Asking them to create videos is not
a particularly demanding task. However, there
are relatively inexpensive software packages
that can make the final deliverable more
professional looking. Students would more than
likely appreciate some level of training in video
editing software and would gain a greater sense
of accomplishment if they are able to produce
professional quality work. As a matter of
convenience, all of the classroom videos should
be uploaded to a common site, e.g. YouTube or
Blackboard Vista, where they can be accessed
by anyone with an Internet connection and/or
appropriate access rights.

As a consequence of the positive student
reactions, plans for next semester include
growing the importance of the projects by
showing the videos to a larger audience, judging
and presenting an award to the best video and
publicizing the event throughout the business
school.
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How to Prepare Your Students to Become IDM
(Interactive Direct Marketing) Professionals

by Using the DMEF's Collegiate

ECHO Challenge as a Teaching Aid

Lisa D. Spiller, Christopher Newport University
Harvey Markovitz, Pace University
David W. Marold, Eastern Michigan University

More than 50 percentof today’s advertising
is placed in-interactive direct response media.
Web-based marketing including  email
messaging, social media marketing, banner or
display advertising, search engine marketing,
search engine optimization, and website
marketing have not replaced the traditional
forms of direct response marketing. They have
given marketers additional tools to the historical
direct response media mix. Direct response
television, radio, print, direct mail and telephone,
when integrated by IDM professionals with
brand ' advertising and the new web-based
media, can empower marketers with forceful
communication vehicles. If used in an integrated
synchronized manner, these media can send
personalized messages to targets and generate
a double-digit response for a campaign. We, as
educators of the next generation of marketers,
share the responsibility to prepare our students
to understand how to implement integrated
interactive marketing strategies. The challenge
that we are facing is the “how.” How can we
prepare our students so that marketers will
hire them? How can our students demonstrate
to potential employers that they understand
classroom theory and possess the hands-on
experience to “hit the ground running” when
hired?

Advertising and marketing professors
continually strive to create class projects and
exercises that are relevant—requiring students
to think critically and creatively while applying,

to practical situations, the theories and concepts
they have learned in their courses. To address
this objective, most schools offer a structured
curriculum with courses in subjects such as
advertising and marketing principles, strategy,
research, statistics, consumer behavior, direct/
interactive marketing, channel management,
international marketing, etc. Although these
courses ensure that students obtain both width
and depth in the key areas of the promotional
field, the curriculum offered by most schools
does not promote a learning synergy to which
students can relate. Unfortunately, what
many professors have found is that students
do not naturally synthesize and apply course
material learned in one course to another while
completing classroom projects. Many schools
have capstone courses designed to do that.
However, often times, case studies used in those
courses are not adequate to prepare students
for the real life challenges they meet when
entering the business world. As a professor,
whose challenge it is to prepare your students
for the real business world, you might find a
more holistic approach to student learning by
participating in the annual Direct Marketing
Educational Foundation’s (DMEF) Collegiate
ECHO Direct/Interactive Marketing Challenge.
This international competition is an exciting
interscholastic  competition that includes
winning trophies and recognition for your
school. For undergraduate students, it also may
mean winning cash prizes and all expenses paid
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trips to the annual Direct Marketing Association
(DMA) conference, as well as scholarships.
The undergraduate and graduate teams winning
Gold ECHO awards are honored by the DMA
at its annual conference—the same event at
which professional agencies and marketers are
awarded ECHO’s for their best direct response
advertising campaigns. (The ECHO is the
equivalent of the Oscar award for best films in
the movie industry.) More importantly, what
this competition does is that it prepares your
students for success for life in the real business
world. It prepares them to become Interactive
Direct Marketing (IDM) professionals.

Brief History of the DMEF Collegiate ECHO
Challenge

The DMEF Direct/Interactive  Marketing
Collegiate ECHO Challenge is an international
competition conducted on an annual basis
that requires students to apply their marketing
knowledge and skills to create a marketing
campaign for a given national branded client
sponsor’s real life marketing challenge. The
Collegiate ECHO Challenge began in 1986 and
was named after Leonard J. Raymond, who is
often referred to as the father of direct marketing
agencies. Go to www.directworks.org for more
details about the DMEF and the competition.

The DMEF selects the annual sponsor
“clients” for making the Collegiate Challenge as
“real world” as possible. As Table 1 shows, the
types of sponsors have varied over the past two
decades and have included for-profit, B2B, B2C,
non-profit and governmental organizations. The
2010 challenge sponsor is Microsoft. Table 1
also provides a historical listing of the winning
teams.

Insert Table 1 about here.

The challenge is open to all undergraduate
andgraduate studentsworldwide. Undergraduate
and graduate students may not combine to form
teams and their entries are judged separately.
Faculty advisors use the challenge as a teaching
tool for part or all of the semester and may
use it as a classroom tool, club activity or
independent study project. All submissions are
judged in May and June with the winning teams
announced shortly thereafter.

The winning entries are formalized,
professional looking, marketing business
plans following the strict guidelines
established by the DMEF. Each team acts as
if it were the sponsor’s marketing agency.

Team member and professor responsibilities
Teams comprised of two to four students
work together under the guidance of a faculty
advisor. The professors/advisors, as well as
the team members, have specific roles and
responsibilities.

Professor Responsibilities. In addition to a
number of administrative duties, helping the
studentsunderstand the gravity and requirements
of the project is important. It’s akin to making
students aware of the “political” demands
that real clients have on agencies. Providing
mentorship is critical. Since it is a rigorous
project, helping the students understand the
short and long-term rewards of participating is
important to sustaining motivation.

The pedagogical responsibility is to teach
the principles of integrated interactive direct
marketing and illustrate how these principles
can be applied strategically to the sponsor’s
marketing challenge. The Collegiate ECHO
Challenge brings classroom theory to life.
For example, when professors teach market
segmentation and how to target and reach
individuals though direct personalized contact,
the concepts of list and database marketing
normally enter into the discussion. Those
professors participating in the ECHO Challenge
have free access to an online list service
provided to the DMEF by Nextmark, Inc. This
enables professors to more easily teach the
concepts of list management, list brokerage,
list homogenization, and other list and database
marketing issues. Thus, students will learn how
to not only find and target the market segment
identified by their research, but how to find
individual names of suspects to target with a
personalized message in a hands-on manner.
When discussing the process involved in
developing an offer, the professor may point
to the psychographic research gathered by the
students about the challenge’s target market.

Since conducting thorough research is the
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Table 1: History of DMEF Collegiate ECHO Challenge Sponsors
and Gold, Silver, and Bronze Winners
Year | Sponsor GOLD SILVER BRONZE
School/Faculty School/Faculty Advisor School/Faculty
Advisor Advisor
1986 | Encyclope- U of Northern CO, C. of St. Thomas, Joan Greene U of RI, Ronald
diaBritan- Dr. John Hess Coleman Fullerton
nica
1987 | The Signa- U of Northern CO, U of MO-Kansas City, Dr. Wil- | Georgia College, Thomas
ture Group/ | Dr. John Hess liam Dommermuth K. Pritchett/CSU Hay-
Montgomery ward, Dr. CeCe landoli
Ward Auto
Club
1988 | Ford U of MO-Kansas Georgia College, ThomasK. U of MD, Dr. Pat Stocker
City, Dr. Richard Pritchett
Hamilton
1989 | LifeFitness | JamesMadison U, Auburn U at Montgomery, Teri | Lehigh U., Dr.Therese A.
Hal Teer Kline Maskulka
1990 | Grand Circle | U of Northern CO, U of Northern CO, Dr. Denny Georgia College, Thomas
Travel Dr. John Hess McCorkle K. Pritchett
1991 | Spiegel Louisiana State U James Madison U Louisiana State U
1992 | HBO/Kobs U of Northern CO, U of TN Knoxville, Dr. Michagl | Northwestern U, Ron
& Draft Dr. Denny McCorkle | Stankey Jacobs
1993 | American James Madison U, U of TN Knoxville, Dr. Michagl | U of MO-Kansas City,
Express Hal Teer Stankey Dr. Richard Hamilton
Travel
Related
Services
1994 | BMG Direct | U of MO-Kansas U of Northern CO, Dr. Denny U of TN, Knoxville, Dr.
City, Dr. Richard McCorkle Michael Stankey
Hamilton
1995 | Upjohn/Ro- | U of Wisconsin- Louisiana State U U of Wisconsin-Madison
gaine Madison
1996 | Pitney B Northwestern U, Ron | U of AL-Tuscal oosa-Yorgo Northwestern U,
owes, Jacobs; Graduate: Pasadeos Ron Jacobs
first B2B U. of WI-Madison,
campaign Michael Rothschild;
first year of grads
winning;
1997 | American CA State U-Fresno, U of Northern Co, Dr. Denny Kennesaw State U. Tom
Collegiate William Rice McCorkle Pritchett
Marketing
1998 | Publishers Northwestern U, Ron | U of Northern Co, Dr. Denny University of Pittsburgh
Clearing Jacobs; Graduate: McCorkle; Graduate: U of WI at Bradford, David
House U of AL, Yorgo Madison, Dr. Michael Roth- Blackmore
Pasadeos schild
1999 | Banc One SUNY Institute U of Northern Co., Dr. Denny Anderson University, Dr.
Corporation | of Technology @ McCorkle Michael Wiese
UticalRome, Kenneth
Martin
2000 | United Louisiana State University of Northern Colo- University of Oklahoma;
States Postal | University; Dr. Alan | rado; Dr. Jim Reardon Fred Smith
Service Fletcher
2001 | DMEF University of Florida, | University of Alabama; Yorgo University of Alabama;
Lisa Duke; gradu- Pasadeos Yorgo Pasadeos
ate: U of AL, Yorgo
Pasadeos
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Table 1 (con’t): History of DMEF Collegiate ECHO Challenge Sponsors
and Gold, Silver, and Bronze Winners

2002 | Hallmark University of Christopher Newport Universi- | Kennesaw State U. Tom
Florida, LisaDuke | ty, Carol Scovotti & Lisa Spiller | Pritchett
2003 | MazdaNorth | Christopher New- | Western Michigan University, Western Michigan Univer-
American port University, Betty Parker; graduate: Baruch | sity, Betty Parker
Operations Carol Scovotti & CUNY, Harvey Markovitz
Lisa Spiller; gradu-
ate: Baruch CUNY,
Harvey Markovitz
2004 | Advanta Indiana Univer- Temple University, James L. Creighton University, Nat-
(2 challenges) | sity South Bend, Marra; Northern Kentucky die RossAdkins; graduate:
Monle Leg; University; Vassilis Dalakas, Baruch College, Harvey
Northern Kentucky | graduate: Baruch College, Markovitz
University, Vassilis | Harvey Markovitz
Dalakas, graduate:
Loyola University
Chicago, Mary Ann
McGrath
2005 | ING Direct I.Uof SC, Lee I. Creighton University, Natalie | I. The University of
(2 challenges) | Wenthe; graduate: | Ross Adkins; graduate: Mary Georgia, Jooyoung Kim;
Baruch College/ Ann McGrath; I1. U of SC, Lee | II. U of SC, Lee Wenthe;
CUNY, Harvey Wenthe; graduate: Baruch Col- | Graduate: Baruch College,
Markovitz; lege, Harvey Markovitz Harvey Markovitz
I1. Christo-
pher Newport
University, Lisa
Spiller; graduate:
Loyola University
Chicago, Mary Ann
McGrath
2006 | US Postal State University of | University of Northern Colo- University of Wiscon-
Service New York — Platts- | rado, Denny McCorkle; Gradu- | sin —Whitewater, Carol
burgh, Nancy ate: Zicklin School of Business, | Scovotti; Loyola Univer-
Church; Graduate: | Baruch College, Harvey sity — Chicago, Mary Ann
Zicklin School of Markovitz McGrath
Business, Baruch
College, Harvey
Markovitz
2007 | Litle& Co. Christopher University of Northern Colo- Ithaca College, Ahrlene
Newport Univer- rado, Denny McCorkle; Gradu- | Flowers, Graduate: Baruch
sity, Lisa Spiller; ate: Loyola University Chicago, | CUNY, Harvey Markovitz
Graduate: Baruch MaryAnn McGrath
CUNY, Harvey
Markovitz
2008 | Pitney Bowes | University of University of Georgia, Jooy- Creighton Univer-
Northern Colorado, | oung Kim; Graduate: Eastern sity, Natalie RossAdkins;
James Reardon; Michigan University, Matthew | Graduate: Loyola Univer-
Graduate: Baruch Sauber sity Chicago, Mary Ann
CUNY, Patti McGrath
Devine
2009 | DMEF; University of University of Georgia, Jooy- | Temple Univer-
Challenge | Georgia, Jooy- oung Kim; Graduate: Baruch | sity, Chuck McL eester;
targeted oung Kim; College, Patti Devine Graduate: Baruch Col-
parents of Graduate: lege, Patti Devine
grade 3-6 Eastern Michi-
studentsfor | gan University,
anonline David Marold
math and
science
tutorial
service.
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paramount to creating winning entries,
teaching students how to conduct market
research for the sponsor’s challenge is essential.
Many professors use their school’s library
teaching and research staff to give students
tutorials on conducting secondary research for
conducting segmentation analysis and by using
periodic literature review through such data
bases as ABI/INFORM Global ™ to which most
college libraries subscribe. This is far better than
just using key word searches on the commercial
search engines like Google, Bing or Yahoo.
They demonstrate also how to use Simmons and
MRI data basis for psychographic and media
use preferences of the target market. Professors
teach students how to conduct primary research
to update and fine tune the secondary research
gathered so that the targeting can be more
specific. Many professors establish a timeline
for student submission of draft elements of the
plan for documented research, market situation
review and analysis, marketing and media
strategy, financial plan, a composite first draft
and a final draft.

Student Responsibilities. This is a rigorous
project for students. Students must carefully
read all the materials and complete the required
forms. Since this is a team project, good
communications is of critical importance. A
team leader needs to be chosen, to function as
the team’s quarterback. The leader helps with
formulating questions to the professor. Students
are responsible for putting together the entire
campaign.

Teams comprised of members with a
diversity of skills are important to having a
winning entry. Since creative “comps” are
required, a team with at least one person with
creative skills has an advantage. Teams may
be self selected or assigned by the professor.
Several professors have reported that self-
selection helps with student buy-in and
motivation. It also may control the laggard
problem in a classroom situation—the student
who expects to get a “free ride” without
doing any work. The quality and balance of
the student’s skills on the team and their time
availability to meet with other team members
are major factors in team success. Advising

students that each of their fellow team members
will evaluate them at the end of the assignment,
and that this may impact their grade, is also a
motivating tactic used by some professors.

The Collegiate ECHO Campaign Process
Students who participate in this challenge are
compelled to use their entire skill set to create
a powerful marketing campaign. Students
must synthesize and build on their advertising
and marketing knowledge in a systematic
fashion in order to effectively develop their
campaign. This forces students to see how
their coursework fits together in a step-by-step
process. Figure 1 shows the Collegiate ECHO
Campaign Development Process.

Figure 1:

Collegiate ECHO Campaign
Development Process

{ tions Plan
Marketing | Communjeat
Strategy [ Media Pian |
Cai
] Measurement.

Idea™

Marketing
Research

Budgeting
Secondary ROI

e

Creative |
Strategy

Production Strategy
Primary Fulfiiment |
/Sﬁaingy |
Step 1: Research, Research, Research!

Define the Market Situation.
Conducting thorough market research is
critical to creating a compelling campaign. The
campaign must logically flow from the research
that supports its hypotheses, strategies, media
choices, offers, response rates and creative
samples. Many students want to rush to the
creative development portion of the campaign,
but quickly realize that they don’t have the
knowledge needed to craft enticing offers and
really alluring creative materials without having
deep knowledge about their target market.
Student teams must collect both secondary
and primary research information. The more
data they can obtain...the better informed they
will be to determine their campaign strategies.
While students today may have a tendency
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to “Google” every word to obtain secondary
research, they should be encouraged to use
other, less obvious sources such as industry-
specific journals and publications or corporate
materials .. Student teams should also be
encouraged to use a variety of primary research
methods. Previous Collegiate ECHO teams
have successfully used depth interviews, focus
groups, surveys and observation techniques to
obtain needed information. Using Simmons and
MRI data, even if dated, about psychographics
and media preferences is important. Periodical
literature research of the business press will
define what others have said about the project
situation review and will provide additional
insights to the students about other campaigns
that might have an impact on what they are
trying to accomplish. Review of 10Ks and other
financial data will give insight into the profit
structure of the competitors and establish ROI
threshold objectives for the project.

Table 2 presents an overview of some
primary research methods used by various

student teams to gather needed information for
some selected Collegiate ECHO campaigns.

Regardless of the research methods
employed, student teams must learn as much
as possible about the company, industry,
competitors, consumers, and really put their
arms around the project. This is imperative to
creating an award-winning strategy for which
real clients and real marketers strive, in addition
to creating a winning Collegiate ECHO
campaign.

Step 2: Analyze the Situation—Determine
the Strategy
Empowered with all of this data, student teams
are now in a position to analyze and synthesize
the data. Students should be encouraged to play
with the data and ask probing questions: What
canbe gleaned fromall of this information? What
trends are indicated? What have competitors or
similar marketing companies in other industries
done that could indicate a successful marketing
strategy with this challenge? What segmentation
strategies should be applied? What offers are

Table 2: Examples of Primary Data Collection Techniques
used by previous Collegiate ECHO Challenge Teams

Research Method
Used

Collegiate ECHO
Sponsor and Year

Activity Conducted

2010

Focus Group Discus- | United States Postal | Focus group discussion with mass media representatives

sion Service — 2006 (television, radio, online newspaper, magazine, bill-
boards) to gather perspectives on the use of direct mail as
apartner or complimentary medium.

Focus Group Discus- | Scholastic — 2009 Focus group discussion with home-school parents to deter-

sion mine the level of interest in incorporating Scholastic Study
Jams into their home school activities.

Observation Hallmark Cards— Observed shoppers in Hallmark Card stores to determine

2002 customer profiles and shopping behavior.

Observation ING Direct — 2005 Observed visitors of ING Cafés to determine how the café
was being used, by whom and for what length of time.

Survey Research Scholastic — 2009 On-line survey in five states to determine level of awareness
and interest in Scholastic Study Jams product among parents
of elementary school children.

Survey Research Microsoft Bing — On-line surveys by two teams to determine Advertising and

Proposal Taglines.

Depth Interviews

Mazda— 2003

Personal Interviews with managers of Mazda dealerships to
determine willingness to implement new customer loyalty
program.

Depth Interviews

Litle & Co. — 2005

Personal interviews with executives of Equidata to obtain
detailed information about the operation of the credit indus-
try and to identify key concerns associated with credit card
purchases.
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most desirable to the target audience? What
media preferences do they have? How can we
develop a meaningful strategy to spend the
budget that has been allocated to us? How do
we differentiate from the research the most
important elements to be included in the plan
and the support data to be included in the
appendix? How do we present all this research
concisely so that the reader will be engaged and
so that our strategies will be understood? How
do we use the research to logically build our
strategies?

Step 3: Build the Campaigh—Produce the
Creative Samples
This next step is normally the fun part of the
campaign development process—the creative
execution. While *“out-of-the-box” thinking
should be strongly encouraged, a word of
caution should be given by faculty advisors
to make sure that the research findings drive
the campaign development and the results are
realistic. There should be a clear link between
what was learned from the research to the
recommended strategies and tactics—especially
in the formulation of the campaign’s big idea,

creative execution and media selection.

The design of the Challenge is such that
the marketing student will learn how to
communicate, as a marketing manager, with real
life creative teams through the use of creative
briefs and with the understanding of how to
craft a creative marketing message based on the
research that they conducted for the campaign.
ACreative Strategy is developed to demonstrate
the form that the message will take.

The big idea should be the cornerstone of the
campaign. It could be a logo, tagline, trademark
character, etc—but it needs to be clearly and
consistently present throughout the campaign
across all media channels. A separate section is
created just to contain samples of the creative
discussed in the plan. Students should label each
sample so that the reader understands exactly
what is being shown. Students must prepare
actual composite (agency like “comps”) creative
renditions as to what the finished art work or
message carrying vehicle will be for each
medium. The reader of the plan must see how
the plan will be executed and will judge whether
the execution is realistic and achievable. It’s not

Figure 2 — Communication Plan Example
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enough to write a creative brief and discuss the
creative strategy; the client must be able to see
what the plan’s execution will look like.

Research findings must also drive the media
mix recommended for the campaign. Equally
important are budget considerations. The
DMEF establishes the campaign budget. It is
important that the teams spend all the money,
yet do not go over the budget limit.

The media plan or communications plan
should that provide both a visual representation
and a discussion depicting the targeted, tailored
and timed promotional efforts for the entire
campaign based on the research and marketing
strategy. Asample communication plan is shown
in Figure 2. This plan should show the various
communication strategies for each market
segment to be targeted on a month-by-month
basis. Test strategies must be developed and the
plan should include these recommendation.

The campaign would not be complete
without consideration of the production and
fulfillment strategies of the plan’s tactics. For
example, questions to be addressed include:
What lists will be chosen and why? How will
the lists used be homogenized, appended and
prepared for postal or emailing? How will
the sweepstakes be managed? How will the
campaign be executed? How will the production
of all collateral material including the
preparation of ads and premiums be handled?
Production of all materials associated with the
campaign should be discussed along with any
budgetary considerations for such production..
Fulfillment and customer service issues should
also be addressed as part of the recommended
campaign implementation.

Step 4: Measure the Campaign and Develop
the Financial Plan
Students who do not like the quantitative side
of marketing have an opportunity to develop a
new appreciation for numbers. Many students
are afraid to do financial analysis and build
income statements. The professor is challenged
to make the numbers of Interactive Direct
Marketing easy to understand: from calculating
the response rate to calculating the Return On
Investment (ROI). It is critical in the real world
and it is needed to compete successfully in

the Collegiate ECHO Challenge. Professors
should teach students how to build an income
statement reflecting the plan’s metrics , calculate
breakeven, breakeven response rates and ROIL. .
Support documentation should be provided for
each line of the income statement.

Student teams are wise to project a low,
medium and high response rate to their
campaign and provide quantitative scenarios
for the campaign ROI at each rate of response.
Students should use both secondary and primary
research to defend response rates. Rates should
be developed based on the quality of the plan,
DMA response history, others’ response history
and realistic judgment.

Once the campaign measurement step
is performed, the campaign is basically
complete. However, the student’s
Collegiate ECHO submission is not
complete without a professional executive
summary, a bibliography, and appendixes.

The Executive Summary or “Why should |
read your plan?”

The Executive Summary is a critical component
of the plan. It should be written last; it is a
summary of the plan, not a preface to the plan.
Elementsshouldinclude the challenge definition,
problem to be solved, highlights of the research,
overview of thestrategy and the anticipated
metric and financial results of the plan. It should
make the reader want to read the rest of the plan.

The Bibliography or Citations for the
Research
All research must be supported by citations that
can be tracked to original documentation to
support the factual statements made in the plan.
Care should be taken to teach the proper use of
footnotes orend notes or other scholarly accepted
notations. In standard business plans, these
citations must be able to withstand the scrutiny of
the Securitiesand Exchange Commission (SEC);
thus, students learn how to prepare for this.

The Appendix
The appendix contains detailed support
documentation to the research and assumptions
made in the plan. The plan summarizes the
research findings, while the complete research
documentation resides in the appendix. For
example, it could hold the primary research
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questionnaire, Simmons or MRI charts, copies
of pertinent reports referred to in the plan and
detail competitive information. It should serve
as a professional resource should the reader
care to learn more about the research or the
campaign assumptions. Critical facts should not
be buried here. . Tab indicators or construct an
index identifying its contents.

Preparing the Collegiate ECHO Challenge
deliverables

It is important is to ensure that the student team
completes and submits the campaign by the
stated deadline. Some faculty advisors provide
deadlines ahead of the stated DMEF due date
so that the campaign has time to cool and be
reviewed for typographical errors, clarity,
professionalism, etc. Students
should also be reminded that technology
sometimes fails and having several back-up
discs that contain their marketing campaign
and appendices is highly recommended.

Tips to Increase Chances of Winning the
DMEF Collegiate ECHO Challenge
Faculty advisors of teams who have competed
and won in previous Collegiate ECHO
Challenges agree on a number of items. These
items include:
. Crisp/Succinct Executive Summary
. Comprehensive primary and
secondary research
. Thorough Competitive Analysis —
not just “Google, Bing” research

. Know the sponsoring company like
you own it

. Recommendations must be supported
by research

. Define an accurate, reachable Target
Market

. Do an ROl and make sure assumptions
are reasonable
. Have professional looking creative

comps

. Slogan or Tagline that “Wow’s” the
judges

. Entertain the judges with an exciting

“story” of the plan
. Go above and beyond requirements
. Review previous year’s winning plans

when available

. Review previous year’s

comments when available

. Think like a judge

To help the student teams excel in the DMEF
Collegiate Challenge faculty advisors should:

. Provide comments from the judges
that the DMEF has provided from
previous years challenges

. Provide examples of previous years’
campaigns that won or were well
done

. Show the team how to use their
research to support their
recommendations

. Explain ROI, breakeven and income
statements

. Encourage the team to think out
of the box with respect to creative
material development and use the
resources they have available

. For the “big idea” — keep asking the
team to think like their target audience
and to do research to see what the
target audience wants and needs.

. Encourage the team to test several
potential taglines via primary market
research prior to selecting one

. Get started early in the semester

. Break the challenge into parts for
students to provide feedback along
the way (such as research, marketing
plan, and then draft and final papers)

judges

Collegiate ECHO Judging

We interviewed several judges for this article
and for the conference. Here is what they are
looking for and what they consider to be taboos
to be avoided:

. No need to regurgitate the assignment.
The judges and the client know what
the assignment is.

. The judges like unique ideas, but
they must be from the customer’s
prospective, not just out of the blue
ideas. They must be realistic ideas
that meet the customer need or solve
a problem that is real. Can the
problem be solved by this idea
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realistically and affordably according
to the assigned budget?

. Is the application of the solution
verifiable and reflective of a good
ROI? Show in the research proof that
a similar program worked.

. Follow directions of the DMEF
challenge rules.

. Make sure that there are no “
typos” and that the grammar is
correct. The presentations have to be
neat and professional looking. Binders
with tabs separating sections, if
printed, with an easy path for the
reader to find the material referenced
in the appendix or footnotes. With
the technology of the internet, Word
and Power Point, there is no excuse for
not having professional looking
presentations. With more than one
person on a team, there should be
adequate time allowed for proof
reading.

. Cost estimates and forecasted results
should be researched well, footnoted
and realistic. Students can get a lot
of data on line about the cost of doing
things. Document the findings.

. Insocial marketing, find out the unique
ways to use the new networks for
marketing.

. Make sure there is a test plan.

. Prepare entertaining presentations,

not boring ones and be creative in
solutions. Great creativity, great
strategy and have numbers to
support it.

. Make sure that the plan is an
“interactive, response generating”
one. It’s an interactive campaign not a
branding one; but if it is branding,
then build in the interactivity.

. Do the research and plan from a
customer’s perspective.

Collegiate ECHO Team testimonials:
“What’s in it for me?”

Participating in the DMEF Collegiate ECHO
Challenge is certainly a win-win scenario.

Regardless if the student team is successful
in winning an award, the personal experience
gained by participating will last a lifetime.
Tables 3 and 4 provide testimonials from
students who have participated in Collegiate
ECHO Challenges over the past decade. A
comparison of the comments contained in these
two tables show that there is no difference in the
stated value of the Collegiate ECHO Challenge
based on whether or not the student won an
award. Students rate the experience as excellent
and state that the challenge has helped to prepare
them for their career paths in marketing.
Students learn and practice teamwork
skills that are similar to working in a real
advertising agency or marketing organization.
They gain a real understanding about how the
pieces of the marketing puzzle fit together.

Summary and Conclusion
TheDMEFCollegiateECHOChallengeprepares
the serious advertising or marketing student
for a successful career as a direct marketing
professional in a marketing/advertising agency
or a corporate marketing environment. The
rigors of the Challenge prepare the students for
handling real life marketing challenges when
they enter the job market. Students are able to
put the Collegiate ECHO Challenge on their
resumes and can comfortably discuss each s