
 

 

 
 

ENG 3301: Writing for 

Advertising! 

Public Relations! 

Summary of our rhetorical situation: 
“Ghostery makes a plug-in that lets users find and block online tracking tools — the code in a page that sends data 

about your surfing habits to marketers. According to the company, the number of such trackers has exploded in 
recent years because marketing software used to analyze consumer behavior has become much easier to use.” 

—New York Times, August 19, 2015 
 

Dr. Amy Clements, M.F.A., Ph.D. 
Fall 2015 

 
 

Undergraduate Bulletin Description 
A course introducing students to the process, principles, and techniques of writing and editing for specialized 

writing situations, such as publicity, public relations, organizational newsletters or other in-house publications. 
Prerequisite: ENGW 1302. 

 
 

Office Hours 
Mondays from 3:30 to 5:00 
Thursdays from 2:00 to 3:30 

I am also readily available by appointment (including evening phone appointments),  
and I respond to email queries within 24 hours on weekdays. Feel free to communicate with me through the 

Facebook account I created for student use. 
 

Office location:  Premont 211 
Campus phone (worst way to reach me): 512.485.4622 
E-mail (best way to reach me): amyrc@stedwards.edu 

Website: http://sites.stedwards.edu/amyrc/ 
Connect with me on LinkedIn, especially if you’re a graduating senior. 

mailto:amyrc@stedwards.edu
http://sites.stedwards.edu/amyrc/


 

 

Grading scale used in this course: 
 

A and A+ = 95 and above, earned by producing SUPERIOR work that  
EXCEEDS the minimum requirements 

 
A- = 90-94, representing work that EXCEEDS the minimum expectations 

 
B+ = 87 -89, earned by producing solid work that meets the minimum requirements 

 
B = 84-86 (meets requirements and shows minimal deficiencies) 

 
B- = 80-83 (meets requirements but reflects a few deficiencies) 

 
C++ = a computer programming language 

 
C+ = 75- 79 (adequate work with moderate deficiencies) 

 
C = 70-74 ascribed to adequate work with quite a few deficiencies 

 
D = 60-69, for work that demonstrates significant deficiencies 

 
F = 59 and below, for work that shows severe disregard for the requirements of the assignment 

 

GRADE POINTS 

A+ 4.0 

A 4.0 

A- 3.67 

B+ 3.33 

B 3.0 

B- 2.67 

C+ 2.33 

C 2.0 

D 1.0 

F 0.0 

Grade points awarded through the SEU registrar’s office 
 
 

Required Reading 
Robert Bly, The Copywriter’s Handbook, 3rd ed., ISBN 978-0-8050-7804-6 
Dennis Wilcox and Bryan Reber, Public Relations Writing and Media Techniques, 7th ed., ISBN 978-0-205-21167-8 
 
Tabulation of Final Grade 
Ad Log and Two Short Essays 10% 
Copywriting Projects: 30% 
Tests and quizzes: 30% 
Final Project for a Local Client: 20% 
 
We’ll also have several “Attendance Credit (AC)” assignments.  Participation in these in-class activities will be 
required for earning attendance credit that day. If you don’t participate in the project, you’ll be counted as absent. 
 
 



 

 

Scoring Rubric 
Your copywriting projects will be graded on the following scale: 
 
“A” Range 
This excellent copy demonstrates such a high level of polish, ingenuity, and audience appropriateness that it could 
easily be implemented by a client without any further revision. 
 
“B” Range  
This good copy fulfills the assignment, demonstrates an understanding of the audience, and is free of proofreading 
errors. It is on the cusp of ingenuity but is ultimately at risk of getting overlooked. 
 
“C” Range  
The copy partially fulfills the assignment but lacks precision in tone and message, possessing little persuasive 
power. It may also contain a proofreading error. 
 
D  
The copy reads as if it were written at the last minute, failing to deliver a suitable pitch and containing multiple 
proofreading errors. 
 
F  
The copy never left the mind of its creator and, sadly, was not written at all. 
 
 
Learning Outcomes 
Upon completion of this course, students will be able to: 
1. Apply traditional rhetorical principles to a variety of copywriting situations in advertising, publicity, and public 
relations. 
2. Produce copy that informs with clarity and precision. 
3. Recall standard terminology and special considerations associated with key vehicles of marketing 
communication. 
4. Make ethical choices about producing and disseminating marketing messages. 

 
Class Policies 

 
• You’re allowed 3 absences without penalty. After that, 3 points per absence will be deducted from your final 
grade. If you miss more than 6 classes (i.e. 3 weeks), I may withdraw you from the class; instructors have the 
authority to “un-enroll” a student who abandons a course. This applies to absences for any reason—including but 
not limited to brief illnesses, family vacations, work schedules, and funerals. Save those 3 non-penalty absences for 
true emergencies, trying to avoid using them at all. My attendance policy may only be waived in cases of 
documented hospitalization. 
 
The discussions that take place in class are valuable. If you’re absent, it’s your responsibility to get class 
announcements and notes from a classmate. Tests and essays only comprise a portion of the college experience. 
This attendance policy is one of the benefits of being admitted to a smaller, private university with a low student-
to-professor ratio. The policy is designed to ensure that your diploma reflects a true immersion in the material 
covered in your coursework, beyond what I’m able to measure by grading your tests and essays. Active 
participation in class is an important aspect of your professional development. Note: if you are disruptive in class or 
do not participate in classroom projects, you will not earn attendance credit for that day. 
 
• Late papers will only be accepted if accompanied by a note from a medical provider (including our on-campus 
Student Health Services staff) confirming that you were too ill to complete the assignment. Early papers are 
welcome! All deadlines are listed clearly on this syllabus. You are expected to add those deadlines to your calendar 
on the first day of class and schedule your other activities accordingly. Expect the unforeseen: get a head start on 



 

 

your projects so that last-minute illnesses, computer problems, etc. don’t interfere with your ability to meet these 
deadlines. This policy prepares you for the world of work, in which our increasingly digital society relies on 
technology to enforce deadlines. Back up your work via a cloud, a thumb drive, and your email account(s). 
 
• Check your St. Edward’s email every weekday. It’s linked to Blackboard, alerting you when I post an 
announcement. 
 
• Turn off your phone before class. If your addiction to technology is severe, it will be necessary for me to keep 
the device at my desk until class has ended. 
 
• Plagiarism or cheating on tests = failing grade in the course. Academic dishonesty is in conflict with the 
University’s core values and with our fundamental purpose of pursuing knowledge. Plagiarism occurs when you 
copy text (even promotional copy!) from a source without giving credit to the original author of the text. It’s a form 
of theft. Cheating on tests is equally unethical. We will discuss this further in class, but be aware that I maintain a 
zero-tolerance approach to academic dishonesty.  
 
• Accommodations for Special Circumstances 
Student Disability Services coordinates reasonable accommodations for students with documented disabilities 
(medical, learning or psychological). Any student who feels s/he may need an accommodation based on the impact 
of a disability should follow the university’s accommodation procedure by contacting Student Disability Services 
(512-448-8561 or Moody Hall 155). 
 
All students in our courses must meet the same grading criteria, but I am happy to work with all students (whether 
diagnosed with a disability or not) to develop strategies for success. 
 
• Additional Resources 
St. Edward’s provides a variety of services to support you in achieving academic success.  

Computer Help: Located in Moody Hall, or call the Computer Help Desk at 448-8443. 
 
Tutoring/504 Forms: Academic Planning and Support is in Moody Hall 155 (http://think.stedwards.edu/apss/).  
Note: the “think” intranet site is being phased out this year, so the pages listed on this syllabus may migrate to the 
new St. Edward’s site. 
 
Help with anxiety or depression: The Counseling and Consultation Center in 110 Lady Bird Johnson Hall 
(http://think.stedwards.edu/healthcounseling/) is available for your emotional needs.  Another excellent resource 
is Campus Ministry (http://think.stedwards.edu/ministry/). 
 

http://think.stedwards.edu/apss/
http://think.stedwards.edu/healthcounseling/
http://think.stedwards.edu/ministry/


 

 

 
 

Course Calendar 
 
CH = The Copywriter’s Handbook 
Come to class having read the parts of the book listed on the syllabus for that day. Be prepared to raise questions, 
answer questions, and/or lead a discussion about the assigned passages. You’ll be tested over the book’s key 
concepts. 
 
WR = Wilcox and Reber textbook 
Come to class having read the parts of the book listed on the syllabus for that day. We’ll use the book’s case 
studies in class, and you’ll be tested over the book’s key concepts. I’ll send a Blackboard announcement if you 
need to lug the book to class; you’ll only need to have the book in hand when we discuss case studies for group 
work. 
 
Monday, August 24  
Welcome to class! We’ll familiarize ourselves with each other, with the course goals, and with the fundamentals of 
rhetoric as they apply to the field of copywriting. AC assignment re: Apple advertising then and now. We’ll also 
discuss DoubleClick (acquired by Google in 2008) and other media agencies that serve ads to thousands of 
websites based on your cookie-driven profiles. 
 
After class: begin your seven-day ad log. Throughout the next week, track 20 promotional messages you receive 
across at least 4 media. Make a note of the date, the medium, vehicle, the rhetor, and the message. Include ads on 
websites, email spam, billboards, conventional broadcast or print ads, printed flyers—as many instances as you can 
detect. An template is available on Blackboard. 
 
Wednesday, August 26 
Before coming to class, read CH chapter 2. We’ll perform an in-class headline exercise based on it. 
 
Monday, August 31 
Discussion: CH chapters 3 and 4. 
 
Wednesday, September 2 
Due by 2 p.m.: Ad logs are due today, uploaded in Blackboard. Discussion: what the data teach us about 
advertising research and target marketing. In-class creativity/planning exercise. 
 
Monday, September 7 
LABOR DAY HOLIDAY 
 
Wednesday, September 9 
Longer discussion: CH chapters 5 and 6. Before coming to class, you should have chosen a costly product (with a 
price tag ranging from $500 to $5,000) for the basis for your first print ad. Be prepared to pitch or hear a pitch for a 
creative concept. 
 
Monday, September 14 
In-class peer reviews of your first print ad (all peer review participation is for AC), which should contain a 
headline, long body copy, and a tagline. In the document, you should also list the demographic you are trying to 
reach (age, education level, geographic location if applicable, annual HH income, and any other pertinent aspects 
you wish to add). Bring the ad to class on hard copy along with 3 blank sheets of paper. This is our procedure for 
peer review throughout the semester. 
 
 
 



 

 

Wednesday, September 16 
Due by 2 p.m.: Final version of long-copy print ad is due today, uploaded to Blackboard. Discussion: Making your 
ad interactive for e-periodicals. 
 
Monday, September 21 
Discussion: Out-of-home and short copy. You’ll receive new product assignments today. 
 
Wednesday, September 23 
Class will not meet (ENGW all-day curriculum development). In lieu of coming to class, write a short paper on 
your selections from The Copy Book, which is on reserve in our library. Upload the paper to Blackboard. 
 
Out-of-class group peer reviews of your billboard, transit, and short-copy ads for AC. 
 
Monday, September 28 
Due by 2 p.m.: Final version of your billboard, transit, and short-copy ads, uploaded to Blackboard. Discussion: 
CH chapters 7 and 8. 
 
Wednesday, September 30 
Discussion: CH chapters 11 and 12 on digital copywriting. Also, in-class brainstorming session for direct mail and 
online conversion campaign. Critiques of real-world direct mail/landing-page copy in print and online formats.  
 
Monday, October 5 
Due: Copy for interactive advertising and direct mail, with SEO keywords underlined, uploaded to BB.  
Review of Bly. Also in class: introduction to PR and publicity. 
 
Wednesday, October 7 
*“Quest” over Bly (it’s as long as a test, but it only weighs as much as a quiz). 
 
Monday, October 12 
*Quiz and discussion: Chapter 5 in WR, “Writing the News Release” 
 
Wednesday, October 14 
*Quiz and discussion: Chapter 6 in WR, “Preparing Fact Sheets …” 
 
Monday, October 19 
*Quiz and discussion: Chapter 12 in WR, “Tapping the Web and Digital Media,” applying Bly’s headline principles to 
Tweets and other postings, noting page 205 of WR 
 
Wednesday, October 21 
Due by 2 p.m.: Copy for your press kit (containing a pitch letter, a press release, a tip sheet, suggested interview 
questions, and 5 social media postings), uploaded to BB. GUEST SPEAKER: Norbi Zylberberg, Senior Vice President 
and Creative Director, LatinWorks. Teams/departments for the client project will be announced.  
 
Monday, October 26 
Teams/departments for the client project will meet: print/outdoor/transit advertising, PR, digital communications. 
AC creativity assignment in class. 
 
Wednesday, October 28 
*Quiz and discussion, Chapter 4 in WR, “Working with Journalists and Bloggers”  
 
Monday, November 2 
Guest speaker re: Crisis Communications 
 



 

 

Wednesday, November 4 
Off-site client and team meetings. Chapter 18 in WR has great tips for managing a campaign.  
 
Monday, November 9 
In-class discussion of public service announcements and other services for nonprofits. Samples will be drawn from 
WR pages 218 through 223. 
 
Wednesday, November 11 
Guest speakers: bridging the gulf between journalists and publicists. 
 
Monday, November 16 
In-class discussion: WR case study. 
 
Wednesday, November 18 
Final Project components are due to me via Blackboard. You’ll receive my feedback by Monday. In-class 
discussion (no quiz): Chapter 11 in WR, “Avoiding Legal Hassles.” Further discussion of ethical dilemmas faced by 
contemporary copywriters. 
 
“You wouldn’t tell lies to your own wife. Don’t tell them to mine. Do as you would be done by. If you tell lies about a 
product, you will be found out—either by the government, which will prosecute you, or by the consumer, who will 
punish you by not buying your product a second time. Good products can be sold by honest advertising. If you don’t 
think the product is good, you have no business to be advertising it. If you tell lies . . . you fan the flames of public 
resentment against the whole business of advertising.”—David Ogilvy, Confessions of an Advertising Man, p. 99, 
published in 1963  
 
Monday, November 23 
In-class group discussions of the Final Project feedback and revisions to be made before submitting the project to 
the client. 
 
Wednesday, November 25 
THANKSGIVING HOLIDAY, but Account Executives are responsible for submitting the Final Project to the client by 
midnight tonight.  
 
Monday, November 30 
*Quiz and discussion, chapter 19 in WR, “Measuring Success.”  
 
Wednesday, December 2 
Due by 2 p.m.: Book report (your choice of Confessions of An Advertising Man, The Idea Writers, or The Daily 
You), uploaded to BB.  
We’ll discuss the client critiques for the Final Project. We’ll also administer course/instructor evaluations today. 
 
 
  


