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Instructor's Letter 

Welcome to ADPR 456 — your capstone experience as an Advertising (or, for two of you, Public 

Relations) major. You've been building toward this for three years. This is where it all becomes real. 

Please read the syllabus and course plan carefully — they are your guides to assignments, expectations, 

deadlines, and how you'll be evaluated both individually and as a team. This isn't your typical college 

class, and I mean that in the best possible way. 

What You'll Be Doing 

This class runs like a real agency — Agency456 — and this semester you've been hired by CCIM itself. 

The College of Communication, Information, and Media turns 30 this year. The Letterman Building turns 

20. And CCIM needs a brand and an integrated promotional campaign to celebrate both milestones with 

the kind of fanfare they deserve. 

Your job is to build it. Not simulate it. Not draft a hypothetical. Build the actual thing — brand identity, 

campaign concepts, content series, media strategy, press materials, and a full hand-off package that 

CCIM can pick up and execute, with advance signage rolling out in Spring 2027 and the primary 

celebration in Fall 2027. Real client. Real stakes. Real portfolio piece. 

This year there's an added dimension: the committee wants to explore turning the celebration into a 

fundraising opportunity — especially for WCRD, the student-run radio station that David Letterman 

helped fund and found, whose equipment is now at the end of its life. You'll research how anniversary 

celebrations become giving moments, weigh a possible tie-in to One Ball State Day in Spring 2027, and 

make a recommendation. There's also new physical work on the table — large-format signage, a 

possible permanent plaque or installation in the Letterman lobby, a lobby history timeline — that you'll 

evaluate, recommend, and, where approved, design. 

You'll be organized into two functional teams that mirror a real agency: 



● Strategy & Account Team — audience research, messaging platform, creative brief, content 

strategy, media pitch, fundraising recommendation, and the strategic recommendation memo 

that closes out the semester. 

● Creative Team — visual identity system, commemorative assets, social media template systems, 

signage and physical assets, and every piece of design production this campaign requires. Adobe 

CC is not optional — it's the job. 

Both teams are in this together from Week 1. Neither team waits on the other. Strategy feeds Creative; 

Creative informs Strategy. That's how agencies work, and it's how this one works too. 

The Client 

Your primary client contact is Dean Kristen McCauliff. Brand and visual identity decisions go through 

Ruthie Grigoletti at BSU Marketing & Communications — she has ultimate approval authority over 

anything that carries the CCIM or Ball State name. The CCIM Anniversary Planning Committee provides 

ongoing input, and committee members will be in the room for your midterm and final presentations. 

Here's the thing about working with institutional clients: the approval layers are real, and they're not a 

sign that anything is going wrong. What IS a sign that something is going wrong is if you show up to 

those conversations unprepared, hoping they'll just like it. Your job is to persuade — with strategy, 

rationale, and professional confidence. Make them want to say yes. This matters especially for the new 

signage and physical installs, which need Marketing's specs and sign-off before you produce final files. 

What to Expect 

You'll apply for your agency position in the first week of class. There are two Team Lead spots and nine 

Team Member spots. Team Leads coordinate cross-team handoffs, assign weekly tasks, and keep the 

Agency Director (that's me) in the loop before problems become crises. Team Members own specific 

deliverables each phase and contribute their skills wherever the work needs them. 

No rigid job titles. No “I only do design” or “I only do strategy.” In a small agency, you do what needs 

doing. You'll be surprised by what you're good at when you can't hide behind a lane. 

You'll also complete three short writing assignments based on Simon Sinek's Start With Why. It's a quick 

read, it's genuinely useful, and it will change how you think about what you're building this semester — 

and the career you're building after it. 

Participation = Performance 

This class moves fast and the work is real. Your individual performance and team contribution both 
matter. That means: 

● Staying accountable to your team and your deadlines 

● Communicating early and often — with me and with each other 

● Participating fully in check-ins, reviews, and brief sessions 

● Using Microsoft Teams daily — that's where the work lives between Tuesday and Thursday 

● Treating every deliverable like it's going to a client — because it is 

Peer reviews are built into both the midterm and final evaluations. If you coast or disappear, your 

teammates will notice. They'll be asked about it. Plan accordingly. 



My Role 

I operate as your Agency Director, not a traditional professor. I'm not here to lecture at you about 

advertising theory — you've had three years of that and you've earned this seat. I'm here to mentor, 

push, give you honest feedback you're expected to implement, and celebrate the work when it's 

genuinely good (and it will be). 

Bring me drafts. Bring me problems. Bring me questions. My door is open and I check Teams throughout 

the day. The students who do best in this course are not always the most talented — they're the ones 

who keep me in their process and treat this like the real job it is. 

Final Thought 

You made it to your capstone. That's not a small thing. Now it's time to act like the creative professional 

you've worked hard to become — and leave CCIM something they're proud to put their name on. 

— Betsy Meyer, Agency Director 

About the Client & Project 

The Milestones 

The College of Communication, Information, and Media (CCIM) at Ball State University reaches its 30th 

anniversary in 2026–2027. The Letterman Building — the college's home, named for BSU alumnus David 

Letterman — marks its 20th anniversary simultaneously. Advance activity and signage roll out in Spring 

2027, with the primary celebration planned for Fall 2027. Students are building the brand and campaign 

infrastructure that will make it happen. 

Celebration as Fundraising 

The committee has strong interest in turning this celebration into a fundraising opportunity, not just a 

promotional one. The anchor case is WCRD, Ball State's student-run radio station. David Letterman 

provided the original seed funding for the student station in the late 1980s (it began as a low-power 

AM/carrier-current signal before becoming today's WCRD 91.3 FM), and the station's informal identity 

— “Cardinal Radio Dave” — is a direct nod to him. Much of WCRD's broadcast equipment is now at the 

end of its usable life, which gives this anniversary a specific, genuine reason to ask people to give. The 

committee is also exploring a tie-in to One Ball State Day, the university's annual giving day, in Spring 

2027 — an open strategic question the agency will investigate and make a recommendation on. 

A note on accuracy — WCRD vs. WBST. Letterman began his broadcasting career at WBST (Ball State's 

public station, now part of Indiana Public Radio) — the station he was famously fired from. WCRD is 

the separate, student-run station he later helped fund and found. When you write the fundraising 

case for WCRD, keep the two straight, and verify the exact founding year against Ball State's own 

archives rather than secondhand accounts, which disagree. 

 

 



What You Are Building 

The Agency has been briefed on the following promotion concepts coming out of the CCIM planning 

committee. These represent the committee's initial thinking — students are expected to evaluate, 

refine, and add to this list as part of the strategic process. 

Overview of the Promotion Concept and Strategies 

Promotion 
Concept 

Description Strategy Owns Creative Owns 

“30 Voices in 30 

Days” 
One featured voice per day on social 

media leading up to the event — BSU 

leaders, notable alums, and past 

Letterman speakers each share a “Top 

10” in Letterman’s legacy format 

Content strategy, 

editorial calendar, 

sourcing/outreach 

framework, who the 

30 voices are 

Visual template 

system, graphic 

identity for the 

series, daily post 

design framework 

“Building Stories” 

Series 
Faculty, staff, and students share a 

specific memory tied to a room or space 

in the Letterman Building — place-based 

storytelling that brings the building’s 20 

years to life 

Content framework, 

story collection 

strategy, editorial 

guidelines 

Visual treatment, 

layout system, 

photography/design 

direction 

“Then and Now” Founding CCIM faculty and staff 

featured alongside current students — 

the 30-year arc made human and visual 

Sourcing strategy, 

narrative 

framework, who to 

feature and why 

Visual concept — 

side-by-side design 

system, art direction 

Countdown 

Campaign 
Countdown to the celebration — builds 

anticipation across platforms in the 

weeks and days leading up to the event 

Rollout strategy, 

channel plan, timing 

framework 

Visual countdown 

identity, asset 

templates 

Regional Media 

Pitch 
Pitch the dual milestone as a feature 

story to IndyStar or IBJ — the Letterman 

name plus the CCIM 30-year story is a 

legitimate regional news angle 

Media pitch 

strategy, target 

outlets, pitch 

narrative, key 

messages 

Visual assets to 

support pitch (photo 

direction, 

infographic 

concepts) 

Fundraising / 

Philanthropy Case 

(NEW) 

Turn the celebration into a giving 

opportunity — anchored by WCRD’s 

end-of-life equipment and the 

Letterman connection. Investigate a 

possible One Ball State Day (Spring 

2027) tie-in. Research-and-recommend 

first; light templating second. 

Anniversary-giving 

research, case-for-

support language, 

donor messaging, 

One Ball State Day 

recommendation, a 

small set of 

fundraising template 

shells 

Visual identity for 

the giving ask, 

donor-facing 

template design, 

giving-day social 

assets (as 

recommended) 

Student 

Engagement 

(NEW) 

The audience skews alumni / faculty / 

staff / donors. Do current students even 

care — and if not, how do we bring 

them in? Evaluate tactics such as tying in 

CCIM’s weekly Friday popcorn events 

and building selfie / photo stations. 

Audience read on 

current-student 

interest, 

engagement tactics 

and rationale, event 

tie-in plan 

Selfie/photo-station 

design, Friday-

popcorn-event 

graphics, student-

facing social assets 



 

Known Assets — Starting List, Plus a Recommend-and-Select Menu 

The assets below are grouped in two tiers. Tier 1 are confirmed needs — a floor, not a ceiling. Tier 2 is a 

menu of new directions the committee raised: the agency evaluates these, recommends which to 

pursue, and produces a subset — not necessarily all. Several Tier 2 items depend on specifications and 

approvals from Ruthie and BSU Marketing before production. 

Tier 1 — Confirmed Assets 

Table showing various assets and their details. 

Asset Description Format 
Primary 
Owner 

Visual Identity System Logo, color palette, typography, graphic 

elements — full brand 
Adobe files Creative 

Commemorative Poster Dual-milestone design; limited numbered 

print run for donors, alumni, and attendees 
Print-ready + 

digital 
Creative 

Save the Date Advance notice of the Fall 2027 celebration 

— print and digital 
Print + digital Creative 

Invitation Formal event invitation — print for key 

stakeholders, digital for broader distribution 
Print + digital Creative 

“30 Voices” Visual 

Template System 
Repeatable graphic templates for daily social 

posts — flexible for 30 voices, consistent as a 

series 

Social media 

formats 
Creative + 

Strategy 

Social Media Graphics — 

Other Series 
Templates for “Building Stories,” “Then and 

Now,” countdown, and additional series 
Social media 

formats 
Creative + 

Strategy 

Anniversary Press 

Releases 
Official CCIM-distributed releases — 

companion deliverables to the media pitch 

narrative 

Editable .docx Strategy 

Tier 2 — Recommend-and-Select Menu (New) 

Table illustrating various assets and their respective details. 

Asset Description 
Format / 
Dependency 

Primary 
Owner 

Large-Format Vinyl 

Signage & Banners 
Wall and door graphics, and possibly 

banners, installed in Spring 2027 ahead of 

the celebration. Specs and placements set 

with Ruthie / BSU Marketing. 

Large-format 

vinyl; specs TBD 

with Marketing 

Creative 

Commemorative 

Stickers 
A scaled-down version of the 

commemorative poster as a sticker students 

can take — an accessible, low-cost way to 

give students something. 

Print (die-cut 

sticker) 
Creative 

Plaque / Art Installation A possible permanent plaque, art installation, 

or signage inside the Letterman Building 

Concept + spec; 

permanent install 
Creative + 

Strategy 



Asset Description 
Format / 
Dependency 

Primary 
Owner 

marking the milestones. Concept and 

placement with the committee and 

Marketing. 

Lobby Projector / Digital 

Timeline 
A projected or screen-based experience in 

the Letterman lobby: video, photos, and a 

timeline tracing the histories of CCIM and the 

Letterman Building. 

Digital / motion; 

timeline content 
Creative + 

Strategy 

Selfie / Photo Stations Physical or pop-up photo moments that pull 

current students into the celebration. 
Print + physical 

build 
Creative 

Fundraising Template 

Shells 
A small set of donor-facing template shells 

(case-for-support one-pager, giving-ask social 

template) — produced only as 

recommended. 

Editable .docx + 

Adobe 
Strategy + 

Creative 

Student-Identified Needs. You will identify additional asset needs as part of the strategic process. This 
list will grow. 

Research & Archival Sources 

Several concepts — “Then and Now,” “Building Stories,” the lobby timeline, and the WCRD fundraising 

case — depend on real archival material. Start with these sources: 

● Stan at Public Media — holds photographs of the Letterman Building under construction; a 

primary source for the building's 20-year story and any “then” imagery. 

● Ball State University Digital Media Repository (DMR) — the university's digital archives; a first 

stop for historical photos, documents, and institutional records. 

● Ball State Daily News archive — decades of student-newspaper coverage, including articles and 

photographed newspaper pages documenting CCIM and Letterman Building history. 

● Founding CCIM faculty group photo — a known group photograph of the founding faculty; a 

natural anchor for “Then and Now” and the timeline. 

Treat these as starting points. Confirm dates and facts against primary sources and document 
provenance for anything you reuse. 

The Client Relationship 

Dean McCauliff is your primary client contact. Ruthie Grigoletti, Senior University Marketing Advisor 

from BSU Marketing & Communications, must approve all brand and visual identity decisions — any 

work that will carry the CCIM or Ball State name goes through Marketing. The new physical assets (vinyl 

signage, permanent plaque/installation, lobby projector) require specifications, placement approvals, 

and brand sign-off from Ruthie and Marketing before production. The CCIM Anniversary Planning 

Committee provides ongoing input, and committee representation is requested at the midterm and final 

presentations. Where constraints are unclear, ask the right questions and document the answers. 



A note on the client dynamic. Ball State Marketing has significant institutional authority over brand 

decisions. Your job is not to defer to that authority — it is to persuade. You present strategic rationale. 

You defend your creative choices. You make them want to say yes. That is the job. 

Team Structure 

With 11 students and a project that requires both strategic rigor and real design production, the class is 

organized into two functional teams that mirror a real agency structure. Both teams are engaged from 

Week 1. Neither team is waiting on the other. 

Overview of strategies and team members responsible for account management. 

Strategy & Account Team Creative Team 

Includes both embedded PR students 

PHASE 1 — FOUNDATION 

● CCIM & Letterman history and institutional 
research 

● Audience research — including whether 
current students care 

● Brand audit: document existing CCIM/BSU 
standards 

● Asset needs audit, including the new Tier 2 
menu 

● Fundraising landscape research (WCRD, One 
Ball State Day) 

PHASE 2 — STRATEGY 

● Target audience definition and persona 
development 

● Campaign goals and success metrics 

● Messaging platform for the dual milestone 

● Creative brief — formal document handed to 
Creative 

PHASES 4–5 — BUILD & HAND-OFF 

● “30 Voices” content strategy + editorial 
calendar 

● “Building Stories” content framework 

● “Then and Now” sourcing strategy 

● Regional media pitch narrative (IndyStar / IBJ) 

● Countdown rollout; student engagement plan 

● Fundraising recommendation + case-for-
support 

● Strategic recommendation memo for hand-off 

Adobe CC required — all design work produced here 

PHASE 1 — FOUNDATION 

● Visual inspiration audit: anniversary 
campaigns, identities 

● Comparable campaign analysis — what does 
great look like? 

● Mood board development: visual directions 
worth exploring 

● Adobe skill inventory: who does what well? 

PHASE 2 — STRATEGY 

● Mood boards refined against audience and 
brand constraints 

● Participate in brief development — push back 
where needed 

● Receive and respond to creative brief in Week 
7 

PHASES 3–5 — CONCEPT, BUILD & HAND-OFF 

● Logo and visual identity system (Illustrator) 

● Commemorative poster — numbered print 
run; sticker variant 

● Save the date + invitation (print and digital) 

● Large-format vinyl signage / banners (specs 
with Marketing) 

● Template systems across all series; 
selfie/photo stations 

● Lobby projector / timeline; plaque or 
installation concept 

● Presentation design for midterm and final 

 

 



The Brief Hand-Off: A Structured Moment 

The creative brief is not just a document submitted to Canvas. On Thurs., Oct. 8, Strategy presents the 

completed brief to Creative in a formal internal agency meeting. Creative responds — asking questions, 

pushing back on anything unclear, flagging constraints the brief may have missed. The brief is locked 

only after that conversation. This is how real agencies work. 

 

 

Team Lead Responsibilities 

● Main point of contact with the Agency Director 

● Assigns weekly tasks based on project phase and team capacity 

● Coordinates cross-team handoffs — Strategy feeds Creative; Creative informs Strategy 

● Reports progress and flags problems before they become crises 

● Facilitates internal reviews and maintains team accountability between Tues/Thurs 

Team Member Responsibilities 

● Own specific deliverables as assigned each phase — take them across the finish line 

● Contribute skills (design, writing, research, strategy) based on weekly project needs 

● Participate in internal reviews with professional, substantive feedback 

● Communicate proactively about capacity, roadblocks, and ideas 

● Treat every deliverable as a portfolio piece — because it is 

Week 1: Team Applications 

Team placement is decided by the Agency Director. You will apply. 

Application Assignment — Due Friday, August 28 

● Submit a current resume and a cover letter addressed to the Agency Director 

● Your cover letter should make the case for which team (Strategy & Account or Creative) you 

belong on and why — with specifics 

● If you want to apply for one of the two team leads, make that case in the cover letter as well 

● There are no wrong answers, but vague answers will cost you the role you want 

● Teams announced Tuesday, September 1 

This is not a class exercise. It is an actual hiring decision. Treat it accordingly. 

 



Preparing for Client Meetings: Question Sets 

Your first two client contacts — the Dean McCauliff visit and the Ruthie Grigoletti brand meeting — are not sit-

back-and-listen sessions. You are the agency. You show up with questions that move the work forward. Before 

each of these two meetings, you submit a set of questions, and you come ready to actually ask them. 

Client Questions #1: Dean McCauliff Visit — Due Wednesday, September 2 (night before the Sep 3 visit) — 15 pts 

Client Questions #2: Ruthie Grigoletti Meeting — Due Wednesday, September 9 (night before the Sep 10 
meeting) — 15 pts 

For each meeting: 

● Submit a list of at least five questions you want the client to answer — specific, researched, and useful to 

the actual work, not questions you could answer yourself with a web search 

● Questions should reflect where the agency is: for the Dean, project goals, audience, stakeholders, 

fundraising appetite; for Ruthie, brand constraints, approval process, and specs for signage and physical 

installs 

● Come to the meeting prepared to ask: every student should ask at least one question during the session 

● Due the night before the meeting via Canvas, so there is time to review as a group 

Why this is graded. Walking into a client meeting without questions is the fastest way to look like a student 

instead of an agency. These points reward doing the homework and showing up ready to lead the conversation. 

Assignments & Grading 

A table presenting the details of the assignment including topics, deadlines, and requirements. 

Assignment Type Points Due 

Team Application: Resume + Cover Letter Individual 25 Fri, Aug 28 

Client Questions: Dean McCauliff Visit Individual 15 Wed, Sep 2 (night 

before) 

Client Questions: Ruthie Grigoletti Meeting Individual 15 Wed, Sep 9 (night 

before) 

Phase 1 Work + Client Send Group (completion) 25 Thu, Sep 17 

Reading Paper 1: Parts 1 & 2 Individual 25 Thu, Sep 17 

Phase 2 Work + Client Send Group (completion) 15 Thu, Oct 8 

Midterm Presentation / Peer Review Group + Individual 100 Thu, Oct 15 

Reading Paper 2: Parts 3 & 4 Individual 25 Thu, Oct 22 

Advertising or PR Test Individual 100 Thu, Nov 12 

Phase 4 Work + Client Send Group (completion) 25 Thu, Nov 19 

Reading Paper 3: Parts 5 & 6 Individual 25 Thu, Nov 19 

Final Presentation / Peer Review Group + Individual 200 Thu, Dec 3 

TOTAL  595  

 



How Grading Works 

This course is weighted toward the two client-facing presentations. The Midterm (100) and Final (200) 

are where the bulk of your grade lives — they are scored as a group baseline and then adjusted up or 

down by peer review. If your group earns an A but your peers document minimal contribution from you, 

your grade will reflect your actual contribution. The inverse is also true. 

The three phase grades (Phase 1, 2, and 4) are lighter, completion-based checkpoints. They are not 

graded on polish. The work still has to get done — research, brief, concepts — but instead of submitting 

a finished package for a quality score, you get the work to a state you can show the client, and you route 

it to the client the right way. The points are earned by following the Client Communication Protocol 

below. 

Peer review is not a popularity contest. It is a professional accountability mechanism. Complete it 
honestly. 

Client Communication Protocol 

Nothing goes to the client without coming through me first. This is how real agencies protect the client 

relationship, and in this class it is how the three phase checkpoints are graded. For each phase, the 

completion points are earned entirely by this loop: 

● Draft the client email — your team writes the message and attaches the phase's work, ready to 

send. 

● Send it to me for approval first — I review the message and the work before it goes anywhere. I 

may ask for changes. 

● Send to the client and copy me — once approved, you send it to the client (async — no meeting 

required) and cc me on the same email, so there is a record that it happened. 

The email loop IS the grade for these phases. Draft → my approval → send to client + copy me. 

Complete that loop on time and you earn the completion points. Skip my approval, forget to copy me, 

or miss the send, and you don't — regardless of how good the underlying work is. Getting the work in 

front of the client and getting their written feedback before you build further is the whole point. 

Grade Scale 

Table illustrating the range of different data sets or categories. 

Range Grade Range Grade 

100–94% A 79–77% C+ 

93–90% A− 76–74% C 

89–87% B+ 73–70% C− 

86–84% B 69–67% D+ 

83–80% B− 66–64% D 

  63–60% D− 

  Below 60% F 



Required Reading 

Simon Sinek's Start With Why — available for $9.99 at Amazon and at the Bookstore. Three papers, 25 
points each. 

Each paper has three parts. There is no summary requirement — do not summarize the book. Write 

from your own thinking. 

Table showing different parts and their descriptions. 

Part Points What It Asks 

Part 1 — The 

Moment 
10 Identify one specific moment from the reading that made you stop and think. 

Describe it and explain concretely why it landed. This is the part that tells me 

whether you read it — vague or generic answers cost points regardless of the 

rest of the paper. 

Part 2 — The 

Client 
8 Apply something from the reading to a specific decision or challenge facing 

Agency456 and the CCIM anniversary campaign. Make a recommendation 

grounded in the actual work the agency is doing at the time of the paper — 

not a restatement. 

Part 3 — Your 

Career 
7 Apply something from the reading to your own path — a client or organization 

you want to work for, a role you're building toward, a gap you know you have. 

This section rewards honesty over polish. 

Paper Schedule 

A table summarizing the key features and specifications of the paper. 

Paper Due Date Assigned Sections 

Paper 1 Thursday, September 17 Part 1: A World That Doesn't Start With Why  |  Part 2: An 

Alternative Perspective 

Paper 2 Thursday, October 22 Part 3: Leaders Need a Following  |  Part 4: How to Rally Those 

Who Believe 

Paper 3 Thursday, November 19 Part 5: The Biggest Challenge Is Success  |  Part 6: Discover WHY 

Format: 2–4 pages total per paper. Double-spaced, 12-point Times New Roman, 1-inch margins. Label 
each section (Part 1, Part 2, Part 3). Include your name, date, and paper number in the header. Submit 
via Canvas by 11:59 PM the night before class. 

 

 

 

 



Semester Schedule 

Summary of different phases in the process or project 

Phase Weeks Dates Strategy Focus Creative Focus 

1 1–4 Aug 25 – Sep 17 History, audience research 

(incl. student interest), brand 

audit, asset audit, fundraising 

landscape 

Visual inspiration audit, 

comparable campaigns, mood 

boards 

2 5–7 Sep 22 – Oct 8 Audience, goals, messaging 

platform, creative brief 
Mood boards refined, brief 

participation, brief hand-off 

received 

3 8 Oct 13 – Oct 15 Messaging framework, 

presentation narrative 
Visual identity concepts (2–3 

directions), Adobe production 

4 9–13 Oct 20 – Nov 19 Content strategies, media 

pitch, rollout, student 

engagement, fundraising 

recommendation 

Visual identity lock, all asset 

production, template systems, 

Tier 2 builds 

5 14–15 Nov 24 – Dec 3 Strategic recommendation 

memo, hand-off narrative 
Final file organization, 

presentation design, hand-off 

package 

Phase 1: Foundation 

 

Weekly schedule overview 

Wk Dates Tuesday Thursday Owner 

1 Aug 25 / Aug 27 Course intro. Agency orientation. 

CCIM client overview. Assign Team 

Application (due Fri Aug 28). 

CCIM & Letterman Building history 

research. Why this dual milestone 

matters. Secondary research 

methods overview. 

Both 

2 Sep 1 / Sep 3 Teams announced. Roles, 

expectations, working norms. 

Strategy begins audience + 

fundraising research. Creative 

begins visual inspiration audit. 

CLIENT VISIT: Dean Kristen 

McCauliff — project goals, 

timeline, stakeholders, constraints, 

fundraising interest. (Client 

Questions #1 due night before.) 

Both 

3 Sep 8 / Sep 10 Strategy: audience + fundraising 

deep-dive (WCRD, One Ball State 

Day; do students care?). Creative: 

comparable campaign analysis + 

mood boards. Internal WIP check-

in; prep for Ruthie meeting. 

RUTHIE MEETING — Brand audit 

with BSU Marketing & 

Communications. Constraints, 

flexibility, specs for 

signage/physical assets. (Client 

Questions #2 due night before.) 

Both 

4 Sep 15 / Sep 17 Brand audit debrief. Document all 

constraints. Strategy drafts 

Research Brief. Creative refines 

mood boards against constraints. 

Phase 1 work ready. Draft the 

client email, route to Agency 

Director for approval, then send to 

client + copy Director. 

Both 



 

Phase 1 Work + Client Send — Due Thursday, September 17 — 25 pts (completion) 

Get the following work to a state you can show the client. This is the research foundation — it does not need 
to be a polished package, but it does need to be real and complete enough for the client to react to. 

● Research Brief: secondary research findings, audience landscape (including whether current students 

care and how to include them), comparable campaigns, and a fundraising landscape scan (WCRD 

equipment need, anniversary-giving models, possible One Ball State Day tie-in) (Strategy leads, 

Creative contributes) 

● Brand Constraints Document: existing CCIM/BSU brand standards and creative latitude, plus any 

known specs for signage and physical installs (Both teams) 

● Visual Inspiration Deck: mood boards and comparable campaign analysis (Creative leads) 

● Asset Needs Audit: the confirmed list, student-identified additions, and a first pass on the Tier 2 

menu with a recommendation on what to pursue (Strategy leads) 

The 25 points are earned by the Client Communication Protocol: draft the email to the client with this 

work attached → send to the Agency Director for approval → once approved, send to the client and copy 

the Director. That loop is the grade for this phase. 

Phase 2: Strategy 

What are we saying, to whom, and why? 

Weekly schedule overview 

Wk Dates Tuesday Thursday Owner 

5 Sep 22 / Sep 24 Audience definition workshop. 

Persona development. Who are we 

reaching, and where do current 

students fit? 

Personas refined. Campaign goals 

and success metrics drafted. 

Creative refines visual directions. 

Strategy 

6 Sep 29 / Oct 1 Messaging platform for the dual 

milestone — tagline territory, key 

messages, tone of voice. Position 

the fundraising ask. 

Campaign goals finalized. 

Messaging framework refined. 

Strategy drafts creative brief. 

Strategy 

7 Oct 6 / Oct 8 Strategy completes creative brief. 

Both teams pressure-test it 

together. 

BRIEF HAND-OFF: Strategy 

presents brief to Creative; brief 

locked. Draft client email, route to 

Director for approval, send to 

client + copy Director. 

Both 

Phase 2 Work + Client Send — Due Thursday, October 8 — 15 pts (completion) 

Get the following to a state you can show the client for written feedback before the midterm. 

● Creative Brief: target audience, campaign goals, key messages, tone, mandatories, success metrics — 

reflecting the fundraising angle and student-engagement question where relevant (Strategy owns) 

● Refined Mood Boards: visual directions updated to reflect audience insights, brand constraints, and 

brief requirements (Creative owns) 

The 15 points are earned by the Client Communication Protocol: draft → Agency Director approval → 

send to client + copy Director. That loop is the grade for this phase. 



Phase 3: Concepting — Midterm 

How does it look, sound, and feel? 

Weekly schedule overview 

Wk Dates Tuesday Thursday Owner 

8 Oct 13 / Oct 15 Midterm rehearsal — full run-

through with Agency Director 

feedback. Final revisions. 

MIDTERM PRESENTATION — Dean 

McCauliff + Ruthie Grigoletti 

(committee representation 

requested). 

Both 

Midterm Presentation — Thursday, October 15 — 100 pts 

● Audience definition, campaign goals, key messages, tone of voice (Strategy) 

● Visual identity concepts: 2–3 directions with strategic rationale — logo, color, typography, 

look/feel (Creative) 

● Promotion framework: how do “30 Voices,” “Building Stories,” and other concepts connect to 

the brand? (Strategy) 

● Early point of view on the fundraising angle and student-engagement tactics — enough to get 

client direction (Both) 

● Questions to resolve: what approvals and specs does Marketing need — especially for signage 

and physical installs? (Both) 

Phase 4: Build 

Actually build it. 

Weekly schedule overview 

Wk Dates Tuesday Thursday Owner 

9 Oct 20 / Oct 22 Midterm feedback integration. 

Strategy: refine content strategies 

+ fundraising recommendation. 

Creative: lock visual direction. 

Visual identity refinement in 

Adobe. Strategy: “30 Voices” 

content framework. 

Both 

10/

11 
Oct 27 / Oct 29 
Nov 3 / Nov 5 

Creative: identity system 

production (Illustrator); begin 

signage/sticker specs with 

Marketing. Strategy: “30 Voices” 

calendar + “Building Stories” 

framework. 

Creative: “30 Voices” template 

system; Tier 2 concepts (selfie 

stations, lobby timeline). Strategy: 

“Then and Now” sourcing + 

countdown + student engagement 

plan. 

Both 

12 Nov 10 / Nov 12 Creative: commemorative poster + 

sticker + save the date/invitation. 

Strategy: regional media pitch + 

fundraising case-for-support. 

Internal review with Agency 

Director. Full campaign concept 

critique. 

Both 

13 Nov 17 / Nov 19 Full campaign assembly, including 

selected Tier 2 items. 
Gap assessment. Final production 

push. Draft client email, route to 

Director for approval, send to 

client + copy Director. 

Both 

 



 

Phase 4 Work + Client Send — Due Thursday, November 19 — 25 pts (completion) 

Get the campaign concept work to a state you can show the client for written feedback before you 
finalize for the Final Presentation. 

● Visual Identity System: logo (Illustrator), color palette, typography, graphic elements (Creative) 

● “30 Voices in 30 Days” package: content strategy, editorial calendar, visual template system 

(Both) 

● “Building Stories” package + “Then and Now” concept (Both) 

● Countdown campaign: rollout strategy + visual identity (Both) 

● Regional media pitch framework (Strategy) 

● Student engagement plan: whether current students care, and recommended tactics to include 

them (Friday popcorn tie-in, selfie stations) (Strategy leads, Creative supports) 

● Fundraising recommendation: One Ball State Day tie-in, WCRD case-for-support, any template 

shells (Strategy leads, Creative supports) 

● Selected Tier 2 concepts the agency recommended and the client approved — signage direction, 

sticker, lobby timeline, plaque/installation (Creative leads) 

● Asset production: commemorative poster concept, save the date, invitation (print + digital) 

(Creative) 

The 25 points are earned by the Client Communication Protocol: draft → Agency Director approval → 

send to client + copy Director. That loop is the grade for this phase. 

Phase 5: Hand-Off 

Leave them something they can actually use. 

Weekly schedule overview 

Wk Dates Tuesday Thursday Owner 

14 Nov 24 / Nov 26 Deliverables finalized. Strategy: 

recommendation memo drafted 

(includes fundraising path). 

Creative: file organization + 

presentation design. 

NO CLASS — Thanksgiving Break Both 

15 Dec 1 / Dec 3 Final rehearsal with Agency 

Director. Full run-through. Last 

revisions. 

FINAL PRESENTATION — Dean 

McCauliff + Ruthie Grigoletti + 

CCIM Planning Committee 

Both 

Final Hand-Off Package — Thursday, December 3 — 200 pts 

● Brand platform document: audience, positioning, key messages, tone of voice (Strategy) 

● Visual identity system: logo (Adobe source files), color palette, typography, graphic elements 

(Creative) 

● Campaign concept: overarching idea and how it serves the dual milestone (Both) 

● “30 Voices,” “Building Stories,” “Then and Now,” and countdown — full frameworks + visual 

systems (Both) 



● Student engagement plan and any produced student-facing assets (selfie station, Friday popcorn 

graphics) (Both) 

● Fundraising recommendation + case-for-support and any approved template shells; One Ball 

State Day tie-in recommendation (Strategy leads, Creative supports) 

● Selected Tier 2 deliverables the client approved (signage direction/specs, sticker, lobby timeline 

concept, plaque/installation concept) (Creative leads) 

● Asset package: commemorative poster, save the date, invitation — print and digital (Creative) 

● Regional media pitch narrative (Strategy) 

● Press releases: official CCIM-distributed releases — submitted as editable Word documents 

(.docx) (Strategy) 

● Strategic recommendation memo: what to do next, what decisions remain, what CCIM needs to 

execute in Spring 2027 (advance signage) and Fall 2027 (celebration) (Strategy) 

● Adobe hand-off package: all original source files with packaged fonts and linked assets — 

organized and ready to open (Creative) 

Weekly Structure 

Overview of session topics and activities 

Session What Happens 

Tuesday Planning, Assignment & Work Session — Team leads report on progress and priorities. 

New work is introduced or assigned. Teams work in parallel within the agency suite. 

The Agency Director checks in at the start of class and is available throughout. 

Thursday Review, Feedback & Iteration — Teams present work completed since Tuesday. Full-

class feedback. Client presentation practice as applicable. Next priorities established. 

Between Classes Independent Execution & Team Coordination — Individual work on assigned tasks. 

Cross-team coordination as needed. Mid-week check-ins. All coordination via 

Microsoft Teams — check daily. 

 

 

 

 

 

 



 

Course Learning Outcomes 

ADPR 456 substantially aligns with ACEJMC Core Values and Competencies. The table below shows 
where each outcome is applied. 

Summary of learning outcomes achieved through the program. 

Learning Outcome Where You Do This 

demonstrate an understanding of the multicultural 

history and role of professionals and institutions in 

shaping communications 

CCIM institutional history research; Letterman legacy; how a 

college communicates identity over 30 years 

demonstrate an understanding of professional ethical 

principles and work ethically in pursuit of truth, 

accuracy, fairness and service to all people and 

communities.   

All client-facing work; audience representation; accuracy in 

historical claims (including WCRD/WBST); messaging fairness 

present images and information effectively and 

creatively, using appropriate tools and technologies 

Adobe CC visual identity system; all campaign assets; signage 

and installations; presentations 

write correctly and clearly in forms and styles 

appropriate for the communications professions, 

audiences and purposes they serve 

Creative brief; recommendation memo; content frameworks; 

media pitch; fundraising case-for-support 

apply critical thinking skills in conducting research and 

evaluating information by methods appropriate to the 

communications professions in which they work 

Audience research; brand audit; comparable campaign 

analysis; asset needs audit; fundraising landscape research 

effectively and correctly apply basic numerical and 

statistical concepts 

Campaign goals and success metrics; editorial calendar math; 

numbered print run rationale; fundraising targets 

critically evaluate their own work and that of others 

for accuracy and fairness, clarity, appropriate style and 

grammatical correctness 

Internal reviews every Thursday; brief hand-off; midterm 

feedback integration; peer review 

apply tools and technologies appropriate for the 

communications professions in which they work 

Adobe CC (Illustrator, Photoshop, InDesign — required); 

Microsoft Teams; presentation platforms 

Immersive Learning Student Learning Outcomes 

● Students will create a constructive collaborative climate. 

● Students will apply previous knowledge or skills to demonstrate comprehension and 

performance in novel situations. 

 

 

 



Professional Expectations 

This course operates like a professional advertising and public relations agency. Your instructor serves as the 

Agency Director — not just a professor. You are expected to function as part of a strategic, client-facing team. That 

means you must show up, speak up, and follow through. 

Communication 

● Respond to team communications within 24 hours 

● Notify your team lead immediately if you will miss a deadline or class 

● Use professional tone in all client-facing materials — every email, every slide, every document 

● Microsoft Teams: check daily, respond promptly, share work in progress openly 

Design & Production 

● All visual work is produced in Adobe CC — Illustrator, Photoshop, and InDesign as appropriate 

● Treat every file like a client deliverable: organized layers, named artboards, clean exports 

● Work should be execution-ready — someone should be able to open the file and understand it 

● For signage and physical installs, confirm specifications with Ruthie / Marketing before producing final 

files 

● Get Agency Director feedback on design work before Thursday presentations, not after 

Accountability in Team Settings 

● Each team member has a defined role and responsibilities 

● Major tasks and deadlines should be shared in writing by Team Leads via email 

● If a team member misses deadlines or fails to contribute, the Lead notifies them in writing and copies the 

Agency Director 

● Continued issues are escalated to the Agency Director immediately — a formal meeting may follow and 

grade deductions will apply 

Deadlines & Late Work Policy 

● Deadlines are final unless prior arrangements are made 

● Late work (submitted within 24 hours of deadline) will receive a maximum of 70% 

● Work submitted more than 24 hours late will receive a zero 

● Canvas submission time is the official time of record 

Technology & Preparedness 

● All assignments will be posted in Canvas — check it regularly for updated instructions, deadlines, and 

announcements 

● Back up your files regularly and in multiple places — technical failures are not valid excuses for missing 

deadlines 

● Be cautious with food and drinks near shared equipment. You are liable for any damage. 

● Save your work to build a portfolio — this class is about producing material you can use in the real world. 



Policies & Student Rights 

Attendance 

Punctual attendance is expected and required in this course. Through your enrollment, you have 

contracted to be here, and I expect you to accept and fulfill that responsibility.  

Absences for University Activities 
The University expects its units and programs that take students away from class meetings to schedule such events 
in a way that will minimize hindrance of orderly completion of course requirements. Such units must provide a 
written statement to the students describing the activity and stating as precisely as possible the dates of the 
required absence. The involved students must deliver this documentation to the instructor preferably before the 
absence, but in no event, later than one week after the absence. 

Academic Integrity & Plagiarism 

Rules and repercussions concerning plagiarism and other forms of academic dishonesty will be rigidly 

applied in this course. Any work you hand in must be your own unless it results from a collaborative 

group effort. Plagiarism includes representing another's words, ideas, or data as your own; fabricating or 

falsifying a source or citation; copying another student's work or having someone else generate your 

work; and helping another student commit an act of plagiarism. Plagiarism is not the only form of 

academic dishonesty — read the Student Academic Ethics Policy for more. 

Writing Proficiency 

The School of Journalism and Strategic Communication regards writing proficiency as essential to the 

satisfactory completion of all journalism courses. You will be graded on spelling, punctuation, and 

sentence structure. 

Grade Disputes 

A student who wishes to dispute a final course grade must first try to resolve the matter with the 

instructor, in writing. The instructor has five business days to respond. If unresolved, the student may 

dispute the grade — in writing — with the department chair. 

Accessibility & Disability Services 

We are committed to ensuring that all members of the community are welcome. If you need course 

adaptations or accommodations because of a disability, please contact the instructor as soon as 

possible. Ball State's Disability Services office coordinates services for students with disabilities; 

documentation must be on file before any accommodations can be provided. Disability Services: 765-

285-5293 | dsd@bsu.edu 

Learning Center 

The Learning Center offers online and in-person appointment-based tutoring, drop-in tutoring at 

satellite locations, Supplemental Instruction, and testing accommodations. Make appointments using 

Navigate at my.bsu.edu or visit bsu.navigate.eab.com. 



Professional in Residence 
The School of Journalism and Strategic Communication may provide virtual professional development and 
networking seminars each semester to provide industry insight and encouragement for our student majors. These 
events provide an opportunity for you to connect classroom instruction with current professional practices. They 
also help expand your professional network. The school may offer in person and/or Zoom presentations. 

Student Rights 

It is your responsibility to be familiar with your rights and responsibilities as a BSU student. Visit 

www.bsu.edu/studentcode — Code of Student Rights & Responsibilities, which includes policies on 

academic dishonesty, grade appeals, and student leaves. 

Privacy Notice — Office Hours Communication 

If you call, email, or text after 8 p.m. or before 7 a.m., do not expect an immediate response. Plan ahead 

as much as possible. In addition, aside from teaching this class, the Agency Director has a full-time job as 

Professional Advisor to The Agency at Cardinal Media during the hours of 7:00 a.m.–3:30 p.m., so 

proximity in the office does not mean availability. 

The Agency Director's Role 

I operate as your Agency Director, not a traditional professor. 

● I mentor and guide — I do not lecture at you about advertising or public relations theory 

● I give you feedback you are expected to implement, the way a real Agency Director would 

● I am available for working consultations — bring me drafts, bring me problems, bring me 

questions 

● I expect you to treat this like a professional role, because it is one 

● I will celebrate your growth and push you to produce work you are proud of 

Our agency operates in a shared suite. I am not sitting in the room with you every session — you have 

the space to work like a real team. But I am right here. Check in at the start of class, stop by when you 

need feedback or a decision, and loop me in before problems become crises. The door is always open 

and I check Teams throughout the day. 

The students who do best in this course are not always the most talented — they are the ones who 
treat it like a real job and keep me in their process. 
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