
Public Service Announcement (PSA) Ad Campaign

This assignment is about brainstorming ideas in a team, resulting in a solid concept with creative solutions. Working in a team, choose an issue that is important and that you would like to create a PSA campaign for. Using the guidelines below, your team will create a marketing plan, as well as three different ads for three different media outlets.  You will present your campaign to the class as well as have the chance to have your ads run in the local media.
 
A good PSA campaign focuses on service to the public. Make sure your campaign idea deals with a significant public problem for which a solution can be offered through advertising. Do not develop a campaign that arouses public concern but offers no solution. Media messages are fleeting. One compelling central message, clearly presented with a simple call for action, is the most effective. This is also usually summed up with a “tag line” that is easy to remember.
 
According to our class, an effective PSA has…

· A reason or purpose
· Facts or statistics to reinforce the purpose
· A good tag line/ slogan
· A relevant message (know your audience)
· Follow-up information (if your audience wants more information, ex. a website or a phone number) 

Make sure your PSA can answer the following questions:

· Target Audience: Whom do I want to speak to? Are there any barriers to understanding the message?
· Message: What is the proposed message? What do I want the person who is watching this to understand?
· Action Step: What is the call to action? What do I want the person to do? What can an individual do in the home or community? How will the action solve the problem?
· Significance of Issue to the Public: What is the proposed issue? Describe the problem and why it is important to the public? Are there any statistics involved which might be useful?
 
Features/Elements of Ad Campaign

· Includes a marketing plan that identifies: 
· Detailed description of persuasive strategies to be used (pathos, logos, ethos, other strategies etc.) and why you chose those specific strategies
· Target Audience/Demographics
· Age Range, Gender, Ethnicity, Economic Status, etc.  Think of all the factors we discussed in class
· Media choice
· What media you will be using—need 3 out of the 4
· TV, Print, Radio, Online
· When and where your ad will run and why you are choosing that media and time
· Centers around three ads that are designed for different media outlets with a specific demographic in mind
· Conveys all important information clearly
· Uses strong visual, verbal, and auditory appeal
· Continuity is present in all three ads (ads have similar message but may change due to media outlet.) Audience should be able to tell all ads are part of the same ad campaign.


How to plan an effective ad campaign:

· Choose three of the most appropriate outlets to convey message
· Develop appropriate ads using memorable, relevant, believable, and informative language
· Correlate language with strong, appropriate visuals
· Include necessary information 
· Cite all sources (even if it is in very small print)

Format—It is up to your group to decide how to produce your ads.  Some suggestions: radio ads—podcast in Garageband, TV ads—iMovie, print ad—Pages.  Of course these are just suggestions and whatever works best for group to produce the best ad is what you should use.  You will be graded on the rubrics provided.

Sources: http://shepherdenglish.pbworks.com/w/page/11979331/AdCampaign; http://www.mrpowellsclass.com/?page_id=92 


Group Members___________________________________	Topic_____________________________________


	
Marketing Plan

	10—Exemplary
	7—Proficient
	4—Emerging
	1—Needs Improvement

	


Persuasive Strategies
	Plan details strategies that will be used and why those strategies are the most effective for media and audience.
	Plan may detail some strategies that will be used and may discuss why strategies are effective for media and audience.
	Plan may include some strategies but does not discuss them.  No discussion of why strategies will be effective is present in plan.
	Plan does not include strategies and/or discusses why strategies are most effective.

	

Target Audience
	Plan clearly defines all aspects of who the target audience is and why that target audience is the best choice for the issue chosen.
	Plan has a target audience but may not mention all of the demographics.  May or may not discuss why the target audience is the best choice.
	Plan mentions target audience but does not discuss why target audience is the best choice.
	Plan does not include target audience and/or why target audience is best choice.

	


Media Choice
	Plan discusses media outlet for planned message and discusses why that media is the best choice.  Plan also discusses when and where ads will run and why those were chosen.
	Plan mentions media outlets but may or may not discuss why media is best choice.  Plan mentions when and where ads will run by may or may not mention why.
	Plan mentions media and when and where ads will run but does not discuss the why.
	Plan does not mention media outlets and/or when and where the ads will run.

	


Writing Mechanics

	Writer makes no errors in capitalization punctuation and grammar, so the paper is exceptionally easy to read.
	Writer makes 1 or 2 errors in capitalization or punctuation, but the paper is still easy to read.
	Writer makes a few errors in capitalization and/or punctuation that catch the reader's attention and may interrupt the flow.
	Writer makes several errors in capitalization and/or punctuation that catch the reader's attention and greatly interrupt the flow. 

	
Citations
	All sources of information are clearly identified and credited.
	Most sources of information use are cited.
	Sometimes sources are given
	No sources given





Total for Marketing Plan   _______/50


	
Ad Campaign

	10—Exemplary
	7—Proficient
	4—Emerging
	1—Needs Improvement

	


Persuasive Strategies
	Ad campaign clearly uses persuasive strategies to define a social issue and uses them effectively to try and persuade their target audience to a call of action.
	Ad campaign uses some persuasive strategies to define the social issue but strategies may not persuade target audience to a call of action.
	Ad campaign may have some strategies in place but are not used to persuade the audience to a call of action
	No strategies can be distinguished in ad campaign.

	

Target Audience
	Ad campaign clearly targets a specific audience/demographics as evident by design and elements chosen. 
	Ad campaign targets some demographics of the target audience.  Most of the elements chosen help target a specific audience.

	Ad campaign vaguely targets an audience, but cannot be distinguished clearly by elements chosen.
	No target audience can be distinguished.

	
Media Choice
	Ads are well matched to the media in which they appear.
	Ads are somewhat matched to the media in which they will appear.
	Ads are not always well matched to the media in which they will appear.
	Ads are not appropriate for the media in which they will appear.


	






Print Ad

	* Ad looks professional in design and makes use of a creative and catchy slogan. The message and target audience of the ad is clearly defined.

* Visual information is appropriate and well-coordinated with the written language of the ad.

* Word choice is used to attract and keep the audience’s attention  and demonstrates an outstanding understanding and creativity with language.
	*  Ad is well-designed but needs more thought and effort to look professional and in presentation of the slogan.  The message and target audience is clearly defined.

* Visual information is often appropriate and well-coordinated with the written language of the ad.

* Word choice attempts to attract and keep the audience’s attention but may at times be inaccurate or inappropriate.
	*  Ad presents a slogan but is not fully developed as a professional print ad directed at a specific audience.  Message is not clear.

* Visual information is sometimes not appropriate or well-coordinated with the written language of the ad.

* Word choice may be awkward, vague, and is often inaccurate or inappropriate.
	Ad is significantly lacking in effort or is not present.


	







Television Ad

	* Ad looks professional in design and makes use of a creative and catchy slogan. The message and target audience of the ad is clearly defined.

* Visual and audio information is appropriate and well-coordinated with the written/spoken language of the ad.  

* Word choice is used to attract and keep the audience’s attention  and demonstrates an outstanding understanding and creativity with language.
	*  Ad is well-designed but needs more thought and effort to look professional and in presentation of the slogan.  The message and target audience is clearly defined.

* Visual and audio information is often appropriate and well-coordinated with the written/spoken  language of the ad.

* Word choice attempts to attract and keep the audience’s attention but may at times be inaccurate or inappropriate.



	*  Ad presents a slogan but is not fully developed as a professional print ad directed at a specific audience.  Message is not clear.

* Visual and audio information is sometimes not appropriate or well-coordinated with the written/spoken language of the ad.

* Word choice may be awkward, vague, and is often inaccurate or inappropriate. 

	Ad is significantly lacking in effort or is not present.


	






Radio Ad

	* Ad looks professional in design and makes use of a creative and catchy slogan. The message and target audience of the ad is clearly defined.

* Audio information is appropriate and well-coordinated with the spoken language of the ad. 

* Word choice is used to attract and keep the audience’s attention  and demonstrates an outstanding understanding and creativity with language. 
	*  Ad is well-designed but needs more thought and effort to look professional and in presentation of the slogan.  The message and target audience is clearly defined.

* Audio information is often appropriate and well-coordinated with the spoken language of the ad.

* Word choice attempts to attract and keep the audience’s attention but may at times be inaccurate or inappropriate.
	*  Ad presents a slogan but is not fully developed as a professional print ad directed at a specific audience.  Message is not clear.

* Audio information is sometimes not appropriate or well-coordinated with the spoken language of the ad.

* Word choice may be awkward, vague, and is often inaccurate or inappropriate. 
	Ad is significantly lacking in effort or is not present.


	






Online Ad

	* Ad looks professional in design and makes use of a creative and catchy slogan. The message and target audience of the ad is clearly defined.

* Visual and audio information is appropriate and well-coordinated with the written/spoken language of the ad.  

* Word choice is used to attract and keep the audience’s attention  and demonstrates an outstanding understanding and creativity with language.
	*  Ad is well-designed but needs more thought and effort to look professional and in presentation of the slogan.  The message and target audience is clearly defined.

* Visual and audio information is often appropriate and well-coordinated with the written/spoken language of the ad.

* Word choice attempts to attract and keep the audience’s attention but may at times be inaccurate or inappropriate.
	*  Ad presents a slogan but is not fully developed as a professional print ad directed at a specific audience.  Message is not clear.

* Visual and audio information is sometimes not appropriate or well-coordinated with the written/spoken language of the ad.

* Word choice may be awkward, vague, and is often inaccurate or inappropriate. 

	Ad is significantly lacking in effort or is not present.


	

Continuity of Ad Campaign
	All ads of the campaign are clearly related and an outside audience would be able to tell all ads belong to the same ad campaign.  
	Most ads of the campaign are clearly related and an outside audience would be able to tell all ads belong to the same ad campaign.
	Some ads of the campaign are related and an outside audience might be able to tell all ads belong to the same ad campaign.
	Ads do not seem related and an outside audience would not be able to tell they are from the same ad campaign.

	

“Pitch”
	All group members present a creative and catchy defense of their ad campaign with thorough explanation. Group is well-prepared and articulate.
	All group members present a good defense of their ad campaign but need further creative attention or preparation.

	Some group members do not participate in the “pitch” or pitch is significantly lacking in preparation and articulation.
	Group is unprepared for the formal pitch and all group members do not participate.

	


Writing Mechanics

	Writer makes no errors in capitalization punctuation and grammar.
	Writer makes 1 or 2 errors in capitalization or punctuation.
	Writer makes a few errors in capitalization and/or punctuation that catch the audience’s attention.
	Writer makes several errors in capitalization and/or punctuation that catch the audience's attention. 

	
Citations
	All sources of information are clearly identified and credited.
	Most sources of information use are cited.
	Sometimes sources are given
	No sources given



Total for Ad Campaign  ________/100


Public Service Announcement (PSA) Ad Campaign
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