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COURSE PROPOSAL

Details

Title: Direct Response Copywriting
Sponsors: Frank P. Grazian, Associate Professor of
Communications
Course Level: Senior, 3 credits. Suggested 400
course level.
Curricular Effect: Related Elective in Advertising
major
Prerequisites: Advertising Copywriting and Storyboarding
or permission of instructor

Implementation: Fall 1985. To be offered once a year.

Adequacy Requirements: Resources and facilities are
adequate. Mr. Grazian has specialized in this
type of advertising as a consultant. He has
also attended a seminar in Direct Response
Copywriting as part of the career development
program.

Short-term Evaluations: Student evaluations are
appended along with a letter from a Communications
Department faculty member who audited the course
for the semester. The member, Donald Stoll, is also
a member of the Communications Department Curricu-
lum Committee.

Rationale:

a.

b.

C.

d.

Direct Response Copywriting is the fastest growing field
in advertising today. Mr. Edward Ney, chairman
of Young & Rubicam, the nation's largest advertising
agency, has said that it "will be the biggest
growth area in the next 25 years. "

Most of the entry-level jobs opening up in the advertising
field are in Direct Response Copywritine. Adver-
tising agencies and companies are having difficulty
filling these positions.

Students majoring in advertising have expressed a serious
interest in the course because they relaize it will
lead to entry-level jobs for them when they graduate.
Many of the speakers appearing before the Advertising
Club have reinforced this view.

When Jarlath J. Graham, Senior Vice President of Crain
Communications, evalutated the GSC Advertising
Major in 1980, he recommended that a Direct Response
Copywriting course be added to the curriculum.

He described its inclusion as "a 'must' in any adver-
tising curriculum today" and stated that "its
future is enormous."



Course Proposal - 2

3.

Essence of the Course

ad.

Objectives

Students will

1. Define Direct Response Copywriting and recognize
its influence on consumer and business purchasing.

2. Identify the role of Direct Response Copywriting
in the advertising field.

3. Predict and assess future implications for the
field of Direct Response Copywriting.

4. Apply writing and production techniques to pre-
pare a copy platform, write headlines and copy,
Create an effective offer and write for a
variety of media.

5. Design, produce, and present complete Direct Response
Packages, including sales letters, brochures,
business reply cards, and television commercials.

6. Compare and contrast the consumer and industrial
aspects of Direct Response Copywriting.

7. Apply methods discovered in case studies to develop
complete Direct Response Packages

Topical Outline:

1. Surveying the Scope of Direct Response Copywriting

2. Understanding the Relationship of Direct Response
Copywriting to Direct Marketing

3. Identifying the Target Market and how to write for
each segment

4. Applying Research and Testing Techniques to copy-

writing approaches

Identifying the Selling Features

Converting Selling Features to Consumer Benefits

- Developing a Direct Response Multi-Media Plan

- Writing and creating Direct Mail Packages

- Writing and creating Catalogues

O ooJoy U

10. Writing and creating Print Advertising

1l1. Writing for the Electronic Media

12. Writing Industrial Direct Response Advertising
13. Applying the Mathematics of Direct Response

Advertising as it relates to the copywriter

Evaluation and Grading Procedures

1. Comments and evaluation by instructor on all student-
produced scripts, projects and packages.
2. Peer evaluation of student-produced scripts, radio

and television commercials and print-media
pPresentations.
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4.

3. Instructor evaluation of student participation
in classroom discussions.
4. Quizzes and tests.

Course Evaluation:

1. Student evaluation
2. Departmental curriculum review
3. Review by outside professionals

Results of Consultation

The following people were consulted in conjunction with

this proposal:

a. Mr. Bruce Bradway, Chair, GSC Marketing Department.
His comments were extremely favorable. After
reviewing the proposal, he said that the course
was "on target" and "was needed by the college."
He gave the proposal his ungualified endorse-
ment and support.

b. Mr. Joseph Serpente, President of Serpente Communi-
cations, an advertising agency specializing in
Direct Response Advertising. His agency handles
both regional and national advertising accounts.
Mr. Serpente was totally in favor of the pro-
posal. He described the course as "thorough"
and said it would help to prepare students
for entry-level positions in Direct Response
Copywriting. He felt the course was "long
overdue."

c. Mr. Jarlath J. Graham, Senior Vice President of
Crain Communications.* Mr. Graham was the
consultant who evaluated the GSC Advertising
Major in 1980 and who recommended the course.
Many of his specific recommendations have
been included in this proposal. It should
be added that Mr. Graham has visited and
consulted with numerous colleges and uni-
versities throughout the United States and
is extremely knowledgeable about advertising
curricula.

*Publishers of Advertising Age and other
national business publications, as well
as books in the communications field.
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Catalog Description

Students will study how Direct Response Copywriting
is used to get an advertising message direct to the
consumer to produce an immediate action or response.
The course will cover direct mail, mail order adver-
tising, electronic mail transmission, two-way TV
communication and customized catalogues. Students
will write and produce both print and electronic
Direct Response packages.

Prerequisite: Advertising Copywriting and Storyboarding
or permission of instructor



State of New Jeraey

GLASSBORO STATE COLLEGE
GLASSBORO, NEW JERSEY 08028

December 27, 1984

Professor Frank Grazian
Department of Communications
Glassboro State College
Glassboro, NJ 08071

Dear Frank,

I feel whenever I write a letter anymore, I should bullet key
points, inspect it for a clear USP, enclose a brochure and, of course,
not forget the all important BRC.

In otherwords, the subject matter of your Direct Response Adver-
tising course has infiltrated my life as I'm sure it has the lives of
the lucky young advertising professionals with whom you so unselfishly
shared your knowledge and expertise.

Thank you for the opportunity to sit in on such a stimulating and
rewarding course.

Part of the "stimulating and rewarding" lies in the nature of the
subject matter; Direct Response is so timely. Most of the course's
value, however, lies in your enviable storehouse of applicable experi-
ences and your ability to integrate these into an academically sound

pedagogy. '

If I sound praiseworthy, it's because I am inspired. I hope you
pursue making this course a regular part of the advertising curriculum.
It will do much to keep our program at the cutting edge of advertising
programs in the state.

Thank you again,

N T~

Dr. Donald R. Stoll
Assistant Professor, Communications

DS/cjb

New Jersey Is An Equal Opportunity Employer
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Student Rating Sheet
for Direct Response Advertising

On the whole, how would yeou rate the content of this course
on a 1-5 scale (5 excellent, 1 poor)? !

How would you rate the teaching methods? é1 6

How would you rate the materials handed out to you? \ﬁ

"How would you rate the teacher's comments on your

scripts? ks

How much do you feel you learned from this course° (Rate
on a 1-5 scale) 3

Do you feel the course will be helpful to you if you pursue
a career in direct response advertising? (Rate 1-5) <

List the most helpful aspects of the course. :l}\i\,
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Shourd'the course be added permanently t® the curriculum? L
(V? definitely ( ) probably { ) not sure { ) no
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(Use back if needed)
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