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Graphic designers and art directors both need to be able to create a campaign Big Idea, 
and then be able to express individual executions under this umbrella via strong headlines 
and visuals. Basic copywriting skills also aid in creation of engaging social media that 
complements a campaign’s consistent theme while always reinforcing the brand’s position. 
Multiple lectures and exercises in the class have offered ways to go about this, from 
researching and fully understanding the objectives to brainstorming multiple ideas and 
using different processes to get to your perfect headline/concept/visual. There is not just 
one way to do this, but you (as a student and as a professional) can find your perfect way.
Also in preparation for Project 4, students will work brainstorm in groups before working 
individually all for a community organization that actually exists in Jonesboro. 

Individual marketing goals of the Foundation of Arts in Jonesboro will be assigned to 
groups (one goal per group). In groups using multiple means explored in exercises, find 
Big Ideas together. Individuals will then pick one and create all work under this campaign. 
Once this one concept is refined, you will come up with headlines and visuals for three 
ads within one campaign under this one Big Idea (a.k.a “the One Thing”). While doing 
this, Twitter posts that also fall under this campaign but read within the medium will 
further prove the strength and flexibility of your one Big Idea. If it is too narrow or too 
specific, it will become increasingly difficult as you try to grow the pieces. If student 
chooses to further test his/her abilities and the strength/flexibility of the Big Idea, more 
pieces may be created that fall under the campaign for extra credit.

A specific marketing goal for FOA will be assigned to each group:
• Create awareness for the season’s performances and event calendar. Obtain followers 

on social media and encourage purchase of tickets.
• Create awareness and call-to-action for enrollment for the art classes available at 

FOA. In other words, get people enrolled in the classes. 
• Encourage community support of FOA, specifically financial even in the guise of 

involvement. In other words, when one attends a performance, class, etc. and pays for 
this, then the funds go back to the community. Also sponsorship by businesses and 
individuals is encouraged. 

• Create a desire to become involved in the many aspects of theatre performance at the 
FOA. These include performers as well as those who help behind the scenes. There 
are many opportunities available. 

All of the following is from https://foajonesboro.org/. More information should be 
researched beyond what is supplied below. 

Located in the heart of historic downtown Jonesboro, The Foundation of Arts is a non-
profit organization that is open year-round, offering community enrichment through arts 
education, community theatre, and outreach. 
• Community Theatre: The Foundation of Arts produces a widely varying community 

theatre season throughout the year.
• Education: Arts education at The Foundation of Arts is non-competitive, technique 

based.  We offer courses in theatre, dance, and visual arts.
• Outreach: We strive to serve the citizens of Northeast Arkansas by providing 

meaningful, artistic experiences for all. 
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The Foundation of Arts is the “front porch” of our community. It is a gathering place, a 
visitor attraction, a landmark, and an anchor for the arts. We exist to educate and deliver a 
message that will encourage people to consider their own purpose and embrace diversity. 
We are not just a center for creativity, but a bridge connecting the past, the present, and 
the future.
• Our Mission: To enhance the quality of life of our community through the arts.
• Our Vision: To be a vital part of a strong, vibrant community that recognizes the 

importance in the arts.
• Our Values: 
 > We value good stewardship and our community’s trust.
 > We value the task of providing learning opportunities for children and adults.
 > We value accessible, high-quality activities centered around the arts.
 > We value a nurturing environment that fosters creativity, self-expression,  
                and growth.

Information obtained directly from the FOA Director:
 
UNIQUE SELLING PROPOSITION of FOA: 
FOA is the only organization that offers all that it does in a very large area. 

UNIQUE SELLING PROPOSITION of specific goal (complete this):
 

TARGET AUDIENCE:  
For both Primary and Secondary:

Geographic: Northeastern Arkansas and Southeastern Missouri. Pocahontus, 
Paragould, Harrisburg, Wynn, and Truman are all part of this. There have even been 
volunteers/attendees from as far as Little Rock. 
Socioeconomic: Disposable income, but nothing extreme.

Primary: 
Families. Not just the families of those who are performing, but entire family units 
where multiple generations will participate together.

Secondary: 
20- to 30-somethings single or couples without children. 

COMPETITION: 
No other community arts centers are really competition. All theatres help to increase 
awareness and appreciation, so not considered competition unless performance is at 
same time. For art classes, those who teach art classes (including A-State, specifically 
in the summer) are competition. Though there are dance lessons in the area, most are 
not competition because the FOA does not do competitions. FOA is much more about 
technique, specifically traditional ballet technique. Tap, jazz, and modern are also 
available, but ballet provides the building blocks of good dance form. 

MORE:
She also explained that most approach teaching/sharing art as the art(s) first and people 
second. The FOA is about people/community first and the art(s) as the conclusion of this. 
The FOA is also open for everyone, regardless of socioeconomics, race, creed, sexual 
orientation, religious belief (or lack thereof), or age. The tone used in all communication 
is that of the everyday mainstream. Never should the art(s) be untouchable or elitist. 

r e s e a r c h
( c o n t . )

A unique selling 
proposition (USP)  
is a factor that 
differentiates a product 
from its competitors, 
such as the lowest cost, 
the highest quality or  
the first-ever product of 
its kind. A USP could  
be thought of as  
what you have that 
competitors don’t.



The director adamantly believes that everyone should learn to appreciate art and that we 
are all naturally creative. Even if one needs to (re)learn techniques, we are all born with 
the ability to be creative. Creativity does have structure, she explained. Whether a person 
is an engineer or an accountant, even the rational have and should be creative. 

This is a non-profit organization and financially runs by student fees (when one can pay) 
and donations. When students cannot pay, there are tuition waivers (easily filled out) and/
or work/study available. At no time should finances stop a person from participating at  
the FOA. 

TAGLINE AND LOGO:
Logo is supplied online. 
Tagline to be used is: Supporting the Arts in Northeast Arkansas.  
“Find the Artist in You” should not be used as a tagline. Those exact words can also not be 
used as one of your final headlines.

STEP 1 (Group and Individual):  
Groups research further for more information about the specific goal assigned, FOA, and 
its target markets. Fully understand the client and the problem before arriving to class on 
Wed Mar 14th. 

STEP 2 (Group and Individual): 
All of the following will be completed in class Wed, Mar 14th. Full participation is 
expected from all students.

> Consider a Problem/Task relationship for your assigned goal by understanding the 
FOA as it presently stands (explained further in class). “Try to be honest about where 
your brand is at the moment and how it is really seen. You can’t change perceptions if you 
don’t know where your issues lie.” In order to reach the goal, what is your problem and 
task in reaching the target market(s)? Use post-it notes (Exercise 4) to get the ideas going.

> Make a list of the Features and Benefits of the specific FOA product/service. The 
features and benefits of FOA can also be explored, but that is not the campaign you are 
creating. It is assumed that the target market already knows that the FOA exists, 
though the market may not know the specifics. You are not advertising the entire FOA. 
If you are having problems with this, consider using Exercise 4 or 6 as a starting point.  

> Group will split. Each student must execute the table from Exercise 7 about 
the specific goal alone even though the benefits can be shared. Remember 
that the FOA is not what you are advertising, but instead, a specific marketing 
goal for the FOA. Therefore, instead of a brand, consider the exact service 
or product of the objective. Also realize that each concept is a completely 
different campaign idea and not three separate ads in the same Big Idea.  

> Groups will come together and each student will present to professor. We will choose 
each student’s strongest concept and discuss how this may become a Big Idea. 

r e s e a r c h  ( c o n t . )
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STEP 2 (Individual): 
Create headlines, using one or more of the means discussed in class that could be for 
ads in a campaign under this one Big Idea. Remember that this does not mean that they 
should be exact copies, like all the same words with one word different. That’s juvenile 
copywriting. PUSH YOURSELF and USE the different methods so you improve your 
skills. In other words, don’t just start writing You will be asked to show evidence of this 
method(s) that you used to create the headlines. You may also draw quick sketches next 
to your headlines if you would like, as this may help you considerably if you are used to 
thinking only visually to solve problems.   
• Note: None of your ads may use the tagline as the headline, yet all of your ads must 

include the logo and tagline. Body copy is optional. If student chooses to use it, one 
can use Placeholder Copy or actually write all or part of it.  

• For your one Big Idea, I need to see at least 25 strong headlines with quick sketches 
or layout ideas next to them. Think of these as at least 25 verbal thumbnail sketches 
with at least 25 rough visual thumbnail sketches. Note: 25 is the ABSOLUTE 
MINIMUM. It is suggested you do more.  

• Also begin thinking about the next step because it will be a very fast turnaround.  
DUE Mon Mar 26th start of class        >> Spring Break week of March 20th

STEP 3: Now refine the visuals (if they exist beyond amazing typography). 
• They must continue under the campaign - think consistency in style, photography, 

focus, idea, etc., but not the exact same thing over and over again. 
• Avoid being see-and-say (for example, “He’s as big as a house” with a picture of a 

person the size of a house.). Push yourself past this. 
• Ads must also not be such an abstract connection that nobody would get  

the message but you. 
• It must not just be “pretty”. Style cannot override the message. 
• Typography should never ever be an afterthought.  

You must be an excellent designer in tandem with a great idea person at every step. 
Create rough computer layouts of your top six ideas;  
8in w x 10.5in h, full bleed optional. Digital files DUE Wed, Mar 28th, start of class

STEP 4:  A campaign will be picked/discussed from your six ads. It is likely that only one 
ad will be extended out to a campaign, but having created the other ads in previous steps 
will better inform your creative decisions. You must then create a two more ads for a full 
campaign of three print ads.  This means new headlines and visuals that should all relate 
to your first ad to create a cohesive campaign. This does not mean using the same exact 
headline and changing out the visual, nor does it mean the exact same visual with two new 
headlines. Consistency, but not copying. CAMPAIGN. DUE Mon Apr 2nd.  
 
Take a screen shot of all three ads open on the computer together. This PNG will be asked 
for as a Facebook Comment in class. There will be an online critique. 
Mon Apr 2nd: Lecture about Social Media and Writing for Twitter

Student should make any revisions and create final work for all of these print ads using 
either Illustrator or InDesign. Same specs, but realize you must pull all bleeds or I will 
consider this an improperly prepared file. Notice the specs are slightly less than letter, 
which will allow one to print to letter with pulled bleeds and crop marks.  
These 3 final ads DUE Wed Apr 11th, start of class - see “final due”.  
Progressive Critique available/possible any day before the project is due.  

s t e p s  ( c o n t . )



STEP 5: Now that you have a good grasp of your Big Idea brought to life and with 
multiple rounds of headlines already written, consider great ways to Tweet about your 
product/brand/service in this medium. Remember that you want to sound authentic,  
but you must also fall under the Big Idea.  
Write at least 20 different rough ideas for a Twitter feed, understanding that a social 
media specialist would not always have tweets that are planned and would also connect 
the feed with other social media platforms, depending on the target market and virtual vs. 
location-centered community. You have a maximum of 280 characters. Consider including 
website links, trending issues that are relevant, #conversations, @call-outs or .@call-outs, 
images, and videos. These 20+ written ideas with pasted visuals and/or links can be either 
written VERY neatly with taped information OR rendered in InDesign.  
DUE Wed Apr 4th, start of class.    Project 4 steps begin on this day.

STEP 6: Your 10 best Tweets will be picked to revise or use as is. Using supplied Twitter 
template, create an avatar and cover photo for your brand and input your Tweets as one 
would see in a feed. 

• Note: I considered having all of you create Twitter accounts for your products, 
but that will not work for a client that really exists and has a Twitter feed.  
I also considered having each of you post from your own account with a random 
hashtag like #art3443 at the end so we could easily see all of the posts live in the 
medium;  however, most of you really don’t want to litter your feed with this and 
you would need to change the avatar in your shot anyway for this project.  
In conclusion: I realize I’m asking you to try to encapsulate the living medium 
that is social media into a few print examples, which is narrow-minded and 
doesn’t allow the full realization of the power of Twitter. 

Digital Files of mock-up DUE Mon Apr 9th, start of class 

OPTIONAL STEP (extra credit): Grow the idea even further. If you have a strong  
Big Idea for this campaign, it should be easy. Create any of the following or present other 
ideas. Remember that these must live under and express pieces of the campaign and 
not just the brand. You may also coordinate things like merchandise or events with your 
social media posts. Some ideas:

• Merchandise, including t-shirts, hats, mugs, etc. 
• Radio ad script
• Events, including races, donations, parties, etc. that would make sense  
  for your campaign that lives under the brand’s position

PDF file: Arrange the following in a multi-page PDF exported from InDesign:
• Typed information from Step 1, including Exercise 7.
• State the BIG IDEA of your campaign on its own sheet next to the existing  

logo and tagline.
• 3 final ads with a .5 stroke around the edge. No crop marks and no pulled bleeds.
• 10 tweets 
• Any more extra credit pieces shown, preferably using a mock-up file
Once created, check it on Preview or Acrobat on another computer to be sure it is correct. 

Mounted printed work: See next page

s t e p s  ( c o n t . )
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Mounted printed work: Prepare each of your three print ads, separate from the InDesign 
document explained above. These original three ads should have pulled bleeds and NO 
black outline around the artboard. Print with crop marks and bleeds and cut down to size.  
Also cut down your Twitter mock-up(s) and any other extra credit mock-ups you may 
have. Mount all of this to one or more black mounting boards (NOT foam core) and 
display in an aesthetically pleasing fashion with at least one inch margin around the edge. 
Write your name in white on the bottom right corner of each board (I have a white gel pen 
or pencil if you do not have one available).  

PDF and mounted work DUE Wed Apr 11th, start of class.
NOTE: If student would not like me to share her/his credited work with FOA, please let me know.  

You will be graded on the following: 
• Directions were followed accurately with absolutely no errors. 
• Quality of Big Idea.
• Present for and participation in Step 1
• Evidence of Exercises 4 and 7 (minimum)
• Proof of process for headline ideation.
• Quality of different headlines, showing comprehension of campaign creative under a 

Big Idea and responding to brand.
• Quality of complementary nature of visual (if applicable) to verbal message
• Typographic treatment
• Layout quality > clear understanding of visual hierarchy to control the read.
• Layout quality > clear understand of shape’s relation to space.
• Consistency - but not repetition - across campaign executions.
• Twitter posts display understanding of medium.
• Twitter posts express campaign.
• Twitter posts do not violate brand.
• PDF file is complete and has all required materials.
• Mounted work has perfect craft and all required materials.
• Ambition - How much did you challenge yourself? Did you plan your time well? 
• Participation in critique.

f i n a l  d u e
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