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p r o j e c t  4 B  -  g r o w i n g  t h e  b i g  i d e a

Now it is time to grow your campaign and its Big Idea into a comprehensive marketing 
system. At all times, attempt to push your campaign’s message and not just the logo and 
name of the company. This is a message and not simply reinforcing brand awareness.

Upon presenting the final 3 print ads of Part A, Part B continues to challenge students to 
figure out how to solve the full creative problem.  Multiple elements must be developed 
that together will create a comprehensive creative plan.  (WARNING!  Be sure it is not 
something that is already being done by the client.  If you show the client something they 
already do, it will appear you have done no research and trust in your abilities instandly 
disappears.) The three teams will then pitch their ideas to the client. 

You must do your best on all of the minimum requirements FIRST.  To push yourselves 
and your ideas further, see suggestions under More. Remember that everything must fall 
under your Big Idea of your campaign or you will waste your client’s time and money. 
I suggest on applicable pieces, you have an overall “area” for things that change and need 
announcing: music, specials, events.  This may be included in the piece or perhaps as an 
alternate version of the piece.

1) Direct Mail - 
Minimum: At least one postcard (see sizes online), as this is the cheapest option.  What 
is their competition doing?  Are there cool ways to combine this medium with social 
media?  If you want these to be a price promotion, then have an area that is a template...
but think bigger than that!  Think how it can connect the entire campaign!
More: Create a campaign of postcards or an entirely different (cooler) direct mail piece!  
be aware of the price to mail things (for example, though square envelopes are cool, 
they are much more expensive to mail).

2) Web Presence - 
First, research client’s present site and its code, then ask her about it. Who keeps it 
up-to-date? Does she use a Content Management System herself? Does she know how 
to code? 
Minimum: Update her site (respectful of her creation) that goes along with your 
campaign. This could be a computer comp using screen shots of her present site.
Also create banner ads or some other web-based presence.
More: Create a working site using something that the client can easily manipulate for 
future use that uses her ideas wrapper up in your campaign. Do not be concerned with a 
domain name at this point. I suggest using something like wix or weebly. 

3) App - 
First, research that the client doesn’t have one.  
Minimum: You must create at least a navigation map of an app and its icon.  
Remember that everything must be consistent to your overall Big Idea, in visual, verbal, 
and overall concept.  Think how this can reinforce your design while complementing 
another medium.  THINK BIG.
More: Make it work. 
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4) Social Media - 
Minimum: A social media plan for 1 month (lecture and template to come). Plus a 
few examples of this in action via posts that express your campaign and message 
beneficial to Something Sweet. All media should work with awareness of others in a 
complementary manner. 
More: More. More. MORE. But be sure everything supports your strategy and answers 
your research.

5) Environmental Graphics - 
Minimum: Vinyl banners that follow your campaign (research on specs for banners 
that would fit into the shop’s windows, etc.).  These would go outside on the building, 
but could also be contained inside or at events.  
More: What else can you do?  Window signs?  Bumper stickers?  Some of this may fall 
into Guerrilla Marketing, depending on its temporality.

6) Collateral: Brochure - 
  Minimum: Create a brochure in whatever dimension makes sense (be aware of how 
  it will be used and any set size or cost to mail if you choose to do so). Don’t just give a 
  cover to the brochure. You can use “lorem ipsum” or InDesign’s Placeholder Text for 
  the body copy. Remember to make this fit within your creative! 
 More: Create a series of brochures or brochures for specialized things..   

7) Merchandise - 
Minimum: Tshirt, hat, bumper sticker, and cup that fall within the campaign.
More: More!  Research the many many possibilities and most are extremely easy to 
quickly render for pitch purposes.  These are great to reinforce your idea as long as it 
can be argued that your target market can and will use these. Remember your target 
market(s). Think thoroughly how one can argue the budget spent on these pieces!

8) Guerrilla Marketing - 
Minimum: Go crazy with this!!! But be sure you understand the target market, 
the service, and the community. Come up with at least 3 ingenious, cheap (free is 
better), lasting ways to communicate about CYCA. The possibilities are endless! See 
nikkiarnell.net for more information on how/why guerrilla marketing exists. Remember 
that events can be considered guerrilla marketing too.
More: More. More. MORE. But be sure everything supports your strategy and answers 
your research.

9) Why no radio or TV? - 
Radio received very little return. TV is expensive and I have not explained how to even 
create a TV ad.  
More: Give it a try!!!

LEAVE-BEHIND: ONE Multi-page packaged InDesign document and its PDF that 
contains all of your elements.  I will provide you with a copyright warning.  I will compile 
all of these into one document to provide an e-catalog for the client(s) after the pitch.  
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To pitch your idea, you will have access to electronic delivery; however, you may want to 
show printed pieces for the client to better envision the final piece(s). This is up to you.  
The Leave-Behind must be built to 8.5”w x 11”h, no bleeds (.25in. margin), full-color. 

Each element must contain: 
•  the supplied vector logo (located on nikkiarnell.net) 
•  obvious consistency of a campaign across multiple pieces, while each lives on its own
•  awareness (but not limitation) of final budget 
• All body copy can be greeked (Lorem Ipsum).  If you ever need this, just copy-paste  
   from loremipsum.net or similar site or InDesign Type : Fill with Placeholder Text. 
• If possible, include the web address

• ART3443 sketchbook (remember you must have this and use it only for this class)  
• You may build these files in either Illustrator or InDesign. Page layout or any type  
   meant to be read as copy cannot be executed in Photoshop.  
• Any other necessary material for comps.  Photography should be taken by students if  
  possible. If stock photography is used, it is understood by the client (but FYI, not a later  
  awards committee) that it is FPO. Note: It is MUCH better to use actual photography if 
  possible. If you have taken Photography for the Graphic Designer, this should be easy.

PRELIMINARY STEP   
Project 4A: FINAL 3 (minimum) ADS to pitch concept: printed and mounted on black 
board(s) in an aesthetically pleasing manner DUE FRI Apr 22nd, 10am

STEP 1: RESEARCH   
Where do you need to do more research per the market or target demographic? Next, see what 
is out there for the requested “legs” (see nikkiarnell.net : creative marketing).  There is 
nothing due for this, but remember, RESEARCH IS YOUR FRIEND. 

LECTURE: Social Media Overview; Social Media Plan: MON Apr 25th

STEP 2: IDEAS, STRATEGIES & TACTICS 
Think strategies and tactics within your campaign (beyond what you did in the initial 
research sheet). Brainstorm on your own and in your groups. Remember to think verbally and 
visually. Think within the brand.  Have an immediate call to action, as well as a continued 
reinforcement of brand loyalty.  How can you get your target market to further your campaign 
via word of mouth? Focus group your findings to those who are in the target audience  
if possible. Also consider how you will accomplish your great ideas under timeline.  

Create a typed document of (at least) 20 Strategies and Tactics under campaign using all of 
the required elements at least once. Also for each of these 20, a computer rendering or very 
tight color sketch illustrating the tactic.  Discussed and evaluated for use in campaign.  
DUE: WED Apr 26th

Lecture TBD: CREATIVE PITCH 
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STEP 3: REVISE   Get it done! Remember that all photographs should either be 
professionally taken by you or you supply the cost for the stock photo (understanding that it is 
likely that preference would be given to a campaign that is as free as possible!)  
Perhaps each team member executes a piece. Perhaps you work as a team on each all the 
way through. Figure it out. Have a proofreader check all copy and pre-press, and be sure this 
proofreader is a team member who is not too close to the work or even a person outside of the 
entire process.

STEP 4: FINAL ART 
Pitch to Prof. Nikki (as if to client): MON May 2nd (last day of classes)
Groups will not be able to see competition. 15 minutes each to pitch.  Place TBD, but will be 
at either a room in the student union or the Delta Center. Note: There are no excuses for files 
that do not show perfectly, even for this pre-pitch and CERTAINLY for the final presentation 
to client. Check to be sure the presentation will be flawless on the equipment. Prepare and 
practice your pitch until it is perfect.  

Pitch to client on campus: MON May 9th, 10:15am-12:15pm (scheduled final)
Revise anything suggested and keep refininig your pitch until it is PERFECT. You only get 
one try. You will present in proper attire and attitude to (at least) to Ms. Mothershed.  
The room will hopefully be the same one in which you pre-pitched the previous Friday.
All four teams will present at one meeting. Each group will have 15 minutes to pitch.
We will discuss if competition will be able to see each other. I’ve never allowed this before. 

You will be evaluated and graded on the following by your team members and the professor: 
• Directions were followed accurately with absolutely no errors. 
• Branding between all pieces read as a consistent system, reinforcing brand equity.
• Campaign is dynamic and memorable to the target demographic.
• Additional legs of campaign complement Big Idea.
• Social media plan complete.
• Clear call to action.
• Cleanliness and presentation.
• Ambition - How much did you challenge yourself? Did you plan your time well? 
• Team participation to project.
• Ability to delegate and take direction well to perform as an efficient team.
• Participation in successful client pitch.
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