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DATE: November 9, 2010 
 

****************************************************************************** 
 
SUBJECT:  New Program – SDSU, B.A. & B.S. Advertising Major 
 

South Dakota State University has submitted a proposal for an B.A. & B.S. Advertising 
major.  The new major would replace a specialization that was reviewed following the Program 
Productivity Review. The proposal notes that a specialization in advertising has been offered 
since the 1980s.  The University determined that a major in Advertising would identify students 
prepared for careers in advertising, public relations and marketing communications. The 
Executive Director waived the intent to plan due to the special circumstances.  The courses are 
offered now. The University does not request new State resources or any change in student fees. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
****************************************************************************** 

RECOMMENDED ACTION 
  

Provide any comments and concerns to Dr. Gough. 
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South Dakota Board of Regents 
New Undergraduate Degree Program 

 

University: South Dakota State University 
Major: Advertising 
       Existing or New Major (s): New 
Degree: Bachelor of Arts, Bachelor of Science 
       Existing or New Degree (s): Existing 
Intended Term of Implementation  Fall 2011 
Proposed CIP code: 09.0903 Advertising 
University Department  Journalism and Mass Communication 
University Division College of Arts and Sciences 
 

University Approval 
To the Board and the Executive Director: I certify that I have read this proposal, that I believe it 
to be accurate, and that it has been evaluated and approved as provided by university policy. 
 

   
President of the University  Date 

 
After approval by the President, a signed copy of the proposal should be transmitted to the 
Executive Director. Only after the Executive Director’s review should the proposal be posted on 
the university web site and the Board staff and the other universities notified of the URL. 
 
1.  What are the purposes of the proposed program? 
 
South Dakota State University requests authorization to offer a B.S. and a B.A. degree in 
advertising.  The advertising major prepares students for careers in advertising, public relations, 
and marketing communications. The major is based on a liberal arts foundation, knowledge of 
the social context in which the professions are practiced, and stresses the skills and experiences 
needed to succeed in today’s digital marketplace. The program will contribute to workforce 
development by preparing students for South Dakota employers. The University does not request 
new state resources. 
 
University Mission and Priorities 
 
Board Policy 1:10: South Dakota State University Mission Statement provides: 
 

The legislature established South Dakota State University as the Comprehensive Land Grant 
University to meet the needs of the State and region by providing undergraduate and graduate 
programs of instruction in the liberal arts and sciences and professional education in agriculture, 
education, engineering, family and consumer sciences, nursing, pharmacy, and other courses or 
programs as the Board of Regents may determine. (SDCL 13-58-1)  
 
The Board implemented SDCL 13-58-1 by authorizing South Dakota State University to serve 
students and clients through teaching, research, and extension activities. The University’s 
primary goal is to provide undergraduate and graduate programs at the freshman through the 
doctoral levels. The university complements this goal by conducting nationally competitive 
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strategic research and scholarly and creative activities. Furthermore, South Dakota State 
University facilitates the transference of knowledge through the Cooperative Extension Service 
with a presence in every county and through other entities, especially to serve the citizens of 
South Dakota. 

 
The University has offered a B.A. and B.S. degree in Journalism and Mass Communication with 
a specialization in advertising since the 1980s.  For the past 10 years, approximately 33 percent 
of over 250 majors have identified advertising as their specialization. In the past five years, the 
University has graduated an average of 5 majors with a specialization in advertising with a BA 
and 13 with a BS.  The table provides the advertising specialization graduates on five recent 
academic years. 
 

Journalism and Mass Communication Graduates 
With an Advertising Specialization 

Academic year BA degree BS degree 
2006 3 14 
2007  4 12 
2008 7 15 
2009 3 15 
2010 8 10 
5-year total 25 66 
Average 5 13 

 
As a result of the Program Productivity Review, South Dakota State University eliminated two 
of the four specializations within the Journalism and Mass Communications BS and BA degrees 
and recommended retaining the advertising specialization with further review. As a result of the 
review, the University determined that a stand-alone major in advertising is needed to distinguish 
those students who are prepared for careers in advertising, public relations and marketing 
communications from students prepared for careers in delivering the news as print, broadcast or 
online journalists.  The addition of the advertising major to the existing major in journalism and 
mass communication acknowledges that journalism and advertising are two different disciplines 
with divergent curricula that prepare students for distinctive careers. 
 
Workforce Need for Graduates 
 
The advertising major offers preparation for jobs in advertising, public relations and marketing 
communication. Advertising is the largest component of most marketing plans, with public 
relations following in a close second, and market research is third. 
 
According to the U.S. Department of Labor (USDOL), national employment in the advertising 
and public relations services industry is projected to grow 8 percent overall in the 2008-18 
period. New jobs will be created as the economy expands and generates more products and 
services to advertise. Public relations managers will grow 17.1 percent, advertising managers 6.4 
percent and marketing managers 5.8 percent. Bureau of Labor Statistics says employment of 
advertising sales agents is expected to increase by 27.7 percent from 2008 to 2018, which is 
faster than the average for all occupations. This is particularly true for those with a college 
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degree in advertising. Fast growth in the number of cable channels, online advertisers, and other 
advertising mediums will create many new opportunities for advertisers. 
 
Interactive computer skills are an important skill set for advertising majors today according to 
the USDOL. “Recordkeeping and data management, and the ability to work in an Internet 
environment is becoming increasingly vital as more marketing, product promotion, and 
advertising is done through the Internet.”1  Interactive advertising is an important growth area, 
with online advertising spending estimated at $23.4 billion in 2010 and increasing to an 
estimated $34.0 billion in 2014. Internet spending as a share of total U.S. market spending is 
expected to increase from 16.2 percent in 2010 to 20.6 percent in 2014.2 
 
The South Dakota Department of Labor (SDDOL) 2006 occupational estimates and 2016 
projections show an average of 16 percent increase for advertising, public relations and 
marketing communications occupations in South Dakota. 
 

South Dakota Occupational Projections, 2006-20163 
 

SOC* 
Code SOC Title 

2006 
Base 

Number 
of Jobs 

2016 
Projected 

Number of 
Jobs 

 2006-2016 Annual Averages 

Percent 
Change 

Jobs Due 
to 

Growth
Jobs Due to 
Replacement 

Total 
Average 
Annual 
Demand 

413011 Advertising Sales Agents 595 745 25.2% 15 11 26

112011 
Advertising and Promotions 
Managers 30 30 0.0% 0 1 1

112031 Public Relations Managers 55 60 9.1% 1 2 3
273031 Public Relations Specialists 1,290 1,485 15.1% 20 10 30
193021  Market Research Analysts 170 225 32.4% 6 1 7
112021 Marketing Managers 85 100 17.6% 2 2 4

* Standard Occupational Classification, U.S. Bureau of Labor Statistics 
 
Expected Student Demand 
 
As an academic discipline, advertising has been taught on college campuses for over a century.  
Today many major colleges and universities offering advertising programs have set enrollment 
caps because student demand exceeds the program capacity for the major.  
 
In the fall of 2010, 85 students who are currently enrolled designated advertising as their area of 
specialization. The numbers of students designating advertising as their specialization has 
continuously averaged around 85 students since reaccreditation in 2006. 
 

                                                 
1 Bureau of Labor Statistics, http://www.bls.gov/oco/ocos020.htm (visited August 29, 2010 ) 
2 Marketing and Advertising Ideas For a Changing World: Marketing vs Advertising – What’s the Difference? 
 http://adage.com/digitalfamilytrees2010/#digital_market_facts  (visited August 31, 2010)  
3 South Dakota Department of Labor, Occupational Employment Projections, on the Internet at, 
http://dol.sd.gov/lmic/occupation_projections.aspx  (visited August 29, 2010 ) 
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2.  Rationale 
 

A.  What is the rationale for the curriculum? 
 

The course of study is designed to provide preparation for jobs in the fields of advertising, 
public relations and marketing communications. The advertising curriculum includes 
preparation in the creative or visual aspects of selling a product or service combined with a 
focus on interactive technology and marketing applications. Additionally, students are 
prepared for jobs in media planning, buying and sales. Public relations courses provide 
academic training for anticipating, analyzing and interpreting public opinion, attitudes and 
issues that influence the operations and plans of organizations. Marketing communications 
encompasses the several functions of marketing, including advertising, public relations, 
promotions, direct and interactive marketing.  
 
B.  Demonstrate that the curriculum is consistent with current national standards. 
Complete the tables below and explain any unusual aspects of the proposed curriculum. 

 
Review of the curriculum’s alignment with current national standards is an important facet of 
the department’s reaccreditation process. In addition, review of top advertising programs 
today – the University of Texas-Austin, University of Illinois, University of Florida, the 
University of North Carolina and University of Michigan demonstrates that the proposed 
SDSU curriculum is consistent with national programs. All include classes in advertising, 
public relations, marketing communications and interactive advertising as does the proposed 
major. 
 
C.  If a new degree is proposed, what is the rationale? 

 
A new degree is not proposed. South Dakota State University offers the Bachelor of Arts and 
Bachelor of Science degrees. 
 
D.  Summary of the Degree Program 

 
 

Advertising 
Credit 
Hours 

Credit 
Hours 

 
Percent 

System General Education Requirements 30   
Institutional Graduation Requirements* 8-9   
Information Technology Literacy Requirements    

Subtotal, Degree Requirements  38-9 30% 
Required Support Courses (not included above) 3   
Major Requirements 26   
Major Electives 12   

Subtotal, Program Requirements  41 32% 
Free Electives** 48-49 48-49 38% 

Degree Total 128 128 100% 
*All advertising majors are required to take ECON 201 Principles of Microeconomics in 
meeting the System General Education requirements. 
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**To comply with the Accrediting Council on Education in Journalism and Mass 
Communications (ACEJMC) curriculum standards, Journalism and Mass Communication 
students take a minimum of 80 credit hours outside of journalism and mass 
communication and a minimum of 65 credit hours in the liberal arts and sciences (which 
includes a total of 24 credit hours of social sciences). Journalism and Mass 
Communication students must have a graduation average of 2.5 in journalism and mass 
communication courses; and must have grades of “C” or better in all major courses.  

 
Required Support Courses outside the Major (NOT general education, institutional 
graduation or technology literacy requirements) 
 
Prefix 

 
Number 

 
Course Title 

Credit 
Hours 

New 
(yes, no)

ECON 370 Marketing 3 No 
  Subtotal 3  

 
Major Requirements 

 
Prefix 

 
Number

 
Course Title 

Credit 
Hours 

New 
(yes, no)

MCOM 155 Information Gathering 2 No 
MCOM 210/L Basic Newswriting and Studio 3 No 
MCOM 220/L Introduction to Digital Media and Studio 2 No 
MCOM 225/L Introduction to Digital Production and Studio 2 No 

MCOM 
416 or 

476 
Mass Media in Society or International and 
Ethnic Advertising 3 No 

MCOM 430 Media Law 3 No 
MCOM 494 Internship 2 No 
MCOM 370 Advertising Principles 3 No 
MCOM 371/L Ad Copy and Layout and Studio 3 No 

MCOM 442/L 
Integrated Marketing Communication 
Campaigns and Studio 3 No 

  Subtotal 26  
 
 

Major Electives: List courses that may be taken as electives in the program. 
Indicate any new courses to be added specifically for the major. (If the list of 
existing courses is long, it may be provided as an appendix.) 

 
Prefix 

 
Number 

 
Course Title 

Credit 
Hours 

New 
(yes, no) 

MCOM 151 Introduction to Mass Communication 3 No 
MCOM 160 Introduction to Film 3 No 
MCOM 161-161L Fundamentals of Desktop Publishing and Lab 3 No 
MCOM 243 Public Relations Principles 3 No 
MCOM 265/265L Basic Photography and Studio 2 No 
MCOM 266/266L Photojournalism and Studio 2 No 
MCOM 311/311L News Editing and Editing Lab 3 No 
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MCOM 314 Sales, Promotion and Marketing 3 No 
MCOM 316 Magazine Writing and Editing 3 No 
MCOM 330/330L Writing for Electronic Media and Lab 3 No 
MCOM 331/331L Video Production and Lab 3 No 
MCOM 332/332L Broadcast Writing and Reporting and Lab 3 No 
MCOM 333/333L Television News Reporting and Lab 3 No 
MCOM 340/340L Broadcast Announcing & Performance and Lab 3 No 
MCOM 365/365L Advanced Photography and Studio 2 No 
MCOM 372/L Advertising Media Strategies and Lab 3 No 
MCOM 375/375L Intermediate Media Production and Lab 3 No 
MCOM 376 Media Analytics 3 Yes 

MCOM 413/513 International Media 3 No 
MCOM 419/519 Women in Media 3 No 
MCOM 420/520 International Women’s Issues 3 No 
MCOM 431/431L Advanced Media Production and Lab 3 No 
MCOM 433/433L Advanced TV News Reporting and Lab 3 No 
MCOM 472 Media Research and Planning 3 No 
MCOM 474 Media Administration and Management 3 No 
MCOM 475 Public Relations 3 No 
MCOM 476 International and Ethnic Advertising   3 No 
MCOM 482 Travel Studies 3 No 
MCOM 489/489L Portfolio Production and Design and Studio 3 No 
MCOM 491 Independent Study 1 No 
MCOM 492 Topics:  Public Relations Strategies 3 No 
  Subtotal  12  

 
 
3.  Student Outcomes & Demonstration of Individual Achievement 
 

A.  What specific knowledge and competencies, including technology competencies, 
will all students be able to demonstrate before graduation?  

 
The following competencies related to the advertising major are specified by the 
Accrediting Council for Education in Journalism and Mass Communication: 
1. demonstrate an understanding of the history and role of professionals and institutions in 

shaping advertising and public relations; 
2. demonstrate an understanding of gender, race ethnicity, sexual orientation and, as 

appropriate, other forms of diversity in domestic society in relation to advertising and 
public relations;  

3. demonstrate an understanding of the diversity of peoples and cultures and of the 
significance and impact of advertising and public relations in a global society; 

4. understand concepts and apply theories in the use and presentation of images and 
information; 

5. demonstrate an understanding of professional ethical principles and work ethically in 
pursuit of truth, accuracy, fairness and diversity; 

6. think critically, creatively and independently; 
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7. conduct research and evaluate information by methods appropriate to the advertising 
and public relations professions in which they work; 

8. write correctly and clearly in forms and styles appropriate for the advertising and public 
relations professions, audiences and purposes they serve; 

9. critically evaluate their own work and that of others for accuracy and fairness, clarity, 
appropriate style and grammatical correctness; 

10. apply basic numerical and statistical concepts; 
11. apply tools and technologies appropriate for the advertising and public relations 

professions in which they work. 
B.  What national instruments (examinations) are available to measure individual 
student achievement in this field? 

 
Not applicable 

 
C.  How will mastery by individual students be demonstrated? Describe the specific 
examinations or processes to be used. This is to include external measures.4 What will be 
the consequences for students who do not demonstrate mastery? 

 
Advertising majors will be required to have a graduation grade point average of at least 2.5 
and will be required to have grades of “C” or better in all major courses.  
 
Students will produce an exit portfolio of professional quality.  This portfolio will reflect 
work done in courses taken within the major and aid graduates in securing employment.  
Two faculty members and one outside professional from their chosen emphasis will review 
and assess the exit portfolio for mastery of the ACEJMC competencies, and a written 
assessment will be provided to the student. 
 
Students will also complete a required 2-credit internship consisting of 400 hours.  Their 
direct supervisor, the departmental internship coordinator and the department head will 
assess the student and a written assessment will be provided to the student. 
 
Students who do not achieve the level of mastery will be required to retake courses and/or 
revise their portfolio or both until they achieve mastery. 

 
4.  What instructional approaches and technologies will be used to teach courses in the 
program? This refers to the instructional technologies used to teach courses and NOT the 
technology applications students are expected to learn. 
 
The advertising major will employ a combination of lecture, laboratory and seminar courses 
using appropriate computer demonstration and presentation software.  Many of the courses will 
be hybrid courses employing the Desire 2 Learn software, and some courses will be offered 
online.    
 
5.  Did the University engage any developmental consultants to assist with the development 
                                                 
4 What national examination, externally evaluated portfolio or student activity, etc will be used to verify that 
individuals have attained a high level of competence and identify those who need additional work? 
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of the curriculum? Were any professional or accrediting associations consulted during the 
development of the curriculum? What were the contributions of the consultants and 
associations to the development of curriculum? 
 
The curriculum was designed to meet the Accrediting Council on Education in Journalism and 
Mass Communications standards and competencies, which are derived from current practice 
within the discipline and profession.   
 
6.  Are students in the program expected to be new to the university, redirected from other 
programs or both? Complete the table and explain how the estimates were developed. If 
authorization for off-campus or distance delivery is requested in Section 9, add lines to the table 
for off-campus/distance students, credit hours, and graduates. 
 

 Fiscal Years* 
 1st 2nd 3rd 4th 

Estimates FY 
2012 

FY 
2013 

FY 
2014 

FY 
2015 

Students new to the university – campus 6 10 12 14
Students from other university programs 4 5 5 5
Students at University Center in Sioux Falls  10 15 20
Continuing students 75 80 87 93

= Total students in the program (fall) 85 105 119 132
         
Campus credit hours – state-support 675 720 783 837
Sioux Falls credit hours – self-support   90 135 180
Program credit hours (major courses)** 765 945 1071 1188
Graduates 20 25 30 35
* Do not include current fiscal year. ** This is the total number of credit hours generated by students in 
the program in the required or elective program courses.  
 
The estimates on the table above are based on enrollment in the former specialization, 
current enrollment and SDSU university-wide growth projections. 

 
7.  If program accreditation is available, identify the organization and explain whether 
accreditation is required or optional, the resources required, and the University’s plans 
concerning the accreditation of this program. 
 
The Accrediting Council on Education in Journalism and Mass Communications (ACEJMC) has 
continuously accredited the undergraduate program in journalism and mass communication since 
1948. This is the agency responsible for the evaluation of professional journalism and mass 
communications programs in colleges and universities. 
 
Accreditation by ACEJMC is voluntary. Educational units must initiate the process through a 
rigorous self-evaluation. ACEJMC accredits units (colleges, schools or departments) that offer, 
as a major part of their curriculum, professional programs to prepare students for careers in 
journalism and mass communications. 
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This accreditation covers all of the former SDSU journalism and mass communication 
specializations including advertising. The University received reaccreditation with full 
compliance on all standards in 2006 and is due for reaccreditation again in 2012.  The site visit 
team in 2006 commended the advertising specialization for its curriculum and relationships with 
students, alumni and advertising professionals. 
 
8.  Does the University request any exceptions to any Board policy for this program? 
Explain any requests for exceptions to Board Policy. If no exceptions are requested, enter 
“None.” 
 
None. 
 
9.  Program Delivery 
 

A.  Does the University request authorization to deliver this entire program at any 
off-campus locations? If yes, list location(s) and intended start date(s). 

 
The University requests authorization to deliver the Advertising major in Sioux Falls. The 
intended start date is fall 2012. 
 
The Board authorized the University to deliver the Journalism and Mass Communication 
major in Sioux Falls in 2007 (June, Minutes, pp. 1266-1267, 1394-1404). 

 
B. Does the University request authorization to deliver this entire program by 
distance technology? If yes, identify delivery method(s) and intended start date(s).   

 
No. 

 
C.  Include off-campus tuition and site or delivery costs in the next section and in 
Appendix B. If off-campus or distance delivery authorization is not requested, enter 
“None.” 

 
Off-campus tuition revenue and delivery costs are addressed in the next section. 

 
 

10. Costs, Budget and Resources 
 

Explain the amount and source(s) of any one-time and continuing investments in 
personnel, professional development, release time, time redirected from other 
assignments, instructional technology & software, other O&M, facilities, etc needed to 
implement the proposed major. Address off-campus or distance delivery separately. 
Complete Appendix B Budget and Resources and briefly summarize. 
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A budget for the advertising major is not presented for the following reasons: 
 

Campus:  Resources that were used to offer the terminated specialization will be redirected to the 
new major. 
 
Sioux Falls delivery:  Some of the required and elective courses are offered now to support other 
programs. Additional courses needed for the Advertising major will be supported with self-
support tuition revenue. 
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