Lesson Plan for Henrico 21 Awards
Carey McCray

Mike Guyer

Lesson Title: ”Art in Advertising”:

Target Grade/Subject: Computer Art 2, Computer Art 3, Computer Art 4 (Grades 10-12)

Length:  One Month Unit

Summary: 

The students collaborated with peers, and a team of creative professionals from The Martin Agency, to create advertising campaigns that communicated the importance of creativity and art.  Over the course of one month, the students worked in small teams as they were guided through the process of developing print advertising campaigns that advocated art education.  

The experience culminated in a field trip to the Martin Agency, where students were given a personalized tour by the Dean Jarrett (Director of Corporate Communications).  After the tour, the students congregated in the agency’s corporate conference room, where Judd Burnette (Designer), and Hank Thornhill (Digital Media Strategist) both spoke and answered questions about their experiences with design, advertising, and life at The Martin Agency.

While in the corporate conference room, students were led by Judd Burnette in a critique and brainstorm session of the work created prior to the field trip.  Students were given time to make changes to the final designs before turning them in for a grade.  After the work was turned in, Carey McCray had the best advertisements printed professionally and installed in at Deep Run High School as well as its feeder middle schools.  

Note:  

Hank Thornhill is a former art student from Deep Run High School, as well as a former varsity soccer player coached by Mike Guyer.  While he was a student at Deep Run, he was taught by both Carey McCray and Mike Guyer.

Essential questions or objectives:

Students will collaborate with peers as well as advertising professionals  to create meaningful designs that are both honest and persuasive.

Students will experience how art is applied in business through a real-world experience.

Students will understand that ideas are equal to aesthetics in art.
Students will research information that supports the importance of creativity in education.

Technology Used: 
iMac Desktop Computers

Adobe Illustrator

Adobe Photoshop

Cannon Rebel DSLR Camera

Beam Projector

Picasa Web

Presenters on the Field Trip:

Dean Jarrett 

Director of Corporate Communications

Martin Agency

Judd Burnette
Designer
The Martin Agency

Hank Thornhill

Digital Media Strategist

The Martin Agency

Social Media Used:

We believe that social media is an integral part of students’ lives, and  strive to educate students outside of our classrooms through these media.  Though blocked at school, students are still encouraged to become fans of the DRHSART Facebook page, and to follow DRHSART on Twitter.  Supplemental content that is both specific and non-specific to the “Take Art” project is consistently updated via these social media sources.  These social media also continue the connection with the DRHSART program for students once they have graduated.

drhsart

HYPERLINK "https://twitter.com/DRHSART" 

HYPERLINK "https://twitter.com/DRHSART"on

HYPERLINK "https://twitter.com/DRHSART" 

HYPERLINK "https://twitter.com/DRHSART"twitter
drhsart

HYPERLINK "http://www.facebook.com/pages/DRHSART/125142772715" 

HYPERLINK "http://www.facebook.com/pages/DRHSART/125142772715"on

HYPERLINK "http://www.facebook.com/pages/DRHSART/125142772715" 

HYPERLINK "http://www.facebook.com/pages/DRHSART/125142772715"facebook
Lesson Development:
Process/Tasks:

1. Introduction and Anticipatory Set:  
The student observed, critiqued, and deconstructed multiple examples of award winning advertising campaigns.  As the students were lead in the discussion, the purpose and rationale behind the current project was clearly defined.  An excitement about creating works of art that will affect the future of the art program was generated.
2. Homework, Ten Ideas:

Each student was given the task of sketching out 10 different concepts that could be explored in a promotional ad campaign for taking art at Deep Run High School.  
3. Classwork, Idea Sharing, Research, and Collaboration: 
Students united into 5 teams to research ad campaigns promoting the arts in education.  Brainstorm sessions were then held to determine a creative team solution and theme for advertising posters that would promote the arts at Deep Run High School.
Resources used in the research and critique:

www.ibelieveinadv.com – Students researched international award-winning print advertising campaigns from this site; specifically campaigns that presented multiple visual solutions from a single advertising slogan or idea.

http://www.americansforthearts.org/public_awareness/default.asp - Students studied “Feed your kids the Arts” campaign and discussed its effectiveness.
Students researched facts and background information supporting the arts in education from websites such as 
http://www.dosomething.org/tipsandtools/11-facts-about-arts-education
 http://www.artsusa.org/public_awareness/artsed_facts/001.asp
4. Classwork, Design: 
Using Adobe Photoshop and Illustrator, each student created a poster proposal design based on the agreed upon theme from their advertising team.  Students were given autonomy in how they created the design, but were focused on sticking to the theme that was decided in their small group.
5. Class Critique:

All posters were reviewed by the class and a final design from each team was selected by the students to be presented to the advertising professionals at the Martin Agency.  Those peer selected posters were professionally mounted as they would be in an actual creative pitch to agency executives.
6. Field Trip: The Martin Agency / VMFA
Students were given a tour of The Martin Agency and class posters were reviewed by advertising professionals.  Ideas were exchanged, and questions were asked by both the advertising professionals and the students. 
7. Classwork: Revise and Finish Designs
After returning from the Martin Agency, the work was revised and edited by students before the final draft of the work was printed.  The finalized work was posted to a web gallery, displayed in the high school common areas, and sent to neighboring middle schools where students could be encouraged to “Take Art!”
Evaluation Procedure:

Assessment of objectives:  
The assessment expectations were communicated to students at the beginning of the unit using a rubric. All elements of assessment (peer-assessment, self-assessment, and instructor assessment) contain specific rubrics and directions.
TIPC Assessment:

Research and Information Fluency:  Approaching, because the instructor guided students through the de-construction of award-winning ad campaigns, in an effort to help the students see the importance of research in creative advertising.  Additionally, the assignment provides the students an opportunity to test the results of real-world research, as their creative product was used to promotional value to the arts in education.  Each day, the instructor would move around the room and work with the small student teams to help guide the research and campaign strategy that was specific to the interests and ideas of each team.  The student research varied according to the direction of each group (autonomy was given), and a variety of research tools were provided.
Communication and Collaboration:  Ideal/Target, because students collaborated in peer teams to create the strategy and details of a real-world ad campaign. The students used advanced technologies, many of which are used in the advertising industry, to create original and purposeful works.  Additionally, students worked with experts in the field in a collaborative critique with design and strategy gurus at Richmond’s most celebrated advertising agency.  This lesson goes beyond the classroom in that students communicated in real and non-real time, as they shared their knowledge globally through a variety of appropriate social media outlets.   Additionally, students were brought together in a round table discussion after the day-long field trip to the Martin Agency, where they were encouraged to give each other feedback on the work they created after having heard the comments by experts in the advertising industry.
Creativity and Innovation:  Ideal/Target, because the teacher facilitated an environment where students were engaged in the creation of innovative advertising campaigns.  The teacher gave multiple opportunities for assessment by peers, the instructor, as well as experts in the field of advertising.  The students were encouraged to take risks and try creative techniques that they felt would be effective (based on research, trends, and visceral responses).   Additionally, the students created innovative products that have value for specified audiences.  Most importantly, there is was not a single “right” way to solve the problem that was laid before the students.  Instead, the possible solutions were infinite and specific to each team.
Critical Thinking and Problem Solving:  Ideal/ Target, students were engaged in an environment with meaningful questioning strategies, and were immersed in critical thinking throughout the entire project.  The students were provided with multiple resources to draw conclusions, based on clear patterns of evidence, to produce new understandings about persuasive design.  Students were challenged to reflect on their product, their process, as well as those of their peers.  Additionally, students were required to use prior research to develop and answer open-ended questions using higher-order thinking skills.  The final product was authentic, meaningful, creative, and useful.
Examples of Student Work:
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