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Board of Governors, State University System of Florida  
 

Request to Offer a New Degree Program 
(Please do not revise this proposal format without prior approval from Board staff) 

 
   
University of South Florida  Fall 2018 
University Submitting Proposal  Proposed Implementation Term 
 
College of Arts and Sciences  Zimmerman School of Advertising 

and Mass Communications 
Name of College(s) or School(s)  Name of Department(s)/ Division(s) 
 
Mass Communications  Master of Science in Advertising 

Academic Specialty or Field  Complete Name of Degree 
 
09.0900 Public Relations, Advertising 
& Applied Communication 

  

Proposed CIP Code   
 
The submission of this proposal constitutes a commitment by the university that, if the proposal is 
approved, the necessary financial resources and the criteria for establishing new programs have been 
met prior to the initiation of the program. 
 
Date Approved by the University Board of 
Trustees 

 President  Date 

       
       
Signature of Chair, Board of 
Trustees 

 Date  Vice President for Academic 
Affairs 

 Date 

 
Provide headcount (HC) and full-time equivalent (FTE) student estimates of majors for Years 1 
through 5.  HC and FTE estimates should be identical to those in Table 1 in Appendix A.  Indicate the 
program costs for the first and the fifth years of implementation as shown in the appropriate columns 
in Table 2 in Appendix A.  Calculate an Educational and General (E&G) cost per FTE for Years 1 and 5 
(Total E&G divided by FTE). 
 

Implementation 
Timeframe 

Projected 
Enrollment  

(From Table 1) 

 Projected Program Costs 
(From Table 2) 

 HC FTE  
E&G 

Cost per 
FTE 

E&G 
Funds 

Contract 
& Grants 

Funds 
Auxiliary 

Funds Total Cost 

Year 1 24 13.50  $12432 $167826   $167826 
Year 2 29 16.31       
Year 3 36 20.25       
Year 4 43 24.19       
Year 5 50 28.13  $10083 $283634   $283634 

Note: This outline and the questions pertaining to each section must be reproduced within the body of the proposal 
to ensure that all sections have been satisfactorily addressed.  Tables 1 through 4 are to be included as Appendix A 
and not reproduced within the body of the proposals because this often causes errors in the automatic calculations. 



Revised December 8, 2016 

 

2 
 

 
INTRODUCTION 
 

I. Program Description and Relationship to System-Level Goals   
 
A. Briefly describe within a few paragraphs the degree program under consideration, 

including (a) level; (b) emphases, including majors, concentrations, tracks, or 
specializations; (c) total number of credit hours; and (d) overall purpose, including 
examples of employment or education opportunities that may be available to program 
graduates.    

 

The M.S. in Advertising will be part of a broad collaborative effort between the Zimmerman School of 
Advertising and Mass Communications in the College of Arts and Sciences (CAS) and the Marketing 
Department in the Muma College of Business (MCOB). This new interdisciplinary degree is designed to 
merge the creative function of advertising (creative, strategy, planning, and management) with the 
business function and analytical capabilities (data coding, return on investment, performance analytics, 
and market research) that the current market demands. It is aimed primarily at professionals in early- to 
mid-career who did not have access to new, emerging digital analytical tools when they first began their 
advertising training, as well as new graduates from undergraduate advertising programs who want to 
enhance their skills sets and employability by diving deeper into these new digital technologies. Finally, 
no Florida metropolitan university offers a graduate degree focused solely on advertising. (The only 
other metropolitan Florida institution offering the 09.0900 master’s degree, the University of North 
Florida in Jacksonville, focuses its degree on Communications Management.) Consequently, students 
miss out on the opportunity to pursue learning and research in markets where advertising agencies and 
researchers predominantly live and work. This new degree would rectify that.  
 
The goal of the M.S. in Advertising is to provide advanced education in professional persuasive 
messaging based on core principles of information-age technologies, including use of applied statistics, 
data mining, and data visualization for the development of professional business principles and practices 
in advertising. The degree is designed as a professional degree and will attract both newly graduated 
bachelor’s degree holders as well as early- and mid-career advertising professionals who seek to 
strengthen their data and analytical skills in emerging digital media. These professions include graphic 
designer, media planner, advertising account executive, creative director, marketing manager, social 
media manager, content developer, communications director, and advertising production. 
 
Program Summary: 
 

(a) Level: M.S. degree in Advertising (CIP 09.0900); 
(b) Emphases: Graduate students pursuing this degree must complete core courses focused on 

combining advertising creative strategies from a mass communication perspective with business 
principles in marketing;  

(c) Credit Hours: The proposed new degree for this graduate degree can be completed in 36 credit 
hours and includes an option for applied project or practicum. It is not a thesis degree.  

(d)  Overall Purpose: This new degree will produce students trained to fill an increasing local and 
statewide demand for entry- and mid-level advertising professionals:  

 
● Marketing research analysts: +21.7% 
● Marketing managers: +16.0% 
● Advertising and promotion managers: +12.4% 
● Advertising sales agents: +4.0% 

 
All of the above growth projections through 2024 and are from the 2016-2024 Statewide Employment 
Projects at floridajobs.org. http://www.floridajobs.org/labor-market-information/data-center/statistical-
programs/employment-projections  
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Students graduating from USF with this degree also may choose to continue their education in a variety of 
fields that might include doctoral degree programs in Mass Communications, Communication, Marketing, 
Advertising and Information Studies, to name a few. 
 

B. Please provide the date when the pre-proposal was presented to CAVP (Council of 
Academic Vice Presidents) Academic Program Coordination review group.  Identify any 
concerns that the CAVP review group raised with the pre-proposed program and provide 
a brief narrative explaining how each of these concerns has been or is being addressed.  

 
The pre-proposal was approved by the CAVP in late Spring 2016. No concerns were put forward by the 
review group. Initial concerns regarding the curriculum of the degree expressed by the University of 
Florida were withdrawn after a discussion that clarified the focus of the M.S. to be focused on advertising 
and not on public relations, which is a focus area for one of its master’s degrees. 

 
C. If this is a doctoral level program please include the external consultant’s report at the 

end of the proposal as Appendix D.  Please provide a few highlights from the report and 
describe ways in which the report affected the approval process at the university.  

 
Not applicable; this is not a doctoral level program. 
 

D. Describe how the proposed program is consistent with the current State University 
System (SUS) Strategic Planning Goals. Identify which specific goals the program will 
directly support and which goals the program will indirectly support (see link to the SUS 
Strategic Plan on the resource page for new program proposal).   

 
As noted above, the goal of the M.S. in Advertising is to provide advanced education in professional 
persuasive messaging based on core principles of information age technologies for the development of 
professional business principles and practices in advertising. 
 
These goals are consistent with the State University System 2025 Strategic Plan by integrating information 
technologies into the heretofore “soft” arts of public relations, advertising and applied communication as 
they are increasingly practiced. The interdisciplinary and collaborative nature of the major is also 
consistent with the teaching and learning goals in the Strategic Plan. 
 

E. If the program is to be included in a category within the Programs of Strategic Emphasis 
as described in the SUS Strategic Plan, please indicate the category and the justification 
for inclusion. 

 
The Programs of Strategic Emphasis Categories: 
1. Critical Workforce:   

• Education  
• Health 
• Gap Analysis  

2. Economic Development:   
• Global Competitiveness  

3. Science, Technology, Engineering, and Math (STEM) 
 
 
Please see the Programs of Strategic Emphasis (PSE) methodology for additional explanations 
on program inclusion criteria at the resource page for new program proposal.  

 
The proposed M.S. is based on the principle that an infusion of empirical science and information 
technologies are critical for decision-making in professional advertising in the 21st Century. This unique, 
collaborative major is market-focused on regional, state, and national workforce development in 
advertising and related professional communications fields. 
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The 09.0900 CIP is designated as an area of strategic emphasis by the Board of Governors under the 
Critical Workforce: Gap Analysis category, defined as: 
 

“…degree programs leading to the occupational categories identified as projected to be critically 
under-supplied in the Higher Education Access and Educational Attainment Commission’s gap 
analysis of labor market projections and related degree production. Consequently, the academic 
programs included in this category will correspond to Florida’s high need, high wage 
occupational areas identified through the gap analysis. Universities will still be expected to work 
with local industries and employers to identify academic programs needed to support local or 
regional economic development and workforce needs.”  

 
The Area of Programmatic Strategic Emphasis impacted by this new major is No. 2 Economic 
Development: Regional Workforce Demand, as the BOG study showed the gap between expected 
graduates in this field and the numbers needed to fill the workforce demands. Additionally, this program 
is needed to enable current advertising employees to get caught up on the changing nature of their digital 
field and enable them to properly use metrics, analytics and other data tools that were not available to 
them early in their careers or in their undergraduate education. 
 
This new degree program will attract both newly graduated students and professionals. Advertising has 
seen great advancement in terms of the ability to target and track advertisements and gauge their impacts 
empirically. These changes have been so rapid, however, that both traditional mass communications 
schools/colleges have been slow to respond to them at the graduate level. Additionally, employees in the 
advertising fields in Florida find themselves without any formal training to obtain these new skills 
essential in their businesses to remain competitive in this nation and throughout the world. 
 
This degree specifically addresses Programs of Strategic Emphasis in terms of the current category of 
Economic Development (regional workforce demand) and the proposed category of Critical Workforce -
Gap Analysis. The Advertising degree is designed to prepare students with the skills necessary to fulfill 
the needs of a critically under-supplied labor market according to the Higher Education Access and 
Educational Attainment Commission’s gap analysis examining labor projections versus related degree 
production. The degree is designed to produce, as well as elevate the careers of existing, highly qualified, 
marketing and management-trained professionals able to fill local and statewide demand for entry and 
mid-level advertising positions such as marketing research analysts, marketing managers, advertising 
and promotion managers, public relations managers, graphic designers, and advertising sales agents. 
 

 F. Identify any established or planned educational sites at which the program is expected to 
be offered and indicate whether it will be offered only at sites other than the main campus. 

 
The M.S. in Advertising will be offered only at the University of South Florida in Tampa.   
 
INSTITUTIONAL AND STATE LEVEL ACCOUNTABILITY 
 
II. Need and Demand 

 
A. Need:  Describe national, state, and/or local data that support the need for more people to 

be prepared in this program at this level.  Reference national, state, and/or local plans or 
reports that support the need for this program and requests for the proposed program 
which have emanated from a perceived need by agencies or industries in your service area.  
Cite any specific need for research and service that the program would fulfill. 

 
Both State of Florida Department of Economic Opportunity and U. S. Department of Labor projections 
indicate an increasing need for university graduates with skills in using data analytics for media planning 
and implementation in both the Tampa Bay region and in Florida.  
  
State of Florida projections for Workforce Region 14 (Pinellas County) and Workforce Region 15 
(Hillsborough County) from 2016 – 2024 show the intense need to provide this degree. Many present mass 
communications industries in “legacy” fields show strong projected employment declines. The State of 
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Florida indicates projected 15.1% (Pinellas) and 8.4% (Hillsborough) decreases in the need for employees 
in the “publishing industries,”  6.6% (Pinellas) and 6.5% (Hillsborough) decreases in content distribution 
employees working at ISPs, and Web Search Portals, and a mere 3.8% (Pinellas) and 1.2% (Hillsborough) 
increase in employees working in Broadcasting.  
  
Professionals in advertising and strategic communications fields, however, show strong growth. State of 
Florida projections Workforce Region 15 (Hillsborough) indicate a 12%-20% increase for advertising, public 
relations, and management analysts, and those positions that require data analysis and the use of data for 
planning for advertising, public relations, and professional communications. This is precisely the work 
force that this graduate degree aims to produce. 
  
Likewise, U. S. Department of Labor projections (https://www.bls.gov/emp/ep_table_102.htm) indicate 
a 6.5% increase in media and management jobs that require data analysis and media planning and 
execution. 
 
Traditional M.A. and M.B.A. programs are numerous across the state, but none appear specifically 
designed to combine the creative function of advertising with the business function and analytical 
capabilities that the current market demands. This degree program was shaped with input from the 
Tampa Bay and Florida advertising industry.  
 
Analysis of U.S. Bureau of Labor Statistics shows a large deficit in the number of students trained in the 
State of Florida for management positions in Advertising, Promotions, and Marketing. Although 
numerous programs exist in the state to train students for traditional entry-level roles in advertising, 
almost none trains students specifically for roles as leaders in the evolving digital media landscape. This 
is reflected in the critical workforce need, which is projected at double-digit growth in Florida until 2024. 
Anticipated need numbers greater than 8,200 in the state in this timespan. Double-digit growth is also 
projected nationally through 2024. 
 
The Bureau of Labor Statistics 2024 Projections show growth across the major advertising job categories, 
including: Advertising, marketing, promotions, public relations, and sales managers, 6.5%; Advertising 
and promotions managers, 4.7%; Marketing and sales managers, 6.5%; Marketing managers, 9.4%; and 
Public relations and fundraising managers, 5.1% 

 
B. Demand:  Describe data that support the assumption that students will enroll in the 

proposed program.  Include descriptions of surveys or other communications with 
prospective students.   

 
Multiple quantitative surveys of student populations at USF and the Zimmerman School suggest 
extremely high demand for the proposed program, which will draw both newly graduated advertising 
degree students (mass communications) and new graduates with a degree in business or marketing 
(business).  
 
In a 2015 survey of students across colleges at USF, 59% reported being interested in graduate school. Of 
those, 46% wanted experience tailored toward their profession, and 45% wanted to increase their salary 
potential. In a survey of USF marketing and advertising students, 27.4% of students were interested in a 
master's degree with the specific learning outcomes associated with this degree, and 11.1% began 
thinking about graduate school in high school. With 295 marketing majors, 185 advertising majors and 
pre-majors, and 229 public relations majors and pre-majors (total 709), the survey data suggest a pool of 
approximately 194 students with an interest in this degree on the Tampa campus alone, well above the 
program size.  
 
Additionally, advertising undergraduates in the Zimmerman School (historically approximately 200 each 
year) would be eligible to pursue this degree, as well. Presently, their only options are a general Mass 
Communications (09.0102) Master of Arts degree with concentrations in either Media Studies or Strategic 
Communications. 
 

C. If substantially similar programs (generally at the four-digit CIP Code or 60 percent similar 
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in core courses), either private or public exist in the state, identify the institution(s) and 
geographic location(s).  Summarize the outcome(s) of communication with such programs 
with regard to the potential impact on their enrollment and opportunities for possible 
collaboration (instruction and research).  In Appendix C, provide data that support the need 
for an additional program.  

 
The proposed M.S. degree targets needs that are currently underserved within the State of Florida. 
According to the BOG’s SUS Academic Program Inventory, only Florida State University and University 
of North Florida offer a master’s degree for this CIP code (09.0900). This is a “Professional 
Communication” program at the Florida State University Panama City campus and was a new degree 
program in 2013, with a beginning graduate enrollment of 13 and an undergraduate enrollment of 103. At 
the University of North Florida this is a new graduate program that began in Spring 2017 with projected 
enrollment of 20 in the first year. Given that this CIP code has been identified as a critical workforce area 
of strategic emphasis by the BOG, it is clear that the State University System is not meeting this need.  
 
Other Florida universities that offer a similar master’s degree under other CIP codes focus narrowly on 
such aspects of advertising as analytics and data coding without the business/return on 
investment/marketing component that makes this new degree unique in the state. 
 

D. Use Table 1 in Appendix A (1-A for undergraduate and 1-B for graduate) to categorize 
projected student headcount (HC) and Full Time Equivalents (FTE) according to primary 
sources.  Generally undergraduate FTE will be calculated as 30 credit hours per year and 
graduate FTE will be calculated as 24 credit hours per year.  Describe the rationale 
underlying enrollment projections.  If students within the institution are expected to 
change majors to enroll in the proposed program at its inception, describe the shifts from 
disciplines that will likely occur. 

 
The proposed degree program will primarily draw students who graduate from USF and other Florida 
institutions with bachelor’s degree in advertising, public relations or mass communications. We 
predicated our enrollment predictions on three main factors: First, a small percentage of the nearly 200 
advertising undergraduates presently in the School will go on to the master’s degree, which would 
produce 5 students even if only 2.5 percent of graduates chose to go on to graduate school; second, a 
larger percentage of students in the School’s interdisciplinary Zimmerman Advertising Program have 
already expressed their interest in this new graduate degree, giving us an estimated 17-20 enrollees 
annually; and third, other USF and Florida graduates from related programs (marketing, informatics, 
media studies) who desire to be in a major metropolitan media market and require an advanced degree 
for career advancement would provide a strong recruiting pool. 

 
We project a small number of students seeking this degree after graduating from other Florida 
institutions, as this CIP is not offered as a master’s degree except at FSU-Panama City and University of 
North Florida. 
 

E. Indicate what steps will be taken to achieve a diverse student body in this program.  If the 
proposed program substantially duplicates a program at FAMU or FIU, provide, (in 
consultation with the affected university), an analysis of how the program might have an 
impact upon that university’s ability to attract students of races different from that which 
is predominant on their campus in the subject program.  The university’s Equal 
Opportunity Officer shall review this section of the proposal and then sign and date 
Appendix B to indicate that the analysis required by this subsection has been completed.  

 
Table A. Comparison of Ethnicity among USF Colleges and Florida Residents 
  Arts & Sciences Social & 

Behavioral Sci. 
Business Education Florida 

Residents 2010 
White 6822       50% 15599     51% 2267       51% 810         62% 62% 
Black 1617       12% 3241       11% 387           9% 121           9% 15% 
Asian 1077         8% 1937         6% 246           5% 30             2% >3% 
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Hispanic 2957      22%   6312      21% 878         20% 277         21% 20% 
 
 
Table B. Ethnicity in Current Mass Communications Major in comparison to Arts and Sciences and Florida 
populations 
 Ethnicity Arts & Science Current  

Mass Communications 
graduate students 

Florida 
Residents 2010 

White 6822          50% 11       26% 62% 
Black 1617         12% 2            5% 15% 
Asian 1077           8% 0          0% >3% 
Hispanic 2957         22% 1        2% 20% 
Non-Resident Alien and 
Other 

 29 
 

67%  

 
*Data obtained from USF Infocenter Spring 2017, add/drop.  
 
Step 1: A sample baseline of ethnicity of the major colleges at USF is shown in the above table A. Table B 
demonstrates the ethnicity of the student population in our current program as of Spring 2017. The mass 
communications major attracts strong interest from international students primarily in conjunction with 
the INTO program, which accounts for the majority of Non-Resident Alien graduate students. However, 
as in many of the mass communications and related industry fields, diversity is an ongoing issue. Our 
current Graduate Student population (excluding Non-Resident Alien students) is 10% black and 10% 
Hispanic, both lower than comparable percentages in the state population and in the College of Arts and 
Sciences. 
 
Step 2: The importance of a diverse faculty, staff and student body is valued. Active participation in 
recruiting consistent with “One Florida” is done and the recruitment guidelines of the College of Arts and 
Sciences are followed. Representatives administering the M.S. in Advertising degree will participate in 
extensive recruiting and awareness for the degree. Recruitment materials produced to support such 
efforts will highlight the faculty and students at USF and in the Zimmerman School. 
 
Efforts to increase recruitment of underrepresented groups will include multiple on-campus information 
sessions and targeted mailings throughout the academic year for current undergraduates in mass 
communications especially targeting high-performing students; the Zimmerman School employs two 
undergraduate advisors who will help identify potential applicants (e.g., students who meet the grade 
point average requirement). The Graduate Director and Academic Program Specialist will make personal 
contact with underrepresented students identified through this process in order to personalize the 
recruitment process with a consultation session. In addition, the Graduate Director has been and will 
continue to network with undergraduate directors at potential feeder programs, such as Florida 
International University, which has an undergraduate advertising-focused major. Initial information 
gathering from two such programs suggests graduates lack options for completing post-baccalaureate 
education in advertising on the east coast of Florida. The graduate program also offers teaching 
assistantships to qualified applicants, which can be used to encourage underrepresented students to 
apply. 
 
Step 3: The Director of this program will work with the Office of Admissions in identifying 
undergraduate programs beyond Florida in the Southeast and Northeast with high numbers of 
underrepresented minority students where steps can be taken to update graduating students on the 
existence of this new graduate degree and to encourage participation in appropriate course preparation. 
Additionally, the School has a full-time dedicated recruiter, who can include graduate diversity recruiting 
into her workload into this proposed M.S. degree. 
 
Step 4: It is anticipated that graduates of this program will become our best recruiters of all 
underrepresented students. 
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III. Budget 
 

A. Use Table 2 in Appendix A to display projected costs and associated funding sources for 
Year 1 and Year 5 of program operation.  Use Table 3 in Appendix A to show how existing 
Education & General funds will be shifted to support the new program in Year 1.  In 
narrative form, summarize the contents of both tables, identifying the source of both 
current and new resources to be devoted to the proposed program.  (Data for Year 1 and 
Year 5 reflect snapshots in time rather than cumulative costs.)   

 
Table 2 shows the projected costs for the new program. We anticipate a relatively small number of faculty 
members in the School will actually participate in instruction in the new degree because it is focused 
narrowly on advertising and marketing. Therefore, we project no new faculty for this degree. Table 4 
shows the projected faculty participation. Two lines are unfilled as of this proposal submission: the 
School Director, for whom a search is underway, and the Zimmerman Advertising Endowed Professor 
line. They are existing lines and do not represent additional budget. Both would be expected to teach in 
this new major. 
 
Additionally, a few of the courses that serve this degree also serve our M.A. in Mass Communications, 
and adding additional students to those courses would involve minimal redistribution of current 
graduate teaching loads. Staff needs likewise are minimal, as they would be small, marginal increases to 
workload that already exists for the current M.A. in Mass Communications. We show small reallocations 
of two staff members’ work load to service this new major. 
 
Per FTE costs are in line with state BOG averages. 
 
 

B. Please explain whether the university intends to operate the program through continuing 
education, seek approval for market tuition rate, or establish a differentiated graduate-
level tuition. Provide a rationale for doing so and a timeline for seeking Board of 
Governors’ approval, if appropriate.  Please include the expected rate of tuition that the 
university plans to charge for this program and use this amount when calculating cost 
entries in Table 2.  

 
Not applicable. 
 

C. If other programs will be impacted by a reallocation of resources for the proposed program, 
identify the impacted programs and provide a justification for reallocating resources.  
Specifically address the potential negative impacts that implementation of the proposed 
program will have on related undergraduate programs (i.e., shift in faculty effort, 
reallocation of instructional resources, reduced enrollment rates, greater use of adjunct 
faculty and teaching assistants).  Explain what steps will be taken to mitigate any such 
impacts.  Also, discuss the potential positive impacts that the proposed program might 
have on related undergraduate programs (i.e., increased undergraduate research 
opportunities, improved quality of instruction associated with cutting-edge research, 
improved labs and library resources).   

 
As this master’s degree program grows, it will allow students from other majors or universities to 
prepare for managerial roles in marketing, promotions, advertising, and public relations. Students in this 
program will be able to take elective classes in marketing and a number of other CAS departments (e.g., 
English, Information Studies, and Psychology). It will also allow our junior and senior advertising faculty 
to have access to research assistants and graduate students better versed in their fields of study, 
providing stronger and more relevant research to industry and the academic field. 
 

D. Describe other potential impacts on related programs or departments (e.g., increased need 
for general education or common prerequisite courses, or increased need for required or 
elective courses outside of the proposed major).  
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As it is a collaborative degree program with the USF Muma College of Business, the School has already 
conferred with Muma administrators to ensure that additional M.S. in Advertising students can be 
accommodated by current Muma graduate faculty staffing. We are assured they can be, given the 
curriculum requires the students to take three marketing courses. See Appendix B for its concurrence 
with this proposal. 
 

E. Describe what steps have been taken to obtain information regarding resources (financial 
and in-kind) available outside the institution (businesses, industrial organizations, 
governmental entities, etc.).  Describe the external resources that appear to be available to 
support the proposed program. 

 
External resources that are available to this degree program include industry guidance and internships 
from the sixth largest advertising agency in the U.S. and the third largest advertising agency in the world.  
Additional interest is being pursued from A.C. Nielsen. 
 
IV. Projected Benefit of the Program to the University, Local Community, and State 

 
Use information from Tables 1 and 2 in Appendix A, and the supporting narrative for “Need 
and Demand” to prepare a concise statement that describes the projected benefit to the 
university, local community, and the state if the program is implemented.  The projected 
benefits can be both quantitative and qualitative in nature, but there needs to be a clear 
distinction made between the two in the narrative. 

 
Students trained in this major will be able to fulfill demand in Tampa Bay and the State of Florida for 
professionals who can use an integrated, analytic approach to public relations, advertising and strategic 
communications. From a quantitative standpoint, the Board of Governors has identified this major as 
being on its Gap Analysis list, meaning that there is a projected gap between the positions that will be 
open in the state and the number of qualified graduates who can fill them. In qualitative terms, faculty 
hear from our professional partners in the local community of the greater need for students to have a 
broader range of communications skills, for integrated approaches to strategic messaging and media and 
for greater digital/analytical skills. 
 
V. Access and Articulation – Bachelor’s Degrees Only 

 
A. If the total number of credit hours to earn a degree exceeds 120, provide a justification for 

an exception to the policy of a 120 maximum and submit a separate request to the Board of 
Governors for an exception along with notification of the program’s approval. (See criteria 
in Board of Governors Regulation 6C-8.014) 

 
Not applicable for master’s level degree. 
 

B. List program prerequisites and provide assurance that they are the same as the approved 
common prerequisites for other such degree programs within the SUS (see link to the 
Common Prerequisite Manual on the resource page for new program proposal).  The 
courses in the Common Prerequisite Counseling Manual are intended to be those that are 
required of both native and transfer students prior to entrance to the major program, not 
simply lower-level courses that are required prior to graduation.  The common 
prerequisites and substitute courses are mandatory for all institution programs listed, and 
must be approved by the Articulation Coordinating Committee (ACC).  This requirement 
includes those programs designated as “limited access.” 

 
If the proposed prerequisites are not listed in the Manual, provide a rationale for a request 
for exception to the policy of common prerequisites.  NOTE:  Typically, all lower-division 
courses required for admission into the major will be considered prerequisites.  The 
curriculum can require lower-division courses that are not prerequisites for admission into 
the major, as long as those courses are built into the curriculum for the upper-level 60 credit 
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hours.  If there are already common prerequisites for other degree programs with the same 
proposed CIP, every effort must be made to utilize the previously approved prerequisites 
instead of recommending an additional “track” of prerequisites for that CIP.  Additional 
tracks may not be approved by the ACC, thereby holding up the full approval of the degree 
program.  Programs will not be entered into the State University System Inventory until any 
exceptions to the approved common prerequisites are approved by the ACC. 

 
Not applicable for master’s level degree. 

 
C. If the university intends to seek formal Limited Access status for the proposed program, 

provide a rationale that includes an analysis of diversity issues with respect to such a 
designation.  Explain how the university will ensure that Florida College System transfer 
students are not disadvantaged by the Limited Access status.  NOTE:  The policy and 
criteria for Limited Access are identified in Board of Governors Regulation 6C-8.013.  
Submit the Limited Access Program Request form along with this document. 

 
Not applicable for master’s level degree. 
 

D. If the proposed program is an AS-to-BS capstone, ensure that it adheres to the guidelines 
approved by the Articulation Coordinating Committee for such programs, as set forth in 
Rule 6A-10.024 (see link to the Statewide Articulation Manual on the resource page for new 
program proposal).  List the prerequisites, if any, including the specific AS degrees which 
may transfer into the program. 

 
Not applicable for master’s level degree. 
 
 
INSTITUTIONAL READINESS 
 
VI. Related Institutional Mission and Strength 
 

A. Describe how the goals of the proposed program relate to the institutional mission 
statement as contained in the SUS Strategic Plan and the University Strategic Plan (see link 
to the SUS Strategic Plan on the resource page for new program proposal). 

 
The intention of this proposal is to restructure and transform the current USF Zimmerman School of 
Advertising and Mass Communications’ curriculum in a manner that is consistent with USF, USF System, 
and SUS-BOG Strategic Plans and student and workforce demand.  
 
The proposed CIP will help meet USF System goals of preparing global citizens via the study of global 
digital advertising systems (Goal 1), preparing students and focusing faculty on innovating in the 
integration of advertising and analytics (Goal 2), and increasing partnerships on and off campus to foster 
a stronger economy as the result of producing needed workers and innovative strategic communications 
solutions (Goal 3).  
 
The proposed CIP also supports the SUS 2025 Strategic Plan (revised Nov. 6, 2014), first and foremost 
because it is on the Programs of Strategic Emphasis list (effective fall 2014) in the category of GAP 
Analysis. We also believe the new graduate CIP would further the SUS’s nine general strategic goals in 
the following areas: 
 

• Increase the Number of Degrees Awarded within Programs of Strategic Emphasis: The School 
presently does not offer a degree (CIP) in an area of strategic emphasis at the graduate level, and 
by creating the new degree, we would increase the number of degrees awarded at USF. 

• Strengthen Quality & Reputation of Academic Programs and Universities: The School’s 
advertising program is already widely known, thanks to exposure from its specialty Zimmerman 
Advertising Program. This new degree would provide additional quality for the program and 
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improve the School’s and USF’s reputation by hosting the only master’s in advertising in a major 
metro market in Florida. 

• Strengthen Quality & Reputation of Scholarship, Research, and Innovation: Advertising scholarly 
research is one of the strongest fields in mass communications, with social science research that is 
grant-able. By adding graduate students who are studying advertising alone, we give more 
resources to faculty and graduate research opportunities to lift the field and the quality of the 
School’s undergraduate offerings. 

• Increase Community and Business Engagement: We presently place more than 150 interns a year 
with West Central Florida businesses, and having advertising graduate students with higher skill 
levels available for partnerships and internships, we can increase the number and quality of those 
partnerships in this field. 

 
Specifically this proposal recognizes that persuasive communication has evolved from rather elementary 
media and tactics based primarily upon the written word into a heavily strategy- and technology-based 
enterprise where all messaging elements are integrated from the earliest planning and that resulting 
tactics deliver a measurable return on marketing investment for the client. Further, where once mass 
communications graduates needed most to know how to write narratives, today’s graduates must 
simultaneously use new technology to implement the content across multiple platforms and create prose 
that is pleasing to both the human reader and the algorithms of search engines. Offering this M.S. degree 
will enhance student market prospects by giving graduates more and better digital tools and skills, better 
serve market partners in Tampa, Florida, and the Caribbean by providing interns and entry-level 
employees with enhanced training, and engender faculty research in audience analytic skills that have 
been identified in the Board of Governors strategic analysis as a “GAP” program. Presently, the more 
general M.A. in Mass Communications (with concentrations in media studies and strategic 
communications) does not address or extend the School’s advertising expertise in the manner in which 
this new M.S. degree will. 
  
 
 

B. Describe how the proposed program specifically relates to existing institutional strengths, 
such as programs of emphasis, other academic programs, and/or institutes and centers. 

 
The M.S. in Advertising degree leverages existing strengths in the undergraduate major of the 
Zimmerman School of Advertising and Mass Communications (which is in process of combining two 
B.A. in Mass Communications degree concentrations into an 09.0900 B.S. degree proposal), as well as 
those students in the interdisciplinary Zimmerman Advertising Program. Advertising has been an 
emphasis and focus of the School for nearly a decade. Similarly, the Tampa Bay metropolitan area is rich 
with graduates of the program’s concentrations and provides professional guidance and teaching for our 
students. As the nation’s 11th largest media market boasting national corporate headquarters (Home 
Shopping Network, Nielsen) and major league franchises in the NFL, NHL, MLB and other smaller 
sports, Tampa Bay is full of opportunities for partnerships and internships for students in advertising. 
 

C. Provide a narrative of the planning process leading up to submission of this proposal.  
Include a chronology in table format of the activities, listing both university personnel 
directly involved and external individuals who participated in planning.  Provide a 
timetable of events necessary for the implementation of the proposed program. 

 
In 2013, as the Zimmerman School was being examined for voluntary re-accreditation, the CAS Dean 
moved the School in a more digital, modern direction and let accreditation lapse for that reason (the 
accrediting body had restrictions that would make it difficult to fully modernize the curriculum). In 2013-
14, faculty discussed the best way to proceed before identifying two new majors that integrated strengths 
already in the School and sought undergraduate CIPs that were on the Board of Governor’s Programs of 
Strategic Emphasis list. At the same time, the Zimmerman Advertising Program (ZAP) was formalized as 
an interdisciplinary program between the MCOB and the Zimmerman School. This proposal for an 
advertising master’s degree grew out of the creation of ZAP and movement at the undergraduate level to 
increasingly put School resources into becoming more pre-eminent in advertising education. 
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Planning Process 
 

Date Participants Planning Activity 
Spring 2013 CAS Dean Eric Eisenberg and 

interim director, various faculty   
CAS Dean calls for updating 
curriculum toward a more 
integrated, broader approach 
that emphasizes analytics and 
digital media 

Fall 2013-Spring 2014 Dr. Kelly Page Werder, faculty New course proposals submitted 
and approved for two courses 
that are core in the proposed 
degree 

2015 Interim Director Sam Bradley, 
Associate Director Wayne 
Garcia and various faculty 

A pre-proposal for this new 
major is started, in conjunction 
with PR and advertising faculty 

2015 CAS Associate Dean Potter, 
Dean Eisenberg, Graduate 
Council, Zimmerman School 
Faculty   

Pre-proposal is approved by 
faculty, CAS Dean, college 
graduate committee  

2016.1.22 Faculty curricular review, Drs. 
Bradley and Ramirez 

Proposal document developed 

2016.3.7 USF curricular review 
committees, Drs. Bradley and 
Ramirez 

Approval by full Graduate 
Council with revisions requested 
by Grad Council Curriculum 
Committee 

2016.3.8 USF curricular review 
committees, Drs. Bradley and 
Ramirez 

Revised proposal cleared 
through OGS, submitted to OIE 
for APAC 

2016.3.22 USF curricular review 
committees, Drs. Bradley and 
Ramirez 

APAC Approved with minor 
revision 

2016.3.28 USF curricular review 
committees, Drs. Bradley and 
Ramirez 

Updated copy with APAC 
Revisions posted for CAVP 

April 2016 USF curricular review 
committees, Drs. Bradley and 
Ramirez 

Successful review by CAVP and 
placed on BOT work plan 

Summer 2016 Zimmerman graduate faculty 
led by Graduate Director Dr. 
Ramirez, Mr. Garcia 

Writing new course proposals 

 
June 2016 Dr. Ramirez, Mr. Garcia New elective course in Return on 

Investment is proposed, 
approved by Graduate Council 

October 2016 Zimmerman School Graduate 
Committee and faculty 

Finalize 09.0900 M.S. Proposal, 
approval by faculty, and filed for 
University review 

2017.1.9 Dr. Ramirez, Mr. Garcia and 
Graduate Council 

Proposal reviewed by Graduate 
Council 

2017.1.23 Dr. Ramirez, Mr. Garcia and 
Graduate Council 

Proposal reviewed and held for 
further revisions by Graduate 
Council 

2017.8.23 Dr. Ramirez, Dr. Potter, Mr. 
Garcia 

Resubmitted for clearance for 
Graduate Council review 
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Events Leading to Implementation 
Date Implementation  Activity 

September 2016 Zimmerman School faculty approval of New Advertising master’s degree and 
accompanying new course proposals 

September 2016 Review by CAS graduate curriculum committees 
Fall 2016-Fall 2107 Review and/or approvals by USF, BOT and BOG curricular bodies 
Fall 2018 New Advertising master’s degree is implemented and listed in the graduate 

catalog 
 
  
 
 

VII. Program Quality Indicators - Reviews and Accreditation 
 
Identify program reviews, accreditation visits, or internal reviews for any university degree 
programs related to the proposed program, especially any within the same academic unit.  List 
all recommendations and summarize the institution's progress in implementing the 
recommendations. 

 
The Zimmerman School, as discussed above, was previously accredited by the Accrediting Council on 
Education in Journalism and Mass Communications. Its last review of the School was truncated by the 
withdrawal of the School from the organization, but its preliminary review found the School deficient in 
two areas: Governance and Assessments. Since that review in 2013, the School’s governance has changed 
both in terms of structure and personnel with a new governance document and committee structure and 
new Graduate Director, Undergraduate Director and Associate Director. The School is currently hiring a 
consulting firm for a search for a new Director to be in place by Fall 2018. The School has since submitted 
to the University, and had approved, an assessment plan for the graduate program. All other aspects of 
the 2013 site visit team’s report found the program sufficient. 
 

VIII. Curriculum   
 

A. Describe the specific expected student learning outcomes associated with the proposed 
program.  If a bachelor’s degree program, include a web link to the Academic Learning 
Compact or include the document itself as an appendix. 

 
The specific learning outcomes associated with this proposal are in-line with the nature of the industry and 
the requirements of the State of Florida. The proposed curriculum has been mapped across the learning 
outcomes outlined below. 
 
Upon completion of the degree, graduates should be able to: 
• Apply mass communication and persuasion theory to predict the effectiveness of advertising 
techniques. 
• Interpret secondary research and develop primary research for strategy development and outcome 
evaluation. 
• Synthesize market data about advertising. 
• Compute return on investment for advertising campaigns. 
• Plan advertising campaigns that maximize return on advertising investment. 
• Modify advertising communication tactics for different cultural applications in the global marketplace. 
• Analyze competing solutions to advertising communication problems for potential effectiveness. 
• Apply leadership principles to management situations in advertising. 
• Defend planned tactics for advertising campaigns. 
• Analyze a company or organization’s communications efforts for strengths and weaknesses. 
• Identify advertising communication opportunities in an evolving marketplace. 
• Devise entrepreneurial solutions to advertising. 
• Analyze marketing situations and develop strategic plans toward bettering those situations. 
• Analyze audiences and generate media strategies to reach those audiences. 
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• Evaluate concurrent activities of major constituents (i.e., account management, media, creative, and 
client) in the advertising process. 
• Develop and evaluate social media marketing initiatives within the context of a 360° campaign. 
• Understand the role of both paid and earned social media initiatives. 
• Create a finished advertising campaign given only a client and preliminary goals. 
 

B. Describe the admission standards and graduation requirements for the program. 
 
Admission Requirements for M.S.  
Must meet University requirements (see Graduate Admissions) as well as requirements for the major 
listed below. 

• a 3.00 upper division GPA 
• 153V (60%), 144Q (18%) preferred on the GRE 
• a resume 
• three letters of recommendation (academic recommendations preferred) 
• a strong letter of intent 
• an appropriate bachelor’s degree from a regionally accredited institution (e.g., Mass 

Communications, Communication, Marketing) 
• Students who lack an appropriate background in the major may be required to take additional 

courses to meet major minimums (e.g., Quantitative Methods). 
 

C. Describe the curricular framework for the proposed program, including number of credit 
hours and composition of required core courses, restricted electives, unrestricted electives, 
thesis requirements, and dissertation requirements.  Identify the total numbers of semester 
credit hours for the degree.  

 
Total Minimum Hours: 36 
 
Core Requirements 24 hours 
MMC 6447 Quantitative Research Methods 3 
ADV 5825 Advertising Proseminar 3 
ADV 6602 Advanced Advertising Management 3 
ADV 6505 Advertising Research 3 
MMC 6449 Advertising Analytics 3 
ADV 5508 Return on Advertising Investment 3 
ADV 5005 Advertising Planning 3  
ADV 6305 Advertising Media Strategies 3  
 
Applied Research 6 hours 
MMC 6950 Applied Research Project 6 
 
Required Marketing Courses 6 hours 
MAR 6815 - Marketing Management 3 
MAR 6555 - Consumer Behavior Insights 3 
 
Requires completion of an Applied Research Project in lieu of a comprehensive exam (no thesis)  
 

D. Provide a sequenced course of study for all majors, concentrations, or areas of emphasis 
within the proposed program.   

 
Fall Semester – Year One     

 ADV 5825 Advertising Proseminar     3 

ADV 6505 Advertising Research     3 

MMC 6449 Advertising Analytics     3 
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              ________ 

          9 

Spring Semester – Year One 

MMC 6447 Quantitative Research Methods*  or  

Elective Grad-level Marketing Course   3 

ADV 5005 Advertising Planning     3 

  Required Grad-level Marketing Course   3 

                      ________ 

         9 

Fall Semester – Year Two 

 ADV 6602 Advanced Advertising Management   3 

  Required Grad-level Marketing Course   3 

MMC 6950 Applied Research Project    3 

                ________ 

          9 

Spring Semester – Year Two 

ADV 5508 Return on Advertising Investment   3 

 ADV 6305 Advertising Media Strategies    3 

MMC 6950 Applied Research Project**    3 

        ________ 

       9 

                                                                                                                ________ 

                                                                                                                          36 credits total 

Required Marketing Courses 
MAR 6815 - Marketing Management 
MAR 6555 - Consumer Behavior Insights 
 
Marketing Elective Course (select one of the following if MMC 6447 has already been satisfied prior to 
admission): 
MAR 6336 - Promotional Management 
MAR 6646 – Research for Marketing Managers 
MAR 6735 – Digital Marketing 
 
*Student may petition to replace this course with MAR 6815 (Marketing Management) if the student has taken and 
passed two approved methods courses with at least a grade of B. 
**Student may petition the Zimmerman School for permission to complete a practicum for  
MMC 6950. 
 
 
 

E. Provide a one- or two-sentence description of each required or elective course.   
 
 
ADV 5005 Advertising Planning (3) Introduction to the process of developing advertising strategy, 

emphasizing theory and research methods. Applied research course to bridge research methods with 
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execution of creative messaging strategies that drive business success. 

 

ADV 5825 Advertising Proseminar (3) The primary objective of this proseminar course is to provide 

students with the fundamentals of advertising theory and research practices. It will challenge students 

with a critical and philosophical exploration of the ideas of mass communications and advertising. 

Students will learn the basic concepts of advertising, public relations, promotion, branding, and direct 

marketing and their applications for integrated marketing campaigns. 

 

ADV 5508 Return on Advertising Investment (3) An in-depth analysis of the performance metrics 

required to determine the success of advertising and marketing in fiscally accountable business practice. 

Metrics will include both quantitative and qualitative measures of advertising planning, consumer 

research, campaign strategy and media.  

 

ADV 6305 Advertising Media Strategies (3) Advertising Media Strategies is designed to provide 

students with advanced knowledge of brand media strategy development across traditional, digital, and 

social media. Students will become acquainted with the practices, tools, and theory of media planning, 

media relations, and how they fit into the marketing process. 

 

ADV 6505 Advertising Research (3) This course is designed to teach normal campaign research through 

various methods, including: copy testing, survey content development, sample frame development, 

consumer insights, brand triggers, and purchase intent.  An important distinction to be made in 

advertising research is the use of primary versus secondary data.  As such, this course will cover various 

methods for collecting and analyzing data organically, as well as how to interpret already-existing data 

(e.g. Simmons, Nielsen, ratings, shares, industry reports, etc.) and apply this information effectively and 

strategically. 

 

ADV 6602 Advanced Advertising Management (3) Focuses on application of management principles 

and practice to create effective development of advertising plans. The course includes case studies and 

discussion of current problems in research, planning, operations, administration, and evaluation. 

 

MAR 6815 Marketing Management (3) Analysis of operational and strategic planning problems 

confronting marketing managers. Topics include buyer behavior, market segmentation, information 

systems, product selection and development, pricing, distribution, promotion, and sales force 

management.  

 

MAR 6555 Consumer Behavior Insights (3) Students will gain insight into customers' latent needs up to 

and including post-consumption experiences. Topics include coverage of underlying psychological 

processes and an overview of relevant research tool(s) that could be applied to gain insights. 
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MAR 6336 Promotional Management (3) Management of the promotional function as part of the total 

marketing program. Includes a study of relevant buyer behavior concepts, resources and budgets, media, 

creative aspects, and effectiveness measurements as they relate to the management tasks of developing, 

implementing, and evaluating promotional strategy.  

 

MAR 6646 Research for Marketing Managers (3) A study of marketing research methods and 

information systems and their relationship to marketing decision-making. Topics include value and cost 

of information, sample design, questionnaire design, statistical analysis, and report presentation. Lecture, 

reading, case analysis, and project.  

 

MAR 6735 Digital Marketing (3) This course focuses on applied digital marketing concepts and 

strategies taught primarily by a team of corporate practitioners, who will familiarize students with a 

broad framework of digital marketing including innovation & analytics. 

 

MMC 6449 Advertising Analytics (3) Advertising Analytics addresses how to use data analytics to 

develop, optimize, and assess outcomes of advertising strategies for brands. In this course, students will 

learn the scientific approach to marketing with hands-on use of technologies such as databases, analytics 

and computing systems to collect, analyze, and act on customer information.  

 

MMC 6447 Quantitative Research Methods (3) Examination of the process and techniques involved in 

quantitative data collection and analysis for mass communication purposes. 

 

MMC 6950 Applied Research Project (3) Completion of a major applied communication research project 

under supervision. Topic will be selected according to student's needs and interests.  

 
F. For degree programs in the science and technology disciplines, discuss how industry-

driven competencies were identified and incorporated into the curriculum and indicate 
whether any industry advisory council exists to provide input for curriculum development 
and student assessment.   

 
The M.S. in Advertising is an information- and technology-based discipline as opposed to traditional B.A. 
and M.A. advertising programs with an emphasis on “creativity,” or ad creation. Input for this proposal 
was provided by members of an advertising industry Advisory Board in the School and by members of 
Tampa Bay area advertising organizations, including the American Advertising Federation and Ad2 (its 
age-32-and-under organization). 
 

G. For all programs, list the specialized accreditation agencies and learned societies that 
would be concerned with the proposed program.   Will the university seek accreditation 
for the program if it is available?  If not, why?  Provide a brief timeline for seeking 
accreditation, if appropriate. 

 
The primary professional accrediting body for this program would be the Accrediting Council on 
Education in Journalism and Mass Communications (ACEJMC). Current Zimmerman School graduate 
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programs have not sought ACEJMC accreditation. The Zimmerman School withdrew from 
undergraduate ACEJMC accreditation in 2013 to make curricular changes that would have been 
impermissible under ACEJMC’s older, legacy model of mass communications education. This follows a 
trend of the leading programs of mass communications voluntarily withdrawing from ACEJMC (e.g., The 
Ohio State University, University of Texas at Austin, University of Wisconsin at Madison). As ACEJMC 
updates its criteria to better reflect that modern media environment and changes in media education in a 
large research university, the members of the school faculty have expressed that they would be open to 
exploring rejoining that body. At this time, accreditation will not be sought, in part, because advertising-
focused agencies do not offer accreditation and, in part, because those agencies that do offer accreditation 
do not focus on interdisciplinary and collaborative programs that cross the boundaries. The issue of 
accreditation in the advertising field is expected to be revisited by the yet-to-be-selected Director of the 
School.   
 

H. For doctoral programs, list the accreditation agencies and learned societies that would be 
concerned with corresponding bachelor’s or master’s programs associated with the 
proposed program.   Are the programs accredited?  If not, why? 

 
Not applicable. 
 

I. Briefly describe the anticipated delivery system for the proposed program (e.g., traditional 
delivery on main campus; traditional delivery at branch campuses or centers; or 
nontraditional delivery such as distance or distributed learning, self-paced instruction, or 
external degree programs).   If the proposed delivery system will require specialized 
services or greater than normal financial support, include projected costs in Table 2 in 
Appendix A.  Provide a narrative describing the feasibility of delivering the proposed 
program through collaboration with other universities, both public and private. Cite 
specific queries made of other institutions with respect to shared courses, 
distance/distributed learning technologies, and joint-use facilities for research or 
internships.   

 
The M.S. in Advertising will begin as a traditional M.S. degree program on the USF Tampa campus.   
 
IX. Faculty Participation  
 

A. Use Table 4 in Appendix A to identify existing and anticipated full-time (not visiting or 
adjunct) faculty who will participate in the proposed program through Year 5.  Include (a) 
faculty code associated with the source of funding for the position; (b) name; (c) highest 
degree held; (d) academic discipline or specialization; (e) contract status (tenure, tenure-
earning, or multi-year annual [MYA]); (f) contract length in months; and (g) percent of 
annual effort that will be directed toward the proposed program (instruction, advising, 
supervising internships and practica, and supervising thesis or dissertation hours).   

 
See Appendix A.  
 

B. Use Table 2 in Appendix A to display the costs and associated funding resources for 
existing and anticipated full-time faculty (as identified in Table 4 in Appendix A).  Costs 
for visiting and adjunct faculty should be included in the category of Other Personnel 
Services (OPS).  Provide a narrative summarizing projected costs and funding sources. 

 
Staffing will include the Director/Associate Professor of the Zimmerman School, the Zimmerman 
Advertising Endowed Professor and eight tenured, tenure-track or instructional faculty members.  Two of 
these positions are currently held by visiting faculty members. Academic advising is provided through the 
faculty and graduate director. Overall the delivery of the program in terms of cost per FTE is highly 
efficient. The School hired two tenure-track faculty in the past three years to serve the current graduate 
program and this new M.S. degree.  
 

C. Provide in the appendices the abbreviated curriculum vitae (CV) for each existing faculty 
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member (do not include information for visiting or adjunct faculty). 
 
See Appendix D. 
 

D. Provide evidence that the academic unit(s) associated with this new degree have been 
productive in teaching, research, and service.  Such evidence may include trends over time 
for average course load, FTE productivity, student HC in major or service courses, degrees 
granted, external funding attracted, as well as qualitative indicators of excellence. 

 
The USF Zimmerman School of Advertising and Mass Communications has a proven track record of 
recruitment, retention, and graduation at the bachelor’s and master’s levels. Currently offering the B.A. in 
Mass Communications with six concentrations, the Zimmerman School has averaged an unduplicated 
headcount of 1,186 students and conferred an average of 254 baccalaureate degrees annually across the 
past six academic years. More than 200 of our students participate in for credit internships annually, and 
the school had more students study abroad than any other program at USF in 2014. Our graduates form 
the leadership of Tampa Bay media-related professional societies, such as the American Advertising 
Federation’s Ad 2 Tampa Bay. The school also has been well below targets for percentage of students 
graduating with excess hours. 
 
The Zimmerman School has greatly increased the research productivity of its faculty within the past three 
academic years and was awarded its first-ever federal grant in 2015. Our faculty publish in, edit, and 
serve on the editorial boards of the top-ranked peer-reviewed journals in mass communications. One 
faculty member was recently awarded a prestigious American Political Science Association 
Congressional Fellowship in 2015 that will send him to Washington D.C. for nine months to work hand-
in-hand with members in congress to develop media law and policy. 
 
School faculty teaches between 50% and 90% of their assigned workload effort each semester. Most 
faculty members are assigned at least 5% of their workload to provide service within the university, 
professional community, or both. Faculty members use service time to serve on a variety of committees 
throughout the university, act as journal editors and journal editorial board members, participate in 
national professional organizations, and serve as liaisons between students and the Florida professional 
media industry. All Zimmerman School faculty members participate in these activities. The Zimmerman 
School has 22 full-time faculty, including 10 instructors. 
 

X. Non-Faculty Resources 
 

A. Describe library resources currently available to implement and/or sustain the proposed 
program through Year 5.  Provide the total number of volumes and serials available in this 
discipline and related fields.  List major journals that are available to the university’s 
students.  Include a signed statement from the Library Director that this subsection and 
subsection B have been reviewed and approved. 

 
The USF Library at Tampa has access to numerous databases and e-journals of top advertising, public 
relations, marketing, mass communications and other communications-related journal and periodicals; 
additional databases include Web of Knowledge, Web of Science PsycINFO, Business Source Premier, 
Communications Studies, etc. Current advertising and public relations students and faculty members 
have access to a total of 700 volumes and serials through the USF Libraries system, online or in print 
copies. 
 

● Please see Appendix C for full analysis of library resources. 

 
B. Describe additional library resources that are needed to implement and/or sustain the 

program through Year 5.  Include projected costs of additional library resources in Table 2 
in Appendix A. Please include the signature of the Library Director in Appendix B. 

 
We do not anticipate a need for additional allocation of resources at this time. Significant research and 
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instructional resources at the Library are already devoted to the undergraduate degrees in this area, as well 
as current faculty research. 
       

C. Describe classroom, teaching laboratory, research laboratory, office, and other types of 
space that are necessary and currently available to implement the proposed program 
through Year 5. 

 
The Zimmerman School of Advertising and Mass Communications Social Media and Opinion Laboratory 
was completed in the Summer of 2016 in its Clendinen Library space.  This social media “war room,” 
located in CIS 3092 was designed to emulate state-of-the-art digital media creation, distribution, data 
mining, and real-time data analysis. Sixteen computer workstations, and a six-panel large screen video 
display allow students to use contemporary media analytic tools for use in coursework and research in 
the new master’s degree.  
 
In addition, the School has two 17-seat computer labs, a 20-computer roundtable Zimmerman 
Advertising Program lab, and a 30-seat, 20-computer, stadium-seating classroom available for instruction, 
as well as two smaller graduate conference rooms. 
 

D. Describe additional classroom, teaching laboratory, research laboratory, office, and other 
space needed to implement and/or maintain the proposed program through Year 5.   
Include any projected Instruction and Research (I&R) costs of additional space in Table 2 
in Appendix A.  Do not include costs for new construction because that information should 
be provided in response to X (E) below. 

 
We do not anticipate a need for additional space or equipment to accommodate the program. 
 

E. If a new capital expenditure for instructional or research space is required, indicate where 
this item appears on the university's fixed capital outlay priority list.  Table 2 in Appendix 
A includes only Instruction and Research (I&R) costs.  If non-I&R costs, such as indirect 
costs affecting libraries and student services, are expected to increase as a result of the 
program, describe and estimate those expenses in narrative form below. It is expected that 
high enrollment programs in particular would necessitate increased costs in non-I&R 
activities. 

 
We do not anticipate a need for additional space or equipment to accommodate the program. 
 
 

F. Describe specialized equipment that is currently available to implement the proposed 
program through Year 5.  Focus primarily on instructional and research requirements. 

 
None is needed. 
 

G. Describe additional specialized equipment that will be needed to implement and/or 
sustain the proposed program through Year 5.  Include projected costs of additional 
equipment in Table 2 in Appendix A. 

 
We do not anticipate a need for additional space or equipment to accommodate the program. 
 

H. Describe any additional special categories of resources needed to implement the program 
through Year 5 (access to proprietary research facilities, specialized services, extended 
travel, etc.).  Include projected costs of special resources in Table 2 in Appendix A.  

 
We do not anticipate a need for additional space or equipment to accommodate the program. 
 

I. Describe fellowships, scholarships, and graduate assistantships to be allocated to the 
proposed program through Year 5.  Include the projected costs in Table 2 in Appendix A.   
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We do not anticipate offering scholarships at this time. Existing GA allocations are adequate to cover this 
new program. 
 

J. Describe currently available sites for internship and practicum experiences, if appropriate 
to the program.  Describe plans to seek additional sites in Years 1 through 5. 

 
The Zimmerman School presently places more than 200 interns-for-credit annually in advertising and 
public relations with such national and Tampa Bay companies as 22squared, Nielsen Media, Triad Retail 
Media, FKQ, PP+K, SPARK, Dunn & Co., Amalie Arena, Telemundo Tampa, Entravision, Univision, 
ChappellRoberts, Tampa Bay Lightning, Tampa Bay Rays, the Tampa Sports Authority, Clearwater 
Threshers (MLB minor league), Fort Myers Miracle (MLB minor league), Hype Group, Shriners Hospital, 
Lowry Park Zoo, AARP Florida, Beasley Media, iHeart Radio group, Tampa Bay Water, Polk County 
Supervisor of Elections, Children’s Cancer Center, to name a few of the sites. All faculty continue to work 
to develop new partnerships for student internships, an effort coordinated by the School’s associate 
director with staff support.  
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APPENDIX C 
 
USF LIBRARY RESOURCES (SEE ATTACHED)  
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APPENDIX D 
 

CURRICULUM VITAE 
 
 
JANELLE APPLEQUIST 
  
University of South Florida http://www.janelleapplequist.com 
The Zimmerman School of Advertising and Mass Communications 
applequist@usf.edu 
(813) 974-4462 
4202 E. Fowler Ave. 
CIS 3099 
Tampa, FL 33620 
  
EDUCATION 
Ph.D. Mass Communications, GPA: 3.97 
College of Communications, The Pennsylvania State University, 2015 
M.A. Media Studies 
The Pennsylvania State University, 2011, GPA: 3.94 
B.A. Broadcast Journalism, Minor: Psychology 
The Pennsylvania State University, University Park, 2009 
Cumulative GPA: 3.84 GPA for Major: 4.00 
  
ACADEMIC APPOINTMENTS 
Assistant Professor, Tenure-Track 
The Zimmerman School of Advertising and Mass Communications 
University of South Florida 
August 2015-present 
  
Graduate Instructor 
Department of Film-Video and Media Studies 
The Pennsylvania State University (University Park) 
Summer 2012-Spring 2015 
  
Graduate Teaching Assistant 
Department of Film-Video and Media Studies 
The Pennsylvania State University (University Park) 
Spring 2011-Fall 2012 
  
JOURNAL ARTICLES 
Applequist, J. (2014). “The part too often left out involves the perspectives of patients”: 
Helping health care providers understand the material reality of the everyday for 
individuals with eating disorders. Journal of Medicine and the Person, 12(3), 118-124. 
doi: 10.1007/s12682-014-0186-1 
Applequist, J. (2014). Pinterest, gender reveal parties and the binary: Reducing an 
impending arrival to “pink” or “blue.” Pennsylvania Communication Annual, 70(3), 51- 
65. ISSN: 2372-6350 
Applequist, J. (2013). Constructions of the patient as consumer in the patient-centered 
medical home. Journal of Communications Media Studies, 5(1), 44-58. 
Applequist, J. (under review). Appeals used to sell prescription drugs: Critical and 
content analyses of prime time television direct-to-consumer advertising. Journal of 
Communication. 
Applequist, J., Miller-Day, M., Bricker, P.L., Bleser, W.K., Cronholm, P.F., & Gabbay, 
R. A. (under review). “In principle we have agreement, but in practice it is a bit more 
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difficult”: Obtaining organizational buy-in to patient-centered medical home transformation. Journal of 
Health Communication. 
BOOK CHAPTERS 
Applequist, J. (accepted and forthcoming). “Let it go, let it go!”: Resistance via counterhegemony and 
traditional representations of hegemony as seen in Disney’s Frozen. In K. 
  
Roberts (Ed.), Communication Basics for Millennials – Essays on Communication 
Theory and Culture. New York, NY: Peter Lang. 
  
REFEREED PAPERS PRESENTED AT PROFESSIONAL MEETINGS 
Applequist,J. (2015, November). How the Pharmaceutical Industry Portrays 
“Successful” Elements of Aging Alongside Consumerist Health Discourses in 
Advertising. To be presented at the National Communication Association, Las Vegas, 
NV. 
Applequist, J. (2015, November). TEDx Talks: Embracing Opportunities for Outreach. 
To be presented at the National Communication Association, Las Vegas, NV. 
Applequist, J. (2015, November). The Commercial Elements of Constructing a 
Prescription Drug: A Case Study of YAZ and its Implications for Perceived Feminist 
Empowerment. To be presented at the National Communication Association, Las Vegas, 
NV. 
Applequist, J. (2015, November). Click “Healing”: A Case Study of Pharmaceutical 
Advertising Online and Nexium’s Website as a form of the Health Belief Model. To be 
presented at the National Communication Association, Las Vegas, 
NV. 
Applequist, J. & McAllister, M. (2015, April). Understanding the Commercialization of 
Mediated Politics from a Political Economic Perspective. Presented at the Eastern 
Communication Association, Philadelphia, PA. 
Applequist, J. (2014, November). The Implementation of Electronic Medical Records: 
Best Practices for Increasing Overall Healthcare Understanding while Decreasing 
Medical Costs. Presented at the National Communication Association, Chicago, IL. 
Applequist, J. (2014, November). Approaching Anorexia and Recovery via Ethnographic 
Research: How the Transtheoretical Model of Change can be used as a Supplement to 
Health Care Provider and Patient Education. Presented at the National Communication 
Association, Chicago, IL. 
Applequist, J. & Antunovic, D. (2013, May). Belieber discourses: Justin Bieber’s faith in 
secular and the religious markets. Presented at the Beyond the Margins conference, 
Chicago, Illinois. 
Applequist, J. (2013, March). Is it a girl or a boy? Gender reveal parties and Pinterest. 
Graduate Student Exhibition. Poster presentation at the Pennsylvania State University, 
University Park, PA. 
Applequist, J. (2013, March). Health care messages in support of eating disorder 
recovery: Obtaining patient voice and having empathy. Presented at the Communications 
Graduate Forum conference, University Park, PA. 
Applequist, J. (2012, November). The digitization of medical records and the ethical 
implications: How privacy concerns can be alleviated through proper attention and 
education. Presented at the National Communication Association, Orlando, FL. 
Applequist, J. (2012, November). Constructions of the patient-centered medical home’s 
information technology: Viewing the “patient” as “consumer.” Presented at the National 
Communication Association, Orlando, FL. 
Elavsky, M., Applequist, J., & Morar, D. (2012, March). Global communication 
pedagogy as hybridized collaborative engagements. Presented at the Penn State 
Symposium for Teaching and Learning with Technology, University Park, PA. 
Applequist, J. (2010, October). Direct-to-consumer advertising and health 
communication research. Presented at the Union for Democratic Communications, 
University Park, PA. 
  
RESEARCH REPORTS FOR THE MEDICAL FIELD 
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Applequist, J. (2014, May). TED Speaker Encourages to “Find Your Moment and Share 
it with the World”. 2014 Research Articles: Issue 8. Conquer Chiari Non-Profit 
Foundation. Available online at 
http://www.conquerchiari.org/subs%20only/Articles%20%2714/find-your-moment.html. 
Applequist, J. (2013, August). PAFP Research Report on “Transitioning to a Patient- 
Centered Medical Home (PCMH): How Practices are Educating Transformation to 
Patients and Perceived Effectiveness of Patient Education by Professional Role”. N.P.: 
The Pennsylvania Academy of Family Physicians and the Penn State Milton S. Hershey 
Medical Center. (distributed to all 4,000+ PAFP members statewide) 
Gabbay, R., M.D., Miller-Day, M. & Applequist, J. (2013, February). PAFP Research 
Report. N.P.: The Pennsylvania Academy of Family Physicians and the Penn State 
Milton S. Hershey Medical Center. 
  
GRANTS 
Full Grant Recipient. (2013). The Don Davis Program in Ethical Leadership, project 
titled Walt Disney World’s Representations of Culture: Epcot’s World Showcase and 
Commodified Ethnocentrism, The Pennsylvania State University, 2013 ($2,500). 
Full Grant Recipient. (2013). The Arthur W. Page Center for Integrity in Public 
Communications, project titled Organizational Communication and the transition to a 
patient-centered medical home (PCMH): How practices are advertising health and 
wellness programs to patients in accordance with the PCMH’s principles, The 
Pennsylvania State University, 2013 ($2,500). 
Full Travel Grant Recipient. (2013). European Sociological Association, Turin, Italy; 
August 2013. 
Full Travel Grant Recipient. (2012). Cultural Studies Association of Australasia, 
Sydney, Australia; December 2012. 
Grant Co-Writer and Team Recipient. (2012). U.S. Department of Health and Human 
Services – Agency for Healthcare Research and Quality & the Aetna Foundation, for a 
longitudinal project coordinated with The University of Pennsylvania and the Milton S. 
Hershey Medical School, conducting research 2011-present. 
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Justin S. Brown 
Assistant Professor 
School of Mass Communication 
University of South Florida 
(813) 624-4222 
justinsbrown@usf.edu  
  
EDUCATION 
  
Ph.D., Mass Communications, 2001 
College of Communications 
The Pennsylvania State University 
University Park, PA 
  
M.A., Telecommunications Studies, 1997 
College of Communications 
The Pennsylvania State University 
University Park, PA 
  
B.S., Journalism, 1993 
School of Journalism and Communication 
University of Oregon 
Eugene, OR 
  
ACADEMIC EXPERIENCE 
  
Assistant Professor, 2011-present 
School of Mass Communications 
University of South Florida 
  
Assistant Professor, 2009-2011 
Department of Mass Communication 
College of Arts & Sciences 
Winthrop University 
  
Assistant Professor, 2001-2008 
Department of Telecommunication 
College of Journalism and Communications 
University of Florida 
  
PUBLICATIONS 
“Neutrality 2.0: The Broadband Transition to Transparency,” lead author with Drew Bagley, accepted for 
publication in Fordham Intellectual Property, Media & Entertainment Law Journal, Vol. 25 (2015). 
  
“Consumer Legal Protections Against the Layers of Big Data,” co-author with Drew Bagley, accepted for 
publication in Santa Clara High Technology Law Journal, Vol. 31 (2015). 
  
"Determinants of IPTV Diffusion,” co-authored with Sangwon Lee, Seonmi Lee and Eun-A Park, 
Telematics & Infomatics 32, 439-446 (2015). 
  
"The Determinants of Ubiquitous Broadband Deployment: Examination of Adoption Factors among 
Developed and Developing Countries," co-authored with Sangwon Lee, in Richard Taylor & Amit 
Schejter (Eds.), Beyond Broadband Access: Data Based Information Policy, 69-87, New York, NY: Fordham 
University Press (2013). 
  
“A Cross-Country Analysis of Fixed Broadband Deployment: Examination of Adoption Factors and 
Network Effect,” co-authored with Sangwon Lee and Seonmi Lee, Journalism & Mass Communication 



Revised December 8, 2016 

 

34 
 

Quarterly 88 (3), 580-596 (2011). 
  
“Liberty Tree Initiative Events Make the First Amendment Come Alive” Media Law Notes 38 (2) 2010, pp. 
1 & 3. 
  
“Examining Broadband Adoption Factors: An Empirical Analysis Between Countries,” with Sangwon 
Lee, info 10 (1), 25-39 (2008). 
  
“The Future of the Broadcast Flag: An Analysis of the Broadcast Flag’s Compatibility with Existing 
Copyright Law & Incompatibility with the Digital Media Marketplace,” with Drew Bagley,  IDEA: The 
Intellectual Property Law Review 47(5) 607-658 (2007). 
  
“Cable Operators’ Fifth Amendment Claims Applied to Digital Must-Carry,” co-authored with Nissa 
Laughner, Federal Communications Law Journal 58(2), 283-322 (2006). 
  
“Digital Must-Carry and the Case for Public Television,” Cornell Journal of Law & Public Policy 15(1), 73-
109 (2005). 
  
“Fostering the Public’s End-to-End:  A Policy Initiative for Separating Broadband Transport from 
Content,” Communication Law & Policy 8(2), 145-199 (2003). 
  
“Explicating Online Interactivity: Impression-Formation Effects in Political Websites,” co- authored with 
S. Shyam Sundar and Sriram Kalyanaraman, Communication Research 30(1), 30-59 (2003). 
  
Author of “learning objectives” and “multiple choice questions” for CD-ROM Study Guide to 
Accompany Don Pember’s Mass Media Law (2002-03, 2004-05 Eds.) 
  
“Cultures, Institutions and Organizations on the Internet,” UNESCO’s Encyclopedia of Life Support Systems 
(EOLSS), Vol. 6.33.4.2 (2003). 
  
“Video Voyeurism, Privacy and the Internet: Exposing Peeping Toms in Cyberspace,” co- authored with 
Clay Calvert, Cardozo Arts & Entertainment Law Journal 18, 469-568 (2000). 
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Kelli S. Burns, Ph.D. 
University of South Florida 
Zimmerman School of Advertising and Mass Communications 
4202 E. Fowler Ave., CIS 1040 
Tampa, FL 33620 
kburns@usf.edu 
  
Education 
Ph.D. (8/03) University of Florida Gainesville, FL 
                       Mass Communication 
                        
M.S. (5/98)    Middle Tennessee State University Murfreesboro, TN 
    Mass Communication                                                                                            
  
B.A. (5/92)    Vanderbilt University Nashville, TN 
            Mathematics, Business Administration (minor) 
  
Administrative Experience 
University of South Florida                                          
Associate Program Director and Director of Undergraduate Studies   2012-2014 
Public Relations Sequence Head       2010-2012 

Elon University                                      
Fellows Program Director        2004-2006 
 
Teaching Experience 
University of South Florida                                       
Associate Professor        2011-present 
Assistant Professor        2006-2011 
  
Elon University                                        
Assistant Professor        2003-2006 
  
Middle Tennessee State University 
Instructor         2002-2003                               
  
University of Florida  
Instructor         1999-2000 
  
Books 
Burns, K.S. (forthcoming 2016). Social media: A reference handbook. ABC-CLIO. 
Burns, K.S. (2009). Celeb 2.0: How social media foster our fascination with popular culture. Santa Barbara, CA: 
Praeger. 
  
Refereed Journal Publications 
Burns, K.S. (2015, forthcoming). “How the top social media brands use influencer and brand advocacy 
campaigns to engage fans”. PRism. 
Burns, K.S. (2012). “Mommy bloggers speak out: Reactions to the FTC’s guidelines concerning the use of 
endorsements and testimonials”. Journal of New Communications Research, 2011 Anthology. 
Burns, K.S. (2008). “The misuse of social media: Reactions to and important lessons from a blog fiasco”. 
Journal of New Communications Research, 3(1), 41-54. 
Burns, K.S., & Lutz, R. J. (2008). “Web users’ perceptions of and attitudes toward online advertising 
formats”. International Journal of Internet Marketing and Advertising, 4(4), 281-301. 
Kuhn, A., & Burns, K.S. (2008). “From MySpace to BrandSpace: Elements of brand-sponsored MySpace 
profiles”. In S. Rodgers (Ed.), Proceedings of the 2008 Conference of the American Academy of Advertising. 
Burns, K.S., & Lutz, R. J. (2006). “The function of format: Consumer responses to six online advertising 
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formats”. Journal of Advertising, 35(1), 53-64. 
Burns, K.S. (2006). “Problems found in reporting USA Today pre-election polls”. Newspaper Research 
Journal, 27(4), 38-51. 
Burns, K.S., & Lutz, R. J. (2004). “Format matters: Examining the precursors to and effects of attitudes 
toward six online advertising formats”. Abstract published in the Proceedings of the 2004 Conference of the 
American Academy of Advertising, 239-240. 
Burns, K.S. (2000). “Branding in cyberspace: Using the congruity of consumer and Web site personality to 
unravel online user satisfaction”. Proceedings of the 2000 Conference of the American Academy of Advertising. 
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Guy J. Golan, PhD Associate Professor 
 
ACADEMIC APPOINTMENTS 

• Visiting Assistant Professor, Zimmerman School of Advertising and Mass Communications, 
University of South Florida (current) 

• Associate Professor, Department of Public Relations 2011-2017 S. I. Newhouse School of Public 
Communications Syracuse University 

• Assistant Professor, Department of Communication 2008-2010 Seton Hall University 
• Assistant Professor, Manship School of Mass Communication 2003-2005 Louisiana State 

University 
 
EDUCATION 
Ph.D. in Mass Communication 2003 
University of Florida, Gainesville 
Master of Arts, Media Ecology 1996 
New York University, New York City 
Bachelor of Arts, English 1995 
University of Florida, Gainesville 
 
PROFESSIONAL EXPERIENCE 
Partner, Keta Keta Advertising 2004-2008 Tel Aviv, Israel 
− Keta Keta was Israel’s first web-exclusive viral advertising agency 
Senior Consultant, Policy Inc. 1996-1999 
Tel Aviv, Israel 
− Policy is a leading government relations & corporate affairs agency in Israel. 
− Provided government relations and research services for multinational corporations and not for profit 
organizations as well as Israeli politicians and political campaigns. 
− Served as the research coordinator and served on the campaign’s communication team for the 1999 
prime ministerial campaign of General Ehud Barak and Israel’s Labor Party. 
 
EDITED BOOKS 
Golan, G.J., Yang, S.U., & Kinsey, D. (2014). International Public Relations and Public Diplomacy: 
Communication and Engagement. New York: Peter Lang. 
Golan, G. J., Johnson, T. J., & Wanta, W. (2009). International Communication in the Global Age. New 
York: Routledge. 
 
JOURNAL PUBLICATIONS 
Lukito, J. & Golan, G.J. (In Press) Framing China in elite American opinion pages. 
Newspaper Research Journal. 
Golan, G.J., and Lim, J.S. (2016) Third Person Effect of ISIS’s Recruitment Propaganda: Online Political 
Self-Efficacy and Social Media Activism International Journal of Communication. Link: 
http://ijoc.org/index.php/ijoc/article/view/5551/1792 
Neil, J., Schweickart, T., Zhang, T., Lukito, J., Kim, J.Y., Golan, G., & Kiousis, S. (2016). The Dash for Gas: 
Examining third-level agenda-building and fracking in the United Kingdom. Journalism Studies, 1-27. 
Sweetser, K., Ahn, S. J., Golan, G.J., Hochman, (2016) Native Advertising as a New Public Relations 
Tactic. American Behavioral Scientist. 60(12), 1442-1457. 
Wojdynski, B. W., & Golan, G.J. (2016). Native Advertising and the Future of Mass Communication. 
American Behavioral Scientist, 60(12), 1403-1407. 
Golan, G.J., & Himelboim, I. (2015). Can World System Theory predict news flow on twitter? The case of 
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government-sponsored broadcasting. Information, Communication & Society, 1-21. 
Golan, G.J., & Lukito, J. (2015). The rise of the dragon? Framing China’s global leadership in elite 
American newspapers. International Communication Gazette, 77(8), 754-772 
Cheng, Z., Golan, G.J., & Kiousis, S. (2015). The Second-Level Agenda-Building Function of the Xinhua 
News Agency: Examining the role of government sponsored news in mediated public diplomacy. 
Journalism Practice, 1-19. 
Shim, K., Golan, G.J., Day, A., & Yang, S.U. (2015). Beyond the Western Masses: 
Demography and Pakistani Media Credibility Perceptions. International Journal of Communication 9, 
2282–2305. 
Arif, R., Golan, G.J., & Moritz, B. (2014). Mediated public diplomacy: US and Taliban Relations with 
Pakistani media. Media, War & Conflict, 7(2), 201–217. 
Golan, G.J., & Munno, G. (2014). Few Latin American items appear on editorial pages. Newspaper 
Research Journal, 35(1), 20-35. 
Golan, G.J., and Viatchaninova, E. (2014). The advertorial as a tool of mediated public diplomacy: Russia's 
outreach in India and the United States. International Journal of Communication, 8, 126–128. 
Himelboim, I., Golan, G.J., Moon, B., & Suto, R. (2014). A social networks approach to public relations on 
Twitter social mediators and mediated public relations. Journal of Public Relations Research, 26 (4), 359-
379. 
Golan, G.J. (2013). An integrated approach to public diplomacy. American Behavioral Scientist, 57(9), 
1251-1255. 
Golan, G.J. (2013). The gates of op-ed diplomacy newspaper framing the 2011 Egyptian revolution. 
International Communication Gazette, 75(4), 359-373. 
Golan, G.J., & Viatchaninova, E. (2013). Government social responsibility in public diplomacy: Russia's 
strategic use of advertorials. Public Relations Review, 39(4), 403-405. 
Golan, G.J., & Yang, S.U. (2013). Diplomat in Chief? Assessing the Influence of Presidential Evaluations 
on Public Diplomacy Outcomes among Foreign Publics. American Behavioral Scientist, 57(9), 1277-1292. 
Wei, R., & Golan, G. (2013). Political advertising on social media in the 2012 presidential election 
exploring the perceptual and behavioral components of the third-person effect. Electronic News, 7(4), 
223-242. 
Golan, G.J., & Carroll, T.R. (2012). The op-ed as a strategic tool of public diplomacy: Framing of the 2011 
Egyptian revolution. Public Relations Review, 38(4), 630632. 
Golan, G.J., & Baker, S. (2012). Perceptions of media trust and credibility among Mormon college 
students. Journal of Media and Religion, 11(1), 31-43. 
Lim, J. S., & Golan, G.J. (2011). Social media activism in response to the influence of political parody 
videos on YouTube. Communication Research, 38(5), 710-727. 
Golan , G.J. (2010). Editorials, op-ed columns Frame Medical Marijuana 
Debate. Newspaper Research Journal, 31(3), 50-61. 
Golan, G.J. (2010). New perspectives on media credibility research. American behavioral scientist, 54(1), 
3-7. 
Golan, G. J., & Day, A.G. (2010). In God we trust: Religiosity as a predictor of perceptions of media trust, 
factuality, and privacy invasion. American Behavioral Scientist, 54(2), 120-136. 
Golan, G. J., & Kiousis, S.K. (2010). Religion, media credibility, and support for democracy in the Arab 
world. Journal of Media and Religion, 9(2), 84-98. 
Garcia, M.M., & Golan, G.J. (2008). Not enough time to cover all the news: An analysis of international 
news coverage in Time and Newsweek. Journal of Global Mass Communication, 1(1/2), 41-56. 
Golan, G.J. (2008). Where in the world is Africa? Predicting coverage of Africa by US television networks. 
International Communication Gazette, 70(1), 41-57. 
Golan, G.J. (2008). Introduction: Moving Beyond the Perceptual Component of the Third-Person Effect: 
The Influence of Presumed Influence on Behavior. American Behavioral Scientist. 
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Golan, G.J., & Banning, S.A. (2008). Exploring a link between the third-person effect and the theory of 
reasoned action beneficial ads and social expectations. American Behavioral Scientist, 52(2), 208-224. 
Golan, G.J., Banning, S.A., & Lundy, L. (2008). Likelihood to vote, candidate choice, and the third-person 
effect behavioral implications of political advertising in the 2004 presidential election. American 
Behavioral Scientist, 52(2), 278-290. 
Golan, G.J., & Day, A.G. (2008). The first-person effect and its behavioral consequences: A new trend in 
the twenty-five year history of third-person effect research. Mass Communication and Society, 11(4), 539-
556. 
Golan, G.J., & Zaidner, L. (2008). Creative strategies in viral advertising: An application of Taylor’s six-
segment message strategy wheel. Journal of Computer-Mediated Communication, 13(4), 959-972. 
Sweetser, K.D., Golan, G.J., & Wanta, W. (2008). Intermedia agenda setting in television, advertising, and 
blogs during the 2004 election. Mass Communication & Society, 11(2), 197-216. 
Golan, G.J., Kiousis, S.K., & McDaniel, M.L. (2007). Second-level agenda setting and 
political advertising: Investigating the transfer of issue and attribute saliency during the 2004 US 
presidential election. Journalism Studies, 8(3), 432-443. 
Connolly-Ahern, C., & Golan, G.J. (2007). Press freedom and religion: Measuring the association between 
press freedom and religious composition. Journal of Media and Religion, 6(1), 63-76. 
Golan, G. (2006). Inter-media agenda setting and global news coverage: Assessing the influence of the 
New York Times on three network television evening news programs. Journalism Studies, 7(2), 323-333. 
Porter, L., & Golan, G.J. (2006). From subservient chickens to brawny men: A comparison of viral 
advertising to television advertising. Journal of Interactive Advertising, 6(2), 4-33. 
Day, A.G., & Golan, G. (2005). Source and content diversity in op-ed pages: Assessing editorial strategies 
in The New York Times and the Washington Post. Journalism Studies, 6(1), 61-71. 
Perlmutter, D.D., & Golan, G. (2005). Counter-imaging: myth-making and Americanization in Israeli 
Labor Party campaign ads, 2003. Visual Communication, 4(3), 304-332. 
Golan, G., & Wanta, W. (2004). Guest columns add diversity to NY Times' op-ed pages. Newspaper 
Research Journal, 25(2), 70-82. 
Wanta, W., Golan, G., & Lee, C. (2004). Agenda setting and international news: Media influence on public 
perceptions of foreign nations. Journalism & Mass Communication Quarterly, 81(2), 364-377. 
Golan, G. (2003). America’s narrow window to the world: An analysis of network global coverage. 
International Communication Bulletin, 38(3-4), 2-11. 
Golan, G., & Wanta, W. (2003). International elections on U.S. network news: An examination of factors 
affecting newsworthiness. International Communication Gazette, 65(1), 25-39. 
Golan, G. (2002). Religiosity and the third-person effect. Journal of Media and Religion, 1(2), 105-120. 
Werder, O., & Golan, G. (2002). Sharon wins: News coverage and framing of the 2001 Israeli Prime 
Minister election in ten Western print media. Global Media Journal, 1(1), 1-28. 
Golan, G., & Wanta, W. (2001). Second-level agenda setting in the New Hampshire primary: A 
comparison of coverage in three newspapers and public perceptions of candidates. Journalism & Mass 
Communication Quarterly, 78(2), 247-259. 
 
COURSES TAUGHT 
Syracuse 
− PR Theory (Developed and taught the online course) 
− Graduate PR Campaigns: Planning and Execution 
− Graduate Advanced Public Diplomacy 
− PR Campaigns Planning and Execution 
− Public Relations Research 
Florida International University 
− Advertising Media Planning 
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− Graduate seminar in Advertising and Public Relations 
University of Florida 
− Public Relations Research Methods -Advertising Research Methods 
Seton Hall University 
− Introduction to Public Relations 
− Writing for the Media 
− Communication Research Methods 
− Senior research seminar in Advertising and Public Relations 
− Graduate research methods 
− Graduate seminar in Advertising and Public Relations 
Louisiana State University 
− Foundations of Advertising and Public Relations 
− Public Relations Practices 
− Media Planning 
− Advertising Proble 
 
NATIONAL SERVICE 
AEJMC 2014 
− Research Committee Member (organization wide elected, 3 year term) 
− Membership Committee Member (organization wide) 
AEJMC 2013 
− Membership Committee Chair (organization wide) 
AEJMC 2012 
− Head of the Political Communication Interest Group 
− Membership Committee Chair (organization wide) 
− Vice-head of the Political Communication Interest Group 
AEJMC 2011 
− Research Chair Political Communication Interest Group 
AEJMC 2005 
− Research Chair Religion and Media 
 
REGULAR JOURNAL REVIEWER 
− Journal of Broadcast and Electronic Media 
− Journal of Communication 
− Journal of Computer-Mediated Communication 
− Journalism and Mass Communication Quarterly 
− Journal of Public Relations Research 
− International Journal of Communication 
− International Journal of Press and Politics 
− International Journal of Public Opinion Research 
− Mass Communication and Society 
− New Media and Society 
− Newspaper Research Journal (editorial board member) 
− Social Media and Society 
  



Revised December 8, 2016 

 

41 
 

 
 
  
Scott S. Liu, Ph.D. 
  
4202 E. Fowler Ave., CIS 1040 
School of Mass Communications, USF 
Tampa, FL 33620 
813-974-6797 
sliu@usf.edu 
  
Professional Experience 
1999 – present Associate Professor, School of Mass Communications, USF 
2007 – 2009 Zimmerman Endowed Professor, School of Mass Communications, USF 
1993 – 1999 Assistant Professor, School of Mass Communications, USF 
1996 (summer) Visiting Professor, Disney/ABC Network 
1994 – 1995 Visiting Professor, Dept. of Advertising, National Chengchi 
University, Taiwan 
1989 – 1992 Assistant Professor, Manship School of Journalism, Louisiana State University 
  
Education 
Ph.D. in Advertising, University of Texas at Austin 
M.A. in Journalism, University of Wisconsin at Madison 
B.A. in Foreign Language and Literature, Tunghai University, Taiwan 
  
Sample Research 
Hickman, J. & Liu, S. (2013). Framing presidential speeches on the end of Operation Iraqi Freedom. Paper 
presented at the AEJMC Southeast Colloquium, Tampa, FL. 
Liu, S., Johnson, K. & O’Brien, C. (2009). Why copycats sell: A dual-process explanation. Proceedings of the 
American Academy of Advertising Asian-Pacific Conference in Beijing, 112-114. 
Begin, G. & Liu, S. (2006). Attitudinal antecedents of the first- and third-person effects of alcohol 
advertising on college students. Proceedings of the Annual Conference of the American Academy of Advertising, 
64-71. 
Liu, S. & Johnson, K. (2005). The automatic country-of-origin effects on brand judgments. Journal of 
Advertising, 34 (1), 87-97. 
Liu, S. (1999). When the irrelevant becomes relevant: The similarity-to-old effect on brand categorization. 
Journal of Current Issues & Research in Advertising, 31-47. 
Liu, S. & Stout, P. (1987). Effects of message modality and appeal on advertising acceptance. Psychology 
and Marketing, 167-187. 
Liu, S. & Franke, G. (1986). Improving marketing measures by rescaling variables: A comparison of dual 
Scaling and PRINQUAL. In R. King (Ed.), Marketing in an environment of change (pp. 236-250). Charleston, 
SC: SMA. 
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Artemio Ramirez, Jr., Ph.D. 
  
Associate Professor, and Director of Graduate Studies                  e-mail: aramirez2@usf.edu 
Zimmerman School of Advertising and Mass Communications        Office: (813) 974-9960 
University of South Florida                                                                                                           
4202 East Fowler Avenue, CIS 1040 
Tampa FL 33620-7800 
  
Education 
  
Ph.D.   Communication: University of Arizona, December 2000 
  
M.A.   Communication and Theater: The University of Illinois at Chicago, 1992 
  
B.A. Communication and Theater: The University of Illinois at Chicago, 1990 
  
Summary of Professional Experience 
2014-present   Associate Professor 
Zimmerman School of Advertising and Mass Communications 
University of South Florida, Tampa, FL 
  
2012-2014    Associate Professor 
Department of Communication 
University of South Florida, Tampa, FL 
  
2011-2012    Associate Professor in Communication 
University of South Florida Polytechnic, Lakeland, FL 
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