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Abstract

This paper describes an experiential activity that is used in a direct marketing course. The activity engages student creativity and provides experience with the AIDA model, a popular strategy used in advertising and direct marketing for developing copy. The activity also includes developing a story board and incorporating the principles of MIRIT (measurable, immediate response. Interactive and targeted) that are continually discussed in class throughout the semester.  The activity consists of developing an infomercial.  The infomercial experience begins with a lecture on the structure of an infomercial and a lecture on the planning of TV commercials with a story board.  The lectures are followed by viewing several infomercials which are critiqued.  Arrangements were made for  a guest  lecture from an infomercial company.  The students are divided into infomercial teams.  Teams are asked to select products (they can create  their  own or  modify an  existing product), create storyboards for review and  then given an assignment to make  a 2-5 minute infomercial.   A qualitative research method is used to assess the value of the project and to compare it to other class assignments.

