	Anti-Smoking Radio Commercial



	


Your final project concerning the topic of Smoking is to create an affective Anti-Smoking Radio Commercial. This will be done individually, although if you need another actor’s voice in your commercial you are allowed to ask someone else in Wellness to speak in your commercial.  ( Good Luck & Have Fun (
The goal of this assignment to produce a commercial that convinces a certain portion of the population (kids, adults, adolescents) NOT to smoke. You need to write a script that you will read from to produce this commercial using the program Audacity! In this commercial you may use a sound clip (music), but that should not be the main focus, the anti-smoking message should be the focus.

Your commercial should:

· Have a target audience

· Contain facts & statistics (see sheet created by 7th grade & smoking packet info) that support what you are trying to tell the listening public

· Be approximately 1½  minutes in length

· Be enthusiastic & passionate

· Demonstrate clear speaking and pronunciation (which means practice what you have written!)

· Be able to be recorded in one sitting (go in, record, save, finished!)

Some suggestions from a professional Radio Commercial performer, Sandy Weaver Carman:

(http://ezinearticles.com/?How-to-Make-Your-Radio-Commercials-POP!!&id=1799396)
Strong beginnings make a difference, "too many ideas" loses, sensory words win, and fewer words = bigger impact!
1. Strong beginnings make a difference. What that means is that in the first sentence, you have to grab the listeners' attention or you will not ever get it. Some ideas that work include humor, powerful words said slowly to emphasize a point, or a compelling question. If you don't have a strong first 5 to 10 seconds, you've wasted the remaining 25 to 55 seconds.

2. "Too many ideas" loses. If you try to sell more than one idea, listeners won't have any idea which message is the most important one. Target one message to accomplish that goal. One of the very best examples of branding via one message is the Nike campaign - Just Do It. Bet you can't see the swoosh without thinking of those three words. 

3. Sensory words win. To borrow a phrase from my friend Wendy Kinney, no restaurant promotes their hunks of dead cow, they advertise sizzling steaks. Take that a step further, and talk about the mouth-watering crunch of freshly cracked black pepper on the outside of a prime New York strip, grilled up just the way you like it and topped with a warm, silky blue cheese béarnaise sauce. Did I just make you hungry? Sensory words win, no matter what! 
4. Fewer words make a bigger impact. Use the fewest words possible to convey your message. When you try to squeeze too many words into a small segment of time, then the reader will be rushed in order to fit it all in. People don't want to hear a rushed reader announcing words; they want to hear a friendly voice telling them something. And that makes listeners sit up and take notice!

Anti-Smoking Radio Commercial Assessment
	Points Worth
	4
	3
	2
	1

	Purpose
	Establishes a purpose early on and maintains a clear focus throughout. Has a “grabber” opener!
	Establishes a purpose early on and maintains focus for most of the presentation. Opener gets listener’s attention.
	There are a few lapses in focus, but the purpose is fairly clear. Opener does not really grab the listener.
	It is difficult to figure out the purpose of the presentation. Opener does not grab the listener.

	Focus Group
	Target audience is obvious and commercial is appealing to that audience.
	Target audience is understood and parts are appealing to that audience.
	Target audience is not specific enough, but commercial is appealing.
	Target audience is not understood based on commercial.

	Statistics & Information
	Statistics create a distinct atmosphere or tone that matches purpose of commercial. The information communicates purpose clearly.
	Statistics create an atmosphere or tone that matches some purpose of commercial. The information communicates the purpose most of the time.
	An attempt was made to use statistics to create an atmosphere/tone but it needed more work. Information choice is logical.
	Little or no attempt to use statistics or information to create an appropriate atmosphere/tone concerning the purpose.

	Economy
	The commercial is told with exactly the right amount of detail throughout. It does not seem too short nor does it seem too long.
	The commercial composition is typically good, though it seems to drag somewhat OR need slightly more detail in one or two sections.
	The commercial seems to need more editing. It is noticeably too long or too short in more than one section. Not enough detail throughout.
	The story needs extensive editing. It is too long or too short to be interesting.

	Voice
	Voice quality is clear and consistently audible throughout the presentation.
	Voice quality is clear and consistently audible throughout the majority (85-95%) of the presentation.
	Voice quality is clear and consistently audible through some (70-84%) of the presentation.
	Voice quality is unclear and needs more attention.

	Duration
	Length of presentation was 1.5 minutes.
	Length of presentation was 1.25 – 1.5 minutes.
	Length of presentation was 1 – 1.25 minutes.
	Presentation was less than 1 minute OR more than 1.5 minutes.


Was turned in on time
yes

no

Comments:







        
Grade:     /25
