


Course Overview

Staff Contact Details

Convenors

Name Email Availability Location Phone

Nick Richardson nicholas.richardson@unsw.edu. [By appointment Webster Rm  [93856355
au 231E

School Contact Information

Room 312, level 3 Robert Webster Building

Phone: (02) 9385 4856

Email: sam@unsw.edu.au

Website: https://sam.arts.unsw.edu.au

The School of the Arts and Media would like to Respectfully Acknowledge the Traditional Custodians,
the Bedegal (Kensington campus), Gadigal (City and Art & Design Campuses) and the Ngunnawal
people (Australian Defence Force Academy in Canberra) of the lands where each campus of UNSW is

located.

Attendance Requirements

A student is expected to attend all class contact hours for a face-to-face (F2F) or blended course and
complete all activities for a blended or fully online course.

A student who arrives more than 15 minutes late may be penalised for non-attendance. If such a penalty

is imposed, the student must be informed verbally at the end of class and advised in writing we



mailto:sam@unsw.edu.au
https://sam.arts.unsw.edu.au
https://www.arts.unsw.edu.au/current-students/academic-information/protocols-guidelines/

For essential student information relating to: requests for extension; review of marks; occupational health
and safety; examination procedures; special consideration in the event of illness or misadventure;
student equity and disability; and other essential academic information,

see https://www.arts.unsw.edu.au/current-students/academic-information/protocols-guidelines/
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Course Detalls

Credit Points 6

Summary of the Course

Subject Area: Media

Advertising is a creative, and at times, controversial communicative genre that plays a central role in
consumer culture. This course will challenge you to consider not only the creative dimensions of
advertising but also to consider a sustainable social role for advertising. You will be challenged to
develop an understanding of the relationship between advertising and creativity and focus on how to
develop innovative solutions to contemporary and social communication problems. The course will have
a significant applied component: you will focus on developing the creative dimensions for an advertising
campaign related to a contemporary social issue and engage imaginatively with agency briefs, examine
how ideas are creatively expressed using words and images and develop advertising concepts, prepare
a creative pitch, and explore the story-telling and copy-writing dimensions of advertising.

At the conclusion of this course the student will be able to

1. Effectively critique creative advertising in a range of commercial, consumer and social contexts

2. Understand the role of advertising in relation to society today

3. Demonstrate knowledge of and ability to apply creative practices to communication issues and
problems

4. ldentify a target audience and key insights through research

5. Manage the development of key insights through the creative process

Teaching Strategies

Rationale:

The course is designed to introduce students to strategic and creative approaches to advertising in
rapidly changing media contexts. The course is also designed to link to the UNSW strategic priority of
sustainability through an emphasis on advertising communication that supports social, cultural
environmental sustainability.

Teaching Strategies:

Interactive, participatory and reflective teaching approaches will be prioritized along with conceptual
frameworks and applied methods.
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Details: Group assessment of 4-5 students. Ongoing tutorial participation, 1500 word pitch document
and 15 minutes presentation. This is the final assessment task.Students will receive ongoing feedback
on their project as it develops. Students will receive a numerical grade and written feedback.

Submission notes:Refer to Moodle
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Submission of Assessment Tasks

Students are expected to put their names and student numbers on every page of their assignments.

Turnitin Submission


mailto:externalteltsupport@unsw.edu.au

* Work submitted 10 to 19 days after the stipulated deadline will be assessed and feedback
provided but a mark of zero will be recorded. If the work would have received a pass mark but for
the lateness and the work is a compulsory course component (hurdle requirement), a student will
be deemed to have met that requirement;

* Work submitted 20 or more days after the stipulated deadline will not be accepted for
assessment and will receive no feedback, mark or grade. If the assessment task is a compulsory
component of the course a student will receive an Unsatisfactory Fail (UF) grade as a result of
unsatisfactory performance in an essential component of the course.

This information is also available at:

https://www.arts.unsw.edu.au/current-students/academic-information/protocols-guidelines/
Special Consideration Applications

You can apply for special consideration when illness or other circumstances interfere with your
assessment performance.

Sickness, misadventure or other circumstances beyond your control may:
* Prevent you from completing a course requirement,

* Keep you from attending an assessable activity,

* Stop you submitting assessable work for a course,

* Significantly affect your performance in assessable work, be it a formal end-of-semester examination, a
class test, a laboratory test, a seminar presentation or any other form of assessment.

For further details in relation to Special Consideration including "When to Apply", "How to Apply" and
"Supporting Documentation” please refer to the Special Consideration webstie:
https://student.unsw.edu.au/special-consideration
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Academic Honesty and Plagiarism

Plagiarism is using the words or ideas of others and presenting them as your own. It can take many
forms, from deliberate cheating to accidentally copying from a source without acknowledgement.

UNSW groups plagiarism into the following categories:

Copying: using the same or very similar words to the original text or idea without acknowledging the
source or using quotation marks. This also applies to images, art and design projects, as well as
presentations where someone presents another’s ideas or words without credit.

Inappropriate paraphrasing: Changing a few words and phrases while mostly retaining the original
structure and/or progression of ideas of the original, and information without acknowledgement. This also
applies in presentations where someone paraphrases another’s ideas or words without credit and to
piecing together quotes and paraphrases into a new whole, without appropriate referencing.

Collusion: working with others but passing off the work as a person’s individual work. Collusion also


http://www.lc.unsw.edu.au/



http://subjectguides.library.unsw.edu.au/elise/aboutelise

Course Schedule

View class timetable

Timetable

Date Type Content

Week 1: 23 July - 29 July [Lecture Introduction to creative advertising

Week 2: 30 July - 5 Tutorial Introductions - your favourite advertisements
August Lecture Reading the signs

Week 3: 6 August - 12 |Tutorial Clinic Task rehearsal - Reading the signs
August Lecture Rhetoric puzzle and persuasion (online)
Week 4: 13 August - 19 (Tutorial Clinic task 1 - Rhetoric in advertising
August Lecture The power of advertising (online)

Week 5: 20 August - 26 |Tutorial Clinic task 2 - The power of advertising
August Lecture Advertising: art and system (online)

Week 6: 27 August - 2 |Tutorial Clinic task 3 - Art and system

September Lecture Insightful branding (online)

Week 7: 3 September - 9 |Tutorial Clinic task 4 - Brand and insight

September Lecture The client's perspective

Week 8: 10 September - |Tutorial The client, the project, the brief

16 September Lecture Research; developing insights

Week 9: 17 September - |Tutorial Research approaches and analysis

23 September Lecture Formulating a strategy

Break: 24 September - |Tutorial No classes this week. Ignore Tutorial', to left.
30 September Lecture No class this week. Ignore ‘Lecture’, to left.
Week 10: 1 October - 7 |Tutorial Research progress: insights and strategies
October Lecture Creativity, concept, & campaign

Week 11: 8 October - 14 |Tutorial Developing campaign strategy & concepting
October Lecture Is the medium the message?

Week 12: 15 October -  |Tutorial Pitch presentations: Round 1

21 October Lecture Course Wrap up

Week 13: 22 October -  |Tutorial Pitch presentations round 2

28 October
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Resources

Prescribed Resources


http://www.adnews.com.au
http://www.bandt.com.au
http://www.bestadsontv.com
http://www.campaignbrief.com
http://theinspirationroom.com/daily

http://aso.gov.au/

Course Evaluation and Development

The course convenor and tutors welcome informal feedback about the course thoughout the semester.
Furthermore, students are encouraged to participate in online feedback surveys later in the semester. An
email will be sent to all students advising when, where, and how to provide feedback.

Please take the time to provide feedback. In recent years the course has been changed as a result of

student input. For example, the number of assignments has been reduced from 4 to 3 and the
presentation format has been altered. We are also making some small changes to grading proformas.

Image Credit
Bodies & Interfaces 2016
CRICOS

CRICOS Provider Code: 00098G
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