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Course Overview

Staff Contact Details

Convenors

Name Email Availability Location Phone
James Wiggins james.wiggins@unsw.edu.au

mailto:sam@unsw.edu.au
https://www.arts.unsw.edu.au/sam


Course Details

Credit Points 6 

Summary of the Course

The course focuses on the creative aspects of advertising and current trends in advertising.

You will learn how the advertising process works focusing, in particular, on the following aspects:

- Identification of communication challenges and opportunities: responding to a client brief;
- Creative strategies and practices for generating ideas, concept design, story-telling, emotional appeals
and pitching for campaigns;
- Campaign evaluation methods.

The requirements for and impact of advertising across multiple platforms and associated requirements
for digital interactivity, collaboration and co-production will be emphasized.

Course Learning Outcomes

1. Apply creative strategies across a broad range of advertising media
2. Develop a critical understanding of advertising objectives
3. Critique and revise your work
4. Work effectively with feedback and present your ideas with confidence

Teaching Strategies 

Students will be required to attend a two hour seminar each week. Seminars are designed to introduce
all students in a consistent way to the relevant theories, practices and tools. They rely heavily on
examples of contemporary advertising to practically demonstrate the theories in practice in real
advertising situations.

The seminar format is adopted to better simulate the agency experience, with time spent briefing
students on weekly assignments and assessing the effectiveness of their creative responses. The
smaller groups give time for feedback and reflection on relevant principles and theory. Student
participation will be required throughout seminars.

Creative skills are best developed through their constant application. Therefore, weekly briefs are
designed to provide students with an opportunity to discover and develop their own creative problem-
solving styles and skills.

Students are also encouraged to actively collect as many pieces of advertising communication as they
can from a diverse range of sources, to keep abreast of contemporary campaigns and advertising issues
and enhance their practical use of the theories, processes and tools covered in the course.

MDIA5021 Term 1, 2021 published at 11-01-2021 // © University of New South Wales, 2021
3



Assessment

Assessment Tasks

Assessment task Weight Due Date Student Learning
Outcomes Assessed

Online reflective writing task 5% 26/02/2021 11:00 PM 1, 2

Critical analysis 40% 02/04/2021 11:00 PM 1, 2, 3, 4

Portfolio 50% 16/04/2021 11:00 PM 1, 2, 3, 4

Pitch 5% 23/04/2021 11:00 PM 2, 4

Assessment Details

Assessment 1: Online reflective writing task

Start date: Not Applicable

Details:

200 words. Individual task. Moodle forum. Pass/Fail (5% pass; 2% fail; 0% non-submission). Feedback
via LMS. 

Turnitin setting: This assignment is submitted through Turnitin and students do not see Turnitin
similarity reports.

Assessment 2: Critical analysis

Start date: Not Applicable

Details:

Four (4) written diary entries of approx. 500 words each; 2000 words in total.

Equivalent to a major essay, theoretical reflections on the four main topics for the course 

Individual task

Feedback via LMS

Turnitin setting: This assignment is submitted through Turnitin and students do not see Turnitin
similarity reports.

Assessment 3: Portfolio

Start date: Not Applicable
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Details:

Four (4) creative advertising pieces to be submitted as components of the portfolio. Individual task.
Feedback via LMS.

Turnitin setting: This assignment is submitted through Turnitin and students do not see Turnitin
similarity reports.

Assessment 4: Pitch



Attendance Requirements

http://timetable.unsw.edu.au/2021/MDIA5021.html


Resources

Prescribed Resources 

Barry, P. (2016). The Advertising Concept Book, 3rd Edition, London, Thames & Hudson.

Recommended Resources

Aitchison, J. (2004). Cutting Edge Advertising, 2nd Edition. Singapore: Pearson Hall.
Altstiel, Tom & Grow, Jean, (2019). Advertising Creative: Strategy, Copy, and Design, 4th edition, Los
Angeles: Sage Publications.
Hegarty, J. (2011). Hegarty on Advertising. London: Thames and Hudson.
Roman, K. & Maas, J. (2003). How to Advertise: What works, what doesn¹t - and why, 3rd Edition.
London: Hogan
Sullivan, L. (2008). Hey, Whipp.〰っ 䠀攀㐲‱ㄮどv敶敶穵bl呯n, 㩶erw,畮,摵bldvetive: rea䝴ive:ertising, 2nd Edition.
㝈egar潣a3r敌. N⠀㨠(o漀湮椀瀀灩Hey䴀愀愀獓⸀





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



understand your rights and responsibilities as a student at UNSW
be aware of plagiarism, copyright, UNSW Student Code of Conduct and Acceptable Use of
UNSW ICT Resources Policy

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


https://www.arts.unsw.edu.au/current-students/academic-information/protocols-guidelines/
http://www.tcpdf.org
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