
 

 

 

ADVANCED ADVERTISING CREATIVITY 

 

YEAR: THIRD 

TERM: FIRST 

TYPE: OPTIONAL 

CREDITS: 6 

LANGUAGE: ENGLISH 

 

OBJECTIVES: 

 

This course is designed to teach students several theoretical and methodological 

frameworks that complement their knowledge on creativity in advertising. The course 

offers students the opportunity to learn various techniques to enhance creativity, develop 

a comprehensive range of creative and transferable skills, acquire competencies to 

develop effective advertising strategies, and identify market opportunities.  

 

The course includes lectures and discussions, as well as learning techniques that are 

meant to facilitate the exploration of creative strategy and research in advertising. These 

techniques include guest speakers when possible, case studies, exams, individual 

assignments, and a team project. Students are encouraged to develop an enquiring 

approach towards this course based on extensive individual research and analysis.   

 

GENERIC SKILLS 

 

 Students can apply their knowledge and professional skills in the workplace and have 

necessary skills which can be demonstrated when they engage in developing and 

defending arguments and solve problems in their area of study. 

 Students can collect and interpret relevant data (appropriate to their discipline) in 

order to critically evaluate arguments and evidence, including a reflection on social, 

scientific and ethical aspects.  

 Students can communicate information, ideas, problems and solutions to general 

and specialized audience.  

 Students gain linguistic skills and can express themselves accurately and effectively 

in different oral and written communication situations, in languages typical of their 

community and in English. 

 Students can work in contexts which respect human rights, gender equality and 

cultural differences, and they can adopt these values in the workplace. 



 

 

 

 Students can solve problems, design strategies and evaluate the repercussion of the 

proposed solutions from theoretical and practical perspectives offered by Social 

Science. 

 Students can critically assess opinions, situations and behaviors, including those 

which are typical of their work environment. 

 

TRANSVERSAL SKILLS 

 

 To be able to evaluate applied or academic research with relevant criteria.  

 Demonstrate the ability to read and understand specialized texts in English.   

 

SPECIFIC SKILLS 

 

 Students can spot market opportunities and tendencies by using appropriate 

methodologies in order to plan, develop and implement marketing and advertising 

strategies.  

 

LEARNING OUTCOMES 

 

By the end of this course, students who successfully complete the subject will be able 

to: 

 Identify creative messages in different areas of the advertising industry 

 Evaluate ads.  

 

CONTENT  

 

1. Introduction to Advertising Creativity 

Introduction and definition of advertising  

 The theoretical framework of advertising studies 

 Features, characteristics and functions of advertising 

Understanding creativity in advertising  

 Theories of creativity 

 The definition of creativity  

 Academic scholarship versus and advertising industry practice 

Approaches to creativity: 

 Divergent thinking. Creative personality. Creativity versus intelligence.  



 

 

 

 Implications for advertising. Iconic names (e.g. John Powers) and festivals 

(International Advertising Festival "Cannes Lions") 

 

2. Creativity in Advertising. Key Actors of the Advertising Industry. The ethics of 

advertising 

Advertising as a communication process  

Creativity in communication  

Creativity and advertising effectiveness: 

 What makes a good ad? What makes a great ad? The Role of Creativity. 

 Case studies: examples of ads. 

The advertising sector:  

 Role of agencies  

 Types and functions of ad agencies  

 Client-agency relationship  

How to become a Creative? 

The ethics of advertising 

 

3. Marketing Mix, Brand Building, Creative Brief 

Advertising and brand strategy 

Branding  

 Typologies of brands 

 Characteristics of brands. What makes a good brand?  

 World Top brands 

 Strategic branding 

 Creative branding 

 Brands and markets 

Briefing 

 Format and key elements 

 Client briefs 

 Internet – the brief format 

 

4. Advertising and Campaign Strategies. Creativity and Brainstorming techniques.  

Advertising strategy 

Creative strategy 

Planning and managing the creative strategy process 

The importance of research to developing creative strategy (Positioning) 



 

 

 
Market segmentation. Targeting. The consumer 

Brainstorming techniques 

 Idea-collection processes 

 Brainstorming/brain-writing 

 Metaphoric thinking 

 Outrageous thinking 

 Mapping thoughts 

 

5. Creativity and the Media. Advertising Media Strategy 

Role of media 

Print Advertising, TV, Radio  

Emergence and evolution 

Advantages and disadvantages 

The future of advertising 

Outdoor media, PR, sponsorship  

Media planning, selection & scheduling strategies 

Direct mail, sales promotion, Internet 

Trends in media 

 

6. Advertising and Digital Media  

Producing advertising for digital media  

Creative digital technology 

Creative objectives, strategies, and tactics  

Effective advertising design for digital media 

Effective advertising copywriting for digital media 

 

7. The Role of Research in Advertising 

Evaluating advertising effectiveness 

Importance of research in advertising 

Types of research copy 

Copy research and behavioral research 

Methods of evaluation:  

 Pre-testing methods  

 Post-testing methods  

Demographic studies. Focus-groups. 

8. Advertising Internationally  



 

 

 
Media and other services around the world 

Advertising messages around the world 

 

EVALUATION CRITERIA: 

 

Integral parts of continuous assessment are regular class attendance and submitting 

assignments done in class and administered as homework.  

 

Area Description Weight  

Written evaluation no 1 Written exam based upon class lectures 20% 

Written evaluation no 2 Written exam based upon class lectures 30% 

Two Individual Obligatory 
Activities 

Writing assignments, elaboration of 
essays/summaries etc.  

20% 

One Group Activity 
Elaboration of a case-study and oral 

presentation 
30% 

Optional activities and class 
participation  

Two individual voluntary activities, class 
attendance, participation to class debates 

extra points 

TOTAL 100% 

 
 

Requirements to have access to the average grade: 

 

 Written evaluation, minimum grade: 5 

 It’s necessary to attend to both exams, hand in the group activity, make the 

presentation, and hand in at least 2 of the 4 individual activities.  

 

METHODOLOGY: 

 

Balancing theory and application, this course is designed to help students learn key 

concepts as well as apply them in practice. Real-world case studies will be used to 

connect concepts and issues with typical challenges within the advertising industry 

(national and international). Therefore, students are required to attend class regularly.  

 

The course will be delivered through a series of lectures, interactive tasks, role play 

activities, directed and self-managed readings, individual research and group/individual 

analysis of case studies, journal and newspaper articles. There will also be a number of 

individual activities to carry out at home. Students need to keep in mind that a 

considerable time commitment is needed to complete the academic requirements of this 



 

 

 
subject, so it is important to plan your workload in advance. In order to successfully 

complete this subject, students are expected to take part in classroom discussions with 

peers and submit written assignments on time. 

 

 

TEXTBOOKS 

 

Sylee Gore (2012), English for Marketing and Advertising. Oxford.  
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Sean Brierley (1995). The advertising handbook. London and New 

York: Routledge.  

 

 

 

 

 

 

John Wilmshurst, Adrian Mackay (1999). The fundamentals of 

advertising. Oxford: Butterworth-Heinemann.  

 

 

 

 

http://www.worldcat.org/search?q=au%3AWilmshurst%2C+John.&qt=hot_author
http://www.worldcat.org/search?q=au%3AWilmshurst%2C+John.&qt=hot_author
http://www.worldcat.org/search?q=au%3AMackay%2C+Adrian.&qt=hot_author

