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ADVANCED ADVERTISING CREATIVITY 

 

COURSE: THIRD 

SEMESTER: FIRST 

TYPE: OPTIONAL 

CREDITS: 6 

LANGUAGE: ENGLISH 

SENIOR LECTURER: ISAM ALEGRE 

 

 

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 strat-

egies, 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.   

 

 

COMPETENCES 

 

BASIC 

 Students will be able to collect and interpret relevant data (appropriate to their disci-

pline) in order to critically evaluate arguments and evidence, including reflection on 

social, scientific and ethical issues.  

 

GENERAL 

 To develop linguistic skills and be able to express yourself accurately and effectively in 

different oral and written communication situations, both orally and in written form, in 

their own community languages, and in English. 

https://es.eserp.com/profesor/isam-alegre/
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 To design and develop new ideas and projects using innovative concepts and methods 

 

SPECIFIC SKILLS 

 To design, plan, and manage corporate identities, along with the graphic and visual 

elements needed in marketing and advertising campaigns.  

 

LEARNING OUTCOMES 

 Creatively shape your messages in specific advertising sectors. 

 Evaluate new advertising media like Digital Signage.  

 

 

CONTENT  

1. “I’m not creative” 

 Creativity legends and misconceptions 

 Understanding our own creativity 

 Confronting creative blocks  

 Our best friend: The inner critic 

  

2. Creative core concepts 

 The target 

 The insight 

 The concept 

 The text 

 The Campaign 

 

3. Let’s get creative! 

 The Brainstorming (and why everyone does it wrong) 

 The Mental Map (and why it is the best thing ever) 

 The Empathy Map (and why it is the first thing you should do, every time) 

 Visualization techniques (and when to use them) 

 

4. Like, share and create 

 Writing for Google: SEO 

 Writing in Google: SEM 

 Facebook ads 

 Twitter ads 
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 Instagram ads 

 Whatsapp ads (it’s not a thing yet, but trust me, it will be) 

 

5. Pink is not a creative color 

 Advertising from a feminist perspective 

 The objectification of the female body 

 Reinforcement of gender stereotypes 

 The Glass Ceiling and the Boys’ Club 

 

 

EVALUATION CRITERIA 

 

The first two units, which are the heaviest in terms of theory, will end with an individual written 

assignment. From there, I expect you to show me your understanding of the course’s contents 

through your creative output, which - after all - is what really matters.  

 

Activity Weight  Cmpt. & RA 

Your Own Creative Process - Individual 

Write a short essay reflecting on your own 

creative abilities and suggest a plan to im-

prove them. Every advertiser needs to be a 

good storyteller, so I’ll evaluate the honesty of 

your writing, the originality of your ideas and, 

of course, your grammar and spelling. 

10% 
R5 - CB3, 

CG1 

Target / Insight / Concept - Individual 

[exam] 

You will be presented with a campaign. You’ll 

have to determine who was the target, explain 

the insight, and the concept behind it.  

30% 
R5 - CB3, 

CG1 

Seven Briefs - Individual/Group 

During most portfolio sessions, I'll present a 

brief. You’ll have a week to hand in a cam-

paign. I’ll give you feedback and a grade for 

30% 

R5, 56 - CB3, 

CG1, CG4, 

CE2 
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all of them. At the end of the term, I’ll discard 

the worst 2 before making the average. 

Final Campaign - Group 

Towards the end of the term, we’ll get a visit 

from a real client who will present you with a 

communication problem that you’ll have to 

solve with an advertising campaign. You’ll 

have a couple of sessions to work on it under 

my supervision. On the last day of class, each 

group will make a public presentation of their 

work. 

 

30 % 

R5, R6 - 

CB3, CG1, 

CG4, CE2 

TOTAL 100%  

 
 

 
Requirements to have access to the average grade: 

Turn in every assignment and get a positive grade (5 or more) in all of them. If you fail the 

exam you can try again during Complementarias. Remember that for the Seven Briefs your 

grade will be equal to the average of your best five campaigns. That means that you can 

get a negative grade (less than 5) in some of your best five and still pass the assignment if 

the average of those five grades is above 4.99.  

 

Here’s an example:  

 

1st brief: you get a 3 

2nd brief: you get a 5 

3rd brief: you get a 4 

4th brief: you get a 7 

5th brief: you get a 6 

6th brief: you get a 4,5 

7th brief: you get a 9

 

I’ll average the 5 best. So I’ll discard the 1st and the 3rd (that you failed wit a 3 and a 4), 

and I’ll average the grades of the 2nd (5), 4th (7), 5th (6), 6th (4,5) and 7th (9). So, despite 

you failed three briefs, your average is 6,3 and you’ll pass the Seven Briefs assignment. 
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METHODOLOGY 

 

The course will have two kinds of classes: Theoretical/Practical and portfolio classes. 

T/P: Will be the first session of each week. The contents of the course will be introduced, and 

we will discuss examples and do plenty of activities to help you understand your own creativity 

and find confidence in your own abilities.  

Portfolio: We will use the second session of each week to build your portfolio. I’ll give you a 

briefing at the beginning, and you’ll have two hours to work on a campaign (with my help and 

supervision) that will be turned in at the end of the class.  

 

Also, we’ll start every class with a bit of a warm-up to stimulate your curiosity and creative 

attitude. Each day, one of you will have to “tell something amazing” to the rest of the class. 

Could be something that you are really passionate about, or that you just found out about and 

blew your mind. A 5 minute presentation to lift the spirits and start on a good note. 

 

I think empathy is much more important than discipline, so I tend to be flexible with almost 

everything. However, I have two rules:  

 

1.- Be on time. 5 minutes after the beginning of the class I’ll shut down the check-in appli-

cation, and it will count as “non-attended” for you. You can still come in, and I encourage 

you to do so -we all can have a rough night and be late, plus you’re only required 80% of 

attendance, so don’t panic if you arrive 6 minutes late. Just be more careful the next day 

and that’s that. If you can justify your tardiness or lack of attendance, please do so in ad-

vance (“Hey, Isam, I work in the World Mobile Congress next week, here’s a letter from my 

employer”) or at the end of the class (“I’m sorry I was late, RENFE is the bane of my exist-

ence, here’s the justification”), but don’t interrupt the class. Just sneak in quietly. 

 

2.- Respecting your classmates is much more important than respecting me. If a class gets 

boring, or you’re not feeling very productive or, OMG your Instagram feed is so much more 

interesting than whatever I’m saying… that’s fine. We are not machines, we get distracted, 

we all have wonderful inner worlds to explore. However, when a classmate is sharing 

their opinion out loud, I demand absolute, untarnished, crypt-like silence. 
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TEXTBOOKS 

 Fluir (Flow): Una psicología de la felicidad. Mihaly Csikszentmihalyi, Nuria López 

Buisán, published in 2012 by Kairos 
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https://bluebottlebiz.com/search/Mihaly%20Csikszentmihalyi?within=author
https://bluebottlebiz.com/search/Nuria%20L%C3%B3pez%20Buis%C3%A1n?within=author
https://bluebottlebiz.com/search/Nuria%20L%C3%B3pez%20Buis%C3%A1n?within=author
https://bluebottlebiz.com/search/Kairos?within=editorial

