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MDIA5024
Advertising Strategy

Term Two  //  2020
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Course Overview

Staff Contact Details

Convenors

Name Email Availability Location Phone
PAUL RYDER p.ryder@unsw.edu.au Wednesdays

1400-1500 by prior
email appointment

Webster 311S

Tutors

Name Email Availability Location Phone
ADAM
STAPLETON

a.stapleton@unsw.edu.au TBA Webster 311S

School Contact Information

School of the Arts and Media

Room 312, Level 3, Robert Webster Building (G14)

Phone: (02) 9385 4856

Email: sam@unsw.edu.au

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

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.
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Course Details

Credit Points 6 

Summary of the Course

This course offers an introduction to the strategies engaged by advertisers, and to the role that
advertising plays in consumer culture.  There is a focus on the nuanced theory and strategic thinking
behind the messages we consume daily. 

You will explore social, cultural, literary, and visual communication theories that may be engaged to
understand and critique individual advertisements, and you will also learn how to analyse the sometimes
very subtle strategies behind full-scale advertising campaigns. 

Course Learning Outcomes

1. Apply theory to critique advertising strategy in a range of commercial, consumer and social
contexts

2. Understand the subtle strategic connections between form and content in the contexts of both
individual advertisements and advertising campaigns

3. Appreciate and critique the strategic engagement of semiotic codes in a range of print
advertisements, TeleVisual Commercials, and full campaigns

4. Understand, appreciate and evaluate an array of structural features engaged by advertising
creatives

Teaching Strategies 

This course is designed to introduce students to a range of strategic approaches to advertising in rapidly
changing media contexts. Lectures provide intellectual modelling and rehearsal of concepts, and are of
particular relevance to the large cohort of international students. Tutorials will provide the basis for
interactive, participatory, and reflective teaching approaches including real-time group work,
presentations, and case-study debates. Conceptual frameworks and applied methods will be prioritised.
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Additional details:

Please see Moodle... 

Turnitin setting: This assignment is submitted through Turnitin and students can see Turnitin similarity
reports.

Assessment 3: Campaign Strategy

Start date: 

Length: 3500-4000 words

Details:

Group critical reflection on, and re-engineering of, a broken campaign.

3500-4000 words.

Students will receive feedback via Turnitin.

 

Additional details:

Please see Moodle for details.

This is a group assessment submitted through a special Moodle Assessment link. 

Submission notes:This is a group assessment submitted through a special Moodle Assessment link.

Turnitin setting: This is not a Turnitin assignment
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consults per Moodle. Same mode as MDIA 5028.
Week 10: 3 August - 7
August

Studio No lecture. No tutorials. This week is reserved for
final consults. 
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Resources

Prescribed Resources 

See Moodle

Recommended Resources

See Moodle

Course Evaluation and Development

See Moodle.
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Submission of Assessment Tasks

Turnitin Submission



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





Academic Information

For essential student information relating to:

requests for extension;
late submissions guidelines;
review of marks;
UNSW Health and Safety policies;
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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