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1. STAFF CONTACT DETAILS 
 
Course co-ordinator : Martin Salkild 

Office:  Quadrangle Building 3rd Floor, Room 3041 

Consultation times: By appointment 

Telephone: 0414 254 448 

Email: martin@salkild.com.au 

 
 

2. COURSE DETAILS 
 
2.1 Teaching Times and Locations 

Lecture: Wednesdays 6.00pm – 9.00 pm  

Weeks: 2 – 7 (i.e. first lecture Wednesday 09 March) 

Venue:  ASB 115 

 
2.2 Units of Credit 

This course is worth 3 UOC.  
 
2.3 Summary of Course  

This is a practical based course which will bridge the gap between what students 

are learning about marketing management and what marketing managers need to 

know about working with the communications industry. Along the way, students will 

learn to differentiate between a good ad and a bad ad, how to direct and inspire a 

creative team via the creative brief, and how to create an effective integrated 

campaign for a brand that needs their help.  

 
2.4 Course Aims and Relationship to Other Courses 

Marketing managers are trained to prepare well thought-out marketing communications 

plans. Communications industry professionals are committed to producing highly 

effective creative work and advertising. So why don‟t we always get great results? 

Worse still, why do we so often see obviously ineffective advertising? 

Rossiter and Bellman in “Marketing Communications” suggest that marketing managers 

sometimes fail to apply appropriate methods and judgements in evaluating creative 

recommendations. This is a fair comment with marketing managers often judging 

creative work just by gut feel or by having rigid preconceptions about what type of 

advertising they want to see.  

On this course you will discover what it is like to prepare a creative brief to direct and 

inspire a creative team. You will learn what it is like to prepare an integrated advertising 

campaign for a brand for which you have received an inadequate advertising brief.  

You will do this by stepping into the shoes of an advertising professional for six weeks 

and learning what it is like to be on the supplier side of the marketing/advertising divide.  

As a result, you will better understand what your communications partners go through 

when they work for you and you will learn how to create a better environment for them 

to deliver good work to you. 
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2.5 Student Learning Outcomes 

By the end of this course, you should have a better understanding of contemporary 

communications thinking as practiced by a range of leading marketing communications 

practitioners. You will appreciate what it is like to produce an advertising campaign and 

be better able to get the best out of your communications suppliers.  

As a result, you should be better able to: 

1    discuss and critique advertising from a professional perspective 

2 work with media and creative strategists to prepare effective communications briefs 

3 decide which of the various communications disciplines are the most appropriate 

for your needs 

4 decide what form of research is needed to evaluate or monitor programs 

5 build and maintain effective relationships with all your communications suppliers. 

ASB Graduate Attributes 

 

Course 
Learning 
Outcomes 

ASB Graduate Attributes 

1, 2, 3, 4 1. Critical thinking and problem solving 

1, 2, 5 2. Communication 

2, 5 3. Teamwork and leadership 

1, 5 4. Social, ethical and global perspectives 

2, 5 5. In-depth engagement with relevant disciplinary knowledge 

1, 2, 3, 4, 5 6. Professional skills 
 
 
3. LEARNING AND TEACHING ACTIVITIES 
 
3.1 Approach to Learning and Teaching in the Course 

Learning and teaching and will be achieved through guest lectures from leading 

communications specialists in all the main areas of the communications mix.  

For students, regardless of your individual background, whether from marketing, sales, 

advertising, media or whatever, over the six week course you will be asked to “think 

yourselves” onto the advertising agency side of the business as if you are being 

trained to enter the advertising industry. 

You will assume responsibility for understanding advertising and for appreciating how 

to critique, brief and assess advertising. You will learn how to work in an agency team 

to create an effective advertising and promotion program. 

During the course, you will be expected to complete reading assignments before each 

class so you can better contribute to the weekly topics and gain maximum value from 

the course. See section 6 for details. 
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3.2  Learning Activities and Teaching Strategies 

Lectures will be interactive with students free to ask questions at any time and, where 

appropriate, participate in class exercises and mini-workshops. 

As this course does not include tutorials, we will commence each session with any 

questions from the previous week or from the recommended readings. 

In week 1 we will set an assignment for 30% of the course marks based on critiquing two 

advertisements, one good and one bad, and preparing a creative brief to improve the 

poor one. This assignment will be due in week 3. Marked assignments will be handed 

back to students in week 4 to provide extra guidance in completing the major 

assignment due in week 6. 

In week 2, students will be formed into agency teams to undertake the major assignment 

for the course which will be to prepare an integrated communications campaign for a 

branded product or service which, in the team‟s opinion, could be significantly improved.  

Team presentations in class in week 6 will constitute 35% of the course marks. Each 

team will also prepare a written report of their campaign recommendations worth 35%   

of course marks. Teams may hand in their written report on the class presentation night 

in week 6, or may take up to a further two weeks before handing in their written report.  

This strategy of separating the two deadlines avoids a last minute trade off between 

preparing a written report and rehearsing for a strong class presentation. You will also 

find that the sharp focus you bring to your class presentation will also sharpen up your 

written document and avoid the inclusion of irrelevant topics or waffle.  

Computers and mobile devices are not allowed in class. Unfortunately surfing and 

texting emerges as an inevitable result and is highly distracting for everyone. 

Electronic copies of the lecturers‟ PowerPoints will be posted on Blackboard so you will 

only need to write down anything you really want to remember. It‟s far better to listen to 

what‟s being said than to frantically try to type every word.  

 
4. ASSESSMENT 
 
4.1 Formal Requirements 

In order to pass this course, you must: 

 achieve a composite mark of at least 50; and 

 make a satisfactory attempt at all assessment tasks (see below). 

 
4.2 Assessment Details 

 

Assessment 
Task 

Weighting Learning 
Outcomes 
assessed 

ASB Graduate 
Attributes 
assessed 

Length Due Date 

1. Critique 
ads, prepare a 
creative brief 

  30% 1, 2  1, 2, 5, 6 3 to 4 pages Week 3,  
22 March 

2. Class 
Presentation 

  35% 1, 3 1, 2, 3, 5, 6 Approx 15 
minutes 

Week 6,     
19 April  

3. Written 
Presentation 

  35% 1, 3, 4 1, 2, 3, 5, 6 Approx 20 
pages 

Week 6 or     
by 26 April 
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Assignment 1: Critique two advertisements and prepare a creative brief 

Worth 30% of course mark 

Everyone involved in marketing communications needs to be able to form and express 

opinions about advertising and advertisements. Whether we are looking at ads that 

have been produced in response to a creative brief, or if we just see an ad on TV, the 

web, or in a magazine, we need to be able to give a more reasoned response than “It‟s 

no good” or “It‟s great” or “I don‟t like it”. 

We have to understand and explain why we feel that way. We need a set of criteria to 

help support or qualify our initial reactions. 

Week 1 will include a discussion on “good” and “bad” advertising. We will review some 

simple techniques for assessing advertising. Based on learnings in weeks 1 and 2, you 

will be asked to select, in your opinion, the most effective and the least effective ad in a 

magazine nominated by your lecturer and to prepare written critiques of each.  

For the least effective ad, you will also prepare a creative brief that could direct and 

inspire a creative team to produce a significantly improved advertisement. Your 

creative brief will be based on a format you will be given in week 2. You will hand in 

your assignment in week 3 on Wednesday 23 March.  

Assignment Format 

 Please think about the quality of your document‟s presentation format as if you 

were preparing a submission to your management or to a client. 

 Ensure your name, the date, the course name and the assignment topic are clearly 

identified on the front cover using the University‟s Assignment Cover Sheet.  

 Type in one and a half spacing in an easy-to-read font such as 11pt Arial like this 

document. Use appropriate headings and paragraphs so it‟s a pleasure to read.  

 Keep your document clear and to the point without unnecessary padding.  

 
Assignments 2 and 3: Group Presentation in verbal and written form  

Each part worth 35% of course mark 

In week 2 you will be formed into four-person agency teams as if you were all working 

for an advertising agency.  

Your group will select what you consider is a brand with an ineffective advertising 

campaign which could be improved with a better strategy and better creative and 

media. You will identify its weaknesses and opportunities for improvement using the 

knowledge you've gained on research, strategy, creative and media. 

Your task will be to make a class presentation and submit a written report as if you 

were in a competitive pitch to win a piece of new business. It will be your decision who 

in the group takes on which tasks or roles and who prepares which sections of your 

recommendation and presentation, but you will definitely need to work as a team.  

So you will have four weeks from week 2 to week 6 to agree on your brand, conduct 

your background inquiries, devise your strategy, develop your creative and media 

recommendations, and prepare your presentation.  
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The class presentation 

This will be the living and breathing presentation of your recommendations to a panel of 

judges. This will be the first time the judges (think of them as your potential client) will 

have heard any of your thinking or seen your recommendations. 

Remember that the judges are watching your presentation in the hope of seeing 

something that they can approve. They are on your side.  

You can use whatever presentation aids you like: PowerPoint, whiteboard, flip charts, 

layouts, audio, video, handouts, etc, etc. But remember, it‟s you who are making the 

presentation, not your presentation aids.  

By week 6 you will have an overload of information and ideas. You will have to choose 

what parts of this information to use and what parts to leave out to so you can present 

a clear case and simple case for your recommendations.   

All members of the agency team must participate in the presentation, but do not need 

equal billing in terms of minutes speaking. However, whatever each member 

contributes must be relevant and integrated into the whole presentation. 

The maximum presentation timing is 15 minutes with a couple of minutes for questions. 

The assessment of your presentation will be based on: 

 Good understanding of the brand, the market and the consumer 

 Well structured content and presentation 

 Ability to communicate a key message 

 Persuasive and convincing recommendations 

 Seamless transfers between presenters 

 Engaging style; could hold audience attention 

 Effective use of presentation aids or techniques 

 “Wow” factor that sets your presentation apart from the others 

 

The written document 

Your document must be capable of making your case in a stand-alone scenario as if 

the potential client to whom you had presented your recommendations had passed the 

document on to a senior colleague for review.   

It will be up to you how large or involved your document becomes. Make the document 

as persuasive as it needs to be to get your points across and your recommendations 

accepted.  

Make sure your document will hold the attention of the reader. Don‟t let it become 

boring. Keep it interesting. Make sure the reader can understand where you are 

heading and follow the logic of your recommendations to the point where they say 

“Yes, that makes sense, let‟s do it.” 

There will be a tutorial opportunity between weeks 4 and 5 to meet with your lecturer 

as individual teams to discuss your project and make sure you are on track. 
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The assessment of your written document will be based on: 

 Overall clarity of thinking 

 Ability to identify campaign weaknesses  

 Ability to recognise opportunities for improvement 

 Quality of background inquiry into the product, consumer and market 

 Strategic insights leading to the creative and media strategy 

 Originality, freshness and creativity of your recommendations 

 Integration of the various components of your recommendations 

 Long term campaignability of your recommendations 

 Realistic budget in relation to the size of the product or the market 

 Presentation of the report: accuracy, design, attention to detail, “reader-friendly”  

 

Note about group work and possible individual weighting of the group mark 

Past experience has shown that effective groups are those that are able to: 

 meet regularly; 

 develop and follow a work plan and timetable; 

 divide the work as evenly as possible according to each member‟s strengths; 

 encourage open communication, participation and the sharing of ideas. 

It is suggested a diary be kept by one of the group members to minute meeting times, 

attendance, issues discussed, and delegation of work to members. If student groups 

are having problems with one or more group members not meeting group obligations, 

they should first try to resolve differences themselves. If this is not successful, set up a 

meeting with the coordinator as soon as possible. Don‟t wait until problems escalate, 

and please don‟t raise problems after the presentation when it is too late to help you 

find a solution.  

Group members will be asked to complete a peer evaluation of the contribution 

of each group member, including themselves. These evaluations may result in the 

individual mark for each student being weighted up or down from the group mark by a 

factor of up to plus or minus 10% of the group mark. But it is a zero sum change. 

Marks up for one student will be offset by marks down for others. 

It is in your interest to make your group work effectively to ensure it delivers high quality 

output. Cohesive groups will not have any variations in marks for individual students. 

Working in groups is always challenging, but this is how advertising campaign 

development happens in real life. In group work, students also learn a great deal from 

fellow group members as the project progresses.  
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4.3 Master of Marketing Grade and Mark Ranges 

From 2010, for progressive assessment during the session (either by assignments, 

participation and/or a mid-session examination), grades will be provided to students in 

a form of a letter grade (not as a mark) as follows. This follows the grading system 

used on other postgraduate degrees in ASB.  

 

Grade Mark Explanation 

A 75 - 100 A superior to outstanding performance 

B 60 - 74 A good average performance  

C 50 - 59 An acceptable level of performance 

Fail 0–49 Performance below minimum level of competence 

 

Final course results are released to students and are available via MyUNSW as a mark 

following an ASB Faculty sub-committee meeting to approve distribution of marks. 

 

4.4 Late Submission 

Information about late submission, including penalties, is available on the School of 

Marketing‟s website. 

http://www.marketing.unsw.edu.au/contribute2/Marketing/current/Late_Submission.htm 

 

Quality Assurance 

The ASB is actively monitoring student learning and quality of the student experience 

in all its programs. A random selection of completed assessment tasks may be used 

for quality assurance, such as to determine the extent to which program learning goals 

are being achieved. The information is required for accreditation purposes, and 

aggregated findings will be used to inform changes aimed at improving the quality of 

ASB programs. All material used for such processes will be treated as confidential and 

will not be related to course grades. 

 
 

5. ACADEMIC HONESTY AND PLAGIARISM 

The University regards plagiarism as a form of academic misconduct, and has very 

strict rules regarding plagiarism. For UNSW policies, penalties, and information to help 

you avoid plagiarism see: http://www.lc.unsw.edu.au/plagiarism/index.html as well as 

the guidelines in the online ELISE and ELISE Plus tutorials for all new UNSW 

students: http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 

 

 
6. COURSE RESOURCES 

Recommended Text  

Wells Spence-Stone Moriarty Burnett - Advertising Principles and Practice Australian 

edition (2008) by Pearson Education Australia. This is a useful book which has good 

reference on most of the topics covered in the course except direct marketing. It has 

plenty of reference to Australian advertising. There will be an updated edition next 

year, but for now it is the best option.  

http://www.marketing.unsw.edu.au/contribute2/Marketing/current/Late_Submission.htm
http://www.lc.unsw.edu.au/plagiarism/index.html
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm
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Additional Reference Material  

Belch, Belch, Kerr and Powell - Advertising and Promotion Australian Edition (2009) by 

McGraw Hill Australia. Basically a book on integrated marketing communication in 

general rather than advertising in particular, but nonetheless a very good read. 

John R Rossiter and Steven Bellman (2005) - Marketing Communications Pearson 

Education Australia. It‟s written more from the point of view of the marketer than the 

advertising agency and they don‟t actually seem to think much of advertising agencies 

other than being good at brainstorming, but it does have some solid work on brand 

positioning. But browse it well before you buy it.  

Journals  

For weekly discussion at each lecture, you can read the latest fortnightly B&T and 

AdNews advertising magazines which go on sale on alternative Fridays, plus the 

advertising and media sections in the Financial Review on Monday and The Sydney 

Morning Herald on Friday. 

Online Reference 

There are ever more useful online sites and blogs to follow. During the course we will 

pool our resources and knowledge to build a database of sites the lecturer and class 

feel is of particular use. To “open the bidding” I will recommend Mumbrella at 

http://mumbrella.com.au and Best Ads at bestadsontv.com It‟s a bit random but you‟ll 

see some good stuff.  

 
 
7. COURSE EVALUATION AND DEVELOPMENT 

Each year feedback is sought from students about the courses offered in the School 

and continual improvements are made based on this feedback. In this course, we will 

seek your feedback through UNSW's Course and Teaching Evaluation and 

Improvement (CATEI) Process. As an example of the changes that can be made, 

previous student feedback indicated the pressure that can build up in preparing the 

submissions for the major assignment. As a result of this feedback the deadline for 

submitting the written component of the assignment was extended for a week beyond 

the class presentation date. 

 
 

8. STUDENT RESPONSIBILITIES AND CONDUCT 

Students are expected to be familiar with and adhere to university policies in relation 

to class attendance and general conduct and behaviour, including maintaining a safe, 

respectful environment; and to understand their obligations in relation to workload, 

assessment and keeping informed.  

Information and policies on these topics can be found in the „A-Z Student Guide‟: 

https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on 

„Attendance and Absence‟, „Academic Misconduct‟, „Assessment Information‟, 

„Examinations‟, „Special Consideration‟, „Student Responsibilities‟, „Workload‟ and 

policies such as „Occupational Health and Safety‟. 

  

https://my.unsw.edu.au/student/atoz/A.html
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8.1 Workload for Master of Marketing Courses 

For a Master of Marketing elective course (3UOC) it is expected that you will spend at 

least ten hours per week studying including 3 hours in class sessions. This time should 

be made up of reading, research, working on exercises and problems, and attending 

classes.  

Over-commitment has been a cause of failure for many students. You should take the 

required workload into account when planning how to balance study with employment 

and other activities.  

 

8.2 Attendance 

Your regular and punctual attendance at lectures and seminars is expected in this 

course. University regulations indicate that if students attend less than eighty per cent 

of scheduled classes they may be refused final assessment.  

 

8.3 Special Consideration 

You must submit all assignments scheduled for your course. You should seek 

assistance early if you suffer illness or misadventure which affects your course 

progress.  

General Information on Special Consideration: 

1. For assessments worth 20% or more, all applications for special consideration must 

go through UNSW Student Central 

(https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html) and 

be lodged within 3 working days of the assessment to which it refers; 

2. Applications will not be accepted by teaching staff, but you should notify the 

lecture-in-charge when you make an application for special consideration through 

UNSW Student Central; 

3. Special consideration requests do not allow lecturers-in-charge to award students 

additional marks. 

 

8.4 General Conduct and Behaviour 

You are expected to conduct yourself with consideration and respect for the needs of 

your fellow students and teaching staff. Conduct which unduly disrupts or interferes 

with a class, such as ringing or talking on mobile phones, is not acceptable and 

students may be asked to leave the class. More information on student conduct is 

available at: https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html 

 

8.5 Occupational Health and Safety 

UNSW Policy requires each person to work safely and responsibly, in order to avoid 

personal injury and to protect the safety of others. For more information, see 

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

 

https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html
http://www.ohs.unsw.edu.au/
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8.6 Keeping Informed 

You should take note of all announcements made in lectures, tutorials or on the course 

web site. From time to time, the University will send important announcements to your 

university e-mail address without providing you with a paper copy. You will be deemed 

to have received this information. It is also your responsibility to keep the University 

informed of all changes to your contact details. 

 
 

9. ADDITIONAL STUDENT RESOURCES AND SUPPORT  

The University and the ASB provide a wide range of support services for students, 

including: 

 ASB Education Development Unit  (EDU)  

www.asb.unsw.edu.au/learningandteaching/studentservices/Pages/default.aspx 

Academic writing, study skills and maths support specifically for ASB students. 

Services include workshops, online and printed resources, and individual 

consultations. EDU Office: Room GO7, Ground Floor, ASB Building (opposite 

Student Centre); Ph: 9385 5584; Email: edu@unsw.edu.au  

 Capturing the Student Voice:   

An ASB website enabling students to comment on any aspect of their learning 

experience in the ASB. To find out more, go to http://tinyurl.com/ASBStudentVoice. 

 Blackboard eLearning Support: For online help using Blackboard, follow the links 

from www.elearning.unsw.edu.au to UNSW Blackboard Support / Support for 

Students. For technical support, email: itservicecentre@unsw.edu.au; ph: 9385 1333 

 UNSW Learning Centre  

www.lc.unsw.edu.au  

Academic skills support services, including workshops and resources, for all UNSW 

students.  See website for details. 

 Library training and search support services:   

http://info.library.unsw.edu.au/web/services/services.html  

 UNSW IT Service Desk:  

Technical support for problems logging in to websites, downloading documents, 

etc. Library, Level 2; Ph: 9385 1333.  

Website:  www.its.unsw.edu.au/support/support_home.html 

 UNSW Counselling and Psychological Service   

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

Free, confidential service for problems of a personal or academic nature; and 

workshops on study issues such as „Coping With Stress‟ and „Procrastination‟.  

Office:  Level 2, Quadrangle East Wing; Ph: 9385 5418 

 Student Equity & Disabilities Unit 

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

Advice regarding equity and diversity issues, and support for students who have a 

disability or disadvantage that interferes with their learning.  Office: Ground Floor, 

John Goodsell Building; Ph: 9385 4734   

  

http://www.asb.unsw.edu.au/learningandteaching/studentservices/Pages/default.aspx
mailto:edu@unsw.edu.au
http://tinyurl.com/ASBStudentVoice
http://www.elearning.unsw.edu.au/
mailto:itservicecentre@unsw.edu.au
http://www.lc.unsw.edu.au/
http://info.library.unsw.edu.au/web/services/services.html
http://www.its.unsw.edu.au/support/support_home.html
http://www.counselling.unsw.edu.au/
http://www.studentequity.unsw.edu.au/
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10. COURSE SCHEDULE 

As this course is a combined all-in-one lecture/tutorial format, each week will start with 

a short time for questions from the previous week or the suggested reading.  

If time permits, we can discuss any topics of relevance on the advertising industry from 

the advertising magazines, press and online sites over the past week.  

All the suggested reading as preparation for the coming weeks‟ lectures is from 

Advertising Principles and Practice by Wells, Spence-Stone, Moriarty, Burnett. 

 

Week 1: Wednesday 9 March  -  The Advertising Business and Effective Advertising 

Reading to prepare for the week: 

Chapter 1 Introduction to advertising 

Chapter 2 Advertising‟s role in marketing 

Chapter 3  Regulation and ethics of advertising 

Sessions 1 & 2 – Martin Salkild 

 Introductions and admin 

 Review weekly content 

 The difference between marketing, advertising and sales promotion 

 What makes a good and a bad ad and how do we critique them? 

 Ethics in advertising 

 Outline of Assignments 1 and 2 

 

 

Week 2: Wednesday 16 March  -  Promotion Marketing and Advertising Strategy 

Reading to prepare for the week: 

Chapter 15 Integration and other forms of promotion 

Chapter 4 How advertising works 

Chapter 5 Defining audiences for advertising 

Chapter 6 Strategic research in advertising 

Chapter 7 Advertising strategy and planning 

Session 1: Connecting brands to customers 

Mike Da Silva: CEO, MDSA Promotion Marketing 

Session 2: Creative strategy, knowing the brand and finding the insight 

Steve Sheppard: Principal, Brand Story 
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Week 3: Wednesday 23 March  -  Creative and Direct Marketing 

Reading to prepare for the week: 

 Chapter 12 The creative side of advertising strategy 

 Chapter 13 Copywriting 

 Chapter 14 Art direction and production 

Session 1: How to create persuasive advertising 

Jane Caro: Creative Director, Author, Broadcaster 

Session 2: Direct marketing in a digital world 

Malcolm Auld: Principal, Malcolm Auld Direct 

 

 

Week 4: Wednesday 30 March  -  What’s New and The Digital Landscape 

Reading to prepare for the week: 

Chapter 8 Print and out-of-home media 

Chapter 9 Broadcast media 

Chapter 10 Interactive and digital media 

Chapter 11 Media strategy, planning and buying 

Session 1: “Be ready to bend” 

Gual Barwell, Asia Pacific Director, Contagious Magazine 

Session 2: Using internet advertising help build brands 

Kerry Field: Director, MindShare Interaction 

 

 

Week 5 Wednesday 6 April  -  Research and Agency Relationships 

Session 1: Research and the creative process 

Neil Doyle: Principal, DeltaMV Knowledge Solutions 

Session 2: What makes client/agency relationships work well and go wrong 

Richard Goodrich: Principal, Aprais 

 

 

Week 6 Wednesday 13 April  -  Agency Presentations 

And hand in your written report by Wednesday 27 April 

 


