MASTER COURSE DESCRIPTION

DAYTONA BEACH COMMUNITY COLLEGE

GRA 1171 Advertising Design

COURSE DESCRIPTION:

A study of the principles & psychology of advertising design, campaigns & layout in areas of print, outdoor, point-of-purchase, direct response & television.  Emphasis is on original concept.  Effective techniques and presentation through text, typography, illustration and photography are investigated.  (Prerequisite:  GRA 1202. Corequisite: GRA 2545).  Class materials fee:  $20. SP
CREDIT HOURS:  3 Semester Hours


DEGREE:  
A.S. and A.A.S.

CONTACT HOURS:
45 Hours Lecture

INSTRUCTIONAL METHOD:
Lecture/Demonstration/Critique/Production Assistant

MAJOR LEARNING OUTCOMES:

The student will be able to:

1. Produce accurate and representational renderings of ideas, subjects and layouts using markers, copies and scans.

2. Produce logical and sequential storyboards for television commercials.

3. Produce mock-ups for signage, direct response items, packaging and point-of-purchase displays.

4. Use a range of pictorial, text and typographical devices and methods to organize and manipulate space to convey the appropriate message.

5. Demonstrate an ability to distinguish between and appropriately choose from various advertising methods, mediums and strategies.

6. Apply the design process to development of original advertising concepts and layouts.

7. Create advertising campaigns around concepts in response to a design brief.

8. Demonstrate knowledge of the elements and components of an advertisement.

9. Demonstrate an understanding of the roles of (and within) a creative team.

10. Demonstrate an understanding of creative expression and approaches.

COURSE OUTLINE:

I.  
Types of Ads

A. Print (Newspaper, Magazine, Direct Mail, Posters, Outdoor Display)

B. Broadcast (Radio, Television)

II.
History

A. Early Forms and Evolution

B. Contemporary Trends

III.
Elements of Ads

A. Visual (Image)

1. Photography

2. Illustration

3. Graphics

4. Typography

5. Combination

B. Line (Headline/Message)

C. Body Copy (Narrative)

D. Call to Action (Claim/Tagline/Slogan)

IV.
Components of Ads

A. Strategy

1. Research

2. Audience

3. Competition

4. Problem

B. Concept

1. Creative Solution

2. Foundation of Message

C. Visual/Verbal Strategy

1. Copy

2. Design

V.
Basic Copywriting

A. Language (Simple/Conversational)

B. Line Breaks

C. Message

D. Spelling/Grammar

E. Length

F. Unification – Concept/Writing Style

VI.
Design

A. Visual Hierarchy

B. Principles of Design

C. Experimentation with Layout

D. Presentation

VII.
Storyboard Production

A. Sequence

B. Establishing Point of View and Specific (Key) Frames

C. Defining Action

VIII.
Creative Team

A. CD

B. AD

C. Copy Writer

D. Designer

E. Production Artist

IX.
Campaign

A. Series Sharing

B. Strategy/Concept/Design/Spirit/Style/Claim

X.
Techniques and Materials

A. Thumbnails, Roughs – Presentation

B. Comprehensives

1. Marker/Copies/Scans

C. Selecting and Using Visuals

D. Building Mock-Ups

E. Refinements

F. Final Present & Evaluation

XI.
Design Process

A. Research

B. Parameters

C. Thumbnails/Roughs/Comps

D. Presentation

E. Production

F. Implementation
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