Annual Assessment Report AY23-24

ADVERTISING MAJOR AND MINOR
(Aggregate Report)

I. LOGISTICS

Contact person: Marthinus JC van Loggerenberg, Program Director
(mvanloggerenberg@usfca.edu)

This report is an aggregate report for the Major and Minor.

No revisions have been made to the major or minor curricular maps.

The course used for the Major assessment: ADVT 302 Innovation in Advertising. Area:
(2) Problem Solving, and (D) Developing (see red circle on page 2).

. The course used for the Minor assessment: also ADVT 302 Innovation in Advertising.
Area: Secondary PLO - (3) Problem Solving, and (D) Developing (see red circle on page
3).

. ADVT 302 Innovation in Advertising is presented every fall semester in the Advertising
Program, BA in Advertising degree, and is open to all Advertising majors and minors
who have passed ADVT 201 Fundamentals of Creative Strategy with at least a C-minus.

This report is for ADVT 302 presented in the Fall of 2023.
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[l. MISSION STATEMENT & PROGRAM LEARNING OUTCOMES

1. No changes were made to the program mission statement since the last assessment
cycle. The mission statement thus remained the same for both the major and minor.

Major and minor mission statement:

Stand out amongst our peers as an Adverting program that instills a strong sense of social
justice and responsibility in our students while equipping them with the theory, tools and
experiences necessary to build rewarding futures.

2. No changes were made to the program learning outcomes (PLOs) since the last
assessment cycle, and thus remained the same for both the major and minor.

Major PLOs:
Program 1. Critical 2. Problem 3. Industry 4. Social 5. Teamwork 6.
Learning Goals thinking analysis & knowledge justice Communication
problem
solving
PLOs Independently Apply Describe key Evaluate the Work Articulate a clear
critique academic and industry contextual collaboratively message and
advertising industry players and ethical with diverse effectively adapt
briefs, creative theories and trends and use | implications of team it for a specific
work and tools to frame, agency tools, advertising, members, target audience
communication | analyze, and processes and | and engage in recognizing
strategies creatively protocols advertising and negotiating
solve real- practices that individual
world are differences and
problems professional, strengths, to
socially solve problems
responsible and deliver
and in the solutions
mutual
interests of
organizations
and
communities
Minor PLOs:
PRIMARY PLOs SECONDARY PLOs
Program 1. Industry 2. Critical 3. Problem 4. 5. Social justice 6. Teamwork
Learning Goals knowledge thinking solving Communication
PLOs Describe key Independently Apply Articulate a Evaluate the Work
industry players | critique academic and clear message | contextual collaboratively
and trends and . industry and effectively | ethical with diverse
advertising . h ) e
use agency ) . theories and adapt it fora implications of team
tools, briefs, creative | {505 to frame, specific target advertising, and | members,
processes and work and analyze, and audience engage in recognizing
protocols communication creatively solve advertising and negotiating
strategies real-world practices that individual
problems are differences and

professional,
socially
responsible and
in the mutual
interests of
organizations
and
communities

strengths, to
solve problems
and deliver
solutions




3. The particular PLO assessed for academic year 2023-2024:
PROBLEM SOLVING — DEVELOPING

PLO descriptor: Apply academic industry theories and tools to frame, analyze, and
creative solve real-world problems.

1. METHODOLOGY

ADVT 302 Innovation in Advertising course description:

“The boundaries that once defined advertising and communication have shifted radically due to
rapid changes in the technological and cultural landscapes. This course will challenge the
common perception of what an "ad" can be and explore unique approaches to advertising,
marketing and communications that incorporate disruptive thinking in areas as diverse as
consumer experience, product development, technology and culture.”

Assessment 4 is the annual “Individual Shark-tank Style Ad Pitch”, where students “develop an
idea for an ad concept that you will pitch to the class as an individual in a Shark-tank style
format.” The relevant course learning outcome: “Present a variety of creative and innovative
work for use in a portfolio.”

The official brief, that follows, directly speaks to the student solving a problem (or creative
problem solving) by means of not only developing an original and innovative ad for a product,
and in most instances, students pitch original products and services they see could solve a real-
world problem. This pitch process exactly mimics how students would solve advertising
challenges in the real world and to pitch their solution, i.e., an innovative advertising campaign.

“Individual Ad Pitch (15% of annual grade)

You are a designer, copywriter, strategist or entrepreneur and need to pitch an idea or concept
for an ad or campaign to a new client. Develop your idea and pitch it to the class in a 10-minute
presentation. This assignment is designed to help you show all of who you are to a potential
employer/client in a way that makes you stand out above the rest so that you will be hired or
obtain the advertising contract.

Pretend you are pitching to a panel of judges like on Shark Tank.

Except that instead of pitching a product, you are pitching an ad for a product. The product may
be anything you choose; however, you must pitch a very innovative ad solution and tell us
why you believe it is innovative.

You will be presenting to the class in class.

Shark Tank example:
https://www.youtube.com/watch?v=WpPhs70ipzQ”



https://abc.com/shows/shark-tank
https://www.youtube.com/watch?v=WpPhs7OipzQ

IV. RESULTS & FINDINGS

Results:

Majors

Student 1 78 C+
Student 2 75 C
Student 3 84 B
Student 4 65 D
Student 5 85 B
Student 6 94 A
Student 7 95 A
Student 8 95 A
Student 9 91 A-
Student 10 92 A-
Student 11 93 A
Av 86

Minors

Student 1 90 A-
Student 2 95 A
Student 3 96 A
Av 94

Class av 88 B+

Only one professor teaches the class, and does all the grading.

Majors results

The Majors in the class had an average of 86%. The distribution is as follows:

Showed
introductory level
competence in
communication
A+ & A

Showed
introductory level
competence in
communication in
most parts
A-, B+, B & B-

Showed
introductory level
competence in
communication in
some parts
C+,C, C-, D+

Did not show
introductory level
competence in
communication
D,D-and F

4
(out of 11 = 36%)

4
(out of 11 = 36%)

2
(out of 11 = 18%)

1
(out of 11 =10%)




Findings:
This data indicates that 72% of Advertising majors showed competence or competence in most
parts, 18% showed competence in some parts, and 10% did not show enough competence.

Minors results

The Minors in the class had an average of 94%. The distribution is as follows:

Showed Showed Showed Did not show
introductory level introductory level introductory level introductory level

competence in competence in competence in competence in
communication communication in communication in communication

A+ & A most parts some parts D,D-and F

A-, B+, B & B- C+,C, C-, D+
2 1 0 0
(out of 3 =67%) (out of 3 =33%)
Findings:

This data indicates that 100% of Advertising minors showed competence or competence in
most parts.
Overall results

The class (in totality) had an acceptable B+ average of 88%. The distribution is as follows:

Showed Showed Showed Did not show
introductory level introductory level introductory level introductory level
competence in competence in competence in competence in
communication communication in communication in communication
overall most parts some parts D,D-and F
A+ & A A-, B+, B & B- C+,C, C-, D+
6 5 2 1
(out of 14 =43%) (out of 14 = 36%) (out of 14 = 14%) (outof 14 =7%)
Findings:

This data indicates that 79% of Advertising showed competence or competence in most parts,
14% showing competence in some parts, and 7% a lack of competence.

V. CLOSING THE LOOP

Based on the results, no changes or modifications are needed to achieve the desired level of
competence in the assessed outcome of Problem Solving: Developing, for majors and minors.
The professor is a highly acclaimed industry professional, as much as an adjunct professor in
USF’s Advertising Program for over 10 years, and the assessment is spot on for assessing how
problems can be solved in industry by means of innovative advertising.



