Annual Assessment Report AY24-25
ADVERTISING MAJOR AND MINOR

I. LOGISTICS

1. Contact person: Marthinus JC van Loggerenberg, Program Director
(mvanloggerenberg@usfca.edu)
2. This report is an aggregate report for the Major and Minor.
3. No revisions have been made to the major or minor curricular maps.
e The course used for the Major assessment has two red circles ... ADVT 302
Innovation in Advertising, and we’ll be looking at Social Justice: Developing

(D)
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The project in question, to evaluate the level of the students’ “developing

capabilities”, qualifies as “developing” within the realm of Social Justice, as this
area was explored not only in theory but also through practical application.
Students engaged in active research and presented a strategic pitch to a
nonprofit organization dedicated to social justice and community empowerment
in the Bay Area. The challenge centered on a profound understanding of social
justice and community support, including raising awareness and developing
actionable fundraising strategies, supported by a comprehensive marketing and
advertising plan designed to strengthen brand equity and long-term sustainability.

The next two pages show the entire major and minor flow of courses and PLOs - just for
reference to show where it fits in.

Note: ADVT 201 Fundamentals of Creative Strategy is a prerequisite for ADVT 302 Innovation
in Advertising, which is a higher-level and more developmental/ application-based course.
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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 in November 2024. 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 in November 2024, 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 2024-2025:
e Major PLO being assessed: Social justice (D = Developing)
¢ Minor PLO (secondary PLO) being assessed: Social justice (D = Developing)

Social Justice: To “Evaluate the contextual ethical implications of advertising, and engage in
advertising practices that are professional, socially responsible and in the mutual interests of
organizations and communities.”

1. METHODOLOGY

ADVT 302 Innovation and Advertising is a higher-level elective offered every Fall semester,
presented by Prof. Susan Barnes, an industry professional who has taught in the Advertising
Program for more than a decade.

The course description for ADVT 302 reads:

“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.”

BOSS - Building Opportunities for Self-Sufficiency, a non-profit based in Oakland:
https://www.self-sufficiency.org/. Their mission is to help homeless, poor, and disabled
people achieve health and self-sufficiency, and to fight against the root causes of poverty
and homelessness. Students worked for a couple of weeks to solve a brand challenge for
them:
- Raise brand awareness and to educate the target audiences about BOSS
- Suggest an original and innovative fundraising strategy, in particular, focused on
their digital assets yet not excluding alternative brand contact points
- Suggest a media plan based on a given budget (seeding money of $1,000 was
supplied by an Oakland law firm: Gwilliam, Ivary, Chiosso, Cavalli & Brewer, APC).

Herewith the grading rubric for the project:

Objective 15%
Target Audience 15%
Strategy 20%
Execution 20%
Media/Materials Used 15%
Results Attained/Projected 5%

Professionalism 10%
Overall 100%

This project ran in Fall 2024. It counted for 50% of the final grade, and included primarily the
Course Learning Outcome of identifying needs, evaluating ideas, and effectively solving
problems.

There were 19 majors and 6 minors in the class, totaling 25 students.


https://www.self-sufficiency.org/

IV. RESULTS & FINDINGS

Results:

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

Majors results

The Majors in the class had an average of 85%. The distribution is as follows:

Showed
“developing” level
competence in
Social Justice

Showed
“developing” level
competence in
Social Justice in

Showed
“developing” level
competence in
Social Justice in

Did not show
“developing” level
competence in
Social Justice

A+ & A most parts some parts D,D-and F
A-, B+, B & B- C+,C,C-, D+
3 students (of 19 = 13 students (of 19 = 1 student (of 19 = 2 students (of 19 =
15.8%) 68%) 5.5%) 10.7%)
Findings:

This data indicates that 83.8% of Advertising majors showed competence, or competence in
most parts, in “developing” Social Justice, 5.5% showed competence in some parts, and 10.7%
did not show enough competence.

Minors results

The Minors in the class had an average of 85%. The distribution is as follows:

Showed
“developing” level
competence in
Social Justice

Showed
“developing” level
competence in
Social Justice in

Showed
“developing” level
competence in
Social Justice in

Did not show
“developing” level
competence in
Social Justice

A+ & A most parts some parts D,D-and F
A-, B+, B & B- C+,C, C-, D+
1 student (of 6 = 4 students (of 6 = 0 1 student (of 6 =
16.65%) 66.7%) 16.65%)
Findings:

This data indicates that 83.35% of Advertising minors showed competence, or competence in
most parts, in “developing” Social Justice, where 16.65% did not show competence.




Overall results

The class (in totality) had an acceptable B average of 85%. The distribution is as follows:

Showed
“developing” level
competence in
Social Justice

Showed
“developing” level
competence in
Social Justice in

Showed
“developing” level
competence in
Social Justice in

Did not show
“developing” level
competence in
Social Justice

A+ & A most parts some parts D,D-and F
A-, B+, B & B- C+,C,C-, D+
4 students (of 25 = 17 students (of 25 = | 1 student (of 25 =4%) | 3 students (of 25 =
16%) 68%) 12%)
Findings:

This data indicates that 84% of Advertising showed competence, or competence in most parts,
in “developing” Social Justice, 4% showed competence in some parts, and 12% did not show

enough competence.

V. CLOSING THE LOOP

Based on the assessment results, no modifications are required to maintain the desired level of

competence in the outcome area of developmental social justice immersion within

advertising campaigns. This outcome applies equally to both Advertising Majors and Minors.

While the sample size for Minors was smaller, the consistency in performance across both

groups is notable—each achieving an average score of approximately 85%, corresponding to a

solid B level of proficiency.




