UNIVERSITY OF | College of Arts
SAN FRANCISCO | and Sciences

ADVERTISING MAJOR

ASSESSMENT REPORT
ACADEMIC YEAR 2018 - 2019
REPORT DUE DATE: Nov 1, 2019

Who should submit the report? — All majors, minors (including interdisciplinary minors),
graduate and non-degree granting certificate programs of the College of Arts and
Sciences. Programs can combine assessment reports for a major and a minor program
into one aggregate report as long as the mission statements, program learning outcome(s)
evaluated, methodology applied to each, and the results are clearly delineated.

Note: Dear Colleagues: In an effort to produce a more streamlined and less repetitive assessment report
format, we are piloting this modified template for the present annual assessment cycle. We are requesting
an assessment report that would not exceed eight pages of text. Supporting materials may be appended. We

will be soliciting your feedback on the report as we attempt to make it more user-friendly.

Some useful contacts:

1. Prof. Alexandra Amati, FDCD, Arts — adamati@usfca.edu

Prof. John Lendvay, FDCD, Sciences — [endvay@usfca.edu

Prof. Mark Meritt, FDCD, Humanities — meritt@usfca.edu

Prof. Michael Jonas, FDCD, Social Sciences — mrjonas@usfca.edu

Prof. Suparna Chakraborty, AD Academic Effectiveness — schakraborty2 @usfca.edu
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Ms. Corie Schwabenland, Academic Data & Assessment Specialist- ceschwabenland@usfca.edu

Academic Effectiveness Annual Assessment Resource Page:

https:/myusf.usfca.edu/arts-sciences/faculty-resources/academic-effectiveness/assessment

Email to submit the report: assessment cas@usfca.edu

Important: Please write the name of your program or department in the subject line.
For example: FineArts_Major (if you decide to submit a separate report for major and

minor); FineArts_Aggregate (when submitting an aggregate report)
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l. LOGISTICS & PROGRAM LEARNING OUTCOMES

1. Please indicate the name and email of the program contact person to whom feedback should be

sent (usually Chair, Program Director, or Faculty Assessment Coordinator).

Kate Charlton

kcharlton@usfca.edu

Advertising Program Director

2. Were any changes made to the program mission statement since the last assessment cycle in
October 20172 Kindly state “Yes” or “No.” Please provide the current mission statement below.
If you are submitting an aggregate report, please provide the current mission statements of both

the major and the minor program.

No. The mission statement remained the same:

“Stand out amongst our peers as an Advertising 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.”
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3. Were any changes made to the program learning outcomes (PLOs) since the last assessment cycle
in October 2017? Kindly state “Yes” or “No.” Please provide the current PLOs below. If you are
submitting an aggregate report, please provide the current PLOs for both the major and the minor
programs.

Note: Major revisions in the program learning outcomes need to go through the College

Curriculum Committee (contact: Professor Joshua Gamson, gamson@usfca.edu). Minor editorial

changes are not required to go through the College Curriculum Committee.

No — the program learning outcomes remained the same:

ADVERTISING (ADVT) MAJOR PROGRAM LEARNING GOALS AND OUTCOMES

1. Critical thinking

2. Problem analysis &
problem solving

5. Social justice

5. Teamwork

2. Communication

Independently critique
advertising briefs, creative
work and communication

Apply academic and industry
theories and tools to frame,
analyse, and creatively solve

3. Industry knowledge L

Describe key industry players
and trends and use agency
tools, processes and protocols|

Evaluate the contextual ethicall
- of o

‘Work with

and engage in advertising

diverse team members,

practices that are
socially responsible and in the

individual differences and

Articulate a clear message
and effectively adapt it for a
specific target audience

strategies real-world problems mutual interests of strengths, to solve problems
organizations and and deliver solutions
communities
I= vi I= i I = Introductory; I'= Introductory; I'= Introductory; I'= Introductory;
KEY D = Developing; D = Developing; D = Developing; D = Developing; D = Developing; D = Developing;
M = Mastery M = Mastery. M = Mastery. M = Mastery. M = Mastery M = Mastery

Students reflect on and
analyze their attitudes, beliefs,
values, and assumptions
[about diverse communities
and cultures and contribute to
the common good.

M | M

Students explain and apply
disciplinary concepts,
practices, and ethics of their
chosen acadenic discipline in
diverse communities.

Students construct, interpret,
analyze, and evaluate
information and ideas derived
from a muttitude of sources.

Students communicate
effectively in written and oral
forms to interact within their
personal and professional
lcommunities.

Students use technology to
access and communicate
information in their personal
and professional lives.

Students use multiple
Imethods of inquiry and

research processes to answer
| questions and solve problems.

INSTITUTIONAL LEARNING OUTCOMES

|Students describe, analyze,
and evaluate global
interconnectedness in social,
[economic, environmental and
political systems that shape
aiverse groups within the San
Francisco Bay Area and the

world.

4. Which particular Program Learning Outcome(s) did you assess for the academic year 2017-2018?

Apply academic and industry theories and tools to frame, analyze, and

2. Problem solving .
creatively solve real-world problems
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1. METHODOLOGY

Describe the methodology that you used to assess the PLO(s).

For example, “the department used questions that were inputted in the final examination
pertaining directly to the <said PLO>. An independent group of faculty (not teaching the course)
then evaluated the responses to the questions and gave the students a grade for responses to those
questions.”

Important Note — WSCUC advises us to use “direct methods” which relate to a direct evaluation of

a student work product. “Indirect methods” like exit interviews or student surveys can be used only
as additional | complements to a direct method.

For any program with fewer than 10 students: If you currently have fewer than 10 students in your

program (rendering your statistical analysis biased due to too few data points), it is fine to describe
a multi-year data collection strategy here. It would be important to remember that every 3 years,
we would expect you to have enough data to conduct a meaningful analysis.

Important: Please attach, at the end of this report, a copy of the rubric used for assessment.

The final project was a submission for a national student advertising competition. The 5

criteria they were judged against were (1) Research, (2) Consumer insights and strategy,

(3) creative, (4) media planning, (5) Measurement and evaluation (6) Overall Presentation

The project involved students working in teams of 5, simulating agency life, and using

tools learned in this class as well as across the major to effectively problem solve a client

brief.

Their final project allowed them to demonstrate their ability to use and apply

theories and tools in order solve the competition’s brief. Each of the criteria were weighed

according to the national completion, again in line with industry. Criteria 1 was worth

15%, Criteria 2 was worth 20%, Criteria 3 was worth 30% Criteria 4 was worth 15%,

criteria

FINAL PLAN BOOK GRADE

H&N
G3
Maslow

5 was worth 10% and criteria 6 was worth  10%.

Research 0.15 Consumer 0.2 Creative 0.3 Media 0.15 Measurement 0.1 Quality 0.1 Total
9.5 1.425 9.75 1.95 9.5 2.85 9.5 1.425 8 0.8 10 1 95%
9.5 1.425 9.5 1.9 9 2.7 5 0.75 8.5 0.85 9 0.9 85%
9.5 1.425 10 2 9 2.7 9 155! 9 0.9 9.5 0.95 93%

Research 15 10 Exceptional

Consumer insights and strategy 20 8to9 Good to very good

Creative 30 6 to 7 Average

Media planning, scheduling and budget 15 4to5 Deficient

Measurement and evaluation planning 10 1to 3 Unacceptable

Overall quality of the presentation 10
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Once team criteria was totaled, participation for each individual was determined by
having each member of each team ‘pay’ (aka assess participation points), as you would
in real life, according to each members contribution by distributing $2000 across the
team. This could impact an individual’s team score either by increasing or decreasing

the overall team grade by 20% up to a maximum of 100% or a base of 0%.

Agency: G3
Member1  Member2 Member3 Member4 Member5
Member 1 700 700 600 0
Member 2 800 500 600 100
Member 3 666 666 666 0
Member 4 750 625 625 0
Member 5 500 500 500 500
SUM 2716 2491 2325 2366 100
DIFFERENCE 716 491 325 366 -1900
TRANSLATIO 7.16 4.91 3.25 3.66 -19
85 92.16 89.91 85 88.66 66

0.15 13.824 13.4865 12.75 13.299 9.9

Agency: H&N
Member1 Member2 Member3 Member4 Member5
Member 1 500 500 500 500
Member 2 500 500 500 500
Member 3 500 500 500 500
Member 4 500 500 500 0
Member 5 500 500 500 500
SUM 200 2000 2000 2000 200
DIFFERENCE 0 0 0 0 0
TRANSLATIQ 0 0 0 0 0
95 95 95 95 95 95
0.15 14.25 14.25 14.25 14.25 14.25

Agency: Maslow
Member1 Member2 Member3 Member4 Member5

Member 1 500 500 500 500
Member 2 500 500 500 500
Member 3 500 500 500 500
Member 4 500 500 500 0
Member 5 500 500 500 500
SUM 200 2000 2000 2000 200
DIFFERENCE 0 0 0 0 0
TRANSLATIQ 0 0 0 0 0
93 93 93 93 93 93
0.15 13.95 13.95 13.95 13.95 13.95

Participation was important because it demonstrating how much each individual

was contributing to problem solving.

The final grades demonstrating each individuals’ ability to problem solve a live

advertising brief as follows:

87 B+
93 A
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5 F

91 A-
90 A-
93 A
90 A-
93 A
93 A
90 A-
94 A
93 A
90 A-
90 A-
90 A-

Il.  RESULTS & MAJOR FINDINGS

6. What are the major takeaways from your assessment exercise?

This section is for you to highlight the results of the exercise. Pertinent information here would

include:

how well students mastered the outcome at the level they were intended to,

any trends noticed over the past few assessment cycles, and

c. the levels at which students mastered the outcome based on the rubric used.

To address this, among many other options, one option is to use a table showing the

distribution, for example:

According to the PLOs and CLOs students were expected to demonstrate mastery of

problem solving based on the 5 criteria articulated.

intended

Level Percentage of Students
Complete Mastery of the outcome 40%

Mastered the outcome in most parts 46.6%

Mastered some parts of the outcome 6.66%

Did not master the outcome at the level | 6.66%
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The students’ ability to utilize and apply industry tools to solve a real brief from
industry was demonstrated to be at a very high level of mastery which is expected
at the capstone level. We are confident that our students are being prepared for
what lies ahead of them and that they are able to proficiently use practical

industry tools we have taught them to solve industry problems.

IV.  CLOSING THE LOOP

7. Based on your results, what changes/modifications are you planning in order to achieve the
desired level of mastery in the assessed learning outcome? This section could also address more
long-term planning that your department/program is considering and does not require that any

changes need to be implemented in the next academic year itself.

As one of the three groups demonstrated themselves to operate in a rather dysfunctional way, more

group management and dynamic intervention tools will be added to the curriculum.

8. What were the most important suggestions/feedback from the FDCD on your last assessment
report (for academic year 2016-2017, submitted in October 2017)? How did you incorporate or

address the suggestion(s) in this report?

Mission statement: all fine

PLO’s: all fine

Methodology: direct and indirect, all fine

Results and major findings: excellent and very clear

Closing the loop: They said they were looking forward to seeing my assessment of the
new curriculum. The program has been officially launched and PLOs and CLOs are

being carefully assessed.
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ADDITIONAL MATERIALS

(Any rubrics used for assessment, relevant tables, charts and figures should be included

here)

ADVERTISING MAJOR COURSE CURRICULUM MAP

3. Industry

Course Course Learning Goals 1. Critcalthinking | 2. Problem soiving | - LS
Indopondontly | Apply academic and| _ Describe koy

critique advertising | industry theories

and tools to frame,

4.Socialjustice | 5. Teamwork | 6. Communication

Articulato a cloar

S
Course (Course Learning Outcomes mbers,

analyse, and agency tools,
[creatively solve real{ _processes and
Introductory;
Developing; | D= Developing; | D
M= Mastery M= Mastery. M= Mastery M Mastery M Mastery

nu:qnlxlllg oo
negotiati

Introductory;

Introductory; D = Developing; M = Mastery.

T Explain how sdverisig shapes consumer s, and Fiow Both have changed over]
im
2. Define key concepts (ecanoric. socoogca,potca) for understanding
consumption and consumer cuure
lnovion 5. Anabze peroming cose 1+D | | 1
- Evauate ads or ther el and Keologialimpact

ssass the consequences ofthelr v actons-—as consumers, as crics, 3 cullre-
makers, and as cizens

Soid

processing models

2. Aticulate how advertising uses these fundamental theories and models o maximize

laovio2 persuasion | | | 14D
3. Analyze the power and influence of advertising and explain how it can positively and

negatiely impact an audience

T~ Demonstate a soid understanding of the Fstory of e ounders of Stategic

plannin

2. Aniuiate the roles and gether o buid

crative campaigns

lAovrz01 5 Eran no ol o steg and  sitagc pmor D 14D | | 1+D
target, brand and

s
5. Productively coniribute to the processes invalved in designing and presenting a
campaign strateg

1. Explain the function of and roles within he creative dvision of an agency and how.
these players work together

2 and be able the work

ot g

B

v 4 Usea ramovor o crialy asess e oun ratie otk and ‘e watkofobars

5. Understa o picn'a

e e

5 oruasvelyand el prosent  creatve adrising campalg et

rossntation and document i response to a croato b

T Explain  Research Agency, ses rosearch

i an Advertisng agency and the purposes of esearch n advertsng

2. Explain why ethical advertsing research is important and how o ensure research s

conducted etncal

3. idantiy hat mako a ressarch questons strong and be able o e rasearch B

cvesions emsaves D ! ! D
Eroiana il of s and oxpan whyan pproach s beter hn acter

aranowaring parioulr ypes osearon ques

i b bas et e reosare e i e o

advertsing iated research question

lADVT208

1. Explain he ferent soca
2 Listen and d brand mentions and
3. Wite a basc socialmecta srategy and pace ads on a selecton of socal networks
4. Create appropriate content for a variety of different social media channels ! 1+D 1+D ! D D
5. Funcion as an effectve, conirbuting team mamber on the design and presentation
of a social media marketng plan that buids trust and credity winin @ communiy

lADVT301

1 Sawgealy ovkita rblems snd T new haysc dee B
2. Define key stages of the innovation process and barrers to innovation
|ADVT302 3 Distil acﬂonable insight from everyday nhsewa tions. D D | D D
w quickly developed solutions can be tested and leamed from for

roner owcome
1. Describe the varous roles inside a media agency and explain how they work
together

xplain how and why media agencies, creative agencies and clints best work
together 3. Explain why different media are used and howwhen they work best D D 14D

lAovTaos ooy
4. Analyze media sirategles and media plans, explaning how they maximize
acverting impact and exposure for a campaign and making fecommendations foriow
iney can be improved
7. Croate and adapt messages acioss mulipe medis (6. o scrpt, mobde and
iboars)

2. Discem how tone of voioe can affect the percepion of a brand
[HSAEED 3. Explain how diferent approaches to language can have different effects on an D D ! D D
audience and wite wih an awareness of a specifc audience
. Egi helework 10 late and more succinet
7. Understana Tmaximize the s Tan
executon

2 Usndlemenis suh s tpogaphy shotograhy.
ez (o cstanksned crtornttones
5 G and rcoe e foecback and ncomerat o rvisng hei work
4. riicaly for iy and compositon
[Course Learning Outcomes and contribution to the Program Learning Goals and
lAovTaso related Outcomes willvary depending on the Special Topics in Advertising course
on offer but will focus on Inroducing an Developing
[Course Learning Outcomes and contribution to the Program Learning Goals and
lAovrast related Outcomes willvary depending on the Special Topics in Creative
| Advertising course on offer but wil focus on Introducing an Developing
[Course Learning Outcomes and contribution to the Program Learning Goals and
IAovTasz related Outcomes will vary depencing on the Special Topics in Advertising
Research course onoffer_but il focus on Itroducng an Developng
7. Employ Pos o i
targeting appropriate rolesicompane
e e o (o e e G
|abvra00 e e

exi

spring 2018 [3 : o D D D 1+D D

| ADVT390 (06)) 4. Devel ence ie i ique Selling
ropetion V5P s "t minute piich

e

ustration, color and composiion D 14D | D

pe (orin-

dopin knowide of a partouir agencylorganizaton)
T (T e 2
5. Produce a urue, randed, taeled cover leior and eave-befind and thank you
b M M M D M M
. Dovelop an appropriate onine presence and communicate a ‘Uniqus Seling
peosion
e e pp e es

lADVT401

i (or advanced
mdeplh mw»euge ofs Damcu\srmve within a specifc agencylorganization)

epi koowidge st Dumcmnrmle O D
|ADVT402 Advens\ng Majom atan end of year. M M M D M
\gaging, polihed, and P

experiences
4. Add

theirgrowing

d [Hlimegaise cber BreT o Gelemine wha researc s feaufed ard lead basc
and brand research

i ordor 0 comple a suategic brf

e 2 Coviop and esmcue  group poect M M D+M M M M
pt and integrate feedback ino their strategic planning

5. Transiate strategy into a compelitive stand-alone document and ‘ptch’ presentation

T Workwith & sategic bref 1 develop an efhcal o bref campaign
2 Doveopand execie a o prictplan
a team and
[EARXE l ‘Accept and integrate feedback into their creative concepting and development M M D+M M M M
5. Traniate campaign dea into a comptiive stand-aion documen and pich

presentation
[Gourse Leaming Gutcomes and contuton 1 e Program Leaming Goas and
orctd sudy 493 ot Outcames

e

ovecad Profct 490 |24 Cemn s ST DO OO S
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