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	BA (HONS) CREATIVE ADVERTISING
	Year 1, Semester 1

	MODULE: Copy and Type
	LECTURER: Martin Bush

	Copywriting for Broadcast (Brief 4 of 4)




Introduction 
In contemporary communication writing for broadcast can now mean many things. It could be writing a TV commercial, a web film, a pre-roll, a live broadcast, a promotional video, a brand film or a corporate video to name but a few. Writing for visual media can sometimes seem like a contradiction of terms. How can you write for something that is visual? Well, ask any screenwriter, playwright or scriptwriter and you’ll get your answer!
Every broadcast concept starts with an idea and writing is the quickest and most effective way to bring it to life. It is also the quickest way to update and amend your idea before incurring any expensive, and potentially prohibitive production costs.

Brief
This brief is a creative writing task. You are asked to create a written narrative that could be turned into a TV commercial for a brand of your choice. The story should rely on no voiceover or dialogue, but it can have a written or spoken strapline at the end of the story if you wish. When you produce your narrative you should not rely on any physical visuals to explain your idea. Everything you communicate should be done through words alone. Think about how you can use words creatively to express the content. This will most likely involve describing visual elements and sounds rather than showing them or playing them. Your final written piece needs to be approximately 500 words in length (one side of A4).

Getting started 

The following examples should provide inspiration and are a good starting point:

Levi’s - Twist	
https://www.youtube.com/watch?v=kLriKhyHKOo

Premier Inn - Wake Up Wonderful 
https://www.youtube.com/watch?v=l5khXeob3Vk

John Lewis - Tiny Dancer
https://www.youtube.com/watch?v=YqgoUWPx4eE

Samsung - Ostrich
https://www.youtube.com/watch?v=H7ezU9MzaUE

Do some research to find more examples and try to analyse the techniques they use to progress the story without using dialogue or voiceovers. You could even try writing out these stories yourself for practice. Music often plays a big part so be sure to suggest your chosen soundtrack if that is something you want to use.


Schedule 

Monday 22nd November – Briefing.
Monday 29th November – Storytelling lecture
Monday 6th December – Tutorials and help available with your work in progress.
Monday 10th January – Summative deadline at 10am.


For this specific assignment: 
• Create and present a written narrative that could be turned into a TV commercial for a brand of your choice. It must be at least 500 words in length. You should use this exercise to display the quality of your idea and your ability to express the details with copy. Remember, in essence this is a storytelling exercise.

• All research, preparatory creative work, conceptual development and draft copy must be included as part of your visual diary which will be assessed at the end of the module.

• Write a short rationale explaining your project, as well as your thoughts on how well you feel this project has gone, and any reflections on what aspects of your processes that may be useful in the future.


For assessment the overall work required will be: 
[bookmark: _GoBack]For the copywriting module you will need to submit ONE complete file/folder/workbook or digital file or link that contains ALL of the work for the projects that have been set during the lectures and the four specific module briefs you have been set to work on. For reference these are the National Waterfront Museum copy only 6 sheet, Wales Blog Brief, the Rap Brief and this Broadcast Brief. At the end of each brief you would have also been asked to present your work. Hand-in date for the final completed digital submission is Monday 10th January 2022. This is a summative deadline. Any submission made after 10.00am will be capped at 40% unless you have successfully applied for extenuating circumstances. After 1 week submissions cannot be accepted.
Next steps:
Get started on initial ideas and develop your narrative and be ready to share it with the group. Begin by selecting the brand that you want to use and think about how you can communicate its’ brand values to your target audience. You then need to develop your narrative through your creative copywriting.

Summative deadline for the Copywriting Module is – 10/01/22 at 10.00am
ALL WORK FOR THIS MODULE NEEDS TO BE SENT DIGITALLY TO ME BY THIS TIME AND DATE. THIS INCLUDES ALL PREPARATORY WORK, DEVELOPMENT AND FINAL WRITTEN PIECES.
For Learning Outcomes, Summative Deadline and Assessment Criteria see full module brief on moodle.
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