	Module Code
	ADDA4022

	Title
	Ways of Thinking

	Date
	20/05/2019
	Level
	4
	Credits
	10

	Pre-Requisites
	




AIM(S)
· To provide students with an introduction to the historical and contemporary contexts of cultural artefact and image production and to key ideas, artists, designers, ideologies, movements, philosophies and philosophers surrounding such production.

LEARNING OUTCOMES

Upon the successful completion of this module, the student should be able to:
· identify and discuss a diversity of approaches to understanding elements of cultural endeavour and apply a range of critical theories to their analysis;

· articulate and communicate their ideas by making reference to academic sources and employing appropriate citation and referencing conventions.

INDICATIVE CONTENT
· 19th and 20th century theorists and practitioners. 
· 21st century theorists and practitioners.
· Visual aesthetics. 
· Ideologies.
· Visual Cultures.
· Research practices.
· Writing practices.
· Writing conventions.

Study Time Allocation

The study time for the module is divided as follows:
	Activity type
	Hours
	Percentage

	Scheduled learning
	24
	24

	Independent learning
	76
	76

	Placement learning
	
	

	TOTAL
	100
	100%



ASSESSMENT

Assessment Component 1
(Tick one)
	☐	Written exam
	☒	Coursework
	☐	Practical



	Mode of assessment
	Volume
	Weighting

	Assignment
	1500 words or equivalent
	100%



Assessment Summary
	Activity type
	Percentage

	Written exam
	

	Coursework
	100%

	Practical
	

	TOTAL
	100%



READING LIST
	Module Code
	ADDA4022

	Module Title
	Ways of Thinking

	Classification
	Reading List Entry
	Electronig*

	Essential
	Barthes, R. (1997) Death of the Author in Image, Music, Text. London: Fontana Press. 
	☐

	Essential
	Benjamin, W. (1935) The work of Art in the Age of Mechanical Reproduction. In: Illuminations, edited by Hannah Arendt, translated by Harry Zohn, from the 1935 essay. New York: Schocken Books. 
	☐

	Essential
	Berger, J. (1972) Ways of Seeing. London: Penguin
	☐

	Essential
	Debord, G. (1967) Society of the Spectacle. London: Rebel Books 
	☐

	Essential
	Fontcuberta, J. (2014) Pandora's Camera. London: Mack Books
	☐

	Further
	Barry, P (2017) Beginning Theory: An Introduction to Literary and Cultural Theory, Sections on Postmodernism. 
	☐

	Further
	Sharples, I. (1998) How We Write: Writing as Creative Design. London: Routledge. 
	☐

	Further
	Tonfini, G. (2000), Writing as a Visual Art. Abridged by James Richardson. Exeter: The Scarecrow Press.
	☐

	Further
	Williams, R (2014) Keywords A Vocabulary of Culture and Society. London: Fourth Estate.
	☐

	Further
	Szeman & Kaposy. (2010) Cultural Theory: An Anthology. Oxford: Wiley-Blackwell
	☐


	Further
	The Journal of Writing in Creative Practice
	☒


	Further
	Photography & Culture Journal
	☐


	Further
	Visual Communication Journal
	☐




	Module Code
	ADVA4003

	Title
	Advertising Environment

	Date
	05/05/2021
	Level
	4
	Credits
	20

	Pre-Requisites
	None




AIM(S)
· To facilitate effective solutions in terms of campaign development and evaluation thereby enabling students to identify a variety of media platforms in the advertising environment with consideration to the advertising message and ethics.
· To enable students to identify and generate advertising communication outcomes as part of the marketing mix.

LEARNING OUTCOMES

Upon the successful completion of this module, the student should be able to:

· Demonstrate proficiency in the implementation and the formulation of the advertising message.
· Demonstrate understanding of the relative merits and demerits of a range of advertising media for use within the marketing mix
· Design an advertising campaign via an appropriate and considered visual means recognising ethical consideration of ‘the message’.

INDICATIVE CONTENT
· Forces in the marketing environment and consumer trends.
· Advertising as part of the marketing mix.
· Designing and implementing advertising strategies.
· Determining the merits and demerits of advertising media.
· Message formation and creative appeal.
· Campaign objectives and evaluation.
· Ethics and the codes of practice. 
· Sustainable development in the context of the advertising environment.



Study Time Allocation

The study time for the module is divided as follows:

	Activity type
	Hours
	Percentage

	Scheduled learning
	48
	24%

	Independent learning
	152
	76%

	Placement learning
	
	

	TOTAL
	200
	100%



ASSESSMENT
1. 
Assessment Component 1
(Tick one)
	☐	Written exam
	☒	Coursework
	☐	Practical



	Mode of assessment
	Volume
	Weighting

	Portfolio of work
	3,000 word equivalent
	100%




Assessment Summary
	Activity type
	Percentage

	Written exam
	

	Coursework
	100%

	Practical
	

	TOTAL
	100%




INDICATIVE READING LIST

	Module Code
	ADVA4003

	Module Title
	Advertising Environment

	Classification
	Reading List entry
	Electronic*

	Essential
	Muller, G. (2015) Advertising in the OOH Zone: A Guide to Out of Home Media Strategy, Kindle Edition.
	☒


	Essential
	Portella, A. (2016) Visual Pollution: Advertising, Signage and Environmental Quality (Design and the Built Environment), London: Routledge.
	☒


	Essential
	Saucet, M. (2015) Street Marketing (TM): The Future of Guerrilla Marketing and Buzz, California: Praeger Publishers Inc.
	☒

	Further 
	Muhammad, A. M. (2017) Emerging Out of Home Advertising: Out of Home Advertising, Latvia: Lambert Academic Publishing.
	☒


	Further
	Akahisa, G. (2020) The Effects of Covid-19 to Advertising: An e-book that compiles the effects of the Covid-19 outbreak in 2020 on the advertising industry, Kindle Edition.
	☒

	Further
	Bernstein, D. (2014) Advertising Outdoors: Watch this Space! London: Phaidon Press.
	☐


	Further
	Hegarty, J. (2014) Hegarty on Creativity: There Are No Rules, London: Thames and Hudson
	☒


	Further
	Lucas, G. (2011) Guerrilla Advertising 2: Unconventional Brand Communication, London: Laurence King Publishing Ltd.
	☐


	Further
	Williams, A. (2017) Master of Philosophy. Ambient Advertising, Swansea: University of Wales Trinity Saint David 
	☐


	Further
	www.creativereview.co.uk 
	☒

	Further
	www.designweek.co.uk 
	 

	Further
	www.thedrum.com 
	☒

	Further
	www.campaignlive.co.uk 
	☒

	Further
	www.graphis.com  
	☒

	Further
	www.canneslions.com 
	☒

	Further
	Journal of Strategy Marketing
	☒

	Further
	www.adage.com 
	☒

	Further
	www.asa.org.uk 
	☒

	Further
	www.oohinternational.co.uk 
	☒

	Further
	https://oceanoutdoor.com/ 
	☒

	Further
	https://www.jcdecaux.com/ 
	 

	Further
	www.clearchannel.co.uk 
	☒

	Further
	www.economist.com  
	☒

	Further
	www.mad.co.uk  
	☒

	Further
	www.marketingweek.co.uk 
	☒

	Further
	www.oohinternational.co.uk 
	☒

	Further
	www.ipa.co.uk  
	☒

	Further
	www.lovethework.com 
	☒





