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Program PLO study program that is charged to the course
Learning -
Outcomes | Program Objectives (PO)
(PLO) PO -1 Students are able to explain the meaning of advertising and advertising components
PO -2 Students are able to understand communication approaches in advertising
PO -3 Students are able to explain theories in advertising
PO -4 Students are able to create advertising promotion media plans
PO -5 Students are able to understand advertising ethics
PLO-PO Matrix
P.O
PO-1
PO-2
PO-3
PO-4
PO-5
PO Matrix at the end of each learning stage (Sub-PO)
P.O Week
1 415 7189|1011 )12 | 13| 14| 15| 16
PO-1
PO-2
PO-3
PO-4
PO-5
Short This course is a course that aims to provide an understanding of digital advertising production as part of Communication
Course science. The discussion in this course includes an introduction to creating advertising concepts, developing ideas, creating
Description | client briefs, stages of the production process, up to the final digital advertising results that can be applied directly to real clients.
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Assessment
Weight (%)

(1)

()

(3) (4

(5) (6)

(7)

(8)

Students are able
to explain the
meaning of
advertising

Students are
able to explain
the meaning of
advertising

Form of
Assessment :
Participatory
Activities

offline
3 X 50

Material:
Students are able
to explain the
meaning of
advertising.
Reference:
Cheng, Hong.
2014. THE
HANDBOOK OF
INTERNATIONAL
ADVERTISING
RESEARCH.
Wiley Balckwell

2%

Students are able
to explain the
components of
advertising

Students are
able to explain
the components
of advertising

Form of
Assessment :
Participatory
Activities

offline
3 X 50

Material:
Students are able
to explain
knowledge of
advertising and
advertising
components.
References:
Moriarty, Sandra.
2014. Advertising
and IMC:
Principles and
Practice. Prentice
Hall.

2%

Students are able
to explain the
components of
advertising

Students
understand
brandtouchpoint

Form of
Assessment :
Participatory
Activities

offline
3X50

Material:
Students are able
to understand
brandtouchpoint
Readers:
Rodger, Shelly,
Esther Thorson.
2012. Advertising
Theory:
Routledge
Communication
Series.
Routledge. New
York.

2%

Students are able
to understand
communication
approaches in
advertising

Students are
able to
understand
communication
approaches in
advertising

Form of
Assessment :
Participatory
Activities

3 X 50

Material:
Students are able
to understand
communication
approaches in
advertising
Reference: Web,
Rick. 2015.
Starting A
Creative Firm in
The Age of Digital
Marketing
(Advertising Age).
Pallgrave
Macmillan. New
York.

3%




5 Students are able Students are offline Material: 2%
to understand able to explain | Form of 3X50 Students are able
communr:catl_on communr:catl_on Assessment : to understand
gg\%?ggi nzs n gg\eggginzs n Par_tigi_patory ) communicati_on

Activities, Project approaches in

Results advertising

Assessment / Reference: Web,

Product Rick. 2015.

Assessment Starting A
Creative Firm in
The Age of Digital
Marketing
(Advertising Age).
Pallgrave
Macmillan. New
York.

6 Students are able offline 3%
to explain theories Form of 3 X 50
in advertising Assessment

Project Results
Assessment /
Product
Assessment, Test

7 Students are able 3%
to create Form of 3 X 50
advertlt_smg di Assessment :

Slrgrr:;o lon media Project Results
Assessment /
Product
Assessment
8 UTS Students are offline Material: 30%
able to create | Form of 3X50 Students are able
S?S’,f}g'ﬁséﬂg Assessment : to create an
media plans Project Results adverﬂ_smg _
Assessment / promotion media
Product plan.
Assessment, Test Reference:
Moriarty, Sandra.
2014. Advertising
and IMC:
Principles and
Practice. Prentice
Hall.

9 Students are able Students are Criteria: offline Material: 3%
to create able to create Students are able |3 X 50 Students are able
advertising ) advertising to create to create an
plromotlon media prog]otl(l)n advertising _ advertising
plans media plans Slrgrr:qsotmn media SlrngOtion media

Eorm of Refgrence:
Assessment : Moriarty, San_d(a.
Participatory 2014. Advertising
Activities, Project and IMC:

Results Principles and
Assessment / Practice. Prentice
Product Hall

Assessment

10 Students are able Students are offline Material: 4%
to differentiate ableto Form of Students are able
ggs/vést?s?ng and gg‘\fvrgggate Assessment : to differentiate
marketing advertising and Par_thlpatory advertl_smg and

marketing Activities, Tests marketing
References:
Moriarty, Sandra.
2014. Advertising
and IMC:
Principles and
Practice. Prentice
Hall.

11 Students are able Students are offline Material: 5%

to differentiate
between
advertising and
marketing

able to
differentiate
between
advertising and
marketing

Form of
Assessment :
Test

Students are able
to differentiate
advertising and
marketing
References:
Moriarty, Sandra.
2014. Advertising
and IMC:
Principles and
Practice. Prentice
Hall.




12 Students Students Material: 3%
understand understand Form of Students
advertising advertising Assessment : understand
agencies agencies Participatory advertising

Activities agencies
References:
Cheng, Hong.
2014. THE
HANDBOOK OF
INTERNATIONAL
ADVERTISING
RESEARCH.
Wiley Balckwell

13 Students Students Material: 3%
understand understand Form of Students
advertising advertising Assessment : understand
agencies agencies Participatory advertising

Activities agencies
References:
Cheng, Hong.
2014. THE
HANDBOOK OF
INTERNATIONAL
ADVERTISING
RESEARCH.
Wiley Balckwell

14 Students are able Students are offline Material: 2%
to understand able to examine | Form of Students are able
advertising ethics advertising Assessment ° to understand

EEhIES Participatory advertising ethics

Activities Readers:

Rodger, Shelly,
Esther Thorson.
2012. Advertising
Theory:
Routledge
Communication
Series.
Routledge. New
York.

15 Students are able Students are Material: 3%
to understand able to analyze | Form of Students are able
advertising ethics advertising Assessment ° to understand

ethics Project Results advertising ethics

Assessment / References:

Product Cheng, Hong.

Assessment 2014. THE
HANDBOOK OF
INTERNATIONAL
ADVERTISING
RESEARCH.
Wiley Balckwell

16 Final exams 30%

Form of

Assessment :

Project Results

Assessment /

Product

Assessment

Evaluation Percentage Recap: Project Based Learning

No | Evaluation Percentage
1. | Participatory Activities 21.5%
2. | Project Results Assessment / Product Assessment 55%
3. [ Test 23.5%

100%
Notes

1. Learning Outcomes of Study Program Graduates (PLO - Study Program) are the abilities possessed by each
Study Program graduate which are the internalization of attitudes, mastery of knowledge and skills according to the

level of their study program obtained through the learning process.

The PLO imposed on courses are several learning outcomes of study program graduates (CPL-Study Program)
which are used for the formation/development of a course consisting of aspects of attitude, general skills, special skills

and knowledge.

Program Objectives (PO) are abilities that are specifically described from the PLO assigned to a course, and are

specific to the study material or learning materials for that course.




10.
11.
12.

Subject Sub-PO (Sub-PO) is a capability that is specifically described from the PO that can be measured or
observed and is the final ability that is planned at each learning stage, and is specific to the learning material of the
course.

Indicators for assessing abilities in the process and student learning outcomes are specific and measurable
statements that identify the abilities or performance of student learning outcomes accompanied by evidence.
Assessment Criteria are benchmarks used as a measure or measure of learning achievement in assessments
based on predetermined indicators. Assessment criteria are guidelines for assessors so that assessments are
consistent and unbiased. Criteria can be quantitative or qualitative.

Forms of assessment: test and non-test.

Forms of learning: Lecture, Response, Tutorial, Seminar or equivalent, Practicum, Studio Practice, Workshop
Practice, Field Practice, Research, Community Service and/or other equivalent forms of learning.

Learning Methods: Small Group Discussion, Role-Play & Simulation, Discovery Learning, Self-Directed Learning,
Cooperative Learning, Collaborative Learning, Contextual Learning, Project Based Learning, and other equivalent
methods.

Learning materials are details or descriptions of study materials which can be presented in the form of several main
points and sub-topics.

The assessment weight is the percentage of assessment of each sub-PO achievement whose size is proportional
to the level of difficulty of achieving that sub-PO, and the total is 100%.

TM=Face to face, PT=Structured assignments, BM=Independent study.
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