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Learning Project Based Learning
model
Program PLO study program that is charged to the course
Learnin
Outcom%s PLO-9 Able to produce message content for various communication purposes using various types of communication channels, both
(PLO) conventional channels and digital channels, which are beneficial to society and in accordance with applicable legal, social and
ethical norms.
Program Objectives (PO)
PLO-PO Matrix
P.O PLO-9
PO Matrix at the end of each learning stage (Sub-PO)
P.O Week
1|2|3|4|5|6|7|8|9|10|11|12|13|14|15|16
Short This course is intended to provide an understanding of advertising as part of the study of communication science. The discussion in this course
Course includes the creative idea process, the development of creative stages, as well as the practice of producing digital advertisements in the form of
Description audio visuals. The provisions for making a portfolio for this course are based on Real Projects and Real Clients.
References | Main :
1. Belch, George E. and Belech, Michael A. 2003. Advertising and Promotion: an Integrated Marketing Communication Perspective. Sixth
Edition. The McGrawHill.
2. Web, Rick. 2015. Starting A Creative Firm in The Age of Digital Marketing (Advertising Age). Pallgrave Macmillan. New York.
3. Moriarty, Sandra. 2014. Advertising and IMC : Principles and Practice. Prentice Hall.
4. Rodger, Shelly, Esther Thorson. 2012. Advertising Theory: Routledge Communication Series. Routledge. New York.
5. Cheng, Hong. 2014. THE HANDBOOK OF INTERNATIONAL ADVERTISING RESEARCH. Wiley Balckwell
6. Davis, Aeron. 2013. PROMOTIONAL CULTURES - THE RISE AND SPREAD OF ADVERTISING, PUBLIC RELATIONS, MARKETING
AND BRANDING. Wiley Blackwell
Supporters:
Supporting | Vinda Maya Setianingrum, S.Sos., M.A.
lecturer Puspita Sari Sukardani, S.T., M.Med.Kom.
Final abiliti . Help Learning,
inal abilities o q Learning methods, f
Week- | €ach learning Evaluation Student Assignments, r:(:alat‘gr‘ilglg Assessment
stage [ Estimated time] Weight (%)
(Sub-PO) [ References ]
Indicator Criteria & Form Offline ( offline ) Online ( online)
(1) (2) (3) (4) (5) (6) (7) (8)




Students are able - Get to know what | Criteria: - Contextual Material: 2%
to know about an advertising Score 4 if done very Discourse- Advertising
édvertlsmg l‘?lt’zlmpalgn |0Ek5 well, score 3 if done | piscussion Campaign
ampaigns ike - Get to know well, score 2 if done [ 3 % 5g Bibliography:
the types of sufficiently, score 1 if
advertising not done. Belch, George
campaigns - E. and Belech,
gg\?eerrtisst%ngd Form of Assessment : g/’é‘égae/ A.
?;mpggns asa Participatory Activities Advertising and
communication Promotion: an
Integrated
Marketing
Communication
Perspective.
Sixth Edition.
The McGraw
Hill.
Students are able 1.Able to know | Criteria: Contextual Material: Ideas 2%
to understand the about the Score 4 if done very | Instruction Small in Advertising
thagestof Idea stages of well; score 3 if done | Group Discussion Bibliography:
A&?/IgrstigirrTm " searching f well; score 2if done | 3 50 Belch, George
9 Ing for adequately; score 1 if
ideas not done. E.‘and Belech,
2 Know the Michael A.
stages of Form of Assessment : 2003. .
creative Participatory Activities ’;g{‘)’;ﬁ’sg}’g :gd
brainstorming Integrated‘
3.Able to create Marketing
creative ideas Communication
about Perspective.
advertising Sixth Edition.
themes The McGraw
4.Able to Hill.
develop ideas
into creative
concepts
tStud%nts taredabl% 1.Able to Criteria: Contextual Material: 2%
0 understand an understand the | Score 4 if done very Discourse and Concept
g(e)xgleoa g;eProduct concept of We”f score g !; gone Instruction Small development
Strategy product ‘;"deeé‘jg?éﬁ/_ S'cor?a”f ¢ | Group Discussion regarding
strategy in not done. ' 3X50 Product
advertising gtr?tegy )
2.Able to explain | Form of Assessment : Be/e,:egces.
examples of Participatory Activities Ee;nz;I BZ;Jergf?
product Michael A.
strategies 2003.
applied in Advertising and
advertising Promotion: an
3.Able to create Integrated
a concept Marketing
related to Communication
product Perspective.
strategy. Sixth Edition.
The McGraw
Hill.
tStud%nts taredable 1.Able to Criteria: Contextual Material: 2%
o understand Score 4 if done very | Discourse and Message
message strategies gggs;t?gfd the well; score 3 if done Instruction Small Strategy in
in advertising message well; score 2 if done | Group Discussion Advertising
o ge adequately; score 1 if 3X 50 Reference:
gy in not done.
advertising Belch, George
2.Be able to Form of Assessment : E. and Belech,
explain Participatory Activities %c(:)f;ael A
examples of Advertising and
message Promotion: an
strategies Integrated
applied in Marketing
advertising Communication
3.Able to create Perspective.
a concept Sixth Edition.
related to The McGraw
message Hill
strategy
Students are able 1.Able to Criteria: Contextual Material: Client 2%
to understand the understand the | Score 4 if done very | Discourse and Brief
Client Brief definition of well; score 3 if done Instruction Small Bibliography:
Client Brief ‘g’gg; score 2ifdone | Group Discussion Moriarty,
. quately; score 1if | 3y 5 Sandra. 2014
2.Able to explain | not done - :
examples of Advertls_lng_ and
Client Briefs | Form of Assessment : ’MdC'IPP””‘?’p’eS
zgegi(ijs::g Participatory Activities Ie;rr’entig aecﬁ’;e”.'
production
3.Able to create
planned

concepts and
manage Client
Briefs




Students are able 1.Able to Criteria: Contextual Material: 4%
to understand understand Score 4 if done very | Discourse and Visual Creative
creative visual work e i well; score 3 if done | |nstructionSmall Work in Making
in making Creative Visual | - \eji! score 2 if done Grou Advertisements
advertisements Work adequately; score 1if | P i
2.Able to explain | not done |scusl5|onP|tch|ng Refgrence.
examples of real Client Moriarty,
Visual Form of Assessment : | 3 X 50 Sandra. 2014.
Development | Practice / Performance ﬁ\jljcvjerlgﬁl:g "72;]
in advertising and Fracticg.
production Prentice Hall.
3.Able to create
a planned
concept
regarding the
stages of
visual
development in
an
advertisement
Students are able 1.Able to Criteria: Contextual Material: Pre- 4%
to understand the understand Score 4 if done very | Discourse and production,
pre-production, oroduct well; score 3if done | |nstructionTechnical production and
production and D e oy | well: score 2 if done | Team work ost-production
post-production production and |  adequately; score 1 if post-productio
stages in making post- not done 3X50 stages in
advertisements production making
2.Able to explain | Form of Assessment : ;dvedms.ements
the process of | Practical Assessment, Rgg eerr.SheII
pre-production, | Practice/Performance Esthger , Y
production and Thorson. 2012.
post- Advertising
production Theory:
stages in Routledge
making Communication
advertisements Series.
3.Able to create Routledge.
planned New York.
concepts in
each pre-
production,
production and
post-
production
process in
accordance
with the client
brief.
Students are able Able to design Criteria: Test and Evaluation 15%
to produce concepts in a Maximum value 100 |3 X 50
Creative Proposals Creative Proposal
Forms of Assessment
Portfolio Assessment,
Practical Assessment,
Tests
tStudegts are able 1.Able to Criteria: Project Based Material: 4%
0 produce - i i isi
adsertisement_s in pracnce_ pre- \%/ch)l;reséoljedg?fed\ger{g I?_’e; rg(l)ng ggggl:gigr?
groups according production, well; score 2 if done Bibliography:
to the concept production and |  adequately; score 1 if graphy:
agreed upon with post- not done Beich, George
the Real Client duction E. and Belech,
produc
stages in Form of Assessment : %Zf;aelA.
making Participatory Activities ‘Advertising and
advertisements Promotiong an
2.Able to Integrated
articulate Marketing
creative Communication
concepts into Perspective.
the entire Sixth Edition.
production The McGraw
process Hill.
3.Able to
coordinate a
team in
creative work
4.Able to
produce
advertising

works based
on concepts
agreed upon
with real clients




10 Studegts are able 1.Able to Criteria: Project Based Material: 4%
to produce - re 4 if done ver i isi
ad\eertisement_s in pracucg pre- \,Svgﬂ;icoredg ife doeng Iée)? rf?(l)ng ﬁgggﬂﬂigﬁ
groups according production, well; score 2 if done Bibliography:
to the concept production and | adequately; score 1 if Boloh gG phy:
agreed upon with post- not done eich, eorge
the Real Client ducti E. and Belech,

production . Michael A.
stages in Form of Assessment : 2003
making Participatory Activities A dve'r tising and
advertisements Promotion: an
2.Able to Integrated
articulate Marketing
creative Communication
concepts into Perspective.
the entire Sixth Edition.
production The McGraw
process Hill.
3.Able to
coordinate a
team in
creative work
4.Able to
produce
advertising
works based
on concepts
agreed upon
with real clients
11 tStudegts are able 1.Able to Criteria: Project Based Material: 4%
0 produce - i i isi
ad\Eertisements in pracnce_ pre- \f/gﬂ?(aséolfedgqf(e d\é)er‘{g I?_,exa rsn(l)ng é?ggﬂtcli?r?
groups according production, well: score 2 if done Bibliography:
to the concept production and |  adequately; score 1 if Belch gG pny:
agreed upon with post- not done elch, George
the Real Client ducti E. and Belech,
production . Michael A.
stages in Form of Assessment : 2003
making Participatory Activities Adver tising and
advertisements Promotion: an
2.Able to Integrated
articulate Marketing
creative Communication
concepts into Perspective.
the entire Sixth Edition.
production The McGraw
process Hill.
3.Able to
coordinate a
team in
creative work
4.Able to
produce
advertising
works based
on concepts
agreed upon
with real clients

12 Studegts are able 1.Able to Criteria: Project Based Material: 5%
to produce - i i isi
ad\eertisements in prachce_ pre- \?/ch’l;reséoljedg Tfe d\tl)er{g Iée; rg(l)ng I/;\?c\:s&ttljlgr?
groups according production, well; score 2 if done Bibliography:
to the concept production and | adequately; score 1 if Belch gG phy:
agreed upon with post- not done eich, eorge
the Real Client production E. and Belech,

. Michael A.
stages in Form_ of Assessment : 2003
making Practice / Performance Adve}tising and
advertisements Promotion: an
2.Able to Integrated
articulate Marketing
creative Communication
concepts into Perspective.
the entire Sixth Edition.
production The McGraw
process Hill.
3.Able to
coordinate a
team in
creative work
4.Able to
produce
advertising

works based
on concepts
agreed upon
with real clients




13 Studegts are able 1.Able to Criteria: Project Based Material: 5%
to produce i Score 4 if done very | Learnin Advertisin
: . ractice pre- ! 9 g
advertisements in producti(?n well; score 3 if done 3X50 Production
groups according p ol well; score 2 if done Bibliography:
to the concept production and | adequately; score 1 if graphy:
agreed upon with post- not done Belch, George
the Real Client : E. and Belech,
production Michael A
stages in Form of Assessment : ‘chael A.
making Practice / Performance 2003. .
; Advertising and
advertisements Promotion: an
2-Ab.|e to Integrated
articulate Marketing
creative Communication
concepts into Perspective.
the entire Sixth Edition.
production The McGraw
process Hill.
3.Able to
coordinate a
team in
creative work
4.Able to
produce
advertising
works based
on concepts
agreed upon
with real clients
14 Studegts are able 1.Able to Criteria: Project Based Material: 10%
to produce ; Score 4 if done ver L i Advertisi
] . ractice pre- 1 y earning vertising
advertisements in przd I;g)n well; score 3 if done 3 X 50 Production
groups according procuction, well; score 2 if done Bibliography:
to the concept production and |  adequately; score 1 if Belch. Geor e-
agreed upon with post- not done | g
the Real Client ducti E. and Belech,
production Michael A
stages in Forms of Assessment 2(;83‘38 :
making : tici
- " Advertising and
advertisements | Participatory Activities, Promotiongan
2 Able to Project Results ’
) Assessment / Product Integrated
articulate ) Marketin,
creative Assessment, Portfolio 9
) Assessment Communication
concepts into Perspective.
the entire Sixth Edition.
production The McGraw
process Hill.
3.Able to
coordinate a
team in
creative work
4.Able to
produce
advertising
works based
on concepts
agreed upon
with real
clients.

15 Students are able 1.Able to present | Criteria: Project Material: 10%
to present the the results of Maximum Value 100 | Presentation Advertising
results of the dvertisi Discussion & Production
advertising work adverisid | Forms of Assessment | Evaluation Bibliography:
they have created work thathas | | graphy:

been created | _ .. . L 3X50 Belch, George
2 Abl lai Participatory Activities, E. and Belech,

-Able to explain | proiact Results Michael A.

brief concepts | assessment / Product 2003.

and stages of | Assessment, Portfolio Advertising and

the work Assessment Promotion: an

created Integrated
3.Able to present Marketing

final work Communication

results in Perspective.

accordance Sixth Edition.

with specified The McGraw

achievements Hill.

16 25%

Forms of Assessment

Project Results
Assessment / Product
Assessment, Portfolio
Assessment, Tests

Evaluation Percentage Recap: Project Based Learning
No [ Evaluation Percentage
1. | Participatory Activities 28.66%
2. | Project Results Assessment / Product A ment 14.99%
3. | Portfolio Assessment 19.99%
4. Practical Assessment 7%
5. | Practice / Performance 16%
6. | Test 13.33%
99.97%




Notes
1.

I L T

© o~

10.
11.
12.

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.

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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