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ADVERTISING DESIGN DEPARTMENT OUTCOMES

1. COGNITION: Students earning a Bachelor of Fine Arts in Advertising 
Design will demonstrate cognitive skills that are indicative of the 
advertising professional.

1.1 Possesses a working knowledge of the history and industry of advertising (ex: presentation/paper about 
an influential person, agency or ad campaign) I AW I AW I AP R AP R AP R AP R AP R PR R PR R PR R PR R PR

1.2 Analyzes a situation before attempting a solution (ex: SWOT analysis, research plan, etc.) I AW I AW I AW I AW I AW I AW I AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

1.3 Processes marketing/business objectives, information and data. (ex: construct/deconstruct a creative 
brief. Presentation/analysis of a case study, business plan, setting campaign goals and objectives, etc.) I AW I AW I AW I AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

1.4 Judges effectiveness and worth of one's own solutions objectively (ex: self assessment/critique) I AW I AW I AW I AW I AW I AW I AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

1.5 Evaluates post-presentation/critique results and makes corrections (ex: ad/campaign revisions) I AW I AW I AW I AW I AW I AW I AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR R PR R PR R PR

2. CONCEPT: Students earning a Bachelor of Fine Arts in Advertising 
Design will demonstrate the ability to develop conceptual solutions that 
are solidly based on marketing strategies.

2.1 Fits appropriate words with imagery or visa versa (ex: campaigns, conceptual solutions) I AW I AW I AW  I AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

2.2 Generates multiple solutions for a single problem (ex: range of thumbnails or scripts) I AW I AW I AW I AP I AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

2.3 Establishes rough concepts through rapid drawing techniques (ex: observational renderings, conceptual 
ideas, sketchbook) I AW I AW I AW I AP I AP I AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

2.4 Transforms marketing research and strategy into creative concepts (ex: ads, scripts, etc.) I AW I AP I AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

2.5 Employs a range of media approaches to best connect with their target audience (ex: digital, social, non-
traditional executions) I AW I AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

3. CREATIVITY: Students earning a Bachelor of Fine Arts in Advertising 
Design will display proficiency in developing creative communication 
solutions for a client's advertising problems.

3.1 Produces creatively unique and memorable solutions (ex: portfolio pieces, NSAC, thesis projects) I AW I AW I AW I AW I AW I AP R AP  R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

3.2 Effectively uses design principles (ex: ads, collateral, type book, etc.) I AW I AW I AW I AW I AW I AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

3.3 Simplifies concepts (ex: evolution of campaign) I AW I AW I AW I AW I AW I AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

3.4 Applies effective storytelling techniques to create a brand narrative (ex: scripts, copywriting) I AW I AW I AW I AP I AP R AP R AP R AP  RAP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

3.5 Writes vivid and persuasive copy (ex: scripts, headlines, copy documents) I AW I AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR

4. CRAFTSMANSHIP: Students earning a Bachelor of Fine Arts in 
Advertising Design will exhibit the proper and precise use of the 
advertising professional's process and tools to complete a product 
worthy of client presentation.
4.1 Executes project with consistency and cohesiveness from concept through finished product (ex: 
evolution of campaign, plans book, client presentation) I AW I AW I AW I AW I AW I AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

4.2 Masters primary industry software programs (Adobe CS, After Effects) (ex: ads, collateral, 
presentations, proof of concepts, type, etc.) I AW I AW I AW I AP I AP I AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

4.3 Utilizes secondary industry software applications (Office, iWork, iLife, etc.) with proficiency (ex: Keynote 
presentation, radio spot using Garage Band, video using iMovie) I AW I AW I AW I AW I AP  I AP I AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

4.4 Produces entry-level, professional level work (ex: portfolio pieces, NSAC, thesis projects) I AW I AW I AW I AW I AW I AP I AP I AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

4.5 Exhibits attention to detail in all areas of execution, such as typography, visuals, copy, editing (ex: 
finished portfolio) I AW I AW I AW I AW I AW I AW I AP I AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R RP

5. COLLABORATION: Students earning a Bachelor of Fine Arts in 
Advertising Design will demonstrate the ability to successfully collaborate 
in situations commonly encountered in the advertising industry.

5.1 Contributes ideas through brainstorming or other co-generation with others (ex: thumbnails, mind maps) I AW I AW I AW I AW I AW I AW I AP I AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

5.2 Considers all points of view when managing creative in a team setting (ex: peer assessment) I AW I AW I AW I AW I AW I AW I AP I AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

5.3 Organizes and delivers clear and effective presentations (ex: Keynote, video of presentation, 
persuasive speaking skills) I AW I AW I AW I AW I AW I AW I AP I AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

5.4 Manages timelines and deadlines to deliver work according to schedule (ex: meeting deadlines) I AW I AW I AW I AW I AW I AW I AP I AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

5.5 Continually pushes self and partners to refine and elevate the work (ex: evolution of campaign, portfolio 
pieces) I AW I AW I AW I AW I AW I AW I AP I AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R AP R PR R PR R PR R PR R PR R PR R PR

RCAD OUTCOMES

Communication, Thinking, Global,Self-
Directed Learning, Collaboration, Social 

Responsibility

RCAD OUTCOMES

Communication, Thinking, Global, Self-
Directed Learning, Social Responsibility

RCAD OUTCOMES

Communication, Thinking, Global, Artistic, 
Self-Directed Learning, Collaboration, 

Social Responsibility

RCAD OUTCOMES

Communication, Thinking, Global, Artistic, 
Self-Directed Learning, Collaboration, 

Social Responsibility

RCAD OUTCOMES

Communication, Thinking, Artistic, Self-
Directed Learning

Spring

Instructional level of competency
Introduction  I
Reinforcement  R

Learner level of competency (expectation)
Awareness   AW
Application   AP
Proficiency   PR

Spring

First Year

STUDENT LEARNING OBJECTIVES MATRIX AY1012-13

Second Year Third Year
Fall

Fourth Year
Fall Spring Fall SpringFall
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