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DEGREE IN ADVERTISING AND PUBLIC RELATIONS 

1. GENERAL DETAILS OF THE SUBJECT  

 

Name: ADVERTISING CREATIVITY       
 
Level: SECOND  Semester: FIRST 
 
Type (Basic/Compulsory/Elective subject): Compulsory 
Weekly class hours: 4      Credits (ECTS): 6    
Year of Study Programme: 2010        
 
Lecturer: Cristina Morillo Márquez   
E-mail: cristina.morillo@eusa.es  

2. DESCRIPTION 

Advertising Creativity is a subject whose aim is to introduce students into the global concept of creativity, as well as 
into different techniques for creative thinking, with special focus on its application in communication and advertising. 
Theoretical and above all practical topics are included in this course, with the purpose of providing students with 
basic tools that allow them to give creative and innovative solutions in both academical and professional 
environments. This is an eminently practical course. 

3. SITUATION 

Previous knowledge and skills: 
Basic knowledge on advertising and communication 
Knowledge and command of the English language is assumed. Some Spanish lessons would be perfect.  
 
Recommendations: 
It is necessary to have a computer or device with an Internet connection for the development of the class 
practices and the access to the materials provided.  
Some design programmes such as Illustrator or Photoshop are recommended.  
 
Adaptation for students with special needs: 
The course will be adapted to those students with special needs, under consultation with the professor of the 
course and under approval of the Head of Studies. 

4. OBJECTIVES AND COMPETENCIES 

OBJECTIVES 

1. Delve into the theory of creativity in scientific research, giving preference to current trends in the study of this 
discipline 

2. Analyze the creative personality, as a characteristic of human intelligence.  
3. Know and put into practice the different techniques or methods of generating creative ideas. 
4. Overcome the cognitive and emotional limitations that block the development of creative capacities through 

individual and group techniques consolidated in the advertising sector. 
5. Know in detail how strategic and creative tasks are integrated in advertising agencies and similar 

organizations. 
6. Study and practice advertising creativity through a general method that can be applied to face any type of 

business or institutional communication. 
7. Generate valid creative concepts to achieve the objectives of the advertising campaign. 
8. Study and analyze the creative possibilities of the various media, both conventional and unconventional. 
9. Know the creative aspects of current Spanish and international advertising: trends, organizational 

innovations, recognition, evaluation of effectiveness. 
10. Put into practice the theoretical knowledge acquired through the development of advertising campaigns. 
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COMPETENCIES 

General 

 

G01. Ability to adapt to technological, business or labor organization changes of institutional, business and social 
communication. 
G02. Ability to work in a team and to communicate one's ideas through creation a conducive environment, as well as 
the ability to integrate into a common project aimed at obtaining results. 
G03. Creativity: ability to apply creative thinking in marketing campaigns communication. 
G04. Decision making: ability to make the right choice in situations of uncertainty, assuming responsibilities. 
G05. Capacity for the ideation, planning, execution and evaluation of the campaigns of communication. 
G06. Order and method: ability to organize and schedule tasks, performing them in an orderly manner, logically 
adopting the priority decisions in the different a communication campaign. 
GO8. Promote the entrepreneurial spirit. 
 
Specific 

 

E01 Knowledge of the different information supports (press, radio, television and Internet) and of their different 
languages. 
E02 Capacity and ability in planning, application, evaluation and dissemination of activities of advertising and public 
relations. 
E04 Capacity and ability to act as experts in the strategic management of communication of a company. Know how 
to manage and improve internal and external communication of large, medium and small businesses, as well as 
business, institutional, political or non-business organizations profit motive in order to obtain greater efficiency in its 
objectives and results. 
E08 Knowledge of analysis and planning of communication campaigns as well as of the techniques for developing 
communication strategies, public and private organizations. Ability to implement campaigns and actions in their 
various phases that are capable of adapting to new contexts. 
E49 Capacity and ability to secure financial support through communication strategies. 

5. COURSE CONTENTS OR THEMATICS SECTIONS 

• An approach to the concept of Creativity: main lines of research. 
• Creativity methods and techniques: brainstorming, synectics and lateral thinking. 
• Creativity as an advertising activity: Creativity in advertising agencies. Organization of the creative 

department: creative director, copywriter and art director. 
• Relations with other departments of the agency. 
• Creative strategy: determination of the content. 
• Creative execution: communication concepts. 
• Creative possibilities of radio as an advertising medium. 
• Creativity and communication below the line. 
• Current scenario of advertising creativity. 

6. LIST OF TOPICS 

UNIT 1. The concept of Creativity: a theoretical approach. General aspects concerning creativity in advertising.  
UNIT 2. Creativity training. Creativity methods and techniques: brainstorming, synectics, design thinking and others. 
UNIT 3. Creativity in advertising: the professional practice. Creativity in the advertising agency: organization of the 
creative department and relations with other departments of the agency. The roles in an advertising agency or 
marketing department.. 
UNIT 4.The creative process. The creative strategy: determining the concept. The creative execution: the 
development of communication concepts. 
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7. METHODOLOGY AND TEACHING TECHNIQUES 

Brand management is a pragmatic dimension of advertising that implies an important knowledge of the advertising 
industry. Thus, the sessions will seek to be attractive to students through their participation through the presentation 
of real practical cases and group work. 
 

 
1. Face-to-face sessions: The objective of these sessions consists of the theoretical-practical exposition of basic 
concepts and ideas of the syllabus and bibliography for the development of the subject. In order to facilitate a 
learning adapted to the carried out and attractive, examples that illustrate the terms and actions described by the 
subject will be exposed continuously. In this way, a comprehensive conception of advertising is achieved in the 
real world. For this, the classes will be completed with audiovisual resources and graphic advertising that, as 
examples, allow a direct and current interaction with the subject. Consequently, the training acquires a theoretical-
practical prism that adapts its discourse to the real professional situation that the students will find after the end 
of their studies. 
 
2. Group and individual work: In order to develop the theoretical and strategic skills that brand management 
requires, group and individual work is proposed that allow the practical development of the subject by the student. 
These will be tutored and directed by the teacher. In addition, similar exercises will be carried out in class that 
address the aspect of advertising measurement and planning. The practices favor the direct performance and the 
application of the tools seen in class, supporting the learning and assimilation of the subject. 
 
3. Intervention of professionals: For greater contact with the advertising industry, the option of inviting experts and 
professionals in person or online is considered. These will be able to offer their testimony to the students and 
build a vision adjusted to the reality of the subject. 

 
TEACHING TECHNIQUES 

 
 X Discussions X Specialized tutorials  X Practical sessions 

 ☐ Visits  ☐ Controles de lectura  ☐ Otras: _______________________  

8. ASSESSMENT CRITERIA 

Evaluation Model A: 

Due to the theoretical-practical characteristics of the subject, the face-to-face assessment scenario will require the 
participation of the students in class. In this sense, the student will be able to avail himself of this evaluation system 
as long as he reaches 80% of attendance. Class attendance is not compulsory, but the presence and participation 
of the student will be positively valued. In this case, the evaluation will be organized as follows: 
 

- Work in groups and activities: It will mean 50% of the final grade. Its realization will be able to demonstrate to 
the teacher the knowledge acquired during the face-to-face sessions and the application of the techniques. The 
active participation of the student in class and the delivery of work in a timely manner will be positively valued in 
order to show the use. 
 
- Participation in class: It will mean 10% of the final grade. With this, the participation and motivation of the students 
is sought through the dynamization and continuous learning of the classes. 
 
- Final exam: It will mean 40% of the final grade. It will be a written multiple-choice test. In it, theoretical and 
practical issues will be combined so that the student can express their knowledge in the application of 
measurement techniques. Specifically, there is an exam of 20 questions. In order to avoid risky answers, a 
minimum of 55% of answered answers will be required. In addition, every incorrect answer will be penalized with 
-0'5 points. In this way, the answers will demonstrate the level of knowledge and ability of the student. 

 
 
Evaluation Model B: 

For those students who have an attendance rate of less than 80%, the evaluation will be as follows: 
 

- Work in groups and activities: It will mean 40% of the final grade. Its realization will be able to demonstrate to 
the teacher the knowledge acquired during the face-to-face sessions and the application of the techniques. The 
active participation of the student in class and the delivery of work in a timely manner will be positively valued in 
order to show the use. 
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- Final exam: It will mean 60% of the final grade. It will be a written multiple-choice test. In it, theoretical and 
practical issues will be combined so that the student can express their knowledge in the application of 
measurement techniques. Specifically, there is an exam of 20 questions. In order to avoid risky answers, a 
minimum of 55% of answered answers will be required. In addition, every incorrect answer will be penalized with 
-0'5 points. In this way, the answers will demonstrate the level of knowledge and ability of the student. 

 
Assessment Model A will be valid during the first examination session for those students who reach the requirements. 
If not, model B will be applied.  
 
For second and third calls, only evaluation Model B will be applied. As indicated, the methodology and evaluation 
systems seek to encourage participation and the link between the student and the subject. 
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Others (web addresses, etc.) 

● http://adage.com 
● http://adsoftheworld.com 
● https://www.adforum.com 
● https://www.canneslions.com 
● https://www.creativebloq.com 
● https://www.creativereview.co.uk 
● https://www.dandad.org 
● https://www.oneclub.org  

 
Specific online resources will be incorporated into each of the topics developed, which will be shared through Google 
Classroom. 


