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Course Code and Number: MEDA 222 ‘ Number of Credits: 3 Course credit policy (105)

Course Full Title: Design Ethos and the Creative Practitioner
Course Short Title (if title exceeds 30 characters): Design Ethos

Faculty: Faculty of Humanities ‘ Department (or program if no department): Bachelor of Media Arts

Calendar Description

Explore and experience the role of the creative practitioner in the marketing process and as an agent of change. Discover how design
brings value to products, services, causes, or events; create persuasive marketing experiences; implement in the field; and assess their
impact.

Prerequisites (or NONE): None.

Corequisites (if applicable, or NONE):

Pre/corequisites (if applicable, or NONE):

Equivalent Courses (cannot be taken for additional credit) Transfer Credit

Former course code/number: Transfer credit already exists: [ ] Yes X No
Cross-listed with:
Equivalent course(s):

Note: Equivalent course(s) should be included in the calendar description by

way of a note that students with credit for the equivalent course(s) cannot take . . . . Lo
this course for further credit. Resubmit revised outline for articulation: [] Yes [] No

Transfer credit requested (OReg to submit to BCCAT):
Xl Yes [ No (if yes, fill in transfer credit form)

To find out how this course transfers, see bctransferguide.ca.

Total Hours: 60 Special Topics
Typical structure of instructional hours: Will the course be offered with different topics?
Lecture hours 24 [JYyes X No
fetr)mna:rs/tu;orlals/workshops 24 If yes, different lettered courses may be taken for credit:
aboratory hours n -
- y No [ Yes, repeat(s) [] Yes, no limit
Field experience hours 12 peat(s)
Experiential (practicum, internship, etc.) Note: The specific topic will be recorded when offered.

Online learning activities
Other contact hours:

Maximum enrolment (for information only): 27

Total 60 Expected frequency of course offerings (every semester,
annually, every other year, etc.): Annually
Department / Program Head or Director: Karin Jager Date approved: January 2017
Faculty Council approval Date approved: January 13, 2017
Campus-Wide Consultation (CWC) Date of posting: March 10, 2017
Dean/Associate VP: Jacqueline Nolte Date approved: January 13, 2017
Undergraduate Education Committee (UEC) approval Date of meeting: April 21, 2017



http://www.ufv.ca/media/assets/secretariat/policies/Assignment-of-Course-Credit-(105).pdf
http://www.bctransferguide.ca/
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Learning Outcomes
Upon successful completion of this course, students will be able to:

Articulate the roles of design ethos and of a creative practitioner in the marketing process
Identify the creative practitioner as a change agent

Describe target audiences and communications components

Articulate the objectives of particular community groups, organizations, corporations, services, events, and/or activities as they
relate to a marketing strategy

Identify how a creative strategy can serve civic engagement to benefit the individual and society
Execute a creative strategy for a sample product, service, cause, or event

Prepare a creative brief

Present a creative brief

Generate concepts for collateral based on a creative brief

Develop persuasive visual design content for marketing collateral

Create content for social media

Assess the ethics of persuasion in relation to their own civic identity and participation

Prior Learning Assessment and Recognition (PLAR)
X Yes [] No, PLAR cannot be awarded for this course because

Typical Instructional Methods (guest lecturers, presentations, online instruction, field trips, etc.; may vary at department’s discretion)
Project-based applied learning, guest lectures, presentations, and field work.

Grading system: Letter Grades: [X] Credit/No Credit: [] Labs to be scheduled independent of lecture hours: Yes [] No []

NOTE: The following sections may vary by instructor. Please see course syllabus available from the instructor.

Typical Text(s) and Resource Materials (if more space is required, download Supplemental Texts and Resource Materials form)

Author Title (article, book, journal, etc.) Current ed. Publisher Year
Visocky O'Grady, A Designer's Research Manual: Succeed in Design by .
L J., O'Grady, K. Knowing Your Clients and What They Really Need X Rockport Publishers 2009
2. MacDonald, Bruce The Bridge: The Role of Design in Marketing X Morgan James Publishing 2008
3. Solis, Brian X: The Experience When Business Meets Design X Wiley 2015
4. O'Reilly, T. This | know: Marketing Lessons from Under the Influence. X Knopf 2017

Required Additional Supplies and Materials (software, hardware, tools, specialized clothing, etc.)
Macintosh Computer, Adobe CC, internet, printing, supplies for product/event development as per course project.

Typical Evaluation Methods and Weighting

Final exam: % Assignments: 80% Midterm exam: % Practicum: %
Quizzes/tests: % Lab work: % Field experience: 20% Shop work: %
Other: % Other: % Other: % Total: 100%

Details (if necessary):

Typical Course Content and Topics

Week 1

Course introduction: What is marketing? What is design ethos? Why is it relevant to creative practitioners?

Introduction to markets. More than just consumers and customers: Social responsibility, human-centered experiences, sustainability,
ethics, and civic engagement. How designers consider end-user experiences, the solution, and benefits. The discovery process and
design inquiry in the broader context, design action, and its impact.

Review of course outline, establishing marketing teams. Brainstorming themes for a class project.

Week 2

The marketing process. The structure of a marketing agency vs. the client-side management structure. Roles and responsibilities and
working with creatives. The creative practitioner as an agent of change. Identify course project(s) — product, service, cause or event.
Articulating a human-centered approach. Where are people communicating about their chosen project? Review existing marketing case
studies. Conduct an analysis of the strengths, weaknesses, opportunities and threats (SWOT) of specific contexts.

Project work: Summarize the organization and current product, service, cause or event. Outline the objective and assess the need.
Project 1 assigned.

Week 3

An introduction to consumers and target markets and why they are an important aspect of a marketing strategy.
Project work: Determine a potential audience for a simple sample product, service, cause or event. Create persona(s).
Project 1 due & Project 2 assigned.
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Week 4
Articulating comparative matrices and how they can be used to determine your point of difference and niche.
Project 2 due & Project 3 assigned.

Weeks 5-12
Students will develop a simple sample product, service, cause or event and execute a marketing strategy to gain an appreciation of the
various components and roles of marketing and creative practitioners in the marketing process.

Week 5

Understanding the need for a competitive analysis. Develop an appreciation for how marketing defines the need, benefit, reason-to-
believe, dramatic difference, and call-to-action. Understand how the creative brief is used to articulate how to fulfill the target market's
need for a product, service, cause or event considering implicit values of profit, efficiency, effectiveness, fairness, social impact and
environmental impact.

Project work: Analyze the competition for a simple sample product. Examine the product, service, cause or event benefit and define the
point of difference/niche. What message do you want to communicate?

Project 3 due & Project 4 assigned. Create, conduct and evaluate market research on your competitors.

Week 6

Understanding how products are developed through critical inquiry and based on research to date, determine the best marketing
approach, direction and execution for everything (awareness, trial, and repeat/. Understand the role creative messaging in the product
development. Project 5 assigned & Project 4 due.

Project work: Define/create a simple sample product, service, cause, or event. . Outline the personality, emotional rewards, product and
service benefits and feature

Week 7

Understanding the importance of distribution, touch points, and positioning in the in the marketing process... Looking at audience
personas. Reflecting on creative practitioners as agents of change.

Project 5 due & Project 6 assigned.

Project work Determining distribution, touch points, and positioning for a simple sample product, service, cause, or event to gain an
appreciation of the various components and roles of marketing and creative practitioners in the marketing process...

Week 8

Understanding how marketing communications is used as a strategic tool and the role of creative practitioner in developing
communication components. How does communication work? What are marketing communications components? Advertising, sales
promotion, social media, traditional and non-traditional marketing collateral. Guerilla marketing. Creative briefs.

Project 6 due & Project 7 assigned. Create and produce an advertising and promotional strategy for your sample product, service,
cause, or event. Develop creative briefs.

Week 9

Introduction to persuasion and the ethics of persuasion. Creating persuasive content. Using empathy and a human-centred approach.
Utilizing visual marketing collateral and social media for creating experiences.

Project 7 due. Project 8 assigned. Implementing strategies and working with creative briefs.

Weeks 10-12

Understanding the various activities, roles and responsibilities in implementing a marketing strategy.. Understanding the role of key
performance indicators for assessing impact and results. Implementing digital communication tools for different audiences and goals —
Facebook, Twitter, Instagram, Mailchimp, Eventbrite, Crowdfunding, Adobe Spark, Hootesuite, landing pages, Google Ads, AdRoll. The
role of search engine optimization (SEO). The role of Google AdWords in visual marketing strategies and social media extentions, how
to create a report and determine improvements in the overall creative strategy.

Project work: Implementing marketing strategies for your simple sample product, service, cause, or event to gain an appreciation of the
various components and roles of marketing and creative practioners in the marketing process

Week 12
Project 9 assigned: Assessing impacts (positive and negative), and conducting self-evaluations.

Week 13
Project 8 and 9 due: Present marketing strategy for your sample product and the achieved results.
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