
 



 

 



 



 



 

Name of Study Program Visual Communication Design 

Course Name Advanced Advertising  

Code DV184608 

Semester 6 

credits 3 / 4,8 ECTS 

Lecturer Putri Dwitasari 

 

Study Materials Integrated Marketing Communication 

Program Learning 

Outcome (PLO) 

P.1 theoretical concepts about design (Design Theory) in general and at least one 

theoretical concept of visual communication design (Ecoological Theory, 

Constructivism, Semiotics, Gestalt Theory, Cognitive Theory, or Huxley-

lester Model) in depth; 

P.2 general concept of design history and culture and its meaning; 

P.3 general concepts of social culture, ecology, and principles of environmental 

conservation; 

P.4 design methodology in depth; 

P.5 concepts, principles, methods and techniques of color application, 

composition (nirmana), design processes, photography and computer 

graphics; 

P.6 drawing and graphic methods and techniques (printing techniques); 

P.7 factual knowledge of design raw materials; 

P.8 general concepts, principles and techniques of effective communication; 

P.9 factual knowledge about the types and regulations of broadcasting, 

journalism and Electronic Information and Transactions, the latest 

technological developments in the field of visual communication design; And 

KK.

5 

able to start an independent business in the visual communications sector 

COURSE LEARNING 

OUTCOME (CLO) 
M1 Student capable designing IMC for mass media and social media based 

products 

M2 Student capable designing IMC script communications 

 

Mg-

th 

Ability 

end of Sub 

CP-MK 

Comprehensiv

e Coverage of 

Learning 

Materials 

(learning 

materials) 

Learning 

Methods 

Estimat

e 

Time 

P 

experience 

Student 

Study* 

Criteria 

and 

Indicator 

Evaluation 

Weig

ht 

[%] 

1-2 Students are 

able to explain 

the definition 

of IMC, 

objectives, 

benefits and 

trends of IMC 

Introduction to 

Integrated 

Marketing 

Communicatio

n 

Face to face 

Assistance 

Self-Study 

 

TM = 

480 

BT = 

120 

BM = 

360 

- Studying 

- Discussio

n 

- Assignme

nt 

Students are 

able to 

explain the 

elements of 

IMC, 

objectives, 

benefits and 

trends of 

IMC 

10% 

3-4 Students are 

able to mention 

elements of 

data mining, 

methods in the 

IMC design 

process 

Research in 

Integrated 

Marketing 

Communicatio

n, quantitative 

and qualitative 

Face to face 

Assistance 

Self-Study 

 

TM = 

480 

BT = 

120 

BM = 

360 

- Studying 

- Discussio

n 

- Assignme

nt 

Students are 

able to 

gather ideas 

from 

around 

them 

through 

10% 



observation 

and review 

of existing 

literature 

5-7 Students 

understand 

social media-

based IMC 

trends 

Studies IMC 

case on social 

media 

(Facebook, 

Instagram) 

Face to face 

Discussion 

 

TM = 

720 

BT = 

288 

BM = 

432 

- Studying 

- Discussio

n 

- Assignme

nt 

Students are 

able to 

analyze 

IMC case 

studies on 

social 

media 

10% 

8-10 Students know 

IMC strategies 

in screen-based 

media 

Case study of 

IMC in screen 

media 

Face to face 

Assistance 

Self-Study 

 

TM = 

720 

BT = 

288 

BM = 

432 

- Studying 

- Discussio

n 

- Assignme

nt 

Students are 

able to 

describe 

screen-

based IMC 

strategies 

20% 

10-

12 

Students 

Design IMC in 

integrated 

social media 

and audio-

visual media 

Deep 

copywriting 

Advertising , 

writing script 

Face to face 

Assistance 

Self-Study 

 

TM = 

720 

BT = 

288 

BM = 

432 

- Studying 

- Discussio

n 

- Assignme

nt 

Students are 

able to 

design 

product or 

service 

communicat

ions in 

visual form 

20% 

13-

16 

Students are 

able to present 

IMC ideas in 

groups 

Audio and 

video in 

advertising 

Idea 

Presentation 

Face to face 

Assistance 

Self-Study 

 

TM = 

720 

BT = 

288 

BM = 

432 

- Discussio

n 

- Assignme

nt 

Students are 

able to 

design 

visualizatio

ns of 

branding 

and 

promotion 

of a product 

or service in 

the form of 

advertising. 

The concept 

is adapted 

to the 

marketing 

strategy of a 

selected 

case study. 

30% 
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