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Unit 12: Advertising Production 

Level: SRF Level 2 
Notional Learning Hours: 100 
Unit value: 10 
SRF unit code: 30913H 
This unit is internally assessed 

Unit aim 

The aim of this unit is to introduce learners to the way advertisements are created 
and the ways in which they work. Learners will study existing advertisement 
techniques in a number of mediums, and plan and produce an advertisement of their 
own in a chosen medium. 

Unit introduction 

Advertising and the media are inseparable. Advertising exists in some shape or form 
in every medium – television, film, radio, the press, the internet – and this is true 
whether the advertising is carried through a commercial media outlet (where the 
advertising is explicit and often supports it financially) or a public service media 
outlet (which will carry not only explicit advertising for its own products and services 
but will also transmit covert advertising through sports programmes, sponsored 
events and public relations messages infiltrated into news items). It follows that the 
advertising industry is one of the largest in the creative media sector. 

This unit introduces learners to the techniques of advertising. It shows them how to 
develop ideas for advertisements, and how to plan and produce advertisements in a 
selected medium. Learners will be required to analyse the construction of a particular 
advertisement along with the persuasive techniques employed. From this basis of 
knowledge they will be able to plan and produce their own advertisements. 

Outcomes of learning 

On completion of this unit a learner should: 

1 Know how advertisements are constructed 

2 Be able to develop ideas for an advertisement 

3 Be able to create an advertisement 

4 Be able to review own advertising production. 
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Assessment and grading grid 

In order to pass this unit, the evidence that the learner presents for assessment 
needs to demonstrate that they can meet all the outcomes of learning for the unit. 
The assessment criteria for a pass grade describe the level of achievement required 
to pass this unit. 

Assessment and grading criteria 

To achieve a pass grade 
the evidence must 
show that the learner 
is able to: 

To achieve a merit grade 
the evidence must show 
that, in addition to the 
pass criteria, the learner 
is able to: 

To achieve a distinction 
grade the evidence must 
show that, in addition  
to the pass and merit 
criteria, the learner is 
able to: 

P1  outline advertisements 
in terms of content, 
style and technique 

M1 describe advertisements 
in terms of content, style 
and technique with some 
detail and with reference 
to appropriate illustrative 
examples 

D1  explain advertisements 
in terms of content, 
style and technique 
with reference to 
precise and detailed 
illustrative examples 

P2  present an 
appropriate idea for 
an advertisement 

M2 present a developed idea 
for an advertisement 

D2  present an imaginative 
idea for an 
advertisement 

P3  use appropriate 
techniques and 
technology to create 
an advertisement that 
partially realises 
intentions 

M3 use appropriate 
techniques and 
technology competently 
to create an 
advertisement that 
mainly realises intentions 

D3  use appropriate 
techniques and 
technology skilfully to 
create an 
advertisement that 
clearly realises 
intentions 

P4  review strengths and 
weaknesses of own 
advertising production 
work. 

M4 describe strengths and 
weaknesses of own 
advertising production 
work with some detail 
and with reference to 
appropriate illustrative 
examples. 

D4  evaluate strengths and 
weaknesses of own 
advertising production 
work with reference to 
precise and detailed 
illustrative examples. 
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Unit content 

1 Know how advertisements are constructed  

 Medium: 

● e.g. radio, TV, cinema, interactive, print, poster. 

 

 Content: 

● e.g. narrative, visual, verbal, order of information, music, SFX. 

 

 Styles: 

● e.g. humorous, surreal, dramatic, realist. 

 

 Persuasive techniques: 

● information about products or services, e.g. features, benefits, unique selling 
proposition (USP) 

● emotional manipulation, e.g. use of fear, playing on emotion, compassion 

● brand identification 

● celebrity endorsement. 

 

2 Be able to develop ideas for an advertisement 

 Ideas generation: 

● e.g. brainstorming, group discussion, research commercial practice 

● requirements, e.g. client’s needs, technical restrictions, costs, target audience or 
market. 

 

 Treatment or proposal: 

● target audience 

● content 

● style 

● strategy 

● budget. 

 

 Regulations and codes of practice: 

● e.g. legal considerations, Advertising Standards Authority, Ofcom. 
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3 Be able to create an advertisement 

 Pre-production: 

● preparation and planning, e.g. for print or interactive (copy, visuals, layout 
plans, sketches, mood boards, thumbnails, early drafts, use of colour, fonts), for 
moving image (script, storyboard, shooting script), for audio (script, music, SFX, 
cues) 

● production requirements, e.g. equipment, crew, actors, location recces 

● production schedules, production logs. 

 

 Production: 

● e.g. drafting, layout, copywriting, recording, filming. 

 

 Post-production: 

● e.g. for print-based media, for interactive media, for moving image, for audio. 

 

4 Be able to review own advertising production 

 Finished product: 

● compared with original intentions 

● technical qualities 

● aesthetic qualities 

● persuasive qualities. 

 

 Production process: 

● production (technical competencies, creative ability) 

● post-production (technical competencies, creative ability). 

 

 Sources of information: 

● self-evaluation, production logs, comments from others, e.g. audience, peers, 
tutors, client. 
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Information for tutors 

Essential requirements 
For this unit learners should have access to appropriate production equipment. 
Depending on the medium in which learners are working, this may include computer-
aided design equipment, portable and studio recording equipment, and video 
production and post-production equipment. 

Employer engagement and vocational contexts 
Centres should (where possible) develop links with local advertising agencies and 
graphic design studios that work for such agencies. Editors of local papers could be 
willing to come in and talk about the relationship between their papers and 
advertising, both in terms of target market and finance. 

Skillset, the Sector Skills Council for the creative media sector, has a substantial 
section of its website dedicated to careers, including job descriptions – 
www.skillset.org/careers 

Saatchi and Saatchi runs a Summer Scholarship programme each year – details can 
be found at www.saatchi.co.uk/summerscholarship 

A guide to the structure of the advertising industry can be found at www.mind-
advertising.com/agencies_ index_basics.htm 

Further general information on work-related learning can be found at the following 
websites: 

● www.aimhighersw.ac.uk/wbl.htm – work-based learning guidance 

● www.nebpn.org – National Education and Business Partnership Network 

● www.vocationallearning.org.uk – Learning and Skills Network. 

Delivery guidance 
It is recommended that this unit be contextualised within a specific medium so that 
work for learning outcome 1 can be kept within manageable limits, and also so that 
the production element of the unit can be based on pre-existing technical skills. It is 
important to recognise that, whilst the technical skills of a specific medium are not 
the focus of this unit, learners must be able to use the technology they are working 
with if they are to express their intentions successfully. In terms of course structures, 
therefore, this unit could follow Unit 5: Video Production, Unit 6: Audio Production,  
or Unit 7: Print Production. 

After an introduction to the concepts of advertising, the first stage of this unit could 
be taught through a series of group sessions in which learners are encouraged to 
discuss and analyse examples of individual advertisements and advertising 
campaigns. Alternatively, learners could be encouraged, through self-directed 
learning, to investigate advertising campaigns through libraries and the internet.  
The Advertising Standards Authority website (www.asa.org.uk) is recommended  
for information about advertising generally and for interesting commentaries on 
advertisements. 

Talking about what people in the group own (and why) and what they aspire to own 
(and why) might be one way of getting into the subject. It will help, also, if tutors 
have up-to-date information on the effects of advertising campaigns. 
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However, it is more important at this stage that learners develop an understanding of 
the techniques of advertising. Analysis of specific texts should therefore be given the 
greater emphasis, looking particularly at the strategies employed and the relationship 
of those strategies to the target markets. This understanding will then inform the 
production work. 

Initial pre-production work can be broken down into specific tasks by the tutor, or 
learners can negotiate the ordering of their own work at this stage. It is suggested 
that production and post-production tasks be monitored by the tutor during a series 
of workshop sessions, with more formal sessions, including group presentations, 
being used for evaluation of the production work. 

Outline learning plan 

The outline learning plan has been included in this unit as guidance and can be used 
in conjunction with the programme of suggested assignments. 
The outline learning plan demonstrates one way in planning the delivery and assessment 
of this unit.  

Topic and suggested assignments/activities/assessment 

Introduction to unit and assessment of unit 

Group exercise on where adverts are situated. 

Introduction to how advertisements are constructed: 
● content 
● styles 
● persuasive techniques. 

Exercise on adverts that have been subject of Advertising Standards Authority 
investigation (pair work).  
Learners will: 
● research advertisements in pairs following brief given 
● write report individually covering 

o descriptions of advertisements studied 
o techniques employed in them 
o reasons for being subject to complaints 
o summaries of ASA decisions. 

Exercise on individual consumption in relation to advertising.  
Learners will: 
● identify a number of recent purchases they have made 
● explore reasons for purchases 
● find and analyse recent advertisements for each of the products, and compare 

given reasons for purchases with perceived intentions of adverts 
● prepare presentations 
● give presentations. 

Introduction to analysis of advertisements. 
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Topic and suggested assignments/activities/assessment 

Assignment 1 – Analysis of Adverts from Different Mediums 
Learners will work in pairs to: 
● research advertisements from three different mediums on a specified product type 
● analyse adverts using techniques taught in previous session 
● prepare presentations 
● give presentations. 

Assignment 2 – Advertisement Production 
Learners will: 
● decide on product to advertise 
● research into adverts for similar products 
● generate ideas 
● prepare proposal 
● prepare and give pitch to client 
● complete pre-production planning 
● complete production 
● complete post-production. 
● presentation of work. 

Assignment 3 – Review 
Learners will: 
● produce questionnaires to gain feedback on their advertisement 
● arrange showings and get questionnaires completed 
● analyse questionnaire responses 
● write review of their own advertisements in the light of responses gathered. 
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Assessment guidance 
Evidence for assessment 

Achievement of learning outcome 1 could be evidenced through a written report or a 
presentation by one learner or a small group. In the case of a group presentation 
assessors must ensure that evidence is produced which enables each learner in the 
group to be individually awarded a grade for the unit. Presentations should be 
recorded for internal and external verification purposes. Learners could also hand in 
annotated advertisements (or drawings or video grabs in the case of film or television 
advertisements). 

Achievement of learning outcome 2 could be evidenced through various forms of 
recording of brainstorming exercises or group development activities. Notes, ideas 
boards, and spidergrams are all acceptable forms of evidence, which can also be 
supported by tutor observation. 

Practical recording and editing activities that are monitored and recorded by tutors 
would provide evidence for learning outcome 3 as would the final product. It is 
essential that all group work is individually evidenced in order to award an individual 
learner a grade for the unit.  

This might be done through initial minuted group discussion and role allocation and 
final evaluation of own work and team activity. 

Evidence for achievement of learning outcome 4 can be in the form of a presentation, 
a written report, or a structured statement in an audio or visual medium. 

For some learners a viva voce type assessment might be an appropriate way of 
creating evidence for the assessment of learning outcomes 1 and 4. When more than 
one learner in a cohort is assessed in this way care must be taken to ensure that all 
learners are asked the same lead questions, and that all are given equal 
opportunities to expand or clarify their answers. Interviewers must also ensure that 
questions are not phrased in such a way as to provide or suggest an answer. 
Presentations and vivas must be recorded for internal and external verification 
purposes. 

Application of grading criteria 

When applying the grading criteria tutors should follow the advice given below. 
Please note that the examples of evidence given here are indicative only. This advice 
is not inclusive and the examples need not be included in a learner’s work in order 
for that learner to achieve the exemplified grade. 

Pass 

To achieve a pass grade, learners must achieve all the criteria at pass level. For each 
of the criteria learners must present evidence that addresses each italicised sub-
heading of the content for the learning outcome. 

P1: learners will give accurate but unelaborated, outline summaries of the content, 
style and technique of advertisements from a given medium saying what they 
contain and look like. Learners will offer some basic observations which accurately 
identify the technique being employed. For example, a learner might note, ‘The 
advert for the film Mr and Mrs Smith is quite plain and funny. It has a picture of a 
man and a woman, one each side of the poster. They are looking at us not at each 
other. He is holding a gun and she has a gun in her garter. At the bottom of the 
poster and in between the two people is the title in large black letters. The title is 
very obvious.’ 
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P2: learners will present an idea for an advertisement based on a technique 
appropriate to that idea. The idea will be arrived at quickly, perhaps in a rather 
haphazard way and without a great deal of thought. There will be very little 
development of the original idea and the technique will simply be named or very 
briefly described in such a way as to identify it. The treatment or proposal will cover 
the requirements of the specified unit content but in a simple and unelaborated form. 

P3: the application of advertising techniques demonstrated in the finished 
advertisement will be at a basic level, and aesthetic understanding and capabilities 
will also be basic (‘aesthetics’ can be taken to cover matters of style as well as the 
considerations that might more strictly be covered by that term). Learners will be 
hampered in expressing their intentions fully by their limited grasp of the technology 
and skills appropriate to the medium in which they are working, so that their final 
advertisement will only partially match what they had in mind when they came up 
with the idea. Learners are likely, for example, to produce a television advertisement 
in which the overall sense of the narrative is only just understandable. Shots will be 
in the order planned, but the individual shots will be poorly framed and will not 
match up when edited together. Editing will lack pace, and sound levels will vary 
quite widely from one shot to another. 

P4: learners will provide an overall outline review of appropriate strengths and 
weaknesses of their work without further comment (‘work’ means both the process 
and the product resulting from following that process). The strengths and 
weaknesses identified will be relevant to the production process and the product but 
will mainly be presented in the form of a historical account of activities (for example, 
‘After I had written the copy for my advert I chose the font. I went for Georgia which 
looked good. Then I had to decide on the layout. This wasn’t as easy as I thought it 
would be and took me too long …’ etc.). Reference to the product will consist mainly 
of a relevant but unelaborated outline of content, and assessments of its quality will 
be very generalised and at the level of assertion (for example, ‘The final layout was 
good and I thought the copy worked well’). 

Merit 

To achieve a merit grade, learners must achieve all the pass and all the merit grade 
criteria. For each of the criteria learners must present evidence that addresses each 
italicized sub-heading of the content for the learning outcome. 

M1: descriptions of advertisements and advertising techniques will go beyond a bare 
outline, with some appropriate detail and illustrative examples being provided. There 
will, however, be no further elaboration of these details or examples and they will not 
be explicitly linked to the discussion or used to develop points or ideas further. The 
techniques employed in the advertisements will be made more explicit using detail 
from them to illustrate the points made. In a discussion of the advertisement for the 
film Mr and Mrs Smith, for example, the learner might describe the contents of the 
advertisement as a pass grade learner would, but then note, ‘The poster uses 
humour and appeals to a youth audience as most people of around 18 to 30 would 
think that the way she is keeping a gun in her garter is quite funny.’ 

M2: learners will give some thought to the generation of an idea and will develop it 
with some care, working in a more organised way than pass grade learners. There 
will be some sense of the idea having been worked on and taken further through that 
process. Techniques, skills or technologies required to realise the idea will be 
adequately described. Ideas will be presented in an organised way and treatments or 
proposals will contain some detail. 
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M3: learners will be sufficiently competent in the technical skills appropriate to the 
medium in which they are working to be able to express their intentions or achieve 
what they aim to achieve to some degree. The application of advertising techniques 
will be considered and thoughtful. Aesthetic decisions will be based on some thought 
and will be on the whole satisfying. Merit grade learners are likely, for example, to 
produce a television advertisement in which the overall sense of the narrative is clear 
with shots in the order planned, but editing may be slightly stilted or sound levels 
inconsistent. 

M4: in reflecting upon their production work learners will go beyond merely 
identifying strengths and weaknesses. Description of the product will go beyond 
content into intention, and commentary will be more detailed, with illustrative 
examples taken from the work to support comments. However, explanations will be 
rather unsophisticated, and assessments will still be at the level of statement or 
assertion rather than being supported by explanation or argument. For example, a 
learner might note, ‘I wanted people to be attracted to my advert so I made sure the 
boy was good looking. I thought the final layout was good and I thought the copy 
stood out wellbeing in dark green against the pink shirt of the boy.’ 

Distinction 

To achieve a distinction grade, learners must achieve all the pass, all the merit and 
all the distinction grade criteria. For each of the criteria learners must present 
evidence that addresses each italicized sub-heading of the content for the learning 
outcome. 

D1: advertisements will be not just described but explained, points made being 
supported in some way by reference to precise, well-chosen and detailed examples. 
Details and examples will often be developed, or used to further develop ideas or 
arguments. In the case of a discussion of the Mr and Mrs Smith poster, for example, 
learners will make the connection between the poster and the audience, and develop 
ideas from the observations made about the advertisement: ‘The advert is aimed at a 
younger audience because the man and the woman are both young and look cool, 
and the expressions on their faces are not hard. In fact, they are almost smiling. 
Also, the way the gun is tucked into her garter is quite funny. This indicates that the 
film is a sort of comedy rather than a straight gangster movie It contrasts with the 
posters for Sin City, which all have a person with a gun in them, but they look hard 
and mean because this is a serious action movie’ 

D2: when developing their ideas learners will be inventive and resourceful, though at 
this level they will still be working within conventions. They will think laterally and 
come up with ideas and solutions which others might not have thought of. 
Techniques, skills or technologies required to realise the idea will be described in 
good detail and ideas will be presented in a careful, well-organised manner. 
Treatments or proposals will be well detailed. 

D3: there will be an overall sense that learners are in control both of the advertising 
techniques they are deploying and the technology they are using and are able to use 
both to serve their creative objectives effectively and imaginatively. For example, in 
a television advertisement the narrative will be clear and economically conveyed, 
shots will be well framed, editing crisp, and sound levels consistent. 

D4: strengths and weaknesses in a learner’s own work will be expressed clearly and 
subjected to some sort of evaluative procedure or weighing up which is supported  
by evidence from precise, well-described examples that are explicitly linked by the 
learner to the point being illustrated. Learners will demonstrate an awareness of why 
they did what they did, and will justify or support comments on production decisions 
in some way. A learner might note, for example, ‘The first requirement of an 
advertisement is to attract attention, so, because the advert is aimed at women,  
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I made sure I used an attractive man for the visual. The next requirement is to get 
the reader interested, so I dressed him in pink, which is thought of as a rather  
girlie colour.’ Any use of technical and specialist language will be correct, being 
consistently appropriate and accurate. 

Programme of suggested assignments 

The table below shows a programme of suggested assignments that cover the pass, 
merit and distinction criteria in the assessment and grading grid. This is for guidance 
and it is recommended that centres either write their own assignments or adapt any 
suggested assignments to meet local needs and resources.  

Criteria covered Assignment title Scenario Assessment 
method 

P1, M1, D1 Assignment 1 – 
Analysis of Adverts 
from Different 
Mediums 

Working as 
creatives within  
an advertising 
company, learners 
do research on 
current campaigns 
for a specified 
product-type in 
preparation for 
working on an 
account for a new 
product of that 
type. 

● Collated 
research data. 

● Research log. 
● Presentation 

(recorded). 

P2, M2, D2 P3, 
M3, D3 

Assignment 2 – 
Advertisement 
Production 

Brief from a 
manufacturing 
company to produce 
an advertisement in 
a specified medium 
aimed at a specified 
target audience for 
a specified product. 

● All research 
documentation. 

● All ideas notes, 
sketches and 
drafts. 

● Pitch materials. 
● All pre-

production 
documentation. 

● All post-
production 
documentation. 

● Finished 
advertisement. 

● Presentation 
(recorded). 

● Production log. 

P4, M4, D4 Assignment 3 – 
Review 

As above. ● Completed 
research 
questionnaires. 

● Analysis of 
responses. 

● Report. 
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Links to National Occupational Standards, other BTEC units, other BTEC 
qualifications and other relevant units and qualifications 

This unit forms part of the BTEC Creative Media Production suite. This unit has 
particular links with the following units in the BTEC Creative Media Production suite: 

Level 2 Level 3 

Media Audiences and Products Advertisement Production for Television 

Video Production Commercial Production for Radio 

Audio Production Marketing and Public Relations 

Print Production  

Photography Techniques  

Writing for the Creative Media  
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Suggested resources 

Books 

Baylis P and Procter N – BTEC Level 2 First Creative Media Production, Student Book 
(Pearson, 2010) ISBN 978-1846906732 

Baylis P, Freedman A and Procter N – BTEC Level 2 First Creative Media Production, 
Teaching Resource Pack (Pearson, 2010) ISBN 978-1846907364 

Baylis P, Holmes P and Starkey G – BTEC First Media (Heinemann, 2007) 
ISBN 978-0435464707  

Burtenshaw K, Mahon N and Barfoot C – Fundamentals of Creative Advertising  
(AVA Publishing, 2006) ISBN 978-2940373185 

Butterfield L – Excellence in Advertising (Focal Press, 1999) ISBN 978-0750644792 

Dibb S – Marketing Briefs and Revision Guide (Focal Press, 2001) 
ISBN 978-0750662000 

Hall K and Holmes P – BTEC First in Media: A Practical Handbook (Edexcel, 2007) 
ISBN 978-1846901980  

Pattis S W – Careers in Advertising, 3rd Edition (McGraw Hill, 2004) 
ISBN 978-0071430494 

Powell H, Hardy J, Hawkin S and MacRury I – The Advertising Handbook  
(Routledge, 2009) ISBN 978-0415423113 

Journal 

Campaign – the trade paper of the advertising industry 

Websites (Relevant websites applicable to learner's home country) 

www.adassoc.org.uk The Advertising Association, a federation of 
32 trade bodies, represents the advertising 
and promotional marketing industries in the 
UK 

www.asa.org.uk The Advertising Standards Authority 

www.iaaglobal.org The International Advertising Association 
connects advertising associations from all 
over the world and acts as an industry 
educator and knowledge transfer facilitator 

www.rab.co.uk The Radio Advertising Bureau 

 


