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BSBADV603B/01 Plan the Production Process for Advertisements

Key Points
Confirm the timing and budgetary requirements for creative and production work
Assess the creative brief and identify factors that influence the production process

Investigate and determine production processes to suit the advertising brief, creative
work and the advertising medium

Determine the specifications to suit both the advertisement and production process
Schedule pre-production work to meet production and post-production requirements

Plan a production schedule to meet the requirements of the advertising brief and
media plan

‘True’ or ‘False’ Quiz
BSBADV603B/02 Evaluate and Select Suppliers

Key Points

Identify suppliers for each element in the production process

Assess suppliers in terms of their expertise and capacity to meet production, budget
and schedule requirements

Base choice of suppliers on merit and value for money and their capacity to meet
legal and ethical requirements

Brief and gain agreement from suppliers on the production, schedule and process
requirements

‘Trueor ‘False’Quiz

BSBADV603B/03 Direct the Advertising Production Process

Key Points

Integrate the management of all aspects of the production process to meet the
requirements of the advertising brief and schedule

Involve creative specialists in the production process to solve creative problems and
to advise on creative changes to ensure the resulting advertisement is consistent with
the objectives and positioning for the product or service

Ensure the outputs from the production process meet the requirements of the
production schedule, creative brief and media plan and meet legal and ethical
requirements

“True’ or ‘False’ Quiz
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Key Points

Evaluate the quality and cost-effectiveness of
the production processes and report against
the requirements of the creative brief

Ensure evaluation processes are valid
and measure quality against the standards
established in the creative brief

Evaluate the final advertisement in relation to
the requirements of the creative brief
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This symbol indicates the beginning of new content. The bold title matches the
content of the competency and they will help you to find the section to reference
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for your assessment activities.

Activity: Whenever you see this symbol, there is an activity to carry out which has been

designed to help reinforce the learning about the topic and take some action.
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This symbol is used at the end of a section to indicate the summary key points of the

previous section.
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Qualification requirements include core and elective units. The unit mix is determined by
specific unit of competency requirements which are stated in the qualification description.
Registered Training Organisations then work with learners and business customers to select
elective units relevant to the work outcome, local industry requirements and the qualification
level.

All vocational education qualifications must lead to a work outcome. BSBO7 Business Services
Training Package qualifications allow for Registered Training Organisations (RTOs) to vary
progrars to meet:

& Specific needs of a business or group of businesses.

2 Skill needs of a locality or a particular industry application of business skills.

2 Maximum employability of a group of students or an individual.

When packeging a qualification elective units are to be selected from an equivalent level
qualification unless otherwise stated.
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ou!ce Unknown

This unit of competency is about being able plan, direct, monitor and evaluate the production
of electronic and print advertising. It will help you with the skills you need to demonstrate
competency for the unit BSBADV603E Manage Advertising Production. This is one of the units
that make up the Advanced Diplomas in Business.

This manual is broken up into foursections. They are:

1. Plan the Production Process for Advertisements
2. Evaluate and Select Suppliers

3. Direct the Advertising Production Process

4. Evaluate Advertising Production

At the conclusion of this training you will be asked to complete an assessment pack for this unit
of competency. The information contained in this resource will assist you to complete this task.

On competent completion of the assessment, you will have demonstrated your ability to
manager the document design for your organisation.
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PART 1:
Plan the Production Process for
Advertisements

v

The initial plannina for production of an advertisement involves:

» Ensuring you are aware of when the ad is needed and what budget has been
allocated.

2 Locking at the brief to determine what factors are present that may be unique
to the campaign. '

2 Looking at the types of production processes you may adopt.
& Planning a schedule that will enable the work to be produced on time.

# The brief that you receive to base your work on will outline what the advertiser
wants to achieve from the advertising, and so needs to be carefully considered
when looking at the way you will produce the advertising.

2 Each adis different and so will have a unique set of specifications.
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Part 1: Plan the Production Process for Advertisements

The Process

Once the creative aspects of the advertising process have been completed, we need to move
to the next step of the process, taking the idea and turning it into a completed advertisement.

However, there are a lot of questions that still need to be asked. What do we have to send
to the publication people so they can print the ad? What are the preparations and printing
procedures? How long will all of this take?

It is important for all advertising and marketing staff to have a good knowledge of production.
The process of converting an idea into something that is given to the printers is known as the
conversion process and is generally the responsibility of the advertising agency.

The production requirements of an advertisement will vary depending on the complexity of
the ad itself. We will concentrate in this section on print and electronic advertising. We will
begin with print production.

Selecting a Pr¢ Process

In most cases, the printing process used will depend primarily on the medium that the ad itself
will be running in. It is entirely dependant on that - not on the advertiser or the agency. This
means that you need to have a solid understanding of exactly what process will be used by the
magazine or newspaper it will be running in. However, in some areas of production, such as
ad-inserts, direct mail and point of sale displays there is some flexibility, as the advertiser will
make the final decision as to the production process to be adopted.

In order to deal effectively with the printers, you need to have some knowledge of the
production techniques and which ones are most appropriate for the job concerned. If the
printing process is not determined for you, you should begin the process by deciding which
of the many available processes are most suitable for your job. There are two major processes
used in advertising. They are:

Lette s Pri g

Have you ever used a rubber stamp? These stamps have a raised surface that is used to transfer
ink from one surface to another. This is the same principle that is used in letterpress printing.
Thinking about that rubber stamp - you press a raised surface against the ink pad, then press
it on to some paper. When you press it against the paper you will see that the ink is transferred
from the stamp to the paper and the message is transferred.

I letterpress printing, the area to be printed and inked is raised up and this is then inked. The
inked plate of material is then pressed against the paper and the result is a printed impression.
All types of copy must be converted to a photo engraving before any type of printing can
actually occur.
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Part 1: Plan the Production Process for Advertisements

Offset Lithography

Nearly all modern printing is printed using offset printing machinery. However, you may find
that short-run jobs are now being done digitally instead of using offset. The basic principle of
offset printing is that ink and water simply don't mix.

The image is transferred from the printing plate to a rubber blanket and then to the paper. The
ink will adhere to the image but not to any area that is damp - so when the image is pressed on
to the paper, the image is reproduced.

When using offset printing, it is important that the printer you want to use can deliver the
quality you expect. Printing is almost an art form, particularly offset printing. Look for clean
lines and sharp type.

You often will not have a choice of printing
process, but when you do, look for a printer
that is able to deliver the quality that you
require at the right price. We will deal with
choosing suppliers in the next section.
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Part 1: Plan the Production Process for Advertisements

Production Scheduling

We will now move on to examine production scheduling for a tising ca n. Since we
already are aware of when the advertising campaign needs oduced n the media
schedule) we can then back track and look at how the schec | e adverti

can be created.

To ensure that the creative and production work moves along with the preci fit,
a time schedule is produced early in the campaign planning process. You begin 0y ning
the closing date which is the time that the finish ls must arrive at the printer or media
network in order to be aired or printed. Once this | are able to ickwards
along the calendar to determine when work must begin neet th 1g date. In
general terms modern printing processes n newsy > is generally
a day or two before publication date, wt require U s before press
date for the necessary materials to b ered. TV s generally accept work the day
before, although vetting time may al equired.

Let’s look at a typical production sc oth on and print advertising, to get an

idea of the steps involved:

Print Schedule

IR e

X X When ti frsts meets with .
Briefing Meetin . _ As required.
e agency | a campaign.

and art Generally allow 2 weeks,

Layout and Copy director a submit  although this can be rushed as
work to the clientor approval. required.
Layout and Co >s the go ahead for
4 Py J Generally at the above meeting.
Approved dev
Traffic may ternal and external
ites r bids for creating any These may be due within a week.

hotography.

Depending on the nature of the

campaign this may only take a day :
Art Due . Varies.
or may take much longer. It will

depend on what is required.

; ; ; Depending on the number of
Meeting with the client to ;
yout changes needed this may be
approve artwork and layout and : i
immediate or may take another
make any changes.
week or two.

Final meeting with client before

Final Proc yved : ;
work is sent to prlnter.
Mate 2 at By the closing dat
e closin ate.
Publication Y d
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Part 1: Plan the Production Process for Advertisements

The above table shows the steps involved in the production proc a print advertisement.
The complexity of the artwork can vary significantly and may ist a day (in the case of
stock art) or weeks (if art work is commissioned from an artist) main, the ve process
should take no more than two weeks, and production over d be cor 1 within 1-6

weeks depending on the complexity of what is being asked |

Now that we have examined the production schedule for print advertisi At h 5
compares to television production. In this case, we will provide actual dates In
most cases a major television commercial can take around 6 weeks to produce.
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Part 1: Plan the Production Process for Advertisements

Television Production

Task Name Description W -

Script and Storyboard
Development

Client Approves Ad

Bids and Estimates

Client Approves Budget

Preproduction and
Casting

Shoot

C pproves Rou
Cut

Sound I
Music

Client Aoprove
P.

In this cas
vary si
bring all

The art director and copywritc
work  on  developing  the

advertisement.

The client approves the ad and

production can be

The traffic department wc

production cor finalisc
costs and are
submitt
The looks at bids 3
prc ~ompan d
approve
Around 2 weeks i
ion company to
hile casting ai
on During
equipriic ],
proj and costumes found.
ost  te commercials
or two, but
this ok depending
n the complexity of what is
°d.
Ec an advertisement
geneic es a further 2 days.

¢ version of the ad is
approved by the client.

The soundtrack is added.

The ad is ready to ship.
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June 2

June 9

June 10-23

June 24-25

June 26-28

June 29

June 30-July 3

July 4

levision ad has taken around 6 weeks from inception to shipping. This can
y depending on what it is that you need, and it is the role of the producer to
> elements together so that the ad is produced on time and on budget.



Part 1: Plan the Production Process for Advertisements

Radio production

Radio production is relatively straight forward and so will not b edindet: .Generally
speaking a radio ad can be produced in a matter of hours if and ger vithin a day
or two of the script being approved by the client.

Master Schedule

Onceyouhave createdindividual schedulesforea tofthe production ofthe advertising
campaign, they can be brought together into a le which outlin it needs
to be produced and by when. It is a good idea to build 1 0 your ¢ es so that
individuals involved can keep track of the v g ever) ccording to
plan.

“What really deci
consumers to buy
or not to buy is the
content of y« B
advertising,

form .” David Ogilvy
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Part 1: Plan the Production Process for Advertisements

What Comes Next...

Now that you have an understanding of the different processes associated with advertising
production, let’s look at how this is affected by the brief itself. The brief that you receive to
base your work on will outline what the advertiser wants to achieve from the advertising, and
so needs to be carefully considered when looking at the way you will produce the advertising.
Things you may like to consider include:

2 When is the advertising required?

2 What budget do you have to work with?
2 What is the advertiser trying to achieve?
2 What level of quality do they desire?

2 What type of image are you trying to project?

Each of this will play a part in you determining the production processes that you need to put
in place for an advertisement.

Preproduction

The process of producing an advertisement begins well in advance of the actual ad itself
going into production. It is important that the preproduction is handled in such a way that it
allows the actual ad itself to be produced quickly and on time. The preproduction processes
will vary depending on the production methods and type of advertising (which is why it is so
crucial to have a solid understanding of these facets from the creative brief). Areas that need
consideration include:

2 Receipt and review of advertisiiig copy: Once the copy writer has supplied the final
copy, it is important that this is reviewed for errors and that the copy itself is typeset
appropriately before the production itself begins.

2 Receipt of visual elements and layout: Once the visual elements are supplied, they
should be reviewed carefully. Look at the way the branding elements have been used and
whether these are in line with advertiser specifications, ensure colours and overall layout
is appropriate for the methods adopted.

2 Rehearsals: For television production, ensure that time for rehearsals are scheduled in.
Like any production, the production team will need time to become familiar with the way
the ad is to look and feel and the talent will need to run through the ad numerous times
so that they are comfortable with what is required of them.

& Scripts: Ensure scripts are produced for both the talent and the production team so that
all members can become familiar with the content of the ad.

Set construction: If a set is to be produced, time will be needed to ensure that it is made
on time and that the creative team and the client are able to approve it before production.
There are numerous companies that specialise in set design and production, or it can be
done in-house using reliable joiners.
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Part 1: Plan the Production Process for Advertisements

2 Storyboards: Storyboards should be produced for television ads by the creative team.
They are designed to allow the production team to visualise an ad before it is produced.
They should be made available to the director and the production team well in advance
so that they can plan their shots and schedule the way they will produce the ad.

Specifications

Finally, let's look at specifications. Each ad is different and so will have a unique set of
specifications that need to be considered. The specifications of an ad will also affect the type of
suppliers that need to be contracted to undertake the work itself. Some of the more common
specifications include:
& artreproduction
2 aspect ratio
2 colour register
2 colour reproduction
2 colour separation
composition
computerised colour reproduction
film
halftones
line art
photography
process colour
screens

spot colour

&6 6 & 6 &6 &6 6 &6 o

typesetting
video.

Looking through this list, you are likely to recognise which specific specifications will apply to
the advertisement that you are working on. Once you are aware of which ones will have a major
effect on the production you are undertaking, it is important that you look at whether you can
undertake the specific work in-house or need to outsource it to another agency or design firm.
Many print and electronic production houses are able to ensure that the work you are asking
for meets the specifications.

You may also find that the media that you are using may effect the specifications. Different
magazines may have specific requirements for how the advertising they receive needs to be.
Check through the specific requirements of the ad that you are submitting to ensure that you
meet these specifications, so that this does not delay the ad being placed.
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Activity One

Think of your favourite TV advertisement. What areas of pro
from the schedule that is presented previously? Create a n
tasks for this specific advertisement.
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Section 1 -"True’or 'False’Qui

The printing process used will depend pri
that the ad itself will be running in.

In letterpress printing, the area orinted and

up and this is then inked.

Radio ads are slow to prc

Television shoot
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