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Welcome from the Dean

Have you noticed that the best ideas are
usually so simple that it is hard to believe that
it took so long for someone to conceive of the
idea in the first place?

School of Communication Arts is unique for so
many reasons. Here are three things that make
it such a unique place for you to launch your
career;

A student to teacher ratio of 1:6 (that's six
teachers to every student!!). Every teacher is a
top creative practitioner. Which means that
our students develop a powerful network of
valuable contacts whilst developing their
abilities.

An entirely new vocation (Ideapreneur). This
has captured the imagination of the
advertising and venture capital industries. So
much so, that some of our Ideapreneur
students will receive £10,000 of funding for
their start-ups whilst at the school.

An accredited curriculum written by
practitioners using wiki tools. This simple idea
enables us to teach the most up-to-date
knowledge, which is essential in such a fast-
changing world.

There are plenty more ways in which The
School of Communication Arts is considered
to be the leading school for advertising, some
of which you will find in this prospectus. But
the thing that sets us apart, more than
anything else, is our cohort.

| wish you good luck in winning a place at the
school. If you are successful, you are on a fast-
track to a very rewarding creative career.

All the best,
Marc Lewis
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Welcome from the Principal

Welcome to the 215t century. The new School
of Communication Arts is a 215t century model
for professional education. The pathways have
been designed collaboratively with the
industry; the teaching is delivered and
supported by mentors who work in the
industry and the approach of the school is one
of hard professionalism backed by unique
funding.

As a place of learning our ethos is one of
professionalism, creativity and quality. Our
pathways are validated by the biggest arts
university in the world, University of the Arts
London Awarding Body. This is your guarantee
of quality from us. The pathways are created
by the industry which is your guarantee of
relevance.

Advertising has changed and is still changing.
The multitude of possible channels and
technologies mean that the sky is the limit with
regards to creative solutions.

The pathway will equip you with the skills to
enter the world of advertising and be
successful or to be a successful Ideapreneur.
The rest is up to you.

Passion, interest, commitment and creative fire
are what we expect of you.

Welcome to the school.
Richard Adams, BA (Hons.), PGCE, MA, FRSA
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Why are we different?

Good question! We are different for a
variety of reasons.

Our school is created by the industry for
the industry and the curriculum is written
with the industry, by the industry. Our
teaching is provided by mentors who all
work in industry and give up some of their
time to help you achieve your goals.

We are different because we choose to
make our pathways as vocational as we
can. Make no mistake, this is professional
quality education and we expect
professional standards from all our
learners.

We are also different because we are a
social enterprise and we have a
constitutional commitment to equality of
opportunity and diversity.
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We have Unique Industry Backing

We have the direct backing of a number of
senior advertising and industry figures who
sit on our board. These include,

Lord Tim Bell helped found Saatchi &
Saatchi is a world renowned
communications expert.

Sir John Hegarty is one of the world’s most
famous creatives.

Rory Sutherland, Vice Chairman of Ogilvy
Group.

Chris Gorman OBE, massively successful
telecoms entrepreneur.

PY Gerbau, entrepreneur.

Saul Klein, VC and founder of Seedcamp
and Open Coffee Club.

Seb Bishop, a former student of the
original SCA, is the International CEO of
(RED) and search marketing pioneer.

David Howe has had an extensive career in
arts education and further education. His
education roles have included teacher,
examiner, arts advisor, inspector,
enterprise project manager, and college
principal.

Rosemary Forsyth has been the General
Partner of the Forsyth Group since she
founded the company in 1981.

Robin Wight, President of The Engine
Group.
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What we offer

At the heart of our offer is a professional class
education for the creative advertising industry.
We have created three pathways. One for
Copywriters, one for Art Directors and one for
what we call Ideapreneurs.

All learners coming into the college will pass
through a combined first term that gives you a
foundation in all aspects of the industry.

After that you will split into your three
pathways and pursue highly specialised
content and work with live briefs.

The Art Directors will pursue formal training
and learning in art direction for the 21t
century. The Copywriters will study copy as a
creative medium across all channels and
technologies. The Ideapreneurs will pursue
creative ideas that can be turned into solid
businesses and will in turn apply for start-up
funding during their pathway.

We and the mentors believe that this will
equip you all with the professional skills you
will need to survive the world of creativity in
advertising.
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Qualification

Many smaller colleges choose to give you
bespoke certificates. In planning our offer
we understood that people need real life
recognisable qualifications. To that end we
have partnered with the University of the
Arts London Awarding Body to give you
an NVQ level 3 qualification — equivalent
of a o foundation course.

This is an internationally recognised
qualification that will enable you to study
further should you wish. Given the nature
of the pathway and its unique access to
industry it is more than likely that you will
head straight into employment.

It also gives you reassurance that OUR
academic standards are being rigorously
checked and assessed and that we will
deliver what we say we will.

Our diploma is subject to validation at
time of writing.
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How the pathways were written

In order to make them as relevant as
possible our pathways were written
collaboratively by the mentors and the
Dean and Principal, supported by the
University of the Arts London Awarding
Body.

The pathway units were developed by the
college teaching team in partnership with
mentors who added, edited, changed and
subtracted content until they were as you
see them. This process will continue each
year keeping the pathways fresh and
relevant.

In time you will be one of the mentors
adding to the curriculum for the next
generation.

We live and work in an open source world
so our offer was designed from the ground
up to be open source as much as possible.
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Learning approach

One question that is asked is “What will |
see if | walk in to the college on a given
day?” Well, the answer is simple. You will
see learners being advised, taught and
mentored by a number of industry figures
who have relevant specialisms. Learners
will be busy around their workstations and
the feel of the school will be as close to a
creative department as we can make it.
Briefs will be live.

Every day a number of mentors will be in
the school to support the learning and to
make sure you are getting top a flight
professional education.

This means we expect professionalism
from you too. The people who founded,
run and mentor at the college are all serial
high achievers and will expect the highest
standards from you.

Success is based on this.
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Mentor led learning

If you look at our mentors you will see they
come from a vast array of backgrounds.
They all however have two things in
common.

One is that they are the best at what they
do. They are passionate about their
careers.

Two, they care about passing on
knowledge and learning to the next
generation... So much so that they will give
up their time and expertise to mentor you,
help write the curriculum and support the
college in numerous ways.

By the time you leave the college one of
these mentors, or more, will be a lifetime
mentor for you.




re@elve§

().)(]( Nt A3

29 employers & C
%~ advertising £ §
&8 =h §London-c(g +
Oj —03 O
3 "'Hearn:ng QsI: &
a0 f t =@ ¢
o 4TUCUreg s -
* O ntormation< = BE | entresy
uchg<<:0 35 o Arts
WosR0C S e EX 8T
g -012 K (¢ Ds éag § g“.\:ﬁ.ﬂ‘.
H:é ct Qo ot 1 ADooze
G5 O mme o R e S a
& kKNnowledges = %

attenda -

{ wnttenstudent :
practitioners 3;

cmauonquallflcatl
ma:’o"’"‘ Cl eativemeroved

case- StUdleS

Cmanus
g g’% %get g

1

C

T
3

(

gt )

JalLe.

oY)

I RUIIRW S
SU0s

31

anan)IJJnZ)

\ka

wdeom medna

SM}D)BM

-} gk Hm}cw i aten
WmISSbﬂS >

@ Email-

(')
O
3
t-f
3.
‘O
w@?

Pathway Structure

There are three, what we call, pathways.
One for Ideapreneurs, one for Art
Directors and one for Copywriters. The
pathways are broken into what are called
units. Each unit explores a specialist
subject.

All learners will spend term 1 doing the
same common units to give you a
grounding in the basics of advertising and
|deapreneurship.

In terms 2 and 3 you will specialise by
following just one of the three pathways.

At the end of one year’s study you will be
expected to successfully undertake 6
months of work experience with one of our
industry partners. We will organise this for
you. This work experience will form part of
your assessment and so must be
satisfactorily completed.
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Subject to validation at time of writing.

The Ideapreneurship pathway units

Common Units — Term 1

Key skills — numeracy/literacy

What is advertising?

Day in the life of an agency creative

What are the key roles in advertising?

How and why do brands position themselves?

What are Brand Statements and why are they important?
Effective Brainstorming techniques for creatives
Understanding and decoding creative briefs

Effective presentation of creative ideas

How to keep on top of trends

Understanding the semiotics of advertising

Spotting opportunities for adding value to businesses
Evaluating ideas for creative potential

Understanding Human Behaviour and how it affects persuasive
communications

Specialist Units — Term 2

What is an Ideapreneur?

Understanding revenue models for creative businesses
Understanding corporate structures, especially share types
Competitor analysis techniques and how to use them
Techniques for generating creative ideas

Market research techniques and how to use them

Creating your elevator pitch

Effective Marketing and PR Techniques for creative businesses
Finding a first customer for your business

Effective product development processes in creative businesses
Inclusive & User-Centred Design techniques for creatives
Building effective prototypes for testing

Techniques for proving concepts

Entrepreneurial strategies and processes

How to create an effective business plan

Specialist Units — Term 3

Understanding Social Enterprise

Green issues in business

How to form business partnerships and alliances
Strategies for fundraising

Understanding and developing exit strategies
Understanding your role in the company once it's running
Dangers facing small businesses

Understanding Intellectual Property and how to protect it
How policy affects a business

Techniques for effective corporate governance
Understanding employment law

How to make a business sustainable

Effective recruitment techniques and managing employees
How to present to investors

Corporate Social Responsibility and business manage
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The Art Director pathway units

Common Units — Term 1

Key skills — numeracy/literacy

What is advertising?

Day in the life of an agency creative

What are the key roles in advertising?

How and why do brands position themselves?

What are Brand Statements and why are they important?
Effective Brainstorming techniques for creatives
Understanding and decoding creative briefs

Effective presentation of creative ideas

How to keep on top of trends

Understanding the semiotics of advertising

Spotting opportunities for adding value to businesses
Evaluating ideas for creative potential

Understanding Human Behaviour and how it affects
persuasive communications

Specialist Units — Term 2

Key software tools in advertising and how to use them
Understanding Typography and visual culture

Effective techniques for dealing with advertising clients
Using games and gameplay as branded utility
Programming principles for advertising creatives

Understanding how networked media is a creative
platform for advertising

Creating effective mobile advertising campaigns
Effective use of Augmented Reality in advertising
campaigns

Inclusive & User-Centred Design techniques for
advertising

Creative techniques for Art Directors

Effective budgeting for advertising projects
Understanding creativity across different media
Testing ideas and research for validating a concept

Specialist Units — Term 3

How to use CRM effectively

Advertising using new real-time media

Dealing with external suppliers an third party firms
Casting, editing, production, sound for projects
Understanding Copyright for creatives

Techniques for running your own creative business

Creative Campaigns; creating a large scale fully
integrated campaign

How to apply for awards
How to get your first job in advertising
How to get a promotion
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The Copywriter pathway units

Common Units — Term 1

Key skills — numeracy/literacy

What is advertising?

Day in the life of an agency creative

What are the key roles in advertising?

How and why do brands position themselves?

What are Brand Statements and why are they important?
Effective Brainstorming techniques for creatives
Understanding and decoding creative briefs

Effective presentation of creative ideas

How to keep on top of trends

Understanding the semiotics of advertising

Spotting opportunities for adding value to businesses
Evaluating ideas for creative potential

Understanding Human Behaviour and how it affects
persuasive communications

Specialist Units — Term 2

Key software tools in advertising and how to use them
Creative language for Copywriters

Effective techniques for dealing with advertising clients
Using games and gameplay as branded utility
Programming principles for advertising creatives

Understanding how networked media is a creative
platform for advertising

Creating effective mobile advertising campaigns
Effective use of Augmented Reality in advertising
campaigns

Inclusive & User-Centred Design techniques for
advertising

Effective writing techniques for multiple media
Effective budgeting for advertising projects
Understanding creativity across different media
Testing ideas and research for validating a concept

Specialist Units — Term 3

How to use CRM effectively

Advertising using new real-time media

Dealing with external suppliers and third party firms
Casting, editing, production, sound for projects
Understanding Copyright for creatives

Techniques for running your own creative business

Creative Campaigns; creating a large scale fully
integrated campaign

How to apply for awards
How to get your first job in advertising
How to get a promotion
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Assessment

Assessment is carried out continuously. As each
unit is completed then it is assessed by the
mentors and teaching staff. You will be given a
pass or fail based on satisfactory completion of the
learning outcomes as specified in the unit
descriptions (which can be found on the website).

At the end of the 18 month course, if you have
passed all your units and period of work
placement, you will be awarded the certificate. This
will be verified by University of the Arts London
Awarding Body and so will be externally quality
checked.

A learner who continuously produces more than is
needed and work of the highest professional
standards may be awarded a distinction — more will
be posted online regarding the regulations for
this.
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How to apply

To apply have a look at our website.

www.schoolcommunicationarts.com/apply

Then if you want to talk to us email either the Dean
or the Principal. We are happy to hear from you.

Our email addresses are,
Marc Lewis, Dean,
marc.lewis@schoolcommunicationarts.com

Richard Adams, Principal,
richard.adams@schoolcommunicationarts.com

You will then need to fill in an online application
form containing all your details and we may ask you
to attend an interview bringing with you any
creative work you have done (of any kind) and
making sure you know about the issues
surrounding advertising. Make sure you read the
trade press, blogs, groups and make sure that you
know who the agencies are and so on... It will help
to show commitment.

Also prior to interview you will be asked undergo a
Diagonal Thinking test online. This won't affect
your application but it will give us a clue to the type
of creative you are.
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What will it cost?

Our fees reflect the fact that we are unique and
offer a professional class education.

Fees for UK and EU students are £3,250 per term
And for Outside the EU £3,750 per term

We do offer a number of scholarships for which you
are welcome to apply. Please visit the website for
further details.

The School will support applicants in applying for
bursaries to assist with living expenses.
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Your Interview and portfolio

When you come for interview or are interviewed by
video conferencing we will expect to see a creative
portfolio of some kind. Because we are looking for
creatives this does not mean we need advertising
portfolios, your portfolio should simply
demonstrate that you are a true creative in some
field.

The interview may also have one of our governors
in attendance...so you may meet advertising
royalty.

In terms of your interest in advertising you should
demonstrate a commitment by readily knowing the
names of large agencies, being able to talk about
ads of any kind that have impacted on you and you
should display passion. Passion for ideas, for
creativity for experiences.

Prior to the interview you should also make sure
you have read the website. Understand us and
what we are trying to do. We will ask you about
this...
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More info can be found at
www.schoolcommunicationarts.com

We look forward to seeing you soon.
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