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1. TITLE: Demonstrate an understanding of advertising production
2. UNIT STANDARD NUMBER:
3. NQF LEVEL: 5
4. TOTAL CREDIT VALUE: 8
5. FIELD: ; Business, Commerce and Management
Sub-field: Marketing
6. ISSUE DATE
. REVIEW DATE:
8. PURPOSE:

Learners credited with this unit standard will be able to describe and explain the functionality
of the production department of a company as well as explain the printing issues and
processes. Learners are also able to describe how the print reproduction is set up and the
production for radio, television and outdoor advertising processes .

The qualifying learners are competent of:

¢ Demonstrating an understanding of the organisation and the functionality of the production
department

Demonstrating an understanding of printing issues and processes

Demonstrating an understanding of setting up for print reproduction

Demonstrating an understanding of production for radio and television

Demonstrating an understanding of production for outdoor

9. LEARNING ASSUMED TO BE IN PLACE:
o leamners accessing this qualification will have demonstrated competence in

communicating verbally and in writing and computer technology at NQF Level 3 or
equivalent '

10. SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA

Specific Outcome 1: ' Demonstrate an understanding of the organisation and the
' functionality of the production department

Assessment Criteria:

1.1 The structure of the production department is explained in line with company
~ organogram ' '
1.2 The functions of the production department are identified, listed and described inline

with the company job descriptions
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b 'Speoiﬁc.Outcomé 2 _ Dani'onstr_ats an 'undsrs_tanding of the printing processes
Assessment Criteria: - |

2.1 Paper SIZBS lnk bmdlng methods and printing terminology is explained in lme with
current technology ' _

2.2  Printing processes are described in line with company printing standards

2.3  Various methods used for printing are identified and described in line with industry
norms and practices

2.4  Colour processes are explained in line with current technology

Specific Outcome 3: Demonstrate an understanding of setting up for print
reproduction ;

Assessment Criteria:

3.1 Reproduction processes are described for print production using correct terminology

3.2  Cutting, foiling, folding and folding methods and techniques are described using
correct tenmnology ' )

3.3 Binding and stitchtng methods are expialnsd in line with company procedures

3.4 Direct mail advertising is described in accordance with industry practices -

Specific Outcome 4'; o Demonstrate an understanding of radio and television
% G et § N - production - ;

Assessment Criteria:

4.1 Produdtibh processes are described in line with company parameters

42 Post productaon is explamed acoordlng to company standards and production

procedures :
43  Material requnrements are expla:ned in Irne with deSIred outoome

Specific Outcome 5 o ‘Demonstrate aﬁﬁundersfanding of production for outdoor
Assessment Cr[tena S, Bl R ' S

51 Outdc'.or types are listed in required format

5.2  Outdoor sizes and described in line wsth company standards

53  Unique requtrements of each outdoor type are [lsted and explamed in !ine mth mdustry
 standards : - : '
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11.  ACCREDITATION AND MODERATION:

¢ An individual wishing fo be assessed (including through RPL) against this unit standard
may apply fo an assessment agency, assessor or provider institution accredited by the
relevant ETQA

e Anyone assessing a leamer against this unit standard must be registered as an
assessor with the relevant ETQA ;

o Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

o Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

» Software will include but is not limited to; Adobe PhotoShop, Quark X Press, Adobe
Indesign, Freehand, Adobe lllustrator and Adobe Acrobat

» Direct mail advertising will include but is not limited to; envelope sizes, envelope
manufacture, Post Office requirements, printing methods, Ietters mailing lists, repiy
cards, posting and methods

¢ Electronic media will include but is not limited to; radio and television

13. NOTES

o EMBEDDED KNOWLEDGE

¢ Anunderstanding of the production process in advertising agencies
¢  Knowledge of the functions of a production department
s An understanding of issues involved in print production

CRITICAL CROSS FIELD AND DEVELOPMENTAL OUTCOMES:

The ability to:

¢ Collect, evaluate, organise and critically evaluate information pertaining to the
production of print

Work effectively with others in order to enhance the print production process

Identify and solve problems regarding print production

'Use science and technology effectively during the production and monitoring of print
Understand the world as a set of related systems, where lack of knowledge regarding
print production will lead to downtime and lost production

Understand the world of radio production
'Understand the world of television production on video and on film

®* & & @
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1. TITLE: Demonstrate an understanding of the composition and dynamics of a

creative team .

S

o

10.

UNIT STANDARD NUMBER:

' NQF LEVEL: 5

TOTAL CREDIT VALUE: 6
FIELD: Business, Commerce and Management

Sub-fieid: Marketing
ISSUE DATE

REVIEW DATE:

PURPOSE:

Learners credited with this uhit standard will be able to describe a team and the
communication processes within the team. Learners are able to describe best working team
practices, apply these and handle conflict situations within the team

The qualifying learners are competent of:

« Communicating with all relevant stakeholders to enhance teamwork
o Displaying tendencies to work with others as a member of a creative team
+ Handling and resolving areas of conflict

LEARNING ASSUMED TO BE IN PLACE:

Learners accessing this qualification will have demonstrated competence in communicating
verbally and in writing and computer technology at Level 3 on the NQF or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA

Specific Outcome 1: Communicate with all relevant stakeholders to enﬁanéé

teamwork
Assessment Criteria:

1.1 Communication methods are identified and demonstrated in line with com_pa'ny
communication processes and procedures

12  Communication is clear and concise and required format o

1.3  Views of other team members is listened to and results recorded and éctioned within
required time frame

1.4  Feedback is given on all communication received within required time frame

1,5 - Communication barriers are identified and dealt with as they arise in line with company

standards and practices
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: Sp.eciﬁb'bu't_come 2 D:spiay tendencies to work w:th others as a mamber of a a

creative team

Assessnien‘t Criteria:

21 A range of tendencies for team.work are identified and described in line with company
team dynamics and processes )
2.2 Behaviours are inline with established behaviours of a team member
2.3  Team members are consulted on all mafketing related issues within required time
_ - frame and format _
24 Decisions are based on team conéensus and are in line with business or project
"~ objectives ‘
Specific Outcome 3: Handle and resolve areas of conflict

Assessment Criteria: .

3.1

3.2

33

| Areas of possnble conﬂ:ct are ldentn" ed wﬂhm required time frame and actioned in line
with company standards ' ' '
Achievable optlons to resolve the conflict are generated in accordance with company
policies and procedures _ ; '
Options or combination of options that will resolve the conflict are jointly selected

-+ - within réduired time frarne and in line with company standards

34

35 -

The needs and expectationé of all team members are taken into account and in line
~ with business objectives ; _
Conflict between team members is resolved using collaborative facilitation methods

11, ACCREDITATION AND MODERATION:

An mdnﬁdual wishing to be assessed (including through RPL) égainst this unit standard

‘may apply to an assessment agency. assessor or prowder institution accredlted by the
relevant ETQA

"Anyone assessing a learner against this unit standard must be reg:stered as an
~-assessor with the relevant ETQA

Any institution offering léaming that will enable achievement of this unlt standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

12.  RANGE STATEMENT:

Feedback includes but is not limited to; verbal and written
Conflict includes but is not limited to; personal conflict issues, team conflict, manager
and subordlnates conflict
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13. NOTES

EMBEDDED KNOWLEDGE

- Knowledge of organisational structures and team compilations

Knowledge of the industry

~ Knowledge of conflict resolution processes and practices

CRITICAL CROSS FI LED AND DEVELOPMENTAL OUTCOMES:

The ability to: .

Collect, evaluate, organise and critically evaluate information when understanding
historical data

Communicate effectively when presenting reports so that all stakeholders understand
when communicating with others to enhance teamwork

Work effectively with others as a member of a marketing team to improve output

- Identify and solve problems pertaining to working together as a member of a team

In'order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any
programme of learning to make an individual aware of the importance of: being culturally
sensitive across a range of social contexts so that all actions and decisions are
acceptable to all stakeholders with broad cultural backgrounds '

Use science and technology in the prapara’uon and presentahon of commumcations and
for reports
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TITLE: Lead a marketing communications campaign team

oA e N

@

10.

!

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 5

CREDITS: 6

FIELD: 5 '+ Business, Commerce and Management Studies
Sub Field: Marketing '

ISSUE DATE: o

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard are able to lead a team in a marketing communications
campaign. Learners are able to set measurable objectives for the team members and monitor
their achievements of the objectives, they are also able to implement steps to develop team
members towards meeting and achieving the campaign requirements and objectives

The qualifying leamer is capable of:

Setting objectives for marketing communications campaign team
Coaching marketing communications campaign team to be able to achieve objectives
Monitoring performance of marketing communications campaign team against targets
Providing feedback on performance
Taking corrective action as needed

* & o ® 0

LEARNING ASSUMED TO BE IN PLACE:

+ Leamers accessing this qualification will have demonstrated competence against the

standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent
SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA: ' "

Specific Outcome 1: Set objectives for marketing communications campaign team

. Assessment Criteria

1.1 Marketing communications campaign members set objectives within the organisational
framework

1.2 Marketing communications campaign members set 6bjectives, which are specific,
measurable, and achievable within the organisational framework -

1.3 All stakeholders are consulted within the process of setting objectives within the required
Itime frame : ' '



Assessment Criteria

Coaching plans are developed and selected in consultation with relevant individuals

2.1

2.2  Coaching initiatives are planned and in the required format and within scheduled
timeframe

2.3  Coaching is matched to the individual's goals, needs and objectives and in line with
company training and development parameters and guidelines

2.4  Coaching is linked to the workplace skills plan

2.5 Coaching is implemented in an environment conducive to leamlng and performance
improvement

b Specific Outcome 3 Monitor performance of marketing staff against t_afgeﬁs

Assessment Criteria "

3.1° Competence of individuals and teams is assessed against agreed standards and
objectives and within agreed procedures and timeframes

32  Selected evaluation methods are relevﬁnt. fair and known to the individual or team being

_ assessed
3.3  Monitoring of performance is done in a manner which is based on establish methods
34 Collected information is complete, accurate, current and agreed with the individual or team
: - in the required format ' | W
35  Performance is recorded in the agreed format : ‘{
3.6 Monitoring and assessment of individuals and teams is provrded on an’ ;on-gomg basis
- within agreed timeframes : f
Specific Outcome 4: Provide feedback on performance

Assessment Criteria

4.1

4.2
4.3

Feedback provided to individuals and teams is factual, concise and relevant to agreed

standards .
Opportunities for improvement are ldentlf ed and recorded in required format

Feedback is provided in a manner, time and place appropriate to all stakeholders

STAATSKOERANT, 2'NOVEMBER 2004 ' No. 26928 297
* Specific Outcome 2: Coach marketing communications team fo be able to achieve
_objectives .
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11.

12.

13.

44 - Opportunities are provided -for individuals and teams to comment on the evaluation -and
procedures . .

4.5  Details of action to be taken as a result of the feedback are accurate and comply with
requirements - _

46  Records of feedback are factual, current and are maintained in a secure environment and
are available to authorised uses

Specific Qutcome 5; - Take corrective action as needed

Assessment Criteria

5.1  Standards and objectives are altered in accordance with the required' timeframe and

 format | | | o
5.2  Remedial activities are implemented in accordance with plan
5.3  Corrective action is taken within the agreed format and timeframe
54 Individual involvéd in the implementation of corrective action are consulted with, and

feedback sought on the effectiveness of the remedial activities

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
Anyone assessing a leamer against this unit standard must be registered as an assessor with
the relevant ETQA - _

Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA :
Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT;

Forms of marketing communications include but are not limited to; adverting, direct marketing
and relationship marketing, sponsorship, event marketing, sales promotions, public relations
and alternative strategies

Media will include but is not limited to; all electronic, print, outdoor, digital media, e-media and
direct media A . :

Coaching includes but is not. limited to; training, development, mentorship, skills training,
knowledge, enhancement and attitude development _ :

Marketing objectives include but are not limited to; research, sales, market share, profit,
communications strategy, media exposure, processing and target audience

 NOTES:

EMBEDDED KNOWL-EDG'E::‘. _

An understanding of principles, rheth_t‘sds and techniques for leading individuals and teams
Knowledge of performance evaluation methods and procedures
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T

« An understanding of organisational policies and procedures  pertaining to. the
assessment/review of performance o i' ¢ e
« Knowledge of coaching methods and techniques.. . -

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

RITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

e Collect, evaluate, organise and critically evaluate information to ensure information is accurate
and evaluated in line with organisational strategy _ ' o '

o Communicate effectively when reviewing and presenting individuals with a synopsis of their
performance : ) -

e Understand the world as a set of related systems where correct performance assessment,
coaching and feedback lead to the overall growth and success of the individual or team

o Work effectively with others when providing coaching on performance

» Identify and solve problems refated to poor performance of individuals or teams
In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of '
learning to make an individual aware of the importance of: being culturally sensitive across a
range of social contexts when analysing and coaching individuals and teams, so that these
actions are appropriate and acceptable to people with varying cultural backgrounds '

» Contribute to the full personal development of each learner and the social economic development
of the society at large, by making it the underlying intention of any programme of learning to make
an individual aware of the importance of meeting performance standards '
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1. TITLE: Demonstrate an understanding of the principles, tools and process of

Desk Top Publishing

O~ 0N

N o

10.

UNIT STANDARD NUMBER:

NQF LEVEL: _ 5

TOTAL CREDIT VALUE: 4 |
FIELD: ) Business, Commerce and Management
Sub-field: Marketing

ISSUE DATE

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to explain and apply desk top
publishing using all available resources and system applications. Leamers are able to test
the product to ensure it meets with original objectives and present the final product to
relevant stakeholders

The qualifying learners are capable of:

Demonstrating an understanding of Desk Top Publishing
Applying Desk Top Publishing processes

Evaluating the completed work against objectives
Presenting the results

LEARNING ASSUMED TO BE IN PLACE:

e Learners accessing this gqualification will have demonstrated competence in
communicating verbally and in writing and computer technology at NQF Level 3 or
equivalent o .

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA

Specific Outcome 1: Demonstrate an understanding of Desk Top Publishing

Assessment Criteria:

1.1 The principles of DeskTop Publishing are explaihed using correct terminology

1.2 DeskTop Publishing tools are identified, listed and described in line with

~“system/programme specifications

g The DeskTo'b"'deli_shing process is explained in line with company programme
procedures '

1.4 Scanners are identified and their uses explained in line with equipment specifications
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* Specific Outcome 2: ~ Apply DeskTop Publishing processes
Assessment Criteria:
24 images are scanned following system/programme parameters
2.2  Images are changed and improved using appropriate software in line with
system/programme specifications
23  Layouts are created using appropriate software in required for_rnat
2.4  Images are imported according to scamps in line with system requirements
25 Imageé are prepared for reproduction according to requirements
26 Images are copied onto optical disc in required format
Specific Outcome 3: Test the completed work against objectives

Assessment Criteria

3.1

3.2

3.3

Completed work is submitted for product testing in line with company testing
requirements
Test results are analysed and errors identified and rectified within required time frame

and system specifications
Approval is obtain from required individuals in the required format

Specific Outcome 4: Present the results

Assessment Criteria

4.1

42

Tested, approved results are presented to stakeholders in required format and time

frame - I _
Feedback is noted and actioned where required within the required time frame

ACCREDITATION AND MODERATION:

1.

An individual wishing to be assessed (including through RPL) against this unit standard
may apply o an assessment agency, assessor or provider institution accredited by the
relevant ETQA i

Anyone assessing a learner against this unit standard must be registered as an
assessor with the relevant ETQA - '

Any institution offering leaming that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion
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2. RANGE STATEMENT:

-Software w:I[ include but is not Irmited to Adebe F'hqtoShep, Quark X Press Adobe
o Indesngn Freehand Adobe lMustrator and Adobe Acrobat :

< g NOTES
EMBEDDED KNOWLEDGE

An understanding of the Desk Top Publishing process
Knowledge of Scanners, their uses and application
An understanding of the use of computer peripherals
Knowledge of Desk Top Publishing software
Knowledge of Scanner software

CRITICAL CROSS FIELD AND DEVELOPMENTAL OUTCOMES:

The ability to:

e Collect, evaluate, organise and critically evaluats information pertaining to the
processing of images on a scanner

»  Work effectively with others in the process of applying DTP tools

e Identify and solve problems pertaining to the use of DeskTop Publishing tools and
scanners

» Use science and technology throughout the process of DeskTop Publishing
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1. TITLE: Change and improve images

S

10.

UNIT STANDARD NUMBER:

NQF LEVEL.: 5

TOTAL CREDIT VALUE: 12

FIELD: _ Business, Commerce and Management
Sub-field: Marketing

ISSUE DATE

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to

The qualifying learners are competent of:

® Demonstréting an understanding of software packages used o alter images -

¢ Implementing changes to images

LEARNING ASSUMED TO BE IN PLACE:

Learners accessing this qualification will have demonstrated competence in communicating

verbally and in writing and computer technology at NQF Level 3 or equivalent

SPECIFIC QUTCOMES AND ASSESSMENT CRITERIA

o e e e et e e

Specific Outcome 1: . Demonstrate an understanding of software packages used
to alter images ' '

Assessment Criteria:

1.1 A mode and a cache are explained
1.2 Levels and adjustments are described

~ 1.3 Colours and the implications are explained

1.4  Effects and how they work are explained
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“Specific Outcome 2: ~ Implement changes to images

Assessment Criteria;

2.1
2.2
2.3
24
2.5
26

An image / document is opened and the resolution is checked
The image's levels are adjusted

Layers are used

Text is applied to the image

The image / document is prepared for export

Images are saved onto optical disc for printing

11.  ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA
Anyone assessing a learner against this unit standard must be registered as an
assessor with the relevant ETQA
Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

Software will include but is not limited to; Adobe PhotoShop, Quark X Press, Adobe
Indesign, Freehand, Adobe lllustrator and Adobe Acrobat

13. NOTES

EMBEDDED KNOWLEDGE

An understanding of the Desk Top Publishing process
Knowledge of Scanners, their uses and application
An understanding of the use of computer peripherals
Knowledge of Desk Top Publishing software
Knowledge of Scanner software

CRITICAL CROSS FIELD AND DEVELOPMENTAL OUTCOMES:

The ability to:

Collect, evaluate, organise and critically evaluate information pertaining to the processing
of images on a scanner ' '

Work effectively with others in the process of applying DTP tools

Identify and solve problems pertaining to the use of Desk Top Publishing tools and
scanners

Use science and technology throughout the process of Desk Top Publishing

Organise and manage oneself and one'’s activities responsibly and effectively so that
changes are made with minimal disruption
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1. TITLE: _ Construct layouts to various formats
UNIT STANDARD NUMBER:
NQF LEVEL: ' 5
4, TOTAL CREDIT VALUE: 12
5. FIELD: - ' Business, Commerce and Management
Sub-field: L Marketing '
ISSUE DATE '
REVIEW DATE:
PURPOSE:

10.

Learners credited with this unit standard will be able to layout and design images using all -
available resources and system applications. Leamers are able to present the final product
to relevant stakeholders '

The qualifying learner is competent of:

¢ Demonstrating an understanding of layout and design principles
s Using appropriate software to lay out and design images

o Presenting the end result

LEARNING ASSUMED TO BE IN PLACE:

e Leamers accessing this qualification will have demonstrated competence in
communicating verbally and in writing and computer technology at NQF Level 3 or
equivalent '

[l

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA

Specific Outcome 1: Demonstrate an understanding of layout and dasign. .
principles : ;

Assessment Criteria:

1.1 The principles of layout and design are explained in line with company standards and

procedures
1.2 Layers are identified and described in line with industry best practice
1.3  Software package is explained according to software specifications
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11.

v 42

. Specific Outcome 2: Use appropriate software to lay out and design images

Assessment Criteria:

2.1 A new document is opened and diffefent page sizes are worked with within
programme parameters

2.2 lLogo’s are designed and redrawn using appropriate software in line with the software
application guidelines

2.3  Layouts are created using appropriate software

2.4 Images are imported according to scamps

2.5  Images are prepared for reproduction according to requirements

26 Images are copied onto optical disc in required format

Specific Outcome 3: Present the computer games

Assessment Criteria

3.1 = Tested, approved design is presented to stakeholders in required format and time
frame _
3.2  Feedback is noted and actioned where required within the required time frame

ACCREDITATION AND MODERATION:

e An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA

e Anyone assessing. a learner against this unit standard must be registered as an

assessor with the relevant ETQA _

Any institution offering leaming that will enable achievement of this unit standard or

assessing this unit standard must be accredited as a provider with the relevant ETQA

Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

o Software will include but is not limited to; Adobe PhotoShop, Quark X Press, Adobe
Indesign, Freehand, Adobe Hllustrator and Adobe Acrobat
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13. NOTES
* EMBEDDED KNOWLEDGE
¢ An understanding of the Desk Top Publishing process
o Knowledge of Scanners, their uses and application
* Anunderstanding of the use of computer peripherals
+ Knowledge of Desk Top Publishing software
¢« Knowledge of Scanner software

CRITICAL CROSS FIELD AND DEVELOPMENTAL OUTCOMES
The ability to: |

« Collect, evaluate, organise and critically evaluate information pertaining to the
processing of images on a scanner
Work effectively with others in the process of applying DTP tools
Identify and solve problems pertaining to the use of DeskTop Publishing tools and
scanners _ '

» Use science and technology throughout the process of DeskTop Publishing .
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1. TITLE: Prepare for DTP and print reproduction

2. UNIT STANDARD NUMBER:

3. NQF LEVEL: 5

4. TOTAL CREDIT VALUE: -4

5. FIELD: Business, Commerce and Management
Sub-field: Marketing

6. ISSUE DATE

7 REVIEW DATE:
PURPOSE:

Learners credited with this unit standard are able to
The qualifying learner is competent of:
» Demonstrating an understanding of print reproduotijn

+ Using appropriate peripherals to produce page / document
' 1

9. LEARNING ASSUMED TO BE IN PLACE:

e Llearners accessing this qualification will have demonstrated competence  in
communicating verbally and in writihng and computer technology at NQF Level 3 or
equivalent

10. SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA

Specific Outcome 1: " Demonstrate an understanding of print reproduction

Assessment Criteria:

1.1 The principleé of layout, desigh and p’age'make-up are explainéd
1.2  Colour and resolution aspects are identified and described
1.3  Software package is explained

Specific Outcome 2: Use appropriate peripherals to produce page / document
Assessment Criteria:

2.1 Printer is selected and orientation, paper size and scale are checked
2.2 Images are made reproduction ready according to requirements

2.3 Layouts are created using appropriate software

24 Images are saved onto optical disc using correct disc and driver
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11." ACCREDITATION AND MODERATION:

* An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA

¢ Anyone assessing a learner against this unit standard must be registered as an
assessor with the relevant ETQA

e Any institution offering learning that will enable achievement of this unit standard or

. assessing this unit standard must be accredited as a provider with.the relevant ETQA

o Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

» Software will include but is not limited to; Adobe PhotoShop, Quark X Press, Adobe
indesign, Freehand, Adobe lllustrator and Adobe Acrobat

13. NOTES
EMBEDDED KNOWLEDGE

« An understanding of the print production processes

e Knowledge of printers, their uses and application

¢ An understanding of the use of computer peripherals

* Knowledge of paper sizes, colour separation and colour versus black-and-white images

CRITICAL CROSS FIELD AND DEVELOPMENTAL OUTCOMES:

The ability to:

» Collect, evaluate, organise and critically evaluate mformatuon pertalnmg m the preparatlon
and printing of images / documents

¢ |dentify and solve problems relating to printing of images and the use of computer
peripherals

o Use science and technology throughout the process of prepanng and printing images /
documents

o Demonstrate the world as a set of related systems where the reproduction of quality
documents / images has an impact on the success of the project
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TITLE: Demonstrate an understanding of packaging design

N

10.

o AW N

e o ® o

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6

CREDITS: 10

FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:’

Leamers credited with this unit standard will be able to develop, implement the creative

processes for graphic design in packaging. Learners are also able to describe the process for
graphic design in advertising. They are also able to identify, evaluate and select the best

production option to meet the requirements of the brief to meet the client’s needs

The qualifying learners are capable of:

Design packaging for various apphcatrons
Co-ordinating the production of materials

Identifying, evaluating and select production opt:ons
Describing printing processes to enhance production

LEARNING ASSUMED TO BE IN PLACE:

» Learners accessing this qualification will have demonstrated competency against the ﬁmt
standards in the qualification, National Diploma i in Visual Communications at NQF Level 5
or equwalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:
Specific Outcome 1: Design packaging for various applications

Assessment Criteria

1.1 Packaging is designed according to the brief

1.2  Packaging meets all legal and regulatory requirements
1.3  Packaging is designed within the agreed time frames
1:4 - Photographic principles are applied{ for packaging

Specific Outcome 22~ Co-ordinate the production of materials

Assessment Criteria
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11.

Staff are briefed in accordance with established procedures within required time frame

2.1

2.2 Briefing is documented accurately, concisely and is legible and in required format

2.3 Supply material is coordinated to fit the requirements of the job and within required
time frame

Specific Outcome 3: - ldentify, eval_uata-and select production options

Assessment Criteria

3.1 Research on the production options is conducted and documented foliowing company
guidelines and procedures

3.2  Pre-production issues and requirements are identified and listed in line with objectives
and in required format

3.3  Production options are identified and listed in required -fcrmat and in accordance with
brief objectives o

3.4  Best production option is selected and reasons for selechon are explained in relation to

_ '_ brief requlrements and customer specifications '

3.5  Production option seiected meets requirements and is made within agreed time frame

3.6  Post production issues and requirements are identified in line with brief objectives

Specific Outcome 4: Describe printing and other processes to enhance

production

Assessment Criteria

4.1
4.2

4.3

4.4
45

46

Print terminology is explained in accordance with 'estabiished'procedures _
Printing processes are descnbed and explamed |n Ilne with compan).r pnntlng
procedures ' :
Printing process selected is correct and will enhance the printing process
Paper selected is correct and contributes to job requirements _
Colour separations, process colour and Pantone systems- are.ex'pléinad using correct
terminology ' e .
- Printing jObS are set up on the computer and meet the requirements of the job

ACCREDITATION AND MODERATION:

r f
An individual wis’wing to be assessed (including through RPL) against this unit standard
may apply fo an|assessment agency, assessor or provider institution accredited by the
relevant ETQA
Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA
Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion
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12.

13.

RANGE STATEMENT:

‘s All forms of marketing communications include but are not limited to; advertising, direct

marketing and relationship marketing, sales promotions, public relations and alternative

strategies
» Media will include but is not limited to; all electronic, print, outdoor, digital media, e media

and direct media

s Primary purpose in marketing communications include but are not Ilmlted to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,

customer retention, motivating staff

NOTES:
EMBEDDED KNOWLEDGE;

e An understanding of methods and techniques for desagmng print, radio, television (TV)
and cinema marketing communications
Knowledge of methods and techniques for interpreting creative briefs
Knowledge of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Collect, evaluate, organise and critically evaluate information so that communication
production processes are inline with client and organisational requirements

Communicate effectively with all stakeholders when managing a marketing communications
production -

Understand the world as a sst of re!ated systems where ongoing production processes
selected and used lead to the overall success of the marketing production

Organise oneself and one's activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

Work effectively with others to ensure production processes run smoothly

|dentify and solve problems pertaining to the production of marketing communication products
In order fo contribute to the full personal development of each learner and the social and
economic development of the society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication, so
that it is acceptable and appropriate to a range of people with varying cultural backgrounds
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1. TITLE: Explain and apply the principles of conceptual thinking
2. UNITSTANDARD NUMBER:
3. LEVEL ON THE NQF: 6
4, CREDITS: 10
5. - FIELD: Business, Commerce and Management Studies
Sub Field: Marketing
6. ISSUE DATE:
7. REVIEW DATE:
8.  PURPOSE:
Learners credited with this unit standard will be able to describe the importance of conceptual
thinking techniques in the development process and will be able to apply these techniques in
their own activities. Learners are also able to explain the relationship between metaphor,
concept and message in terms of industry practices and norms
' The qualifying leamers are capable of:
» Demonstrating an undefstanding of conceptual thinking
e Applying and practicing conceptual and lateral thinking skills
» Identifying and applying research techniques to help lateral thinking
« Implementing conceptual thinking processes
9. LEARNING ASSUMED TO BE IN PLACE
» Leamers accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communlcations Art Direction at
NQF Level 5 or equwalent
10.

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

~ Specific Outcome 1 - Demonstrate an understanding of concahtual thinking

Assessment Criteria

1.1 A metaphor, concept and message principles are identified and explained in'.ten'ns of
current practice and textbook definitions o

1.2 The relationship between a metaphor, concept and message is described in terms of
their application within the marketing communication context
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Specific Outcome 2: Apply and practice conceptual and lateral thinking skills:
Assessment Criteria

2.1 Thoughts are analysed and organised to show lateral thinking techniques

2.2 Conceptual thinking processes and techniques are identified to create copy in required
formal '

2.3  Informal, logical and critical thinking skills are applied to copy in required format

2.4  Adverts, projects and cempéigne are created by applying conceptual and lateral thinking
techniques

Specific Outcome 3: Identify and apply research techniques to help lateral thinking

Assessment_ Criteria

3.1 Research techniques for helping lateral thinklng are identified and expla:ned in line with
standard practices in the industry
3.2 Market and product research are conducted according to company _standards and
procedures
3.3  Target market expectations, need and probiems are ldentif ed described and explained
using company standards and in line with mdustry best practice '
3.4  Cultural practices, traditions and beliefs are identified and mplemented according to
- company standards
3.5 Solutions for different target markets are identified and implemented within company
_parameters
- 3.6 Differences between product - and  consumer beneﬁts are explained using correct
terminology

'Spectﬁc Outcome 4: - implement conceptual thinking processes

Assessment Criteria

4.1  Solutions to problems / challenges set in graphic design brief are provided through
ap.plying conceptuél thinking skills end techniqqes in accordance with standard company
practices and processes . B '

42 The process of elimination is employed to reach faster, more effective solutions

following set company procedures
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4.3 App!y conceptual thinking problem solving to practlca! techmcai and aesthetical issues
towards meeting the objectives of the brief

11.  ACCREDITATION AND MODERATION: ' -

¢ An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA

* Anyone assessing a learner against thls unit standard must be registered as an assessor
with the relevant ETQA

e Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

* Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. . RANGE STATEMENT:

e [Forms of marketing communications include but are not limited to; advertising, direct
marketing and relationship marketing, sales. promotions, public relations and alternative
strategies

* Media will include but is not limited to; all electromc. print, outdoor, digital media, e media
and direct media

* Primary purpose in marketing communrcatrons mcludes but is not limited to; promoting
image, providing information, creating, increasing and stablising demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

13. NOTES:

« EMBEDDED KNOWLEDGE:

* Anunderstanding of methods and techniques for designing print, radio, telev:s:on (TV)and
cinema marketing communications

* Knowledge of methods and techniques for interpreting creative briefs

« Knowledge of the industry, the product and the industry role players
Range: this knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

e Collect, analyse, organise and critically evaluate informatlon so- that advertisement meets
specifications
Communicate effectively and present to clients '
Organise oneself and one’s activities so that alternative .creative processes e:-ast in the
event of current process being rejected
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Work effectively with others when developing the creative process :

Identify and solve problems pertaining to writing marketing communlcatlons and copy
surrounding issues of graphic design briefs

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any
programme of learning to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when developing marketing communications so
that these are appropriate an acceptable to a range of consumers with varying incomes,
buying needs and cultural backgrounds
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1. . TITLE: Develop 'énd implement the marketing and advertising creative process
2. UNIT STANDARD NUMBER: el
3. . LEVELONTHENQF: 6 ..
4.  CREDITS: ' B A B _
5. FIELD: Business, Commerce and Management Studies
Sub Field: Marketing
6. ISSUE DATE:
7 REVIEW DATE:
PURPOSE:
Learners credited with this unit standard will be able to describe the creative processes in
marketing and advertising. Learners are also able to develop the communications concept,
implement it and monitor it against objectives
The qualifying learners are capable of:
¢ Describing marketing and advertising creative processes
* Developing the marketing communications concept
» Implementing creative process
9. LEARNING ASSUMED TO BE IN PLACE:
¢ Learners accessing this qualification will have demonstrated competency against the
standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent
10. SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Describing marketing and advertising creative processes

Assessment Criteria

1.1 Marketing and advertising creative processes are described in line with industry best
practice

1.2 Marketing and advertising creative processes are described in line with company creative
process procedures
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1.

Specific Outcome 2: Develop the marketing communications concept

Assessment Criteria

2.1 Creative brief is interpreted and objectives identified as per the brief
22  Creative concept is developed in required format and time frame
2.3 Message platform is evaluated and selected to meet requirements of brief
24 Ar‘t direction, design and copy are created using available resources and in line with
. .company standards and practices
2.5 Pre-testing of creative concepts is initiated and completed in required format and time
frame
26 - The creative concept is crafted using available resources and within required format
Specific Outcome 3: Implement creative process
Assessment Criteria '
3.1 Creative ooricspt- is approved by authorised individuals in .required format
‘3.2 Production is planned and scheduled in line with project plan and objectives
3.3 Supplier relationships are established in accordance with company standards and
procedures '
3.4  Production schedules are implemented in required time frame
35 Key phases of production are quality checked in accordance with project plan and
_ . objectives
36 Finalised creative work is inspected, approved and impiemented in required format and

time frame .

ACCREDITATION AND MODERATION:

_An |ﬁd|v:dual .w:shlng 'to be assessed (including through RPL) against this unit standard may

apply to an assessment agency, assessor or provider institution accredited by the relevant .
ETQA - -

. .Anyone assessing a Ieamer against thlS unit standard must be reg:stered as an assessor with

the relevant ETQA

Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

Moderation of assessment will be conducted by the relevant ETQA at its discretion
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12. © RANGE STATEMENT:

e All forms of marketing communications include but are not limited to; advertising, direct
marketing and relationship marketing, sales promotions, public relations and alternative
strategies

* Media includes but is not limited to; all electronic, print, outdoor, digital media, € media and
direct media ;e

» Primary purpose in marketing communications includes but is not limited to; promoting image;
providing information; creating, increasing and stabilising demand; differentiating product
features and benefits; providing competitive differentiation; lead generation; customer
retention, motivating staff :

13.  NOTES:
e EMBEDDED KNOWLEDGE:

* An understanding of methods and techniques for designing print, radio, television (TV) and
cinema marketing communications.

* An understanding of methods and techniques for interpreting creatlve briefs.

* Knowledge of the industry, the product and the industry role players -
Range: This knowledge will apply to the particular economic sector in whlch the leamer is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

& Collect, evaluate, organise and. cntlcally evaluate mformahon so that adverhsement meets
specifications

o. Communicate and effectwely present final copy to clients

» Organise oneself and one’s activities so that alternative creative processes exist in the event
of current process being rejected
Work effectively with others when developing the creative process. _
Identify and solve problems pertaining to writing marketing communications, and copy
In order to contribute te the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally sensitive across
a range of social contexts when developing marketing communications so that these are
appropriate and acceptable to a range of consumers with varying incomes, buym' needs and
cultural backgrounds
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1. TITLE: Manage the advertising research process

2. UNIT STANDARD NUMBER:

3. LEVEL ON THE NQF: 6

4. CREDITS: 5

5. FIELD: - Business, Commerce and Management Studies
Sub Field: Marketing - '

5 ISSUE DATE:

7.  REVIEW DATE:

PURPOSE:

" Learners credited with this unit standard will be able to determine the need for advertising
research, assess the need and establish and set research objectives. Learners are also able to
evaluate and research providers and services for the process as well as select a provider or
_service based on project objectives. They are also able to analyse, interpret, present and apply
research findings in a manner that is understandable and objectives clear

The qualifying learners are capable of:

Assessing the need for advertising research

Establishing and setting research objectives

Evaluating research providers and services

Selecting and briefing providers and determining research methods
Analysing, interpreting, presenting and applying research findings and results .

9. LEARNING ASSUMED TO BE IN PLACE:

e Learners accessing this qualification will have demonstrated competence against the
standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent

10.  SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:
Specific Outcome 1: ' Assess the need for advertising research

' Assessment Criteria
1.1 Proposed research objectives are assessed for compatibility against original brief
1.2  Provision is made for monitoring, evaluating and assessing data in according to project

brief and time frame
1.3  Research assessment is conducted within agreed format and time frames

' Spe‘biﬂc Outcome 2: Establish and set advertising research objectives

26928—10
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Assessment Criteria

2.1 Objectives that achieve the required effects of the research are developed and integrated
within the required format ' '
2.2  Proposed objectives are assessed for their compatibility with research needs using set
company assessment procedures
2.3  Provision is made for monitoring, evaluating and adjust'ing research objectives to meet
overall strategy
24 .Proposed objectives take into' consideration factors, which may influence research
responses in line with company practices
25  Objectives are established and set within agreed time frames and presented in the
. required format
26  Research objectives are communicated for approval in accordance with the advertising
| ' agency's requirements
_ Specific Qutcome 3: Evaluate research providers and services

Assessment Criteria

31 Evaluation methods are used to identify suitabflﬁy and capacity of potential in fine with
objective requirements -

3.2  Evaluation of information from potential providers is matched with provider assessments
following the correct procedure

3.3 Intemal and / or external providers and services are identified an short-listed in required
format and following company short listing procedures '

8.4  Criteria for providers are defined in line with objective requirements

Specific Outcome 4: Select and brief providers and determine research methods

Assessment Criteria

4.1
4.2
4.3
44
4.5
46

03-195840—11

Prowder is selected based on requirements and in line with company selection critena
Provider is notified of selection within agreed time frame

Provider is notified of services required with supporting information

Provider is briefed within agreed time frame

Research implications are identified and documented in required format

Concept, pre-testing, post testing and on-going tracking research methods are established
and communicated within required format and time frame

26928—11
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1.

12,

Specific Outcome 5: Analyse, interpret, present and apply research

findings and results

Assessment Criteria

5.1
5.2

5.3

5.4

Findings and results are documented in the required format and within agreed time frames
Research findings are received and analysed in accordance with company standards and
procedures

Research implications are identified, analysed and recommendations are discussed with
approved individuals/stakeholders within the required timeframe

Findings and recommendations are implemented into accepted strategy plan according to

the original objectives

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor with
the relevant ETQA

Any institution offering leamiing that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

Forms of marketing communications include but are not limited to; adverting, direct marketing
and relationship marketing, sales promotions, public relations and alternative strategies
Media includes but is not limited to; all electronic, print, outdoor, digital media, e-media and

. direct media

Primary purpose in marketing communications includes but is not limited to; promoting image,
providing information, creating, increasing and stabilising demand, differentiating product
features and benefits, providing competitive differentiation, lead generation, customer
retention, motivating staff

Advertising research includes but is not limited to; intemal evaluation, concept testing, pre-
testing, post testing, on-going tracking
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13.  NOTES:

. EMBEDDED KNOWLEDGE:

. Knowiedge of methods and techniques for conducting advertlsing research

* An understanding of the methods, technology and analytical skills required for analysis and
interpretation

+ An understanding of methods and technlques for setting objectives
An understanding of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the leamer is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVEL_OPMENTAL OUTCOMES
The ability to: '

e Collect, evafuate organise and critically evaluate information so that the analysis and
interpretation is accurate and in line with objectives

» Communicate effectively when presenting findings and results of the research, so that
stakeholders correctly interpret information

» Organise oneself and one’s activities so that alternative objectives exist in the event of current
objectives being rejected or failing

e Work effectively with others when managing the advertising research process

e ldentify and solve problems related to the research process so that requirements are pre
achieved

¢ In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention tnderlying any programme of
learning to make an individual aware of the importance of: being culturally sensitive across a
range of social contexts when researching so that the results are acceptabie to all stakehoiders
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1. TITLE: Demonstrate an understanding of advanced conceptual processes
2, UNIT STANDARD NUMBER:
3. LEVEL ON THE NQF: 5
4. CREDITS: 8
5. FIELD: ' Business, Commerce and Management Studies
Sub Field: Marketing
ISSUE DATE:
REVIEW DATE:
PURPOSE:
Learners credited with this unit standard will be able to describe the importance of conceptual
thinking techniques in the development process and will be able to apply these techniques in
their own activities. Learners are also able to explain the relatronshlp between metaphor,
concept and message in terms of industry practices and norms
The quairfymg learners are capable of:
« . Identifying and explaining the relation between metaphor, oonbept and message
o Applying and practicing conceptual and lateral thinking skifls .
+ Implementing conceptual thinking processes
« Describing and explaining concepts
9. LEARNING ASSUMED TO BE IN PLACE
+ Learners accessing this qualification will have demonstrated oombetenoe against the
standards in the qualification, National Certificate in Copywriting at NQF Level 5 or
equivalent
10.  SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Identify and explain the relation between metaphor, concept
and message. .

Assessment Criteria

1.1 A metaphor, concept and message principles are identified and explained in terms of
current practice and textbook definitions
1.2  The relationship between a metaphor, concept and message is described in tems of
 their application within the marketing communication context
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1.

Specific Outcome 2: Apply and practice conceptual and lateral thinking skills

- Assessment Criteria

2.1 Thoughts are analysed and organised to show lateral thinking techniques

2.2 Conceptual thinking processes and techniques are identified to create copy in required
formal '

23  Informal, logical and critical thinking skills are applied to copy in required format

2.4  Adverts, projects and campaigns are created by applying conceptual and lateral thinking
techniques

Specific Outcome 3: implement conceptual thinking processes

Assessment Criteria

3.1  Solutions to problems / chalieng_és' set in graphic design brief are provided through
applying conceptual thinking skills and techniques in accordance with standard company
practices and processes '

3.2 The process of elimination is employed to reach faster, more effective solutions

following set company procedures
3.3  Apply conceptual thinking problem solving to practical, technical and aesthetical issues
towards meeting the objectives of the brief

Specific Outcome 4: Describe and explain concepts
Assessment Criteria

41  The methods and techniques for developing concepts are described and explained in
line with company practices and procedures '

4.2 The methods and techniques for testing concepts are described and explained in line

with company practices and procedures )
4.3  The methods and techniques for crafting concepts are described and explained in line
with company practices and procedures

ACCREDITATION AND MODERATION:

s An individual wishing to be asséssed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA
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12,

13.

e @ o o

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

« Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA .

e Any institution offering learning that will enable achievement of this unit standard or -

. assessing this unit standard must be accredited as a provider with the relevant ETQA

e Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

o Forms of marketing communications include but are not limited fo; advertising, direct
marketing and relationship marketing, sales promotions, public relations and alternative
strategies _

« Media will include but is not limited to; all electronic, print, outdoof, digital media, @ media

and direct media

o Primary purpose in marketing communications includes but is not limited to; promoting
image, providing information, creating, increasing and stablising demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff - ]

NOTES:

EMBEDDED KNOWLEDGE:

An understanding of the principles, methods and techniques of advanced conceptual processes
Knowledge of the methods and techniques for developing concepts

Knowledge of the methods and techniques for testing concepts

Knowledge of the methods and techniques for crafting concepts

The abi!ity__ to:

L]

Identify and solve problems pertaining to the development, testing and crafting of concepts
Collect, analyse, organise and critically evaluate information directly related to developing,
testing and crafting concepts ' : o
Demonstrate the world as a set of related systems by recognising that the conceptual process
does not exist in isolation -

in order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of
learning to make an individual aware of the importance of being culturally and aesthetically
sensitive across a range of social contexts when developing, testing and crafting concepts
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TITLE: ~ Explain and utilize computer software applicable to art direction

oA e N

o

UNIT STANDARD NUMBER:
' LEVEL ON THE NQF: 5

CREDITS: 15
FIELD: - s MO Business, Commerce and Management Studies

" SubField: ' Marketing

ISSUE DATE:
REVIEW DATE:
PURPOSE:

Learners credited with this unit standard will be able to list and describe the available software
packages used for art direction as well being able to use the packages in art direction.

Learners are also able to describe data storage systems as well as demonstrate how to use

these systems by managing their computer files to ensure safe keeping and recording of work

The qualifying learners are capable of:

Describing oornputer soﬁware used for art dlrectlon

Using computer software applicable in art direction

Demonstrating an understanding of computer data storage systems
Managing computer files

LEARNING ASSUMED TO BE IN PLACE

e Leamers accessing this qualification will have demonstrated competency against the unit
~gtandards in the qualification, National Diploma in Visual Commumcatlons Art Direction at
- NQF Level 5 or equwalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

" Specific Outcome 1: " Describe computer software used for art direction

-""'Assessment Cntena

1.1 The pu'rpose of system software and application software is identiﬂed and described in

terms of their relationship
1.2 Copyright of computer software programmes is explained in line wrth relevant legislation

13 The purpose of common applications are identified in terms of the material produced
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Specific Outcome 2: Using computer software applications in art direction

Assessment Criteria

21 A menu driven programme is opened, installed, run and closed in line with system
requirements |
2.2  Configure software to set parameters
2.3 Configure workstation in order to customise software programmes to link to available
peripherals in line with company system operating parameters

Specific Outcome 3: Demonstrate an understanding of computer data storage
systems

Assessment Criteria

31 The purpose of memory and disk storage is identified and explained in line with
3 system/programme requirements
3.2  Storage functionality and type of stage technology is identified and explained in line with

system/programme requirements

Specific Outcome 4: Manage computer files

Assessment Criteria

4.1 Directories and sub-directories are created, located and contents displayed to enable file -
management in line with system/programme parameters

4.2  Files are located, copied, renamed, displayed, moved to a different directory and deleted
in line with system/programme parameters

4.3  Files are backed up to different storage facility or disk drive to facilitate file management
in accordance with company back up procedures and time frames

4.4  Storage disks are handled, maintained and stored according to company requirements
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1. A

CCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA .

Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

Components of a personal computer will inciude but is not limited to; central processing unit
(CPU), keyboard, mouse, monitor / visual display unit, 3,5" stiffy drive, CD Rom, tape-
streamer, hard drive, scanner, printer, plotter, network server, file server, tablet, maths co-
processor, speakers

Storage disks will include but are not limited to; 35” Floppy, CD Rom and tape streamer
Software will include but is not limited to; Freehand, Adobe Photoshop, Quark X Press,
Adobe Indesign, Adobe lliustrator, Flash and Adobe Acrobat

13.  NOTES:

o EMBEDDED KNOWLEDGE:

An understanding of personal computer hardware, software and peripherals
Knowledge of basic computer handling and maintenance techniques
Knowledge of computer data storage methods and techniques

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to: |

‘Organise oneself and one’s activities to ensure computer hardware and software are

available for use to assist with art direction

Understand the world as a set of related systems in that one error in a computer can lead
to further data and operational problems when performing art direction

Collect, evaluate, organise and critically evaluate information, which will enable the
effective understanding.and use of computers to enhance art direction

Identify and solve problems pertaining to the operational issues when working with
computers and art direction L :

Use science and technology as part of the learning process to ensure art direction is of the
highest world class standard '

Contribute to the full personal development of each learner and the social and economic,

development of society at large, by making it the underlying intention of any programme of
learning to make an individual aware of the importance of: reflecting on and exploring a
variety of strategies to learn more effectively
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TITLE: Demonstrate an understanding of the art direction prw_e#s

;oA N

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6

CREDITS: | 10 _

FIELD: , Business, Commerce and Management Studies =~
Sub Field: . Marketing

ISSUE DATE:

REVIEW DATE:

PURPQSE:

Leamers credited with this unit standard are able to describe the art direction principles,
methods and processes in their current environment. 'Learners are also able to develop and
implement scientific research methodologies in art direction, they are also able to describe and
explain the function and roles of the player in art direction -

The qualifying learners are capable of;

» Demonstrating an understanding of art direction principies and methods
« Integrating and developing scientific research methodology principles
¢ Demonstrating an understanding of the functions of the role players in art direction

LEARNING ASSUMED TO BE IN PLACE

o Learners accessing this qualification will have demonstrated competéncy against the unit |
standards in the qualification, National Diploma in Visual Communications — Art Direction at
NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Demonstrate an understanding of art direction principles and
methods

Assessment Criteria

11 Historyas discourse and construction is explained

1.2 South African iconography is explained

1.3 Ideology and cultural sensibility issues are identified and described :
1.4 Philosophical issues of all narrative, fiction, oonstructron and aesthettcs are explatned

.15 Principles of art direction are described

1.6 = The art direction process is described
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4.7 -Good, bad, short term and long term ideas / concepts are identified

* Specific Outcome 2: Integrate and develop scientific research methodology
principles

Assessment Criteria

21 The research process is déscribed_.
22 _  Information sources for research are identified and described.
2.3 Relevant industry based competencies are integrated with scientific research
| methodology. '
24  Information is dealt with in a critical manner to extract key issues.
2.5 Biases, assumptions and perspectives are exposed.
eqco 28 A-macro vision is deireloped through on-going research.

27 Global and local issues are explained.
2.8 Conceptual aesthetic and technical solutions are substantiated through scientific

- research.
Specific Outcome 3: .~ - ‘Demonstrate an understanding of the functions of the role
" .. players in art direction. Z ' o
Assessment Criteria

3.1 The role of creative service companies is explained.
...~ 3.2 . The role of production houses and production services is explained.

#773.3 - The role of advertising agencies is explained.

11. ACCREDITATION AND MQDERATION

+ An individual wishing to be assessed (includmg through RPL) against this unit standard may

... apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

« Anyone assessing a learner against this unit standard must be reg|stered as an assessor
with the relevant ETQA

e Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

«  Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

. Global and local issues will include but are not limited to; ecologlcal mperatmes. culturai.
diversity and aesthetic dynamics
e Creative services will include but are not limited to; design studios, photographic studios
" and illustrators
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13.

Production houses and production services will include but are not limited to; print,
animation, television, video and special effects production houses and bureaus, printers
and web programmers

Advertising agencies will include but are not limited to; full service, limited service, specialist
and in-house advertising agencies and design companies

NOTES:

EMBEDDED KNOWLEDGE:

An understanding of scientific research methodology

An understanding of ideology and cultural sensibility issues

Knowledge of how macro visions are developed

Knowledge of the industry, the product and the industry role players

Range: This knowledge will apply to the particular economic sector in which the learneris-
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)
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CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Identify and solve problems pertaining to scientific research methodology
Work effectively with others in order to obtain the best world class results for research”
Collect, analyse, organise and critically evaluate information as part of the scientific research
methodology

» Communicate effectively with all stakeholders

» Use science and technology effectively and critically to enhance the research results

¢ In order to contribute to the full personal development of each ieamer and the social and
economic development of society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of: being culturally and
aesthetically sensitive across a range of social contexts while conducting research
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TITLE: Explain and develop creative solutions for art direction in television

AR

10.

UNIT STANDARD NUMBER

LEVEL ON THE NQF: 6
CREDITS: 15
FIELD: - ~ Business, Commerce and Management Studies
Sub Field: : Marketing
 ISSUE DATE: g
REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for television and art direction within television. Learners are also able to describe
the process for making of films and videos. They are also able to identify, evaluate and select
the best production option to meet the reqmrements of the bnef and orgamse and eonduct a
shoot to meet the client's needs - : i

The qualifying learners are capable of:

Developing the creative solutions for telewsion
_Implementing creative process in art direction -~ .
Describing the process for film and video production
Identifying, evaluating and selecting production opt:ons
Orgamsmg and conductmg a shooi ;

LEARNING-ASSQMED TO BE IN PLACE

e Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications — Art Direction at
NQF Level 5 or equivalent :

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:
Specific Outcome 1: Develop the creative solutions for television

Assessment Criteria

1.1 Creative brief is interpreted following set company prooesses

i i Creatlve concept is developed in required format
A3, Message platform is evaluated and selected in llne W|th bnef requnrements
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1.4  Art direction, design and copy are created in required format and in line with company
procedures

1.5  Pre-testing of creative concepts is initiated and completed within required timeframe and
format

1.6 The creative concept is crafted in required format and within required time frame

Specific Outcome 2: Implement creative process in art direction

Assessment Criteria

2.1 Creative concept is approved following company approval procedures

2.2 Production is planned and scheduled in line with brief project objectives

2.3 Supplier relationships are established according to company procedures

2.4 Production schedules are implemented in required time frame

25  Key phases of production are quality checked at required intervals and using set
checklist .

2.6  Finalised creative work is inspected and approved by appropriate stakeholders within
the required time frame

Specific Outcome 3: Describe the process for film and video production

Assessment Criteria

3.1 Television production terminology is explained according to industry norm terminology

3.2  Cinema production terminology is explained according to industry norms

3.3  Film and video production processes are identified and explained in line with company
practices and processes

Specific Outcome 4: Identify, evaluate and select production options

Assessment Criteria

4.1
4.2
4.3
4.4

4.5
4.6

Research on the production options is conducted and documented in required format
Pre-production issues and requirements are identified and Iistec_l in required format
Production options are identified based on brief requirements

Best production option is selected and reasons for selection are explained in line with
brief objectives | |

Production option selected meets requirements and is made within agreed time frame
Post production issues and requirements are identified and listed in required format
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12.

Specific Outcome 5: ' Organise and conduct a shoot

Assessment Criteria

5.1 Resource requirements for the shoot are identified and sourced within required time
frame

5.2  Shoot is organised in accordance with established procedures

5.3  Shoot project teams are briefed and meef shoot plan and role requirements

54  Shoot activitieé / plans are implemented in accordance with plan and creative solutions
for graphic design are developed in line with plan objectives

5.5  Pre and postproduction activities and processes are carried out in accordance with
company policies and procedures

5.6 Marketing communications production material is submitted for approvél within agreed

time frames

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA .

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

All forms of marketing communications include but is not limited to; advertising, direct
marketing and relationship marketing, sales promotions, public relations and alternative
strategies : '

Media will include but is not limited to; all electronic, print, outdoor, digital media, e media
and direct media

Primary purpose in marketing communications include but is not limited to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff
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13.

NOTES:

EMBEDDED KNOWLEDGE:

« Knowledge of methods and techniques for designing print, radio, television (TV) and cinema
marketing communications
An understanding of methods and technigues for interpreting creative briefs

« Knowledge of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

Thé ability to:

Collect, evaluate, organise and critically evaluate information so that advertisement meets
specifications

Communicate effectively present final copy to clients

Organise oneself and one's activities so that altenative creative processes exist in the event of
current process being rejected ' T

Work effectively with others when developing the creative process _

Identify and solve problems pertaining to writing marketing communications, and copy

in order to contribute to the full personal development of each learner and the social and
economic development of society at large, by making it the underlying intention of any

programme of learning to make an individual aware of the importance of: being -culturally- = -

sensitive across a range of social contexts when developing marketing communications so that
these are appropriate and acceptable to a range of consumers with varying incomes, buying
needs and cultural backgrounds -
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TITLE: Explain and develop creative solutions for art direction in print

LA

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6

CREDITS: 15

FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for television and art direction within print advertising. Learners are also able to
describe the printing processes that enhance production. They are also able to co-ordinate the
production of marketing communications materials to meet the requirements of the brief and
meet the client’s needs

The qualifying learners are capable of:

Developing the creative sclutions for print advertising

Implementing creative process in art direction

Describing printing processes to enhance production

Coordinating the production of marketing communications materials
Identifying, evaluating and selecting production options

LEARNING ASSUMED TO BE IN PLACE

» Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications — Art Direction at
NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Develop the creative solutions for print advertising

~ Assessment Criteria

1.1 Creative brief is interpreted following set company procedures

1.2 Creative concept is developed in required format

1.3 Message platform is evaluated and selected to meet objectives of the brief
1.4 Artdirection, design and copy are created in required format
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1.5 Pre-testing of creative concepts is initiated and completed within required time frame
and in required format . ™
1.6 The creative concept is crafted in accordance with company standards

Specific Outcome 2: Implement creative process in art direction

Assessment Criteria

24 Creative concept is approved within the required time frame

2.2  Production is planned and scheduled according to brief objectives

2.3 Supplier relationships are established according fo company standards

24  Production schedules are implemented within required time frames

25  Key phases of production are quality checked within required time frames

26 FEinalised creative work is inspected and approved by appropriate stakeholders within
the required time frame

Specific Outcome 3: Describe printing process to enhance production

Assessment Criteria

3.1 Print terminology is explained in accordance with established procedures

3.2  Printing processes are described and explained using correct terminology

3.3  Printing process selected is correct and will enhance the printing process

3.4  Paper selected is correct and contributes to job requirements

3.5  Colour separations, process colour and Pantone systems are explained according to set
standards and using correct terminology

3.6  Printing jobs are set up on the computer and meet the reqwrements of the job

Specific Outcome 4: - Co-ordinate the production of marketing communicat:ons
material

Assessment Criteria

4.1 Staff are briefed in accordance with established procedures

4.2  Briefing is documented accurately, concisely and is legible and in the required format

4.3  Supply material is coordinated to fit the requirements of the job within the required time
frame

Specific Outcome 5: Identify, evaluate and select production options

Assessment Criteria
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12.

13.

5.1 Research on the production of options is conducted and documented in required format

5.2 Pre-production issues and requirements are identified based on brief objectives '

5.3 Production options are identified in line with company standards

5.4  Best production option is selected and reasons for selection are explained and are in
line with brief requirements _

5.5 - Production option selected meets requirements and is made within agreed time frame

5.6 ' Post production issues and requirements are identified and noted in required format

ACCREDITATION AND MODERATION:

* Anindividual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA .

s Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

¢ Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

* Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

¢ Forms of marketing communications include but are not limited to: advertising, direct
marketing and relationship marketing, sales promotions, public relations and alterative
strategies

* Media will include but is not limited to; all electronic, print, outdoor, digital media, e media
and direct media '

¢ Primary purpose in marketing communications includes but is not limited to: promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

NOTES:
o EMBEDDED KNOWLEDGE:

* Knowledge of methods and techniques for designing print, radio, television (TV) and cinema
marketing communications

* An understanding of methods and techniques for interpreting creative briefs
Knowiedge of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)
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CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

- e Collect, evaluate, organise and critically evaluate information so that advertisement meets

specifications .
« Communicate effectively present final copy to clients

Organise oneself and one’s activities so that alternative creative processes exist in the event of
current process being rejected
Work effectively with others when develop:ng the creative process
identify and solve problems pertaining to writing marketing communications, and copy
In order to contribute to the full personal development of each learmner and the social and
economic development of society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of: being culturally
sensitive across a range of social contexts when developing marketing communications so that
these are appropriate and acceptable to a range of consumers with varying incomes, buying
needs and cultural backgrounds
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1. TITLE: Explain and de\'.relbp creative solutions for art direction in promdﬁonal
- and point-of-sale material
2. UNIT STANDARD NUMBER:
3. LEVEL ON THE NQF: 6
4. CREDITS: 15 _
5.  FIELD: Business, Commerce and Management Studies
Sub Field: Marketing '
6.  ISSUE DATE:
7. REVIEW DATE:
8. PURPOSE:
Leamers credited with this unit standard will be able fo develop, implement the creative
processes for art direction in promotional and point of sale material advertising. Learners are
also able to describe the process for art direction in advertising. They are aiso able to identify,
evaluate and select the best production optlon to meet the requirements of the brief to meet the
‘client's needs -
The qualifying learners are capable of: :
« Developing the creative solutions for promotional and pomt-of-sale maienal
o Implementing creative process in art direction -
¢ Describing printing processes to enhance production
o Coordinating the production of marketing communications matenals
« - ldentifying, evaluating and selectmg production options e
o.  LEARNING ASSUMED TO BE IN PLACE o
o Leamers accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications — Art Direction at
~ NQF Level 5 or equivalent }
10.  SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Develop the creative solutions for point of sale material

Assessment Criteria

1.1 Creative brief is interpreted following set compény guidelines and processes .
1.2  Creative concept is developed in required format

1.3. Message platform is evaiuated and selected in line brief objectlves _

1.4 Art direction, design and copy are created in required format and time frame
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1.5 Prs-testmg of creative concepts is initiated and completed within required time frame
16  The creative concept is crafted in required format and within requured time frame

Specific Outcome 2: * Iimplement creative process in art direction =

Assessment Criteria

21 Creatwe concept is approved by appropriate stakeholders within reqmred tlme frame
2.2 Production is planned and scheduled in accordance with brief objectives :
2.3  Supplier relationships are established in accordance with company protocol

- 24  Production schedules are implemented in required time frame _ '

2.5  Key phases of production are quality checked in required time frames and according to

brief or project objectives
2.6 - Finalised creative work is-inspected and approved by appropnate stakeholders and in
 required format o
'::Speciﬁc Oﬁtcon;s 3. Describe printing and other pmcessés " to . enhance
production '
Assessment Criteria

3.1 Print 'terminology is éxplainec[ in accordance with established procedures
3.2  Printing processes are described and explained in line with company printing
procedures : ' _

3.3  Printing process selected is correct and will enhance the pnntmg prooess

34  Paper selected is correct and contributes to job requirements :

3.5  Colour separations, prooess colour and Pantone systems are explamed using correct
' " termmology : . e Lo

36  Printing jObS are set up on the cornputer and meet the requirernents of the jOb

Specific Outcome 4: 'Co-ordinate the production of marksting
o ' commumcations materials

* Assessment Criteria

41  Staff are briefed in accordance with established procedures within required time frame

42  Briefing is documented accurately, concisely and is legible and in required format

43  Supply material is coordinated to fit the requirements of the jbb and within required time
e - _ _ _ e ey 8
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Specific Outcome 5: . ldentify, evaluate and select production options _

Assessment Criteria

5.1 Research on the production options is conducted and documented following company
guidelines and procedures ' ' : F

5.2  Pre-production issues and requirements are identified and listed in line with objectives
and in required format )

5.3  Production options are identified and listed in required format and in accordance with
brief objectives -

5.4  Best production option is selected and reasons for selection are explained in relation to
brief requirements and customer specifications _

5.5  Production option selected meets requirements and is made within agreed time frame

5.6

Post production issues and requirements are identified in line with brief objectives

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

Anyone assessing a leamer against this unit standard must be registered as an assessor
with the relevant ETQA

Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

All forms of marketing communications include but are not limited to; advertising, direct

- marketing and relationship marketing, sales promotions, public relations and alternative

strategies

Media will include but is not limited to; all electronic, print, outdoor, digital media, e media
and direct media

Primary purpose in marketing communications include but are not limited to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

NOTES:

« EMBEDDED KNOWLEDGE:

®

An understanding of méthods and techniques for designing print, radio, television (TV) and
cinema marketing communications
Knowledge of methods and techniques for interpreting creative briefs
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« Knowledge of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the learner is.
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

» Collect, evaluate, organise and critically evaluate information so that advertisement meets
specifications

¢ Communicate effectlvely present final copy to clients

e Organise oneself and one's activities so that alternative creative processes exist in the
event of current process being rejected

e Work effectively with others when developing the creative process

« Identify and solve problems pertaining to writing marketing communications; and copy

e In order to contribute to the full personal development of each leamner and the social and
economic development of society at large, it must be the intention underlying any
programme of learning to make an individual aware of the importance of: being culturally
_sensitive across a range of social contexts when developing marketing communications so
that these are appropriate and acceptable to a range of consumers with varymg incomes,
buying needs and cultural backgrounds ;
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TITLE: Explain and develop creative solutions for art durectnon in special
applications

o s w N

8.

10'

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6

CREDITS: : i 12 : 5
FIELD: . Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE: -

REVIEW DATE: .

PURPOSE:

Learners credlted with this unit standard will be able to develop, |mplement the creative
processes for art direction for special applications. Learners are also able to describe the
process for art direction in advertising. They are also able to identify, evaluate and select the

- best production option to meet the requirements of the brief to mest the client's needs

"' The qualifying learners are capable of:

« Developing the creative solutions for special applications
¢ Implementing creative process in art direction
¢ Identifying, evaluating and selecting production options

' LEARNING ASSUMED TO BE IN PLACE

* Learners accessing this qualification will have demonstrated oompetenby against the unit
standards in the qualification, National Diploma in Visual Communications — Art Direction -
at NQF Level 5 or equivalent

SPECIFIC OUTCOMES AN ESSMENT CRITERIA: -

- SpeclﬁcOutoome1 .  Develop the creative solutions for special applications
. Assessment Criteria

1.1, Creative brief is interpreted following set company processes
12 ' Creatrve concept is developed in required format

13 Message platform is evaluated and selected in line with brief requnrements
1.4 Art direction, design and copy are created in required format and in line with cornpany
procedures '

1 5 *F‘re-testlng of creatlve concepts is mttlated and completed w;thtn requlred timeframe

“and format

' 1.6 "The creative concept is crafted in required format and within required time frame
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3.1'

" Specific Outcome 2: Implement creative process in art direction

Assessment Critéria

2.1 Creati've concept is approved following company approval prooédures

2.2  Production is planned and scheduled in line with brief project objectives’

2.3  Supplier relationships are established according to company procedures

24  Production schedules are implemented in required time frame

25  Key phases of production are quality checked at required interva_ls and using set

 checklist

26  Finalised creative work is inspected and approved by appropnate sﬁakehoidars within
the requ&red time frame '

Specific Outcome 3 Identify, evaluate and select production options

-":""J__.'::Assassment Criteria, e T o

Research on the production opt:ons is conducted and documented in requnred format

3.2  Pre-production issues and requirements are identified and listed in required format

3.3  Production options are identified based on brief requirements

3.4  Best production option is selected and reasons for selection are explained in line with
brief objectives :

3.5  Production option selected meets reqwrements and is made within agreed time frarne

36 Post productlon issues and requlrements are identified and listed in required format

ACCREDITATION AND MODERATION: . -

1.

12,

. n..

~ An individual wishing to be assessed (including through RPL) against this unit standard

may ‘apply to an assessment agency, assessor or provider institution aocz'edlted by the
relevant ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

'RANGE STATEMENT:

 All forms of marketlng communications include but is not limited. to; advertising, direct
marketing and relationship marketing, sales promotions, public relations and alternative

~ strategies

‘Media will include but is not limited. to; all electronic, print, outdoor dig!tal media, e media

and direct media
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» Primary purpose in marketing communications include but is not limited to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benef ts, providing competitive differentiation, lead generation,
customer retention, motivating staff

NOTES:

EMBEDDED KNOWLEDGE:

Knowledge of methods and techniques for designing art direction for special applications
An understanding of methods and techniques for interpreting creative briefs

» Knowledge of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CRO§S-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Collect, evaluate, organise and critically evaluate information so that advertisement meets
specifications

Communicate effectively present final copy to clients

Organise oneself and one’s activities so that alternative creative processes exist in the event
of current process being rejected

Work effectively with others when developing the creative process

Identify and solve problems pertaining to writing marketing communications, and copy

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of: being culturally
sensitive across a range of social contexts when developing marketing communications so
that these are appropriate and acceptable to a range of consumers with varying incomes,
buying needs and cultural backgrounds
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1. TITLE: Explain and déve!op creati#e solutions for art direction in campaigns

2. UNIT STANDARD NUMBER:

3. LEVEL ON THE NQF: 6

4. CREDITS: - 10

5. FIELD: Business, Commerce and Managemen't Studies
' SubField: ' Marketing

6 ISSUE DATE:

T REVIEW DATE:

8.  PURPOSE:

10.

e e o 8 o @

Learners credited with this unit standard will be able to develop, implement the creative
processes for art direction in: campaigns. advertising. Leamers are also able to describe the
process for art direction in advertising. They are also able to identify, evaluate and select the
best production option to meet the requirements of the brief to meet the client’s needs

The qualifying learners are capable of:

Developing the creative solutions for campaigns

Implementing creative process in art direction

Describing printing processes to enhance production

Describing electronic processes to enhance production

Co-ordinate the:production of campaign material - :
-Identrfymg, evaluating and selecting productlon options for campalgn materials

FERY _I.EARNING A$SUMED TO BE IN PLACE'- '

« Leamers accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications — Art Direction at
NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Develop the creative solutions for campaigns

Assessment Criteria

1.1 Creative brief is interpreted following set company guidelines and processes
1.2  Creative concept is developed in required format

1.3  Message platform is evaluated and selected in line brief objectives

1.4  Artdirection, design and copy are created in required format and time frame
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1.6 Pre-testing of creative concepts is initiated and completed within required time frame
1.6 The creative ooncepf is crafted in required format and within required time frame
Specific Outcome 2: implement creative process in art direction

Assessment Criteria

2.1 Creative concept is'approved by appropriate stakeholders within required time frame

2.2 Production is planned and scheduled in accordance with brief objectives "

2.3 Supplier relationships are established in accordance with company profocoi

2.4 Production schedules are implemented in required time frame

25 Key phases of production are quality checked in required time frames and according to
brief or project objectives

2.6 Firialised creative work is inspected and approved by appropriate stakeholders and in
required fon’naf

Specific Outcome 3: Describe printing and other -processes to enhance

production

Assessment Criteria

3.1 Print terminology is explained in accordance with established procedures

3.2  Printing processes are described and explained in line with compény printing

_ procedures ) '

3.3  Printing process selected is correct and will enhance the printing process

3.4  Paper selected is correct and contributes to job requirements

3.5  Colour separations, process colour and Pantone systems are explained using correct
. terminology | |

3.6  Printing jobs are Iset up on the computer and meet the requirements of the job

Specific Outcome 4 Describe electronic processes to enhance production

Assessment Criteria

4.1

4.2

Radio terminology and processes are described using correct terminology and

~ explanation is in line with industry jargon

Television terminology and processes are described using correct terminology and

- explanation is in line with industry jargon
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Specific Outcome &: Co-ordinate the production of campaign materials

Assessment Criteria

51  Staff are briefed in accordance with established procedures within required time frame

5.2  Briefing is documented accurately, concisely and is legible and in required format

53  Supply material is coordinated to fit the requirements of the job and within required time
frame

Specific Outcome 6: Identify, evaluate and select production options for

campaign materials

Assessment Criteria

6.1

6.2

6.3

6.4

6.5
6.6

Research on the production options is conducted and documented following company
guidelines and procedures )
Pre-production issues and requirements are identified and listed in line with objectives
and in required format

Production options are identified and listed in required format and in accordance with
brief objectives

Best production option is selected and reasons for selection are Iexplained in relation to
brief requirements and custémer specifications

Production option selected meets requirements and is made within agreed time frame

Post production issues and requirements are identified in line with brief objectives

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA ' .

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

L

All forms of marketing communications include but are not limited to; advertising, direct
marketing and relationship marketing, sales promotions, public relations and alternative
strategies -

Media will include but is not limited to; all electronic, print, outdoor, digital media, e media
and direct media

351
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e Primary purpose in marketing communications include but are not limited to; promoting
image, providing informatiorr, ereating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

13. NOTES:

» EMBEDDED KNOWL EDGE:

*  An understanding of methods and techniques for designing print, radio, television (TV) and
cinema marketing communications
Knowledge of methods and techniques for interpreting creatwe briefs
Knowledge of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the learner is
leamning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL:OUTCOMES.

The ability to:

e Collect, evaluate, organise and cntically evaluate information so that advertisement meets
specifications
Communicate effectively present final copy to clients:
Organise oneself and one’s activities so that alternative creative processes exist in the event of
current process being rejected
Work effectively with others when developing the creative process
Identify and solve problems pertaining to writing marketing communications, and copy
In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of
learning to make an individual aware of the importance of: being culturally sensitive across a
range of social contexts when developing marketing communications so that these are
appropriate and acceptable to. a range of consumers with varying incomes, buying needs and
cultural backgrounds

26928—11



STAATSKOERANT, 2 NOVEMBER 2004 No. 26928 353

1, TITLE: Explain and develop creative solutions for art direction in advocacy
advertising

2. UNIT STANDARD NUMBER:

3. LEVEL ON THE NQF: 6

4, CREDITS: 10

5. FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

6. ISSUE DATE: '
REVIEW DATE:
PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for advocacy advertising. Learners are also able to describe the process for art
direction in advertising. They are also able to identify, evaluate and select the best production
option to meet the requirements of the brief to meet the client's needs

The qualifying learners are capable of:

Developing the creative solutions for advocacy advertising
Implementing creative process in art direction

Coordinating the production of marketing oommumcatlons matenals
Identifying, evaluating and selecting production options

. @ @ o

9. LEARNING ASSUMED TO BE IN PLACE

e Leamners accessing this qualification will have demonstrated competency against the unit
standards in the quaiification, National Diploma in Visual Communications — Art Direction at
NQF Level 5 or equivalent

10. | SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Develop the creative solutions for advocacy advertising

Assessment Criteria

1.1 Creative brief is interpreted following set company guidelines and processes

1.2  Creative concept is developed in required format

1.3 Message platform is evaluated and selected in line brief objectives

1.4 Artdirection, design and.copy are created in required format and time frame

1.5  Pre-testing of creative concepts is initiated and completed within required time frame
1.6  The creative concept is crafted in required format and within required time frame

03-195840—12 ' 26928—12
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Specific Outcome 2: Implement creative process in art direction

Assessment Critefia

Creative concept is approved by appropriate stakeholders within required time frame

2.1

2.2  Production is planned and scheduled in accordance with brief bbjectives '

2.3  Supplier relationships are established in accordance with company protdcol'

2.4  Production schedules are implemented in required time frame

25 Key phases of production are quairty checked in required time frames and accortilng to
brief or project objectives )

2.6  Finalised creative work rs inspected and approved by appropriate stakeholders and in
required format )

2.7 Different approaches are applied to meet brief objectives and within oornpany
parameters

Specific Outcome 3: Co-ordinate the production of marketing communications

material

Assessment Criteria

3.1 Staff are briefed in accordance with established prooedurés in required format and time
frame ' _

3.2 Briefing is documented accurately, concisely and is legible and in required format

3.3  Supply material is coordinated to fit the requirements of the job and brief objectives

Specific Outcome 4: Identify, evaluate and select production options

Assessment Criteria

41

4.2

4.3

4.4

4.5

Research on the production options is conducted and documented following company
guidelines and procedures

Pre-production issues and requirements are identified and listed in line with object'rves
and in required format _
Production options are identified and listed in required format and in accordance with
brief objectives

Best production option is selected and reasons for selection are explained in relation to
brief requirements and customer specifications '

Production option selected meets requirements and is made within agreed time frame
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46  Post predu'cfien- issues and mqui'renju_ents_fare identified in line wiiﬁ'ibﬁef'_ebiectives

1. ACCREDITATION AND MODERATI N

s An mcliwdual wnshmg to be assessed (mcludlng through RPL) agalnst thzs umt standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

e Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

« Any institution offering leaming that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

» Moderation of assessment will be conducted by the relevant ETQA at its discretion

12.  RANGE STATEMENT:

o All forms of marketing communications include but are not fimited to; advertising, direct
marketing and relationship marketing, sales promotions, public relations and alternative
strategies

» Media will include but is not limited to; all electronic, print, outdoor, digital media, e media
and direct media

¢ Primary purpose in marketing communications include but are not limited to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

13.  NOTES:

. EMBEDDED KNOWLEDGE:-

s An understandlng of methods and technigues for desrgnlng pnnt radio, television (TV} and
.~ cinema marketing communications ;
» Knowledge of methods and techniques for mterpretmg creative bnefs
* Knowledge of the mdustry. the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educationai and Tralmng Quallty Assurance Body ( ETQA)

CRITICAL CROSS-FIELD AN D DEVE__LOPME‘NTAL-_.OUTCOMES :
The abilityto: " " -, SR o

. Collect evaluate, orgamse and cntlcally evaluate mformatlon so that advertlsement meets
specifications >

e Communicate effect:vely present final copy to- clients.

» Organise oneself and one’s activities so that altematlve creative. proeesses ex:st in the
event of current process being rejected

¢  Work effectwely with others when de\relopmg the creatwe process
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Identify and solve problems pertaining to writing marketing communications, and copy

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of: being culturally
sensitive across a range of social contexts when developing marketing communications so
that these are appropriate and acceptable to a range of consumers with varying incomes,
buying needs and cuitural backgrounds
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TITLE: Explain and develop creative solutions for art direction in corporate
advertising

L B

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6

CREDITS: B

FIELD: Business, Commerce and Management Studies
Sub Field:  Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for art direction in corporate advertising. Learners are also able to describe the
process for art direction in advertising. They are also able to identify, evaluate and select the
best production option to meet the requirements of the brief to meet the client’s needs

The qualifying learners are capable of:

Developing the creative solutions for corporate advertising
Implementing creative process in art direction

Coordinating the production of marketing communications materials
Identifying, evaluating and selecting production options

Linking corporate advertisements

.« 8 & & @

LEARNING ASSUMED TO BE IN PLACE

e learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications — Art Direction at
NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Develop the creative solutions for corporate advertising

Assessment Criteria

1.1 Creative brief is interpreted and the concept is developed in line with the brief objectives
1.2  Message platform is evaluated and selected following company selection criteria

1.3 Art direction, design and copy are created in required format and time frame

1.4  Pre-testing of creative concepts is initiated and completed within required time frame
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'1.5.: "The creative concept is crafted in the required format i

Specific Outcome 2: Implement creative process in art _dlrectiqn
- Assessment Criteria i |

Rk Creative concept is approved by authorised indiv_idualé in the required format
2.2 Production is planned and scheduled in line with brief project objectives
2.3  Supplier relationships are established following company standards and procedures
24  Production schedules are implemented in required format
2:5 Finalised creative work is inspected and approved by authorised individuals in required

format and time frame

Specific Outcome 3: Co-ordinate the production of marketing
' communications materials

Assessment Criteria

3.1 Staff are briefed in accordance with established procedures within required time frame
3.2  Briefing is documented accurately, concisely and is legible and in required format
3.3 Supply material is coordinated to fit the requirements of the job and within required time

frame

Speciﬁc_Outoome 4: Identify, evaluate and select production options

. Assessment Criteria

41  Research on the production options is conduéted and documented following company
guidelines and procedures

4.2 P-re-p_roduction issues and requirements are identified and listed in line with objectives

_' and in required format

4.3 | Pro.ddction-dptions are identified and listed in required format and in accordance with
brief objectives i :

; 4.4 -Befst production option is selected a_rid reasons for selection are explained in relation to
9 brief requirements and customer specifications
45 :Produ__c,tion option selected meets requirements and is made within agreed time frame
4.6  Post production issues and requirements are identified in line with brief objectives
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Specific Outcome &: Link corporate advertisements
Assessment Criteria

5.1 Corporate advertisements are linked to press releases, editorials and 'p_izblic‘ relati_cif]s
opportunities in line with company standards and advertisement dead lines '
5.2 Linkage is completed within agreed time frames and format '

ACCREDITATION AND MODERATION:

» Anindividual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or prowder institution accredited by the relevant
ETQA

s Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

¢ Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

s Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

» Forms of marketing communications include but are not limited to; advertising, direct
marketing and relationship marketing, sales promotions, public relations and alternative
strategies

« Media will include but is not limited to; all electronic, print, outdoor digital media, e media
and direct media

« Primary purpose in marketing communications includes but is not limited to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

NOTES:

EMBEDDED KNOWLEDGE:

+ An understanding of methods and techniques for designing print, radio, television (TV) and
cinema marketing communications
Knowledge of methods and techniques for interpreting creative briefs

¢ An understanding of the industry, the product and the industry role players

Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)
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CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Collect, evaluate, organise and critically evaluate information so that advertisement meets
specifications

Communicate effectively present final copy to clients

Organise oneself and one’s activities so that altematwe creative processes exist in the
event of current process being rejected

Work effectively with others when developing the creative process

Identify and solve problems pertaining to writing marketing communications, and copy

in order to contribute to the full personal development of each leamer and the social and
economic development of society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of: being culturally
sensifive across a range of social contexts when developing marketing communications so
that these are appropriate and acceptable to a range of consumers with varying incomes,
buying needs and cultural backgrounds
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TITLE: Explain and develop creative solutions for art direction in outdoor
advertising

S S

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6

CREDITS: ' 5

FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE: -

PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for art direction in outdoor advertising. Learners are also able to describe the
process for art direction in advertising. They are also able to identify, evaluate and select the
best production option to meet the requirements of the brief to meet the client's needs

The qualifying learners are capable of:

Developing the creative solutions for outdoor advertising
Implementing creative process in art direction

Describing printing and other processes to enhance production
Coordinating the production of marketing communications materials
|dentifying, evaluating and selecting production options

LEARNING ASSUMED TO BE IN PLACE

« Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communication — Art Direction at
NQF Level 5 or equivalent ’

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Develop the creative solutions for advocacy advertising

Assessment Criteria

1.1 Creative brief is interpreted following set company guidelines and processes

1.2  Creative concept is developed in required format

1.3 Message platform is evaluated and selected in line brief objectives

14 A direction, design and copy are created in required format and time frame

15  Pre-testing of creative concepts is initiated and completed within required time frame
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1.6 The creative concept is crafted in required format and within required time frame

Specific Outcome 2: Implement creative process in art direction

Assessment Criteria

2.1 Creative concept is approved by appropriate stakeholders within required time frame
2.2 Production is planned and scheduled in accordance with brief objectives

2.3 Supplier relationships are established in accordance with company protocol

24  Production schedules are implemented in required time frame

2.5  Key phases of production are quality checked in required time frames and according to
brief or project objectives

26  Finalised creative work is inspected and approved by appropriate stakeholders and in
required format

‘Specific Outcome 3: Describe printing and other processes to enhance
production

Assessment Criteria

3.1 Print terminology is explained in accordance with established procedures
3.2  Printing processes are described and explained in line with company printing
procedures
.33 . Printi_ng process selected is correct and will enhance the printing process

3.4 Pa'per-selected is correct and contributes to job requirements

3.5  Colour separations, process colour and Pantone systems are explained using correct
“iidy -terminology
A 56 :P_l"_i_nt;'i'ﬁg" jobs are set up on the computer and meet the requirements of the job

Specific Outcome 4: Co-ordinate the production of marketing
communications materiais

. Assessment Criteria

g 4.1 p Staff are briefed in accbrdance with established procedures within required time frame
4,2 Briefing is documented accurately, concisely and is legible and in required format
4.3  Supply material is coordinated to fit the requirements of the jbb and within required time
- frame
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11

12.

13.

Specific Qutcome 5:  Identify, evaluate and select prbducﬁbn_dbtipné. A

Assessment Criteria

51

5.2

5.3

5.4

5.5

5.6

Research on the production options is conducted and documented fdll_ow_il_'}_g company
guidelines and procedures ' E By o ©
Pre-production issues and requirements are identified and Ii's..t'e'd in line With objectives
and in required format o
Production options are identified and listed in required format and in accordance with
brief objectives

Best production option is selected and reasons for selection are exblained in relation to
brief requirements and customer specifications _

Production option selected meets requirements and is made within agreed time frame
Post production issues and requirements are identified in line with brief objectives

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA :
Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA - 5 o

‘Any institution offering learning that will enable achievement of this unit ‘standard or

assessing this unitlsta'ndard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE.STAEMENTE.

‘Al forms of marketing communications include but are not limited to; advertising, direct
marketing and relationship’ marketing, sales promotions, public relations and alternative

strategies S : e
Media will include but is not fimited to; all electronic, print, outdoor, digital it s el
and direct media - ' s : nec

~ Primary purpose in marketing oOmmuriications_include'but are not'_'limited' to; promoting

“image, providing information, creating, increasing and stabilizing derniand, differentiating
‘product features and benefits, providing competitive differentiation, lead: generation,

customer retention, motivating staff :

NOTES:

EM

BEDDED KNOWLEDGE:

An understanding of methods and techniques for designing print, radio, teievis_io:r-'] _'(TV)_-énd
cinema marketing communications O e a S Wy
Knowledge of methods and techniques for interpreting creative briefs
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Knowledge of the industry, the product and the industry role players

Range: This knowledge will apply fo the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

&

Collect, evaluate, organise and critically evaluate information so that advertisement meets

specifications

Communicate effectively present final copy to clients

Organise oneself and one’s activities so that alternative creative processes exist in the
event of current process being rejected

Work effectively with others when developing the creative process

Identify and solve problems pertaining to writing marketing communications, and copy

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any
programme of learning to make an individual aware of the importance of: being culturally
sensitive across a range of social contexts when developing marketing communications so
that these are appropriate and acceptable to a range of consumers with varying incomes,
buying needs and cultural backgrounds
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TITLE: - Explain and develop creative solutions for art direction in World Wide
Web

o oW N

10.

UNIT STANDARD NUMBER: -

LEVEL ON THE NQF: 6

CREDITS: 10

FIELD: Business, Commerce and Management Studies
Sub Field: Marketi'ng

ISSUE DATE:

REVIEW DATE:

~ PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for art direction in World Wide Web. Learners are also able to describe the process
for art direction in advertising. They are also able to identify, evaluate and select the best
production option to meet the requirements of the brief to. meet the client's needs

The qualifying leamers are capable of:

Developing creative solutions for World Wide Web
Implementing creative process in art direction
Identifying, evaluating and selecting production options
Describing the requirements of internet and Web design

LEARNING ASSUMED TO BE IN PLACE

o Leamers accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications — Art Direction at
NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Develop creative solutions for World Wide Web

Assessment Criteria

1.4 Creative brief is interpreted and the concept is developed in line with the brief objectives
1.2  Message platform is evaluated and selected following company selection criteria

1.3  Art direction, design and copy are created in required format and time frame

1.4 Pre-testing of creétive concepts is initiated and completed within required time frame
1.5  The creative concept is crafted in the required format '



366 No. 26928

. GOVERNMENT GAZETTE, 2 NOVEMBER 2004

Specific Outcome 2: ~ Implement creative process in art direction

- Assessment Criteria-

Creative coricept is approved by authorised individuals in the requifedv.fbrmat

2.1

2.2 Production is planned and scheduled in line with brief project objectives

2.3 Supplier relationships are established following company standards and procedures

2.4 . Production schedules are implemented in required format

2.5  Finalised creative work is inspected and approved by authorised individuals in required
format and time frame

Specific Outcome 3: -~ Identify, evaluate and select production options

Assessment Criteria

3.1 Research on the production options is conducted and documented following ‘company
guidelines and procedures _

3.2  Pre-production issues and requirements are identified and listed in line with objectives
and in required format

3.3  Production options are identified and listed in required format and in accordance with
brief objectives

3.4  Best production option is selected and reasons for selection are explained in relation to
brief requirements and customer specifications

3.5 ' Production option selected meets requirements and is made within agreed time frame

3.6 - Post production issues and requirements are identified in line with brief objectives

S'péciﬁc O_ut_-co_me 4: Describe the requireme'nts of Internet and Web design

Assessment Criteria

41
4.2

4.3

4.4

_Processes for lntemet systems creatron are expla:ried using con'ect terminology

Processes for web demgns are explalned in line with- system!prcgramme requirements '
Explanation is accurate, concise and is consistent with job requirements

: P_roc‘:e_s_s-chq’gén interprets the creative brief and meets client's needs
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11. ACCREDITATION AND MODERATION:

« An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

« Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA _

o Any institution offering leaming that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

« Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

« Forms of marketing communications includes but is not limited to; advertising, direct
marketing and relationship marketing, sales promotions, public relations and alternative
strategies

« Media will inciude but is not limited to; all electronic, print, outdoor, digital media, e media

. and direct media

» Primary purpose in marketing communications includes but is not limited to; promoting

image; providing information; creating, increasing and stabilising demand; differentiating

product features and benefits; providing competitive differentiation; lead generation;
customer retention, motivating staff

WWW will include but is not limited to; web pages, banners, buttons, eye-catchers and any

future developments

13. NOTES:

"+ EMBEDDED KNOWLEDGE:

o An understanding of methods and techniques for designing print, radio, television (TV) and
- cinema marketing communications : i : :
» Knowledge of methods and techniques for interpreting creative briefs
« An understanding of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
- Educational and Training Quality Assurance Body (ETQA) =~ .

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUT COMES
The ability to:

" Collect, evaluate, organise and critically evaluate information so that advertisement meets
specifications - '
» Communicate effectively present final copy to clients
'« Organise oneself and one's activities so that alternative creative processes exist in the
event of current process being rejected
e Work effectively with others when developing the creative process
e ' |dentify and solve problems pertaining to writing marketing communications, and copy
"o In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any
programme of learning to make an individual aware of the importance of: being culturally
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sensitive across a range of social contexts when developing marketing communications so
that these are appropriate and acceptable to a range of consumers with varying incomes,
buying needs and cultural backgrounds
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TITLE: Explain and develop creative solutions for graphic design in editorial
graphics :

R

N o

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: .6

CREDITS: ' 5

FIELD: - Business, Commerce and Managerﬁent Studies
Sub Field: Marketing ‘

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for graphic design in editorial graphics. Learners are also able fo describe the
process for graphic design in advertising. They are also able to identify, evaluate and select
the best production option to meet the requirements of the brief to meet the client's needs

The qualifying learners are capable of:

Designing editorials with long and short text headings, sub-headings and fonts
Co-ordinating the production of materials '

Identifying, evaluating and select production options

Describing printing process to enhance production

LEARNING ASSUMED TO BE IN PLACE:

o Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications at NQF Level 5

or equivalent
|

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Design editorials with long and short text headings, sub-
headings and fonts

Assessment Criteria

1.1 Editorials are designed according to the brief

1.2 Editorials meet all legal and regulatory requirements

1.3  Editorials are designed within the agreed time frames
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Specific Outcome 2: Co-ordinate the production of materials

Assessment Criteria

2.1 Staff are briefed in accordance with established procedures within required time frame

2.2  Briefing is documented accurately, concisely and is legible and in required format

2.3  Supply material is coordinated to fit the requirements of the job and within required
time frame

Specific Outcome 3: Identify, evaluate and select production options

Assessment Criteria

3.1 Research on the production options is conducted and documented following company
guidelines and procedures

3.2  Pre-production issues and requirements are identified and listed in line with objectives
and in required format |

3.3  Production options are identified and listed in required format and in accordance with
brief objectives

3.4  Best production option is selected and reasons for selection are explained in relation to
brief requirements and customer specifications

3.5  Production option selected meets requirements and is made within agreed time frame

3.6  Post production issﬁe's and requirements are identified in line with brief objectives

Specific Outcome 4: Describe printing and other processes to enhance
production

Assessment Criteria \

4.1 Print terminology is explained in accordance with established procedures

4.2  Printing processes are described and explained in line with company printing
procedureé

4.3  Printing process selected is correct and will enhance the printing process

4.4  Paper selected is correct and contributes to job requirements

45  Colour separa_tidns, process colour and Pantone systems are explained using correct
terminology '

46  Printing jobs are set up on the computer and meet the requirements of the job

ACCREDITATION AND MODERATION:

* An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA
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« Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA '

e Any institution offering learning that will enable achievement of this unit standard or

assessing this unit standard must be accredited as a provider with the relevant ETQA
» Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

. All forms of marketing communications include but are not limited to; édverti'sing, direct

marketing and relationship marketing, sales promotions, public relations and alternative
strategies

s Media will include but is not limited to; ali electronic, print, outdoor, digital media, e media
and direct media

o Primary purpose in marketing communications include but are not limited to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

NOTES:

" EMBEDDED KNOWLEDGE:

e An understanding of methods and techniques for designing pnnt radio, telewsmn (TV)
and cinema marketing communications

« Knowledge of methods and techniques for interpreting creative briefs

s Knowledge of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector.in which the Iearner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to: !

Collect, evaluate, organise and critically evaluate information so that communication
production processes are inline with client and organisational requirements

Communicate effechvely with all stakeholders when managing a marketing communications
production

Understand the world as a set of related systems where ongoing production processes
selected and used lead to the overall success of the marketing production .

Organise oneself and one’s activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

Work effectively with others to ensure production processes run smoothly

Identify and solve problems pertaining to the production of marketing communication products
In order to contribute to the full personal development of each learner and the social and
economic development of the society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication, so
that it is acceptable and appropriate to a range of people with varying cultural backgrounds
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. TITLE: Explain and develop creative solutions for graphic design in documents

o e

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6
- CREDITS: | 5
FIELD: | - - Business, Commerce and Management Studies
Sub Field: : Marketing
ISSUE DATE:
REVIEW DATE:
PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for graphic design in documents. Learners are also able to describe the process
for graphic design in advertising. They are also able to identify, evaluate and select the best
production option to meet the requirements of the brief to meet the client's needs

The qualifying learners are capable of:

Design various types of documents

Co-ordinating the production of materials
Identifying, evaluating-and select production options
‘Describing printing process to enhance production

LEARNING ASSUMED TO BE IN PLACE:

e Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications at NQF Level 5
or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:
Specific Outcome 1: Design various types of documents

Assessment Criteria

1.1 Documents are designed according to the brief
1.2 Documents meet all legal and regulatory requirements
1.3  Documents are designed within the agreed time frames

‘Specific Outcome 2: Co-ordinate the production of materials

Assessment Criteria

2.1 Staff are briefed in accordance with established procedures within required time frame

2.2  Briefing is documented accurately, concisely and is legible and in required format
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2.3 Supply material is coordinated to fit the requirements of the_' job and within required "

time frame

Specific Outcome 3: Identify, evaluate and select production options

Assessment Criteria

3.1  Research on the production options is conducted and ddpumentéd following company
guidelines and procedures '

3.2  Pre-production issues and requirements are identified and listed in line with objectives
and in required format '

3.3 Production options are identified and listed in required format and in accordance with
brief objectives )

3.4  Best production option is selected and reasons for selection are'explained in refation to
brief requirements and customer specifications |

3.5  Production option selected meets requirements and is made within agreed time frame

3.6  Post production issues and requirements are identified in line with brief objectives

Specific Outcome 4: Describe printing and other processes to enhance
production

Assessment Criteria

4.1 Print terminology is explained in accordance with established procedures

- 4.2  Printing processes are described and explained in line with company printing

procedures

4.3 Printing process selected is correct and will enhance the printing process

4.4 Paper selected is correct and contributes to job requirements

4.5  Colour separations, process colour and Pantone systems are explained using correct
terminology ' '

4.6 Printing jobs are set up on the computer and meet the requirements of the job .

ACCREDITATION AND MODERATION:

. & An individual wishing to be assessed (including through RPL) against this unit standard

may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA ;

* Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA .

e Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

« Moderation of assessment will be conducted by the relevant ETQA at its discretion
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RANGE STATEMENT:

. e All forms of marketing communications include but are not limited to; advertising, direct

- marketing and relationship marketing, sales promotions, public relations and alternative
strategies
* Media will include but is not limited to; all electronic, print, outdoor, digital media, e rnedla
and direct media .
e Primary purpose in marketing communications include but are not limited to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

NOTES:

EMBEDDED KNOWLEDGE:

* An understanding of methods and techniques for designing print, radio, television (TV)
and cinema marketing communications
Knowledge of methods and techniques for interpreting creative briefs
Knowledge of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

Collect, evaluate, organise and critically evaluate information so that communication
production processes are inline with client and organisational requirements

Communicate effectively with all stakehoiders when managing a marketing communlcatlons
production

Understand the world as a set of related systems where ongomg productlon processes
selected and used lead to the overall success of the marketing production

Organise oneself and one’s activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

Work effectively with others to ensure production processes run smoothly

Identify and solve problems pertaining to the production of marketing communication products.
In order to contribute to the full personal development of each learner and the social and
economic development of the saociety at large, by making it the underlying intention of any
programme of leamning to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication, so
that it is acceptable and appropriate to a range of people with varying cultural backgrounds
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1. TITLE: Demonstrate an understanding of the graphic design process

2. UNIT STANDARD NUMBER:

3. LEVEL ON THE NQF: 6

4, CREDITS: 6

5. FIELD: Business, Commerce and Management Studies

Sub Field: Marketing '

.6, ISSUE DATE:

7. REVIEW DATE:

8. PURPOSE:

-Leamers credited with this unit standard will be able to describe the phases of the graphic
design process and apply each of these phases. -Learners are also able to describe the role
players and the functions of each role player in the graphic design process
The qualifying leamers are capable of:
¢ Identifying and explaining the graphic design proc'eés
» Defining the essence and scope of graphic design
« Explaining the principles of graphic design -

« |mplementing the graphic design process

 Explaining the functions of role players in graphic design

9. LEARNING ASSUMED TO BE IN PLACE: - '

o Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications at NQF Level 5
or equivalent . ] E e S ' -

10. SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1:  Identify and explain the graphic design process

Assessment Criteria

1.1  The process to create layouts ahc_i artwork are e)"(_pllé!jh'e'd_ in line with company
standards and practices

1.2  Conceptualising, planning and realising final artwork is described in line with company
policies and procedures

1.3  The process for creating thumbnails, scamps, and comprehensives through to finished
art is described in line with company process and practices
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Specific Outcome 2: Define the essence and scope of graphic design

Assessment Criteria: ’

2.1  Essence and scope of idehtityhgraphics is defined using correct terminology and
description

2.2 Essence and scope of information design is defined using correct terminology and
description

2.3  Essence and scope of packaging is defined using correct terminology and description

24  Essence and scope of print advertising is defined using correct terminology and '
description

2.5 Essencé and scope of event marketing is defined using correct terminology and
description '

2.6  Essence and scope of web design is defined using correct terminology and description

Specific Outcome 3: Explain the principles of graphic design

Assessment Criteria:

3.1 The characteristics of the principles are listed and explained in line with industry
. practices and company practices

3.2 Practical application of techniques are demonstrated following required format and
, procedures

Specific Outcome 4: Implement the graphic design process
Assessment Criteria

41  Thumbnails, camps, comprehensives through to finished art are created in required
format

42 Various layouts and design formats to speciﬂcatidns are developed and created in
required format and time frame

4,3  Planning of graphic design process is implemented in required time frame and in line
with brief objectives

44  Computer skills to design and execute solutions are applied following system and
programme requirements |

4.5  Finished art is prepared for production in required time frame and format
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Specific Outcome 5: Explain the functions of role players in graphic
design

Assessment Criteria

51  Role players are identified for graphic design in line with own éompany organogram

5'.2 Functions of creative services are identified and explained in line with job descriptions
for own company |

5.3  Functions of production houses are identified and explained in line with industry norms
and practices

5.4  Functions of production services are identified and explained in line with industry
norms and practices

5.5 Functions of adverlising agencies are identified and explained 'using correct

terminology

ACCREDITATION AND MODERATION:

»

An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA ’

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA )

Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

Creative services will include but are not limited to; design studios, photographic studios
and illustrators

Production houses will include but are not limited to; print, animation, television, video and
special effects .

Production services will include but are not limited to; bureaus, printers and web
programmers _

Advertising agencies will include but are not limited to; full service, specialist and in-house
advertising agencies and design houses

Characteristics include
Format / Layout: size and shape, paper size, poster size, paper folds, balance between

shapes

Line: expressive use of line, line to create a mood, variety of lines,
perspective

Colour: - physics of light, colour basics, pigment, saturation, hue and value:

Contrast: positive and negative elements, contrasts, shapes texture and colour,
typography

Unity: achieving unity, breaking the mould, different mediums, focal points

Texture: use of texture in design, communicate a mood, creating appropriate
textures \ :

Design: basics of making a creatively executed design, psychology of design:

Drawing: technical drawing, still life, product drawing and or rendering (markers)
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13. NOTES:

« EMBEDDED KNOWLEDGE:

* Knowledge of the graphic design process

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

e Identify and solve problems pertaining to the graphic design process
Work effectively with others in the group as part of the creative team
Organise and manage oneself and one'’s activities in order to develop a strong personal
identity in one's work

» Communicate effectively using interpersonal communication skills in order to implement a
graphic design project to meet an objective ' .

* Use science and technology in the pursuit of graphic design objectives
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TITLE: Explain and develop creative solutions for graphic design in television

o R e N

10.

UNIT STANDARD NUMBER: |

LEVEL ON THE NQF: 6

CREDITS: 8 _

FIELD: Business, Commerce and Management Studies
Sub Field: Marketing '

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for graphic design in television. Learners are also able to describe the process for
graphic design in advertising. They are also able to identify, evaluate and select the best
production option to meet the requirements of the brief to meet the client's needs

The qualifying learners are capable of:

Designing the graphic elements used in the production of television commercials
Identifying, evaluating and select production options

Describing process for the production of films and videos

Organising and conducting a shoot

LEARNING ASSUMED TO BE IN PLACE:

e Leamers accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications at NQF Level 5
or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Design the graphic elements used in the production of
television commerciais
Assessment Criteria ' '
1.1 Graphic design staff are briefed in accordance with established procedures
1.2  Briefing is documented accurately, concisely and is legible and in required format and
time frame o . |
1.3  Supply material is co-ordinated to fit the requirements of the job



380 No. 26928 GOVERNMENT GAZETTE, 2 NOVEMBER 2004

11.

Specific Cutcome 2: Identify, evaluate and select production options

Assessment Criteria

| 2.1 Research on the production of comfnercial is conducted and documented following

company research standards and procedures
2:2 -+ Pre-production issues and requirements are identified in line with brief project
objectives - ' '
23  The be'st'producﬁon option is selected and reasons for selection are explained in line
"~ with company standards and brief objectives
24  Production option selected meets requirements and is made within agreed time frame

Specific Outcome 3: _ Describe process for the production of films and videos

* Assessment Criteria

3.1 Television production terminology is explained using industry terminology

3.2  Cinema production ferminology is explained using industry terminology

3.3 | Film and video production processes are identified and explained in line with company
. practices and industry norms and practices

_ Specific Outcome 4: - Organise and conduct a shoot

Assessment Criteria

4.1 . Resource and graphic design requirements for the shoot are identified and created in
" line with brief project objectives

4.2  Shoot is organised in accordance with established procedures

4.3  Shoot prbject teams are briefed and meet shoot plan and role requirements

44  Shoot activities / plans are implemented in accordance with plan and pre-continuously
monitored to ensure shoot milestones are being met

45  Post production activities and processes are carried out within required time frame and
formats , )

4.6 Final material is submitted for approval within agreed time frames

ACCREDITATION AND MODERATION:

¢ An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA : '

e Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

e Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

e Moderation of assessment will be conducted by the relevant ETQA at its discretion
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12. RANGE STATEMENT:

Forms of marketing communication include but are not limited to; advertising, direct
marketing and relationship marketing, sponsorship, event marketing, sales promotion,
public relations and alternative strategies _

Media will include but is not limited to; all electronic, print outdoor, digital media, e media

. and direct media

The role of marketing communications includes but is not limited to; promoting image,
providing information, creating, increasing and stablising demand, differentiating product
features and benefits, providing competitive d:fﬁarentlahon Ioad generation, customer
retention and loyalty, motivating staff

13. NOTES:

« EMBEDDED KNOWLEDGE: | o

An understanding of print, film, radio, video and web production processes and procedures
Knowledge of the industry, the product and the industry role players

Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be ‘carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Collect, evaluate, organise and critically evaluate information so that communication
production processes are inline with client and organisational requirements

Communicate effectively with all stakeholders when managing a television production
Understand the world as a set of related systems where ongoing production processes
selected and used lead to the overall success of the production _

Organise oneself and one's activities so that alternative strategies exist in the event of
current strategies being rejected or failing and there are insufficient resources available
Work effectively with others to ensure production processes run smoothly

Identify and solve problems pertaining to the production of marketing communication
products

In order to contribute to the full personal development of each learner and the social and
economic development of the society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication,
so that it is acceptable and appropriate to a range of people with varying cultural
backgrounds
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TITLE: Explain and develop creative solutions for graphic design in print advertising

I
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10.
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UNIT STANDARD NUMBER:
" LEVEL ON THE NQF:; 6
CREDITS: - 14
FIELD: _ Business, Commerce and Management Studies
Sub Field: Marketing '
ISSUE DATE:
REVIEW DATE:
PURPOSE:

Learners. credited with this unit standard will be able to develop, implement the creative
processes for graphic design in print advertising. Learners are also able to describe the
process for graphic design in advertising. They are also able fo identify, evaluate and select
the best production option to meet the requirements of the brief to meet the client's needs

The qualifying learners are c_apable of:

Designing newspaper and magazine advertisements and direct mail pieces
Co-ordinating the production of materials

identifying, evaluating and select production options

Describing printing process to enhance production

LEARNING ASSUMED TO BE IN PLACE;

e Learners accessing this qualification will have demonsirated competency against the unit
standards in the qualification, National Diploma in Visual Communications at NQF Level 5
or equivalent '

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Design newspaper and magazine advertiéements and direct
; mail pieces

Assessment Criteria

1.1 Newspaper advertisements are designed according fo the brief
1.2  Magazine advertisements are designed according to the brief
1.3  Direct mail pieces are designed according to the brief

1.4  Advertisements meet all legal and regulatory requirements

1.5  Advertisements are designed within the agreed time frames
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Specific Ouicome 2: Co-ordinate'the-production of materials

Assessment Criteria

2.1 Staff are briefed in accordance with established prof:edures

22 Briefing is documented accurately, concisely and is legible and in required format

2.3  Supply material is co-ordinated to fit the requirements of the job

Specific Qutcome 3: ldentify, evaluate and select production options

Assessment Criteria

3.1 Research on the production of commercial is conducted and documented in line with
company standards and procedures
3.2  Pre-production issues and requirements are identified in line with brief objectives

3.3  The best production option is selected and reasons for selection are explained in line

with brief requirements .
3.4  Production option selected meets requirements and is made within agreed time frame

Specific Outcome 4: Describe printing processes to enhance production

Assessment Criteria

4.1 Print terminology is explained in accordance with established procedures

4.2  Printing processes are described and explained in line with company or industry
printing procedures |

4.3  Printing process selected is correct and will enhance the printing process

44  Paper selected is correct and contributes to job requirements

45  Colour separations, process colour and Pantone systems are explained using correct
terminology ; '

4.6  Printing jobs are set up on the computer and meet the requirements of the brief .

ACCREDITATION AND MODERATION:

* An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA

e Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

e Any institution offering leaming that will enable achievement of this unit standard or
.assessing this unit standard must be accredited as a provider with the relevant ETQA

» Moderation of assessment will be conducted by the relevant ETQA at its discretion
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12. RANGE STATEMENT:

Forms of marketing communication include but are not limited to; advertising, direct
marketing and relationship marketing, sponsorship, event marketing, sales promotion, .
public relations and alternative strategies

Media will include but is not limited to; all electronic, print, outdoor digital media, e media
and direct media

The role of marketing communications includes but is not limited to; promoting image,

© providing information, creating, increasing and stablising demand, differentiating product

features and benefits, providing competitive differentiation, lead generatlon customer
retention and Eoya!ty, motivating staff

13. NOTES:

« EMBEDDED KNOWLEDGE:

An understanding of print, film, radio, video and web production processes and procedures
Knowledge of the industry, the product and the industry role players

Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

. CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

J -The ability to:

Collect, evaluate, organise and critically evaluate information so that communication
production processes are inline with client and organisational requirements

Communicate effectively with all stakeholders when managing a marketing
communications produgction : '

Understand the world as a set of related systems where ongoing production processes
selected and used lead to the overall success of the marketing production

Organise oneself and one’s activities so that alternative strategies exist in the event of
current strategies being rejected or failing and there are insufficient resources available
Work effectively with others to ensure production processes run smoothly

Identify and solve problems pertaining to the production of marketing communication
products

In order to contribute to the full personal development of each learner and the social and
economic development of the society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication,
so that it is acceptable and appropriate to a range of people with varying cultural

backgrounds

26928—12
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1. TITLE: Explain and develop creative solutions for graphic design in information
graphics :
2. " UNIT STANDARD NUMBER:
3. LEVEL ON THE NQF: - 6
4. CREDITS: 10
5. FIELD: Business, Commerce and Management Studies
Sub Field: Marketing
ISSUE DATE:
REVIEW DATE:
PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for graphic design in information graphics. Learners are also able to describe the
process for graphic design in advertising. They are also able to identify, evaluate and select
the best production option to meet the requirements of the brief to meet the client’s needs

The qualifying learners are capable of:

Designing flyers / leaflets, brochures and posters
Co-ordinating the production of materials
Identifying, evaluating and select production options
Describing printing process to enhance production

9. LEARNING ASSUMED TO BE IN PLACE:

¢ Learners accessing this gualification wili have dembnstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications at NQF Level 5
or equivalent

10.  SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Design flyers / leaflets, brochures and posters
Assessment Criteria

1.1 Flyers / leaflets are designed according to the brief

1.2 Brochures are d'esigned according to the brief

1.3 Posters are designed according to the brief

1.4 Poéters, flyers / leaflets and brochures meet all legal and regulatory requirements
1.5 Posters, flyers / leaflets and brochures are designed within the agreed time frames

03-195840—13 : 26928 —13
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Specific Qutcome 2: Co-ordinate the production of materials

Assessment Criteria

2.1  Staff are briefed in accordance with established procedures within required time frame

. 2.2 Briefing is documented accurately, concisely and is legible and in required format

2.3  Supply material is coordinated to fit the requirements of the job and within required
time frame

Specific Outcome 3 Identify, evaluate and select production options

Assessment Criteria '

3.1  Research on the production options is conducted and documented following company
guidelines and procedures .

3.2  Pre-production issues and requirements are identified and listed in line with objectwes
and in required format

3.3  Production options are identified and listed in required format and in accordance with
brief objectives

3.4  Best production option is selected and reasons for selection are expiamed in re!ahon to
brief reqwrements and customer specifications '

- 35 Productlon option seiected meets requirements and is made within agreed time frame

3.6 - Post p_rg.duct;qn |s,su&5__an__d requirements are- ldent;f ied in line wst!j brief ob;ective_s. o

Specific 0L:todme.4:_':" . __ Describe pnntlng and other processes to enhance ;
; ' prdductlon

Assessment Criteria

4.1 Print term:nofogy is explamed in accordance with established procedures

4.2  Printing processes. are described and explained in line with company printmg
procedures ' '

4.3  Printing process selected is correct and will enhance the printing process

44  Paper selected is correct and contributes to job requirements

45  Colour separations, process colour and Pantone systems are explained using correct
terminology '

46  Printing jobs are set up on the computer and meet the requirements of the job

ACCREDITATION AND MODERATION:

¢ An individual wishing o be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA
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+ Anyone assessing a learner-against this unit standard must be registered as an assessor
with the relevant ETQA
¢ Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
. e Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. ~RANGE STATEMENT:

"o All forms of marketing communications include but are not limited fo; advertising, direct
marketing and relationship marketing, sales promotions, publlc relations and alternative
strategies

e Media will include but is not limited to. all electronic, print, outdoor dlgltai media, e media
and direct media

e Primary purpose in marketing eommumcatlons include but are not fimited to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff _ .

13, NOTES
. EMBEDDED KNOWLEDGE

s An understandmg of methods and techniques for desrgning print, radio, television (TV)
and cinema marketing communications
Knowledge of methods and techniques for interpreting creative briefs
Knowledge of the industry, the product and the industry role playe!s il
Range: This knowledge will apply to the particular economic sector in whlch the learner is -
learning. Moderation of this aspect will therefore need to be carried out. by the relevant
Educational and Tralmng Quality Assurance Body (ETQA) -

CRITICAL CROSS-FIELD AND D I__ELO_F_’MENTAL OUTCOMES
The ability to:

o Collect, evaluate orgamsa and critically evaluate mformatlon so  that - commumcatlon '
production processes are inline with client and organisational requirements :

Communicate effectively with all stakeholciers when managlng a marketmg commumcahons
production

e Understand the world as a set of related systerns where ongoing product:on prooesses
selected and used lead to the overall success of the marketing production

» Organise oneself and one’s activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

» Work effectively with others to ensure production processes run smoothly

: Identify and solve problems pertaining to the production of marketing communication products

¢ In order to contribute to the full personal development of each learner and the social and
economic development of the society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication, so
that it is acceptable and appropriate to a range of people with varying cultural backgrounds
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TITLE: Explain and develop creative solutions for graphic design in corporate
identity '

e e R

N o

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6

CREDITS: _ 10

FIELD: ‘ i Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Leamers credited with this unit standard. will be able to develop, implement the creative
processes for graphic design in corporate identify. Learners are also able to describe the
process for graphic design in advertising. They are also able to identify, evaluate and select
the best production option to meet the requirements of the brief to meet the client's needs

The qualifying learners are capable of:

Design logos, symbols, corporate stationary and signage
Co-ordinating the production of materials

ldentifying, evaluating and select production options
Describing printing process to enhance production

LEARNING ASSUMED TO BE IN PLACE:

e Learners accessing this qualiﬁcati'on will have demonstrated competency against the unit
~ standards in the qualification, National Diploma in Visual Communications at NQF Level 5
or equivalent -

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: - Design logos, symbols, corporate stationary and signage

Assessment Criteria

1.1 Logos are desighed, according fo the brief

1.2  Symbols are designed according to the brief

1.3 Corporate stationary is designed according to the brief

1.4  Signage is designed according to the brief

1.5  Corporate identity solutions meet all legal and regulatory requirements
1.6  Corporate identity solutions are designed within the agreed time frames
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' Specific Outcome 2: Co-ordinate the production of materials

Assessment Criteria

2.1 Staff are briefed in accordance with established procedures within required time frame
2.2  Briefing is documented accurately, concisely and is legible and in required format
2.3 Supply material is coordinated to fit the requirements of the job and within required

time frame

Specific. OQutcome 3: Identify, evaluate and select production options

Assessment Criteria

3.1 Research on the production options is conducted and documented following company
guidelines and procedures

3.2  Pre-production issues and requirements are identified and listed in line with objectives
and in required format

3.3  Production options are identified and listed in required format and in accordance with
brief objectives )

3.4  Best production option is selected and reasons for selection are explained in relation to
brief requirements and customer specifications

3.5  Production option selected meets requirements and is made within agreed time frame

3.6 Post producf.ion issues and requirements are identified in line with brief objectives

Specific Outcome: 4: Describe printing and other processes to enhance
9 production
pY
Assessment Criteria

4.1 Print terminology is explained in accordance with established procedures

4.2 Printing processes are described and explained in line with company printing

procedures

4.3  Printing process selected is correct and will enhance the printing process

44  Paper selected is correct and contributes to job requirements

4.5  Colour separations, process colour and Pantone systems are explained using correct
terminology |

4.6  Printing jobs are set up on the computer and meet the requirements of the job

ACCREDITATION AND MODERATION:

* An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA
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12.

13

'QRI'_\'_-ICAL'CRD?S__-FIE'LD AND DEVELOPMENTAL OUTCOMES

" » Anyone assessing a learner against this unit standard must be registered as an assessor

with the relevant ETQA

» Any institution offering learning that will enable achuevement of this unit standard or

assessing this unit standard must be accredited as a provider with the relevant ETQA

o Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

e All forms of marketing communications include but are not limited to;. advertising, direct
marketing and relationship marketing, sales promotions, public relations and alternative
strategies .

s Media will include but is not limited to; all electronic, print, outdoor, digital media, e media
and direct media '

e _anary purpose in marketing communications include but are not limited to; promoting

image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

NOTES:

' EMBEDDED KNOWLEDGE:

__.-' ' An understanding of methods and techniques for designing print, radio, television (TV)

and cinema marketing communications

Knowledge of methods and techniques for interpreting creative briefs

Knowledge of the industry, the product and the industry role players

'Range: This knowledge will apply to the particular economic sector in which the learner is

learning. Moderation of this aspect will therefore need to be carried out by the relevant
. Educatlonal and Tramlng Quallty Assurance Body (ETQA)

" The ability fo:

Collect, evaluate, organise and critically evaluate information so that communication

‘production processes are inline with client and organisational requirements

Communicate effectively with all stakeholders when managmg a marketing oommunlcatlons

_production
' Understand the world as a set of related systems where ongoing productlon processes

selected and used lead to the overall success of the marketing production

Organise oneself and one’s activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

Work effectively with others to ensure production processes run smoothly

Identify and solve problems pertaining to the production of marketing communication products.
In order to contribute to the full personal development of each learner and the social and
economic development of the society at large, by making it the underlying intention of any

programme of leaming to make an individual aware of the importance of being culturally

sensitive across a range of social contexts when producing the marketing communication, so
that it is acceptable and appropriate to a range of people with varying cultural backgrounds
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TITLE: Explain and develop creative solutions for graphic design in promotional
and point-of-sale material

o os @

8‘

10.

UNIT STANDARD NUMBER:
LEVEL ON THE NQF: 6
CREDITS: : 8
FIELD: Business, Commerce and Management Studies
Sub Field: Marketing
ISSUE DATE:
REVIEW DATE:
PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for graphic design in promotional and point of sale materials. Learners are also
able to describe the process for graphic design in advertising. They are also able to identify,
evaluate and select the best production option to meet the requirements of the brief to meet
the client’'s needs

The qualifying learners are capable of:

» Designing promotional and point-of-sale materials
¢ Co-ordinating the production of materials _

» ldentifying, evaluating and select production options
+ Describing printing process to enhance production

LEARNING ASSUMED TO BE IN PLACE:
. Learﬁers accessing ﬂ1is qualification will have demonstrated competency against the unit

standards in the qualification, National Diploma in Visual Communications at NQF Level 5
or equivalent :

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Design promotional and point-of-sale materials
Assessment Criteria

1.1 Promotional materials are designed according to the brief
1.2  Point-of-sale materials are designed according to the brief
1.3 . Material meet all legal and regulatory requirements

1.4  Materials are designed within the agreed time frames

Specific Outcome 2; Co-ordinate the production of materials

Assessment Criteria



i

392 No. 26928 GOVERNMENT GAZETTE, 2 NOVEMBER 2004
. ] Staff are briefed in accordance with established procedures within required time frame
2.2 . Briefing is documented accurately, concisely and is legible and in required format
2.3 Supply material is coordinated to fit the requirements of the job and within required
time frame
Sp_eciﬁc Outcome 3: Identify, evaluate and select production options

11.

Assessment Criteria

3.1  Research on the production options is conducted and documented folfowing company
~ guidelines and procedures

3.2 Pre-production issues and requirements are identified and listed in line with objectives
and in required format

3.3 Production options are identified and listed in required format and in accordance with
brief objectives

3.4 Best production option is selected and reasons for selection are explained in relation to
brief requirements and customer specifications '

3.5 Production option selected meets requirements and is made within agreed time frame

3.6  Post production issues and requirements are identified in line with brief objectives

Specific Outcome 4: Describe printing and other processes to enhance

production

Assessment Criteria

4.1 Print terminology is explained in accordance with established procedures

4.2  Printing processes are described and explained in line with company printing
procedures

4.3  Printing process selected is correct and will enhance the printing process

4.4  Paper selected is correct and contributes to job requirements

4.5  Colour separations, process colour and Pantone systems are explained using correct
terminology

46  Printing jobs are set up on the computer and meet the requirements of the job

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA “ =

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA
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o Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
« Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

s All forms of marketing communications include but are not limited to; advertising, direct
_ marketing and relationship marketing, sales promotions, public relations and alternative

sirategies

o Media will include but is not limited to; all electronic, print, outdoor, digital media, e media
and direct media

e Primary purpose in marketing communications include but are not limited to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

13. NOTES:

« EMBEDDED KNOWLEDGE:

s An understanding of methods and techniques for designing print, radio, television (TV)
and cinema marketing communications -
Knowledge of methods and techniques for interpreting creative briefs
Knowledge of the industry, the product and the industry role players
Range: This knowledge will apply fo the particular economic sector in which the leamer is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA) '

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

o Collect, evaluate, organise and critically evaluate information so that communication
production processes are inline with client and organisational requirements

e Communicate effectively with all stakeholders when managing a marketing communications
production :

s Understand the world as a set of related systems where ongoing production processes
selected and used lead to the overall success of the marketing production '

 Organise oneself and one’s activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available
Work effectively with others to ensure production processes run smoothly
Identify and solve problems pertaining to the production of marketing communication products.

¢ In order to contribute fo the full personal development of each leamner and the social and
economic development of the society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication, so
that it is acceptable and appropriate fo a range of people with varying cultural backgrounds
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TITLE: Explain and develop creative solutions for graphic design in campaigns

10.

UNIT STANDARD NUMBER:
LEVEL ON THE NQF: 6
CREDITS: 12
FIELD: Business, Commerce and Management Studies
Sub Field: e ~ Marketing '
~ ISSUE DATE: '
REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able fo evaluate a brief and design a campaign
based on the brief requirements. Learners are also able to co-ordinate, identify, evaluate and
select production materials and options to meet the brief requirements and ensure customer
satisfaction with the outcome

The qualifying learners are capable of:
Designing campaign elements
Co-ordinating the production of materials

L ]

L ]

¢ Identifying and evaluating production options

o Selecting production options to meet brief objective

LEARNING ASSUMED TO BE IN PLACE:

e Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Comrnunicatlons at NQF Level 5
or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Qutcome 1: Design campaign elements
Assessment Criteria

1.1 Various campaign elements are created and integrated in line with company processes
and procedures -

1.2 Design elements are integrated. into the campaign following set integration procedures

1.3  Campaign elements are presented to client required format and applying set
presentation techniques _ '

1.4  Campaign elements are designed within resource restraints and required time frame
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1.

12.

Specific Outcome 2: - 'Co-ordinate the production of materials - » |

Assessment Criteria

Staff is briefed in accordance with established procedures' '

2.1 ;

2.2  Briefing is documented aocurately. concisely and is legible and in requ:red format _

2.3 Supply material is co-ordinated to fit the requirements of the jOb and m Ime wsth
company standards and procedures : L

Specific Outcome 3: Identify and evaluate production options

Assessment Criteria

3.1 Research on the production of commercial is conducted and documented following

' company research standards and practices

3.2  Pre-production issues and requirements are ldenhfled and reoorded in required format
and meet the objectives of the brief

Specific Outcome 4: Select production options to meet brief objective

Assessment Criteria

41  Production options are identified in line with brief objectives and budget constraints

42  The best production option is selected and reasons for selection are explamed in line
with brief objectwes ' ;

4.3  Production option selected meets requirements and is made within agreed time frame

ACCREDITATION AND MODERATION:

RANGE STATEMENT

- and direct media

An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA

Anyone assessing a learner egalnst this unit standard must be reg:stered as an assessor
with the relevant ETQA

Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

Forms of marketlng oomrnumcation molude but are not hmlted to edverhslng,_ -
marketlng and relationship marketing; sponsorship, event rnarketlng, saies prornotiom

public relations and alternative strategies- . 5
Media will include but is not limited to all eleotronlc print, outdoor, dlgrtal medla e medla'-

The role of marketing commumcatlons mcludes but is not hrmted to; promotlng lmage' .
providing information, creating, increasing and stablising demand, dlﬁ'erentlatmg product-
features and benefits, providing competitive dlﬂ’erentiatlon Iead generatlon, customer
retention and loyalty, motlvatlng staff '
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13. NOTES:

« EMBEDDED KNOWLEDGE:

¢ An understanding of print, film, radio, video and web production processes and procedures
o Knowledge of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the leamer is
~ learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

e Collect, evaluate, organise and critically evaluate information so that communication
production processes are inline with client and organisational requirements

¢ Communicate effectively with all stakeholders when managing a marketing
communications production

« Understand the world as a set of related systems where ongoing production processes
selected and used lead to the overall success of the marketing production

~« Organise oneself and one’s activities so that alternative strategies exist in the event of

" current strategies being rejected or failing and there are insufficient resources available
Work effectively with others to ensure production processes run smoothly
Identify and solve problems pertaining to the production of marketing communication
products .

¢ In order to contribute to the full personal development of each learner and the social and
economic development of the society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication,
so that it is acceptable and appropriate to a range of people with varying cultural
backgrounds
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TITLE: Explain and develop creative solutions for graphic design in packaging
2.  UNIT STANDARD NUMBER:
3. LEVEL ON THE NQF: - 6
4, CREDITS: : 14
5. FIELD: Business, Commerce and Management Studies
Sub Field: ] Marketing
6. ISSUE DATE:
7.  REVIEW DATE:
8. PURPOSE:
Learners credited with this unit standard will be able to evaluate requirements from a
packaging brief, design the packaging for a variety of applications. Learners are also able to
identify the best the printing and production option based on the outcome required and co-
ordinate the production of the materials towards meeting the packaging objective
The qualifying learners are capable of:
« Designing packaging for various applications
« Co-ordinating the production of materials
« Identifying, evaluating and select production options
o Describing printing processes to enhance production
9, LEARNING ASSUMED TO BE IN PLACE:
+ Learners accessing this qualification will have demonstrated competenby against the unit
standards in the gualification, National Diploma in Visual Communications at NQF Level 5
. or equivalent
10. SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Speciﬁc Outcome 1: - Design packaging for various applications
Assessment Criteria

1.1 Packaging is designed according to the brief

1.2 = Packaging meets all legal and regulatory requirements

1.3 Packaging is designed within the agreed time frames

14  Photographic principles are applied for packaging in required format

Specific Outcome 2: Co-ordinate the production of materials
Assessment Criteria

2.1 Staff are briefed in accordance with established procedures
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s 23 . Br;.e’ﬁrig is docu_mented accurately, concisely and _i-'s legible and in required format
88 ‘Supply ‘material is co-ordinated to fit the requirements of the job

% S__pesiﬁs Quts'c'ime 3 e Identify, evaluate and select p'rodtictioh options
| g Assess_n_-'f_e_r_it__criteﬁa N | |
| 3.1 _Reseerch.on the production of cemmercial is conducted and documented in required
format and c.:onta_ins'industryr related content
3.2  Pre-production issues and requirements are identified in line with packaging brief and
" project plan objectives ' . s

. 3.3 '. Production options are identified in line with packaglng bnef and pro;ect plan objechves'
3.4  The best production option is selected and reasons for selection are explained in line
_ ~ with meeting packaging objectives o
35 Production option selected meets requirements and is made within agreed time frame

Specific Outcome 4: | Describe printing processes to enhance production

-Assessment Criteria

41 Print terminology is explained in accordance with established procedures

4.2 Printing processes are described and explained in line with company printing
pfocedures

4.3 Printing process selected is correct and will enhance the printing process
towards meeting the packaging requirements and clients wishes

4.4 Paper selected is correct and contributes to job requirements and is in fine with
budget constraints

45 Colour separations, process colour and Pantone systems are explained

4.6 Printing jobs are set up on the computer and meet the requirements of the job

- and are in fine with 'system!programme.reqt:irements ;

1. ACCREDITATION AND MODERATION:

e _An mdmdual w:shlng to be assessed (mcluding through RPLY agalnst this unit standard
ey appl;{_-_ fo an assessment agensy, assessor or prowder msﬂtutlon accredited by the
S relevant ETQA

e, Anyone assessmg a ieamer agalnst this umt standard must be registered as an assessor
- with the relevant ETQA '
L. ".Any mstltutlon offering leaming that will enable achievement of this unit standard or

.. assessing this unit standard must be accredited as & provider with the relevant ETQA
e _Moderatlon of assessment will be oonducted by the reievant ETQA at its discretion
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- 12. RANGE STATEMENT:

e Forms of marketing communication include but are not limited to; advertising, direct
marketing and relationship marketing, sponsorship, event marketmg, sales promotlon,
public relations and alternative strategies

e Media will include but is not limited to; all electromc pnnt, outdoor, digital media, & media
and direct media

.. The role of marketing oommunlcatlons lncludes but is not limited to; promoting image,
- providing information, creating, increasing and stablising demand, differentiating product
features and benefits, providing competitive differentiation, .lead generation, customer
~__ retention and loyalty, motivating staff

« Packaging will include but is not limited to; FMCG products 2D and 3D packs, different

 sizes, different materials , ,

13. NOTES: |
'«  EMBEDDED KNOWLEDGE:

An understanding of print, film, radio and video production processes and procedures
Knowledge of the industry, the product and the industry role players

~ Range: This knowledge will apply to the particular economic sector in which the learner is
learing. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELLD AND DEVELOPMENTAL OUTCOMES
The ability to:

e Collect, evaluate, organise and critically evaluate information so that communication
production processes are inline with client and organisational requirements

e Communicate effectively with all stakeholders when managing a marketing communications
production '

» Understand the world as a set of related systems where ongoing production processes
selected and used lead to the overall success of the marketing production

o Organise oneself and one’s activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available
Work effectively with others to ensure production processes run smoothly
Identify and solve problems pertaining to the production of marketing communication products
In order to contribute to the full personal development of each learner and the social and
economic development of the society at large, by making it the underlying intention of any
programme of learning to make .an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication, so
that it is acceptable and appropriate ta a range of people with varying cultural backgrounds
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TITLE: Explain and develop creative solutions for graphic design in events

OR8N

7‘

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6

CREDITS: 5

FIELD:; Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for graphic design in events. Leamners are also able to describe the process for
graphic design in advertising. They are also able to identify, evaluate and select the best
production option to meet the requirements of the brief to meet the client's needs

The qualifying learners are capable of:

Designing event materials requiring different themes, formats and approaches
Co-ordinating the production of materials

ldentifying, evaluating and select production options

Describing printing process to enhance production

LEARNING ASSUMED TO BE IN PLACE:

e Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications at NQF Level 5
or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Ouicome 1: " Design event materials requiring different themes, formats
and approaches

Assessment Criteria

1.1 Event materials are designed according to the brief
1.2 Event materials meet all legal and regulatory requirements
1.3 Event materials are designed within the agreed time frames

Specific Outcome 2: Co-ordinate the production of materials

Assessment Criteria

2.1 Staff are briefed in accordance with established procedures within required time frame
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2.2 Briefing is documented accurately, concisely and is legible and in required format
2.3  Supply material is coordinated to fit the requirements of the job and within required

time frame

Specific Outcome 3: Identify, evaluate and select production options

Aésessment Criteria

34 Research on the production options is conducted and documented following company
guidelines and procedures

3.2  Pre-production issues and requirements are identified and fisted in line with objectives
and in required format

3.3  Production options are identified and listed in required format and in accordance with
brief objectives .

34  Best production option is selected and reasons for selection are explained in relation to

brief requirements and customer specifications

35 Production option selected meets requirements and is made within agreed time frame

3.6 Post production issues and requirements are identified in line with brief objectives

Specific Outcome 4: Describe printing and other processes fo enhance
production

Assessment Criteria

41  Print terminology is explained'in accordance with established procedures

4.2  Printing processes are described and éxblained in line with company printing
procedures

43 Printing process selected is correct and will enhance the printing process

44  Paper selected is correct and contributes to job requirements

45  Colour separations, process colour and Pantone systems are explained using correct
terminology -

46  Printing jobs are set up on the computer and meet the requirements of the job

ACCREDITATION AND MODERATION:

e An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA '

« Anyone assessing a learner against this unit standard must be registered as an assessor

_with the relevant ETQA

o Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

» Moderation of assessment will be conducted by the relevant ETQA at its discretion
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12.

13.

RANGE STATEMENT:

* All forms of marketing communications include but are not limited to; advertising, direct. .
marketing and relationship marketing, sales promotions, public relations and alternative
strategies '

& Media will include but is not limited to; all electronic, print, outdoor, digital media, e me&lia

and direct media _ ;

» * Primary purpose in- marketing communications include but are not limited to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

NOTES:

EMBEDDED KNOWLEDGE:

* An understanding of methods and techniques for designing print, radio, television (TV)
and cinema marketing communications
Knowledge of methods and techniques for interpreting creative briefs
Knoivledge of the industry, the product and the industry role players _
Range: This knowledge will apply to the particular-economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA) '

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
= R oo LD ANV DEVELDPMENTAL OUTCOMES

The ability to:

Collect, evaluate, organise and critically evaluate information so that communication
production processes are inline with client and organisational requirements

Communicate effectively with all stakeholders when managing a marketing communications
production _

Understand the world as a set of related systems where ongoing production processes
selected and used lead to the overall success of the marketing production :
Organise oneself and one’s activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

Work effectively with others to ensure production processes run smoothly

Identify and solve problems pertaining to the production of marketing communication products
In order to contribute to the full personal development of each learner and the social and
economic development of the society at large, by making it the underlying intention of any
programme of leaming to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication, so
that it is acceptable and appropriate to a range of people with varying cultural backgrounds
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1.  TITLE: Explain and develop creative solutions for graphic design in web design

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6

CREDITS: 10 _

FIELD: Business, Commerce and Management Studies

Sub Field: Marketing '

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative

processes for graphic design in web design. Leamers are also able to describe the process

for graphic design in advertising. They are also able to identify, evaluate and select the best

production option to meet the requirements of the brief to meet the client's needs

The qualifying learners are capable of: |

¢ Designing web graphics

» Co-ordinating the production of materials

o Identifying, evaluating and select production options

« Describing printing process to enhance production

LEARNING ASSUMED TO BE IN PLACE:

o Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications at NQF Level 5
or equivalent : ;"

10.

A s L e e e ———,— e

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: \ " Design web graphics
Assessment Criteria

14 Web pages are designed in required format and in line with system fequirements

1.2 Portals are designed according to system/programme requirements/parameters

1.3  Banners are designed according to system/programme requirements!parameters

1.4  Buttons are designed according to system/programme requirements/parameters

15  Linked pages are designed according to system/programme requirements/parameters

Specific Outcome 2: Co-ordinate the production of materials

Assessment Criteria
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2.1  Staff are briefed in accordance with established procedures within required time frame

2.2  Briefing is documented accurately, concise!yr and is legible and in required format

2.3  Supply material is coordinated to fit the requirements of the job and within required
time frame

Specific Outcome 3: Identify, evaluate and select production options

Assessment Criteria

3.1 Research on the production options is conducted and documented following company
guidelines and procedures

3.2 Pre-production issues and requirements are identified and listed in fine with objectives
and in required format

3.3  Production options are identified and listed in required format and in accordance wifh
brief objectives | '

34  Best production option is selected and reasons for selection are explained in relation to
brief requirements and customer specifications

3.5 Production option selected meets requirements and is made within agreed time frame

3.6  Post production issues and requirements are identified in line with brief objectives

Spe{::iﬁc Outcome 4: - Describe printing and other processes to enhance

: production

Asséssment Criteria

4.1 Print terminology is explained in accordance with established procedures

4.2  Printing processes are described and explained in line with company printing
procedures

4.3 Printing process selected is correct and will enhance the printing process

4.4  Paper selected is correct and contributes to job requirements

4.5 Colour separations, process colour and Pantone systems are explained using correct
terminology '

46  Printing jobs are set up on the computer and meet the requirements of the job

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA ’ -
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« Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with.the relevant ETQA:
» Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

« All forms of marketing communications include but are not limited to; advertising, direct
marketing and relationship marketing, sales promotions, public relations and alternative
strategies : _

e Media will include but is not limited to; all electronic, print, outdoor, digital media, e media
and direct media _

 Primary purpose in marketing communications include but are not limited to; promoting
image, providing information, creating, increasing and stabilizing demand, differentiating
product features and benefits, providing competitive differentiation, lead generation,
customer retention, motivating staff

13. NOTES:

. EMBEDDED KNOWLEDGE:

e An understanding of methods and techniques for designing print, radio, television (TV)
and cinema marketing communications
Knowledge of methods and techniques for interpreting creative briefs
Knowledge of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assuranice Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

R AL A e e ———————————————

The ability to:

« Collect, evaluate, organise and critically evaluate information so that communication
production processes are inline with client and organisational requirements

« Communicate effectively with all stakeholders when managing a marketing communications
production

« Understand the world as a set of related systems where ongoing production processes
selected and used lead to the overall success of the marketing production

« Organise oneself and one’s activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available
Work effectively with others to ensure production processes run smoothly
Identify and solve problems pertaining o the production of marketing communication products
in order to contribute to the full personal development of each learner and the social and
economic development of the society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication, so
that it is acceptable and appropriate to a range of people with varying cultural backgrounds
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TITLE:  Explain and develop creative solutions for graphic design in special
applications

o A o

N

10-

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: : 6

CREDITS: 5 .

FIELD: ; | Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to develop, implement the creative
processes for graphic design for special applications. Learners are also able fo describe the’
process for graphic design in advertising. They are aiso able to identify, evaluate and select
the best production option to meet the requirements of the brief to meet the client's needs

The qualifying learners are capable of:

Designing CD, tape and book covers, restaurant graphics
Co-ordinating the production of materials ;
Identifying, evaluating and select production options
Selecting production options to meet brief objective

® & °

LEARNING ASSUMED TO BE IN PLACE:
» Learners accessing this qualification will have demonstrated competency against thé unit

standards in the qualification, National Diploma in Visual Communications at NQF Level 5
or equivalent '

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Design CD, tape and book covers, restaurant graphics
Assessment Criteria '

1.1 Special applications are designed according to the brief -

1.2 Special applications mest all legal and regulatory requirements

1.3 =~ Special applications are designed within the agreed time frames
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1.

12.

Specific Outcome 2: Co-ordinate the production of materials
Assessment Criteria

2.1  Staff are briefed in accordance with established procedures
2.2  Briefing is documented accurately, concisely and is legible and in required format
2.3 Supply material is co-ordinated fo fit the requirements of the job

Specific Outcome 3: Identify, evaluate and select production options

Assessment Criteria

3.1 Research on the production of commercial is conducted and documented in required

format
3.2  Pre-production issues and requirements are identified in line with brief requirements
3.3  Production options are identified in line with brief project objectives
3.4  Production option selected meets requirements and is made within agreed time frame

Specific Outcome 4: Select production options to meet brief objective

Assessment Criteria

41  Production options are identified in line with brief objectives and budget constraints

42  The best production option is selected and reasons for selection are explained in line
with brief objectives '

4.3 © Production option- selected meets requirements and is made within agreed time frame

ACCREDITATION AND MODERATION:

¢ An individual wishing to be assessed (including through RPL) agamst this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA

o Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

‘s Any institution offering learning that will enable achievement of this unit standard or

assessing this unit standard must be accredited as a provider with the relevant ETQA
o Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

« Forms of marketing communication include but are not limited to; advertising, direct

marketing and relationship marketing, sponsorship, event marketing, sales promotion,
public relations and altemative strategies

e Media will include but is not limited to all electronic , print, outdoor, digital media, e media

~ and direct media
e The role of marketing communications includes but is not limited to; promotlng image,
providing information, creating, increasing and stablising demand, differentiating product
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features and” benefits, providing competitive differentiation, lead generation, customer

retention and loyalty, motivating staff

13. NOTES:

EMBEDDED KNOWLEDGE:

An understanding of print, film, radio, video and web production processes and procedures

* Knowiedge of the industry, the product and the industry role players '

Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

Collect, evaluate, organise and critically evaluate information so that communication

production processes are inline with client and organisational requirements :

Communicate effectively with all stakeholders when managing a marketing
communications production

“Understand the world as a set of related systems where ongoing production processes

selected and used lead to the overall success of the marketing production y

Organise oneself and one's activiies so that alternative strategies exist in the event of
current strategies being rejected or failing and there are insufficient resources available
Work effectively with others to ensure production processes run smoothly

- Identify and solve problems pertaining to the production of marketing communication

products _

In order to contribute to the full personal development of each leamer and the social and
economic development of the society at large, by making it the underlying intention of any
programme of learning to make an individual aware of the importance of being culturally
sensitive across a range of social contexts when producing the marketing communication,
so that it is acceptable and appropriate to a range of people with varying cultural
backgrounds
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TITLE: Demonstrate an understanding of computer software used in web sites

o B ® N

o

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 5

CREDITS: 4 :

FIELD: o - Business, Commerce and Management Studies
Sub Field: Marketing '
ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to list and describe the available software
packages used for web site design as well being able to use the packages in web site

" designing

The qualifying learner is capable of:

s Describing computer software used for web site design

« Describing and operating a computer operating system, applicable to web site design and
development

» Using computer software applicable to web sites and the Internet

LEARNING ASSUMED TO BE IN PLACE

» leamers accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications ~Multimedia at
NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Describe computer software used for web site design

Assessment Criteria

1.1 The purpose of system software and application software Is identified and described in
terms of their relationship '

1.2  Copyright of computer software programmes is explained in line with relevant legislation

1.3 The pLirpose of common applications are identified in terms of the material produced
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12,

Specific Outcome 2: Describe and operate a computer operating system,
applicable to web site design and development

Assessment Criteria

2.1 The functions of the operating system are identified in terms of their purpose and in line

2.2

with system requirements and parameters

The operating system is described in terms of its uses and applications

2.3  System configurations are performed and altered in terms of settings

24  Diskettes are identified by type and their handling and care described in line with
manufacturers specifications and guidelines

2.5  Security and precautions against virus infection are actioned and carried out in required
format and time frame

Specific Outcome 3: Use computer software applicable fo web sites and the

Internet

Assessment Criteria

31 A menu driven programme is opened, installed, run and closed in accordance with

standard system operating procedures ' _

32 Conﬁgur@ software to set parameters in line with system/programme parameters

3.3  Configure workstation in order to customise software programmes to link to available

peripherals. In line with system/programme parameters

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or prowder institution accredited by the relevant
ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

Any institution offering leamning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

Components of a personal computer will include but is not limited to; central processing unit
(CPU), keyboard, mouse, monitor / visual display unit, 3,5" stiffy drive, CD Rom, tape-
streamer, hard drive, scanner, printer, plotter, network server, file server, tablet maths co-
proeessor, speakers :
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+ Storage disks will include but are not limited to; 35" Floppy, CD Rom and tape strean;rér

13. NOTES:

« EMBEDDED KNOWLEDGE:

» An understanding of personal computer hardware, software and peripherals
+ Knowledge of basic computer handling and maintenance techniques
¢ Knowledge of computer data storage methods and techniques

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

e Organise oneself and one’s activities to ensure computer hardware and software are
available for use

* . Understand the world as a set of related systems in that one error in a computer can lead
to further data and operational prablems

s ' Collect, analyse, organise and critically evaluate information, which will enable the effective
understanding and use of computers :

» Identify and solve problems pertaining to the operational issues when working with
computers

» Use science and technology as part of the learning progress
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TITLE: Develop a portfolio on CD Rom

g os e

o

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6

CREDITS: 10

FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to

The qualifying learners are capable of:

e Preparing a porifolio on CD
¢ Creating a portfolio on CD

LEARNING ASSUMED TO BE IN PLACE

» Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications ~Multimedia at
NQF Level § or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Prepare a portfolio on CD

Assessment Criteria

1.1 The methods and techniques for developing a portfolio on CD are explained
1.2  The look of the portfolio is designed

1.3  Evidence of good work is gathered, evaluated and sorted
1.4 Old portfolio evidence is omitied

Specific Outcome 2: Create a portfolio on CD

Assessment Criteria

2.1 Abrowser is designed for the portfolio
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22 Ease of use is demonstrated and explained
2.3 Evidence of good work is incorporated and included
2.4  The porifolio is checked and finalised

11. ACCREDITATION AND MODERATION:

« An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution aocredited by the relevant
ETQA

¢ Anyone assessing a learmner against this unit standard must be reg:stered as an assessor
with the relevant ETQA

» Any institution offering leaming that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

¢ Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

s Good work will include all evidence of past work related to multimedia or visual
communications . .

13. NOTES:

« EMBEDDED KNOWLEDGE:

» Anunderstanding of the methods and techniques for developing a portfolio on CD Rom
s Anunderstanding of the term “good work” and the standards required -

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

¢ |dentify and solve problems pertaining to the preparation and development of a portfolio on CD
Rom

+ Work effectively with others in ascertaining the evidence of good work
Organise and manage oneself and one’s activities responslbly and effecﬂvely so that evidence
is available on demand

» Collect, analyse, organise and critically evaluate information required for the portfolio of
evidence ;

s Communicate effectively with stakeholders in obtaining feedback on the evidence of good work

» Use science and fechnology effectively and critically in the design and creation of a porifolio on
CD Rom

« Demonstrate the world as a set of related systems where poor portfolios impact on the overall
success of the learners

e In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of
learning to make an individual aware of the importance of exploring education and career
opportunities with the creation of world class portfolios on CD Rom
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TITLE: Demonstraté an understaﬁding of the Internet and elements of a web site

U

10.

UNIT STANDARD NUMBER: .

LEVEL ON THE NQF: . B

CREDITS: 8

FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able fo list and explain the elements of the
internet and explain what is required and involved in developing a web site. Learners are also
able to explain the graphics for design on the web site as well as how these are. put onto the
internet

The dua!ifying learners are capable of:

Identifying and explaining the Internet and elements involved in a web site
Explaining the graphics for the web site

Explaining and describing how web sites are built

Describing and explaining the putting of web sites up on the Internet

LEARNING ASSUMED TO BE IN PLACE

e Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications —Multimedia at
NQF Level 5 or equivalent

_ SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

" Specific Outcome 1: ' Identify and explain the Internet and elements involived in a

web site

Assessment Gﬁteria

11 The elements involved in a web site are listed and described using correct terminology
1.2 The use of multimedia in a web site is explained in line with organisational procedures
1.3 The multimedia fools to use in web site development are listed in line with

system/programme requirements
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14  The multimedia fools to use in web site development are explainéd using correct

terminology

Specific Outcome 2: Explain the graphics for the web site
Assessment Criteria
2.1 Size and bytes and kilobytes are explained using correct terminology

2.2  Web site sizes and their monitoring is explained using correct terminology
2.3  .jpg and .gif are identified and explained using correct terminology

‘Specific Outcome 3: Explain and describe how web sites are built

Assessment Criteria

3.1 HTML tags are identified, explained and described using correct terminology
3.2  Web development applications are explained using correct terminology

33  Tables uses and how they work are explained using correct tenninoldgy

3.4  HTML and how it is used is explained using correct terminology

Specific Outcome 4: Describe and explain the putting of web sites up on the

Internet ’ :

Aésessment Criteria

41  AURLis described and explainéd using correct terminology
4.2  AFTP is described and explained using correct terminology -

4.3  Software for putting a web site up on the Internet is identified and explained using

correct terminology

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA : :
Anyone assessing a learner against this unit standard must be registered as an assessor with
the relevant ETQA .

Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

Moderation of assessment will be conducted by the relevant ETQA at its discretion
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12. RANGE STATEMENT:

e Multimedia tools will include but are not limited to; HTML, Abode PhotoShop, MacroMedia -
Freehand, MacroMedia Fireworks, MacroMedia Dreamweaver, MacroMedia Flash, Go Live and

Java Script
e Uses of HTML will includes but is not limited to title sizes, layout coding, images, backgrounds,

font display, links and tables for layout )
13.  NOTES:
'« EMBEDDED KNOWLEDGE:

¢ An understanding of the Internet and web sites
An understanding of the principles, methods and techn]ques for developing a web site

e - An understanding of using HTML

CRIf!CAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

« Identify and solve problems pertaining to setting up a web site on the Internet

« Collect, analyse, organise and critically evaluate information in re[at:on to data required for a
web site

+ Use science and technology effectively and critically in understanding the Internet and web
sites

« Demonstrate the world as a set of related systems by recognising that the underpinning
knowledge of the Internet impacts on the final result :

e In order to contribute to the full personal development of each leamner and the social and
economic development of society at large, it must be the intention underlying any programme of
learning to make an individual aware of the importance of being culturally and aesthetically
sensitive across a range of social contexts as part of understanding the Internet and web sites

26928—13
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1. TITLE: Develop a web site

2. UNIT STANDARD NUMBER:
3. LEVEL ON THE NQF: 6
4. CREDITS: 13
5. FIELD: Business, Commerce and Management Studies
Sub Field: * Marketing |
6. ISSUE DATE:
REVIEW DATE:
PURPOSE:

Learners credited with this unit standard will be able to plan a web site for implementation onto
the internet using HTML and other appropriate multimedia tools. Learners are also able to
present the web site and place it onto the internet once approval is obtained from the client

The qualifying learners are capable of:

Planning the web site

Using HTML in developing the web site

Using appropriate multimedia tools to develop the web site
Presenting web site to client

Putting up the web site on the Internet

9. LEARNING ASSUMED TO BE IN PLACE

« Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications ~Multimedia at
NQF Level 5 or equivalent

10. SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: - Plan the web site

Assessment Criteria

1.1 The web site scheme is planned and laid out in required format

1.2  The web site structure is planned in accordance with set criteria

1.3 The web site target market is defined based on facts and research findings
14 A web site sirategy is set-up in line with system and company standards
15  The netizen is identified and explained using correct ienninology

03-195840—14 ' ' 26928 —14
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- 1.6 The information required is identified, listed and explained using correct terminology and
web site plan objectives

Specific Outcome 2: Use HTML in developing the web site

Assessment Criteria

2.1 Astructure is drawn up using HTML according to set criteria

2.2 The main pages are defined in line with company and programme standards

2.3  The main information is set Lip.in required format

24  Title sizes are decided ahd text layout coding is done according to job specifications
2.5  Images and backgrounds are added in required format and in line with specifications
26  Links are creafed in accordance with system/programme requirements

2.7 Tables are used for layout in line with system/programme requirefnents i

Specific Outcome 3: Use appropriate multimedia tools to develop the web
site

Assessment Criteria

3.1  Images are compressed using multimedia tools in accordance with system/programme
: requirements _
32 The whole web pages are laid out for presentation in accordance with
system/programme requirements
3.3  Background patterns are created in accordance with system/programme requirements
3.4  Thumbnails are created and made in accordance with system/programme requirements

Specific Outcome 4 Present web site to client

Assessment Criteria

41 Techniques for presenting web sites are explained using correct terminology and
company standards and procedures

42  Web site is presented on computer or on hard copy

4.3  Web site presentation meets client requirements
44  Client gives authorisation / approval in required format and time frame

Specific Outcome 5: Put up the web site on the Internet

Assessment Criteria
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11. ACCREDITATION A ERATION: _
¢ An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or prov:der mstttuhon accredited by the relevant
ETQA
» Anyone assessing a learner agaanst thls unit standard must be nag:stared as an assessor
with the relevant ETQA
« Any institution offering learning that will enable _achlevement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA .
¢ Moderation of assessment will be c_onductéd by the relevant ETQA at its discretion
12. RANGE STATEMENT:
o Multimedia tools will include but are not limited to: HTML Abode PhotoShop, MacroMedia
Freehand, MacroMedia Fireworks, MacroMedia Dreamweaver, MacroMedia Flash, Go Live and
Java Script .
* Uses of HTML will include but are not limited to; title sizes !aynut coding, images, baokgrounds
font display, links and tables for layout
13.  NOTES:
o EMBEDDED KNOWLEDGE:
Knowledge of the Internet and web sites
An understanding of the principles, methods and techniques for developlng a web site
Knowledge of the use of HTML
CRITICAL gRosg-ﬂg_l,n AND DEVELOPMENTAL OUTCOMES
The abllity to:
o ldentify and solve problems relating to the planning, creation and putting up a web site
o Work effectively with all stakeholders in the development of the site
e Collect, analyse, organise and critically evaluate information during the development of the web
site
+ Communicate effectively when presenﬂng the web site to clients
‘e Use science and technology effectively and critically throughout -the web site developrnant

5.1 Appropriate software is uploaded in accordance with systemfprogramme requiraménts
52 URL or FTP are used to put the web slte on the lnlernet in acoordance with

system/programme requirements
5.3  Password control is used in accordance with system/programme requireménts
54  The site is checked and approved in accordance with system/programme requirements
55 . Web site is fully operational within agreed time frames

process



420 No. 26928 GOVERNMENT GAZETTE, 2 NOVEMBER 2004

Demonstrate the world as a set of related systems by recognising a well planned and created
web site leads to good hit rate '

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of
leaming to make an individual aware of the importance of being culturally and aesthetically
sensitive across a range of social contexts when developing web sites
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TITLE: ICreate and mix sound to enhance the interactive multimedia éxperienée

aopw N

N o

10.

UNIT STANDARD NUMBER:
LEVEL ON THE NQF: 6
CREDITS: 12

FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:
REVIEW DATE::
PURPOSE:

Leamners credited with this unit standard will be able to describe the process and techniques for
recording, mixing and applying sounds and sound mixes. Learners are also able to explain the
equipment and venue requirements for the mixing and editing of sound

The quallfymg Ieamer is capable of

Demonstratlng an understanding of sound and sound mnxmg

Explaining equipment and venue requirements for recording and mixing sound
Recording, mixing and applying sounds to multimedia projects

Explaining recording, mixing and editing techniques

LEARNING ASSUMED TO BE IN PLACE

o Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification; National Diploma in Visual Communications —Multimedia at
'NQF Level 5 or equivalent

SPECIFIC QUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: - -Demonstrate an understanding of sound and sound mixing

Assessment Criteria

1.1 The principles of sound in an interactive multimedia experience are explained in line

with company practices and industry norms

" 1.2  The uses of sound in an interactive multimedia experience are described in line with

company uses and practices
1.3  Sound files are identifi ed and explamed using correct terminology and industry
standards



422 No. 26928

GOVERNMENT GAZEﬁE, 2 NOVEMBER 2004

11.

Specific Outcome 2: Explain equipment and venue requirements for recordmg _

and mixing sound

Assessment Criteria

21 Sound recording equipment is described in line with equipment uses and
parameters/specifications ' '
'22 Sound mixing equipment is described in line with equipment uses and
parameters/specifications
2.3  Sound recording venue is described in-terms of output requirements and company
standard venue guidelines
Speciﬁ.c Outcome 3: Record, mix and apply sound to multimedia projects
Assessment Criteria '
3.1 Sound is recorded using appropriate equipment in line with equipment specifications
3.2 Sound is mixed using appropriate equipment and’ venue in line with equipment
' specifications . '
3.3 Recording and mixing of sounds meet client requnrements and objectives
3.4  Recording and mixing of sounds is completed within agree time frames
 Specific Outcome 4: Explain recording, mixing and editing te_chﬁiques |
Assesément Criteria
4.1 Recording techniques are described in line with com p'any and industry best 'praéticés
4.2  Mixing techniques are described in line with company and industry best practices
4.3  Editing techniques are described in line with company and industry best practices

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant

ETQA

« Anyone assessing a learner against this unit standard must be registered as an assessor

with the relevant ETQA

o Any institution offering learning that will enable achlevement of this unit standard or

assessing this unit standard must be accredited as a provider with the relevant ETQA
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. » Moderation of assessment will be-conducted by the relevant ETQA at its discretion

12. © RANGE STATEMENT:

Multimedia will include but is not limited to; cinema, television, CD Rom and internet
Multimedia tools will include but are not limited to; SoundEdit 16 and Wavel.ab

Uses of the above applications will include but are not limited to; recording, mixing and
applying sounds to muitimedia projects

13. NOTES:

« EMBEDDED KNOWLEDGE:

An understanding of the principleé of sound
An understanding of recording equipment
Knowledge of mixing / editing techniques

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

¢ |dentify and solve problems pertaining to the recording, mixing and editing of sound for
multimedia

» Communicate effectively when creating and mixing sound

+ Use science and technology effectively and critically showing responsibility towards recording
practices

¢ In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of
learning to make an individual aware of the importance of being culturally and aesthetically
sensitive across a range of social contexts during the recording and mixing of sound
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' g TITLE: ‘Create motion graphics and video for multimedia
2. UNIT STANDARD NUMBER:
3. LEVEL ON THE NQF: _ 6
4. CREDITS: 13 ,
5. FIELD: Business, Commerce and Management Studies
Co Sub Field: Marketing
6.  ISSUE DATE:
7. REVIEW DATE:
8. PURPOSE:

Learners credited with this unit standard will be able to describe and develop motion graphics
and video for multimedia using all available resources and system applications. Learners are
able to test the applications o ensure it meets with original objectives and present the final
product to relevant stakeholders

The qualifying learner is capable of:

Demonstrating an understanding of motion graphics and video
Developing and producing motion graphics and video for multimedia
Testing the motion graphics and video

Presenting the motion graphics and video for multimedia

LEARNING ASSUMED TO BE IN PLACE

» Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications ~Multimedia at
NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA;

Specific Outcome 1: Demonstrate an understanding of motion graphics and video

Assessment Criteria

1.1 The principles of motion graphics and video are identified and explained using correct

terminology '
1.2 ~ Relevant terminology for motion graphics is described in line with business standards

and practices
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;I.S Techniques for planning and producing motion graphics and video are identified and
explained in line with company standards 4

Specific Outcome 2: Develop and produce motion graphics and video for
multimedia . :

Assessment Criteria

2.1  Appropriate tools and equipment are used to produce motion graphics and video

" projects in required format ‘ '

2.2  Motion graphics and video concepts are presented to clients and amended where
‘necessary within the required time frame -

2.3 Motion graphics and video are produced in accordance with clierit brief

2.4  Final product is presented to clients for approval within required time frame

Specific Outcome 3: Test the motion graphics and video

Assessment Criteria

31 Computer game is submitted for product testing in line with company testing
requirements

3.2 Test results are analysed and errors identified and rectified within required time frame
: and system specifications :

3.3 Repaired game is re-submitted for testing within required time frame

3.4  Approval is obtain from required individuals in the required format for the game release

Specific OQutcome 4: Present the motion graphics and video for multimedia

Assessment Criteria

41 Tested, approved game is presented to stakeholders in required format and time frame
4.2 Feedback is noted and actioned where required within the required time frame

ACCREDITATION AND MODERATION:

« Anindividual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA _ .

« Anyone assessing a leamer against this unit standard must be registered as an assessor
with the relevant ETQA
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e Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA '
* Moderation of assessment will be conducted by the relevant ETQA at its discretion . .

12.  RANGE STATEMENT:

¢ Multimedia will include but is not limited to; cinema, television, CD Rom and internet
¢ Multimedia tools will include but is not limited to; Adobe Premier, Avid Videoshop, iMovie,
Adobe Aftereffects, Macromedia Flash and Adobe LiveMotion -

+ 13,  NOTES:

« EMBEDDED KNOWLEDGE:

An understanding of the principles of motion graphics and video for multimedia

An understanding of the relevant motion graphics and video terminology for motion
graphics and video

Knowledge of planning principles and techniques

Knowledge of the equipment used in producing motion graphics

Knowledge of presentation methods and techniques

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

e Identify and solve problems pertaining to the creation of motion graphics and video for
multimedia . ' .o

e Work effectively with others as a member of an art direction team

¢ Organise and manage oneself and one’s activities to ensure the creation of motion graphics
and video are effective

» Collect, analyse, organise and critically evaluate information relating to the creation of motion
graphics and video ;
Communicate effectively when making a presentation

¢ Use science and technology to create motion graphics and video
In order to contribute to the full personal development of each learer and the social and
economic development of society at large, it must be the intention underlying any programme of
learning to make an individual aware of the importance of being culturally and aesthetically
sensitive across a range of social contexts in the creation of motion graphics and video
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. TITLE: 'Demo_nst_rjate an understanding of CD ROM based multimedia

4t
8.

i 3
2. UNIT STANDARD NUMBER:
LEVEL ON THENQF: 6
' CREDITS: 13 L
FIELD: ' Business, Commerce and Management Studies
.- SubField: ' ‘Marketing ' '
6. ISSUE DATE:
7. REVIEW DATE:
8.  PURPOSE:
Leamers credited with this unit standard will be able to
The qualifying learner is capable of:
«  Demonstrating an understanding of CD Rom based multimedia design and tools
o Demonstrating an understandmg on how to design CD Rom based multimedia
9. LEARNING ASSUMED TO BE IN PLACE
» Leamers accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in V‘sua[ Communications ~Multimedia at
NQF Level 5 or equtvaient
10.  SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Demonstrate an understanding of CD Rom based multimedia
design and fools ,

- Assessment Criteria

44 The principles of CD Rom based multimedia are explained

1.2  Interactive media is identified and explained
1.3 . Methods and techniques for designing interactive media are described
1.4  Multimedia tools are identified and described



428 No. 26928 GOVERNMENT GAZETTE,-2 NOVEMBER 2004

11.

12.

13.

Specific Outcome 2: Demonstrate an understanding on how to design CD Rom
based multimedia

Assessment Criteria

2.1 The principles of designing CD Rom based multimedia are described
2.2 The process of designing a CD Rom is explained
2.3 The methods and techniques for editing are described

ACCREDITATION AND MODERATION:

* Anindividual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA _ - ;

e Anyone assessing a leamer against this unit standard must be registered as an assessor
with the relevant ETQA

e Any institution offering leaming that will enable achievement of this unit standard or

- assessing this unit standard must be accredited as a provider with the relevant ETQA

o Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

» Multimedia tools will include but are not limited to; Macromedia, Freehand, Adobe
llustrator, Adobe Photoshop, Macromedia Flash, Macromedia Director, Adobe LiveMotion,
Adobe Premier and Adobe Aftereffects

NOTES:

EMBEDDED KNOWLEDGE:

An understanding of the principles, mefhods and techniques for CD Rom based multimedia

An understanding of storyboarding methods for film and computer based formats

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Organise and manage oneself and one's activities responsibly and effectively in order to reach
an understanding in the shortest possible time : ; -

Collect, analyse, organise and critically evaluate information, which will lead to understanding of
CD Rom based multimedia

In order to contribute to the full personal development of each leamner and the social and
economic development of society at large, it must be the intention underlying any programme of
learning fo make an individual aware of the importance of reflecting on and exploring a variety
of strategies to learn more effectively
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TITLE: Design interactive media

A

10,

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6

CREDITS: 10 _ N

FIELD: ‘ | Business, Commerce and Management Studies
Sub Field: Marketing '

ISSUE DATE: |

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to creative and develop an interactive
medium using available systems, directors, CD Roms and resources, test the application and
present the final product in line with original objectives

The qualifying learner is capable of:

Creating and developing interactive media
Using Director for interactive CD Roms
Testing the interactive medium
Presenting the interactive medium

LEARNING ASSUMED TO BE IN PLACE

e Learners accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications —Multimedia at
NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Creating and developing interactive media

Assessment Criteria

11  Storyboard is drawn and video is planned in required format

1.2  Sound for interactive media is recorded in required format and in line with
system/programme specifications '

1.3 Video and sound is edited in line with company editing procedures

14  Graphics and animation are created and developed in required system format

15  Video is checked, rechecked and tested against requirements
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1.6 Master disc is created in required format and time frame

Specific Outcome 2: Use Director for interactive CD Roms

Assessment Criteria -

2.1 Sprites for interactive CD Rom is created in line with system/programme requirements

2.2 Acastis used in required format and process

2.3 Films, texts and stills are trnported in line with systenﬂprogramme requirements and
specifications

24  After effects are added to CD Rom in required format

25 Final projector is created in required time frame

Specific Outcome 3: Test the interactive medium
Assessrnent Criteria '

3.1 Interactive medlum is submitted for product testing in fine with company testing
- requirements '
3.2  Test results are analysed and errors identified and rectified within required time frame
and system specifications : -
3.3 Repaired medium is re-submitted for testing within required time frame
3.4  Approval is obtain from required individuals in the required format for the interactive
mediums release

Specific Qutcome 4: Present the interactive medium

 Assessment Criteria

4.1 Tested, approved interactive medium is presented fo stakeholders in required format
and time frame _
4.2 = Feedback is noted and actioned where required within the required time frame

ACCREDITATION AND MODERATION:

» An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA .

+ Anyone assessing a leamer agamst this unit st:andard must be registered as an assessor
with the relevant ETQA )

s Any institution offering learning that will ‘enable achievement of this unit standard or

assessing this unit standard must be accredited as a provider with the relevant ETQA
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13.

« Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:_

« Multimedia tools will include but are not limited to; Macromedia Freehand, Adobe lllustrator,
Adobe Photoshop, Macromedia Flash, Macromedia Director, Adobe LiveMotion, Adobe
Premier and Adobe Aftereffects

» Interactive media include but are not limited to; CDRom and Internet

NOTES:

EMBEDDED KNOWLEDGE:

« Knowledge of the principles of CD Rom based multimedia design
« Knowledge of the relevant graphics and video design methods
» Knowledge of using Director

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to

-Identify and solve problems, which are related to the desagn and development of interactive

_media

Collect, analyse, organise and critically evaluate lnfor-matlon pertaining to the creation of
interactive multimedia

' Use science and technology effectively and critically throughout the process of designing
interactive multimedia

In order fo contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of
learning to make an individual aware of the importance of being culturally and aesthetically
sensitive across a range of social oontexts in the creation of lntefact:ve media
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TITLE: Design and build computer games

o os oW

N oo

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 6
CREDITS: 13
- FIELD: Business, Commerce and Management Studies
Sub Field: Marketing
ISSUE DATE:
REVIEW DATE:
PURPOSE:

Learners credited with this unit standard will be able to research and build a computer game
using all available resources and system applications. Learners are able to test the game to
ensure it meets with original objectives and present the final game to relevant stakeholders

The qualifying learners are capable of:

Preparing to build computer games
Designing and developing computer games
Testing the computer games

Presenting the computer games

LEARNING ASSUMED TO BE IN PLACE

s Learners accessing this qualiﬁcatioh will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications ~Multimedia at
NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Prepare to build computer games

Assessment Criteria

1.1 The storyline is researched and evaluated following company research processes and
procedures

1.2 The story is mapped in required format

1.3 The main characteristics, strengths and weaknesses of the storyline are described in

required terminology and in line with original objectives
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Specific Outcome 2: Design and develop computer games

Assessment Criteria

21 The storyboards are designed and drawn up in required format

2.2  The animations are created within set parameters and system guidelines

2.3  Buttons are inserted in line with system/programme requirements

24  The logo is redesigned in line with customer requirements and system/programme
guidelines

2.5  The look is completed to meet requirements

Specific Outcome 3: Test the computer games

Assessment Criteria

3.1 Computer game is submitted for product testing in line with company testing
requirements

3.2 Test results are analysed and errors identified and rectified within required time frame
and system specifications )

3.3  Repaired game is re-submitted for testing within required time frame

3.4  Approval is obtain from required ihdividuéls in the required format for the game releése

Specific Outcome 4: Present the computér games

Assessment Criteria

41 Tested, approved game is presented to stakeholders in required format and time frame
42 Feedback is noted and actioned where required within the required time frame

ACCREDITATION AND MODERATION:

e An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

« Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETOA

« Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

« Moderation of assessment will be conducted by the relevant ETQA at its discretion
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12, RANGE STATEMENT:

* Multimedia tools will include but is not limited to; Adobe Photoshop, various 3D modeling
applications, various animation applications, Adobe Premier, Macromedia Director, Adobe
Aftereffects .

13. NOTES:

¢ EMBEDDED KNOWLEDGE:

* Knowledge of the methods and techniques for building computer games

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability fo:

* ldentify and solve problems, where responses display an understanding of the creation of
computer games : ' _

» Communicate effectively using visual and language skills to create computer games

» Use science and technology to assist in the creation of computer games

* In order to contribute to the full personal development of each leamer and the social and
economic development of society at large, it must be the intention underlying any
programme of learning to make an individual aware of the importance of developing
entrepreneurial opportunities for computer games
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TITLE: Create animation and edit stills and films

L S

o

10."

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: . 6

CREDITS: 13

FIELD: ' Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to describe and demonstrate the animation
process and the editing processes. Learners are also able fo creative an animation and sdit
both stills and films to meet objectives and have smooth running creations

The qualifying learners are capable of:

Demonstrating an understanding of animation processing
Demonstrating an understanding of the editing process
Creating animation '

Editing stills and films

¢ & 0 ©

LEARNING ASSUMED TO BE IN PLACE

¢ Leamers accessing this qualification will have demonstrated competency against the unit
standards in the qualification, National Diploma in Visual Communications —Multimedia at
NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Demoenstrate an understanding of animation processing

Assessment Criteria

1.1 Multimedia tools for animation are identified and described in line with
system/programme application capabilities

1.2  The principles of 2D and 3D are explained using correct terminology

1.3  The techniques for creating animation are explained in line with compa'ny procedures
and industry norms
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. Specific Outcome 2: Demonstrate an understanding of the editing process

Assessment Criteria

2.1 The principles and process used for editing still and film are explained in line with
company editing practices

2.2  Old and new films are used for comparison and edification purposes in accordance with

pbrﬁpany pra_cﬁbes and with available resources and equipment

Specific Outcome 3: Create animation

Assessment Criteria

34 Landscapes are made using the required software programmes/packages

3.2 3D objects are created using the required software applications

3.3 DXF files are used for inter application, import and export purposes in line with
system/programme requirements

34  Motion and computer animation is produced using required software applications

Specific Outcome 4: Edit stills and films

Assessment Criteria

4.1 Appropriate software applications are identified and described for editing in line with
programme requirements ' 3

42  Fims are dumped and blended fogether in required format and using required
equipment

4.3  Special effects are added to stills and films in required format and using required
equipment |

4.4  Sound effects are added fo films using required equipment

45  Textis added to film in required format and using required equipment

ACCREDITATION AND MODERATION:

e Anindividual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant

ETQA- | :



STAATSKOERANT, 2 NOVEMBER 2004 No. 26928 437

. Anyone assessing a leamer against this unit standard must be reglstered as an assessor
with the relevant ETQA

« Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA '

e Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

» Applicable software for animation will mclude but is not [imtted to; Correl Bryce, Strata .
Studio Prom Macromedia Flash, Adobe LiveMotion, Inspirer 3D and 3D Sudio Max

« Applicable software for editing stills and films include but is not fimited to; Adobe premier,
Avid Videoshop and Adobe Photoshop

13. NOTES:

e EMBEDDED KNOWLEDGE:

s An understanding of the principles of 3D animation
« Knowledge of editing processes and procedures
» Knowiedge of software applications for animation

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

s~ Identify and solve problems, which impact on animation or editing processes -
'« Work effectively with others in the acquisition of knowledge and expert input and advice
e Collect, analyse, organise and critically evaluate informatlon pertamlng to editing and
animation requirements
~» Communicate effectively with others in the pursuit of knowledge and expertise L
o Use science and technology effectively and cnttca[ly throughout tha processes of ammatron'
" - and editing =
« Understand the world as a set of related systems whene poor edltmg |mpacts directly on the
"~ success of the still or film -

o In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention ' underlying any
programme of learning to make an individual aware of the importance of reflecting on and |
exploring a variety of strategies to learn more effectively in lmprovmg the quahty of one’s .

" own work in animation and editing
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SOUTH AFRICAN QUALIFICATIONS AUTHORITY

Esnehinhed f wermr of Act 38 nf byt

National Diploma: Copywriting at NQF Level 5

Field: ' Business, Commerce and Management Studies

Sub-field: Marketing
Level: 5

Credit: 251 Minimum
Issue date:

Review date:

Rationale of the Qualification

This National Diploma Qualification will provide thg qualifying leamer with the competencies
needed fo function in the broad copywriting industry. The National Diploma in Copywriting: Level 5
has been designed to meet the needs of those learners who enter the field of Copywriting. |
Copywriting activities within the entire marketing field are a key business function necessary for
compliance with relevant legislative requirements. The Qualification is inextricably linked to the
definition of Marketing.. “Marketing is the process of planning and executing the conception,
pricing, promotion and distribution of ideas, goods and services to create exchanges that satisfy
individual and organisational objectives in an accountable and socially responsible manner” In
‘doing that, Copywriting activities are an essential business requirement to guard against unlawful
transgressions against and by the company. The Copywriting National Diploma at NQF Level 5
will provide a broad knowledge and skills needed in the industry to promote products and to -
progress aleng a career path for learners who: '

= Were previously disadvantaged or who were unable to complete their schooling and were
therefore denied access to Further Education and Training : Sl

¢ Have worked in the advertising and communication industry for many years, but have no
formal Qualification in Copywriting '

» Wish to extend their range of skills and knowledge of the industry so that they can become

- knowledgeable workers in Copywriting ' '

» Have recently taken up a position as a support staff member in a Copywriting ‘section of

organisation ' ; ' -

The National Diploma in Copywriting, Level 5 allows the learner to work towards a nationally

recognised Qualification that is flexible and will allow both those in formal education and those -

~ already employed in copywriting positions access. It aims to develop individuals who are informed -
- and skilied in copywriting. _ LA a o
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The Qualification has building blocks that can be developed further and will lead to a more defined
Visual Communications Qualification career path at NQF Level 6. It also focuses on the skills,
knowledge, values and attitudes required fo progress further.

The intention is: .
" e To promote the development of knowledge ancl skills that is required in all sub-sectors of
- marketing.
e To reveal the potential of people.
» To provide opportunities for people to move up the value chain.

Many different roles are linked to and affected by this Qualification. They include but are not
limited to:

Publishing

Advertising

Public Relations

Corporate Image

Promotions

Competitions

Events ; ; = - g

Exhibitions o : \

Slogans : ; ' \

1

The National Diploma in Copywriting: Level 5 will produce knowledgeable, skilled creatlve people
who are able to contribute to improved productivity and efficiency within the marketing lndustry It
will provide the means for current individuals in the advertising, publishing and communication
copywriting field to receive recognition of prior learning and to upgrade their skills and knowledge
base. The Qualification is structured in a way that it exposes individuals to a set of core
competence to give a broad understanding of marketing communication and the electives, which
will allow for a specific competence in copywriting. It promotes the notion of life-long learning.

e ® & & & & & o @®

The standard writing process was approached from a “whole” perspective. The process began off

-by identifying the 2 levels. The SGB then developed the framework and built the standards from
there. The Qualifications are “zero based”, representlng best practloe and standards that will lift
the profession and support transforrnahon

Purpose of the Qualification

Copywriting is a discipline and profession that serves the needs of many industries. In the context
of the advertising and communication industry, this Qualification will enable creatlve feasible,
innovative and exciting individual and teamwork possibilities.

The purpose of this qualification is to build the necessary knowledge, understandmg, abilities and
skills required for further learning towards becoming a - oompetent prachcmg copywriter. This
Qualification will be registered ‘at NQF Level 5. This' Qualification is also related to other
Qualifications such as the National Diploma in Marketing Communications level 5 and the National
Diploma in Marketing level 5 where all of these Qualifications will ensure portability across ali of
these National Diplomas and other marketing Qualifications registered with SAQA. -

This Qualification supports the objectives of the National Qualifications Framework (NQF) in that it
provides learners with clear learning pathways, which provide access to, and mobility and
progression within the marketing industry as a whole, and as such improvements increase their
employment opportunities. The increased knowledge and skill base therefore has a wider
implication, namely the enhancement of the functional and ‘intellectual capability of the nation at
large.
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Access to the Qualification

There is no access restrictions placed on this Qualification, however any learner who can provide
evidence of the leaming assumed to be in place, has open access to this Qualification. Because of
the strong stakeholder participation in the development of this Qualification, during which all
stakeholders’ interests are represented, access is enhanced. Vertical articulation is possible
where learners can gain access via the National Certificate in Copywriting level 5.

Rules to Combinations

The qualification is made up of a combination of learning outcomes from Fundamental, Core and
Elective components, totaling 251 credits (minimum).

Fundamental 23 credits 9%
Core ; 193 credits 7%
Elective Minimum 35 credits 14%
Total 241 credits (Minimum) 100%
FUNDAMENTAL CORE ELECTIVE TOTAL
CREDITS
23 credits at Level 5 .| 41 credits at Level 4 Learners must 251 credits Minimum

120 credits at Level 5 | select a Minimum
32 credits at Level 6 of 35 credits from | 23 credits Fundamental at Level 5
the Elective Unit | 41 credits in Core at Level 4
Standards to 120 credits in Core at Level 5
make up the 241 | 32 credits in Core at Level 6
credits required 35 credits Minimum Electives

23 credits 193 credits 35 Credits Total: 251 credits (Minimum)
(Minimum)

Motivation for number of credits assigned to fundamental, core and elective

Fundamental Credits

At level 5, SAQA does not stipulates the minimum number of credits allocated to Communication
Studies and Languages and Physical, Computer Mathematical and Life Sciences; However the

SGB felt that the 23 credits in the fundamental unit standards chosen will add value to the
qualification as a whole.

Core

193 credits have been allocated to the Core Unit Standards. This is to ensure that the qualification
has a strong focus for copywriting.

The Core Unit Standards offer a broad contextual understanding and will enable the learners to
gain an all round picture of the Industry.

Electives

A minimum of 35 credits must be selected by the learner from the Elective Unit Standards. There
are a total of 57 credits for the Elective area. They also allow for progression to the next level of
learning.
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Learning assumed to be in place

It is assumed that learners wishing to enter a programme leading to this Qualification will have
demonstrated competence against the “learning assumed fo be in place” as contained in the unit
standards for this Qualification.

Exit level Outcomes and their Associated Assessment Criteria
On achieving this qualification, the learner will be able to:

1. Explain and apply professional values and ethics
Associated Assessment Criteria
* Values and ethics for company are determined
« Values and ethics are applied throughout business activities

2. Explain and implement various types of workplace processes to enhance the relationship of
people at work
Associated Assessment Criteria
e HIV/AIDS policies are implemented in the workplace
» Professional values and ethics are described pertaining to the workplace
e Social issues are examined pertaining to the workplace

3. Communicate workplace data to stakeholders
Associated Assessment Criteria
¢ Workplace data is communicated in required timeframe and format
e Workplace data is communicated to all stakeholders

4. Demonstrate an ability to work as a member of a creative team
Associated Assessment Criteria )
» Communication is clear and barriers to understanding are dealt with
e Feedback is given on all communications received
e Team progress is reported on to authorised individuals
» Contribute to team decisions and apply behavioural and ethical practices
» Conflict situations are identified and handled using collaborative facilitation methods
» Roles and responsibilities of team members are outlined and described

5. I|dentify and explain target markets and product positioning within markets
Associated Assessment Criteria
» Target markets are identified and explained for own industry
» Product positioning strategies are identified and explained
» Products are positioned within required market based on target market analysis findings

D

. Attend briefings and handle promotions
Associated Assessment Criteria
= Brief details are obtained and recorded
» Brief is developed and submitted within required timeframe
« Brand, product and service promotion is implemented according to the brief
+ Promotion is handled within required timeframe



.442 -No. 26928 GOVERNMENT GAZETTE, 2 NOVEMBER 2004

7. Demonstrate the function of an advertising agency ) desugn company

Associated Assessment Criteria -
¢ . Roles and responsibilities of an advertlsmg agencyfdeSIgn company are Ilsted and
explained

<« Workflow, structure and policies governing a advertising agency!demgn oompany are
listed and explained
= Relationships between suppliers and customers are explained and confidentiality
criteria listed and explained

8. Explain and apply creative writing skills and techniques
Associated Assessment Criteria
+ Philosophies and creative writing processes are identified and various styles described
« Fundamentals, elements, techniques, characteristics, oonstralnts and blocks are listed
and described

9. Apply conceptual and lateral thinking in the developmental process
Associated Assessment Criteria
s Conceptual and lateral thinking techniques are identified, analysed and applied
e Apply research practices to aid in lateral thinking
¢ The difference between metaphor, concept and message are explained

10. Develop and present creative work and compile a portfolio

Associated Assessment Criteria v '

¢ Presentation is developed in required timeframe and user friendly format

» Presentation is clear and completed in required timeframe and customer satisfac’uon
evaluated
Portfolio is developed in required timeframe and user friendly format
Portfolio presentation is clear and completed in required timeframe and customer
satisfactaon evaluated

11. Explain concepts of copy, copywriting and copywriter and these are applied professionally

Associated Assessment Criteria

« Concepts, terminology, history and fundamentals of copy and copywriting are identified
and explained :

» Copywriting styles, current trends and terminology are identified and explained and

" applied
"« Skills, techniques and benefits of applying a professmnal approach are explained and

implemented

12. Explain the creative principles of copywriting in marketing communications

Associated Assessment Criteria

e History and nature of copywriting is described

o Building blocks, elements and methods used in copywriting are explained and how
these are implemented/applied by the copywriter

s Characteristics, constraints, strengths and limitations for various media are identified
and explained '
Creative elements are listed and strengths and weaknesses explained *

» Creative philosophies of leading agencies are listed and effectiveness explained

13. Produce copy in marketing communications
Associated Assessment Criteria
& Copy concept is developed based on trends and brief '
» Copy is written using correct terminology, various styles and within required timeframe
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14. Explain the principles. of persuasive copy
Associated Assessment Criteria
* Copy is outlined for a variety of media (outdoor, television, radio, newspaper,
magazines, editorials — below-the-line and internet)
. & Campaign for a single concept is developed and explained and submitted for approval

15. Explain the production of marketing communications
Associated Assessment Criteria
» Printing process is described
* Requirements of internet and web design are described
¢  Production categories and processes are listed and explained

16. Conduct media evaluations
Associated Assessment Criteria _
e Media plans and objectives are analysed and objectives listed
e Media type is analysed and evaluated against campaign objectives

17. Develop and write persuasive copy for a Gan’ety of categories
Associated Assessment Criteria
e Persuasive copy is conceptualised and written for categones using above —the- line —
media
¢ - Persuasive copy is conceptualised and written for categones using alternative medla,
below-the-line and the internet

18. Apply marketing and advertising creative processes
Associated Assessment Criteria
¢ Marketing communications concepts is developed using: interpretation skills,
evaluation of platform, art direction, design and pre testing techniques
e  Concept is implemented following a plan, production schedule, quality assurance of
key elements during production and inspection and approval of final product

19 Develop campaign, media and creative strategies

Associated Assessment Criteria
e Marketing objectlves and strategies are researched developed and final media briefs
prepared ;

»  Marketing objectives and strategies are lmplemented according o budget
Marketing communications campaign is monitored against outcomes and variances or
out of line areas addressed. :

20. Evaluate creative solutions for a vanety of electronic adverhsung medlums and non-electronic
advertising mediums.
Associated Assessment Crgteria
s Creative data is extracted for electronic and non-electronic mediums
e Solutions are developed and evaluated for effectiveness for each medium
¢ Preparation and presentation techniques are explained and applied for each medium
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Tables showing the spread of Critical Cross-Field Outcomes across the Unit Standards and

. for both Core and Elective | '
- Unit Standard Title _ Critical Cross-field Outcomes
; e g ; Supported in the Unit Standards
", -National Diploma: Copywriting - -
AtNQF Level 5 |E8 ;
: G S g $ § £
b | x 2 H o 3 >,
e w € <] @ — £
n.-§ g 2 s |5 s © gg
gl |5 |5 |E |£ |8 |83
38|28 |& [ (8 |8 |2 |&&
Core Level 4 - '
Work as a member of a creative team v N v Y v v
Demonstrate an understanding of target markets v v v v v
(1D 10019)
Demonstrate an understanding of product v ' N v N
ositioning (ID 10016) _ :
Eeai with brand, product and service promotions v v v ¥ v
(ID 10018) . . :
fgggg)bﬁeﬁng and produce work on deadiine (ID | ¥ |- BN v N v
Demonstrate an understanding of an define g N iy ¥ Noob N
integrated marketing communications and its role
(ID 10034) . -
Demonstrate an understanding of creative v N v N v
principles of marketing (ID 10035
Operate an interdepartmental traffic system (ID | + q_ v N N
10036) - | :
Core Level 5 -
Demonstrate an understanding of and define the i v v v

nature, role and history of marketing
communication (ID 10032)

Demonstrate an understanding of ethical, social, R = g ; v
cultural and legal issues in marketing
communication (ID10033)

Demonstrate an understanding of how an ad. VoY v v N v
| Agency / Design Company works .. . ; : | :

Demonstrate an understanding of the creative v i v [V

writing process ' _ -

Recognise and apply conceptual and lateral LA vl

thinking in the copy develqp_menlai process ! e

Develop and present creative work v ¥ N T

Demonstrate an understanding of copy, v ¥ v v v

copywriting and the copy writer ;

Demonstrate an understanding of creative Al I v v v

principles of copywriting in marketing
communication

Produce and write copy in marketing ' v ¥ i ' v v
communication i ' ol | '
Demonstrate an understanding of the principles ¢ [ me o s ¥RLe A

of persuasive copy

Demonstrate an understanding of the roles of N v N v
creative team members N '

Demonstrate an understanding of marketing v v v v
communications production

Evaluate media v v v ¥ N y
Develop and write persuasive copy for fast N N N N

moving consumer goods
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Core Level 6 : .
Develop and implement the marketing and vy v v v v
advertising creative process
Manage a communication project v v v v
Develop campaign, media and creative sirategies | ¥ N v N N N
Elective Level 5 .
Develop and write persuasive copy for the v v v v v v
services industry
Develop and write persuasive copy for corporate N N ; v v N v
clients .
Develop and write persuasive copy for retail and Y v v v v v
wholesale clients _
Develop and write persuasive copy for business Y v o v R v v
to business clients

-| Develop and write persuasive copy for social v v v v v v
causes ,
Develop and write persuasive copy for political v v v v v v
issues / parties
Develop and write persuasive copy for Vv v v v v v
pharmaceutical industry .
Develop and write persuasive copy for v v v v v v
agricultural industry
Develop and evaluate creative solutions for a | v v v v v v
variety of advertising mediums

International comparability

Benchmarking was done by comparing this Qualification to unit standards, outcomes of learning,
levels, credits and performance criteria found in the:

New Zealand Qualifications Authority

There are two Qualifications namely: a National Certificate in Marketing and a National Diploma in
Marketing with 8 domains: Advertising, Direct Marketing, Generic Marketing, International
Marketing, Marketing — Import and Export Services, Marketing Research, Public Relations, Sales
Organisation and Management The credits awarded here are 52 compulsory and 68 electives.

Australian Qualification Authority

International Advertising Association (USA) Here there is a Diploma in Marketing Communication —
IAA Standard Model with a minimum of 300 hours. The subjects included: Basic marketing,
Consumer behaviour, Communication theory, Marketing / Advertising Research, .Pririciples of
Advertising / Promotion, Advertising / Promotion: Strategy and Management (Cases) Creative
Fundamentals — Copy, layout and Production, Media Fundamentals — Planning and Buying,
Advertising and Society — Social, Economic and Regulatory, International marketing / Advertising,
Integrated Marketing Communications — Campaign, Advanced International marketing
Communication Topic. :

RDI Germany — Charted institute of Marketing programmes

This is a certificate, advanced certificate and diploma in Charted Institute of Marketing (CIM)
programmes. The Diploma in Marketing consists of four subjects namely: planning and control,
Integrated Marketing Communications, International Marketing Strategy, Analysis and Decision

In general this Qualification and its component unit standards compare well with their international
counterparts. The only major differences are in formatting, scope of coverage or focus. The
differences identified in the level structures did however make direct equivalation difficult in all
cases. ;
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lntegrated Assessment

Learnlng, teaching and assessment are inextricably linked. Whenever possible, the assessment of
knowledge, skills, attitudes and vaiues shown in the Unit Standards should be integrated.
Assessment of the communication, language, literacy and numeracy should be conducted in
conjunction with other aspects and should use authentic Hiring contexts wherever possible.

The term ‘Integrated Assessment’ implies that theoretical and practical components should be
assessed together. During integrated assessments the assessor should make use of formative
and summative assessment methods and assess combinations of practical, applied, foundatlonai
and reflective competencies.

Assessors and moderators should make use of a range of formative and summative assessment
methods. Assessors should assess and give credits for the evidence of leaming that has already
been acquired through formal, informal and non-formal learning and work experience.

Assessment should ensure that all specific outcomes, embedded knowiedge and critical cross-field
outcomes are evaluated: The assessment of the critical cross-field outcomes should be integrated
with the assessment of specific outcomes and embedded knowledge.

Recognition of prior learning -

The structure of this Unit Standard based Qualification makes the Recognition of Prior Learning
possible, if the learner is able to demonstrate competence in the knowledge, skills, values and
attitudes implicit in this Qualification. Recognition of Prior Learning will be done by means of
integrated Assessment as mentioned in the previous paragraph.

This Recognition of Prior Learning may allow:
e For accelerated access to further learning
o Gaining of credits towards a qualification

All recognition of Prior Learning is subject to quality assurance by the relevant accredited
Education and Training, Quallty Assurance Body and is conducted by a registered assessor.

Articulation possibilities

A learner could follow a career in:

Advertising copywriters

Direct Marketing copywriters

Corporate image copywriters

Event marketers

Media copywriters

Note: The above is an indication rather than an exhaustive !fsﬂng



STAATSKOEHANT. ‘2 NOVEMBER 2004 ' No. 26928 447

Moderation Options

* Anyone assessing a learner or moderating the assessment of a leamer against this
Qualification must register as an assessor with the relevant Educahon and Traamng Quality
Assurance (ETQA) Body. '

e Any institution offering learning that wnll enable the achievement of this Qualification must be
accredited as a provider with the relevant ETQA.

e Assessment and moderation of assessment will be overseen by the relevant ETQA according
to the ETQA’s policies and guidelines for assessment and moderation; in terms of agreements
reached around assessment and moderation between ETQA's (including professional bodies);
and in terms of the moderation guideline detailed immediately below.

‘e Moderation must include both internal and external moderation of assessments at exit po:nts of
the qualification, unless ETQA policies specify otherwise. Moderation. should encompass
achievement of the competence described in the Qualification. :

Criteria for registration of assessors
For an applicant to register as an assessor, the applicant should:

¢ Be competent in all the outcomes of the National Assessor Unit Standard as stipulated by the
South African Qualifications Authority (SAQA)

* Be registered as an assessor with the relevant ETQA or an ETQA that has a memorandum of
understanding with the relevant ETQA

NOTES:
Exit point for learners who do not complete the Qualification:

* Learners will be credited with Unit Standards in which they have proved competence.

* Learners who complete individual Unit Standards but do not complete this Qualification retain
their credits. However, should the substance of the Unit Standard change, the validity of the
credits towards the Qualification may be reviewed

¢ Learners who change their provider or learing site before completing the Qualification may

- transfer their credits to the new learning site.
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UNIT STANDARDS IN NATIONAL DIPLOMA IN COPYWRITING
NQF LEVEL 5

UNIT STANDARDS TITLES

Work as a member of a creative team

Demonstrate an understanding of target markets (ID 10019)
Demonstrate an understanding of product positioning (ID 10016)
Deal with brand, product and service promotions (ID 10018)
Attend briefing and produce work on deadline (ID 10029)

Demonstrate an understanding of an define integrated marketing communications

and its role (ID 10034)
Demonstrate an understanding of creative principles of marketing (ID 10035)
Operate an interdeparimental traffic system (1D 10036)

Demonstrate an understanding of and define the nature, role and history of
marketing communication (ID 10032)

Demonstrate an understanding of ethical, social, cultural and-legal issues in
marketing communications (ID 10033)

Demonstrate an understanding of how an ad. Agency / Design Company works
Demonstrate an understanding of the creative writing process

Recognise and apply conceptual and lateral thinking in the copy developmental
process

Develop and present creative work and compile a portfolio

Demonstrate an understanding of copy, copywriting and the copy writer
Demonstrate an understanding of creative principles of copywrltlng in marketing
communication !

Produce and write copy in marketing communication

Demonstrate an understanding of the principles of persuasive copy
Demonstrate an understanding of the roles of creative team members
Demonstrate an understanding of marketing communications production
Evaluate media

Develop and write persuasive copy for fast moving consumer goods

Develop and implement the marketing and advertising creative process
Manage a communication project
Develop campaign, media and creative strategies

Develop and write persuasive copy for the services industry
Develop and write persuasive copy for corporate clients

Develop and write persuasive copy for retail and wholesale clients
Develop and write persuasive copy for business to business clients
Develop and write persuasive copy for social causes

Develop and write persuasive copy for political issues / parties
Develop and write persuasive copy for pharmaceutical industry
Develop and write persuasive copy for agricultural industry

Core — Level 4
1. Title

* Title

*. Title

* Title

- Title

*. Title

b Title

*. Title
Core — Level 5
* Title

i Title

2. Title

3. Title

4, Title

5. Title

6. Title

7. Title

8. Title

9. Title

10. Title

11. Title

12. Title

13. Title
Core - Level 6
14. Title

15. Title

16. Title
Elective — Level 5
17. Title

18. Title

19. Title
20. Title
21. Title
22, Title
23. Title
24. Title
25. Title

Develop and evaluate creative solutions for a variety of advertising
mediums

26928—14
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UNIT STANDARDS

1. " Title

Specific Outcome
Specific Outcome
Specific Outcome

Specific Outcome

2; Title

Specific Outcome
Specific Qutcome

Specific Outcome

3. Title

Specific Outcome
Specific Outcome
Specific Outcome

4, Title

Specific Outcome
Specific Outcome
Specific Outcome

Specific Outcome
Specific Outcome

5. Title

Specific Outcome
Specific Outcome
Specific Outcome
Specific Outcome
Specific Outcome
Specific Outcome

03-195840—15

UNIT STANDARDS AND SPECIFIC OUTCOMES IN
THE NATIONAL DIPLOMA INCOPYWRITING - NQF LEVEL 5

-— =k =i
W

21
2.2

2.3

4.1
4.2
4.3

4.4
4.5

5.1

5.3
5.4
8.5
5.6

Work as a member of a creative team

Communicate with all relevant stakeholders to enhance teamwork
Report on team progress to appropriate authority and team
Display tendencies to work with others as a member of a creative
team

Handle and resolve conflict

Demonstrate an understanding of how an advertising agency /
design company works

Identify and explain the structure of an ad agency / design company
Demonstrate an understanding of the workflow within an ad agency /
design company .

Explain the relationship between ad agency / design company and
suppliers

Demonstrate an understanding of the creative writing process .

Describe and explain creative philosophies and approaches
Describe creative writing techniques
Demonstrate an understanding of the creative process

Recognise and apply conceptual and lateral thinking in the copy
developmental process '

Apply and practice conceptual and lateral thinking skills

Identify and apply research techniques to help lateral thinking
Identify and explain the relation between metaphor, concept and
message

Describe and explain concepts

Explain, apply thinking skills in the copy development process

Develop and present creative work and compile work portfolio

Develop the creative work presentations
Present creative work

Evaluating the presentation

Identify and gather evidence for the portfolio
Compile portfolio of evidence

Present portfolio

26928—15
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6. Title .

Specific Outcome
- Specific Outcome
Specific Outcome
Specific Outcome

Specific Outcome
i Title

Specific Outcome
Specific Outcome
Specific Outcome
Specific Outcome

Specific QOutcome

8. Title

Specific Outcome
Specific Outcome

9. Title

Specific Outcome
Specific Outcome
Specific Outcome
Specific Outcome

10. Title

Specific Outcome

Specific Outcome

Specific Outcome
Specific Outcome

7.1
7.2
7.3

7.4

7.5

8.1
8.2

9.1
9.2
9.3
9.4

10.1

10.2

10.3
10.4

Demonstrate an understanding of copy, copywriting and the
copywriter

Define and explain concepts of copy and copywriting

Explain the role of the copywriter

Identify and define a professional approach in copywriting
Persuade others of the benefits of a professional approach in
copywriting

Apply copywriting styles and write copy

Demonstrate an understanding of creative principles of
copywriting in marketing communications

Describe and explain the history and nature of copywriting

Describe and explain the practice of copywriting

Describe and interpret the characteristics and constraints of the
various media

Describe and explain the nature and role of the various creative
elements available

Describe and explain the creative philosophies of leading advertising
agencies

Produce and write copy in marketing communications

Develop copy concept
Write copy for marketing communication

Demonstrate an understanding of the principles of persuasive
copy '

Describe the term persuasive copy

Conceptualise copy for the various media

Conceptualise copy for alternative media, below-the-line and internet
Develop a campaign around a single concept

Demonstrate an understanding of the roles of creative team
members

Explain the principles and roles of art direction
Explain the role of the art director, copywriter and graphic des:gner
Describe the roles of desktop publishing

Describe ad explain marketing communications research
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1.7 Title

Specific Outcome -

Specific Outcome

Specific Outcome’

Specific Qutcome
Specific Outcome
12.  Title

Specific Outcome

Specific Outcome
Specific Outcome

13.  Title
Specific Outcome

Specific Outcome

Specific Outcome

Specific Outcome

14.  Title

Specific Outcome
Specific Outcome
Specific Outcome

15. Title
Specific Outcome
Specific Outcome

Specific Outcome
Specific Outcome

16.  Title

Specific Outcome
Specific Outcome
Specific Outcome
Specific Outcome

12.1
12.2

123

© 1341

13.2
13.3

134

14.1
14.2
143

15.1

16.2
15.3
15.4

16.1
16.2
16.3
16.4

Demonstrate an understandmg of marketlng communications °
production

* Describe printing processes to enhance production

Describe the requirements of internet and web design-'
Describe the process for the production of films and videos -
Identify, evaluate and select production options

Describe the process of radio production

Evaluate media

Describe the role of media in copywriting -
Interpret media plan and objectwes
Analyse and evaluate media

Develop and write persuaswe copy for fast movmg consumer
goods

Describe the fast moving consumer goods mdustry
Conceptualise, develop and write persuasive copy for fast moving
consumer goods using above-the-line media

Conceptualise, develop and write persuasive copy for fast moving
consumer goods using alternative media, below-the-llne and the
internet _ :
Evaluate the mpact!effectweness of the persuaswe copy :

Develop and |mplement the marketmg and advertlsmg creatwe i 2

process

Describing marketlng and advertlsmg creative processes .
Develop the marketing communications concept
Implement creative process

Manage a communication project

Identify, evaluate and select the communications methods and
format .

Implementing the communications project

Manage the communications project implementation

Review the communications project effectiveness

Develop campaign, media and creative strategies

Develop marketing communications objectives and strategies
Implement marketing communications objectives and strategies
Monitor and review marketing communications campaign
Evaluating the effectiveness of the strategy
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17, . Title' -

Specific Outcome
Specific Outcome

Specific Outcome

Specific Oﬁtobme

18.  Title

Spéciﬁc Outcome
Specific Outcome

Specific Outcome

Specific Outcome
19.  Title
Specific Outcome

Specific Outcome

Specific Outcome

Specific Outcome.

20. Title
Specific Outcome
Specific Outcome

Specific Outcome

Specific Outcome

21.  Title

Specific Outcome
Specific Outcome

Specific Outcome

Specific Outcome

171
17.2

17.3

17.4

18.1
18.2

18.3
18.4

19.1
18.2

19.3

19.4

201
20.2

203

20.4

211
21.2

21.3

21.4

Develop and write persuasive copy for the services industry

Describe the service industry :

Conceptualise, developing and writing persuasive copy for the
services industry using above-the-line media

Conceptualise, developing and writing persuasive copy for the -
services industry using alternative media, below~the-llne and the
internet

Evaluate the mpactieffectlveness of the persuasive copy

Develop and write persuasive copy for corporate clients

Describe the corporate industry -
Conceptualise, developing and writing persuasive copy corporate
clients using above-the-line media

Conceptualise, developing and writing persuasive copy corporate
clients using alternative media, below-the-line and the internet
Evaluate the impact/effectiveness of the persuasive copy

Develop and write persuasive copy for retail and wholesale
clients

Describe the retail and wholesale industry

Conceptualise, developing and writing persuasive copy for retail and
wholesale clients using above-the-line media .
Conceptualise, developing and writing persuasive copy for retail and
wholesale clients using alternative media, below—the-lrne and the
infernet

Evaluate the impact/effectiveness of the persuasive copy

Develop and write persuasive copy for business to business
clients

Describe the business to business industry

Conceptualise, developing and writing persuasive copy for business
to business using above-the-line media

Conceptualise, developing and writing persuasive copy for business
to business clients using alternative media, below-the-line and the
internet

Evaluate the impact/effectiveness of the persuasive copy

Develop and write persuasive copy for social causes

Describe the requirements for persuasive copy for social causes
Conceptualise, developing and writing persuasive copy for social
causes using above-the-line media

Conceptualise, developing and writing persuasive copy for social
causes using alternative media, below-the-line and the internet
Evaluate the impact/effectiveness of the persuasive copy
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22, Title

Specific Outcome
Specific Outcome

Specific Outcome

Specific Outcome

23. Title

Specific Outcome
Specific Outcome

Specific Qutcome

Specific Outcome

24, Title

Specific Qutcome
Specific Outcome

Specific Outcome

Specific Outcome

25,  Title

Specific Outcome
Specific Outcome
Specific Outcome

Specific Qutcome

221
22.2

223

224

231
23.2

23.3

23.4

241
242

243

244

251
25.2
25.3

264

Develop and write pefsuasive copy for political issues / parties

Describe the requirements for political issues and parties ~ -
Conceptualise, developing and writing persuasive copy for political /
parties using above-the-line media

Conceptualise, developing and writing persuasive copy for political /
pariies using alternative media, below-the-line and the internet
Evaluate the impact/effectiveness of the persuasive copy

Develop and write persuasive copy for pharmaceutical industry

Describe the pharmaceutical industry :

Conceptualise, developing and writing persuasive copy for
pharmaceutical industry using above-the-line media

Conceptualise, developing and writing persuasive copy for
pharmaceutical industry using alternative media, below-the-line and
the internet '

Evaluate the impact/effectiveness of the persuasive copy

Develop and write persuasive copy for agricultural industry

Describe the agricultural industry

Conceptualise, developing and writing persuasive copy for
agricultural industry using above-the-line media

Conceptualise, developing and writing persuasive copy for
agricultural industry using alternative media, below-the-line and the
internet

Evaluate the impact/effectiveness of the persuasive copy

Develop and evaluate creative solutions for a variety of
electronic mediums

Extract creative data for electronic and non-electronic mediums

Develop creative solutions for electronic and non-electronic mediums
Evaluate creative solutions for electronic and non-electronic
mediums .

Describe preparation and presentation techniques
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NLRD

Unit Standards at Level 4 Credit Unit Standards at Level 5 NLRD Credits Unit Standards at Level € | NLRD ID | Credits Total
D 5 i 1D !
Demonstrate an understanding of 8648 4 .
professional values and ethics ;
Implement policies regarding HIV/AIDS in 9224 4
Funda- the workplace ) ;
mental Analyse and communicate workplace data | 8662 5
Apply communication skills in the
workplace : :
8647 10
TOTAL ; 23 23
Work as a member of a 4 Demonstrate an understanding of and 10032 « Develop and 10
creative team define the nature, role and history of 3 implement the
Demonstrate an L 4 E:ﬁ:ggtgraﬁgn;mﬁ?eriﬂndmg of ethical metketing and
understanding of target ) social, cultural and legal issues in 10033 advertising creative 10
markets : : 3 process
Demonstrate an 10016 4 maekaiing communicaing : : M 12
understanding of product Demonstrate an understanding of how an 8 e anage a
positioning ad. Agency / design company works communications
Deal with brand, product Demonstrate an understanding of the project
aid saitvi promalions 10018 4 creative writing process _ 8 = ~ Develop campaign,
Attend briefings and Recognise and apply conceptual and media and creative
produce work on deadiine 10029 7 Iatoeral thinking in the developmental 18 strategies
Demonstrate an RIOLRES .
understanding of and 10034 8 Develop and present creative work and 14
define integrated compile a work portfolio 4
Core marketing Demoggtrate s:‘n ‘hurrderstang{sng of copy,
copywriting and the copywriter
%?municaﬁons and its Denamstr:te_:’n i nc}eu’stan d'?lg °.f : g
creative principles of co in
lli'!?ﬂg?snt:ggit:gagr creative 4 markeling communicatiopnxvm ki
principies of marketing 10035 Produce and write copy in marketing
communications communication 10
Operate an inter- Demonstrate an understanding of the
Sepeimonia) Tuii %Tﬁg:;i;{;:f ::ggreét? Il?ﬂg of the i
nai
sysiem 10038 B roles of creative team members 3
Demonstrate an understanding of
marketing communications production
Evaluate media 5
Develop and write persuasive copy for 3
fast moving consumer goods 15
TOTAL a1 120 32 193
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Unit Standards at Level 4

NLRD

Credit

Unit Standards at Level 5

NLRD
1D

Cradm-s

Unit Standards at Level 6

NLRD ID

Credits

Total

Elective

Develop and write persuasive copy for
the services industry

Develop and write persuasive copy for
corporate clients

Develop and write persuasive copy for
retail and wholesale clients

Develop and write persuasive copy for
business to business clients

Develop and write persuasive copy for
social causes ]
Develop and write persuasive copy for
political issues / parties

Develop and write persuasive copy for
pharmaceutical industry

Develop and write persuasive copy for
agricultural industry

Develop and evaluate creative solutions
for a variety of advertising mediums

w @ & W

w

3
20

TOTAL

57

251

Learners must select a minimum of 35 credits from the 57 credits in the Elective Unit Standards to make up the 251 credits required for the Qualification
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1. TITLE: Work as a member of a creative team

2. ° UNIT STANDARD NUMBER:

3. LEVEL ON THE NQF: 4

4, CREDITS: 4

5. FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

6. ISSUE DATE: '

7 REVIEW DATE:
PURPOSE:

10.

Learners credited with this unit standard will be able fo apply communication skills and
techniques when communicating with stakeholders and team members. Learners are also able
to give feedback to team members and work with team members towards achieving common
goals. They are also able to identify, handle and resolve conflict within their working teams

The qualifying learners are capable of:

Communicating with all relevant stakeholders to enhance teamwork
Reporting on team progress to appropriate authority and team

Displaying a willingness to work with others as a member of a creative team
Handling and resolving conflict

LEARNING ASSUMED TO BE IN PLACE

e learners accessing this qualification will have demonstrated competence in communicating
verbally and in writing and computer technology at NQF Level 4 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Communicate with all relevant stakeholders to enhance
teamwork

Assessment Criteria

1.1 Communication methods are identified and demonstrated in a clear and understandable
manner according to company standards

1.2 Views of other team members are acknowledged through application of communication
skills and techniques

1.3 Feedback is given on all communication received within required timeframe and format
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14  Communication barriers are identified and dealt with as they arise in line with company

standards

Specific Outcome 2: Rehort on team progress to appropriate authority and team

Assessment Criteria

21 Frequency of progress report is established from company policy and procedures

2.2  Progress report is constructed using facts and in required format

2.3  Progress report is fit for purpose in accordance with organisational requirements

2.4  Report is presented verbally or in writing and is clear and concise according to company
standards

2.5  Progress report is presented within agreed time frames and format

Specific Outcome 3: Display a willingness to work with others as a member of a
' creative team

Assessment Criteria

3.1 A range of characteristics for team work are identified and described according fo best
practice

3.2  Behaviours are inline with established behaviours of a team member

3.3  Team members are consulted on all creative related issues within agreed timeframes

34 Decisions are based on team consensus and are within company parameters

Specific Outcome 4: Handle and resolve conflict

Assessment Criteria

41  Areas of possible conflict are identified through questioning and analysis techniques

42 Achievable options to resolve the conflict are developed and agreed in line with
company policies and procedures ,

4.3  Options or combination of options that will resolve the conflict are jointly selected in line
with company standards

44 The needs and expectations of all team members are taken into account by allowing
questions and providing feedback .

4.5  Conflict between team members is resolved using collaborative facilitation methods
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11.  ACCREDITATION AND MODERATION:

_ An individual wishing to be assessed (including through RPL) against this unit standard may

apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA ; :

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

Any institution offering learing that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

12, RANGE STATEMENT:

Communication methods include but are not limited to; oral, written, visual, sign, telephonic
and electronic

Teamwork tendencies include but are not limited to; leadership tendencies, collaborative
tendencies, facilitative tendencies, questioning tendencies and expertise tendencies

Forms of marketing communication include but are not limited to; advertising, direct
marketing and relationship marketing, sponsorship, event marketing, sales promotions,
public relations and alternative strategies

Media will include but is not limited to; all electronic, print, outdoor, digital media, e-media
and direct media

Frequency of progress include but is not limited to; permanent (weekly, fortnightly, monthly,
quarterly, annually), occasionally, on request, single reports, customised reports
Communication barriers include but are not limited to: language, literacy level, personality
differences, ambiguity, competency, timing, misunderstanding, jargon, bias and prejudice,
lack of feedback, poor listening, emotions, experiences and lack of credibitity

13.  NOTES:

EMBEDDED KNOWLEDGE: |

An understanding of communication principles and techniques, methods and barriers to
communication

Knowledge of teamwork principles and techniques

An understanding of methods and techniques for reporting using organisational
requirements

Knowledge of conflict resolution methods and technique

CRITICAL CROSS-FIELD AND DEVELOPMENTAL_ OUTCOMES

The ability to:

Collect, evaluate, organise and critically evaluate information when constructing team
progress reports ; o :
Communicate effectively when presenting reports so that all stakeholders understand and
when communicating with others to enhance teamwork

Work effectively with others as a member of a creative team to improve output

Identify and solve problems pertaining to working together as a member of a team
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In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any
programme of learning to make an individual aware of the importance of: being culturally
sensitive across a range of social contexts so that all actions and decisions are aoc:eptable :
to all stakeholders with broad cultural backgrounds

Use science and technology in the preparation and pnesentatnon of commumcations and /

- orreports
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1. TITLE: Demonstrate an ﬁnderstanding of an advertising agency / design company
2, UNIT_ST[ANDAR_D NUMBER:
3. NQF LEVEL: 5
4. TOTAL CREDIT VALUE: 8
5. FIELD: . Business, Commerce and Management
Sub-field: - Marketing
6. ISSUE DATE:
REVIEW DATE:
PURPOSE:

Learners credited with this unit standard will be able to describe with structure of an
advertising agency/design company, learners are able to explain the workflow within these
companies as well as explain the relationship between them and their suppliers

The qualifying learners are capable of:
Identifying and explaining the structure of an advertising agency / design company
Demonstrating an understanding of the workflow within an advertising agency / design
company
e Explaining the relationship between advertising agency / design company and suppliers
9. LEARNING ASSUMED TO BE IN PLACE:
Leamérs accessing this qualification will have demonstrated competence in communicating

verbally and in writing and computer technology at NQF Level 3 or equivalent

10.  SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA

Specific Outcome 1: Identity and explain the structure of an advertising
agency / design company

Assessment Criteria:

(s Structure of an advertising agency / design company is listed and explained in line
with own organisation _

1.2 Roles and responsibilities are listed and explained for all department and
occupafional categories

1.3  Role of the creative director is explained in line with organisations job description

14 Role of the creative teams are listed and explained according to job descriptions
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Specific Outcome 2: Demonstrate an understanding of the workflow within an

advertising agency / desigh company

_Assessment Criteria:

2.1  Work flow procedure is listed, detailed and explained based on own organisation
workflow ' '

2.2 Authority structure, processes and procedures are described in line with company
policies and procedures

2.3 Security procedures and protocol are described based on own organisations
procedures

Specific Outcome 3: Explain the relationship between advertising agency /

design company and suppliers

Assessment Criteria:

3.1
3.2

3.3

3.4

Suppliers role is explained in line with industry practices

Importance of supplier and advertising agency / design company relations are
explained in terms of best practice

Communication techniques between the supplier and the advertising agency / design
company are demonstrated and explained in line with organisational practices .
Confidentiality procedures are described in line with company policy and procedure

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the -
relevant ETQA i _

Anyone assessing a learner against this unit standard must be registered as an
assessor with the relevant ETQA _

Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

Communication devices include but are not limited to; computer technology, computer
programmes, verbal and written communications, telecommunications

Confidentiality includes but is not limited to; documents, verbal and written
communications, security of documentation
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13, NOTES

éMéEDDEb--KNOWLEDGE:

*  Knowledge of supplier cétégories and types

| CRITICAL CROSS FIELD AND DEVELOPMENTAL OUTCOMES:

~ The ability to:

[ ]

Collect, evaluate, organise and critically evaluate information when understanding historical
Communicate effectively when presenting reports to that all stakeholders understand when

~ communicating with others to enhance teamwork

¢ Work effectively with others as a member of a creative team to improve output

* ldentify and solve problems pertaining to working together as a member of a team

¢ _Inorder to .oon_t_ribute.fo the full personal development of each learner and the social and

- economic development of society at large, it must be the intention underlying any programme of

learning to make an individual aware of the importance of: being culturally sensitive across a
range of social contexts so that all actions and decisions are acceptable to stakeholders with
broad cultural backgrounds - : ' _

Use science and technology in the preparation and presentation of communications and / or
reports !
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10.

1. TITLE: Demonstrate an understanding of the creative writing process
2. UNIT STANDARD NUMBER:
3. LEVEL ON THE NQF: 5
4. CREDITS: 8
5. FIELD: Business, Commerce and Management Studies
Sub Field: Marketing
6. ISSUE DATE:
7. REVIEW DATE:
8. PURPOSE:

Learners credited with this unit standard will be able to describe the creative writing processes,
philosophies and techniques towards being able to apply these in the creative writing process

The qualifying learners are capable of:
Describing and explaining creative writing philosophies

Describing creative writing techniques
Demonstrating an understanding of the creative writing process

LEARNING ASSUMED TO BE IN PLACE

e Learners accessing this qualification will have demonstrated competence in
communicating verbally and in writing and computer technology at NQF Level 4 or
equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

e e e ——————— e e —t et

Speciﬁ'c QOutcome 1: Describe and explain creative writing philosophies and
approaches

Assessment Criteria

1.1 Philosophies énd approaches throi._lgh the history of advertising are identified and
described based on facts

1.2 Philosophies of the creative process are explained in terms of text book description

1.3  Creative writing principles are explained based on industry standards

1.4  Reasons of the importance of creativity in advertising are identified and described within

own industry ' i
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1.5 The roles of the explorer, artist, judge and warrior are explained in fine with text book
recordings :
1.6 Various creative styles are described in terms of industry norms
Specific Outcome 2: Describe creative writing technidues

Assessment Criteria

2.1

.22

2.3

Creative writing techniques identified and described
Creative writing techniques are used according to format
Usage of creative writing techniques is evaluated

Specific Outcome 3: Demonstrate an understanding of the creative writing

process

Assessment Criteria

3.1
3.2
33

34

Creative writing fundamentals are explained using correct terminology

Creative writing elements are listed and explained as per industry teaching

Creative writing techniques, characteristics and constraints are described in line with
teaching and best practice

Blocks to creativity are outlined and described based on factual findings

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

Any institution offering learing that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

» Creative approaches and styles will include but are not limited to;, Bill Bernbach, David
Ogilvy, Rosser Reeves, Leo Burnett, Philip Dusenberry and Lee Chow
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13. NOTES:

« EMBEDDED KNOWLEDGE:

An understanding of creative philosophies and approaches in marketing communications
Knowledge of the creative process

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

« Organise and manage one's self and one’s activities responsibly and effectively to enhance
understanding of the creative process ’ '

Collect, analyse, organise and critically evaluate information pertaining fo the creative process
Demonstrate an understanding of the world as a set of related systems by recognising how
creativity impacts on the final product that is produced . :

e In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of
fearning to make an individual aware of the importance of: reflecting on an exploring a variety of
strategies to learn more effectively to improve creativity
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TITLE: Recognise and apply conceptual and lateral thinking in the
' . developmental process

oA N

N o

10,

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 5

CREDITS: 16

FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE: -

Learners credited with this unit standard will be able to describe the importance of conceptual
and lateral thinking techniques in the development process and will be able to apply these
techniques in their own activities. Learners are also able to explain the relationship between
metaphor, concept and message in terms of industry practices and norms

The qualifying learners are capable of:

Applying and practicing conceptual and lateral thinking skills

Identifying and applying research techniques to help lateral thinking

Identifying and explaining the relation between metaphor, concept and message
Describing and explaining concepts :

Explaining and applying thinking skills in the copy developmental process

LEARNING ASSUMED TO BE IN PLACE

* Leamers accessing this qualification will have demonstrated competence in .
communicating verbally and in writing and computer technology at NQF Level 4 or
equivalent =

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: - Apply and practio_:e conceptual and lateral thinkii_'lg skills

Assessment Criteria

1.1 Thoughts are analysed and organised to show lateral thinking'techniques

1.2 Conceptual thinking processes and techniques are identified i;o create copy in required.
© format , | : . B

1.3 Informal, logical and critical thinking skills are applied to copy in required format
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1.4  Adverts, projects and campaigns are created by applying conceptual and lateral thinking

Specific Outcomne 2: Identify and apply research techniques to help lateral t_hinklng
Assessment Criteria

2.1 Research techniques for helping lateral thinking are identified and explained in line with
standard practices in the industry

2.2  Market and product research are conducted according to company standards and
procedures :

2.3 Target market expectations, need and problems are identified, described and -explained
using company standards and in line with industry best practice

... 24  Cultural practices, traditions and beliefs are identified and implemented according to

~ company standards ot o ¢ B '

25  Solutions for different target markets are identified and implemented within company
parameters

26  Differences between product ‘and consumer benefits are explained using correct

terminology
Specific Outcome 3: Identify and explain the relation between metaphor, concept
' * and message g -
Assessment Criteria

3.1 A metaphor, concept and message principles are identified and explained in terms of
current practice and textbook definitions :
3.2 The reiationship' between a metaphor,’ concept and message is described in terms of
 their application within the marketing communication context '

Specific Outcome 4: Describe, deveiop and explain conoebts

Assessment Criteria

41 The methods and technigues for developing concepts are described, developed and
explained in line with company standards and practices

4.2  The methods and techniques for testing concepts are described and explained as per
company testing processes R |
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4.3  The methods and techniques for crafting concepts are described and explained using
correct terminology

- Specific Outcome 5: - Explain and apply thinking skills in the copy developmental

process :

Assessment Criteria

5.1 Thinking techniques for the copy development process are identified and explained in
line with standard practices in the industry
5.2 Thinking skills are applied in the copy development process in line with best practice

ACCREDITATION AND MODERATION:

 An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA

» Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA ,

e Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

* Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

« Conceptual techniques will include right and left brain processes '
* Concepts will include but are not limited to; above-the-line, below-the-line, through-the-line
advertising J

|
NOTES:

« EMBEDDED KNOWLEDGE:

Knowledge of conceptual thinking, processes and techniques
An understanding of lateral thinking processes and techniques
An understanding of the differences of product and consumer benefits
Knowledge of marketing research principles
An understanding of the principles, methods and techniques of advanced conceptual
processes .
Knowledge of the methods and techniques for developing concepts
Knowledge of methods and techniques for testing concepts
. Knowiedge of the methods and techniques for crafting concepts
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CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

"« ldentify and solve problems pertaining to the application of conceptual and lateral thinking

skills

o  Work effectively with others to ensure thinking processes are enhanced

e Organise and manage oneself and one's activities so that all aspects of the thinking
process are in place :

o Collect, analyse, organise and critically evaluate information when applying thinking
processes to develop copy

e Communicate effectively with others throughout the thmklng prooess so that all
stakeholders contribute to it

e Understand the world as a set of related systems where neoognislng and applying the -
correct thinking impacts on the results of the copy written

e In order fo contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any
programme of learning to make an individual aware of the importance of: being culturally
and aesthetically sensitive across a range of social contexts when developing copy and
during the thinking processes
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" ImE:-  Develop'and present creative work and compile work portfolio

10.

UNIT STANDARD NUMBER:
| EVEL ON THE NQE: 5

CSREDITS: 11

i Ry Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:
REVIEW DATE:
PURPOSE:

Learners credited with this unit standard will be able to prepare and develop creative work
presentations, present the work within the required time frame and format, and evaluate the
effectiveness and appropriateness of the work with relevant stakeholder. Learners are also
able to correct the work based on the feedback of the stakeholders to ensure their satisfaction.
The leamer will be able to compile and present a portfolio of their best work including samples
of the creative work they have done or participated in

The qualifying learners are capable of:

Developing the creative work presentations
Presenting creative work

Evaluating the presentation : '
Identifying and gathering evidence for the pbrtfolio
Compiling a portfolio of evidence +
Presenting a portfolio

* o o & e @

LEARNING ASSUMED TO BE IN PLACE

» Learners accessing this qualification will have demonstrated competence in
communicating verbally and in writing and computer technology at NQF Level 4 or
equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:
Specific Outcome 1: Develop the creative work presentations
Assessment Criteria

1.1 Presentation options are developed and assessed in terms of the ability to meet needs
and-objectives
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1.2 Presentation is completed within the agreed time frame and in’ line with agreed

requirements

"1.3  The presentation is developed in a way that demonstrates an understanding of the |

information required .
14  The creative work is developed in such a way that they are user friendly

Specific Outcome 2: Present c'reative work
Assessment Criteria

2.1 Creative work'is presented clearly, logically and comprehensively in required format
2.2 The presentation is completed within the agreed time frame and other resource
constraints. - :

Specific Outcome 3: Evaluate the presentation

Assessment Cn‘te;ria

3.1  The recipients are able to take the appropriate action as a direct result of the information
presented

3.2 The recipients are questioned to determine satisfaction with the outcome of the

presentation in line with company standards _
3.3 Feedback is recorded and actioned within required timeframe

‘Specific Outcome 4. Identify and gather evidence for the portfolio

Assessment Criteria -

41  Portfolio objective is determined based on purpose and objectives

4.2  Portfolio requirements are obtained and evaluated against objective

4.3 Portfolio content is identified to meet requirements of the purpose or objective listed
Specific Outcome 5: Compile a portfolio of evidence

Assessment Criteria

5.1  Portfolio options are developed and assessed in terms of the abllity to meet needs and
objectives
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5.2 Portfolio is completed within the agreed time frame and in line with agreed requirements

5.3 ' The portfolio is compiled in a way that demonstrates an understanding of the information
required

Specific Outcome 6: Present a portfolio

Assessment Criteria

6.1 Portfolio is presented clearly, logically and comprehensively in the required format

6.2  The recipients are able to take the appropriate action as a direct result of the information
presented

6.3 The presentation is completed within the agreed time frame and other resource

constraints

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA '

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

Any institution offering learning that will enable achievement of ‘this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

NGE STATEMENT:

RA

Presentation techniques include but are not limited to; signs, visual, written, printed,
overhead projection and electronic.

NOTES:

EMBEDDED KNOWLEDGE:

An understanding of methods and techniques for developing and presenting creative wo
and portfolios '
Knowiledge of methods and techniques for making presentations both verbally, visually and
in writing to various stakeholders
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CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

« Collect, analyse, organise and critically evaluate information relating to the presentation of
creative work

+ Communicate effectively using visual and language skills in the mode of oral, visual or written
presentations

«  Work effectively with others as a member of a team, group or organisation or community in the
presentation of creative work

» Identify and solve problems in which responses display, that responsible decisions using critical
and creative thinking have been made pertaining to the presentation of creative work

+ 'Use science and technology in the presentation of the creative work

¢ In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of
learning to make an individual aware of the importance of being culturally and aesthetically
sensitive across a range of social contexts during the development and presentation of creative
work .
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TITLE: Demonstrate an understand'i.ng'of copy, copywriting and the copywriter

LU S

N o

10.

'UNIT STANDARD NUMBER:

LEVEL ON THE NQF: ; 5

CREDITS: 14 D

FIELD: Business, Commerce and Management Studies
Sub Field: ' Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to explain the concepts that underpin copy
and copywriting, they are also able to describe the role and responsibilities of the copywriter and
explain and apply a professional approach to copywriting. 'Learners are also able to apply the
copywriting styles and techniques when writing a copy in their own working environment

The qualifying leameré'are capable of:

Defining and explaining the concepts of copy and copywriting

Explaining the role of the copywriter

Identifying and defining a professional approach in copywriting :
Persuading others of the benefits of a professional approach in copywriting

Applying copywriting styles and write copy

e & ® ® @

LEARNING ASSUMED TO BE IN PLACE

e Learners accessing this qualiﬂbation will have demonstrated competence in
communicating verbally and in writing and computer technology at NQF Level 4 or
equivalent . '

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:
Specific Outcome 1: | Define and explain the concepts of copy and copywriting
Assessment Criteria

1.1 The definitions of copy and copywriting are explained in line with text. book definitions

1.2  The concepts of copy and copywriting are described and explained in terms of industry
‘norms and practices | _

1.3 The jargon and terminology used in copy and copywriting are listed and explained in line
with industry and company understanding of the jargon and terminology
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14  The history of copy IS descrlbec! based on text book examples |
15  Trends in copywntmg are |dant|ﬁad and explamed in line With actual ewdence
16 Types of copy are identified and explamed in line with company copy activities
1.7 Fundamentals and styles of persuasive writing are described using correct terminology

Specific Outcome 2: Explain the role of the copywriter
Assessment Criteria

21  The role of the copywriter is explained in Ime with company job description and mdustry
standards

2.2  Copywriter funchons are hsted and descrlbed |n line with oampany standards and
requirements _

2.3  Characteristics of a copywriter are id_e_ntiﬁei:l_ and explained in terms of best practice

Specific Outcome 3: Ident:fy and define a professlonal approach in
oopywrlting _

Assessment Criteria

3.1 The principles of a professional abproach are explained in terms of industry best practices
_ for professionalism '
3.2 . All elements of a profession.al approach are identified and applied in line with ethical and
professional practices of the organisation .
3.3  Personal approach issues are put into context with copywriting functions

Specific Outcome 4: Persuade others of the benefits of a professional
approach in copywriting

Assessment Criteria

4.1  The benefits are explained to others in order to obtain buy-m into the professrona!
approach principles and concepts ' '
4.2 A commitment by others is obtained through setting measurable achievable objectives

Specific Outcome 5: Apply copywriting styles and write copy
Assessment Criteria

51  Current copy trends are determined based on industry and company requirements
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52 -
5'3

5.4
5.5

- Persuasive copy is conceptualized following company standards

““Write copy according to requirements and in required format
Terminology is used correctly in correct sequence and in line with company standards
Various styles are applied to different applications in the required format

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor with
the relevant ETQA '

Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

Créative approaches and styles will include but are not limited to; Bill Bernbach, David Ogilvy,
Rosser Reeves, Leo Burnett, Philip Dusenberry and Lee Chow

Types of copy will include but are limited to; headlines, bodycopy, pay-off lines, slogans and
sayings

Self-knowledge will include personality, capabilities, talents and limitations

Others will include peers, employees, other learners and management

NOTES:

EMBEDDED KNOWLEDGE:

An understanding of concepts and definitions of copy and copywriting

Knowledge of history, jargon and terminology used in copywriting

An understanding of the methods and techniques for determining copy trends
Knowledge of creative philosophies and approaches in marketing communications
An understanding of the creative process

An understanding of various styles applicable to different applications

An ability to apply communication principles, techniques and methods

Knowledge of markets, product categories and cultural differences

An understanding of ethics of a professional approach
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1. TITLE: Demonstrate an understandmg of the creaﬁve princlples of copywriting in
; markating communications -
2. UNIT STANDARD NUMBER:
3. LEVEL ON THE NQF: 5
4.  CREDITS: 5. e 10 " -
5. FELD: - o Business, Commerce and Management Studles
Sub Field: Marketing
6. ISSUE DATE:
7. REVIEW DATE:
8. PURPOSE:
Learners credited with this unit standard will be able to describe the history and growth of the
copywriting industry. They are also able to interpret the characteristics and constraints of the
various media as well as able to explain the nature and role of the various elements within the
media. Leamners are able to explain the creative philosophies of leading advert!smg agencies to
identify the strengths and weaknesses of each
The qualifying learners are capable of:
s Describing the history and nature of copywriting
¢ ldentifying and explaining the practice of copywriting _
¢ Describing and interpreting the characteristics and constraints of the various media
¢ Describing the nature and role of the various creative elements available
+ Explaining the creative philosophies of leading advertising agencies
LEARNING ASSUMED TO BE IN PLACE
» Learners accessing this qualification will have demonstrated competence in communicating
verbally and in writing and computer technology at NQF Level 4 or equivalent
10.

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Describe the history and nature of copywriting
Assessment Criteria

1.1 The description is complete, concise and covers all the salient points in the history of
copywriting |

1.2  Historical methods of copywriting are contrasted with current techniques

1.3  The historical development of copywriting is reviewed and explained based on
development patterns
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1.4 The nature of copywriting is described within own-working environment
Specific Outcome 2: Identify and explain the practice of copywﬁting
Assessment Criteria

21 The .building blocks and elements of copywriting are listed and explained using correct
terminology s &y .

2.2. Methods used by masters of copywriting are reviewed, interpreted and explained in line
with text book explanations

23 The role of the copywriter in the marketing mix is explained based on company
‘organogram

24  The role of the copywriter in contributing fo the success of marketing is described in line
with own compahy practices

Specific Outcome 3: Describe and interpret the characteristics and constraints of
the various media )

Assessment Criteria

3.1 The characteristics of various media are listed and explained based on industry practices

3.2 The constraints of various media are described and explained based on industry
standards '

33  The nature of the constraints is explained with reference fo its use

34  The strengths and limitations of each are listed and explained in a format that is easy to
read and understand

Specific Outcome 4: Describe the nature and role of the various creative elements
available e

Assessment Criteria

4.1  The characteristics of various creative elements are listed and explained using correct
terminology _

4.2  The strengths and limitations of each are listed and explained in a format that is easy to

' read and understand
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Specific Outcome 5: Explain the "creative philosophies - of leading advertising

agencies

‘Assessment Criteria

5.1
5.2

53

The different philosophies are listed and explain in line with industry practices

The philosophies are compared and contrasted to how they can be used separately and/or
in combination - -

Most viable philosophy is chosen to meet set target market and communication objectives

11.  ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor with
the relevant ETQA

Any institution offering learning that will enable achievement of this umt standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

Moderation of assessment will be conducted by the relevant ETQA at its discretion

12, RANGE STATEMENT:

All forms of marketing communication including advertising, direct marketing and relationship
marketing, sponsorship, event marketing, sales promotion, public relations and alternative
strategies

« Media will include all electronic, print, outdoor, digital media, e media and direct media
e The role of marketing communications including promoting image, providing information,

creating, increasing and stabilising demand, differentiating product features and benefits,
providing competitive differentiation, lead generation, customer retention and loyalty,
motivating staff

13.  NOTES:

« EMBEDDED KNOWLEDGE:

An understanding of the history and nature of copy writing

An understanding of principles of various media used in marketing communications
Knowledge of creative thinking principles

An understanding of elements of the creative mix

Knowledge of the industry, the product and the industry role players

Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant

~‘Educational and Training Quality Assurance Body (ETQA)
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CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

e Understand the world as a set of related systems where an understanding of the creative
principles of marketing communications is in place

». Organise oneself and one’s activities so that all aspects of the creative principles of marketing

- communications are in place

+ Work effectively with others to ensure that acquisition of knowledge is unimpeded

» Identify and solve problems pertaining to the principles of marketing communications

¢ |n order to contribute to the full personal development of each leamer and the social and
economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally and aesthetically

- . sensitive across a range of social contexts when describing and explaining the principles of
marketing communications

26928—16
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1. TITLE: Produce and write copy in marketing communications

2. UNIT STANDARD NUMBER:

3. . LEVEL ON THE NQF: 5

4. - CREDITS: 10

5. FIELD: Business, Commerce and Management Studies
Sub Field: ' Marketing

6. ISSUE DATE:
REVIEW DATE:
PURPOSE:

Learners credited with this unit standard will be able to identify and develop the content of a
written copy, present the copy and evaluate the effectiveness against the required objectives
and take correct action where necessary '

The qualifying learners are:capable of:

Developing copy concept

Developing and writing copy for marketing communication
Presenting written copy for evaluation ’
Evaluating the impact/effectiveness of the copy

9. LEARNING ASSUMED TO BE IN PLACE

ILearneré accessing this qualification will have demonstrated competence in communicating
verbally and in writing and computer technology at NQF Level 4 or equivalent

10. SPECIFI ‘COMES AND ASSESSMENT CRITERIA:
Specific Outcome 1: Develop copy concept
Assessment Criteria

1.1 The creative brief is read and interpreted and the creative concept is developed in the
. required format

1.2  Current copy frends are determined based on objectives

1.3 Persuasive copy is conceptualized in required fo::mat and timeframe

03-195840—16 26928—16
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11.

Specific Outcome 2: Write copy for marketing communications
Assessment Criteria

2.1 Correct terminology is used in copy in line with industry standards and bra_c_tices ‘

2.2  Various styles are applied to different applications in accordance with ‘best known

practices and brief objectives _
2.3  Copy is written according to requirements and within agreed format and time frames
2.4  Short stories and poems are written according to instructions and in required format

Specific Outcome 3: Present written copy for evaluation
Assessment Criteria

3.1  Copy is developed in required format - st s a
3.2 Copy is presented following company standards and procedures and within required
timeframe

Specific Outcome 4: Evaluate the impact/effectiveness of the copy
Assessment Criteria

4.1 The copy is evaluated for impact/effectiveness against required objecﬁves -
42  Corrective action is implemented to meet objectives in line with company standard
operating procedures '

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA '

Anyone assessing a learner against this unit standard must be registered as an assessor
with the relevant ETQA

Any institution offering leaming that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the rélevant ETQA at its discretion
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12.  RANGE STATEMENT:

o Al forms of marketing communications include; advertising, direct marketing and
) relationship marketing, sales promotions, public relations and alternative strategies
¢ Media will include but is not limited to; all electronic, print, outdoor, digital medla e media
and direct media
e Primary purpose in marketing communications inciudes but is not limited to; promotlng
-image, providing information, creating, increasing and stablising demand: differentiating
product features and benefits, providing competitive differentiation, lead generatlon
customer retention, motivating staff

13.  NOTES:
» EMBEDDED KNOWLEDGE:

« An understanding of methods and techniques for- d%lgnmg print radio, televismn (TV) and
cinema marketing communications
An understanding of methods and techniques for interpreting creative briefs
Knowledge of the industry, the product and the industry role players _
Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

. Coltect analyse, organise and cnhcally evaluate information so that advertisement meets
specifications
Communicate effectively; present final copy to clients
Organise oneself and one’s activities so that alternative creative processes exist in the
event of current process being rejected '
Work effectively with others when developing the creative process
Identify and solve problems pertaining to writing marketing communications and copy
In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any
programme of learning to make an individual aware of the importance of: being culturally
sensitive across a range of social contexts when developing marketing communications so
that these are appropriate and acceptable to a range of consumers with varying incomes,
buying needs and cultural backgrounds
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1. TITLE: Demonstrate an understanding'df the principles of persuasive oopy

2. UNIT STANDARD NUMBER:

3. LEVEL ON THE NQF: 5

4. CREDITS: 11 : _

5. FIELD: Business, Commerce and Management Studies
Sub Field: | Marketing

6. ISSUE DATE:

7. REVIEW DATE:

8.

10.

PURPOSE:;

Leamners credited with this unit standard will be able to describe the what a persuasive copy is
being developed for, conceptualse, develop and write the copy for both above and below the
line media within various industries. Learners are also able to evaluate the impact and
effectiveness of the persuasive copy and take corrective action where necessary to meet the
original objectives : :

The qualifying learners are capable of:

Describing the term persuasive copy

Conceptualising copy for the various media.

Conceptualising copy for alternative media, below-the-line and Internet.
Developing a campaign around a single concept.

LEARNING ASSUMED TO BE IN PLACE

e Learners accessing this qualification will have demonstrated competence in
communicating verbally and in writing and computer technology at NQF Level 4 or
equivalent

SPECIFIC OUTCOMES AND MENT CRITERIA:
Specific Outcome-1: ) Déscribe the term .persuasive copy
Assessment Criteria

1.1 The term persuasive copy is described using correct terminology and description is in
line with industry norms and practices
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Specific Outcome 2: Conceptualise copy for various media

Assessment Criteria

2.1 Copy for outdoor media is conceptualized following set criteria
2.2  Copy for television / cinema is conceptualized following set criteria
2.3 Copy for radio is conceptualized following set criteria
24  Copy for newspapers is conceptﬁalized following set criteria
2.5  Copy for magazines is conceptualized following set criteria
2.6  Copy for editorials / advertisements is conceptualized following set criteria
2.7 Brand names are created according to brief foll.owing set criteria and in-line with
standard company practices _
2.8  Copy for alternative media is conceptualised following set criteria
29 Copy for below-the-line solutions is conceptualised following set criteria
Specific Outcome 3: ~ Conceptualise copy for alternative media, below-the-
line and Internet ' '
Assessment Criteria
3.1 Copy for alternative media is conceptualized following set criteria
3.2  Copy for below-the-line media is conceptualized following set criteria
3.3 Copy for web pages and specific applications are conceptualized followmg set criteria
3.4 Copy for labels and packs is written according to requ:rements
Specific OQutcome 4: Develop a campaign around a single concept

Assessment Criteria.

4.1
4.2

4.3
4.4
45
4.6

Reasons. for choice of campaign are explained in accordance with brief

Campaign is documented accurately, concisely and is legible in line with company
standards .

The process required for the campaign is explained according to the brief

Resources for the campaign are organised within budget constraints

Campaign is developed within agreed time frames

Campaign material is submitted for abproval within agreed time frames
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11.  ACCREDITATION AND MODERATION:

L]

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or prowder institution accredited by the relevant
ETQA

Anyone assessing a leamer against this unit standard must be registered as an assessor
with the relevant ETQA

Any institution offering learning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

Media will include outdoor media, television, cinema, radio, newspapers, magazmes,
brands and packaging

Below-the-line media will include brochures, fiyers, direct mail, annual reports and point of
sale material '
Campaign will include any item in above-the-line media, below-the-line, alternative or
Internet

13. NOTES:

« EMBEDDED KNOWLEDGE:

An understanding of the processes for developing a campaign

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Collect, analyse, organise and critically evaluate information so that campaign development
processes are inline with client and organisational requirements

Communicate effectively with all stakeholders when managing the development of a
campaign around a single concept

Understand the world as a set of related systems where ongoing campaign development
processes selected and used lead to the overall success of the campaign

Organise oneself and one's activities so that alternative strategies exist in the event of
current strategies being rejected or failing and there are insufficient resources available
Work effectively with others to ensure campaign development processes run smoothly
Identify and solve problems pertaining to the development of persuasive copy

in order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any
programme of learning to make an individual aware of the importance of: being culturally
and aesthetically sensitive across a range of social contexts when developing persuasive
copy so that it is acceptable to a range of people with varying cultural backgrounds
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1. TITLE: Demonstrate an understanding of the roles of Creétive team members
2, UN!T STANDARD NUMBER
3. LEVELONTHENQF: 5
4. - CREDITS: i 3
5. FIELD: . Business, Commerce and Management Studies
Sub Field: o “Marketing
6. ISSUE DATE:
REVIEW DATE:
PURPOSE:
Learners credited with this unit standard will be able fo list and describe the roles and
* ‘responsibilities of the art director, copywriter and graphic designer, ' they are able to explain how
these work and support each other. Leamers are also able to describe the principles of art
direction and the roles of desktop publishing within the industry. They are also able to explain the
importance and benefits of research in the field of marking communications towards the
improvement of services within this industry
The qualifying leamers are capable of:
» Explaining the principles and roles of art direction
« Explaining the role of the art director, copywriter and graphic designer
s Describing the roles of desktop publishing -
« Describing and explaining research in marketing communications
9. LEARNING ASSUMED TO BE IN PLACE:
s Leamners accessnng this quallﬂcatuon will have demonstrated competence against the
" 'standards in the qualification, National Certificate in Copywﬂhng at NQF Level 5 or equivalent
10.

. SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: ‘Explain the principles and roles of art direction

Aséessfnént Criteria - .

1.1 Art direction principles are identified and explained in line with standard industry practices
1.2 Roles of the art director are explained in line with oompany job description/job function

1.3  The principles of “the big idea” are described based on text book examples and own
interpretation '
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Specific Outcome 2: Explain the role of the art director, oopywnter and graphic
; designer :
AsseSsment Criteria

2.1 The role of the art director, copywriter and graphtc designer is explained m Iine with the
brief and company activities . - 2 K . _
2.2 The role of the art director, copywriter and graph:c designer in the oonoeptuahsatlon phase
of a project is explained in line with standard company practices, roles and responsibilities
2.3  The role of the team members in research is explained according to company practices
24 .. The role of the team members in application is explained according to company practices
2.5 The role of the team members in production is explained according to company practioes

Specific Outcome 3: Describe the role of desktop publishing
Assessment Criteria - -+ s

3.1 The principles of desktop publishing are explained in terms of industl? practices and new
development initiatives b
3.2  Methods of using desktop publishing are axpiamed within systerm‘programme parameters

Specific Outcome 4: Describe and explain research in marketing -commu::iications

Assessment Criteria

4.1 Concept and pre-testing pnnclples and techmques are rdentrﬁed and explained using

) correct terminology ' '

42  Media research techniques are described according to company standards and
procedures ' .

4.3 Brand tracking principles are identified and described according to company praceci(jrea
and practices: P e :

4.4  Competitor analysis is interpreted and described using known anai'yticaf skills and
techniques ' w S

4.5 Post testing and continuous evaluation techniques are explained in line with company
standards

4.6  Consumer/Buyer behaviours are identified and linked to marketing comniu_nicatidns

4.7  Brand positioning principles are explained according to company branding practioes
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11, ACCREDITATION AND MODERATION:

e An individual wishing to be assessed (including through RPL) against this unit standard may apply
to an assessment agency, assessor or provider institution accredited by the relevant ETQA
« Anyone assessing a learner against this unit standard must be registered as an assessor with the
. relevantETQA . . r ; woomp
« Any institution offering learning that will enable achievement of this unit standard or assessing this
unit standard must be accredited as a provider with the relevant ETQA -~ .
_ e Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. .RANGE STATEMENT:

« Forms of marketing communication include but are not limited to; advetising, direct marketing and

- relationship marketing, sponsorship, event marketing, sales promotion, public relations and
alternative strategies .

« Media includes but is not limited to; all electronic, print, outdoor, digital media, e media and direct

« The role of marketing communications include but is not limited to; promoting image, providing
information, creating, increasing and stabilising demand, differentiating product features and
benefits, providing competitive differentiation, lead generation, customer retention and loyalty,

. motivating staff

13. NOTES:
« EMBEDDED KNOWLEDGE:

Knowledge of research methodologies

An understanding of brand tracking and positioning principles

An understanding of methods and techniques for competitor analysis

Knowledge of the industry, the product and the industry role players

Range: This knowledge will apply to the particular economic sector in which the learner is
'learning. Moderation of this aspect will therefore need to be carried out by the relevant

Educational and Training Quality Assurance Body (ETQA) :

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

e Collect, evaluate, organise and critically evaluate information so that research analysis is accurate
and inline with research norms

o Communicate effectively when présenting findings of research conducted

e Understand the world as a set of related systems where marketing communications roles play an
important part in the marketing communications success
Work effectively with others when implementing and initiating marketing communications roles
ldentify and solve problems pertaining to the roles of marketing communications in the marketing
communications structure ; -

e In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of -
learning to make an individual aware of the importance of: being culturally sensitive across a
range of social contexts when analysing data from research so that it is acceptable to a range of
people : '
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TITLE: Demonstrate an u'nderstanding of mai‘keting corrimunicationé prbdur._;_tlon 5

e AN

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 5

CREDITS: 5 : ;
FIELD: ' Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

'PURPOSE:

Learners credited with this unit standard will be able to ‘describe the printing processes and
identify areas that will enhance the production of printing. Learners are also able to list and
explain the requirements and processes for internet, web design, films, video and radio
production, they are able to evaluate the best option for a project and explain why they have

selected it

The qualifying learners are capabie of*

Describing printing processes to enhance production
Describing the requirements of internet and web design
Describing the process for the production of films and videos
Identifying, evaluating and selecting production optnons
Describing the process of radio production

LEARNING ASSUMED TO BE IN PLACE:

» Leamners accessing this qualification will have demonstrated competence against the
standards in the quahf ication, Natlonal Certificate in Copywntlng at NQF Level 5 or equwalent

SPECIFIC QUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Describe printing processes to enhance production
Assessment Criteria

1.1 Print terminology is explained in accordance with established procedures

1.2 Printing processes are described and explained according to printing process
requirements -

1.3  Printing process selected is correct and will enhance the printing process

1.4  Paper selected is correct and contributes to job requirements
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15 Colour separations, process colour and Pantone systems are explained in line with
industry standards and specifications
1.6  Printing jobs are set up on the computer and meet the requirements of the job

Specific Outcome 2: | Describe the requirements of internet and web design
. Assessment Criteria

21 Processes for internet systems creation are explained in line with syétemr’programme
requirements

2.2  Processes for web designed are explained according to web design specifications

2.3 Process chosen interprets the creative brief and meets client's needs

Specific Outcome 3: Describe the process for the production of films and
- videos

Assessment Criteria

| 3.1 Television production terminology is explained using industry terminology and standards of
_ practice '

3.2 Cinema production terminology is explained using industry terminology and standards of
practices ' )

3.3 Film and video production processes are identified and explained using industry
terminology '

Specific Qutcome 4: Identify, evaluate and select production options
Assessment Criteria

4.1 Research on the production of commercial is conducted and documented in required
format

4.2 P_re—production issues and requirements are identified and listed according to project
specifications _

4.3  Production options are identified and selected and reasons for selection are explained to
meet requirements of project specifications

4.5 Production option selected meets requirements and is made within agreed time frame
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11.

12,

13,

Specific Outcome 5: _ Describe the process of radio production

Assessment Criteria

5.1 Radib production terminology and processes are identified and explained in line with
' industry standards o

5.3 Radio pre-production issues and requirements are identified in line with project

' _ specifications

5.4  Radio production is carried out according to company standards and' within required time

© frame _ '
5.5  Post production activities and processes are carried out in line with company standards
~ and within required time frame
56  Radio production material is submitted in required format and time frame

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant

ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor with
the relevant ETQA : _

Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

Forms of marketing communication include but are not limited to: advertising, direct marketing
and relationship marketing, sponsorship, event marketing, sales promotion, public relations
and alternative strategies

Media will include but is not limited to; all electronic, print, outdoor, digital media, e media and
direct media ;
The role of marketing communications include but is not limited to: - promoting image,
providing information, creating, increasing and stabilizing demand, differentiating product
features and benefits, providing competitive differentiation, lead generation, customer
retention and loyalty, motivating staff

Marketing communications materials include but is not limited to; newsprint, leaflets,
brochures, posters, banners, outdoor and arena

NOTES:

EMBEDDED KNOWLEDGE:

An all rounded and general understanding of print, film, radio and video production processes
and procedures.
A broad understanding of commercial shoot principles and procedures.
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e An all rounded and generic understanding of the industry, the product and the industry role
players
Range: This knowiedge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out jointly by the relevant
educating and training quality assurance body (ETQA) and the services ETQA

CRITICAL CROSS-FIELD AND DEVELOPN-ENTAL OUTCOMES
The ability to:

e Collect, evaluate, organise and critically evaluate information so that communication
production processes are in line with client and organisational requirements

« Communicate effectively with all stakeholders when managing a marketing communications
production -

"« Understand the world as a set of related where ongoing production processes selected and
used lead to the overall success of the marketing communications production

» Organise oneself and one's activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

s Work effectively with others to ensure production processes run smoothly
Identify and solve problems pertaining to the production of marketing communication
products - :

« In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally sensitive across
a range of social contexts when producing the marketing communication, so that it is
acceptable and appropriate to a range of people with varying cultural backgrounds
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1.

TITLE: Evaluate media

oo wN

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 5
CREDITS: 3
FIELD: Business, Commerce and Management Studies
Sub Field: _ Marketing '
ISSUE DATE:
REVIEW DATE:

_ PURPOSE:

Learners credited with this unit standard are able to describe how the media is incorporated into
copywriting, able to interpret media plans and objectsves and evaluate and analyse the effectives
of the selected media chosen :

The qualifying learners are capable of:

» Describing the role of media in copywriting
» Interpreting media plans and objectives

» Analysing and evaluating selected media

LEARNING ASSUMED TO BE IN PLACE:

e Llearners accessing this qualification will have demonstrated competence against the
~standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: D_escribe the role of media in copywriting

Assessment Criteria

1.1 The role is described in line with industry standards and best practice
1.2 The role is described in accordance with company standards and procedures
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11.

12,

Specific Outcome 2: Interpret media plans and objectives

"~ Assessment Criteria

2.1 Media plan objectives are identified and explained against original brief

2.2  Media plan characteristics and uses are defined in terms of industry standards and
_company standards. _ |

23 Image and benefit characteristics are defined in relation to products or services to be
advertised

Specific Outcome 3: Analyse and evaluate selected media

. Assessment Criteria

31 Target audience media preferences are analysed and media options that meet
preferences are defined in line with original brief
32  Qualitative and quantitative media requirements are noted that are relevant for campaign

ACCREDITATION AND MODERATION:

« An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA :

‘s Anyone assessing a leamer against this unit standard must be registered as an assessor with

the relevant ETQA

»  Any institution offering learning that will enable achievement of this unit standard or assessing .

this unit standard must be accredited as a provider with the relevant ETQA
« Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

e Marketing includes but is not limited to; all forms of marketing mhmunication. direct
marketing and relationship marketing, sponsorship, event marketing, sales promotion, public
relations and alternative strategies

« Media included but is not limited to: all electronic, print, outdoor, digital media, e media and .

direct media

e The role of marketing communications includes but is not limited to; promoting image,
providing information, creating, increasing and stabilising demand, differentiating product
features and benefits, providing competitive differentiation, lead generation, customer
retention and loyalty, motivating staff

e Media documentation include but is not limited to; invoicing, reports, computer printouts



496 No. 26928 GOVERNMENT GAZETTE, 2 NOVEMBER 2004

13.

" ® ° @

NOTES:

EMBEDDED KNOWLEDGE:

Knowiledge of the principles of choosing a media campaign

Knowledge of marketing communication briefs and their purpose

Knowledge of negotiation techniques and methods -

An understanding of the industry, the product and the industry role playe

Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carmied out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Collect, evaluate, organise and critically evaluate information so that analysis conducted and
decisions made are accurate and inline with requirements
Communicate effectively when liaising with media bodies so those incumbents correctly interpret

- and apply instructions -

Understand the world as a set of related systems where media choice has an impact on target
audience

Organise oneself and one's activities so that alternative media options are available should
current choice fail or are rejected

Work effectively with others in managing media

- Work effectively with other in accounting

Identify and solve problems pertaining to the management of media

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of
learning to make an individual aware of the importance of: being culturally sensitive across a
range of social contexts when choosing a media so that these are appropriate and acceptable to
a range of target audiences with varying cultural backgrounds :
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TITLE: Develop and write persuasive copy for fast moving consumer goods

ook @ N

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: "5

CREDITS: b 15

FIE_LD: : - ; Business, Commerce and Management Studies

Sub Field: Marketing

ISSUE DATE: |
REVIEW DATE: C ' '
PURPOSE:

- Learners credited with this unit 'étarid'an:ll'ﬁill be able to describe the industry the persuasive copy

is being developed for, conceptualse, develop and write the copy for both above and below the
line media within the fast moving consumer goods industry. Learners are also able to evaluate
the impact and effectiveness of the persuasive copy and take corrective action where necessary
to meet the original objectives B :

The qualifying leamers are capable of:

Describing the fast moving consumer goods industry
Conceptualising, developing and writing persuasive copy for fast moving consumer goods . .
using above-the-line media ~"" : _ b '

« Conceptualising, developing and writing persuasive copy for fast moving consumer goods
using alternative media, below-the-line and the internet : :

« Evaluating the impact/effectiveness of the persuasive copy

LEARNING ASSUMED TO BE IN PLACE:

L L A

o Leamers accessing this qualification will have demonstrated competence agés';hst “the
standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent

SPECIFIC QUTCOMES AND ASSESSMENT CRITERIA:
Specific Outcome 1: Describe the fast moving consumer goods industry
Assessment Criteria

141  The fast moving consumer goods industry is described using correct terminology and
description is in line with industry norms and practices
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Specific Outcome 2: Conceptualise, develop and write persuasive copy for fast
moving consumer goods using above-the-line-media

Assessment Criteria

2.1 Persuasive copy for fast moving consumer goods using outdoor media is conceptualised

and written in the required format

‘2.2 Persuasive copy for fast moving consumer goods using television / cinema is

conceptualised and written in the required format -

2.3  Persuasive copy for fast moving consumer goods using radio conceptualised and '_written

in the required format _

24  Persuasive copy for fast moving consumer goods using newspapers is conceptualised and

written in the required format

2.5  Persuasive copy for fast moving consumer goods ﬁsing magazines is conceptualised and

written in the required format '

2.6  Persuasive copy for fast moving consumer goods using editorials / advertorials is

conceptualised and written in the required format | '

Specific Outcome 3: -Conceptualise, develop and write persuasive copy for fast
moving consumer goods using alternative media, below-the-
line and the internet

Assessment Criteria

. 3.1 . Persuasive .c_opy' 'for'_ fast moving ooﬁsumer goods using alternative media is
o conceptualised and developed in the required format

3.2  Persuasive copy for fast moving consumer goods using labels and packages is

conceptualised and developed in the required format -_

83 Brand names are conceptualised and developed for fast moving consumer goods in the

required format '

3.4  Persuasive copy for fast moving consumer goods using below-the-line media is

S -conoeptualis’ed.'and developed in the required format

35 Persuasive copy for fast moving consumer goods using the internet and web pages is

‘conceptualised and developed in the required format
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1.

12.

13.

Specific Outcome 4: ~ Evaluate the impact/effectiveness of the persuasive copy
Assessment Criteria

4.1  The persuasive copy is evaluated for impact/effectiveness against required objectives
42 Corrective action is implemented to meet objectives in line with company standard
operating procedures

e e o o o TR e . TR L e e i T TR A%

ACCREDITATION AND MODERATION:

o An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

e Anyone assessing a leamner against this unit standard must be registered as an assessor with
the relevant ETQA = ' : =

» Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

« Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

e Above-the-ine media will include outdoor media, television, cinema, radio, newspapers and
magazines o

o Below-the-line media will include brochures, flyers, direct mail, annual reports and point of
sale material _ :

e Campaign will include any item in above-the-line media, below-the-line, alternative, internet

brands or packaging

NOTES:

. EMBEDDED KNOWLEDGE:

« An understanding of the processes for developing fast moving consumer goods



500 No. 26928 GOVERNMENT GAZETTE, 2 NOVEMBER 2004

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES :

" The ability to:

processes are inline with client and organisational requirements
Communicate effectively with all stakeholders when managing the development of a.campaign -
around a single concept ' ;e

Understand the world as a-set of related systems where ongoing campaign development

Collect, analyse, organise and critically evaluate information so that ca;_nbaign development

processes selected and used lead to the overali success of the campaign o :
Organise oneself and one's activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

Work effectively with others to ensure campaign development processes run smoothly -

Identify and solve problems pertaining to the development of persuasive copy. - . :
In order to contribute to the full personal development of each leamner and the social and
economic development of society at large, it must be the intention underlying any programme of
learning to make an individual aware of the importance of: being culturally and aesthetically

_sensitive across' a range of social contexts. when developing persuasive copy. so that it is
acceptable to a range of people with varying culiural backgrounds - : :
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TITLE: Develop and implement the marketing and advertising creative process

AW N

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NOF: 6

CREDITS: - _ 18 .

FIELD: e -~ Business; Commerce and Management Studies:
Sub Field: Marketing ' '

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to describe the creative processes in
marketing and advertising. Learners are also able to develop the communications concept,
implement it and monitor it against objectives

The qualifying learners are capable of:

« Describing marketing and advertising creative processes
« Developing the marketing communications concept

+ Implementing creative process

LEARNING ASSUMED TO BE IN PLACE:

» Learners accessing this qualification will have demonstrated competency against the
standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CR 1A:

Specific Outcome 1: ~ Describing marketing and advertising creative processes

Assessment Criteria B _ _ _ _

1.1 Marketing and advertising creative processes are described in line with industry best
practice

1.2 Marketing and advertising creative processes are described in line with company creative
process procedures
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1".

Specific Outcome 2: Develop the marketing communications concept

.A_ssessment Criteria
24" -Créaﬁve brief is interpreted and objectives identified as per the brief
22 Creative concept is developed in required format and time frame
2.3 Message_pla’fforrn is evaluated and selected to meet requirements of brief
24 At direction, _design_ and copy are created using available resources and in line with
o cdm_péh'y standards and practices |
25 .Pre-t_esting of creative concepts is initiated and conipleted in required format and time -
frame
26  The creative concept is crafted using available resources and within required format
Specific Outcome 3: Implement creative process
Assessment Criteria | | _
3.1 Creative concept is approved by authorised individuals in required format
3.2  Production is planned and scha&luledl in line with project Iplan and objectives .
3.3°  Supplier relationships are established in accordance with company standards and
procedures '
3.4  Production schedules are implemented in required time frame
3.5  Key phases of production are quality checked in accordance with project plan. and
 objectives | |
3.'6. Finalised creative work is 'inspec':ted, approved and implemented in required format and

time frame

ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor with
the relevant ETQA

Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

Moderation of assessment will be conducted by the relevant ETQA at its discretion
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12. RANGE STATEMENT:

« All forms of marketing communications include but are not Iimited to advertising, direct
marketing and relationship marketing, sales promotions, public relat:ons and alternatwe
strategies

» Media includes but is not limited to; all e!ectronic print, outdoor, digital medla. e media and
direct media

+ - Primary purpose in marketing communications includes but is not limited to; promoting image;
providing information; creating, increasing and stabilising' demand; differentiating product
features and benefits; providing competitive differentiation; lead generation customer

- retention, motivating staff

13.  NOTES:

« EMBEDDED KNOWLEDGE:

» An understanding of methods and techniques for designing print, radio, televlsnon (TV) and
cinema marketing communications. \
An understanding of methods and techniques for interpreting creative briefs.
Knowledge of the industry, the product and the industry role players
Range: This knowledge will apply to the particular economic sector in which the learner is
- learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

s - Collect, evaluate, organise and critically evaluate information so that advertisemant meets
- specifications
e Communicate and effectively present final copy to clients
Organise oneself and one's activities so that alternative creative processes exist in the event
of current process being rejected
Work effectively with others when developing the creative process :
Identify and solve problems pertaining to writing marketing commumcatlons and copy
e In order to contribute to the full personal development of each learner and the social and
" economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally sensitive across
a range of social contexts when developing marketing communications so that these are
" appropriate and acceptable to a range of consumers with varying incomes, buylng needs and
cultural backgrounds
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CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

» Organise and manage one's self and one's activities responsibly and effectively to enhance
understanding of copy and copywriting ; o '

e Collect, analyse, organise and critically evaluate information pertaining to the copy and
copywriting

» Demonstrate an understanding of the world as a set of related systems by recognising how
creativity impacts on the final copywriting produced

¢ In order to contribute to the full personal development of each leamer and the social and
economic development of society at large, it must be the intention underlying any programme of
leaming to make an individual aware of the importance of being culturally and aesthetically
sensitive across a range of social contexts when writing copy :
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TITLE: Manage a communications project .

U

10.

UNIT STANDARD NUMBER:

' LEVEL ONTHE NQF: 6

‘CREDITS: =+ - 10 _ g ey . . .
FELWD: - .. Business, Commerce and Management Studies

Sub Field: Marketing

" ISSUE DATE:

REVIEW DATE:
PURPOSE:

Learners credited with this unit standard will be able to identify and select the best communication
method and format for a communications project. Learners will be able to implement and
management the communications project and identify areas that need improvement and take the
necessary action towards meeting the project objectives

The qualifying learners are capable of:

¢ Identifying, evaluating and selecting the communications methods and format
» Implementing the communications project

s Managing the communications project _

» Reviewing the communications project effectiveness

LEARNING ASSUMED TO BE IN PLACE:

e Learners accessing this qualification will have demonstrated competence against the
standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Identify, evaluate and select the communications
methods and format

Assessment Criteria

1.1 Objectives are defined in relation to the communication purpose and level and
communications situation.

1.2 The target audience is identified and communication methods are e\faluated and selected
for their suitability for the communication situation.

1.3 The format for the specific communication is analysed and approved o meet the intended
communications objectives. ' : o
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Specific Outcome 2: Implement the communications project
. - Assessment Criteria
S 24 '\ Cofnﬁ‘nuniﬁtion projects are implemented on time, within budget, work and resource

allocation and to the required quality and satisfaction of the customer and the organisation

Specific Outcome 3: ~ Manage the communications project

Assessrnenlt Criteria |

3.1 Communication projects are completed on time, within budget, work- and resource
... aliocation and fo the required quality and satisfaction of the customer and the organisation
3.2 -Communications project is reviewed at determined intervals against plan, and contingency
actions are implemented to realign plan when current project status differs from project
p!én ' :
. 3.3 The status of the communications project is current, with parties affected by the
implementation or outcomes of the project being kept informed of progress at appropriate
intervals ' s
34  Communications project team members are authorised, and have required resources to
complete project plan |
- 35 Documentation relating to directing the communications project is complete, concise, and
in the required format and location '
Specific Outcome 4: Review the communications project effectiveness.
Assessment Criteria
4.1 Actual communications project dutoomes are evaluated, reviewed for achievement, and
. ' compai‘ed against current work plan, objectives and resources, with variances against
* plan being identified :
4.2  ldentified variances against plan are recorded, and reasons for discrepancy are found and
analysed and submitted in the required format s
43 Identified strengths and weaknesses in the communications projects or communications
project plan and suggestions for their improvements are disseminated to the appropriate
individuals ' ' o
44 Oonimunicatlons project report and review records are complete, concise, and in the

required format and location



© STAATSKOERANT, 2 NOVEMBER 2004 - No. 26928 507

11. ACCREDITATION AND MODERATION:

* An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

e Anyone assessing a learner against thls unit: standard must be reglstered as.an assessor with
the relevant ETQA

« Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

« Moderation of assessment will be conducted by the relevant ETQA at its discretion -

12. RANGE STATEMENT:

o Forms of marketing communications include but are not limited to; advertising, direct
marketing and relationship marketing, sponsorship, event marketing, sales promotions, public
relations and alternative strategies

e Standard applies to marketing management, customer management, marketing
communications and marketing research

e Media will includes but is not limited to all electronic, print, outdoor dlgital media, e media
and direct media :

13. NOTES:
» EMBEDDED KNOWLEDGE: -

s Knowledge of methods and techniques for managing communications projects

s Knowledge of various types of target audience and best methods and prooesses for reaching
them

s Anunderstanding of methods and techniques for dealing w:th and managmg paople

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

o Collect, evaluate, organise and critically evaluate information to enable accurate decisions to
be made regarding communications methods, format and target audience -

» Communicate effectively with project team to encourage implementation and for monitoring
purposes

*  Work effectively with others in the managing of the communications project to assist with its
successful implementation

e |dentify and solve problems pertaining to the selection and implementation of the
communications project

e In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally sensitive across
a range of social contexts so that the communication processes and formats chosen will be
acceptable to a range of individuals with varying cultural backgrounds :

¢ Use science and technology in the implementation of the communications project
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1. TITLE: o G Develop éa‘r'n_pai'gn, media and creative strategies
2. UNIT STANDARD NUMBER:
3. LEVEL ON THE NQF: 6
4. CREDITS: - 10
5. . FIELD: _ Business, Commerce and Management Studies
Sub Field: " Marketing
6. ISSUE DATE:
7. REVIEW DATE:
8. PURPOSE:
Learners credited with this unit standard will be able to develop and -implement a marketing
communication strategy, they will also be able to monitor and review the campaigns progress as
well as evaluate the effectiveness of the campaign against the original objective
The qga!lfylng_ learners are capable of:
¢ Developing marketing communications objectives and strategiés
» Implementing marketing communications objectives and strategies
+ Monitoring and reviewing marketing communications campaign
+ Evaluating the effectiveness of the strategy
9.  LEARNING ASSUMED TO BE INPLACE;
o+ Learners accessing this qua!‘rﬁc.ation will have demonstrated competence against the
standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent
10.  SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:
Specific Qutcome 1: Develop markétlng communications objectives
and strate_giag__‘
Assessment Criteria '

11 Environmental analysis is conducted in required format and timeframe

1.2  Marketing communications brief is prepafed and interpreted within time frame

1.3 Marketing communications objectives are developed, evaluated and defined in line with
original strategy - :

1.4  Target audiences are identified using set company standards and procedures

1.5 | Competitive strataQias are evaluated and best strategy is determined based on objective

16  Marketing communications - objectives and strategies are formulated in line with the
marketing objective '
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i Marketmg oommunicatnons budgets are establlshed and confirmed following set company
standards and procedures :
1.8  Creative and media briefs are prepared in the requured format wnth agreed time frames

Specific Outcome 2: Implement marketlnﬁ communications ebj'ecti\ies and
strategies - . ;

Assessment Criteria ~ ~ '

2.1 Marketing communications campaign is implemented within agreed time frame

22  Pre-testing is conducted in required format and timeframe

23  Quotes to implement the marketing communications campaign are obtalned in line with
company standards and quotation procedures ’

24. . Marketing communications materials are produced in required format

25 Media is bought to match strategy within budget constraints "~ *

Specific Outcome 3: Monitor and review marketing communications campaign
Assessment Criteria ' |

3.1  Marketing communications carnpalgn is rnonitored at pre-determ:ned intervals in required
format

3.2  Campaign outcomes are evaluated, reviewed for achievement and oompared against

, current plan, objectives and resources .

3.3 ' |dentified variances'are recorded and reasons for discrepancy found and analysed
according to agreed company!customer standards and prooedures

3.4  Marketing communications campaign strengths and weaknesses are d!ssemmated to the
appropriate individuals ' '

3.5  Marketing communications campalgn report is completed ina ooncise manner and in the
required format

3.6  Opportunities to improve the market:ng oommurucatlons campaign are ident:ﬁed and

initiated following company policies and procedures
Specific Outcome 4: EvaIuafe the effectiveness of the campaign

Assessment Criteria -

41  The campaign is evalueted for impa_t_;tfeff_ecﬁy_eness against required objectives
4.2  Corrective action is implemented to meet objectives in line with company standard
operating procedures
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1. 'ACCREDITA'I'ION AND MODERATION:

&

An individual wlshlng to be assessed (lncluding through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor with
the relevant ETQA

Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

L

All forms of marketing communication include but are not limited to; advertising, direct
marketing, relationship marketing, sponsorship and event marketing, sales promotions, public
relations and alternative sirategies

Media will include; all electronic, print, outdoor, digital media, e media and direct media
Primary purpose in marketing communications include but is not limited to; promoting image;
providing information; creating, increasing and stabilising demand; differentiating product
features and benefits; providing competitive differentiation; lead generation; customer
retention, motivating staff '

13. NOTES:

« EMBEDDED KNOWLEDGE:

An understanding of principles, methods and techniques for developing marketing
communications campaigns

Knowledge of the methods and techniques required to develop and craft marketing .
communications strategies

An understanding of the industry, the product and the industry role players

Range: This knowledge will apply to the particular economic sector in which the learner is
learning. Moderation of this aspect will therefore need to be carried out by the relevant
Educational and Training Quality Assurance Body (ETQA)

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Collect, organise and critically evaluate information to ensure campaign direction is accurate
and inline with organisational strategy

Communicate effectively when presenting clients with the marketing communications
campaign proposal

Organise oneself and one’s activities so that alternative plans, objectives and strategies exist
in the event of current ones being rejected, failing or there being insufficient resources
available to implement the plans, objectives or strategies

Identify and solve problems pertaining to the development of strategies

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally sensitive across
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a range of social contexts when developlng campaign, media and creative strategles so that
these are appropriate and acceptable to a range of consumers with varying incomes, buying
needs and cultural backgrounds
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1. TITLE: Develop and write persuasive cép_y-for the services industry
2. UNIT STANDARD NUMBER:
3. LEVEL ON THE NQF: 5
4, CREDITS: 10
5. FIELD: Business, Commerce and Management Studies
Sub Field: Marketing
-ISSUE DATE:
7. ,REVIEW DATE:
8. PURPOSE:

Learners credited with this unit standard will be able to describe the industry the persuasive copy
is being developed for, conceptualse, develop and write the copy for both above and below the
line media within the service industry. Learners are also able to evaluate the impact and
effectiveness of the persuasive copy and take corrective action where necessary to meet the
original objectives

The qualifying learners are capable of:

Describing the services industry

¢ Conceptualising, developing and writing persuasive copy for the services industry using above-
the-line media

¢ Conceptualising, developing and writing persuasive copy for the services industry using
alternative media, below-the-line and the internet

° Evaluatlng the impact/effectiveness of the persuaswe copy

9. P'LEJ'-\RI%III'%IG ASSUMED TO BE IN PLACE:

« Learners accessing this qualification ‘will have demonstrated competence against the
. standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent

10. SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Describe the service industry
Assessment Criteria

1.1 Service industry is described using correct terminology and description is in line. with
industry norms and practices

26928—16
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Specific Outcome 2: Conceptualise, develop and write persuasive copy for
the services industry using above-the-line media
'Assessrnent Criteria
2.1  Persuasive copy for the services industry using outdoor media is conceptualised and
' written in required format _
2.2  Persuasive copy for the services industry using television / cinema is conceptualised and
written in required format -
23 Persuasive copy for the services industry using radio conceptualised and written in
required format _ '
2.4  Persuasive copy for the services industry using newspapers is conceptualised and written
in required format
25 Persuasive copy for the services industry using magazines is conceptualised and written in
required format | . _
2.6 Persuasive copy for the services industry using editorials / advertorials is conceptualised
and written in required format '

Specific Outcome 3 ' Conceptualise, develop and write persuasive copy for the
services industry using alternative media, below-the-line and
the internet

Assessment Criteria

3.1  Persuasive copy for the services industry using alternative media is conceptualised and
developed in the required format | -

3.2 Brand names are conceptualised and developed for the services industry in line with
company standards and in the required format

3.3 Persuasive copy for the services industry using below-the-line media is conceptualised
and developed in the required format

34 Persuasive copy for the services industry using the intemet and web pages is

conceptualised and developed in the required format '

Specific Outcome 4: Evaluate the impact/effectiveness of the persuasive copy
Assessment Criteria

4.1 The persuasive copy is evaluated for impact/effectiveness against required objectives
4.2  Corrective action is implemenied to meet objectives in line with company standard
operating procedures

03-195840—17 26928 —17
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11.  ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor with
the relevant ETQA

Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

Above-the-line media will include outdoor media, television, cinema, radio, newspapers and
magazines :

Below-the-line media will inciude brochures, flyers, direct mail, annual reports and point of
sale material

Campaign will include any item in above-the-line media, below-the-line, alternative, internet,
brands and packaging

13.  NOTES:

« EMBEDDED KNOWLEDGE:

An understanding of the processes for developing the services industry

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Collect, analyse, organise and critically evaluate information so that campaign development
processes are inline with client and organisational requirements

Communicate effectively with all stakeholders when managing the development of a
campaign around a single concept

Understand the world as a set of related systems where ongoing campaign development
processes selected and used lead to the overall success of the campaign

Organise oneself and one's activities so that alternative strategies exist in the event of current
sirategies being rejected or failing and there are insufficient resources availabie

Work effectively with others to ensure campaign development processes run smoothly
identify and solve problems pertaining to the development of persuasive copy

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally and aesthetically
sensitive across a range of social contexts when developing persuasive copy so that it is
acceptable to a range of people with varying cultural backgrounds
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TITLE: Develop and write persuésive copy for corporate clients |

oA W

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 5

CREDITS: 3

FIELD:. ' Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to describe the industry the persuasive copy
is being developed for, conceptualse, develop and write the copy for both above and below the
line media within the corporate industry. Learners are also able to evaluate the impact and
effectiveness of the persuasive copy and take corrective action where necessary to meet the
original objectives :

The qualifying learners are capable of:

¢ Describing the corporate industry

« - Conceptualising, developing and writing persuasive copy for corporate clients using above-
the-line media _

e Conceptualising, developing and writing persuasive copy for corporate clients using
alternative media, below-the-line and the internet

« Evaluating the impact/effectiveness of the persuasive copy

LEARNING ASSUMED TO BE IN PLACE:

+ Learners accessing this qualification will have demonstrated competence against the
 standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:
Specific Outcome 1: Describe the corporate industry
Assessment Criteria

1.1 The corporate industry is described using correct terminology and description is in line with
industry norms and practices
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Specific Outcome 2: Conceptualise, develop and write persuasive copy for

corporate clients using above-the-line media

Assessment Criteria

21 Persuasive copy for corporate clients using outdoor media is conceptualised and written in
the required format

2.2  Persuasive copy for corporate clients using television / cinema is conceptualised and
written in the required format '

2.3  Persuasive copy for corporate clients using radio conceptualised and written in the
required format

2.4  Persuasive copy for corporate clients using newspapers is conceptualised and written in
the required format '

2.5  Persuasive copy for corporate clients using magazines is conceptualised and written in the
required format

26  Persuasive copy for corporate clients using editorials / advertorials is conceptualised and
written in the required format ' '

Specific Outcome 3: Conceptualise, develop and write persuasive copy for

corporate clients using alternative media, below-the-line and
the internet

Assessment Criteria

3.1

3.2

3.3

34

3.5

Persuasivg copy for corporate clients using alternative media is conceptualised and
developed in the required format |

Persuasive copy for corporate clients using labels and packages is conceptualised and
developed in the required format

Brand names are conceptualised and developed for corporate clients in the required
format

Persuasive copy for corporate clients using below-the-line media is conceptualised and
developed in the required format '
Persuasive copy for corporate clients using the internet and web pages is conceptualised
and developed in the req ui‘red format
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1.

12,

13.

Specific Outcome 4: Evaluate the impact/effectiveness of the persuasive copy
Assessment Criteria

41  The persuasive copy is evaluated for impact/effectiveness against required objectives
42 Corrective action is implemented to meet objectives in fine with company standard
operating procedures ' '

ACCREDITATION AND MODERATION:

» An individual wishing to be assessed (including through RPL) against this unit standard may
‘apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA - '

 Anyone assessing a learner against this unit standard must be registered as an assessor with
the relevant ETQA '

 Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

» Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

e Above-thedine media will include outdoor media, television, cinema, radio, newspapers and
magazines .

» Below-the-line media will include brochures, fiyers, direct mail, annual reports and point of
sale material : '

o Campaign will include any item in above-the-line media, below-the-line, alternative, internet
brands and packaging

NOTES:
» EMBEDDED KNOWLEDGE:

e An all rounded understanding of the processes for developing corporate clients
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CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Collect, analyse, organise and critically evaluate information so that campaign development
processes are in line with client and organisational requirements .

Communicate effectively with all stakeholders when managing the development of a campaign
around a single concept ' .
Understand the world as a set of related systems where ongoing campaign development
processes selected and used lead to the overall success of the campaign

Organise oneself and one's activities so that altemative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available '

Work effectively with others to ensure campaign development processes run smoothly

Identify and solve problems pertaining to the development of persuasive copy

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme of
learning to make an individual aware of the importance of: being culturally and aesthetically

. sensitive across a range of social contexts when developing persuasive copy so that it is

acceptable to a range of people with varying cultural backgrounds
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TITLE: Develop and write persuasive copy for retail and wholesale clients

L

o

10.

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 5

CREDITS: _ ; 4

FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to describe the industry the persuasive copy
is being developed for, conceptualse, develop and write the copy for both above and below the
line media within the retail and wholesale industry. Learners are also able to evaluate the impact
and effectiveness of the persuasive copy and take corrective action where necessary to meet the
original objectives :

The qualifying learners are capable of:

Describing the retail and wholesale industry
Conceptualising, developing and writing persuasive copy for retail and wholesale using
above-the-line media

» Conceptualising, developing and writing persuasive copy for retail and wholesale using
alternative media, below-the-line and the internet

¢ Evaluating the impact/effectiveness of the persuasive copy

LEARNING ASSUMED TO BE IN PLACE:

o Learners accessing this qualification will have demonstrated competence agains{ the
standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:
Specific Outcome 1: Describe the retail and wholesale industry
Assessment Criteria

1.1 The retail and wholesale industry is described using correct terminology and description is
in line with industry norms and practices
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Specific Outcome 2: Conceptualise, develop and write persuasive copy for

retail and wholesale using above-the-line media

Assessment Criteria

21  Persuasive copy for retail and wholesale using outdoor media is conceptualised and
written in the required format

2.2  Persuasive copy for retail and wholesale using television / cinema is conceptualised and
written in the required format ‘

2.3  Persuasive copy for retail and wholesale using radio conceptualised and written in the

. required format ' ‘

24  Persuasive copy for retail and wholesale using newspapers is conceptualised and written
in the required format '

25  Persuasive copy for retail and wholesale using magazines is conceptualised and written in
the required format _ '

2.6  Persuasive copy for retail and wholesale using editorials /' advértoriais is conceptualised
and written in the required format

Specific Outcome 3: Conceptualise, develop and write persuasive copy for retail

and wholesale using aiternative media, below-the-line and the
internet

Assessment Criteria

3.1

3.2

3.3

3.4

35

Persuasive copy for retail and wholesale using alternative media is conceptualised and
developed in the required format

Persuasive copy for retail and wholesale using labels and packages is conceptualised and
developed in the required format '

Brand names are conceptualised and developed for retail and wholesale in the required
format

Persuasive copy for retail and wholesale using below-the-line media is conceptualised and
developed in the required format :

Persuasive copy for retail and wholesale using the internet and web pages is
conceptualised and developed in the required format
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1.

12

13.

Specific Outcome 4. _ Evaluate the impact/effectiveness of the persuasive copy
Assessment Criteria

4.1 The persuasive copy is evaluated for impact/effectiveness against required objectives
42 Corrective action is implemented to meet objectives ‘in line with company standard
operating procedures

ACCREDITATION AND MODERATION:

 An individual wishing to be assessed (including through RPL) against this unit standard may
apply fo an assessment agency, assessor or provider institution accredited by the relevant
ETQA .

« Anyone assessing a learner against this unit standard must be registered as an assessor with

. the relevant ETQA

» Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

« Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

e Above-the-line-media will include- outdoor media, television, cinema, radio, newspapers and
magazines - : :

o Below-the-line media will include brochures, flyers, direct mail, annual reports and point of
sale material :

o Campaign will include any item in above-the-line media, below-the-line, altemative, internet
brands and packaging

NOTES:

'EMBEDDED KNOWLEDGE:

» An understanding of the processes for developing retail and wholesale
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CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
e ey L AND VEVELUPMENTAL OUTCOMES

The ability to:

Collect, analyse, organise and critically evaluate information so that campaign development
processes are inline with client and organisational requirements

Communicate effectively with all stakeholders when managing the development of a
campaign around a single concept : '
Understand the world as a set of related systems where ongoing campaign development
processes selected and used lead to the overall success of the campaign

Organise oneself and one’s activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

» . Work effectively with others to ensure campaign development processes run smoothly

Identify and solve problems pertaining to the development of persuasive copy

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally and aesthetically
sensitive across a range of social contexts when developing persuasive copy so that it is
acceptable to a range of people with varying cultural backgrounds
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TITLE: Develop and write persuasive copy for business to business clients

LU A

UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 5

CREDITS: 6

FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to describe the industry the persuasive copy
is being developed for, conceptualse, develop and write the copy for both above and below the
line media within the business to business industry. Learners are also able to evaluate the impact
and effectiveness of the persuasive copy and take corrective action where necessary to meet the
original objectives

The qualifying leamers are capable of:

Describing the business to business industry

Conceptualising, developing and writing persuasive copy for business to business using above-
the-line media

Conceptualising, developing and writing persuasive copy for business to business using
alternative media, below-the-line and the internet

Evaluating the impact/effectiveness of the persuasive copy

LEARNING ASSUMED TO BE IN PLACE:

o Learners accessing this qualification will have demonstrated competence against the
standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific OQutcome 1: Describe the business to business industry

Assessment Criteria
1.1  The business to business industry is described using correct terminology and description
is in line with industry norms and practices
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Specific Outcome 2: - Conceptualise, develop and write persuasive copy for

business to business using above-the-line media

Asse'ssment Criteria

2.1 Persuasive copy for business fo business using outdoor media is conoeptualused and
written in the required format
| 2.2 Persuasive copy for business to business using television / cinema is conoeptuahsed and
' written in the required format
2.3  Persuasive copy for business to business using radio conceptualised and written in the
required format “
24  Persuasive copy for business to business using newspapers is conceptualised and written
in the required format
25  Persuasive copy for buslness to business using magazmes is conceptualised and written
~in the required format :
26  Persuasive copy for business to business using editorials / advertonals is conceptualised
and written in the required format
Specific Outcome 3: Conceptualise, develop and write persuasive copy for business
to business using alternative media, below-the-ﬂne and the
internet
Assessment Criteria
3.1 Persuasive copy for business to business using alternatwe media is conceptualised and
developed in the required format
8.2  Persuasive copy for business to business using labels and packages is conceptualised
_ and developed in the required format
3.3 Brand names are conceptualised and developed for business to business in the required
format
34  Persuasive copy for business to business using below-the-line media is conceptualised
and developed in the required format _
3.5 Persuasive copy for business to business using the internet - and web pages is

conceptualised and developed in the required format
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11.

12.

13.

4.2

Specific Outcome 4: Evaluate the impact/effectiveness of the persuasive copy
Assessment Criteria
41 The persuésive copy is evaluated for impact/effectiveness against required objectives

Corrective action is implemented fo meet objectives in line with company standard
operating procedures

ACCREDITATION AND MODERATION:

An individua! wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

Anyone assessing a learner against this unit standard must be registered as an assessor with
the relevant ETQA

Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

Above-the-line media will include outdoor media, television, cinema, radio, newspapers and
magazines '

Below-the-line media will include brochures, fyers, direct mail, annual reports and point of
sale material

Campaign will include any item in above-the-line media, below-the-line, alternative, internet
brands and packaging

NOTES:

EMBEDDED KNOWLEDGE:

An understanding of the processes for developing business to business
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CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Collect, analyse, organise and critically evaluate information so that campaign development
processes are inline with client and organisational requirements

Communicate effectively with all stakeholders when managing the development of a
campaign around a single concept _ )

Understand the world as a set of related systems where ongoing campaign development
processes selected and used lead to the overall success of the campaign

Organise oneself and one’s activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

Work effectively with others to ensure campaign development processes run smoothly
Identify and solve problems pertaining to the development of persuasive copy

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally and aesthetically
sensitive across a range of social contexts when developing persuasive copy so that it is
acceptable to a range of people with varying cultural backgrounds
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TITLE: Develop and write persuasive copy for social causes

;oD

10.

'UNIT STANDARD NUMBER:

LEVEL ON THE NQF: 5

CREDITS: 3

FIELD: Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to describe the industry the persuasive copy
is being developed for, conceptualse, develop and write the copy for both above and below the
line media for social causes. Learners are also able to evaluate the impact and effectiveness of
the persuasive copy and take corrective action where necessary to meet the original objectives

The qualifying learners are capable of:

Describing the requirements for persuasive copy for social causes

s Conceptualising, developing and writing persuasive copy for social causes using above-the-
line media '

o Conceptualising, developing and writing persuasive copy for social causes using alternative
media, below-the-line and the internet :

« Evaluating the impact/effectiveness of the persuasive copy

LEARNING ASSUMED TO BE IN PLACE:

« Learners accessing this qualification will have demonsirated competence against the
standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Describe the requirements for persuasive copy for social
causes
Assessment Criteria
1.1  The social requirements are described using correct terminology and description is in line
with industry norms and practices ’
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Specific Outcome 2: Conceptualise, develop and write persuasive copy for
social causes using above-the-line media
Assessment Criteria
2.1 Persuasive copy for social causes using outdoor media is ooncepiualised and written in
 the required format

2.2 Persuasive copy for social causes using television / cinema is conceptualised and written
in the required format

2.3 Persuasive copy for social causes using radio conceptualised and written in the required
format '

24  Persuasive copy for social causes using newspapers is conceptualised and written in the
required format

25  Persuasive copy for social causes using magazines is conceptualised and written in the

' required format -

26  Persuasive copy for social causes using editorials / advertorials is conceptualised and

written in the required format '

Specific Outcome 3: - Conceptualise, develop and write persuasive copy for social
causes using alternative media, below-the-line and the internet

Assessment Criteria

3.1 Persuasive copy for social causes using alternative media is conceptualised and
developed in the required format

3.2  Persuasive copy for social causes using below-the-line media is conoeptuaiised and
developed in the required format

8.3  Persuasive copy for social causes using the internet and web pages is conceptualised and
developed in the required format

Specific Outcome 4: Evaluate the impact/effectiveness of the pefsuaslve copy
Assessment Criteria

41 The persuasive copy is evaluated for impact/effectiveness against required objectives
42  Corrective action is implemented to meet objectives in line with company standard
_operating procedures '
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11. ACCREDITATION AND MODERATION:

+ An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA

e Anyone assessing a learner against this unit standard must be registered as an assessor wnth
the relevant ETQA

« Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

¢ Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

¢ Above-the-line media will include outdoor media, television, cinema, radio, newspapers and
magazines

¢ Below-the-line media will include brochures, flyers, direct mail, annuai reports and point of
sale material

e Campaign will include any item in above-the-iine media, below-the-line, alternative or internet

13. NOTES:

« EMBEDDED KNOWLEDGE:

¢ An understanding of the processes for developing social causes.

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES
The ability to:

e Collect, analyse, organise and critically evaluate information so that campaign development
processes are inline with client and organisational requirements

o Communicate effectively with all stakeholders when managing the develcapment of a
campaign around a single concept

¢ Understand the world as a set of related systems where ongoing campaign development
processes selected and used lead to the overall success of the campaign

= Organise oneselif and one’s activities so that alternative strategies exist in the event of cun‘ent
strategies being rejected or failing and there are insufficient resources available
Work effectively with others to ensure campaign development processes run smoothly
Identify and solve problems pertaining to the development of persuasive copy

e In order to contribute to the full personal development of each leamer and the social and
economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally and aesthetically
sensitive across a range of social contexts when developing persuasive copy so that it is
acceptable to a range of people with varying cultural backgrounds
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1. TITLE: Develop and write persuasive copy for political issues / parties
2, UNIT STANDARD NUMBER:
3. LEVEL ON THE NQF: 5
4. CREDITS: 3
5. FIELD: Business, Commerce and Management Studies
Sub Field: Marketing
6. ISSUE DATE:
7. REVIEW DATE:
8. PURPOSE:
Learners credited with this unit standard will be able to describe the industry the persuasive copy
is being developed for, conceptualse, develop and write the copy for both above and below the
line media for political issues/parties. Learners are also able to evaluate the impact and
effectiveness of the persuasive copy and take corrective action where necessary to meet the
original objectives
The qualifying learners are capable of: .
¢ Describing the requirements for political issues and parties
+ Conceptualising, developing and writing persuasive copy for political issues / parties using
above-the-line media
e Conceptualising, developing and writing persuasive copy for political issues / parties using
alternative media, below-the-line and the internet
¢ Evaluating the impact/effectiveness of the persuasive copy
9. LEARNING ASSUMED TO BE IN PLACE:
o learners accessing this qualification will have demonstrated competence against the
standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent
10.  SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Describe the requirements for political issues and parties

Assessment Criteria
1.1 The political requirements are described using correct terminology and description is in

line with industry norms and practices
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Specific Outcome 2: Conceptualise, develop and write pérsuasive copy for
political issues / parties using above-the-line media

Assessment Criteria :

21  Persuasive copy for political issues / parties using outdoor media is bondéptualised and
written in required format '

2.2  Persuasive copy for political issues / parties using television / cinema is conceptualised
and written in required format

2.3  Persuasive copy for political issues / parties using radio conceptualised and written in
required format '

2.4  Persuasive copy for political issues / parties using newspapers is 6onoeptualised and
written in required format

2.5 Persuasive copy for political issues / parties using magazines is conceptualised and
written in required format B

2.6  Persuasive copy for political issues / parties using editorials / advertorials is
conceptualised and written in required format '

Specific Outcome 3: Conceptualise, develop and write persuasive copy for political

issues / parties using alternative media, below-the-line and the
internet

" Assessment Criteria

3.1 Persuasive copy for political issues / parties using alternative media is conceptualised and
developed in required format
3.2° Persuasive copy for political issues / parties using below-the-line media is conceptualised
and developed in required format ,
3.3  Persuasive copy for political issues / parties using the internet and web pages is
conceptualised and developed in required format

Specific Outcome 4: . Evaluate the impact/effectiveness of the persuasive copy
Assessment Criteria -

4.1  The persuasive copy is evaluated for impact/effectiveness against req_uiréd objectives
4.2  Corrective action is implemented to meet objectives in line with company standard
operating procedures
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11. = ACCREDITATION AND MODERATION:

An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA ; wom

Anyone assessing a leamner against this unit standard must be registered as an assessor with
the relevant ETQA

- Any institution offering learning that will enable achievement of this unit standard or assessing

this unit standard-must be accredited as a provider with the relevant ETQA
Moderation of assessment will be conducted by the relevant ETQA at its discretion

~12.  RANGE STATEMENT:

Above-the-line media will include outdoor media, television, d‘hema, radio, neWspaperé and
magazines, brands and packaging _
Below-the-line media will include brochures, flyers, direct mail, annual reports and point of

- sale material

Campaign will include any item in above-the-line media, below-the-line, alternative or internet

13. NOTES:

» EMBEDDED KNOWLEDGE:

An understanding of the processes for developing political issues / parties

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

Collect, analyse, organise and critically evaluate information so that campaign development
processes are inline with client and organisational requirements

Communicate effectively with all stakeholders when managing the development of 2
campaign around a single concept

Understand the world as a set of related systems where ongoing campaign development
processes selected and used lead to the overall success of the campaign

Organise oneself and one's activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

Work effectively with others to ensure campaign development processes run smoathly
Identify and solve problems pertaining to the development of persuasive copy

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally and aesthetically
sensitive across a range of social contexts when developing persuasive copy so that it is
acceptable to a range of people with varying cultural backgrounds
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TITLE: Develop and write persuasive copy for pharmaceutical industry

LI

10.

UNIT STANDARD NUMBER;

LEVEL ON THE NQF: 5

CREDITS: B

FIELD: : Business, Commerce and Management Studies
Sub Field: Marketing

ISSUE DATE:

REVIEW DATE:

PURPOSE:

Learners credited with this unit standard will be able to describe the industry the persuasive copy
is being developed for, conceptualse, develop and write the copy for both above and below the
line media within the pharmaceutical industry. Learners are also able to evaluate the impact and
effectiveness of the persuasive copy and take corrective action where necessary to meet the
original objectives :

The qualifying learners are capable of:

Describing the pharmaceutical industry

Conceptualising, developing and writing persuasive copy for pharmaceutical industry using
above-the-line media .

Conceptualising, developing and writing persuasive copy for pharmaceutical industry using
alternative media, below-the-line and the internet

Evaluating the impact/effectiveness of the persuasive copy

LEARNING ASSUMED TO BE IN PLACE:

e Llearners accessing this qualification will have demonstrated competence against the
standards in the qualification, National Certificate in Copywriting at NQF Leve! 5 or equivalent

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:
Specific Outcome 1: Describe the pharmaceutical industry
Assessment Criteria

1.1 The pharmaceutical industry is described using correct terminology and description is in
line with industry norms and practices
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Specific Qutcome 2: Conceptualise, develop and write persuasive copy for

: pharmaceutical industry using above-the-line media
‘Assessment Criteria

2.1  Persuasive copy for pharmaceutical industry using outdoor media is conceptualised and

written in required format

2.2 Persuasive copy for pharmaceutical industry using television / cinema is conceptualised
and written in required format _

2.3  Persuasive copy for pharmaceutical industry using radio conceptualised and written in
required format

24  Persuasive copy for pharmaceutical industry using newspapers is conceptualised and
written in required format

2.5 Persuasive copy for pharmaceutical industry using magazines is conceptualised and
written in required format

2.6 Persuasive copy for pharmaceutical industry using editorials / advertorials is
conceptualised and written in required format

2.7  Persuasive copy for pharmaceutical industry using details is conceptualized and written in
required format

Specific Outcome 3: Conceptualise, develop and write persuasive copy for

pharmaceutical industry using alternative media, below-the-line
and the internet

Assessment Criteria

3.1

3.2

3.3

34

3.5

Persuasive copy for pharmaceutical industry using alternative media is conceptualised
and developed in required format

Persuasive copy for pharmaceutical industry using labels and packages is conceptualised
and developed in required format

Brand names are conceptualised and developed for pharmaceutical industry in required
format .

Persuasive copy for pharmaceutical industry using below-the-line media is conceptualised
and developed in required format

Persuasive copy for pharmaceutical industry using the internet and web pages is
conceptualised and developed in required format
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Specific Outcome 4: Evaluate the impacueffectivqnass of the persuasive copy
Assessment Criteria
4.1  The persuasive copy is evaluated for"impactfefféeti\ienes‘s against required objectives

4.2 Corrective action is implemented to meet objectives in fine with company standard
operating procedures ; -

11.  ACCREDITATION AND MODERATION:

* An individual wishing to be assessed (including through RPL) against this unit standard may
apply to an assessment agency, assessor or provider institution accredited by the relevant
ETQA -

» Anyone assessing a learner against this unit standard must be registered as an assessor with
the relevant ETQA - PP

* Any institution offering learning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

* Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. RANGE STATEMENT:

» Above-the-line media will include outdoor media, television, cinema, radio, newspapers and
magazines '

» Below-the-line media will include details, brochures, flyers, direct mail, annual reports and
point of sale material ' ; -

« Campaign will include any item in above-the-line media, below-the-line, alternative, internet
brands and packaging ' :

 Pharmaceutical products will include but is not limited to; prescription medicines and over the
counter products

13. NOTES:
e EMBEDDED KNOWLEDGE:

» Anunderstanding of the processes for developing pharmacautical indusﬁy.

CRITICAL CROSS-FIELD AND DEVELOPMENTAL OUTCOMES

The ability to:

* Collect, analyse, organise and critically evaluate- information so that campaign development
processes are inline with client and organisational requirements .

e Communicate effectively with all stakeholders when managing the development of a campaign
around a single concept '

* Understand the world as a set of related systems where ongoing campaign development processes
selected and used lead to the overall success of the campaign
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e Organise oneself and one's activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available '

o Work effectively with others to ensure campaign development processes run smoothly
Identify and solve problems pertaining to the development of persuasive copy
in order to contribute to the full personal development of each learner and the social and economic
development of society at large, it must be the intention underlying any programme of learning to
make an individual aware of the importance of: being culturally and aesthetically sensitive across a
range of social contexts when developing persuasive copy so that it is acceptable to a range of
people with varying cultural backgrounds
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1. TITLE: Develop and write persﬁasive r;:opy for agricultural industry
2. UNIT STANDARD NUMBER: ,
3 LEVEL ON THE NQF: 5
4.  CREDITS: 3
5. FIELD: Business, Commerce and Management Studies
Sub Field: Marketing
6. ISSUE DATE:
7 REVIEW DATE:
PURPOSE:
Learners credited with this unit standard will be able to describe the industry the persuasive copy
is being developed for, conceptualse, develop and write the copy for both above and below the
line media within the agricultural industry. Learners are also able to evaluate the impact and
effectiveness of the persuasive copy and take corrective action where necessary to meet the
original objectives
The qualifying leamers are capable of:
Describing the agricultural industry | , : ;
Conceptualising, developing and writing persuasive copy for agricultural industry using
above-the-line media
» Conceptualising, developing and writing persuasive copy for agricultural industry using
alternative media, below-the-line and the internet
» Evaluating the impact/effectiveness of the persuasive copy
9. LEARNING ASSUMED TO BE IN PLACE:
* Learners accessing this qualification will have demonstrated competence against the
- standards in the qualification, National Certificate in Copywriting at NQF Level 5 or equivalent
10. SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA:

Specific Outcome 1: Describe the agricultural industry

Assessment Criteria
1.1 The agricultural industry is described using correct terminology and description is in fine
with industry norms and practices
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Specific Outcome 2. Conceptualise, develop and write persuasive copy for

- agricultural industry using above-the-line media

Assessment Criteria

2.1 Persuasive copy for agricultural industry using outdoor media is conceptualised and

written in required format

22  Persuasive copy for agricultural industry using television / cinema is conceptualised and
written in required format

2-.3 Persuasive copy for agriculturall industry using radio conceptualised and written in required
format | '

24  Persuasive copy for agricultural industry using newspapers is conceptualised and written
in required format | o

25 Persuasive copy for agricultural industry using magazines is conceptualised and written in
required format .

26  Persuasive copy for agricultural industry using editorials / advertorials is conceptualised
and written in required format '

' Speciﬁc'Outcome 3: Conceptualise, develop and write persuasive copy for
agricultural industry using alternative media, below-the-line
and the internet

Assessment Criteria

31  Persuasive copy for agricultural industry using alternative media is conceptualised and
developed in required format '

3.2  Persuasive copy for agriculturél industry using labels and packages is conceptualised and

) developed in required format '

3.3  Brand names are conceptualised and devéloped for agricultural industry in required format

34 Persuasive copy for agricultural industry using below-the-line media is conceptualised and
developed in required format

3.5 Persuasive copy for agricultural industry using the internet and web pages is

conceptualised and developed in required format
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1.

12

13.

Specific Outcome 4 - Evaluate the impact/effectiveness of the persuasive copy

.Assessment Criteria

4.1 The persuasive copy is evaluated for impact/effectiveness against required objectives
4.2  Corrective action is implemented to meet objectives in line with company standard
operating procedures '

ACCREDITATION AND MODERATION:

¢ An individual wishing to be assessed (including through RPL) against this unit standard may

-apply to an assessment agency, assessor or pro\nder institution accredlted by the relevant
ETQA

e Anyone assessing a learner against this unit standard must be rvagistered as an assessor with
the relevant ETQA

¢ Any institution offering leamning that will enable achievement of this unit standard or assessing
this unit standard must be accredited as a provider with the relevant ETQA

* Moderation of assessment will be conducted by the relevant ETQA at its discretion

RANGE STATEMENT:

s Above-the-line media will include outdoor media, televnsuon, cinema, radio, newspapers and
magazines

* Below-the-line media will include brochures, fiyers, direct mail, annual reports and point of
sale material

e Campaign will include any item in above-the-line media, be}ow-the-line, alternative, internet,
brands and packaging

NOTES:
EMBEDDED KNOWLEDGE:

* Anunderstanding of the processes for developing agricultural industry -
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The ability to:

Collect, analyse, organise and critically evaluate information so that campaign development
processes are inline with client and organisational requirements _

Communicate effectively, with all stakeholders when managing the development of a
campaign around a single concept

Understand the world as a set of related systems where ongoing campaign development
processes selected and used lead to the overall success of the campaign

Organise oneself and one’s activities so that alternative strategies exist in the event of current
strategies being rejected or failing and there are insufficient resources available

Work effectively with others to ensure campaign development processes run smoothly
Identify and solve problems pertaining to the development of persuasive copy

In order to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any programme
of learning to make an individual aware of the importance of: being culturally and aesthetically
sensitive across a range of social contexts when developing persuasive copy so that it is
acceptable to a range of people with varying cultural backgrounds
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1. TITLE: Develop and evaluate creative solutions for a variety of advertising

mediums
2. UNIT STANDARD NUMBER:
3. NQF LEVEL: ' 5
4. TOTALCREDITVALUE: 20
5. FIE_LD: : Business, Commerce and Management
Sub-field: o Marketng -
ISSUE DATE
REVIEW DATE:
PURPOSE:

10.

Learners credited with this unit standard will be able to source/obtain and analyse creative
data and evaluate creative solutions for a variety of electronic and non-electronic advertising
mediums to improve future communications

The qualifying learners are capable of:

Extracting data from electronic and non-electronic mediums
Developing solutions for electronic and non-electronic mediums
Evaluating solutions for electronic and non-electronic mediums
Describing preparation and presentation techniques

e ® o e

LEARNING ASSUMED TO BE IN PLACE:

Learners accessing this qualification will have demonstrated compéfehoe in communicating
verbally, presentation skills, analytical skills, lateral thinking skills

SPECIFIC OUTCOMES AND ASSESSMENT CRITERIA
Specific Outcome 1: Extract data from electronic and non-electronic mediums
Assessment Criteria: |

1.1 Data collected for a variety of electronic of mediums is gathered in required format and
in line company systems and procedures

1.2 Data extracted is formulated according to set electronic medium criteria

1.3  Data collected for a variety of non-electronic of mediums'is gathered in required format
and in line company systems and procedures _

14  Deta extracted is formulated accdrdihg to set non-electronic medium criteria



542 No. 26928 GOVERNMENT GAZETTE, 2 NOVEMBER 2004

Spe'ciﬁc Outcome 2: Develop solutions for electronic and non-electronic -
mediums -

Aé.sessment Criteria:

.2.1 Solutions for a variety of electronic mediums are compiled in the required format
2.2  Solutions for a variety of electronic mediums are developed and submitted for
' approval to the appropriate body '
2.3  Solutions for a variety of non-electronic mediums are compiled in the required format
2.4  Solutions for a variety of non-electronic mediums are developed and submitted for
approval to the appropriate body
2.5  Alternative options are explored and developed in line with company standards and
submitied in the required format

Specific Outcome 3: “Evaluate solutions for electronic and non-electronic
; mediums

Assessment Criteria:

3.1  Alternative solutions are recommended and explained for the mediums and findings
recorded and submitted in the required format |

3.2  Implement approved alternative solution within required timeframe and according to
company standards and practices '

- Specific Outcome 4: Describe preparation and presentation techniques
"Assessment Criteria:

4.1  Approaches are explored and explained for each medium according to industry
standards for each medium category - |

4.2  Presentation processes, layout designs, colours venues are experimented with and
best alternatives/solutions identified and applied in line with company standards '

43  Preparation techniques are listed and explained in line with company guidelines and
procedures

44  Presentation is in line with company presentation standards

' 4.5  Storyboards are prepared in accordance with set procedures
46  Storyboards are presented in line with company standards
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11. ACCREDITATION AND MODERATION:

* An individual wishing to be assessed (including through RPL) against this unit standard
may apply to an assessment agency, assessor or provider institution accredited by the
relevant ETQA

» Anyone assessing a learner against this unit standard must be registered as an
assessor with the relevant ETQA

e Any institution offering leamning that will enable achievement of this unit standard or
assessing this unit standard must be accredited as a provider with the relevant ETQA

* Moderation of assessment will be conducted by the relevant ETQA at its discretion

12.  RANGE STATEMENT:

» Non-electronic mediums include but are not limited to; corporate identity, outdoor,
promotions, in-store, information, editorial, packaging, product design, print advertising,
event(s), campaigns, special occasions, advocacy, tactical advertising, promotional and
point-of-sale material

* Electronic mediums include but are not limited to; television, internst

13. NOTES
EMBEDDED KNOWLEDGE

An understanding of analytical and synthesising thought processes
» Knowledge of creative thinking techniques and probiem solving abilities
An understanding of methods and techniques used in the electronic advertising
mediums
* An understanding of the nature of non electronic mediums
An understanding of the nature of electronic mediums
¢ An understanding of presentation skills

CRITICAL CROSS FIELD AND DEVELOPMENTAL OUTCOMES:

The ability to:

e Collect, evaluate, organise and critically evaluate information when understanding
historical data

» Communicate effectively when presenting reports so that all stakeholders understand

~ when communicating with others to enhance teamwork

Work effectively with others as a member of a creative team to improve output
Identify and solve problems pertaining to working together as a member of a team

» Inorder to contribute to the full personal development of each learner and the social and
economic development of society at large, it must be the intention underlying any
programme of learning to make an individual aware of the importance of: being culturally
sensitive across a range of social contexts so that all actions and decisions are
acceptable to all stakeholders with broad cultural backgrounds

» Use science and technology in the preparation and presentation of communications and
Jor reports '
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SOUTH AFRICAN QUALIFICATIONS AUTHORITY (SAQA)

In accordance with regulation 24(c) of the National Standards Bodies Regulations of 28 March
1998, the Standards Generating Body (SGB) for

Office Administration

Registered by NSB 03, Business, Commerce and Management Studies. publishes the following
qualification and unit standards for public comment.

This notice contains the titles, fields, sub-fields, NQF levels, credits, and purpose of the
qualification and unit standards. The qualification and unit standards can be accessed via the
SAQA web-site at www.saga.org.za. Copies may also be obtained from the Directorate of
Standards Setting and Development at the SAQA offices, Hatfield Forum West, 1067 Arcadia
Street, Hatfield, Pretoria. =

Comment on the unit standards should reach SAQA at the address below and no later than
28 November 2004. All correspondence should be marked Standards Setting — SGB for
Office Administration and addressed to

Ll

The Director: Standards Setting and Development
SAQA :
Attention: Mr. D Mphuthing
Postnet Suite 248
Private Bag X06
Waterkloof
0145
or faxed to 012 — 431-5144

e-mail: dmphuthing@saga.co.za

DIRECTOR: STANDARDS SETTING AND DEVELOPMENT

26928—17
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FETC: GOVERNANCE AND ADMINISTRATION

1. Field: Business, Commerce & Management Studies
2, Sub-field: Office Administration

3. Level: 4

4. Credits: 140

5. Issue date:

6. Review date:
7. Rationale for the qualification

The area of employment to which this FETC: Governance and Administration, would apply
consists mostly of clerical and administrative workers in the financial or similar fields, who may or
may not have any recognised qualification/s. This qualification addresses the need to assess the
competencies of generic personnel requiring a background in govemance, accounting and
administration in order to provide opportunities for recognition and career advancement. Social
and economic rationales for this qualification include the encouragement of redress the for
previously disadvantaged, facilitation of access to a qualification, career advancement and further
learning and personal development.

This qualification aims to address the need for applied numeric and communication compstence
in this learning area, as a fundamental component, while providing a means of recognising prior
learning whereby, for example, competent financial or computer skills can be given credit.

The greatest need for competence at this level is with regard to: _
 Office workers who have little or no formal qualification, and who wish to progress in their
administrative or clerical career _ -
» Learners who, for a variety of circumstances, did not access a senior certificate

The wide range of skills included in this qualification gives the learner a holistic
understanding of the business environment in which governance and administration
personnel operate, as well as a variety of clerical skills, and provides the industry and its
clients with competent professionals.

03-195840—18 ' 26928—18
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This qualification is aimed at current employees as well as new personnel entering the
field of governance and administration. The qualification provides the opportunity for such
individuals to pursue a career in governance and administration by developing themselves
through NQF qualifications as per the career path outlined below:

e National Certificate in Business Administration Services at NQF Level 3. At this point
learners are introduced to office administration, basic business principles, human
resources and information technology with options to delve into accounting and
governance. They are routinely supervised. ;

« National Certificate in Business Administration: (Governance and Administration) at
NQF Level 4. Learners at this level are developing core proficiency in a key business
area as well as gaining exposure to the corresponding governance and administration
areas of learning and applications while still ensuring broad understanding. They are
given some responsibilities under supervision.

+ National Certificate, and National Diploma in Governance Administration: Level 5,
Diplomae and Advanced. These will allow for progression vertically within corporate
structures or horizontally across companies and sectors.

Such a career path allows individuals to work in industries or organisations of their
choosing. Business administration skills developed in this learning path would have a bias
towards business governance and administration; however the training should be such
that individuals can apply the learning in businesses where the solutions are based on a
variety of other areas of knowledge or technologies. Personnel who are developed through
this qualification also develop entrepreneurial, financial and marketing skills. Such
expertise is becoming necessary in the South African economy in order to develop people
who are able to create business opportunities and unlock potential value.

The FETC is designed to meet the needs of the learners who are already employed and
involved in the organisational office environment. Additionally, however, it will also meet
the needs and aspirations of the youth and unemployed who wish to pursue a career in
business administration and associated fields, or in other fields where this learning may be
useful. This includes adult learners who want to enter the sector or develop their careers in
one or more of the related learning areas. Since the Certificate is part of a learning
pathway, it will allow mobility to persons operating at any level in the field.

The qualification provides learners with a consolidated grounding in the field of business
administration. This will enable them to understand the South African and global business
governance and administration arena and will underpin their ability to use this learning in
various business environments. The development of competence in this field will lead to
better service delivery, company longevity, the promotion of wealth and job creation.

This qualification recognises the fact that knowledge and the application of organisational
governance and administration is a business imperative, necessary for the success of any
organisation, both strategically and operationally. This FETC is thus designed to enable
individuals to develop their theoretical competencies and the practical skills to operate

effectively in the field.

This qualification also reflects some of the needs of the business sector both now and in
the future.
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The impact of the qualification on saciety and the economy is reflected in the multiple job
roles and careers that can stem from the qualification, including self-employment
opportunities, job creation opportunities and the development of, or entry to, learners who
are employed within the private or public sector. It can further stlmulate and support skllls
development in the SMME sector. ;

This quallf ication is also ideal for the development of a number of learne'rshms Ieading to
the attainment of the qualification and so to improved career opportunities for employed
and unemployed learners. _ _

Purpose of the Qualification _ :
The purpose . of this qualrﬁoatlon is to provide learners with the knowledge to 'fl..l.r:ther.thelr

learning in the field of Business Administration, and in order to advance their careers, as
well as to quahfy for entry to an appropnate Diploma qualifi catlon at NQF Level 5. ’

The qualification will allow entry into, or further development and expertlse m, the follosmng o

~ areas of application;

Accounting

Entrepreneurship

Business communication in a first and second language .

Computer skills - :
'Risk and project management

Business management and governance

Marketing

Corporate secretaryship

Business calculations

* & & & & & o @ @

Qualifying learners are capable of:
e Engaging in sustained oral communication and evaluating spoken texts

Reading, analysing and responding to a variety of texts o

Writing for a wide range of contexts :

Using language and communication in occupational learning programs

Representing, analysing and calculating shape and motion in 2-and 3-dimensional

space in different contexts

« Applying knowledge of statistics and probability to critically interrogate and
effectively communicate findings on life related problems '

¢ Using mathematics to investigate and monitor the financial aspects of personal,
business, and national issues

¢ Accommodating audience and context needs in oral communication in a second

language

Interpreting and using information from texts in a second language

Writing texts for a range of communicative contexts in a second language

Interpreting a variety of literary texts in a second language

Producing accounting reports

Recording and processing workplace transactions

Assessing legal contracts for business

Complying to legal requirements in business

* & o @

® @& @ @ @ O o
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Analysing people related risks in an organisation in order to control the risk
- Demonstrating knowledge and understanding of South African law and the
regulation of risk management
Determining risk exposure in order to manage the risk in a specific situation
Explaining the nature of risk and the risk management process
Developing administrative procedures in a selected orgamsation
Managing administration records
Applying efficient time management to the work of a department!dlvisionlsection

‘" o o o @

Qualifying learners will also elect to attain competencies from among the following:
» ' Showing entrepreneurial competence

¢ Managing entrepreneurial finance

¢ Monitoring marketing information flow and collecting and processing marketing
data

Identifying and utilising marketing resources to meet objectives

Liaising with a range of customers of a business _

Describing features, advantages and benefits of a range of products

Applying basic business principles

Describing information systems departments in business organlsatlons
Applying problem solving strategies

Investigating the use of computer technalogy in an organlsatlon

Describing and installing a facsimile machine

Describing and installing computer printers

Describing and installing scanning systems

Describing and installing photocopier machines

Installing a personal computer or handheld computer and peripherals

® & @& 3 ¢ & o o © & 0 o

9. Level, credits and learning components assigned to the Qualification

The FETC: Governance and Administration is at NQF Level 4 as the complexity of
learning, as embodied by the specific outcomes of the related unit standards, conforms to
the level of difficulty of learning at Level 4. The learning in turn is determined by the skills,
knowledge, attitudes and values required and maiched to the responsibility level of
practitioners at whom it is aimed. The number of credits for this qualification consist of the

following:
¢ Fundamental 56 credits (36 at level 4 and 20 at level 3)
e Core : B4 credits (60 at level 4 and 4 at level 5)
» Elective credits at level 4 from which a minimum of 20
st be selected

Fundamental component

Unit Standards to the value of twenty credits in Communication in a First Language and
twenty credits in Communication in a Second Language have been included. The inclusion
of the Unit Standards in Communication in a Second Language is to enhance the ability of
South Africans to communicate with each other in our multi-lingual country.
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The Unit Standards for Communication in the Second South African Language are to be
chosen from the following official languages: English. Sepedi, Sesotho, Setswana, siSwati,
Tshivenda, Xitsonga, Afrikaans, isiNdebele, isiXhosa, IsiZulu and sign language. The
Second Language implies a language other than the language of instruction of, or the:
language taken as the First Language for this Qualification. The selection of the Second
Official Language should be based on the language(s) of the people to whom the Learner
is most likely to deliver a service.

Sixteen credits in Mathematical Literacy have also been included in the Fundamental
Component.

These Fundamental Unit Standards will add value to learners both socially and
economically in terms of their ability to operate as literate and numerate workers in a
global economy. Their inclusion means that the Qualification conforms to the requirements
for a FETC so granting the learning access to qualifications in the Higher Education band,
subject to the entrance requirements applied by Providers to specific qualifications.

All the Unit Standards are compulsory.

Core component

The Core component of the qualification consists of unit standards designed to equip the
learner with the necessary functional skills and knowledge base required to operate
competently within the Business Administration environment. These competencies relate
directly to the actual work performed by employees in the sector.

All of these unit standards are compuisory.

Elective component

A wide range of Elective unit standards has been identified for inclusion in the Elective
component of the qualification. They relate to the range of areas in which a person
pursuing this qualification could work. - The range of possibilities embodied in the list
means that both individual and company choice are readily possible. This also enhances
the possibility of any leamnership that is registered based on this qualification being
demand-led rather than supply-driven.

The learner is required to select unit standards to a total value of at least 20 credits from
the unit standards listed in this component. The learner may also choose any other unit
standards that are of interest to him/her or that enable him/her perform his/her work more
efficiently with approval of the relevant ETQA.
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Table indicating the Unit Standards contained in the Fundamental, Core and Elective
components of the National Certificate in Business Administration: (Governance and
Administration) NQF level 4 ;

- NLRD TITLE LEVEL | CREDITS
" NUMBER '
Fundamental component
8974 Engage in sustained oral communication and 4 5
' evaluate spoken texts
8976 Write for a wide range of contexts 4 5
8975 . | Read, analyse and respond to a variety of texts 4 5
8979 Use language and communication in 4 5
: Occupational Learning Programmes
9014 Use mathematics to investigate and monitor 4 6

the financial aspects of personal, busmess and
national issues

8015 Apply knowledge of statistics and probability to 4 6
critically interrogate and effectively

__| communicate findings on life related problems :
9016 | Represent, analyse and calculate shape and 4 4
. motion in 2-and 3-dimensional space in

' different contexts
8968 | Accommodate audience and context needs in 3 5

; oral communication using a second language
8969 Interpret and use information from texts in a 3 5
second language
8970 | Write texts for a range of communicative 3 5
contexts in a second language
8972 Interpret a variety of literary contexts in a 3 5
second language
Total for Fundamental component 56
Core component :
' Assess legal contracts for business ' 4 8
' Comply to legal requirements in business 4 7
15007 Demonstrate knowledge and understanding of 4 4
South African law and the regulation of risk
management

15008 Determine risk exposure in order to manage 4 2
the risk in a specific situation

" 14995 Explain the nature of risk and the risk 4 4

management process

14999 Analyse people related risks in an orgamsat:on 4 3
in order to control the risk
Produce accounting reports 4 10
Record and process workplace transactions . 4 10

110003 | Develop administrative procedures in a 4 8
selected organisation

110009 Manage administration records 4 4

15234 Apply efficient time management to the work of 5 4

a department/division/section
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Total foi' Core component

64
-Elective component -
114958 Demonstrate an understanding of an i 4 5
entrepreneurial profile :
Manage finance in a small business - 4 8
10027 Monitor marketing information flow and collect 4 4
and process marketing data
10013 ldentify and utilise marketing resources to meet 4 4
objectives
10024 Liaise with a range of customers of a business 4 4
10324 Describe features, advantages and benefits of 4 6
a range of products and services '
Apply basic business principles ; 4 10
14926 Describe information systems departmentsin | 4 3
business organisations '
14927 Apply problem solving strategies 4 4
14963 Investigate the use of computer technology in 4 6
an organisation _
14952 Describe and install a facsimile machine 4 2
14845 Describe and install computer printers 4 2
14936 Describe and install scanning systems 4 3
14946 Describe and instali photocopier machines 4 3
14950 Install a personal computer or handheld 4 7
computer and peripherals '
Total for Elective component 71
- min 20
140

MINIMUM TO ACHIEVE QUALIFICATION

10.  Access to the Qualification

There is open access to this Qualification for all learners. It is preferable that learners first
complete the National Certificate: Business Administration Services ~ NQF Level 3

11.  Learning assumed to be in place

It is assumed that learners are competent in:

. Comh‘aunication at NQF Level 3 _
Mathematical Literacy at NQF Level 3

12. Exit Level Outcomes and Aésodlated Assessmént Criteria

Qualifying learners will be able to:

1. Communicate at an effective and appropriate level in a busmess environment in two
languages

Associated assessment criteria: -



i -
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» Sustained oral communication is engaged in and spoken texts can be evaluated and
responded to as shown in a business meeting.
Written reports are produced over a wide range of contexts.
A variety of texts are read, analysed and responded to according to organisational
requ:rements

2. Use mathematics and numeracy to advantage in a commercial setting
Associated assessment criteria:

o Mathematics is used correctly in business calculations.
» Mathematical computations are correctly used in personal everyday situations mentally
and/or using a calculator

3. Develop an understanding of the fundamentals of governance

Associated assessment criteria:

+ Legal contracts in the business context are interpreted and explained in a presentation
on the topic.

¢ Legal requirements relating to businesses are complied with.
People related risks are analysed in an organisation in order to control the risk.
Knowledge and understanding of South African law as it applies to risk management is
demonstrated in a discussion with a coach/mentor. :

Risk exposure is determined in order to manage the risk in a specn" c SItuatlon
The nature of risk and the risk management process is explained to a group of peers.

4. Use the fundamentals of accounting correctly
Associated assessment criteria:

* Accurate accounting reports are produced in the accepted formats.
e Workplace transactions are correctly and accurately recorded and processed.

5. Perform office administration tasks
Associated assessment criteria:
e Administrative procedures in a selected orgamsatlon are utilised according to
organisational procedures.
¢ The comprehensive, accurate and appropriate record keeping of a company is
managed according to organisational procedure.
» Efficient time management is applied to the work of a department/division or section.
6. Gain insight into the foundation areas of entrepreneurship
Associated assessment criteria:

¢ Entrepreneurial competence is demonstrated in the formation of a small business.
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13.

Entrepreneurial finance and funding is managed in a business setting.
Marketing information flow is monitored and collected in order to process marketing
data for a new business venture. ' _

o Marketing resources are identified and utilised in order to meet business objectives.

- 7. Apply business methods in a new venture

Associated assessment criteria:

A range of customers can be liaised with for a series of business issues.
Features, advantages and benefits of a range of products or services can be described
to a group of peers.

» Basic business principles can be applied to a new venture.

. The role of information technology in a small business 6an be explained

Assbciated assessment criteria:

e Information systems departments can be described as they apply to business
organisations. ' ' '
Problem solving strategies can be applied.

The use of computer technology in an organisation is investigated and applied.

Critical Cross-Field Outcomes

The various constituent Core parts of the qualification, namely Fundamentals of
governance, Fundamentals of accounting and Office administration, as well as the
Fundamental and Elective components, present numerous opportunities to develop each
of the Critical Cross-Field Outcomes. It is anticipated that accredited service providers will
readily be able to do so. -

It is apparent that the following Critical Cross-Field Outcomes will easily be developed as
an intrinsic part of any learning programme:

1. The nature of the Exit Level Outcomes and Associated Assessment Criteria is such
that creative problem-solving is explicitly required. :

2. Team and group work is a functional necessity and the Associated Assessment
Criteria specify this. ;

3. The same considerations as in 2 above apply to the capacity of the individual leamer in
"managing and organising him/herself and histher activities responsibly and

effectively”. :

4. In participating in defining a solution to various related problems at hand, each learner
is required to "collect, analyse, organise and critically evaluate information”.

5. Communicating effectively is explicitly part of the requirements built into the
Fundamental component of the qualification.
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14,

15‘

6. In Governance and Administration development within an organisational setting, a
systemic approach is encouraged throughout,

More detail will be provided within each Unit Standard of how the Critical Cross-Field
Outcomes need to be emphasised.

International Comparability

The unit standards set out in this document have been developed in line with internationai
standards for the same level of learning and application, whilst remaining cognisant of the
South African context.

This qualification compares favourably with similar offerings based abroad. Options
include Certificate and Bachelor level qualifications in Business, Business Administration
and Office Administration. Alternatives from Australia, America and Cyprus were reviewed
and can be found at;

www.informaticsgroup.com/tbs/uol_am.htm

www.tauondi.sa.edu.au/business/

- www.kes.ac.cv/college/courses/

Integrated Assessment

- The qualification and its associated assessment criteria have been designed so that

assessment is fully integrated with the learning. The learner must, in an authentic setting:

e demonstrate competence by means of the practical application of the embedded
knowledge in a manner that meets the required performance standards,

¢ llustrate a clear understanding of the concepts, theory and principles that
underpin the practical action taken.

- The emphasis throughout the qualification should be on continuous, formative

assessment. Much of this is achieved in “sites of application” and involves a range of
assessment tools, which will include a degree of self and peer assessment. A number of

- appropriate summative assessments should be planned at specific times, by assessor and
learner jointly, throughout the learning process.

As a result of a range of orgoing assessment approaches in terms of testing and
evaluating the fundamental, practical and reflexive competence of the learner, a skills
matrix should be produced. This will clearly indicate not only the knowledge gaps and
skills deficits of the individual, but also highlight the learner’s strengths and weaknesses
related to the other elements of applied competence, namely:

o information processing and the power of analysis
e problem solving and a decision making capacity
e communication skills.

The assessment process should be capable of being applied to RPL, subject to the policy
and criteria of the relevant Education and T(aining.QuaIity Assurance body (ETQA).
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16.

17.

18.

Recognition of prior learning (RPL)

This qualification can be achieved wholly or in part through the Recognition of Prior
Learning and the qualification may be granted to learners who have acquired the skilis and-
knowledge without attending formal courses, providing they can demonstrate competence
in the outcomes of the individual unit standards as required by the Fundamental, Core and
Elective areas stipulated in the qualification and by the exit level outcomes.

An RPL process may also be used to credit learners with individual unit standards in which
they have developed the necessary competency as a result of workplace and experiential
learning ' o

Learners submitting themselves for RPL assessment should be thoroughly briefed prior to
the assessment, and will be required to submit a Portfolio of Evidence in the prescribed
format to be assessed for formal recognition. While this is primarily a workplace-based
qualification, evidence from other areas of endeavour may be introduced if pertinent to any
of the exit level outcomes. ' '

The approach taken to RPL in this qualification most certainly reflects the objectives of the
NQF in that it will allow access to qualifications for a large section of previously
disadvantaged persons who were marginalised from mainstream education and training.
RPL will also provide access for the youth and unemployed to embark on learning and
career path progression. However RPL is perhaps more relevant to provide recognition of
experience acquired over many years in the workplace for those already employed. RPL
will allow these persons to accumulate credits for experiential learning gained. In this way,
as a result of RPL, each of these groups of individuals will be able to receive portable, .
nationally recognised formal qualifications. )

Articulation Possibilities

This qualification has been developed for mobility across industries and is intended
to allow for further learning towards higher level qualifications in Business -
Administration, or specialisation within a component of Business Administration
(for example, human resource related administration).

Moderation

Anyone assessing a learner, or moderating the assessment of a learner, against this
qualification must be registered as an assessor with the relevant ETQA, or with an ETQA
that has a Memorandum of Understanding (MOU) with the relevant ETQA.

Any institution offering learning that will enable the achievement of this qualification must
be accredited as a provider with the relevant ETQA, or with an ETQA that has an MOU
with the relevant ETQA. '
Assessment and moderation of assessment will be overseen by the relevant ETQA
according to the policies and guidelines for assessment and moderation of that ETQA, in
terms of agreements reached around assessment and moderation between various
ETQAs (including professional bodies), and in terms of the moderation guideline detailed
immediately below. 5, -
Moderation must include both internal and external moderation of assessments at all exit
points of the qualification, unless ETQA policies specify otherwise. Moderation should
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also encompass achievement of the compstence described both in individual unit
standards as well as the integrated competence described in the exit level outcomes of
the qualification.

Anyone wishing to be assessed against this qualification may apply to be assessed by any
assessment agency, assessor or provider institution that is accredited by the relevant
ETQA, or with an ETQA that has an MOU with the relevant ETQA.

The options as listed above provide the opportunity to ensure that assessment and
moderation can be transparent, affordable, valid, reliable and non-discriminatory. lteration
of the process, and continued review and maintenance of this qualification will ensure
development of the NQF and this framework in particular.

In terms of quality assurance, the following criteria for the registration of assessors and
moderators apply:
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10,

TITLE : Apply basic business principles

Unit Standard number:

~ NQF level: 4
Credit value: 15
Field: Business, Commerce and Management Studies
Sub field: Office administration
Issue date:
Review date:
Purpose:

A person credited with this Unit Standard is able to apply various theories of economics,
marketing and management. Skills obtained after successfully completing this Unit
Standard will provide learners with generic business competencies.

In particular, on completion of this Unit Standard, the learner is able to:

Apply the profit motive to a going concern
Demonstrate an understanding of basic economics
Undertake basic marketing activities

Operate according to an organisational structure
Discuss business objectives and goals

Learning assumed to be in place:
Learners are competent in:

e Communication at NQF Level 3
¢« Mathematical Literacy at NQF Level 3

Specific Outcomes and Assessment Criteria:

Specific Outcome 1: Apply the profit motive to a going concern

Assessment Criteria:

1.1 The concept of a going concern is discussed with examples.

1.2 The profit motive can be applied to a selected organisation.

1.3 The advantages and limitations of a particular form of business ownership
are explained with examples.

Specific Outcome 2: Apply production theory in a selected workplace

Assessment Criteria:
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21 Principles of demand and supply are utilised in decision making and
. related to a pricing structure for a range of products and/or services.
22 Break-even sales in Rand and unit terms can be determined for a range of
i - products and/or services.
2.3  The theory of economies of scale can be explained in an essay on the
: topic.
- .24 The role and cost of labour and equipment, as factors of supply or delivery
~ + of products/services can be presented to a group of peers.

: Specific Outcome 3: Segment a market and undertake appropriate
' marketing measures

.Assessmqnt_ Criteria:

31 Market research is conducted, data is coliated and evaluated and
“ = - presented to a coach/mentor.
3.2 ' A buying market can be segmented and a marketing mix applied to a
. range of products/services.
3.3 Advertising can be composed for a target market and appropriate media
... selected for placement.

: _Spécific"'outi:omé 4: - Operate within a company reporting structure
Assessment Criteria:

4.1 An organisational chart is constructed for a particular company.
42  Staff and line functions are clarified, and reporting lines are identified
' within a selected company's hierarchical structure.
‘43 The mission, vision and values of a company are described to a
- relating them to function.
44  Supervisory and managerial roles are defined in a presentation using examples.

Specific Outcome 5: Align business unit goals with overall business
strategy and objectives

Assessment Criteria:

5.1 Organisational objectives are interpreted and a business plan analysed for
a particular company. '
5.2  Action plans to meet organisational objectives are implemented efficiently.
5.3  Unworkable objectives are reported on and contingency plans constructed to
' ensure that business goals remain achievable.

11.  Accreditation and moderation:
¢ Anindividual wishing to be assessed (including through RPL) against this Unit

Standard may apply to an assessment agency, assessor with the relevant Education
and Training Quality Assurance body (ETQA).
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Anyone assessing a learner against this Unit Standard must be registered as an
assessor with the relevant ETQA -

Any institution offering learning that will enable achievement of this Unit Standard or
assessing this Unit Standard must be accredited as an provider with the relevant
ETQA ’
Moderation of assessment will be conducted by the relevant ETQA at its discretion

12. Range statement:

L2

Although the learner will gain knowledge of various business principles, this Unit
Standard will not prepare him/her to become responsible for the management of a
company;

13. Notes:

Embedded knowledge:

The knowledge underpinning the above specific outcomes is:

L]

The theories of:

The profit motive;

The going concern;

Forms of business ownership;
Demand and supply;

o Economies of scale;

A business plan;

An organizational chart.

o000

Critical Cross-Field Outcomes:

The following critical outcomes relate to this Unit Standard and will be elaborated upon
within the learning context:

1.

o ADd

Problem identification and solution in creative ways when aligning business strategy
to business goals; '

Working in teams throughout the work

Organising and managing self when applying the project motive;

Critically collecting, evaluating and analysing information and operating the reporting
system;

Appropriate use of information technology equipment and systems when operating
the reporting system.
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10.

- Title: Assess legal contracts for business

Unit Standard number:

NQF Level: 4

Credits: 8

Field: ' Business Commerce and Management Studies
Sub-field Office Administration

Issue date: '

Review date:

Purpose:

The purpose of this Unit Standard is to enable learners to demonstrate the ability to apply
the required legal requirements in the performance of relevant business activities. Special
emphasis is drawn to contracts primarily used in the business context.

In particular, on completion of this Unit Standard, the learner is able to:

» Demonstrate an understanding of the nature, role, history and sources of South African
Law

» Assess the legal rules that relate to the validity of various contracts
Demonstrate an understanding of the rights, duties of parties to a contract. .
Demonstrate an understanding of the relevant terms and concepts used within contracts

Learning assumed to be in place;

Learners should be competent in:

s Communication skills at NQF Levei 3
o Mathematical Literacy at NQF Level 3

Specific Outcomes and Assessment Criteria

Specific OQutcome 1: Demonstrate an understanding of the nature, role, history
and sources of South African Law
Range: South African Law will include Constitutional Law, Commercial Law,
Civil Law
Assessment Criteria

1.4 An assessment of the concept “law” and “right” is made and a brief explanation is

given in written form.
1.2 The concepts “natural person” and “juristic person” are explained to a peer group

with examples.
13 The various sources of South African law are identified and a brief explanation is

given on the history of each.
14 A list of the various court structures relevant within the context of South African Law

is presented.
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15 The accepted conflict resolution procedures, relevant to disputes arising within the
ambit of the South African legal framework, are outlined in a flow-diagram.

Specific Outcome 2: Assess the legal rules that relate to the validity of various
_ contracts
Range: Contracts will include contracts of sale, lease contracts, insurance
; contracts :
Assessment Criteria

21 The term “contractual capacity” is explained to a peer group with examples.

2.2  The concept “breach of contract’ is explained and an example is oqtlined of three

possibilities. :

2.3  The terms and conditions of a contract are identified and a brief explanation is given
on the understanding thereof .

24 A flow-diagram is produced outlining the administratwe procedure to be apphed in
terminating a contract.

Specific Outcome 3: Demonstrate an understanding of the rights and duties of
parties to a contract.
Range: Contracts will include contracts of sale, lease contracts, insurance
contracts

Assessment Criteria

31  The rights and duties cf “buyers” and “sellers” are explained and a brief definition is
given of the terms used.

32  The rights and duties of “lessors” and “lessees” are explain‘éd and a brief definition is
given of the terms used. ' :

3.3  Therights and duties of “insurers” and “an msured' are explained and a brief
~ description is given of the terms used.

Specific Qutcome 4: Demonstrate an understanding of the relevant terms and
concepts used within contracts
Range: Contracts will include contracts of sale, lease contracts, insurance
contracts

41 The term “latent defects’, as applied in contracts of sale/lease, is described and an
example is identified with a possible and appropriate remedy.

42  The concept "transfer of ownership” is explained together with an outline of the
procedure.

4.3 A written comparison and'distihctidn is drawn between indemnity and non-indei‘rmity
insurance.

44  The duty of the msured to dzsclose. and an explanation of the term “disclosure”, is
given in a simulated environment.
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11.

12.

13.

N oo Aw N

Accreditation and moderation

«  Anindividual wishing to be assessed (including through RPL) against this Unit
Standard may apply to an assessment agency, assessor with the relevant Education
and Training Quality Assurance body. . -

. Anyone assessing a learner against this Unit Standard must be registered as an
assessor with the relevant Education and Training Quality Assurance body

® Any institution offering learning that will enable achievement of this Unit Standard or
assessing this Unit Standard must be accredited as an provider with the relevant
ETQA ' : i

. Moderation of assessment will be conducted by the relevant ETQA at its discretion

Range Statements

. At least three dispute resolution metheds are included

. Latent defects should include warranties

Notes -

Critical Cross-Fieid-Outcomes-
This Unit Standard supports the following critical cross-field outcomes:

1. Collect, organise and critically evaluate information when assessing legal rules or
gathering information sources; '
Communicate effectively in the correspondence with clients using oral and written
skills; : . .
Organising and managing the administrative processes responsibly and effectively;
Identifying and solving problems which arise during the execution of duties and tasks
in ways that display critical and creative thinking; .
Work effectively; _ ; _

- Demonstrate an understanding of the impact of the relevant legislation on the parties
to a contract by recognising that problem-solving contexts do not exist in isolation;

. Use technology effectively and critically to record, draft and present correspondence;

~ Be culturally and aesthetically sensitive to the a wide range of clients.
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1. Title: Comply to legal requirements in business -

2. Number:
3. NQF Level: 4
4, Credits: g

. 5, Field: Business, Commerce and Management Studies
Sub Field: Office Administration:

6. Issue Date:

7. Re-issue Date:

8. Purpose:

The purpose of the learning for this Unit Standard is that learners are able to comply to
legal requirements when performing their business activities. This Unit Standard does
not deal with assessing contracts, but places more emphasis on labour and other
aspects of law. Skills that will be acquired include performing duties within the
boundaries of the South African legal framework ! .

9. Learning assumed to be in place
Learners are competent in: |

. Communication at NQF Level 3
- Mathematical Literacy at NQF Level 3

Specific Outcomes and Assessment Criteria

Specific Outcome 1:  Demonstrate an understanding of the purpose and application of
- labour statutes ' ' :

Range: Labour legislation will include Labour Relations Act, Basic Conditions of
Employment Act. Applications would include inclusions, exclusions and

temporary employees) '
Assessment Criteria

11  The major purpose and application of the Basic Conditions of Employment Act are
outlined with examples '

1.2  The major purpose and application of the Labour Relations Act are outlined with
examples -

1.3 Identify the various categories of conduct dismissals and unfair labour practices that may

be referred to the appropriate dispute resolution bodies in terms of the Labour Relations
Act. '

1.4  The salient features of an employment contract are identified with examples of correct
‘practice

1.5  Statutory requirements, such as “pay as you eam” (PAYE), unemployment insurance
(UIF), skills development levy (SKL), workmens compensation (WC) and regional
services council levies (RSCL) are explained orally. :
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Specific Outcome 2:  Demonstrate an understanding of the Insolvency Law
Assessment Criteria ' |

2.1 The salient features of the Insolvency Act, in particular the voluntary surrender clause,
and compulsory sequestration clauses are identified and listed in written form.
22  The consequences of sequestration for the insolvent / sequestratee, are identified and
an explanation given in an essay format. ! _
" 23  The administrative processes required for the sequestration of an estate are outfined
- - and explained orally. CR _
24  The requirements for rehabilitation are listed and explained in a simulated environment.

Specific Outcome 3:  Demonstrate an understanding of legal security
Assessment Criteria

3.1 The concept and terms “legal security”, “lien” and “tacit hypotec” are explained orally.

32  Acomparison is drawn between “real” and “personal” security with an example of each.

3.3 The relationship existing between a “creditor” and a “principle debtor” and/or “surety”,
are explained orally.

Specific Outcome 4: Demonstrate an understanding of the law of partnership
Assessment Criteria

4.1 The various elements of partnerships are defined and explained orally.

42  The rights, duties, benefits and obligations of a partner, within a partnership relationship,
are explained and presented in written form.

4.3  The termination process of a partnership relationship is explained to a peer group.

11.  Accreditation Process and Moderation

* Anindividual wishing to be assessed (including through RPL) against this Unit
Standard may apply to an assessment agency, assessor with the relevant Education
and Training Quality Assurance body (ETQA).

¢ Anyone assessing a learner against this Unit Standard must be registered as an
assessor with the relevant ETQA

¢ Any institution offering learning that will enable achievement of this Unit Standard or
assessing this Unit Standard must be accredited as an provider with the relevant
ETQA

* Moderation of assessment will be conducted by the relevant ETQA at its discretion

12.  Range Statements
* At least three dispute resolution methods are included
« Latent defects should include warranties
* Two sequestration procedures must be included
13.  Notes:
Critical Cross-field Outcomes

Learners have acquired the generic ability to:

¢ [dentify and solve problems
¢ Work effectively with others in a team
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Employ self management

Manage information

Communicate effectively

Demonstrate basic technological competence
Understand contextual world-systems

® & * » @

Essential Embedded Knowledge
Qualified learners understand and can explain: .~ -

Labour Relations Act

Basic conditions of Employment Act
Employment Equity Act

Insolvency Act
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Title : Manage finance in a small business

Unit Standard number. '

_NQFlevel: 4

Creditvalue: 8

'Fieldﬁ_1 ' R B_uéiness; Commerce and Management Studies
Subﬁeld:"_ k1 - 6fﬁc’e administration |
Issue dafe: |

Review date:

Purpose:

A person breditéd with this Unit Standard 'is able to demonstrate an understanding of
entrepreneurial finance; South African legislation related to company finance; sources of
finance, and financial supervision related both to start-up and operational finance.

In particular, on completion of this Unit Standard, the learner is able to:

Apply for finance and negotiate terms of any loan
Understand how various pieces of Iegisiahon affect the finances of a company
operating in South Africa :
- Perform costing and a break-even analysis
Supervise Debtor and Creditor control
Ensure that accurate financial record keeping takes place
Oversee the cash flow of an organisation

-Learning assumed to .be in place:

Learners should be competent in:

e Communication at NQF Level 4 :
¢ Mathematical Literacy at NQFLevel 4

Specific Outcomes and Assessment Criteria:

Specific Outcome 1: Raise financial support externally

Assessment Criteria

1.1 Sources of funds are identified and contacted in order to compile a list of
potential ﬂnanclers their requirements and possible capital injection

values.
1.2 The most suitable source of funds is followed up and any required

collateral is assessed and offered against funding.
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1.3 Application for the loan or funding is compiled and submitted together with
a business plan and any other required documentation.
14  Repayments including any interest are determined, matched to the’ budget
in the business plan; and if feasible the agreement is entered into.
Specific Outcome 2: Calculate the brea_k-even budget
Assessment Criteria .
2.1 Fixed and vanab!e costs are assessed based on the busmess plan
2.2  The contribution margin ratio is determined per unit of product/service
offered.
2.3  Trading expenses per a revised business plan are included in order to
produce a budget of all anticipated costs and expenses.
24  Break-even point is established in terms of rands and units of required
sales per penod to meet this total budget
Specific Outcome 3: Assess the tmpact of tax and other statutory
expenses
Assessment Criteria
31  The impact of company tax is determmed in accordanee with the type of
business ownership constructed.
3.2  Value Added Tax is managed in accordance with statutory requirements.
3.3 Al monthly statutory returns are timeously compieted and remitted with
the appropriate payment.
3.4  Taxes and other statutory payments are estlmated and mciuded in the
budget.
Specific Qutcome 4: Super\rise-ﬁn_a_nclai record keépi'tig-and cashflow
Assessment Criteria | '
4.1  Source documents of all income, expense a‘nti'balance sheet items are
appropnately filed and stored.
42 Datais captured on the accounting system in use, in order for the
appropriate reports to be compiled.
4.3 Debtors and creditors are controlled in order to keep the cashﬂow ina
positive or acceptable position.
4.4  Overdraft facilities are negotiated with a fi nancnai msﬂtution

11.  Accreditation and moderation:

e An individual wishing to be assessed against this Unit Standard (including through
RPL) may apply to an assessment agency, assessor or provider institution accredited
by the relevant Education and Training Quality Assurance body (ETQA), or one with
an appropriate memorandum of understanding (MOU) with the relevant ETQA.

e Anyone assessing a learner against this Unit Standard must be registered as an
assessor with the relevant ETQA, or one with an appropriate MOU with the relevant
ETQA.
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L]

‘Any institution offering learning that will enable achievement of this Unit Standard, or
assessing this Unit Standard, must be accredited as a provider with the relevant
ETQA, or one with an appropriate MOU with the relevant ETQA.

Moderation of assessment will be conducted by the relevant ETQA, or one with an
appropriate MOU with the relevant ETQA.

Range statement:

“Although the learner will gain knowledge of various forms of capital injection he/she
will not be expected to act as an expert in any of these methods, based solely on the
achievement of this Unit Standard;

Notes:

Embedded knowledge:

The knowledge underpinning the above specific outcomes is:

The process of applying for financing;
Negotiation skills;
The ability to calculate costs in total and per unit of product or service offered;

Break-even calculation and analysis;
An employer's knowledge of company tax and Value Added Tax and statutory

~ commitments such as Pay As You Earn, the Unemployment Insurance Fund, RSC

Levies, Skills Development Levies and Workmen's Compensation;
‘An overview of Debtors and Credltors control.

Critical Cross-Field Outcomes:

The following critical outcomes relate to this Unit Standard and will be elaborated upon
within the learning context:

> L

Problem identification and solution in creative ways when supervising record keeping;
Organising and managing self within the context of organisational transformation;
Critically coflecting, evaluating and analysing information when determining which the
best source of external financing is;

Appropriate use of information technology equipment and systems when keeping

fi nancial records. _
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1.  Title: .. Produce accounting reports

2. Unit Standard number:

3. * NGF level: 4

4. Credits: 10

5. Field: _ Business, Commerce and Management Studies
Sub field: Office Administration

6. Issue date:
7. Review date:
8. Purpose:

A person credited with this Unit Standard is able to demonstrate an understanding of a
double-entry accounting system, and will be able to input data into an appropriate
accounting system, reconcile partlcular accounts and produce appropnate accounting
reports for a company operating in South Africa. ;

* In particular, on completion of this Unit Standard, the learner is ab_lé té:

¢ Operate within the context of a double-entry accounting system in a particular
organisation

Input data, including a budget, and keep accurate financial records

Balance a general ledger and produce a trial balance

Prepare and input journal entries

Reconcile various accounts

Produce or compile an income statement, a balance shest and a cashflow statement
Prepare supporting analyses including those for debtors and creditors

* o & & 5 9

8. . Learning assumed to be in placé:
It is assumed that learners are .comp_etant in:

¢ Communication at NQF Level 3
o Mathematical Literacy at NQF Level 3

10.  Specific Outcomes and Assessment Criteria:
Specific Outcome 1: Understand the double-entry accounting system

Assessment Criteria:
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11.

12.

1
1

Sp
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1.1 Accounting terminology is understood, particularly relating to the double-

entry system.

1.2 Allincome, expense and journal items are entered into the manual or

computerised accounting system in a manner that retains its balance.
A trail-balance can be produced when required.

3 _
4 All source documentation is retained to validate any data entered.

ecific Qutcome 2: Compile the accounts of a company

sessment Criteria:

21 Allmonthly income and expense accounts are reviewed with regard to

highlighting potential errors or omissions.

2.2 All general ledger accounts, but particularly fixed assets, debtors,

creditors, stock and bank are reconciled to detailed listings or analyses.

2.3  Journal entries such as accruals, prepayments and depreciation are

calculated and captured into the accounting system.

Specific Outcome 3: Compile accounting reports

As
3.1

sessnieﬁ_f Criteria:

The budget is captured into the system for comparison purposes.

3.2 Regular reports are compiled showing the financial position of the

business, including an income (or profit and loss) statement a balance
sheet and a cashflow statement.

3.3 Specific reports are compiled on a regular basis for control purposes,

including an asset register, a stock-holding list, a debtors analysis and a
creditors analysis.

34  The income statement, and balance sheet, is compared with budgeted

expectations and material variances are investigated.

Accreditation and moderation:

An individual wishing to be assessed against thls Unit Standard (including through
RPL) may apply to an assessment agency, assessor or provider institution accredited
by the relevant Education and Training Quality Assurance body (ETQA), or one with
an appropriate memorandum of understanding (MOU) with the relevant ETQA.
Anyone assessing a learner against this Unit Standard must be registered as an
assessor with the relevant ETQA, or one with an appropriate MOU with the relevant
ETQA.

Any institution offering learning that will enable achievement of this Unit Standard, or
assessing this Unit Standard, must be accredited as a provider with the relevant
ETQA, or one with an appropriate MOU with the relevant ETQA.

Moderation of assessment will be conducted by the relevant ETQA or one with an
appropnate MOU with the relevant ETQA

Range statement'
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13.

Although the learner will produce reports relating to company finance he/she will not
be expected to analyse any of these reports or to act in any capacity overseeing
entrepreneurial finance, based solely on the achievement of this Unit Standard;

Notes:

Embedded knowledge:

The knowledge underpinning the above speciﬁc outcomes is:

Accounting skills in the South African context;

Development of a trial-balance, income statement, balance sheet and cashflow
statement;

Creation of, and inputting into, a general ledger:

The fundamentals of reconciling specific accounts;

A basic knowledge of fixed assets, stock, debtors and creditors.

Critical Cross-Field Outcomes:

The following critical outcomes relate to this Unit Standard and will be elaborated upon
within the learning context:

a0~

Problem identification and solution in creative ways;

Team and group work;

Organising and managing self within the context of orgamsatlonai transformation;
Critically collecting, evaluating and analysing information;

Appropriate use of information technology equipment and systems.

Additionally, communication is established as an area of development in its own right.
Also, aspects of personal deveiopment feature throughout the achievement of this Unit
Standard.
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10,

Title: Record and process workplace transactions

Unit Standard number:

NQF level: 4
Credit value:. 10
Field: - Business, Commerce and Management Studies
Subfield:  Office Administration
Issue date:
Review date:
Purpose:

A person credited with this Unit Standard is able to demonstrate an understanding of
various trading and bookkeeping transactions, the role they play in financial reporting and
how they represent the trading results of a business; and also be able to record and
pracess those transactions.

In particular, on completion of this Unit Standard, the learner is able to:

]

Process invoices, credit-notes and debit notes on a system in place in a particular
company;

Cater for Value Added Tax and the effect on a stock system for the above
transactions;

Prepare goods received vouchers and debit notes or other proof of delivery required
by the procedures in a particular organisation;

Deal with stock transfers to endure that stock counts remain accurate;

Create journal entnes for transactions not based on invoices, credit-notes or debit
notes;

Accurately record and retain for safe-keeping any documentation required to validate
any transaction;

Compile reports accumulating totals related to numerous transactions within a

particular time-frame;
Explain how individual transactions are accumulated and eventually influence the

financial reports of a selected organisation.

Learning assumed to be in place:

Learners should be competent in;

L
L ]

Communication at NQF Level 3
Mathematical Literacy at NQF Level 3

Specific Outcomes and Assessment Criteria:

Specific Outcome 1: Understand the processing of basic transactions
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Assessment Criteria:

1.1 Source documents relating to invoices, credit-notes and debit-notes can

[N

SN . §
g bW

be identified and an explanation is given of their use.

Invoices, credit-notes and debit-note transactions are processed

according to the procedures of a selected company.

The allocation of Value Added Tax is correctly handled in business transactions
The effect of the transactions on stock figures are discussed with examples.

All parts of the transaction, including items such as date, quantities, amounts and
discounts, are recorded and processed according to general accounting practice.
accurately demonstrated.

Specific Outcome 2: Process stock transactions

Assessment Criteria:

2.1 Documentation such as goods transfer issues, goods received notes,

delivery notes (or other proof of delivery documents) are used to
complete transactions relating to stock.

2.2  Reports are compiled showing the accumulated totals for various

transactions related to this and the previous specific outcome.

2.3  Orders can be captured, and back-orders fulfilled or cancelled.

Specific Outcome 3: Compile accounting reports

Assessment Criteria:.

3.1

Journal entries can be captured from documents or journals, including all
entries related to petty cash as well as all types of accounts held with
financial institutions.

3.2 Value Added Tax is correctly accounted for in these transactions.
3.3  Important features such as date, value and general ledger account are

- accurately captured.

3.4  Theimpact all the transacilons in this Unit Standard can have on the.

~ General Ledger, and thus the financial reporting, of a particular company
can be discussed.

35 The role of complete and accurate record-keeping in the context of this

Unit Standard can be presented to a group of peers.

11.' Accreditation and moderation:

An individual wishing to be assessed against this Unit Standard (including through
RPL) may apply to an assessment agency, assessor or provider institution accredited
by the relevant Education and Training Quality Assurance body (ETQA), or one with
an appropriate memorandum of understanding (MOU) with the relevant ETQA.
Anyone assessing a learner against this Unit Standard must be registered as an
assessor with the relevant ETQA, or one with an appropriate MOU with the relevant
ETQA.
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e Any institution offering learning that will enable achievement of this Unit Standard, or
' assessing this Unit Standard, must be accredited as a provider with the relevant
ETQA, or one with an appropriate MOU with the relevant ETQA.
¢ Moderation of assessment will be conducted by the relevant ETQA, or one with an
appropriate MOU with the relevant ETQA.

12. Range statement:

e Although the learner will produce reports relating to company finance he/she will not

"~ be expected to analyse any of these reports or to act in any capacity overseeing
entrepreneurial finance, based solely on the achievement of this Unit Standard:;

« This Unit Standard alone does not represent an introduction to company finance;

* The learner will not have to prepare any financial reports other than those totahng the
appropriate transactions in terms of this Unit Standard;

e The leamer should have an understanding of the accounting system in place in a
particular organisation but the skills needed to use that system are not included in the
achievement of this Unit Standard;

e The learner is expected to complete all transactions lnciuded in this Unit Standard in
various forms.

13.  Notes:
Embedded knowledge:
The knowledge underpinning the above specific outcomes is:

The business cycle and its relation to stock movement;

Business transactions resulting in invoices, credit-notes and debit-notes;
Documentation related to the movement of stock;

Journal entries;

The role and mechanics of Value Added Tax;

Accurate record-keeping:
The flow of financial information from source documents and transactions to the
General Ledger and financial statements.

Critical Cross-Field OQutcomes:

The following critical outcomes relate to this Unit Standard and will be elaborated upon
within the learning context:

Problem identification and solution in creative ways;

Team and group work;

Organising and managing self within the context of organisational transformation;
Critically collecting, evaluating and analysing information;

Appropriate use of information technology equipment and systems.

RN =

Additionally, communication is established as an area of development in its own right.
Also, aspects of personal development feature throughout the achievement of this Unit
Standard.
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