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HEHITAGE The European Advertising Certificate can

help you make the best of your career.
Some 20% OF THE UK ADVERTISING INDUSTRY have already
taken the course since 2004, when it was first established in
the UK by the Institute of Practitioners in Advertising (IPA).
It's the FIRST REMOTE LEARNING PROGRAMME produced by
the European Association of Communication Agencies (EACA)
and has been developed in conjunction with the IPA.

W“AT'S "' This course will give you a thorough

understanding of the brand communication
AI.I. AB““T? process from start to finish — and how your

job fits into it. THE AIM ISN'T JUST TO TEACH BUT TO INSPIRE. 2I§JEI§TlIJSII(N .
The course builds on the learning you've already acquired — INDUSTRY HAS

whether from your studies, or in your agency, through on the job TAKEN THE EXAM.
training, external training or further education courses. But there
is one big difference — the course is conducted entirely online.

WHO'S IT FOR? HOW LONG

This course is designed for people
joining an agency or having up to
two years work experience in the
industry. It is open to people from
all disciplines and all types of EACA
member agencies across Europe.

DOES IT TAKE?

Approximately 25-30
hours self-paced learning
(entirely free!). Followed by a
3 hour offline examination DURATION OF THE
in your country (€220). OFFLINE EXAM.
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UNDERSTANDING
CLIENT BUSINESS

Improve your understanding of a
client’s business and the world
they live in and explore KEY
MARKETING FUNDAMENTALS.

ADVERTISING &
COMMUNICATION
INCONTEXT

An INTRODUCTION to the
advertising world and the
part agencies play within it.
You'll cover ADVERTISING
THEORIES, the different
types of advertising agency
and self requlation.

GLIENT, CREATIVE
"DONT BLAVE & MEDIA BRIEFS

ME - THE BRIEF

WAS WRONG!” ﬁf& =2 A close look at the three briefs
s s | (/'&F 'h?{ that drive any advertising project.
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\ FOLLOWS and what a good brief
should contain.

CREATIVITY AND
CREATIVE DEVELOPMENT

Learn 8 tips that will expand
how you think about creative
ideas and how you asses them.

UNDERSTANDING
MEDIA CHANNELS

An exploration of the roles

of the different media channels
—and an explanation of their
benefits, costs and timings.

IMPLEMENTING
CREATIVE IDEAS

How to balance having great
ideas with the practicalities
of implementing them.

And there’s a look at who
does what throughout

the advertising process.




