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This course is designed to enhance the student's ability to:

1. Conduct local marketing research and use national research provided by the
client for strategy formation.

2. Understand what is involved in designing a creative promotional campaign and
making an agency-style presentation.

3. Write logically a comprehensive communications action plan.

4. Stage a major promotional event.

5. Work in an interdependent, team environment that is fast paced, rapidly
changing, and sometimes chaotic.
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E W 1. Introduction to Advertising Management
2. Advertising, Marketing Process and Society
3. The Consumer Audience, Account Planning and Research
4. How Advertising Works
5. Advertising Planning and Strategy
6. Media Planning and Buying
7. The Creative Side of Advertising
8. Copywriting
9. Print Media
10. Broadcast and Interactive Online Media
11. Design and Production
12. The Integrated Campaign & Direct-Response Marketing
13. Sales Promotion
14. Public Relations
15: International Advertising
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