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Comprehensive study of principal problems faced by advertisers and advertising
agencies; policies and procedures used for solutions: evaluation and selection of
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advertising media; preparation of layout and copy for sound advertising
performance.
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This course is designed to increase the student'’s ability to plan a advertising
campaign. To assure such an achievement the course uses readings, lectures and
discussions to help students:

1.To understand the role of advertising in marketing and the promotional mix.
2.To identify the scientific and creative aspects of advertising as a business
discipline.

3.To understand the relationship between marketing strategy, creative strategy, and
media strategy.

4.To understand the structure, processes, techniques, and terms used in the
working relationship between brands, agencies, and the media.
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K AV N | 1. The field of advertising management
2. Advertising planning
3. Comsumer learning and perception
4. communication effects
5. Attitude
6. Changing benefit-based attitude
7 Associating feelings with the brand
8. Developing brand personality
9. Creating social norms
10.Precipitating action
11.Creative approaches
12.The art of copywriting
13.Media strategy and tactics
14.Advertising plans
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