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OBJECTIVE: The purpose of this paper is to acquaint the students with the concepts, techniques and 
give experience in the application of concepts for developing an effective advertising programme. 

 
 Introduction: Concept, Purpose, Functions, Benefits, Needs of Advertising, Ethics in Advertising, 

Attributes, Personal Selling, Sales Promotion, Publicity, Propagandas, emerging concepts & issues, 
Customer behaviour and advertising: segmentation, motivation analyses, and value proposition. 
Advertising Objectives: goals and objectives, DAGMAR.      (9 
hours)  

 Advertising Process: Consumer Psychology, Angle of Communication, Effectiveness of 
Advertising, Buyer Behaviour, Speed of Response, Perception of Audience, Strategy Planning & 
Organisation. Contribution, Objectives, Strategy, Planning, Levels of Decision Making, Advertising 
Situation, Organisation of Advertising. Case Study 1: ABIL’s dilemma: to brand or not to brand in 
India            
  (9 hours) 

 Creative Strategy Execution & Judgment: Purchase Proposition, Creative Execution. Visualization, 
Ad theme, Ad Copy Writing, Copy Research, Candidness and Creativity, Types of Ad Copy, 
Headlines, Slogans, Copy, Illustrations, Layout & Functions of Layout. Case Study 2: Round two: 
repositioning the Tata Nano           
 (9 hours) 

 Media Decision: Role of Media, Types of Media, e.Media, Media Related Decisions, Media 
Selection, Media Planing, Media Strategy, Media Mix, Media Scheduling, Media Cost, Advertising 
& Media Research Decisions.         
  (6 hours) 

 Promotion  media & methods: Evaluation of Advertising Effectiveness (What, When & How to 
Test) Advertising Objectives and Plans, Area of Assessment, Pre.Placement Evaluation and 
Post.Testing, Interpretation of Research Funding, PACT, Principles of Advertising, Govt. 
Regulations, Code of Conduct of ASCI, Consumer & Self Regulations, Future of Adverting in India. 
Case Study2: Corporate brand building at SRF: Challenge of selecting the brand consultant  
   (7 hours) 
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