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Learning Objectives

The objective of this paper is to familiarise the students with concepts and techniques of
advertising used in marketing.

Learning Outcomes

After completion of the course, learners will be able to:
1. Explain various introductory concepts of advertising.
2. Discuss advertising copy decisions.
3. Evaluate the use of different types of advertising media.
4. Discuss different types of advertising agencies.
5. Explain advertising effectiveness.

SYLLABUS OF GE-6.3

Unit 1: Basic Concepts (9 hours)

Communication: Meaning and process. Advertising: Meaning, Significance, and Types. Difference
between advertising and publicity, advertising and personal selling. Sales and communication
objectives for advertising. Advertising budget: Methods. Target audience: Meaning and basis of
selection.

Unit 2: Advertising Copy Decisions (9 hours)
Message Appeals Rational and Emotional; Advertising Copy: Elements of Print Advertising Copy

Unit 3: Advertising Media Types (9 hours)

Types of Media: Merits and Demerits; Advertising through internet and interactive media - issues and
considerations

Unit 4: Advertising Agency (9 hours)

Types and Selection of advertising agency
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Unit 5: Evaluating Advertising Effectiveness (9 hours)
Evaluating Communication and Sales Effect -relevance and techniques.

Exercises:
The learners are required to:

1. Discuss case studies on different methods of setting advertising budget.
2. Analyse various advertising copy decisions of different firms.

3. Discuss the role of different advertising media types in the present times.
4. Present case studies on selection of advertising agencies.

5. Assess the effectiveness of any advertisement.
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