Marketing Management Department

Course Syllabus

COURSE CODE/TITLE:
ADPRINS (Advertising Principles)

PRE-REQUISITE:  

MARKET1

PRE-REQUISITE TO:

ADTICUM (Advertising Practicum)

TYPE OF COURSE:  

major course

FACULTY: 


Ms. Milette L. Zamora





Ms. Luisa A. Chua

TERM/TIME/ROOM: 

2T, SY 2001-2002/0940-1110 TH





2T, SY 2001-2002/1650-1750 MWF/L227

COURSE DESCRIPTION:  


This course aims to give the student full knowledge and understanding of the basic principles and techniques of advertising and how it is used in various marketing and business understandings. The function of advertising as facilitating service to achieve as sales is also analyzed and evaluated.


This course includes topics on the basic areas of advertising activities and the various advertising institutions, strategy development, conceptualization, copywriting and layouting, production, media planning and implementation, and the preparation of traditional and non-traditional advertising programs. The course seeks to develop in the students the creative skills needed in the planning and execution of advertising campaigns and hopefully acquire some experiential techniques in the total development, implementation and evaluation of a campaign.

COURSE OBJECTIVES:


At the end of the course, the students are expected to:

1. Know the importance of advertising as a facilitating function of marketing.

2. Gain knowledge of the various advertising institutions and their functions and how they interact to achieve a successful campaign.

3. Learn how to develop and execute an advertising campaign from the account management, creative, and media standpoints.

4. Understand the role of the client in supervising in achieving the total marketing communications campaign.

5. Appreciate the role of advertising in achieving the objectives and goals of the business organization and understand its socio-economic significance.

VALUE AIMS:

1. To emphasize the value of social responsibility in advocacy advertising campaigns.

2. To promote advertising ethics and decency in the technique and content of advertising.

TOPICS:

	SESSION NO.
	T O P I C
	NO. OF HOURS


	1
	Introduction to Advertising

Definition and elements of Advertising
Nature and scope of Advertising
History of Advertising
Economic and Social Social Aspects of Advertising
The Advertising Pentad:  Advertiser-Ad Agency-Supplier-Media-Consumer Syndrome
Advertising Organizations
	

	2-3
	Areas of Advertising Activity and the Role of the Client

General Functions of Advertising Department

The Marketing Brief

Organization and Function of an Advertising Agency

Overview of the Advertising Vehicles

(Note:
At this point, the outline for an advertising campaign will be distributed to students for them to prepare a tri-media ad campaign for a firm’s product and/or an advocacy campaign for a business establishment or institution.  The students will be divided into groups of five (or depending on class size) to constitute a mini-ad agency).
	

	4-5
	Strategizing the Advertising Campaign

Account Management Function

Research as the Foundation of Advertising Campaigns

Developing the Total Marketing Communications Plan (M-C Plan)

Client-Agency Relations
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	SESSION NO.
	T O P I C
	NO. OF HOURS


	6-8
	Conceptualizing and Producing the Advertising Campaign
The Creative Function of the Ad Agency
The Headline 
The Illustration
The Copy
The Layout
Copy for Non-Traditional Media
Reproducing the Ad

The Production Function
Pre-Production Stage
Production Stage
Post-Production Stage
The Role of the Production House
The Role of Other Suppliers
Other Issues

Artwork vs. Photography
Commercial Photography
Talent Casting
(At this segment, students are required to attend observation trips of printing companies and production houses and learn technical production)
	

	9
	Disseminating the Advertising Campaign
The Media Function

Media Planning

Media Buying

Planning for Non-traditional Media
The Vehicles of Advertising

Print Media

Broadcast Media

Non-Traditional Media


-  LRT


-  Rota Ads/Pearl & Dean


-  Billboards


-  Brochures/Flyers


-  Others
CPMs/Reach & Frequency/GRPs/TARPs
	

	10-11
	Designing Direct Response Advertising/Sales Promotion Function
Types of Sales Promotion
Internal Promotions
Dealer Promotions
Consumer Promotions
The Promo Agency
The Promo Brief and the Promo Campaign
Latest Developments in Direct Response Advertising
Direct Mailing
Use of Computers in Direct Marketing
Latest Trends/Issues
	

	12
	The Financial Function
Bases and Steps in Preparing the Advertising Budget
The Production Budget
Production Costs
Talent Fees and Other Production Fees
The 17.65% ASF/Fee System
The Media Budget
Rate Cards
The 15% Media Commission
The A & P Budget/Total M-C Budget

Current Issues
Advocacy Advertising Campaigns
Trend Towards Media Boutiques, Creative Boutiques, and Specialized Agencies
E-Commerce
	

	14
	Presentation of an Advertising Campaign by Group (this will be the final examination for this course).
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TEACHING STRATEGIES:


Lectures, discussions, mini group presentations, and case analysis.

REQUIREMENTS:

          Production of Concept Report Video

          Submission of Reaction Papers/Book and/or Journal Review

          Tour of Advertising Agencies/Clients/Media Companies/Production Houses

          Individual Reports/Oral Exams

ASSESSMENT/EVALUATION:
First Half

Class Standing (2/3)
Recitation






Quizzes






Concept Presentations/Documentations
Observation Trips/Seminars Attended/Reaction Papers






Attendance and Other Considerations



MID-TERM EXAM (1/3)
Second Half

Class Standing (1/3)




Advertising Campaign Presentations (2/3)
· Presentation Proper
· Documentations/Creative Materials 
TEXTBOOKS

Advertising: Background, Theory and Practice 



by:  Isabelo T. Crisostomo,  Quezon City,  National Bookstore,  1993.



Kleppner’s Advertising Procedure



by:  J. Tomas Russell & W. Ronald Lane,  New Jersey,  Prentice Hall,  2000.
OTHER REFERENCES

Advocacy Advertising
by:  Dr. Leonardo R. Garcia Jr.,  Manila:  DLSU Press, 1999
Marketing Horizons





Asian Advertising and Marketing





Advertising Age
Metropolitan Dailies
Prepared by:
Dr. Nards R. Garcia
June 2000Z
