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COURSE DESCRIPTION:


Introduces the student to the various strategies and philosophies of developing an advertising campaign or a marketing communications plan. Focuses on the account management function of an advertising agency and the role of the account executive in supervising an advertising campaign. Provides an insight to a new advertising technology known as account planning or strategic planning. As a requirement, the student prepares an advertising plan covering an analysis of the industry or market, the product, the target consumer, setting goals and strategies. On the basis of the marketing brief, the creative and media strategies and tactics are eventually developed and visualized into a campaign.

OBJECTIVES:


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

1. Understand the role of advertising in achieving the marketing goals of a company.

2. Learn to evaluate a business environment with the help of analytical tools for the purpose of developing a strategic advertising plan.

3. Know how to establish specific advertising goals and learn to write creative and media strategies. 

4. Get an insight to the advertising agency operations with emphasis on the responsibilities and duties of account management/creative functions.

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 contents of advertising.

TOPICS:

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


	1
	Review of Advertising in the Marketing Mix

Elements of a marketing plan

Components of an advertising strategy

Why advertise?

Role of the account executive

Ad agency operational functions
	3

	2
	Strategic Planning

Planning the advertising campaign

Research and advertising

S.W.O.T. analysis

Defining the problems or issues

Setting SMART goals
	3

	3
	Creating the Advertising

Type of research methodologies

The advertising strategy

Identifying the target market

Product Life Cycle

Product Positioning

Creative Work Plan
	3

	4
	Writing the Strategy

Creative strategy format  

Consumer insight

The “Big Idea” and consumer promise

Tone of the advertising
	3

	5
	Print Advertising

Basic design principles 

Types of headlines

Typography

Evaluating creative work
	3
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	SESSION NO.
	T O P I C
	NO. OF HOURS


	6
	Radio Commercial

Elements of sound

Creating a picture

Guidelines for radio advertising

Radio techniques

Steps in radio production
	3

	7
	Television Advertising

Writing TV scripts

Evaluating storyboards

Visual techniques

TV formats

Role of ad agency producer
	3

	8
	Review for mid-term exam
	3

	9
	Media Strategy

Writing the media strategy

Components of a media plan

Reach and frequency goals

Preparing the budget

Agency media function
	3

	10
	Media Plan & Budget

Case discussion and group presentations
	3

	11
	Below-the-Line Activities

Consumer promotion

Event promotions

Trade promotions
	3

	12
	Completing the Campaign

Retail advertising

Out-of-home media

Advertising in the Internet
	3

	13
	Other Environments of Advertising

Corporate Public Relations

Community relations programs

Advocacy advertising
	3

	14
	Review/ Group Presentations
	

	15
	Finals Group Presentations
	


TEACHING METHODS/STRATEGIES: 

The concepts and daily topics will be taught through lectures from textbooks and other reference materials. The lectures will be supplemented with relevant cases, derive examples from actual experiences and highlight current issues from newspapers or trade periodicals.   

REQUIREMENTS:

· Reading

· Cases

ASSESSMENT/ EVALUATION/GRADING SYSTEM:

Class Standing – 50 %

· Recitation

· Reports

· Tests

Mid-term Exam – 16 %

Finals Presentation of an Advertising campaign  – 34 % 

TEXTBOOK:
Russell, J. Thomas & Lane, W. Ronald. 1996. Kleppner’s Advertising Procedure





New Jersey, USA
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