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COURSE DESCRIPTION:


This course aims to give the student full knowledge and understanding of the basic principles and techniques of broadcast advertising and how they are applied in the total advertising industry.


Topics include a focus on advertising agency operations and management and the role of broadcast advertising production, creating media advertising, the radio commercial, the television commercial, media strategy, the complete campaign, and other environments of advertising.

OBJECTIVES:


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

1. Know advertising agency operations and management with emphasis on broadcast advertising functions.

2. Learn how to develop an advertising plan and a creative and media strategy.

3. Gain knowledge of how to produce a radio and a television commercial.

4. Understand the role of the advertising agency in 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 contents of advertising.

TOPICS:

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


	1
	Review of the Advertising Pentad

Advertiser

Advertising Agency

Advertising Supplier

Advertising Medium

Consumer
	3

	2
	Advertising Agency Operations and Management

Account Management Function

Creative Function

Media Function

Marketing Services Function

Other Functions
	3
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	WEEK NO.
	T O P I C
	NO. OF HOURS


	3
	Creating the Advertising

Research in Advertising


Research Department and Account Planning


What Kind of Research is Needed

The Advertising Plan
	3

	4
	Creating the Copy

The Nature and Use of Appeals

Great Advertising Elements

Structure of an Advertisement

Copy Style

The Creative Work Plan

Reviewing the Copy
	3

	5
	The Total Concept:  Words and Visuals

The Creative Team

The Idea

Visualizing the Idea
	3

	6
	The Radio Commercial

The Nature of the Medium

Creating the Commercial

Developing the Radio Script

Structuring the Commercial

Writing the Commercial

Timing of the Commercials

Musical Commercials

Methods of Delivery

Producing the Radio Commercial:  role of the Commercial Recording Company

Glossary of Radio Terms
	3

	7
	MIDTERM EXAM
	

	8 - 9
	The Television Commercial

The Nature of the Medium

Creating the Television Commercial

Producing the Television Commercial

Role of the Producer:  The Agency and the PRODUCTION HOUSE

Controlling the Cost of Commercial Production

Consumer Attitudes Toward Commercials

Glossary of Television Terms
	6

	10 - 11
	Media Strategy

Media Planning

Media Research

Media Buying 

Media Characteristics

Components of the Media Plan

Using Television

The Rating Point System

Share of Audience

Audience Research

GRPs vs. TARPs

Using Radio

Selling Radio Commercial Time

Radio Ratings Services

Rate Classifications
	6
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	12
	The Complete Campaign

Situation Analysis

Creative Objectives and Strategy

Media Objectives

The Sales Promotion Plan

Getting the Campaign Approved
	3

	13
	Other Environments of Advertising

Retail Advertising

International Advertising

Advocacy Advertising

Legal and Ethical Aspects of Advertising

Economic and Social Effects of Advertising

E-Commerce

Career Opportunities
	3

	14
	Total Advertising Campaign Presentation
	


TEACHING METHODS/STRATEGIES:

· Lectures
· Group presentation
· Exercises
REQUIREMENTS:

The class will be divided into groups as mini agencies which will produce actual advertising campaigns for a product, service or an advocacy.

ASSESSMENT/EVALUATION:

	First Half 

   (50%)
	Class Standing (2/3)

Recitation 

Quizzes/Cases

Concept Presentations/Documentations

Observation Trips/Reaction Papers/Seminars Attended

Attendance and Other Considerations

Mid-Term Exam (1/3)
	Second Half

    (50%)
	Class Standing (1/3)

Advertising Campaign

Presentations/Documentations (2/3)


TEXTBOOK:
Russell, J. Thomas & Lane, W. Ronald. 2000. Kleppner’s Advertising Procedure 


New Jersey:  Prentice Hall,  Inc.

REFERENCES:
Garcia, Leonardo R. Jr., 1999. Advocacy Advertising Manila:  DLSU Press


Uy, Emmanuel et al, 2000. Art  & Advertising. Pasig City: Anvil Publishing Inc.
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Advertising Age


Ong, Ma. Yolanda V. et at, 2000. The Science of Advertising. Pasig City: Anvil Publishing Inc.
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