Skill Enhanced Courses
IV Year B Com (Hons)— Semester-V
Course- 16- B. ADVERTISING AND MEDIA PLANNING
(Skill Enhancement Course (Elective), 4 Credits)

I: Learning Outcomes:
At the successful completion of the course students are able to:
e Understand the role of advertising in business environment
e Understand the legal and ethical issues in advertising
e Acquire skills in creating and developing advertisements
e Understand up-to-date advances in the current media industry.
e Acquire the necessary skills for planning an advertising media campaign.

UNIT-I: Introduction, Nature and Scope Advertising- Nature and Scope- Functions - Impact
on Social, Ethical and Economical Aspects - Its Significance — Advertising as a Marketing Tool
and Process for Promotion of Business Development - Criticism on advertising

UNIT-I1I: Strategies of Advertisements

Types of Advertising Agencies and their Strategies in Creating Advertisements - Objectives -
Approach - Campaigning Process - Role of Advertising Standard Council of India (ASCI) -
DAGMAR approach

UNIT-I11: Process of Advertisement

Creativeness and Communication of Advertising —Creative Thinking — Process — Appeals —
Copy Writing - Issues in Creation of Copy Testing —Slogan Elements of Design and Principles of
Design

UNIT-1V: Media Planning
Advertising Media - Role of Media - Types of Media - Print Media - Electronic Media and other
Media - Advantages and Disadvantages — Media Planning - Selection of Media

UNIT-V: Analysis of Market Media
Media Strategy — Market Analysis -Media Choices - Influencing Factors - Target, Nature,
Timing, Frequency, Languages and Geographical Issues - Case Studies

I11: References:

Bhatia. K.Tej - Advertising and Marketing in Rural India - Mc Millan India

Ghosal Subhash - Making of Advertising - Mc Millan India

Jeth Waney Jaishri& Jain Shruti - Advertising Management - Oxford university Press
Advertising Media Planning, Seventh Edition Paperback — by Roger Baron (Author),
Jack Sissors (Author)

Media Planning and Buying in 21st Century — Ronald DGeskey

Media Planning and Buying: Principles and Practice in the Indian Context — Arpita
Menon

7. Publications of Indian Institute of Mass Communications
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8. Advertising and Salesmanship. P. Saravanavel, Margham Publications
9. Publications of ASCI
10. Web resources suggested by the Teacher concerned and the College Librarian including
reading material
IV. Co-Curricular Activities:
A - Mandatory: (student training by teacher in the related field skills: total 10 hours):
1. For Teacher:
Students shall be practically trained, (using actual field material) in classroom and field
for 10 hours, in the skills/techniques related to advertising and media planning. Training
shall include;
e Collection of data and material, handling of material and sample advertisement
preparation.
e slogan preparation, making of advertisement and advertisement strategies
e working with media and report preparation on ethical issues
e preparation of net based advertisements and media planning

2. For Student: Students shall individually choose a local or regional advertising agency, visit,
study it’s processes, strategies, business aspects etc. They may also make a comparative study of
media advertisements. Each student has to submit his/her observations as a handwritten
Fieldwork/Project work Report not exceeding 10 pages in the given format to the teacher.

3. Max marks for Fieldwork/Project work Report: 05.

4. Suggested Format for Fieldwork/Project work Report (not more than 10 pages): Title page,
student details, contents, objective, step-wise work done, findings, conclusions and
acknowledgements.

5. Unit tests (IE).

B - Suggested Co-Curricular Activities
» Survey on existing products advertisements
» Creation of advertising on several products
» Invited Lectures
» Hands on experience with the help of field experts



