ELECTIVE- MARKETING
ADVERTISING MANAGEMENT

Subject Code- MKT 2 Max. Marks (Ext. Exam): 80
Min. Pass Marks 32
OBJECTIVES:

The aim of the paper is to acquaint the students with concepts, techniques and give experience
in the application of concepts for developing an effective advertising programme.

COURSE CONTENTS :

Unit -1 Advertising’s Role in the Marketing Process; Legal Ethical and Social Aspects of
Advertising; Process of Communication — Wilbur Schramm’s Model, Two Step Flow
of Communication.

Unit-11 Theory of Cognitive Dissonance and Clues of Advertising Strategists: Stimulation of
Primary and Selective Demand — Objective Setting and Market Positioning; Dagmar
Approach — Determination of Target Audience.

Unit — 111 Building of Advertising Programme — Message, Headlines, Copy, Logo, Hlustration,
Appeal, Layout; Campaign Planning; Media Planning; Budgeting.

Unit -1V Evaluation — Rationale of Testing Opinion and Aptitude Tests, Recognition, Recall,
Experimental Designs; Advertising Organisation — Selection Compensation and
Appraisal of an Agency; Electronic Media Buying. Advertising campaign

Unit-V Advertising V/s Consumer behaviour; Sales Promotion — Role of Creative Strategies.
Advertising — Retail, National, Cooperative, Political, International, Public Service
Advertising.

SCHEME OF EXAMINATION:
Total Marks : (Internal 20, External 80) = 100 marks
PATTERN FOR EXTERNAL EVALUATION:

Sec. A: (Short Answers) 4 out of 8 4x8 =32 Marks.
Sec. B: (Essay type & case) 3outof5 3x16 =48 Marks.
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