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Description in detail | Weightage (%)

Basics of Advertising

Evolution and growth of advertising; definitiorsf advertising; relevanc
of advertising in the marketing mix; classificatiaf advertising; various
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media for advertising; national and global adverysscene; socio-economic

effects of advertising.

10%

Ad agency management, various specialist departenin an ad agency:

(account planning, account servicing, creative, impthnning, HRD, etc.)

10%

Client related issues and the process, busirsglopment, pitching fa

-

accounts; agency-client interface: the parametersative and media briefing
process, agency-media interface, agency revenmengaand sources, agency

audit.

10%

Mass media laws concerning advertising; apexid®adh advertising AAAI,
ASCI etc.), ASCI and its code of conduct, caseistuftom ASCI.

10%

Advertising tools and practice; consumer behanicanalysis, definitions
and factors; defining consumer behaviour and itSoua factors; external
environment, culture, sub-culture, social classiaogroup, family, internal
states-perception, learning, motivation, persopaliifestyle and attitudes,
etc.).

20%

VI

Consumer in economic theories, models of consumer behaviour; Brand
management: definition, concepts and evolution mind management
component of a brand: strategy and structure -dmguity, image and
personality - corporate brand.

10%

Vi

Defining crectivity, stages in the crective process, crective brief, advertising
appeals, language copy - debriefing of campaigrscd3s of motivation an
theories of motivation. Graphics: role and scope anhvertising, desigr
principles, use of colour in design, designs inoood; type and type face
Media characteristics—defining media planning, dimescene in India,
sources of media information, media strategies, gbtidg and
presentation to client, media scheduling, reachfeeglency, media weigh
theories, media buying and analyzing media infoiomabn- line.

—

RS

20%

Advertising Research

VI

Scope and objectives; research as a decisiakimg tool. Market research
and advertising research; types of research: ttargeketing research,

positioning research; pre-test research post tsstarch, audience research,

methods of analyzing research (psychographic/lifée sesearch, psycho-
physiological research).

10%
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