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OBJECTI VES:
To provide the student with a practical understandi ng of:
- the role of advertising in society
- advertising as part of the nmarketing m X
- advertising term nol ogy
- the role and inportance of the nedia
- production practices and net hods

- functions of the ad agency in relation to consumner
and industrial advertising

STUDENT GQOALS:

The student will be expected to acquire basic skills
and know edge to work at an introductory level in
a marketing oriented organization.

RESOURCE NMATERI AL:

TEXT: Advertising at work in the nodern narketpl ace
CLIVER Collett 2nd edition MGawHII
Ryer son.

Col | ege Library

Local nedia - class handout nateri al

METHCD:
Lecture and di scussion periods by instructor and on
occasi on guests fromthe business comunity wil |

suppl enrent the | earning process to give added
direction and practical 1nsight.

I f arrangenents can be made, tours to |ocal nedia
will also take pl ace.

STUDENT EVALUATI O\
Two tests (2) = e...¢ 70%

Assignnments and classwork = = = 30%

100 %
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Student eval uation e

Students mssing any tests nust provide the instructor
w th a satisfactory explanati on BEFORE the fact or have
docunentation ie: doctor etc.

Late assignnents will he downgraded.

Marks will be averaged at the end of the senester

An "|" grade will nean the student may be given a

chance to rewite IF all preceding work is satisfactory
and conplete and at the discretion of the instructor.

Arewite opportxxnity is a priviledge and NOT a right.

SUBJECT NATTER

ADVERTI SI NG CONCEPTS:

 history of advertising - classifications of
* social and econom c concepts adverti sing

ADVERTI SI NG STRATEGY:

- advertising and the marketing plan

" appropriations, budgets, allocations

- organi zation of advertising activities (role of dd
- canpai gns agency)
O eative strategies:

- copy preparation

- layout concepts

- print and el ectronic production

MEDAM J:

- classifications
- strenghts and weaknessess (sel ection principles)
- newspapers - magazi nes
- television
- radio
- outdoor (out-of-hone)
- others
- buying techniques - rate cards

ANALYZI NG ADVERTI SI NG EFFECTI VENESS

- techni ques of neasuring
- advertising and marketing research differences

LEGAL ASPECTS

CGover nnent, Medi a, Consu”ner control






