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Syllabus of Record

MKTG 433 Advertising

Prerequisite: MKTG320 or equivalent

L

Catalog Description

Prerequisites: MKTG 320

An introduction to the principles, practices, and creations of advertising. Use of various media and legal, economic,

social, and ethical aspects of advertising are also considered.

IL

Course Outcomes:

Students will be able to:

IIL.

1. Demonstrate an understanding of the Advertising Principles and Practices.
2. Show application skills in formulating and implementing the Advertising Plan and tactical decisions

using the Media Plan.

3. Explain the role of Advertising in better serving customer needs and building a competitive advantage.
4. Discuss and debate a wide range of ethical, global and social issues of Advertising.
5. Demonstrate the competence to develop and implement the Advertising Plan for a business or non-profit

organization.

Course Outline

. Introduction to Advertising (3 hours)

1. The Roles and Functions of Advertising
2. The Key Players in the Industry

3. Types of Advertising

4. What makes an AD effective?

. Advertising’s Role in Marketing (3 hours)

1. The Marketing Process

2. How Agencies Work

3. International Marketing

4. The Dynamics of Modern Marketing
5. Global trends in Advertising

. Advertising and Society (3 hours)

1. Review and Regulation of Advertising
2. Advertising’s Regulatory Environment
3. Media Review of Advertising

4. Advertising Ethics

. How Advertising Works (3 hours)

1. Advertising as Marketing Communication

2. The Effects Behind Advertising Effectiveness
3. Perception, Cognition and Affect

4. Association, Persuasion and Behavior

. The Consumer Audience (3 hours)

1. Cultural and Social Influences on Consumer Decisions
2. Psychological Influences that Motivate Consumers

3. Behavioral Influences on Consumer Decisions

4. Segmentation and Targeting

Test#1 (1.5 hours)



F. Strategic Research (3 hours)
1. Quest for Intelligence and Insight
2. The Use of Research
3. Research Methods used in Advertising Planning
4, Research Challenges
G. Strategic Planning (3 hours)
1. The Strategic Planning Process
2. Strategic Planning Decisions
3. Account Planning
H. Print and Qut-of-home Media (2 hours)
1. Basic Media Concepts
2. Print Media
3. Newspapers and Magazines
4. Packaging
5. Out-of-home Advertising
I. Broadcast Media (2 hours)
1. Radio
2. Television
3. Filmand Video
4. Product Placement
J. Interactive and Alternative Media (2 hours)
Interactive Media
Internet Advertising
E-mail Advertising
Alternative and New Media

tal ol ol

Test#2 (1.5 hours)

K. Media Planning and Buying (4 hours)
1. The Media Plan
2. Media Objectives
3. Media Strategies
4. Media Buying
L. The Creative Side: Copywriting, Design, Production (4 hours)
1. Facets of Creative Strategy
2. Copywriting for Print, Radio and Television
3. Visual Communication
4. Print and Television Art Direction
5. Effective Web Design
M. Other Marketing Communications (4 hours)
Direct Response and Database Marketing
Sales Promotion and Trade Shows
Public Relations
Special Advertising Situations
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Final Exam will be administered during the final exam week



V. Evaluation Methods

For Undergraduate Students:

Two tests during the semester 40%
Final Examination 30%
The Advertising Plan (in groups of four) 30%

Attendance Policy:

Although there is no formal attendance requirement policy for this class, regular attendance and participation in
class discussions and exercises is critical for achieving course objectives.

V. Required Textbook

Advertising: 7™ Edition by Wells, Burnett and Moriarty; Prentice-Hall; 2006.

VL Special Resource Requirements

Classroom must be equipped with Internet access and display capabilities for the teacher.
Students must have access to Internet for 2 hours per week outside of class hours.
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