DSE 11 (Marketing)
ADVERTISING AND BRAND MANAGEMENT

Objective: 70 equip the students with the nature, purpose & complex constructions in the planning
and execution of a Successful advertising program. The course will expose student to issues in brand
management, faced by firms operating in competitive markets.

Unit I
Advertising need & importance: Definition & growth of modern advertising, advertising & the
marketing mix, types & classification of advertisement, advertising spiral; Social & economic aspects

of advertising; Marketing communication models: AIDA, hierarchy of effect, innovation adoption
model, action first model, quick decision model; Planning framework of promotional strategy

How advertising works: Exposure, salience, familiarity, low involvement, central route & peripheral
route & cognitive learning; Positioning strategies ; Associating feelings with a brand; Developing
brand personality ; Creating copy strategies: Rational & emotional approaches, selection of an
endorser, creative strategy & style- brand image, execution, USP, common touch & entertainment,
message design strategy, format & formulae for presentation of appeals (slice of life, testimonials,
etc.), different types of copy; Art & layout of an advertisement: Principles of design, layout stages,
difference in designing of television, audio & print advertisement

Unit IT1

Media planning & scheduling: Introduction to broadcast & non -broadcast media; Budgeting decision
rule: percentage of sales method, objective to task method, competitive parity, & all you can afford;
Key factors influencing media planning; Media decisions: media class, media vehicle & media option;
Scheduling: flighting, pulsing, & continuous. Management of sales promotion: Importance & need for
sales promotion, planning for consumer schemes & contests, different types of consumer schemes.

personality, brand image, managing brands overtime. Integrating advertising and brand management
UNIT V & UNIT VI ( For Internal Assessment)
Tutorials
Analysis of case studies based on syllabi of Unit I to Unit IV/ Assignments based on field
survey/subject tours wherever feasible/Quiz programmes/moot courts wherever feasible/class
presentations/class room seminars/Group discussions
Readings:

1. Aaker, Myers &Batra : Advertising Management » Prentice Hall.

2. Wells, Moriarity & Burnett : Advertising Principles & practices , Prentice Hall.

3. Kleppner’s Advertising Procedure: W.Ronald Lane, kane Whitehill king and J. Thomas

Russell, Pearson Education,

4. George E.Belch& Michael A. Balch : Advertising and Promotion, TMH

5. S.H.H Kazmi and SatishK.Batra : Advertising and sales promotion, Excel books

6. Cowley. D: Understanding Brands, |, Kogan Page Ltd

7. Jean Noel Kampferer: Strategic Brand Management, Kapferer Free Press

8. David Aaker: Brand Leadership, Simon & Schuster
9. Wright, Winter, Ziegler: Advertising, Atlantic Publishers & Dist.
10. Sandage, Fryburger,: Advertising Theory & Practice, Ratroll Longman Group
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