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Course Outcomes

Upon successful completion of the course, the student will be able to:

co1 Identify the various factors influencing advertising and branding decisions by an L3
in-depth understanding of the theories, models and processes.
Analyze the importance and use of timely, accurate and actionable information
CO2 | on consumers and competitors in order to understand customer responses to L4
marketing actions.
CO3 Identify the range of tools available for marketing communications for reaching L3
the customers in building brands.
Compare the basic principles of planning and execution in Marketing
CO4 | Communications and integrate the effect of contemporary communication tools | L3
on target audience.
Develop basic skills in market analysis and formulate advertising strategies for
CO5 L L4
building brands.
Contribution of Course Outcomes towards achievement of Program Outcomes &
Strength of correlations (3-High, 2-Medium, 1-Low)
PO1 | PO2 | PO3 | PO4 | PO5 | PO6 | PO7 | PO8 | PO9 | PO10 | PO11 | PSO1 | PSO2
Col| 3 - - - - 2 - 3 1 2 - 3 2
co2| 3 - - - - 2 - 3 1 2 - 3 2
COo3| 3 - - - - 2 - 3 1 2 - 3 2
CO4| 3 - - - - 2 - 3 1 2 - 3 2
CO5 3 - - - - 2 - 3 1 2 - 3 2
SYLLABUS
Unit Contents Mapped
No. CO
Advertising Concept: Importance, Functions, and Types of Advertising —
Reasons for Advertising — Economic, Social, Ethical Aspects of Advertising
. - o ; Cco1
I — Advertising and IMC — Management of advertising agencies: Functions and coa
Types of Agencies, Structure and Process, Agency Services, and Agency-
Client Interface.
Advertisement Planning & Strategy: Media Planning & Selection: Concept co1
I of Media — Establishing Media Objectives — Types of Media — Media Selection CcO2
— Media Planning Process — Media Planning and Strategies — Media Mix CcO3

Decisions — Media Scheduling.




Developing Advertising Campaign: Advertising Budget - Factors
Influencing, Establishment and Allocation of Resources for an Advertising] CO2
Budget, Methods and Models of Advertising Budget. Determining advertising| CO3
message and copy - Headline, body copy, logo, illustration and layout;; CO4
Creative styles and Advertising Appeals - Evaluating Advertising
Effectiveness.

Brands and Brand Management: Concept — Nature and importance of Brand
- Brand Elements -Brand Image - Brand positioning — Brand and consumers -| CO1
IV |Brand Equity — Brand Loyalty - Brand Personality, Growing and Sustaining] CO2
Brand Equity - Brand Architecture Strategies — Brand Portfolios - Brand] CO5
Hierarchies - Corporate Branding — New Products and Brand Extensions.

Managing Brand Equity and Loyalty: Managing Brands Over Time -
Reinforcing Brands - Revitalizing Brands - Brand Elimination - Challenges
facing brands - Brand and firm - Brand valuation, Brand Building in Differentf CO3
V  |Sectors - Customers, industrial, Retail and Service Brands, Internet -| CO4
Developing International Brands - Pre-requisites and process; Country-of-| CQO5
Origin Effects and Global Branding; Building Indian brands for Global
Markets.

Practice Sessions on knowledge sources for lifelong through MOOCs/ Podcast/ Social Media, etc.
Case Study Compulsory. Relevant cases have to be discussed in each unit.
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e- Resources & other digital material:

1. https://archive.nptel.ac.in/courses/110/108/110108141/ (NPTEL :: Management - NOC:
Integrated Marketing Management)
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