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Theory/Composite Theory

Course description/objective

To render an understanding of the basic concept of Marketing and its
application.

Understanding the concept and application of Advertising and Public
Relations as a modern-day system of winning the market and audience.
Understanding the relationship between the three verticals and thereby
imbibing it into the practice of audience identification and capture, in mass
communication.

Syllabus Module A(39 classes approx.)

e Definitions of Market and Marketing Management
Distinction between Sale and Marketing
Marketing Objectives and Strategies
Marketing Setups/Organization structures

e 4P’s of Marketing Mix
Usefulness / significance of the above concept

e Process of Market segmentation and its usefulness
Design/development of the system of Marketing Research and its
application.

e  SWOT Analysis
Concept of Product Life Cycle and launching new products

e Characteristics of Services
Distinctions between products and Services
Planning Service Marketing

Module B(39 classes approx.)

e  Nature and scope of advertising
Functions — Challenges/opportunities of advertising

e Economic and social implications of advertising

e  legal aspects of advertising

e ASCI - Code of Conduct

e Advertising budget provisioning — tools and techniques

e Functions of Ad agents and agencies

e Setting advertising objectives

e  Ad campaign decision making

e Developing advertising copy and message

e  Brand building and benefits

e Concepts of brand Equity and Brand Positioning

e Public Relations
What is PR —its relevance — Publics in PR — PR Tools - Crisis Management in
PR - Corporate PR — CSR - Feedback- PR Audit.

Project
e Students will make an ad film as group project in CIA.
Texts N/A
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