GROUP 8: LOGISTICS

Course Code COMIMMN 108
Course Title ADVERTISEMENT AND SALES PROMOTION

Type of Course | Minor

Semester 1
Academic | 00- 199
Level
T lLecture Tutorial Practical Total
Credit
Course Detils per week | perweek | per week Fours
4 | 3 - 2 75

Pre-requisites | A foundational undersunding of marketing principles and concepts is |
useful before delving into the specifics of advertisement and sales

promation,
Cotiiini This course that explores the fundomenml concepts, strategies, and
5 echnigues employed in the feld of marketing o stimulate sales and
ummary

promote products or services effectively.

27

Course Outcome (CO);

CO | CO Statement :.:\TIT“ ::: p:::;ﬁe Evaluation Tools used
Understanding of the role of

col advertisement and sales promoetion U ¢ Fxaminations!
within the broader context of ) Review Questions'Quizzes/
marketing communication. Assignment/Seminar
Analyze  and  mierpret  consumer
behavior theorfes and concepts 1o Examinations/

CO2 [ develop  insights  into consumer | An P Assignment
mutivations, attitudes, and  decision-
making processes.
Evaluate various promotional tools and Project

o3 R B E P Exum
techniques 3

Assignment

* - Remember (R), Undersiand (U, Apply (Ap), Analyse (An), Evoluae (E), Create (C)
# - Factual Knowledge(F) Conceptual Knowledge {C) Procedurnl Knowledge (P) Metacognitive Knowledge (M)




Muodule

Unit

Content

Hrs

Mar
ks
TO

INTRODUCTION TO ADVERTISING

1. Meaning, Definition, Nature, and Importance of Advertising:
L5cope of advertusing

3 Key objectives and imporntunce of advertising in marketing
communication

4. I}\'::n'iew nf mriaus t}rpes of n.dvcrl'lsing fe_ p:rndurl

“S.DAGMAR Appmm:h and SLtlmu |.:r1 A:.Ivmmr.g Budgﬂ.[

6. Explanation of the DAGMAR (Defining Advertising Goals for
Meusured Advertising Results) approach to setting sdvertising
objectives

7. Methods for determining advertising budget allocation

‘ERTISING MESSAGE AND MEDIA

28

‘B Advertising Message: Components of an advertising message:
headline, body copy, visuals, ete.

9. Different types of advertising appeals and strategies for creating
effcetive ndvertising copy

|12

10. Types of Advertising Media: Overview of traditionnl and digital
advertising media (e g., print, television, mdio, outdoor, online,
social media, ete.)

11.Strengths and limitations of each advertising medium

12 Faetors influencing the selection of advertising media

13 New Trends in Adverising; Emerging trends n advertising,
mcluding social medin advertising and influencer marketing

20

I

ADVERTISING EFFECTIVENESS

14.Communication and Sales Effects ol Advertising: the dual
ohjectives of advertising: communication and sales impoct

15 Methods for measuring advertising effectiveness, including pre-
iesting and post-testing technigues

16, Ethical Aspects of Advertising in India: Overview of ethical
considentions in advertising practices

17 Role and functions of the Advertising Standards Council of
India (ASCH) in reguinting advertisirig content and practices

SALES PROMOTION

I8 Namre and Impnrw,nce of Sales Promotion: role of sales
promotion in the marketing mix

19.Key objectives and henefits of sales pmmntmn agiivities
2. 1nnlr; of Sales Promotion: Overview of various sales promotion
iools and technigues, mcluding premiums, pnce ofls, coupons,
sampling. refunds, conlests, games, pomi-of-purchase displays, eie.
21 Suutegies for effectively using cach toal 1o drive seles and
consumer Eﬂglﬂgﬂ'ﬂll!ﬂl

15

20

22 Trade Promotion Tools: Convention, conferences, trade fairs,
exhibitions and fashion shows, specialties, and novelties.

Practicum: It is recommended to conduct the following practical exercises

Discissions on vanous commercial and non-commercial
advertisements in detul with examples

[

Debate on the ethical and moral 1ssues in advertisement in the modern
el

Ciroup discussions on digital advertisement and its impornance in
mcdern business

Ammim project on the perception of youth wwands celebnty
endorsement in advertising

tn

Preparation af o report on various sales promotion toels experienced by
students in their real life.

a0
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