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Course Information
Course Title:                          	Principles of Advertising
Course Number:                     	MCOM 304
Credit Hours:                          	3
Section A 	                      	Mon, Wed, Fri 	10 am to 10.50 am  	 Room E 244
Section B			Mon, Wed, Fri 	12 noon to 12.50 pm  	 Room E 246

Semester:                       	Fall 2021

Instructor Information   
Instructor:         			Rachel Hasan 
Office:               		003, Faculty Block  
E-mail:				rachelhasan@fccollege.edu.pk
Office Hours: 			Mon, Wed, Fri 		 

Course Introduction: This course is designed to provide a general idea about the principles and practices of the advertising industry, with a focus on international as well as national advertising scene. It also discusses the impact of advertising on our society. 

Learning Outcomes:
· Be familiar with the principles and practices of advertising
· Realize the importance of persuasive communication in their lives
· Apply the knowledge in the preparation of advertising materials

Course Evaluation: 	100 marks

	Assignments			20 marks
Activities			20 marks
Test				10 marks
Attendance			10 marks
Midterm Presentations	20 marks
Final Exam			20 marks

Course Requirements:

· Students are required to view/ listen to advertisements – print, electronic, radio, internet – on a very regular basis. It is not a matter of choice, but of compulsion. 

· Attendance as well as punctuality in all the classes is expected. If a student is 10 min late in the class, he/she will be marked absent.

· Assignments, activities, presentations and exams are compulsory. Re-take will not be arranged.
· Cheating: If a student is found guilty of cheating in an exam s/he will immediately be given an F grade in that exam. His/her cheating case will be immediately forwarded to Academic Integrity Committee (AIC) of the university.
· Plagiarism: If a student’s work is plagiarized from internet or copied from another student’s work, the student will be given F grade in that assignment.
· The case of plagiarism will be immediately forwarded to AIC
·   No retake of that plagiarised assignment will be taken.
· Mobile Phones: All the students are required to put their mobile phones on silent. If anyone’s phone rings during the class, the student will be immediately marked absent.
· During exams or tests, all the students are required to place all their cell phones (whether one or two) on the table placed in front of the room. If anyone is caught with a cell phone during the exam, it will be considered equivalent to cheating (whether the student was cheating or not) and the student will be given an F grade and the case will be forwarded to (AIC). 
· In case of taking leave, the student will have to submit a TYPED leave application along with written proof for absence. Leave will only be marked immediately before or after the leave duration, and not weeks later or at the end of the semester.
· Attendance policy

· Attending class is the only way you will be able to receive many valuable insights on the material. It is the student’s responsibility to notify the professor before an absence if possible and to make arrangements with the professor for turning in any assigned work or taking any exams scheduled for that day.
· 	Attendance will be taken at the start of each class. If you come in late, be sure to talk to your professor after class to make sure your presence was noted. In addition, remember to wear your ID card to class; if you are present without your ID card, you may be counted as absent.

· The student’s attendance grade will be determined as follows:

	M, W, F

	0 absences = 10/10%
1 absence = 9.5/10%
2 absences = 9/10%
3 absences = 8.5/10%
4 absences = 8/10%
5 absences = 7.5/10%
6 absences = 7/10%
7 absences = 6.5/10%
8 absences = 6/10%
9 absences = 5.5/10%
10 absences = 5/10%
11 absentees: Not allowed to take final exam




Grading Legend:

	Grades
	Quality Pts
	Numerical Value
	Meanings

	A
	4.00
	93-100
	Superior

	A-
	3.70
	90-92
	

	B+
	3.30
	87-89
	Good

	B
	3.00
	83-86
	

	B-
	2.70
	80-82
	

	C+
	2.30
	77-79
	Satisfactory

	C
	2.00
	73-76
	

	C-
	1.70
	70-72
	

	D+
	1.30
	67-69
	

	D
	1.00
	60-66
	Passing

	F
	0.00
	59 or below
	Fail




Course Outline

	Weeks
	Course
	Activities and Assignments

	1st Week

	· Introduction to Course outline

· Definition, types, process, functions and roles

	Activity: What is advertising? Students own perception of what they understand about the profession.



Strengths assignment 1: students to paste/ bring 5 ads that depict the strengths (10 marks)






Activity 1: Interview a manager of a large retail outlet store, like Alfatah, Jalal Sons, etc in your area. Assess how the retailer uses various elements of the marketing communications mix. Study a few diverse products such as food items, small appliances, beauty products etc. Write a report, making conclusions about how advertising comes into play.

	2nd Week

	
·  Key players in advertising
· Impact of advertising
· Function of an ad agency
· Strengths of advertising as a Marketing Technique (Assignment 1)

	

	3rd Week

	· Major advertising agencies (global & local)
· Organization of agency work

	

	4th Week

	· Introduction to IMC
· Marketing Process
· Marketing plan
· Marketing segmentation / mix

Interview Activity 1 (10 marks)
	

	5th Week
	· Advertising’s social role
Assignment 2
	Assignment 2: Select 3 ads that contain one or more of the ethical issues discussed in class. Interview 5 people (varying by age, gender and background) how they feel about the ads. Write their opinions and responses and include your conclusion as well. Describe the similarities / differences you see across the responses. (10 Marks)

[bookmark: _Hlk61809441]Activity 2: Pick a product. You are the new product manager and your company has introduced a new brand within the product category. 1st task: how will you position your brand in the market place? Tell about 3 competing brands (you may use the internet). How are they positioned in the market?? How will your position be different? Your target market? Which of the 7 positioning strategies will you use?
2nd task: Create a brand name for your product. Why did you choose the name? (10 marks)

PRESENTATIONS – explain topics in detail and give 3-4 local ads’ examples. 

	6th Week

	· Corporate image & brand management

[bookmark: _Hlk61809474]Activity 2 (10 marks):Pick a product: 
1.a new chocolate brand
2. a new brand of jeans
3. a new energy drink
4. a new perfume / cologne

	

	7th Week

	MID TERM PRESENTATIONS (20 marks) 
· Deception in advertising
· Subliminal advertising myth
· Effect of advertising on our value system
· Proliferation of advertising
· Use of stereotypes
· Offensiveness in advertising

	

	8th Week
	· Advertising as communication
· Model of Advertising
	


	9th Week
	Test (content) 10 marks: 
1. Advertising as communication
2. Impact of advertising

· Advertising research
· Models of Advertising
	



Assignment: Select a sales promotion print ad for a national brand. Redesign the ad, including the use of sales promotion. Show to students in class. Assess whether the second version has increased their intention to buy. 

	10th Week
	· Integrated advertising - Sales promotions, events & sponsorships
· Out-of-home, exhibitive & supplementary media
	

	11th Week
	· Buyer behaviours
	

	12th Week
	
· Final presentations of Advertising Case studies – discussion
· Advertising appeals
	

	13th Week
	· Media planning
· Media selection
	





	14th Week
	Final Presentations

	




RECOMMENDED READINGS:

· Wells, Burnett, Moriarty. Advertising Principles and practices.  Prentice Hall.
· Arens, F. William. (2004). Contemporary Advertising. Boston: McGraw-Hill
· Moriarty, S., Mitchell, N. D., Wells, W. D., Crawford, R., Brennan, L., & Spence-Stone, R. (2014). Advertising: Principles and practice. Pearson Australia.
· Schudson, M. (2013). Advertising, the uneasy persuasion (RLE Advertising): Its dubious impact on American society (Ed. 6). Routledge.
· Ogilvy, D. (2013). Ogilvy on advertising. Vintage.



NOTE: This outline is subject to change if required.
 



