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III. Ref: J. Russell & W. Lane -- Kleppner’s Advertising Procedure
D. Aaker, R. Batra & J. Myers --Advertising Management
J. Engel-- Promotional Strategy
George Belch --Introduction to Advertisement & Promotion: An Integrated
Marketing Communications Perspective
IV. NZ: 1. Introduction : Background of Today’s Advertising
. Roles of Advertising
. The Advertising Spiral & Brand Planning
. Associating Feelings with the Brand
. Developing the Brand Personality
. Creative Approaches
. Target Marketing in Advertising

. Research in Advertising
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. Creating the Copy
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. The Advertising Agency, Media Services & Other Services
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. The Advertiser’s Marketing/Advertising Operation
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. Basic Media Strategy

p—
(98]

. Using Television
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. Using Radio
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. Using Newspapers
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. Using Magazines
. Out-of-Home Advertising
. Direct-Response & Direct-Mail Advertising
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. Sales Promotion



