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SEMESTER-V
COURSE3:ADVERTISING

Theory Credits:4 4 hrs/week

Course Objectives
Thecourseis designed to:
o Understandthebasicsof advertisingandthecommunicationmix.
o Useanalyticalskillsinplanningandevaluatingadvertisingcampaigns.
e Analysecriticallythe task of advertisingundercontemporaryconditions.
o Evaluatethevarioustypesofpoliciesthatcanbeemployedinguidingadvertising

activity.
¢ Developanawarenessofthemajortypesofadvertisingandtheroleofadvertising
agencies.
CourseOutcomes (COs)

Uponsuccessful completionofthiscourse,studentswillbeable:to

CO1:describetheevolution, functions,andscopeofadvertisinginbothtraditionaland digital

formats.

CO2:examineethicalandregulatoryframeworksandassesstheirrelevanceinadvertising practice.
CO3:designadvertisementcontentusingdifferentmessagestrategiesandmediaplanning principles.
CO¢4:evaluatethe economicandsocial impactsofadvertisinginthelndiancontext.
CO5:understandthestructureandfunctioningofadagenciesandassesstheirroleinbrand development.

UNIT-I:INTRODUCTIONTOADVERTISINGMANAGEMENT

Meaning, Importance of advertising, History, Classification and Functions. The Key Players,
Types of Advertising Brand communication role in marketing, integrated marketing
communication, Role of communication in Branding. Digital Advertising- Meaning,

Components, Advantages, Limitations, Types of Digital Advertising.
UNIT-II:ETHICSANDREGULATIONINADVERTISING

Advertising and social responsibility, Impact of Advertising, Deception versus Pufferylmpact
of advertisements on children Women and Advertising Ethics in Advertising; Regulatory

Bodies Review of Regulatory Environment; Codes of ethics and regulatory bodies.
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UNIT-III:ADVERTISINGDESIGNAND MEDIA PLANNING:

Message Strategies. Types of Advertising Appeals. Executional Frameworks Sources and
Spokespersons- Growth and Importance of Media, Meaning and Role of Media Planning,
Media Plan, Market Analysis, Media Objectives, Developing and Implementing Media

Strategies, Evaluating the effectiveness. Media mix.
UNIT-IV:ADVERTISING&THE INDIANECONOMY:

Role of Advertising in the Indian economy, Impact of advertising on the Indian Economy-
Advertising and Indian Society: Social benefits of advertising; Impact of advertising on

attitudes, behaviour, norms, perceptions and lifestyle.
UNIT-V:AD AGENCIES:

Working of AD agencies- Various Functional Department, Types, Measures for gaining and
reasons for loosing clients, Evaluation Criteria for Selecting an Advertising Agency,

Functions of Advertising Agency.

Student-CentricActivities
o developasampleadvertisementcampaignforachosenproductor service
o groupdiscussiononethicalissuesinadvertisementstargetingyouthand children
o role-playon client—ad agencyinteractions and campaign pitching
o fieldvisit to a local ad agencyor virtual session with advertisingprofessionals
e prepare a report comparing digital and traditional advertising strategies using real-life

brand examples

ReferenceBooks:

1. KennethClow.DonaldBaack,“Integrated Advertisements,PromotionandMarketing
communication”, Prentice Hall of India, New Delhi, 2003.

2. 2.S.H.H.Kazmi,SatishKBatra,“Advertising&SalesPromotion”,ExcelBooks, New

Delhi, 2001.

3. George EBelch,MichelABelch,“Advertising&Promotion”,McGrawHill,Singapore,
1998.

4. SAChunawalla(2013),Advertising,Sales&PromotionsManagement, Sthrevised
edition, Himalaya publishing house
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SEMESTER-V
COURSE4:BRANDMANAGEMENT

Theory Credits:4 4 hrs/week

Course Objectives
e Tounderstand themethodsof managingbrands.

o Tounderstandstrategiesforbrandmanagement.

e To studyhow brandcommunication is donebyorganisations.

o Tosuccessfullyestablishand sustainbrands andlead to extensions.

o Tounderstandthebrandperformanceinthemoderndigitalworld.
CourseOutcomes (COs)

Attheend ofthecourse,thestudentwill beable to:
CO1:demonstrateaconceptualunderstandingofbranding,itstypes,andstrategicimportance.

CO2: formulate effective brand strategies including positioning, brand elements, and global
branding.

CO3: evaluate brand communication tools and their effectiveness in creating brand loyalty.
CO4: apply brand extension and rebranding techniques in real-world business scenarios.
COS5: measure brand performance using brand equity metrics and understand global brand
challenges.

UNIT-I INTRODUCTION:
BasicsUnderstandingofBrands—Definitions-BrandingConcepts—FunctionsofBrand -
Significance of Brands — Different Types of Brands — Co branding — Store brands.

UNIT-IIBRAND STRATEGIES:

Strategic Brand Management process — Building a strong brand — Brand positioning —
EstablishingBrandvalues—Brandvision—BrandElements—BrandingforGlobalMarkets—
Competing with foreign brands.

UNIT-IIIBRAND COMMUNICATIONS:
BrandimageBuilding— BrandLoyaltyprogrammes—BrandPromotionMethods—Roleof Brand
ambassadors, celebraties — On line Brand Promotions.

UNIT-IVBRANDEXTENSION:
BrandAdoptionPractices—Differenttypeofbrandextension—FactorsinfluencingDecision for
extension — Re-branding and re-launching.

UNIT-V:BRAND PERFORMANCE:
MeasuringBrandPerformance—BrandEquityManagement-GlobalBrandingstrategies- Brand
Audit — Brand Equity Measurement — Brand Leverage -Role of Brand Managers—
Branding challenges & opportunities.
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Student-CentricActivities

o Casestudyanalysisonsuccessfulandfailedbrandextensions.
SeminarpresentationonglobalbrandingstrategiesofIndianbrands.
Groupprojecttodesignabrandauditreportforalocalornationalbrand.
Guestlecturebyabrandstrategistormarketingprofessional.
Fieldvisit toaretail outletfor observingin-store branding strategies.
Role-playactivity: develop andpitch abrandingstrategyfor anew product.
Debateonchallengesandethicalissuesincelebrityendorsements.

ReferenceBooks:
1. BrandingConcepts andProcess byPati D, Publisher: Macmillan
2.BrandPositioningbySubroto Sen Gupta, Publisher: Tata McGraw-Hill
3.ProductManagementinlndiabyR.C.Majumdar,Publisher:Prentice-hallofIndia Pvt
Ltd.
4.KevinLaneKeller,StrategicBrandManagement:Building,MeasuringandManaging,
Prentice Hall,
5.MoorthiYLR, Brand Management—VikasPublishingHouse
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SEMESTER-VI
COURSES:BRANDMANAGEMENT

Theory Credits:4 4 hrs/week

Course Objectives
Thiscourseisdesignedto:
- Developanunderstandingonservicesectorandservices marketing.
- Learnabouttheserviceprocessandelementsofservicesmarketingmix.
- Understandand analyse customerexpectationsandperceptionstowardsservices.
- Analyzetheimpact ofservicefailureanddevelopservicerecoverystrategies.

- Understandthe functionalaspectsofvariousservicesector units.

CourseOutcomes (COs)

Attheend ofthecourse,thestudentwill beable to:

CO1: explain the role and characteristics of the service sector and its contribution to the
Indian economy.

CO2:applythemarketingmixframeworktothecontextofserviceorganizations. CO3: analyze
customer expectations and perceptions to design better service experiences.
CO¢4:evaluateservicefailuresandrecommendappropriaterecoverystrategies. COS: interpret
marketing practices in various service industries such as banking, healthcare, hospitality, and

retail.

UNIT-I:INTRODUCTIONSTO SERVICES:

Role of services in Indian economy, nature of services, reasons for growth in service sector,
types of services, difference between goods and services, need for service marketing and

obstacles in service marketing- Growth in Services — Global & Indian Scenario.

UNIT-II:SERVICEMARKETINGMIX:

Marketingmanagementprocessforservices-selectingtargetmarket -developingtheservice

marketing mix - managing and controlling marketing efforts.
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UNIT-HI:CUSTOMEREXPECTATIONSOFSERVICE:

Factorsinfluencingcustomerexpectationsofservice,issuesinvolvingcustomerservice expectations,

Customer perception of service.

UNIT-1V:SERVICEQUALITY,SERVICERECOVERY:

Impactofservicefailureandrecovery,customerrespondstoservicefailure.Servicerecovery strategies,

service guarantee-Service quality issues and the human dimension in Services.

UNIT-V:MARKETINGOFSERVICES:

Bankingand Insurance,Healthcare,Hospitalityservices,retailservices-Businessprocess outsourcing

(BPO).

Student-CentricActivities
o Casestudyanalysison successfulservicemarketingstrategies inIndia.
e Roleplayon servicerecoveryscenarios in retail orhospitality.
o Groupproject on designingaservicemarketingmixforastartup.
¢ Guestlecturebyprofessionals from bankingor insurancesector.
» Fieldvisitto a hospital or BPO to studyservicedeliveryprocesses.
e QuizonglobalandIndiantrendsintheservice economy.

o Seminaronthechallenges andfutureof digitalservicesinIndia.

ReferenceBooks:

1. K.RamMohanRao,ServiceMarketing,Pearson Education.
2. VasantVenugopalandRaghuN,ServicesMarketing,HimalayaPublishingHouse.

3. P.N.Reddy,ServicesMarketing,HimalayaPublishingHouse.
SMlJha,ServicesMarketing,HimalayaPublishing House.
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SEMESTER-VI
COURSEG6:DIGITALMARKETING

Theory Credits: 4 4hrs/week

Course Objectives
Thiscourseisdesignedto:

- Understandthefundamentalsofdigitalmarketing.
Acquirebasicknowledge andtechnicalknow-how requiredfordigitalmarketing.
Gainanoverviewofdigitalmarketingstrategiesandbest practices.
Understandthe coreconceptsofdigitalmarketing.
Comprehendvarioustypesofdigitalpromotionalformats.

CourseOutcomes (COs)
Attheend ofthecourse,thestudentwill beable to:

CO1l.differentiatebetweentraditionalanddigitalmarketingandrecognizetheevolutionof digital
platforms.

CO2:create andoptimizewebsitesusingSEOtechniquesandanalyticaltools.
CO3:designeffectivee-mailmarketingstrategiesincludinglistbuilding,segmentation,and
automation.

CO4:developandintegratecontentmarketingstrategiesacrossblogs,videos,and newsletters.
COS:evaluateandapplyvariousdigitaladvertisingformatslikePPC,socialmediaads,and affiliate
marketing.

UNIT-1 INTRODUCTION:

Fundamentals of Digital marketing & Its Significance, Traditional marketing Vs Digital
Marketing, Evolution of Digital Marketing, Digital Marketing Landscape, Key Drivers,
Digital Consumer&Communities,GenY &Netizen’sexpectation&influencewrtDigital

Marketing.

UNIT-II: STARTINGWITH THE WEBSITE:
BuildingWebsite using Website/ Blog Foundations of analytics- Search engine optimization-
KeyWords,KeyWordplannertools,SEO-OnepageandOffpageTechniques: Indexingand Key

word placing and content optimization.

UNIT-II1:E-MAIL MARKETING:
E-MailasMarketingStrategy-Emailmarketingsegmentation,personalizationandmobile friendly
design — E-Mail Marketing as a process- Building Email list, Email Marketing Strategy and

Monitoring, Email atomization.
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UNIT-IV:CONTENTMARKETINGFOUNDATIONS:
ContentMarketingEcosystem,ContentforBlogsandvideos, Usingcontentsforstorytelling, Blogs
forcontentmarketing-Contentmarketingforstayingrelevant-Newslettersforcontent marketing.

Integrated Content Marketing, Google Ads.

UNIT-V:DIGITALMARKETINGPROMOTION:
TypesofVariousAdFormats:PPC,Banners, VideoAds,AppAds,Facebookadvertising, Twitter
Advertising, YouTube Advertising, LinkedIn Marketing. Affiliate Marketing, Influence

marketing.

Student-CentricActivities

o Workshoponwebsite/blogcreationandSEOsetup.
Seminaronemergingdigitalplatformsandinfluencermarketingtrends.
CasestudyanalysisofsuccessfuldigitalcampaignsbylIndian startups.
Groupprojecton contentcalendarcreationfor a brand’sdigitalpresence.
Guestlecturebyadigitalmarketingprofessionaloragencyhead.
Fieldvisitorvirtualinteractionwithadigitalmarketingfirm.
PracticalassignmentonsettingupGoogleAdsor FacebookAds campaigns.

ReferenceBooks:

1. PuneetSinghBhatia:FundamentalsofDigitalMarketing,2ndEdition,Pearson

2. DaveChaffey;FionaEllis-Chadwick:DigitalMarketingStrategy,Implementation and
Practice, 11th Edition, Pearson

3. Damian Ryan: Understanding Digital Market: Marketing Strategies for Engaging the
Digital Generation, 4th Edition, Kogan Page

4. SwaminathanT.NandKarthikKumar:DigitalMarketing:FromFundamentalsto Future,
Cengage.

5. SeemaGupta:DigitalMarketing, McGrawHillEducation(India)PrivateLimited.
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