
KONGU ARTS AND SCIENCE COLLEGE

(An Autonomous Institution, Affiliated to Bharathiar University' Coimbatore)

ERODE - 638 107

DEPART}IIlNTOF COMNlERCE

VALUEADDED COURS[- SYLLABUS

T8VCMCA.CREATIVE ADVT]RTISING

,1 Hours

Course Objective: The objective o[fhe programme is to acquire new customers or retain existlng

customers and attracting the ,igt iUry.rr 
""a 

if,,e course make ihe students to prepare adveftisement'

Meaning - Definition of Marketing and Advertising- fun

eilvertiling, Iractors Delentrining Advertising Opportunitl"

UNIT I Introduction

advertising in societY.

UNIT II Crcative Thinking

ctions of Advertising - TYPes of

of a Product/Service/ldea- role of

ising - Stages in

ing Modes - Maj

thc creative Process -

or Creative Thinkers in

4 Hours

Making ol Circative

Advertising.

Digital Mcdia tbr Communication - Concept of Advcrtising cttt t

e,t"r.,tlring bcyond Print and the Srnall Screcn' Creating Advertising A

PRII'ICIPAL'
KONGU ARTS AND SCIENCE COI.LEGE

(AUTONOlrousl
NANJANAPURAM. EROOE .63E 1O'

Creative thinking - CreativitY in advert

Briel- ltlcation - Valious Creative Think

4 Hours

he Net. Viral Advcrtising.

ppeals - coPY writing - Print

copy elements. headlines - body copy - slogan
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UNIT IV

Elements of design and principles of des lgn Designing Print adverti slng choosing fortnat

designing page -choosing typefaces- workin g with visuals - layout ready for print'
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Ethical lssut's in Adverlising -Social C icism ofAdvertising- Advertising Staturory Bodies in lndia'

Role of AAA and ASCI and the Study of Various Code ofConduct
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Introduction 4 Hours

Social Media Marketing: Introduction -Benefits - Media types -stakeholders of SMM-channels

(Face book, Twitter, Linked ln, Google+, You tube, Blogs)

Social Media Marketing: Usage of Social Media Marketing- additional platforms: Twitter,

Instagram, pinterest. snap chat -Advertizing and Analltics

Reference Books:
I . Ian Dodson, "The Art of Digital Marketing",Wiley India Prt Ltd,20l6.
2. Damian Ryan,"Understanding Digital Marketing "Kogan Page LId(USA),20I7.
3. Puneet Singh Bhatia,"Fundamentals of Digital Marketing",Kindle Edition,20l7.

On Completion of this course the students will be able to
t Remember the factors determining the product adv
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T]NIT I

Social Mcdia Markcting 4 HoursUNIT II

4 HoursMobile MarketingT]NIT III
Mobile Marketing- Mobile industry- opportunities - challenges - rnobile optimized rvebsites-App

development - proximity marketing - SMS marketing -mobile analltics- emerging and current

trends.

.1 HowsGoogle AnalyticsTINIT IV

Google analytics :concepts - terms --overview -monitor-Audience overview -behaviour-Acquisition

-Attribution {ustomization-KPIs.

Digital Market Plan 4 HoursT'NIT V

Strategy and planning: Digital market plan-structure -approach -situation analysis -lnformation

gathering-Multiscreening - Objectives - Budjet.

20 HoursTotal Hours

I

I

I

"$3


