HETHT T STaaeiy fat fAeat@=meg
H (§9 T MR AT 1097, #AF 3 3 siavta gt 3 Rreafimmern)
Hmm“l Mahatma Gandhi Antarrashtriya Hindi Vishwavidyalaya
(A Central University Established by Parliament by Act No. 3 0f1997)

s it W=
RArr#ie: Ms 442 HieeH: 2 wice
A wr AW A ue o g (Advertising and Sales Promotion)
TSI % 32T :

o fqmem % forgidt o seRR it foreqa STt 3T |
o wifear ==, Frufter 3R fomTae o fog siste 1 ueh et §9e Je i |

o faenfoat sl wer wwret fogmo dum o, fagmua A & festrga @ qor fogmaa &
VTS oh! A9 | G&Tq ST |

YT & ATAES :
1. O3 9987 : 70 %
2. I FF : 30 %
TSI AT :
THE - I: ﬁsrmaa‘rqﬁ%m (Introduction to advertising)

o fogmm &t uftamr ot femiwar (Definition and characteristics of

Advertising)

° WW,WWW(Advertising classification, Functions and
benefits)

. ﬁﬁl’l’q—'f & IIfieR q EIEISED Elﬁ (Economic and Social issues of
advertising)

o Wﬁ'{ﬁﬁm@ﬁ@ustomer and Advertising Agency)
THS — II: forquE wem (Marketing Communications)
° %IWT?W%HC_OT (Elements of Marketing Communications)
° me (Marketing communication process)
) Wmﬁwaﬁmﬂﬁﬁaﬁﬁaﬁm (Factors affecting communication Mix)
THS - III: i o foerma (Strategy and development)
o SR farvfehertor (Market Segmentation)
o 3T fRerfaertor (Product Positioning)
o SIS SIT&ahdl (Brand Awareness)
[ WWW@W (Brands Equity: Meaning and Measurement)
° T%lmutraaz (Advertising Budget)
TS — IV: WWW@TW (Sales Promotion Tools and Techniques)
o forsha Fla?i:f Y Q'F{“TI'QT, forgryar 1G] 3%55{ (Definition, Characteristics and

Objectives of sales promotion)

o forsha W LG} ﬁﬁﬂ'q:f T grey (Relationships between Sales Promotion

and Advertising)



THS —

ﬁﬁﬁq¥FE§WH§3ﬁF?(Sales promotion evaluation)
3qﬁﬁﬁﬂ¥ﬁﬁﬁqﬁﬁﬁﬁﬁ(Consumer promotion methods)
BQFﬂTlﬁxgqﬁéﬁ$ﬁf(Business Promotion Methods)

v Hifeam AT T o s (Media Planning and Strategy Structure)
ﬁﬁ%ﬂTﬁﬁFﬂ(Media planning)

ﬁﬁ%ﬂTHEQ?$q'(Media Evaluation)

ﬁquqTW#ﬁﬁaﬂﬁ$$ﬁT(Develop Advertising Strategy)

ﬁfmqq E) EEIE NS HEQ?%? (Evaluation of Advertisement

Effectiveness)

fSIRITo TTHYM (Advertising Research)

T {oerd IEah :
o 3IUATA, AN, WY, TS hiaw, TA.UH., faque & fgia, w st i, €. ufeaf& e, 3T,

2012-13

S ww =, fomue ye, wnfeey wor ufeeehe, 31T, 2012

T, Tremia, Hifean dwa s, THT fseerer4, 75 faeet, 2010

Ud, . ©). ws g sesfia, foqmae werentiar, siass ufectersrd, =8 fawett, 2008

Kilter Philip, Gary Armstrong, Principles Of Marketer, Pearson Prentice Hall, New
Delhi, 2011

Bose S. Biplab, Marketing Management, Himalaya Publishing House, New Delhi,
2010



