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Objective
Advertising & Public Relations is the fundamental task for the growth of any
organization. By the programme, students learn all strategies & basics of Advertising &
Public Relations.

Course Structure Credit
® |ntroduction to Advertising and Public Relations
® Principles and Obijectives of Public Relations
® Brand Management and Strategy in Advertising
e Strategic Public Relation and Management

® Corporate Communications
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® Tools in Advertising and Public Relations
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e
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UNIT 2 MESSAGE AND MEDIA STRATEGIES

2.1 Learning Objectives
2.2 Introduction
2.3 Advertsing Objectives
23.1 Need for Stating Advertising Objectives; 2.3.2 Classification of Advertising Objectives
233 Determining Advertising Objectives; 2.3.4 Requirements for Setting Good Advertising Ob
23.5 Using Direct vs Indirect Advertising Objecuves
236 Traditional vs Heretical Vizws on Using Sales Volume
as an Advertising Objective; 2.3.7 Defimng Advertising Objecuives
2.4 Creative Strategy: Creative ldea, Creative Execution Tactics
24.1 Preparing the Creative Brief; 7 4.2 Altemative Creative Strategies
243 Corporate Image Advertising; 2.4.4 Endorsers and Message Appeals in Advertising
245 UseofFearAppeal; 2.4.6 Roleof Humour in Advertising
247 Role of Music in Advertising; 2.4.8 Use of Sex Appeal in Advertising
249 Subliminal Message and Symbolic Embeds .
25 Creative Execution: Attention and Structure of Advertisements
25.1 PrintAdvertsement; 2.5.2 TV Commercials
2.6 Media Strategy and lmplementation
26.1 Expanding Role of Media Plarners; 2.6.2 Media Objectives
263 Developing Media Strategies; 2.6.4 Process of Selecting Media Vehicles
265 Assessing the Effectiveness of the Media Plan
26.6 Media Blocking Chart
2.7 Measuring Advertising Effecuveness
271 What should be Measured?; 2.7.2 Whea and How to Measure?
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2.8 Let Us Sum Up
2.0 Further Reading/References
210 Answets to Cheek Your Progress

2.11 Probable Questions
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CUSTOMER RELATIONSHIP MANAGEMENT:

UNIT 3
PROCESS AND TECHNOLOGY
3.1 Learning Objectives
3.2 Introducuon
3.3 Concept of Customer Relationship Management
3.3.1 Mcaning of CRM;  3.3.2 Definitions of CRM
3.3.3 Factors Mouvating Companices to Adopt CRM
3.4 Practice and Technology of CRM .
34.1 Benehitsotf CRM;  3.4.2 Defining a CRM Strategy
3.5 Customer Lite Cycle
3.5.1 Understanding Customer Valucs;
315.3 Market Share vs Share of Customer:;  3.5.4 Customer Lifetime Value
3.6 Process of Customer Relattonship Management
3.6.1 Benelits of a CRM Process;  3.6.2 Why You Need to Create this Process

3.0.3 CRM Business Transformation; 3.6.4 Four Cs (Elements) of CRM Process

3.6.5 CRM Process for Marlieting Organization
3.7 Negotiation with Key Customers: Call Centres, Customer Interacticn
3.8 Negpotiation as a Process
3.9 Tools of Negotiation
3.10 Nepotiation Audit
3.11 Application Providers and CRM
3.12 Let Us Sum Up
3.13 Further Readimg/Endnote
3.14 Aunswers to Check Your Progress
3.15 I'robable Questions

3.5.2 Meaning of Customer Life Cycle
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UNIT 4 CUSTOMER CENTRIC BUSINESS

4.1 Lcarmmng Objectives
4.2 Introduction
4.3 Importance of Customer Support in Businesses
4.4 Internal Process and Customers
4.5 Exteruzl Process and Customers.
4.0 Key Customers
4.7 Customer Strategy Giid
4.8 Partuer Relationship Management
4.8.1 Steos in Partnership Relationship Management
438.2 Optinizing Pertner Relatiouship Maaageiment
S8.3 Technology of Partner Relationship Management
4.9 Let Us Sum Up
4.10 Further Reading
411 Answers to Check Your Progress
4.12° Probable Questions ' W\/
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