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Near East University

Faculty of Economics and Administrative  Sciences

MARK 419 INTRODUCTION TO ADVERTISING
2014-2015 FALL SEMESTER COURSE OUTLINE
	Classroom:  D01
	Course Schedule:  Monday 16:30 – 19:30


	Instructor
: BERK TUNCALI                               Web:   http://staff.neu.edu.tr/~berk.tuncali/
Office Hours
: Wednesday 15:30 – 16:30                  E-mail: berk.tuncali@neu.edu.tr


	Textbooks: 1.  Mitchell, Wells Moriarty (2009) Advertising: Principle & Practice, Eighth Edition, Prentice Hall



Course Description:

The purpose of this course is to give you an overview of the advertising industry, its functions and practices, and an appreciation of its place within the broader communications context.
In the course you will analyse and discuss examples of advertising, discovering best practice in the advertising industry, and exploring the processes involved in creating campaigns.
You will examine advertising practice and processes: advertising agencies, advertising professional roles, advertising clients, target audiences, media, and strategic and creative thinking. A historical analysis will also shed light on the evolution of advertising.

General Learning Outcomes:

Upon successful completion of the course, a student should be able to:
1. Define terminology and explain concepts of advertising
2. Explain the social, legal, and ethical aspects of advertising
3. Explain the relationship between advertising and marketing
4. Demonstrate an understanding of the role of advertising in marketing communications
5. Recognize the factors that influence consumer behavior
6. Analyze and understand the importance of creative strategies in advertising campaigns

	Week
	Date
	Chapter
	Topic



	    1-2
	15/09 – 22/09 
	-
	INTRODUCTION + NATIONAL HOLIDAY

	3-4 
	29/09 – 06/10
	1
	Chapter.1 – Introduction to Advertising

	5
	13/10
	2
	Chapter.2 – Advertisings Role in Marketing

	6
	20/10
	-
	Case Study 1

	7
	27/10
	3
	Chapter.3 – Advertisings and Society

	8
	03/11
	4
	Chapter.4 – How Advertising Works

	9
	10/11
	-
	Social Media Marketing and Advertising

	10
	17/11
	-
	MID-TERM EXAM WEEK

	    11
	24/11
	6
	Chapter.6 -  Strategic Research

	12
	01/12
	-
	Case Study 2

	13
	08/12
	-
	Customer Relationship Management and Advertising

	14
	15/12
	10
	Chapter.10 – Internet and Non-traditional Media

	    15
	         22/12
	-
	Student Project Presentations

	    16
	         29/12
	         -
	Review Class 


Course Assessment/Evaluation
Grades in this course will be assigned according to the following criteria* (subject to change):

	Mid-term Examination
:
	  25%

	Final Examination
          
:
	  30%

	Project                                       :
	  20%

	Homework                              :
	  10%

	Quiz                                            :
	  10%

	Attend. (Class Participation)
  :
	    5%

	Total:
	100%


PROJECT 
Students will be responsible to form an advertising campaign in order to introduce a new product/service in the market place. Full details of this project will be given in class before the mid-term examinations. This project can be done alone or in a group of 2 students only. Submission date for the project will be Monday 29th of December at the beginning of our final lecture. Late submissions will not be graded. 
HOMEWORK 

Students will be given a total of 3 homeworks during the semester. The deadline will be for the following (next) lecture. Students should obey the course policies and obligations, paying special attention to PLAGIARISM. Homeworks containing plagiarised content will not be graded. 
Course Policies and Obligations of Students
· Those students that attend class on a regular basis generally have greater success than those that do not. Therefore regular attendance is encouraged and students should be prepared to take part in class discussions. 
· All homeworks should be submitted on time and in class (late submissions and submissions out of class will not be accepted).
· Students are required to successfully pass exams and quizzes.

· In class students are required to behave in a manner that aids rather than distracts from learning.

· PLAGIARISM: This is intentionally failing to give credit to sources used in writing regardless of whether they are published or unpublished. Plagiarism (which also includes any kind of cheating in exams) is a disciplinary offence and will be dealt with accordingly.
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