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GLOBAL ADVERTISING MANAGEMENT
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Global advertising management is a senior undergraduate course that focuses
on how to identify the global advertising issues, how to conduct an
advertising campaign, when to make the right media exposures, and how to
examine the advertising effectiveness? In fact, advertising is part inspiration
and part hard work, It requires not only to know the principles of how the
successful global advertising strategies are formulated, but also to participate
in the real world practices of how they can work by themselves,
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1 Ejgijizw Course Orientation

2 ﬁjg;jzgw Chl: introduction to advertising

3 ﬁjgzjzzw Ch4: how advertising works

4 121;22;?? Ch5: the consumer audience

5 121;222? Ch6: strategic research

6 Ejgzggw Ch7: strategic planning

7 121;22??1% Chl2: the creative side and message
8 121;21;2? Chl3: copywriting

9 121;21;?? Chl4: design and production

o e e

11 Ejgijzzw Ch8: print and out-of—-home media
12 121;2:2? Ch9: broadcast media
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Advertising—principles and practice , 9th edition By Wells, Moriarty, and
K+ Burnett
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