


Chapter 1 



• What is Adver0sing (p5) 
• What types of adver0sing (pp17‐18) 

•  How do we know when adver0sing works? 
•  IMC (pp22‐23) 



Chapter 2 



• What is branding (pp33, 35) 
• What are the 4 types of markets (pp39,41) 

• What is the market process (pp41‐42) 

•  The Four P’s (pp42‐32) 
•  Push vs Pull Strategies (p44) 



Chapter 3 



•  Trademark – what and who 
•  Copyright – what and who 
•  FTC, FCC, FDA, USPS, ATF 
•  Targe0ng strategies 
•  Puffery (p81) 
•  Endorsement/tes0monial (p83) 



Chapter 4 

•  Basic Communica0on Model (notes, p99) 
•  Facets Model (pp103‐4) 

•  Behavioral Components (p116) 



Chapter 5 

•  Demographic (p131) 
•  Psychographic (p140) 
•  VALS system (pp141‐2) 

•  Segmen0ng (p147) 



Chapter 6 



•  Secondary Research (p157) 
•  Primary Research (p159) 

•  Qualita0ve vs Quan0ta0ve (p160) 
•  SWOT 

•  Consumer research methods/types (p166‐71) 



Chapter 7 



•  Objec0ve 
•  Goal 
•  Strategy 
•  Tac0c 



Chapters 8‐10 



• Media planning, media buying, impressions, 
reach, frequency, exposure (p212) 

•  Types of media  
•  (print, radio, TV, cable, internet, outdoor, etc) 
• Pros and cons 



Chapter 11 



•  Aperture (p293) 
•  Scheduling strategy (pp306‐9, fig11.10) 



Chapter 12 



•  The Big Idea (p327) 
•  Prac0cal Tips (notes, pp328‐9) 
•  Crea0ve Thinking (p330) 
• Message Objec0ves (p334) 

• Message Strategies (p346 – fig 12.1) 

•  Crea0ve Brief (p384) 



Chapters 13‐14 



• Wri0ng effec0ve copy (notes, p359) 
•  Anatomy (p 361 ‐ table 13.1) 

•  Typography (p391) 
•  Readability vs legibility (notes, 392) 
•  Design Principals (p395)* 
•  Crop, bleed, CMYK, RGB (notes, pp400‐1) 


