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PR & ADVERTISING THEORIES, MODELS AND APPROACHES

Course Introduction

This integrated course aims to develop in-depth knowledge of advertising and public relations concepts,
theories, models, principles, practices, and advanced analytic inquiry to connect theory with practice.
Students will explore how advertising and public relations work together, extending theoretical and
practical knowledge across both fields. The course provides a comprehensive conceptual framework for
analyzing marketing strategies, communication tactics, and situational dynamics relevant to both
advertising and public relations. The course aims to:

1.

2.

3.

Make students aware of the significance of theories, models, and approaches for studying
advertising and public relations.

Develop students’ understanding of the fundamental theoretical constructs that determine the core
of advertising and public relations.

Provide students with sound knowledge and in-depth understanding of the theories and models
relevant to advertising and public relations.

Learning Outcomes

Upon successful completion of this course, students will be able to:

1.

2.

3.

Demonstrate an understanding of the major concepts, theories, models, and approaches in
advertising and public relations and appreciate their strengths and weaknesses in practice.

Analyze and comprehend contemporary advertising and public relations messages with relevant
theoretical perspectives.

Evaluate the dynamics of successful advertising and public relations campaigns through an
academic lens to create effective communications.

Course Content Assignments/Readings

Week 1.1.3. Lavidge & Steiner’s Hierarchy-of-Effects
1-5

1. Foundations of Advertising and Public Relations
1.1.How Advertising Works
1.1.1. AIDA Model
1.1.2. DAGMAR Approach

Model
1.2. Introduction to Public Relations: Theoretical Underpinnings
1.3. Audience Theories
1.1.1  Theory of Uses & Gratifications
1.1.2  Audience Message Processing Models
1.1.3  Elaboration Likelihood Model

Week
6-10

2. Theoretical Perspectives

2.1. Theories of Media Cognition and Information
Processing
2.1.1. Stuart Hall’s Encoding/Decoding
2.1.2. Media Modeling Theory
2.2. Theories of Human Behavior
2.2.1. TRA and TPB
2.3. Symmetry, Excellence Theory, and Practitioners’ Roles in
Theory
2.4.Four Models of Public Relations
2.4.1. Press Agentry




2.4.2. Public Information
2.4.3. Two-way Asymmetrical
2.4.4. Two-way Symmetrical

Week 3.3.Relationship Management in Public Relations
11-13 3.4.Open-Systems and Excellence in Public Relations

3. Advertising and Public Relations Strategies

3.1.Critical Analysis of Advertising Processes
3.2. Evaluation of Media in Relation to Marketing Objectives

3.5. Crisis Communication and Apologia in PR
3.6.Corporate Social Responsibility in PR and its Impact on
Advertising

Week Perspectives
14-16 4.2.New Media and Parasocial Interactions

4. Advanced Concepts and Applications
4.1.Contemporary Advertising Messages and Theoretical

4.3. Semiotics and Advertising
4.4, Activism, Mobilization, and Advocacy Strategies
4.5.Global Perspectives in Advertising and Public Relations
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Teaching Learning Strategies
1. Class Discussion
2. Projects / Assignments
3. Group Presentations
4. Students led presentations
5. Thought Provoking Questions
6. Field Visits and Guest Speakers

Assignments: Types and Number with Calendar

Assignments may include special reports, projects, class presentations, field work. The nature of
assignment will be decided by the teacher as per the requirements of the course.

Assessment




Sr. No. Elements Weightage Details
Midterm . . .
1. Assessment 35% Written Assessment at the mid-point of the semester.
Continuous assessment includes: Classroom participation,
5 Formative 259 assignments, presentations, viva voce, attitude and
) Assessment ? behavior, hands-on-activities, short tests, projects, practical,
reflections, readings, quizzes etc.
Written Examination at the end of the semester. It is mostly
Final in the form of a test, but owing to the nature of the course
3. Assessment 40% the teacher may assess their students based on term paper,

research proposal development, field work and report
writing etc.
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