
Course Title: MARKETING (Digital) 
Course Code: BFAGD-212 

Credit Hours: 2 (1+1) 

Course Outline: 

To provide students with basic understanding of latest marketing methodologies in 

reference to advertising design 
 

Course Objectives: 

 To Explore the field of Marketing, Social Media and Advertising 

 Create an e-portfolio 

Course Outcomes: 

 
Students should be able to analyze and position/ launch their campaign in terms of need in the market 

Course Contents: 

 Introduction of advertising. 

 Communication process and phases. 

 Swot analysis. 

 Advertising and consumer behavior (consumer buying behavior). 

 Advertising and marketing mix. 

 Advertising research. 

 Marketing (definitions and introduction). 

 E-marketing and communication. 

 Interactive, direct mail and out of home media. 

 Product (product mix, product life cycle, positioning, differentiation) 

 Segmentation. 

 Pricing. 

 Guerilla Advertising / Ambient Advertising 

 Ambush Marketing 

 Buzz marketing/viral marketing 

 Grassroots marketing 

 The add agencies and advertising and communication industry (structure of ad 

agency). 

 

Field trips to advertising agencies, or marketing firms can enrich the learning experience. 
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