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1. Mixon, Franklin G Jr. (1994),"The
role of advertising in the market
process: A survey’,International
Journal of Advertising, Vol. 13, Iss. 1;
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ch2. Advertising’s Role in Marketing
ch3. Advertising and Society

Part IIl: Planning and Strategy
ch4. How Advertising Works
ch5. The Consumer Audience
ch6. Strategic Research

ch7. Strategic Planning

Part lll: Advertising Media

ch8. Print and Out-of-Home Media
ch9. Broadcast Media

ch10. Interactive and Alternative
Media
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ch11. Media Planning and Buying

Part IV: Creative Advertising

ch12. The Creative Side and

Message Strategy

ch13. Copywriting

ch14. Design and Production

Part V: Integration and Evaluation
ch15. Direct Response

ch16. Sales Promotion, Events, and
Sponsorships

ch17. Public Relations

ch18. Special Advertising Situations
ch19. Evaluation of Effectiveness
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1. Olney, Thomas J., Holbrook, Morris
B., Batra, Rajeev(1991),”"Consumer
Responses to Advertising: The
Effects of Ad Content, Emotions, and
Attitude Toward the Ad on Viewing
Time,” Journal of Consumer
Research, Mar, Vol. 17, Iss. 4, p. 440.
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4. Israel D Nebenzahl, Eugene D
Jaffe.(1998),”Ethical dimensions of
advertising executions ,“ Journal of
Business Ethics, May, Vol. 17, Iss. 7,
p. 805-815.
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