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CIRCULAR:-

A reference is invited to the syllabi relating to the Bachelor of Mass Media
(B.M.M.) Programme yvide this office Circular No.UG/94 of 2015, dated 5™ October,
2015 and the Principals of the affiliated Colleges in Arts and the Professor-cum-
Director, Institute of Distance and Open Learning (IDOL) are hereby informed that
the recommendation made by the Board of Studies in Mass Media at its meeting held
on 8" December, 2016 has been accepted by the Academic Council at its meeting
held on 28" Februar)f 2017 yide item No.4.4 and that in accordance therewith, the
revised syllabus as per the (CBCS) for the Bachelor of Mass Media ( Agency
Management) (Sem. VI), which is available on the University’s web site
(www.mu.ac.in) and that the same has been brought into force with effect from the

academic year 2016-17.
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1) The Co-ordinator, Faculty of Arts,
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4) The Chairperson, Board of Studies in Bachelor of Mass Media,
4) The Co-Ordinator, University Computerization Centre,

A

(Dr.M.A Khan)
REGISTRAR

..PTO



Cover Page

AC 2% [o2[201%

Item No. _4 -4
UNIVERSITY OF MUMBAI
Syllabus for Approval
Sr. : ’
No. Heading Particulars
Title of the BMM Semester - : VI
1 L1 paper: II : Subject: Agency Management:
CGSBS
Eligibility for
£ Admission AEHE pass.
3 | Passing Marks 40%
4 Ordinances /
Regulations ( if any) e
5 IS\IO' i 03 years & 06 semesters
emesters
P.G./ U.G./ Diploma / Certificate
6 Level ( Strike out which is not applicable)
Yearly / Semester
7 £ ( Strike out which is not applicable)
New / Revised
8 |Status ( Strike out which is not applicable)
9 obe 1mplem'e el From Academic Year  2016-17.
from Academic Year —_——
M:E Date: 20/2/2017
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Paper -1V
Paper no. 3 - ACENCY MNANAGEMVENT
Mix. Marks: 100 (Theory:60, Internal s: 40)

Paper -1 1 |
AENCY NANACEMENT

M. Mrrks: 100 (Theory : 75, Internal s: 25)
(oj ecti ves:

e To acquaint the students wth concepts, techni ques for devel opi ng an
ef fective advertising canpai gn.

e To famliarize students wth the different aspects of running an ad
agency

e To incul cate conpetencies to undertake professional work inthe field
of adverti sing.

MIDULE Topi ¢ Detail s Nuntper
of
| ectures
MDULE | | Advertising e their role, Functions, 08
Agenci es: Q gani zati on and | nport ance

o different types of ad

agenci es

MIDULE dient Servicing e The dient - Agency 02

I Rel ati onshi p

e 3Ps of Service: Physical
evi dence, Process and Peopl e

e The Gaps Mbdel of service
qual 1ty

e Sages in the client-agency
rel ati onshi p

e HwAgencies Giin dients

e Wiy Agencies Lose dients

e Bvaluation Citeriain
(hoosi ng an Ad Agency

e The roles of advertising




Account executi ves

MIDULE Account H anni ng e FRole of account planning in 04
Il adverti si ng
e FRole of Account H anner
e Account H anni ng Process
MIDUE Advertising e Means-End chai ning and t he 04
AV canpai gn Met hod of Laddering as gui des
nanagenent to Qeative Advertising
Fornul ation
e Dgital Advertising Srategy
/  Ganpai gns
MDLLE V | Ad A | mnaki ng e onverting story board to TVC 04
e Hliting and post production
MIDULE Mar keting pl an e The narketing brief, Mrketing 06
M of the client Audi t, Marketing (pj ectives,
Mar keting Probl ens and
(pport MIDULE es Revi ew, STP,
Executing the pl an, BEval uati ng
the pl an
MIDULE The Response e Traditional Response H erarchy 04
Ml Process Model s: A DA
e Sales-Qiented j ectives
e (Comuni cations (oj ecti ves
e DAGWR An Approach to Setting
(bj ecti ves
MDULE Setting up an Busi ness pl an introduction, Vari ous 02
Ml Agency Sages in setting up a new Agency
MDULE Agency Various nethods of Agency 02
I X Gonpensat i on Renuner at i ons
MDULE X | Gow ng the e The Pitch: request for 04
Agency proposal , specul ative pitches,

P tch Process
Ref er ences, | nage and




reputation, PR

MDULE Sal es Pronoti on e The Scope and Rol e of Sal es 08

A Managenent Pronoti on

e Reasons for the Increase in
Sal es Pronoti on

e The psychol ogi cal theories
behi nd sal es pronotion

e (onsuner Franchi se-Buil di ng
ver sus Nonf ranchi se-Bui | di ng
Pronot i ons

e [esigning Loyalty, continuous
and frequency prograns

e (bjectives of Trade-Qiented
Sal es Pronoti on

e Techni ques of Trade-Qiented
Sal es Pronoti on

o (bjectives of Consuner-
Qiented Sal es Pronoti on

e Techni ques of Consuner -
Qiented Sal es Pronoti on

Qiidelines for Interna s

1. Sarting and naintaining a blog —the | earner shall nake the bl og
after consultation wth the teacher concerned during the period of
| earning of the course and run the blog for the period of the course.
The subject of the blog shoul d be any one social issue. The bl og
shal | be supervi sed by the concerned teacher and narks shall be
assigned for quality of |anguage, design and | ayout, frequency of
updating, the quality of conment by the bl ogger, interactivity on the
bl og. The bl og nust be updated a mni numof tw ce a week.

2. Designing the loyalty / frequency / continuity programfor any one
of the real life client

Suggest ed Readi ng:

1. Advertising and Pronoti on by G Belch and M Bel ch

2. Advertising Pronotion and G her Aspects of Integrated Marketing




Gonmuni cations by Terence A Shi np.




