DERS EGITiM PLANLARI

REKLAMCILIK
Dersin Adi Temel Reklamcilik
Dersin Kodu
Dersin Tiirii Secgmeli
Dersin Seviyesi Lisans
Dersin AKTS Kredisi 4
Haftalik Ders Saati (Kuramsal) 3
Haftalik Uygulama Saati -
Haftalik Laboratuar Saati -
Dersin Verildigi Yil 3
Dersin Verildigi Yaryil 5
Dersin Ogretim Uyesi Dr. Ogr. Uyesi Murat Celik
Ogretim Sistemi Orgiin Egitim
Egitim Dili Turkce
Dersin On Kosulu Olan Yok
Ders(ler)
Ders Igin Onerilen Diger Yok
Hususlar
Staj Durumu Yok

Dersin Amaci

Bu dersin amaci; 6grencilerin reklamcilikla ilgili temel kavramlari, mecralari, stiregleri, kurumlari ve
yeni egilimleri taniyarak bir reklam kampanyasini ¢esitli basamaklariyla rasyonel bir sekilde
planlayabilme becerisini kazanmalarini saglamaktir.

Ogrenme Ciktilan

1. Pazarlama iletisimi acisindan reklamin énemini kavrayabilme

2. Reklam ortamlarini taniyabilme

3. Reklam kampanyasi planlayabilme

4. Reklamcilktaki yeni egilimlerin 6neminin farkinda olus

5. Reklamcilik ve gazetecilik iligkisini kavrayabilme

Dersin igerigi

iletisim, pazarlama iletisimi ve reklam kavramlari, reklam ortamlari ve ézellikleri, reklamin igleyis
sureci ve reklam etki modelleri, reklam kampanyalarinin bicimlendirilmesi, reklam kampanyalarinin
planlanmasi Uzerinde etkili olan unsurlar, reklam ajanslari, medya ajanslari, reklamcilikla ilgili
sektorel kuruluglar, reklam ve etik, reklamcilikta denetim mekanizmalari.

Haftalik Ayrintili Ders Igerigi
(16 Haftalik)

HAFTA KONULAR
Teorik Dersler Uygulama
1 Dersin Tanitimi Tanigsma, anlatim
e Kapsami
o  Gerekgesi
e Onemi

e  Kural ve Gerekleri
Temel Kavramlar
e lletisim, pazarlama iletigimi ve reklama
iliskin temel kavramlar

2 Reklamin Diger Alanlarla lligkisi Anlatim
e Pazarlama ve Reklam
Ekonomi ve Reklam
Hukuk ve Reklam
Sosyoloji ve Reklam
Psikoloji ve Reklam
Sosyal Psikoloji ve Reklam
Antropoloji ve Reklam
istatistik ve Reklam

e  Sanat ve Reklam

w

Reklam ve Gazetecilik Anlatim ve Tartisma

4 Reklam Ortamlari ve Ozellikleri Anlatim
Yayin Yapan Reklam Ortamlari

e Radyo

e Televizyon
Basili Reklam Ortamlari

e Gazete

e Dergi

e Dogrudan Postalama ve Diger Basili

Reklam Materyalleri

5 Acikhava Reklam Ortamlari Anlatim
Transit Reklam Ortamlari

Dijital Reklam Ortamlari

Satis Yeri Reklam Uygulamalari

Sinema

Anlatim, érnek olay
¢o6ziimlemesi

6 Reklam Kampanyasi Asamalari
e Durum Analizi




7 Reklam Kampanyasi Asamalari Anlatim, 6rnek olay
e Hedef Kitle Analizi ¢Oziimlemesi

8 Ara Sinav (Vize)

9 Reklam Kampanyasi Asamalari Anlatim, érnek olay
e Reklam Amaglarinin Belirlenmesi ¢bzimlemesi
e Mesaj Stratejinin Belirlenmesi

10 Reklam Kampanyasi Asamalari Anlatim, érnek olay
e Medya Planlama Stratejisinin Belirlenmesi ¢6zimlemesi
o Reklam Bitgesinin Belirlenmesi

11 Anlatim

Reklam Kampanyasi Asamalari

e Reklam Etkililiginin Olgilmesi

12 Reklamcilikta Yeni Egilimler Anlatim, érnek olay
e Uluslararasi ve Global Reklamcilik ¢dzimlemesi
e Kurumsal Sosyal Sorumluluk Kampanyalari

ve Kurumsal Reklamcilik

e  S06zli Pazarlama ve Reklam
e lzinli Pazarlama ve Reklam
e  Mobil Ticaret/Mobil Pazarlama ve Reklam

13 Reklamcilikta Yeni Egilimler Anlatim, érnek olay
e lligkisel Pazarlama ¢bzUmlemesi
e Deneyimsel Pazarlama
e Eglence Pazarlamasi
e Yesil Pazarlama
e  Gerilla Pazarlama

14 Reklamcilikta Yeni Egilimler Anlatim, 6érnek olay
e E-Pazarlama ve Reklam ¢ozimlemesi
e  Advergaming

15 Reklamda Etik ve Denetim Mekanizmalari Anlatim, tartisma
e Etik Kavrami ve Reklamcilikta Etik
e Reklamcilikla ilgili Denetim Mekanizmalari

16 Final

Ders Kitabi Ders Kitabi:

IMalzemesi/Onerilen Kaynaklar

Yayinlari.

Elden, Miige. (2009). Reklam ve Reklamcilik. istanbul: Say Yayinlari.
Yardimci Kaynaklar:

Aksoy, Atilla. (2005). Yeni Reklamcilik. istanbul: Bilgi Universitesi Yayinlari.
Avery, Jim. (2005). Kampanya Planlamasi. Cev.: Celil Oker. 2. Baski. istanbul: Reklamcilik Vakfi

Degerlendirme

Yaniyil (Yil) igi Etkinlikleri Sayisi Katki Yiizdesi, %
Ara Sinav 100
Toplam 100
Yanyil (Yil) Sonu Etkinlikleri
Final Sinavi 100
Toplam 100
Yaniyil (Yil) igi Etkinliklerinin Basari Notuna Katkisi 40
Yariyil (Yil) Sonu Etkinliklerinin Basari Notuna Katkisi 60

| TOPLAM 100

Dersin Ogrenme, Ogretme ve Degerlendirme Etkinlikleri Gergevesinde Is Yiikiiniin Hesaplanmasi

Etkinlikler Sayisi Siresi Toplam s Yiikii (saat)
(saat)

Teorik ders 14 3 42
Okuma 4 5 20
internet ve Kiitiiphane 4 4 16
Taramasi
Ara Sinav
a)Sinav 1 1 1
b)Sinav igin bireysel 1 20 20
calisma
Final Sinav
a)Sinav 1 1 1
b)Sinav igin bireysel 1 20 20
calisma
TOPLAM iS YUKU 360
(SAAT)

Dersin AKTS Kredisi= Toplam Is Yiikii (saat) / (30 saat/AKTS)= 120/30= 4

Program ve Ogrenme Ciktilari iligkisi




Ders

Program Ciktilari

Ogrenme
Ciktilan 1 2 3 4
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INDIVIDUAL COURSE DESCRIPTION
BASIC ADVERTISING

Course Unit Title

Basic Advertising

Course Unit Code

Type of Course Unit Optional
Level of Course Unit First Cycle
Number of ECTS Credits 4
Allocated

Theoretical (hour/week) 3
Practice (hour/week) -
Laboratory (hour/week) -

Year of Study 3
Semester when the course unitis || 5

delivered

Name of Lecturer(s)

Asst. Prof. Murat Celik

Mode of Delivery

Face-To-Face

Language of Instruction Turkish
Prerequisities and co-requisities None
Recommended Optional None
Programme Components

Work Placement(s) None

Objectives of the Course

The aim of this course is to ensure the students to become skilful at planning an advertising
campaign rationally, with various stages by recognizing the basic concepts, channels,
processes, institutions and new trends about advertising.

Learning Outcomes

1- Being able to comprehend the importance of advertising in terms of marketing
communication

2- Being able to recognize the advertising media

3- Being able to plan advertising campaigns

4- Consciousness of the importance of new trends in advertising

5- Being able to comprehend the relationship between advertising and journalism

Course Contents

Communication, marketing communication and advertising concepts, advertising media and
characteristics, the operation process of advertising and advertising effectiveness models,
shaping the advertising campaigns, the elements that effect the planning of advertising
campaigns, advertising agencies, media agencies, sectoral institutions about advertising,
advertising and ethics, control mechanisms in advertising.

Weekly Detailed
Course Contents

COURSE CONTENTS
WEEK Theoretical Content Execution
1 Introduction To The Course Acquaintance, lecture
e Scope
e Motive
e Importance
¢ Rules and Requirements
Basic concepts
e Basic concepts on communication,
marketing communication and advertising
2 The Relationship Between Advertising And Other Lecture
Fields
e Marketing and Advertising
e Economy and Advertising
e Law and Advertising
e Sociology and Advertising
e Psychology and Advertising
e Social Psychology and Advertising
e Anthropology and Advertising
e  Statistics and Advertising
e Art And advertising
3 Advertising and Journalism Lecture, Discussion
4 Advertising Media and Characteristic Lecture




Broadcasting Advertising Media
e Radio
e Television
Printed Advertising Media
e Newspapers
e Magazines
Direct Mail and other Printed Advertising Materials
5 Qutdoor Advertising Media Lecture
Transit Advertising Media
Digital Advertising
Point of Purchase Advertising Applications
Cinema
6 Advertising Campaign Concept Lecture, case study
Stages of Advertising Campaign analysis
e Situation Analysis
7 Stages of Advertising Campaign Lecture, case study
e Target Group Analysis analysis
8 Midterm exam
9 Stages of Advertising Campaign Lecture, case study
e Determining The Goals of Advertisement analysis
e Determining The Message Strategies
10 Stages of Advertising Campaign Lecture, case study
e Determining the Media planning strategy analysis
e Determining the advertising budget
11 Stages of Advertising Campaign Lecture
e Measuring The Advertising Effectiveness
12 New Trends In Advertising Lecture, case study
e International and Global Advertising analysis
e Corporate Social Responsibility Campaigns
And Corporate Advertising
e  Word-of-Mouth Marketing and Advertising
e Permission Marketing And Advertising
e Mobile Commerce/Mobile Marketing And
Advertising
13 New Trends in Advertising Lecture, case study
e Relationship Marketing analysis
e  Experiential Marketing
e Entertainment Marketing
e  Green Marketing
e Guerilla Marketing
14 New Trends in Advertising Lecture, case study
e E-Marketing And Advertising analysis
e  Advergaming
15 Ethics and Control Mechanisms In Advertising Lecture, discussion
e The Concept of Ethics And Ethics In
Advertising
e Control Mechanisms In Advertising
16 Final
Recommended or Required Course Book:
Reading Elden, Miige. (2009). Reklam ve Reklamcilik. istanbul: Say Yayinlar!.
Companion Books: ) )
Aksoy, Atilla. (2005). Yeni Reklamcilik. Istanbul: Bilgi Universitesi Yayinlari.
Avery, Jim. (2005). Kampanya Planlamasi. Cev.: Celil Oker. 2. Baski. istanbul: Reklamcilik
Vakfi Yayinlar.
ASSESSMENT
Term (or Year) Learning Activities Quantity Weight, %
Midterm Exam 1 100
Total 100
End of Term (or Year) Activities
Final Exam 1 100
Total 100
Contribution of Term (Year) Learning Activities to Success Grade 40
Contribution of Final Exam to Success Grade 60
| TOTAL 100

Planned Learning Activities, Teaching Methods, Evaluation Methods and Student Workload

Activities Quantity Duration Total Work Load
(hour) (hour)
Theoretical Activities 14 3 42
Reading 4 5 20




Internet and Library
Search

16

Midterm Exam

a) Exam

b) Personal study for the
exam

[EnY

Final Exam

a) Exam

b) Personal study for the
exam

[EnY

TOTAL

120

ECTS Credits: 120/30=4

Contribution of Learning Outcomes to Programme Outcomes

Learning

Programme Outcomes
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