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1. General information 

Name of discipline Advertising and sales promotion 

Level of higher 

education  

BA 

Teacher (s) Candidate of Economic Sciences, Associate Professor Shurpa 

Svitlana Yaroslavivna 

Teacher's contact 

phone number 

0501304480 

Teacher's e-mail  svitlana.shurpa@pnu.edu.ua  

Discipline format Full-time, part-time 

The scope of the 

discipline 

3 credits, 90 hours 

Link to the distance 

learning site 

https://dlearn.pnu.edu.ua/ 

  

Consultations According to the schedule of consultations 

2. Annotation to the course 

The actualization of the use of communication tools at the present stage is natural, because the 

experience of economically developed countries proves it. The application of such measures in 

the domestic market requires specific knowledge, skills and competencies. Sales promotion is 

becoming an increasingly important component of the complex of marketing communications. 

Given that the effectiveness of such activities is much higher than direct advertising, and the 

costs are much lower. The communication goals of the enterprise are closely intertwined with 

the general goals of the enterprise. One of the most effective and efficient methods of promoting 

goods on the market is to inform customers about the company's products and its production 

capabilities. For advertising of goods and services use the press of radio, television, cinema, 

mail advertising, advertising and commercial literature, participation in exhibitions, seminars, 

etc. The main thing is to inform consumers how the offered goods and services differ favorably 

from the goods and services of competitors. That is why the correctness of compiling and 

presenting advertising information, the correctness of the choice of a marketing communication 

policy is so important. 

 

3. Aim and objectives of the course  

Purpose: formation of future specialists' knowledge and skills necessary for further 

application of specific methods and techniques of advertising. Obtaining and systematizing 

knowledge about the system of marketing communications of the organization and practice of 

skills of planning and conducting advertising campaigns and sales promotion activities. 

Goals:    
– understand the essence of advertising and sales promotion, their importance and 

evolution, factors and levels of development;  

– features of laws and principles;  

– master the conceptual apparatus;  

– know and understand the classification of types of advertising and types of advertising 

activities;  

– know the main and auxiliary means of advertising, main and secondary advertising 

means;  

– the concept of sales promotion, types of sales promotion schemes;  

– understand the importance of advertising research, know the methodology of their 

conduct and be able to apply it in practice;  

– know the types and means of advertising, features of the development of advertising 

processes and activities of firms in the direction of advertising and sales promotion; 

– definition of the concept and their impact on the image of the organization, goods and 
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services;  

– methods of influencing public consciousness;  

– understand the essence, structure and methods of advertising agencies and the functions 

of advertising departments of firms;  

– legal and ethical aspects of advertising; 

– directions of development of modern advertising and advertising technologies of the 

future. 
 

4. Learning outcomes (competences) 

Program learning outcomes: 

PLO 4. Collect and analyze the necessary information, calculate economic and marketing 

indicators, justify management decisions based on the use of the necessary analytical and 

methodological tools. 

PLO 7. Use digital information and communication technologies, as well as software products 

necessary for the proper conduct of marketing activities and the practical application of 

marketing tools. 

PLO 10. Explain information, ideas, problems and alternative options for management 

decisions to specialists and non-specialists in the field of marketing, representatives of various 

structural units of the market entity. 

PLO 17. Demonstrate skills of written and oral professional communication in state and 

foreign languages, as well as proper use of professional terminology. 

Program Competencies: 

IC. Ability to solve complex specialized problems and practical problems in the field of 

marketing or in the learning process, which involves the use of appropriate theories and methods 

and is characterized by complexity and uncertainty of conditions. 

GC8. Ability to conduct research at the appropriate level. 

GC9. Skills in the use of information and communication technologies. 

GC10. 3. Ability to communicate in a foreign language. 

SC 1. Ability to logically and consistently reproduce the acquired knowledge of the subject area 

of marketing. 

SC 3. Ability to use theoretical marketing positions to interpret and predict phenomena and 

processes in the marketing environment. 

SC 7. Ability to determine the impact of functional areas of marketing on the results of economic 

activities of market participants. 

SC 10. Ability to use marketing information systems in marketing decisions and develop 

recommendations to improve their effectiveness. 

SC 11. Ability to analyze the behavior of market participants and determine the peculiarities of 

the functioning of markets. 

SC 12. Ability to substantiate, present and implement research results in the field of marketing. 

SC 14. Ability to offer improvements in the functions of marketing activities. 

5. Organization of training course 

The volume of the course 

Type of lesson The total number of academic hours 

lectures 20 

seminars / practical / laboratory 20 

individual work 50 

Course signs 

Semester Specialty 
Course 

Grade level 

Normative / 

selective 

7 Marketing 4 selective 

 

Course topics 



Theme, plan Form of 

classes 

Sources Tasks, 

hours 

Estimati

on 

weight 

Deadline 

Topic 1. Advertising and sales 

promotion in the structure of 

marketing. 

Lecture, 

seminar 

1,2,3 2 Max. 5 fortnight 

Topic 2.Classification of 

advertising 

Lecture, 

seminar 

4,5 2 Max. 5 fortnight 

Topic 3. Development and 

implementation of an advertising 

program and its evaluation. 

Lecture, 

seminar 

2,4,5 2 Max. 5 fortnight 

Topic 4. Advertising research and 

evaluation of advertising. 

Lecture, 

seminar 

1,2,7 2 Max. 5 fortnight 

Topic 5. writing of publicity 

texts; 

Lecture, 

seminar 

10,11,1

2,13 

2 Max. 5 fortnight 

Topic 6. Advertising planning. Lecture, 

seminar 

1,2,3 2 Max. 5 fortnight 

Topic 7. Basic and auxiliary 

means of advertising. 

Lecture, 

seminar 

1,2,3,6 2 Max. 5 fortnight 

Topic 8.Sales promotion as a 

component of the communication 

complex 

Lecture, 

seminar 

1,2,5 2 Max. 5 fortnight 

Topic 9. Sales promotion as a 

short-term means of marketing 

communications. 

Lecture, 

seminar 

1,2,5 2 Max. 5 fortnight 

Topic 10. Legal and ethical 

aspects of advertising. 

Lecture, 

seminar 

1,2,3,1

4 

2 Max. 5 fortnight 

6. Course evaluation system 

General 

course 

evaluation 

system 

The discipline provides for the study of theoretical material and the 

implementation of practical (creative tasks). 

Form of control - credit (100 points). Accordingly distributed: 

25 points - theoretical material 

40 points - practical (individual) tasks (1-6 = 5 points, 7 - 10 points) 

10 points - independent work (individual task 8) 

25 points - final testing 

Requirement

s for written 

work 

The course policy provides for the performance of eight individual tasks 1-6 are 

evaluated at 5 points, 7-8 - are evaluated at 10 points. 

Tasks are presented at seminars. 

Seminars Seminars are evaluated in a 5-point system in the form of an oral answer.  

The maximum score for seminars is 25 points (average score * coefficient 5). 

Conditions 

of admission 

to the final 

control 

Final control (testing) is estimated - 25 points. 

A student who has completed the main part of the tasks and received oral grades, 

is scored in points from 40 to 75 points is allowed to the final control. 

7. Course Policy 

Deadline policy: for works that are submitted in violation of deadlines without good reason, the 

assessment is reduced. 

Reassignment occurs for valid reasons (for example, a certificate or a student is studying on an 

individual schedule) during the consultation. 

Academic Integrity Policy: Write-offs (including the use of mobile devices) are prohibited. 

Mobile devices may only be used during online testing. 



Attendance policy: absence on the pair is recorded in the journal, "n" can be worked out during 

the semester. Each not worked "n": -2 points from the final grade. 

When a student presents a certificate of non-formal education, the course of which coincides 

with the topic of the lesson, such a lesson is credited as processed with a score (within the course 

can be no more than 3 recalculations). 
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