ADVERTISING AND LABELING INFORMATION
Semester — 6"
EC-6 AL (605) Credit—2+0=2

Objectives:-
To enable to structuresto —
1. Understand the consumer aids for consumer decisions.
2. Chalyse the advertising and lable information contents and assess its influence on
consumers.
3. become aware of the need for adequate cognifine data in advertising and lable

information which will help the consumers in decision making.

Unit — 1 Introduction to advertisement.
- Advertising and demand.
- Advertising and profits.
- Advertising and goals.

- Role of advertising in consumer decision.

Unit — 2 Types of Advertising.
- Newspaper, Magazine, Direct Advertising, Radio and Television out door advertising,
(Direct Mail etc.)
- Advantages and Disadvantage of each.

Unit — 3 Consumer aids.
- Label information.
- Consumer education.

- Trade marks, Brandnames & patents.

Unit-4
- Package materials, mode and safety.
- Legidation: Rules laid down for advertising and lakelling, and their relevance to

consumers.
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