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Principles and processes of creative development in advertising; practice and
development of creative thinking skills; application of creativity in design, planning, and the
development of appropriate advertising strategies; experiential learning through practical

projects, field studies, and case analysis.
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Kelley, L. D., Sheehan, K. B., & Jugenheimer, D. W. (2015). Advertising Media Planning: A Brand
Management Approach. Routledge.
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Think with Google. Articles and case studies on consumer insights, digital marketing, and

creative effectiveness.
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