VISUAL MARKETING — A NEW FIELD OF STUDY

With the advent of mass production into the American economy, it has become more and more important for business to
turn to mass means of selling and marketing their goods. As a result, visual marketing—the selling of goods on a mass
basis through non-personal channels of sales—has become more and more important.

The purpose of this course is to acquaint the business man with the necessary means of creating a favorable market
environment for the consumer. The ultimate goal of creating this environment is, of course, to convince the consumer to
accept the goods or services that are being offered by the business man. In order to convince the consumer, and create the
proper marketing environment, the proper selection of symbols, shapes, colors, atmosphere, and attitude must be present
in the market place or in those means of communication which influence decisions made in the market place. The course
in Visual Marketing is designed to explain the methods and theory behind the methods by which the proper marketing
environment can be created. The course is designed for all business men interested in the marketing of goods—advertising:

sales, public relation, design, engineering, artists, merchandisers, and management people.
The course itself is non-credit; its prime objective is to develop an analytical framework which can be used in business
and everyday work operations. The course has been divided into four Semesters. Each of these Semesters is listed below.
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Monday evenings 7:00-9:30— every other Saturday 9:00-12:00; 1:00-4:00. Tuition $200 per semester.
Registration by mail accepted until September 12. Registration at the lllinois Institute of Technology.
September 12-13 from 6 to 8 p.m. Siegel Hall, 3301 South Dearborn Street.
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