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INTEGRATED MARKETING COMMUNICATION

CIF Marks 1 40

Semester TV

Course Code 18SMBAMMA402 SFFE Marks  : 60

Teaching Hours / woek (L:TEP)  3-0-0 Exam flours ¢ 03
Credits : 03

Course Objectives:

I. To build a comprehensive framework for integrated marketing
communications.

2. To the study the advertising, publicity, personal selling, direct
marketing and sales promotion.

3. To enhance knowledge of emerging trends in integrated marketing
communications,

Unit1:

Role of IMC in marketing process, IMC planning model, Marketing and
promotion processmodel. Communication process, steps involved in
developing IMC programme, Effectiveness ofmarketing communications
Purpose, Role, Functions, Types, Advertising Vs Marketing
mix,Advertising appeal in various stages of PLC.

Unit 2:

Advertising Agency: Type of agencies, Services offered by various
agencies, Criteria for selecting the agencies and evaluation. Advertising
objectives and Budgeting: Goal setting — DAGMAR approach, various

budgeting methods used.

Unit3:

Media planning: Developing Media plan, Problems encountered, Media
Evaluation Print, Broadcast media, Support media in advertising. Media
strategy: Creativity, Elements of creative strategies and its implementation,

Importance of Headline and body copy.

Unit4:

Direct Marketing: Features, Functions, Growth, Advantages/
Disadvantages, And Direct Marketing Strategies. Promotion: Meaning,
Importance, tools used, Conventional/unconventional, drawbacks, pushpull
strategies, Co-operative advertising, Integration with advertising and
publicity Public relation/ Publicity:- Meaning, Objectives, tools of public
relations, Public relationstrategies, Goals of publicity, Corporate
Advertising—Role, Types, Limitations, PR Vs Publicity.

lb 126 4|



RECOMMENDED BOOKS:

2.

k P

4.

Unit s:
hYt e::al:r.. Evalu
methods used for cvaluation,

ation and control: Mecasurcment in
Pre-testing, Post testing.

Unit 6:
Internationay \»Qen-‘:u..ah.. Glo
areas in international advertising Internes advertising:

Ocahc.:na_.mw Advantages and Limitations, Types of Internet
Industrial advertising: B2 B 0053:5\."»:.0:. Special issues in

sclling.,

bal environm

adventising, various

ent in adventising, Dccision

Mecaning,

Industria]
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COURSE OUTCOMES:
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Integrated Marketing Communications — Niraj Kumar, HPH.
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