RECOMMENDED BOOKS:

*  Sales Management by Charles, Futrell, 6/e, Thomson South Western,
2003.

*  Sales & Distribution Management, Tapan K. Panda & Sunil Sahadeyv,
6/e, OxfordUniversity Press.

¢ Managing of Sales Force by Spiro Stanton Rich, 11/e, TMH, 2003.

REFERENCE BOOKS:
*  Sales & Retail Management, an Indian perspective by Dr.S.L Gupta,
1/e, Excel Books,2007.

»  Salesmanship and Sales Management-P.K Sahu & K C Raut, 3/e, Vikas
PublishingHouse3.

*  Sales Management-Douglas J Dalrymple, William L Crowe-John
Wiley & Co.
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INTEGRATED MARKETING COMMUNICATION

Semester v CIE Marks :40
Course Code 18SMBAMM402 SEE Marks : 60
Teaching Hours / week (L:T:P) 3-0-0 Exam Hours :03
Credits : 03
Course Objectives:
1. 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.

Unit2:

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
Adpvertising—Role, Types, Limitations, PR Vs Publicity.
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Unit5:

Monitoring, Evaluation and control: Measurement in advertising, various
methods used for evaluation, Pre-testing, Post testing.

Unit 6:
International Advertising: Global environment in advertising, Decision
areas in international advertising Internet advertising: Meaning,
Components, Advantages and Limitations, Types of Internet advertising
Industrial advertising: B 2 B Communication, Special issues in Industrial
selling.

PRACTICALCOMPONENTS:

*  Study the IMC programs adopted by various colleges to students
applying for an MBA course? Is the tactic adopted by your college
right? If no, what are your suggestions?

*  Study the role of newspapers, radio, television, billboards, internet and
other media in the marketing of mobiles. cold drinks, jeans, mobiles
etc.

*  Observe a marriage in your family and write about how you would
‘event manage’ it?

»  Take an advertisement introducing a new product like soap, biscuit etc
and find the media in which it was advertised. Ask your friends if they
can recall this advertisement and the message. Analyse if they would or
would not buy the product on the basis of this advertisement? And why?

*  Students can do a survey on effective media communications.

COURSE OUTCOMES:
Student should be able to

1. Define and apply knowledge of various aspects of managerial decision
making related to marketing communications strategy and tactics.

2. Ability to create an integrated marketing communications plan which
includes promotional strategies.

3. Explain the role of IMC in the overall marketing &Use effectiveness
measures to evaluate IMC strategies.

4. Prepare advertising copy and design other basic IMC tools.

RECOMMENDED BOOKS:

. Advertising and Promotions IMC Perspectives: Belch and Belch, 9/e,
Tata McGraw Hill,2012.

. Advertising & Integrated Brand Promotion - O’Guinn, Allen, Semenik,
Cenage Learning.
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REFERENCE BOOKS:

Integrated Advertising, Promotion, and Marketing Communications,
Clow, Baack, 3/e,Pearson Education, 2007.

Adpvertising an IMC perspective, S.N.Murthy & U Bhojanna, Excel
Books.

Integrated Marketing Communications — Niraj Kumar, HPH.
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