INTEGRATED MARKETING COMMUNICATIONS

CREDITS

OBJECTIVE:

» This course introduces students to the essential concepts and techniques for the
development and designing an effective Integrated Marketing Communication
programme.

UNIT I AN INTRODUCTION TO INTEGRATED MARKETING

COMMUNICATION (IMC) 9
An Introduction to Integrated Marketing Communication (IMC): Meaning and role of
IMC in Marketing process, one voice communication V/s IMC. Introduction to IMC
tools — Advertising, sales promotion, publicity, public relations, and event
sponsorship; The role of advertising agencies and other marketing organizations
providing marketing services and perspective on consumer behaviour

UNIT I UNDERSTANDING COMMUNICATION PROCESS 9
Understanding communication process: Source, Message and channel factors,
Communication response hierarchy- AIDA model, Hierarchy of effect model,
Innovation adoption model, information processing model, The standard learning
Hierarchy, Attribution Hierarchy, and low 20% involvement hierarchy Consumer
involvement- The Elaboration Likelihood (ELM) model, The Foote, Cone and Belding
(FCB) Model

UNIT Il PLANNING FOR MARKETING COMMUNICATION (MARCOM) 9
Establishing marcom Objectives and Budgeting for Promotional Programmes-Setting
communication objectives, Sales as marcom objective, DAGMAR approach for
setting ad objectives. Budgeting for marcom-Factors influencing budget, Theoretical
approach to budgeting viz. Marginal analysis and Sales response curve, Method to
determine marcom budget

UNIT IV DEVELOPING THE INTEGRATED MARKETING

COMMUNICATIONPROGRAMME 9
Planning and development of creative marcom, Creative strategies in advertising,
sales promotion, publicity, event sponsorships etc. Creative strategy in
implementation and evaluation of marcom- Types of appeals and execution styles.
Media planning and selection decisions- steps involved and information needed for
media planning. Measuring the effectiveness of all Promotional tools and IMC.

UNITV DIGITAL MEDIA & ADVERTISING 9
Digital Media, Evolution of Technology, Convergence of Digital Media, E- Commerce
and Digital Media, Advertising on Digital Media, Social Media, Mobile Adverting, E-
PR Advertising Laws & Ethics: Adverting & Law, Advertising & Ethics

TOTAL: 45 PERIODS



OUTCOMES:

>

To review and give a general understanding of the basics of traditional
communication forms, such as advertising, personal selling, sales
promotion and indirect promotion within various delivery vehicles from
broadcast to targeted social media.

This course introduces students to the essential concepts and techniques for
the development and designing an effective Integrated Marketing
Communication programme.

To know how IMC fits into the marketing mix.

To develop an awareness about marketing communications tools, and how
each can be used effectively- individually or in an integrated mix.

To examine the process by which integrated marketing communications
programs are planned, developed, executed and measured.
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