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Course Outcomes:

CO1 | Understand the components of Integrated Marketing Communications (IMC) Plan.
CO2 | Understand the IMC objectives and budgeting methods.

CO3 | Evaluate various tools and tactics of marketing communications.

CO4 | Develop various tools and tactics of marketing communications.

CO5 | Evaluate Source, Message, Channel (SMC) strategies and tactics for the IMC Plan.

CO6 Understand the methods of measuring promotional effectiveness and functioning of
advertising agencies.

Mapping Course Outcomes to Program Outcomes:
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Sr. No.

Module

Description

CO

Marks

Hours

An Overview of IMC:

e Introduction to IMC

Role and importance of IMC

e An overview of IMC planning process

Legal, ethical and social considerations to marketing

communication

Situation Analysis:

e Review of Marketing plan (briefly)

e Analysis of promotional program situation (briefly)

e Analysis of communication process
o Consumer Processing model (in brief)

o Hedonic Experiential model

o Response Hierarchy models (AIDA, AIETA, FCB

Grid, Rossiter — Percy Grid)

Setting MARCOM objectives and Budget Determination:

e Sales vs. Communication related objectives

e DAGMAR approach

e Methods of budgeting

1,2

12

10

II

Develop Integrated Marketing Communications Program

-1:

e Promotional Marketing Mix Elements (Advertising,
Sales Promotion, Publicity/PR, Events/ experiences,
Personal Selling, Direct Marketing, Interactive/ Internet
Marketing) — Overview, characteristics, benefits and

limitations

e 5 Ms of Advertising

e Sales Promotion (Trade-oriented and Consumer-

oriented)

¢ Publicity, PR

¢ Events/ experiences

e Personal Selling — steps

3,4

16

14
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e Direct Marketing

Internet and interactive marketing

o E-commerce

o  Online advertising

o Social media advertising

o Mobile marketing

Other Media

o Brand Placements

o Yellow Pages advertising

o Video-Game advertising

o Cinema advertising
Develop Integrated Marketing Communications Program -
II:

Constructing a Creative Brief

Source Factors
o Types of sources with characteristics
Message factors
o Hierarchy of impressions (brief)
o Means-end chain and laddering (brief)
o Message strategies
i o Creative strategies (appeals)
o Creative tactics (execution styles)
o Components of a print ad
o Storyboard
Channel Factors
o Media Planning
o Channel factors
o Media terminologies (Media, Vehicle, Reach,
frequency, GRP, TRP, impressions, Scheduling, CPM,
CPRPS)

o Media selection

v Measuring Advertising Effectiveness — an Overview:

Concept of pre-testing, concurrent testing, post-testing

)
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° I’re—testing:
o Focus Group, individual interview, ante-room trailer,
consumer juries, ethnography, on-air testing
o Theater test, portfolio test, dummy advertising vehicles,
readability tests

o Physiological measures

e Con-current testing:
o Coincidental surveys
o Attitude tests
o Tracking studies

e Post-testing:
o Recognition — Starch test, Bruzzone test
o Recall — Day-After-Recall
o Inquiry tests
o Sales test

o Comprehensive measures

Managing IMC:

e Participants in IMC process

e Types of advertising agencies

e Agency compensation
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