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[Course Learning Rationale (CLR): [The purpose of learning this course is to: | [ Learning | | Program Learning Outcomes (PLO)
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Course Learning Outcomes (CLO): |At the end of this course, learners will be able to: % é’. :-’_
| Wi w
CLO-1: |Understand the concept of marketing communications 115060 v
CLO-2: [Analyze the adverstising environment 1170]75 \ \ v
CLO-3: |Expertise in social media commuincation 2180]70 N N N
CLO-4: |[Identify the key factors in the marketing communication 216050 v v v N v
CLO-5: |Pitch a marketing proposl for promotional activities 37080 v N
Duration
(hour) 9 9 9 9 9
SLO-1|Intergrated marketing Definition Advertisement Defintion Nature of Marketing meadia Benefits of Direct Marketing Sale promoiion definition
S-1 - . Concepts
SLO-2 Characterlst|ps of Markefing Framework of Media Advertising  |Why direct marketing- costly? concepts
Communications
SLO-1|Brand Equity Charecteritics Traditional Media Usage of direct markeing in Types of sales promtion
) company.
SLO-2|Brnads on IMC Role of advertisement Traditional Vs Modern Media Types of direct marketing Consumer promotion boost sales
SLO-1|Importance of IMC Types of advertisement Storytelling mijrok;g:gllenges in direct Consumer oriented promotion
S-3
SLO-2|Scops of IMC IMC design Technology innovation Various forms of Direct marketing | Techniques of sales promotion
SLO-1|Managing with IMC Factors influencing — Advertisement | Innovation and Development Reasqn for success in direct Sampling
S-4 markeitng
SLO-2|Global scene Advertisement procedure Post modern media Advertising media planning Importance
S SLO-1 Marketing Planning Framework Online advertising concepts Analysis in media Options of sampling and coupening
5-
SLO-2| Barrier AIDA model Role of marketing in Social media |Planning and analysis Premiums and otherpromotions
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SLO-1|Strategies defintion Creative idea visualisation Social media for promotion Strateglc plaaning analysis in Public Relations vs PR
S-6 advertisement
SLO-2|Concepts Advertising Media Mobile advertising Measuring advertisment Effects of sponership
SLO-1|nternational Scenario IMC planning process case study Vanoqs meastires of advertiseing Communications and signage
S.7 effectiveness
SLO-2|Role of IMC in brands Advertising Media-electronic Advertising Media- online Procedure to evaluate effectiveness|sponerships
SLO-1|Marketing Communications Segmentation,targeting, postioning |case study Methods of advertisement case study
S-8
SLO-2|Building brands Communication process case study Applications in media POP
SLO-1|case study Consumer behaviour Social media Communication Case study case study
0 Message appeals in Advertising . . . . . . Current trends in Integrated
Role of social media for business  |Current trends in advertisement . ) -
SLO-2|case study Marketing communications.
development
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2. Terence A. Shimp , “Integrated Marketing Communication in Advertising and Promotion”, 8th Edition, , Cengage Learning, 2010.
Learning 3. George E. Belch, Michael A Belch,& Keyoor Purani, “Advertising and Promotion— An Integrated Marketing Communications” Perspective', 7th Edition, Tata McGraw Hill
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Learning A nent
, Continuous Learning Assessment (50% weightage) ' — o
Lovaapoms CLA— 1 (10%) CLA-2 (15%) CLA- 3 (15%) CLA— 4 (10%)# Final Examination (50% weightage)
9 Theory Practice Theory Practice Theory Practice Theory Practice Theory Practice
Level 1 Eﬁzjn;::gﬁg Concept Understand Definition remember Importance understand self-study Understand Basic concepts remember
Level 2 ﬁgg:ize models Apply Objectives apply Strategies analyze assignments Apply Theoretic model analyze
Level 3 (E:\::;l::te Framework Evaulate techniques create applications create Mini projects Evaluate applications evaluate
Total 100 % 100 % 100 % 100 % 100 %
# CLA — 4 can be from any combination of these: Assignments, Seminars, Tech Talks, Mini-Projects, Case-Studies, Self-Study, MOOCs, Certifications, Conf. Paper etc.,
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