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Aims

To demonstrate the principles and techniques involved in planning and implementing

effective marketing communications strategies.

Learning Outcomes

After completing the module the student should be able to:
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1 Demonstrate an understanding of IMC tools, and the methods to employ these for
optimum benefits.

2 Design a promotional plan.

3 Critically evaluate and apply marketing communications theory.

Learning Outcomes of Assessments

The assessment item list is assessed via the learning outcomes listed:

ESSAY 1 2

PRESENTATION 1 3

Outline Syllabus

Communications theory.

The implications of consumer behaviour for marketing communications.
Creativity in advertising: appeals & execution styles.

Sales promotion.

Direct Marketing.

PR.

Corporate image: Sponsorship, contents & strategies

Packaging & POP.

Learning Activities
Lectures, tutorials, video, case studies, group exercises, guest speakers.
The presentation will have a practical, decision-making focus. The essay will test the

student's understanding of marketing communications theory and its application to
practical situations.
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Notes

A study of marketing communications in today's environment, with emphasis on the
need for an integrated approach.
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