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Category | Short Description Weighting Exam
Description (%) Duration
Presentation | AS1 20 minute group presentation 50
Essay AS2 3000 word individual essay 50
Aims

To introduce students to the marketing communications process.
To provide students with knowledge of IMC, its component parts, the need for
integration, and the methods to employ these for optimum benefit.

To introduce the creative process to students.
To empower students to design all stages of a fully integrated marketing
communications campaign.
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Learning Outcomes

After completing the module the student should be able to:

1 apply marketing communications models to the IMC process in order to reduce
noise
2 critically evaluate the major types of advertisinga ppeals and execution styles and

apply the creative process to the design of an advertising strategy

design a media plan, using models of reach and frequency, for optimum coverage

examine the financial context within which organisations undertake promotional

campaigns, including setting and evaluating advertising and promotional spend

5 critically evaluate the use of sales promotions as both strategic and tactical

marketing tools

design a direct marketing plan, including both on and off line media

evaluate the major Public Relations tools, including publicity, corporate advertising,

sponsorship and cause related marketing

8 explain the importance of developing a positive corporate image and long-term
relationships (CRM) with customers and other stakeholders in today's competitive
environment, through the use of marketing communications
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9 demonstrate the use of packaging and point-of-purchase materials as
communication tools

10 demonstrate professional presentation skills

11 critically analyse leading edge theory pertaining to marketing communications

Learning Outcomes of Assessments
The assessment item list is assessed via the learning outcomes listed:

PRESENTATION 1 2 3 4 5 6 7 8 9 10

ESSAY 1 2 5 7 8 9 11

Outline Syllabus

Introduction to integrated marketing communications and its realtionship to
marketing

The communications process, noise reduction mechanisms and marketing
communications models

Media themes: choice, reach, frequency and scheduling

Financial resources: models of appropriation and issues perttaining to brand
valuation

Creativity in advertising

Advertising appeals and execution strategies

Web based advertising techniques

Sales promotion

Direct Marketing/database marketing

PR and publicity

Corporate image building

Packaging and the Point-of-Purchase
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Learning Activities
Interactive seminar/case study analysis/videos/private study.

Formative Assessment: Peer assessed mock presentation with feedback from the
group to the student presenting. Individual sheets (from the remaining students) are
then distributed to the student presenting for their review.

Notes

The module looks in depth at the range of marketing communications tools and the
crucial need for integration, equipping students to design an IMC campaign for the
succesful launch of a new product of their choice. The presentation will test the
student's ability to apply relevant marketing communications theory to the design and
execution of a practical campaign, and the student's presentation skills. The written
coursework will test the student's ability to critically analyse leading ege theory in this
area.
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