
Name of the Programme: MBA  
Course Code: MGA-602 
Title of the course: Integrated Marketing Communications 
Number of credits: 2  
Effective from: 2022-23 

Prerequisites for 
the course: 

NIL  

Objective: To enable the participant to design effective integrated marketing 
communication strategies. 

 

Content: 
 
 

Unit I: Introduction  
Promotional Mix, IMC Planning Process, Role of IMC - Marketing 
Strategy and Analysis, Target Marketing Process, Developing 
Marketing Planning Program, Role of Client in IMC. 
Unit II: Advertising Strategy, Platforms, and Design 
Type of advertising agencies, services offered by various agencies, 
Criteria for selecting the agencies and evaluation, Client agency 
relationship, Models of Communication, Response Process, 
Involvement and Cognitive Processing of Communication,  
Source, Message and Channel Factors, Creativity Strategy and Process 
in Advertising, Appeals and Execution Style, Ad Design and 
Copywriting. 
Unit III: Media Buying, Planning, and Evaluation 
Determining Promotional Objectives, DAGMAR Approach, Budgeting 
methods and approaches, Media Buying, Developing the media 
plan,Evaluation and follow-up of Media and Emerging media trends. 
Measuring Advertising Effectiveness, Advertising Testing Process. 

5 hours 
 
 
 
10 hours 
 
 
 
 
 
 
 
15 hours 

Pedagogy: Lectures/ tutorials/laboratory work/ field work/ outreach activities/ 
project work/ vocational training/viva/ seminars/ term 
papers/assignments/ presentations/ self-study/ Case Studies etc. or a 
combination of some of these. Sessions shall be interactive in nature 
to enable peer group learning. 

 

References/ 
Readings: 
 

1. George Belch, Michael Belch &KeyoorPurani; Advertising & 
Promotion- An Integrated Marketing Communications Perspective; 
TATA McGraw Hill; 2021 or Latest Edition 

2. Sandra Moriarty, William Wells, Nancy Mitchell; Advertising & IMC: 
Principles and Practice; Pearson; 2021 or Latest Edition 

3. Kenneth Clow; Integrated Advertising, Promotion and Marketing 
Communications; Tata McGraw Hill; 2014 or Latest Edition 

4. JaishriJethwaney& Shruti Jain; Advertising Management; Oxford 
University Press; 2012 or Latest Edition 

5. Ritu Narang; Advertising, Selling & Promotion; Pearson; 2020 or 
Latest Edition 

 

Course Outcomes: At the end of the course, the participants will be able to: 

 Apply the key terms, definitions, and concepts used in integrated 
marketing communications. 

 Evaluate, select and schedule media for IMC campaign plan. 

 Create IMC campaign plan and evaluate its effects. 
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