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Course Code: 0414-522; 0414-725; 0414-642 Credits: 03

Semester End Examination (SEE) hours: 03 CIE Marks: 90
SEE Marks: 60

Course Learning Outcomes (CLOs)-after Successful completion of the course 
students will be able to-

CLOs

CLO1
Understand and Describe the fundamental principles of advertising and 
promotion, including various strategies and techniques used in the 
industry.

CLO2
Develop & Demonstrate comprehensive advertising and promotional
plans, incorporating market research, target audience analysis, and 
media selection.

CLO3
Differentiate & Analyze the effectiveness of different advertising and
promotional campaigns through case studies and real-world examples.

CLO4
Evaluate  the  ethical  and  social  implications  of  advertising  and
promotional  activities,  ensuring  adherence  to  legal  and  industry 
standards.



 Course plan specifying contents, teaching times and CLOs-

Sl.
No.

Topic Hours CLOs

1

Introduction to Integrated Marketing Communication

6

CLO1
CLO2

2
The Role of IMC in the Marketing Process

4
CLO1 
CLO2

3
Consumer Behaviour

4
CLO1 
CLO3

4
The Communication Process

4
CLO3 
CLO4

5

Sources, Messages and channel Factors

4
CLO1 
CLO3 
CLO4

6

Creative Strategy: Planning and development

4
CLO1 
CLO3 
CLO4

7

Creative Strategy: Implementation & Evaluation

4

CLO1 
CLO2 
CLO3 
CLO4

8
Media Planning and Strategy

4
CLO3 
CLO4



 Course plan specifying content, CLOs, Teaching Learning and Assessment 
Strategy Mapped with CLOs : (TLS= Teaching Learning Strategy, AS= 
Assessment Strategy)

Week Chapter Course Contents Teaching
Learning 
Strategy

Assessment
Strategy

Corresspondi
CLOs

1 1 Introduction  to  Integrated
Marketing Communication

Defining  IMC,  Traditional 
approach    to    marketing 
communication, Goal of IMC, 
Benefits and impacts of IMC.

 Lecture

 Discussion

 Problem 
Solving

 Exercise

 Assignment

 Quiz

 Written 
Examinations

 Assignment

CLO1

CLO2

2 1 Introduction  to  Integrated
Marketing Communication

IMC   and   the   need   for 
Integration,   Importance   of 
Integration,   IMC   process 
model, Elements of 
promotional mix.

 Lecture

 Discussion

 Problem 
Solving

 Exercise

 Assignment

 Quiz

 Written 
Examinations

 Assignment

CLO1

CLO2

3 1 Introduction  to  Integrated
Marketing Communication

Classification  of  Advertising, 
Sales    promotion    tools, 
Publicity   vehicles,   Public 
relation tools, Advertising vs

 Lecture

 Discussion

 Quiz

 Written 
Examinations

 Case Study

CLO1

CLO2



Publicity.

4 2 The  Role  of  IMC  in  the
Marketing Process

Marketing   and   promotion 
process    model,    Target 
marketing process,
segmentation process,
Positioning process,
Positioning development 
strategy process.

 Written exam

 MCQ test

 Assignment

 Presentation

 Written exam

 MCQ test

 Oral test

CLO1

CLO2

5 2 The  Role  of  IMC  in  the
Marketing Process
Approach   to   positioning 
product or brand, Packaging, 
pricing  decision,  distribution 
channel, Push vs Pull policy.

 Lecture

 Discussion

 Problem 
Solving

 Exercise

 Assignment

CLO1

CLO2

6 4 Consumer Behaviour

Consumer Behaviour, 
consumer  decision  process, 
Sources of problem
recognition, Selective 
perception process.

 Lecture

 Discussion

 Problem 
Solving

 Exercise

 Assignment

 Question &
Answer (Oral)

CLO1

CLO3

7 4 Consumer Behaviour

Consumer Attitude, Influence 
to change consumer attitude, 
Consumer  learning  process, 
External    influences    on

 Lecture

 Discussion

 Problem 
Solving

 Question &
Answer (Oral)

 Class Test

CLO1

CLO3



consumer.  Exercise

 Assignment

8 5 The Communication Process

Communication process, 
encoding/ decoding, types of 
channels,  Model  of  response 
process, Involvement concept.

 Lecture

 Discussion

 Problem 
Solving

 Exercise

 Assignment

 Question &
Answer (Oral)

 Class Test

CLO3

CLO4

9 5 The Communication
Process

Cognitive response, model of 
cognitive   responses,   How 
advertising works.

 Lecture

 Discussion

 Problem 
Solving

 Exercise

 Assignment

 Question &
Answer (Oral)

 Class Test

CLO3

CLO4

10 6 Sources,   Messages   and
channel Factors

Sources attributes and receiver 
processing   model,   Source 
creativity, source 
attractiveness, Use of celebrity, 
risk of using celebrity

 Lecture

 Discussion

 Question &
Answer (Oral)

CLO1 

CLO3 

CLO4

11 6 Sources,   Messages   and
channel Factors

Message factors, fear appeal, 
pros and cons of using humour 
appeal, Channel factors.

 Lecture

 Discussion

 Problem 
Solving

 Question &
Answer (Oral)

 Class Test

CLO1

CLO3 

CLO4



 Exercise

 Assignment

12 QUIZ/ASSIGNMENT/CASE
STUDY/PRESENTATION

 Written exam

 MCQ test

 Assignment

 Presentation

 Written exam

 MCQ test

 Oral test

13 8 Creative Strategy: Planning
and development

Advertising creativity, creative 
process, Inputs to the creative 
process, Advertising campaign, 
Advertising slogan.

 Lecture

 Discussion

 Problem 
Solving

 Exercise

 Question &
Answer (Oral)

 Class Test

CLO1

CLO3 

CLO4

14 8 Creative Strategy: Planning
and development

Major  selling  Ideas,  Unique 
selling proposition, Creating a 
Brand Image.

 Lecture

 Discussion

 Problem 
Solving

 Exercise

 Assignment

 Question &
Answer (Oral)

CLO1

CLO3 

CLO4

15 9 Creative Strategy:  Lecture

 Discussion

 Problem 
Solving

 Exercise

 Assignment

 Question &
Answer (Oral)

 Class Test

CLO1
Implementation &
Evaluation
Advertising  Appeal,  Rational 
appeal,  Emotional  appeals, 
Transformational  Advertising, 
Level  of  relationship  with 
brands, Advertising execution 
techniques,  Print  advertising, 
Print ad layouts

CLO2 

CLO3

CLO4



16 10 Media Planning and Strategy

Media terminology, problems 
in  media  plan,  developing 
media   plan,   Brand   and 
category analysis.

 Lecture

 Discussion

 Problem 
Solving

 Exercise

 Assignment

 Question &
Answer (Oral)

CLO3

CLO4

17 10 Media Planning and Strategy

Media   planning   criteria 
considerations, pros and cons 
of television, radio, magazine, 
outdoor and interactive media.

 Lecture

 Discussion

 Problem 
Solving

 Question &
Answer (Oral)

CLO3

CLO4



CIE- Continuous Internal Evaluation (90 Marks)

Bloom’s 
Category

Marks (out of 
90)

Quiz

(15)

Assignments

(15)

External 
Participation in 
Curricular/ Co- 

curricular activities
(15)

Test
(45)

Remember Bloom’s affective 
domain: (Attitude or 

Will)
Attendance: 15 
Copy or Attempt to 
copy: -10
Late Assignment: -10

10
Understand 05 05 05

Apply 05 10
Analyze 05 05
Evaluate 05 05 10
Create 05

SEE- Semester End Examination (60 Marks)

Bloom’s 
Category

Test

Remember 10
Understand 10
Apply 10
Analyze 10
Evaluate 10
Create 10

Recommended Books:

Integrated Marketing Communications: Advertising, Public Relations, Digital 
Marketing and more" by Jerry Kliatchko

Edition: 1st Edition (2019)

Supplementary Readings:

Advertising & Promotion, 10th Edition by Dr. George E. Belch & Dr. Michael A. 
Belch
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Week 8 
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Week 9
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Week  10 
Slides 2-12

























Week 11
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Week 13 
Slides 1-12
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Slides 2-15
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