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Meaning, roles, and importance of marketing communication; characteristics and
procedure of marketing communication; roles of product and brand, target audience behavior,
marketing promotion; media planning and selection; tools of effective integrated marketing

communication; evaluation of marketing communication plans.
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1 Introduction to Integrated Lecture, discussion on IMC 3 HA. A3, AIANG 93 QYnT
Marketing Communication concepts, case study analysis,
(IMC) PowerPoint presentation.
2 The Role of Marketing Lecture, real-world case 3 HE. A3, AINNG L%Qt}ljﬂﬂf
Communication in Business | studies, group discussions,
PowerPoint.
3 Consumer Behavior and Lecture, consumer behavior 3 WA, AT, A ﬁ‘v\lf]/ Lﬂ%iyg ﬂslf
Target Audience analysis, marketing
segmentation exercise,
PowerPoint.
4 Brand and Product Role in Lecture, group exercises, 3 WFT. A7. ﬂNﬁWt’TLﬁt‘ggﬂﬂT
Marketing Communication brand case study,
PowerPoint.
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5 Marketing Promotion Lecture, promotion campaign 3 MRt A3, ANANG Liﬁﬂlu 3 v
Activities analysis, real-world
examples, PowerPoint.
6 Media Planning and Lecture, media planning 3 MR AT, ANANG lﬁ]%ﬂlugﬂélf
Selection exercises, case studies,
PowerPoint, media planning
tools.
7 Integrated Communication Lecture, group activities on 3 MRt A3, ANANG Li]qiﬂluqﬂ"lf
Tools IMC tools, video examples,
PowerPoint.
8 | Mid-term Exam Mid-term exam. 3 HA. A5, ANTANG WSgygna
9 Digital Marketing and Social | Lecture, case study analysis, 3 MR, AT, AIANG IY] v
Media in IMC digital tools demonstration,
PowerPoint.
10 Public Relations and Lecture, PR strategy case 3 HEl. A3, AINNG lﬁ]%ﬂlugﬂ‘ﬁ
Corporate Communication in | studies, group discussions,
MC PowerPoint.
11 | Customer Relationship Lecture, CRM strategy 3 HA. AT, AIANG 193N
Management (CRM) in IMC | workshop, real-world
examples, PowerPoint.
12 Creative Strategy and Lecture, creative 3 HEl. 3. ANNE 193 3 A
Content Development for brainstorming sessions,
IMC content creation exercises,
PowerPoint.
13 Final Project Work — Group work, consultation 3 MRt AT, ANANG LﬂQiﬂJ‘; nv
Developing an IMC with instructor, PowerPoint,
Campaign project templates.
14 Final Project Presentation Group rehearsal, peer 3 HEl. A3, ANNNE 193 3 A
Preparation feedback, instructor
consultation.
15 Final Project Presentations Student presentations, peer 3 MRt A3, ANANG Lﬁ]a‘iﬂeljﬂﬂf
evaluations, instructor
feedback.
16 | Final exam Final exam 3 MR, A5 ANTANG Wgygna
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Written report on ethical practices in Week 4 (Report submission 10%
marketing communication and group and group discussion on
H evaluation. ethics in marketing
communication).
Mid-term exam and presentation on the Week 8 (Mid-term exam). 1) Mid-term
understanding of marketing Week 10 (Presentation on exam: 20%
21 communication theories and principles. marketing communication 2) Presentation:
analysis). 20%
Group presentation and report on Week 6 (Group presentation 1) Group
communication issues, analyzing and on communication analysis). presentation: 20%
> proposing solutions. Week 9 (Written report). 2) Written report:
15%
Group project analyzing communication Week 11 (Group project 1) Group project:
problems and proposing integrated submission). 15%
3.3 marketing communication solutions. Week 12 (Evaluation of 2) Strategy
strategy and synthesis). evaluation: 10%
Assignment using mathematical or Week 9 (Case study or 15%
5.1 statistical data to analyze and propose

solutions for communication problems.

assignment submission).
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