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	1. Title of Subject


	Marketing Communication

	2. Subject Code


	BMK2044

	3. Status of Subject


	Major

	4. Stage
	Degree

	5. Version
	Date of Previous Version: May, 2000

Date of Current Version: October 2005

	6. Credit Hour 

LAN Credit Hour Equivalent


	3



	
	3

	7. Pre-Requisite


	BMK1014 Principles of Marketing

	8. Teaching Staff

    
	Ms. Lim Ying San; BBA(Hons)(Mkt Mgt)(MMU), MBA(Mkt)(UPM)



	9. Semester
	Second (Gamma) Year, Trimester 3 

	10. Objective of Subject


	The aim of this course is to give the students an understanding of the concept of integrated marketing communications and its role in overall marketing strategy. It involves the study of identifying the key elements of marketing promotions and understanding interaction among the several variables in the promotional program.


	11. Learning Outcome 

      of Subject


	At the completion of the subject, students should be able to perform the following tasks: 

· Understand of the role of promotion in overall marketing strategy
· Identify the key elements of promotional management
· Understand interaction among the several variables in the promotional program
· Understand the framework for analyzing the important promotion decisions

	
	Programme Outcomes


	% of contribution

	
	· Ability to communicate effectively
	20

	
	· Acquisition of technical competence in specialized areas of marketing management
	40

	
	· Understanding and commitment to professional and ethical responsibilities.
	10

	
	· Ability to work independently as well as with others in a team.
	10



	
	· Ability to be a multi-skilled marketing executives with good business knowledge, decision making, interpersonal, leadership and entrepreneurship skills
	20

	12. Assessment


	Lab


	· Not applicable
	0%

	
	Assignment


	· Group and Individual Assignments
	10%

	
	Project and Presentations


	· Group projects
	20%

	
	Test / Quiz
	· Mid Term Examination


	20%

	
	Final Exam
	· Final Examination 


	50%

	13. Details of Subject
	     Topics Covered


	Hours


A Decision-Making Framework for Promotional Strategy

	
	3


	

	
	Analyzing The Market 

Understanding the Consumer:  Extended Problem Solving
Understanding the Consumer: Limited Problem Solving
Market Segmentation and Positioning

	3

	
	Setting Promotional Objectives and Appropriations  

Establishment of Objectives
Determining the Promotional Appropriation

	3

	
	Advertising Strategy 
Advertising Message

Analysis of Mass Media Resources

Media Strategy

	6

	
	Sales Promotion Strategy 
Working with Resellers:  The Struggle for Channel Control

Management of Consumer Sales Promotion


	6



	
	Personal Selling Strategy 

Personal Selling:  Strategic Interpersonal Communications
Managing the Sales Force

	6

	
	Other Forms of Promotional Strategy:  Direct Marketing, Public Relations, Publicity and Corporate Advertising  
Direct Marketing
Public Relations, Publicity and Corporate Advertising


	6

	
	Coordination and Control  
Adaptation to the Legal Environment

Working with the Advertising and Promotion Industry

Measurement of Promotional Effectiveness


	2

	
	Epilogue 
Socio-Economic and Ethical Issues


	1

	
	Group Presentations  


	6

	14. Teaching and        

      Learning Activities 


	This subject will be delivered using the following means:
1. Lecture Hours = 42 

              Total Contact Hours = 42


	

	15. Laboratory
	Not Applicable



	16. Reading Materials
	Text  


	Belch, George E. and Michael A. Belch, Advertising and Promotion: An Integrated Marketing Communications Perspective, Latest Edition, Irwin-McGraw-Hill, USA.

	
	Reference (s)


	· Clow, K. and Baack, D., Integrated Advertising, Promotion, & Marketing Communications, Latest Edition, Prentice-Hall.

· Simenik, R.J., Promotion & Integrated Marketing Communications, Latest Edtion, South-Western.

· Engel, James F., Martin R. Warshaw and Thomas C. Kinner, Promotional  Strategy:  Managing the Marketing Communication Process,  Latest Edition, Irwin.

· Yeshin, Tony and Colin Giligan,   Marketing Communications, Latest Edtion, Heinemann, Oxford.
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