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Learning Objectives 

● To equip the learners with knowledge about the nature, purpose and complex construction 
in the planning and execution of an effective Integrated Marketing Communications 
(IMC) program.  

● To explore the learners about various tools of IMC and the importance of coordinating 
them for an effective marketing communications program. 

 
Learning Outcomes 
On successful completion of the course the learner will be able to: 

● Understand the purpose and importance of IMC and Social and ethical aspects of IMC. 
● Develop the creative aspects of advertising and media strategy. 
● Analyse the concepts of the choice of different elements of IMC 
● Evaluate the effectiveness of the promotional program, Social and Cultural 

consequences, Economic effects of advertising. 

 
SYLLABUS OF DSE 4 
Unit 1: Introduction to IMC and the Communications Process                      (9 Hours)  
Evolution of IMC and reasons for its growth, promotional tools for IMC, IMC Planning Process, 
Role of IMC in Marketing Process, Communication Process; Traditional & Alternative Response 
Hierarchy models. Setting objectives for the IMC Program, Establishing and Allocation of 
Promotional budget. Social and ethical aspects of IMC. 

Unit 2: Creative and Media Strategy                                                                 (12 Hours)  
The Creative Process, Inputs to the Creative Process, Advertising Appeals, Media planning and 
scheduling; Key factors influencing media planning; Media decisions: media class, media vehicle 
& media option; introduction to broadcast, print, support media; Digital and Social media 
marketing. 
 
Unit 3: Others Tools of IMC                                                                           (12 Hours)  

Evaluating Sales Promotion, Direct Marketing, Interactive Marketing, Public Relations & Personal 
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Selling: Objectives and Types of Direct Marketing, Advantages and Disadvantages of Direct 
Marketing, Objectives of Interactive Media Marketing, Measures of Effectiveness on Internet, 
Advantages and Disadvantages of Internet, Growth of Sales Promotions, Types of Sales 
Promotions: Consumer and Trade Promotions, Process, Advantages and Disadvantages of Public 
Relations, Publicity: Advantages and Disadvantages, Nature, Advantages and Disadvantages of 
Personal Selling. 

 
Unit 4: Measuring Effectiveness of the Promotional Program & Evaluating Social, Ethical 
and Economic Aspects                                                                          (12 Hour)  
Measuring Effectiveness: Arguments for and against, Advertising Research – What, When, 
Where & How, Testing Process. Advertising and Promotion Ethics, Advertising and Children, 
Social and Cultural Consequences – Stereotypes, Economic Effects of Advertising. 
 
Essential/recommended Readings (latest edition of readings to be used) 

1. Belch, G. E., Belch, M. A., & Purani, K. (2021). SIE Advertising and promotion : an 
integrated marketing communications perspective, (12th ed). McGraw-Hill Education  

2. Batra, R., Myers, J.G., & Aaker, D.A. (2002). Advertising Management. (5th ed). 
Prentice Hall India. 

3. Moriarty, S., Mitchell, N, Wells, W. D., & Wood, C.(2021). Advertising & IMC- 
Principles & Practice.(11th ed). Prentice Hall.  

4. Kazmi, H.H.& Batra, S. K. (2008). Advertising and Sales Promotion. (3rd ed). Excel 
books. 

 
Suggestive Readings (latest edition of readings to be used) 

1. Russel, R., Lane, J., & Thomas. W. (2002). Kleppner’s Advertising Procedure. (15th 
ed). Pearson Custom Publishing.  

2. Clow, K. E., & Baack, D. (2017). Integrated Advertising, Promotion and Marketing 
Communication. (8th ed). Prentice Hall. 

 
Note: Examination scheme and mode shall be as prescribed by the Examination Branch, 
University of Delhi, from time to time. 
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