
[image: UBT%20Baner%20Bardh[1]]
…………………………………………………………………………………………………………………………………………………………
MA Language, Media, and Communication
 Syllabus


	Subject

	Integrated Marketing Communication

	
	Type

	Semester
	ECTS
	Code

	
	Elective
	7
	4
	340KIM706

	Course-Lectures
Course Assistant
Subject-tutor

	Prof. Dr. Bekim Marmullaku
	
	
	

	Aims and Objectives
	
This module provides students with approaches and methods to develop, execute and evaluate advanced marketing communication methods. This module will focus on individual and group analysis, research and study on current issues related to Integrated Marketing Communication. At the same time, this module will provide students with the opportunity and background needed to make managerial decisions related to marketing communication in a business or agency.

	Learning Outcomes
	Upon completion of the module, students should be able to:
- Assess the role of integrated marketing communication in business development
- Identify the dimensions of the industry and business in which integrated marketing communication impacts
- Assess the opportunities that come from integrated communication and make it available to marketing managers.
- Develop and manage effective communication programs
- Measure the value created by effective integrated marketing communications

	Course Content
	Course Plan
	Week

	
	Current and Contemporary Marketing and Communication Trends (introductory lectures)
	1

	
	Advertising and promotion their impact on business growth and performance
	2

	
	KIM Perspective - The New Era of Micromarketing (Guest Speaker)
	3

	
	The role of KIM in the marketing process
	4

	
	Marketing strategy and their analysis
	5

	
	Developing a marketing planning program
	6

	
	Current Advertising Trends (Concepts, Methods and Applications)
	7

	
	Direct and Digital Marketing
	8

	
	Design and Management of Integrated Communication
	9

	
	Marketing Communication Platforms
	10

	
	The Role of Branding in Integrated Marketing Communication
	11

	
	The Role of Advertising Agencies in KIM (Study Visit)
	12

	Teaching/Learning Methods
	Teaching/Learning Activity
	Weight (%)

	
	Lectures 
	25%


	
	Seminars
	25%

	
	Lab
	25%

	
	Case study  
	50%

	Assessment Methods
	Assessment Activity
	Number
	Week
	Weight (%)

	
	Attendance                                 15                1-15                  10%
Final exam                                  1                   14                    60%

	
	Case study                                  2                 5,9,11                 20%

	
	Quiz                                            1                 2,4,6                  10%

	
Course resources
	Resources
	Number

	
	Class
	1

	
	Moodle
	1

	
	Projector
	1

	ECTS Workload
	Activity
	Weekly hrs
	Total workload

	
	Lectures and discussions 
	2
	30

	
	Seminars 
	2
	30

	
	Independents learning 
Research 
	
	20 
20 



	
	
	
	

	
	Exam 
Total
	
	
100
100

	
	
	
	

	Literature/References
	Primary Literature: 
· Xhorxh E.Belç Majkël A.Belç “Reklamimi dhe promovimi”  Perspektiva e integrimit të komunikimit të marketingut-Botimi i shtatë-2007

      Secondary literature:

· Philip Kotler, Kevin Lane Keller, 13th ed (2015), Design and     managing integrated marketing communications
· Strategic Marketing Communications: New Ways to Build and Integrate Communications by Paul Smith Paul Russell Smith - 2007
· Duncan, Tom (2005). Principles of Advertising & IMC. Second Edition. Boston: McGraw Hill Irwin.
· Strategic Marketing Communications: New Ways to Build and Integrate Communications by Paul Smith Paul Russell Smith (2007)
· Contemporary Marketing by: Louis E. Boone, David L. Kurt (2013)
· Strategic Marketing  In the Customer Driven Organization by Frank Bradley , Timothy JR Will Bradley (2012)
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