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Catalog Description

(40 Word Limit): allocations.

Provides an overview of integrated marketing communications, promotional strategy, research, creativity, the role of an advertising
agency and other support organizations, media selection and assessment, ethical and regulatory considerations and budgetary

List the Major Course Segments (Units) Lec?lj)rr;tzc:urs Cor::ET'SLab PSg:zlj:n err:;:; sged
Integrated marketing communications 4
Developing promotional strategy and plans 6
Using creativity as a promotional tool 8
The role of the advertising agency and other support organizations 9
Assessing media options: advantages and disadvantages 9
Ethical and regulatory considerations impacting promotion 4
Promotion budgeting considerations 5
TOTAL 45 0 0 0
EVALUATION
QUIZZES EXAMS ORAL PRES| [] PAPERS | []
LAB WORK|[] PROJECTS COMP FINAL| O OTHER| [J
COURSE MATERIALS
TITLE:

Advertising and Promotion: An Integrated Marketing Communications Perspective 13

AUTHOR: |George E. Belch and Michael A. Belch
PUBLISHER: [McGraw Hill
VOLUME/EDITION/URL:|13th edition
COPYRIGHT DATE:|2026
MAJOR COURSE SEGMENT HOURS LEARNING OUTCOMES
The student will be able to:
1. Explain the concept of integrated brand
Integrated marketing communications 4 promotion and strategies organizations use to
achieve widespread brand exposure.
1. Describe the environmental factors that
Developing promotional strategy and plans 6 influence an organization’s promotional plans and
the tools utilized to develop an effective strategy.
. L ) 1. Discuss the use of creativity to enhance
Using creativity as a promotional tool 8 . .
promotional effectiveness.
The role of the advertising agency and other support 1. Identify the services offergd by an advert|smg
L 9 agency as well as those provided by other media
organizations . .
experts and creative boutiques.




Assessing media options: advantages and

1. Discuss the various media options available to

. 9 advertisers and understand their advantages and

disadvantages .

disadvantages.
Ethical and regulatory considerations impacting 4 1. Discuss the laws, regulations, and pressure
promotion groups that influence promotional efforts.

1. Explain the factors influencing the size of the
Promotion budgeting considerations 5 organization’s promotion budget as well as the

various types of budgeting techniques.

45

Outcomes* Outcome Title At the successful completion of this course, students will be able to:
Course Outcome 1 Integrated Mrkt Com  Discuss the concept of integrated marketing communications.
Course Outcome 2 Promotional Campaign Describe the use of creativity in effective promotional campaigns.
Relate the various media options available to advertisers and discuss their advantages and
Course Outcome 3 Media Options disadvantages.
Course Outcome 4 Law Reg Prom Efforts Describe the laws, regulations and pressure groups that influence promotional efforts.

Primary Laker Learning

Competency Creative Thinking & Problem Solving: Students think creatively to solve problems.

Secondary Laker Learning

Competency Critical Thinking: Students connect knowledge from various disciplines to formulate logical conclusions.

*Course and program outcomes will be used in the software for outcomes assessment and should include at least 1 primary and 1 secondary Laker Learning

Competency. Limit to 3-5.
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