4.1 MARKETING COMMUNICATIONS STRATEGY

Aims and Objectives

X To enable students to build a sound theoretical and practical understanding of the formulation of promotional strategy
and the management of the marketing communication process.

X To develop an understanding of the economic and creative justifications for marketing communications.

X To develop an understanding of the present limits of commurnications theory and the need to make the process of
marketing communications more soundy based.

X To be sensitive to legal and ethical considerations in the formulation and implementation of the marketing
communications strategy.

Indicative Content and Weighting

411  Marketing Communication Strategy -

An Overview (10%)

X Adefirition of marketing communications strategy.

Economic and creative justifications for marketing communications.
The marketing mx communicates; product, price, and distribution.
Promotion strategy and the marketing concept.

The importance of an integrated marketing communications strategy.

X X X X

4.1.2 ATheoretical Understanding of Marketing Communications (15%)
x  What communications are all about.

X Communicationin marketing.

X Consumer response to persuasive communications.

x  The influence of the social and cultural environment.

4.1.3 Managing the Marketing

Communications Process (30%)

The analysis of promotional opportunities.

The concepts of segmentation and target marketing.
Promotional strategy formulation and competitive pasitioning.
Determination of promotional objectives.

Deciding the promotional appropriation.

Inplementing the objective and task approach.

Integrating the marketing communications progamne.
Organization and use of human resources to achieve strategies.
Commissioning and contracting external resources.
Managing the brand, nationally, internationally.

X X X X X X X X X X

4.1.4 Successful Marketing Communications Strategies (15%)
X Successful low budget campaigns.

Successful consumer campaigns.

Successful service campaigns.

Successful industrial campaigns.

Successful charity and not for profit campaigns.

X X X X
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4.1.5 International Marketing Communications (15%)
X To globalize or not to globalize.

X Cudtural and geographical differences.

X The role ofinternational advertising agencies.

4.1.6 Wider Issues of Marketing Communications (15%9

X Financial implications, long term effectiveness, brand strateges and brand evaluation.

X Legal and ethical considerations of promotional strategy.
x  Development of electronic media including the Internet.
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