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Learning Objectives   
The aim of this course is to provide insights into the communication aspects of marketing. 
 
Learning Outcomes  
After completion of the course, learners will be able to: 

1. Explore the fundamental concepts of marketing communication and learn effective communication. 
2. Develop effective marketing communication simulations. 
3. Categorize the promotion mix tools to be used for creating public relations, sales promotion and direct 

marketing. 
4. Analyse the consumer buying behaviour which will serve as a guide to develop new and suitable 

marketing strategies. 
5. Demonstrate the process of integrated marketing communication process, and manage cultural 

diversity through communication. 
 
SYLLABUS OF BAC: Discipline (ASPSM) – A2 
 
Unit 1: Communication (2 week) 
Meaning, Importance, Communication process and its elements, Barriers to effective communication, 
Ways to overcome barriers, Role of communication in marketing, Effective Communication 

 
Unit 2: Developing Marketing Communication (3 weeks) 
Concept, its role; Communication response models AIDA, Hierarchy-of-effects, Steps for developing 
effective marketing communication. 

 
 

  

  BAC: Discipline (ASPSM)- A2: Marketing Communication 



Unit 3: Promotion-mix (4 weeks) 
Concept of Promotion Mix, Tools of promotion-mix- advertising, personal selling, public relations, 
publicity, sales promotion and direct marketing: their meaning, distinctive characteristics and 
functions; Factors affecting promotion mix. 

 
Unit 4: Understanding Consumer Behaviour (4 weeks) 
Meaning, Importance, Consumer buying process, Factors influencing buying behavior. Types of 
consumer buying decisions 

 
Unit 5: Integrated Marketing Communication (2 week) 
Types of Media: advantages and disadvantages; Concept, reasons for growing importance of IMC, 
Process of integrated marketing communication. Managing cultural diversity through communication 

 
Practical Exercises 
The learners are required to: 

1. Perform a role-play to analyse the communication challenges faced by a firm.  
2. Analyse how consumer response models could be used by a company such as Philips in planning the 

introduction of a new product like an Air Purifier. 
3. Describe and analyse the promotion mix used by various organisations.  
4. Analyse the role of consumer buying behavior in designing marketing strategies of various firms.  
5. Design and develop an Integrated Promotion Campaign for a novelty in rural market. 
6. Discuss how marketers of low-involvement products like shampoo or soaps would use the various IMC 

tools differently than a marketer of a high involvement product like a smartphone or a car. 
 

Suggested Readings 
● Aggarwal, K. V. (2019). Marketing Communication. Delhi: Scholar Tech Press. 
● Belch, G. E., Belch, M. A., & Purani K. (2017). Advertising and Promotion: An Integrated Marketing 

Communications Perspective. New York: McGraw Hill Education. 
● Kotler, P.  & Keller, K. L. (2017). Marketing Management. London: Pearson. 
● Shimp, A. T., & Andrews, J. C. (2015). Advertising, Promotion, and other aspects of Integrated 

Marketing Communications, 9th Ed. Boston: Cengage Learning. 

Additional Resources 
● Kotler, P., Keller, K. L., Koshy, A., & Jha, M. (2014). Marketing Management. London: Pearson. 
● Schiffman, L. G., Wisenblit, J., & Kumar, S. R. (2018). Consumer Behavior. 11th Ed. London: Pearson. 
● Stanton, M. J., Walker, B. J., Stanton, W. J., & Pandit, A. (2010). Marketing. 14th ed. New York: McGraw 

Hill Education. 

 

Note: Suggested readings will be updated by the Department of Commerce and uploaded on the 

Department's website. 

  


