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I. LEARNING OUTCOMES AND GOALS 

 

Goal A: Students will understand the function of integrated marketing communications 

 (IMC)  planning in the development of a comprehensive marketing 

 strategy. 

 

 Learning Outcomes:  

 

A-1.  Define the role of IMC in marketing strategy planning by examining the marketing  

 communication and advertising functions. 

A-2.  Define the necessary components of a comprehensive IMC marketing plan. 

A-3.  Examine how various marketing and promotional elements must be coordinated to 

 communicate effectively and create a promotional mix that supports the IMC plan. 

A-4.  Explore the role of advertising and promotion as a function of the marketing 

 process, and as a component of organization’s integrated marketing program. 

A-5.  Identify external factors such as culture, social class, group influences, and 

 situational determinants and their impact on consumer behavior.   

A-6.  Prepare an integrated marketing communications (IMC) plan that supports a 

 comprehensive marketing strategy. 

 

 

Goal B: Students will understand the role of the social media marketing channel has in   

 support of an IMC plan.  

 

 Learning Outcomes:  

 

B-1.  Appraise the role of internet marketing and online media applications in support of 

 an IMC plan.  

B-2.  Identify the current marketing trends and impact on different marketing segments 

using social media outlets. 

B-3.  Define social media communication objectives and analyze their effectiveness. 

B-4.  Develop sample content for specific social media applications.  

 

Goal C: Students will understand the role of in-house advertising and the use of outside  

 an advertising agency as it relates to the development of a comprehensive IMC 

 plan.   

 

Learning Outcomes:  

 

C-1.  Define the role of an advertising agency in developing a comprehensive IMC plan.  



IDEA Objectives:  E= #2, 3 

                  I=  #4 

Syllabus is sole property of Wilmington University  

 

C-2.  Articulate when and why a company may choose to use an outside advertising 

 agency. 

C-3. Create and deliver an advertising sales pitch that effectively promotes a creative 

 marketing concept.  

 

Goal D:  Students will explore media planning tactics and strategy and conduct analyses 

of different communication styles in particular broadcast media. 

 

Learning Outcomes:  

 

D-1.  Define the role all types of media plays in supporting an IMC plan.   

D-2.  Explain when various media types should be used and what is involved in creating   

 the appreciate message by media type. 

D-3.  Understand the creative process and analyze the various creative styles that 

 advertisers use and the situations where each style is most appropriate. 

D-4.  Create a hypothetical media budget based the tactical objectives needed to support 

 an IMC plan.  

D-5   Evaluate methods of measuring the effectiveness of marketing tactics. 

 

Goal E: Students will explore the role of direct response campaigns used in the IMC 

plan.  

 

Learning Outcomes: 

 

E-1.  Study direct response campaigns and the role they play in the IMC plan and   

 assess direct marketing techniques as communication tools. 

E-2.  Explain the advantages and disadvantages of direct response campaigns. 

E-3.  Develop tracking strategies for a specified direct response campaign. 

 

Goal F: Students will explore the role that public relations plays in support of an IMC 

 plan and as component of an overall marketing strategy. 

 

Learning Outcomes:  

 

E-1.  Define the role public relations plays in an IMC plan.  

E-2.  Explain the difference between marketing and public relations. 

E-3.  Prepare the components of a press release and the process used to get media  outlets 

 to run a story. 

E-4.  Develop a public relations strategy that supports the overall marketing strategy. 

 

II. RATIONALE 

 

Integrated marketing communications is a comprehensive marketing plan and action tool 

which supports the short- and long-range corporate tactics and strategic goals.   

Marketing students require a thorough understanding of the basics of IMC planning and 

tactics.  MBA Marketing students will be explore the fundamentals of IMC planning and 

gain a working appreciation of the role of IMC planning in achieving marketing tactical 

and strategic goals. 

 


