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INTEGRATED MARKETING COMMUNICATIONS 

 

COURSE: FOURTH 

SEMESTER: FIRST 

TYPE: OBLIGATORY 

CREDITS: 6 

LANGUAGE: INGLÉS 

PROFESSOR: DR. ÀLEX VALLEJO  

 

 

OBJECTIVES 

 

The student will understand the importance and relevance of integral communication in 

Marketing in organizations, mastering the application of basic tools of integral 

communication, the integral communication system and the integral planning.  

 

The student will specialize in the creation and planning of successful integral marketing 

communications campaigns, the determination of targets, budgets, the implementation and 

its final evaluation. 

 

 

COMPETENCES 

 

GENERAL 

 CB2 - Students should know how to apply their knowledge to their job or vocation in a 

professional way and have the competencies that are usually demonstrated by 

developing and defending arguments and solving problems within their area of study. 

 CG1 - To develop language skills and to express themselves adequately and 

convincingly in different situations of oral and written communication in the 

community's own languages and in English. 

 

SPECIFIC 

 CE4 - Manage the fundamental tools of strategic marketing to apply them in the field 

of advertising, public relations and marketing in national and especially international 

markets. 

https://es.eserp.com/profesor/alex-vallejo-blanxart/
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 CE8 - Detect and correctly analyze the factors that influence the behavior of 

international consumers, from a marketing perspective, and design strategic 

marketing plans based on this international approach to decision-making. 

 

LEARNING RESULTS 

 R1 - Analyzes and applies the different strategies that can be applied around each of 

the 4 P’s: price, product, promotion and placement. 

 R6 - Applying innovative methodologies. 

 R7 - Uses basic tools, instruments and techniques for understanding the behaviour 

and habits of consumers, users and recipients of goods, services and ideas. 

 R8 - Analyzes the decisions implicit in brand management. 

 R9 - It develops in complex situations or situations that require the development of 

new solutions in the academic, work or professional fields of study. 

 

 

CONTENT 

 

Unit 1. Introduction to IMC 

 World has changed. The Internet. 

 Marketing has changed. The Consumer insight. 

 Overview of IMC 

 Brands, Companies and IMC 

 

Unit 2. Components of the IMC 

 Traditional advertising 

 Traditional promotion 

 Internet marketing and mobile marketing 

 Public relations, personal selling, and other IMC options 

 Direct marketing & channels marketing 

 

Unit 3. IMC messages 

 Message processing 

 Creative execution 

 IMC messages 
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Unit 4. The IMC plan 

 Planning considerations 

 The planning process 

 Implementing the IMC plan 

 

Unit 5. Case studies 

 

 

EVALUATION SYSTEM 

 

The evaluation is based on two partial exams (50% of the final mark), activities in class and 

home (45%) and participation in class and autonomous work (5%). 

 

The student’s progress will be considered for the final grade. 

  
2 individual activities ( mandatory & without remedial) * 

20% 

(10 each activity) 

1 work group activity (mandatory & without remedial) ** 25% 

Partial Exam 1 – Units 1 & 2 *** 30% 

Partial Exam 2 - Units 3, 4 & 5 *** 20% 

Autonomous work and participation (without remedial) 5% 

 

* Non-delivered individual activities have a 0 grade. Delays on individual activities deliveries 

are penalized -25% per day 

** Work group activity must be orally defended on time to be graded 

*** For those who have under 5 in any of the partial tests, a remedial exam for that partial 

test is available  

*** For those who have a grade between 4 and 5 in only one of the partial tests, depending 

upon the effort shown in the continuous evaluation (overall average stricktly over 5,5), they 

might pass the subject or retake that partial exam 

*** For those who have a grade between 4 and 5 in both of the partial tests, depending upon 

the effort shown in the continuous evaluation (overall average stricktly over 6), they might 

pass the subject or have a global remedial exam (about all the given content). 

 

Evaluation is subject to remedial exam. The activities cannot be retrievable. The only items 

that are possible to be recovered are both exams 
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It is needed an overall average of 5 in order to pass the subject. The final grade might be 

rounded upwards or downwards depending upon the effort shown in the continuous 

evaluation 

 

 

METODOLOGY 

 

This subject is based on face-to-face lessons and combines theoretical knowledge with 

practices. During the classes, the professor will expose the contents of the programme using 

different learning methodologies, in addition to group activities to complement and put in 

practice the acquired knowledge. Additionally, the students will have to make individual 

activities during the personal working hours and at home. 

 

It is strongly recommended to dedicate time at home to work on this subject to consolidate 

the acquired knowledge, checking the contents learnt in class and consulting the 

recommended bibliography. Autonomous work will be specially appreciated. 
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