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The course focuses on the role of marketing communication program as
creating value for customers, Emphasis is placed on story marketing, word of
mouth marketing, viral marketing, social media marketing, experiential
marketing and mobile marketing, At the same time, the course will focus on
electronic commerce and the internet to provide a mix of theory and
hands—-on problem solving to a variety of marketing issues.
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1 [RRE VO BEEEE AT/ E R 2| The course will use case discussion and a theory
T B % niT iéf%%é W% H.# W | discussion to provide an overview of multiple
52 HE B P E £ ;%tr]"ﬂxi,—— marketing communication strategies. It is critical that
T I RATEE AR %*HT students should read the assigned journals or books
% . before you come to class,

2 Zlf\é%ﬁ%ﬁ{l\%é’ﬁ‘é‘%{?}a‘%éﬁ’lﬂ—%;ﬂ; This course introduces the student to the field of
BATHEERIE P 0 A G, RF2F| marketing communications and its role in the
FTALN I”a‘i%@ﬁi#&é‘]%‘%']\‘, 123% | marketing mix. Emphasis is placed on understanding
By, TS AL B 424 & #1932 | the role for advertising and other promotional tools
#E in the IMC program of an organization to achieve

effective marketing campaigns based on clear
objectives, market segmentation and target
marketing, within established time and cost
parameters,
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