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I. ANNOTATION

Integrated marketing communications (IMC) it's a style of communication that incorporates all of
a brand’s messaging into one unified tone. IMC takes a company’s various promotions and ensures that
they follow a distinct, unified style which results in marketing efforts that are consistently recognizable to
customers. IMC has four primary objectives: creating brand awareness, generating product interest, in-
creasing the desire for products and prompting action in the form of a sale.

The main competencies involved in the Design Thinking course are:
» Personal, social and learning to learn competence (5).
» Citizenship competence (6).
» Cultural awareness and expression competence (8).

INLTHEMATIC CONTENT

Ne TITLE OF UNIT AND SUBTOPICS NUMBER OF HOURS
L S L.E.
Theme 1. THE 6M MODEL OF MARKETING 4
COMMUNICATIONS
Theme 2. STRATEGIC INTENT — MISSION AND MARKET 4
Theme 3. STRATEGIC EXECUTION — MESSAGE AND MEDIA 4
Therre 4, STRATEGIC IMPACT - MONEY AND MEASUREMENT 3
Total: 15
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III. FORMS OF CONTROL.:

extracur-
Ne TYPE AND FORM OF CONTROL Number | ricular,
hours
1. Midterm control
1.1. | Course project 1 20
1.2. | Presentation 1 5
1.3. | Case study 1 5
Total midterm control: 3 30
2. Final term control
2.1. |Examination (PBL) 1 15
Total final term control: 1 15
Total for all types of control: 4 45
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