
Course runs every Tuesday & Thursday (6:00 to 9:00 P.M.)  

at the RCBC Plaza in Ayala Avenue,  

Makati City  

This module is part of the series of Marketing Communications 
Management Seminars being offered by the De La Salle University in 

partnership with the Philippine Association of National Advertisers 
Foundation (PANAF).  

    INTEGRATED 

    MARKETING  

    COMMUNICATIONS 



Introduction  

Since the 1990s, many companies started moving 
towards integrated marketing communications. 
Instead of building strong barriers around the 
various marketing and promotional functions, 
these companies started to benefit from efficient 
synergy between the various promotional 
elements and the other marketing activities that 
communicate with and touch the consumers.  

The IMC concept calls for a ôbig pictureõ approach to 
planning marketing and promotional programs 
and coordinating the various communication 
functions. IMC seeks to have all the companyõs 
marketing and promotional activities project a 
consistent, unified brand and corporate image in 
the marketplace.     



Who Should Attend?  

Â The course is designed for managers who are 
involved in marketing and consumer 

communications including advertising, public 

relations, sales promotions, direct response 

marketing, personal selling, channel 

marketing, web and other new emerging 
media.  

Â The course is most useful to managers who are 

tasked to create, integrate and manage the 

companyõs various consumer touch points into 

the marketing program with special emphasis 
on effectiveness and measurable results.  



Course Description 

Â This module focuses on the most efficient use of marketing and 
promotional tools in business as well as their creation and management.  

Â It provides an integrated approach to the study of the promotions mix, 
including advertising, publicity, personal selling, channel marketing, sales 
promotion, direct response marketing, out of home, web and the 
emerging new media, all within the context of the companyõs marketing 
operations.  

Â Topics include marketing planning and implementation and the role of 
the various IMC tools in achieving the companyõs marketing objectives; 
the formulation and analysis of promotional goals; planning, organizing 
and controlling the promotions function; creative planning; budgeting and 
media selection.  

Â All of the sessions are designed to be highly interactive, allowing for the 
substantial experience of the group to emerge and be shared.  

Â Best practices on IMC will be tackled through case discussions and 
through resource speakers tapped from companies and organizations 
with extensive experience in the field.  



Course Content 

Part 1 - BUILDING THE BRAND AND 
CORPORATE IMAGE 
A. Marketing Communications Functions, Brands, 

the Corporation & IMC  

B. IMC Partners & Industry Organizations  

C. Brands & Stakeholder Relationships  
 

Part 2 - BASIC IMC STRATEGIES 
A. Integrating the Marketing and Brand 

Communication Process  

B. Consumer Brand Decision Making Models  

C. Advertising & IMC Planning  

D. Consumer Segmentation, Targeting and 
Market Positioning  



Part 3 - CREATING, SENDING & RECEIVING 
CORPORATE AND BRAND MESSAGES 
A. IMC Creative Concept & Messages  

B. IMC Message Execution  

C. IMC Print, Broadcast, Out -of-Home & Product 
Placement Media  

D. Internet, E -Commerce & the Emerging New 
Media  

E. IMC Media Planning  

Part 4 - IMC TOOLS & FUNCTIONS 
A. Consumer Sales Promotions & Packaging  

B. Channel Marketing: Trade Sales Promotions & 
Co -Marketing  

C. Personal Selling  

D. Public Relations & Publicity  

E. Direct Response Marketing  

F. Events, Sponsorship, & Customer Service  



Part 5 - EFFECTIVENESS MEASUREMENTS 

& EVALUATION 

Part 6 - FINAL PROJECT PRESENTATION  

 - An Actual IMC Program  

 

NUMBER OF MEETINGS - 14 

TOTAL NUMBER OF HOURS - 42 
 



Course Benefits  

As a result of attending this course, the participants will:  

Â Learn how integrated marketing communications 
build brand and corporate identity, consumer 
relationships, and marketing synergy.  

Â Learn how to develop an integrated cross -media 
strategy and creative messages that will deliver the 
key brand and corporate vision.  

Â Evolve an IMC campaign program based on the 
application of marketing concepts, principles, and 
practices within an organization.  

Â Measure and critically evaluate the 
communications effects and results of an IMC 
campaign.  


