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Module Annotation

The course provides an integrated overview of the different forms of marketing
communications (advertising, direct marketing, online communications, public relations, sales
promotion, and personal selling). The course focuses on their functions, theoretical
background, and practical applications.

Module Objective
Upon successful completion of this course, students will be able to:

- explain the usage of different tools of the marketing communication mix

- explain the differences between the different tools of the marketing communication mix

- explain the main concepts of consumer behavior and use them while planning a
communication campaign

- to decide on the right communication tools
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