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	Field of study:  Management

	Course: Marketing Communications

	Profile: practical

	Level:  first-cycle studies

	Number of hours/semester
	1
	2
	3

	
	I
	II
	III
	IV
	V
	VI

	Full-time studies
(L/C/lab/pr/e)
	-
	-
	-
	-
	-
	16

	Part-time studies
(L/C/lab/pr/e)
	
	
	
	
	
	

	LANGUAGE OF INSTRUCTION
	English

	INSTRUCTOR

	Mariusz Wilkus

	CLASS FORMAT

	practical classes

	COURSE OBJECTIVES
	1. To provide knowledge of integrated marketing communications planning, the selection of tools and channels, and campaign performance measurement.
2. To develop practical skills in audience analysis, setting objectives and messages, and preparing a coherent communication plan.
3. To foster a responsible and ethical approach to brand communication, audience data, the use of AI, and teamwork.

	Reference to learning outcomes
	Description of learning outcomes  
	Method

	Programme learning outcome
	PRK
	
	

	Knowledge

	K_W01
K_W05
	P6S_WG
P6S_WK
	The student knows and understands the principles of integrated marketing communications, the campaign planning process, the characteristics of tools and channels, and basic methods for measuring results, including legal, ethical, and technological considerations.
	case study
analysis;
project

	Skills

	K_U02
K_U04
K_U06
	P6S_UW
P6S_UK
P6S_UO
	The student can analyse audiences and the communication environment, formulate objectives and messages, select channels, a budget, and indicators, and prepare and present a marketing campaign plan.
	tasks;
project;
presentation

	Social competences

	K_K01
K_K03
	P6S_KK
P6S_KO
P6S_KR
	The student is prepared to critically evaluate information and messages, work in a team, and responsibly design activities with due regard for audiences, stakeholders, and ethical standards.
	observation;
project;
self-assessment

	Student workload (45-minute teaching hours)** 

	Full-time
Attendance at lectures = 0
Attendance at classes = 16
Preparation for classes = 8
Preparation for lectures = 0
Exam preparation = 0
Project work = 15
Consultations = 2
e-learning = 0
Assessment/exam = 2
other (independent work) = 7
TOTAL: 50
ECTS credits: 2
Of which practical: 1
	Part-time
Attendance at lectures = -
Attendance at classes = -
Preparation for classes = -
Preparation for lectures = -
Exam preparation = -
Project work = -
Consultations = -
e-learning = -
Assessment/exam = -
other (independent work) = -
TOTAL: -
ECTS credits: -
Of which practical: -

	PREREQUISITES

	Basic knowledge of marketing and consumer behaviour; ability to work in a team, search for and critically evaluate information, and use presentation tools. English proficiency sufficient to work with the course literature.

	COURSE CONTENT
(contact hours and e-learning)
	1. Integrated marketing communications: role, process, participants, and the media ecosystem; customer journey (2 hours).
2. Communication situation analysis, segmentation, target groups, personas, consumer insight, and positioning (2 hours).
3. Communication objectives and KPIs, communication strategy, budget, schedule, and creative brief (2 hours).
4. Brand identity, message architecture, storytelling, content, and principles of visual and verbal consistency (2 hours).
5. Advertising and media planning: paid, owned, and earned media; reach, frequency, effectiveness, and optimisation (2 hours).
6. Digital communication: social media, influencer marketing, search engines, email, and marketing automation (2 hours).
7. Public relations, sponsorship, events, sales promotion, direct marketing, and omnichannel integration (2 hours).
8. Campaign measurement, data analysis, legal and ethical issues, data protection, AI in communication; project presentations (2 hours).

	REQUIRED
READING
	1. Fill, C., & Turnbull, S. (2023). Marketing Communications (9th ed.). Pearson.
2. Belch, G. E., & Belch, M. A. (2024). Advertising and Promotion: An Integrated Marketing Communications Perspective (13th ed.). McGraw Hill.
3. Smith, P. R., & Zook, Z. (2024). Marketing Communications: Integrating Online and Offline, Customer Engagement and Digital Technologies (8th ed.). Kogan Page.
4. Kotler, P., Keller, K. L., & Chernev, A. (2025). Marketing Management (17th ed.). Pearson.

	FURTHER READING (minimum 2 English-language books or articles)
	1. Grewal, D., Satornino, C. B., Davenport, T., & Guha, A. (2025). How Generative AI Is Shaping the Future of Marketing. Journal of the Academy of Marketing Science, 53, 702-722. https://doi.org/10.1007/s11747-024-01064-3
2. Pan, M., Blut, M., Ghiassaleh, A., et al. (2025). Influencer Marketing Effectiveness: A Meta-Analytic Review. Journal of the Academy of Marketing Science, 53, 52-78. https://doi.org/10.1007/s11747-024-01052-7
3. Qi, M., Abdullah, Z., Zhou, B., et al. (2025). Bibliometric Analysis of Integrated Marketing Communications (2015-2024): Knowledge Structures, Emerging Themes, and Future Perspectives. Humanities and Social Sciences Communications, 12, 1622.
4. Bormane, S., & Blaus, E. (2024). Artificial Intelligence in the Context of Digital Marketing Communication. Frontiers in Communication, 9, 1411226. https://doi.org/10.3389/fcomm.2024.1411226

	INSTRUCTOR'S SCIENTIFIC PUBLICATIONS RELATED TO THE MODULE
	-

	TEACHING METHODS
(contact hours and e-learning)
	1. Problem-solving workshops and project exercises - 4 contact hours.
2. Case study analysis, campaign audit, and moderated discussion - 4 contact hours.
3. Team-based design of strategy, messaging, and the channel mix - 4 contact hours.
4. Media planning, budgeting, and performance indicators workshop - 2 contact hours.
5. Project presentations, feedback, and self-assessment - 2 contact hours.
6. E-learning - 0 hours.

	TEACHING AIDS
	Multimedia presentations, projector, LMS platform, case studies and campaign examples, advertising libraries, industry reports, analytics and social media tools, spreadsheets, and applications for content creation and prototyping.

	PROJECT
(if included in the course module)
	Team project developing an integrated campaign for a selected brand or organisation. Scope: situation and audience analysis, insight, objectives and KPIs, creative concept and message, channel selection, sample content, budget, schedule, performance measurement, and legal and ethical risks. Deliverables: an 8-10 page report and a presentation. Independent work: 15 hours; presentation and discussion: 2 contact hours.

	ASSESSMENT FORM AND REQUIREMENTS
(contact hours and e-learning)
	1. Team project on an integrated marketing campaign - 50% of the final grade.
2. Project presentation and responses to questions - 20% of the final grade.
3. Individual tasks and case analyses - 20% of the final grade.
4. Participation, teamwork, and feedback - 10% of the final grade.
5. Passing requirement: at least 60% of the total points and completion of each mandatory component; attendance in accordance with the study regulations.
6. Assessment and presentations: 2 contact hours; e-learning - 0 hours.


* L - lecture, C - practical classes, lab - laboratory, pro - project, e - e-learning

