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Integrated Marketing Communications / Integrated Marketing Communications

GENEL TANIM / GENERAL DESCRIPTION

Ders Adi / Course Name

Integrated Marketing Communications / Integrated Marketing Communications

Ders Kodu / Course Code

9204015152019

Ders Tirii / Course Type

Ders Seviyesi / Course Level

Second Cycle / Second Cycle

Ders Akts Kredi / ECTS 6.00
Haftalik Ders Saati (Kuramsal) / 3.00
Course Hours For Week

(Theoretical)

Haftalik Uygulama Saati / Course 0.00
Hours For Week (Objected)

Haftalik Laboratuar Saati / Course 0.00

Hours For Week (Laboratory)

Dersin Verildigi Yl / Year

1

Ogretim Sistemi / Teaching System

Face to Face / Face to Face

Egitim Dili / Education Language

Turkish / Turkish

On Kosulu Olan Ders(ler) /
Precondition Courses

Yok

None

Amaci / Purpose

Giinlimiizde iletisim cabalarinin bitlnlestirilmesi ve senkronize olmasi gerektiginin 6nemi
vurgulanmaktadir. Bu ders ile pazarlama iletisimi konular irdelenmektedir. Bu slrecte
Slglimlenebilir amaclar ortaya koymanin énemi ve yontemleri agiklanmaktadir

It is important nowadays that their efforts should be integrated and synchronized.
Marketing communication themes will be examined with this course. In this process,
familiar revealing techniques are explained.

igerigi / Content

Bu ders kapsaminda 6ncelikle Pazarlama ve Pazarlama iletisimi, Pazarlama ve
Pazarlama iletisiminin Tarihsel Gelisim Siireci ve Butlinlesik Pazarlama iletisimi ve
Ozellikleri ele alinacak olup, bitlnlesik Pazarlama ||etl$lml Planlama Modelleri, 6lgme
Kavrami ve Pazarlama iletisiminde Olgiimlemenin Onemi, olgumleme Teorilerinin Gelisimi,
yeni OI(;umIeme Yaklagimlarini Ortaya Cikaran Nedenler, yeni Teknolojilerin Olg:um
Kurallar Uzerindeki Etkisi ve Veri Tabanlari, geleneksel Pazarlama iletisimi Olglimleme
Yéntemleri, Bitiinlesik Pazarlama iletigimi Olc;umleme sureci , Pazarlama ve Marka
iletisimine Yapilan Yatinmlarin Geri Déniisiimiin Olg:umlenmeS| Sdrecinin
Degerlendirilmesi konulari aktarilacaktir.

Within the scope of this course, first of all, Marketing and Marketing Communication,
Historical Development Process of Marketing and Marketing Communication and
Integrated Marketing Communication and Features will be discussed, integrated
Marketing Communication Planning Models, the Concept of Measurement and the
Importance of Measurement in Marketing Communication, Development of
Measurement Theories, Reasons That Reveal New Measurement Approaches. ,
Effects of New Technologies on Measurement Rules and Databases, Traditional
Marketing Communication Measurement Methods, Integrated Marketing
Communication Measurement process, Evaluation of Recycling Process of
Investments in Marketing and Brand Communication.

Onerilen Diger Hususlar / Yok None
Recommended Other

Considerations

Staj Durumu / Internship Status Yok None




Kitabi / Malzemesi / Onerilen Yurdakul Basok, Nilay, Biitiinlesik Pazarlama iletisiminde Olgiimleme Siireci, , Nobel
Kaynaklar / Books / Materials / Yayinlari Ankara 2006.

Recommended Reading Kadibesegil, Salim, Halkla iliskilere Nereden Baglamali?, Mediacat Yayinlari, 2001
Demir, Filiz Otay, “Halkla iliskilerde Olgiimleme ve Degerlendirme”,vYayinlanmamis
Doktora Tezi, Anadolu liniversitesi Sosyal Bilimler Enstitiisti, 2003.

Giirgen, Haluk, Halkla iligkiler Ortam ve Araglari, A.U. Yayinlar, Eskisehir, 2000.
Peltekoglu, Filiz Balta, Halkla iliskiler Nedir?, Beta Basim Dagitim, istanbul, 1998.

Rota Yayinlar 1998.
Halkla lligkiler Arastirmalari, Altin Kitap Sayi, 10, Rota Yayinlari

Pritchitt, Jimm, Halkla lliskilerde Degerleme: Profesyonel Sorumluluk , Altin Kitap sayi:11,

Yurdakul Basok, Nilay, Bitiinlesik Pazarlama iletisiminde Olgiimleme Siireci, , Nobel
Yayinlari Ankara 2006.

Kadibesegil, Salim, Halkla iliskilere Nereden Baslamali?, Mediacat Yayinlari, 2001
Demir, Filiz Otay, “Halkla iliskilerde Olgiimleme ve Degerlendirme” vYayinlanmamis
Doktora Tezi, Anadolu liniversitesi Sosyal Bilimler Enstitiis(i, 2003.

Giirgen, Haluk, Halkla iligkiler Ortam ve Araglari, A.U. Yayinlar, Eskisehir, 2000.
Peltekoglu, Filiz Balta, Halkla iliskiler Nedir?, Beta Basim Dagitim, istanbul, 1998.
Pritchitt, Jimm, Halkla iliskilerde Degerleme: Profesyonel Sorumluluk , Altin Kitap
sayl:11, Rota Yayinlarn 1998.

Halkla iliskiler Aragtirmalari, Altin Kitap Sayi, 10, Rota Yayinlar

Ogretim Uyesi (Uyeleri) / Faculty Dr. Ogr. Uyesi Elif U. ERTEN
Member (Members)

OGRENME GIKTILARI / LEARNING OUTCOMES

1 Pazarlama iletisimi gevresini analiz etmek Analyzing the marketing communication environment

5 Pazarlam? iletisimi karmasini kullanarak bir organizasyonun pazarlariyla nasil iletisime gegtigini To be ab]e tg explgin how an organization communicates with its markets using the marketing
aciklayabilmek communication mix

3 Reklamciligin rollerini ve amagclarini agiklayabilmek To be able to explain the roles and purposes of advertising

4 iletisim stratejilerini degerlendirmek, 6lgmek ve kontrol etmek igin sistemler kurabilmek To be able to establish systems to evaluate, measure and control communication strategies

HAFTALIK DERS iGCERIGi / DETAILED COURSE OUTLINE

217




Hafta / Week

. . Ogretim Yont x -
Teorik Dersler / Theoretical Uygulama Lab Tglz(neill(rlgri/(?rr;a?gi\r/]z Methods On Hazirlik / Preliminary
Techniques
1 Biitiinlesik Pazarlama iletisimine Girig
Introduction to Integrated Marketing Communication
. . gretim Yont .. _—
Teorik Dersler / Theoretical Uygulama Lab '(I:')gl:ﬁi;(?;ri/(?l'r;:cmi\rgz Methods On Hazirlik / Preliminary
Techniques
5 iletisim ve iletisim Siireci
Communication and Communication Process
Teorik Dersler / Theoretical Uygulama Lab ?g;ﬁiﬁ:ﬁgtsgig Methods On Hazirlik / Preliminary
Techniques
3 Biitiinlesik Pazarlama iletisim Modelleri
Integrated Marketing Communication Models
. . Ogretim Yont: - L
Teorik Dersler / Theoretical Uygulama Lab Tgl:ﬁill(rlgri/?rgsgig Methods On Hazirlik / Preliminary
Techniques
4 Amag Belirleme ve Tutundurma Programi icin Biitgeleme
Goal Setting and Budgeting Promotional Program
gretim YO .
Teorik Dersler / Theoretical Uygulama Lab '?glzﬁgll(rlnerils)l'gt:é?]i\r’:; Methods On Hazirlik / Preliminary
Technigues
5 Reklam
Advertising
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Ogretim Yontem ve

Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
6 Halkla iligkiler
Public Relations
. . Ogretim Yontem ve = .
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Technigues
7 Satig Tutundurma
Sales Promotion
. . Ogretim Yoéntem ve . o
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
8 Ara Sinav
Midterm Exam
gretim YO .
Teorik Dersler / Theoretical Uygulama Lab 'Cl')glzﬁmqeri/(')l'gt:cr:?\i\r,lz Methods On Hazirlik / Preliminary
Technigues
9 Kisisel Satis
Personal selling
. . Ogretim Yoéntem ve x .
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
10 Uriin, Fiyat ve Dagitimin iletisim Yéniinden Degerlendirilmesi
Evaluation of Product, Price and Distribution in terms of
Communication
. . gretim Yont . -
Teorik Dersler / Theoretical Uygulama Lab '?eglzﬁill(r;;ri/(?rr;aeg;i\r/\z Methods On Hazirlik / Preliminary
Techniques
11 internet ve interaktif Medya

Internet and Interactive Media
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Ogretim Yontem ve

Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
12 Biitiinlesik Pazarlama iletisimini Olgmek
Measuring Integrated Marketing Communication
. . Ogretim Yontem ve = .
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Technigues
13 Ornek Olay Galismasi
Case Study
. . Ogretim Yoéntem ve . o
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
14 Sunumlar
Presentations
gretim YO .
Teorik Dersler / Theoretical Uygulama Lab 'Cl')glzﬁmqeri/(')l'gt:cr:?\i\r,lz Methods On Hazirlik / Preliminary
Technigues
15 Sunumlar
Presentations
. . Ogretim Yoéntem ve x .
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
16 Final Sinavi
Final Exam

517




DEGERLENDIRME / EVALUATION

. Savi/ Katki Yuzdesi /
Yanyil (Yil) Ii Etkinlikleri / Term (or Year) Learning Activities y Percentage of
Number - A
Contribution (%)
Ara Sinav / Midterm Examination 1 100
Toplam / Total: 1 100
Basar Notuna Katki Yiizdesi / Contribution to Success Grade(%): 40
Savi/ Katki Yuzdesi /
Yanyil (Yil) Sonu Etkinlikleri / End Of Term (or Year) Learning Activities y Percentage of
Number o s
Contribution (%)
Final Sinavi / Final Examination 1 100
Toplam / Total: 1 100
Basari Notuna Katki Yiizdesi / Contribution to Success Grade(%): 60
Etkinliklerinin Basar Notuna Katki Yiizdesi(%) Toplami / Total Percentage of Contribution (%) to Success Grade: 100

Degerlendirme Tipi / Evaluation Type:

iS YUKU / WORKLOADS
Siiresi | Toplam Is Yiikii
. Sayi/ (Saat) / (Saat) / Total

SR Er e e Number | Duration Work Load

(Hours) (Hour)
Odev Problemleri igin Bireysel Calisma / Individual Study for Homework Problems 10 1.00 10.00
Proje Sunma / Project Presentation 1 1.00 1.00
Final Sinavi igiin Bireysel Calisma / Individual Study for Final Examination 10 5.00 50.00
Proje Hazirlama / Project Preparation 1 60.00 60.00
Ara Sinav igin Bireysel Calisma / Individual Study for Mid term Examination 10 4.00 40.00
Final Sinavi / Final Examination 1 2.00 2.00
Ara Sinav / Midterm Examination 1 2.00 2.00
Toplam / Total: 34 75.00 165.00
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Dersin AKTS Kredisi = Toplam Is Yiikii (Saat) / 30.00 (Saat/AKTS) = 165.00/30.00 = 5.50 ~ / Course ECTS Credit = Total Workload (Hour) / 30.00 (Hour / ECTS) = 165.00 / 30.00 = 5.50 ~

PROGRAM VE OGRENME CIKTISI / PROGRAM LEARNING OUTCOMES

Ogrenme Ciktilari / Program Ciktilari / Program Outcomes
Learning Outcomes 111 (112|113 (114|115 [1.16 [ 1.1.7 | 1.1.8 [ 1.1.9 {1.1.10(1.1.11[1.1.12{1.1.13|1.1.14[1.1.15|1.1.16 [1.1.17

1.Pazarlama iletisimi gevresini
analiz etmek

/ Analyzing the marketing
communication environment

2.Pazarlama iletisimi karmasini
kullanarak bir organizasyonun
pazarlariyla nasil iletisime
gectigini aciklayabilmek

/ To be able to explain how an
organization communicates
with its markets using the
marketing communication mix

3.Reklamciligin rollerini ve
amaglarini agiklayabilmek / To
be able to explain the roles and
purposes of advertising

4.iletisim stratejilerini
degerlendirmek, 6lgmek ve
kontrol etmek igin sistemler
kurabilmek / To be able to 5 4 5 5 5 5 5 4 4 5 5 5 4 5 4 5
establish systems to evaluate,
measure and control
communication strategies

Katki Dlizeyi / Contribution Level : 1-Cok Duisiik / Very low, 2-Diisiik / Low, 3-Orta / Moderate, 4-Yiksek / High, 5-Cok Yiiksek / Very high

717




