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Description of the Course

In this course, the students will be able to understand and apply, in a real context, the research
and planning process of developing a distribution and communication strategy.

Course Components

a. Readings. Some readings (cases or articles) about Distribution and Communication Policy
will be assigned to the students. These readings will be discussed later in class.

b. Attendance and participation: Attendance and participation in class are strongly
recommended. It is important to apply the knowledge acquired during the past classes in
order to comment on the readings in student groups. Attendance and participation will help
students better understand the course material.

c. Exam: The exam will be held during the examination period at the end of the semester. The
date will be determined by the examination board. The time allowed is 90 minutes. The exam
will be based on the materials given by the professor and discussed in class. It may include
multiple choice questions and true or false statements, short case studies, etc. The exam
contributes to 100% of the final grade for the course. In order to receive a passing grade for
the course, students must obtain at least 50% of the total points possible.

Preparation For and Participation in Class

Although continuous participation is expected, it is important for students to do the assigned
readings so that they can actively take part in the class discussion.

Course Outline

1. Distribution and Marketing Channels
1.1 Structure and Functions

1.2 The Work of the Marketing Channels
1.3 Members of a Marketing Channel

2. A Framework for Marketing Channels
2.1 Channel Design
2.2 Channel Implementation




3. Channel Institutions
3.1 Retailing

3.2 Wholesaling

3.3 Franchising

4. The Integrated Marketing Communications in the Marketing Process
4.1 The Integrated Marketing Communications

4.2 IMC and the Marketing Process

4.3 Target Audiences ldentification

5. Integrated Marketing Communications Objectives
5.1 Marketing vs Communication Objectives
5.2 Sales vs Communications Objectives

6. Media Planning and Strategy

6.1 Media Plan

6.2 Media Objectives

6.3 Media Strategies

6.4 Media Mix

6.5 Measuring the Effectiveness of the Promotional Program
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Important Note:

The above outline is tentative and can be modified. This outline is only designed to give students
an idea of the topics and the rate at which they will be covered. Some of the above topics will be
covered in greater detail than others. The relative importance of each topic will be indicated in
class.




