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I. SUBJECT DESCRIPTION

1. SUBJECT DATA

Subject name
Marketing communication

ID (subject code) BMEGT20MS51003-00

Type of subject
contact lessons

Course types and lessons Tvpe of
Type Lessons assessment
Lecture 1 term grade
Practice 1 w
credits
Laboratory 0 P

Subject Coordinator

Name Position Contact details

Dr. Kovécs Stefan associate professor kovacs.stefan@gtk.bme.hu
Educational organisational unit for the subject

Department of Management and Business Economics

Subject website
https://edu.gtk.bme.hu

Language of the subject
magyar - HU
Curricular role of the subject, recommended number of terms

Programme: Marketing Strategy and Innovation Master Programme
Subject Role: Compulsory
Recommended semester: 1

Direct prerequisites
Strong  None

Weak None
Parallel None
Exclusion None

Validity of the Subject Description

Approved by the Faculty Board of Faculty of Economic and Social Sciences, Decree No: 580389/21/2026 registration number. Valid
from: 27.05.2026.
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2. OBJECTIVES AND LEARNING OUTCOMES

Objectives

Course objective: to familiarize students with the traditional and digital toolkit of marketing communication, the integrated marketing
communication approach, and the strategic and value-creating role of marketing communication. Students will gain an overview of the
development of marketing communication, explore the application possibilities of classical and contemporary communication solutions, and
understand how marketing communication contributes to brand building, shaping customer experience, and achieving corporate objectives.
The course emphasizes the planning, coordination, and evaluation of communication decisions, with particular focus on the significance of
digitalization, a data-driven approach, and legal, ethical, and sustainability considerations.

Academic results
Knowledge

1. Knows the general and specific characteristics, boundaries,
and main development directions of the field of marketing,
its connections to related disciplines, as well as
the vocabulary of marketing and the main forms, methods,
and specific features of written and spoken professional
communication.

2. Understands the role of different marketing subfields
in value creation processes and recognizes the role
of digitalization in the effectiveness of these marketing
subfields.

3. Is familiar with the digital trends shaping marketing
communication and understands the legal, data protection,
and ethical aspects of digital communication.

Skills

1. Represents the importance of marketing knowledge within
the organization and applies the knowledge transfer
techniques of the marketing field, while operating
and developing the marketing function.

2. Consciously shapes customer and brand experience, designs
customer-seller interactions and the customer journey,
and plans and implements actions aimed at enhancing
customer experience based on customer knowledge.

3. Plans digital marketing activities and uses digital
solutions and applications in their work.

4. Develops and implements action plans to strengthen
the sustainability practices of the company and creates
synergy among the different marketing subfields.

Attitude

1. Critically reflects on their own work and behaviour,
as well as that of their subordinates; demonstrates
an innovative and proactive attitude in addressing
economic problems; is open and receptive to new results
in economic science and practice.

2. Is characterized by a cultured, ethical, and objective
intellectual attitude in relation to people and social
issues, and pays attention in their work to broader
social, sectoral, regional, national, and European
values.

3. Strives to make decisions in new, complex strategic
situations and unexpected life situations with full
consideration of legal regulations and ethical
norms.

4. Is open to applying a design-oriented approach in marketing
decision-making and sees emerging problems as
opportunities.

Independence and responsibility

1. Independently represents their established professional
opinion in known decision-making situations and also
takes responsibility in new, complex situations for
their environmental and social impacts.



2. Independently plans their professional communication
and presentations in a manner appropriate to the situation,
taking into account the needs and expectations of the
audience.

3. Communicates effectively and professionally in the
various areas of marketing practice.

Teaching methodology
The curriculum includes lectures, both written and oral communication, the application of IT tools and techniques, independent and group
projects, and methods for organizing work.

Materials supporting learning
e Kovics S.: Marketingkommunikéci6, oktatasi segédanyag, 2026
e Tovabbi letolthetd oktatdsi segédletek



II. SUBJECT REQUIREMENTS

TESTING AND ASSESSMENT OF LEARNING PERFORMANCE

General Rules

The evaluation of learning outcomes outlined in section 2.2 relies on an end-of-year written exam (summative assessment) and optional
assignments.

Performance assessment methods

Students’ performance is assessed during the study period on the basis of mid-term assessments and a compulsory written assignment

(home assignment). The final course grade is composed of the results of these assessment components in accordance with the course
requirements.

Percentage of performance assessments, conducted during the study period, within the rating
e Midterm: 60

¢ Homework: 40
e Total: 100

Percentage of exam elements within the rating

Conditions for obtaining a signature, validity of the signature

Issuing grades

Excellent 91
Very good 87-90
Good 75-86
Satisfactory 62-74
Pass 50-61
Fail 0-49

Retake and late completion

Assignments completed during the regular term may be resubmitted once. Make-up exams and grade adjustments for midterm exams
are handled

in accordance with the regulations.

Coursework required for the completion of the subject

participation 16
at contact

lectures

practice 12

preparation of 30
the written home
assignment

independent study 45
of designated

written course
materials

preparation for 47
assessment

total 150
Approval and validity of subject requirements
Consulted with the Faculty Student Representative Committee, approved by the Vice Dean for Education, valid from: 04.05.2026.
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III. COURSE CURRICULUM

THEMATIC UNITS AND FURTHER DETAILS

Topics covered during the term

A 2.2. pontban megfogalmazott tanuldsi eredmények eléréséhez a tantargy a kovetkezd tematikai blokkokbdl 4ll. Az egyes félévekben
meghirdetett
kurzusok sillabuszaiban e témaelemeket iitemezziik a naptdri €s egyéb adottsdgok szerint.

1 The Concept of Integrated Marketing Communication and Its Strategic Role

Communication Objectives, Effects, and the Marketing Communication Planning Process
Communication Strategy, Target Audience, and Segmentation

Positioning, Message Strategy, and Brand Communication

The Communication Mix and Integrated Channel Decisions: ATL, BTL, and TTL Tools
Digital Marketing Communication and Online Trends

Social Media, Influencer Marketing, and Electronic Word-of-Mouth

Experience-Based Communication, Customer Experience, and the Customer Journey
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Communication Budgeting, Campaign Management, and Effectiveness Measurement
10 Innovative Communication Solutions: Guerrilla Marketing, Content Marketing, Al-Based and Automated Communication
11 Social Communication, Sustainability, and Ethical Issues in Marketing Communication

12 Crisis Communication, Case Analyses, and Practical Tasks

Additional lecturers

Approval and validity of subject requirements
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