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Welcome to the Collaborative Master’s in Marketing and Integrated

Marketing Communications at the University of Malta.

ACADEMIC DEGREE

Students who successfully complete the programme are conferred with two degrees:
Master of Science in Business Administration, Marketing Concentration from San
Diego University (U.S.A.) &

Master of Arts in Integrated Marketing Communications from the University of
Malta (E.U.)

MARKETING AND INTEGRATED MARKETING COMMUNICATIONS (IMC)

Marketing and IMC are closely related. Marketing focuses on transactions and relationships
whereas IMC is the development and implementation of marketing communications
programmes that utilise a variety of communication tools to reach existing and
prospective customers. IMC focuses on the synergistic role of advertising, sales promotion,
direct marketing, internet and interactive marketing, public relations and social media in
the communications programme. Integration of these communications tools leads to a

more effective and cost efficient communications programme.

The rapidly changing marketing environment has led to a number of factors creating
the need for understanding and effectively managing the communications process. The
advent of new digital media such as the internet and social media, shifting media habits
by consumers, market fragmentation and the demand for greater accountability by those
responsible for marketing communications are just a few of the changes requiring a new
perspective, IMC focuses on the utilisation of a combination of marketing communication
tools to achieve specific objectives, leading to an impact exceeding that possible by

traditional mass media working in isolation.

Successful companies such as Nike, Procter & Gamble, BMW, Nestle and Unilever are

among the many organisations that currently employ marketers with IMC expertise.

In addition, global agencies such as Leo Burnett Worldwide, DDB Worldwide
Communications, McCann-Erickson Worldwide, Ogilvy & Mather Worldwide and

numerous others have also adopted an IMC perspective in an attempt to ensure







that a consistent unified message is communicated to the marketplace. These companies and agencies
have come to the realisation that to successfully compete in today's highly competitive environment,
traditional methods are no longer sufficient. The need to understand and manage the complete set of
company/brand contact tools and touch points to achieve maximum impact is now essential.

OBJECTIVES

The collaborative graduate degree programme in Marketing and Integrated Marketing
Communications (IMC) has been created to respond to developments in the way contemporary
marketers are communicating with current and prospective customers. Formal academic programs
in IMC represent a new trend that is taking root worldwide among schools of Business and
Communications. These programs are being offered at only a few select universities in the U.S. In
Europe, the Faculty of Media and Knowledge Sciences at the University of Malta is among the first
EU institutions to offer such a Masters programme.

Today's communications environment presents many challenges to managers as they work with
their partners to create marketing communications programmes that are strategically on target and
maximize their productivity and impact. This program is designed to help managers understand the
rapidly evolving world of marketing and communications and to learn how various IMC tools such as
advertising, public relations, the internet and interactive media, direct and database marketing and
social media can be combined most effectively to meet an organisation’s marketing communication
needs.

The programme recognises the increased fragmentation of mass audiences and the escalating
challenges associated with effective product differentiation that today's organisations face.
IMC pursues the goal of customer attraction and retention via the creation of effective two-way
communication between the organisation and its stakeholders. Students learn about the profitable
integration of marketing, organisational structures, information technology and marketing activities
that provide a value offering fostering relationships of loyalty.

CAREER PROSPECTS

This programme is intended for students who have experience in, or wish to pursue marketing
careers in brand management or as marketing communications managers. Other opportunities
include careers in advertising agencies, public relations firms, internet/interactive agencies,
direct marketing organisations, the media and other related communication fields. The
programme provides an understanding of strategic and marketing communications while
encouraging managers to think creatively across traditional functional boundaries and activities
in the organisations to develop strong relationships with customers and other publics.
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Students will also learn how to effectively allocate the marketing communications budget and
ways to assess performance and return on investment. These skills and new ways of thought will
provide an important edge in an increasingly competitive job market.

If you are interested, or involved in a career in marketing or marketing communications, then
this programme is ideal for you.

ADMISSION AND REGISTRATION

1. A bachelor degree from a recognised institution.
- For universities using degree classification systems, the degree is required to be an
Honours degree at Second Class or better
- For universities that do not use classification systems, a final cumulative GPA of 3.0
is generally required (applicants with a GPA between 2.8 & 2.99 may be considered on an
individual basis).

2. An acceptable score on the Graduate Management Admissions Text (GMAT).
- Applicants whose undergraduate degree is at First Class or Second Class Upper (for
universities using a classification system) will be waived from this requirement.
- Applicants whose undergraduate degree GPA is at 3.3 or above (for universities that do
not use a classification system) at the time of application, will be waived from this
requirement. *

3. English Language Proficiency
- Applicants whose undergraduate degree was not completed in English must demonstrate
proficiency in English as evidenced by a TOEFL or equivalent test. Such candidates will
normally be required to have completed a TOEFL (650 paper based examination or 280
computer based test or 114 Internet based) or IELTS (minimum level of 6.5).

4. Letters of Recommendation
- All applicants must provide two letters of recommendation: one from a former instructor
and one from a former employer are preferred.

5. Relevant Work Experience
- Some work experience in a field related to IMC is preferred. This can include marketing,
advertising, sales, communication and other related fields. Student internships and/or
part-time employment may be considered as relevant work experience.

* The GMAT waiver determination can only be made after a final classification has been officially issued. Applicants

Issued classifications insufficient to qualify for a walver will be required to take the GMAT. Please note that the latest
oppornit ake the GMAT and still be considered for a Fall course start is June of that year. Hence applicants who

Eﬂgt an Iﬁpate receiving Eng;;ﬁ._nal classification by early June should consider taking the GMAT as a precautionary
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DELIVERY & DURATION

The programme is delivered over three (3) consecutive semesters on a full-time basis
starting in September. The programme offers a total of 90 credits (ECTS) in line with the
Bologna Agreement. Throughout the first and second semesters, classes are held on a
block basis. The summer semester is devoted to the completion of a final project, normally
in the form of an IMC plan in partial fulfilment of the course requirements. Attendance is
obligatory and students must attend at least 75% of lectures and complete all assigned
work.

Typically courses have a pre-reading period, a delivery period and a post-delivery period
though some course may follow a different pattern. The pre-reading period will usually
take place in the week prior to the start of the actual delivery period. This period is
dedicated to individual reading, group discussion and study sessions. It may include
online sessions conducted by the faculty member teaching the course. The pre-reading
period will ensure that students are prepared for the intense instruction delivered by San
Diego State University (SDSU) and University of Malta faculty. The delivery period consists
of regular class sessions meeting daily over a week or more depending on the number
of hours allotted to the study unit. The post-delivery period, potentially overlapping
with a pre-reading period of the next unit, might be devoted to a final paper or case
assignment. as an exercise to conclude and synthesise the study module. As is true with
the pre-delivery period, the post-delivery period may include online sessions conducted
by the faculty member teaching the course.

For example, Study Unit 1 might be scheduled as follows:

Pre-reading period: Week 1
May include online session(s) scheduled by instructor

Delivery period: Week 2
Class normally meets daily Mon-Fri 8:30 am to 5:00 pm
(Allowing for lunch & two 15-min breaks)

Post-delivery period: Week 3
May include online session(s) scheduled by instuctor

The collaborative degree programme is offered at the Valletta Campus of University of
Malta. Teaching faculty includes professors from both San Diego State University and the
University of Malta. The third semester is devoted to the completion of work on the final
project. This can be carried out at University of Malta, San Diego State University, U.S.A.
(Travel and accommodation are at students’ expense), or elsewhere.
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ACADEMIC PROGRAMME AND SCHEDULE *

Taught Component Responsible University Delivery Schedule
Semester One

CCT 5580: Consumer Behaviour University of Malta Week 1-3
CCT 5141:  Principles of Qrganisations University of Malta Week 4-5
MKT762:  Integrated Marketing Communications San Diego State University Week 6-8
CCT5552:  Consumer Protection, Consumer and the Law University of Malta Week 9-10
CCT 5131:  Ethics in the Market University of Malta Week 11
MKT 729:  Branding San Diego State University Week 12-14
CCT 5261: Corporate Reputation University of Malta Week 15
Semester Two

CCT 5570:  Research Methods University of Malta Week 1-3
IMS574: International Advertising San Diego State University Week 4-6
MKT 768:  Internet Marketing San Diego State University Week 7-9
MKT 729:  Social Media San Diego State University Week 10-12
MKT 779:  Advanced Marketing Strategy San Diego State University Week 13-15

Semester 3 - Summer

MKT 790 & CCT 5901 Culminating Project University of Malta & San Diego State University

¥ This is the current programme. Actual programme may vary.




TEACHING FACULTY

George E. BELCH is a professor and Chair of the Department of Marketing at San Diego State
University. Professor Belch is the co-author of the top ranked Integrated Marketing Communications
textbook in the United States. With distribution to over 300 universities in the U.S. and internationally,
Advertising and Promotion: An Integrated Marketing Communications Perspective, is the most
widely used Integrated Marketing Communications textbook in the US. and is now translated
into seven languages. He has published numerous articles in leading academic journals such as
the Journal of Consumer Research, Journal of Marketing Research, and Journal of Advertising. His
research focuses on consumer processing of advertising information. He has a Ph. D. from the
University of California, Los Angeles.

Michael BELCH is a professor of marketing at San Diego State University. He teaches Integrated
Marketing Communications and Marketing Management and has received numerous Outstanding
Professor awards. He has also taught executive programmes in Argentina, Chile, China, Columbia,
France, Slovenia and Spain. Dr. Belch has co-authored more than 40 articles in academic journals
on advertising, consumer behaviour, and international marketing. He is the co-author of the
number one IMC textbook: Advertising and Promotion: An Integrated Marketing Communications
Perspective. He has served as a consultant for a number of companies in various areas including
marketing, advertising and consumer research. Dr. Belch has a Ph. D. from the University of
Pittsburgh.

Noellie BROCKDORFF holds a Ph.D. in cognitive psychology from the University of Birmingham,
UK and lectures at the Faculty of Media and Knowledge Sciences. Her research interests include:
concepts and categorization; false memory and applications of cognitive science to brand
perceptions and extensions. She has carried out research and taught at the University of Warwick,
and has published numerous research papers on categorization, recognition, and memory. She
has also provided market research and market communication consultancy in Malta and the UK
for over 15 years.

Albert CARUANA Ph.D. is professor of marketing at the University of Malta, Malta and Visiting
Professor at the University of Bologna. His research interests focus primarily on market orientation
and marketing communications. Dr Caruana has undertaken post doctoral research as Fulbright
Fellow in the US during 2004, as Commonwealth Research Scholar in 2000 and has been on various
research fellowships in Australia. His work includes papers in the Journal of Advertising, Journal
of Business Research, International Journal of Advertising, European Journal of Marketing and













