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Syllabus 

MARKETING COMMUNICATION –  
FROM MASS TO SEGMENT OF ONE 

 Instructor: Gábor Bacsa (gabor.bacsa@carat.com, +36209536499) 

 Credits: 1 (2 ECTS)  

 Term: Spring 2017-2018 

 Course level: [PhD or MA/MSc] 

 Prerequisites: no prerequisites 

Course description 

"Because the purpose of business is to create a customer, the business enterprise has two--and only two-

-basic functions: marketing and innovation. Marketing and innovation produce results; all the rest are 

costs. Marketing is the distinguishing, unique function of the business." (Peter Drucker) 

The digital revolution has led to one of the oldest professions being in the forefront once again: 
Marketing. By providing not only several new channels for marketers to communicate with their potential 

consumers, but also an immense amount of data, the way advertising messages can be addressed and 

delivered has been revolutionised. Thus, not surprisingly, CMOs became the drivers of data technology 
innovation, and all the fastest growing technology giants have recognised the need to put strong focus 

on this area. During the course, we discuss the evolution of modern marketing techniques – paralleling 
the development of modern mass media and the methodologies developed to understand the effects and 

efficiency of marketing communication. We will evaluate the sources of data in relation to consumer 

behaviour and media consumption as well as the techniques developed to analyse such data. 

Learning outcomes 

Students will understand the main drivers of modern marketing, the methods used to identify, reach and 

engage with potential consumers. Will have an overall understanding of the methods used to collect 
information about the attitudes, opinions and behaviour of consumer, the off and on-line communication 

channels where marketers can reach the and the methods of measuring and evaluating the performance 
of these channels. We will review the data collections techniques, sources and analyzation 

methodologies, the use of big data analyses, IoT and AI in developing modern marketing communication.    

Reading list 

Handouts will be provided before every class 

Assessment 

 Group assignments (3 in total) – max 100 points x No of team members /group/assignment 

o Teams of 3 or 4 to develop responses for the tasks introduced during each lecture. The 

responses to be presented on the next occasion and the teams receive points based on 
their performance. The points earned by a team can be distributed among the team 

members, based on their own judgement. 
 Active participation – 100 points/lecture 
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o Each student receives 0-100 points after each lecture as appreciation of their active 

contribution during the class, including group tasks, comments and Q&A participation. 

Course schedule and materials for each session 

1. MARKETING AND COMMUNICATION, OFFLINE MEDIA AND DATA BEHIND  

Marketing basics, structure of the marketing communication and media industry, techniques and research 

methodologies developed to understand either the most valuable targets of the marketing message, or 

the effect and efficiency of the marketing activity. The marketing communication ecosystem: advertisers, 
media and intermediaries: agencies, sales houses. 

Consumer attitude, behaviour and media consumption researches and their use in defining the target 

audience of the communication activities. The world of mass media, data sources and optimisation tools. 

Main attributes of the most important media vehicles (print, OOH, radio, TV), measurement methods and 
indicators. 

2. CONVERGING WORLD OF ONLINE MEDIA  

How has digital disruption changed consumer behaviour and media consumption. Myriad of potential 
consumer journeys, the most important digital communication channels (display, native, SEO, SEM, OLV). 

The advertising technology system, technology providers, trading methods and platforms behind digital 
communication and their most important indicators.  

3. AUTOMATION AND AI IN MARKETING, SOCIAL MEDIA AND MOBILE  

Automated trading technology (trading desks, DMPs, DSPs, etc.) its benefits for advertisers and media 
owners. Data collection and management practices, 1st, 2nd, and 3rd party data, data partnerships and 

data management. Managing learning systems, algorithm based marketing.  

Most important SM platforms, their benefits and limitations for marketers. The emergence of the personal 

screen and the always connected consumer, limitation and new solutions of the mobile platforms. The 
power of content. 

4. THE ROAD AHEAD  

Evaluation of marketing performance. Marketing optimisation techniques – econometric modelling, 

attribution modelling and fusion techniques. The “Brave New World” of personal communication: IoT, 
CRM; moving from mass communication to personal communication. Data collection and predictive 

techniques and their potential in the near future.  

 


