Building An IMC Campaign

The objective of the “Building an IMC Campaign” is to provide you with an opportunity to apply the theories and concepts presented in the Clow and Baack Integrated Advertising, Promotions, and Marketing Communications textbook. Each chapter provides specific tasks that build on previous material that has been developed. When the project is finished, you will have prepared a complete integrated IMC campaign. To simplify the tasks, it is recommended that you deal with only three overall IMC objectives. The first IMC Objective should be targeted to consumers, the second to the distribution channel, and the third to other businesses. Depending on the product, the business-to-business IMC Objective may be deleted. However, because the business-to-business sector is a major component of most IMC Campaigns, you will gain valuable knowledge if you sell your service or good to other businesses as well as to consumers. Possible goods and services are suggested in Chapter 1 of your textbook.


In preparing the IMC campaign, it is recommended that you utilize the following outline. As can be seen from the outline, you will be asked to develop three IMC communication objectives based on their promotional analysis and corresponding corporate and brand image strategies. Out of these three communication objectives, you will integrate the various IMC components into a seamless communication plan.
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Integrated Marketing Communications Plan 
1.0
Executive Summary
The executive summary is written when you are finished with the entire IMC Plan because it should summarize the key points of your plan. You should discuss your promotional opportunity analysis, corporate strategies and integrated marketing communications plan. Outline your three IMC communications objectives based on the promotional analysis. Briefly discuss how these communication objectives will be reached.

2.0
Promotion Opportunity Analysis
This is a summary paragraph for this section of your IMC plan. The promotion opportunity analysis lays the foundation for the IMC campaign and is the first step in actually developing an IMC campaign document.


2.1
Communications Market Analysis
In this section you should identify and analyze the marketing communications in your industry as well as the marketing environment within which your company will operate. Write a couple of paragraphs about the industry characteristics that will mold your IMC plan?



2.1.1
Competitive Analysis
Begin this section by identifying your competitors. Discuss how your company is positioned in the market and how your product differs from your competitors. Discuss the general nature of competition in your industry and how customers seem to chose one provider over another. Lastly, focus on the communications of each of your competitors and discuss how each communicates to their customers.



2.1.2
Opportunity Analysis
Based on the competitive analysis, discuss what opportunities exist in your market or the environment in which your company is operating. Part of this opportunity analysis is examining the attractive factors that represent the reason for your business. These opportunities should reflect the potential you can realize in the marketplace through implementing this communication strategy you are developing.

Opportunities may be the result of market growth, lifestyle changes, solving specific customer problems, positive market perceptions about your business, or your company’s ability to offer greater value that will create a demand for your products.



2.1.3
Target Market Analysis
Describe your target markets in detail providing information about each target market in terms of demographics, psychographics, geographic location, market size, future spending and forecasted trends.



2.1.4.
Customer Analysis
This section should describe the characteristics of your existing customers. This should add to the target market analysis in the previous section by discussing the purchase behavior of your customers. This customer analysis should also discuss the communications now being directed at customers and potential communication avenues that are not being used.

Focus on the consumer decision making process as it relates to your product. External information search is especially important here because this information will be used in developing the media plan. You should develop a typical consumer cognitive map to better understand how your product will fit and what linkages may need to be developed or reinforced. Factors that affect the purchase decision should be identified as well as current trends which may have an impact. Identifying these factors will help in developing the tactical portion of the IMC campaign


2.2
Market Segmentation Strategy
In this section you should discuss your market segmentation strategy and your choice of target markets. Explain why your business is focused on these specific target market groups. What makes these target markets more appealing than the other markets you’ve ruled out?

3.0
Corporate Strategies
This is a paragraph that summarizes the entire section and addresses the key points about the overall corporate strategy.


3.1
Corporate Image Strategy
In this section you will want to discuss the corporate image strategy. Some questions this section should answer are: What does your company “stand for”? What do you want your customers to believe about your company? What is the image you want to project?


3.2
Brand Development Strategy
Brands are names generally associated with a product or a group of products. If you have only one product, your company name may be your brand name. Your brand name should communicate your products attributes, benefits, values, culture and even personality.

Discuss how your brand name was chosen and what it symbolize to people when they hear it. Discuss how the brand name will be incorporated into a logo. Keep in mind if the brand name and logo are relevant to the product, it will be much easier for customers to remember.


3.3
Brand Positioning Strategy
Your brand positioning strategy refers to how your customers perceive your brand in relation to the competition. The possible positioning strategies include: attributes, competitors, use or application, price/quality relationship, product user, product class and cultural symbol. While more than one can be used, it is best to utilize only one positioning strategy. For example, Crest is positioned as the best cavity fighter, an attribute positioning strategy.

The positioning statement should be related to the target markets you have chosen to serve. In choosing a positioning strategy keep in mind your market's most important market need and how your product meets that need.


3.4
Distribution Strategy
This section is a discussion of the distribution strategy. Discuss where the product will be available to consumers. Will you try to sell it direct from your own location or web site or will you sell only through retail stores? If you are a manufacturer, what relationships will you have to develop with distributors, sales people and retailers in order to get your product out to the public? If you are a retailer, what manufacturers, wholesalers and distributors will you use to supply your store? What are the key characteristics of these suppliers?


3.5
Business-to-Business Strategy
What type of businesses would be interested in purchasing your product? In this section, discuss what businesses you want to market and how you will approach them. Selling to another business is often more complicated than end users. Therefore, discuss who will make the decision to purchase your product and how will that decision typically be made. 


3.6
Public Relations Strategy
Public relations efforts should be part of the overall IMC approach. The three main functions of public relations are to:

1) Monitor internal and external publics,

2) Provide positive information to each public that reinforces the IMC plan, and 

3) React quickly to any shift of the publics from the desired position. 

You must decide if you will manage the public relations effort internally or hire an outside firm. Once you make this decision, you can discuss the role of public relations in your IMC plan. You will need to give consideration to how to maintain a good image in your community and with your various publics. How will you generate positive publicity about your company and products? 

How will public relations efforts relate to your advertising ? What negative publicity do you foresee that your PR strategy will have to address and how do you plan to deal with it?


3.7
Evaluation
Measuring the effectiveness of an IMC campaign is not easy, but spending a large amount of time and resources on a campaign without trying to determine its effectiveness does not make sense. In this section, discuss how you will evaluate the overall effectiveness of the campaign? On what levels will you evaluate effectiveness: short term, long term, product specific or brand specific? It is important to remember that evaluation is directly related to the objectives and goals of your IMC campaign.

In this section, you should evaluate the overall health of the company and your public relations efforts. You should also present whether your evaluation will be continuous or on the basis of specific ads, promotions and public relations efforts.

4.0
Integrated Marketing Communications Management
This is a summary paragraph addressing the key management issues of your Integrated Marketing Communications (IMC) campaign. Briefly discuss your main objectives and how this will influence the creation of your IMC campaign.


4.1
IMC Objectives
In this section you should state your IMC objectives. These objectives should be based on your promotional opportunity analysis. In determining the objectives of your IMC campaign, you should think about what you want to accomplish. For example, if your potential customers do not know about your product, then one of your objectives will likely be to raise awareness. If they are aware of the product, but know little about it, your objective may be to build their knowledge. If they know about your product, you may aim to persuade them to like your product. If potential customers like your product, but are still buying your competitor’s product, your objective will be to get them to prefer your offering. Finally, some customers may prefer your product, but have just not got around to buying it. In this case your objective will be to persuade this group to take the last step and make a purchase.

Take care and put thought into your IMC objectives because they will guide the rest of your IMC campaign. The first IMC objective should deal with the consumer market and what you want to accomplish with consumers who purchase your product. The second IMC objective should address your communication needs in the distribution channel. The last IMC objective should be directed to the business-to-business market.

To gain experience in communications, we strongly recommend you use these three major categories of objectives in your IMC plan.


4.2
IMC Budget
This section will provide an overall view of the budget and how much will be spent for each objective. More detail budgets will be given in later sections under each objective. In determining your budget, it is important to investigate how much your competitors are spend on their marketing communications. As you divide your budget among the three objectives, keep in mind that approximately 50% of all marketing dollars are spent on trade promotions, 25% on consumer promotions and 25% on advertising. Close this section with a discussion of your IMC budget and a justification of your budget breakdown.

Because you may not have any experience with budgeting or a solid basis for determining the budget, the following budget breakdown is suggested. This can be revised as you continue to develop your IMC plan.


IMC Objective 1:  $  60 million


IMC Objective 2:  $100 million


IMC Objective 3:  $  40 million


4.3
Agency Selection
This section should include a discussion of whether you will develop your ads through in‑house personnel or use the services of an outside agency. If you elect to use an agency, discuss the criteria that will be used in the selection of that agency. Be sure to use the textbook and Figures 7.3 and 7.4 in your discussion. In addition, will the agency supply just advertising support or will it also provide other services such as Public Relations services, media planning and media buying? 


4.4
Internet Web site
Your firm’s web site is an important element of the IMC Plan. Consideration must be given to your domain name. Will it be a content-only site or will you sell products from the site or will it be a combination of the two? Will you build the site in‑house or will you hire a outside agency to develop it for you? Is a web site a key aspect of your communications strategy, through which you will develop leads and draw more customers to your business or will it help to reduce costs by providing service functions to your current customers? Lastly, what are the benefits to your company of running a web site, and what are the costs?

5.0
Integrated Marketing Communication Objective One (Consumer)
Consumers are the individual users of your goods and services. Give a brief overview of the consumer market and your IMC objective for this market. Discus what you want to accomplish in the consumer market.


5.1
Budget
Start by reviewing your communications budget for the consumer market. In this section your  IMC Objective One budget should be broken down into the five components: advertising, consumer promotions, sponsorship and public relations, personal selling and database programs. How much do you want to allocate to each component? Discuss the rationale for this breakdown in terms of your objective.


5.2
Integrated Marketing Communication Methodologies
This is a summary section. Give a brief overview of your advertising, consumer promotions, personal selling, sponsorship programs and database programs. Discuss the relative mix of each of these components and how you will integrate them together into seamless plan. This discussion should relate back to your IMC Objective One and how these methodologies will help you accomplish this objective.



5.2.1
Advertising
This section is a summary of your advertising tactics. Give an overview of your advertising campaign and how this will be beneficial in accomplishing IMC Objective One. 




5.2.1.1
Advertising Goals and Budget
In this section discuss your advertising goals and budget. Make sure your advertising goals address the needs of your various consumer segments. What do you want to accomplish with your advertising? Some possible goals for advertising might be to:

· Increase brand awareness.

· Build brand image.

· Increase customer traffic.

· Increase inquiries from end users.

· Provide information.

Breakdown the budget into the various advertising venues. For example, how much will be spent on television advertising, on radio ads, print ads, outdoor ads and so forth. Be sure to justify your selection of venues and budget breakdown.




5.2.1.2
Creative Brief
You should prepare a creative brief to guide in the development of the advertisements. The creative brief is the strategy document for preparing any advertisement or advertising campaign. A clear creative brief will also help you with evaluating the ad campaign as you move forward.

The first step in preparing the creative brief is to identify the objective of the advertising campaign. The objective is based on the goals you discussed in the previous section. The difference is that the goals were general, the objective is specific and measurable. For example, you goal might be to increase awareness. Your objective might then be to “increase awareness within our 30-50 year old, male target market by 10% within the next six months.”

After you have defined the main objective, the other key components of the creative brief are:

· The target audience - be specific. The more details you provide about the target market, the easier it will be for the creatives to design an advertisement.

· The message theme - this is the benefit or promise you want the advertisement to convey to the consumer.

· The support - What facts or information can you provide that will substantiate your benefit or promise?

· The constraints - identify any legal or copyright information that needs to be provided. This could also be a tagline that you want included on every ad so you have continuity throughout your advertising campaigns.




5.2.1.3
Advertising Design
When the creative brief is complete, you are ready to begin the advertising design stage. In designing your advertisement, your goal is not just to create an ad that people like, but one that accomplishes your IMC objective. Start this section by discussing the hierarchy of effects model in terms of what you want to accomplish. Next, create a means-end chain. Use Figures 9.3 and 9.4 as guides. The means-end chain should identify the key product attributes, corresponding customer benefits and personal or corporate values that will result. Conclude the first part of this with a discussion of the relationship between the verbal and visual elements you hope to obtain in your ads.

Going back to your means-end chain, you will need to make decisions on the leverage point, appeal, creative message strategy and executional framework. As you learned in Chapters 9 and 10, there is an endless combination that can be used. Discuss your selection of each of these ad design components and how it fits together with the others. When you are finished, you are ready to create your television, radio or print ad.



5.2.2
Consumer Promotions
Consumer promotions are the incentives aimed at persuading end users to make a purchase. In planning the consumer promotions component of the IMC, it is vital that the consumer promotions selected support the brand image and the brand positioning strategy. To ensure this occurs, it is important to understand the target audience of the program. Therefore, in this section, discuss the role consumer promotions will play in reaching the consumer segments and how it fits with your brand image, brand positioning strategy and overall IMC campaign.




5.2.2.1
Budget Allocation
In this section, your consumer promotion budget should be broken down into its components. You should justify your budget allocation in terms of how it will accomplish your IMC Objective One.




5.2.2.2
Consumer Promotion Selection
This section is a discussion of the consumer promotions you selected and why they were selected. For example, which type of consumers do you want to reach, promotion prone consumers, brand‑loyal consumers or price‑sensitive consumers?

Discuss the role of each consumer promotion and how it will fit into your overall IMC plan. Since many trade promotions are planned with consumer promotions, it is important to consider both types of promotions simultaneously. For example, if you are going to develop a major consumer sweepstakes, did you allocate money for point‑of‑purchase displays for retailers and discuss it in your trade promotions section of this IMC plan?




5.2.2.3
Sample Consumer Promotions
This section should have one or two sample consumer promotions. Be sure to review your advertising creative brief to ensure that your consumer promotions and advertisements are compatible. For example, if your ads highlighted your product as being of high quality and your consumer promotion is offering a 30% coupon, that will likely be confusing to your customers.



5.2.3
Personal Selling
Personal selling is sometimes called the “last three feet” of the marketing function, because it represents the distance between the salesperson and the customer on the retail sales floor as well as the distance across the desk from the sales representative to the business customer. Personal contact between the sales representative and the consumer can be used to add the final touch to a successful marketing communications program.

Sales to consumers often are finalized by retail salespeople. If you are a manufacturer or wholesaler, how will you work with retailers to ensure they have all the information they need to properly sell your product? Will you use the services of a merchandising company to visit retailers? Will you send product information to the retail stores?

If you have a retail operation, you will have more options than do manufacturers and business‑to‑business vendors in terms of developing bonds with customers. Your retail clerks will interact directly with your customers. Use this topic to establish tangible customer service goals. What attitude should representatives of your company convey? What knowledge, background, or experience is critical for your representatives as a foundation for developing quality customer service? What incentives will be put into place to encourage good customer service? How will personal selling be supported, e.g. point of sale brochures, Internet advertising, etc.?



5.2.4
Sponsorship Programs
In this section, discuss the various sponsorship programs you are planning. It is important to discuss how these fit into your overall IMC plan and are compatible with your corporate image strategy and branding strategy. What goals do you want to achieve through your sponsorship programs? It is important to make sure the sponsorships fit with the publics your company serves as well as your key target customers. 



5.2.5
Database Programs
The power of database management in helping the marketing department reach key IMC goals should not be underestimated. Customers often are willing to communicate fairly important information that can be used to enhance brand loyalty, increase sales, and develop long‑term relationships.

In this section you should discuss the first steps in developing a database: determining objectives and collecting data. Questions that you should address in this section include:

 Who will use this information?

 What kinds of data are available?

 When (or how often) will the information be used?

 Where will the data be located or stored?

 Why do we need the data?

 How will the data be used?

In terms of collecting data, you should discuss the various sources that are listed in Figure 15.2.




5.2.5.1
Data Warehouse
In constructing a useful data warehouse, it is important to identify how it will be used. The various ways that organization might use the data warehouse include:

Targeting customers for a direct‑marketing program such as direct mail.

Developing a system so that field salespeople have access to important customer information as they prepare to make sales calls. 

Making it possible for internal salespeople to be able to access the database when a customer calls to place an order.

Giving the service department and customer relations department access to customer data as they deal with inquiries and complaints.

Once you have identified how the data warehouse will be used, you can then discuss the marketing programs that will result from it.




5.2.5.2
Direct Marketing
First, you must decide if you are going to direct marketing your consumers? If so, in this section you should discuss the methods of direct communication that will be used. Be sure to justify your choice. In addition, discuss how the direct marketing fits into the other elements of your IMC campaign.




5.2.5.3
Permission Marketing
Permission marketing is a unique form of direct marketing. It involves sending product information and promotional information only to individuals that give you permission to do so. Return rates on permission marketing are often much higher than traditional direct marketing campaigns, since the group has given you permission to contact them.

In this section, you need to discuss how you will gather a list of potential customers for the permissions marketing program. You will then need to discuss each of the following steps in developing a permissions marketing program:

· Obtain permission from the customer.

· Offer the consumer a curriculum over time.

· Reinforce the incentive to continue the relationship.

· Increase the level of permission.

· Leverage the permission to benefit both parties.




5.2.5.4
Frequent Shopper Program
Because of the high cost of gaining new customers, it is important for you to keep your current customers. One strategy to do so is to develop a frequent shopper program. In this section, discuss your frequent shopper program. How will it encourage your customers to make repeat purchases or to become brand loyal? What types of rewards will customers need to motivate them to purchase from you on a regular basis? What will be the full cost of such a program? Lastly, discuss how this frequent shopper program fits into your overall IMC plan.


5.3
Media Plan
The media plan should address the where, when and why of advertisement placement. In making decisions about which media to use, it is important to think about it in terms of consumers. What media would they most likely experience in a typical day? Use Table 8.1 from your textbook as a guide in preparing your media plan. Conclude the plan with a justification of your media choice based on each media’s strengths and weaknesses as it relates to your target market.


5.4
Evaluation
In choosing your evaluation techniques, examine your IMC Objective One. You need to be certain that the methods of evaluation selected match the objectives of your campaign. Figure 17.1 identifies methods of evaluating IMC messages and Figure 17.4 identifies behavioral methods of evaluation. In selecting the best methods of evaluation, you should review the principles highlighted in Figure 17.3

It is always best to choose various methods of evaluation, especially for the different components of the IMC plan. For evaluating IMC Objective One, discuss how you will evaluate the advertising, consumer promotions, personal selling, sponsorship programs and database programs.

6.0
Integrated Marketing Communication Objective Two (Distribution Channel)
This section should be a description of your distribution channel. Discuss how your product will move from the manufacturer to customers. Will wholesalers and distributors be used? Will you sell directly to end user or retail stores? If so, how will you handle selling through a distribution channel as well as selling direct?


6.1
Budget
Your budget for this IMC Objective should be broken down into the four components: advertising, trade promotions, personal selling and database programs. How much do you want to allocate to each component?  Keep in mind, that in most industries, approximately 50% of all marketing dollars are spent on developing the distribution channel. Unless a product is pushed through the channel and offered to consumers, it will not be successful. Make sure your budget is enough to encourage channel members to sell your product for you.


6.2
Integrated Marketing Communication Methodologies
This is a summary section. Give a brief overview of your advertising, trade promotions, personal selling, and database programs. Discuss the relative mix of each of these components and how you will integrate them together into seamless plan. This discussion should relate back to your IMC Objective Two and how these methodologies will help you accomplish this objective.



6.2.1
Advertising
Advertising to distribution channels will be much different than advertising to your end users. If you are a manufacturer or wholesaler and are working to persuade major distributors to carry your product, you will focus less on the benefits of the product than you do in your advertising to your end user. Here your primary focuses will be developing a strong brand name and encouraging the channel member to stock, and then to push your product.




6.2.1.1
Advertising Goals and Budget
In this section discuss you advertising goals and budget. Make sure your advertising goals address the needs of your various channel members. What do you want to accomplish with your advertising? Some possible goals may be to:

• increase brand awareness

• build brand image

• increase inquiries from channel members

• motivate channel members to push the product

• increase sales to channel members

• provide information.

Breakdown the budget into the various advertising venues. For example, how much will be spent on television advertising, on radio ads, print ads in trade journals, outdoor ads and so forth. Be sure to justify your selection of venues and budget breakdown.




6.2.1.2
Creative Brief
You should prepare a creative brief to guide in the development of the advertisements. The creative brief is the strategy document for preparing any advertisement or advertising campaign. A clear creative brief will also help you with evaluating the ad campaign as you move forward.

The first step in preparing the creative brief is to identify the objective of the advertising campaign. The objective is based on the goals you discussed in the previous section. The difference is that the goals were general, the objective is specific and measurable. For example, you goal might be to increase awareness. Your objective might then be to “increase awareness within our wholesale target market by 25% within the next six months.”

After you have defined the main objective, the other key components of the creative brief are:

· The target audience - be specific. The more details you provide about the target market, the easier it will be for the creatives to design an advertisement.

· The message theme - this is the benefit or promise you want the advertisement to convey to the target audience. Remember to make this benefit or promise in terms of the channel member, not end-users.

· The support - What facts or information can you provide that will substantiate your benefit or promise?

· The constraints - identify any legal or copyright information that needs to be provided. This could also be a tagline that you want included on every ad so you have continuity throughout your advertising campaigns.




6.2.1.3
Advertising Design
When the creative brief is complete, you are ready to begin the advertising design stage. In designing your advertisement, your goal is not just to create an ad that is well liked, but one that accomplishes your IMC objective. Start this section by discussing the hierarchy of effects model in terms of what you want to accomplish with your channel ads. Next, create a means-end chain. Use Figures 9.4 as a guide. The means-end chain should identify the key product attributes, corresponding customer benefits and personal or corporate values that will result. It is important that channel members perceive a benefit from selling or carrying your product in their inventory. Conclude the first part of this with a discussion of the relationship between the verbal and visual elements you hope to obtain in your ads.


Going back to your means-end chain, you will need to make decisions on the leverage point, appeal, creative message strategy and executional framework. As you learned in Chapters 9 and 10, there is an endless combination that can be used. Discuss your selection of each of these ad design components and how it fits together with the others. When you are finished, you are ready to create your television, radio or print ad.



6.2.2
Trade Promotions
This is a summary section giving a brief overview of your trade promotions and what you want to accomplish with your trade promotions. Discuss which trade promotions you plan to use. Keep in mind that trade promotions are an important aspect of any distribution relationship, since manufacturers are competing for shelf space. If there is strong competition in your industry, you will have to be more aggressive in offering trade promotions.




6.2.2.1
Budget Allocation
In this section discuss your budget allocation among the various trade promotions. Justify your selection and budget allocation.




6.2.2.2
Trade Promotion Selection
This section will explain which trade promotions will be used with which channel members. It is important to explain the rationale for your choice and what you want to accomplish with each trade promotion.

Using the Internet, locate trade shows in your industry that you would want to attend. Discuss how these would benefit your channel relationships.




6.2.2.3
Package Design
Whatever product you sell, it must be placed in a package. That package is your last chance to convince someone to purchase your product. In addition, it must be easy to ship and easy for a retailer to place on a shelf. With these thoughts in mind, discuss your package design. If possible, include a picture or drawing of this design with your IMC plan.



6.2.3
Personal Selling
For the channel members, you will need to use field salespeople to make sales calls. If you are a manufacturer, do you want to use your own salespeople or do you want to hire an agency to  represent your company? It is important to think about what type of relationships should be developed and how these will be developed. Using Figure 13.4 as a guide, discuss each of the steps in the personal selling process in terms of channel sales. The last part of this section should discuss how the personal selling to perspective channel members will fit into your overall IMC plan and accomplish IMC Objective Two.



6.2.4
Database Programs
In developing a database program for the distribution channel, thought must be given to data warehousing and direct marketing. In this section, discuss the first steps in developing a database: determining objectives and collecting data. Questions that you should address include:

 Who will use this information?

 What kinds of data are available?

 When (or how often) will the information be used?

 Where will the data be located or stored?

 Why do we need the data?

 How will the data be used?

In terms of collecting data, you should discuss the various sources that are listed in Figure 15.2.




6.2.4.1
Data Warehouse
In constructing a useful data warehouse of your channel members, it is important to identify how it will be used. The various ways that organization might use the data warehouse include:

Targeting channel members for a direct‑marketing program.

Developing a system so that field salespeople have access to important channel customer information as they prepare to make sales calls. 

Making it possible for internal salespeople to be able to access the database when a channel member calls to place an order.

Giving the service department and customer relations department access to channel customer data as they deal with inquiries and complaints.

In thinking about the channels portion of the data warehouse, the following questions should be helpful.

• What information do you have about your channel partners?

• Do you have personal information about people within the channel companies that will help you build relationships?

• Do you have information about storage and shipping requirements?

• Do you track communication with channel partners?

• How often do they purchase from you?

• How much do they usually order?

• Will storing this information in a database be helpful in managing your relationships with your channel partners?




6.2.4.2
Direct Marketing
You must first decide if you want to develop a direct marketing campaign directed towards your channel partners. If so, in this section you should discuss the methods of direct communication that will be used. Be sure to justify your choice. In addition, discuss how the direct marketing fits into the other elements of your IMC campaign.


6.3
Media Plan
The media plan should address the where, when and why of advertisement placement. In making decisions about which media to use, it is important to think about it in terms of the channel members. What media would they most likely experience in a typical day? Use Table 8.1 from your textbook as a guide in preparing your media plan. Conclude the plan with a justification of your media choice based on each media’s strengths and weaknesses as it relates to your target market.


6.4
Evaluation
In choosing your evaluation techniques, examine your IMC Objective Two. You need to be certain that the methods of evaluation selected match the objectives of your campaign. Figure 17.1 identifies methods of evaluating IMC messages and Figure 17.4 identifies behavioral methods of evaluation. In selecting the best methods of evaluation, you should review the principles highlighted in Figure 17.3

It is always best to choose various methods of evaluation, especially for the different components of the IMC plan. For evaluating IMC Objective Two, discuss how you will evaluate the advertising, trade promotions, personal selling and database programs.

7.0
Integrated Marketing Communication Objective Three (Business-to-Business)
Most products have some potential business buyers. Give a brief overview of the business-to-business market and your IMC objective for the business market. Discus what you want to accomplish in this market.


7.1
Budget
Start by reviewing your communications budget for the business-to-business market. In this section your IMC Objective Three budget should be broken down into the five components: advertising, b-to-b promotions, personal selling, sponsorship programs and database programs. How much do you want to allocate to each component? Discuss the rationale for this breakdown in terms of your objective.


7.2
Integrated Marketing Communication Methodologies
This is a summary section. Give a brief overview of your advertising, b-to-b promotions, personal selling, sponsorship programs and database programs. Discuss the relative mix of each of these components and how you will integrate them together into seamless plan. This discussion should relate back to your IMC Objective Three and how these methodologies will help you accomplish this objective.



7.2.1
Advertising

This section is a summary of your advertising tactics. Give an overview of your advertising campaign and how this will be beneficial in accomplishing IMC Objective Three.




7.2.1.1
Advertising Goals and Budget
In this section discuss you advertising goals and budget. Make sure your advertising goals address the needs of your various business segments. What do you want to accomplish with your advertising? Some possible goals for advertising might be to:

· Increase brand awareness.

· Build brand image.

· Increase inquiries from business users.

· Provide information.

Breakdown the budget into the various advertising venues. For example, how much will be spent on television advertising, on radio ads, print ads, outdoor ads and so forth. Be sure to justify your selection of venues and budget breakdown.




7.2.1.2
Creative Brief
You should prepare a creative brief to guide in the development of the advertisements. The creative brief is the strategy document for preparing any advertisement or advertising campaign. A clear creative brief will also help you with evaluating the ad campaign as you move forward.

The first step in preparing the creative brief is to identify the objective of the advertising campaign. The objective is based on the goals you discussed in the previous section. The difference is that the goals were general, the objective is specific and measurable. For example, you goal might be to increase awareness. Your objective might then be to “increase awareness within our restaurant business market by 15% within the next six months.”

After you have defined the main objective, the other key components of the creative brief are:

· The target audience - be specific. The more details you provide about the target market, the easier it will be for the creatives to design an advertisement.

· The message theme - this is the benefit or promise you want the advertisement to convey to the consumer.

· The support - What facts or information can you provide that will substantiate your benefit or promise?

· The constraints - identify any legal or copyright information that needs to be provided. This could also be a tagline that you want included on every ad so you have continuity throughout your advertising campaigns.




7.2.1.3
Advertising Design
When the creative brief is complete, you are ready to begin the advertising design stage. In designing your advertisement, your goal is not just to create an ad that is liked, but one that accomplishes your IMC objective. Start this section by discussing the hierarchy of effects model in terms of what you want to accomplish. Next, create a means-end chain. Use Figures 9.3 and 9.4 as guides keeping in mind which member of the business buying center you are wanting to influence with the advertisement. The means-end chain should identify the key product attributes, corresponding customer benefits and personal or corporate values that will result. Recall from Chapter 6 that business customers have both personal and corporate goals they want to achieve. Conclude the first part of this with a discussion of the relationship between the verbal and visual elements you hope to obtain in your ads.


Going back to your means-end chain, you will need to make decisions on the leverage point, appeal, creative message strategy and executional framework. As you learned in Chapters 9 and 10, there is an endless combination that can be used. Discuss your selection of each of these ad design components and how it fits together with the others. When you are finished, you are ready to create your television, radio or print ad.



7.2.2
Consumer (Business-to-Business) Promotions
These consumer (or b-to-b) promotions are the incentives aimed at persuading other businesses to make a purchase. Remember that these businesses are users of your product. This is not a channel member who will resell the product.

In planning the business-to-business promotions component of the IMC, it is vital that the b-to-b promotions selected support the brand image and the brand positioning strategy. To ensure this occurs, it is important to understand the target audience of the program. Therefore, in this section, discuss the role b-to-b promotions will play in reaching your business segments and how it fits with your brand image, brand positioning strategy and overall IMC campaign. You may also need to discuss how these promotions will be different than your consumer promotions.




7.2.2.1
Budget Allocation
In this section, your business-to-business promotional budget should be broken down into its components. You should justify your budget allocation in terms of how it will accomplish your IMC Objective Three.




7.2.2.2
Business-to-Business Promotion Selection
This section is a discussion of the business-to-business promotions you have selected and why they were selected. For example, which type of businesses do you want to reach and how will the promotions selected influence those business. As with the other b-to-b strategies, you will need to discuss the buying center and who the promotions are likely to influence. Be sure to discuss the role of each b-to-b promotion and how it will fit into your overall IMC plan.




7.2.2.3
Sample Business-to-Business Promotions
This section should have one or two sample business-to-business promotions. Be sure to review your advertising creative brief to be sure that your b-to-b promotions and advertisements are compatible. For example, if your ads highlighted your product as being of high quality and your b-to-b promotion is offering a 30% coupon, will that confuse your business customers?



7.2.3
Personal Selling
The importance of personal selling to your business‑to‑business customers may depend upon the size and nature of your offering, your budget to commit to this type of selling and the geographic proximity of your customers. Three primary forms of business‑to‑business personal selling are:

· Field sales

· In‑house sales

· Telemarketing and Internet (technology based) programs

Business‑to‑business personal selling can vary from a single transaction to a strategic partnership. Which do you want to establish? Do you want to use an in‑house sales team or hire an outside sales force? In defining your personal selling tactics, ask yourself what the norm is in your industry, what type of product you are selling, and what are your budgetary restrictions?

Using Figure 13.4 as a guide, discuss each of the steps in the personal selling process in terms of business sales.



7.2.4
Sponsorship Programs
In this section, discuss the various sponsorship programs you are planning for your business customers. It is highly likely that sponsorship programs designed for your end-user customers will not fit with your business customers. For the b-to-b sponsorships, you need to discuss how they will fit into your overall IMC plan and are compatible with your corporate image strategy, branding strategy and consumer sponsorships. What goals do you want to achieve through your sponsorship programs?



7.2.5
Database Programs
In this section you should discuss the first steps in developing a database: determining objectives and collecting data. Questions that you should address in this section include:

 Who will use this information?

 What kinds of data are available?

 When (or how often) will the information be used?

 Where will the data be located or stored?

 Why do we need the data?

 How will the data be used?

In terms of collecting data, you should discuss the various sources that are listed in Figure 15.2.




7.2.5.1
Data Warehouse
In constructing a useful data warehouse, it is important to identify how it will be used. The various ways that organization might use the data warehouse include:

Targeting business customers for a direct‑marketing program such as direct mail.

Developing a system so that field salespeople have access to important business customer information as they prepare to make sales calls. 

Making it possible for internal salespeople to be able to access the database when a business customer calls to place an order.

Giving the service department and customer relations department access to business customer data as they deal with inquiries and complaints.

Once you have identified how the data will be used, you can then discuss the marketing programs that will result from the data warehouse.




7.2.5.2
Direct Marketing
First, you must decide if you are going to direct marketing your business customers? If so, in this section you should discuss the methods of direct communication that will be used. Include in your discussion the buying center and which member(s) of the buying center that will be targeted. Be sure to justify your choice of method as well as buying member. In addition, discuss how the direct marketing fits into the other elements of your IMC campaign.




7.2.5.3
Permission Marketing
Permission marketing is a unique form of direct marketing. It involves sending product information and promotional information only to businesses that give you permission to do so. With businesses, this is often an excellent tactic to get your foot in the door. Return rates on permission marketing are often much higher than traditional direct marketing campaigns, since the group has given you permission to contact them.

In this section, you need to discuss how you will gather a list of potential business customers for the permissions marketing program. You will then need to discuss each of the following steps in developing a permissions marketing program:

· Obtain permission from the business

· Offer the business a curriculum over time.

· Reinforce the incentive to continue the relationship.

· Increase the level of permission.

· Leverage the permission to benefit both parties.




7.2.5.4
Frequent Shopper Program
Because of the high cost of gaining new customers, it is important for you to keep your current business customers. One strategy to do so is to develop a frequent shopper program. In this section, discuss your frequent shopper program. How will it encourage your business customers to make repeat purchases or to become brand loyal? What types of rewards will businesses need to motivate them to purchase from you on a regular basis? What will be the full cost of such a program? Lastly, discuss how this frequent shopper program fits into your overall IMC plan.


7.3
Media Plan
The media plan should address the where, when and why of advertisement placement. In making decisions about which media to use, it is important to think about it in terms of your business customers. Which members of the buying center do you want to reach? What media would they most likely experience in a typical day? Use Table 8.1 from your textbook as a guide in preparing your media plan. Conclude the plan with a justification of your media choice based on each media’s strengths and weaknesses as it relates to your target market.


7.4
Evaluation
In choosing your evaluation techniques, examine your IMC Objective Three. You need to be certain that the methods of evaluation selected match the objectives of your campaign. Figure 17.1 identifies methods of evaluating IMC messages and Figure 17.4 identifies behavioral methods of evaluation. In selecting the best methods of evaluation, you should review the principles highlighted in Figure 17.3

It is always best to choose various methods of evaluation, especially for the different components of the IMC plan. For evaluating IMC Objective Three, discuss how you will evaluate the advertising, business-to-business promotions, personal selling, sponsorship programs and database programs.

