MASARYKOVA UNIVERZITA

PV231
Integrated Marketing
Communications Strategy Course

Faculty of Informatics
SSME Program



MASARYKOVA UNIVERZITA

O
O
O
O
O
(6]
O

www.muni.cz

Tento projekt je spolufinancovan Evropskym socidlnim fondem a statnim rozpo¢tem Ceské republiky.

[
a
N

JERS
] Qé\ []:7 o

* X %

* *
* *

* *
* x K

- MINISTERSTVO SKOLSTVI,
EVROPSKA UNIE ¥

MLADEZE A TELOVYCHOVY

SNSVIv
VoS

OP Vzdélavani 4 S
pro konkurenceschopnost OAN A 1)

INVESTICE DO ROZVOJE VZDELAVANI



MASARYKOVA UNIVERZITA

PROGRAM
Room B204

09:00 - 10:45 Lecture

10:45 - 11:00 Short Break
11:00 - 12:00 Lecture/Exercises

Tento projekt je spolufinancovén Evropskym socidlnim fondem a stétnim rozpo¢tem Ceské republiky.

a®
[~ O NERS/
* N @
T o S s,
* * . = <
* * 2 2
* Kk —Zp %Lq
a MINISTERSTVO SKOLSTVI, OP Vzdélavani /’/r %0
EVROPSKA UNIE v MLADEZE A TELOVYCHOVY pro konkurenceschopnost ZANA®

INVESTICE DO ROZVOJE VZDELAVANI



>
O
LL]
=
—
V)
O
Z
—
<
=
L

OpoOoOpOoOpoOoOoODpDoOooo
DODODODODODODODOOaDO
OooopooopopoooOoDpDOoODoo
0OODODODODODOODOOoOaO0
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
0OODODODODODOODOOaO
OoDoODpDoOoODoOoOOoDoODODoOo
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
0OODODODODODOOD0OOoOaO0
ODoOoODboOoODODbDODODO
OooOoDooDoOoDoOoOOoDoODODO
OoDoOooDoOoDpDoOoooOoODOoODoOo
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
0OODODODODODOODOOoOaO
OoDoOooDoOoODoOoOOooODODoOo
0OODODODODODOOD0OOoOaO0
oOoopDoponooDpooo
0OODODODODODOODOOoOaO
OoDODOoODOOoDODODoOo
0OODODODODODOOD0OOoOaO0
OooOoooopoooOoDpDOoDoo
0OODODODODODODOODOOoOaO0
OoDODODOOoDODODOOo
DODODODODODODODOOaDO
OooopooopopoooOoDpDOoODoo
0OODODODODODOODOOoOaO
oOoopDoponooDpooo
DODODODODODODODOOaDO
OooOoopooopooooOoDpOoODoo
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
0DODODODODODODODOOaDO
OoDODpDoOoODoOoOOoODODoOo
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
0DODODODODODODODOOaDO
OoDODpDoOoODoOoOoDODODoOo
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
OoOoDopoDoOoooo0nooan
ODoOoODoOoODODbDODODO
DODODODODODODODOOaDO
oOoopDoponoopooo
0OODODODODODODOOD0OOoOaO0




Project Deliverables

Research Creative Final IMC Plan Creative Final IMC Final IMC
Report Brief DRAFT Pitch Presentation Plan
May 23th May 25th May 30th May 30th June 2nd June 2nd
MARKET ANALYSIS Project Goal & Executive Summary Executive Summary
Industry & Overview
Category Overview
Consumer Behavior | Research Insight Research Report Research Report
Analysis Summary
Competitive Audience, Message, | IMC Plan IMC Plan
Analysis Media Overview
Communication Communication
Strategy: Strategy:
Brand/Product/ Schedule & Budget Audience, Message S, Audience, Message
Service Analysis & -7 mi RIS
SWOT Y Execution Sl:gsf;:tztg;ngﬁhe presentation of all | Execution
Strategy: plan ‘deas ideas in front of Strategy:
Media, Schedule, P the client Media, Schedule,
Budget, Budget,
Measurement Measurement

Creative Strategy:
Branding Ideas,
Creative/Design

Research Insights

Visual/Creative
Strategy Overview

Conclusion

Creative Strategy:
Branding Ideas,
Creative/Design

Conclusion




Research Report

Market Understand history & Use Google
(Industry/ culture. insights
Category) Wordle
Describe the conditions &
climate, show trends.
Consumer Create consumer profile/ Example of Category < Purchase Betam
Behavior personas & describe =
decision-making process. = S .
Personas :: ; :"—.:.. E-
Exampie of 3 spiiod Conmamer Frofie — = ==
Include the results from g — R
you INTERVIEWS. e
Competitive | Describe competitive Competitive Positioning Map
analysis environment & create Mo Cawlym  Vewe Bk
Competitive Positioning st e
Map. s ’ ' ‘ |
Brand Describe the current it
analysis & brand environment, e e
SWOT create a Branding Map —

and SWOT table
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IMC Planning Process:

Developing an IMC Plan

Executive Target Communication Media

ST& LT

Brandi
randing Message Schedule

RESEARCH Strategy

REPORT

Positioning Visual/

Research

Insight

ROCI
. Measurement
Strategy

CONCLUSION
References




Executive Summary
OVERVIEW



Summary
(Art of the Executive Summary by Guy Kawasaki)

Most guides to writing an executive summary miss the key point:
The job of the executive summary is to sell, not to describe!!!

The executive summary is often your initial face to a potential investor,
so it is critically important that you create the right first impression.
Contrary to the advice in articles on the topic, you do not need to
explain the entire business plan in 250 words. You need to convey its
essence, and its energy. You have about 30 seconds to grab an investor’s
interest. You want to be clear and compelling.



MAINLY

THE JOB OF THE EXECUTIVE
SUMMARY IS TO SELL,

NOT TO DESCRIBE!!!



ONE PAGE




Executive Summary

Introduction of PINKG

This Integrated Marketing Communications Campaign presents a marketing plan that outlines strategies and
tactics that will enable PINKG to penetrate the US market Research insights on the US market provide the rational
for the overall marketing strategy presented in this campaign.

What Insights did our Research reveal?

e The huge base of gum customers in the US provides a significant opportunity for PINKG.
e Consumers chew gum in many settings and face the problem of discrete gum disposal.
* Anincreasing of awareness of etiquette in today’s society is focused on younger target audiences, especially
women.
These insights provide PINKG with an opportunity to provide a solution, and to make the PINKG product a part of

the growing etiquette trend.

The Strategy for Success
o The theme of etiquette will become the strategic hook for PINKG in the US.
e PINKG will promote a new movement in "gum etiquette”.
e Julia - Young professional women with an urban lifestyle and awareness of appearance
and social etiquette will become the core consumer target of our campaign.
e Anintegrated B2B and B2C strategy will work to reach the target audience and distribute
PINKG.

The Communication and Execution Strategy for PINKG
“Dispose Discretely” - Communication with B2C audience will center around education on gum disposal etiquette
and around awareness building for PINKG.

“"Connect with Your Customer” - PINKG will be marketed as a new effective and economical communication vehicle
for businesses while becoming a part of the "new etiquette.”



IMC Communication Strategy

Brand Messages Brand Incentives
Awareness Trial Business
Image Increased usage Building
Recognition Stockpiling
Trust .
Reliability :elt‘:::l'g: Brand
Perceived quality 9 Building
Cross purchase
Advocacy

Increase, accelerate, stabilize cash flow
Build or enhance shareholder value



Example Budget/Timeline

Audience #1 | Medium #1 Timeline Cost
Medium #2 Timeline Cost
Medium #3 Timeline Cost
Measurement
strategy for each
TOTAL medium
Audience #2 | Medium #1 Timeline Cost
Medium #2 Timeline Cost
Medium #3 Timeline Cost

TOTAL

Measurement
strategy for each
medium




Estimating ROCI

Students

200 000 CZK

100 new students in MICA
50 students chosen

10 business started

By December 2011?

ROCI? New grant



Application of design (Strategy Overview)

AMELIA HANCOCK



Short-Term

Long-Term

Usually 1 year

Should be detailed & specific
Degree of certainty

Goal: Immediate effect

Outcome: Financial returns

Monitoring & Control: Focused

Usually 2-5 years
Vision described
Degree of flexibility
Goal: Sustainability

Outcome: Brand equity/value

Monitoring & Control: Watch




Short-Term Marketing Plan

Businesses

“Connect With Your Customer”
Effective, Economical Marketing Vehicle

Through a sales force that focuses on

the businesses below
e Upscale Restaurants and
Hotels

Lettuce Entertain You Restaurants,
The Gage, Cafe Iberico, MK, Smith and
Wollensky, Cibo Matto, Graham Elliot,
Hub 51

o Parks, Concert and Sports
Venues
Chicago Cubs

Blackhawks
Concerts

e Public Transportation
CTA
Airline Industry
Trade Shows
National Restaurant Association-Chicago
5/11/11 arrange for booth
Hotel and Restaurant Show
5/21/11 arrange for booth

Young, Professional Women

“Dispose Discretely”
A new etiquette

Through B2B clients who distribute
PINKG products to end consumers

Press Coverage
Chicago Tribune Lifestyle section
Time Out Magazine
CS Magazine
- Profiles with a message of the
“new etiquette”

Internet Advertising
Google “Ads Words”
On web search for “Emily Post,”
“Business Etiquette,” and “Manners”
- Pay per click with budget option
- Ads with educational purpose on
the “new etiquette”
You Tube Clip
A funny piece educating on “gum
etiguette”
Blogger Outreach
Contact bloggers who write on etiquette
and cleanliness
Blogs include: "Corporette.” Corby
O’Conner,” “soulemama,” “flokka”
-give complementary samples
-distribute promotional materials
concerning the "new etiquette.”
Event Sponsorship
sponsor product launch party with
Etiguette Chicago to promote PINKG



Long Term Marketing Plan

The long-term marketing plan builds on the strengths of short-term marketing plan and should be implemented
when the short-term plan has been fully executed. The strategy behind the long term focuses on first fully
penetrating the Chicago marketplace by growing with more demographical groups that will be the most receptive
to PINKG’s message. The plan expands PINKG's customer base horizontally by focusing on additional secondary
audiences and the corresponding business who want to connect with these groups. The plan also expands on a
geographical basis with the ultimate goal of "seeing this product everywhere.” See Below for a general Strategy
Map

| Stepl | Step2 EEEEN




Key things to remember ABOUT STRATEGIC PLANS

WHAT * WHY *

and wow, shock & surprise



April Fool’s

People You May Know

Bryan Kurtz, VP Sales, Apres X
Systems, Inc.
© Connect

Werner Heisenberg, This *may* X
be Heisenberg's profile
© Connect

Robin Hood, Activist/ Chief X
Fundraiser at Nottingham

© Connect
See

Paul McDonald

Product Manager, Gmail

P il 004/152 B — 3600 - O 52



Final Marketing Plan:
Focus on details;
every element must have a purpose

= = Y e g B e =

14.
15.

PRINT BEFORE YOU SUBMIT

Don’t write for me! Write for the client!

Avoid student paper writing and format

Give them WHAT, WHY and HOW

SPELLCHECK!!!

Nothing is not meant to be easy (challenge yourself)
The key is to change/expand your thinking
Professional look

Don’t forget summary/conclusions

. Don’t forget page numbers
. Break the text with sections, charts/images, table, bullet points, altered fonts,

relevant images, etc.

. Make sure all images have description
13.

If you decide to use images in your briefs, make sure they are a good resolution.
There is no excuse for having blurry images in your documents. It looks very
unprofessional. Make sure all of your images are royalty-free or purchase or given
credit in references. www.sxc.hu

Make sure the document is legible - visual communications

Name your files properly (Sandra Kumorowski MarketingPlan 050211.pdf)




Final Project & Presentation Checklist

A W N

(6]

10
11
13
14
15

ELEMENT

Cover Page

Research Report

Table of Contents (page numbers)

Executive Summary
Summary of Short-Term & Long-Term Strategy Goals

Audience

Brand Positioning Strategy (how will your strategy/plan change the brand) including
Branding Map, Competitive Positioning Map

Communication Strategy/Message (what is it you’re trying to tell your audience(s))
Creative Strategy (poster design)

Media Strategy (what media will you use and HOW)

Schedule/Budget (when will you use the media/tactics and for how much)
Measurement Strategy & ROCI

CONCLUSION & References Page

PRINT Final Marketing Plan

PREPARE PRESENTATION/SLIDES

STATUS



Book “"Resonate” by Nancy Duarte
Book “Perfect Pitch” by John Steel

PRESENTATION SKILLS
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Art of Communication

. Communicate all the time (remember, never disappear!)
. Verbal Communication (presentations, meetings, etc.)

. Written Communication (papers, emails, FB posts, etc.)
. Body Language (presentations, meetings, enthusiasm-Annie,
etc.)

Actions (Actions speak louder than words)
Be Yourself

. First Impression always counts

. Show respect at all times

. Ask power questions

10 Be On Time (AA)

11.Communication in crisis - COMMUNICATE
12.Dealing with unfair criticism

13.Dealing with unethical behavior

Record yourself

A OWDN -

O 00 N O Ui



What is a Creative Pitch?

PRESENTATION &
YOUR ONE-TIME OPPORTUNITY
TO SELL YOUR IDEA

»‘.’0({0




Example of an effective pitch from MAD MEN




Inspirational Speeches

40 Inspirational Speeches in 2 Minutes

MBelinkie 16 videos =  Subscribe

Steve Jobs' 2005 Stantord Commencement Address

StanfordUniversity 1,244 videos = Sudsorbe




TRANSFORM
AUDIENCES

RESONATE
BY NANCY DUARTE

Nancy Duarte
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PERFECT PITCH
BY JOHN STEEL
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PITCH




Lessons from Perfect Pitch by Jon Steel
1. Understand the psychology of the audience

2. Distill your data into a single, motivating idea

3. Five-Step Program

1. Grazing - gathering of raw materials &
digesting

2. Looking for meaning - links/connections, any
ideas-however stupid they might seem-must be
written down

3. Dropit - “sleep on it”

4. Adapt & Distill - developing your idea. Ask:
Does it make sense? Does is make sense
without showing details? HAVE A SINGLE
SENTENCE READY THAT BEST DESCRIBES YOUR
IDEA. The presentation has to have a soul.
Without a soul, it’ s a collection of facts.

5. Writing the presentation - now you start
creating your slides




Lessons from Perfect Pitch:
TEAMWORK

1. BEST PITCHES ARE TEAM PITCHES
WHERE TEAM WORKS TOGETHER

2. THE PRESENTATION MUST FEEL LIKE
THE SAME PRESENTATION FROM THE
START TO FINISH

3. ENJOY WHAT YOUR COLLEAGUES
ARE SAYING

4. HAVE FUN

5. HAPPY TEAM IS A WINNING TEAM
WHEN IT’ S PERSONAL TO THEM




Final Presentation:
Focus on client & tell a story

CONOUITRNWN-=-

9

. Aim for 15-minute presentation

What’ s the purpose of the presentation (outcome-based model)
Make sure to communicate the most important points!

Consider the audience - what they want to hear

Select the order of speakers strategically (if in team)
Teamwork (you never know who might see/like you)

Dress appropriately (out of respect for the client/audience)

Be bold but polite in your speaking, don’t disrespect the client (act as
a consultant)

TELL A STORY!!!

10. Practice!!!

11. Enthusiasm/Motivation

12. Keep the energy going from the beginning to the end
13.Speak in a simple and clear language

14.Surprise! (Boomerang)




TED Presentation: Speeches are all about telling stories

““"Human intelligence is richer

and more dynamic than we
have been led to believe by

N L/ formal academic education, .,

" , Sir Ken Robinson
: E ’7 Omon.thds:LﬂthboboCmM
\y.
Y

\
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How do you become different?



“Design--that is,
enhanced by --
has become an essential
aptitude...for at least three

reasons...”

' Accessibility

2 Differentiation

: Strategy

Design is a strategy




Seeing & Thinking

' Cohesion
2 Clarity
3 Attention to detail

What makes a good design




Ideas: Communication:
start simple, end complex start complex, end simple

The creative process



' Preparation
2 lncubation

3 Mlumination
4 |mp|ementation

The creative process




Application of design (Creative Brief - Marketing)



Application of design (Presentation)



Application of design (Chocolate)

oooooooonOoonooan
Onoooooooooooo
oooonpooooooooan
oOoooooooooonoo
oooooooonoonooan



BAUSCH+Lomg I

é

‘I‘UG Sio |
true

BeL

&
+
°
‘
+*
S0t Gontact Maiet
Bng 18 e vydragrt Wt
W, 1 O 2P -
Bl
i. @

Application of design (Eye solutions)



Application of design (Meat Packing)
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Edward Tufte (American statistician & professor emeritus at Yale known for his writings on Information
Design) has one main idea, and it's simple, but powerful: show people as much data as possible with as
little ornamentation as possible. Let the data speak for itself. The chart above shows very complex set of

data using one image.
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Every element in your presentation/
document must have a purpose
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Research:
Developing an insight

What are the insights from:
Market (Industry/Category)
Consumer Behavior
Competitive Analysis
Brand Analysis & SWOT
Your interviews

What is THE BIG IDEA based on your research and project work?

MY BIG IDEA IS eeoeiiiiiitrtntntncncncncncentntstsstsscsscsscssesssssessesees :

Based on my BIG IDEA , the goal of my strategy will be
L0t iiieieeeeeeineeeeeeerrerrsssseseeeeeeeneeetttettetesasanssnnnnnssssssssssnssssssssssssssasaaaaaasasaaaans .



OUR CREATIVE BRIEF:
Developing the PROPOSAL

Based on the research insights and the main goal, here is our strategy summary:

Audience Message Media

Creative Timeline Budget




OUR CREATIVE BRIEF:
Developing the PROPOSAL

(VISUAL)

Based on the research insights and the main goal, here is our visual idea:

Visual (colors, font, imagery proposed) Description




Presentation Exercise:

Come up with a slide story for your

final

Cover Slide

Thank you slide
Your contact info




Your Exercises:
Brainstorm together about the

answers

What are the rules to break in education & innovation?
Why do we study & learn?
Create 2 metaphors for MIC.

Imagine you are the Manager of MIC. What are the 3 most shocking things
you could do with the program.

How would Dalajlama, and Lady Gaga revive the program?

Imagine Steve Jobs wants to attend the program. What would you do to
make him love it?

Imagine Prima TV wants to do a movie about MIC progression. What it
would be about? Summarize the plot.

What other discipline should Manager of MIC consult with & why? List 3.

Find 2 ideas from the past and use them for inspiration to come up with
an insight.



BRANDING MAP

MESSAGE

SHAPES

RITUALS

TRADITIONS

SYMBOLS




MASARYKOVA UNIVERZITA wWww.muni.cz

Thank you for your attention.
Next Class 6 Monday

5/30, 9:00 - 13:00

Team Brainstorming Session
5/30, 13:00 - 14:30

Room B204

Tento projekt je spolufinancovén Evropskym socidlnim fondem a statnim rozpo¢tem Ceské republiky.
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