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Lecture/Background Notes: 

In this section an IMC plan would be broken down into components: advertising, consumer promotions, sponsorship, public relations, direct marketing, internet marketing, and personal selling (if applicable). Think about what you want to accomplish…which will you use to accomplish your objectives and in budgeting (explain), how much you want to allocate to each component—explain why. 

1. Advertising: For your plan you must develop 1 ad for your client. [or develop a flier that would contain the same information that the ad contains] http://www.startupinternetmarketing.com/pagelinks/how2ad.html

http://www.wikihow.com/Write-an-Advertisement
For this section of your marketing plan, describe the creative strategy. Include the following: 

a. Advertising promise - The promise you are making to your audience in your advertising 

b. Support for the promise - Bulleted statements that support your claims 

c. Advertising tone - The emotional images conjured by your message that are appropriate 
for both the product and your audience 

d. Rationale - Statements referring back to your product/market research that back up your 
creative strategies 

2. Media plan/Traditional Media. Incorporate your example of use of traditional media –newspapers/radio/tv/cable-and your justification for use of those media outlets--explain how the client would arrange to organize/design/set-up the new media for use

At this point in the plan media strategy is considered…this is when you would decide what media will carry your message. This is referred to as your Media Plan and can include the social media and traditional media such as magazines, newspapers, billboards, Web banners, radio spots, TV spots, sponsored TV and radio programs, product packaging and inserts, movie trailers, posters and flyers, directory listings, and in-store displays.  Later in your plan you will also incorporate the social media.

3. Public Relations and Publicity: [incorporate one of the PR strategies below in your plan]—explain why you chose that strategy—how does it help you address  your goals

Public relations can be a very powerful tool in marketing.


Consider the importance of the  Integrated Marketing Communications idea. All areas of PR, such as corporate announcements, crisis PR, and marketing PR should be consistent with the integrated message for your organziation/business. 


PR won't just happen. You have to work at it, plan it, and execute the plan. There is a whole set of tools for public relations and publicity, just as there is for advertising. 
PR Strategies: 

· news releases http://www.wikihow.com/Write-a-Press-Release
· feature stories and interviews 

· exclusives 

· opinion pieces 

· photos 

· speeches or appearances at seminars, conventions, etc. 

· local, regional or national talk shows and other programs 

· online chats and forums 

· community involvement 

· lobbying activities 

· social responsibility activities 

Here are some strategy ideas for types of information to communicate to the press: 

· -Prior to your product release/event, you can create buzz about it through blogs/twitter messages/ social networking sites and use of the company’s web page. 

· -Find a good spokesperson to help promote your product. 

· -Find the right angle for your press release. 

· -Include both trade press and consumer press. 

· -Build the excitement (hype-up) in your story by finding a new twist on the information. 

· -Offer co-sponsorships for media to events you are planning. 

· -Create your own scheduled media blitz—you can build buzz about your product/service through use of the interactive media. 

· -Schedule press releases so that various media sources publish information that builds on 
itself and progressively includes new tidbits of information…you can also use blogs/social 
media to share information in different avenues of communication. 

· Build your newsworthy info on one of the product's benefits used in its positioning. 

· Develop an interesting and fun idea centered around your product's release or upgrade. 

Evaluation: This is a very important part of your plan…make sure you refer to the Tuten/Solomon text and the Kerpen text. How do you know the plan is “working” and addressing the goals/objectives presented in your plan. For your plan write a section on the recommendations you would give the client on how you could evaluate the effectiveness of what you proposed. The lectures notes below are comprehensive and presented for your information; the information addresses more than what you proposed in your plan. 
Remember to also refer to your texts for additional information on how the tactics of your plan should be evaluated by the client to show that the tactics worked in addressing the goals. 







This is a summary section where you present the evaluation methods you will use for the various sections of the plan.  The Clow and Baack text also provides ideas.
Lecture/Background Notes: Evaluation

How do you know which parts of your marketing plan are working?

Tracking Procedures
This section of your plan should include plans and procedures for tracking each type of media you are using. And, as a subset of each of those procedures, you should identify specifically which vehicle within those media groups is being the most effective. This isn't easy for all mediums, but for some it's pretty manageable. 

Here are some types of traditinal and new media along with ideas for tracking their effectiveness. The techniques will vary wildly depending on your product type and market. 

· Display advertising - With traditional consumer publications, tracking can be done through the use of different phone numbers, special offers (specific to that advertisement or publication), or reference to a specific department to call for information. When those calls come in, your call-center staff must be prepared to record the information so the results can be tallied for that publication. 

Many trade publications also include Reader Service Cards that allow the reader to circle a number that corresponds to your ad on a mail-in postcard in order to get more information about your product or service. While you may get a lot of junk requests (competitors, shoppers, or literature collectors), you also can get some good leads. Keep a record of these leads and follow-up on the final result. 

· Direct marketing - With postal mailings, tracking is relatively simple. Include on the mailing label a code (called a key code or a source code) that corresponds with the mailing list so you know which list is producing, and instruct your call-center staff to record the information by asking the customer for the code. You can also montior the responses to a mailing within days or weeks of that mailing. You can also include customer numbers here and record repeat orders without the problem of re-entering their information into your customer database. 

· TV or radio ads - These require similar tracking methods as consumer publications. They can be tracked through the use of different phone numbers, special offers (specific to that advertisement) or reference to a specific department to call for information. Again, when those calls come in, your call-center staff must be prepared to record the information so the results can be tallied for that particular spot. Another less exact method, if you're marketing on a very large scale, is to track immediate sales along with the timing of the advertisement. 

· Web marketing - Usually, this is easily tracked because it is based on click-metrics. Your Web administrator should be able to provide reports that indicate the number of clicks that actually led to the purchase of your product. You may also experience call-in sales as a result of your Web site. Make sure your call center is aware and records the information accurately. 

· Promotions - Most closed promotions are basically "self-tracking" because they require the customer to do something, such as fill out an entry form (trackable), turn in a coupon, return a rebate slip (trackable), or log-on to a Web site to claim a prize (also trackable). Open promotions, such as sales, require a little more work to track, although they can be tracked in a general way by noting increased sales for that time period, store, region, or whatever the parameters of the sale. 

· Events - An event is also tricky to track. You know how many people attended, but do you know how many sales occurred as a result? You can issue coupons at the event that could be tracked, offer other special deals, or even allow attendees to join a special club. You have to be creative in order to track the true sales results of a big event. 


A trade show's effectiveness can be tracked by collecting the right information at the show and following up on it. These results must also be tallied and recorded. 

The tabulated results and customer information provide valuable information. Routinely back up your data. The customer data is extremely valuable to your future direct-marketing efforts, and must be keyed in correctly and accurately. 

· Checking out the effectiveness of your marketing campaign from a product sales standpoint is important. Begin the review process early and repeat it often. You can tweak your plan along the way to eliminate or shift schedules if you find that some element of the mix is definitely not working. Don't wait until it's too late. 

· Review your quarterly performance goals. Check your market share. Look at your sales figures based on not only the origin of the sale, but the type of customers as well. In other words, is this an existing customer, a new customer, or a new customer with a totally different demographic profile? Are you retaining existing customers, or are most of your sales coming from new customers? What is your competition doing? 
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