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Shop Local Help Local’ Campaign
Situational Analysis
IGA stores are distributed across many regions in the country and are situated close to consumer premises. Australia has more than 1,400 IGA stores spread across various country areas, which means they are within consumers' reach from every corner of the country (Wilson, 2019). The fact that these stores are located close to the consumers is an opportunity that enables the consumers to do their shopping whenever they want to do so. IGA stores focus on the local needs of the customers and offer products that are tailored to meet these needs. Besides, IGA understands the market gaps and conducts market research so that they can offer products that fill the market gaps in the market. These stores also offer their customers handsome discounts and promotions through their aggressive marketing strategy. Besides, the stores also promote community events, which means the locals well know them. The stores have demonstrated their concern for local health and offer a variety of health products, including fruits and vegetables. The stores also participate in community health promotion events. Most of the IGA can enter the online business segment at a relatively low cost (Wilson, 2019). This analysis shows that IGA stores have great abilities to serve and meet the customers' diverse needs. 
Brand Awareness of IGA
IGA has come up with a strategic awareness approach of reaching its existing customers as well as new ones. The stores have established an online presence where they actively engage with their customers. In addition, the company has widely used social media to interact with customers and send notifications whenever there are new product offerings. The brand receives positive feedback whenever it is mentioned on social media, which indicates that it is appreciated by its target audience. The IGA brand is widely known to the customers because they are closely located to their customers. Therefore, IGA has focused on the creation of relationship equity (Dwivedi et al., 2012). 
The Brand Image of IGA
IGA is considered as one of the brands that have customers at heart by offering healthy products. The supermarket chain aims at offering healthy diet alternatives to consumers, which is a strategy that has promoted the IGA brand image among the customers, governments, and retailers. The consumer-centric model of relationship equity has been instrumental in the improvement of the IGA brand image. This is focused on creating relationships with the local communities in establishing their preferences and immediate needs. Creating contact with customers has been instrumental in winning more customers and overall promotion of the IGA brand. Focus on customers’ health and offering the products at friendly prices has attracted positive brand perception (Blake et al., 2021). 
Point of Differentiation of IGA
IGA is an independent and local brand that enjoys the flexibility of delivering products that customers want. The IGA stores are differentiated into three categories offering diverse products to their customers. The first category is the Supa Iga, which are large stores that cater to customers who would wish to do the shopping for their grocery and fresh food in one location. The second category is the medium stores carrying mid-size supermarket offerings, mainly for customers who purchase fewer items. The final class of differentiation is the IGA-express that is small-sized and catering needs of emergency shoppers. 
Market Segmentation
Demographics
Demographic segmentation is the most effective way of segmenting the market for an effective campaign. This will make it easier to classify the market according to their incomes, age, religion, residence; and focus on their preferred products. For example, the age target is those between 25 and 70 years. Understanding these characteristics will help offer products that target meeting the needs of this segment of the market. Besides, this age bracket has higher awareness about their eating habits and will prefer taking healthy products offered by IGA. This makes it easier to convince this audience of the benefit of purchasing from these stores. Besides, the product offerings are tailored to meeting the needs of the residents in Tasmania. For instance, the campaign will focus on the culture of the Aboriginal Tasmanians, who are the dominant residents of Tasmanians. By so doing, the campaign will be more convincing because it focuses on the basic characteristics of the people.  
Geo-Demographic
	The campaign will also focus not only on the characteristics of the people but also on their basic characteristics. A large segment of the working population in Tasmania is employed, with less than 10 percent unemployed. This makes it easier to popularize the campaign, given that a majority of people are earning glass. IGA food offerings fit in the cultural profile of the people because they mainly consume farm produce, including fruits and vegetables, salmon, beef, and chicken, which are the main dishes for the Aboriginal people, and the dominant people in Tasmania. Over 60 percent of the population falls under the target population bracket, making it easier to conduct the campaign more successfully. 
Psychographics
	Tasmania has over 80 IGA stores that offer a wide range of products to Tasmania residents.  While there is no specific number of customers known to purchase from the IGA stores, most customers are convinced that when they purchase from IGA, they are promoting the local businesses. The close interactions between IGA and customers make it easier to find customer preferences and offer products that respond to their needs. As a strategy of supporting the local businesses, the Australian government has established an online platform, "Buy Something Tasmanian," which makes it easier for small businesses to list their products to a wide range of customers than they currently do (Ferguson, 2020). This platform has been quite successful during the Covid-19 lockdown period when the people were required to keep social distancing. However, such strategies are likely to have a long-term influence on the market to support local brand philosophy, which is already taking root in Tasmania. 
Benefits Segment
The benefit of shopping in an IGA store is the convenience of one-stop shopping to access what they need in just a few minutes. The working population has significantly benefited because they do not have much time to trip around the city neighborhoods shifting from one store to another as they pick their grocery. This is currently catered for because they stop in one shop and do all their shopping in just a few minutes. Besides, IGA stores are located at every corner of the streets, making it easier to access whatever they need more conveniently (Mortimer, 2020). The health-conscious consumer segment is also benefiting significantly from the wide range of healthy fruits and vegetables and other food products offered at the IGA stores. Besides, the IGA provides diverse products at significantly lower prices; thus, even the low-income segments of the customers can enjoy their product portfolio. 
Brand Positioning
Brand Attributes
IGA has positioned itself to communicate with local communities and to offer local food products. The brand has become one of the most reputable local independent food retailers supporting the communities, producers, and brands.  Price-conscious customers have finally found their best offers as IGA is starting offering high quality at exemplarily low prices, meaning this category of consumers will eventually part of their market. IGA has remained a great brand among consumers on quality metrics, which stands higher than other brands in the market. The proximity to consumers has increased the interactions in terms of advice and new product notification, which has increased interest in the brand among shoppers (Vician, 2019). Besides, the brand has been widely trusted by customers, and most would prefer shopping in the IGA stores compared to other food brands in the market. IGA brand is outstanding against other brands in the market in terms of quality. The stores have started a double cash back guarantee, making their exclusive brand one of the most reputable brands in the market. Finally, IGA stores offer healthier products and commit to eliminating products that are not liked by customers and increasing product attributes in high demand among consumers (Vician, 2019). 
Brand Benefits
There are various benefits that IGA customers derive from shopping at IGA. One of the benefits is access to high-quality, healthy food products at their convenience at lower prices. The fact that the IGA stores are found in every neighborhood benefits the customers who have limited time to reach similar stores that are located far from their locations. Besides, customers can enjoy a one-stop-shop to access everything they need, which saves them precious time to visit other stores offering similar products. On the other hand, the emotional benefits of the IGA brand are the fact that customers feel they are connected when they purchase from the store and see it as their responsibility to support local brands. Besides, the company is engaged in corporate social responsibility duties. CSR activities are some of the factors consumers consider before they decide to purchase from a certain brand. As a result, the brand has won the loyalty of their customers because they are connected to the community by offering food support to the less fortunate members of the society.
Communication Objectives
The "Buy Local Help Local" aims to promote local business by drawing consumers towards the purchase of the brand.  The IGA brand awareness campaign seeks to achieve a market share increase by 20 percent in the campaign's first year. This will be promoted through print media because it enhances emotions among the consumers who want to feel like be part of the brand. This is an excellent way of achieving the target market increase because it enables the brand to use its loyal customers as advertising agents. The customers can communicate to their peers about IGA rather than using the traditional advertising approaches. 
The campaign is expected to increase customer signings on the company website by 15 percent in the first year. The campaign will also entail discussing the benefits of purchasing IGA brands because it is a local brand and the health benefits the customers are likely to benefit from by purchasing from the brand. The campaign will also highlight the commitment of IGA stores to provide products that meets the needs of different classes of customers. The IGA-express aims to serve customers who may not have much time, and they can pick whatever they want wherever they are more easily. Customers will also be directed at the stores next to their neighborhoods to prove the convenience they will enjoy on shopping from an IGA store. 
The campaign's overall objective is to increase sales for IGA as one of the local brands in the Tasmanian market by 20 percent. Most of the population of Tasmanians falls within the 25 to 70 years’ bracket, where over 90 percent of the people in this category are employed. Highlighting the benefits that these customers will derive is an excellent way of motivating them to support this local brand. 
Allocated Budget
The campaign has been allocated a budget of $160,000. Each of the media strategies will be apportioned to social media, content sharing, and television. The funding will be assigned as shown in the figure below. 

Social media has been allocated 20 percent of the total budget of the campaign. Social media does not require many resources in reaching out to clients because it can easily be accessed via the company website. The social will help attract the social media active segment of customers without much strain instead of content sharing and TV media. 
Content sharing is based on creative ideas and using print media to advise customers. As a result, informative ideas that are informative will be presented in an attractive format to customers. The budget allocation is 35 percent because it requires funds to print the materials and present the content to clients. 
The TV media is allocated 45 percent of the total budget because almost every household is connected to a TV. This makes it necessary to spend a more significant portion of the budget on this media to reach out to a larger audience, eventually becoming part of the IGA customer network. 
Creative Strategy
The ideas for the campaign will target potential customers who do not purchase local IGA brands. Some of the ideas for the “Buy Local Help Local” campaign will include the following:
· "IGA brand minds your health." 
The current market dynamics have increased the percentage of customers who are mindful of their health and consumption patterns. IGA has been at the forefront in the offering of healthy products in the market and participating in various health awareness campaigns regarding eating habits. This will be a great way of attracting potential customers to support the local brand. 
· “Purchase IGA support the underprivileged."
IGA is one of the brands that have been actively participated in helping underprivileged communities both in the Tasmanian state and nationally. As a corporate social responsibility, the company has distributed over two million kilograms of food to the less fortunate members.
· "Purchase IGA support our economy."
The products that IGA distributes come from the local farmers. IGA purchases from them to support the local economy, which will help make the campaign more successful because it will persuade all the patriots of the country to purchase the local brand. 
· "Purchase IGA, promote environmental sustainability."
Environmental sustainability is one of the most outstanding achievements of IGA since it has contributed significantly to reducing pollution associated with the dumping of containers. Furthermore, as a sustainability strategy, IGA has initiated a recycling mechanism that ensures every container used for packing can be reused once the customers have used the content. 
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	Media
	Vehicle
	Usage

	Social Media
	- Facebook hill enhances connecting with the right audience.
-Twitter will help connect with the millennial generation who are active on social media platforms but are not available on other platforms.
-YouTube can enhance brand promotion using ads that pop up to users, which can effectively drive sales. 
 
	-This will open up opportunities for interacting with new customers who will be engaging in the brand.
-The percentage of potential customers reached will be high. 

	Content Sharing 
	-Blog strategy is an excellent way of passing information.
-Webinars where a potential client can interact with the company.


	This is a new strategy of sharing content related to the product with potential customers.
-This is ideal when shared in a paid social media campaign because it targets potential customers who have no idea about the IGA brand. 
-Clients who are skeptical about the traditional advertising media will be served using this approach.

	Television adverts.
	-The campaign content can also be attached to local TVs, with the phrase "Purchase IGA build a local business."
	-Almost every household is connected to a television in the Tasmanian community. This means that at any one given time, a Tasmanian will be getting information about the campaign. In addition, with constant adverts on the local television, a large customer population will be reached, which eventually become part of the IGA's brand customers, which would help achieve the purpose of the campaign. 
Adverts have attractive motion pictures that will make the message appealing to the audience to pay attention to the campaign content. 



1. Coordination of IMC Elements
A campaign strategy that is convincing to the potential customers is critical to ensuring the campaign's objective is achieved. Therefore, integrated marketing communication will be an integral part of the campaign process. The media will focus on the campaign's advertising using the creative ideas mentioned in the earlier steps through the television. The TV will repeat the message many times, capture different potential customers at various times, and reach a large customer base. Sweepstakes is one of the approaches used in content sharing strategy, which will help pass the relevant information to the target client, accompanied by communication. As a result, the potential customers can pay attention to the product, eventually leading them to the IGA brand. Sales promotion is a perfect way of inducing the customers to purchase the brand. Through the use of published media in various media strategy including TV adverts, social media like YouTube, and content sharing, will help in creating publicity. Publicity will comprise various strategies such as dramatizing, sharing credible news, capturing potential customers off-guard, and eventually becoming part of the IGA loyal customers. The campaign will use platforms such as webinars to create personal promotion of the campaign, especially during a period where large gatherings are not encouraged due to Covid-19 restrictions. As a result, the goals of personal sales promotion will be achieved because there will be direct interaction between the seller and the potential customers making it easier to give instant feedback. 
2. Evaluation of IMC Plan
The campaign results will be evaluated after the projected period within which the objectives are set to be met. The campaign is launched to run for one year before its effects can be tested. The testing will be based on assessing the campaign against the target of each objective. The campaign is expected to achieve product awareness by increasing market share by 20 percent in the first year of implementation. The company sales data will be collected over the previous periods and compare with the current period. 
The second objective of the campaign was to achieve a customer signing by 15 percent over the first year of implementation. This will be based on customer review information on the IGA store websites and comparing it with customer reviews before the campaign. This will help in measuring whether the target objective of the campaign was achieved or not. 
The campaign is also expected to increase sales by 20 percent after the first year of launching the campaign. Sales data from the previous financial periods will be compared to sales data after implementing the plan. A positive deviation will signify an improvement towards achieving the campaign's goal, while a constant or a negative deviation will depict the campaign has been defective. 
Evaluating the success of the three media will also be based on the success attributed to each one of them. A web-based platform where customers will be expected to post their views and learn about the company will be created. This will help IGA to determine the success of each of the media used in the campaign. 
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