Product Development and Advertising


Integrated marketing communications is more than the coordination of a company’s outgoing message between different media and the consistency of the message throughout.  It is an aggressive marketing plan that captures and uses an extensive amount of customer information in setting and tracking marketing strategy.  (Winer, 2004). 

It is where all aspects of a company’s promotional efforts work together with a unified purpose to deliver a consistent and positive message; recognizes that all contact points with customers and prospects are important, from the truck making a delivery to the CEO in the news.  (Everhart, 2005). 

Integrated marketing communications (IMC) approach consist of several steps.  The steps in an integrated marketing system are:

· Customer Database – An essential element to implementing integrated marketing that helps to segment and analyze customer buying habits.

· Strategies – Insight from analysis of customer data is used to shape marketing, sales, and communications strategies.

· Tactics – Once the basic strategy is determined the appropriate marketing tactics can be specified which best targets the specific markets.

· Evaluate Results – Customer new information and responses in reference to their buying habits are collected and analyzed to determine the effectiveness of the strategy and tactics.  

· Complete the loop; start again from the first step. (Winer, 2004).
Various components of IMC
Selecting the proper media vehicle.


For communicating the message goes a long way in the success of any kind of advertising.  Each media vehicle has its positive and negative points, with a different reach and impact.  Therefore, a company had to be very clear about its target audience.  Our target market is youngsters and middle-aged families from middle and upper middle income groups who range in age from 25 – 50 years, are generally professionals or businessmen.  The target market will be more risk takers than the average market and will be willing to try new things from reliable manufacturers.  The target markets will also stress on the economy as they will pay less insurance premium.  Choices available are Internet, television, newspapers, magazines, direct mails, radio and hoarding.  Every one of these has its advantages and disadvantages. Our company will go in for media mix, i.e., we select more than one of the available choices.  Timing is of greatest significance here. (Source: http://www.pearsoned.ca/highered/divisions/virtual_tours/kotler/kotler_ch13.pdf#search='integrated%20marketing%20mix')

In our case, it can be Internet to give direct online orders and for community building and positioning it as safe and modern product for the safety of the drivers.  Using newspapers, direct mails, radio and hoarding selectively will also generate the awareness.

Decision about the contents of advertising message.

The message the company wants to convey should be put in a manner that will arouse interest.  Moreover it should convincingly highlight upon the product’s USP.  What is said is definitely important but what is more important is how it is said.  The tone should be appealing.  Words use should be catchy and retentive.  These days both electronic as well as print media are overflowing with ads.  People have no time to read or see them; and therefore, they have to be attractive enough to catch the target audience’s attention.  This is the job of the message.  Our message will be built around the safety and the technology of the product.

COOPERATIVE ADVERTISING


As the products are image driven, high and expensive.  Cooperative advertising involves manufacturer offering retailer an advertising program for the latter to run.  The intent of cooperative advertising is two fold:

1. Stimulate short term sales.

2. Long term objective to reinforce the brand image of it and to maintain the company’s leverage with the retail’s trade.

It can be in form of newspaper and other media spends. (Wirth, 2006).
REMINDER, POINT OF PURCHASE AND SPECIALTY ADVERTISING


Here the primary role of advertising is to act as a reminder to buy and use the brand.  The brand may be established and have a relatively solid image.  A good example is POP materials, which often feature the package, price and key selling idea.

It helps in enhancing the top of mind awareness of the brand and thus increasing the probability that the brand gets included on the shopping list or gets purchased as an impulse item.  (Wirth, 2006).
EMOTIONAL ADVERTISING


Here the advertiser can use the endorser for their products or services.  For e.g., Michael Jordon reportedly earned 18 million dollars from NIKE.  It can have the following benefits:

· It enhances advertising viewer ship scores.

· It induces positive change toward the company and its products.

· Personality characteristics of endorser can get associated with the brand’s imagery. (Winer, 2004).
We can use the person who has the very good social image as the brand ambassador such as Tiger Woods.

PUBLIC RELATIONS


The company must also take public relations proactively.  Organizations also have relationships—within their “family” of employees and with communities, governments, consumers, investors, and the media.  These organizations or publics can support or oppose the goals of the company.  They also want organizations to pursue goals that are important to them but not necessarily to the organization –such as jobs for workers, safe products, less pollution, and safe community.  Publics have a stake in organizations, and they attempt to influence the missions and goals of these organizations.  (Source: http://www.pearsoned.ca/highered/divisions/virtual_tours/kotler/kotler_ch13.pdf#search='integrated%20marketing%20mix')

Organizations are effective; therefore, when they choose and achieve goals that are important to their self-interest as well as to the interests of strategic publics in the environment.  Public relations departments help organizations become more effective by building relationships with publics that affect the organizations or are affected by the organization’s activities; such as, M.A.D.D. or law enforcement agencies.


The rationale for choosing the specific elements discussed in the components of our IMC is simple.  Our business has some peculiar characteristics, which will influence our integrated marketing approach.  We are planning to target a very niche audience within the vast population of the United States.  It consists of parents of young drivers, auto insurance carriers and auto manufacturers.


Therefore, the efforts have to be nationwide with a core focus on these target segments.  First, we have to extensively study from available databases regarding the population distribution of our target segment.  We have to analyze via marketing research and surveys within our target market group about their buying patterns and habits.  This will help us in defining the basic criteria and likings influencing their purchase.  After analyzing the results and consumer selection trends and preferences, we will start framing our promotion and marketing approach.


The message that our company wants to convey is our product is the most modern, accurate, and safest instrument for the safety of person who is driving the car.  Not only is this protecting children by also benefiting the whole community by reducing premiums, raising social responsibility of the auto industry and the public at large.  The rationale for choosing this message is based on our product features and positioning.  Our product is embedded in the seat belt, which means it cannot be tampered with; it cannot be manipulated by someone blowing into the monitor.  Our positioning is that the product is the safest and most modern.


Our strategy developed to measure the effectiveness of the IMC is that the marketing departments have to understand the marketing programs, and they have been assigned to oversee actions involved with each.  We will track plan vs. actual for each program.  Status and progress will be addressed at the monthly meetings and reported to all of our staff in our monthly bulletin.  

Financial Objectives

1. Gain highest market share in its category

2. Total marketing expenses to be no more than 10% of sales

3. Advertising budget will be 7% of sales

Using the Internet

Web marketing by placing ads at various communities related popular websites would be another effective and cheap medium to enhance our brand presence.  These websites are frequently hoped by young users and are a popular source of information.  Further, placing our web portal with Google, Ad words will place our website in front related to the young consumers.  (Wirth, 2006).

All these strategies have to be evaluated and measures and cost benefit analysis should be done by examining various criteria such as number of leads generated by each source, number of accounts closed or funds raised by each source, etc.  Once the results are identified, a better mix of these marketing and promotion strategies can be identified for the future.  (Wirth, 2006).

All the marketing and promotion efforts in this case should not be focused on only product benefits but also address the consumer needs and preference because the consumer is the ultimate decision maker and he/she should be completely satisfied with his queries and requirements.  Internet has played a very important role in developing our marketing approach in the sense that various databases and information are now available online to know more about our target market segment.  In addition, internet plays an important role in delivering information about our products and services along with price quotes to our prospective clients.  Further, the web marketing is an important asset that not only effective but also very cheap as well in reaching target customers.   It has an online strategy which helps in achieving the following objectives:

Integration – It is integrating all is products, practices, market news, product specifications, performance metrics, and policy and procedures for the information they need to make confident business decisions and act quickly on revenue opportunities, with no geographical restrictions.

Personalization – Each user can tailor his or her portal experience to his or her role by choosing from a menu of options.  To assemble a complete view of the business, the customers can select options including e-mail, real-time news feeds, chatting, and personal mentoring on various products.

Community – It is encouraging the community building thereby increasing the customer loyalty and getting genuine feedback. (Wirth, 2006). 
