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Orchestrating Marketing
How to Develop the Proper Attitude and Discover the Process of Implementation
The Maestro; the Music; and the Melody
Like the music that flows from the orchestra, Integrated Marketing Communications (IMC) means all your company's identity, its brand, key product and corporate messages, positioning, visual images and sales are coordinated across all marketing communication (marcom) venues.
It means your PR materials say the same thing as your direct mail campaign; your advertising has the same feel as your home page on your web site. Your sales rep’s talk matches your message.
This consistency builds a strong brand identity by consistently reinforcing all your visual images and messages, and it saves you money.
Through IMC, you can leverage the design costs of deploying your web presence, developing an ad or brochure by repeating key images and icons in all your communications pieces.
By repeating images and messages - you ensure not only continuity in your communication's campaign, but also your branding.
It's an Attitude and it's Customer-centric
From major companies, to small, micro businesses, maintaining this integrated attitude is not easy.
It sounds self-evident but, as anyone who has ever tried to shepherd a single ad (much less an entire marcom campaign) through an approval cycle, you find that unless you adopt an integrated customer-centric attitude, you may end up coordinating functional expressions of key messages (your direct mail pieces or even coupons, for example), rather than building a truly integrated campaign.
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