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DISCLAIMER

THE INFORMATION REGARDING PRODUCTS, COMPANIES, BRANDS MENTIONED IN THE LECTURES IS FOR

EDUCTIONAL PURPOSES ONLY. THE FACULTY DO NOT ENDORSE OR PROMOTE ANY

PRODUCTS/COMPANIES/BRANDS DISCUSSED HEREIN IN ANY MANNER. VIEWS EXPRESSED HEREIN

ABOUT THE PRODUCTS/COMPANIES/BRANDS ARE THE PERCEPTION OF INSTRUCTOR AND ARE IN NO

WAY INTENTED TO PROMOTE OR DAMAGE THE REPUTION OF MENTIONED PRODUCTS/COMPANIES/

BRANDS OR TO HURT ANYONES FEELINGS AND EMOTIONS . NO COMPENSATION WAS RECEIVED FROM

ANY OF ITS PRODUCERS/ MANUFACTURERS/ COMPANIES FOR THE PRODUCTION OF THIS VIDEO.
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IMC Strategy

▪ Step 1:  Identify and select the appropriate target audience.

▪ Step 2: Determine how that target audience makes product and brand decisions.

▪ Step 3: Establish how the brand will be positioned within its marketing 
communication and select a benefit to support that position.

▪ Step 4: Set communication objectives.

▪ Step 5: Identify appropriate media options consistent with the communication.
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• Forest Fragrance, 

• Gharat Organics, 

• Pine Fuel
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Jawa Motorcycle Royal Enfield
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• Dant Kanti, Coca-Cola, Mountain Dew, Gujarat

DANTKANTI
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BIBLIOGRAPHY 

• Patanjali-[Patanjali DANTKANTI - Dant Khate Kardena - YouTube]

• Coco-Cola- [Coca-Cola, 1971 - 'Hilltop' | "I'd like to buy the world a Coke" - YouTube]

• Mountain Dew-[Darr ke aage jeet hai | Mountain Dew | Hrithik Roshan - YouTube]  

• Gujarat Tourism- [GUJRAT TOURISM KUTCH 15 SEC - YouTube]

• JAWA Motorcycle Company Official Website 

• Royal Enfield – Official Website
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https://www.youtube.com/watch?v=j5O_1Ngyj_Q
https://www.youtube.com/watch?v=1VM2eLhvsSM
https://www.youtube.com/watch?v=SlDj4WwRzXw
https://www.youtube.com/watch?v=yKLJPSPbJoU&list=PLMSVQVzxlOGltP-MawgCSSL4JrFFW2ZD_&index=2
https://www.royalenfield.com/
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