
Lecture 8
Design Thinking in IMC
Part-II

Vinay Sharma
Professor

Department of Management Studies
Indian Institute of Technology Roorkee

1



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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‘Design thinking is a human-centered approach to

innovation that draws from the designer’s toolkit to

integrate the needs of people, the possibilities of

technology, and the requirements for business success.’

- Tim Brown, President and CEO, IDEO
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Design Thinking and Integration of Modes

• Effect of modes on each other 

• Which should be the better mode for retaining communication in the 

mind of the customer.  

• Relationship of IMC with design thinking and  elements of marketing 

mix.
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IMC Audience Contact Tools

Target 
Audience

Internet/ 
Interactive

Product Placements 
(TV and Movies)

Direct Marketing

Sales Promotion

Broadcast Media
(TV/Radio)

Point-of-Purchase  
(Displays, Packaging)

Out-of–home  Media

Personal Selling 

Word of Mouth Events and Sponsorships

Print media Public Relations/Publicity
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