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INTEGRATED MARKETING COMMUNICATIONS
LEARNING OUTCOME 3: ACTIVITY 3
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Brands recruit the brave and the bold
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No two of us will respond, react and behave in the same way to making a purchase decision. Some of us want time to think about it and consider their options; others are more spontaneous and will act on instinct alone.
So, how do marketers plan and activate IMC campaigns that can resonate with the ideal target audience? They segment the market based on commonalities of personality, characteristics and behaviours.
Your challenge
Imagine you are the marketing manager for a drug company that specialises in finding treatments for migraine headaches. Your about to launch an innovative new drug that is proven to be highly effective, but it must be injected rather than taken orally.
There are a few side effects that include breathlessness and weight gain, but the benefits outweigh the drawbacks.
In pairs, work together to develop a strategy for introducing this new drug to both doctors and patients. 
Create a 5-minute presentation to explain to the group who the Early Adopters are likely to be and how you could use them to help gain acceptability and drive trial.
Things to think about
· What will be the key concerns of the doctor?
· What will be the key concerns of the patients?
· What type of person (both doctor and patient) is likely to be the first to trial the drug?
· What will the most effective media channels be?
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