
Date : 1.November 2012 

Mail From  Existing Client, Educomp Raffles Higher Education Ltd



Dr. Philip Kotler is coming to India on 14th March...

Is  Relio Quick game to be an organiser  for the Event ? 



Relio Quick said NO Relio Quick said NO 



Relio Quick   proposed, we don’t want to be just an organiser for the event but 

Equal Partner for Profit and Loss...we’ll take money only if we make money for 

Educomp....Educomp....



IMC FLOW CHART 





OUR APPROACH

IMC

Using “ Q Sense “



“ Q Sense “ 

Right blend of 5 senses to build a brand 
experience



Date : 1.12.2012 : All event collaterals ready for print

Brochure Covering letter 



Letters for Sponsorship...



To meet the objective ...it was important to first 

identify the TG and medium to be used to communicate to 

them...them...



Our TG

Marketing Professionals who have a zeal to upgrade their 

skill sets...



Our TG

Entrepreneur who wants to learn new trends to grow their 

business



Our TG

Academicians...



Our TG

Students and B-School Alumini...



Consumer Behaviour of TG 

Key source of

information

Is internet

Addictive to

checking mails

Active on Social

Networking

Platforms like LinkedIn,

FB, Twitter etc.

Likes to be a part of

Various associations/

Organisational body

Look for forums

To  network.



Emailers sent to internal LinkedIn database.

Approx 12,000 Emailers sent every Week 



Tie-up with various Organisation 

Emailers sent to member base of organisations...

Touch base with close to 50,000 prospects....

Emails sent @ 15 days 



Linked -In  campaign based on TG



300x250 Expandable Linked -In  campaign based on TG

For VP and above and Fortune 100 companies



For  Students and B-School alumini



For  Entrepreneur



Social Media Activity 

Hype on Facebook



Tweet for Interaction 



Discussions at LinkedIn Groups



Online Partnership



Online Partnership



Online Partnership



Mass Media 



Mass media 

Promos on NDTV profit RJ mention at radio 



Print Ads 



PR



Overall Communication Mix 



Synergy of thought in all communication...

Seamless flow of communication throughout medium 

makes it Integrated Marketing Communication...



Strategy 

Emailers and Follow-up call: Most 
effective medium  for creating 
information and conversion for delegate

Social media communication: Effective to reach Social media communication: Effective to reach 
focussed TG

Mass media: Helped to build credibility to 
generate sponsorships and partnership.



Analysis of Objective achieved

Cost Revenue



Optimum utilisation of creative communication medium and understanding 

of TG behavioural helped us achieve maximum ROI .



THANK THANK 


