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= COURSE DESCRIPTION
Understand and apply the multicanal methodology for the promotion of a product fully respecting brand DNA ie :
> Achieve meaningfull analysis of elements of context (market trend, consumer insights, competition...)
> Clearly differentiate marketing and communications objectives
> Understanding and of a brand framework and its purpose in activation
> Articulate an activation strategy on a real life case (coffee category)
> Structure a realistic multichannel touchpoints plan (ZMOT) with financial approach

> Understand kpi’s and measurement in a multichannel aaproach

COURSE OBJECTIVES

This course should allow students to understand how to tackle a brand activation brief up to presentation of a completed proposition.

LEARNING GOALS

TACKLED CONCEPTS

Communications planning - brand - brand plateform - effectivness - KPIs- ROI - touchpoints - target groups - media - plannification -
budget allocation - evaluation

LEARNING METHODS

Theory - concepts and methods - documents and data analysis - presentation - case analysis

ASSIGNMENTS

Full brand case study : coffee brand activation on the French market
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Pro magazines: (to illustrate courses_
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EVALUATION METHODS

40 % : Controle continu
60 % : Controle terminal
100 % : Rattrapage

SESSIONS

Context analysis and strategic activation framework
BRIEFING : 06h00

Course + case study (6/6)

Brand and Communication’s plateform (the brand)
BRIEFING : 06h00

Course + case study (7/6)

Identification of touchpoint and touchpoint planning (activation planning) and KPI’S
BRIEFING : 06h00

Course + case study (8/6)

Project presentation + evaluation (quizz).
BRIEFING : 06h00

Course + case study (9/6)
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