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Design Dox is a cloud-based word processing software that allows users will access their projects anywhere with enhanced word processing document design software supported by virtual reality and artificial intelligence framework giving users the ability to incorporate a broader range of quality graphics and designs packaged in an easy-to-use program with a use-friendly general user interface (GUI).
In understanding that everyone has the ability to be a creative pro, the primary target market would be Communicators who would require creative tools beyond regular productivity applications, template-designs, and collaboration & content workflow capabilities along with the need to be able to quickly access and complete products.

The integrated marketing communication (IMC) plan for Design Dox’s target market is relatively simple, but effective. The three main objectives for Design Dox’s IMC are the following:
1. Create Awareness – For consumers to even be able to purchase the product they must first be aware that the organization and(or) product exists. This is especially important for new products and brands such as ours so we can 1) stimulate trial purchases and 2) expand globally when the time presents itself.
2. Build Positive Images – Having a positive image in the minds of our customers allows for us to obtain an increased understanding of the value that is being offered (Donnelly & Peter, 2019, p. 120). In addition to this, building a positive image allows for us to add meaning to our product. 
3. Retain Customers – As a major asset for any business, loyal customers are a key objective in our IMC plan. It costs more to generate new customers than it does to retain an existing on (Gartenstein, 2019). With this, loyal customers become a marketing asset as they are able to advertise the brand and product free of charge and by word-of-mouth which is the best method of advertising. 
The message that Design Dox needs and strives to convey is that we are an organization that is looking to change the world through digital experiences – great experiences that power inspiration, transformation, and move the world forward. 
Some of the modes that will be utilized to reach the organizations objectives and convey our message accurately to introduce our product to the marketplace are as follows:

Public Relations – This was chosen because this method of communication allows for the organization to communicate positive news about the organization such as new developments, new sponsorships, and new releases. In addition, this also allows the organization to be ready for anything negative and provide a response should one be required (Donnelly & Peter, 2019). Additionally, this method of communication not only allows for us to communicate positives and manage negatives, but it allows for us to attract attention to the brand and mores specifically, the product (Gartenstein, 2019).

Direct Marketing – This allows for the organization to connect directly with the audience we are targeting. This allows for us to connect through calls, emails, posts on social media, and text messages (Donnelly & Peter, 2019, p. 122). 

Interactive Marking – This method allows for us to create awareness, promote sales and build brand reputation (Blue Fountain Media, n.d., p122). This allows for the organization to also educate the audience, make them brand-aware, and promote any other objectives of the organization.
The media used for our communication pieces are:

Social Media – Social media allows for multiple things to happen at once. For the organization, through the use of social media, we would be able to advertise, conduct sales promotions, hold events and experiences, enable word-of-mouth person-to-person communication all while achieve public relations goals (Donnelly & Peter, 2019, p. 130)
Radio – The average American consumes about 4 hours of audio each day. When it comes to radio, podcasts would be utilized rather than radio specifically. Podcasts because on average, podcasts are listened almost twice as much as regular radio. This allows for both local and global coverage, low costs, flexibility and low production costs with well-segmented audiences (Donnelly & Peter, 2019)
To track and evaluate the results of our communication pieces, we will be utilizing the following methods:
1. The evaluation method for specific advertisements would be opinion tests where audience members are asked to rank alternative advertisements as most interesting, most believable, and best liked (Donnelly & Peter, 2019). 
2. For the evaluation of advertising objectives, the attitude and awareness of potential buyers would be evaluated by asking them to indicate brands that come to mind as well as rating the competing brands on determinant attributes, benefits, and characterizations (Donnelly & Peter, 2019)
3. For the evaluation of motivational impact, a market test would be conducted to monitor sales changes compared with the effects of different messages and budget levels (Donnelly & Peter, 2019).

As a new company we will strive to keep overhead costs as low as possible. One way of maintaining low overhead when developing & implementing Design Dox's integrated marketing communications plan is to utilize free marketing tools such as a social media marketing campaign. We would be collaborating with social media influencers by offering them a free trial in exchange for a post, or short video; this is most common on YouTube, Instagram, & Tik-tok. Design Dox’s social media campaign should be on all of the major social media platforms such as, Facebook, Instagram, YouTube, and Tik-tok. Being a new company, it will be imperative to be visible on social media platforms, and to create as much content as possible because it is a form of advertising we can utilize for free. Utilizing this method will also allow for use to be able to circumvent the average monthly costs of social media marketing campaign which range anywhere from $4,000 to $7,000 (Lua, 2020). In addition to this, since Design Dox is a cloud-based software, this allows for a few things to take place: 1) software to be downloaded for free but purchased via a monthly or yearly subscription. 2) physical distribution to stores to be cut from costs and risk. And 3) this allows for a better one-on-one interaction with the customer as they would need to interface with the organization rather than the store they bought the software from first and then the organization next to deal with any issues, returns, etc. 
The scheduling for Design Dox’s communication pieces is as seen below on the provided timeline:
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Timeline
It is important to note that with the above timeline, we would monitor the results from all media and within the first weeks and months would be prepared to adjust the campaign to take advantage of whatever strategy is working best at the time to optimize the campaign (Gordon, 2005)
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