
Inidividual IMC 
Campaign Slide Deck

Bruno Nicolas Gandi
M00693552

APM2002 Campaign Planning
19/04/21

Denisha Seedoyal-Seereekissoon



CAMPAIGN 
SUMMARY



Our client
Om Spa is a professionaltherapeutic centre and

healingspaopenedin 2005. It is situatedin Flic-en-

Flac, one of the most famous beach areasof the

island. The aim of the spa is to provide a holistic

approach to all the well-being spheres: spiritual,

physicalandmentalone.

Theygatheredthe besttreatmentsfrom all over the

world, in order to meet every client needs. In fact,

their therapistsare fully trained in a wide rangeof

services, from complex Ayurvedic Techniquesto

Reflexology,andfrom Reikito Counselling.

3



Client Brief
Beforethe 2020coronavirusspread,most of the clientsof the spawere tourists visiting

Mauritius. However, as a consequenceof the pandemic restrictions, the number of

touristsdrasticallydecreased. Hence,the client presentedusthree mainchallenges:
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To penetrate the 
Mauritian market 
attracting more local 
customers, especially 
young adults.

2
To portray Om Spa as 
more than just a basic 
spa or massage 
centre, because of the 

variety of services.

1
To spread awareness 
about the spa and its 
location, fighting the 
misconception 
around massage.



Campaign Reserach

In order to formulate our campaignstrategies,it was

essentialto do first a proper market research. We split

the whole team in couples, to carefully focus on

different aspectsof competitorssuchasservices,prices

andadvertisingtools. Theresearchwasexpandedeven

to other countries, coming up with the best and

feasible solution. This helped to identify the unique

sellingpoints to promote Om Spa,alongwith a SWOT

analysis.

At the end, after severalmeetingswith the client, to

better understandtheir vision,we were alreadyableto

draft a final originalconceptfor the pitch presentation.
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Campaign Research

BeingSocialMedia Strategistand CreativeDirector, I analysedthe Om Spawebsite in

details to understandwherever there was spacefor improvements. All my suggestions

were gatheredin a paper, that we sent to the ownersand to their web developer. For

instance, the poor slide show in the άIƻƳŜέor the inaccurate copywriting in the

ά/ǳǎǘƻƳŜǊCŜŜŘōŀŎƪέsection.

In addition, I thought of new social media opportunities such as TikTokor LinkedIn

businessprofiles,andhow we couldenhanceInstagramandFacebookexistingaccounts,

bringing more consistencyacrossall the platforms. Particularly,we could use new

formatsfor Instagramcontentslike IGTVvideos,reelsor stories.
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Campaign Conceptualisation

Followingthe different client meetings,we identified three main goalsto achieve

throughoutthe campaign:
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To use social media, 
since it was the easiest 
way to reach our 
targeted audience: 
Mauritians between 18 
and 45 years old.

2
To showcase and 
explore all the services 
provided by the Om 
Spa, especially the 
atypical ones for a 
common spa.

1
To create awareness 
around the spa and its 
services, mainly using 
influencer marketing 
tactics across all their 
digital platforms.



Campaign Conceptualisation

After gathering all our objectives, I started a

brainstorm with another group mate, in order to

find the perfect slogan for our awareness

campaign. The aim was to explicit in few words

how Om Spa is much more than a simple spa,

sincethey are not limited to massagesandbeauty

treatmentsonly. Theyhaveother servicesfocused

on the soul rather than physicalbody. We wanted

the customers to associateOm Spa to healing,

insteadof just massage.
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In fact, slogans play an important role in marketing as they capture the meaning of a 
brand and they relay what makes the brand unique. Slogans can improve the brand 
image, «aid in recognition and recall, and help to create brand differentiation in 
consumers' minds» (Business Horizons, 2007). Here there are some of the initial 
options we came up with:

Campaign Conceptualisation

Å Heal your soul
Å Heal your mind 
Å Heal inside
Å More than what you expecting

Å A spiritual spa 
Å Beyond just body
Å Body and beyond 
Å Beyond body

Finally, we chose the perfect words: Beyond The Body.
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More than just a spa

From the body to the soul

Different Services

Spiritual Physical Alchemy
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Campaign Solution

Posting regularly 
on all social 

media  platforms 

Proving propositions 
to improve the 

website 

Shooting a 
promotional video in 

Mauritian Creole

Using Influencer 
marketing strategies 

and a Giveaway

Organising a 
university talk to 
attract students 
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Campaign Pitch
Wepitchedour ideasto the client duringa meetinghosted
at the universityon January25, 2021. OnlyMrs. Asha(one
of the two co-owners) was able to attend the pitch,
together with our modulecoordinator. Unfortunately,due
to the pandemic situation, I attended the presentation
online,sinceI wasin quarantineafter my travel from Italy.
Onthe sameday,after the final client approval,we started
workingto meetour own deadlines.
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We outlined a campaignlasting8 weeks. During this time frame, we were supposedto
showcasemainlyeight type pf services,divided in groupsof two, accordingto our social
mediaplan.

Social Media Plan

MONDAY MONDAY

TUESDAY TUESDAY

WEDNESDAY WEDNESDAY

THURSDAY THURSDAY

FRIDAY FRIDAY

SATURDAY SATURDAY

SUNDAY SUNDAY

IGTV POSTSQ & A TIPS

KEY
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Social Media Plan

Week5

Week4

Week3

Week2

Week1
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Covid 19 Crisis

In the light of the 2021 new pandemic
spread in Mauritius, we were able to
reach only the fifth week of the
campaign. The last three would have
been: Meditation, ReikiandCounselling
Services. Furthermore,we were forced
to cancelthe university talk. However,
the whole team agreed on continue
deliveringwhat we promised,oncethe
lockdownwould havebeenuplifted.
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