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I. Executive Summary

Business Overview: JetSelect Aviation is a private jet chartering company based out of Columbus,
Ohio. JetSelect has 27 jets and 12 hubs located throughout the United States. The company’s target
market consists of Central Ohio corporations and high-income individuals that have private chartering
needs and wants.

Problem: Competition in the private chartering industry is intense and JetSelect’s management
believes the company is losing customers to competitors that offer loyalty programs. JetSelect also
lacks a process to measure customer satisfaction with i

their service.
AW T A7 T Q& N,
Research Methods Used in the Study: “‘W

The following methods were used in our study: - __-
¢ Customer Interviews ﬂw
¢ Secondary Research ' : o

e Corporate Interviews
o Facility Tours

Findings and Conclusions: A
» Customers are interested in the idea of a rewards program that provides real value.

o JetSelect’s in-flight food is below the standard found on other private jets.
e Many businesses use the Net Promoter Score metric to measure customer loyalty.
 Each person that flies with Netjets (JetSelect competitor) has their own personal account representative

~* In-flight Wi-Fi is very important to business travelers, and competitors are rapidly upgrading their

fleets with this feature.

Proposed Strategies: Using our research findings, we developed a plan to help JetSelect increase
their customer loyalty. Specific activities described in this project include:

1. Creating a rewards plan to reward JetSelect’s best customers and encourage repeat business

2. Improving the quality of the food served during flights to improve customer satisfaction

3. Launching a smart phone application to make reserving a plane more convenient

4. Creating a referral program to provide an incentive for current customers to recommend JetSelect
5. Updating existing aircraft with Wi-Fi to meet the needs of business customers

6. Measuring customer satisfaction and loyalty to improve sales and profits

Investment: The total investment needed for this program will vary based on the number of
participants in our new rewards program. Complete expense details are provided in the main body of
this project.

Outcomes: Implementing this plan will help JetSelect to:

v Create more customer loyalty by increasing customer satisfaction

v" Provide value to clients by starting a new loyalty and rewards program
v" Increase profits and sales

v' Create a system to measure customer satisfaction
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II. Introduction

A. Description of the Business

JetSelect Aviation is a private jet chartering E
,ﬁ*"

company based out of Columbus, Ohio. Robert

Austin started the company in 2005 with six light-mid

jets and one central hub: Today, the company has

. growntoa multi;million dollar business with 27

planes and 12 hubs located all around the United States. JetSelect charters private flights and
customizes the journey to meet the individual client’s needs and wants. The target market for
JetSelect includes area corporations and affluent individuals who desire charter air service.

JetSelect has differentiated themselves from the competition in several ways. First,
instead of making clients invest large sums in fractional ownership in a plane, JetSelect charges
per flight. They also have a 2417 booking service, which allows customers to book their flights
at their convenience. Finally, JetSelect is one of only 18 operators in the world to achieve the
prestigious Industry Audit Safety Standard.

JetSelect’s main competitors in the area include NetJets, Delta Private, and Lane
Aviation. These competitors have all implemented customer loyalty programs. This project is
being completed for JetSelect CEO, Mr. Robert Austin, who defines a loyal costumer as a persoﬁ
who flies with JetSelect more than three times a year. He also gave us the research problem for
this study:

Client Problem: Management believes they are losing customers to chartering
companies that offer loyalty programs. We have been asked to conduct research and develop

recommendations for a new JetSelect customer loyalty program.




B. Description of the Community

Economic Data:

Columbus is the largest city in Ohio and the 15% largest city in
the United States. The city has a diverse mix of businesses from
many industries including technology, retail, financial services,
.and logistics. As the state’s capital city, Columbus has many

government agencies.

The surrounding central Ohio market is also home to 15

Fortune 1,000 companies, six Fortune 500 companies, and four

nationally recognized healthcare systems. Large corporations with
major presences in the area include Cardinal Health, Nationwide,
Limited Brands, American Electric Power, and Big Lots.

More than 140,000 college age students attend one of the

twenty area universities. Around 45,000 students alone attend The Ohio State University. The
size and variety of the city makes it an excellent environment

for any type of business.
Geographic Data:

Columbus is located in the geographic center of the state
and is within a one-day drive or a one-hour flight of nearly half

the population of the U.S. and Canada. Columbus is also home

to Port Columbus International Airport, which is the largest

Columbus is within a one-hour flight of

airport in the central Ohio area. In the past five years, the nearly half the population of the U.S.
and Canada




Columbus regional Airport Authority has invested more
than $210 million in capital improvements to Port
Columbus. Improvements include the newly
reconstructed International Gateway, significantly

increasing the efficiency of traffic flow into and out of
JetSelect Hubs

the airport. JetSelect’s hubs throughout the United States

JetSelect currently has 12 hubs located across the United States. Its Columbus, Ohio, hub is
important due to its relatively close proximity to major cities like Chicago, New York, and
Atlanta. It is also a quick flight to popular vacation spots in Florida, Mexico, and the Caribbean

Islands.

Demographic Data:

Central Ohio has a population of 1,163,414, which is up 10.6% since 2000. The central

Ohio area has 477,235 households. The median income for families located in central Ohio is
$48,843. Along with this statistic, the average home value is $141,400. Approximately 40% of
people have a college degree, which explains the increased employment mainly in government,

professional services, retail, education, and healthcare. The racial background is 75%

White/Caucasian, 25% African American, 15%

i POPULATION
1,163,414
#& roussoLos

477,235

é MEDIAN AGE

334

MEDIAN INCOME

$48,843
The Columbus, Ohio, metropolitan area | swee:cersw 2 osicn

Conurunity Survey, 3-Yeer
Zstimates, 20082070

“Hispanic/Latino, and 8% Asian.

Seciceconomic Data:

offers individuals and businesses all the

amenities one would expect of a major market city, including great restaurants, shopping,




schools, professional sports, and the arts. The CASI lifestyle database was used to research the

socioeconomic data from central Ohio. According to the website, common lifestyles for this area

include:

o

9
0.0

entertainment events

RO
%

7
>

Empty nesters, with college age children

% Baby boomers with disposable incomes for

Active adults who enjoy outdoor activities

% Upper-middle class families with medium to large houses

Ethnically diverse professionals with above average income levels

C. Description of Business’s Target Market

Jet Select’s target market consists of Central Ohio corporations and high-income

individuals that have private chartering needs and wants. Currently, JetSelect has 375 customers

that fly with them. We have been asked to create a program to keep these customers loyal to

JetSelect. A new customer loyalty program will also enable JetSelect to gain new customers.

The charts detail the target market for this campaign.

Affluent Market:

Major Companies:

Columbus’ Wealthiest Zip Code
1. 43082 — Westerville

2.43054 — New Albany
3. 43065 —Powell

4. 43021 — Galena
5.3017 - Dublin

Columbus’ wealthiest

suburbs and major
companies are an important
target markets for JetSelect.

Rank Company Emplo\{ees
in Region
1 iPMorganChase 17,438 |
"2 Nationwide 11,235 |
- 3MFHJnc;aW ;fv America Mfg., Inc. - 11,6.5‘“
4 Kroger Co. 5417 |
5 limited Brands e, 5300
6  Huntington Bancshares inc. 4170 |
T Cardina Health tne. 4,030 |
8 Medco i—;;lth Solutions Inc.wm 3831
3. American Fectic Power Co. 3,527
10 Whir(poola;; 3066




I1I. Research Methods Used in the Study

A. Description and rationale of research methodologies
selected to conduct the research study

- Research Goals:

To gain background information about JetSelect and their customer’s loyalty and service needs

To learn more about the private jet industry
To learn how to better meet the needs of current or
potential private chartering customers so they

become more loyal

To learn about other private jet companies and
their customer loyalty and service programs

Secondary Research & Rationale:

To conduct this study, we used both secondary and
primary research. Our secondary research included a
review of JetSelect’s web page, along with online articles
about other aviation companies, and a booklet given to us
by JetSelect. With the website and booklet JetSelect made
available for us, we were able to gain insight about the company and how to make improvements
to their current customer loyalty programs.
Other aviation websites allowed us to gain an understanding of how they operate and
what they are doing for customer loyalty. The-articles we located online also helped us recognfze

what other companies are doing. Furthermore, we used online articles to grasp what costumers




are looking for in their selected aviation company. We

used Internet research databases-for the demographic,

geographic, and socioeconomic data for Central Ohio.
Primary Research & Rationale:

Our primary research was used to gain information
and further our understanding of JetSelect’s business
operations.

Business Visit:

This visit included a personal interview with Robert

Austin, CEO of JetSelect. Mr. Austin expressed concern

with the current lack of a customer loyalty program and

challenged us to research and deVelop a more sufficient

program JetSelect could implement. Along with this

challenge, Mr. Austin provided us with more insight about
the company’s procedures with a tour of the facilities including a visit to the storage and
maintenance hangar (including the inside of multiple planes), the FBO greeting room, and the
.command center.

Personal Interviews:

We conducted five other personal intervieWs in order to learn more about the private
aviation industry from a business and customer perspgctive. We also wanted to learn “best
practices” of leading private jet companies. To do this task, we conducted several interviews
with Netjets, a nationally recognized private jet company. These interviews helped us learn a

great deal about customer service and loyalty.




Interview #1 Mr. Robert Austin, Chief Executive Office, JetSelect Aviation

Rationale:
e To gain background information about JetSelect Aviation and their customer service
needs
e To explain and clarify research problems for customer service
e To gain permission to conduct costumer service research

Interview #2 Mr. Jeremy Bogle, Executive Vice President, JetSelect Aviation

Rationale:

e To gain more knowledge about JetSelect, more specifically focused on the costumer
experience (cleanliness of planes, safety records, catering, etc.)
To obtain advice on how to improve the overall costumer experience once they arrive at
the FBO

Interview #3 Mr. Nathan Batty, Director of Charter Operations and Safety, JetSelect Aviation

Rationale:
e To explain the importance of safety in private aviation
s To explain scheduling of flights and necessary service to planes

e To further explain bookings of flights and first interaction with costumers

Interview #4 Mr. Herbert Glimcher, Private Jet Costufner, Netjets Aviation

Rationale:
e To better understand the experience from costumer perspective

e To learn more about NetJets from customer perspective (market-leader and competitor to
JetSelect Aviation)

Interview #5 Ms. Meagan Laue, Customer Service Department, Netjets Aviation

Rationale:

¢ To learn more about costumer service techniques used by Netjets
e To view and tour Netjet’s facilities
e To learn more about current customer loyalty program

Interview #6 Mr. Brad Ebersole, Private Jet Costumer, JetSelect Aviation

Rationale:
e To learn more about the JetSelect experience from a costumer perspective
e To locate areas of possible improvement for customer loyalty

¢ To find any other areas that may need improvement




Interview #7 Ms. Stephanie Stewart, Product Development Specialist, NetJets

Rationale:

To learn about Netjets’ costumer reward program

To learn about customer satisfaction in private aviation

B. Process of conducting the selected research methods

Personal Interviews: Before we went into our

interviews, we researched the private jet business in order to

better prepare the questions and be more aware of the

terminology used. We began our interview process by

creating questions that we thought would help us to gather the

best information for our research. After we developed these

questions, we then would schedule an interview with a phone

call. Often times, we would schedule a personal interview, but

we also set up phone interviews. Along with the pre-made
Sean Moser and Cole Griesinger
questions, we gave a brief overview of our project to allow for =  Preparing questions for an

interview

- them to give us more insightful answers.

In order to obtain the most information, we interviewed multiple people involved in the

private aviation business. The questions that were asked varied based on who we were talking to

and what information we were attempting to gain from each person. The objectives of each

interview are listed below.




Interview #1 Mr. Robert Austin, Chief Executive Office, JetSelect Aviation

Research Technique: We scheduled the initial meeting via a phone call. At this meeting, we

discussed the background of JetSelect and learned more about the private aviation business.
Along with learning about how the company is run, we also toured the facilities, which included
tour of select jets. Any questions after the interview were discussed via Email.

Sample Questions

e Who are JetSelect’s major competitors in the Columbus area?
e What do you consider a “loyal” costumer?
e How many clients currently fly JetSelect?

Interview #2 Mr. Jeremy Bogle, Executive Vice President, JetSelect Aviation

Résearch Technique: We met with Mr. Bo gle at the JetSelect facilities for a personal interview.

We had premade questions for Mr. Bogle. The questions often lead to
other questions which allowed us to gain a full grasp of the subject. The
touring of the jets were particularly important as the point of the meeting
with Mr. Bogle was mainly focused on the upkeep of the jets. Other
questions were asked via Email.

Sample Questions:

e What must be done to ensure the plane is kept to the highest

Jeremy Bogle, Executive Vice
standards? President, JetSelect Aviation

What are common request from customers?

Are there any safety measures that interfere with the convenience of flying privately?

JetSelect’s midsize jet




Interview #3 Mr. Nathan Batty, Director of Charter Operations and Safety, JetSelect Aviation

Research Technique: We met with Mr. Batty at the JetSelect facilities for the personal interview.

We had pre-made questions that often led to other questions. The main focus of this meeting was
to discuss the importance of plane safety. Along with the plane safety, we spoke with Mr. Batty
-about the booking process and customer interac;tion throughout the flight.-Other questions were
asked via Email.

Sample Questions:

e What happens when someone wants to book a flight with Jetselect?
* What are some common requests asked from customers while on-board?

Interview #4 Mr. Herbert Glimcher, Private Jet Costumer, Netjets Aviation

Research Techniques: We met with Mr. Glimcher at his office in Columbus.

We had pre-made questions for Mr. Glimcher to answer. The meeting lasted
nearly two hours, which allowed us to gain a further understanding of private
flying from the costumer’s perception.

Sample Questions:

What separates Netjets from other companies in your opinion?

. Herbert Glimcher, Private
Why fly private? Jet Costumer. Netiets

How important is price when it comes to making the decision concerning which company

to fly?

Interview #5 Ms. Meagan Laue, Customer Service Department,

Netjets Aviation

Rescarch Technique: We started with a phone interview and pre-made

questions. We then followed that interview with a tour of the Netjets’

Megan Laue, Customer
Service Department,




facilities. While on the tour, we asked questions and took notes. After the meeting, we had

multiple follow-up phone calls.

Sample Questions:

‘What does Netjets do behind the scenes to make them the best?
What does Netjets do on peak (heavy-traffic) days?

How is catering done?

Is Netjets looking into the chartering market at all?

Interview #6 Mr. Brad Ebersole, Private Jet Costumer, JetSelect Aviation

Research Technique: We acquired Mr. Ebersole’s Email from Mr. Austin (CEO of Jetselect). We

spoke with Mr.Ebersole via Email. We sent pre-made questions in order to understand JetSelect
better from the costumer’s point-of-view. After he answered our questions, we sent him a thank
.you Email.

Sample guestions:

“Would you recommend JetSelect to a friend?

What do you like about JetSelect? What could be improved?

Would a customer rewards program entice you to fly with JetSelect Brad Ebersole,
more frequently? Private Jet Costumer,
: JetSelect
Interview #7 Ms. Stephanie Stewart, Product Development Specialist, NetJets

Research Techniqué: We first spoke on the phone with Ms. Stewart. She said that she needed to

do research on the subject about which we asked. We then decided it would be easier for us to

communicate via Email, which is how she ended up answering our questions. We sent a thank

you Email when we were done.

Sample Questions:

e Is there currently a rewards program at NetJets?
e If so, how does this program work?

e Ifso, what are some rewards available?




IV. Findings and Conclusions of the Study

A. Findings of Research Study

For clarity, we have combined the findings and conclusions sections of this study.

B. Conclusions Based on the Findings
Secondary Research

Our most significant secondary finding was the discovery of the customer loyalty metric
called the Net Promoter Score (NPS).

The NPS uses a‘ten—point scale for a single question to nﬁeasure loyalty. This single
question is a popular metric used by thousands of busiﬁesses to measure customer

loyalty.

On a scale from 0-10 how likely are you to refer JetSelect to a friend or colleague?

The NPS is calculated by adding up the percentage of respondents who give a 9 or 10
referral score and then subtracting the percentage of respondents who give a score from 0 — 6.
World-class organizations have Net Promoter Scores in the 75% range, and the averagé

score for thousands of organizations across more than 28 industries is 16%.

Conclusion

JetSelect should use this single question to measure loyalty. Past attempts to have clients
complete longer surveys have failed. The single question format of the NPS would

increase completion rates and provide a proven loyalty metric for JetSelect.




Management of JetSelect

Robert Austin, CEO; Jeremy Bogle, Executive Vice President; Nathan Batty, Director of Charter Operations and Safety

JetSelect is a private charter airplane operator. Clients pay each-way for a trip, and trips
that last multiple days usually cost more than competitors who have fractional-ownership

business models.

The company has never implemented a customer rewards program. Most competitors do

have a rewards program.

JetSelect does not attempt customer satisfaction surveys anymore beéausé they received
low completion rates in the past.

The business has grown their sales the past few years and wants to maintain their
customer’s loyalty.

Word-of-mouth and referrals among clients are very important to the business’s success.

Conclusion

A new customer loyalty program can help JetSelect attract new customers and keep
existing ones happy. This program will result in more repeat business and referrals in order to
attract new customers and keep existing customers. The business should also consider a service
that is more cost effective to clients who want to have a charter plane available to them for more

than a single day. Our plan will address all of these issues.

Interior of one of JetSelect’s
most popular jets (Lear 60)




Mr. Herbert Glimcher, Private Jet Customer, N etjets

Netjets is a Warren Buffet owned jet chartering cbmpany in W’

Central Ohio that is highly regarded for the flying experience

it provides clients.
Mr. Glimcher is a customer of Netjets and has extensive experience flying private
charter. He has also visited JetSelect and is familiar with their planes and base

operations.

Glimcher emphasized the importance of making the flying experience as personal as

possible.
He also reported that in comparison to Netjets, JetSelect’s base operations were below

standard, including the pre-boarding wait area and the in-flight food.

Conclusion

As a fractional-ownership business, Netjets is not a direct competitor of JetSelect.
They are, however, very good at what they do and have a terrific r_eputatioh for providing
greé’c service. JetSelect can learn from the best. To increase customer satisfaction and
loyalty, JetSelect should upgrade their base operation area and in-flight food. Mr. Glimcher

stressed that he pays thousands of extra dollars for the added convenience.

Ms. Meagan Laue, Customer Service Department, Netjets

» Netjets’ service philosophy is to do anything possible in order to please the costumer.
This service includes accommodating clients’ needs for their food, rental cars,

lodging, and pets.




Netjet’s planes are the best in the business. The interiors of the planes are always
being upgraded to make the flight better for the costumers.
Each person who flies has his/her own account that allows the Netjets employees to
increase customer service to him/her.
Costumers have to pay more to fly Netjets. This price is even steeper on peak periods.
Wi-Fi can be important to the younger fliers and business savvy costumers. Netjets is
currently upgrading their entire fleet to include Wi-Fi.
Conclusion
Netjets has loyal and satisfied customers. They
have earned this loyalty through their attention to

detail and commitment to meeting a customer’s every

need. JetSelect can improve their service- and loyalty-

by copying some of Netjets’ practices. For example,

JetSelect could assign its best customers a personal account representative to make sure
reserving a plane is convenient as possiblel. They can also invest money to upgrade planes

with Wi-Fi service. More ideas to improve loyalty will be presented in the next section.

Mr. Brad Ebersole, Private Jet Customer, JetSelect

* Mr. Ebersole stated that JetSelect is not convenient or cost effective for extended trips

(three-four days).

o He uses a competing company, Sentient Aviation, for trips lasting more than one day.

e Mr. Ebersole gave high praise for JetSelect’s Lear 60 jet.




e Mr. Ebersole indicated the food was very average and needed to be improved.
* He liked the idea of a new customer loyalty program (rewards, special perks, etc.)
Conclusion

Although Mr. Ebersole is very pleased with JetSelect in general, he gave us certain areas '
JetSelect could improve. First, he only uses JetSelect for short trips. When Mr. Ebersole is taking
a three-four day trip he uses Sentient Aviation. JetSelect is losing customers to other companies
because they fail offer a package that allows for intermediate/long trips. Mr. Ebersole also
commented fhat the food on the flights was not up to the standards he expected by saying “I have
had them arrange catering in the past but quite frankly it seems to be left up to the crew, and
often I could have done better myself with a stop at Subway.” Although he noted these negatives,
he said that he is a fan of the Lear 60, which is JetSelect’s most common jet. Along with that
remark, he said that if JetSelect offered a rewards program that benefited him, he would be more

enticed to fly with them

Ms. Stephanie Stewart, Product Development Specialist, Netjets

» Netjets does not have a costumer rewards program, but provides jaw dropping “owners
only perks” to its best customers. Samples of these perks are listed on the diagram below.

Exhibit one

Golf,’Wlth Raymond Floyd At Shinnecock Hills :
Netlets owners -enjoyed a day of golf with PGA Tour Professuonal Raymond
Floyd at spectacular Shinnecock Hills Golf Club. The day included a brunch
clinic with Raymond Floyd round of golf on the prestigious 6,996- yard .
course, and an awards receptlon m one of the oldest clubhouses in the :
United States.




Conclusion

Netjets does not have a traditional customer rewards program, but does have once in a

lifetime experiences it provides its very best customers. JetSelect is a much smaller company
than Netjets and cannot afford the expense of these perks, but they can develop special rewards

and experiences for their best customers.

V. Proposed Strategic Plan
A.Goals/ Objectives and Rationale

Our findings and conclusions make it clear that JetSelect could implement changes that
would improve customer satisfaction and loyalty. This section highlights the objectives of our
strategic plan. We have used a chart format to list each objéctive, planned activity, and rationale.
We included both short-term and long-term benefits for J etSelect and what we hope to fix by
implementing our plan with the following goals.

Goal 1: Create more customer loyalty by increasing customer satisfaction

Goal 2: Provide value to clients by starting a new loyalty and rewards program

Goal 3: Increase profits and sales

Goal 4: Create a system to measure customer satisfaction

Goal 1. Create more customer Joyalty by Rationale:

increasing customer satisfaction

Interview with Brad Ebersole
: Interview with Herbert Glimcher
Improve Food On-board - Interview with Meagan Laue

Short-term benefit:

Based on the personal interviews,
we determined that JetSelect is

Long-term benefit: being out-performed by other
aviation companies.

¢ Increased guest satisfaction

e Increase in sales and profit




Goal 2: Provide value to clients by starting a Rationale:

- Interview with Brad Ebersole
- Interview with Meagan Laue

new lovalty and rewards program

Create a Rewards Program

Short-term benefit:
e Entice fliers
Long-Term benefits:
e Increase profits
e Entice fliers from other private
aviation companies

¢ Based on personal interviews, we
determined that a rewards program
could help entice people to fly with
]etSelect more, therefore increasing

Goal 3 Increase Droﬁts and sales Ratlonale

Cell Phone App Personal Interview with, Brad
Ebersole

Short-term benefit: E-mail from OpenXcell App creator

e Fast and easy accessibility for
booking flights ‘ Based on the current system in

¢ Customer Satisfaction place, this system, would only make

it easier for the customer and

Long-term benefit: JetSelect. It is all about convenience

e More bookings, increase in profit

satisfaction Personal Interview with Robert

. ' Austin

Referral Program Personal Interview with Jeremy
: ' Bogle -

Short-term benefit: From the interviews, it was

¢ Recognize pleased costumers \ discovered that customer

without the hassle of a survey satisfaction surveys are rarely filled
Long-term benefit: out due to the hassle. This is an easy
way to gauge which costumers are
happy. Clients are also often
acquired from current customer
recommendations which could
increase profits. '

e Increase in new costumers
¢ Increase in profit
Increased awareness of JetSelect




B.Proposed Activities and Timelines

This section provides activates and timelines to improve JetSelect’s customer satisfaction.

Implementing these activities will result in more loyal customers and higher sales and profits.

1. Start a Rewards Program

*50 hours of flight within a 12 month period
*Complementary limo service to and from the plane
eLimo service continues if flown 5 hours each month thereafter

+100 hours of flight within a 12 month period
5200 worth of free catering
eRewards earned in level one )
*Catering and Limo service continues if flown 10 hours each month thereafter

*200 Hours of flight within a 12 month period
*Unlimited Wi-Fi while on-board
*Rewards earned in Level 1 and 2
Catering, Limo service, and Wi-Fi continues if flown 15 hours each month thereafter
Personal representative everytime the customer books a flight.

‘We want to reward people who consistently bring their flying needs back to Jetselect.

Along with rewarding the best costumers, it may entice people who do not use JetSelect every

time for their travel needs. JetSelect can gain an upper edge on the competition with the creation

of this plan. Our proposed plan will reward clients for reaching three different levels of usage. To
make sure this program would be realistic, we consulted with members of JetSelect’s marketing

team. Below is the proposed rewards plan.
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2. Improve In-Flight Catering

Our research findings indicated in-flight food quality was very important in the private
aviation business. Large private aviation companies will set up contracts with premier catering
companies throughout the United States to ensure the food meets high standards. A smaller
company like Jetselect does not have such resources. They instead have the captains of each
plane select what will be served for the flight. In our interviews, we found that customers are not
happy with the food being served on J etSelect’s flights. In order to increase the customer
satisfaction, we propose that a guide is created that exhibits strict guidelines for what can be
served and how it must be served.

Competitors have food standards guides between 30 and 50 pages. Due to the’
complexity, we suggest hiring a professional restaurant consultant to help design the guide. If the
businesses follow these guidelines, Jetselect will be able to match the food quality of the industry

leader, Netjets. Below is an example of a private jet food quality guide found online: -




3. Launch a Mobile Phone Application

Our research revealed that the main reason people pay thousands to fly
privately is for the convenience. Everything from loading luggage to
customs is more convenient when flying privately. The booking process
needs to be equally convenient for the customer. Most people who are
flying privately have a smart phone. We are proposing that J etSelect‘
invests in a smart phone application to help increase the convenience of
booking. This app will allow customers to quickly book flights without

the hassle of rﬁaking a phone call.

Round trip ¢

. 4From  JOHN F KENNEDY INTI

- 4 To LOS ANGELES INTL
B Depart

3/13/12 11:00 PM

4L Passengers

B Fuel stops

Search

| Q

Now search
. Exézmp ooking screen
on mobile App (i0S)

1. Creator: The app will be made with OpenXcell App creator. OpenXcell is known for

their ability to make complex apps into simple, user-friendly interfaces. This, along with their

guaranteed acceptance into the Apple App Store ensures that JetSelect’s App will be convenient

and easy to use. OpenXcell will be able to create the app for multiple platforms including i0S

(Apple), Android, and Blackberry OS.

2. Purpose: The application will have many uses, but the main purpose of the app is to

allow customers to quickly and simply book a flight with a few touches. Customers will be able

to specify the departure and arrival time, number of passengers,

arriving and departing airport, and type of plane requested.

JetSelect would have this app integrated into their online booking

process to allow ease with retrieval of the information. Due to the

fluctuating cost of fuel, there is no set price on a flight, so costumers could expect a text within

30 minutes with a quote for flight. From the text, they would be able to accept or decline the

offer.




3. Awareness: Part of the success with this app is making sure that JetSelect customers

know that the app exists. To ensure this awareness c/(/z e foloc f((/'{ Now Aot e

happens, it is suggested that every plane has small = (o)

—

brochures advertising that the new apps are available. In

Buakiag @ (Tight with JetSelect has never been sasier JaSetat’s mese app puts you unly a few touches
away from ihe finess flying expenicnce, Available an Dreid, Apple, and Blackherry

addition to the brochure, it is recommended to post a
Example of On-Board Brochure

link on JetSelect’s website that gives more details about

the app instructions for downloading.

4. Begin a Referral Program

To encourage customer referrals, JetSelect should provide current customers an incentive

to refer friends aﬁd colleagues. This example shows how the program would work.

Whenever someone new calls to book a flight (or when JetSelect calls back if booking
online), the JetSelect dispatcher would ask if the person was referred to the company by an
existing costumer. If the answer is “yes”, then this information would be entered into the current
customer’s profile within JetSelect’s current database. Over the next 12 months, if the person
acquires 1 to 2 referrals, they will earn 2 percent off their flights for the next 12 months (50 hour
maximum per 12 months). If the.y refer 3 to 4 new clients in 12 months, they will earn 4 percent ’

off their flights for the next 12 months (50 hour max per 12 months). Lastly, if they refer 5 or

Price with no Price with 1-2 Price with 3-4 Price with 5+
referrals, one referral(s), one way | referrals, one way | referrals, one way
(2%) (4%) 6%

1000 miles : $13,720 - $13,440

(Denver) _




more new clients in 12 months, they receive 5 percent off for the next 12 months (50 hour max

per 12 months). In order to gain the discount, the new client (referral) must fly at least 10 hours

with JetSelect before the current customer receives the discount.

We learned from the personal interviews that often times clients will
select a company with which to fly based on their friends recommendations.
This program will encourage current clients to refer JetSelect and help the

company gain more customers and profits. We chose two, four, and five

1-2
referrals
in 12

months

referrals -

5% off

for 12

in 12 months ‘

months
JetSelect to a peer, yet not significant enough to eliminate profit made from each flight.

5. Wi-Fi Update

JetSelect is in the process of installing Wi-Fi and we suggest that they continue to complete this

percent because they are significant enough to entice someone to refer

task. Our findings show that clients are willing to pay the extra money in order to have this

luxury

6. Measure Customer Satisfactions and Loyalty
Improving customer satisfaction and loyalty should be a goal of every JetSelect

employee. According to the Harvard Business Review, the Net Promoter Score is the best
indicator of loyalty. Because calculating the Net Promoter Score only involves asking one
question, the response rate is normally very high. JetSelect should shoot for a score over 70%.
This is the score range of world-class s.ervice companies.

The question should be asked of every customer just prior to landing, and results should
be tallied and posted quarterly. Making the Net Promoter Score an important metric for the

company will result in more loyalty, more referrals, and more sales.

On a scale from 0-10 how likely are you to refer JetSelect to a friend or colleague?

S £ -l - e EORRSTU DR I 'Q',Very"
. NotLikely -- Ce .| Nen O A Likely 2
0 - - g I DU ) SO N 7 10 Lant




Proposed Calendar:

July (2013)

Calendar July August September October
(2012-2013)
|| Implement | Setupsystemto | Begintracking | Create = | Continueto ‘First month that
‘Rewards -ensure proper | costumer | brochures to .| monitor loyalty | incentives will =
Program | ‘tracking of {rewardsplan | advertisenew | program = | begintobe -
. |rewards and A : -{ customer - ‘rewarded .
o flights o o B |loyaltyplan |
Implement ; Have executive | After all Distribute PDF | Review catering | Interview
Catering meeting on members have | catering guide | with employees | employees and
Standards what the agreed on so suppliers can | (pilots and current
Guide standards of standards, begin | become familiar : flight customers to
catering should ! to put together a | with standards | attendants) review quality
be guide and satisfaction
explaining in
S R detail S | N
Launch Smart | Submit the | Explore Open | App will be Meet with
- Phone App | layout for the | application and | application to completed and - | costumers to -
o lapp. . | workoutany focus group for | distributedto | discuss’ =~
concerns with - | testing | costumers .concerns with
~, . OpenXeell.  { - . & o lap
Create Train Email Begin use of Start to reward | Meet with
Referral employees to costumers of | referral customers based | costumers and
Program track and record i new referral program. on referrals | discuss
referrals program Continue to concerns
inform clients.
C.Proposed Budget

The reward program, catering standards guide, and referral program will be tested nationwide by

all costumers. The smart phone app will be tested with a small focus group for a month before

launching to all customers. The proposed budget is for a one-year time period. All costs of the

plan are as follows:

Reward Program:

The first reward stage requires renting a stretch limo, which costs $30 an hour when rented from

Columbus Limo Service. It will be necessary to rent the limo for two hours (one hour for drive

from home to airport, one hour drive from airport to home), meaning that in total, it will cost $60




per flight. In order to gain, the complementary limo service, the costumer will need to fly an
average of 4 hours and 15 minutes a month for a 12 month period, generating approximately
$35,000 revenue per month for JetSelect. This revenue easily covers

the $60 for the limo service to and from the flight. The second

reward stage includes the limo service along with $200 in free

catering. JetSelect will invest $260 per flight. In ofder to gain this

Stretch limo from Columbus

reward, a person will have to fly an average of 8 hours and 30 minutes Limo Service

per month during a 12 month period, generating approximately $70,000 revenue per month for
JetSelect. The third and final stage of the rewards package includes unlimited Wi-Fi, along with
the rewards from stage 1 and 2. Unlimited Wi-Fi is valued at $2000 per flight, along with the
$260 being invested on the limo and catering. This cost a total of $2260 per flight, but this is
offset by the average 16 hours and 45 minutes flown per month for 12 months, which gains

approximately $140,000 revenue.

Stage 1 4.2 Hours 35,000 $60

Stage 2 785 Hours 70,000 $260

 Stage 3 - 16.7Hours 140,000 $2,260

Catering Standards Guide: The cost will be minimal for creating this Catering Standards

Guide. To help eliminate cost of printing, it will be posted as a PDF file. The pilots and catering
company will have access to this file anywhere, which will help ensure that standards are upheld.

The expenses are going to accumulate from paying a professional restaurant consult (i-e.




Cameron Mitchell Catering). This consultant will cost approximately $500 due to the complexity
of the guide.

Smart Phone Application:

The proposed smart phone app will be available on Apple,

Android, and Blackberry platforms. The creation of the app on

- each platform will cost a separate amount. The creation of the app ‘Blackberry

for 108 (apple) cost $2400. This also includes guaranteed

acceptance into the Apple App Store. The Android app will also
cost $2400 to create. Lastly, the Blackberry app costs $2900 to create. All of the platforms will
be programed by OpenXcell to automatically be sent to JetSelect’s dispatchers. In total, the
creation of the three apps will cost $7700.

Referral Program:

The only expense for the referral program would be the amount of money taken off the current
costumers’ bills for the flight the next 12 months. Although this expense will cut into the profit
of JetSelect, the profits from the referred customers will cover the loss. In order to ensure a profit

is still made, we suggest the client receives a discount for a maximum of 50 hours per year.

Referral Progrém o o Expehse , Revenue
1.5 hr - 5S0hr

140-$28,000

3-4 Referrals $280 — $56,000 - $157,500 — $210,000

The diagram above shows the expense and revenue from current clients of JetSelect. 1.5 hours
was determined to be the absolute minimum someone could fly in a 12-month period. We set 50

hours as the maximum amount someone can fly and receive the referral discount.




D. Proposed Metrics to Measure Return on Investment

Net Promoter Score ~ The Net Promoter Score is a proven metric

A Net Promoter Score
that JetSelect should use to measure customer loyalty. World-

class service organizations receive NPS scores above 70%. We

0, - . S L
believe this is the standard JetSelect should aspire towards. The 1% - 69%

NPS score should be tallied every quarter and displayed 21

prominently for every employee to view. Some leading

companies are now tying employee bonuses to this metric.

Referrals — As JetSelect’s level of customer satisfaction increaées, so should the number of

client referrals the business receives. We recommend asking each new client how he/ she heard

of JetSelect to track the number of referrals. This number could Sales Metrics

be placed next to the Net Promoter Score for all employees to

sec.

8% - 10%

Sales — The most important metric to measure success will be .

company sales. Our plan will lead to more satisfied customers,

who fly more frequently, and refer more new clients. The
accompanying chart lists conservative sales metrics JetSelect could use to measure the success of

this strategic plan.
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. EXECUTIVE SUMMARY
il Abusiness’s website is a baseline for marketing, promoting, and expanding the company. With the latest technologies,
% social media sites have become very popular, and we have come up with ways for Jacobson Dental to expand their
§§ business by implementing simple. Based on our research, we have formulated a strategic plan that will ultimately allow
I for new opportunities for Jacobson Dental. :

Research Methods: in our project, we used several different research methods including primary and secondary
research to conduct and come up with a new look for the Jacobson Dental website. We felt it was necessary to
survey customers at Jacobson Dental because feedback from patients would be most beneficial in identifying their
concern. Also, we held a personal interview with Dr. Jacobson, selected a focus group, held several competitor
interviews, and gained knowledge from the Vice President for Interactive Media at Altra Federal Credit Union.

. Research Findings: Throughout our research we have come up with several new ideas for Jacobson Dental to
s implement throughout their business. We set goals for social media sites which grows the consumer base and

creates opportunity for business growth. In addition, we wanted to expand customer knowledge of the website, by

updating the look, and using promotions to drive customers to the site. We also used a SWOT analysis to identify

strengths, weaknesses, and opportunities and threats of the lacobson Dental website. Below is a preview of the
SWOT analysis:

g Strengths Weaknesses Opportunities Threats

fg; -Fasy to follow layout -Lack of promotions -Google Analytics -Lack of social media
: E@ -Organizational pull tabs -Photo update ~Customer incentives -Contact information
%% -Slogan -Marketing techniques -Target market -Clients unaware

i

Strategic Plan: The strategic plan is spread out over the course of two weeks to create the social media sites to
expand the communication levels of the business. In addition, we set a two month goal of mapping out a new
website for Jacobson Dental. We want to have a fresh new website within two months after getting the approval by
Dr. Jacobson. We will hopefully launch the new website in June of 2013. In addition to fixing up the website, we also
want to focus on three other goals:

1. Creating promotions that can be done through social media sites.
2. Getting 500 likes within 3 months of creating the Facebook page
3. implementing ‘Model your Smile’ photo contest each year

Activities: The activities associated with our strategic plan include the use of social media websites like
Facebook and Twitter. In addition to the revisions that will be done to the Jacobson Dental website, there will be
several monthly incentives on the website.

Budget: The project costs for all of the improvements of the website were accounted for in a detailed budget
totaling of $2,490. We find this cost exceptionally low because most of the ideas we decided to implement were
free, but gain costumers in the long run.

Evaluation: We are confident that this strategic plan will help Jacobson Dental increase sales and gain new long
term customers. We want the communication among the patients to be strong through social media sites, and
promotions held in the office. Tracking the ROI of our strategic plan will be done through social media sites,
promotions, and new customers.
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. INTRODUCTION
A. Description of the business or organization

Jacobson Dental is a Sole Proprietorship owned and operated by Dr. Connie
Jacobson, She purchased the office in a suburban area in the small town of West

Salem, Wisconsin from Dr. David Scott in 1994. Additionally, she’s beenin

e S S e N R S

dentistry since 1989, and she graduated from Marquette University School of

Dentistry where she received her Doctorate of Dental Survey degree. Also, she is

S

5

very actively involved in the La Crosse area and with out of state dental

G e s

5

organizations. In the Coulee Region, it is not an uncommon occurrence to turn on the radio and hear their

catchy tune, “Jacobson Dental, we've got your smile.” Jacobson Dental specializes in dentures, crowns, braces,
cosmetic dentistry, Invisalign, and teeth cleaning. Furthermore, Dr. Jacobson has advanced training and
courses from: Las Vegas Institute for Advanced Dental Studies, Advanced Functional Aesthetics Program,

Straight Wire Orthodontics, Studies in Orthodontics, and Neuromuscular Dentistry. The dental office has a

ré total of 6 employees helping with daily operations, [Men ] et | Ter | Eath |
including a financial coordinator, 3 hygienists, and 2 - -
SR | g
. e . o 5
dental assistants, S : &
?ﬁu;’«ti\ , {B; —“‘
Dr. Jacobson’s patients travel from all parts of La SRS
§ 2
. . . s £
. Crosse County to receive a unique dental experience. ? g
: B
:L Jacobson Dental is located at 1529 Heritage Boulevard, L el W
. Eovale T o
| - . OAEE S o
. right off Highway 16 in West Salem. Dr. Jacobson’s o S s
? business is continually growing, and the majority of Dr. Jacobson’s customers corne from the La Crosse area.
L
I Jacobson Dental is surrounded by several other businesses and is located in a family friendly neighborhood.

s
A G

The office space consists of a total of 16,000 square feet with a total of 6 rooms, filled with advanced

i
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technologies for dental care. Interestingly, the office space at Jacobson Dental has not been updated since
1998, yet it has been kept in excellent condition over the years. All of the equipment, however, is state of the
art and updated yearly. These advances provide Dr. Jacobson with an overall edge to patients care, with the
utmost quality.

On average Jacobson Dental sees at least 16 to 20
customers a day, and every employee works hard to
promote an atmosphere where it is all about the patient.
When entering the waiting room, customers are greeted by
a friendly receptionist, a warm environment, and
refreshments are offered. Also, the waiting room is inviting
to small children with an area filled with toys, a TV to watch
movies, and a P'layStatioh with games. Her office is very kid friendly, and after every cleaning, children are
provided with a ”éoody bag” full of hygiene supplies. Children are also allowed to pick a surprise out of a toy
chest after the cleaning as well.

Jacobson Dental is open Monday through Friday with varying business hours, allowing for flexibility
among customers. Dr. Jacobson is open later some nights for people getting off work late, and she is always
willing to take new patients. Eelow is a chart that shows the business hours of Jacobson Dental Monday

through Friday.

‘Tuesday Wednesday

8am- 6pm 8am-4pm 7am-4pm 8am-5pm 8am-12pm
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Furthermore, Jacobson Dental takes great pride in their unique one-on-one customer care. In fact, Dr.

e

Jacobson says she spends more time with her patients to build and ensure a strong relationship with them.

She also strongly believes in the “golden rule” when it comes to patients, which is “treating them how she

| would like to be treated,” when it comes to dental care. In addition, she strives for quality work. This results in ~
happy and healthy patients in return. Dr. Jacobson is one of the few dentists in the area that spends more

time with her patients and gets to know them personally. Instead of rushing through her work, Dr. Jacobson

takes pride in the amount of time spent making sure every patient is receiving the “golden rule” treatment.

R S R AR R

Her work is superior, and she never leaves a patient unhappy.
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Jacobson Dental strives to reach its full potential by helping each and every patient who walks through

T S

the doot. Dr. Jacobson’s target market is tﬁose in the age range from 35 to 55. The reason her target market
may be directéed at an older age group, is because due to the amount of people in that group who are starting
to need‘ more work done with their teeth. Dr Jacobson sees patients as young as three years old and continues
to see patients as they age. Jacobson Dental uses a vast variety of technologies and advancements on these
patients to ensure the utmost quality of work. Subsequently, computers are a very important tool at Jacobson

Dental; they’re used for scheduling, viewing x-rays, pictures, and for performing operations. Jacobson Dental

offers excellent care, and we want their work to be as strong as their new website.
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B. Dverview of the business’s current website structure, capabilities, offerings, etc.

The Jacohson Dental website is quite up-to-date, but some changes need to be made in order for Dr.

Connie Jacobson and her staff to succeed among their competitors. The website is very easy to find on any

| search engine, or it can be easily accessed by typing in www jacobsondental.com. The overall layout of the

website is very simple to use, but there is room for improvement. In addition, the photos on the website
consist of models, but it would be more beneficial to use pictures of people that Jacobson Dental has actually
worked with. These photos look as though they were selected randomly off the internet in an effort to supply
more photos to the site. We strongly believe that seeing smiles/photos of patients from the La Crosse area
who received work on their teeth from Jacobson Dental, they will show other patients they can get successful
results too.

In addition, the business address and contact information are located on the bottom left hand corner,
but it should be adjusted and moved to the top of the site. This is essential because it directs people to their
business, and it needs to be in an easy spot for customers to find on the website. When first visiting Jacobson

Dental’s site, it’s easy to feel at ease with its calming colors and subtle background layout. There are no

distractions on the site, and the font is very easy to understand and read. The website is simple to follow and
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very inviting. The website promotes a wonderful atmosphere that Jacobson Dental has to offer, and with a few!

s

o

improvements, the business will become more successful.
Furthermore, Jacobson Dental offers a feature on their website where they allow patients to request

an appointment based on the availability provided on the website {refer to figure 1). After the patient submits |

B

their entry, they will receive a call from the office as soon as possible. This is a great way for busy patients who -

do not always get a chance to call the office during open hours. Thisis a feature we find needs some

improvements that will enhance the overall look, and make it effortless for customers to be proactive about
their dental care.
Also, we believe Jacobson should look into providing more online options like: paying bills online,

setting up social media sites, and allowing customers to stay more in touch with their dental care through a

S B S O S T R I

My Care Page. Jacobson Dental is all about customer satisfaction, and by touching up their website, this will

s

allow for a successful business. More importantly, it’s important they target every customer in the La Crosse

and surrounding areas.

b

3 Appointment Request , Contact us! §

% : s We encourage i

i‘j The first step towards = beautiful, healthy smile is to schedule an appointment. Please contact ouroffice by you to cantack ug with

7] phone or complete the appointment request form belevs. Our scheduling coordinator wil contact yeu to confirnt any questions or

& yaur appolitment. o comments

. you may

Ploase do rot use this form fo cancel or chapge an sxisting appointment. ha}«‘e, please call aur

ﬁig office or uge the quick

g% contact form below.

] *1rems in bold are required. i

b ;- - ; ¢ IName:

. Name: Are vou g current patient? ol ‘

%\% Addrass: @ ves i No

%f?a Ciky: . iEmaik

%"3 State/Province: o

- in/postal: Type your message

L ip/Pastals ere; {(Messages

g Fmails Bast Hmels) to caliy ent using this form
5 Phone: ©porning Eincon £ Afternoon Tl Evening re not considered ;

R

private. Avoid
‘sending confidential :
fireferred dovis) of the weel for an appointnent? 3mforrnatmn vig email.)

............

Fany Dey Eivor Ditve Dwen Divaon O

Prefecred time(s) for an appointment?

& Ay Time Elstorning £

Figure 1: Screen shot of the Jacobson Dental appointment creator ’
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lil. RESEARCH METHODS USED IN THE SWOT ANALYSIS

A. Steps taken to design the study and the instrument

After covering a Broad-spectrum of information about Jacobson Dental, we conducted some additional
in-depth research. We used primary and secondary research to collect information; the sources we used were
Dr. Jacobson, her staff, customers, community members, and other local dentist offices.

Personal Interview with Dr. Connie Jacobson: In addition to visiting these sites, we chose to have a
personal interview with Dr. Jacobson. {The questions from the interview are located in the appendix. on page
i 27.) During our interview, we were ablé to better understand and gain background information about the
businesses history, hours, and marketing strategies, Dr. Jacobson also provided us with information on the
daily operations of the business, and information regarding the website.

Customer Survey: Also, we conducted a customer survey to gain responses and an overall perspective
on the business. We created a survey, and with the help from the employees, we were able to successfully
distribute it. Overall, we surveyed one hundred customers at the business; the responses on their surveys
provided us with the customers’ perspective of the website, their overall satisfaction of the service provided,
and the demographics of the patients. A sample survey is located in the appendix on page 25.

Focus group: Furthermore, we gained knowledge from the aspects of non-customers of Jacabson
Dental to better our knowledge on how to construct an overall quality website. We created a focus group
which consisted of students from a marketing and business class at Holmen High School. We were able to
question the overall satisfaction of the website. The demographics of our focus group consisted of students
because they are high-tech and critical. Also, we find the students will give the website a fresh look. Thirty

business and marketing students at Holmen High School were given a short survey which allowed us to gain

their likes and dislikes of the layout, graphics, and the user friendliness of Jacobson Dental’s website.
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Competitor Interview: In addition, we set up competitor interviews with 8 other dental offices in the

surrounding area to gain further knowledge on updating the Jacobson Dental website. Interviewing theses

businesses helped us understand the similarities and differences between the competitors and Jacobson

Dental. The main focus of the interviews was to find social media sites they used, and how they advertise their

website. These interviews were completed by a short answer survey disturbed by us to the businesses in order

to receive their feedback. A sample of the competitor interview is located on page 24 in the appendix.

Presentation by Carol Neill: Carol Neill is the Vice President for Interactive Media at Altra Federal

Credit Union, a local bank with a branch located in our school. Carol Neill presented a PowerPoint on how to

evaluate a website better. She focused on looking at the design, purpose, and its overall content. Carol

provided us with beneficial information on how to make Jacobson Dental's site the best it can be.

Internet resources: To fully gain more information and further our understanding about the field of

dentistry in the La Crosse area, we used the internet as a valid resource. We visited our target website,

Jacobson Dental, as well as the websites from other local competitors to compare and contrast the businesses.

The competitors’ sites we visited include: Bentz Orthodontics, Midwest Dental, River Valley Dental, Cowgill

Dental, Dental Clinic of Onalaska, Hulse Dental, and Maplewood Dental. As a secondary form of research, we

were able to gain information by using theses sites to provide us with some knowledge of how to improve

Jacobson Dental’s website,

To the right, is the Midwest |
Dental home page. Our
focus group liked how they
incorporated a search box
in the right hand corner.

" This allows customers to
- easily accesses information. -

MIDWEST DENTAL

Home Lowauons  Care & Servicss  Naw

cople you know.
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B. Steps taken to conduct the study

After conducting all of our research, we combined the data we gathered and were able to create a list

i of improvements Jacobson Dental needed to make to ensure a successful and satisfactory website for its l;

| !
i future and current customers.
i &
% 55
Ez Internet Sources: In an attempt to find and retrieve information on concepts Jacobson Dental’s !

0

website may adapt, we reviewed sites of local offices; this form of research found was highly successful in our

| attempt to improve our businesses website. On November 15™, we reviewed all of theses competitor’s sites.

§ | While researching theses sites, we came upon a competitor’s site that allowed customers to pay their bills %}
E online and apply for a credit card that provided rewards for the customer. We found this feature to be very g
% helpful for people who are busy and cannot stop in the office, or who are unable to mail in a bill in a timely §
manner. Another common scenario we came across was that many sites have direct links to their Facebook 61

pages and other social medié sites which allows the customer to interact with the business more often. §
Jacobson Dental does not use any social media to its full potential in an advertisement attempt. We found that ?
; several other business allow for more current efforts in return to receive more travel back to their website and g
i business overall. Social media is the most important difference we found between the competitors and §
i i
i Jacobson Dental; this gave us one of our main focuses for improving to Jacobson Dental’s website. Another §

office in the area, also show local pictures of patient smiles in the area that they fixed. Jacobson Dental only

offers theses photos on walls throughout its business, not its website. Visiting theses competitor’s sites also

provided us with information on how other competitors portray their atmosphere to their patients.

T

| To the left, is a screen shot of
. the Bentz Orthodontics website.
Features we liked about their
website include: the bright
* colors and client pictures. -
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Customer Survey: Another form of primary research we conducted included the distribution of surveys

:~ to 100 randomly selected customer’s visiting Jacobson Dental. However, we found that the privacy issues

: involved in the overall distribution may have contributed to a slight set back in our research collection. We

1’_ first received approval by Dr. Jacobson, and then an employee at the front desk, properly distributed and

. collected each survey. We found that many of the customers were from around the West Salem area and as
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far as 40 minutes away. In addition, 97% of respondents were, repeat customers; the high percent of repeat
cust§mers also reflects the businesses average overall score of customer satisfaction from 1 to 10 which
ranked 9.5 out of 10 by customers. The average demographic age range of Jacobson Denvta!’s customers was
those in their 40’s to their 50’s. The vast majority of theses customers heard about the business through radio

advertising or family/friend recommendation. Another common occurrence we found on these surveys was

. that a high percentage of customers were either unaware Jacobson Dental had a website, or had known and

| never visited. Just as we had expected, many of these customers’ favorite social media site is Facebook. As we

speculated, this information provided us with the knowledge of ways to expand Jacobson Dental’s
advertisement tactics.

Focus Group: Our focus group consisted of marketing and business students from our high school. We
wanted to have a knowledgeable group of people who knew how to review websites and make suggestions on
marketing strategies for Jacobson Dental. We decided to work with students because teenagers spend a
significant amount of time on the internet and know what makes a person want to visit a website. We had
thirty students fill out a questionnaire on what improvements, incentive ideas, and any personal comments of
the overall website. Surprisingly, a vast majority of students left comments that the site had a spa feel to it,

rather than a dentist office. Theses constructive comments provided us with details and opinions other people

t

have when visiting the website. The chart on the right shows that 95%, of the focus group liked the overall

layout and design, but what the website lacked was meaningful pictures of patients they have hefped‘ One
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aspect our focus mentioned was that, Jacobson Dental should consider is adding pictures of patient’s smiles

/| they have fixed. This would show other customers that Jacobson Dental has quality long lasting work, and the
success rate is very high. Since, Jacobson Dental is known for improving patient’s smiles and having successful
customer care. Here are some other valid points brought up in our focus group that could be done to improve

the overall website:

1. Adding a search box for patients to quickly find what they need: This would allow the customers to

have a hassle free experience when visiting the website. Also, this could allow Jacobson Dental to better track

I what people search which could allow ideas on how to easier access certain elements on the site.

2. Changé the overall color palette and make the colors more vibrant and inviting: Vibrant colors on
the layout would help the overail browsing experience and bring warmth to the website.

3. List general pricings and monthly promotions that Jacobson Dental offers: This will gain business in
the long run, and it will bring more people into the office. Jacobson Dental should provide customers with
price point averages so they can compare their office to other dentist offices.

4. Change the contact information to the top of the website: Jacobson Dental should have all the
contact information on the top of the page allowing easy access to customers who need to call in emergency.

5. Current updated photos and information about the employees: This would create a better
welcoming environment on the website, and would add a personal touch compared to other offices in the
area.

6. Link social media sites to the website: Currently, Jacobson Dental does not have any social media

| sites, but adding links on their website would be beneficial for easy access and closer tracking the

effectiveness of their website.

7. Pictures that reflect their work in dentistry: This would give customers a better idea of Jacobson

| Dental successful smiles in the coulee region.
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Competitor Interview: While attempting to gather information from another form of primary research
for our project, we developed and distributed a short 12 question survey to a total of 8 local offices

throughout our community. We distributed theses surveys-the last week of November, November 25t

. throughthe 30". The competitor interview included a brief summary of who we are and asked several short

questions covering the topics of advertising, their website, social media, and costs of these functions. What

| was quite shocking was that, 7 of the 8 businesses used some sort of social media site to stay involved with

| their customers care. Jacobson Dental is also one in the area that does not use any form of social media sites

S R o S T A A LR O SR

which we find lacks customer connection. In addition, most business use the feature of paying bills online and

easily accessing a personal care page for each patient where they can view what they were being charged for, '

Some competitors provided information on how much money they spend on their websites; along with how

| much money they spend overall on advertisement.

Presentation by Carol Neill: Carol Neil is the local Vice President for Interactive Media for Altra Federal

Credit Union Financial located in our area with a small branch located in our school. She provided us with

¢ information on contributing to an overall qualitative website. We interviewed Carol on November 13" 2012.

The three basic categories Carol covered with us are design, purpose, and content. Carol provided us with
information on how the design of a website must match its target market, and how to use the “F” design. The

“F” design is an eye tracking study that says there the most important elements should be placed.
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These elements include, branding, navigation, and they call to action and should be found on the left

S

side of the screen. The purpose of a wehsite is to market products and promote new ideas, but Jacobson

Dental lacks both of these. Content we looked over on Jacobson Dental's site includes how current, accurate it

is, and the usage of text thought the site. When reviewing Jacobson Dentals site, we found that the
information is accurate, but needed to be updated, while the text used is very beneficial to the site. Carol
provided information on the reasons 1o use social media, media tactics, and media metrics. This information

offered us a helping hand while attempting to better the usage of Social Media used by Jacobson Dental.

IV. FIDINGS AND CONLUSIONS OF THE SWOT ANALYSIS

R A R e S T e s

T
T

The SWOT analysis allows us to indentify the businesses strengths, weakness, opportunities, and

S0

ST

threats. Below is a chart we constructed to display theses previously stated articles.

T

S s

Strengths: Weaknesses: Opportunities: Threats:

?2 - Easy to follow layout Lack of promotions Google Analytics Lack of social media sites

% Organization pull tabs Employee photo update Customer incentives Contact Information

;%’ Slogan Marketing techniques Target Market Customers unaware of

fi website

L L
%’

SR

S
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A. Strengths of the business’s or organizations website

Jacobson Dental has a great start to their website, and their layout is easy to follow which allows the -

customer to effortlessly find information. Jacobson Dental partners with another company called Prosites

R R RS

where they manage and operate the website. The layout follows the “F” design and is very catching to the

reader’s eye. Results from our focus group showed that the pull down tabs at the top of the site were a simple
way to navigate through the website. Furthermore, at the top of the website, there is a very distinctive slogan

which truly validates Jacobson Dental’s overall dental outlook. “All Aspects of Dentistry,” truly sums up the

| overall customer care that a patient can receive at Jacobson Dental. Most offices in the area, do not offer
everything. This proves patients can get “the best of the best” service at Jacobson Dental.

B. Weaknesses of the business’s or organizations website

The website of Jacobson Dental lacks: promotions, updated employee photos, and a defined purpose
. to gain customers. An easy way to dii;ect patients to the website would be offering promotions each month.
i Simple ideas could bring in new customers and offer an even high customer satisfaction. Jacobson Dental

could offer monthly promotions like: 10% off cleanings and $25.00 off a bill when referring a new p‘aﬁent.

Steps taken to gain full usage of the website are essential in gaining customers and revenue. All of the local

A,

competitors clearly stated that their website was for advertising purposes. Each of the local offices websites

T O e D ST

have not been updated in a while, so this would be the perfect time to renovate the Jacobson Dental site. By

AT

fixing the website, certain marketing strategies could help gain customers and revenue in the long run to raise

G e

the successfulness of the business. Most Jacobson Dental customers heard about the office from the radio,
but we want more usage of the website and social media sites. Another weakness is that Jacobson Dental

lacks, current photos of their employees due to the website not being updated for a few years. Photo updates

of the employees should be done so it’s easier for customers to put a face with a name. Another discovery we |

L

found when conducting the survey was that several of the patients at Jacobson Dental were unaware of their

.
|
i
&
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j website. We believe there needs to be more promotion of the overall website to better market what it has to

offer.

C. Opportunities for the business’s or organizations website

The overall website has several strengths for a successful business, but there are a few opportunities
we came up with to market their business better. First off, Google Analytics is a great tool to use if your

business owns a website. Google Analytics is a free serviced offered by Google that generates in-depth

" statistics about guests on the website, This will provide a better target market for the business, and it can

track visitors from search engines. Secondly, we believe Jacobson Dental would benefit from using current

social media sites to interact with their customers. Many businesses do this in a way to give their clients easy

contact and sites like Facebook and Twitter are free. Several businesses use social media sites to stay involved

IR

with their patients. Jacobson Dental lacks customer incentives online; this drives customers to the businesses

website. Jacobson Dental will have higher customer satisfaction scores by offering patients monthly

O o e o el s
R R,

incentives. By offering patients social media sites, Jacobson Dental can better establish a target market for

R D T e e syl R R e
T

their customers. These sites will help Dr. Jacobson and her staff find new ways to promote their business. We

R

find it important with the new website that Jacobson Dental works on establishing their target market, and

| open up the business to a variety of people. By offering social media sites and incentives to customers,

Jacobson Dental will be able target young customers,
D. Threats to the business’s or organizations website

One major threat of the Jacobson Dental website is that they are lacking social media pages. Social

4 media pages allow customers to directly stay in contact with the business by easily saving numbers in to their

phone. 95% of the customer’s surveyed used some sort of social media site, and most

e

people used Facebook. The graph below shows the top three social media sites of Jacobson

B

Dental patients.
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Facebook= 62% \ Twitter= 13% Pintrest=25%

In addition, 83% of the local dentist offices also use social media sites like Facebook and Twitter to
keep in touch with their customers. Jacobson or a new dental would benefit from a social media site like
Facebook. Social media sites are up-to-date, free, and personalize a business. Also, it would satisfy customer’s
needs and allow monthly prom’o"cions which will expand the business in the long run. Another threat is where
the contact information is placed. While the phone number is placed in the upper right hand corner, the office

location and email are only available by scrolling to the bottom of the page. This is a concern because
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searching for the contact information potentially loses customers that might be looking for a new dental

| office.

Furthermore, Jacobson Dental needs to work on the marketing strategies of their website, and
promote the overall site more, The graph on the below shows that 53% of the people surveyed did not even

know Jacobson Dental had a website. Also, of the 40% that knew of the website rarely yet never visited it.

| Jacobson Dental needs to promote the website better by adding customer incentives to competitions,

e A

o

T G

k53
E

referrals, and usage of the website. Lack of social media sites, contact information placement, and website

marketing techniques are three things Jacobson Dental can improve to better their business.

Do patients use the website?

B Unaware of website= 53%

B Active User on website= 7%

% Aware of website, but not a
user= 40%

Figure2 ’_j?
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V. PROPOSED STRATEGIC PLAN AND COST ANALYSIS

.

—
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TR

2

A. Develop a strategic plan to revise and improve the business’s website

TR

Objectives: Long-term:
We want to expand Enhances visual appeal, = Website distinguished as
visuals, apply a better and is cost effective. superior.
color scheme, and fix the
contact information
placement.

Upon viewing Jacobson Dental’s website, customers may notice the lack of employee photos, bad
placement of the contact information, and a poor color scheme. We want to make the website fun and
inviting for all ages to expand the consumer market. To begin with, we proposed the idea of adding current
updated photos of all the employees. We want to increase awareness of each employee, and not give
customers false information. In addition, we found in our focus group that 82% of the participants reported
that the current website appeared to be plain and boring. Changing the text from orange and yellow to a
variety of blues will be more welcoming and sophisticated. In order to keeb the customers aware of the

business, the contact information placement will need to be changed on the current website. The contact

i

information should be placed on each page towards the top of the site to enhance a stronger visual appeal

S

and to gain customers in the long run.

TR e

Objectives: Short-term: Long-term:
Incorporate Facebook Connects with current Encourages customers to
and Twitter to gain customers to offer them  become further informed
potential customers alternate ways to contact  about Jacohson Dental,
Jacobson Dental. and allows for expansion
with gaining new
customers.
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' One improvement we want to make that will enhance the overall market of Jacobson Dental is work

with Dr. Jacobson to set up a Facebook page for the business. To better reach customers, Jacobson Dental

TR

must apply social media sites like Facebook and Twitter, Form our research; most patients use a Facebook

page as their primary social media site. Jacobson Dental could create better relationships with their customers

e

outside the office, and set up easy simple incentives to gain customers. We want customers to post on
discussion boards to develop further ways Jacobson Dental can improve the business. Furthermore, almost all
social media sites are free which cuts down a huge cost when it comes to promoting and expanding the

business. Also, we will include office hours, contact information, and monthly promotions.

Oiojecfives:‘ Short-term: Long-term:

§ Provide customers with Creates better quality Long-term relationships

§ rewards to show of their visuals on the website, are formed with

‘% smile on the Jacobson and shows customers customers and their ;3
| Dental website. that smiles are improved families. Ei
} at Jacobsaon Dental. g:i
% Furthermore, customer satisfaction is very high at Jacobson Dental, and to maintain that, we decided 3
7 : 5
%1 to give a free gift to one patients and their family. Each patient who goes to jacobsondental.com and signs up é
| for the “Model your Smile” will be entered to win a free photography session with a local photographer, and o

SIS

-

Skt

oy

their pictures will be featured on the Jacobson Dental website. The sigh up is easy, and each patient will be

syrursy

sy

asked to fill out a short questionnaire and provide at least two refer patient recommendations. Megan Jean

A SN

1
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Photography offered to partner up with Jacobson Dental to take photos of one patients’ family to show off

their smiles on the website.
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Objectives: Short-term: Long-term:
We want to offer Expand the use of the Expands the business and
customers electric tooth website services by allows customers to
brushes to keep up customers recommend new
customer satisfaction. patients.

In addition, we will offer incentives to those who partake in the discussion to encourage customer

participation. Also we want to expand the incentive program, by applying monthly invectives from the

website, and social media sites. As mentioned earlier, we will offer a photo contest to patients once a year

that will gain the business revenue for each family/friend they refer. In addition, we want to give away free

items like, electric tooth brushes, tooth paste, and mouth wash when customers refer new patients.

B. Create a timeline to implement the strategic plan

5

2 Remodel and fix the

S

St
8 d

500 likes on

www.jacobsondental.com Facebook page with  through the new

§ _within 3 weeks

3 months incentive program

Gain customers

HaVe 100 customers
sign up for the
photo contest

When conducting primary research, our focus group made it clear that the website need to fix a few
things including the color scheme, employee photos, and contact information. Results showed that most
people thought the look and feel of the website looked like a salon. One way to fix this issue is to create a new

advanced layout style that has the look and feel of a dental office. We want the website to be welcoming,

everyone is light blues, and grays which creates a sleek design. In addition, current photos will need to be
updated to provide an accurate idea of the business. Furthermore, contact information should be placed on
each page to allow customers to easily find the business. Our goal for this is to have a clean sleek design

created by Prosties, and approved by Dr. Jacobson and her staff in less than 3 weeks. The website has not

. current, and show of the advance technologies of the office. The color scheme that is most inviting to
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been changed since it was first created, and changing the website will hopefully increase website traffic.

s
52
R R

} Secondly, we want to create a Facebook page with Dr. Jacobson Dental and her staff and have it up in running

SR,

in less than a week. In order for this to be successful, we will need to add correct contact information,

employee photos, and create an about me page. After the website has been established, we want to set a goal

g for the Jacobson Dental Facebook page is to get 500 likes within 3 months of creating the site. In order to do
this, an easy URL will be set up. (faceboak.com/jacobsondental). All patients and guests can access the

. account from a smart phone or computer. Also the Facebook page will have a direct link on the website, and

will be promoted in the office with signs that say, “Like us on Facebook.” In addition, we want to gain

customers through the new incentive program that we talked about earlier. All of the incentives will be done

through the Facebook page and the website which, through patient referrals will gain customers. Inone

B

year’s time, we want to gain a total of 35 new patients from the promotions we do online. Also we decided

i

the photo contest will run for one month, and our target is to have 100 people sign up for the contest which

§

%f;

B

S A o A I T S S B e

will show off the new website design. This gains traffic on the websites and hopefully will lead them to the

Facebook page. If this is a successful contest, we hope to implement it each year to gain new patients and

show off a new photo gallery.

! Search for people,

i by S e U L e

T

Jacobson Dental

i ke + 1 taldng shout this * & were hers

% Add A Category
2 West Salem, Wisconsin
v, Suggestsphong number
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C. Develop a cost analysis of revising the website, hosting fees, and technical support

.
-
g

Cost Analysis: . . iBreakdown: Total:

Proposed Idea 1: Adding in payment, new easy. - Prosites fee an =$255.00

appointmeht scheduler, and selling: estimated cost of

products o . ©15$255.00

=

R S R

e

Proposed Idea 2: | Maintaining a Facebook page - 4%000 =$0.00

R

**Additional promotions done each

S

| month on Facebook page | 12timesx$40.00 ?—-$480.DO::-

S,

Proposed idea 3: Fr‘ee electric tooth brush to one 12 mos. X $50.00 =$600.00

SRR SOy

o

lucky winner each month by

referring a friend

S

Proposed Idea 4: | Average cost to maintain the i1 ye:ar x$605.00 | =$605.00 -

SR

website by the company

R
Bt

prosites.com

Proposed ldea 5: 'Adding to the website: employee | 1 year x $450.00 =$ 450.00

pictures, links, and a search bar

T R e

Proposed ldea 6: Model session by Megan Jean - | 1 session x $100.00 =$ 100‘.00

ST i R Vs

Y

Y

Oliver Phdtography forupto 4

people for 1 hbur

| | =52,490
%

ST

R

D. Indentify revenue streams for the website %
}” Jacobson Dental can gain revenue several ways on their website by allowing customers to pay bills, set E%
3\%:"3 =
? up appointments online, and buy products online. First off, Jacobson Dental needs to set up an easy way to %

pay bills and manage them online. By allowing customers to pay bills online, it brings customer satisfaction

along with no hassles of mailing in a check. Allowing customers to pay bills online brings great satisfaction.

S

IR

This proposed Idea will bring forth the most return on investment, mainly because it is a quicker way to make

. payments. In the long run, customers will be happier and payments will be on time. Customers will easily be
22|Page
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able to set up an account that safely stores their information, and paying a bill will take less than five minutes
and can be done in the convince of their homes. Also, Jacobson Dental needs to fix how customers set up
appointments online by adding to the appointment feature. This will earn the business money by having an
easier process for people who have busy a lifestyle. In addition, with an easier way of setting up appointments
online, customers will be able to track when the appoihtment is. Overall this accounts for a lot less late arrival
times and fewer missed appointments. We hopr? this raises the amount of appointments for one year by 25%.

Furthermore, Jacobson Dental should offer products online, like the electric tooth brush. If Jacobson Dental

sold electric tooth brushes online, it would bring the most revenue for the business because they could make

s

B

i

a profit of $70.00. Jacobson Dental will gain ROV if they choose to sell this product online. For each electric
tooth brush they sell they make $70.00. If Jacobson Dental sells 5 tooth brushes a month, they make a total of

$350.

T
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i VIl. APPENDIX
Competitor Interview

S T AT
S BT
o

Hi, we are local Holmen High school students participating in DECA which is a group of marketing and

business students. We are wondering if you are interested in taking this short questionnaire about your

T

R
TR

business/website, We will be using your results in a chapter project. Thank You! Ashli Callaway and Elizabeth

e

Gogolin ©

T,

SR

Dentist name:
Owner:

1. Do you have a website?

R e QR ey g
A R

A

2. What is the goal of the website?

PRI AR,

TR

3. What times of things do you promote on the website?

4. What would you change about the current website?

o

How often do you update the website?

BT
e

6. Who is in charge of the website?
7. What the monthly costs are of maintain the website?

8. What can customers do on your website?

R R

What other forms of social media do you use, and how do you use it in your business?

0

10. What other types of advertising do you use?

11. If you haven’t done much advertising, why?

25|Page
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| Customer Survey: Got a Minute?

Hello, our names are Ashli Callaway and Elizabeth Gogolin, we are students at Holmen High school
participating in DECA which is a group of marketing and business students. We are conducting a survey based
| on the website of Jacobson Dental. Your answers will provide us with key information towards our research

project.
. What is your age?
| Gender:  MALE FEMALE

| What city are you from?

s
s

Are you a repeat customer? YES NO
. What would you rate your customer service? {10 being the highest)
Bl 2 3 4 5 6 7 8 9 10
§ Where did you hear about the business?
. Radio
Internet
Print Advertisement
Family/Friends i
Other
% Rank the friendliness of the employees (10 being the highest)
é 1 2 3 4 5 6 7 8 9 10 .
% Are you aware that Jacobson Dental has a website? YES NO 25
% Have you ever used the website? ~ YES ~ NO 5’%
5
% If yes, what improvements would you make to the website? g

ERR A

. Thank you, for taking your time to fill out this survey. We appreciate your constructive comments!

0
S

R

If no, what incentives would bring you to the website?
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Jacobson Dental Focus Group Questions:
- www.jacobsondental.com

Please take the time to fill out this short questionnaire on the Jacobson Dental website! Please critique it
based off the layout, overall feel of the website, and feel free to add other comments.
Thank You! Ashli Callaway and Elizabeth Gogolin ©
1. List a few things you liked about the website:
2. What improvements are needed to make the website better?
3. Are there any incentives that would ‘drive’ you to visit the website?
4. s there anything that ‘catches’ your eye?

5. How do you feel about the photos? Would you add to, or limit the amount of pictures?

6. Any other comments?
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Personal Interview with Dr. Jacobson

What type of business is this? (Sole Proprietorship, Partnership, Corporation)
When was the business established?

How many employees work here, and what are the different positions you have?
What is the average age of your typical customer?

What is the gender breakdown of your customers?

What do you like most about your job?

Who is your target market?

Why do customers come to your store, as compared to competitors?

Who are your direct competitors?

10. What do you feel is unique about your business?

11. What are some of the services that your business offers?

. How long have you owned your business, or have been in this position for?
13. Where do most of your customers come from? {city, state)

. What percent of your customers are repeat customers?

15. What are the latest trends in your industry?

16. What types of technologies are important parts of your business?

17. What are your business hours?

18. Approximately how much do you spend a year on advertising?

19. What are the forms of advertising you use? (TV, newspaper, Radio)
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% 20. If you haven’t done much advertising, why?

@ 21. Do you have any plans of major changes for the husiness in the future?
i a. Relocation

23 b. Staff Reduction/ Expansion

c. Change of type of ownership (adding a partner) §

22. Do you have plans to expand your customer base and if so how will you go about accomplishing this? gﬁ
23. What would make your customers more loyal to your business? g
24. What type of customer service training do you offer that your competitors don’t? L
25. What do you feel that is important for your business to have a positive reputation and live upto a high %f

moral standard of doing business? §
26. What do you feel is the perception of your business by customers and the community? §§
27. How do customers perceive your customer service and your products or services? §;§
28. Do you have a website? : ig
29. What is the goal of your website? |
30. What types of things do you promote on your website? %
31. What would you change about your current website? |
32. How often do you update your website?
33. Who is in charge of your website?
34. What are your monthly costs of maintaining your website?
35. What can customers do on your website?
36. What other forms of social media do you use and how do you use it in your business?
37. Other :
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| EXECUTIVE SUMMARY

“When your kid is strugglfng in schoof and Is crying every day, s.'mp!y iutoring isn't enough.”
-Surinder Dulai, manager of Huntington Learning Center Cupertmo

Huntington Leaming Center is a chain of tutoring centers across the United States that has been
educating children since 1967. Although Huntington ranks as a leader in the $5 billion US tutoring
industry, their national confidence does not echo in the Cuperting, California location. This pian aims to
rectify this shoricoming and redefine Huntington as.a premisr tutoring center in the Silicon Valiay,
surpassing the reputaticn of Huntington centers nationwide. If the rebranding fulfills our metric goals, we
hope to apply this business plan to Huntington locations across the United States.

CURRENT ‘ PROPQOSED

A witoring business which heips students Amodern and completely personalized

regain self-cordidence through academic educational service that aids students in all
BRAND progress. Howsver, students are pui off by aspects of loday’s educational system, from

the outdated and disconnected setvices, academics to extracurriculars and applying for

college.

Huntington’s promotionaftactics target We will target both parents and students.
TARGET  students who are receiving bad grades in Parents make the final buying decisions, so it
MARKET  school or need test preparation. is necessary o target them in-addition to

students, who are the consumers.

Proposed rebranding plan: We propose DELTA, a three-prénged plan:
1. Reimeeni: We propose to rename Huntington Learning Center 1o Excsed Education, and to
remodel the facility to reflect our change in brand and to better serve cur consumers.

2. Reprogram: We will revamp our current tutoring programs and add college counseling services in
order o reflect the vision that Exceed Education caters to all the needs of students. We will also
implement an advisory board to provide a channel for communication and change between
Exceed Education and its clientele.

3. Hewira: To convey our modern ideals and betier serve our customers, we will pravide an
interactive portal for our students which consists of a college counseling profile, progress tracker,
and a personalized calendar to improve arganizational skills. The cutdated Huntington web page
will also be redesigned as the Exceed homepage, and will reflect dur new assthetics and values.

Fromation: Each promotional method will serve to either increase brand recognition or send a message:
that Exceed understands the stress that students undergo, and designs its programs to lower stress,
increase efficiency, and exceed. Rebranding Huntington will be futile if the community is not informed of
our changeas. Therefore, we will take an aggressive stance on promotxon utilizing guerrilla marketing,
word-of-mouth promotion, and social media promaotion.

Finance: We are requesting a $1,300,000 investment to fund our rebranding initiative. After five years, the
projected net income will be $3,897,907, vielding a 189.84% return on investment.

With DELTA and our promotional campaign, we are confident that rebranding Huntington as Exceed
Education will place it at the top of the education industry in the Silicon Valley. Given time, our proposal
will be implemented in locations acress the United States, and Exceed Education will revolutionize the

education industry,

813
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HINTRODUCTION

A. Description of Huntington Learning Center

Huntington Learning Center is a tutoring

service dedicated to giving students the best

education possible. The first center was cpened in
1977 by Dr. Raymond and Eileen Huntington, in New
Jersey. Since its inception, more than 300 other -

franchises have opened nationwide in the US. They

recaghized a need to offer high quality education to FAST FACTS OF HUNTINGTON

. . ) CUPERTINO
students in the area. Huntington Learning Center offers

Manager Surinder Dulal

tutoring and test preparation services for slemantary fo
: Square footage 17508 ft

- high school students. For K-12 students, Huntington Number of employees 10
Cupertino focuses on basic academic skills like Number of students 96
reading and writing to build a strong foundation. While students are in middle schoacl or high
school, subject tutoring is offered. Exam preparation is offered as a one-on-one service to

middie and high schoaol students.

SERVICES OFFERED AT HUNTINGTCN CUPERTING
K-12 STUDENTS MIDDLE TO HIGH SCHCOOL EXAM PREP

reading « writing. » math - study pre-algebra - algebra - geometry SAT/PSAT « ACT + AP - state

. ) _ « frigonemetry -« pre~caloulus
skills - speliing - vocabulary » . X s - tests + ISEE - HSPT » SSAT +
phonics calculus + earth science - biclogy GED « ASVAB

= chemistry - physics

~ Huntington has been accredited by the both the Middle States Association of Colleges
and Schools and the Western Association of Schools and Colleges; these accreditations
indicate that Huntington meet commonly accepted standards of educational quality. In order to

maintain this ﬁresﬁge, Huntington professionally trains all of its tutors through a rigorous

“Huntington Certificaticn” program.



B. Description of the community

|. ECONOMIC
CUPERTING  CALIFORNIA

MEDIAN

HOUSEHOLD $127 534 $61,400
INCGME

UNEMPLOYMENT .
RATE ng /Q 8 /0

POPULATION 5179 og
DENSITY _;;_eop;afaq il proplelsy mile

POPULATION . \

GROWTH RATE 1% 0.71%

In Cupertino, a suburban city representative of
the Silicon Valley, househeld incoma lavels and
subsequently disposable income lsvels are
significartly higher than those of California. The
sducational attainmertt level and local AP| scores
are elevated as well, indicaling the importance of
education In the Silicon Valley. These factors
provids faverable conditions for growth for a
company such as Hunlington Leaming Center,

EXCEED EDUCATION | Exceed Yourself

If. DEMOGRAPHIC
EDUCATIONAL ATTAINMENT PROPORTION
Master's degres or above 39.63%
Bachelor's or associate 358.19%
Some college or high school 17.42%
Other 3.76%
AP} SCORE DISTRIBUTION
1000
i
5 E;Eﬁ 750
So= 500
=
o U 250
‘gc 3
0

Monia Vista Lynibrook Cuperting Calfornia Natlonat
HG HE  Avefage Average

One in four immigranis fo the United States live
in California, and the concentration of Chiness,
Indian, Korean, Japanese, and Talwanese
imrigrants Is highest in the Bilicon Valley. The
main obiective of imimigrants to this area s to
provide for a bettar future and education for
their children. This drive for a better education

* contributes to a large markat for supplementary
education,

. GEQGRAPHIC

*
Lo

Huntington Learning Center Cupertino s iocated in
the heart of Silicon Valley and in the San Francisco
Bay Area in Calffornia. Cupertino is home to Apple
Computers, and is iIn proximity o other technology
giants, shown above, This undarscorés the
Importance of technology to households in the area.
Huntingtan is surrounded by multiple high-achiaving
high schools and is within walking and driving
distanice for thousands of students,

IV, SOCIOECONOMIC

8000

8000

4000

HOUSEHOLDS

2000

0
$010 $25 k

$50 to $100 k
INCOME LEVEL

abave 200 k

The ihcome distribution of Cupertine, shown
above, fs refatively uniform but skewed |eft,
showing the high median salary and lack of
socloeconomic siratification. The high median
salary and high disposable income, combined
with 2 psychographic drive for success and a
higher education, provides a profitabie market for
Huntingion Learning Center,
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C. Description of Huntington Learning Center’s mission, target market, and existing branding

efforis

Shown in the chart below are descriptors of Huntington Gupertino’s current branding initiative.

MISSION STATEMENT

TARGET MARKET

BRAND

LOGO

SLOGANS

BRANDING EFFORTS

“To give every student the best education possible”

This statement shapes many of the decisions made in Huntington,
ranging from the curricula, to program duration, to tutors chosen. In
abiding by this statement, afl Huntington professionals adhere to
the highest standards of conduct in the company’s Gode of Ethics.
This is composed of professionalism in services, confidentiality with
students, and honesty: '

Btudents in grades K-12 who require additional assistance in their
education and standardized testing preparation.

A professional, frustworthy tutoring service

Huntington’s value proposition is that it solves the problem of “bad
report cards.” Huntington comes across as a remedial tutoring
service for students who struggle with both academic activities and
personal issues such as low self-confidence.

iy

LEARNING

“Your tutoring solution”
“Your child can leam”

Huntington currently perpetuates its image of professionally and
transparency by detailing the tutoring process and tutor training
process on jts website.

Huntington’s cinema advertisements, mail-in brochures, and
(Google advertisements target students whose bad grades have
caused personal issues such as fighting over grades or low self
confidence.

The current brand image projects the sense that Huntingion is a
last resort, a place for students in in serious academic and personal
troubles. In fact, this brand effectively serves to establish a short
term relationship with students who are seeking help, because the
relationship ends as saon as Huntington provides an immediate
“tutaring solution” to the student’s problem.
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I RESEARCH METHODS USED |

W,
p
=
\j;%
=

A. Description and rationale of research methodologies selscted to conduct the research
study

These five research methods have been selected to identify possible rebranding

opportunities for Huntington Learning Center.

RESEARCH
METHODOLOGY DESCRIPTION ;f—\ND RATIONALE
Surveys are the most convenient manner of gathering information on the
‘Survave: tutoring market in the Silicon Va[iey due to the ease of distribution. The input
st entg a’n d of both parents and students give us valuable insight into Huntington
parents Learning Center’s brand recognition and effectiveness of its promotional

methods. The surveys also allowed us to leam more about customer and
consumer Irends in the area,

The focus group is composed of 10 randomly selected students from ages
12-18 in the Bay Area.

Focus groups:  Students are currently the consumers of Huntington Learning Center’s
students services, and therefore, understanding their desires and behavicral patterns
is vital. A focus group is an optimal atmosphere for the sharing and
development of ideas, as humans tend to be more comiortable sharing their-
opinions when others are doing the same.

| This focus group is composed of 10 randomly selected parents of students
dged 12-18 in the Bay Area.

Focus groups: Farents are the customers of Huntington Learning Center. They make the

parents huying decisions and hold the purchasing power in households, therefars,
understanding their desires and behavioral patterns is central to developing
a promotional and rebranding plan.
Interviewing the manager of Cuperfine Huntington, Surinder Dulai, allows us
Interviews: fo obtain information on facility operations, current promotional and branding
Huntington initiatives, future plans for Huntington, and any problems or difficuities.
mar;ngironirgsand Interviewing Huntington’s tutors aflow us to gain personal insight on the
pioy tutoring processes and relationships with students. It also allows us to
research the learning environment at Huntington.
Secondary Online research allowed us to gain background information on the tutoring
research; industry in the Silicon Valley and provide context for the creation of our

online research of  survey, focus group, and interview questions. This research allowed us to
competitors, roughly gauge Huntingtory’s brand image and identify industry trends and
industry trends,  marketing strategles that would better Huntington as a business.
and marketing
strategias
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B. Process used to conduct the selected research methads

RESEARCH TIMELINE

DUTDRER T OOTOE

MOVEMBER I NOUYEMBER 17 DECCMEBEE

CREATE | TAKE SURVEY
FOCUS CONTACT
GROUPS CANDIDATES
N - ) CTONTACT
SECONDARY . Lo - :
g . YNDUCT ONLINE BESEARCH
RESEARCH CONPUET ONLINE R _
Surveys: We designed an online survey using  SCHOOL DISTRICTS SCHQQLS
Google Drive to maximize efficiency and Fremont Union High ~ Monta Vista » Fremont -
School District Lynbrook « Cupertino
convenience for our desired respondents, Homestead
Huntington’s consumers and customers. The .Cu!:)ertano Union Cupertino » Kennedy -
Middle School L «Miller » H
District awsan « Miller - Hyde

survey was designed to gather unbiased
information on brand recognition of tutoring companies in the area, customer buying trends,
-and consumer preferences,

In order to gather a random sample of students aged 12-18, we put the link to the
survey on local high and middle séhool websites and social media pages. After a month of
collecting responses, we réceived an average of 185 respenses per school.

In order to distribute the parent surveys, we contacted the Parent-Teacher-Student
Association of the local districts and requested tﬁat they email the survey link to a random
sampie of parents, We collected responses until we received about a 25% response rate per
district, which took about a month, giving us a sample size of about 700 parents.
intervigws! We scheduled an appointment with Huntington Cupertina to interview the manager,
Surinder Dulai, and a current employee, Rabiya Wasi. Our interview questions regarded the

current branding operations, current trends In the tutoring industry, and any issues.
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Foous greups: On our survey, we listed an option to participate in a focus group for a study, and
an area to fill in contact information. We randomly selected 10 students and 10 parents out of
the survey respondents that opted to participate. After our interview with the Hu’ntmgton staff, we
brainstormed ideas that we presented to the focus group for discussion as well. We reserved a
room in the Cupertino Library and met with the focus groups over the week of December 1.

Shown below is a table detalling our focus group discussions.

STUDENTS . PARENTS
Supplementary educational centers Educational services they employ
they attend
Appealing attributes in tutoring Value they place in supplementary
, . services education sefvices such as tutoring, test
Discussion _ preparation, college counssling

topics :
Perception of Huntington Learning Center

Advertisements they have seen for tutoring services and their effectiveness

Issues In ecucation
In this activity, we would say a word, for exarmple “Huntington®, and ask that the
Word participants say any word that comes to mind. Neuro-psychelogy suggests that
association concepts may be stored in the brain in associative clusters. This activity allowed
tests us to gauge the consumer and customer’s instingtive reactions 1o specific words
or phrases that make up Huntington’s brand identity.
Secondary ressarch
[n order to gauge. Huntington's status in the community, we used online search engines
to research Huntington's competitors, trends in the tutoring and education industries, and
effective marketing strategies.

W FINDINGS AND CONCLUSIONS OF THE RESEARCH STUDY

A. Findings of the research study
interviews: Shown below is a compilation of responses from an interview that we held with

manager Surinder Dulai and head receptionist and tutor Rabiya Wasl.
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What do you cons Hiﬂn{
¥

ltusedic be a remed1a5 center ixke “your chlfd can ]eam” was the tagiine. it's still a little stuffy,
with “your tutoring solution”, but I believe the community sees us as professional and familial,
We have a lot of family connections, and we get most of our customers through word-of-mouth
promotlon Trust and reputatson-based We keep the student 5 beet mterests at heart.

Honw s Hen?mgaon difisrent from s m“ﬁg\:e*rem ‘

We have one-on-one test preparanon and we also cater to younger chlldren whlch most
centers don t do

iR

£

wa are jeu L,mrenfi; DHOHY ewr %fz*‘ ngton ang \feed ng fm”f af

m”'f*

We market Our exam preparaﬂon for high school students, and our academic skllfs to younger
Siudents We mosﬂy use cmema ads and dlrect mall

wﬁm ars m it ngz;n i nrzms

=it

Q“‘b '%n waaknesse 8 A5 2 sompany 7

We heve a team of teachers who have been ieachmg here a long time, and hlgh customer
loyalty within families. Our main weakness is that sometimes psople and schools see us as
money-focused ilke other centers ;n the area.

‘v‘f*'%en. »"arf 80NE **xmen nenre i t*ée eciu cation zr’*r‘?

Educat:on is trendlng towards more academrc ekl[s {a*ther than jUSt gemng the grade whzch
we see in the new common core curriculum. There’s a gap between grades and actual skills.
Students who have an A in an English class might not even know how to read or write well, but
they got the grade be‘cause of Inﬂaiore like pa‘rticipati_on.

What would you o nzz.ga &b w émw“ f%qwn wmemﬂo?

The name, most[y Huntmgton is the fami!y that started the franchlse but now it jUSt doesn’t
convey who we are. We have some furni ture that I d ilke to ew1tch out Our carre[s are stuffy

FOCUS GROUD RESULTS

WORD ASSOCIATION TESTS: D13CU5510N QUOTES

Shown below are four key words/phrases
and the main responses from our focus
group participdnts. Size of the words is
dirsctly correlated to the frequency of the
responses.

l hxgh class

goif beach M status
thbea Jisease Suoenen
disordér eacel

omeie -.-a‘. S R de th
remedial perepectwe
not that smart ghildren sarng  edutation ; e
disability : wantte make sur ,he fe

: ﬂ’le ngh’r maieriai*’ e

180
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COMPETITOR SERVICE COMPARISON: PROPORTION OF STUDENT
| ATTENDANCE:
I, ., PREPARATION |, COUNSELING |
Huntingicn v v
]ns’gm S ) o , ,
s o
< ' [ Blits 120%3 i i 2ai 7 Harvd 82 (16%)

- Educatien e -
PRADENUVDE R o Musieentan (3%

0% Clier {1}

RECOGNITION OF HUNTINGTON CUPERTING:

. ave net heard of Huntinglon

I Attancthave a shudent whe sttends Huniingon
8 Heard of Huntington frough brochures
B Rew of Hundington through cinema ads

BB tivard of Huntinglon fhrough word-ofmouth

B. Conclusions based on the findings
Huntingion does not have & Jarge presence in the communiiy
Huntington’s brand image is old-fashioned and disccnnected fram currént trends
Collegs counseling is a growing and lucrative industry
Technological and digital fools provide a compstitive advantage
Students have trouble balancing acfivities and academics .
Huntingfon does not have a farge prassnce i the cornrittity: A theme we found consistent
throughout our surveys, focus groups, interviews, and online research was that most pecple
had never heard of Huntington, or vaguely recognized the name. Revamping Huntington's
brand image and promotional strategies will éxponentia%]y benefit the business, and increase
profits, as we raise awareness of its new services and brahd to the community.
Huntington's brand image is ofd-fashioned and disconnected from current industry trends;
The community's current perception of Huntington is that it does not stand out amongst its
competition in the Bay Area. The dull decar and interior layout are not conducive to learning,
according to both survey respondents and the manager. Huntington is out of touch with

current trends in education in the Silicon Valley, and is therefore ineffective in tutoring and

helping students, and has a competitive disadvantage in refation to its competitors.



EXCEED EDUCATION | Exceed Yourself

Coitege counsaling is & growing and lucrative indusiry: Across the board, we noticed parents
and students stated that they or people they knew used college counselors, and often chose
competitors over Huntington because they offer both counseling and tutoring.

Technologival and digital tovls provide a compatitive acvantage: Huntington Learning Center's
location in the Silicon Valley places it in a very tech savvy and innovative environment in which.
companies incorporate technology into their services in creative and effective ways. However,
Huntington remains completely apart from this technological revolution, and therefore is
unattractive to consumers and customers who wish 1o see a modern touch in education.
Studlents have trouble balancing activities and academics: In today's day and age, with the
coilege admissions process becoming increasingly challenging and competitive, students are
stretched incredibly thin as they try to balance school, eXtracurricdlars, sports, interests, free
time, and more. The undue stress created from these factors causes students to slip up and
underperform in areas that they could easily excel at if given the appropriate chance. This is an

issue that Huntington can aim to solve.
V. PROPOSED REBRANDING PLAN

A. Objectives and rationale of the proposed rebranding plan
Shawn below are the quantitative and qualitative objectives of our rebranding plan.

QUALITATIVE OBJECTIVES RATIONALE

Rebrand Huntington by changing the  In our research, we found that while Huntington brands itself

name 1o Exceed Education, improving  as a professional and family-oriented tutoring center, Silicon

the programs, and adjusting the Vallay community sees Huntington as an old-fashioned,

physical dtmosphere. remedial tutoring center with a rigid curriculum and structure.
This brand image is extremely undesirable, so we have
developed a proposed rebranding plan to ameliorate
Huntington’s image in the community. This plan converts
Huntington from an ordinary tutering service to a cutting-edge
and personalized educational service.

Enact a new promactional campaign A major issue we saw was a lack of recognition, so we
targeting both students and parents,  developed a new promotional plan to increase brand
adventising Huntington’s new brand racognition.

QUANTITATIVE OBJECTIVES -

Increase customer base by 50% through the addition of a college counseling program and promotion

Altain a return on investiment of 200%
¥ ‘EO *
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B. Proposed activities and timelines

In order to rebrand Huntington, we have assessed our research and developed an organized
and effective plan, It will change Huntington's image from an old-fashioned and inflexible
tutoring center to a trustworthy, cutting edge, and personalized educational service that
appeals to parents, the customers, and students, the consumers. This is vital because
Huniington needs to cater to the needs of both groups to thrive. Shown below is the

relationship with the conclusions of our research and our proposed plan.

CONCLUSIONS "PROPOSED SOLUTION
Huntington's brand image is old fashicned and Change Huntington’s name, brand, and remodal
discorinected from current industry trends the facitity
Technological and digital teols provide a tmplement digital tocls accessible via computer or
competitive advaniage phone to make students’ lives easier through
organization and consolidation
College counssling is a growing and lucrative Implement a college counseling service
industry
Huntington lacks a preserice in the community Implement a prometional plan that will increase the

awareness of Huntington
Shown below is a comparison of the current brand and our proposed changes.

CURRENT PROPOSED
Target market Students Students and parents

Intended brand image  Professionsl and trust-based service Cutting-edge and personalized
educational service

Value proposition Solves the problem of a “bad report  Pravents “bad report cards” by aiding
card” the students through counssiing and
technological toois
Helps students regain seif- Alleviates the stress and pressure of
confidence through academic today’s education system and allows
progress students to focus on learning
Community perception  Old-fashioned and remedial Indeterminable
of the brand methods of tutoring
Services Tutoring and test preparation Tutoring, test preparation, and college
counseling
Promotion Mailed brechures and. cinema
advertisements

011-
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We call our proposed plan DELTA, a three-pronged
approach that will revolutionize Huntington with three
inittatives: Reinvent, Reprogram, and Rewite. We also

developed a promotional campaign for our new brand.

These programs and campaigns are detailed belaw.

Qur reinvent phase consists of renaming 'and renovating Huntington Learning Center.
Henameo: Huntington Learning Center wf!l be renamed to become Exceed Education, which
betier represents the new brand. The current name, Huntington Learning Center, is a founder’s
name-based brand. It does not convey the purpose or brand of Huntington. We propose to
change the name to Exceed Education, because we help our students “exceed education” - that
is, we heip them rise above the labyrinthine school systerm and equip them with the ability to
excel in both school and extracurricular areas. Additionally, Huntington is currently branded as a
“learning center”, which Is perceived by derogatory in the community, as it insinuates that the
attendees lack proficiency or acuity in learning abllity. In contrast, naming our company as an
educatfonal institute will give it a positive connotation, a place that augments knowledge. Our
research showed that only around 25% of the community recognizes Huntington, so the
transition from Huntington to Exceed will not damage name recognitior.

The logo will be changed to complete the transition. Huntington’s logo corresponds to its
brand image - old-fashioned and remedial. Exceed’s logo corresponds to the sense of
modernity we want to lend to the brand. As our consumers are young students, mbstly high

school students, mademity and technology are appealing features.

» 12 .
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In order to ensure the superiority of the new logo, we distributed another survey; in a
sample of 30 students, 28 preferred the Exceed logo to the Huntington logo. The circular logo
will play a large part in the brand of Exceed, representing unity and wholeness.

Fenovate: Our research and interviews with both staff and students showed that Hu ntington's
physical appearance and structure were severely lacking in many ways, and actually
detrimental towards the learning experience of Huntington's students.

. On the next page is the current floor plan of

CLATEROOM D CLASSRGOM

Huntington Learning Center. The main

structural and design Issues here are:
» small office spaces, one of which is

compietely unused

+ only four cramped classrooms for private ~ARREL DESK
learning or small group sessions ARD |
| FREESTANDING
+ large unused spaces between rooms CLAZDACON SODKEHELVES

« enormoeus open space in the middle of

CLASERIOMM

the building is wasted with — |

counterintuitively placed chunky carrel-

style desks and freestanding

bookshelves

In addition to these design and
structure issues, Huntington seems to follow earth tones, by painting the walls dark green and
brown, and this effect makes the building and rooms seem gloomy and smaller than they are.
We decided ta remodel Huntington completely, o epitomize Exceed’s new val ues of
transparency, personalization, and cutting edge education and resources. The main goal of the
renovation will be to maximize the space in the building. The floor plan is shown on the next
page. Changes from the entrance of the building o the back are as follows:

- Larger, semicircuiar lobby will create a more welcoming and comfortable environment

e 13 .
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- Integrated reception area (right) follows a modernist
architecture themé énd is far more welcoming-thén
the previous low window that connected the lobby to
the reception area

» Unusad office is converted into a storage space, and

manager's office is expandead
g

» Multiple entrances connect the

reception area, lobby, manager's
office, and main hall to each

other, to create a more cpen

feeling, in accordance to
modernist architecture

« The center of the building has

been converted into two spacious

rooms bordering a wide hall.

Sticking with the modernist

theme of integration, the walls will

be made of whiteboar_d, in order

to allow teachers to teach

effectively, and save room by not

using the easels Huntington had.

- These classrooms will also have nede chairs instead of the cramped and bulky carrel
desks. Node chairs are chairs on wheels with rotatable desks attached, and with these,
students can distribute themselves amongst a room however the teacher wishes, allowing
for a more effective

student-teacher ieaching process.
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« The most notable feature of these classrooms,
however, is that they can be divided. S8hown on
the floor plan by dotted lines, there will be sliding
glass panels that can, when closed, di'v_{de the

room as a teacher wishes, ehabiing them to hold

one-on-one sessions or small group lessons,

while other lessons are going on on the other side
of the partition, (right) Because of the mobility of
node chairs and the fact that the walls are whiteboards, teachers will be able to easily
customize their classes to maximize the leaming of their students. In this way, according
to the needs of students, Exéeed could have
anywhere from two to six classrooms at a tims.

- Beyond this hall are four counselor's offices, In the
more private area of the building, along with a staif

lolnge and bathrooms.

» The overall decor is industrial modernist, which
employs stched glass (right), dark wooden furniture,

and muted colors, often with gallery art or foliage

used as accent pieces.

rer

We will introduce 3 new programs: college counseling, improved tutoring, and an advisory

board.
Cofiggs counseling: As shown in our research, | COLLEGE CQU NSELING
college counseling is a rapidly growing busiriess Academio, extracurricular, and career -

guidance

in the Silicon Valley, especially as the coll . :
! ¥ 5P y eye Selecting colleges that are right for the student

admissions process becomes more competitive Aiding in the college application process

+ 15
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across the country. We will implement a college counseling program in order to cater to this
trend. College counseling will become an integral part of Exceed Education’s brand, as‘we will
offer the entire educational package: subject tutoring, test preparation, and college counseling.
We will hire former admissioné officers to ensure that ouf students receive the best and most
effective advice possible in order to atiend the college of their dreams. Excéed Education’s
college counseling is differentiated by its use of digital tools, personalization of the programs,
and dedication fo reducing student stress and improving gduca\:ion.
Academic, exiracurricular, and career guidance: S‘tudents‘are encouraged to join this
service in their freshman year of high scﬁool. Excesd Education’s college counselors
will aid students in identifying possible academic interests and in selecting relevant
classes and extracurricular activities. For example, if a student is interested computer
science and journalism, the college counselors will describe possible caraer paths,
classes they can pursue in school, and sﬁmmer programs or internships they can apply
to for more exposure. High schools offer hundreds of clubs and classes, and students
may become overwheimed by the choices. Exceed Education’s job is to make the
process of finding opportunities as easy as possible, a service that aligns with our new
brand image of complete personalization of services.
In order to help students put their best foot forward in college applications,
Exceed Education will ensure that they pursue the right opportunities at the right time.
Our research showed that students are under much stress as they balance difficult
classes, exams, extracurriculars, and other time constraints. In order to alleviate these
classes, Exceed will help streamline the college application process.
The creation of a database for classes, sports, clubs, summer programs,

internships, and other activities will increase the ability to personalize services. In this

<16
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manner, when a student comes to Exceed Education, the coﬁnselors .can easily pinpoint
the programs that will suit _their profile,

Selecting colleges that are right for the student: When students reach junior year of high
school, tﬁey will begin the college search process. We will create a database of colleges
connected to the Exceed Education website, Each student will have an account on
Exceed Education’s website, whers they will be asked to fill out a questionnaire on their
academic profile, academic interesis, and échool éreferences In the categories ahove.
The database will identify possible matches to the students’ profile,

COLLEGE COUNSELING DATABASES
Type Information included

classes - sports « clubs » summer programs « intermnships »

Activities . ]
volunteer opportunities » jobs
Jocation - size » majors offered « social scene + academic rigor
Colleges acceptance rate based on area - financial and merit aid « student
O e

organizations » residences average GPA and test score accepted
* student demographics

Alding in the college application process: After the student selects the colleges, they
will be able to access an online calendar with deadlines and reminders for the student,
The counselors will periodically edit the students’ application essays and will be
available to answer any.'questions on the admissions process. The counselors will also
aid in brainstorming essay lopic ideas for every prompt. Shown below is an average

college counseling schedule for a typical student at Exceed.

FRESHMAN  SOPHOMORE JUNIOR SENIOR

CONSULTATIONS

ACADEMIC, EXTRACURRICULAR, AND CAREER GUIDANCE

. APPLICATION PROCESS
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lmproved ttoring. A principal complaint amongst Huntington's consumers was that the tutors
taught based on their own curriculum and understood neither the students’ needs nor their
teachers’ requirements. This resulted in further education of the student, but no progress in their
classes, We wi'il address thes§ complaints in two ways:

L. Alttutors will undergo screening in order to ensure that they have the ievel compassion and
dedication recessary to create a welcoming and effective leaming environment for
Exceed’s students. J _

2. Tutors will be required to work closely with their students to identify their teachers’
expectations and testing styles. As Exceed gains mare students, tutors will gain more
information on various teachers, and will be able to tutor more effectively.

These two new iutering requirements will allow Exceed to move towards a two-way
dpproach to education, in which Exceed will tutor based on our students’ needs, and the
studenis’ needs will shape Exceed’s tutoring. This will encourage students to attend their
classes and stay loyal to Exceed as they build a personal relationship with their futors. These
will add to Exceed Education’s brand of personalized services. Students and parents will see
that Exceed goss the exira mile to care for and serve its students.

When a student first comes to Exceed, they will have the opportunity to receive a free
consultation. In this consultation, the student and/or parents will speak with a tutor or counsalor
to discuss théir wishes Eegarding their education and in what areas they want 1o excel. Exceed’s
tutors and counselors will be trained to show the student their potential, and, above all, have the
student leave with a positive mental image of themselves and of Exceed Education,

Pricing. Exceed will offer three programs: college counseling, tutofing, and test preparation.
Within college counseling, there are three packages: Silver, Gold, and Platinum. Each package
includes access 1o the college counseling digital tools, guidance, and college selection
database. Packages vary in the number of applications the counselor aids in. Exceed’s program

pricing Is detailed in the table on the next page.
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PROGRAM

COLLEGE COUNSELING

Silver package:

Complete brainstorming, devealopment, review of
applications and essays for:

« UC and CSY systems

+ Up to 3 additional colleges or programs

« Unlimited meetings based on appointment
$6,000

Gold package:

Complete brainstorming, development, review of
applications and essays for:

« UC and CSU syaterns

« Up 1o 6 additional colleges or programs

TUTORING TEST PREPARATION

$70 per hour, paid at the
beginning of each month,
Session lengths are
flexible.

$90 per hour, pald at
the beginning of each
month. Test
preparation materials
are provided and
session lengths ars
flexible.

Customers may opt to register for two out of three
programs, recelving an overall 5% discount. They
may also register for all three programs, receiving
a 10% overall discount.

+ Unlimited meetings based on appointment
$8,000

Platinum package:

Complete brainstorming, development, review of
applications and essays for:

» UG and CSU systems

» Up 1o 8 additional colleges or programs

- Unfimited meetings based on appointment
$10,000

Each package offered includes access to the
onling Exceed Portal, with the personal calendar.
Counseling packages include complementary
college database programs within the Portal.
Tutoring and test preparation packages include
access to the Skymap.

Exceed’s pricing is based on both that of Huntington Learning Center and the average local
price range, shown in the table below. The programs are generally in the higher end of the
average price range to assert the quality of Exceed’s programs, save for test preparation, which

is not offered one-on-one in any other center in the area.

PRICING COMPARISONS

HUNTINGTON
LEARNING CENTER

AVERAGE LOCAL

EXCEED EDUCATION PRICE RANGE

Tutoring $70/hour $70/hour $50-80 per hour
Test preparation $90/hour (one-on-one) $90/hour (one-on-one) $50-70 per hour (group
classes)
ek ‘ $5,000-$12,000 per
College counseling  $8,000/package N/A package

+ 1G9
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Advisory board: Our surveys and interviews . O ‘

indicated that Huntington Learning Center’s

parents wish to become more invoived in the supplémeﬁtary education of their children. At
Exceed Education, education will be a dynamic process, constantly changing with the needs of
our students and their educational environments. We created an advisory board consisting of
parents, students, tutors, and counselors. The board will mest once a month to discuss possible
. improvements to Exceed Education's current operaﬂons.IStuden’{s and parents can inform
members of the advisory board of their wishés or complaints, and will be able o see .resuh‘.s
happen in real time. This will increase Exceed Education’s customer satisfaction and loyalty, as
parents, part of our new target market, will see that Exceed Education truly tailors its programs
io their children’s needs. Students will see Exceed's dedication fo staying ahead of the game

and up to date with current trends.

We will also make Exceed Education more targeted towards high school students by

Integrating technology into our tutoring services. The main way we will do so is by completely
redesigning our current Huntington website into an interactive user portal, with several features
that complement our educational services and will enhance the customer experience. The new
website design is more minimalist in abpearance, which has been proven to be more appealing
to teenagers. The website design reflects Exceed Education’s brand as modern in education,
and s up-to-date with current rends in design such as a flat user interface, and grid layouts.
We will hire the company Hot Dot Productions to design and maintain our website, as they are
experts in the web design trends aﬁd creating a memorable user experience, The redesigned
website pages are shown in the next few pages, ordered as follows:

1. The home page is redesigned to be more intuitive and appealing.
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2. All students will have access to a personalized portal that is jointly run by them and their
counselor. The portal displays basic information about the student, and is linked to School Loop,
a website currently used by local schools to display grades and homework.

8. The personal calendar is the first of many personal windows that are accessible from the
sidebar. This calendar is a life organization tool that recognizes the incredibly stressful time .
children have as they try to balance school, extracurriculars, and cther commitments.

4. The College window is only accessible to those who are part of our College Counseling
program. It is linked to The Common Application, which is the official coflege application
organization, 1o provide data and statistics on all colleges that our students are m’zerested in.
addition, the portal organizes the students’ applications and deadlines.

5. In order to track our students' progress, we will implement a program called the Skymap. The
Skymap is an interactive onfine tool used to track sach student's progress in school and in the
college application process. Each respective continent on this map of the Earth is designated a
subject, and there are pathways digitally linking assighments input by the cou'nse!orituto'r that
route to goals. By using the Skymap, students can directly see their progress, and be motivaied
to continue. We will have an incentive program, in which students will receive $1000 for

completing 5 separate Skymap paths, set by our staff members,

S0 TODAY FOR A FREE CONAUT
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but without promotion, these changes will be futile. Qur

research shows that it is becoming more difficult to catch the attention of the market, but
Exceed’s will be mors effective in communicating with consumers. These promotional tactics will

target students and parents in alignment with our change in target market.

TYPE OF PROMOTION

AWARENESS: MESSAGE:
These mathods are designed to increase Exceed's These methods are designed to spread Exceed’s
brand recognition mission
Lenticular posters Chalkboards
Goffee cup promotion Escatator and elevator promction

Soclal media

Fosters: In order to make the logo of
Exceed Education more recognized, ws

will use Jenticular imaging, which are

images that change when viewed from

7 Do

different angles. Large lenticular circles will

B
Ui
~

Y Brnoerssa Sas

be plastered on the walls of the ten most
popular local sites. The circles will
transition from a blank to whole logo
(right). The advertisement will catch the
eye of passerby's as they notice the
movement. The minimalist advertisement is a contrast to the bombardment of commercials and

brochures that Huntington currently disiributes.
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Word-of-nrouth: Word of mouth has been proven to be the most effective method as shown in
our s;urveys.. We will catalyze word of mouth promotion of Exceed Education by offering
discounts. For svery person that a parent or student refers that enrolls in one of our programs,
the referrer will receive a 5% discount, The opportunity cost of the discount will be countered by

the profit from new customers, and the reputation that Exceed Education will gain in the

community. This will be a farge contrast to Exceed Education’s lack of recognition.

Sovial media accounis and competitions: In orde‘r to reach out to students more and project
Exceed Education as a progressive company, Exceed will create social media accounts and
hold competitions. Our research showed that 85% of students, with a 3% margin of error, use
either Facebook, Twitter, instagram, or a combination of the three. Creating accounts on these

three social networks will instigate a more

widgspread reputation for Exceed

Education. In order to increase Excesd’s

Seeed Educition

onfine natwork, Exceed will hold social

media competitions. If students follow

CEEDH

3 AMIRTON

Exceed’s account and ratweet, repost, or

share an image that Exceed posts and Norvye

1 Forvia
"2 R it eatrg

Evepd Vonredlf el tan wad

hashtags #ExceedYourself, they will be

eligible to win a prize. Potentiat prizes " o E
include. MacBooks, iPads, college dorm 5

i I
furniture, and discounts on Exceed E‘\M gx\ _

Education’s programs.

Mall gueiriila marksting adverisements: Guerrilla marketing employs the slement of surprise,
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attracting and entertaining customers in unconventional ways. We will utilize this strategy in the

local Cupertine Square, Valley Fair, and Sanfana Row shopping centers.

Elevator and escalator: We will place posters
on elevator and escalators o advertise to
consumers in & guerilla-style manner. On

elevators and escalators, we will place

posters such as those to the left and on the

next page.

Chalkbcard: In order to convey that
Exceed Education is all about
personalization, we will piace
chalkboard mu-ra[s in the interior of
shopping comp[eies, which passerby's
can write orn. Our research shows that
students and parents in the community
are dissatisfied with Huntington and ) it T you TO SUCCEED-
cther tutoring centers due to its -
incongruencs with s_choel curricudur,

The chalkboard murat will be available

for members of the community to write

their complaints and desirfes on.
Having the chalkboard will project the
image that Exceed Education failors its curricula and program to the needs of its customers,

which is a large contrast and differentiating factor from its competitors.
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Coffee cups: We will also be palring up with the following !oca_i'
stores that sell hot drinks: Tpumps, Starbucks, Panera, Pest's
Coffes and Tea, Chrematic Coffee, and Coifee Society. These
stores weare chosén because they are frequented by students
and parenis. On every hot drink cup, the Exceed logo will be

printed on the bottorn, so when people lift the cup to their

mouth to drink through the lid, the bottem of the cup with the
Exceed logo will be displayed to everyone around the customer.

An overall imeline of DELTA Is shown below. The grand opening of Exceed Education is

projected to be May 2015,
OVERALL DELTA TIMELINE

GCT 2013 DEC 2013 JAN 2014 MAY 20% JUNE 2014

VI, PROPOSED BUDGET

A. Costs associated with proposed rebranding strategies
In order to implement DELTA, we are asking for $1,300,000 to cover DELTA's promotional

and college counseling expenses. Our expenses are divided up into two main categories: sales
and administrative expenses, and facility expenses. The return on investment will be 1 99.84%.
Our projected revenue is based on predicted customer hase increases from our promotional

methods. The projected expenses are based on current tutor, manager, and counselor salaries.
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!NCOME STATEM ENT FOR THE YEAR ENDED MAY 2020

May 2016 | May 2017 May 2018 ‘ | May o01g May acs0 l Total '
Tutoring - $705,600 $846,720 $1,128,960 $1,128,960 $1,128,960 $4,938,200
Tou preparation | 388200 §518,400 | 518,400 $643,000 . | $648,000 | $2,721,600
College counseling ST § - i ‘
Sliver - 3324000 gfsszae,ooo 312,000 | $348,000 - $372,000 $1,638,000
i Gold $336,000 $288,000 $328,000 ’ $362,000 ; §400,000 $1,704.000
Platirurm -‘$240,000 :$21 0,000 $230,000 $280,000 : $280.000 $1,220,000 :
-'Total counseling re;renue O $§O0,000 | $780,000 : f $87d,{}0{) $9,Sd,b00 $1,062,000 $4 562 ogo

Sales & Administrative Expenses

Salary & Wages
Manager s Salary w—é—gﬁt‘:ﬁ'lDOD $189,000 ; $169,000 i $168,000 $169,000 $845 GO0
1 Tutor's Salaries $225,000 $270000 $360,000 ' $§é0;005 §350,000 $1 57;._(.]..85_WA
?éounsélors" Salarles $390;000 § $390 000 555455,005 | §$455,000 ‘‘‘‘‘‘‘ $526,000 $2,206,D€)D
Tech Support | $18,000 | §18.000 ’:$1s‘ooo .5 6,000 » { 18,000 $80,000 ;
Total Salary and Wages $800,000 ¢ $845,000 $980,000 8,010,006 1$1,071,000 | $4,708,000
| Marketing Expenses h ' ' o ' ' ' N
| Eﬁgﬁiﬂi{i@f and $15,000 $1,000 :_ $1,000 $1,000 1,000 e $19,000
- Coffee cups $4,000 0 E-o e 0 : $1,000
Total Marketing Expenses $16,000 $1,000 $1,000 $1,000 $20,C'100‘

| Facility Expenses

Upkeep Expanses

Utilitles !‘ $2,320 $2,320 | $2,320 | §2,300 $2:320 ' ;$11,eolow ' :
Educ;aﬁonal SUppl'zéé $sob - :$800 ' - $300 - .$soo $3800 §4,000
| Total Upkeep Expenses | $3,120 $3,120 ' $3,120 $3,120  $3,120 | $15,600
 Renovation Expenses $714,000 %0 - §0 0 L $0 E §714,000

. Tofal Incame | 3461,260 ! $1,296,000 $1,533,240 $1,722840 | $1,753,840 §$s,757,200
Corporate Tax §1¢5, 682.72 %49,554 $650,085.78 | $700.48418 | $743,605.15

Net Incomer : £ $265,697. 28 746:96 j:$l383-,145.24 |$002,355.81 | 31,010,211.84 §'$3,397,9,07,26m
| ROI — “aamn oy e

| 13.69%

51.78%

Favat
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B. Proposed metrics to measure return on investment (ROI)

PROPORTION ENROLLMENT IN
OF STUDENT COLLEGE
ENROLLMENT COUNSELING
300 ;
}.{’/
225 : L
@ Silver / fﬁ"f - Silver
£ Gold 150 ‘ J'#W”' == (Gold
3 Platinum | j/,jj:f e -~ Platinum
. o

2016 2017 2018 2019 2020
We predict a 1% increase in students enrolled in college counseling programs each year

based on our sutveys, and a 3% increase in Exceed Education’s market sharg, beginning at 4%
after our rebranding initiative is implemented. We used these statistics to calculate our revenus

from coliege counseling, tutoring, and test preparation.

In order to measure retufn on investment, we will have new customers indicate how they
originally found out about Exceed Education. In this manner, we will be ahle to track convarsion
rates for the various forms of promotion. We will also be able to determine the number of sales

that would have taken place without the rebranding plan.
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Vi APPENIDIX

Shown below are our prolected revenue streams and rationale for our financial
projections until May 2020,

Year Ended May  YearEnded May  YearEnded May  Year Ended May  Year Erxled May

2016 2017 2018 2019 2020
Tutors smpioyed 5 & 8 § 8
Fee per hour 70 70 70 70 . 70
Hours tutered per day 7 7 7 7 7
Days tutored per week 8 ' g 3 6 8
Weeks futored per menth 4 4 4 4 .4
Months tutored per year 12 12 12 12 12
Total revenue $705600! %8467201 31128080 $1128960: $11280801

Year Ended May  Year Ended May  Yesi Ended May  Yasar Endsd May  Yaar Ended May
2616 T 2018

201s 20520
Students it aies 20000 20000 20008 20000 20000
Percentage of studanis snrolled In college counsaling programs 6% 16% 7% 18% 18%
Hurmber of students enrofled in college counseling orograms 3000 3200 3400 3600 3800
Perceritage of sludents enmiled h college counseling progums at Bxcesd
Ecucation 4% ™% 10% 13% 0%
Mumber of. studenis enrolled in college counseling programs at Exgeed :
Educaflon -

Parcentage of students enmiled in Exceed's Silver Packaga
Number of students enrolied In Exceed's Sliver Package
of nieve sfiidents efediled i Exceeds! Siver Paikate
rom Sfiver Package studants (86,000 perpackage)
Pen:enfage 'of students enrolied in Excead's Gold Packaga
Num studenrs enroiied i eds Cold Packsge

Pemantaga of studsnts anrclled In Exceeas Platirum Packagu 0%

Numnber of ‘students enrolled in Excesd’s P num | P o 94 . m
‘Number of mew. studdntsi eareled o Exéeed g E - Ay |
Rayenue from Platinum Package ‘studerils: (510 006 per pankage) -3250000; | 5z280800
Year Ended May  YearEnded May  YearEnded May  Year Ended May  Year Ended May
2018 27 2018 2018 2026
Nurmber of tutors 3 4 4 & 5
Fee par hour &¢ a0 a0 ao 30
Haours worked per day ) 5 5 5 & &)
Days worked per week g 8 B 5 6
Weeks worked per month 4 4 4 4 4
Moniths wotked per year 12 12 12 12 B P
Total revenue 3 $385800 $518400! 3518400 $648000! $648000
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i EXECUTIVE SUMMARY

The Marshall airport is an integral part of the community. They have become a
hub for attraction and recrsation with their newly constructed Martin Community
Center. The dilemma they are facing is atiracting clients to their facility. The
current target market is confined to only agricultural consumers for crop disease
prevention and Baby Boomers and Generation X members who use the facility
for recreational purposes.

Goal-

The goal we are trying to achieve is to aftract a new target market ta the Marshall Memorial
Municipal Airport. The airport does not currently serve Marshall's largest demographic,
Generafion Y. Therefore, we propose the airport find an event that will attract this genera‘rion.

Froposed Event-

Our proposed event consists of two compenents: a car show and a drag racing
event to be held at Marshall Memcrial Municipal Airport in July of 2015, This
event is focused on attracting Generation Y. With little to no recreational activities
in Marshall for this demographic, an event, such as ihe one being suggested, will
open up opportunities not only for the desired target market, but also for local
businesses to promete themsalves in providing the town'’s largest generationat
group with an enjoyable opportunity.

Generation Y Interest in

Proposed Event
(Survey of 165 Sludents)

Key Findings-

When conducting research regarding the event, we
found ihat there was significant irtersst, and that many
@ Yes & No benefits to local businesses and the airport would
result.

« Next to a neighborhood
+ Safety concern
+ Possible runway damage

Provide airpert with additional revenue
straam

» Bring in new target markat of Gen. ¥
+ Advertise {or current businesses

» Bupport local businesses

Budget-
The idea we ars proposing, with income of $43,315 and expense of $17,815, will vield a net
profit of $26,000.



L INTRODUCTION

A. Description of the business or organization

The Marshall Memorial Municipal Airport sits on 225 acres of land in the small farming.

community of Marshall, Missouri, The airport,
establishad in 1941, provides the local
community of Marshall with a location for
aerial recreation, and agriculiurai air servicas
such as crop dusting. The local military base
alsp uses the airport,

The airport has ohe concrete runway
that is 5,000 feet long by 75 feet wide. A
second turf runway measures 3320 feet by
150 feet. The facility contains 18 hangers, 10
aircraft tie-downs, and a centralized office.
The ainé&:rt is open from 7 am to 6 pm from
March through November, then shortens its
hours from 7 am to 5 pm for the remaining
months. In tht? past year, the airport has

p
i3
rmade capital improvements, such as

lengthening the runway, overlaying it with cancrete,

adding lighting, and making new runway markings.

Marshall Memorial Municipal Airport
Marshall, Missouri

Aerial view of the Marshall Airporf

The airporf’'s business is relatively slow, which is reflective of our town’s economical

state. There are only 24 aircrafts based on the field and the airport only has an average of 105

alrcraft operations a week. The airport's business s divided up as follows: 56% for general

local uses (such as crop dusting), 37% for transit purposes, 6% for air tax, and the remaining

percentage is used for military purposes,



B. Description of the community

Demographics

As of the 2010 census, the population of Marshall is 13,065. The median age in Marshall
is 32.9 years old.The racial makeup of Marshall is significantly different than most cities of
similar size in Missouri. We have a large Hispanic population of 13.2%, compared to the state

average of 3.5%. The large influx of Hispanics is due to the food processing plants located here.

& Genaration Z
B Genaration
B Generalion X
# Baby Boomers
B Silent Generation

Racial Population Percentage

While Alone
# Hispanic
B BlackAlone

Generational Perceniage of
the Population

Geographic

Economics

@ Two of more races
. @ Clner races

Sociceconomics

Marshall is Iocated in the
heartland of Missouri.
Marshail, being the largest city
in Satine County, is the county
seat. Visitors pass through
daily using US Highway 85, An
interstate junction sits Just 10
miles north of Marshall which
helps bring In visitors as well,
Marshall is surrounded by
agriculiure. Many local
residents also have a passion
for automotive. Numerous
racing circuits surround
Marshall, but cnly one
registered 1/4 mile drag strip
exists in Missouri.

The average income per
hausefiold in Marshall is $34,895
as of 2012. That is significantly
lower than {he average Missouri
household income of $45,321.
Marshall's unemployment rate of
6.5% ls nearly one whcle percent
lower than the Missouri average.
Marshall is mainly an agricuttural
cammunity with a large
percentage of cash flow coming
from crops, Hvestock, and other
agricuftural assets. Many
agticufture businesses are based
here, including Conagra and
Cargill. Gther major employers
are Missouri Valley College and
Marshall Fublic Schools.

Nearly 20% of Marshalt Gitizens
that are over 25 years of age do
not have a high schoo!l degree.
This is 7% rnore than the state
average, Twanty-four percent of

the population: lives below the

.poverty level. The socioeconomic

strife can be seen by the free and
reduced unch rate at our local
public schools of 62,2%,



C. Overview of the business or organization’s current target market

The Marshall Memorial Municipal Alrport segments their target market using several

different categories ag shown beiow.

Geographic segmentation

Being surrounded by larger cities masks the fact
that this small centralized town has a high quality
airport, There are two major airports on either sids of
Saling County. The Kansas City Intemational Airport
is located 107 miles west of Saline County, while the
Lambert international Airport in St. Louis is 172 miles
east.

Saline County contains seme of the most
sought-after farmland in the country. The fertile soi
sits on refatively flat ground and is a prime and
profitable location for planting com, soybeans, and
wheat. The large amount of farming in the community
makes crop dusting a necessity, and is where tha
airport gefs most of its business.

Saline County is exposed te all four seasons.
November through March are very barren months for
the airport, due to the region'’s dlimate that consists of
possible subZero temperature and heavy snowfall.
The busiest times for airport traffic are April through
October.

Psychographic segmentation

The airport Is psychographically segmented by
aviation fans, farmers, mifitary men and women, and
crop dusters, Peop[&wﬁo ilke to fiy as a habby or as
a career are some of the main custorners of the
airport. Other cusiomers include those who are
iearning to fly.

Being located in the heartiand of America, the
farming market is very dominant. The agricuftural
clisntele is one of the airport's biggest consumers
curing the spring and late suromer season. During
this time, crop-dusters are busy fertilizing and
spraying weeds.

During the sumrner, more recreational clients
use the fagiity for land photography, transportation,
or lust sight-seeing veniures. A small percentags of
customers are business travelers who needto fiy to &
nearby destination,

Demographic segmentafion

The airport targets mainly the Baby Booimers
generation and older. This censists of cusiomers bom from
1846 - 1864. The airport clientele are of three distingt
categories:

1) White males, who are highly educated, with high
incomes

2} White males who fann for a fliving, mid-income
rahge, high schoo! or some college education

3 Military

Recreational, agricuitural, and military tasks are the
oty real services being provided io airport cilents,

After studying the cument target market of Marshall’s
alrport, we determined that they currently do not serve the
majority of the local population. Current customers are from
the Baby Boomn generation, which only account for 2,688 of
local residents. There is a large, untapped market of
potential customers. As a resulf, we introduced the ides of
drag racing to Marshall and the surrounding communifies.
There is nat any event like drag racing arcund, The closest
thing Is & diri track in Sweet Springs, Missour racing small
motarized vehicles. The drag racing idea would bring
something nsw to aur community that is need of sttracting
citizens.

To reach the largest market segment, Generation v, which
includes 4,205 locaj residents, we are proposing fhat the airport
hold a series of dra*g racing events. For research we used
surveys and a focus group {o determine the generationat
dilemmas and interest In our proposad event. We then conducted
several interviews to learn the airport's perspasiive on their
condition and also to leam from an organization that doas this
event annuaily. We found that both Generation Y and the
Marshalt Atrport itseif feels that It is in need of some n1arksting
assistance. The research alse proved that the Marshall Drags
woLid be a perfect solufion to the inactive alrport.

-4 -



fil. RESEARCH METHODS USED IN STUDY

A, Description and rationale of research methodologies seiected to

conduct the research study

To determine if the airport could attract a new generational group, Generation Y,
we developed a research’study consisting of multiple methods. These methods
include both primary and secondary research. Our primary research included
surveys, observations, a focus group, and interviews. Secondary resear%h includes

information from airnav.com and the city of Marshall website.

Quantitative Research Mefhods:

According to sagepub.com, quantitative research is explaining phencmena-by
collecting nurmerical data that is analyzed using mathematically based me‘choﬁd.s. We
decided to conduct a survey to give to people who belong to Generation Y, asking
them for their opinions regarding our idea of drag racing at the airport.

Qualitative Research Methods:

The Data Collector’s Field Guide states that qualitative research methods seek tg
understand a given research probfem or topic from the perspectives of the local
population it involves. Te gather information about the airport, we Enterviéwed the
manager of the airport, Bill Anderson. We also interviewed an airport executive in
North Dakota that has dealt with airport drag raceé befare. Me provided us with a full
detailed budget and airport regulations for the event to oceur,

Another gualitative method used was observations. We visited the airport and
tock pictures of the activities that were happening. We also used our prior

kncwledge of the airport, since we are both life-long residents of Marshail.

-5



B. Process used to conduct the selected research methods

Arecap of our qualitative and quantifative research methods are shown in the chart below:

Student Survey

Focus Group

Interview- Alrport
Manager in
Marshall, MO

" Interview- Airport
Drag Racing
Coordinator in
Jarmestown, ND

g

Alrnav.com

Marshall-mo.com

A survey was & very imporiant part of our research. We surveyed
students belonging to Generation Yto determine their interest in a
drag racing event at the airport. This allowed us to make a
prediction as fo whether or not people would attend and/or
partticipate in the event.

The focus group consisted of nine students from Generation Y,
and was held the Saline County Career Center, The goal of the
focus group was to find the pofential customer’s interest in a drag
racing event, and to brainstorm ideas that couid ensure &
successiul event. The focus group contained maje and female
students from different ethnic and social groups.

interviewing the manager of the Marshall Memorial Municipa
Alrport aflowed Us to obtain information about the airport faciiities,
develop a better understanding of the current target markst, and
helped resolve any probiems regarding information.

The interview with the event coordinaior in North Dakota
enlightened us about the rules and requirements that need to be
met for the use of the airpont. Alsc, the entire budget for the event
was provided, which heiped us tremendously on figuring our the
projected expenses and profit, ‘

Airnav.com allowed us 1o obtain information about the airpor:;
such as the exact size of the airport, airport regulations, specific
consumer statistics, and any other information about aerial related
businesses.

The city of Marshall's webpage alfowed us o gather information
about the tfown's demographics, geographics, and sociceconomic
factors.



Research Timeline

SEPT 2014 OCT 2014 NQV 2014 DEC 2014 JAN 2015

Suneys-

For our surveys, we designed a small temptlate to keep the survey simple and to
reach all of our desired respondents. We dispersed 165 surveys in order to reacg
students from every grade level (o achieve a better result. Over fifty studenis were
surveyed from each class, freshman through senior. The questions we asked can be

seen helow,

Marshall Airstrip

The Marshall Airstrip Drags is

DfagS an event where the Marshall
Airport will shut down and ailow

Have you ever participated in a drag | the public to participate in an

event? organized drag race and car

Would you participate in this event? | show event one day out of the
year. No restrictions on what

How much would you want to pay to type of cars can enter.
participate?




Interviews-

We conducted an interview will Bill Anderson, the manager of the Marshall
Airport. Ve chose to interview Mr, Anderson because of his vast general knowledge
about the airport and all aerial operations. We set up an interview on December 9, 2014

at 11:30 am. In the interview we asked him the foliowing guestions:

= How are you currently promoting the airport?
+ Who do you consider your current target market?
« How often is your facility used and whom by?

« What are the main sirengths and weaknesses of the airport?

®

Would you be interested in finding a different use for your facility?

We then held another interview with a member of the Jamestown Drag Racing
Association. This particular person actually helps deat with an annually held airport drag
racing event at their airport. We made contact with this person on January 8, 2015
through January 17, 2015. We acquired both an in-depth budget of the event and airport

regulations and restrictions from this executive.

JARESTOWN DRAG RAGING ASSOCIATIGH !
e Frofit and Logs
iy ieouoh Decamber 2014 !
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Focus Groups-

For the focus group, 9 students were randomiy chosen from the advanced
rmarketing class at the Saline County Career Center. These students were chosen
because they are all members of the generation we plan to target, Generation Y, and
they alse have marketing knpwledge that could potentially be beneficial to our project.
The students were from different ethnic groups, different social groups, and consisted of
nearly half males and half females. The focus group was very successful. To start, we
showed the members a video off of YouTube that is very similar to our idea%ﬁThis gave
everyone the overall idea of what we were trying to achieve. We then asked severai

questions, as seen below:

* Wyou could describe the airport in a few words, what would you say?
= What are your thoughts about our proposed proiect, both the pros and cons?

+ What are some things that people in your generstion do now for entertainment?
* Have any of you ever been to the Marshall Memorial Municipal Airport?

* Can you describe your overalf thought of our project in one sentence?

Secondary Research-

Secondary research was used by searching google for the Marshali Memaorial
Municipal Airport which led us to the airnav.com website. From this website, we were
able to get detailed information we needed about the airport. Secondly we searched for
statistics on the city of Marshall and that ted us to the city data website which gave us

plenty of specific information about Marshall.



fv. FINDINGS AND CONCLUSIONS OF THE STUDY

A, Findings of the Research Study

Surveys-

The first question in our survey asked, “Have you ever participated in a Drag
event?” An overwhelming 97% of the studenis in Generation Y we surveyed replied no.
This means that we are bringing something new into Marshail and the surrounding
communities,

The second question in the survey stated, “Would you participate in thAis event?”
The majority of the people we surveyed replied yes. The results are shown in the graph
below. There are 4,205 people in Marshall that are in Generation Y and if the same ratio
we received off of the results from the survey apply to the whole population we can
anticipate a successful turnout. In fact, from the results we can estimate an attendance
just aticive 3,000 people from Generation Y only from Marshalt, let alone the other

generations that may attend and citizens from the surrounding communities.

fy
High School Survey

Yes

<10 -



The final question in our survey asked our surveyors how much they would pay
to attend our event. As you can see in the chart below, the results varied from grads to

grade. The average cost from all the surveys combined came out to exactly $11.00 per

ficket.

Suggested Pay

Average
Suggested
Pay (%)

$9 45 $68.71 $46.88

8 10th Grade (Sophomores)
B 11th Grade (Juniors)
# 12th Grade (Seniors)

Avarage Suggested Pay ($)

30.00 33.00

$6.00 £9.00

$12.00 $15.00 $18.00

-9 -



Focus Group-

The focus group was extremely helpful in gathering feedback regarding the
proposed idea of drag races at the airport. When we asked the students what they
thought about the airport in & few words, we received the following answers;

* Run-down

* Small

= Mundane

* Not community orienied
» Mainly for farmers

When we mentioned the idea for our project, we asked for their thoughts on the

pros and cons:

= Provide airport with additiona! revenue siream
¥

« Bring i

¢ Aavertise for current businesses

k.
rrew targetl market of Generafion ¥

= support local businesses

Ao



When we asked about things that people in our generation currently do for
entertainment, we received the following responses:

« Movies

* Driving around

* Loitering

* Hanging cut at peoples houses

Then we asked if anyone in our focus group had previously been to the airport
and not one student had been. Finally, we a_Sked the focus group for an overall
senfence saying what they thought aboutﬂ Marshall Drags and they said, “It ?s a good
idea, although it will require a lot of work. It has a great chance to be successful, and

this is the perfect community to do it.”

-13 -



nterviews-

Our first interview, with Bill Anderson, went as follows:

Question- How are you currently promoting the Marshall Airpor?

Response- Brochures, Airport advertising, Online advertising, Circulars, and word of
mouth by the pilots

-Who do you consider vour target market?

-Pjlots, Business and-Pfeasure air,

-How often is your facility used and whorn by ?

-Our facility is consistently used about 50% of the time for business, and 50% of the
time for pleasure. A large majority of our business side is for commercial spraying of
focal crops.

-Whal do you consider to be the airport’s main strengths and weaknesses?

-The new runway, taxi lanes, and improved fuel supplies are some great assets. The
outda};d terminal and services provided are some drawbacks. Plus there is no
mechanic on 51‘1‘&.

-iWouid you be interested in finding a different use for your Tacility?

-We are op;(n to any ideas. The new community event center can always be rented out

for various purposes.

In the interview with a member of the Jamestown Drag Racing Organization,
several e-mails were used to converse. Through the e-mails, both an airport regulations
statement and full budget statement were acguired. The budget was then molded to fit
our standards. The airport regulations will be shown to the Marshat Airport to make sure

that the airport is comfortable with our pian of action.

-4 -



Webaifes-

The websites that we used, aitnav.com and marshail-mo.com, provided us with
information about the town of Marshall, such as demographics, ecoromics, and
socloeconomics. Airnav.com specifically helped with information and data on the airport

and aerial percentages.

B. Conclusions Based on the Findings

Based on our extensive research, we were abie to conclude that the vast
majority of Generation Yils interested in a drag racing event at the airport. Every
method of research proved to be greatly beneficial towards our overall cutcome. The
positive standpoint from this research tells us that if we actually put this proposeg plan
into action, not only would a great number of the Marshall population attend, but other
surrounding communities as well. The flip side to this shows us that we need to do more
research on how we can improve the event overall and how we can get the community

involved with cur project.

Overall, the research reached
aur desired generational
groups, got Generation Y's
feedback on our concept and
the communities’ quality, and
proved that there is an

enormous potential for our

project.

<15



V., PROPOSED STRATEGIC PLAN

A. Objectives and Ratlonale of the Proposed Plan

Our overall goal is to attract a new generational group, Generation Y, to the
Marshall Airport. The Marshall Drags is an event that will take place on the airport’s
facility. The plan consists of two events; a drag racing event and a car show. This plan
will not only create a better image for the airport, but it wili create a bettsr image for the
community. The community involvement and advertising aspect of our plan will prove io
be immensely beneficial. We have divided our proposed pian into three main

objectives to fulfill our mission.

Objective- Organize a drag racing event &t the Marshall Memarial Municipal Alrport.
Rationale- Bringing a recreational event, such as drag racing, to the Marshall Airport
will tremendously benefit the community and airport by attracting more clientele to utilize

the fagility while simultaneously increasing the airport’s revenue,

Objective- To atiract a new target market fo use the almport, which includes the
members of Generafion Y.

Rationale- Based on the information acguired from Mr, Anderson, a small percentage of
the airort’s customers are from Generéﬁon Y. Based on our survey results, we have a
solid foundation in which we believe a prodigious number of Marshall citizens, as well
as numerous Missourians, will attend this event. Our proposed plan will give the local
and surrounding members of Generation Y a recreational activity to partake in, which is

our third and final objective.

-16 -



Objective- Provide the people in Generation Y within the community and surrounding
communities with a recreational activity,

Rationale- As our research shows, a shortage of activities and entertainment exists in
the Marshall community. The members of our focus group even admitted to fraveling to
different towns in order to find entertainment. This void can be filled by our plan. We
plan to provide the community as a whole with an entertaining function that contains

both leisure and pleasure.

B. Proposed Activities and Timelines

The airports operational time period is at its buslest in the early spring angi;!aie
summer. There is a “down” period for the alrport, mainly the month of July. During the
month of July, recreational enthusiasts take tc the sir for land photography, short
distance transport, or just plain old fun. The airport's schedule is not nearfy as busy as it
is in the agricuttural months, so there are some duration of time in which the girport is
vacant. We have decided to use the facility during this time. The usual warm weather
and clear skies provide an ideal time to host the Marshall Drags. Only a che-day time
period to use the facility will be needed for the avent. Sponsorships, regulations,

preparation, and promotion are all categories being organized in the event's timeline.

-17 -



Drag Race Eveni-

The drag event will take place on the main runway on the east side of the agirport,
Anyone will be able to enter the race with any type of vehicle; of course 2 valid drivers
license and proof of insurance will be needed to participate. The entrees will be hang-

divided into groups for faimess, The groups are as follows:

Rules and regulations will be set in place to help keep the racers, spectaiors, and
the facility i?se]f safe. Forms will be required to fill out to participate in the drag racing
event to help acquire information about each racer and to make sure each racer meets
the specific goals to participate. The safety factor is paramount in our event, so
emergency units will be attending as well to halp ensure overall well-being. The airstrip
will be equipped with fiming equipment, traffic barriers, markers, and various safety
enhancements. At the end of the event, awards will be given to the top three finishers in

each group. Both a cash prize and trophy will be awarded to those qualifiers,

- 1B -



Car Show-

The car show will take place all day during all the events.
There is a big concrete lot that is normaily used for heoiding planes
(as seen to the right). During this day it would be the location for the
car show. To get the cars formthe car show we would post flyers at all
the local automotive places and other places in local communities.
Also contacting the local dealerships to get connections to car
owners that would enter their cars. Nobody would be allowed to
maKe physical contact with the cars in order to prevent damage. All
the pedestrians that come through the car show will be able to vote
for the best looking car and the winner of the car show will win $500,
second place winning $250, and third place winning $100. The cash

prizes will be provided by the earings from the event, as well as

from the sponscrs’ contributions.

Timeiine-

APRIL 2015 MAY 2015 JUNE

DEC 20614 JAN 2015

- 19 -



Research-

Surveys: (Completed)

We distributed our surveys throughout the Marshali High School on Decernber

8th and collected them on December 12th.

Focus Group: {Completed)

We organized and heid a focus group in the Saline County Career Centar’s

meeting room on December 10th. The meeting was held from 11:45 to 1210,

Interviews: (Compieted)

We conducted our first interview with Bill Anderson on Decernber Sth at the
Marshali Municipal Utiities office at noon. We also canversed with Tami Berg of the
Jamestown Regional Airport in Jamestown, North Dakota. We got in contact via email

on January 5th through January 12th,

Event Design-

Logo / Plan Event: (In Progress)

Thefinal logo and name for the event was established in earty January. Planning
the event schedule and coordination with all corresponding attributes of the event

started in early January and is projected to end in near April,

Budget: (Completed)

The event’s budget was modeled after a budget plan from the drag racing
organization in Jamestown, North Dakota. The budget was given to us on January 9th

by Mrs Berg.

-20 -



Acquire Sponsors-

(To be accomplished)

Sponsors will be acguired by contacting each business individually or geing to
the place of work. Spansors may reach outside the township of Marshall, such as
Columbia, Missouri. The process will start in the month of April and shouid conblude

near the end of May.

Promotior-

{To be accompiished) 3

'3
g

Signs will be placed at numerous points around Marshall. Radio ads will be

broadcasted on the local radio station KMMO, and possibly the much larger radio
station of Columbia, MO, Q706.7, which has a wider reach. T-shirts for staff will be

made and ordered in mid May. These shirts will alsc be available for purchase at!'the

event. All of these promotional efforts shouid be completed by the beginning of June.

Event-

(To be accomglished)

The main event will occur in the month of July. We will have to get in touch with

' Bill Andersan to finalize the date of the event with the airpert. The vendors will arrive
the morming of the event to set up all of the equipment such as the stands, traffic
barriers, and timing equipment. The event shall start in the early afternoon with the car
show and shortly be preceded by the drag event. Both aspects of the event will be
nappening simultaneously to keep all the participants involved and accupied. The event
should conclude around 8 pm. after the drag race has finished, the awards will be given
immediately afterwards. The entire event should end around 9 pm. Clean up will need to

be finished that night so the regular airport actions will continue the following day.

RS



c. Proposed Metrics or Key Performance Indicators to Measure Plan

Effectiveness

Our proposed pian’s effectiveness will be calculated by the following
measurement {ools.

Vl. PROPOSED BUDGET
Costs Associated with Proposed Strategies
The Jamestown Drag Racing Association fram North Dakota has provided us

with a full, in-depth budget for their annually hosted event. The event that they put on is
aimost identical to our propesed idea, sc we made some minor alterations to modify the

budget io our event. Our budget for the event is as follows:
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Grant from M.S.E.D.

$ 5,000.00 B Advertising

Food Vendors $ 550.00 Banners & Signs & 207.34
Gate Faes {Spectators) § 8,607.00 Fosters § 705.91
Racers $ 11,345,00 [§ Radio Ads $ 1,750.00
T-Shirt Vendor $ 200.00 f{ Staft T-shirts 5 204,74
Miscellaneous tncome $ 25,702.00 Advertising Expense 3 2,8687.99
Sponsorships/ Ads Miscallaneous
Business Cards 3 1,875.00 Ambulance Service 3 1,368.75
Trophies $ 488.00 Annatncer $ 350.00
Lane Sponser % 3,000.00 Equipment Purchase $ 18.18
Auto Zone 3 3,000.00 :}ff: Equipment Rental $ 1,481.00
O'Hallly’s $ 1,500.00 & Insurance $ 2,237.63
Thomas Oil $ 1,500.00 Ajrport Repairs $ 2,560.00
Exchange Bank % 1,000.00 Trophies ) 800.00
Wood & Huston Bank $ 1,500.00 Tirning Equipment $ 1,351.44
Cammunity Bank N 1,00C.00 & Uilities 5 229.03
Elmer Hara Ford & 750.00 B Misceilaneous Expense 5 9,845,28
John Reclor Motors ) 750.00 Payouts
Marshall Dodge 3 750.00 "Classics” Class 3 850.00
MACO $ 500.00 “Grocery Gettars” Class $ 850.00
Ted’s Auto $ 500.00 “Trucks” Class $ 850.00
Sponsorship Income $ 7 A8113.00 "Tuned” Class 8 850.00

“Exotics” Class 3 8650.00

;::f: Car Show § 850.00

Payout Expenses 5 5,106.00
Total Income 43,815.00 [}] Total Expenses $ 17,814.27
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income-

Grant from Marshall Saline Economic Development Corporation:

The Marshall Saline Economic Development Corporation is a city organization
that grants money o upcoming ar incoming businesses to help aid them in the start-up
process of their business’s life. We were able to reach this organization and receive an
estimate on the amount we could expect. This estimate that we received was

$5,000.00.

Vendors:

Since our event is to start right after noon and continue through the night, nearly
10 hours, we believe food vendors are a necessity and another opportunity for revenue.
An apparel vendor will also be part of the event, 1o further sponsor the event. The

vendors wili give the event 15% of their eamings,

Gafe / Racer Fees!

Theﬁeentry fees from both the spectators and racers are a prodigious portion of
the earnings for the event. Our surveys gave us an-insight on how much these
participants would be willing the pay in the generation we are trying to reach,

-

Generation Y.
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Sponsorships:

We are allowing several opportunities in our event for local and surrounding
businesses to promote their business. The first sponscrship opperiunity that we are
offering are business cards. These business cards will be distributed ail throughout
Saline County and Misseuri itself, On the back of the business cards will be slots for
sponsors to advertise their 1o§o and name. Another sponsarship coportunity are the
trophies that will be awarded to the top three finishers in gach category. Only one to twé
sponsors will be able to put fart their name on these trophies due to limited space. A
small plaque will be placed on the side of each trophy with the sponsor’s logo or name
on it. The lane sponsor will be a big opportunity for sponsorship because the lane will be
referred as the sponsor's name throughout the entire event.

The locat owner of the AutoZone store in Marshall is a big drag racing entﬂr;usiast
himself, so we expect & large sponsorship from him. Thomas Off, being influenced by
the racing culture, and O'Reffly’s, another local automotive supply store, are both very
promising sponsors that are in our local community. In Marshall, there are three main
banks that compete over the opportunity tc sponsor focat events. Wood & Huston is
undoubtably‘ﬁhe most extensive bank in the community, but we can expect large
' sponsoréhibs from alll cfthese banks, We expect the local automotive dealerships will

also be very generous in their sponsorships towards the event.
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Expenses-

Advertising:

Banners, signs, posters, radio ads, and staff t-shirts will be some of our methods
of advertising. The expense price for all of these methods are all based on the local

businesses that gave us an idea on the cost.

Ambulance/ Emergency Setvices

To take precaution, we have made it a must to have emergency services at the
event. EMT's, the Marshall Fire Department, and the Marshall Police Departmeant will all

be attending the event to ensure the safety of all partaking in the event.

Announcer;

An announcer will be beneficial to keep the spectators up te date and the entire
event org a@'{z-ed. Announcing necessary event information and the winners will be the

task of the hired announcer.

Equipment Rental:

Generators for fighiing, conerete traffic barriers, and stands for the spectators,
are all necessary equipment for the event to operate, and that will need to be rented for

the event,
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Insuranhce:

Insurance will be needed to heto protect the airport’s facility and participanis of
the event, although a waiver will need to be signed by the racers that will state neither
the airport, event, or other racers will be liable for accidents that particular participant is

involved in. He/she alone is liable for themsalves,

Airport Repairs:

The drag racing organization in Jamestown, ND gave us an cverview on how
they handled the damages to the runway, A before and after picture was taken of the
runway in order to comply with the set regulations of the Jamestown Airport. The re-

pavement of the starting line of the drag race was the only damage to the FUrway.

Timing Equipment:

Timing equipment will be utilized for the sole purpose of timing the runs. This
equipment will also make the decision on which racer won their race and wiil be more

refiable and accurate.

Utilities:

These includs slectricity and water usage, but will be, more than likely, net used.

-97.



Payouts / Trophies:

$ 500.0G - First piace

¥ 250.00 - Second place

$ 100.00 - Third piace

These amounts are identical for all categories of the drag race event and the car
show. The frophies were appraised by the local trophy supplier, Vikings Athletics, which

allows us to have an accurate cost for this particular expense.
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I  EXECUTIVE SUMMARY

One- {0 three-page description of the project

This market research study will focus on the development of a long-tenn eniployee engager srategy at 215 Marketing, a
fuil-service marketing agency based in Philadelphia, PA. Gallup, a leader in market research, defins =d employees as those
who are “involved in, enthusiastic about, and committed to their work,” Building a team of engagel tnizizvess will allow auy

. Although 215 Marketing
2 213 Marketing iz a

business, and specifically 215 Marketing, to succeed as  service business in a highly competitive :
possesses a team of driven employees, it does not have a scalable and measurable engagsinent s
young startup, iis engagement sirategy must be fluid enough that it can sustain rapid growth a
employees. Employees are currenily engaged through a combination of benefits and company cuit
method of gaining feedback from the employees themselves. Cur plan will create an employes eng sTategy for 215

Marketing that will foous on the key issues that are a hindrance to emgagernent today, bur will be 2 = = strategy at the same time.

= of many more
A there being any

Research Methods Used in Study

Our research study consisted of secondary and primary regearch. We frst developed a ¢}
engegement by reading Gallup’s 2013 1eport on the statos of sngagement inthe 1.8, After gainin
learned about the services 215 Marketing has to offer by visiting the company websits, blog, and in, Through this online
research, we learned that 215 Marketing has a tight-knit and driven team. Afterwards, we conductad prrmury research fo gain insight
ip. Our primary research

wrstanding of employes

sound knowledge, we

mic to the engagement strategies developed by the managers and carrent levels of en gagement at the gt
consisted of employee surveys and interviews, as well as detailed interviews with the managers. In zdd:izon, we conducted phone
nterviews with several of 215°s competitors, in order to leam ghout engagement sirategies they ave 1 r We algo visited their
websites and blogs. Upon the conclusion of our primary research, we once again conducted secondary research in order to develop
specific solutions to the engagement issues we found during our primary research, '

Findings and Conclysions of Study

Upon completing our research study, we organized our data fnto a SWOT analysis. Owr resulis are as follows:

e Strengths - the managers and employees are close friends, employees believe their job furthers the company’s mission, fun
culture balanced by hard work, free coffee, fTee healthcare, and free Beazs headphonas

@  Weaknesses - lack of transparency between management and emplayees. lack of a long-term strategy, lack of & professional
relationship due to the friendships they have, high levels of stress, employees don’t get to foous on individual strengths, the
office space is inadequately painted and fnjshed

»  Opportunities - better horizontal and vertical communication, development of a long term -
competitors, increase success of the company through more engaged employees -

@ Threats - competitors such as Push 10 and Nimblelight develop stronger empioyee engagerant strategies, thus bettering
their bottom line -

2w exceeding that of its

Pronosed Strategic Plan
To address the engagenient issuss discovered during the research study, we propose a stratszic lan that encompasses &
major goals; these & goals entail a well-rounded approach for long-term engagement. For our first 2.l o improve wellbeing and
reduce siress, we propose a mindfulness program, a gym and health food store campaign, daily moroing walks with FiBiz, and
tri-yearly cornpany retreats. Te increase staff communication, our second goal, we propose menthly
manager meetings, monthly employee engagement surveys, and lunch and learn. The third goal iz
employse accomplishments, and to accomplish this, the company will use the iDoneThis computer
opportunities {o focus on individual strengths, the fourth goal, they will go to industry conferences

learn through ouline

courses, and practice 10% time. To establish clear expectations and boundaries for the employess, the £17h goal, they will develop
o224 renovates the office space,
= “Mindfulness Room,” and

core values and have a sit down discussion about each employee’s role within the company. Finally

and to carry this out, 215 will paint one wall teal, hang motivational posters, convert a small room i
replace their normal desks with height adjustable desks.

*




. INTRODUCTION

A, Description of the business ar erganization

215 Marketing is a tull service marketing agency based in Philadelphia, Fennsylvania. Young, agile, and high
energy,” they specialize in website development, integrated marketing strategy. B2B internal and exterral support,
content mearketing, and search engine optimization, 215 Marketing prides itself on its mission to deliver consistent and
measurable results for the clisnts that seel out ifs services, as well as its ability to “teic their online presence to the next
level.” By taking a comprehensive and | ST -
client-centric approach to developing marketing

strategies, this agency is able to successfully

brand itself as‘—“Brand Builders. Digital
Dreamers, Marketing Mavericks.” .

215 Marketing was founded by Jon I. V-_z¢l, Garrett Gillin, and Fdward Revbitz in 2013 ina startap {ncubation
program at the Baiada Institute of Entrepreneurship at Drexel University, Vogel and Gillin currently ran the company
with the goal of {zldng digital markefing to new he-i ghts,

215 Marketing provides a variety of services, primarily in digital marketing, that allow fheir clents to find great
success in a teckmology-driven era of advertising. Digital marketing is the promotion of products throngh elecironic
mediutas, such as the Internet and socizl media. This form of marketing results

in increased communication with cusimers and generally has a smaller

budget than traditional advertising, great option for businesses of
all sizes. Upon developing a website for a client, 215 Marketing works on the

company’s brand elements and materiais, on-site blog, social media, channel

reputation, cominunity cutreach, and metheds of outhound marketing. Of
course, smee 215 Marketing’s main fooas is digital marketing, they excel in
web design, mobile app and software dzvelopment, landing pages, and

ecommerce. They offer general markering strategies to their clientele as well,

which include logo enhancement, print advertising, and general consulting. As

(%]




an official Google Partner, 215 Marketing is recognized as an onlin: advertising professional with expertise in |
Google Adwords. 215 Marketing’s employees refer to their company simply as 215; henceforth, we will do the same in
our report for ease of reading,

Although 215 is still a startup, an entreprensurial venture in the first stage of its operations, it works with
companies of all sizes across many different industries and is rapidiy expanding the scope of its business.

B. Déscripﬁ@n of the community (economic, geogrzphi_c, demographic and socicecenomic factars)

The current popuiation of the United States is around 51%,9 million, making it the third most populous country in
the world. It has established itself as the wotld’s largest econoniy with 2 GDP of 16.8 trillion USD. With the rise of
digital marketing? firms like 215 will be in high demand. According o a study conducted by market research firm Muendo,
80% of companies plan on increasing their digital marketing budzets over the next 12-18 months, In fact, U.S. spending
on digital ads reached an astom}ding $60 billion in 2015, and this number will only continue to rise. It is evident that in
the 1.5, and the world at large, digital marketing is on the rise. A need for innovative digital marketers has al]bwed 215
to thrive, as they serve clients in PA, NI, and around country. Small businesses started by entrepreneurs are the backbone
of the US economy, and these entrepreneurs requite marketing sitategies to position them for success in an Increasingly
competitive envirenment. 215°s umique skillset positions its clienis for success, as well as the agency itself.

Specifically, 215 is based in Philadelphia, Pennsylvama. This city is the largest in Pennsylvania, with a
population of around 1.5 million people; it is easily considered =2 econoraic and cularal hub of the Delaware Valley

region. Starting a business in Philadelphia in the manner Voge! Gillin, and Reybitz have done certainly has its
advantages. Philéde}phja is an hour away from New York City, the cost of Hving is affordable, and it is exiremely nearby
to business schoels that produce some of the best entrepreneurs {including Drexel University, the school the co-founders
of 215 attended). In fact, some of 215"s employees were hired siraighs out of local schools. Philadelphia is compact and
intimate enough that a lot of entreprensurs and comnpanies tang = krenw sach other, making it easier to network and build
relationships as opposed to a large city like New York. Philadelnhia is also considered the perfect startup ecosystem,

consisting of “incubators, accelerators, and access to fimding and other suppert from universities and nonprofits [...] these

things work i concert to help people turn innovative ideas into businesses” (Popular Mechanics magazine).




€. Overview of the business or organization’s current calture and employee engagement strategies

2157 culture is one of a typical startup; this in tum heavily mﬂuencgs their employee engagement strategies, The
overall culture, as espoused by Mr. Vogel, is “work hard, play hard.” All the 61111510yees lead highly productive days
while in the office {sustamed by several cups of coifee), and if need be, will work over the weekend. The managers’
guiding p’nﬂosephy, which outlines the environment and culture at the office, is “the dream is free, but the hustle is sold
separately.” As such, 215 only hires analytical and critical thinkers who have incessant drive, and when such individuals
come together, a high-energy, creative, and collaborative atmosphere is created. 215 consists of a very small team, as
there are only three employees and two cofounders (who are also the managers). Because of this, there is camaraderie and
mendship between all members of the 215 team, and they often meet outside of work in social settings. In addition,
emplayess are allowed to come info the office late, get two weeks paid vacation, and don’t have to give an advance notice
to the managers for vacation. However, this intense level of comfort can also prove disadvantageons, as we elaborate later
on. Furthermore, Vogel and Gillin have worked to create a flat organizational structure instead of rigid i2rarchy, As
such, the employess are mostly autonomous and don’t receive constant direction and supervision from a manager.
Despite these benefits, there is a lack of'a long-term employee engagement strategy at 215, Because this is a startup, the
manzgers have been focused on other aspects of their business, such as building a clientele and cementing their buginess
model. The current engagement strategy is incomplete and is one based off of a unique culture and perks: these benefits
incindes Beats headphones, coffee, health insurance, and 401(k)s. While such factors are the beginnings of a successful

agement strategy, no long-term strategy has been developed to sustain the company as it scales, In other
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concerns of the employees are being taken into account on a continual basis,
III, RESEARCH METHODS USED IN THE STUDY
A, Blescription and rationale of research methodologies selected fo conduct the research study
Crar employee engagement research study consisted of primary and secondary research and employed several
different methods of gathering data. The objectives of cur preliminary secondary research were o obtain an overview of
employec engagement. gain knowledge about 215 in general, and learn about how the company’s employees interacted

with their clients, Afterwards, we conducted primary research to obtain specific data regarding the level of engagement




and the current engagemnent strategies at 215. We also conducted phone interviews with some of 215°s competifors

to learn about engagement tactics they utilize. Upog the conclusion of our primary research, we once again conducted
sacon:3ary research to learn about engagement tactics used by companies in order to develop a long-term engagement
strategy for this company. Our study was split into three parts, consisting of Phase 1 - Preliminary Background
Information (secondary research); Phase 2 - Engagement Study at 215 and Competition (primary research); Phase 3 -
Engagement Tactics Internet Search {secondary research). Each part of the 1‘656&1’511 study will be named aiter the phass

and ordar in which it was conduciad. Research Method 1.1, for exalﬁpie, would be the first task conducted in Phase 1.

1.1 Gallup’s Report: State of the American Workplace {Secondary): Gallup, the industry leader in market research,

released a 60-page report in 2013 on the status of emplovee engagement in the U.S. This report provided us with an
gverview of engagement, its importance and benefits, and the overarching strategies for improving it. Specifically, it
highlighted the fact that engagement begins with the managers. In addition, the report discussed Gallup's §12, a
thoroughty researched employee engagement survey, Gallup also siressed the importance of measuring engagement and
has designed several tocls for doing so.
=  Rationale: As the inspiration for this year’s DECA Operations Research topic, we knew that this report would provide us
with the information necessary to understand the complexity of employee engagement and start our research study with a

firm grasp of the topie. The organized and concise structure of the report only served to enbance cur understending of

e

engagement, Furthermore, the Gallup Q12 gave us insight as fo what direction cur primary research should take in terms o
the questions asked and benchmarks measured.

1.2 Wehsite. social media, and blog (Secondary): In order to gain background information on 213 and ity services, we

thoroughly navigated the comipany website, blog, and various forms of social media. 215°s website describes the fypes of
services they offer, lists the clients they’ve worked with, and highlights their “client-centric” mindset. We also noticed
that the company blog had been inactive for a full year,
= Rationale: Through online research, we aimed to gain an understanding of 215°s culture and attitudes, as well ag learn akont
its services. From their social media, we ganged that the company has a close-knit team and unique culture, while from their
site we leamned that tﬁeir team is driven and hardworking, By studying their cnline presence, we were able {o understand the

brand image 215 intends to project, which is cne where the employees are highly committed to the startup expedence.




1.3 Goggle Reviews: Emplovee - Customer Interaction (Sccondarv): To leam about the employee interastions

with customers, we read Google Reviews that 215°s clients have written, These online teviews made several positive
qualities about the 215 team and discussed the overall eﬁpen‘ ence of working with the team,

e Rationale: How clients felt about the team can offer some insight ebout employee performance levels, and to a certain
extent, engagement. However, we were careful not to make the mistake several companies do, which is to mistake
productivity for engagement. It is possible to be semewha: éisezlgaged and still productive. Through this, however, we aimead
to determine whether employees were productive. Further research gave ﬁs insight about whether emplovyees were
productive and engaged, or productive and dizengaged.

2.1 Emplovee Survevs (Primary): We created an onii;ae Google survey for the employees at 215 to take. Some of the
_questions were inspired by the Gallup Q12, a survey that has been tested thousands of times, while others were

apen-ended that required eroployess to describe what they liked and disliked about working at 215, We also asked

employees about the length of time they have been workin ¢ at the company, the number of hours they work per week,
and the level of stress they experience due to work. Most of the questions were asked on a scale of 1-10, with only a few
requiring the empleyee to type a seatence or two.
¢  Ratiopale: In a survey mmost people are not inderested in writing out sentences, bt would rather fifl in a bubble or check in a
box. As such we designed a survey in which a vast majorisy of the questions involved selecting a number on & scale from
1-10, while 2 questious required a sentence-fong explanation. As the first research method employed in primary researcly,
our goal was to gange the level of emplayee engagement. Furthermore, we asked quick and stmple questions so that
employees would feel comfortable in giving honest answers. We understood that the quantitefive data from the SUIVeys
would be ingtrumental in formulating interview quesdans.

2.2 Emplovee Interviews (Primary): 10 minute interviews were conducted with each of the three employees in which

we asked them to elaborate on their opinions about working ar 213, discuss the current methods Vogel and Gillin utilize
to engage them, what they dislike about working at an early-s:zg2 venture (as opposed to a large corporation), and what
they would ke management to do in order to improve their engagement,
& Ratienale: The smployee interviews allowed us to gain deeper, qualirative insight into the empleyees’ opinions about their
work life and how management could increase their engagement, Interviews are the perfect medium to diseuss ANy CONCEerns

the employees have, since they may have felt uncomfortable in doing so in the survey. Furthermore, any open-snded




questions we could not ask in the survey. we could ask n the interview setting. We also had the opportunity to ask
follow-up questions and engage In a true conversation, thereby obtaining meaningful answers.

2.3 Manager Interviews (Primary): We conducted an hour-long interview with each of the managers, Jon Vagel and

Garrett Gillin. In these inferviews, we asked about current employes engagement strategios, how 215 Giffers from its
competitors (in terms of culture and team), who inspires theit current engagement strategy, and what they’d like to
mprove on for engagement. We also inguired about the benefits employees receive and what the hiring process looks
like. In other words, from the moment s candidate is being selected for a job at 215, we wanted to understand the
managers’ thought process and approach towards employees,
¢ Rationale: In order to understand the thought process and thinking that goes into creating the unique culture at 213, we
knew interviews with the managers were cssential. By interviewing the managers and employecs separately, we were able to-
pinpoint places where a lack of communication was ocourring, Furthermore, we lmew how engaged the employees were, but
we whnted fo see if the mansgers wate aware of the concerns the employees had raised with us. Overzll, we wanted a closer
look ar the reasons the engagement strategy is what it is, and input from the managers on how it could be improved.

2.4 Perscenal Observations (Primary): While visiting 215 office to conduct the interviews, we observed the physical

layout in order to assess how comfortable of a setting the employess had to work in.
s Ratiorale: The environment one works in can substantially affect mood, productivity, and engagement. As such, we needed
to observe the office to determine if a lack of paint and furnishings were negatively inpacting empleyes engugement,
Because they are a startup, it is likely thev simply never had time to focus on their physical office space,

2.5 Competitor Phone fnterviews and Website Research (Primary): For a service business, an engaged team can be 2

valuable core competency. In order fo determiae the kinds of company culture and engagement strategies employed by
this company's competitors, we conducted phone interviews with eight competitors and researched the websites of these
companies, In addition, we investigated their company blogs to leam about their culture.

e Rgﬁona[e: By researching the company :almre and learning about the engagement practices usad af several competitors, we
could determine whether or not 215°s unigue culture was really unique after all. Because 215 cmrrently depends on its culture
as a primary engagement tactic, we needad to investigate strategies utilized by competitors, who benefit from engaged
emiployees, end gauge where 2135 stands.

3.1 Internet Research - Engagement Tactics (Secondary): After completing primary research, we looked online for




different methods of impmvmg engagemert. This research was specificaily based off the resulis we had obtained
during the primary and secondary ressarch from before, so that we could tailor solutions dirsctly to 215's needs. Through
this process, we were able to develop a 7lan 1o impro- o employee-engagement.
¢ Ratienale: The purpose of the rasaarch study, from the very begining, was to pinpoint areas for improvement and develop
a plan. Upon gathering data from 215 and its competitors, we were ready to develop a long-term sirategy that was highly
targeted and specitic to issues found in this company earlier.
B. Frocess used to conduct the selected research methods
Our research study consisted «f secondary and primary research, both of which were separated into specific
phases. In order to maximize the quantity and quality of the data we gatherad, Wé utilized several research methods,
including surveys, interviews, and personal nbservations. Phase 1 of our research was our background secondary
research, Within Phase [, we had three d¢fferent sections, Phase 1.1 consisted of a thorough reading and analysis of the
Gallup ’Report 2013 on emiployee engaéement. After understanding what enployee engagement was, we conducted
Phase 1.2, in which we researched 215 itself through its websiﬁe, blog and social media. Our purpose was to gain a sense
of what 215 did and of its general culture, Upon learning about the company, we conducted Phase 1.3, where we
_ consulicd online Google Reviews to get a sense of how 215%s clients falt about the company and employees, so that we
could determine if the employees were engaging well with their clients. We knew, however, that further primary research
was hecessary in order to defermine if the positive customer service reviews were an indication of engagement or simply
productivity. Each of these methods werz conducted at home or online in the order presented above, The second part of
our research study, Phgse 2, was the primar research conducted primarily at 215’ office. Before visiting the office, the
cmployees all took an online survey we creaied, so that when we visited, we could discuss their survey answers, In
preparation for our primary research at ize 215 office, we also developed interview questions for the manager and
employees based off of our secondary research and survey results. While at the office, we made sure to take note of our
sunoundmgs'and assess the physical environment. Afterwards, we called several competitors o learn about their
strategies. After finishing our primary r2sezrzh, we conducted the final stage, Phase 3. At this point, we had uncovered

engagement issues at 215 and needed to develop solutions, so we researched solutions online and combined them with

our own ideas, Any remaining questions we had for the manager were discussed via ermail,




IV,  FINDINGS AND CONCLUSIONS OF THE STUDY
A, Findings of the research study

1.1 - Gallup’s Repart: State of the American Workplace: As part of our secondary research, it was imperative that we

read Gallup's report. 2s it gave us a sense of what employee engagement is comprised of and how it could be measured
and made better. Our take away findings from this report would later support the rationale for portions of our plan. We
found that employers r.2ed 10 focus on employee strengths to meake them feel valued and find ways to incorporate
wellness programs w improve overall weilbeing. Furthermore, we were introduced to the concept of a “honeymoon
period.” Essentially, an employee in the honeymoon period has recently been hired and is thus engaged and enthusiastic
on the Job. However, this Is not necessarily indicative of successful company engagement sirategies and as a result, many
companies often mistake the honeymoon periods for true engagement in their gmployees.

1.2 - Company Wehsite. Social Media. Blog: We also found it necessary to conduct secondary research on the company

itself. However, because 215 1s a young conpany, its online presence is not at a point where extensive research coul b2
dore online. However, their website was informative and became the main source for gathering important hackground
information about the company. One of the key i(;.eas we gathered from their website was.that their culture was unique
and reflective of the startup model. They described themselves as “young, agile, and high energy,” as “having a work
schedule they know zbsolutely nothing about,” and having consumed “23,328 cups of coffee.” While many of these
comments are conveved in Jest, they do serve to show that their passionate and tight knit culture is definitely a strength

worth preserving 23 we ceme up with our pian to improve the engagement.

L.3 - Geogle Reviews: Several of this company’s clients have written online Google Reviews, and we found that they

were all positive. Clierts found the team to be very personable yet professional, as well as honest and reliable. Through

this, we leamed that 21573 eployees are productive when dealing with customers, but not necessarily engaged. To truly

determine :f the emplovees were simply productive at work and still slightly disengaged, we needed to conduct primary
research with the tear.

2.1 - Employee Survevs: The employee surveys were the first part of our primary research stage. To conduct thess, we

created an online survey via Google Forms for the employees to take prior to our arrival at their physical office. Before

presemting this data, it :s important to note that each employee has a different profile and different role in the cOmpany




that impacts their r&sqlts. However, we also wish to keep names private. Therefors, to account Zor difference in
roles and to maintam_ancnymity, we have designated each employee a chariged name: Danjel, Natalie, and Lindsey.
These titles will be utilized throughout the rest of report, with a description of each as follows:

I. Daniel - a pay per click analytics associate who has been working at the coméany for 1 week

2. Natalie - an account manager who has been working at the company for about § months.

3. Lindsey - a graphic designer who has been working at the company for about 1.5 yers.
For our survey, we included 11 statements and asked each of the employees to rank the truthfuiness of each statement on
a scale of 1-10, 1 being not applicable at all and 10 being completely true. Then, we asked them o open ended
questions where they could formulate their own resporises about what they liked/disliked about working at their company.
Afterwords, tilere was one question about their stress level on a scale of 1-10. Each of the 15 questions - along with

employee responses and a little information/explanation about them- is as follows:

+*

. . . Question L") Know what ig
CGuestion 1: I kmow what is expected of me at work. As evident from the graph to the . Expecmd atWork!

right, some employees, with the exception of newly hirsd Daniel, aren’t 100% sure what

i do all the time since the company is a startup and everyone i fulfilling several roles.

Question 2: At work, I bave the epportunity to do what T de best every day: Because
Sueston 20 “A Work. ] Have the
dpperiunity 1o De What | Dz Sest

the employees are taking on several roles, their ability fo focus on their strengths and w SV B

primary job is diminished, and this is samething even Daniel experiences only 6 days in,

{Juestion 3: In the past week, [ have received recognition or praise: As the graph

mdicates, employees do not receive much praise for their employers, creating a situation
Qreston 3: "in e Pt Week, THave
= ot o4 Pralse for
_ Doitg Good Werk®

in which a lack of motivation can arise. However, Dan gave this a 10 because he is new.

Question 4: My superviser cares about me as a person. Management has done an

excellent of making employees feel welcome and important, as all employees gave this

question a 10, Guesties 5 in e Las Theae Wi, my
Superusr and | Have Had a Meaningful

. Da'l.eu!.ﬁlun A.bnmlhy Mranglhe

Cuestion S: In the last three months, my supervisor and I have had a meaningful -

discussion about my strengths, These numbers are high (graph fo the right), but not high




enough if the managers and emplovess have truly had 2 meanimgful discussion

o
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I
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15 in ‘ica‘g that a
discussion had taker place, but it has not been satisfactory.

(uestion 6: At work, my opinioas seem to count. Because 213 is a starmup with a few emplovees, each pefson’s voice
is heard, giving everyone a sense of accomplishment and importance, and this i3 crucial for employee engagement. As
such, each employee gave this category a 10. In this case, the startup experience aids engagement.

Juestion 7: ¥ know this aompz!;ny’s mission, and how my job fulfills that purpoese. Vogel and Gillin have been
successful in communicating the company’s overall mission fo the employees. who in turn feel like they are continually
working towards accomplishing that mission. All emplovees gave 10s.

Question 8: I feel as though I am part of a community, The tight-knit culture of 213 is definitely an asset, as all the
employees and managers are friends an& feel comfortable at work. As a result, employees do not feel apprehensive while
sharing their ideas and opinions, All emipioyees gave 10s.

Question 9: I have opportunities at work vo enjoy and have fun. The 215 culture 15 “work hard, play hard” and the
employees, as evident from their responses, thrive in this environment, All employees gave 10s. Despite the fun they
have at work, their jobs still cause high levels of stress, which cumrently goes unaddressed,

Question 16; [ have opportunities to grow aud advance in my pesition. In a startup,

Question 1%; " Have Opporunites u1
Werk m Grow and Advance in My
., Position Whhin the Company”

although the employees can not move up in pesition technically, they are still learning a lot
and have the opportunify to take on more responsibility as they gain experience, :

Question 11: I &ry to go aboeve and beyond what is expected. Generally, the emplovees

Darniel Heralle Uirtzey

putin as much effort as possible. Notably, Lindsey, the longest employee, chiez = scors of
Queston 11: *{ Try 4o Go Abeve and

Seyond What |s Expeoted af Me at Work”

6, lower than the others. Thus, it can be inferrad that as an employee stays at the company
longer, the less mofivated they feel because no concrete engagement strategiss exist,

Question 12: “How many hours a week do you spend working at 2157 -

Sarniel Natallz Lirdsay

Daniel: 40-50 hours
Natalie: 45 hours
Lindsey: 45 hours

Question 13: “What is the BEST part abont the work culture of 2157 Tell us in a senfence or two.”

Baniel: %[ like that the partners are very passionate gbout what they do, they truly believe in their company and it shows through

11




boil their wark and the appreciation of their clienis. I also like that they ave eager ro help we learn the 1ools that I need to
progress in iy pasttion.”

Natalie: “We're a young group. and because of that there is a never a dull moment working ar 215, Our work environment is very L
dynamic, very fluid, and laid back yet hard working.

Lindsey: “The jriendships that we have”
Question 14: “The not-so-great part about the work culture of 2157 Tell us in a sentence or twe, ©
Daniel: "Ive only been working here for a week and I haven't noticed anything that I would say [ don't like.

Natzlie: “[Vhat can also be constdered a bonus to working for a young company can alse be Jrustrating. There are a lot of
unlmowns and uncertainties.”

Lindsey: “Very smessfil all the time. Unorganized sometimes, No one to learn from sometimes, ™

For each employee, all of their responses were averag;:d together (and the open ended responses wera taken into account)
.to create a single number which, on a scale from _1~10; represents thelr current engagement level. Daniel has an average
score of 9.6, Natalie has an average of 8.2, and Lindsey has an average of 7. 6. These numbers will be used to measure
employee engagement after the implementation of our plan, which will be explained later as part of the metrics.

2.7 - Employvee Interviews: For the next stage of our primary research, we conducted interviews with the three

employees at the actual office, The interviews with the employees were much less rigid in structure than the survey and
aliowed for more spontaneity in questioning and detail in responses. Here are the ta}:eaway points from each individual
employee:

Daniel: Daniel had nothing negative to say about the company or its engzgement strategies. For him, the major
mghlights for working for 215 are that he has been taught so much by the management since he has arrived and that the

reiationships between everyone are great. He feels very connected to his job and to the greater mission of 215 as whole, It

is important to note that Daniel has only been at the company for 6 days at time of interview, and as such, he believes
management is 10/10 in transparency.

Natalie: Natalie was also generally pleased with the company. She has massive trust and faith in Mr. Vogel and
Mr. Gillin, She feels that “everything she does contributes to this business,” While she did not say that she is being

explicitly taught what she should do anymore, she is still learning from her job, especially when she performs multiple
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roles within the company. One of the things that concerns her is that the future of this company is uncertain. as it is

a startup. Furthermore, she believes management is lacking in transparency, as we elaborate on later,

Lindsey: Lindsey, although content with the company in general, did have issues as she opened up to us m the
interview. Out of all the employees, she seemed to have the most suggestions for improvement of employee engagement.
She had major issues with the transparency of the management - that is, the ability of management to Jet the employses
kncw the pertinent information about the company. This makes her, in turn, feel excluded and thus she gave management
2 6 out of 10 in transparency, a glaring issue. She also commented about the lack of direction given by the managers and
said she has no one to learn from. This is a striking disparity from what Daniel mentioned about “leaming so much,” and
even from what Natalie feit as well - and she is the company’s longest employee.

2.3 - Mapager Interviews: During this stage of our primary research, it was extremely important that we conduct

intewiews with the management as well, to gain insight into ﬁow they felt about employee engagement strategies at their
company, how they developed their current strategy, and what they looked *3 HNProve On.

Mr. Jon J. Vogel - Mr. Vogel, one of the managers and cofounders, was very open and honest about where his
company stands in regards to employee engagement, and brought up a few kéy ideas. According to him, 2157s
engagement strategy is b;sically one that a) tries fo give a goad environmen for productivity and b) tries to establish the
importance of the employee's role to the company as 2 whole. In addition, he would describe his engagement strategies as
“average,” and his office as a “thankless place.” In other words, 215 is a place where very little recognition is given for
the work an employee does. He would deseribe the company and its work atmosphere as “confluent and process driven,”
Vogel also emphasized the point that all the employees and manegers are friends and have very close telationships; |
however, that presents certain drawbacks that he does want to eliminate. Furthermore, he believes that engagement can
not be solved with higher salaries, Overall, if Vogel had to change three things sbout the current engagement strategy, he
would want to fmprove the management style, be able to sef clear expectations for his employees, and establizh a clear
line of friendship and employer/employee relationship,

Mr. Garrett Gillin ~ Mr. Garrett Gillin, the other cofounder, had some different opinions about employee

engagement at 215. According to him, the employee engagement strategies at 215 are completely in check, since they

include healtheare, vacation time, and complimentary Beats headphones for all new employees. He believes that this is
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enough, commenting on how the only way to increase employee engagement further is to put more into the

employees’ salaries. This is a very significant disparity from what Mr, Vogel said.

2.4 - Personal Qbservations: We concluded primary research at 215's office with personal observations aboﬁt the
physical space, where we gained a sense of the atmosphere and emvironment in which the employees work, One of our
main takeaways was that the office was sparsely furnished and inadequately painted. This in turn creates a very smpty,
vacant feeling which is clearly not a good environment in which to promote sngagement and wellbeing, Certain facilities
and furnishings could also be added té make the space more physically comfortable for the employees.

2.5 - Competitor Phone Interviews: From our interviews with prominent marketing agencies in the Philadelphia region,

we were able to discover that these agencies valued the same thing 215 does - & unique culture and driven team, They
believe these fitings are an assét to their companies, as does 215. For example, Tierney, another marketing agency in
Philadelphia, ciescrﬂ‘)es their culture as “crazy, busy, and fun,” their team as very close knit, and their working schednles
and arrangeinents az very “flexible.” 215 has a very similar culture, as evident from our prior research. 1t is proven that
there is a direct correlation between employee engagement and customer loyalty. It is a competitive advantage to have
better strategies to engage employees than other competing businesses. Therefore, it is imperative that 215 takes steps to
ensure that its emplovee engagement strategy and culture is truly a core compstency, in order to have the best chance at
competing with these threats,

From all of this data, we were able to create a SWOT Analysis, a chart that summarizes all our findings into 4
distinct categories: Strengths, Weaknesses, Opportunities, Threats, Our SWOT Analysis can be found on the following
page. This makes it easy to see exactly where 275 Marketing stands in employee engagement i1 terms of these four

categories.
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B. Conclusions based on the findings

'

Our research study allowed us to exiract one main idea, the core principle behind our entire project. 215
Marketing does not have a scalable, long-term employee engagement strategy. Their strategy for employee
engagement is, for the most part. primarily for the short run. Tt mainly consists of external benefits and perks that only

satisfy ternporarily (as evident by the longest employee), These strategies cannot compensate for severe issues within the




company that will inevitably dissatisfy employees (like Lindsey), such as communication and transparency issues,

as evident from our data. Although their culture leads to increased engagement, that culfure won’t be encugh if
underlying issues like stress and uncertainty are not addressed. There is also a direct correlation between how long an
employee has worked and their attitudes on current employee engagement at the company, as seen from our employee
surveys as well as our empioyée_intenﬁews. Outlined is a list. of issues within the company that will affect employee
engagement in the long term,

1. High levels of stress are appareni ot this company. Because this company operates as a startup, all of the
employees corumented on the fear of uncertainty - they feel that their personal investment in the company is a bit
unnerving since they don’t know exactly where 215 will be in the future, and how their roles at the company might
change. The management can take steps to eliminate this uncertainty. In addition, since there are very few people af the
company, the workers have to do 2 variety of other tasks in addition to their primiary job, resulting in added stress from
the different ;q-nctions they have to perform. While stress is part and parcel of the job, it is imperative that the employees
hava wellness programs as well as know the direction that the company is headed - this will all help to reduce work
related stress, a major step to improviﬁg employee morale and engagement. Such stress relief programs will help 215
scale by making the process of acclimating new employees to the high-energy startup culture easy, as well as eliminate
any passibility that their employees leave the company due to toe much stress.

2. There are very little clear expectations and boundaries in regards fo employee roles within the company.
215 has a very Jaid-back atmosphere in terms of strict deadlines and rules as well as in a hierarchy of authority. At this
~ company, nobody truly considers anybody as ranked superior to one another, even though they are (Vogel and Gillin).
This undermines the authority of the managers and makes the employees not want to heed their directions or advice. In
addition, while the tack of strict regulations and deadlines makes employees feel very comfortable at their job, this also
gives the employees the impression that their job should not be taken too seriously, as Vogel pointed out. For example,
employees sometimes abuse the plivilege of coming into work at a later time by coming in much too late, according to
the managers,

3, There is very little transparency of company information between managers and from the managers to the

employees. We were first mtroduced to this issue when the graphic designer Lindsey (longest employee) specifically
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e,

commented on how the managers sometime withhold important infcrmatimi from the employees, She revealed

how she used to participate in finance meetings with the managers in the earlier days of the company, but as they have
gotten bigger and more profitable, that has stépped. In addition, we gathered from owr interview that Vogel and Gillin
have two very different ideas of where their company stands in terms of employee engagement; Voge! stressed that there
was room to improve whereas Gillin thought their engagement through perks and benefits was sufficient enough. It is
very important that the managers keep the employees informed about the comparny’s stats frequently and that the
managers have discussions amongst themselves to ensure that they are in agreement when it comes to business decigions.

4. No recognition is given for what the employees do. Mr. Jon J. Vogel describes 215 as a “thankless place.”
Employees are not recognized very much for their wo_rk_. they are just expected to do it. Simple acts of acknowledgement
on the manager’s end would really help the employees strive for perfection in their tasks, to know that their work is
appreciated. Vogel feels that this is a factor that sometimes hinders eﬁ‘gpié}yee motivation and something that, if fixed, can
take their employee engagement strategy from average fo excellent.

5. Employees are not given oppertunities to focus on individual strengths. As seen by Natzlie and Lindsey’s
responses to our interview, employees are frequently tequired to complete tasks and perform roles cutside of what they
were hired to do, because the company cannot hire continuously, While this does have benefits, such as the increased
learning opportunities as well as the opportunity to fully get to know all facets of the company, it also diverts their
attention from actually fmproving their individual skill sets. In addition, our data supports the conclusion that as the
employees get further settled within the company, the manégers do not specifically help with or teach them what they
need to do, something that can wear on an employee's nerves after a while, as sesn by Lindsey’s dissent.

6, Renovations in the office are needed. The office space merely consists of white walls; there is no color
scheme or inspirational posters hanging around. This lack of office decoration and office renovations can make the gpace
look and feel dull, and put a damper on employee moods as they are working. If we were to renovate the office and make
it feel more lively, it would inspire the employees to feel more engaged in their work. In addition, certain changes to the
office, such as a relaxation room, can offer physical benefits for the employees and allow them to feel more comfortable

as they work.
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Summary of Research Study

Research Methad Findings Conclusions
L1 Gallup’s Report: State e Management is key to improving =» Employee engagement strategies will
of the American SIployes engagement center around steps management needs to
" Werkplace & Managers need to focus on take
enployees” strengths ~+ High levels of engagement may disappear
¢ Heneymoon period of employees is as empioyees get “older” at the company if
not indicative of true engagement new strategies are not implemented
levels =¥ Daniel's high engagement levels can be
atiributed to the honeymoon period
1.2 Website, social media, & 115 is currently a high-energy =+ 215°s unique company culture neads io be
and blog research starfup (started two years age) preserved and conveyed o new employees
¢ Inactive blog ~# Need for a scalable, long-term strategy with
@ Employees receive perks at work methods of measuring engagement
L3 Google Reviews: e Customers gave highly favorable =¥ Degpite emplovees engaging well with
Employee-Cusiomer online reviews, calling the team customers, productivity does not
teraction “very helpful” necessarily equate to engagement
2.1 Employee surveys e Difference in atiitudes between new, ~¥ Longer an employee is at company,
and old employees (honeymeoon dissatisfaction grows, so we will create
period referenced in Gallup study) weys for employees to feel appreciated
e  Managers and emplovees are all =% Create distinction between friends and
great friends, maybe too close . employees
¢ Employees are not always “doing =% We will provide employees opporfunities,
what they do best” at work, or know like blogging and spesking at conferences,
what is expected of them at work i order for them to showcase their skills
because 215 is 1 startup and
employees have wear several hats
2.2 Employee Interviews Employees are stressed =& (reate stress - relief programs to prevent
@  Take on lots of different roles employees {Tom burning out and maintain
becatnse stariup does not have high level of creativity required for the job
capacity to hire continuously =% Allow employees to showease their specific
¢ Uncertain environment of a startup skills by going to industry conferences and
is worrying writing on the company Hog
Unorganized at times -3 Purchase online cowses for employess to
No one to Isarn from learn from
- Roemove uncertainty with company retreats
that discuss company future and goals
2.3 Manager Interview: ® Lack of clear goals and expectations ~» Change in management style to include
Jon Vogel and Garrett G, for employees being more thankful and sethng clear
&  No line between employee and expectations
employer ¥ We will create structure and organization in
@ 215 iz a “thanldess place”™ with litile regards fo employee roles in the
praise given out organization
e Current employee perks include =* Tmplement engagement srrategies that
healthcare, vacation time, gym inchude effective communication, overall
membership, the beats, etc. wellness programs, and clear boundaries
e Mr. Gillin believes that engagement that specify employee roles and
could be improved with more respongibilities
money, Mr. Vogel believes =% There is an urgent need for better

8




engagement won’t necessarily come
from “throwing money at the
employees.”

commmunication at the management level

2.5 Persornal Observations

The offics space Is sparsely

Fyrmrchad and tnadearnataly nainiad
TIMIEAEA and Matequats:y pannte 4

Desks are arranged in a circle for
maximum collaboration

iy

Paint the walls, height-adjustable desks,

and motvational nogters will ol camdribagic
ang mouvahonal posiers wiu all contnuic

to a more comfortable environment

2.6 Comperitor Phone
Interviews and Website
Research

Several competitors claim to have a
unique culture and they use some
engagement tactics not found at 213

&

Adopt the “Lunch and Leam” program
from 2 competitor, Pushkl(

3.1 Internet Research -
Engagement tactics

Physical and mental wellbeing are
crucial for employees, especially in
stressful environments like starfups
Mindfulness is a relaxation
technique employed by Google and
other successful companies

AN S

Create mindfulness program

Give each employee a FitBit and go on
daily walking mestings

‘We will create a marketing campaign for a
local gyin 1 exchange for membership
(same with health food stores)

V. PROPUSED STRATEGIC PLAN

A. Objecfives and rationale of the proposed plan

The main objective of this proposed plan is to address the main conclusions of the findings while also

addressing the core goal of developing an effective long term strategy. A long term employee engagement strategy is a

strategy that motivates employess to do their best and be committed to the company for the duraticn of their time at the

company. It is done by addressing core issues within the company and by setting programs into place to ensure the

strategy’s longevity as well as scalability. We have organized our plau into specific goals - certain obijectives that we

hope will combat the main issues mentioned previously - and subcategories undemeath those goals for specific activities.
Addressing these goals wili help eliminate gaping holes within 215 that could hinder employes engagement in the long

terem as well as create systems for improving engagement as the company scales. Below are our proposed activities along

with our reasoning for each of them:

Goal #1: Create Wellness Program te Impreve Mental and Physical Wellbeing

Proposed Plan

Rationale

Mindfulness

> Meditation-like practice utilized by major companies like Google that teaches
employees how to reflect and de-stress. By allowing employees to calm down
and reflect, they will be able to eliminate stress and increase emotional

intelligence, thereby improving engagement. This will include the Mindfulness

Room.
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Gyms + Health Foad Store Campaign # 215 will create a marketing cempaign for a local gym and manage their
' account in exchange for gym memberships. They will do the same for & local
health food store. Will increase employees’ overall wellbeing, therehy
reducing work siress.

Morming Walks with FitBit : = All employees will receive a FitBit and every morming, the team will go on a
walk together, which will dowble as a meeting to kick off the day. Steve Jobs
was a proponent of walking meetings, as they can often lead to creative ideas,
This wili help the employees get a positive head start to their day and get them
metivated to work.

Tri-yearly Company Retreat #  These retreats will serve as “big picture meetings” to communicate to
‘ eniployees the future of the company and the general dirsction it is headed in.
These retreats will mimic the Apple 100 retreats and will aim to eliminate fhe
stress that comes with working in an uncertain environment.

Goal #2: Increase Cdm'munjcatian Between Staff

Propuosed Plan Rationale
Monthly Employee Progress > By periodicaily having meetings with the managers and employees present, R
Meetings employees will always be updated with the latest information about the

company. They will feel included in company affairs and there will not be
any resentment that comes from withtholding information from the
emplovees.

Manager Meeting > The two managers can also have monthly meetings as weil. By increasing the
number of meetings the two managers have, it ensures that they will always
be in agreement when it comes to important policies and things of that nature.
They 2lso need to have a meeting in which they lay down epgagement
poticies and ensure that they are on the same page.

Monthly engagement survey = Monthly engagement surveys will force the management to take notice of
issues that are important to the emplovees, and force them to implement
change. (TINYpulse offers these surveys)

Y

“Lunch and Leam” Bi-monthly, lunch is catered to the office and one employee talks about what
they’ve been working on, can discuss side project, talk about finances, etc.

Will serve to increase communication by keeping enmployses in the loop,

Goal #3: Increase Acknowledgement of Employee Accomplishments

Proposed Plan Rafionale

iDoneThis ) > 1DoneThis is a computer program that sends employees emails every evening
asking what they accomplished, and sends everyone an email in the morning
detailing everyone’s accomplishments, This will increase recognition of
accomplishments within the office and make them apparent to managers,




P

Goal #4: Give Employees Opportunities to Focus on Individual Strengths

Proposed Plan . Rationale

Industry Conferences > Indusiry conferences will allow employees to speak about their talents and

skills ta others; it will give them a sense of purpose as weli as give them a
chance to focus on their individual talents.

Blogging, speaking, and writing will allow for the employees to shawease
strengths much like the employee conferences

Y

Blogging, Speaking, Writing

Oualine courses will allow the employess to continue learning about the
skillset they were hired for, something extreraely important as they have to
multitask between many different roles in addition to not getting the guidance
they need to perform the work specific to their job description.

¥

Online Courses

10% time = Giving the employees side time to work on their own prajects helps them
create innovative projects and ideas using their own unique talents,

(roal #5: To Establish Clear Expectations/Standards for the Employees

Proposed Plan Rationale

Develop Core Values = General Core Values will keep the employess in line with the company's
goals and what the company expects them to do. These values will mimic
core values like Amazon’s Leadership Principles and Zappos Core Values,
Will be useful as the company grows and needs to comnmmicate culture to
new employees and interns.

Y

Sit-Dewn Discussion About At the first company retreat, along with big picture discussion, each eraployee

Employee Roles and manager can have a sit down discussion defining each person’s role
within the company, This is meant to define employee roles and role
expectations it a non-combalive way so everyone is on the same page about
where they stand in the company.

Gozl #6: Renovate the Office Space

Proposed Plan Rationale

Paint walls {one teal) > The teal wall will have the same shade as the company’s official color,
promoting connection fo the company as the employees' work.

Motivational Quotes Posters > The motivational quote posters will be present in prominent locations
throughout the office that will encourage employess to do their best and ry
their hardest.

Height - Adjustable Desks > The ability to stand while one is working can help them be more creatively
stirrolated. Remaining stationary in one place for long periods of time may
hinder this, -

Y

After the employees learn more about how mindfulness can reduce stress and
increase productivity, a small room in the back of the office (curtently not

Mindfulness Room Renovation
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being used) will be used as a “Mindfulness Room” where employees can go
and practice quiet and peaceful relaxation and mindfilness.

B. Proposed activities and timelines

Goal #1: Reduce Emplovee Stress Levels

Our first goal for reforming 215’s employee engagement is to reduce the stress levels of the smployees, an issue
that definitely starts to wear on the employees as they get more settled within the compény. To address this matter, we
will have the employees practice mindfulness, implement a gym and health food store catnpaign, ¢o on daily moming
walks with their new Fitbits, and participate in tri-yearly company retreats.

Mindfelness: Mindfulness is the practice of heing aware of one's surroundings and being fully within the
present moment. When faced with stress and anxiety, mindfulness helps employees acknowledge ali of their thoughts
and feelings at the current moment. This act of staying in the present helps people focus on what is important, as opposed

to stressing about the past or fiture. Many major com?;anies including Aetna, Target, and Google have all invested in
programs o fostgr and encourage this technique within their employses. Mindfulness can help the employees of 215 to
increase focus and productivity of their workers while decreasing work related anztety. To gradually introduce the
frequent practice of mindfulness, we will first have the employees take the free Online Mindfiuness-Based Stress
Reduction (MBSR} course to give them background knowledge of what mindfulnéss actually entails, Then we will have a
designated 1'00& within the office where the employees can practice meditation or ever just sit quietly while teking in
their surroundings. Tdeally, this would be aﬁout 5-10 minutes in duration for about 2-3 times a day. This will ensure that
the effects are beneficial, yet they do not take significant portions of time out from the employees’ work schedules,

Gyms and health food store campaign: In addition, to further reduce stress through overall wellness, 215 will
work with a local gym and health food store and conduct a marketing campaign for them in exchange for the use of their

services. Onesuch gym that is located near the office is Ciry Fitness Philadelphia. Tn zddition, Natures Nutrition Centor

g a pro@nent grocet in the area which sells nutritional groceries, supplements, etc. By offering these services to their
employees, 215 will increase overall well being (physical and mental), which has a direct correlation to stress.

Mprning Walks with Fithit: Each employee will receive a complimentary Fizbiz, a small device that keeps

track of personal activity metrics, such as the amount of steps taken, We propose having the employees, along with the
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w0 managers, go on morning walks with their Fitbits before they go to work, The light exercise, meoerning
suniight, and relaxation time will ailow for the employees to start the day off with much less stress to begin with. In
addition, the managers can taik to thg employees about recent news, goals folr the day, efc. to help the employees get the
creative stimulation they need to be productive the rest of the day. Furthermore, Fitbits can foster healthy colnpetition
amongst the team as each individual aims to achieve the most number of steps.

Tri-yearly company retreat: We also propose a company retreat three times a year with all the managers and
employees. They will serve as “big picture” meetings- they will address the problem of the stress due to an uncertain

tuture of a startup model. These meetings will help alleviate that anxiety and keep the employees updated on where the

company Is headed for the fisture and their long term goals as well. The first mesting will also serve as a discussion of

cach employee’s role within the company. The employees will all go to a common location for a few days to discuss all

these important topics.

.

Gzl #2: Increase Communication Between Staff

Our second goal to reform 215°s employee engagement strategy is to increase communication betweer the 215
staff, The company has major transparency issues which seriously frustrate the employees. This reform is essential, As
part of this goal, we propose thgt they have monthly employee meetings, monthly manager meetings, and a monthly
engagement Survey.

Monthly employee meetings, manager meeting: Transparency will improve if there is a formal monthly
meeting held with all of the employees and managers present as well as a managers-only meeting. These employee
meetings will force the managers to keep the employees informed with current information frequently and as it becomes
available, and the manager meetings will force the managers to be on the same page as well,

Lunch and learn: These lunch and leams will be bi-monthly, Food wiil be catered to the office and each
employee will talk about news or any side projects they have been working on. This will help keep employees in the loop
and merease engagement over all,

Monthly Engagement Survey: In addition, a monthly employee engagement survey Will be given to all the

employees and the results will be given to the management for review, to ensure that employees are still engaged and

have no new issues. This engagement survey will be much like the one we administered to the employees through our
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research, because the questions assess all levels of engagement and provide a very comprehensive view of

engagement and employee morale at the company from all different angles (stress, working with a purpose, ete.)

Goal #3: Inerease Acknowledgement of Employee Accomplishinents

While this can be a rewarding job experience for the employess that internafly motivate themselves and take it as
so, Mr. Vogel does describe 215 as a “thankless place.” It is clear to us that certain measures need to be puf into place so
that the managers can honor the employees frequently for what they are doing right for the company. This will give them
satisfaction that their supeﬂofs notice their work efforts, as well as encourage them to continue serving the company in a
positive way.

iDoneThis: One of the major ways we plan to increase acknowledgement of employee success is through the
iDoneThis anline program. Basically, this program sends an email every evening to the employees asking them to detail
what positive things they accomplished at work for that day. The program compiles all the responses and the next
morning, iDoneThis sends ar email to everyone with everyone’s responses from the previous day. This will give them
both the opportunity to reflect as well as gain a head start to the day by reading how productive of a day yesterday was.
In addition, it serves to make sure the employees feel valued even if the managers are not availabie to them observe their

hard work all the time and maices their accomplishments known to the other employees.

(oal #4: Give Emplovees Opportunities to Focus on Individual Strengths

With the nafure of a startup being very paced and experiencing sc much growth in a short amount of time, it is
often necessary for employees to take on {;18.11}’ other roles in the company from time to time. In addition, because
running a startup takes so much time, the managers often cannot find the time to teach the employees about their jobs as
the employees lengthen their tenure throughout the company. These are the two main complaints we heard in this
category.

Industry Conference:. It is & well known fact that emphyees that are given the opportunity by theijr
employers to speak about their professional skills and talents are often more engaged when it comes to the workplace.
While the company does send them to listen in on certain lectures and conferences, we believe the company will benefit
more if the employees are actually allowed to speak of their skillsets at these conferences, such as those hosted by the

Business Marketing Association.




o

Blogging, speaking, and writing: Much like the industry conference, giving the employeeé the
opportunity to generally blog and write about their skills will also be effective at showcasing their individual talents, even
when there are no industry conferences to attend. It will also benefit the company overall, as the 215 blog has been
inactive for over a year. Employees will specifically blog about topics related to their line of work, for example, a graphic
designer talking about his/her favorite computer aided design programs to use.

Ounline courses: One of the major concerns we received from our primary research phase was that as the

-employees gel more advanced and experienced within the company there is offen no one fo learn from or receive

guidance from anymore, which makes the employees feel undervalued and unimportant, even as a long standing member
of the team. With online courses tailored to their specific job deseriptions, such as the website Open Sesame, the
employees will be able to continue learning about the specifics surrounding their jobs even when no cne can explicitly
teach them. .

%% time: An employee engagement tactic that is used by Google, 10% time involves giving employees a bit
of side time and creative freedom to let them engage in their own projects. By allowing 215 employees to work on side
projecis, it will impart in themn a sense of achievement and allow them to sharpen their skills in their area of expertise.

Goal #3: To Establish Clear Expectations/Standards for the Employees
Hstablishing clear guidelines, expectations, and rules for the employees to adhere to keeps them o task and
focused. Ultimately, the employees who are the most focused and less distracted tend to be the most productive. The
managers revealed that setting somewhat strict rules and relationships with the employees that are still work professional
18 very mmportant,

Develop Core Values: This is our main method in reforming this category. Amazon hes its list of key core
values they encourage their staff to adhere to, to make their impact on the organization more meaningful. Having 215 do
the same will help the employees serve with certain indicators and goals in mind- “expectations” for how their work ethic
and performanece should be.

Sit Down Discussion About Employee Roles: At the first company retreat in Hershey, Pennsylvania, tn

addition to talking about the general direction of the company, there will also be a discussion between every manager and

employee defining the employee’s role, the manager’s role, and how their roles work together to benefit the company and
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get the job done. Thiz will address the issue of the emplovees not respecting the boundary between emplovee and

manager - by doing this at a company refreat in a completely casual discussion, there will be 2 non combative

conversation about where they stand in the company.

30al #6: Rengvate the Gffice Space

[tis a known fact that the environment one surrounds him or herself i can impact mood and productivity.
According to Harvard Business Review, “Workplace design can malke higher levels of employee engagement more
likely. Honest design, spaces that reflect employees’ needs and concerns, is something that employees notice, interpret,
and value.” As of now, the office is messy, plain, and not suited to help the office environment and attitude. In addition,
renovating the office in certain ways can help employees feel physically comfortable, ensuring that they do not stop
‘working becaﬁsa of physical discomfort, Forbes makes the excellent point that “In the “there’s always more work to do”
lives of small business owners and employees, more often than not, you stop wol'ki}]_g because vou feel physically
compelled t0.” Therefore, refomﬁﬁg the office space can have a profound effect ¢~ engagement.

One Teal Wall: One of the official colors for 215 is teal. Therefore, because the walls are just a plain shade of
white right now, we believe that adding one teal wall increase excitetnent and passion about the company more than there
already is.

Motivational Quotes Posters: These posters, about 3 of them, will have inspirational quotes about hard work,
mofivation, or any other underlying themes that encourage the employees to work harder and strive for a common goal.

Height- Adjustable Desks: Thas is such a simple, yet profound change. Being able to sit and stand whenever
one pleases caﬁ help tremendously with boredom, creative stimulation, and just with the need to stretch the legs for a little
bit. All of these can help with the need to remain physically comfortable in order to continue working, .

Mindfulness Room: Currently, there is a room in the office that is not being used for anything in particular, By
transforming this info a “Mindfulness Room,” this will aliow the employees fo go in for a few minutes at a time to sit
quistly and reflect on their thoughts, which will allow the emplovees to relieve the stress that comes with working, We
plan on painiing this room green, adding benches, living plants, pillows, and providing yoga mats in case anvbody wants

o practice yoga.
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Timekine:
Our plan will start its activities over a one year period. However, our strategy is designed to be continued in the long
term, so after all of our proposed activities are up and running, they will continue even after the one vear is gver, Our one

year initial plan is broken up into three intervals, each consisting of four months of activities, as shown below,

June 2814 - September 2016

Daily moming walks with Fithit begin

Have employees complete the online, eight week, MASE program, They will watch ene video, read one article, and
cornplete one practice sheet per week during this month- each week relating to a different fopic on mindfialness.
City Fitness Fhilodelphia and Natures Nutrition Center Campaign

Business Marketing Association conference

Tri Yearty Company Retreat in August. Staff will go to Pymatuning State Park (in Pennsylvania and part of Ohie)
for camping.

Introdice 10% time

Intreduce “Lunch and Tearn”

Monthly manager meetings begin

Montbly all-staff meetings begin

Employees will begin blogging on the 215 website
Monthly employee engagerment surveys begin
Renovations to construct the “Mindfulness Room”
Begin the daily iDoneThis email program

Qo dadiDeg0D dodd QoD

FEebruary 2017 - May 2017

Industry Conference number 2- Business Marketing Association Conference
T Yearly Company Retfreat in May to the Jersey Shore
Continue Upen Sesame online iraining courses ‘
Continue “Lunch and Learn™

Continue 10% time

Daily morning walks with Fitbit contitus

Monthly manager meeting

Monthly all-staff meeting

Employee Engagement Survey

Continue blogging

Qoo odooo




. €. Proposed metrics or key performance indicaters to measure plan effectiveness
Cne method that will be used to measure employee engagement quantitatively is through adminisiering the
same survey given to employees during our primary research at the end of each calendar vear. The survey will be
useful in measuring how well our plan addressed important aspects of long ter engagement, by measuring how much
the smployees’ average numbers increased from before. Using each employee’s averaged score from our original survey,
we determined that increasing each employee up to a 9.5 averaged score would be a good indicator that our plan wag
effective in improving employee engagement. The rationale behind this chosen benchmark of 9.5 is that Daniel’s avers ge
score was a 9.6 when we administered the survey, and at this poizt, he had been working for one week. This score is
indicative of employee engagement present during the honeymoon period, the time period when employees are new on
- the job. Maiﬁtaining this level of engagement, rather than have it decrease as employees get “older” at work, is highly
beneficial. While Daniel needs to maintain his level of engagement, as Iie initially scored 2 8.6, Natalie would need a
15.9% irorease to go from a 8.2 to a 9.5, and Lindsey would need a 25% increase to go from a 7.6 o a9.5, Ifthese levels
are met, then oﬁr proposed plan will be considered successful.
In addition to the monthly engagement surveys mentioned in our plan, another metric is a year end meeting for
all the statf and employees. At the end of each calendar year, the employess will come together with the managers 1o
discuss the previous yeur’s accomplishments, specifically in relation to the plan j)ut in placg."fhrough this year end
meeting, the staff will be able fo analyze how well our proposed plan worked for employee engagernent in relation to the
~ 6 goals we established. They can also establish new plan ideas and goals for the upcoming year to ensure thet this type of
an employee engagement plan is continued for the future, which is the goal for this plan in the first place.
Vi  PROPOSED BUDGET
Costs associated with proposed strategies
We attempted to create a plan in which costs were minimized and positive results were maximized, As a startup, 215 will
not be able to allocate large amounts of money to emplovee engagement, but every dollar they do invest should have
profound results, All activities not mentioned below are free of charge.
Mindfulness: Tﬁé room renovations for the “Mindfulness Room” will consist of green walls, benches, a few live

plants, and pillows. The cost for painting a room (when labor, paint, and extra materials are added) is approximately
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$450, The cost of one Duke Wood Bench is $195.35, and if we were to add three, the cost would total $587.55.

Chinese evergreens are known to reduce stress and improve attentiveness. One plant of this type would cost $13.98, so
adding 6 of these plants in the room would cost $83.88 in total. One single threshold pillow costs around $20, so addiﬁg 7
of thless would cost $§140. So-the total cost for the Mindfulness Room renovation is $1261.43,

Gym anq Health Feoods Store Campaign: Because a gy membership c<'35ts around $250 a month, their
marketing campaign will also cost $250 a month. Combined with the health foods stores campaign, the cost should total
around $500 a month, so for a whole yeer is $6,000,

Fitbits for the daily morning walks: The average Fitbit costs $100 per unit. If 3 employees and 2 managers‘

7 need these, the total cost will be around $300.

Tri-yearly Company Retreats: Retreat number 1 {o Pynxaﬁlrﬁng State Park consists of a cabin and food cost.
Food for each person is around $100, so five staff members will equate to $500. The cost for 4 two bedroom cabin With‘a.
capacity of 6 people is $55.66 per night, so for 2 days that is $111.32. Retreat number 2 to Atlantic City will cost $500
for f{}c;d again, as well as as around $1100 for a I night stay for 2 rooms at Rorgaia. The meeting room will cost around
$150 at the same location, Retreat number 3 will be to the Jersey Shore, on the beach. The Grand Hotel of Victorian
Cape May is $336 for two rootns, $250 for a conference room, and $500 for food. This all totals to $3,447.32, which
comes out to approximately $700 per emplayee per year.

Lunch and Learn: $100 for one lunch, sa $200 per month. Per year, this equates to $2,400,

iD(;neThis: The iDoneThis program for an organization/business costs $38.25 per month, For our one 'year plan,
this will amount to a total of $439.

Industry Conference: The two industry conferences we plan to étteﬁd in fall 2016 and and spring 2017 will
both be hosted by the Business Marketing Association. While their specific dates and conference titles have not been
released yet, their past conference rates have been around $1,096 per person. Each employee will have a cost of
$1,096.50. Each conference will be $5,482.50. The total for both of these conferances is_$10,965.

Oniine Conrse: The average. online video on Open Sesame costs around $30, Assuming an employee watches a
video once every two moenths, the cost per employee is $120 for the one vear plan (4 months of videos from when they

start in October). Multiplied by 3 employees, this 1otal comes out to be $360 for the one vear plaf.
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Teal Wall: Painting one wall teal will cost around $30,

IMotivational Quotes Pesters: 3 posters with motivational quotes posters will cost around $45.
Adjustable Desks: Each desk costs $§700 - multiplied by 5 employees is $3300,

Total budget: $28,967
Per employee cost: $5,793

Also, according to a Harvard University wellness study, employers can save up to $3.27 in health insurance for
every $1 they invest in wellness programs. As such, 215 can potentially save $21,255 in health insurance.
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VIII.  APPENDIX

T Whom It May Concem,
This past #onday, Aanchal Aich and Anjali Agarwal vigited the office of my
company, 215 Marketing, located in Philadelphia, to conduct primary research for

their DECA profect. The girls were polite, dilisent and very forused on the task at
hand. £ was a pleasure to recelive a wisit from current LHS studentsi

Jon J. Vogel
Founder / Partrier
o 267, 319, 1191

. 609, 209. 7076
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EXECUTIVE SUMMARY

Business Description
Paw Seasons is a luxury pet hotel and spa founded in 1993 by Dr. Neil Weiss. Tt is located in
Plainview, New York and offers many services that satisfy the needs of pets and their owners
such as grooming and boarding options. Paw Seasons’ target market consists of local pet owners
who travel often and need a safe place to leave their pet.
Paw Seasons also targets pet owners with high
discretionary incomes.

Problem

With technology advancing, Paw Seasons does not have a
sophisticated social, local, and mobile (SoLoMo)
promotional campaign in place. Currently, Paw Seasons
utilizes very little local and mobile promotion, and does
not have up-to-date social promotions. It is crucial for
Paw Seasons to develop a SoLoMo campaign that will

Primary & Secondary 4 Results

keep up with growing technolo gy trends in order for the 00
business to thrive, develop increased brand awareness and .‘. S
ultimately increase profitability. i
. Extended Anclyred and
Conducted ; re:eiglrch \\;ith inieu;gre!ed
. . eran
Research and Findings intorisws artcles and iggormztsu;
. . . concucte iscovere
In order to craft an innovative SoLoMo campaign, we interviews

conducted both primary and secondary research, as shown
on the chart to the right. We interviewed Ms. Tami
‘Tappan, the marketing coordinator of Paw Seasons, who
helped us develop a survey that we distributed to existing
customers. For instance, we found out that 97% of
customers felt that Paw Seasons should create a mobile
app, and 96% of customers felt that Paw Seasons should
partner with a charity, Additionally, we found out that an

underwhelming 19% of customers have actually visited
Paw Seasons website. From these findings, it was evident
that Paw Seasons was lacking the effective promotional
strategies they need in order to thrive in this day and age.
‘Through secondary research and survey analysis, we
gained a stronger understanding of social, local, and
mobile promotions Paw Seasons could utilize.

 Customers who have
. visited Pow Seasons'
1 website

| F— who feel thal
Paw Seasons should j
partner with g charity §
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Proposed Plan
After analyzing our research and findings we developed the SoLoMo campaign consists of the
following activities:

" MAY 2017

“New 'Ié’go' and .]UNEZ_OI’I J‘ULY2017 : B
_ slogan Update website Introducesocial (5 AUGUST 2017
U%glate-sc;cmis Fmplement live me 1_:::J ggggtz iona One Paw At a
T ace u; K stream . t. dv rti. ; Time Fundraiser
Establish Faceboo : _ . rint advertisemen: :
sponsored Releasemobile app campaign

. advertisement

Metrics

Once the SoLoMo campaign was implemented, it was necessary to evaluate the success of the
plan. Paw Seasons should use the return on investment-formula to calculate the quantitative
success of their SoLoMo campaign. Additionally, Paw Seasons should count the number of likes
comments, and followers to determine the success of the social media accounts. Also, comments
can indicate customer feedback. By using similarweb.com, the number of visits the website has
received can be determined. To evaluate the success of Facebook Live and the Hvestream, the
number of views can be counted and the success of the Facebook sponsored advertisements can
be found through Facebook Analytics. In addition, the success of the walk can be determined by
taking attendance, the success of the coupons can be found by counting the number of COupons
used, and the success of the promotional contests can be found by counting the number of
contestants, Lastly, the success of the mobile app can be evaluated by counting the number of
downloads it has received.

2

Proposed Budget

The projected total cost of the suggested SoLoMo campaign is $2,068.77. Our projected figure is
less than half of the budgeted amount of $5,000. By implementing our SoLoMo campaign, we
believe that Paw Seasons’ sales and customers will increase, therefore outweighing the cost of -
this proposal and proving the campaign beneficial.
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A. Description of the business or organization

INTRODUCTION

Paw Seasons, located in Plainview, New York, is a pet
hotel and spa that was established as an extension of The Manetto
Hill Animal Hospital in 1993, Dr. Neil Weiss founded Paw

Seasons because of his passion and devotion for animals. He felt P AW SEASONS

the need to create a place with a pet-loving atmosphere with

employees who go above and beyond to create a quality experience for pets.

Paw Seasons is located at 122 Manetto Hill Road in Plainview, N'Y. It is next to the
Manetto Hill Shopping Center, a highly populated area on a main road and near an expressway,
The ambiance of Paw Seasons is beyond welcoming. The doors swing open and custorers know
they héve found their pet a “home away from home.” Paw Seasong offers luxurious pet hotel and
day spa accommodations that ensure care and quality treatments for both dogs and cats. Paw
Seasons was created to offer more services for The Manetto Hill Animal Hospital's clientele.

The target market of Paw Seasons consists of local pet owners, specifically those who
travel frequently without their pets. Although most pet owners get anxious when they leave their
pet for an extended amount of time, Paw Seasons offers a unique kind of love and care that no
éther facility can compare to. Since there is only one location in Plainview, NY, it is only
targeted geographically to people who live there or in surrounding areas. Additionally, it targets
those pet owners that have high discretionary incomes ($100,000+) and consider pet ownership
and a pet spa/daycare as a reasonable expense. Furthermore, Paw Seasons targets people who
value luxurious services and accommodations for their pets. The benefit of Paw Seasons is that it

creates a lavish hotel for pets that eases pet owners” worries when not at home.
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Paw Seasons has a passionate staff of 22 people. There are two ambitious and intelligent
doctors, who will treat any ill pets during their stay. The hotel also features two veterinary
technicians who assist the doctor. They have one hospital administrator, who performs “behind
the scenes” tasks, including keeping the facility in pristine condition. Paw Seasons has an
enthusiastic and accommodating office and a client relation’s manager who cares for any client
and employee issues. Additionally, Paw Seasons has both a hotel manager and marketing
director who are responsible for running the hotel and creating promotional material for the
business respectively. Eight devoted staff members care for the animals to create a caring
atmosphere during their stay. Additionally, there are four receptionists and two groomers. Paw
Seasons is efficiently staffed to accommodate the needs of their customer base.

Paw Seasons hours are accommodating to its customers. It is open Monday through
Wednesday between the hours of 8:30am-8:00pm. On Tiirsday and Friday, the hours are
8:30am-5:00pm and on Saturdays the hours are 8:30am-1:00pm, Lastly, while grooming services
are unavailable on Sundays, the staff continues to diligently care for pets that are boarded.

Paw Seasons provides many luxurious services in order to create an amazing, one of a

kind experience such as:

% High quality grooming and spa service, using the highest
quality products for pets
# Joint massage and bathing procedure
% Professional cut and blow for the pets
4% Dog and cat boarding for customers who need a place for
their dog or cat to stay
&% Pets will be showered with love and attention all day while
being exercised and fed

The prices of the services vary depending on the size of the pet. Grooming is based on the

weight of the pet and can range from $30 to $100. The hotel rate is a per night fee, which varies
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from $30 to $55 depending on if the customer prefers their dog to stay in a crate or remain

without a crate.

B. Description of the Community

Paw Seasons’ sole location is located at 122 Manetto Hill Road in Plainview, New York.

Manetto Hill Road is a busy street located in close proximity to the Northermn State Parkway and

the Long Island Expressway, making it convenient for customers in neighboring towns, such as

Syosset and Woodbury, to frequent the business. Paw Seasons’ eye catching sign is very hard to

miss. The location is surrounded by a variety of other popular stores in Plainview including

Dunkin’ Donuts, Carvel and Bella Vista, a popular pizza place in the community.

According to the United States Census, 28,127 people reside in Plainview. Amongst

Plainview residents, 69.4% have incomes over $100,000, as displayed in the graph to the left.

Household Incomes

Plainview, New York This statistic is crucial to the success of Baw Seasons because the

- Incomes ever $180,000 5 lncomas under $10G,000

business is in a town where people have a high discretionary income,
enabling them to pay for the luxurious services the facility provides.
Also, people eamning higher incomes typically vacation more often thus

having a necessity to board their pet at Paw Seasons while they’re away.

Additionally, the estimated pet population in Plainview is very high. The American

Veterinary Medical Association (AVMA) created a formula based on the population of a

community to determine the estimated pet population. In
addition, they also established a formula to determine how
many houscholds in a given community own a pet. This
formula was utilized to determine the pet population and the

results are shown on the graph to the right. These numbers are

Estimated Pets in Plainview
10 Ovein Hmehalds -3 Ped Popuisn
3,069

3,000
4,800

2602
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pivotal for Paw Seasons since their business depends on the population of these animals to

+

sustain a successful business. Tt also indicates that the community is a pet friendly environment.

C. Overview of the business or organization’s current promotional strategies and

practices

In today’s competitive business workd, promotions are a vital aspect to success. The

purpose of a business' promotional strategy is to inform potential customers about their products

or services and entice current CuSLOMETS to purchase more products or services for consumption.

Promotions are also used to create a positive reputation for a business, as well as 10 persuade

customers that their products and services are refiable. Powerful promotions are vital in order to

attract the customer base needed to make a profit. Paw Seasons currently has very minimal

promotions. According to Ms. Tami Tappan, the marketing director at Paw Seasons, “Our local

promotion is solely giving out coupons to existing customers.”
N

Paw Seasons also has an annual fundraiser called Paws

of Love. The purpose of this

fundraiser is to allow people to adopt dogs at their local location.

While Paw Seasons has a website, it has not been updated since 2014, as shown in the

photo to the right. ‘There is an accessible link on the website to
only has nine followers and has not been used in nearly
three years, Additionally, the handle for Paw Seasons is
@mansttohillanim, which can be extremely difficult to find
and does not bring about brand awareness for Paw Seasons
itself. They also have a Facebook page, which is their

primary social media platform. While they are active on

the business’ Twitter page which

- Cantnet W3- -
imwsaam flewsat 7
‘Opsanidon - -

Facebook, much of their customer base is unaware that it

exists because a link for the Facebook site cannot be found on their website.
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The website includes photographs of dogs via Paw Seasons’ Flickr account. Although
they have three photo albums on their account, they still do not have any followers and they do
not follow anyone. Finally, the website includes a small Instagram logo in the corner, and when
clicked, you are directed to their Instagram page. However, this link is difficult to find on their
website, and the Instagram account itself only has 21 followers, 0 following, and 6 posts dating
back to 2014.

Paw Seasons lacks mobile promotion. Cell phones are a prominent aspect of society
today and, without any type of mobile promotion, they cannot fully reach their target market.

Lastly, Paw Seasons relies strongly on “word of mouth” promotion. As the customers
enter the facility, they are welcomed by kind hearted staff members. With the extraordinary
freatment their pets recejve, customers are sure to tell their friends and family about this one of a
kind experience. As word sﬁi‘eads, Paw Seasons has received mor&Sustomers to their facility.
Although word of mouth promotion is essential, it is not enough for Paw Seasons to solely rely
on if they hope to expand their clientele and ultimately their profits.

III. RESEARCH METHODS USED IN THE STUDY

A. Description and rationale of research methodologies selected to conduct the
research study

In order to improve Paw Seasons promotional strategies, we needed to gather a
substantial amount of both primary and secondary source information. Primary research can be
used to answer specific issues or questions. It can involve questionnaires, surveys or interviews
with individuals or small groups. On the other hand, secondary research consists of reports and
studies by trade associations, government agencies, or other businesses within the industry. Both
the primary and secondary research we obtained was critical in helping us creﬁte anew social,

local, and mobile promotional plan.
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Primary Source Research

Interviews

1) Ms. Tami Tappan: Marketing Director, Paw Seasons
Rationale: It was essential to interview Ms. Tappan becauée of her knowledge of Paw Seasons’
target market and past promotions. We were able to use her insight to understand the current
promotional plan of the business and to create optimal social, local, and mobile promotions the
business could use in the future.

2) Mris. Lindsay DeLucea: Business Teacher/DECA Advisor, POBJFKHS
Rationale: Interviewing Mrs. DeLucca was critical in order to gain more knowledge on the
concept of promotion. With her guidance, successful SoLoMo promotion strategies were clearly
understood and we were able to apply this newfound knowledge to benefit Paw Seasons’
promotional strategies. e
Surveys

1) Paw Seasons Customer Survey
Rationale: Distributing a survey to 52 Paw Seasons customers assisted us in acknowledging
what current promotional sirategies were successful and unsuccessful, which was vital in the
improfement process. Additionally, the results of the survey were beneficial as they provided us
with the customers® opinions on Paw Seasons potential promotional strategies.

Secondary Source Research

1) Census Bureau Website
Rationale: By referencing the Census website, we were able to collect demographic information
relating to Paw Seasons target market. We then analyzed this data and applied it to our primary

objective, improving Paw Seasons promotional strategies.

8 § INFRITE PAWSISILITIES




2) Paw Seasons Website

Rationale: We referenced the Paw Seasons website throughout the development of our
campaign. Using the information on the website, we obtained background information of the
business itself and evaluated some of the promotional strategies that are currently in use.

3) The American Veterinary Medical Association (AVMA) Website

Rationale: We needed to determine the population of pets in a given area in order to understand
the community in which Paw Seasons 1s located. Collecting this information forther helped us in
the process of designing ideal promotional strategies for Paw Seasons.

4) Various Articles on Promotional Strategies

Rationale: These articles provided insight on a plethora of promotional strategies. We were able
to learn new trends regarding social, local, and mobile promotional strategies and apply these

' concepts to Paw Seasons new promotional plan, Sl

5) Social Media Platforms

Rationale: By analyzing social media platforms utilized by Paw Seasons, as well as those used

- by their competitors, our team was able to determine what changes needed to be made. As we
analyzed Paw Seasons’ current platforms (Instagram, Flickr, Facebook, and Twitter), we took
-note of what aspects Beneﬁted Paw Seasons. Also, with knowledge of Paw Seasons’ existing
3_'._;social rﬁedia, platforms, we wete able to add, remove, and/or enhance the platforms in order to

o efficiently reach the business’ target market. |
B. Process used to conduct the selected research methods

There was a specific process we used to acquire the information needed in order to
...update Paw Seasons social, local and mobile promotions. The six questions on the following

_':page assisted us in acquiring information to help revise Paw Seasons® promotional plan.
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1. What guestion do you
need to answer?

How can Paw Seasons promote their business more effectively by
utilizing SoLoMo strategies?

-2.- thf'data do you needto
colleci?

‘We need to collect; :

J Compaﬁy background information

- Informatwn about Paw Seasons target market

How customers Jearned about Paw Seasons

& Current ways Paw Seasons uses social, local and mobile

promotions _

@ Customer/employee opinions and suggestions regarding the
company’s curraj:nf'looal, social and mobile promotions and
how they can be improved

3. How will you collect the
data?

w Interviews (Ms. Tappan and Mrs. DeLucca)

& Customer surveys

& Census Burcau website
% The American Veterinary Medical Association

'~ Paw Seasons Website

' Variety of websites and articles about promotional strategies

W Various social media platforms

4. What data have you collected?

The data we have collected has helped us to better understand Paw
Seasons’ current promotions in the mindsets of both customers and
employees. This data will assist 1s in determining what techniques
and strategies to utilize in order to ensure the most effective
SoLoMo promotronal plan

5. What actions will you take?

We will evaluate all of the information we collected through
primary and secondary research. Based on the analysis of this
information, we will develop and propose new ideas and revisions to
Paw Seasons current social, local and mobile promations. We will
present our proposal to the Marketing Director, Ms. Tami Tappan at
Paw Seasons. Ms. Tappan will then decide if Paw Seasons would
Iike to implement these ideas.

i 6. How do ‘ybg eviluate the results?

_.strate gies, Addlt nally,
'fcustomers and customer loyahy of Paw Seasons

Only mplementmg thc appended and rev1sed promotmnal strategies
is not sufficient, We mu" :lso make sure the strategws are .

7 ,j‘productlve in reachmg ur goal After approxnn'_ _ely six months, we
R .:._:WIH conduct: 4380 ' ;

'employees opmlons about PawSeasons new rom 1ona1
we will evalute changes in ”evenue new
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1V.  FINDINGS AND CONCLUSIONS OFT THE STUDY

A. Findings of the research study

A SoLoMo campaign includes three concepts: social, local, and mobile, which work
together in order to design an optimal promotional plan. According to Marketing91, 82% of
business report using secondary data for business intelligence. Therefore, it is cracial for a
business to conduct secondary research in order to create an optimal SoL.oMo campaign.

The social component of SoLoMo consists of social media which encompasses a variety
of Internet applications that allow users to view information and interact with each other by
sharing links to interesting information, vig:wing each othet's profiles and posts, and also having
the ability to comment on them. This interaction is vital for a business because it allows them to
be ;esponsive to customers, view what their customers are interested in, and intrigue their
potential customers with information posted. According to Staz‘-’i’f"féz: 63% of small businesses find
Facebook the most effective business to consumer promotion channel by small businesses.

Another necessary elemeﬁt of a SoLoMo promotional plan is the local component. The
primary concept of local promotion is geomarketing. Geomarketing is a form of marketing that
can target someone based on theirlocation. This helps businesses convey a message to the
appropriate target market, at the right time. According to Wesley Young, a columnist for Local
Search Association, 60% of consumers use their mobile devices to find out information on local
products or services and 70% are willing to share their location information if they believe they
are receiving something of value from the store in return.

Finally, mobile marketing reaches their target market by creating websites and
applications that are compatible with a mobile de¥ice, typically a smartphone. According to Tech

in Asia, world mobile use continues to grow as shown on the infographic to the right. Also,
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Hubspot states that between December, 2013 and December, 2015, smartphone Internet
consumption grew by 78%. In addition, Clutch states that 68% of small businesses use a
dynamic, mobile friendly website.

While the secondary research we conducted was very important, another crucial
component in developing our plan was primary research. First, we conducted an interview with
Paw Seasons’ marketing director, Ms, Tami Tappan. This interview provided us with
information regarding the business’ current promotions. For example, we learned that Paw
Seasons only distributes coupons to existing customers. The current strategy does not allow them
to expand their customer base to new clients looking for an incentive to go to Paw Seasons for
the first time. Also, they host a fundraiser, Paws of Love, where people can both donate and
adopt animals. Ms. Tappan admitted that the Paw Seasons’ social and mobile media campaigns
are not as up to date as they should be. g

After the interview and secondary research were conducted, it was also necessary to
create and distribute a survey to the current customers of Paw Seasons. This survey was
distributed at Paw Seasons and the link was posted on their Facebook during the fall of 2016.
The information provided by 52 respondents helped us to design the most effective SoLoMo
campaign for Paw Seasons.

The first aspect we analyzed was Paw Seasons’ customer base. As shown on the graph to

Town The Respondents Live In the left, we determined that most of the

Flalrew 1 620"%

respondents lived in the Plainview and Old

old Beinpags |1 <7 a3.00%

Bethpage area, therefore, Paw Seasons would

Byossel [: 2%

Jarkcho £ 2% benefit the most by promoting in those towns.

Olnar 1%

C.00% 20 00% 40.00% 50.00% 80.00%
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In addition to the location of respondents, the
majority of respondents were over the age of 40, as

shown on the graph to the right. Therefore,

implementing promotions that target people of that age
will benefit Paw Seasons greatly.

Furthermore, our study has shown us that most

How Respondents Heard About Paw

ad

social media platform amongst respondents was
Facebook. Therefore, it can be concluded that using
Facebook as a source of promotion is vital for Paw
Seasons. Also, since Instagram is a close second in the

most commonly used social media platforms, Paw

& Yes

Age of Respondents

$B orbelow | 0%
18-29 C400%
30-39 . iB00%
49-49 |
50 or ahovs
0% 131% A5%

- 38%

42.00%

38%

§50%

W way for Paw Seasons to reach custemers.

of the respondents learned about Paw Seasons through friends and family. This information,

shown below, is important because it displays how just thiee people have heard about Paw
Seasens (Check alt that apply) Seasons through social media platforms. Therefore, increasing
promotions to customers will help bring awareness about Paw

Seasons to more people, Relying on word of mouth is not a suitable

Additionally, the graph to the right helped us to discover that the most commonly used

Commonly Used Social Media Platforms

of Respondents {Check all that apply)

B0

45

37
30

14

Instagrarm Facabook ¥elp

Twvltiar Snapchat

Flickr

Monz

Seasons should take advantage of this and promote through their platform too.
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ave you ever visited Paw S;asons. Moreover, the graph to the left, helped us in determining
o that only 19.2% of respondents have visited Paw Seasons’ website.

This information is important because it displays how the business




V.

needs to improve their website in order to inform their current customers about the business and

obtain potential customers in the future.

In addition, we analyzed if the respondents believed Paw Seasons should partner with a

charity. Our survey showed that an overwhelming majority of the respondents (96%) wanted to

see Paw Seasons partner with a charity, a suggestion which the business should highly consider

in order to improve brand awareness.

Based on the findings to the right, we learned that

App?

Paw Seasons should also develop a mobile app. With the l

Yas

growing usage of mobile technology, it is important that '

Paw Seasons takes advantage of this trend. No

A%

B. Conclusions based on the findings

Shouid Paw Seasons Develop A Mobile

7%

Below are our conclusions based on primary and secondary research regarding Paw Seasons:

Positive Findings Areas for Improvement Recommendations
' Target Market: 40+, ' No true promotional % Revamp the website
Plainview plan % Develop a mobile app
“a Loyal customer base % Uninformative website ' Enhance social media
‘' Well-known business % Unestablished social presence
throughout the community media brand w Tmprove local |
promotions
% Run targeted
advertisements
% Partner with a charity
PROPOSED STRATEGIC PLAN

A. Objectives and rationale of the proposed strategic plan

A goal is defined as an achievement that is meant to be accomplished within a certain

period of time. After conducting thorough research of Paw Seasons, we have developed a variety

of short and long-term goals we hope to achieve by implementing a SoLoMo campaign. The short-
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term goals for Paw Seasons will take place during a six-month time span, while the long- term
goals will take place during a one-year time span. Every six months, we will evaluate the success

of the SoLoMo campaign and suggest changes as needed.

L «Update logo/slogan
=Update social media accounts

«Implement a geo- maketing campaign with Facebook Spensored
advertisements

*Update website
*Implement livestream
*Develop a mobile app

* Partner with local charity

*Regularly improve the SoLoMo campaign
*Expand clientele

* Stay up-to-date with technology
*Increase customer loyalty
*Increase profits

B. Proposed activities and timelines

In order for Paw Seasons to prosper as a business, they must improve upon their
promotional plan. Paw Seasons’ current promotional plan needs improvement in order for the
business to thrive. The activities proposed on the next page will help to expand clientele, develop

customer loyalty, and merease profit.
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Timeline

April 2017

May 2017 New logo and slogan

Update social media accounts
Fistablish Facebook sponsored advertisement

June 2017 Updafe Websn:e S

Releasemobileapp -

July 2017

Tmplement live streati

Introduce social media promotional contests

August 2017 .

September 2017

Print adverfisement campaign
One Paw A Time Fundseiser

Review short term goals

NEW SLOGAN/LOGO: MAY 2017

o

Tn order for a customer to have a positive first impression
of a brand, both the slogan and logo need to be appealing and
innovative. Paw Seasons’ current logo, as shown in the upper
right picture, is very simple, and does not catch the viewer's eye.
Additionally, Paw Seasons lacks a slogan. We feel that it is
necessary to create a new logo, as seen in the lower right picture,
which is eye catching with a memorable and unique slogan.
There is a constant color scheme of yellow and grey. These
colors were chosen based on studies of the psychology of
marketing that prove that the color grey portrays reliability and

professionalism and yellow represents welcoming and cheerful

characteristics. These are all characteristics that Paw Seasons
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emulates. Additionally, the paw print in the logo };as all four seasons of the year inside of i,
which gives the logo more detail and relates to the business name. Also, the logo will continue to
provide information on what services Paw Seasons offers by saying that it is a “Pet Hotel and
Day Spa.” Finally, the new slogan, Infinite Pawsibilities, represents the endless love and
affection provided by the employees at Paw Seasons to the pet guests during their stay. The
staffs ultimate goal is to do anything and everything they can to satisfy their customers. Lastly, it

also represents that Paw Seasons is committed to continuing a SoL.oMo campaign.

SOCIAL MEDIA: MAY 2017

Social media offers businesses a valuable way to talk, connect, and learn credible
information about their customers. Itis a rapidly growing means of conumunication, and
according to Emarketer.com, one in four people actively use social media. Paw Seasons will
benefit from social media as their name will become more populs¥: and since having a social
media page is typically fres, it is an inexpensive yet efficient way of promotion. The SoLoMo
campaign we hope to implement includes three specific social media platforms: Facebook,
Instagram, and Twitter. By using each of these platforms we hope to increase brand awareness of
Paw Seasons.

Instagram and Twitter

Instagram and Twitter are very effective social media platforms for promotion.
According to Hootsuite, Instagram is used by 48.8% of brands, a number that is expected to rise
to 70.7% by 2017. Instagram and Twitter are both trending platforms and Paw Seasons needs 1o
use them to their advantage. We feel that by actively posting photos, videos and promotional
contests, Paw Seasons will create a direct outlet to new and existing customers. Also, responding

to customers via social media is crucial in creating positive business to consumer relationships.
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when their tweet has been replied to. Not all businesses respond to their customers, so this easy
task will put Paw Seasons above their competition,
Facebook

Paw Seasons’ first and primary social media platform will be Facebook, as it is the most
efficient platform for businesses and reaches Paw Seasons’ target market effectively. According
to Sprout Social, the average American spends 40 minutes a day on Facebook. Paw Seasons will
utilize Facebook in a multitude of ways explained below.

1. Facebook Posts

In order to be active on Facebook, Paw Seasons should post photos and videos of the pets
utilizing and enjoying the facilities, as well as videos of the friendly and loving staff interacting
with the pets. These photos and videos will depict how much the pets enjoy Paw Seasons, which
will then, create a positive image for the business. Additionally, Paw Seasons should encourage
their loyal customers to share the business® posts, so that their friends can view them as well. In
order to fully take advantage of F. acebook, Paw Seasons shoutd respond to all customers’
comments and private messages within 24 hours to show that they care about what their
customers have to say. In turn, this will create a good relationship with customers and aid in
developing customer lovalty.

2. Facebook Live

Through Facebook, Paw Seasons can also utilize Facebook Live, a trending feature that
will allow the business to post videos of specific rooms, so customers can see exactly what their
pets are doing and potential customers can understand what services Paw Seasons provides.

Additionally, Paw Seasons should use Facebook Live to give viewers a full tour of the facility,
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W O
so existing and potential customers can see where their pet is staying while they are away. They
should use Facebook Live to showcase special events, such as the existing Paws of Love
fundraiser, so customers who could not attend could still view the event. Showing events on
Facebook Live will interest people who did not attend this year, to attend the event the following
year.
3. Facebook Geo-Targeted Advertisements
Paw Seasons should also invest in geo-targeting sponsored advertisements on Facebook.

Using Facebook's geo-targeting feature, Paw Seasons should focus their advertisements on
people living in Plainview and within the surrounding area, people between the ages of 40 and
55, and people who own pets. The sponsored advertisement should include Paw Seasons’ contact
information along with the business’ logo, social media handles and website link. The sponsored
advertisement will promote Paw Seasons to potential customersfitheir target market in order to
expand the business’ customer base. To measure the amount of views per advertisement, Paw
Seasons can monitor the cost per a thousand impressions (CPM). Additionally, Paw Seasons can
track the cost per one click (CPC). Therefore, Paw Seasons will be able to measure the success
of their Facebook Geo-Targeting Advertisements.

REVAMPED WEBSITE: JUNE 2017

A simple and successful way to attract customers to a business is by having an exeiting
and attractive website. A website with a variety of information regarding the business, vivid
graphics, as well as photos and videos will attract viewers. According to HubSpot, 38% of people
will stop engaging with a website if the content/layout is unattractive. Therefore, it would be
beneficial for Paw Seasons to create a new website design that is more appealing. As of the fall

2016, Paw Seasons lacks a website that provides sufficient information about their business and
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services offered. Their website should be more organized, as shown in the picture below, and

inctude tabs for different information, and maintain a color scheme of yellow and grey.

i o '_ g‘ s .

Additionally, the website should be compatible with a mobile ((ij} g:’ .
A S ;/r“(‘ - FawSeasonsHotel
= E@Fmﬁmmﬁum:

device. If people are able to access the website in its entirety 25

Ml Salbard GAEM  RsN railily Lwetielas Detaatt faesiiiis

through their mobile devices, they are more likely to view the  BRING YOUR PET TO
BN SEASCNS HOTEL &

. wpe ' . E!\;_iz “f\ AR ’%"g"fl: '“4.'}\';‘\
website and utilize the business’ services. Furthermore, the ERIOV A WIORRY FAEE CEVAAY

OPENING KOURS 8:30am-4:30pm DALY,
22 Manetto Hi¥ AE Plainview, NY

website should inchude a My Account system which would infogPmSeRISOT .
FRY Our flew Cnlins ko i ilue stréf;;
. Bookl L
allow for personalized accounts for each customer. Customers Book a Wateh Your
Service ~ DOMMDE %9‘3 ;
" NOW! e NOW

with an account will be able to log-in to the website to view
their recent transactions at Paw Seasons, view recent photos of their pet and book stays and
grooming services.

MOBILE APP: JUNE 2017

With the use of technology growing and mobile appﬁﬁ_the rise, it is recommended for a
business to implement an app. An informative and innovative app can
differentiate a business from their competition. We feel that creating
an app can help Paw Seasons stay up to date with trends and also, rise
above their competition. Customers who download the free Paw

Seasons app and show the receptionist at the front desk the app on

their phone will receive a free Paw Seasons frisbee. An image of the

potential app home page is shown to the right and a description of the

app we believe Paw Seasons should create is displayed on the

B3
GALL IS % DIRECTIONR

following page.
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APPQQMentS |

Customers can book appomtments on the app, Whlch it notifies

~ the business when an appointment has been booked

Dlsplays Schedule of customers past and upcoming

T appomtments

' Custemers can pay for appomtments on the mobile app

Pawparazzi

. Pho_tos and videos of the pets can be seen through this page

Pawstream

'.l

Alive stream of pets in the main play room will be shown 24/7
¢ Customers can comment on the Live Stream and also view other
cuStomer’s comments

About Us

Paw Seasons’ contact information (email and phone number)
Link to the website

Hours of operation
Address of Paw Seasons

Directions to the facility via Google Maps -
a' Photo of the outside of the facility so new customers can easily

recognize it

Social Media

Direct links to Paw Seasons’ Instagram, Twitter, and Facebook
pages

P.S. Lbyait_y Card

Collect 10 stamps to ﬁn_lock a free grooming service

Cﬁstomer: .F eedbéck

Custbmers can view other 'customers’ reviews

“l
B Upcommg Events % This page provides customers with the dates and descriptions of
: : : -fupcommg events that Paw Seasons is hostmg
_' “Tell A'“i;?riend '; ‘2‘ A Share button is displayed on ﬂ:us page, Wthh serves as a Way
' ' ' ' for friends to share this business and itsapp
':-'.' _-Customers can share the busmess via messages, email, notes
, and a vanety of somal medla platforms
o ,?No’ttﬁcaﬁqns o

_ Notlﬁcatlons WJ]I be sent to customers When

Thls app wﬂl be created on Bzzness Apps a mobile app make:r that helps srnall business

. clients increase revenue and customer retention. This platform is inexpensive, easy to use, and

customers will be able to download this app from the Apple Store and Google Play,
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LIVE STREAM: JUNE 2017

PaW Seasons should increase their customer’s satisfaction by implementing a live stream.
The business should embed a live stream 24 hours a day, 7 days a week of their main do g
playroom on their website. The live stream will show pets interacting with the friendly and
caring staff, as well as playing with other pets. This will allow customers to feel more rejaxed,
knowing that their pets are safe and enjoying their stay. We plan on using Dacast.com, a free
online streaming service, and using our own camera. Customers will be able to view the live
stream through a direct link on the Paw Seasons website, as well as on the Paw Seasons app.
Additionally, customers will need to log into their account in order to view the live stream. This

live stream differentiates from the Facebook Live feature as Facebook Live has a four-hour

limitation.

SOCIAL MEDIA CONTESTS: JULY 2017

Paw Seasons needs to spread awareness about their business in an exciting and creative

way. To do this, Paw Seasons should hold seasonal contests on their social media platforms. To

spread awareness about these contests, they should distribute
flyers to current customers as they leave the facility and post
contest information on their revamped website and throughout
their enhanced social media platforms. These contests will
promote traffic to their very own social media platforms.
During these proposed contests, contestants will take a picture
of their dog relating to the chosen theme depending on the
secason, and upload it to their own Instagram, Twitter, or

Facebook page with the hashtag #EverySeasonfsPawSeason.

Haw 10 ENTER]
§) FOST A PICTURE of YOUR
PET (5 THEIR COSTUME
) TAC PAwEEASDNG
AND U E THE HABHTAG
HEVEAYSHASOME FAWS EABOH
Gt JuTFaaRAn. THITYER OR FACEBGOK
TsE Two WINNERS WILL REHCEIVE
A COMPLIMENTARY GRGCMING
AT THEER NEXT YISIT

x:?

__PAWSEASONSHOTE coM:
122 MANETTO HILL RD PLAINVIEW, NY
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Contestants must also tag the Paw Seasons account on the appropriate platform so that Paw
Seasons is able to view every submission. Then, Paw Seasons will repost the photo, and the
contestant with the highest number of likes will win a prize. The winner will be announced on all

of Paw Seasons’ social media platforms and receive complimentary grooming at their next visit.

The proposed contest described above will not only
spark excitement for Paw Seasons, but spread awareness about
the business by driving current and potential customers to Paw
Seasons’ social media pages. Sponsored advertisements on

social media could further promote the contests as well, These

contests will be themed seasonally, as shown in the graphic on
the right.

COUPONS: JULY 2017 U

In July 2017, Paw Seasons should release their first print advertisement, which should

incorporate the updated company logo and their social media platforms, a coupon. The

advertisement should be issued in both the T

s RTac

. _ R g
Plainview-0ld Bethpage/Jericho and Syosset- Wi P ANBEAVSIAHATEL COM

FOLLOW U3 of INGTAGHAN & PRl i
HPAWBEARAEHA XL

Woodbury Pennysaver’s once every two

months, These editions have been chosen

Liie. Qun PAGE ON FACEROTK
Paw Seaross PE) HOYEL & DAY SPa

because they are where a majority of the

business’ customers are located. This coupon % 5

off $50  off $100 off $150

will attract current and potential customers to

Paw Seasons and serve to increase brand recognition among residents in these areas. An example

of the print advertisement that should be implemented is shown above.
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ONE PAW AT A TIME FUNDRAISER: AUGUST 2017

A very effective way 1o reach out to the community is by hosting a local charitable event.
According to Nownprofit Hub, 90% of American consumers want to know about what causes
companies are supporting, therefore, partnering with a charity will better Paw Seasons’ image
and encourage customers to interact with the business to help the cause.

We believe that Paw Seasons should partner with Little Shelier Animal Rescue and

Adoption Center, a nonprofit, no-kill animal shelter located in Huntington, New York. Paw

9

it

WATER BOTTLEF
ja112s. 8= ProvioEn

ttieShelter <=

A b et - supply water bottles, mini snack bags, and dog treats. To raise

Seasons should team up with this charity and host a local dog

ONE Pa'w
AT A TIME
Doc WALK on August 26, National Dog Day, at the Bethpage Bikeway

SATURDAY

walk entitled, One Paw At A Time. This walk should take place

ALGUST 38, 2017

AL B D Trails, located about three minutes away from Paw Seasons.

e oo | Customers who participate will be asked to donate $5, as well
LyrLe Enevren
ANIMAL RESCUE &

soormon centes | 85 @ can of dog or cat food to benefit Little Shelter, Here,

— ' fm participants will leisurely walk along the trails with their pet,

SHATK BAny

) BYART 15 AT
BETHPARE E‘!hﬂ!‘.—.‘{‘% .

enjoy the beautiful of nature, and support Little Shelter Animal

& @ Rescue and Adoption Center. In addition, Paw Seasons will

awareness about this event Paw Seasons can post information on their social media and can use
the hashtag, #OnePawAtATime. This hashtag will spread awareness about this charitable event
as well as create excitement about the business. A Facebook Live video will also be streamed at
the event in order to increase attention and interest people who could not attend this event. Not
only will this event support a charity, it will also promote Paw Seasons, as people in the town

will see the event occurring through their daily travels, This will be a nice culmination to the
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mitial portion of the promotional plan, as Pa\;v Seasons can utilize personal selling at the event to
promote the new app, updated website, social media and livestream.

C. Proposed metrics or key performance indicators to measure plan effectiveness

It is essential to measure the progress of a promotional campaign, in order to determine its
success. After evaluating each activity, it can be concluded which aspects are successful and
which are unsuccesstul. In order to fully analyze the success of each activity, a variety of
evaluations would need to be completed. Methods for evaluation after 6 months and one year can

be seen below.

Post: survey responses T
‘Customers will bé provided w1th surveys after the new 1ogo and
' slogan have been implemented throughout the business, From
. these responses, the customer satlsfaetxon Ievel wvth the new

: 'slogan and Iogo can be determmed

 New Siog_élnqug'o

e __,Rephes comments number of hkes and amphﬁcatlon rate.
* .o Instagram: 300 followers i 6 months 5 regrams/post 40 -
hkes/post 5. comments/post o :
o - Twitter:; 300 followers in: 6 months 5 RTs/tweet 20
Iﬂges/tweet, 5 rephes/tweet R
‘o Facebook: 1000 lees nb months 20 shares/post B
More llkes on a post and a hlgher amphﬁeauon rate represents

Social Media Updates |

FacebOOkLwe T
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-

o058,

Revamped Website

.0.0.

]
o'

Post-survey responses and website analytics
Customers will be provided with surveys after the website has
been revamped. From these responses, the customer satisfaction
level with the new website can be determined.
Use similarweb.com to view the total amount of visits the new
website received. This website calculates how many people visit
the website with the click of a button and is very simple for any
user.
Monitor amount of accounts and usage of each account

o Goal: 100 accounts setup

Livestream

Amount of views and comments
The Livestream will show how many views it has received.
Comments indicate customer’s feedback about the Livestream.

Mobile App

Number of downloads

App Store

Monitor reviews and ratings of app on App Store and Google Play
store

Bizness Apps Analytics

See the amount of people that downloaded app

Shows the amount of times app is opened

Shows the amount of times each screen is opened

Social Media Contests

-

Amount of people who entered the contest

Calculate the number of people who posted the contest on their
own social media account, to measure the effectiveness of the
promotion.

Coupons

Amount of people who use the coupon
Calculating the number of coupons used will determine how
successful the promotion was :

.One Paw At A Time

The number of people who attend, amount of donations, and
feedback after the event

"Reviews on social media platforms will represent customer’s
“feedback on the event '

‘At Teast 50 people attending this event
Goal: Raise $300 for Little Shelter and donate 100 pet food cans -

Along with the evaluation methods described above, Paw Seasons should use the return

on investment formula below to calculate the quantitative success of their SoLoMo campaign.
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V1. PROPOSED BUDGET

This formula will provide Paw Seasons with a percentage that would allow them to
formula produces a 25% ROI, the SoLoMo campaign can be considered successful.
In order to implement the proposed SoLoMo campaign, it 1s necessary to review the

for the first six months of the SoLoMo campaign is displayed below and on the following page.

distinguish their return on investment, or gain after implementing their SoLoMo campaign. If the

expenses and confirm that the budget is maintainable for Paw Seasons. The approximate budget

 Activi Unit) | Cost/Umit | Total Cost

New Logo/Slogan 1 Logo/Slogan $0.00/Logo/Slogan $0.00
U]?date Social Media Accounts 3 Accounts $0.00/Account $0.00
Update Website 1 Website 1 50.00/Website $0.00
Facehook Sponsored Advertisement . _Unit) | Costmit | Total Cost
(CPM) Views of Ad 1000 Views $.01335/View $13.35
(CPC) Clicks on Ad 60 Clicks $1.01/Click $60.06
Total Facebook Sponsored Advertisement Expense =$73.41

Moblle Ap}g - Umt(s) | Cost/ umt Total Costr-'
Hire Part-Time Worker 10 Hours $ 15.00/Hour $150.00
Mobile App Subsqription 6 Months $42.00/Month $252.00
i0S Store L_iceﬁse | Yearly Cost $99.00/Y ear $99.00
Google Play. Store Lipeﬁ_sé : | One Time Fee $25.00 $25.00
Frisbee Giveaway = 100 Frisbees $2.30/Frisbee $230.00

Total Mobile App Expense = $756.00
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L Ve Str_ an. Subscnptlon

: 6 Months

$19.00/Month $114.00

L}ve Stream Camera- -'VIXIA HF R700

1 Camera

$199.99/Camera $199.99

Total Livestream Expense = $313,99

N July 4th Summer Cdﬁ.t:est.})ﬁzes' '

| 2 Services

$40.00/Service $80.00

Total Contests Expense = $80.00

Smail Water Boﬁiéé'-(48 bottlés/caée) o

$5.88/Case $35.28

| 6 Cases
Mm1 Snack Bags (60 Packs/Box) 3 Boxes $10.79/Box $32.37
. Dog Treats (24/ box) | 1 3 Boxes $29.24/Box $87.72

Total One Paw At a Time Fundraiser Expense = $155.37

'Pennvsave‘ ':’Prmt Advertlsements ;

Plamv:lew Old Bethpage Jericho Edmon

| 3 Advertiséfients

$115/Ad $345.00

Syosset Woodbury Edatlon '_ |

13 Advertisements

$115/Ad $345.00

Pennysaver Print Advertisements Expense = $690.00

Many components of the budget will not incur any cost. Since Paw Seasons already has a

marketing manager, she will enhance the logo, social media, and website that already exists.

Therefore, there will not be an additional expense for these activities. Since Paw Seasons already

has a website, paying for the domain name and host site will not incur additional charges. We

think that Paw Seasons should hire a part time employee to help develop the app.

After thorough research, it was determined that the Facebook Sponsored Advertisements

will cost $.01335 per view and $1.01 per click, Paw Seasons should set a limit of 60 clicks,
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totaling $60.06 and 1,000 views totaling $13{:35. ﬁowever, if these become lucrative forms of
social promotion the budget for these items can be increased.

Additionally, within the six-month time span of the budget, Paw Seasons will host one
large scale social media contest. Therefore, the only cost for the “Contests” activity is the July

contest shown above,

gt
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