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BACKGROUND
INFORMATION
Keg and Case is a food hall and market located in the West 7th
Street neighborhood of St. Paul. The market, which recently
opened in October 2018, serves as a gathering space for
community members to eat, drink, and shop. The market
contains a wide variety of diverse food vendors and retail
stores, run by small businesses located in the Minneapolis and
St. Paul area. Additionally, Keg and Case was built upon the
historical Schmidt’s Brewery grounds, and has revamped its
upstairs to become a brewery, serving a comprehensive
selection of craft beer. Keg and Case has a very inclusive,
welcoming, and family friendly environment, catering to the
wants and needs of Minnesota residents and beyond.The market
is working to expand its services in the summer of 2019 by
implementing various outdoor activities like: a farmer’s market,
concerts, and movie screenings. The market is appealing to
patrons because it allows them to eat various cuisines and
desserts, drink non-traditional beer, listen to music, and shop
at a plethora of artisanal vendors, all at one convenient
location.
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KEG AND
BASE BRAND
VOICE

Keg and Case should establish a brand voice that is uniquely representative of its market
as a whole. In order to do this, Keg and Case should keep in mind the target audience,
college graduates ages 23-30, in order to cater to the wants, needs, and desires of the
market. Right now, the brand voice of Keg and Case is enthusiastic and family oriented,
catering to a broad audience. The market’s current brand voice is informative and
professional, and is consistent across all social media platforms. Keg and Case could
improve its brand voice by separating itself from its competitors by using more unique
copy and pictures, as well as playing into current trends and events that are happening at
the moment. For our campaign, our group recommends that Keg and Case adopts a more
individualized brand voice that is trendy, in order to attract a younger, more edgy
audience.
The overall brand voice for Keg and Case will be trendy, in order to cater to a target
audience that values individualized and unique experiences. Because Keg and Case is
unlike any other markets and traditional restaurants nearby, Keg and Case should use a
quirky tone that reflects its difference from its competitors. The brand voice should be fun
and exciting, and use common language and slang of 23-30 year olds in order to appeal to
the target audience for this campaign. Consumers reading Keg and Case’s digital messages
should think of Keg and Case as a desirable summer destination spot that has many
diverse food, shopping and experiences to choose from. In digital messages, Keg and Case
will sound edgy, while simultaneously using relatable content to cater to its target
audience. Consumers should feel as if Keg and Case is their friend, but that the market is
“too cool” to be their best friend. Additionally, it is important to note that Keg and Case
should build a brand voice that is not representative of its vendors, but as the market as a
whole. On the right is a detailed brand persona of Keg and Case.
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BRAND
PERSONAS
Primary:

Secondary:
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MISSION
STATEMENT
"We believe in providing the community
with an inclusive marketplace that
represents the Twin Cities and all our
local vendors have to offer."

VISION
STATEMENT
"We strive to give our guests a vibrant,
one of a kind market experience,
conveniently located in St. Paul."

4

ENVIRONMENTAL
SCAN ANALYSIS
After visiting Keg and Case and conducting external and internal research about the company,
we were able to identify several indicators about the company’s political, legal, economic,
community, technology, and social and consumer factors that affect Keg and Case as a whole.
The following environmental scan analysis details this research in full.

POLITICAL
FACTORS:
Keg and Case’s social media, as well as the vendors and products at Keg and Case, are generally targeted at
progressive individuals who have a disposable income and like artisanal products, which are often locally
made. This poses a potential political problem in the community because the middle to upper class target
audience that Keg and Case aspires to attract, directly juxtaposes the working-class neighborhood that Keg
and Case is located in. Keg and Case is located in the West 7th Street Community of St. Paul, which is
typically described as a blue-collared neighborhood. According to MN Compass, the average median
household income in the neighborhood for 2017 was a mere $57,723, and nearly half of the properties are
rented rather than owned.
Additionally, only 54.8% of the population has a bachelor’s degree or higher, representing that the
community could potentially feel disconnected with the Keg and Case Market. Craig Cohen, the developer
and managing partner of Keg and Case, states on the company’s website: “First and foremost, the
neighborhood matters. I saw an opportunity and set about bringing together a team to curate offerings in a
way that was consistent with the energy, art, community and fiber of the surrounding area” (Keg and Case).
In our opinion, Keg and Case has the opportunity to do more in terms of integrating aspects of the
neighborhood and the market to avoid political controversy.
A significant part of summers in Minnesota is road construction. There will be a lot of projects run by the
Minnesota Department of Transportation. It is important for Keg and Case to keep in mind that road
construction and traffic can be a barrier for customers in some of the suburbs to travel to St. Paul.
Finally, it is important to keep in mind that Keg and Case is located in Minnesota, which is a predominantly
liberal state. Especially being located in St. Paul, Keg and Case is located in a progressive area that generally
supports causes like sustainability, environmentally friendly products, inclusivity, and human rights. Keg and
Case should be aware of this and understand that visitors will expect that these causes are reflected into the
market.
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LEGAL
FACTORS:
A legal factor that is important when considering Keg and Case is the contract between vendors and the market.
It is important that the contracts between the vendor and the market explicitly outline how long the vendor’s
lease is for, how much the lease costs per month, year, etc., how the money is planned to be split up, and
guidelines about promoting Keg and Case as a whole. These contracts are essential to the legality of Keg and
Case because it is a document that details what happens if a vendor fails to cooperate, and keeps the vendors
accountable for the elements agreed upon in the document.
Additionally, in regard to legal factors, Keg and Case must be careful about what they are posting on their social
media accounts. For example, it is vital that the company is using its own images, or offering up photo credit, in
order to avoid copyright infringement. Also, if Keg and Case chooses to use brand ambassadors or to use
sponsored posts, it is vital that they are disclosing that to their audiences within the advertisements. Other
various laws that Keg and Case should be conscious of include: getting legal clearance before creating a
‘sweepstakes’ or giveaways, not requiring employees to post about Keg and Case on their personal social media
accounts, budgeting a cost for an attorney, and not creating fake testimonials or reviews.

ECONOMIC
FACTORS:
Because Keg and Case is a brand that works with vendors, it is very important that the business model is clearly
written and explained to all parties. During a meeting with Keg and Case’s PR representative, Mary, she stated that
Keg and Case does not require that Keg and Case vendors pay for marketing costs, or are required to promote Keg
and Case as a whole market. This is an economic problem that Keg and Case should revisit when the vendor’s
contracts are due, because Keg and Case cannot be successful without extensive advertising.
According to Mary, Keg and Case does not have enough money to run digital advertisements because their
marketing budget is merely non-existent. This poses a huge economic problem for Keg and Case because digital
advertisements allow businesses to target niche audiences through boosted posts. Additionally, Robert Grill of
Forbes reported that “there are over 5 million businesses that advertise on Facebook alone” (Grill, 2018). This
statistic shows that most, if not all, companies are looking to digital advertising to promote their business and
products. The vast majority of businesses are using digital media to reach larger, more targeted audiences, and if
Keg and Case fails to follow this trend, it will lose potential customers to its competitors.
In addition, Keg and Case should be aware of the spending habits of the targeted audience of college graduates,
23-30. Typically, this target audience is willing to spend extra money on products that are locally made, organic,
environmentally-friendly, and are unique. They value experiences, rather than material things, and are attracted to
the aesthetics and environment of the place they are visiting, rather than just the products sold. This age group is
also more empathetic and willing to purchase products that are involved with a philanthropic cause, more so than
other generations. Also, while this target audience does have an exposable income, they also have increased
student loans, credit card debt, and monthly payments than their older, more established peers. This target
audience is willing to spend extra money on things like fine wine, craft beer, lavish coffees, handmade clothing,
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Instagram presets and elaborate appetizers.

COMMUNITY
FACTORS:
While Mary recently indicated that Keg and Case’s target audience was Minnesotans living in the metro area, we
recommend that Keg and Case targets college graduates, ages 23-30, who have a disposable income and who like
trendy and locally-made products. Because of this, Keg and Case should use digital platforms that people use on a
regular basis. This graph, provided by Business insider, shows that 18-29 year olds receive the most news and
spend the most time on YouTube, followed by Facebook, Snapchat, Instagram, and Twitter. This is an important
factor to consider because it shows what channels will help Keg and Case reach its community and target
audience most effectively. However, it is important to note that use of these platforms range significantly with
age as noted in the index of the graph.
In regard to Keg and Case specifically, it should continue to post regularly on Facebook and Instagram in order to
appeal to the target audience. Additionally, we see an opportunity for Keg and Case’s to grow their Twitter
presence to reach a larger audience and to promote events happening at Keg and Case, or specific vendors at the
market. The defined target audience use these three social platforms frequently, and often cite reasons for using
the platforms “to stay updated on businesses, companies, and friends and family” as their reasoning for their
social media use. Keg and Case should emphasize using these three platforms, and extend outwards on other
social platforms as needed in different digital campaigns.

TECHNOLOGY
FACTORS:
Among all users, Facebook has the most active user base with 2.07 billion monthly active users. Instagram
follows with 800 million monthly active users, Twitter with 330 million active users, LinkedIn with 500 million
members, Pinterest with 200 million monthly active users, and Snapchat with 178 million daily active active
users. In addition, trends that are popular right now include Instagram Stories, Facebook Live videos, and using
YouTube as a search engine. Specifically, the Entrepreneur reported that 200 million Instagram users actively
view Instagram stories each month. Also, more than 3,500,000,000 live videos on Facebook, and over 2 billion
people have watched live videos.

Because Keg and Case does not have many Instagram highlights on its home page, it should consider
implementing a highlight reel for each of its vendors so that customers can have a ‘sneak peek’ into the market.
Additionally, during events Keg and Case should live stream on its Facebook page to attract more customers
and to show its target audience what an amazing destination Keg and Case is. Finally, Keg and Case should
consider promoting digital advertisements on social media platforms, as it’s target audience frequently posts
and check their feeds on these platforms.
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SOCIAL AND CONSUMER
FACTORS:
Finally, it is important to consider social and consumer factors about the uses, perceptions, behaviors that
the target audience has of different platforms and channels. According to a report from Target Internet,
researchers found that although Generation Z does not use Facebook as frequently or actively as other
generations, they spend about two hours a day watching videos on digital platforms. While it is no surprise
that 80% of users use YouTube on a regular basis to watch videos, researchers also found that Facebook was
the second leading platform for Generation Z to watch videos on, with 79% of surveyed people saying they
use Facebook regularly to watch videos.
In addition, Hootsuite found that “Instagram’s most active users are in the 18- to 29-year-old demographic,
with 71% saying they use the platform, according to the Pew report. That’s up from just 59% in 2016. And
55% of them say that they check in on the app more than once a day.”. Also, among active users, females and
males use the platform evenly, with females using the platform at a rate of 50.3%, and men at 49.7%. Lastly,
Omnicore found that around 46% of Twitter users use the platform every single day, and of those active users
39% of them are ages 18-29.
In regard to Keg and Case, it should be mindful that the target audience spends a lot of time on social media
platforms, and consuming content made readily available on these platforms. Additionally, Keg and Case
should acknowledge that the target audience uses these platforms as a source of entertainment, and often
chooses to spend their free time on social platforms versus doing things like watching TV, reading a book, or
watching a movie- as older generations do. Keg and Case should continue to focus on the three platforms of
Facebook, Instagram, and Twitter, but it should consider implementing tactics that help grow its presence
and engagement on these platforms as a whole.
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CLIENT
FOCUS:
HISTORY
Before Keg and Case became a vibrant market, it was known as the famous Schmidt’s Brewery. The brewery was purchased by
Jacob Schmidt in 1901, and was constructed by a Chicago architect who designed the gothic-influenced building that so many
know and love today. The building served as a brewery until 2002, when it failed to meet the supply and demand of the
industry, forcing the owners to shut down the brewery indefinitely. The building had various different purposes and owners,
until 2014, when the building was bought by Craig Cohen, who eventually became the developer and managing partner at Keg
and Case. Cohen was inspired by the West 7th Street neighborhood, and aspired to create a public space that combined the
history and community of the area to create an experience for customers that no other competitor could replicate. After a few
years of renovation and construction, Keg and Case officially opened its doors in September of 2018, and it has not looked back
since.
In 2014, Craig Cohen, with the help of some close friends, purchased the building which had been utilized as storage for the
beer Schmidt produced prior to its distribution via train cars. They wanted to preserve as much of the building as possible while
making it open and functional for their idea of a community market, which was to include food vendors and other locally based
artisans. With the help of architects, friends, investors, designers, contractors, accountants, and the local community, Keg and
Case was created as a food and retail destination.
Cohen also aspired to create a community gathering space that would give back to the West 7th Street Community that he
loves so dearly. “The Keg and Case building lends itself naturally to this use, which then in turn can really anchor the
neighborhood. We look forward to fostering a space and a culture that will allow a diverse group of vendors and visitors to
joyfully co-exist,” Cohen says. While the building may be the physical space that Keg and Case is located in, the neighborhood
has always been the driving force behind the inspiration and passion of this project.
Upon opening, Keg and Case received the USA Today 2018 Best New Food Hall Award from USA Today Readers. Keg and Case
‘competed’ against 20 other food halls across the nation, and USA Today readers ranked Keg and Case for its wide variety of
food selection and vendors. Keg and Case received well deserved press for this award, and was featured in local newspapers
articles and online publications from Star Tribune, Visit St. Paul, City Pages, MPR news, and more. The recognition for this
award helped Keg and Case reach a broader audience and increase foot traffic in its market, which is what Keg and Case hopes
to replicate in the future through new tactics and strategies.
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KEY PLAYERS AND ORGANIZATION:

EXECUTIVE
TEAM

VENDORS

CRAIG COHEN: DEVELOPER AND MANAGING
PARTNER
DEAN PERLMAN: PARTNER
SCOTT SCHULER: MANAGING PARTNER
PHIL GAGNE: DIRECTOR OF OPERATIONS
ELIZABETH TURAN: OPERATIONS COORDINATOR
NADINE SCHAEFER: DIRECTOR OF PARK AND
EVENTS
MARY QUINN MCCALLUM OF FIELD GUIDE INC.:
PUBLIC RELATIONS
BETHANY BRANAN OF SIP SAVOR SOCIAL:
MARKETING AND SOCIAL MEDIA

CLUTCH BREWING CO., FIVE WATT COFFEE,
GAZTA AND ENHANCEMENTS, IN BLOOM,
PIMENTO JAMAICAN KITCHEN, REVIVAL
SMOKED MEATS, SWEET SCIENCE ICE CREAM,
BARKLEY'S BISTRO, BOGART'S DOUGHNUT CO.,
CROIX VALLEY, EVLA POTTERY, FOREST TO
FORK, GREEN BEE JUICERY, HANDMOD, HOBBY
FARMER CANNING COMPANY, HOUSE OF HALVA,
K’NACK, MN SLICE, ROSE STREET PATISSERIE,
SPINNING WYLDE, STUDIO EMME, WANDERING
KITCHEN, BEE WORKER

PRODUCTS AND SERVICES:
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SOCIAL MEDIA AUDIT
Keg and Case are active on three social media channels: Instagram, Facebook, and
Twitter. The content across each platform is often the same but the followers and
engagement differ widely across the platforms.

Instagram
This is by far the market’s most successful platform in
terms of followers and engagement. They have 17.9
thousand followers and normally get an average of
around 200-700 likes per post, varying by the content of
the post. The images are most often of specific foods or
products from the market. The next most common type
of posts is pictures of the vendors, either their booths or
their employees working or making something. Other
types of posts that Keg and Case often features on their
Instagram are photos of the market at large, either from
the interior or exterior, and they will post images of
people and visitors to the market. If they are posting
images of market goers, they will frequently highlight
children.
Keg and Case also uses the stories feature to repost
users and vendors posts about the market. Keg and
Case’s social media engagement is definitely the highest
on Instagram, but it does vary by post and often posts
about more popular vendors or very trendy or interesting
looking food get higher levels of engagement.
They are also not utilizing any opportunities on
Instagram to boost posts or feature posts. The market is
a visually appealing space with a trendy aesthetic and
there is an opportunity to promote all ready well
performing, well-liked posts and reach new audiences.

11

Facebook

Keg and Case’s Facebook page is as well-liked and followed as their
Instagram but they have far lower levels of engagement on this platform.
The market’s Facebook page has 16,651 likes and 17,286 followers. The
audience on Facebook overlaps the best with Keg and Case’s target
audience and demographics, while Instagram and Twitter tend to be
much more popular with younger adults. Facebook is used more often by
older generations and having a strong Facebook page and following is
important for Keg and Case’s patrons.
An area of improvement with their current Facebook page is that the
posts are nearly exactly the same as their Twitter feed and their
Instagram posts as well. If an individual were to follow Keg and Case on
multiple or all three platforms, which is ideal, they would inevitably
encounter a lot of repeated content. A positive use for their Facebook
page has been the ability to use Events and also link articles in posts, to
feature positive press written about the Market and their vendors.

Twitter
Twitter is under performing compared to Facebook and Instagram. This
platform has the least number of followers and very minimal engagement
with their posts. They have 1,322 twitter followers but posts generally only
receive 1 to 3 favorites or retweets. One explanation may be the younger
demographic of Twitter users - the platform doesn’t correlate as well with
Keg and Case’s audience. Another explanation may be the cross posting. If
the other social media platforms are preferred by their customers, then
they would most likely already follow the market on Facebook or
Instagram and they would have already seen these posts on those
platforms and are therefore less likely to engage with them on Twitter.
One thing the market does do well on Twitter is retweet posts from their
followers and market goers. If they created different content for Twitter
that fits better with the theme of the platform and its audience Twitter
could be a big area for growth of the market’s audience.
Overall, Keg and Case has a good base on all their social media platforms
and they have a consistent fun, friendly, and trendy voice.
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SITUATIONAL
ANALYSIS
Keg and Case has potential to be a top
destination in St. Paul for locals and
visiting tourists. Keg and Case had a
strong opening season, they have a
large social media following, and they
have already won a national award.
Going forward, Keg and Case needs to
sustain its current audience as they
lose its novelty and continue to attract
new patrons.
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S
Instagram Account has 17.6k followers
Facebook Account has 16,548 likes on
page
Vendors have a strong social media
presence/following outside of Keg and
Case
Revival
Reposts a lot of pictures from people
visiting Keg and Case (user-generated
content)
Voted USA’s today “Best New Food Hall”
in 2018

O
Create a “Backyard Destination” Campaign that will
extend through the summer months using the
following tactics:
Promote outdoor activities at Keg and Case, (movies,
concerts, farmer’s markets, food trucks) through
boosted posts and digital advertisements
Create an Instagram/Facebook ‘Highlights’ to
showcase all of the vendors prices/menus as well as
update the website to reflect this. This will eliminate
confusion and allow consumers to scope out Keg and
Case before coming.
Create a “Keg and Case” scavenger hunt that is run
through social media that helps teach customers
about the history of Keg and Case, but also
encourages them to visit the market and try new
foods and shop at its retail vendors

W
W

Keg and Case lacks market/advertising for the market as
a whole
Limited Engagement on Posts (Likes and Comments)
Instagram: Ranging from 139 likes to 991 likes on recent
posts; Around 15 comments on each post
Facebook: Approximately 20 likes on each post;
Approximately on 3 comments on each post
Twitter: Approximately 5 likes on each post
Twitter has lack of followers compared to Instagram and
Facebook
Lack of digital advertisement budget (boosted posts)
Lack of awareness/foot traffic as a whole

T
Similar ‘Food Halls’:
Revolution Hall (Rosedale Mall)
Elevate Food Hall (Minneapolis, MN)
Cibo Food Hall (St. Paul, MN)
Elevate Food Hall (Downtown Minneapolis)
Other ‘experience driven’ destinations:
CanCan Wonderland
World Market
Competing Breweries (in St.Paul & Minneapolis
Area)
Urban Growler Brewing Co.
Bad Weather Brewing Company
Burning Brothers Brewing
Summit Brewing Company
Nearby Restaurants:
Joe and Stan’s Sports Lounge & Grill
Shamrocks Grill and Pub
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Mucci’s Italian Restaurant

GOALS:
"To increase brand awareness of Keg and Case
and their following on social media platforms,
while increasing traffic to the market."

OBJECTIVES:
To increase user engagement on Instagram and
Facebook by 30% by posting unique content across
platforms and posting 3-5 times a week by August 31.
To increase Twitter followers by 15% by
August 31.
15

TARGET
AUDIENCE:
AGES
23-30

COLLEGE
EDUCATED

87%
$50,000+
INCOME

For this campaign, the primary target audience is college graduates ages 23-30 who
have a disposable income and who like trendy and locally-made products. This
audience is based on the Claritas’ segmented audience type, the Connected
Bohemians group. The people in this demographic live in an urban setting, have a
mid scale income, usually do not have children, and have a college degree. They
spend their free time traveling to places in Asia, attending music concerts in the
rhythmic contemporary hits genre, and shopping at stores like H&M, and they either
travel by Volkswagen or use an Uber. This demographic is found in abundance within
Keg and Case’s zip code in St. Paul and neighboring areas in Ramsey County and
Hennepin County, so they would be a great local group to reach out to.
The secondary audience for this campaign is parents with elementary to high school
aged children, ages 30-44. This audience is modeled after Claritas’ “Cosmopolitans”
segment. The Cosmopolitans live in an urban setting, have an upscale household
income, own homes and have graduate level degrees. They are likely to be eating at
Starbucks, attending college sporting events, shopping at Brooks Brothers, and
traveling for business. This is an audience to look out for because Keg and Case is a
great place for the whole family. However, it is not the primary because the
campaign is focused on emphasizing events and vendors that are less kid-friendly.
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CAMPAIGN
OVERVIEW
Wealthy Minnesotans that live around the Twin Cities have the
reputation of staying in the Twins Cities area during the work week
and then fleeing “Up North” to their cabins on the weekends. This
pattern hurts a lot of local businesses who are trying to capture the
locals’ attention and gain more traffic in the summer. The goal for
our digital campaign idea is to inform the general public about all of
the exciting, entertaining, and amusing activities located at Keg and
Case using a user generated #exploreyourbackyard hashtag and the
promotion of summer events at Keg and Case. Ultimately, we want
our target audience to know that Keg and Case is one of the most
lively places in the Minneapolis and St. Paul and is the best reason
to stay in the cities for the summer. The summer campaign will begin
on June 9 and conclude on August 31.
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STRATEGIES
OVERVIEW
This campaign will emphasize the importance of not
needing to stray far from home through the lens of
visiting Keg and Case. Social media is the best
channel to promote our campaign on because our
target audience is highly engaged with social media
and engages with businesses most through this
platform
STRATEGIES
Encourage user generated content with the hashtag
#ExploreYourBackyard
Emphasize Keg and Case as a top destination for the
summer
Post unique content consistently across Keg and
Case social media Platforms

#Exploreyour
backyard
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TACTICS
KIM LY CURRY
AS BRAND
AMBASSADOR

Employ Kim Ly Curry (@kimlycurry) as an Instagram
ambassador to post about Keg and Case once a month on her
Instagram feed and Instagram Story.
Her posts will need to be marked as ads to comply with FCC
rules because she will be provided compensation. In order to
be transparent, Curry will be asked to merely post about Keg
and Case, and she will have free reign on what she wants to
write.
June: Posts about her overall experience about the market as
a whole and write a positive review encouraging her followers
to check out the market.
Posts a story documenting her day and where she stopped.
Story will stay up on her highlights for 1 month.
July: Post about a morning brunch at the InBloom restaurant
at Keg and Case and post positively about the intricate and
fancy menu options.
Post an Instagram Post on her feed and tag Keg and Case as a
market. Require that the post stays on her Instagram Feed.
August: Post about attending Guinness and Oysters Event
Post in her story 1 week before that she will be going
Post a picture of her at the event on the day of the event.
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Use Instagram Stories to highlight vendors each week
and to raise awareness about the vendors at the market.

INSTAGRAM
STORIES

Every Monday post on Instagram what vendor is being
featured, directing the viewer to their stories
On Instagram Stories, post about the vendor, show
different products that demonstrate range of menu,
show some behind the scenes
Save story to highlight reel - will eventually have one
highlight reel per vendor

Keg and Case Beer Mug Hunt run through social media
that will increase awareness about Keg and Case, their
history, and their social media platforms, and it will
increase traffic in Keg and Case.

KEG & CASE
MUG HUNT

Promote the Scavenger Hunt a week before and call
followers on Instagram and Facebook to follow its
Twitter for the clues (also post this on Twitter).
On each day of the hunt, post clues about where to find
the beer mug in Keg and Case throughout the day.
Pay for promoted tweets leading up the Beer Mug Hunt
Feature the winner of the contest on Twitter
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BOOSTED
POSTS

Use boosted posts on Facebook promoting their
upcoming summer events, specifically with events
listing page
At the beginning of each month, boost all events coming
up within the month to gain awareness and reach about
Keg and Case market events.
Specifically, promoting outdoor summer events like
Farmer’s Market, Outdoor Concerts, etc.
Boots posts with high levels of organic engagement
once a week.

Ensure posts across different platforms are unique to
the platform its unique audience.

UNIQUE POSTS

Posts on Twitter, Facebook or Instagram will all be
different from each other.
Each platform will have a unique use & purpose of
existing.
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EVALUATION
METHODS
To measure the change in user engagement on Facebook and
Twitter, the combined number of likes, comments, and/or shares on
the 5 most recent posts will be calculated on Keg and Case’s
Facebook, Instagram, and Twitter pages before the campaign
commences on September 2. On September 2 (the last day of the
campaign), the numbers of the last 5 campaign posts will be
calculated again. The results will be measured by the percent
change formula ([(v2-v1)/v1] x 100) in order to see if the objective
was reached.
To measure the change in followers on Twitter, the number of
followers will be notated right before the first campaign tweet is
posted. The number of followers will be recorded every week
following the first tweet. Once the campaign is over, the final
number of followers will be counted on September 2. The percent
of change formula will be used for the first and last recorded
follower counts to see if the objective was accomplished.
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TOTAL:
$5,000

BUDGET

June:
$1,713

July:
$1,643

August:
$1,643
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SKEPTIC
SOLUTIONS

