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Integrated Digital Marketing Plan
Goals
· Increase awareness/reach (social media focused)
· Build social media presence for the future (create something the owner and employees can understand)
· Increase attendance at non-primary hours (convincing people to come out)
Research
· Target audience: 21-30 age, college students, potentially sports orientated, beer/liquor advocates, small business supporters
· What specifically do people go there for? Reasonably priced drinks (specials), word of mouth, atmosphere of the bar
· Why do people come back? Connection with other customers or bartenders
· Where are, they going now? Staying in and going to competing bars in the downtown square
· Sales - very inconsistent, good nights over $1,500 in sales are usual and bad nights under $300
· Attendance by the hour - empty before 11, packed during weekend hours 11-2:30
· Facebook Analytics - reach is only 10 percent of likes, users have been very inactive
Define and Establish
· Clarifying values of fostering an enjoyable, easy going atmosphere in an affordable manner
· Promotional video (highlight key aspects)
· Defining goals of increasing reach and attendance through social media platforms
· Brand Properties
· Essence - college community orientated, affordable, sports atmosphere
· Voice - friendly, customer-centered, fun
· Promises - content (digitally based) & value (connecting people through a great environment)
· Using social media as primary forum to establish the value of Steve-O’s
· Values and goals remain consistent through the integrated plan
Convey and Promote
· Our target market is college students
· What message do we want to Convey to them? The message we want to convey is that Steve-Os has the best college community in Portage County 
· What type(s) of content will best Convey this message? Since College Students are the target market we want to meet them where they spend the most time online, Social Media.
· We are going to use video, pictures and Facebook events as powerful visuals to market to target market.  
· Rebranded content - The goal: make paid media feel less intrusive to increase the likelihood users will engage with it. Facebook and snapchat
· SoLoMo
· Social - Get Social, Think Local, Integrate Mobile
· Social- Facebook/Snapchat 
· Local- Stevens Point community & community within Steve-O’s
· Mobile- Snapchat filter
· Media
· Paid - Social Promo
· Tool: Social Advertising
· Tool: Local SEO - Localized Keywords & AdWords Express
· Tool: Mobile Advertising
· Promotional Video – direct feature to tie up all media with value of business presented in a customer focused way.
Connect and Convert
· Think SoLoMo:  Social, Local, Mobile  
· Social -  By connecting with our customers on Facebook and incentivize people using snapchat
· Local - We are only going to be promoting in our local Stevens point area.  This specific makes it easier to connect with our customers
· Mobile - College students and local young adults are Steve-O’s target market.  By promoting content via Facebook and snapchat.  
Measure and Refine
· Social Performance Management (Primary focus for our Campaign time)
· Channel Reports - Facebook generates most activity, Snapchat new option
· Customer Response Rates - 100% not an unreasonable goal, builds customer relationship
· Average Engagement Rate - increasing number of people that like Steve-O’s actually participating within the page (RSVP to events, commenting, and searches)
· Social Mentions - amount of mentions could easily double (snapchat filter, sharing events or sharing specials)
· Multifunctional Dashboards - connecting Facebook, Snapchat, Twitter, and other platforms with the same message
Plan
· [bookmark: _GoBack]Facebook – create awareness, have more interaction with customers, more consistent posts, and building a path Steve-O’s employees can follow with ease.
· Snapchat – snapchat filter, get more people advertising for Steve-O’s, getting them active at the location
· Video – snapshots, mentions of Steve-O’s Facebook and snapchat, conveying the culture and message for people to look for fun
