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Meet the Team 
 
Miranda Bator Project Manager/Writer  
• Miranda is a senior at Grand Valley State University, 

majoring in Advertising/Public Relations with a minor in 
Criminal Justice. She was born and raised in 
Farmington, Michigan on the east side of the state. 
Miranda is currently interning with the Grand Rapids 
Film Festival as the public relations/promotions intern. 
She is also the current marketing assistant for GVSU 
Pew Campus Operations. Upon graduation, she plans 
on finding an entry-level position in communications or 
public relations. Miranda is involved in her sorority 
Alpha Sigma Alpha and has served on the executive 
board for two years. She loves all things new: people, 
places, music, and coffee to name a few. 

 
 
 

Brett Hawkins Creative Director/Designer  
• Brett is a senior at Grand Valley State University. He is majoring in Advertising 

and Public Relations with an emphasis in Advertising and a minor in Writing. 
Brett currently serves as Social Media & 
Promotions Manager for two Celebration! 
Cinema locations in Greater Grand Rapids. 
When he is not catching the latest movie, 
you can find him enjoying time with family, 
taking road trips, or rooting on the Detroit 
Tigers. After earning his degree, Brett plans 
to continue his journey with Celebration!, 
lending his skills in copywriting and graphic 
design to help promote their newest theatre 
set to open in downtown Grand Rapids. 
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Aubrey Tran Media Planner/Editor  
• Aubrey Tran is a senior Advertising and Public 
Relations student at Grand Valley State University. She 
is from a small town near Kalamazoo, Michigan. 
Aubrey is currently the marketing intern for Uccello’s 
Ristorante as well as a waitress. Aubrey is planning to 
intern abroad to finish her studies at GVSU and then 
find an entry level job in public relations, 
communications, or marketing. Aubrey is very 
involved in leadership within her sorority, she has 
served and the Public Relations Chairman as well as 
President of Sigma Kappa. In her free time Aubrey 
loves to travel, meet new people, and play soccer. 

 
 
 
Max Warren PR Planner/Director of Research  
• Max Warren is a senior at Grand Valley State University. He is majoring in 

Advertising and Public Relations. Max is from Grosse Pointe Farms, Michigan 
on the east side of the state. He is very 
passionate about advertising and hopes to 
have a long promising career in the field. 
Max loves sports, family, and being with 
friends. Max is currently an intern for the 
promotions team for Laker Traditions at 
Grand Valley State University. He also has 
experience in finance and health care. Max 
loves traveling and skiing in Colorado. 
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The Green Glove Dryer is the easiest, most sustainable way to dry 
gloves and small outerwear. It is an innovative product, born out of 
necessity and ease for one busy mom who likes to ski with her family – a 
lot. 
 
Karen Smoots has created a product unlike any other in the heating and 
cooling industry today. The Green Glove Dryer utilizes centralized heat 
in the winter and air conditioning in the summer to effectively dry 
gloves, hats, boots, and more – all without direct electricity. 
 
This plan book takes a deep dive into Green Glove’s target audience, 
busy moms aged 23-45, and applies their demographics, 
psychographics, and designated market areas to create an effective 
communications campaign to increase awareness of The Green Glove 
Dryer. 
 
Bamm Communications has conducted thorough secondary research 
related to the target audience and product that provides a basis for 
strategy and tactics to achieve communication objectives. These 
objectives will make Green Glove stand out in the face of other dryers 
for that busy soccer mom. 
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Client/Organization: The Green Glove Dryer 
 
Problem Statement: The problem for Karen Smoots and The Green 
Glove Dryer is that the product faces lack of awareness with the target 
audience that The Green Glove Dryer has. 
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Problem Statement: The Green Glove Dryer needs to raise awareness 
and increase the promotion of the product to its target audiences. 
 
Name of Company, Product, Organization: The Green Glove Dryer, 
Drying Appliance, Heating/Cooling 
 
Location: Portage, MI 
 
Contact Person: Karen Smoots 
 
Phone: (269) 808-0692 
 
Email: karensmoots@att.net 
 
Company History: As a mother of two boys in Michigan, Karen Smoots, 
needed a solution to dry her sons’ gloves and hats before school the 
next morning after playing in the snow. After trying various methods of 
positioning the gloves over the vents, her family worked together to 
develop a ventilation system out of PVC pipes to place over the vents. 
This is where the Green Glove Dryer was born. Since then, the product 
has been sold in eight states and in eleven major retailers, including 
Dunham’s, Bed, Bath & Beyond, and MC Sports. 
 
Company Mission: To manufacture an environmentally responsible, 
safe, energy- saving product, while utilizing post-consumer recycled 
materials when possible that will enhance the lives of families living in 
cold winter climates. 
 
Company Vision/Philosophy: American Made & USA Manufacturing 
Commitment; American Made is the hard-earned result of dreaming 
big.  It is long hours spent into the night, way after the kids have gone 
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to sleep, while pouring your passion into a single pursuit.  It is going 
that extra mile and the pride that is permanently given to every product 
and every service.  American Made is knowing that with a lot of hard 
work, a little bit of luck and not being afraid to fail, we can achieve 
anything. 
 
Recent news online, news releases, traditional media: WZZM in GR 
promotion of Green Glove Dryer manufacturing facility.  Sold about 75 
in 24 hours. But wants to work on news releases, traditional media, 
social media, and other promotions.  
  
Category Definition (SIC Codes, description): The Standard Industrial 
Classification codes that best categorize Green Glove Dryer are 3084: 
Plastics Pipe and 5075: Warm Air Heating and Air-Conditioning 
Equipment and Supplies. Code 3084 Plastics Pipe is under the major 
industrial group 30, Rubber and Miscellaneous Plastics Products. This is 
appropriate given the injection molding process that creates the 
durable Green Glove Dryer. Meanwhile, Code 5075: Warm Air Heating 
and Air-Conditioning Equipment and Supplies, is under the major 
industrial group of Wholesale Trade-Durable Goods. This is 
appropriate when looking at the big picture of where The Green Glove 
Dryer fits in terms of goods and services within the marketplace. 
 
Category history/growth: In terms of plastics, The Green Glove Dryer 
follows the growing trend toward safe, non-harmful materials. This is 
apparent throughout competitor products and plastic products as a 
whole. Having 100% Polypropylene plastic has made sense for these 
goods. Anything that is made of material that is deemed child-safe is a 
winner for users of these products, in this case moms and parents. 
Additionally, within the wholesale trade of durable goods in the warm 
air heating equipment and supplies, there is ironically not very much 
growth in regard to going green (or using less electricity). That is 
something that puts The Green Glove Dryer ahead in terms of its 
competition. 
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Major competitors: PEET Dryer, DryGuy DX Forced Air Boot Dryer and 
Garment Dryer, MaxxDry Heavy Duty Boot Dryer, Shoe Dryer, and 
Glove Dryer. Please note that these main competitors utilize electricity 
to originate their heat, versus The Green Glove Dryer which draws heat 
from existing reinforced air systems. 
 
Seasonal factors: The Green Glove Dryer is a seasonal product. Most 
of the sales will be in the winter months of November, December, 
January, February, and, and March when families are heating their 
homes. The Green Glove Dryer can be used in the summer with the air 
conditioner for sports equipment and so on but is not marketed for that 
because not everyone runs an air conditioner.  
  
Regional factors:  
The Green Glove Dryer 
is much more 
applicable to regions 
like the Midwest, 
Mountains, Mid-
Atlantic, and Northeast 
in which there are high 
amount of snowfall and 
long winter months.  
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Major trade/industry publications, websites for the category:  
• Grand Rapids Magazine.  
• The Progressive Grocer (http://www.progressivegrocer.com).  
• Environmental Leader (https://www.environmentalleader.com).  

  
  
Brand Description 
Top brands in category: When it comes to plastic products that use 
heat to dry, MaxxDry and PEET Dryer are two of the top selling brands 
according to Amazon.com. Both brands are highly developed and have 
consistent identity throughout their websites, graphics, and products 
offered. 
 
Pricing trends of competitive brands: The products offered by 
competition tend to be fairly pricey, since most use electricity and 
electrical components to operate. MaxxDry’s Heavy Boot, Shoe, and 
Glove Dryer has an SRP of $70, with promotional prices typically around 
the $50 mark. PEET’s main units generally sell at a higher price for 
anywhere between $76-$159, with accessories and add-ons going for 
$23-$29. 
 
 
Awareness/attitudes toward the brand/product: The awareness of 
the brand needs to get a lot better. It can be expanded a bunch, but the 
attitude towards the product is great. The product does a fantastic job 
and Karen is a great business owner who knows how to keep her 
customers as happy as they can possibly be. 
 
 
Consumer / Customer Profile 
Demographics of users: The demographic of users is women that have 
children. It is mothers that have children who actively play outside, 
especially in the winter. 
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Frequency of purchase: In peak season, you could use this product 
pretty much every day. It is a product that kids can easily put their 
gloves on every single day when they get home from school or are 
done playing outside. 
 
Heavy-user Profile: The heavy user profile for TGGR is mothers who 
have children. They are at least two thirds of the consumers that find 
themselves purchasing this product. The heavy user would also be the 
mothers that live in wet or snowy places like the Midwest, Mountains, 
Northeast, or Northeast regions. 
 
Normal purchase cycle: You only need to purchase this product once. 
The base of The Green Glove Dryer is virtually indestructible, and Karen 
seems to happily replace any nozzles that may possibly break.  
 
Brand loyalty/switching: The consumers seem to be very loyal to The 
Green Glove Dryer. It is a product like nothing else. There are other 
products out there in the market, but they are not as energy efficient or 
as durable as The Green Glove dryer.  
 
 
Messaging 
Message strategies of competitor brands/products: Most glove, 
boot/shoe dryers tend to use images and messages of outdoor and 
recreational activities tied to their brand. PEET is a great example of 
this. Also, weather is a big component in competitors’ communications. 
The weather means so much because it is all about boot or glove 
drying. On hot and sunny days, you do not need this product, but when 
it's the middle of winter or you and your friends just went hunting in the 
marshlands all day you are going to need something to dry your stuff. If 
you can purchase something that dries your boots and gloves quickly 
and efficiently then you are going to be able to have a lot more fun and 
get more done on even the coldest days. 
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Specific promises, appeals, tag lines of competitor 
brands/products: Patented technology, and ideal for all materials are 
two of the main promises of the products offered by competitors. 
Additionally, neutralizing odors and bacteria are other features 
highlighted to appeal to customers. Lastly, warranty and silent 
operation are also made note of in terms of long lasting operational use 
and convenience. 
 
 
Promotions, PR, Direct Marketing, Event Marketing 
Promotions used in category: Promotions used in the plastics and 
dryer categories tend to be related to add-on purchases. There are 
always accessories and additional attachments available to go along 
with the main dryer units, sometimes in a bundled deal. In advertising, 
these products are shown in the everyday life of customers, fitting into 
their lifestyles through association, specifically during wet seasons. 
 
Promotions used by brand/product: E-mail campaigns, Parent Tested 
Parent Approved 2016 What’s Hot Holiday Guide, Golden Bridge 
Awards winner, videos/photos that show product and durability, press 
releases and news stories. 
 
Promotion Success/Failures: 5 stars on Facebook page (26 reviews), 
less than 300 followers on Twitter, less than 100 followers on Pinterest, 
less than 300 followers on Instagram (lacking aesthetic or branding), 4 
½ stars on Amazon (82 reviews, 76% five stars), featured on Home 
Shopping Network, MLive (1/2015 and 10/2016, over 1,000 shares), 
Awesome Mitten (12/2014, 10 shares), The Detroit Free Press (1/2015, 
17 shares). 
 
PR examples by brand/product: Product blog (has not been posted in 
since October 2015), Facebook page, Twitter page, Pinterest page, 
press releases and news stories. 
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PR examples by competitor brand/product: Videos, Facebook page, 
gift guides, articles in sports’ magazines, customer reviews, winter 
sports’ magazines 
  
Direct Marketing examples by brand/product: Handwritten thank-
yous, personal phone calls, responses to questions immediately. 
Hoping for more direct marketing materials.  
  
Direct marketing examples by competitor brand/product: Trade 
shows, sending emails or direct mail to people’s homes about coupons 
on TGGR or activities that might be happening around the area. 
  
Event marketing examples by brand/product: Working with 
Consumers energy to get the Green Glove Dryer in local schools.  
  
Event Marketing examples by competitor brand/product: Trade 
shows, creating of skiing guides, giveaways. Going to Boyne Mountain 
or Highlands and promoting TGGD through that. 
 
Social media marketing examples by brand/product: Working with a 
website, promo codes for website, advertising through 
Facebook/Instagram as that is where the target market for The Green 
Glove Dryer would be found. The Green Glove Dryer could be 
promoted by doing interactive giveaways and getting promo codes 
through getting fun facts about Northern Michigan correct. 
 
Social media marketing examples by competitor brand/product: 
Blogging is a good example. Especially mommy bloggers who spend 
some of their time blogging about goods and services that they have 
used. Facebook sharing online is another example. 
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In terms of plastics, The Green Glove Dryer follows the growing trend 
toward safe, non-harmful materials. This is apparent throughout 
competitor products and plastic products as a whole. Having 100% 
Polypropylene plastic has made sense for these goods. Anything that is 
made of material that is deemed child-safe is a winner for users of these 
products, in this case moms and parents. Additionally, within the 
wholesale trade of durable goods in the warm air heating equipment 
and supplies, there is ironically not very much growth in regard to 
going green (or using less electricity). That is something that puts The 
Green Glove Dryer ahead in terms of its competition. 
 
The Green Glove Dryer is a seasonal product. Most of the sales will be 
in the winter months of November through early March, when families 
are using central heating in their homes. The Green Glove Dryer is 
much more applicable to regions like the Midwest, Mountains, Mid-
Atlantic, and Northeast in which there are high amount of snowfall and 
long winter months. 
 
People want a quick and easy fix. The less time it takes for a solution to 
occur, the more effective the overall outcome. Our target audience has 
increasingly have less and less time on their hands. “Going green” is 
also a huge trend, which is exhibited in The Green Glove Dryer. It has 
no plug and uses no additional energy to work. The product itself is 
made of BPA-free safe plastic. This combination of safe materials, along 
with the innovation and simplicity of utilizing centralized heat, puts 
Karen’s product ahead of the competition. 
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Based on the problem statement and the situation analysis conducted, 
three main objectives have been developed to fit the needs of The 
Green Glove Dryer and their communication efforts. 
 
Objectives: 

1. To increase awareness of The Green Glove Dryer to its target 
audiences through digital mediums by 40% by January 2018. 

2. To increase print and digital media impressions by 50% by 
December 2017. 

3. To create a recognizable brand presence in retailers by 
November 2017. 
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Research Plan 
Our client’s primary problem is a lack of awareness of product in our 
target markets. The Green Glove Dryer is available at many popular 
retailers, but there is not awareness of the product. By marketing the 
product properly, the target audience will have a greater awareness of 
the product, and therefore a higher likelihood of purchasing the 
product. 
 
Primary Research 
Based on the research developed, we created a survey to distribute to 
The Green Glove Dryers’ customers, email subscribers, and social 
media followers. The survey was created through Survey Monkey and 
distributed through the various channels available. Each person whom 
responded to the survey had a chance at winning a free Green Glove 
Dryer. We randomly select five surveyors to determine who will win the 
samples. This will drove more people to take the survey.  
 
We used a survey to gather primary information. This survey is meant to 
be taken by current buyers/user of The Green Glove Dryer, email 
subscribers, and social media followers. Once the survey is done, 
participants have the opportunity to enter themselves to win a free 
Green Glove Dryer. 
 
Secondary Research – Key Findings 
Based on secondary research, we have found that our target audience 
is made up of women aged 23-45 with two or more children. Niche 
(2016) and Osborn (2010) displayed data on the snowiest and rainiest 
states, which determined our primary focus on Michigan and Midwest 
states (i.e. Minnesota, Wisconsin, Ohio, Indiana, Illinois) with a 
secondary focus in other snowy/wet states in New England, Plains, and 
Northwest (i.e. New York, Connecticut, Massachusetts, Pennsylvania, 
West Virginia, Vermont, Maine, New Hampshire, Utah, Idaho, North 
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West Virginia, Vermont, Maine, New Hampshire, Utah, Idaho, North 
Dakota, South Dakota, Montana, Colorado, Washington, Oregon, and 
Alaska). 
 
Factors influence customer’s loyalty: Based on the key insights found 
in secondary research, customer loyalty and consistency is a must. It’s 
important to make your customer feel special, even in less than ideal 
circumstances (snowy, cold months). There must be a genuine love and 
care for the customer (Kasolowsky, 2014). 
 
Tactics will attract our target audience and channels to use: The 
secondary research showed that consistent branding is a major way to 
attract any given target audience. This can be done by creating a style 
guide that portrays The Green Glove Dryer according to a branding 
standard. The style guide should be created to include color schemes, 
layout ideas, fonts, symbols, interactive buttons, proper photography 
choices, and a writing guide (Siovaila, 2013). A brand’s personality is 
created by sincerity, excitement, competence, sophistication, and 
ruggedness. All of these factors play into how the public views a brand 
or product (“Psychology Behind Developing Brand Loyalty”) 
 
Marketers and communicators need to develop campaigns that focus 
on the mother-child relationship and the independent identity that 
some Millennial Moms have built for themselves. Develop products - 
including digital ones like apps - that help make Millennial Moms' lives 
simpler. They are looking for less complexity in their lives (“Millennial 
moms…”, 2013). Moms are drawn to the convenience and low prices of 
Amazon, as well as the fact that they can get "almost everything" with 
just a few clicks. 
 
Manufacturing Close-Up published a survey in 2012 that analyzed 
social media behaviors of moms. Facebook, Twitter and blogs were the 
three most popular social media platforms among moms surveyed. 
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Pinterest was the platform that most moms (63 percent) tried for the 
first time this year. Instagram topped the list of technologies moms (28 
percent) were likely to try next. Moms are spending more time on 
Facebook than in the past (64 percent of moms) and less time on 
Twitter (33 percent). Of all social media platforms, blogs impacted 
moms' purchasing decisions more than any other (80 percent). 
 
Research shows that “mommy bloggers” are incredibly influential right 
now. Since women do the majority of product research and household 
purchasing, savvy mommy blogs include product reviews and 
recommendations on items ranging from infant clothing to packaged 
food to new cars. Klein (2009) states that personal e-mails from the 
blogger, interacting in their blog comments, and viewers showing other 
friends the blogs are very effective ways of reaching new audiences and 
more moms. When marketing to bloggers, it’s important to be 
completely transparent and ask about building relationships. Mommy 
bloggers love to help local businesses and especially other mothers. It 
is also not good to send out “mass” style press kits/ information, 
bloggers prefer more personal methods of reach. 
 
Factors that motivate purchase behavior: The category of purchasing 
habits that our target audience has is home appliances. Our target 
audience is always looking for new ways to improve things around their 
houses in the most efficient way possible. They want to find products or 
appliances in stores or online that can help make their lives easier. 
Being a mother with kids and a full-time job is hard enough. Karen 
understands that and wants to make her product easy, portable, and 
reusable for her target audience 
 
TA use product: This product would be used more on an everyday to a 
few times a week for the target audience. It is an essential product 
especially in the winter months. This product is definitely used more in 
the states that it happens to rain and snow a lot more. These states 
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the states that it happens to rain and snow a lot more. These states 
include Michigan, Wisconsin, Illinois, Seattle, and Washington (5 
snowiest places in the United States 2012). This product would be used 
more on a weekly or monthly basis during the summer and fall months 
of the year in the United States. This product is a wet, snowy, winter 
product that has a somewhat limited use in the summer months and the 
states that are for the most part dry and warm. 
 
Atmosphere does our target audience prefer in a retail shop: Our 
target audience prefers to be in an outdoor retail store. MC sports is a 
big store that Karen had her product in for a while before they just sold 
all of their stores (Smoots). The atmosphere that surrounds the green 
glove dryer is one that is an outdoor or home appliance store. This 
product is driven behind getting products like boots and gloves 
soaking wet and cold. Our target audience prefers to be in stores like 
Dicks Sporting Goods, Cabela’s, Bed Bath and Beyond,  
 
Important to consumers when purchasing product/service: There 
are many important things to our consumers when purchasing The 
Green Glove Dryer. A crucial thing to know is that this product only 
costs $19.99 (Amazon). The price is fair and is appealing to the 
consumer. This product can be found mostly online, but also in many 
stores with fun outdoors or home essential stores. The atmosphere is 
light and bright in the stores that The Green Glove Dryer would find 
itself in. When it comes to location it is probably easiest to simply buy 
this product online if you are not in certain areas in the United States. 
The product is super easy to purchase through Amazon or at 
TheGreenGloveDryer.com. 
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Based on research, the target audience is made up of women aged 23-
45 with two or more children. The audience lives in Michigan and 
Midwest states, or even other snowy/wet states in New England, Plains, 
and Northwest. They see the importance of easy, inexpensive, 
sustainable products that simplify life. 
 
Segmentation Rationale: 
This target was selected based on the current research done on 
purchasers of The Green Glove Dryer. Additionally, research was done 
on the rainiest/most wet states to determine a geographical range. It 
was found that with mothers being the primary purchaser of goods in 
two parent households, we had to focus on what features attract this 
audience. 
 
Demographics: 
The target audience is mothers and primary household providers of two 
or more children, aged 23-45. The audience lives in the snowiest and 
rainiest states, which determined our primary focus on Michigan and 
Midwest states (i.e. Minnesota, Wisconsin, Ohio, Indiana, Illinois) with a 
secondary focus in other snowy/wet states in New England, Plains, and 
Northwest (i.e. New York, Connecticut, Massachusetts, Pennsylvania, 
West Virginia, Vermont, Maine, New Hampshire, Utah, Idaho, North 
Dakota, South Dakota, Montana, Colorado, Washington, Oregon, and 
Alaska). 
 
In these wet and cold states, it is vital to keep warm, especially young 
children. The Green Glove Dryer aims to help mothers and families 
warm and dry during this uncomfortable time. 
 
Psychographics: 
Mothers and families want a quick and easy fix. The less time it takes for 
a solution to occur, the more effective the overall outcome. Knowing 
the audience and the idea that people have increasingly have less and 
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the audience and the idea that people have increasingly have less and 
less time on their hands, it is important to understand people are 
looking for that easy, simple solution. 
 
Research shows that “mommy bloggers” are incredibly influential right 
now. Since women do the majority of product research and household 
purchasing, savvy mommy blogs include product reviews and 
recommendations on items ranging from infant clothing to packaged 
food to new cars. 
 
Beliefs, Values, Truths, Insights: 
“Going green” is a huge trend right now, which perfectly aligns with our 
product. The Green Glove Dryer has no plug, nothing to plug-in. The 
product itself is made of BPA-free safe plastic, which is another trend 
sought after in the category and especially by our TA. 
 
The Green Glove Dryer stands for family values and healthy outdoor 
activities. We want our target audience to see the Green Glove Dryer as 
a family company with high morals and strong values. We want all 
publics to see this company as an extremely reliable and credible. 
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Meet Christy Meyers 
 
Personality: Crazy, fun, 
outdoorsy, and loving person 
 
Likes: Christy loves to be 
outdoors with her husband kids. 
She loves to live life in the game, 
not sitting on the sidelines. She 
also loves being up to date with 
the local and national news. 
Sports are a big part of her life. 
 
Job Title: Christy is a freelance marketing consultant works out of her 
own house. Christy is also a full-time mother that takes care of her three 
kids every single day.  
 
Company/Industry: Grinds it out at the house on the phone and in her 
home office while also making time for the kids.  
 
Typical work day looks like: Christy wakes up and gets the lunches 
ready for the kids, gets them off to school, typically works on her 
philanthropy foundation, does laundry, gets things done around the 
house, and is currently working on becoming a life coach. 
 
Age: 37 
 
Salary: Her/her husband combine for $130,000 annually 
 
Where she lives: Grand Haven, MI 
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Education: Christy attended Grand Valley State University and got a 
degree in supply chain marketing. 
 
Family: Christy definitely has a loving wife and a few darling kids (one 
girl and two boys to be exact). 
 
Goals: Christy’s goals are to build up her own marketing company and 
to raise her family with her strong values.  
 
Values: Christy values loyalty, straightforwardness, truthfulness, and 
putting her family first. 
 
Fears: None 
 
Favorite Sports:  Soccer and Sunday night football  
 
Urban/Suburban/Rural: Suburban  
 
Hobbies: Yoga, walking her dog, painting, kickboxing, and coaching 
her kids’ sports teams.  
 
When and how they get their news: Online and daily during the 
morning news.  
 
Blogs they read: Mommy blogs, marketing blogs, daily news websites 
 
Favorite food: Flatbread Pizza 
 
Favorite color: Purple/Dark Green 
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Brand Insight: 
The product is so interesting because The Green Glove Dryer sets itself 
apart from products that may do a similar system. The attribute is The 
Green Glove Dryer dries products like gloves, hats, and boots at an 
efficient rate. The feature of the product is that it does not use any 
batteries or added electricity. The way The Green Glove Dryer works is 
that it sits on heating panels, which a normal family already uses in the 
winter months of the year. The product sits on top or on the side of the 
heating panel where you can attach gloves, hats, and boots. The 
product is extremely beneficial and all the parts are made and 
manufactured in the United States. 
 
Emotional Benefit & Value: 
Green Glove’s main emotional benefit is peace of mind. Busy moms are 
wearing five hats at once, 24/7, 365 days a year. If their family plays 
outside on a snowy Saturday morning and comes in for a grilled cheese 
and tomato soup lunch, the last thing this mom wants to worry about is 
wet floors and damp boots. The Green Glove Dryer is the answer - it’s 
simple, it’s easy, it’s the quick fix. The necessity and ease surrounding 
this product will become part of its every day pathos for busy moms, in 
exactly the same way Karen created Green Glove from the idea of an 
easier solution. 
 
Functional Benefit: 
The Green Glove Dryer is a great benefit to the target audience. The 
Green Glove Dryer sets itself apart for many reasons. This product is a 
completely green product and that means that it is not only good for 
the environment but also it is inexpensive and cost nothing more than 
the initial price. The Green Glove dryer is also appealing to much of the 
TA because it is Made in America and it has a relatable family story with 
a “mompreneur” behind it all. The product is functional for any family 
that wants to keep their winter gear warm and dry and that uses heat in 
the winter (which is everyone who lives in Michigan or other cold areas).  
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Positioning Statement 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

The Green Glove Dryer is the most sustainable, energy efficient, 
glove/boot dryer on the market. Every piece of the product and the 
package is American made. The Green Glove Dryer is your perfect 
home appliance for drying small outerwear. 
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Creative Brief 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

Project Description: 
Marketing communications plan to promote and bring awareness to 
The Green Glove Dryer. 
 
Target Audience, Demographics, & Psychographics: 
• Women (mothers) ages 23-45, living in the snowiest and rainiest 
states à Michigan and Midwest states (i.e. Minnesota, Wisconsin, Ohio, 
Indiana, Illinois) with a secondary focus in other snowy/wet states in 
New England, Plains, and Northwest 
 
• She runs a busy household and is into DIY projects and easy fixes for 
day-to-day problems 
 
• Wants to run a peaceful, organized home 
 
Key Insights: 
• Rarely invest in unknown brands 
• View social media as a news source 
• Made in MI not as important as product itself and what it does for the 
target audience 
 
Brand Personality: 
• Green, Convenient, Reliable, and Strong 
 
Media & Communication Platforms: (also see pages 29-37) 
• Social Media: Facebook, Instagram, Pinterest 
• Blogs: Stacey Says, Just Jilly, Cool Mom Picks 
• Magazines: Women’s Lifestyle, West Michigan Woman Magazine 
• Local News: WZZM 13, FOX 11, WOTV 4 Women, eightWest 
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The One Thing 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

Green Glove is the sustainable, easy solution to dry gloves. 
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Tactics – Paid, Owned, and Earned 

	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

This next section of the plan book (pages 28-48) detail strategies and 
individual tactics for social media, public relations, and event/guerilla 
marketing. Each of these have an overall goal to increase awareness for 
The Green Glove Dryer as related to the communication objectives set 
on page 15. 
 
The following tactics are explored: 

•  Earned Media – Reaching out to bloggers 
•  Paid [Event] – 5K/Clothing Drive Event 
•  Paid [Event] – Donation Competition 
•  Earned [Public Relations] – Media Kit 
•  Owned/Paid [Social Media] – Facebook and Instagram 
•  Earned [Marketing] – Sell Sheets 
•  Paid [Web/Advertising] – Google AdWords 
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The following media kit is intended for The Green Glove Dryer and its 
promotional efforts. The contents provided within will help your 
product achieve higher awareness, as well as brand recognition. This 
type of promotion is considered earned media. This media kits aims to 
achieve the objectives stated earlier in the plan book. This media kit can 
be sent to any of the contacts provided. The rationale to achieve these 
goals is explained below. The following components are included in 
the media kit to meet the objectives and aid in the promotion of The 
Green Glove Dryer. 
 
Media Contacts: The media contacts listed were found using 
CisionPoint, a global provider of public relations software that aids in 
media list building. Contacts were found by searching in the Grand 
Rapids area under the topics of winter sports, family/parenting, and 
community news. 
 
Backgrounder: The backgrounder gives a brief, personable 
description of The Green Glove Dryer to summarize the product for 
press contacts. 
 
Fact Sheet: The fact sheet explains logistics of The Green Glove Dryer: 
the product, history, location, and company principles and values. 
 
News Release: The news release drafted describes an initiative where 
local community schools can register on MLive to win a giveaway of free 
Green Glove Dryers to the school that gets the most community votes. 
This will raise awareness of the product to media consumers and 
families in the west Michigan area. 
 
Quote Sheet: The quotes are included to be added to potential news 
stories by journalists. More quotes can be added as people from within 
the industry are contacted. 
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Media Kit Contact List 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

Magazines: 
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Media Kit Contact List 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

Newspapers: 
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Media Kit Contact List 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

Bloggers: 
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BACKGROUNDER 

 
The Green Glove Dryer started by a mom, for moms, The Green Glove 
Dryer is the brain child of Karen Smoots. After puddle after puddle of 
wet gloves, hats, shoes, and more, Karen decided enough was enough. 
She took action to create a sustainable, inexpensive product filled with 
innovation and functionality that could take something as simple as the 
reinforced heat you use in the winter, and the A/C you love in the 
summer, and solved the problem. The Green Glove Dryer can be used 
24 hours a day, 365 days a year, while away or sleeping. The product 
utilizes BPA/phthalate free plastics safe for your family with the 
resistance power of being durable enough to not be crushed by mom’s 
van. Any family active in winter sports, sledding, or just having fun 
outdoors, can use The Green Glove Dryer. Karen has compared The 
Green Glove Dryer to a shovel – “everyone has one, because you NEED 
it in the winter.” Don’t let high priced, electricity hogging products dry 
for you, because there is an easier way. Get The Green Glove Dryer and 
keep your family dry and puddle free all year long! 
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FACT SHEET 

 
4/11/17 – FOR IMMEDIATE RELEASE 
Press contact: Karen Smoots 
karensmoots@att.net  
(269) 808-0692 
 

Facts about The Green Glove Dryer 
 

What is it?: The Green Glove Dryer is a non-electric appliance used to dry wet 
accessories, including gloves, hats, and even shoes by placing it over indoor 
heating vents. The articles can be placed on any of the six nozzles for thorough 
drying. The Green Glove Dryer is portable, safe, and doesn’t use any additional 
energy to work. 
 

History: The Green Glove Dryer started up in November 2014 and has since sold 
over 20,000 units. Karen Smoots created the product for her family when she got 
tired of having her two sons’ wet gloves lying around the house during the wet, 
wintery months in Michigan.  
 

Where: Founded in Portage, Michigan, The Green Glove Dryer is available in 
seven states and in more than 500 stores, including Dunham’s and Bed Bath and 
Beyond. It is also sold online at Amazon 
 

Company Principles and Values:  
• Environmental Commitment: To manufacture an environmentally 

responsible, safe, energy-saving product, while utilizing post-consumer 
recycled materials when possible. 

 

• American Made: We are proud to support USA manufacturing. Our 
commitment to the  growth and sustainability of USA & Michigan 
manufacturing companies is unwavering. 

###
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NEWS RELEASE 

4/11/17 – FOR IMMEDIATE RELEASE 
Press contact: Karen Smoots 
karensmoots@att.net  
(269) 808-0692 

Keeping Michigan Mittens Warm 

Momtrepreneur helps to keep local children’s mittens warm all winter long 

PORTAGE, Mich. – Local business donates eco-friendly glove warming device to 
community schools in order to help keep the mittens of local school children dry 
and warm all winter long.  

Karen Smoots, inventor of the Green Glove Dryer, is a local mom and entrepreneur 
who came up with the electricity free glove dryer out of a need to keep her 
children warm in the cold Michigan winters. 

Smoots said that she has always enjoyed winter sports and outdoor activities. Her 
three children share that same passion. “As a mom, I always want my children to 
have warm mittens and boots,” said Smoots. “That is how I came up with the Green 
Glove Dryer, there is nothing on the market like it, and so I created it.” 

The Green Glove Dryer is a device that you hang over or set on a heating vents 
with mittens, boots, or anything that one wishes to heat on the device. The Green 
Glove Dryer then takes the warm air from the vent and dries the garments from the 
inside out using the heat already there.  
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Smoots plans to donate Green Glove Dryers to local schools that register for the 
giveaway and receive the most votes. In order to register or place a vote for a local 
school, go to Mlive.com/drymittens.  

### 

About Green Glove Dryer: Founded in Portage, Michigan by Karen Smoots, The 
Green Glove Dryer is a non-electric, at-home appliance used to dry wet gloves by 
placing it over the heating vents. Starting sales in November, 2014, The Green 
Glove Dryer has sold over 20,000 units. The Green Glove Dryer is sold in seven 
states and in more than 500 stores, including Dunham’s and Bed Bath & Beyond. 
For more information, please visit www.thegreenglovedryer.com 
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QUOTE SHEET 
4/11/17 – FOR IMMEDIATE RELEASE 
Press contact: Karen Smoots 
karensmoots@att.net  
(269) 808-0692 
 

Quotes about The Green Glove Dryer 
Quotes by Karen Smoots 

 
“The Green Glove Dryer is the most efficient drying product on the market!” 
 
“My product is designed to be the most energy efficient drying product that will 
put the smile on the face of mothers and children alike” 

 
“Even in the coldest days The Green Glove Dryer will keep your children’s hands 
warmer” 

 
Other quotes can be added as interviews and more contact is made with people in 
the industry. 
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Tactic – Google AdWords 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	

Google AdWords is an extremely powerful way of advertising. It is a 
newer product pushed out by google. The point of AdWords is to give 
advertisers another way of getting their product out via the internet. 
AdWords is based off of keyword searches. Let's say someone searches 
something such as, “How to dry gloves quickly’. Well two of your 
keywords were “dry” and “glove”. The Green Glove Dryer product and 
link to the website will pop up at the top of the page. That person then 
would be very likely to click on your page. To determine where your 
product will be on a google search you have to make sure you do a few 
key things. First you have to pay. Your will product will get to the top of 
the page if you pay a little more. It is also based off of creativity. You 
really need to make sure your website is creative and up to date. 
AdWords combines the amount you pay and creativeness to come up 
with an equation that determines where your product will land on the 
page.  
 
TA: 25-55 years old. Female. Outdoors. Energetic. 
 
Budget: N/A 
 
Time Frame: You would want to use AdWords from about October-
April. It is important that this is used in the winter months when things 
like gloves and boots get wet all the time. 
 
Purpose: The purpose of AdWords is to get The Green Glove Dryer 
integrated into digital marketing more. It is important in this day and 
age to get your marketing done online. Even with the Target Market 
that The Green Glove Dryer has it is vitally important to be online. 
AdWords is great because it finds keywords online that people are 
already searching for.  
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Tactic: Reach out to Bloggers 
   

 
 

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

Target Audience: Mommy Bloggers  
 
Budget: Price of Green Glove Dryer + Hand written card + Shipping  
 
Time Frame: Strategically plan to send these out as the winter season 
approaches when bloggers are winter clothes shopping and looking for 
solutions to keep their children warm. Also, plan to do this before 
Christmas when bloggers are making holiday gift guides! 
 
Purpose/Explanation: This will get word about the Green Glove Dryer 
out to your target audience. Be sure to make the blogger feel 
appreciated with a handwritten note and follow up information. Also, 
make the note feel personal from a mom to a mom as a solution to help 
their children. Based our studies, some bloggers get paid to write 
about things but if they truly believe in a product and have a connection 
they will want to write about it on their own! Create a relationship with 
the bloggers and be sure to share their posts afterwards! 
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Tactic: Winter 5K / Children’s Clothing Drive 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

Target Audience: Families, Local Grand Rapids/Kalamazoo residents, 
runners 
 
Budget: Based on 250 entries 

•  Shirts: $5 a person based on bulk pricing - $1,250 
•  Chip system - $1,000 
•  Food & Drinks - Free donations from GR community  
•  Course certification / Insurance - $350 

Total: $2,600 
 
Time Frame: Right before the winter season in order to have time to 
donate the winter clothing that is obtained at the 5K. This will also get 
people thinking about buying winter gear! 
 
Purpose/Explanation: To show the community that the Green Glove 
Dryer company care about them, to donate warm clothes in the Grand 
Rapid/Kalamazoo community and to gain publicity for the Green Glove 
Dryer. 
 
Publicity: Send out Press Releases to all local media so they can cover 
the event! 
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Tactic: Facebook Posts 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

Target Audience: Moms, Parents in general, Winter athletes 
 
Time Frame: Post  
 
Purpose/Explanation: Studies show that making your brand personal 
and making people feel like they know you personally, even if they 
don’t, will make them care about and trust your brand more. Karen 
does an incredible job of this. Social Media is for being social! Not for 
placing Ads. We want our TA to want to comment and share on the 
Green Glove Dryer social media posts. Because of this, it is great to 
post personal content like stories, questions, and things you find 
cute/funny.   
 
Budget: Cost of boosting your social media posts to get receive more 
views.  
 
 
Example:  

•  DIY / Assembly Videos* (*See Appendix for Video Link) 
•  Fun family stories 
•  Stories about outdoor sports and games with the kids 
•  Ask questions about winter weekend plans, how people 

warm up after a cold day outside, hot chocolate recipes, 
fun winter events in the winter and so on.  
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Tactic: Green Glove Dryer School Donation Competition 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	 	

Purpose/Explanation: This will be a competition between local 
schools via an MLive poll in which local community members can vote 
for their local Elementary school classrooms to all receive free Green 
Glove Dryers. This poll from MLive will be scared on Facebook and 
other local social media. Attached is also a press release example for 
the competition. It would also be productive to get some photos and 
footage of the winning school and how they use the Green Glove Dryer. 
This will help to keep the winter clothes of local school children warm as 
well as gain publicity for the Green Glove Dryer and Consumer’s 
Energy.  
 
Budget: Pitch competition to Consumer’s Energy for a sponsor 
 
Time Frame: During the school year after the first snow 
 
Target Audience: Teachers, Parents, Local community  
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Tactic: Sell Sheets 

	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 	

Purpose/Explanation: Sell sheets will be distributed to retailers and 
wholesalers to create a starting point in their relationship with The 
Green Glove Dryer with an aim for these outlets to inquire about 
carrying the product. 
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Tactic: Facebook & Instagram 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	 	

Purpose/Explanation: Facebook and Instagram are great to get your 
product out through new media forums. It is extremely easy for both 
your budget and finding your target market that you would like to hit. 
Advertising on Facebook is great because you can broaden or tighten 
your market, and specify types of people that you would like to see your 
advertisement. You also can set days, weeks, or months that you would 
like your advertisement to run. Another great thing about Facebook 
advertising is you can kill two birds with one stone by also advertising 
on Instagram. There is no extra cost to get your message across on 
Instagram as well. Social media is the new thing happening and more 
people are going to be on Facebook or Instagram then looking 
through magazines on a daily basis. 
 
TA: 35-55 year old women. They enjoy being in the outdoors. They love 
their children and alternative music. 
 
Budget: N/A-Your choice on how much you want to spend. 
 
Time Frame: Fall and winter months are the best time to advertise on 
Facebook and Instagram. Knowing that the target market will probably 
not be on their phones as much in the summer months it is important to 
run these advertisements on an efficient basis in the fall and winter 
months. 
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Objective Evaluation 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

1. To increase awareness of The Green Glove Dryer to its target 
audiences through digital mediums by 40% by January 
2018. 

• Monitor the increased web traffic to the website before and after 
the campaign 

• Use a pre and post survey of the target audience before and 
after the campaign  

• Compare the number of likes, followers, and shares before and 
after the campaign  

 
2. To increase print and digital media impressions by 50% by 

December 2017. 
• Evaluate the number of impressions gained from news media 

outlets about the Green Glove Dryer  
• Compare the number of likes, followers, and shares before and 

after the campaign  
 

3. To create a recognizable brand presence in retailers by 
November 2017. 

• Read comments left by customers on social media, emails, and 
surveys to see what words are being used to describe the 
product 

• Use a pre and post survey  
• When people buy the product online ask how they heard about 

the Green Glove Dryer 
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Summary & Conclusion 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

This plan book evaluated the awareness problem that The Green Glove 
Dryer faces currently. After thorough situation analysis on the current 
market, three communication goals were established to meet the needs 
of The Green Glove Dryer. 
 
Secondary research was used to guide primary research (the survey) to 
determine more accurate needs and beliefs from the target market. A 
target audience persona was then created to give an overall view of 
what a typical customer of The Green Glove Dryer looks like. A core 
message was then developed to address the target audience and its 
needs. 
 
The creative strategy was developed based on all the research done, 
which included the tactics of a media kit, advertising, Google AdWords, 
social media, events and giveaways, as well as guerrilla marketing. 
Examples of these tactics were demonstrated. 
 
For evaluation, a Gantt chart was created to address the timelines and 
goals set through the communication objectives. After evaluation, a 
secondary course of action can be created to further the efforts of The 
Green Glove Dryer. 
 
Through the extensive research and creative development strategies, 
this plan book and its methods will address the awareness issue that 
The Green Glove Dryer faces. 
 
For any digital copies of materials or further questions, feel free to 
reach out to any team member of Bamm Communications. 
 
Warmly, 
Bamm Communications 
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•  Methodologies 
•  SWOT Analysis 
•  Google AdWords Post Campaign Report 
•  Social Media Assembly Video Link 
•  Call Reports 
•  Secondary Research – 52 Articles/Citations 
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Methodologies 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 	

Review relevant literature: 
We have collected and reviewed a variety of literature including 
scholarly peer-reviewed articles, journalistic pieces, and casual online 
media to gain an understanding of your client, the market, target 
audiences, and other important factors. We currently have 52 
articles/documents and will continue secondary research to have a solid 
direction for primary research and our campaign. These articles can be 
found at the end of this Appendix. 
 
Select a research design: 
Based on the research developed, we have created a survey to 
distribute to The Green Glove Dryers’ customers, email subscribers, 
and social media followers. The survey will be created through Survey 
Monkey and distributed through the various channels available. Each 
person responding to the survey will have a chance at winning a free 
Green Glove Dryer. We will have Karen randomly select five surveyors 
to determine who will win the samples. This will drive more people to 
taking the survey. 
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Primary Research – Survey 
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Primary Research – Survey 
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Primary Research – Survey 
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A SWOT analysis is essentially a study untaken by a company. The goal 
is to identify the key internal strengths and weaknesses, and to identify 
the key external opportunities and threats.  
 
 
Strengths: The Green Glove Dryer is an American made, energy 
efficient, durable, and inexpensive product. The product is really great 
for families that have young children. It is easy to assemble and 
extremely marketable. 
 
Weaknesses: The product cannot be used as much in spring or summer 
months. Other battery or plug in heating systems are able to dry boots 
or gloves a little bit faster. The product is relatively expensive to 
manufacture. 
 
Opportunities: The Green Glove Dryer is primarily in the Midwest states 
right now (mainly just Michigan). There is so much room for growth. 
Getting into other states with wet climates would help grow the 
business exponentially, and it is a very real goal. 
 
Threats: Other companies coming up with a spin of The Green Glove 
Dryer. The Green Glove Dryer is niche because it is made from recycled 
material and it is American made. Karen really cares about that. It 
doesn’t mean that the majority of her customers care about that as 
much as her.  
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This Google AdWords report will give a detailed explanation about the 
way we did the AdWords campaign for The Green Glove Dryer. The 
campaign overview will include an explanation of when the campaign 
was run and how much it will cost. The overview will also include the 
different groupings and keywords that we decided on using. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The main goal of this AdWords campaign was to increase awareness 
through online marketing. This campaign lasted about a month long 
and the goal was to get 250 clicks with 45,000 impressions. We wanted 
to raise this awareness around certain regions in the United States.  
 
The AdWords took place between the days of November 20th-
December 24h, 2016. The total amount of money that was spent on the 
campaign was $467.12. The campaign’s daily budget was $12. 
 
We decided to use two different ad groups for the campaign. Both of 
the groups had different keywords that would make The Green Glove 
Dryer actually pop up. In the first case the keywords were “Boot, Dry, 
Heater”. Those words would get the AdWords to bring up The Green 
Glove Dryers page. The second grouping consisted of keywords such 
as “Winter, Warm, gloves, wet, dryer”. These were the two main groups 
that were created for this campaign. 
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https://drive.google.com/file/d/0B_9EGbk9H5_9R0V1Y05BUVVJOGc/v
iew?usp=sharing 
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Call Reports 
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	

  
	 	 	
	
	
	 	
	
	
	
	
	
	
	
	
	 	

 
	 	 	
	
	
	 	
	
	
	
	
	
	 	

Client Agency Meeting/Memo/Interaction Report Summary 
 
Bamm Communications met with Karen Smoots two times between   
January and April 2017. 
 
Bamm Communications issued two client contact/call reports between 
January and April 2017. 
 
Bamm Communications issued one client update/progress memo 
between January and April 2017. 
 
January agency client meeting dates: January 18 
January agency client contact/call reports: January 18 
January agency client update/progress memos: None 
Feb agency client meeting dates: None (Phone call on February 15) 
Feb agency client contact/call reports: February 15 
Feb agency client update/progress memos: None 
March agency client meeting dates: March 1 
March agency client contact/call reports: March 1 
March agency client update/progress memos: March 26 
April agency client meeting dates: None 
April agency client contact/call reports: None 
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Here is the details on the phone conversation with Karen Smoots on 

Wednesday February 15th. 

Media Contacts 

• We explained to Karen how we should have access to Cision within the next 

week or so. 

• Karen explained to us how she has Cision as well, but it would be very 

helpful if we developed more Media contacts for her. 

• Karen really wants to focus on mommy bloggers-She believes they will be 

very effective. 

• She also wants us to go beyond just the Grand Rapids area and look into 

contacts on the East Coast. 

• We talked about the difference between Mail Chimp and Constant Contact 

and we agreed the Mail Chimp is much more effective. 

• Karen is going to give us distribution lists that she has through Mail Chimp 

• Karen is going to send us an email distribution list as well as we are going to 

work to get more emails. 

Target Market 

• Karen wants to mainly focus on mothers 25 and up that have kids. 

• She also wants to expand her market to more states in the Mid West and the 

East Coast. 

Karen Smoots,
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Green Glove Dryer 

Contact Report 
BaMM Communications  

Wednesday, March 1st, 2017 

 

Materials: 

● Media Kit 

● 52 Research Articles 

● Brand Audit 

● Competitive Analysis Profile 

● Target Audience Report 

● Purpose Driven Messaging 

 

Discussion: 

● We researched the “why” and are now moving onto the how 

● What catalogs are a good fit for the product 

○ Montgomery ward 

■ Under colony brands 

■ One step ahead  

● They requested sample and are interested 

● What catalogs are a good fit for the product 

○ Montgomery ward 

■ Under colony brands 

■ One step ahead  

● They requested sample and are interested 

● Karen will send dropbox link for videos and images - professional and lifestyle 

● Please let us know if anything is not going in the right direction and we will fix it 

 

Work On: 

● Sell sheets 

○ Create them for 

■ Customers 

■ Selling to companies 

● Sell sheets 

○ Make the message concise  

○ Make it consistent 

○ Well organized 

● More Research On 

○ Research traditional retail  

○ Demographics in other countries  
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