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CONSUMER CONNECT

VISION MISSION

At Consumer Connect Advertising, we envision a world where At Consumer Connect we strive to enhance
brands and consumers forge meaningful connections through business success by effectively connecting brands
innovative and authentic marketing. Our goal is to empower with their target audience, ensuring they reach
businesses to understand and engage their audiences effectively, their objectives and experience long-term

driving growth and fostering loyalty in a rapidly evolving digital success through the implementation of

landscape. We strive to be the trusted partner that bridges the gap ~ personalized marketing strategies.
between creativity and strategy, inspiring impactful campaigns that
resonate with consumers and elevate brands.

STANDARDS

We believe in crafting unique and bold strategies driven by creativity and innovation to set your brand apart. Our focus
isn't just on achieving quick wins but on creating long-term impact that fuels sustainable growth. Your success is our
success, and we align our goals with yours to ensure every project leads to measurable results. By developing tailored
solutions that reflect your brand's unique identity, we solve the challenge of breaking through the noise and driving
meaningful, lasting success.

COMPETITIVE ADVANTAGE

We craft personalized marketing strategies by blending tailored creativity with data insights, unlike others who rely on
one-size-fits-all solutions. By working closely with clients, we immerse ourselves in their brand, developing unique
campaigns that drive both immediate impact and sustainable growth. Our agile, client-centric approach ensures we
optimize results in real-time, consistently delivering a strong return on investment and helping your brand stand out in a
crowded market.

o, CONSUMER
CONNECT

ADVERTISING

“Establishing lifelong connections”




Morgan 1ribby
Hi, I'm Morgan Tribby, a Junior double majoring in Business
Management and Marketing with a concentration in Professional
Sales, and minoring in Global Supply Chain Management and
Honors Interdisciplinary Studies. On campus, | serve as President
of Beta Gamma Sigma, VP of Global Supply Chain in the
Association for Supply Chain Management, VP of the COB Student
Advisory Council, and Historian for the Madison Honors
Leadership Council. I'm also involved in SafeRides, work as a
Resident Advisor, and am an Undergraduate Research Assistant in
Marketing.

Alexia Ryan
Hello! My name is Alexia Ryan, I'm first generation college
student and a senior majoring in Marketing with a
concentration in Digital Marketing. On campus I'm part of Chi
Alpha campus ministry and love to attend the UREC workout
classes. Off campus | work part time and enjoy experimenting
with baking bread.

Anthony Scalia

Hello! My name is Anthony Scalia. | am currently in my senior
year and will be graduating in May of 2025 as a major in
Marketing with a concentration in Professional Sales. | have
been a brother in a social fraternity, Delta Upsilon, for the past
4 years and currently am the President. | also am a member of
Club Taekwondo and work a job off campus.

Marlene Robles

Hi, my name is Marlene Robles, and | am currently a senior
majoring in Marketing with a concentration in Digital Marketing.
My goal in marketing is to learn how it works around the world,
which is why | love doing study abroad programs. AtJMU | am
part of the First Generation and Centennial Scholars programs
and a mentor with the Scholars Latino Initiative. Outside of
school, I work at our local Sentara and enjoy running a small
event decorating business. My passion is traveling and learning
more about different cultures.

Tanner Williaimson

Hello! My name is Tanner Williamson. I'm currently in my
senior year studying Marketing with a concentration in
Professional Sales and I'm expected to graduate in May of
2025. On-campus I'm apart of J]MU EDM club and love to get
involved in campus life. Off-campus, | have a part-time job and
enjoy gaming and anything outdoors.
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FARM & VINEYARD

White Oak Lavender Farm is owned and operated by the Haushalter family in
Harrisonburg, Virginia. Wolf's goal is to be a premier lavender destination,
providing hospitality, hope and encouragement through high quality culinary,
bath, body and spa products.
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[-xeculive

e $50,000
e The budget will focus on digital marketing, partnerships,

events, and promotions to boost engagement. SUI I I I I I al ) ! )

TIME PERIOD OVERVIEW
e This 12-month IMC plan runs e White Oak Lavender Farm in Harrisonburg, Virginia, is a family-run agritourism

from January to December 2025, destination specializing in lavender and wellness experiences. Along with the Purple
divided into four phases: WOLF Vineyard experience and lavender-infused wines, the farm offers handcrafted
Awareness (Q1), Engagement products like essential oils, soaps, and culinary items.
(Q2), Conversion (Q3), and e This IMC plan aims to increase brand awareness, drive engagement, and boost revenue
Retention (Q4), with adjustments by emphasizing wellness, sustainability, and artisanal quality, positioning the farm as the
based on ongoing evaluations. region’s top wellness retreat for premium lavender products.

COMMUNICATION OBJECTIVES

Increase the percentage of consumers in the “target market(s)” women aged 20-40 and young professionals who are aware of

White Oak Lavender Farm by 15% by December 2025 by using social media marketing, print advertising, and public relations.

e Increase interest of consumers in the “target market(s)” women aged 20-40 and young professionals who have interest in
attending events at White Oak Lavender by 10% by December 2025 by using digital marketing and sponsorships.

e Increase desire of consumers in the “target market(s)’ women aged 20-40 and young professionals who have a desire to attend
events and purchase products at White Oak Lavender Farm during the months of May-Oct by 20% by December 2025 by using
Sales Promation

¢ |ncrease the number of gift shop sales to “target market(s)’ women aged 20-40 and young professionals by 25% by December
2025 by using social media marketing, print advertising, and public relations

e |ncrease the number of repeat customers by 10% by December 2025 by using social media to advertise events and product

MARKETING GOAL

To increase profits by 20% by raising awareness of White Oak Lavender Farm in the local community through product sales in the gift shop
and tasting room, as well as raising attendance at events and classes, by December 31st, 2025

SUMMARY OF RESEARCH

White Oak Lavender Farm in Harrisonburg, Virginia, generates around $1.7 million annually through agritourism, combining lavender
cultivation with a vineyard (White Oak Lavender Farm, 2024). Agritourism supports rural economies by creating jobs and income (Nickerson
et al,, 2001). The farm's target market includes wellness-focused women aged 25-60, and its digital marketing strategy is heavily reliant on
social media (Tew & Barbieri, 2012). However, challenges such as seasonal demand and customer engagement persist (Chang, 2018).
Expanding on-site amenities, like cafes and event spaces, could boost visitor satisfaction and revenue (Hall & Sharples, 2008).
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Execulive Summar’y

MEDIA PLAN

DIGITAL: The digital strategy will focus on SEO, email campaigns, and influencer partnerships to drive traffic and engagement. SEO will improve
rankings with keyword-rich content on blogs and product pages. Email newsletters will share personalized updates and promotions. Influencers
will create authentic content to promote lavender products, expanding reach. These efforts will enhance visibility, increase engagement, and
drive conversions.

PR: The PR strategy will enhance brand visibility through media outreach and influencer collaborations. Key deliverables include press releases,
media pitches, and targeted outreach to local influencers and outlets to promote the farm's wellness offerings and events. The goal is to
generate media coverage, attract visitors, and boost event registrations, while also strengthening community ties through local partnerships.
PRINT: Print advertising will focus on driving event attendance and promoting special offers through high-quality materials such as flyers,
posters, brochures, and direct mail. These materials will highlight seasonal events, limited-time offers, and the farm’s unique products,
encouraging people to visit the farm. QR codes will be included for easy tracking of engagement, while print materials will also support email
campaigns and social media efforts to maximize reach and impact.

SOCIAL MEDIA: Social media efforts will focus on Instagram and Facebook, using daily posts, stories, and influencer collaborations to build
brand awareness and engage the community. Content will showcase the farm's wellness offerings, lavender products, and experiences,
fostering an emotional connection. User-generated content will be encouraged to drive engagement, with ads and collaborations aimed at
increasing reach and achieving a 25% boost in engagement.

SALES PROMOTION: Sales promotions will feature limited-time offers, giveaways, and a loyalty program to attract new customers and
encourage repeat visits. Deliverables include promotional emails, social media campaigns, and print materials. The loyalty program will offer
exclusive discounts and event access, while giveaways and contests will generate excitement and drive customer participation online and in-
person.

EVALUTATION PROGRAM

DIGITAL: The goal is a 25% increase in blog traffic over four months, tracked via Google Analytics. SEO, email, and social media will be
monitored, with monthly reviews. Influencer reach and social shares/comments will measure success.

PR: The PR campaign'’s success will be measured by website visits, social media engagement, and event registrations, aiming for a 20%
attendance increase. Performance will be reviewed at three- and six-month intervals, focusing on QR scans, mail responses, and community
engagement.

PRINT: Success for print materials will be measured by QR code scans, website visits, and event attendance, targeting a 20% increase by
December 2025. Data will be tracked through Google Analytics and social tools, with QR usage and mail responses guiding strategy.

SOCIAL MEDIA: The goal is a 30% increase in brand awareness and a 25% rise in engagement by December 2025. Metrics include Instagram
impressions, influencer reach, user-generated content, and 1,500 monthly interactions on Facebook. Monthly evaluations will guide content
strategy adjustments.

SALES PROMOTION: The goal is a 25% increase in first-time customers, tracked via CRM, foot traffic, and promotions. Social media will measure
giveaway and event impact, while the loyalty program aims for 50% first-time customer participation. Email success will be gauged by open and
click-through rates.

COMMUNICATION OBJECTIVES: Brand awareness will be tracked through
surveys, with social media and print effectiveness measured via Meta Insights
and Google Analytics. Event interest will be assessed through engagement,
click-through rates, and RSVPs. Sales from May to October will measure limited-
time offer impact, with social media ads tracked for engagement and
conversions. The evaluation will focus on awareness, interest, and sales.

SEGEMENTATION

SEGMENT PRIMARY MARKET SECONDARY MARKET
DEMOGRAPHICS Women aged 20-40, middle toupper-class professionals Men aged 25-55, middle to upper-class professionals
GEOGRAPHICS Virginia Residents within a 2-hour radius Virginia Residents within a 2-hourradius
PSYCHOGRAPHICS Wellness-focused, valuesustainable products andrelaxation Interested in unique, localexperiences

Seasonal visitors, souvenirshoppers, experience
BEHAVIORAL Frequent event -goers, onlineshoppers, gift buyers seekers
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CONSUMER CONNECT WOLF IMC

Resear

COMPETITORS

P e Indirect

RODUCT RICE o Massanutten Resort Spa

High-quality lavender products Premium pricing o Sheremdesh Netiensl Perlk

and vineyard experiences focused reflecting the quality and :

on wellness and relaxation. uniqueness of products. © Bluesione Hiyerd

e Direct
o The Lavender Fields at Tantivy
OSITIONING LACE Farm
Highlight events and products Rural, scenic setting for a o Seven Oaks Lavender Farm

through social media and o Blooming Hill Lavender Farm

) ) ) peaceful retreat..
partnerships with local businesses.

Industry research can be found on Appendix 14
Competitor research can be found in Appendix 13
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CONSUMER CONNECT WOLF IMC

Research

White Oak Lavender Farm is family-owned,

STRENGTHS WEAKNESSES established in 2008, & located in Harrisonburg,
« Unique Products e Limited Amenities Virginia. It began as a small lavender farm and
e Attractions e Event Communication has grown into a wellness destination with

Social Media Presence agritourism attractions.
Seasonal Operation
Reliance on Locals

e FEstablished Brand
e High-Quality Standards
e Scenic Location

Relaxation and product quality are the farm's
main selling factors, highlighting its strength in
wellness and artisanal offerings.

KEY OFFERINGS: Lavender-based products

Add a coffee Shop (skincare, aromatherapy, culinary), farm tours,
e Competition

e Seasonal Changes
e Economic Factors

Improve Event Promotion and educational workshops. The farm also
Increase Social Media operates Purple WOLF Vineyard, which produces

ivi lavender-infused wines.
e Changing Consumer Preferences Activity

e Environmental Risks o e L it Lo

Businesses KEY BENEFITS: Relaxation, handcrafted
e Expand Product Line products, peaceful environment, local focus,
THREATS OPPORTUNITIES unique experiences, high quality.

CHALLENGES:

e FEvent
communication
needs
improvement.

e |ocation may be
inconvenient for
some.

AUTHENTICITY &
CLARITY:

e Emphasizes local,
handmade products.

e Generally clear
messaging; improve
event communication.

BRAND

REVIEW AWARENESS &
RELEVANCE:

e General knowledge
about products, but
limited details.

e Focus on wellness

resonates with

BRAND customers

IDENTITY:

Rustic, nature-

themed imagery.

e Calming music and
language.

e Cozy and authentic

feel.

Primary research can be found on Appendix 17
Product/service research can be found in Appendix 18
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CONSUMER CONNECT

Research

WOLF IMC

SOURCE

NEGATIVE
FEEDBACK

GOOGLE

Criticism about high prices
and limited product
variety.

TRIPADVISOR

Some complaints about
the limited activities and
parking.

YELP

Concerns about
overcrowding and short
peak bloom periods.

POSITIVE
SOURCE FEEDBACK
Consumers praise the
GOOGLE relaxing atmosphere and
product quality.
Visitors enjoy the tours
TRIPADVISOR and peaceful

environment.

YOUTUBE

Comments mention
confusion over the
business's online
presence.

Reviews highlight friendly
YELP staff and enjoyable
lavender picking.

Videos feature positive
experiences with product
demos.

YOUTUBE

FOCUS OF CAMPAIGN

e Events: Promote events like tours, workshops, and wine tastings. Events drive repeat visits and differentiate the farm.

e Why Events?: Aligns with the growing demand for experiential tourism and wellness trends.

e On-Site Products: Emphasize natural and handcrafted lavender products, tapping into consumer demand for clean, organic skincare.
e Why On-Site Products?: Rising interest in locally sourced and organic products supports a focus on high-quality wellness items.

PERCEPTUAL MAP

]
. 3i
Y ostT,
b

. {W}'{eo k
L AVENDER

& The Purple WOLF Vineyard

Fasmni
. |_'.".13|

ZiN

High Quality

¢

32
Bloomirg Hill
Laventor Farm & Gifi Shep
Relaxing 4

MASSANUTTEN

Low Quality

o Channels: Instagram, Facebook, WOLF website,
Pinterest, brochures, radio ads.

« Issues: Outdated social media and inconsistent
brand messaging. Pinterest is inactive, and social
media lacks a clear business identity.

» Message/Media Strategies: Limited to an "About Us"
page, basic brochures, and a local radio spot.

Thrilling

e Channels: Instagram, Facebook, WOLF website.
e Suggestions for Improvement:
o Hire an intern for social media management.
o (Cross-post across platforms.
o Reintroduce flyers in local businesses.
o Update the website for easier navigation and
more detailed product info.

Campaign research can be found on Appendix 16
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CONSUMER CONNECT Primary market: millennial/genz women ages 20-40

White Oak Lavender Farm

Seamentation,
1 é “@ﬁn%
Posilioning

POSITIONING STRATEGY

e For women aged 20-40 and young professionals, White Oak Lavender Farm is the wellness
destination that best delivers on a serene, nature-inspired experience because White Oak Lavender
Farm, and only White Oak Lavender Farm, offers a unique combination of local, high-quality lavender
products and immersive relaxation experiences.

e This positioning strategy was chosen because it leverages the growing wellness trend, where
consumers increasingly prioritize relaxation and mental well-being. White Oak Lavender Farm’s focus
on locally sourced, high-quality lavender products appeals to consumers' preference for sustainable,
artisanal goods. By offering both premium products and relaxation experiences, the farm creates a
unique value that creates customer loyalty and repeat visits.

WHY THIS SEGMENT & STRATEGY?

e Tourists increasingly prefer shopping at small, local gift shops over large-scale retailers (Thomas,
2024), particularly in major metro areas and popular attractions where they are most inclined to buy
souvenirs (IBIS World, 2024). This trend aligns perfectly with WOLF's positioning strategy, as their all-
natural, handmade self-care products cater to women who, as savvy shoppers, often juggle multiple
responsibilities and seek transparency in their purchases. With women using more personal care
products than men (Healthy Living Science Team, 2023), they are more exposed to potentially
harmful chemicals. WOLF addresses this concern by providing safe, effective alternatives that
simplify their shopping experience and support their wellness journey (Mintel, 2024).

Page 11



CONSUMER CONNECT

White Oak Lavender Farm

Seomentation,

1&a

PRIMARY MARKET

e Income Levels: Middle and upper-
middle class individuals.

e QOccupational Groups: Includes
professionals and people with
disposable income.

e Geographics: Virginia residents (mainly
within a 2-hour radius from
Harrisonburg)

o Tourists, out of state or international

e Psychographics: People focused on
relaxation and health. Those who value
quality and memorable experiences

e Behavioristics: Frequent visitors, online

elin

i

Positioni

ABOUT

GOALS

SKILLS

Communication

—— 72

PERSOMALITY
Creative 00000
Problerm-Solving . . .
Empathetic . . . .
Adaptable o000 0
PAIN POINTS

FAVORITE BRANDS

—fur peple . patagonia

& o i Leadership experience o . s \;\"
shoppers, event “go-ers”, gift buyers il il RSO LLBean Ak
Computer proficiency |j
. S coll FHYE @ LecrEuseT
*Check appendix 15 for research* sy ni
STAGE Awareness Interest Desire Action Loyalty
Sees fiyers intown || Browsing enline for || Looks at lavender Booking dlasses, augl‘:;l""::zﬁ_i
Customer & ashs niends local events. farm offerings CVENTS, COMINg 1o ‘L]S;i ot -
Actions about weekend Comparison of Interested in events Rastings & buying ratne
event plans events at the farm products ‘}2:"&”({5 s
Bringing athers,
: _ Webiste, search Cart, payrnent page, Shewwing up Lo
Touchpoint Fyers, i‘;{f' A bar, events kst, ortiosticket events, making wb:ﬁg.go.,s
social media posts canfirmation purchases repeat purchases
Customer e Medium, Good o Best {with potential
Experience overwhelmed for downfall)
Payment not Events aren’t as
Pain Paint Not enough Too many steps or accepted, events expected, can't Too expensive, no
EXPOSIre ads are never enjoy food or follow up info
comienient alcohol
v ermail
Solution Strgarmling website rcr?;;:ju:;n:::w\: Oiffer food for Follow up emails
More ads and make info il r.;\lcnt dietary restrictions, || and offer surveys of
accessible dj';m ask for feedback wanted events.
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CONSUMER CONNECT

White Oak Lavender Farm

Seomentation,

1&a

Positioni

SECONDARY MARKET

¢ Income Levels: Middle and upper-
middle class individuals.

e Occupational Groups: Includes
professionals and people with
disposable income.

e Geographics: Virginia residents (mainly
within a 2-hour radius from
Harrisonburg)

o Tourists, out of state or international
¢ Psychographics: People focused on
relaxation and health. Those who value
quality and memorable experiences

elin

i

ANDREWS

ABOUT PERSONALITY
Famiby-Focused . . . .
Open-Minded . .

GOALS

SKILLS

Communication

e Behavioristics: Frequent visitors, online C : j " o
] i raftsmanship i’ JOHN DEERE
shoppers, event “go-ers”, gift buyers g —— samnerTt
GENDER: Problem-Solving ’ w}IﬁLE
LOCATION: L] . l:mDS
*Check appendix 15 for research* S——
Stage Awareness Interest Desire Action Loyalty
Customer Hears about it from a Cam looked on the Cam looks at the Cam attends an event, Cam continues to attend
Acti coworker, and sees an ad Facebook and website to offerings at the farm and and purchases products the events, and
ol on Facebook learn about the business is interested at the gift shop. repurchases products
Learning through a
Touchpoint coworker is an E;T R hﬁm UEE, :hh::gr"mm ‘Cam showing up to Cam bringing others, and
po unexpected touch point, E h :age,, events with his family continuing to repeat
but also social media dceboak and tha confiration, and ucket and moaking purchases || purchasing the products
post welisite payment
e 5 (with I f;
: Best
Experience Goad Medium Goad Better il
Mot enough exposure o Cam rright nat like or The payment might not The events are not what The products are toa
Pain Point White Oak Lavender understand the Layout of be acrepted, events are he wanted, and he can expensive and his friends
Farm the website at bad times not consume akcohel are not interested
Solution More advertisements on mﬂz::&n: mz::p::‘;ﬂnn:;d Offer dietary restrictions, Have discounts for group
different platforms el rvitiple event dates ack for feedback registration at events
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Markeling Godl

To increase profits by 20% by raising awareness of White Oak Lavender Farm in the
local community through product sales in the gift shop and tasting room, as well as
raising attendance at events and classes, by December 31st, 2025

ominunication
Goals 6 Siralegies

e |ncrease the percentage of consumers in the “target market(s)’ women aged 20-40 and young
professionals who are aware of White Oak Lavender Farm by 15% by December 2025 by using social
media marketing, print advertising, and public relations.

e |ncrease interest of consumers in the “target market(s)” women aged 20-40 and young professionals who
have interest in attending events at White Oak Lavender by 10% by December 2025 by using digital
marketing and sponsorships.

e |ncrease desire of consumers in the “target market(s) women aged 20-40 and young professionals who
have a desire to attend events and purchase products at White Oak Lavender Farm during the months of
May-Oct by 20% by December 2025 by using Sales Promotion

e |ncrease the number of gift shop sales to “target market(s)” women aged 20-40 and young professionals
by 25% by December 2025 by using social media marketing, print advertising, and public relations

e |ncrease the number of repeat customers by 10% by December 2025 by using social media to advertise
events and products
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(Campaign
lTheme

SCENT OF SERENITY

According to Wirth (2024), 62% of women aged 18 to 34 reported experiencing
significant stress on most days, while 48% of women aged 35 to 44 expressed similar
feelings. Additionally, two-thirds of women aged 18 to 34 indicated that stress makes
it difficult for them to concentrate (Wirth, 2024). Lavender is renowned for its ability to
create a relaxing atmosphere. In fact, one of the main benefits of lavender is that it
can calm without sedating. Lavender can reduce anxiety by affecting the body’s fight
or flight response. Since the main goal is for the consumer to have a relaxed and
calming experience, serenity creates that mindset and correlates it to the target
audience (Vinall, 2021). Words that bring a calming feeling are reiterated throughout
the campaign. An article stated that repeating similar words allows people to
remember things more easily (Landsborough, 2024); this allows White Oak Lavender
Farm'’s customers to remember those words and retain that peaceful feeling so they
can “Breathe in Calm, Live in Balance”.
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I—)l@ CLIENT White Oak Lavender Farm )

e B

TARGET AUDIENCE
The target audience for White Oak Lavender Farm consists of women ages 20-40, primarily working professionals, who
are middle to upper-middle class with disposable income. They live in a 2 hour radius of the farm. These women
prioritize wellness, self-care, and sustainability, leading busy lives that often leave them looking for ways to relax and
relieve stress. They are inclined to purchase natural, locally sourced self-care products and are active on social media,
particularly Instagram and Pinterest, where they engage with wellness content and seek relaxation and mindfulness
inspiration.

-

~
J

THE MAIN ISSUE

-
AN

White Oak Lavender Farm faces limited brand awareness as a consistent destination for relaxation and specialty
products. While it offers a serene environment with unique lavender and wine experiences, many potential visitors aren't
aware of its offerings or don't see it as a regular place to unwind. Additionally, communication around events is
inconsistent, leading to missed opportunities for customer engagement. By enhancing event promotion and emphasizing
its role as a reliable escape for relaxation, the farm can attract repeat visitors and build a loyal customer base.

COMMUNICATION OBJECTIVES

The target audience sees White Oak
Lavender Farm as a peaceful escape, known
for its high-quality lavender products and
relaxing atmosphere. They appreciate the
unique combination of lavender fields and
vineyard experiences but may not fully
understand all the offerings. Visitors value

O Increase the percentage of consumers in the “target market(s)”
women aged 20-40 and young professionals who are aware of
White Oak Lavender Farm by 15% by December 2025 by using
social media marketing, print advertising, and public relations.

the focus on wellness and nature, which @ Increase interest of consumers in the “target market(s)’ women
aligns with their desire for relaxation. aged 20-40 and young professionals who have interest in
However, there's a sense that attending events at White Oak Lavender by 10% by December
communication about events and 2025 by using digital marketing and sponsorships.
promotions could be improved for better
engagement.

@)

Increase desire of consumers in the “target market(s)"
women aged 20-40 and young professionals who have a
desire to attend events and purchase products at White Oak
The target audience should view White Lavender Farm during the months of May-Oct by 20% by

Oak Lavender Farm (WOLF) as a go-to December 2025 by using Sales Promotion.
destination for consistent relaxation; a

place they can visit routinely whenever

they need a peaceful escape. They should O Increase the number of gift shop sales to “target market(s)”
see it as a reliable source not only for women aged 20-40 and young professionals by 25% by
stress relief through its serene December 2025 by using social media marketing, print
environment but also as a perfect spot to advertising, and public relations.

purchase unique, high-quality lavender
and vineyard-based products.

Increase the number of repeat customers by 10% by
December 2025 by using social media to advertise events
and products.

o

Scent of Serenity
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Scent of Serenity, an emotional escape. Appeals
to those seeking wellness and relaxation in a fast-paced world.
Focus on emotional connection and the farm as a serene retreat.
CREATIVE CONSIDERATIONS

Tone: Relaxing, warm, and inviting, creating a sense of calm and peace.

Promises/Claims: "Relax with lavender’s natural, stress-relieving power." "Sustainably grown, hand-crafted

products for your wellness."

Colors: Soft purples, greens, and earthy tones that evoke relaxation and nature.

Graphics: Photos of lavender fields and people using the products in peaceful settings, like baths or cozy spaces.

Typography: Simple, elegant fonts that feel natural and calmin§.

Overall Feel: Ads should make you feel calm and remind you of self-care and nature, with a focus on quality and

sustainability. TACTICS

e Print Ads: Feature calming images of lavender fields and products in peaceful settings. Use short, emotional
taglines like "Escape into tranquility” and highlight sustainability.

e TV Ads: A 30-second spot showing someone unwinding with lavender products, with calming music and a scene
in the lavender fields. Tagline: "Find your peace at White Oak Lavender Farm."

e Online Ads: Use Instagram/Facebook posts with real people using products. Retarget ads with limited-time
offers. YouTube videos of the farm and product use in calming rituals.

¢ Influencer Marketing: partner with wellness influencers to share experiences with the products, focusing on

relaxation and self-care.

PRODUCT POSITIONING
White Oak Lavender Farm is a peaceful N J

escape from the hectic world. Nestled in For those seeking a peaceful, natural escape and premium wellness

Virginia's Shenandoah Valley, it offers a products, White Oak Lavender Farm offers a serene, farm-to-skin
sanctuary where visitors can stroll experience that showcases the calming benefits of lavender. Unlike
through vibrant lavender fields, sip other wellness brands, White Oak Lavender Farm lavender is grown

lavender-infused wine, and reconnect and harvested locally on their family-owned farm in the heart of

with nature. Here, guests find tranquility, Virginia, ensuring every product is crafted with the highest quality

create memories, and take home ingredients. Whether you're seeking lavender for relaxation,
handcrafted products that promote skincare, or culinary use, White Oak Lavender Farm brings nature’s
relaxation and wellness. healing power directly to you through sustainable farming practices
. . and hand-crafted goods

e N

THE MESSAGE STRATEGY &
RATIONALE

e Instagram & Facebook: Visual
storytelling and event promotions.
e Pinterest: DIY projects and wellness

“Escape to calm. Discover peace at White Oak Lavender Farm
through nature, handcrafted products, and wellness experiences.”
White Oak Lavender Farm promotes relaxation and wellness

. lEnnizliTaltzlfc?Qsive offers and event through natural lavender products, offering a peaceful escape from
d t daily stress. The message emphasizes the calming, therapeutic
. Egcaal deio 565 prarisi e sessan) benefits of lavender for mental and physical well-being. This
avents : strategy aligns with the emotional appeal by focusing on the

psychological benefits of relaxation and stress relief, which

resonate with consumers seeking wellness and self-care. It

integrates with the emotional appeal by creating a personal
connection to tranquility and well-being.

FRAMEWORK b g
Z
A Slice of Life framework works well for White Oak Lavender Farm because it focuses on everyday scenarios where

customers experience the calming, rejuvenating effects of lavender products. This approach showcases real-life
moments of relaxation and wellness, such as someone using lavender skincare products after a stressful day or

enjoying a soothing lavender scent while unwinding at home. It resonates with the target audience’s desire for peace
and tranquility, and the relatable nature of this execution will create an emotional connection by reflecting the

audience's lifestyle and needs.

e YouTube: Visitor testimonials and
behind-the-scenes content.

-

~
J
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Media Plan
Digitail Markeling

INTRODUCTION

This media plan aims to increase interest and engagement among young
professional women aged 20-40 and men aged 25-45 who attend events at White
Oak Lavender Farm & Winery by December 2025. The primary goal is to position the
farm as the perfect destination for professionals who are looking to find a balance
between relaxation, social activities, and wellness. Through digital marketing tools
like email marketin%and blogging, this campaign will raise awareness, drive event
attendance, and help create a strong connection with the target audience by
highlighting the farm's offerings in a way that speaks directly to their needs.
The campaign’s theme, "Scent of Serenity," will be central to the plan. This theme
captures the peaceful, rejuvenatin%atmosphere that White Oak Lavender Farm
offers to professionals who need a break from the stresses of their work life. The
idea behind "Scent of Serenity" is that the lavender farm provides more than just a
beautiful space—it offers a calming escape that helps visitors recharge and find
balance. This theme will be reflected throughout the campaign, both in the
messaging and the visuals, with lavender’s soothing aroma symbolizing a much-
needed respite from the fast pace of everyday life.

The story being told is about a young professional | %gling a busy career with high
demands, from deadlines to meetings. The narrative follows their search for peace
and connection, which they find at White Oak Lavender Farm. Whether it's attending
a wellness event, enjoying a glass of wine, or simply spending a weekend at the farm,
visitors will see the farm as an essential retreat to unwind and reconnect. This story
will help convey that a visit to White Oak Lavender Farm is not a luxury, but rather a
necessary escape to relieve stress and rejuvenate.

To reach this target audience, the plan will use a combination of email marketing and
blogging. The email campaigns will be customized to appeal to both young women
and men by promoting upcoming events, exclusive deals, and tailored experiences.
Each email will emphasize that visiting the farm is a great way to take a break from
the demands of work, offering moments of relaxation and connection with others.
The blog will focus on content that speaks to the interests of young professionals,
like wellness tips, stress relief strategies, and previews of events at the farm. These
blog posts will help build excitement, showcase the farm’s offerings, and engage the
audience in a meaningful way. By connecting with both young women and men
across these demographics, this digital media plan will work to position White Oak
Lavender Farm & Winery as the ideal spot for professionals seeking balance,
relaxation, and rejuvenation.
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Media Plan

Digital Marketing

OBJECTIVE 1

Increase traffic to the White Oak Lavender Farm blog by 25% within the next four months, targeting readers
interested in wellness within a 100 mile radius of the farm. This is in order to increase awareness and interest
in White Oak Lavender Farms. This will be achieved by publishing two engaging blog posts each month,
focusing on lavender related topics. Success will be measured through Google Analytics by tracking monthly
visits and user engagement rates.

STRATEGY 1

White Oak Lavender Farm aims to increase traffic to the blog by 25% by publishing two blog posts every
month. Since the majority of the target audience is online, these engaging blogs will capture their attention
and encourage visits to the White Oak website. By fostering a connection with the audience and highlighting
the benefits of lavender, users will be more likely to respond to the calls to action.

TACTIC 1
Publish two blog posts each month that highlight different aspects of lavender. Topics could
include “10 Creative Uses for Lavender” and “How to Grow Lavender at Home."” This will help attract
people interested in learning more about lavender.

TACTIC 2
Use SEO practices to optimize each blog post. This includes researching and incorporating relevant
keywords (ex. "lavender benefits" and "lavender recipes") into the titles, headings, and throughout
the content.

TACTIC 3
Incorporate visually appealing images and infographics in each post. This will not only make the
content more engaging but also encourage readers to share the posts on their social media
platforms.

BLOG
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Media Plan

Digital Marketing

STRATEGY 2

White Oak Lavender Farm aims to increase blog traffic by 25% by publishing two engaging blog posts each
month. To promote these blog posts and boost visibility, its vital to implement a multi-faceted strategy that
includes optimizing content for SEO, sharing posts through targeted email campaigns, and leveraging
partnerships with local businesses and influencers. By reaching a broader audience and creating compelling
content, to encourage more visitors to engage with the blog and explore the benefits of lavender.

TACTIC 1

Share blog posts through an email newsletter to subscribers twice a month. Each newsletter will
include a summary of the latest blog posts and a call to action, encouraging subscribers to visit the
blog for more details

TACTIC 2

Use social media to promote blog content. Create a content calendar to schedule posts that highlight
new blog articles to reach a wider audience. Engaging with followers through comments and direct
messages will foster a sense of community

TACTIC 3

Collaborate with local influencers (ex. Mary Skinner & Jaeda Skye) for guest blog posts. This will
introduce the blog to their followers and create valuable content that appeals to a similar audience.
We'll aim for at least one collaboration per 3 months.

EMAIL NEWSLETTER INFLUENCER PROMOTION

fite Qak
LAVENDER ) |
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Media Plan

Digital Marketing

OBJECTIVE 2

Reach 25,000 people within 100 mile radius of White Oak Lavender with a weekly email campaign that runs

for three months. Achieve a 30% open rate, 5% click-through rate, and increase website traffic from emails

by 15% by the end of the three months. This will increase awareness of the White Oak Lavender Farms as
well as interest.

STRATEGY 1

With the goal of reaching 25,000 individuals within a 100 mile radius of White Oak Lavender Farm, a weekly
email campaign will be launched over the next three months. To boost engagement, personalized email
marketing content will be created, ensuring that the messaging resonates with the audience’s interests and
encourages exploration of the diverse offerings.

TACTIC 1

Segment the email list based on user data (e.g., location, age, interests) to send relevant,
personalized content.

TACTIC 2

Use dynamic content in emails (e.g., product recommendations, personalized greetings) to make
each email more engaging and provide surveys for customer engagement.

TACTIC 3

A/B test subject lines and CTAs to identify what resonates most with the audience, optimizing
future campaigns for higher engagement.

EI\/IAlL PROMOTION EMAIL
| ET E-CARE
SELE carr: ARSIy
SERENITY 4 LAVENDER
O ki o - & The Purple WOLF Vineyard
1 \"S(}NWE o You Lové & 20% Off All Bath &

FREE STUFF.. Wellness Goodies!

N DOWN TO WHIIE OAK FOR

RA 50% OFF THE GIFT SHOP “.__ E"ﬁgﬂ?g.fﬁ AT
ND OU SIC & WIN NrGHT

ACH ANCE WIN FRE M e

FOOTBALL TICKE o

Unwind, Refresh, Repeat with
the Magic of Lavender!

Indulge Mow Before This
Soothing Offer Slips Away

CONTACT US

@whiteoaklavender

https://www.whitecaklavender.com
(540) 421-6345
@2644 Cross Keys Rd, Harrisonburg, VA 22801
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Media Plan

Digital Marketing

STRATEGY 2

With the aim of reaching 25,000 individuals within a 100 mile radius of White Oak Lavender Farm, a weekly
email campaign will be implemented over the next three months. To enhance reach, the focus will be on
strategic promotions within the email marketing efforts, offering special deals and engaging content that

encourages subscribers to connect with the farm and explore its offerings.

TACTIC 1

Include limited time offers or discounts in each email to encourage immediate action by
the use of display ads.

TACTIC 2

Partner with small businesses within your target demographic to promote email sign-ups
and expand the list

TACTIC 3

Run a referral program where subscribers can share emails with friends to expand reach
and reward new sign-ups with special perks through display ads.

EMAIL COUPON

FFall is
here!

! Fal weather with & weekend
e e oy e e DISPLAY AD

! x
“ Nalure's Relaxation, Just forr You %i
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Media Plan

Digitail Marketing

BUDGET

Total Dellar Amount % of Total Budget
58,000 16%
Google Display Ads Banner Ads | $289/ Month { $0.30 CPC) |

g play r $ ( ) $3.470 43%

Blogging Wordpress $300
Collaborations $100/post 00 i

Email Marketing Management Platform $530
$830 10%

Surveys $300

K R h Analysi: M h

SEOQ eyword Research and Analysis $250/Mant $3,000 38%




Media Plan

Digital Marketing

RATIONALE

The Integrated Marketing Communications (IMC) budget allocates 16% to digital marketing,
reflecting insights from a CMO report that highlights the growing importance of online
channels. This allocation is consistent with industry standards, where paid digital media now
constitutes about 16% of total marketing budgets. Global digital advertising spending is
projected to exceed $442 billion in 2024 (Ahuja, 2023), and digital marketing has experienced
an average annual growth rate of 11% from 2016 to 2021, underscoring its rising significance
(Ahuja, 2023). This budget strategy capitalizes on the expanding digital landscape.

With the budget allocated to Digital Marketing, following an article on WebFx $289 per month
will be budgeting towards google ads. This sets a budget of around $9 a day for an ad with CPC
set at $.30 (Fields, 2024). Wordpress will be utilized to manage blogs and $300 a year will be set
to purchase the business package (Wordpress, 2023). Influencers with 500 to 10,000 followers
typically earn around $100 per post, according to Shopify (Hitchcock, 2024). The plan is to
collaborate with an influencer through blogs every 3 months brin%ing the total cost of that to
$400. With email marketing, a management platform will be utilized, for budgeting
GetResponse was used as an example. GetResponse charges around $45 a month for email
marketin% with a list of 5,000 contacts (Pricing and Service Plans | GetResponse, 2024). For
surveys that are conducted through emails, SurveyMonkey was used as an example in terms of
budgeting, with $25 a month the advantage package can be utilized (SurveyMonkey Plans and
Pricing, n.d.). When budgeting for SEO the focus was on keyword research and analysis and per
an article on ahrefs, a budget of $250 per month is usually set towards this (Hardwick, 2024).

To enhance engagement and drive traffic, the objective is to increase visits to the White Oak
Lavender Farm blog by 25% within four months, complementin% email marketing efforts. Two
engaging blog posts focusing on lavender-related topics will be published each month.
Research shows that targeted content can significantly boost organic traffic, especially when
addressing interests like wellness (Indigo Marketing Agency, 2024). Personalization in email
marketing also drives higher engagement; by segmenting the email list based on user data,
relevant content can be delivered to resonate with subscribers, increasin% open and click-
through rates (Hoory, 2024). Additionally, employing A/B testing for subject lines and calls-to-
action (CTAs) optimizes email performance, and continuously refining content based on
performance data yields better engagement results (Hoory, 2020).

The blogging strategy will include topics such as “10 Creative Uses for Lavender” and “How to
Grow Lavender at Home.” Incorporating SEO practices, including keyword research and
optimization, enhances visibility in search results. Valuable, keyword-focused content is
essential for increasing traffic and engagement (Indigo Marketing Agency, 2024). Another critical
strategy focuses on expanding reach through promotions. Limited-time offers can create
urgency and prompt immediate action, especially when combined with vvell—desidgned display
ads (Indigo Marketing Agency, 2024). Promotional emails should be balanced with other
content types to avoid audience fatigue (Hoory, 2020). Collaborating with local businesses to
Eromote sign-ups and imJ)Iementing a referral program will further expand the subscriber
ase, tapping into a shared audience interested in wellness and local products (Hoory, 2020).
In summary, these strategies leverage proven tactics to enhance engagement and broaden
reach. Personalization improves emall Eerformance, while targeted blogging increases traffic.
Together, they will strengthen relationships and position White Oak Lavender Farm as a local
leader in lavender and wellness.
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Media Plan
PR Markeling

INTRODUCTION

The PR section of this marketing plan focuses on building brand awareness and
strengthening community ties to drive event attendance among women aged 20-40
and young professionals by December 2025. The communication objective is to
increase brand awareness by 15% and boost gift shop sales by 25% through strategic
PR efforts, including press releases, media partnerships, community collaborations, andj
influencer outreach. The messaging will highlight that White Oak Lavender Farm offers
more than {'ust a place to relax; it provides an essential escape for professionals
seeking balance, calm, and connection. This will be achieved by leveraging both
traditional and digital media platforms to foster engagement with the target audience.
The campaign’s theme, “Scent of Serenity,” will be woven throughout the PR efforts to
capture the essence of the farm as a peaceful sanctuary for career-driven individuals.
This theme tells the story of young professionals who, after facing the pressures of
their work lives, find relaxation, rejuvenation, and meaningful connections at the farm.
Whether it's through wine tastings, wellness workshops, or social events, the farm
offers a place to unwind and reconnect with others. The story of this balance between
work and relaxation will be shared through press releases and influencer
collaborations, helping to build emotional connections with the audience and reinforce
the farm'’s role as an oasis for busy professionals.

To reach the target audience, PR strategies will include a mix of traditional media
outreach and digital engagement. Press releases will be distributed to local TV, radio,
and online news outlets, promoting upcoming events and highlighting the farm'’s origin
story. This will create a personal connection with the community, offering insights into
the farm’s values and mission. Additionally, partnerships with local organizations, such
as Harrisonburg Tourism, will emphasize the farm’'s appeal as a wellness destination,
particularly during peak seasons like the holidays when people are looking for
restorative experiences. Collaborating with local businesses will further embed the
farm within the community and enhance its reputation as a top leisure and wellness
destination.

Local influencers will play a key role in sharing their experiences at the farm through
social media, acting as event ambassadors to build trust and authenticity with the
target audience. These influencers will share stories, photos, and videos of their visits
to the farm, encouraging their followers to visit and experience the same sense of
relaxation and connection. This influencer outreach will strengthen word-of-mouth
marketing and expand the farm’s reach, while reinforcing the “Scent of Serenity” theme.
By utilizing both traditional media and digital channels, the PR strategy will generate
excitement, build community engagement, and position White Oak Lavender Farm as
the go-to destination for professionals seeking balance, wellness, and connection.
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Media Plan

PR Markeling

OBJECTIVE 1

Increase engagement and attendance at White Oak Lavender Farm by 20% among residents and tourists within a
2 hour drive from Harrisonburg during the lavender harvest season (June and July) through targeted press
releases, community relations, and sponsorships. Implement a pulsing schedule to reach at least 50,000 people
through press releases and sponsorships, with a frequency of one press release and multiple community
engagement activities leading up to key seasonal events, such as lavender blooming, harvest, and festivals.

STRATEGY 1

To increase visibility and attendance, White Oak Lavender Farm will issue one press release in the local
newspaper prior to each major seasonal events , such as lavender blooming, harvest, and local festivals.
These press releases will spotlight the farm's unique offerings, including workshops, tours, and retail
products, helping to raise awareness and generate interest.

TACTIC 1

Develop a detailed calendar of major seasonal events at the farm, ensuring that press releases are
timed to coincide with each event's promotional lead time for maximum impact.

TACTIC 2

In each press release, feature specific workshops, tours, and products that will be available during
the event, using engaging visuals and descriptions to attract interest.

TACTIC 3

Incorporate images, videos, and testimonials in the press releases to enhance engagement and
provide an understanding of the farm's offerings, encouraging media outlets to feature the content.
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Media Plan

PR Markeling

STRATEGY 2

To enhance community relations, visually appealing brochures will be created and distributed to
showcase White Oak Lavender Farm’s unique offerings, including lavender tastings, the gift shop,
and immersive experiences, all under the theme 'Scent of Serenity.'

TACTIC 1

Create eye catching, informative brochures that highlight family friendly activities and
wellness experiences at the farm, ensuring they are visually appealing and easy to read.

TACTIC 2

Distribute brochures at local tourism centers, farmer’s markets, and community events,
focusing on locations and events that attract families and potential visitors.

TACTIC 3

Collaborate with local businesses and organizations to display brochures in their venues,
increasing reach and encouraging their customers to consider a visit to the farm.
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Media Plan

PR Markeling

OBJECTIVE 2

Build credibility and local market awareness of White Oak Lavender Farm and Winery by establishing
sponsorships with community organizations and events. These partnerships will foster goodwill within the
community, create opportunities for cross promotion, and position the farm as a key player in local tourism and
wellness initiatives. Through engagement in community events, the farm will strengthen its brand presence and
attract new visitors. This increases desire and gift shop sales.

STRATEGY 1
Sponsor local charity events, such as 5K runs and galas, by providing branded gift baskets that feature
lavender products and wine. This initiative will strategically align White Oak Lavender Farm and Winery with
causes that resonate with the target audience of professional women, fostering community goodwill and
brand loyalty.

TACTIC 1

Design baskets specifically for each charity event, including lavender infused skincare, culinary lavender, and
the farm's wines. Personalize each basket with a note explaining the farm’s mission and values.

TACTIC 2

Partner with the organizers to secure promotional opportunities, such as logo placements on event
materials, booth space for product sampling, and mentions in event communications to increase visibility.

TACTIC 3

Organize post event networking opportunities for attendees at the farm, featuring wine and lavender
tastings, to strengthen relationships with young professionals and women and encourage repeat visits.
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Media Plan

PR Markeling

STRATEGY 2

Collaborate with local tourism boards and regional publications to sponsor travel guides and wellness
retreats. Co-created travel guides will highlight the farm alongside nearby attractions and wellness activities,
offering visitors a comprehensive itinerary. Exclusive wellness retreat packages featuring lavender-infused
treatments and guided tours will promote the farm's serene offerings and unique experiences.

TACTIC 1

Work with tourism boards to create post 3 travel guides a year that highlight the farm, nearby
attractions, and wellness activities, ensuring distribution through local visitor centers and hotels.

TACTIC 2

Design and promote packages that include lavender-infused treatments, guided tours, and tastings,
targeting health-conscious travelers through online booking platforms and social media.

TACTIC 3

Partner with travel influencers and wellness bloggers to generate sponsored content that
showcases the farm's offerings, utilizing their platforms for broader reach and engagement.
Partner with 2 wellness influencers with a plan to post 2 times every other month.
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PR Markeling

BUDGET

Total Dollar Amount % of Total Budget

$7,500 _ 15%
Press Release Local newspaper I $100(6 a year) $1,880 2504
Sponsorship Branded gift haskets $3,324
3,540 A47%
Logo stickers $218/ Q2000 ¥
Collaborations Travel guides $300
Influencers $100/post $2,200 26%




Media Plan

PR Markeling

RATIONALE

To create an effective public relations (PR) campaign centered on events, press
releases, and corporate sponsorships, it's essential to justify decisions regarding
objectives, strategies, tactics, and budget allocations. This campaign aims to enhance
brand awareness, build a positive brand image, and increase customer engagement.

Events are a powerful tool for elevating brand visibility; research shows that 60% of
consumers recall brands associated with events three months later (Hall, 2024). A
positive brand identity is essential for success, as 90% of consumers trust
recommendations from friends and family over traditional advertising (Edelman,
2019). %agmg with customers at events boosts loyalty, with attendees being 30%
more likely to remain loyal (Event Marketing Institute, 2019). sponsoring local
charity events, the White Oak Lavender Farms’' brand supports t%e community and
aligns with positive social initiatives, further enhancing their reputation. The campaign
employs several strategies: hosting and sponsoring events to create memorable
experiences, utilizing press releases to gain exposure and build trust (52% of
journalists prefer press releases) (PR News, 2020), and leveraging involvement in
charity events to enhance credibility and expand reach (70% of consumers feel more
positive about brands that support community initiatives) (Forbes Coaches Council,
2017).

The budget for the PR media plan is set at $7,500, strategically allocated to maximize
impact across key components. Per an article on PR ON THE GO, larger businesses
set between 10-15% of their overall budget towards PR. Even though White Oak is a
smaller business the amount of the overall budget allows us to set 15% of the overall
budget towards PR (PR on the GO: How Much Should You Invest in PR?, 2022). With
press releases, six are planned to be posted throughout the year which are set at
$100 per publication, per Daily News Record charging $31 per column inch (Daily
News-Record - VA - Newspaper Advertising Costs, n.d.). The quantity of logo stickers
under the budget was decided upon the quantity that VistaPrint provides (Custom
Sticker Singles, Individual Sticker Printing | VistaPrint, n.d.). When sponsoring at
events, gift baskets were also budgeted. With the items in the baskets being varied,
what was leftover of the PR budget was set towards that, which is a good amount so
that plenty of baskets can be provided. Under collaboranns travel guides will be
Flaced in tourism magazines, per an article on indeed the cost to place a guide in a

cal tourism magazine is around $300 (The Cost of Print Advertising: A Guide for
Managers, 2024). For influencers 12 posts will be made per year paying each
influencer $100 per post.

In conclusion, investing in events, press releases, and corporate sponsorships is
crucial for sustainable growth. This budget reflects the strategic importance of these
elements, enablm% businesses to create significant momentum for growth in 2024
and beyond while also making a positive impact on the community through
charitable involvement.
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Media Plan
SOcial Media Markeltin

INTRODUCTION

The social media section of this marketing plan aims to increase event attendance at White
Oak Lavender Farm by targeting two primary audiences: women aged 20-40 and men aged
25-40 who are young professionals seeking work-life balance. These individuals often juggle
demanding careers while searching for ways to de-stress and enﬁage with wellness-focused
content online, making platforms like Instagram and Facebook the ideal channels to reach
them. The communication objectives are to raise awareness among these target markets by
15%, boost gift shop sales by 25%, and increase repeat visitors by 10% through a
combination of engaging online content that promotes the farm’s events, products, and
tranquil atmosphere. Additionally, the strategy will work to establish White Oak Lavender
Farm as a trusted brand for wellness and relaxation within the target demographic.

At the core of this strategy is the campaign theme, “Scent of Serenity,” which serves to tell
the story of a busy, career-driven individual seeking moments of peace and rejuvenation.
The narrative focuses on how White Oak Lavender FarmTprovides a serene retreat for
people who need a break from the pressures of work, offering experiences like wine
tastings, wellness workshops, and social gatherings to help restore balance in their lives.
Through visually captivating posts and stories, the farm’s tranquil environment and
rejuvenating activities will appeal directly to the shared desires of the target audience for
self-care and relaxation. By showcasing these serene moments, the farm will position itself
as a must-visit destination for anyone feeling overwhelmed by the demands of their
professional life.

The social media content strategy will include a mix of event promotion, attendee
testimonials, and wellness tips to engage the audience and provide value. Partnerships with
local influencers and wellness advocates will be a key component, as they will share
authentic experiences that resonate with the target demographic. These influencer stories
will help build trust and expand the farm’s reach by connecting with potential visitors in a
more personal way. Interactive features such as polls, contests, and live Q&A sessions will
also be incorporated to encourage audience participation and foster a sense of community
among followers. Additionally, user-generated content will be encouraged, with visitors
sharing their experiences at the farm using campaign-specific hashtags, further amplifying
the reach and engagement of the campaign.

By using a combination of lifestyle content, authentic influencer partnerships, and
interactive elements, this social media strategy will create excitement around White Oak
Lavender Farm, positioning it as the premier destination for professionals seeking
tranquility amidst their busy lives. Through the “Scent of Serenity” theme, the campaign will
reinforce the idea that the farm is not just a place to visit but a sanctuary where individuals
can restore their mental and emotional well-being. This approach will help achieve the
communication objectives by building brand recognition, driving event attendance,
increasing sales, and establishing White Oak Lavender Farm as the go-to destination for
wellness and relaxation for young professionals.
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Social Media Markeling

OBJECTIVE 1

Increase brand awareness for White Oak Lavender Farm among young professionals aged 20-40 in Virginia
by 30% by December 2025 through targeted social media campaigns, achieving a minimum of 50,000
impressions on Instagram each month.

STRATEGY 1
Leverage Instagram as a dynamic visual and interactive platform to effectively showcase White Oak Lavender
Farm's enchanting natural beauty and diverse wellness offerings. By curating a compelling narrative around
the farm’s serene landscapes, fragrant lavender fields, and holistic wellness experiences, the goal is to
position the farm as the ultimate retreat for young professionals seeking a sanctuary for relaxation and
rejuvenation.

TACTIC 1
Create and schedule three visually appealing Instagram posts per week, focusing on lavender fields,
products, and relaxation areas to attract potential visitors. This will ensure a consistent frequency
of content to engage followers.

TACTIC 2
Collaborate with at least two local influencers (such as Mary Skinner & Jaeda Skye) who focus on

wellness and nature over the six months, asking them to post about their experiences with the
farm or its products at least once every two months, thereby expanding reach to their audiences.

TACTIC 3
Use Instagram Reels to highlight behind the scenes farm activities (Petting zoo, interactive gardens,

workshops) posting two Reels per month to maintain engagement and showcase unique aspects of
the farm.

' White Oak Lavender Farm

INSTAGRAM
POST

Check out (Influencer Name) ‘s favorite lavender product!
This lavender oil has transformed my skincare routine.’

What's your go-to lavender product?
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Social Media Markeling

STRATEGY 2

Cultivate a vibrant community around White Oak Lavender Farm by leveraging user generated content (UGQC)
to showcase the authentic experiences of visitors. This strategy focuses on empowering young professionals
to share their personal stories and connections to the farm, reinforcing its reputation as an inviting retreat for
relaxation and rejuvenation.

TACTIC 1

Launch a campaign encouraging visitors to post photos using a branded hashtag (#LavenderLife),
with a monthly prize for the best photo. Promote this campaign on all platforms to reach at least
1,000 participants over the six months.

TACTIC 2

Feature at least one user-generated post weekly on the farm's social media accounts to showcase
real customer experiences, ensuring consistent engagement and content variety

TACTIC 3

Create a dedicated Instagram highlight for UGC, updating it weekly to maintain visibility and inspire
new visitors to share their experiences throughout the campaign duration.

' White Oak Lavender Farm

INSTAGRAM
POST

A :
Capture your favarite moments at White Oak Lavender Farm and share them with us! Every month,
weell pick the best photo shared wsing #Llavenderlife to win 2 special prize! w

How to Enter:
1.Visit the farm and =nap & pic of your favorite spat.
2.Post it on your Instagram with the hashtag #Lavenderlife.
3.Tag us @Whire0OaklavenderFarm tm increase your chances!

Let's create 2 community of lavender lovers and celebrare the beauty of our farm together! @
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Social Media Markeling

OBJECTIVE 2

Increase engagement and brand loyalty for White Oak Lavender Farm among young professionals in Virginia
by 25% by December 2025. This will be achieved through targeted Facebook campaigns that promote
interactive content, such as polls, events, and educational posts about the benefits of lavender and wellness
practices, ultimately aiming for a minimum of 1,500 interactions (likes, comments, shares) per month on
Facebook.

. _ _ STRATEGY 1 . _
Create an engaging online community that enhances brand awareness and fosters meaningful connections

among visitors. By encouraging them to share their experiences and interact with one another, the farm will
harness the power of genuine customer engagement to build credibility and attract new guests. This initiative
aims to showcase the farm's distinct offerings while ensuring a steady stream of information about upcoming
events, keeping followers informed and involved. Ultimately, this strategy aspires to establish the lavender
farm and winery as a cherished destination, promoting tranquility and enjoyment in a beautiful environment.
TACTIC 1
Create a post of an event with an incentive to share it with other people. For example, a
sweepstakes that can be entered when posting a picture at the farms at a certain event with a
certain hashtag (#whiteoaklavender) .

TACTIC 2

Create a post involving pictures taken by consumers sent in/taken at the farms with comments
from them speaking about what they enjoyed particularly. Essentially, a review post but on their
Facebook feed.

TACTIC 3

Create and maintain a regularly updated schedule for social media platforms that highlights all
upcoming events, serving as a comprehensive and easily accessible resource to stay informed

CUSTOMER REVIEW

FACEBOOK POST

Y o d d b ¢
o o T o T . B

Fantastic find off the interstate
I'd give this more stars if I could. First we visited the lavender
store where we sniffed, tasted tea and tested lotions. It was so

relaxing. Then we progressed to the tasting room and it's a
delight. The tasting was done in a manner that was created during
covid and was unique to us. We loved it and loved the wines even

more. Everyone working there was polite, enthusiastic and

helpful. This was worth visiting.
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STRATEGY 2

To foster a deeper connection between the lavender farm and its visitors, the strategy centers on providing
valuable educational content that highlights the benefits and applications of lavender. By sharing insights on
lavender’s calming properties, showcasing the best times to visit during peak blooming seasons, and offering
guidance on creating simple products using raw lavender, the farm will establish itself as a trusted resource
for knowledge and inspiration. This educational approach not only enhances visitor engagement but also
encourages exploration of the farm's offerings, ultimately driving increased attendance and solidifying its
position as a community hub for relaxation and well-being.
TACTIC 1

Create a post for Facebook that can be cross posted on other platforms with educational
information and basic statistics about lavender and its calming properties

TACTIC 2

Create a post for Facebook that can be cross posted to other platforms about lavender season and
its facets. Provide educational information about harvesting and distillation.

TACTIC 3

Educate on how to make certain simple products using raw lavender and other products that can
be purchased at the farm through Facebook posts and reels that can be cross posted to other
platforms.

FACEBOOK POSTS

Lavender was once used as

currency in France during DAYS &Rl

medieval times

The wait is almost over! In just one week, our lavender fields will be
in full bloom, transforming the farm into a sea of vibrant purple!
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BUDGET

Total Dollar Amount % of Total Budget
$6,500 13%

Media Vehicles Medium A

Facebook Ads

$5/ day {$.9?cc;}

Facebook
Giveaways $780
Instagram Instagram Ads $5/ day ($0.75-CPC)
Giveaways $1,443 $3,900 609

Influencer Post $100/ Post




Media Plan

Social Media Markeling

RATIONALE

Effective marketing today requires strategic budget allocation and an understanding of
audience engagement. To increase traffic by 25% to the White Oak Lavender Farm blog within
four months, a comprehensive approach emphasizing social media, content marketing, and
personalized outreach has been developed. Acknowledging the importance of digital
channels, 13% of the overall marketing bu 1chet will be allocated to social media, aligning with
industry standards where businesses typically allocate 10% to 30% of their marketing budget
for this purpose (WebMechanix, n.d.).

With the trend toward digital marketing, White Oak Lavender Farm will effectively leverage
platforms like Facebook and Instagram. A daily budget of $5 will be set for Facebook and
Instagram each, with an average cost-per-click (CPC) of around $0.97 for Facebook (WebFX,
n.d.). For Instagram, CPC ranges from $0.50 to $1.00 (Rialto Marketing, n.d.; Hootsuite, n.d.).
This targeted Sﬁending on Instagram is vital for creating visually engaging content that
resonates with the audience and enhances brand visibility and engagement.

Incorporating user-generated content (UGC) into the marketing strategy fosters authentic
brand interactions and builds consumer trust. By encouraging customers to share their
experiences on social media, White Oak Lavender Farm enhances its social proof and
cultivates a community of engaged advocates (Crowdriff, n.d.). A substantial portion of the
social media budget is allocated to Instagram for influencer partnerships. Influencers with
500 to 10,000 followers typically earn around $100 per post, according to Shopify. The
campaign plans to collaborate with two Virginia-based influencers in this range, each creating
three posts, totaling an estimated cost of $600 (Hitchcock, 2024). This focus on Instagram is
crucial for engaging target audiences and amplifying brand visibility through authentic
content creation, making influencer marketing essential for maximizing outreach and
leveraging community trust.

Emphasizing personalized marketing will boost engagement and conversion rates. By
segmenting the email list based on user preferences and behavior, White Oak Lavender Farm
can deliver relevant content to subscribers. Research indicates that personalized email
marketing leads to higher open and click-through rates (American Marketing Association,
n.d.). Additionally, implementing A/B testing for subject lines and calls-to-action will optimize
email performance, keeping communications fresh and effective (American Marketing
Association, n.d.).

A robust blogging strategy will enhance visibility and drive organic traffic with two monthly
lavender-related posts, such as “10 Creative Uses for Lavender” and “How to Grow Lavender
at Home.” By using SEO best practices like keyword research, the content will rank well in
search results and attract more visitors. To capitalize on this, limited-time offers will create
urgency and encourage action. Collaborating with local businesses to promote sign-ups and
implementing a referral program will also expand the subscriber base, targeting audiences
interested in wellness and local products.

By aligning the budget with industry standards and leveraging effective tactics in social media,
content marketing, and personalized outreach, White Oak Lavender Farm can enhance
engagement and broaden its reach. This strategy will increase blog traffic and strengthen the
farm's reputation as a local leader in lavender and wellness, ultimately driving growth and
customer loyalty.
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INTRODUCTION

This print media strategy supports the communication objectives of increasing event
attendance, brand awareness, and gift shop sales among women aged 20-40 and young
professionals aged 25-45 by December 2025. The campaign seeks to raise brand
awareness by 15%, boost gift shop sales by 25%, and encourage repeat visits through a
blend of print advertising and strategic community partnerships. By positioning White Oak
Lavender Farm as a peaceful retreat for professionals, the campaign will attract individuals
seeking relaxation, rejuvenation, and meaningful experiences. Print media will provide a
tangible connection to the farm, reinfortc)in|g its role as the ideal destination for work-life

alance.
The campaign theme, “Scent of Serenity,” tells the story of career-driven individuals findin
balance and connection through the farm's offerings—wine tastings, wellness events, an
social gatherin%s. Through print materials like flyers, brochures, and event programs, the
farm's tranquil, serene atmosphere will be communicated to audiences at key locations
such as coffee shops, yoga studios, coworking spaces, and hotels. These places are
frequented by the target demographic and provide an ideal environment for potential
visitors to engage with the materials and discover the farm'’s offerings.
Newspaper and magazine advertisements will focus on promoting upcoming events, with
feature stories fostering emotional connections with readers by hi%hlighting the farm’s
peaceful mission and its role in offering an escape from the stress of professional life. The
storytelling element will emphasize how White Oak Lavender Farm is a serene space
where visitors can unwind, rejuvenate, and reconnect with themselves and others. Special
holiday-themed brochures will further encourage visits during peak seasons when
Erofessionals are particularly eager to take time for self-care. These brochures will
highlight festive events and experiences, encouraging both locals and tourists to choose
the farm for their holiday activities.

Collaborations with Harrisonburg Tourism and local businesses will help expand the
campaign's reach, ensuring the message resonates with both locals and visitors. Print
materials will also be placed in community hotspots where young professionals gather,

ensuring maximum exposure to the target audience. Additionally, event programs,
posters, and on-site signage will promote activities and increase visibility during events,

encouraging visitors to explore the farm further and return for future experiences.
The tangible nature of print media will strengthen brand recognition, making White Oak
Lavender Farm a memorable and desirable destination. By offering a physical connection
through well-placed print ads and materials, the campaign will ensure that the farm
remains top-of-mind as a go-to destination for wellness, relaxation, and social
engagement. Through a combination of strategic print placements and storytelling that
aligns with the “Scent of Serenity” theme, this approach will effectively achieve the
communication objectives by raising awareness, driving event attendance, boosting gift
shop sales, and fostering brand loyalty.
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Print Marketing

OBJECTIVE 1

Increase awareness and attendance at White Oak Lavender Farm among young professional and women
aged 25-40 through print media campaigns. The goal is to achieve a 20% increase in event participation by
December 2025 by leveraging flyers, rack cards, posters, and magazines in local businesses. This approach
will highlight the farm as a top destination for wellness and relaxation, creating a lasting impression through
visually engaging print materials.

STRATEGY 1
Distribute flyers, rack cards, and posters in local coffee shops, yoga studios, wellness centers, and boutiques
that cater to the target demographic. Collaborate with these businesses to create engaging displays
promoting upcoming events and exclusive offers tied to the “Scent of Serenity” theme. This localized
distribution will enhance visibility and foster community connections, encouraging more visitors to the farm.

TACTIC 1
Partner with local businesses to set up displays featuring flyers and rack cards that highlight
upcoming events at White Oak Lavender Farm. Use decorations, such as lavender plants or calming
visuals, to draw attention.

TACTIC 2
Create promotions for customers who bring in the printed materials, such as discounted entry to

events or complimentary samples of lavender products. This incentivizes local business patrons to
engage with the farm

TACTIC 3
Host small events at partner locations to introduce the farm’s offerings. These events can feature a
mini lavender experience, such as tastings or DIY lavender sachet-making, encouraging attendees
to visit the farm.

RACK CARD
EEEEEEEEEREEE

DISCOVER THE SCENT OF
SERENITY AT WOLF

Meet the Lavender: The Magic Behind the Scents

At White Oal Lavender Farm, esch lvender variety has a unique
purpose—socehing skin. calming the mind. or enhancing your favorite.

WHITE OAR
LAVENDER FARM

Step o a world of calm at White Gak Lavender Fanm, where

BOOK NOW | HITRS/ W wHITEOAKLAVERDER LMY

* Lavender Flelds s —
Serll theough & acres of bleoming lrendir, perfiect for photos
el relaxaticn.

.
Discover handmade sasps, candles. essential s, and other

Laverdler.based products.

. CONTACT US
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* Private EVENLS se— @ 2644 Cross Keys R, Harrsonburg, VA 22601
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E\s=EEs=Es/28
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Print Marketing

STRATEGY 2

Secure advertising placements in local lifestyle magazines and community newspapers that resonate with
young professionals. Focus on creating feature articles that showcase the farm's unique wellness offerings
and relaxing atmosphere. Utilize visually appealing designs that reflect the “Scent of Serenity” theme and
include QR codes for easy access to event information. This approach will establish the farm as a premier
destination for relaxation and social engagement, driving increased attendance.

TACTIC 1

Develop five articles for local magazines that explore the benefits of relaxation and wellness,
including personal stories from visitors who have found serenity at the farm.

TACTIC 2

Design two print ads that incorporate calming imagery and compelling calls to action. Ensure ads
feature the farm’s logo, upcoming events, and the “Scent of Serenity” tagline to create brand
recognition.

TACTIC 3

Include QR codes in print ads that link directly to event registration pages or a landing page with
more information. This provides an easy way for readers to engage with the farm and stay updated.

MAGAZINE ARTICLE

TRAVEL AND LIFESTYLE MAGAZINE WHITEOAKLAVENDER.COM White Dak Lavender

g

e X -xploring the
R . 5} ni o Sere enily

White Oak Laverder Farm & Vineyard

EY ALEXIA RYAN
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Print Marketing

OBJECTIVE 2

Increase participation in wellness events at White Oak Lavender Farm among young professionals aged 25-40
by 30% by December 2025 through strategic print media initiatives. This objective will focus on positioning
the farm as a premier destination for self-care and relaxation, ensuring the target audience is informed and
engaged through high-quality printed materials. This will increase gift shop sales and repeat sales.

STRATEGY 1
Strategy 1: Implement a direct mail campaign using visually appealing postcards to promote upcoming
wellness events at White Oak Lavender Farm. These postcards will emphasize the farm’s serene environment
and the benefits of self-care experiences. Personalizing the postcards with recipient names and tailored
messages will enhance connection, while including exclusive discount codes for early registration will
incentivize participation. Engaging visuals and clear event descriptions will inform the target audience and
motivate them to attend.

TACTIC 1

Create eye-catching postcards that feature upcoming wellness events, incorporating personalized
messaging and recipient names to establish a connection with the audience.

TACTIC 2

Include unique discount codes or special offers (e.g. code: LAV04) for early registrations or group
bookings to incentivize immediate participation in the wellness events.

TACTIC 3

Implement a follow-up mailing to those who received postcards but did not register, offering an
additional incentive or sharing testimonials from past attendees to encourage sign-ups.

White Oak [Lavender

FARM & VINEYARD

April 15, 2025 11:00 AM - 2:00 PM

Contact

Bloom & Balance: Spring Wellness Relred

Celebrate spring's renewal with Bloom & Balance, a wellness retreat at our
lavender farm. Spend a day immersed in calming activities like guided yoga
in the lavender fields, mindful meditation sessions, and hands-on workshops
in natural skincare and aromatherapy. Let the peaceful surroundings and
gentle scents of lavender help you recharge and find balance this season B R O C H U R E
\
P O S T C A R D Fi Our Lavender

White Oak Lavender Farm ~ %
12644 Cross Keys Rd. ¥E Gift Shop
Harrisonburg, VA 22801

“What a beautiful and serene place. | loved
strolling the grounds and seeing the animals.

Our Private
Events

ke that they aren't forced to interact with
people and they seem super happy. Their gift _— )
shopis amazing and they have s many Our Interactive
lavender products. Loved their golf and —_— Gardens
garden balm. They have live music.and have

this a5 a must see when visiting the area. It's
perfect for visiting with friends, kids, families
and even alone.” - Fabiana

Book your spol by February 18th with code
LAVO4 (o enjoy a free lavender essential oil gift

www . whiteoskiavender.com / ph: 540-421-6345 0
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STRATEGY 2

Strategy 2: Establish partnerships with local businesses and organizations focused on wellness to distribute
print materials for events at White Oak Lavender Farm. Collaborate with yoga studios, fitness centers, and
wellness shops to display posters and brochures, increasing visibility among their clientele. Additionally, place
flyers in high-traffic community spaces like coffee shops and libraries to reach potential attendees. Offering

ties.

cross-promotional discounts at local businesses for event participants will further strengthen community

TACTIC 1

Partner with local yoga studios and wellness shops to distribute flyers and posters, ensuring they
promote the farm’s wellness events in exchange for promotional materials from the farm.

TACTIC 2

Collaborate with local businesses to set up branded booths at their events, featuring product
samples, demos, and giveaways. Leverage these collaborations to boost media coverage, foster
community relationships, and enhance brand recognition.

TACTIC 3

Organize events with local partners, such as wellness workshops or health fairs, where both the
farm and partner businesses can promote their offerings while engaging directly with the

community.
FLYER
A A
£, fite Otk &
: LAYENDER
& The Purple WOLF Vineyard

S the Mernernds

EMBRACE THE ART OF
FINE WINE & MUSIC THAT
HITS THE 5POT

7 DAYS A WEEK, 10AM-6PM

WINE, MUSIC, GIFT SHOP, PETTING 200
PHYSICAL WELLNESS CLASSES
2644 Cross Keys Rd. Harrisonburg, VA 22801
(540) 4216345
www, whiteoaklavender com

P
&
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BUDGET

Total Dollar Amount 9% of Total Budget
$15,000 30%

Rack cards

Partnerships $250/Q2000
Flyers $2,000/Q180 $7.254 48%
Small booths $5,004
Advertising Placements Article in local magazine £1,000/publication (Q5)
7,690 51%
Print ads $269/ea (Q10) ¥ie
Direct mail Postcards $56/0200 $56 0.37%
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Print Marketing

RATIONALE

Print advertising remains a vital part of any marketing strategy, as studies indicate that
print ads are more memorable and trusted than digital alternatives (SFGate, n.d.). The
most effective campaigns seamlessly integrate print and digital media, maximizing brand
awareness. Partnering with a skilled print marketing agency enables businesses to craft
compelling ads, strategically place them, manage budgets, and analyze outcomes.
Brochures and flyers facilitate comprehensive information delivery, allowing businesses to
present essential details—such as company history, product specifications, testimonials,
and calls to action—in an organized format. This apg:)roach helps potential customers gain
a thorough understanding of offerings (LinkedIn, n.d.). Additionally, these printed materials
can be distributed across diverse settings, including trade shows, direct mail, and
storefronts, ensuring broad audience reach, even among those less engaged online
(University of Tennessee Institute of Agriculture, 2020).

In terms of cost-effectiveness, printed materials can provide long-term value compared to
digital advertising, which often requires ongoing investment. For instance, a study found
that 70% of consumers remember print ads they have read in the past month, highlighting
the importance of maintaining a print presence (Print in the Mix, 2021). Furthermore,
businesses should allocate about 10-30% of their overall marketing budget to print
marketing, as this helps ensure effective exposure while maintaining budget control (Paul,
2024). In this marketing plan 30% of the overall marketing budget will be placed toward
print marketing. Strategic planning around print costs can lead to better return on
investment (ROI) by avoiding wasteful spending on underperforming digital ads. With
budgeting for this, VistaPrint was used to estimate pricing on printed items like flyers, rack
cards, postcards, and stickers (Custom Sticker Singles, Individual Sticker Printing |
VistaPrint, n.d.). After calculating these expenses what was leftover of the print budget was
placed toward placing small booths when doing partnerships.

Moreover, posters and flyers are inexpensive communication tools that can quickly build
awareness, but their effectiveness relies on careful placement to ensure they reach the
intended audience (University of Tennessee Institute of Agriculture, 2020).

Successful small businesses also prioritize relationships within their community,
collaborating with vendors and neighboring businesses for mutual support through
product collaborations or social media promotions. Such partnerships enhance local
presence and are essential for growth (U.S. Chamber of Commerce, n.d.).

B%/ focusing on comprehensive information delivery, versatile distribution, cost-
effectiveness, strategic budget management, and community collaboration, businesses
can create a robust print marketing strategy that strengthens brand visibility and fosters
relationships, driving overall success

In addition to the benefits of brochures, flyers, and posters, integrating print advertising
with local community events and partnerships can further amplify brand visibility. By
strategically placing print materials at events such as farmers’ markets, local fairs, and
community festivals, businesses can directly engage with their target audience in a
relevant context. This approach not only builds brand recognition but also positions the
business as an active participant in the local community, fostering trust and loyalty among
consumers. Collaborating with local influencers or businesses for co-branded materials
can further extend the reach of printed ads, ensuring they resonate with the intended
demographic while enhancing the credibility of the brand. According to the U.S. Chamber
of Commerce, such partnerships strengthen local market presence and contribute to
sustainable growth (U.S. Chamber of Commerce, n.d.). By combining these strategies,
businesses can create a holistic print marketing plan that enhances both community
engagement and brand awareness, driving long-term success.
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Sales Promoition

INTRODUCTION

This sales promotion campaign is designed to increase attendance at White Oak Lavender
Farm & Winery by aligning with the communication objectives of driving immediate event
attendance, increasing brand awareness, and fostering long-term engagement with the
target audience, young professional women aged 20-40 and men aged 25-45. By leveraging
the theme "Scent of Serenity," the campaign taps into the desire of these busy professionals
for relaxation and social connection amidst their hectic lives. The goal is to achieve a 20%
increase in consumer interest in attending events and purchasing products at the farm
between May and October, with a focus on boosting engagement and attendance by
December 2025.

To achieve this, a variety of sales promotion strategies will be employed. Digital marketing
campaigns across platforms like Instagram and Facebook will showcase upcoming events
and exclusive offers, with visually captivating content that emphasizes the calming and
serene nature of the farm. These promotions will include soothing imagery and messaging
that tie back to the campaign theme, reinforcing the idea of White Oak Lavender Farm as a
peaceful retreat. The content will highlight key events such as wine tastings, wellness
workshops, and social gatherings, invitin% the audience to experience moments of
tranquility. Targeted email campaigns will provide personalized event details, using
testimonials from past attendees to build trust and anticipation while encouraging action.
A key component of the sales promotion will be the introduction of a loyalty program to
incentivize repeat visits. This program will offer discounts on future events or exclusive
access to new experiences, which will be communicated through personalized emails and
targeted social media posts. By rewarding customers for their repeat business, the program
will strengthen the connection between White Oak Lavender Farm and its visitors,
encouraging them to return and engage with the farm'’s offerings.
Collaborations with local influencers and wellness bloggers will amplify the campaign’s
message, extending its reach and adding authenticity. These influencers will share their
personal experiences at the farm, helping to build credibility and trust within the target
audience. Through their storytelling, they will reinforce the theme of "Scent of Serenity" by
showcasing how the farm serves as a sanctuary for relaxation, wellness, and connection.
The narrative driving this campaign revolves around the busy professional seeking balance
and serenity. By sharing individual experiences, whether it's enjoying a relaxing day at the
farm, attending a wellness workshop, or socializing at a wine-tasting event, the campaign will
highlight the value of White Oak Lavender Farm as an escape from the chaos of daily life.
Through strategic sales promotions, the campaign will connect with the target audience's
desire for work-life balance, building lasting relationships with customers while driving
attendance, engagement, and repeat visits to the farm. By hiﬁhlighting the farm's offerings
as a place of rest, renewal, and community, the campaign will position White Oak Lavender
Farm as the ideal destination for individuals seeking tranquility in their busy lives, making it
an essential part of their self-care routine.
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Sales Promotion Markeling

OBJECTIVE 1

Increase first-time customers by 25% by December 2025 through targeted promotional products across
Virginia, focusing on Harrisonburg, Richmond, and Northern Virginia. Engage 5,000 potential customers with
3-4 touchpoints each. From January to March 2025, distribute branded items at events and via giveaways.
From April to June, partner with local businesses to offer free promotional items. Continue engagement with
seasonal promotions to maintain momentum throughout the year.

STRATEGY 1

Strategy 1: Distribute branded promotional items such as tote bags, water bottles, and keychains at high-
traffic community events, college campuses, and festivals. This will boost brand visibility and create positive
associations with the brand. Efforts will run from January to June 2025 to generate early engagement and
build momentum.

TACTIC 1

Host branded booths at college fairs, festivals, and community events with free giveaways.

TACTIC 2

Partner with student organizations to distribute branded merchandise during club events and orientation
weeks.

TACTIC 3

Run social media campaigns encouraging attendees to post photos with the giveaways for additional online
visibility.
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Sales Promotion Markeling

STRATEGY 2

Partner with local businesses such as cafes, gyms, and retail stores to provide branded items (e.g.,
coffee sleeves, product samples) with customer purchases. This strategy integrates the brand into
customers' daily routines, fostering familiarity. The campaign will run from April to December 2025 for
consistent exposure and sustained customer acquisition

TACTIC 1

Distribute branded coffee sleeves or napkins at events with partnered cafes. Create a specialized
lavender drink to coencide with the sleeves and/or napkins

TACTIC 2

Offer exclusive product samples or discount codes through gyms and retail stores.

TACTIC 3

Create co-branded promotions (e.g., “free gift with purchase”) with business partners to drive foot
traffic and engagement.

INSTAGRAM AD

The Scent of Serenity is right around the
corner, come on down to White Oak and
get 307 off gifts, classes, and @uents.
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Sales Promotion Markeling

OBJECTIVE 2

By Dec. 2025, build brand loyalty among first-time customers by (from 1,000 to 1,250) implementing a
targeted "Welcome to Our Family" coupon campaign, launching a loyalty program that captures at least
50% of first-time customers, and hosting monthly free sample events that attract a minimum of 200 new
potential customers each time, reaching a total of at least 5,000 potential customers within a 20-mile
radius of the store. These promotional activities will be scheduled bi-monthly over the next 24 months.

STRATEGY 1
Strategy 1: Set up a loyalty proA loyalty program will be established that allows customers to earn

points with each purchase, which can be redeemed for discounts, free products, or exclusive access
to a discovery area featuring new items. This program will not only encourage repeat purchases but
also enhance customer engagement and retention. By creating a rewarding experience, customers
will be motivated to shop more frequently and build a connection with the brand.gram where
customers can earn points with each purchase that they can trade in for discounts, free products or

an entry to the discovery area.
TACTIC 1

Organize and promote monthly sampling booths at local farmers' markets or community events
to showcase lavender products, aiming for a minimum of 200 interactions per event.

TACTIC 2

Launch a targeted social media campaign that promotes the 15% discount for first-time customers,
using platforms like Instagram and Facebook to reach at least 2,000 users in the local area.

TACTIC 3

Provide a punch card to each new customer on site that features a special coupon when it is completed.
This will allow for new customers to be motivated to make another visit and fill up their punch card.

IN STORE PUNCH CARD

White Oak  ** = 77 5883 White Oak .avender
| avender

UNLOCK THE SCENT OF SERENITY

ﬁ(\J_ur_:
Ofrr

[ Name: Walid Until:

TERMS & CONDITIONS
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STRATEGY 2

Strategy 2: Special deals and early access to new products will be sent to loyalty program
members through personalized emails. This approach provides an added incentive for
customers to create an account and engage with the brand. By offering exclusive promotions
and sneak peeks, loyalty members will feel valued and encouraged to participate in the
program, ultimately driving customer acquisition and loyalty.

TACTIC 1

Develop a tiered loyalty program where customers earn points for each purchase, and
launch it with clear communication on benefits, aiming for at least 500 sign-ups in the first
three months.

TACTIC 2

Send personalized monthly emails to loyalty members featuring exclusive deals, product
launches, and personalized recommendations, targeting a 30% open rate and a 15% click-
through rate.

TACTIC 3

Implement a system where loyalty members receive bonus points for providing feedback or
reviews, encouraging engagement and aiming for at least 100 responses in the first six
months.

EARLY ACCESS EMAIL

WHITE OAK LAVENDER

Saturday
& Sunday

NOW OFFERING

Farlv ¢

v

\CCeSS!

CHECK QUT THE MENU
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BUDGET

Total Dollar Amount % of Total Budget
$8,844 18%

Promational Items Tote bags $1,223/Q150
Branded coffee cup $1,752/Q100
Branded wineglass $2,550/Q150
Logo stickers $216/2000 $8,804 99%
Product samples $1,500
Keychains $1,441/Q1000
Water bottle labels $122/Q500
Loyalty Program Punch card $40/Q1000 340 1%
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Sales Promotion Markeling

RATIONALE

The sales promotion strateg% for White Oak Lavender Farm focuses on enhancing
customer engagement through a multi-faceted approach, prioritizing rewards programs,
strategic collaborations, and the use of promotional products. By targeting both first-time
visitors and returning customers, the plan aims to establish a loyal customer base while
expanding brand reach and recognition. Research from the Harvard Business Review
emphasizes that loyalty programs can foster behaviors akin to those of long-term
customers, which is crucial for converting new visitors into repeat patrons (Harvard
Business Review, 1995). The farm's rewards program will incentivize purchases and repeat
visits, encouraging customers to spend more frequently and experience the various
offerings of the farm. This strategy not only drives short-term sales but also cultivates a
strong foundation for sustainable, Tong-term growth by building customer relationships.
Strategic collaborations are a key component in broadening the farm’'s market presence.
By partnering with established local businesses, such as wellness spas, yoga studios, and
health food stores, White Oak Lavender Farm can tap into complementary customer bases
that align with its brand ethos. These collaborations will involve cross-promotions and
event sponsorships, where ﬁartner brands showcase the farm's products and events to
their clientele. This approach leverages the trust and loyalty these local businesses have
already established, thereby boosting consumer confidence in White Oak Lavender Farm.
By aligning with like-minded partners, the farm can reach a wider audience while
Bositioning itself as a leader in both the wellness and agritourism markets (Forbes, 2023).
romotional products play an essential role in reinforcing brand visibility and loyalty. Based
on the psychological principle of reciprocity, distributing high-quality branded items like
reusable bags, wine glasses, or lavender-scented sachets can create a positive impression
and encourage customers to reciprocate by making purchases or recommending the farm
to others. To optimize this strategy, 99% of the sales promotion budget was allocated to
securing these items, ensuring a broad distribution that maximizes market reach and
brand recall. The high allocation reflects the em,ohasis on tangible brand presence,
especially in settings where customers can repeatedly interact with these items, Ieadin% to
increased brand affinity (American Marketing Association, 2023). Leveragin% vendors like
Vistaprint ensured cost-effective pricing, allowin% for a sufficient quantity of punch cards
and promotional products to be distributed widely.
In terms of budget allocation, 18% of the overall marketing budget was strategically
invested in sales promotions, capitalizing on their potential to drive immediate customer
engaéement. After allocating funds to other digital and media efforts, the remaining budget
was directed toward promotional items and samples to further enhance outreach. This
method ensures that promotional products align with customer touchpoints, providing a
memorable brand experience that encourages return visits. By using cost-effective
sources, such as Vistaprint, to procure these items, the strategy maximizes the impact of
every dollar spent, ensuring high-quality promotional materials that resonate with the
targét demographic.
Ultimately, this sales promotion plan is designed to seamlessly integrate with the
overarching marketing strategy, aligninﬁ with the “Scent of Serenity” campaign theme to
Create cohesive brand messaging. The combination of rewards programs, Strate%ic
partnerships, and promotional products aims to boost not just sales but also brand loyalty
and word-of-mouth referrals. By prioritizingF customer experience and leveraging
psychological principles, White Oak Lavender Farm positions itself as a destination for
wellness and relaxation, ensuring it remains top-of-mind for consumers seekinﬁ a peaceful
escape. This comprehensive approach not only attracts new customers but also nurtures
lasting relationships, securing the farm's place as a leader in the competitive lavender and
agritourism industry.
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2025
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Giveaway
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Digital Marketing
Total Dollar Amount % of Total Budget
38,000 16%
Mediums Media Vehicles Vehicle Amount Medium Amount % of Budget
Google Display Ads Banner Ads $289/ Month | $0.30 CPC) $3.470 4%
Blogging Wordpress $300
Collaborations $100/post 0 2
Email Marketing Management Platfoarm $530
Surveys $300 i 1R
SEQ Keyword Research and Analysis $250/Month $3.000 38%
PR Marketing
Total Dollar Amount % of Total Budget
$7,500 15%
Mediums MediaVehicles Vehicle Amount Medium Amount % of Budget
Press Release Local newspaper $100(6 a year) $1,860 25%
Sponsorship Branded gift baskets $3,324 $3.540 a47%
Logo stickers $216/ Q2000
Collaborations Travel guides $300 $2.100 28%
Influencers $100/post '
Social Media Hnrlteti'ng
Total Dollar Amount % of Total Budget
$6,500 13%
Mediums Media Vehicles Vehicle Amount Medium Amount % of Budget
Facehook Facebook Ads 5/ day ($0.97-CPC
: $5/day (s ) $2,600 40%
Giveaways $780
Instagram Instagram Ads $5/ day ($0.75-CPC)
Giveaways $1,443 $3,900 609
Influencer Post $100/ Post
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Total Dollar Amount

% of Total Budget

$15,000

Rack cards

$250/Q2000

30%

Partnerships
Flyers $2,000/Q180 $7,254 48%
Srall booths $5,004
Advertising Placements Article in local magazine $1,000/publication (Q5)
7,690 51%
Print ads $269/ea (Q10] 6
Direct mail Postcards $56/Q200 356 0.37%

Total Dollar Amount

% of Total Budget

Pramotional Items

58,844

Tote bags

$1,223/Q150

18%

Branded coffee cup $1,752/Q100
Branded wineglass $2,550/Q150
Logo stickers $216/2000 $8,804 99%
Product samples $1,500
Keychains $1,441/Q1000
Water hottle labels $122/Q500
Loyalty Program Punch card $40/Q1000 $40 1%
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EVALUATION OF MARKETING GOAL
The marketing goal will be tracked using a combination of quantitative and qualitative metrics. Awareness will be
measured by monitoring social media reach, impressions, and follower growth, as well as tracking website traffic
using Google Analytics to determine the impact of campaigns. Engagement will be evaluated through event
attendance, social media interactions (comments, shares, and likes), and email open rates to gauge customer
involvement. Brand loyalty will be tracked by analyzing repeat customer visits, sales trends, and feedback from
customer satisfaction surveys. Credibility will be assessed through media mentions, influencer collaborations, and
customer reviews. These metrics will be reviewed regularly to ensure the farm is on track to achieve the 20% profit
increase by December 31st, 2025, and adjustments will be made as needed based on the results.

EVALUATION OF COMMUNICATION OBJECTIVES
To evaluate the effectiveness of the communication objectives for White Oak Lavender Farm, key
performance indicators (KPIs) will be tracked throughout the campaign. The goal of increasing brand
awareness by 15% by December 2025 will be measured using baseline surveys at the campaign's start and
quarterly follow-up surveys. Social media engagement will be monitored using Meta Insights and Google
Analytics, while the impact of print advertising will be tracked through impressions and media mentions.
Combining digital and traditional media is proven to enhance brand recall, so both will be evaluated (Smith &
Taylor, 2023).
Interest in events will be measured through social media metrics, click-through rates, and event RSVPs.
Unique discount codes during promotions will help assess the effectiveness of sales promotions in driving
engagement. By the end of the campaign, the increase in RSVPs and sales will be evaluated as indicators of
success in building interest (Johnson, 2022).
To boost sales and repeat visits, sales data from May to October will be analyzed, with a focus on the impact
of limited-time offers. Social media ads will be tracked for engagement and conversions. This will help
determine whether the promotional offers generated urgency and contributed to increased sales and repeat
visits (Apse, 2024). The evaluation will focus on how these efforts work together to meet the goals of
increasing awareness, interest, and sales.
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EVALUATION OF SOCIAL MEDIA GOAL
The goals are to increase brand loyalty, increase brand awareness, and to increase engagment. To evaluate
the effectiveness of White Oak Lavender Farm's social media campaign, engagement and brand awareness
metrics will be tracked to achieve a 30% increase in brand awareness and a 25% increase in engagement by
December 2025. Key metrics include impressions, interactions (likes, comments, shares), and user-generated
content (UGCQ) participation. This is measured monthly. On Instagram, success will be measured by a goal of
50,000 monthly impressions, engagement, and QR code scans. Influencer collaborations will be tracked by
post reach and engagement, with two influencers posting every two months. UGC participation will be
tracked using the #lLavenderlLife hashtag, targeting 1,000 participants over six months. Research shows UGC
boosts engagement and brand loyalty (Bourne, 2019). If goals are not met, posts or frequency of posts will be
changed. In an extreme scenario of low engagement, the social media platform will be changed.
On Facebook, engagement will be tracked through interactions with event posts, polls, and educational
content, aiming for 1,500 interactions per month. Educational posts about lavender benefits and DIY guides
will be analyzed for shares and comments. Google Analytics, Instagram Insights, and Facebook Insights will
measure traffic and engagement, while surveys will assess brand perception and loyalty. Monthly evaluations,
with reviews at three and six months, will refine strategies. Research shows that consistent content posting
and interactive campaigns drive higher engagement (Nielsen, 2020).

EVALUATION OF SALES PROMOTION GOALS
To evaluate the sales promation campaign, key metrics will be tracked throughout, with a final assessment at
the end of December 2025. The main goals are to increase first-time customers by 25% and to build brand
loyalty with those customers. This is measured using CRM data by comparing new customer purchases to
baseline data. Branded giveaways and promotional items will be tracked by the number of items distributed
and redemption rates for offers. Event staff will track foot traffic and sales data, while social media success
will be measured by engagement metrics such as likes, shares, comments, and click-through rates, with
research indicating that active engagement can boost interaction by 16% (Baird & Parasnis, 2011). Surveys
and post-event feedback will assess the impact on purchases. Failure to reach these goals result in a change
in coupons or to whom they are given to.
The loyalty program'’s success will be tracked by sign-ups, redemption rates, and repeat purchases, aiming for
50% first-time customer participation. Personalized email campaigns will be evaluated by open rates
(targeting 30%) and click-through rates (targeting 15%). Continuous data collection through CRM systems,
point-of-sale tracking, social media analytics, and customer feedback will provide real time insights for
adjustments. A final evaluation will determine if the campaign achieved its goal of increasing first-time
customers by 25% and engaging 5,000 potential customers across Virginia. Failure to gain traction will result
in a change of the presentation of the program.
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CONSUMEHR

NORAH WOOD

ACCOUNTANT

AGE

GENDER WOMAN

LOCATION HARRISONBURG

Scrofling aimlessly on
instagram

Instagram Ad. other

Lot Social Media, fiyers

Meutralfinteresting

Could be scrolled over

Pain Point with seeing

Cater the image to
catch eyes of target
audience

ABOUT

Norah Wood has been working on
building up her career as an
accountant. She has been working
for a few years but her job still can
have long hours and be stressful.
While she does love her husband,
she also enjoys the time spent with
her female colleagues They love to
go out to wineries every other
Saturday to kick back and relax.

GOALS
» Would like to have children in the
ext ATs.
nis to continue o advance
her career and get to a point where
she does not have to work as much.
# She wants to be more relaxed and
not worry about the future as much.
(have stability)

SKILLS

Communication
Charismatic

Time Management

Finding dates for

PERSONAS

PERSONALITY
Social
Hardworking
Stressed

al Media

FRUSTRATIONS

* Morah hates being overwhelmed with
too much and being stressed out overall.
Norah does not enjoy times when she
has had to argue with people
She does not enjoy having to travel far
as she likes to take her offtime to relax

FAVORITE BRANDS

‘Searching for evenis
online 1o go 10, going

Checking out
products, looking
onling for events

excited, interesting

Cut down product line:

or organize well in

events, looking for
prices of products at
the shop

In person at the shop
or online for events

exciting. relaxing

Could be surprised at
above average prices

Emphasize quality of
experience/products

Purchasing products,
visiting the farms,
g0ing to events

In person at the shop
or online for events

and products

Positve and exciting

Farm could be out of
desirable travel range

Target locals more
than anyone else

to them, and
purchasing products
repeatedly

Content and satisfied

Might live to far away
making repeat
trips/purchases
difficult

Target locals and ship
far
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CONSUMEHR PERSONAS

ABOUT PERSONALITY
Emma is a person who enjoys
wellness and selfcare, Upon receiving Ambitious . . . . .
her bachelors degree in Marketing ,
she went to work for a company Creative .....
focusing on  health and beauty
brands. Emma enjoys all things Mindful
nature and self-care. In her free " . . . . .
time, she enjoys aking relaxing
weekend trips or having wine nights Charismatic . . . . .
with friends.
GOALS FRUSTRATIONS
= Advance to a leadership role + Work-life balance
= Practice Sustainability = Sustainability challenges
# Create a wellness podcast « Keeping up with trends
» Publish a book
A HMAPRPPI<
A HARRIS
SENIOR MARKETING EXECUTIVE SKILLS FAVORITE BRANDS
AGE 35 Communication
GENDER WOMAN N Etsy
LOCATION MCLEAN, VA Time management TATA HARPER®
L

Cultural awareness

pamneagan || v hobusiess || Lookstrevewsand | Vs e busiessi || s Fcct ana
post website recommendations |person IR
- Interacting with the ;
D ||| qmenwre || P || Cmsn e
«  Welness blog posts on events T ol Proce e hele by loyalty program
: et b il Ea_guro visit the Irmﬁcr:oﬁinﬂ
Intrigued [ Curious business and try out axperience [ excited
e:po;:"ee!dmwnw e o t ducta Met expectations
o products after class or tour
Dosen’t know if the i
o o * MHowessyisto || Whenis the best time Canit purchase o e
friendly or whatthe || o po dheir products to go? (events/aff products online/ e sh
quality of the saason) too busy
products is
— «  Provide detailed «  Calendar of +  Offerproduct el hark yoii
o posts highlighting the : t'::"“:':“““ﬂ“" . Oﬁm subscription emails or motivate to
quality and sustainability ’;‘:P" g Season Allows sppointments i
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SOCIAL

' White Oak Lavender Farm

Find your serenity in our relaxation area, Whether it's a good
book or a glass of wine, take a moment to unwind amidst our

lavender gardens @

#Relaxation #FindYourPeace

Qv

Discover the “Scent of Serenity” at White Oak Lavender Farm?

We're not just about lavender! Come meet our friendly goats, horses,
alpacas, and more for a memorable family experience!

Wl Tag @WhiteOakLavenderFarm and use #LavenderLife to be featured!
Visit hitpstfwswwhitecaklavender.comy or call (540) 421-6345 for deralls!
We can't wait 1o see youl

¥ 2644 Cross Keys Rd, Harrisonburg, VA 22801

M E DI A D E LI

V.E R A

B LES

' White Qak Lavender Farm

This week's featured post comes from (customers name)! “This
place feels like a dream. The lavender scent is so calming!”

Don't forget to tag us and use #LavenderLife for your chance to

be featured!

;,i (e
{AVENDER

Qv

Discover the “Scent of Serenity” at White Oak Lavender Farm?

Wee're not just about lavender! Come meet our friendly goats, horses,
alpacas, and more for a memorable family experience!

Wl Tag, @WhiteDakLavenderFarm and use #LavenderLife to be featured!
Visit hrtpsatfwww. whiteoaklavender.com/ or call (5400 421-6345 for detalls!
We can't wait (o see youl

¥ 2644 Cross Keys Rd, Harrisonburg, VA 22801

Qv

Discover the “Scent of Serenity” at White Oak Lavender Farm?

We're not just about lavender! Come meet our friendly goats, horses,
alpacas, and more for a memorable family experience!

Wl Tag @WhiteDakLavenderFarm and use #LavenderLife to be featured!
Visit hrtpsafwww.whiteoaklavender.comy or call (540) 421-6345 for detalls!
W can't wait (o see you!

¥ 2644 Cross Keys Rd, Harrisonburg, VA 22801
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O LAVENDER

Rédleml Skin

The Scent of Serenity is right-around the
corner, come on down to Whiic Oak and

— e
NTLE CLEANING )

—
|| AROMATHERAF

CREATIVE
WAYS 1O

USE
[LAVENDER

From homemade teas to DIY sachets,
explore how this versatile flower can
add relaxation and beauty to your life!

whitecaklavender.com
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Anthony

' Hello Norah!! = We at White
Oak Lavender Farms are so glad
you enjoyed your visit on
10/08/23! We hope that we

provided a relaxing and calming ., W _';?*ny;:,i'v WL a F v

experience with our homemade 5 F) \‘g‘ NM , \‘ . r"—.‘i"

lavender products! To thank you SRR AR N AN }",&5‘

for signing up for our messaging P "5"\"- sl L

system, we would like to offer you N “{\\,\ S

a 20% discount on the purchase X X WV VE ;‘:EOEWS:SFUF LS =

of any 2 event tickets when you \

purchase through this link: o 2o CQME 0 BRWRLTO WHITE QRK, E%R a5
;_a\: AND ATTEND OUR MUSIC & WINE N LGlHT Y

FOR A CHANCE TO WIN FREE JMI Py
FOOTBALL TICKETS. ﬁ

And as an added bonus, if you
send this link to a friend and they
purchase a ticket, you will get an
event ticket for FREE!

We look forward to seeing you
soon! 9®

 Hello Norah!! = We at White
Oak Lavender Farms are so glad
you enjoyed your visit on
10/08/23! We hope that we
provided a relaxing and calming
experience with our homemade
lavender products! To thank you

.
B mlmsem lom s s em Fmn e s L
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f{"::é ,

i 0
i LAVENDER

ABOUT US
ek . W‘;ﬁ%‘b
W.O.L.F is a family owned &% (Ve R L L SR
lavende n that helps I ;* r -
people relax and enjoy their - -
life. Our #1 priority is taking ol ﬁlre Oﬂé Iy

care of the mental health of

OUr CUstomers,

‘ LAYENDER .

& The Purple WOLF Vineyard

WHY CHOOSE US?

W.O.LFisap

place to

relax and

serenity. It is a calm and

beautiful place to take a

i : . "I' i second and let yuor problems Contact:
. relaxation,
. wash awny. 2644 Cross Keys Rd, Horrisonburg, VA
e linaliie i callygreatsite com
" I
3

t miss our

cream and ref

whiteoaklavenders Lcom

(5400 421-6345

EMBRACE THE ART OF
FINE WINE & MUSIC THAT
HITS THE SPOT

§° ﬁ 5 Our Lavender
] Gift Shop

ourevae 7 DAYS A WEEK, 10AM-6PM

Events

WINE, MUSIC, GIFT SHOP, PETTING Z0OO
PHYSICAL WELLMESS CLASSES
2644 Cross Keys Rd, Harrisonburg, VA 22801
(540) 421-6345
www.whiteoaklavender.com

Host your next celebration or

meeting in one

tiful outd

ender Deck, Mountain

Our Interactive
Gardens

View Deck, Garden View

customizable wine packages

or lavender programs to

ati el
! make your experience truly 4
joyful ith o . . 3
unique! We've been known 1o ﬂ A
friends, Walk thro N i ¥ y
do weddings! -

garden, r
friendly s
at the life

es filled with 1 3
7
B A f’

explor
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PUBLIC RELAT

White Oak .
[.avender Farm

35V3I713Y SS3ud

White Oak Lavender Farm is ewned and operated by the Haushalter
family in Harrisonburg, Virginia and has been opened since 2008
They grow over 8,000 lavender plants and about 3,000 grape vines.
Lavender plants are harvested to make pure lavender oil and grapes
are harvested to create 12 unique wines served on the property.
WOLF offers wine tasting experiences, tours, lectures, classes, a
discovery area and a lovely lavender gift shop. Their winemaker,
Randy Phillips is the owner of Cave Ridge Vineyards in ML Jackson, VA,
Randy has over 25 years of experience in winemaking and is well
renowned in the Virginia region. All the wines are made from grapes
sourced from their personal farm or the Shenandoah Valley.

Their vision is to be Virginia's premier lavender destination, providing
hospitality, hope and encouragement through high quality culinary,
bath, body and spa products. Their missions is to offer a relaxing
lavender experience and wonderful lavender products! The goal is
that wisitors to the farm, and the website, may gain an appreciation
for small farm production and the benefits of lavender. They desire to
develop loyal customers who value a lifestyle that embraces healthy
relaxation practices and the use of White Oak Lavender products!

White Oak Lavender will be showcasing a Fall festival on October Sth
from 10am-8:30pm. There will be vendors, food, cider, beer, wine,
music and grape stomping.

Press contact:

540-421-6345
whiteoaklavender.com

Julie Haushalter CEO
Ryan Haushalter COO

WHITE OAK LAVENDER FARMS ot

i

STOP AND
TAKE A SNIFF
OF SERENITY

WWW.WHITEOAKLAVENDER.COM

\l "’.
—

2644 CROSS KEYS RD,
HARRISONBURG, VA

O

N D EL

VERABTLES

Who We Are

Background
Wiite Oak Lavender

Visit Us

2644 Cross Keys Road
Harrisonburg VA, 2280

Parking availabhy

5404216345

Enjov Il}e
scerl o
serenity

3

l’l‘u(iucls‘
5 Services

Wine tastings

Local music

e Why Uss

3 Services

Products ‘Our mission

Aol

32000
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BEST LAVENDER

RECIPE CONTEST 7%
Show off your cooking skills ét “
8, cour Lavender Festival £

L AL SEATTT

'EVENT DETIALS

Buy lavender from the farm and try
these recipes yourself!
: April 12th
\ 1:00 PM - 6:00 PM
White Oak Lavender Farm A

k] N sy R /]

[ MAKE RELAXING A HABIT

By becoming a member for our
subscription loyalty program,

’ you could enjoy relaxing with

the lavender you love so much

. D AY more often, guilt-free. Enjoya

: complimentary bottle of winea .
month as well as 2 free event -
\ ticket once every 3 rnonths

]

winaful |\ 4en CONTACT .

\ i
basketof |4 4 " INFORMATION |
lavender \ag : 4
& nstagram: whiteoaklavender 3
goodies! \ Phone: (540) 421-6345
ls ) | | Email: whiteoaklavender@gmail.com
[ \ Address: 2644 Cross Keys Rd, © 1-540-421-6345
! P -
\VM{W& Ok ,K ol HarrlsonhurgA 238.(;1 LT3/ ‘{Vhite Oak &l www.whiteoaklavender.com
LA ENDER arnAp EWDO{FD\.—‘ERG (® @whiteoaklavender
e Py ine)

9 2644 Cross Keys Rd, Harrisonburg, VA

y ERRER L ENTER NOW!
RN b .MI

FOLLOW
THE SCENT
OF
SERENITY

TAKE THE NEXT EXIT TO RELAXATION

Page 68



AppendiX ¢

DIRECT M ARKETI NG DELIVERABTLTES

¥?nder

LIGHT ROAST,
MADE LOCAL

Enjoy a 12 oz bag of our Lavender
Coffee. Artisan roasted by Crazy Fox
Roasting, hand blended and fair trade
certified! Pair with cream & our
lavender simple syrup for a delicious

start to your day!

VISIT 2644 Cress Keys Road,
Scan for detalls Harrisonburg VA, 22801

CELL  540-421-6345

EMAIL  whiteoaklavender@gmail.com
WEB  whitesaklavender.com

il 1‘hm U«m
LAVEN

LAVENDER l:orr:;

LAVENDER COFFEE BAR
ESSENTIALS | 3/29-3/30

CHECKED

LA LOPER | O
. 1 Rl U M)\ E ~ uin
CANDLE DAY OF THE EVENTY

MARING | wewroems

\KI () I) I<g l I () I) Date: March 12, 2025

——] A/ \ . Time: 11:00 am - 2:00 pm
— Location: White Oak Lavender Farm
Scan the QR code below to register!

DISCOVER THE
SCENT OF SERENITY

Create your own lavender-scented candle while

enjoying the serene beauty of White Oak
Lavender Farm. Perfect for a fun outing with

friends or a peaceful solo experience!

@whiteoaklavender

Whlfe OL]’K https://www.whiteoaklavender.com/
WEN DER (540) 421-6345

& The Purple WOLF Vineyard @2644 Cross Keys Rd, Harrisonburg, VA 22801
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DIRECT M ARKETI NG DELIVERABTLTES

W ite Qak
LAWEﬁBE“R

& The Purple WOLF Vineyard

Do you miss the Scent of Serenity a.‘ready’
Well lucky for you, we can make a deal...
Choose one of any of these offers below!

&> d

40% off!

25% off! Buy one event ticket,
' get one free!

your entir
itemns at i e
LT "f‘ ’:””I Available until 11/30
gift shop!

Visit us! Contact us!

Address: 2644 Cross Keys Rd, Harrisonburg, VA P:540-421-6345
Website: www.whiteoaklavender.com E: whiteoaklavender@gmail.com

J

U HCOMING \\V MWihiite Ouk
Fvents LAVENDER

LAVENDER PLANTING
WORKSHOP

Learn how to grow lavender and take home your own

plant! Includes a farm tour and lavender treats

LAVENDER & WINE TASTING (Tg70PM

UNDER THE STARS
Enjoy wine tastings and stargazing in the lavender fields. A
magical evening of relaxation

MAR LAVENDER WELLNESS
RETREAT
29 Relax and experience the scent of serenity with yoga, meditation,
and aromatherapy, all set in our calming lavender fields.
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B ROADUC CAST DELIVERABTLTES

I TEM DESCRIPTION I TEM DESCRIPTION
Gender Female (calming, friendly tone) Gender Woman
Length 30 Seconds Length 30 seconds
Targe .| Females aged 20-40; wellness enthusiasts, Target , Worklhg parents (more
Demographi o , Demographic specifically moms)
c families, tourists

Character / Soothing, friendly voice, in
Character/N Female narrator (soothing voice), a satisfied Narrator her twenties
arrator customer reflecting on her experience

Vocal Direction Calm, nurturing, inviting
Vocal A relaxed, inviting, peaceful, and cheery
Direction tone Suggested

Music Soft, gentle acoustic guitar
Suggested Light, acoustic background music
Music (guitar/soft piano)

Suggested Gentle breeze, birds
Sound Birds chirping, gentle breeze, soft laughter Sound Effects chirping, soft laughter
Effects in the background

[Sound Effects: Soft birds chirping and calming instrumental

music begin to play]
Narrator:

Looking for a peaceful getaway? Discover the Scent of Serenity at
White Oak Lavender Farm, the perfect destination for individuals
and families seeking unique experiences. Imagine yourself
strolling through our lavender fields, taking in the calming

fragrance surrounding you.
[Sound Effects: Soft laughter in the background]

Join us for rejuvenating yoga sessions, sip on refreshing lavender
wine, and enjoy our family-friendly activities that create lasting

memories.
[Pause for effect]

Whether you're looking to unwind solo or create special

moments with loved ones, the tranquil atmosphere of White

Oak Lavender Farm is waiting for you.

[Sound Effects: Nature sounds]

Visit us today and experience the magic for yourself.
[Call to Action]

Plan your escape now! Visit WhiteOakLavender.com, call (540)
421-6345, or stop by at 2644 Cross Keys Road, Harrisonburg, VA

22801.
[Sound Effects: Music fades out softly]

SFX: Gentle breeze and soft bird chirping)
Narrator:

"Need a moment to yourself? *momentary pause*
Escape to White Oak Lavender Farm this weekend
October 26th for our Lavender Harvest Festival."
(SEX: Soft laughter, calming sounds of nature)
"Immerse yourself in the soothing scent of
lavender as you stroll through our serene fields.
Enjoy relaxation stations, lavender wines, and
moments just for you."

(SEX: Light laughter of children playing)

"Bring your family for a day of joy and rejuvenation.
Discover the essence of nature and find your
calm."

(SFX: Soft music fades)

"Visit us online at www.whiteoaklavenderfarm.com
or call (540) 421-6345. Take a break and join us for
the Lavender Harvest Festival—your moment of
tranquility awaits!"
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BROADC CAST

DELIVERABTLTES

I TEM DESCRIPTION
Gender Female

Length 30 seconds

Target Mothers with young
Demographic children

Character /
Narrator

Soothing, friendly voice, in
her twenties

I TEM DESCRIPTION
Gender Male

Length 30 seconds

Target Married couples that need

Demographic

a night on the town

Vocal Direction Warm, relaxing

Character /
Narrator

Salesman, announcer

Vocal Direction

Enthusiastic, relaxing

Suggested Calming music (spa-like)
Music
Suggested Alarm ringing, baby crying,

Sound Effects traffic, electronic
toys... deep breath,
waterfall, drinking wine,

bird tweeting

(SFX Alarm ringing, baby crying, traffic, electronic
toys; one after the other and overlapping,)
“There's a lot going on, we know. (SFX deep breath
and then silence) But there is a place, (SFX

Music plays, waterfall, birds tweeting) Where for
just a little while, you can forget all of the noise,
and just relax. (SFX drinking wine, light laughter,
birds tweeting) Come visit white oak lavender
farms. Where we create relaxation, and where you
can put you, first. Visit our website at
www.whiteoaklavender.com to RSVP for our
upcoming Fall Festival or call 540-421-6345 for
more details. White Oak Lavender Farms... The
Scent of Serenity.

Suggested Calming guitar music
Music
Suggested Smooth guitar music,

Sound Effects

smooth piano music

All dressed up with nowhere to go? Think again!
White Oak Lavender Farm's Annual Music and
Wine Night is just around the corner. Come enjoy a
night filled with music, wine, food, and the

best of all, FREE MU Athletic tickets are available to
win in the raffle! Early bird tickets are

selling fast for this spedial night so make sure that
you take down this phone number in order to

secure your table!

Ready? Dial (540) 421-6345 or reserve online at
www.whiteoaklavender.com to secure your

table now. Visa and Mastercard accepted. A limited
number of tickets will be available at the

door, so order in advance to secure your table and
get that scent of serenity you've been

searching for. 2644 Cross Keys Rd, Harrisonburg, VA

22801

Page 72




AppendiX &

B ROADC CAST

DELIVERABTLTES

I TEM DESCRIPTION
Gender Male or Female
Length 30 seconds

Target Demographic

Young professionals with busy lives

Character / Narrator

Someone who works at White Oak Lavender

Vocal Direction

Soothing, soft and inviting

Suggested Music

Soft instrumental

Suggested Sound Effects

Wind, birds chirping, breeze, pouring, laughter

Escape the rush and find your peace and Whtie Oak Lavender Farm, where the Scent of
Serenity meets you the moment you arrive. (Sound of gentle wind and birds chirping) Imagine
a place where time slows down, and the soothing fraggrance of lavender fills the air, leaving
you rejuvenated with every breath. (Soft sign of relief) Sip on handcrafted wines as you
wander through our blooming lavender fields. (Sound of wine pouring, light laughter in the
background) Discover your escape today-visit whiteoaklavender.com to plan your visit. At
White Oak Lavender Farm, we welcome you to breathe, unwind, and immerse yourself in the
Scent of Serenity. (Music fades out with a gentle breeze).
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STORY

B OARD

D EL

VE RABLES

R @ EE T

WNEEINBIR ER O AUK

[EASVAEATNIIEATR

PROMO

SCENE 1, A BREATHTAKING WELCOME
The scene opens with 3 sweeping aenial shot of the
lavender fields in full ble

SCENE 4, JOIN OUR COMMUNITY

A group of visitors participating in a lavender distillation
kshop, laughing and learning. “Join our workshops

1 connect with members of the commur Sound
Effects: Workshop chatter, occasional laughter.

SCENE 2, THE LAVENDER EXPERIENCE
Description: Close-up shots of visitars walking through
the

bees buzzing

SCENE 5, NATURE'S RETREAT

A serene sunset shot over the lavender fields,
transitioning to a cozy fire pit are:
drinks. "Experience tr
Soft crackling of a fire,

ant birdsong,

SCENE 3, CRAFTING WELLNESS

Asceng in the farm's shop showeasing handmade
lavender products—aoils, soaps, sachets. “Discover our
handerafted lavend

and contact information, “Visit us at White Oak La
Farm, Star nder journey today!™ Soumn
Music crescendos to a gentle finish

SCENE 1, WELCOME!

+ Deseription: The od opens with on aerial sthot of the kevender fields
ot sunset, showtasing rows of vibrant flowers under o warm
golden siy.

*  Wovds on screen: “Discover Tranquibey™

. Saft birdt A orc gemtle wind ch
colming atmasphere.

create o

SCENE 4, FAMILY FUN

* Description: Famiies are shown enjoyiag the farm, Kid's run
thraugh tis fieids, while othvers have @ plenic surrounded by
favender, highlighting qualty family sime.

= Words an sereen: Fun for the Whole Formiy™

Sound effects: Hoppy sounds of kids foughing o ploping. odding

o the Wvely atmasphere.

SCENE 2, LAVENDER GOODS

SCENE 3, WORKSHOPS

products, \.\tem:nlolu. handmoe soaps, and cute sachers.

Wirels o Sennen; Modulge i Lovender B

= Sound effects: Reloeing instrumentol music ploys softhy in the
bockground.

SCENE 5, NATURAL BLISS

= Description: Parararnic shots capluve the serene kevender fiekds,
with bees buszing and burterfies [lurtering around, The beaury of
roture shines through

* Wiovds on screen eamerse Yourself in Noture”

+ Sound effects: Gentle breeres and birds singing ereate o tranguil
soundscope.

People are seen having fun in warkshops, making
Savender sochets and mixing oifs. Eeereane is smiling and enjoying
he it (FECERS, MEng A feel e WAL,

* Words on screen: Join Oor Waeliness Workshops™

» Sound effects: Loughter and ght chotter [l the ow, creating o
joyful vibe.

F’ 5404216345
2644 CROSS KEYS RD, HARRISONGARG, VA ZZ001

£
stlie Ous
LA{’E f':l D ER_

SCENE 6, CALL TO ACTION

« Description: The ad ends with the White Oak Lavender Farm logo,
webisite URL, phone number, ond sociel medha o the screen. This
s set agminst the bockdrop of the beoutifil fovender field:

» Wovds on screen: Visit us todiy! Experience the magic of
Invender.”

Sound effects: Uplifting music ploys
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STORY B OARD DELIVERABTLTES

WHITE OAK LAVENDER FARM A ENDEF
- Thie Purple WOLF Vineyara

mwnmmwuum m:mmmmw
el iry one of our 75 mported and domeisic numiber don't forget 10 ask about our

windd, weTe e 10 AV what you lovel™ A

R T e ) Mugiz 0N DEBND (INSITUManEs fackng o

3
3

W) Wnit’ Oak
VENDER “Forget about the stress”

.,,I Purpie WOLT Vineyard

SCENE: 1 SCENE: 2 SCENE: 3

CLOSE UP SHOT, ALARM GOING OFF CLOSE UP SHOT, CHILD CRYING MEDIUM SHOT, CHILD DROPOFF

Starts story of tired lady with a lot to The woman is taking care of her Woman drops off child at school,

do. child who is crying emphasizing her she lets out a sigh of relief
stress

SCENE: 4 SCENE: 5 SCENE: 6
MEDIUM SHOT, GETTING OUT OF CLOSE UP SHOT, FRIENDS LONG SHOT, OUTDOOR, OVER THE
CAR . ;. FARM
Meets up with her friends and has a
Woman drives straight to W.O.L.F., good time, chatting, laughing, Shows customers what the place looks
speeding, and gets out of car FelEking like, addre§s anq ;onracl_mfo here.
t Call to action. (visit website at

www.whiteoaklavender.com)
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STORY B OARD DELIVERABTLTES

SCENE 1: OFFICE §

ST e

SCEME 4: SOLO RELAXATION SCENE 5: BO ! SCEME 6: LASTING SERENITY
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STATUS TYPE
10022025 2025 Mariens Robie Dane = |Fallis in the Air: Celebrals with Us! Email = [Higt il gift bundies fuusid products and wins) and share 8 romanlic coctail recipe.
10402025 22025 Morgan Tribby Done - |Behind-the-scenas; Lavender fiekd proparations CEETELTT TR |Hightght dady tarm activiies to engage viewers
10042025 22025 Marient Robie Dane = |Laverder Fieid Pinterest Post B |Shars stunning images of the laverder fiskds at dfferent times of day {sunrise, sunse) o capture thair beauty.
V52025 32025 Tanner Wiliamson | Dane = |JMU Athistics collaboration pest on TikTok Video = [IMU Aiste promating self carel topical products and e benlits of using lavender
V2025 2025 Tanner Wiliamson | Done = |JMU Athistics collaboration pest on TikTok Video * | Promating JMU athiatic events tying cur cients brand to the event (wine and musis night). Prometing free ticket giveaway.
[ 42025 Marlono Floble: Done = | Sustainable Practices Pintorost Post [ |Highight sustainable tarming practices with visually engaging content that shows how the farm cares for the environment,
1VB/2025 DM2025 Morgan Tribly Dons = | Produet highlight: Lavender soap T D | showease wellness products o attract the tamet group
NTZ025 52025 Anthony Scaka Dons ~ |White Oak Lavender Farms: Sweopsiakes Facebook = | Starting our Sweepstakes and annoucning i
E2025 | IvER02S Margan Tribiry Donas = |Influencer post: Farm experience [Instngram Pest~~~ ~ ) : is_a.u_.-.utin flsncer
1VB/2025 WS2025 Marlene Fobbe progress Y Lavender Crafls [ Fiderest Post =]
102025 WT2025 Anthony Scalia Progress Thank You for Being Part of Cur Lavondar Familyl Emaidl ~ |Expross gratitude o loyal cusiomars with an sxclushe 15% discount using a proma code.
10/2025 2025 Anthory Scalia progness = [White Qak Lavender Visitors! Facebook = |Creating a post with pictures of vistors who sent in photos {asked in person)
101072025 2025 Marian Rt progress Assthetic Event Setup T ) | Post images of boautifily GTanged avent SO0UPS, SUCH B3 WeIGN]S of DFVALE GEINETNGS. Bhowsasing haow i fArM/'s Sbstivlic SnRENES the DCCaskon.
..... 20eE Anthory Scalia Progness Laverder Education Facebook = | Teaching basic facts about how lavender affects people
1102025 VAI2025 Morgan Tribkry progress UGE: NLavendarLife campaign launch R |Encourage visitoes b shane thir own phatos
10122025 L] Mariong Fobi: progress PFlenic kieas Fintorest Post i | Curnto picnic ideas with lavender and wine thomes. including suggested feod pairings, decor ideas, and beautiful seflings in the felds.
101212025 1102025 Morgan Tribery progre: Relaxation al White Oak: Picnic area feature RS |Foous on wellness and nature for women aged 20-40
10132025 100112025 Anthony Scaka progmess Véhat Can YOL Make Wih Lavender? Facebook - rgzﬁzo,uiﬂigg;;;ﬂiﬁg:.?s
10132025 101 22025 Tanner Wiliamson progress  ~ | TikTok video promoting local avents on campus Video = |Vidoo showing our collabomtion and support of JMU while also sponsoring on-campus events thatour client will attend (farmmens market),
101402025 101 32025 Tanner Wiliamson prognss = | Twiliter post community engagement Social post = | Post thatlist our event calender for the tarm and 3.!'39!.‘133335
1142025 101 22025 Mariane Fioble: progmess = |Ewent Counildown T | Create counldown pins for upcoming events at the fam, generating and ar with visuals,
_____ 1 22025 Margan Tribly nprogress = | Influencer post: Seif-care at the famm RS | Infusncer foaturing products or spaces on the farm
104152025 1001 32025 Anthory Scaka progress = | Enjoy the Lavender While it Lasts Facebook = | Taling about which ssasons lavender thrives
1N ER025 0 M2 Mariong Fokia Approval pe... = |Ssascnal Lavendor Products Pintorost Post P |Hig! from lavendar, such as lavender assential ols. scaps. or candles, with beautiful product
10162025 101 32025 Anthory Scalia Appraval pe. Discover the Health Benefits of Lavendes! Email - m..lu!_.gnwﬂn lavender's calming properties and how 1o incorporate il into wellness routines.
10162025 101 32025 Margan Tribey Approval pe... User-Ganerated Conbent Highlight (D |Feature bost usor-subemitted post of the wiek
MTR02E | 10M42028 Anthory Scalia Appraval pe Medicinal Benefits of Lavender Facebook = |Educating about medicinal benafits of lavender
101872025 101572025 Morigan Tribkry Approval pe.. = | Product highlight: Lavendes essantial ol TR | Fromats product for rlacation purposes
1RE025 0162025 Anthony Scala Approvalpo.., = |W.OLF Poak Season? Facebook = |Emphasizing which seasons lavender is tho most alive
12002025 101 712025 Marlens Robie Waiting = |Acormathenspy and Weliness: Pinterest Post B |bonalits af lavander in aror , featuring cakhing images ions (eils,
1012012025 101712025 Morgan Triby Waiting Behind-the-scenes: Harvesing kavender CETELE TR | showcase a unique aspect of the farm
1202028 101182025 Tanner Winiting Twither post «classes at the farm Sodial post = |Ainformation post about classes that will be held al the farm. Additional post from athietes that have used the classes.
12112025 101 8/2025 Anthory Scalia Waiting Simple but ive: Larvender Facebook = | Education of afects lavender have on peopie
WW22E025 | RIERS Tanner Waiting Twither post community support Sockal post = |Past that shows our involvement and dinect suppar of local non-prafit, The Community Foundation of Harrisonbu
1 5 Marlens Robles. Whaiting Wine Glass i [Pintorest Pest - Q200 etically ploasing images of wine glasses sot among lvender fields, highlighting the ongaying wirks at the farm

V222025 1202025 Morgan Tribkry Waiting Influencer poat: Fanm lour experience (T | #nother local influancer shawcasing the tarm

2028 0202028 Morgan Triby Whiting Cictober News from White Oak Lavendor Email * |Provide updates on the farm, , upcoming swents, and product launches.

232025 | 12452025 Anthory Scalia Waiting Final Chance to Win! Facebook = | Annoucing sweepstakes and how (o join

2472025 1012212025 Martens Rtk Wating Insgaration Boards CETEEETE) | mood boards that Iavndor colars (purple, Green Y diecor kieas for homes of gardens
/24/202 10222025 Morgan Tribby | Whiting UGC: #LavenderLife morthly winner announcerment | (TSI NINNNED | Announce monthly winner for the UGC campaign

12502025 122025 Anthory Scaka Waiting W.OLF. Sehadule Facebook = |Pasting event schedule

VRER02% 12025 Mariens Roblos. Winiting Lavender Pholography Warkshop: Pintorost Post i |Host and promate photography workshops at the farm, teaching visitors how fo capture stunning images of the lavendor flokds ard winery,
V26202 1232025 Morgan Tribky Waiting Faature on farm's wellness offedings el RS |Foous on rofaxition sendces avalable at the farm

272025 12412025 Anthory Scaka Waitirg Lavorder Enjoyers Facabook = | A post of consumars who visted recently

WRBR02 10252025 Mariona Robio: Waiting Lavender in Homae Decor Pintorest Post i@ |Imagos of home decor ideas that feature dricd lavender, Such a5 flarl Arangements, centerpieces, o table sotsngs.

282025 10252025 Morgan Tribkry Vaitir UGE: Waekly feature post (T | Continue to promate UGT by fealuring new participants

2025 TN2ER025 Anthony Scakia Waiting Swoapstaks Winnors! Facabonk = | Announcing tha winners of the swoepstakes

302024 1N2R20256 Marlene Robles. Waiting Gift Ideas G | Croate gift guides featuring kavender and wine-themed gitts for holidays or special occasions, with beautifully styled product image:
1043002025 1042802025 Morgan Tribty Waiting = | The Benefits of Lavendas: Why You Should Grow i Blog post = | Discuss the health benafits and uses of varier.
104302028 0282028 Morgan Tribby VWhaiting Influencer post: Nature and seronity [Instagram Post _____ ~ ] pest of th menth
10431/2025 10302025 Anthory Scaka Waiting Explaring Lavender Varities: A Guide for Gardeners Eback = | Prenide an averview of different lavender ypes.

(32025 1013012025 Alauia Fiyan Waiting Monily event: Lavender skincare with (ETETTETEED |E:oni in porsen Bl the location for

wirzozs | 1emienes Mexia Ryan Waiting Make monthly content calender admin ~ [ Make calender for upconing event & clarify posts

w2025 | 1o 25 Anthory Scaka Waiting Gi past for Nowember “Harves! Baskl (T |Lavender goods in 8 giveaway a8 & insantive for coming 1o the svent
__________ 22025 Marione Fioblos | Waiting Influanicer post (T D |iocal influencers pos! once @ month about iho business
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IMC Roadmap
Team: [Team 2 - Tannes, Alexia, Marlene, Morgan, Anthory
g T incraase peotis by B0% by raising of White Qak Laventer Farm i Y Eh product sales in the @it shisp and Lasting Foom. &5 well 45 fising atendance at svents and cia by Descamber 3158, 2025,
madel] Attention Interest Desire [&ction Budget (§) | Objective Metrics
Incraase the percentags of COMMUMErsin the  |IRCrease nbarest of conSUMErs in the “anget b e of Constmersin the “targetmarket(s)" women  [Increase the numiberof gt shop sales 1o "t
et otk st s nged 20140 end miarket{a)wcareec mged 204 exd young aged 20-40 and odes: u_us..__w”nﬁvannln o ateend ket(s) " women w»___..s_u L Incnease of repeat vi
young protessionals who are aware o White | professionals who have interest in attending | 6 ithach Lol gl s = L FePeatVISO BY |y Buaget: |keyPestormace Ingicators (kPY), Basetine
events and purchase products 3t White Oak Lavender Farm during |prefessionals by 25% by Decembet 2025 by 10% by Decamber 2025 by using setisl
Oak Lavendar Fam by 15% Dy December 2025 | events at White Oak Lavender by 10% by e months of May-0ct iy 20% by December 2025 by using Sales |using social g, prit 8 media o and pracucts $50,000.00 | Surveys, Follow-up Sumveys,
X u usi i i
oy sing social madia maskating print Decamber 2025 by ising gt markatigang | Mot | e ernsirad e =
Communication advertising, and pubilic relations, spansorships.
Objectives
Sales Promotion
L] Increase irst-time customers by 25% by Decembar 2025
through targeted promotional products across Virginia, focusing
on Harrisonburg, Richmand, and Nosthern Virgina, Engage 5,000
potential customers with 3-4 touchpoints each, From January to e it o e i Fmat i ChMdat
Qftering free products including tote bags, March 2025, items at events and : pracue! uﬂc____w__u aa_"_ e : i : — L EENSO resen: 3
beanded colfes cups. branded wineglasses, Fro Agdil 1 June, parner with local businesses to oler free a!.“ o ..“_.__ua._ mited to tha ollow ..P..,..N.S L“.:wn._z_.__vnh&n ke _._._oau. Muﬂ_aaﬂﬂ_- ua._:___t!n.“n._.ﬂzn«cs._ii u”nz_uau_w
logo stickers, keychains, and wates bottle By aMering our free products snd product i Continue L with seasenal i uu__a o-_.u.._:_. _nen ,H_G.nnu. u_n. e u P _H! v “_!__ 8% ofotal ikl ...n = ..:“ EuJa.oau.a
ream, etc, uct samples in clagses, or visit by implemen o asun & number of itemns
stickirs i grab ihe sttention of ouf targel | samples, the goalis br the conSuMes 1o by oud | Bromalions 1o FAIRAIN Mmamentism thiaighoit the yead, 2.) By a«n_«.a e e _._E_M_x st n”“._nnn L =§a_=ﬁh.._,._ b -_“...n ” SM b P _,.._“_sun p__.__..!_ o0 ke, Like:
macket. The objective of oifering these free product, iy of consume the product and | Decembar 2025, increass ma number of first-time customers by | o | ke wvender-flled sachets an: PRy FURGH OMCl. Tha IRt Carlit udgel - e
.._ e SR wil ki ekt b st sl 2% ET— e wine glasses. This willdrive the action of our enabie the guest 1o have one hole utilizimg comments, thares, click-through rates,
%a.a_..a_“a __o._ ﬂun.o..: ”wna R . .__E“_ .ﬂ__.: nn“a _”_ 3...3 T o _.,_N:_ # : z-__s. nc.::..“_:_m”_ .m_a _.:._9”. Rargel miaike 1o make that intial puichase. | punched each time they visit snd a1k $8,844 Suiveys, post-evert feedback Sign-ups,
ni fred lems i i o R 0 U " i coupon campaign, Eunching 2 loyalty progra Loyalty punch cand will drive the action of the | 10th punch will receive %50 off wellness redemption rates, repest purchases, point-
and raise awareness of White Oak Lavender captures at least 50% of first-time customers, and hosting H " - . .
COATUMES by iNSOIRE them et there isa class o 3 Tree ibem from e g0 shop, of-sale racking, socisl media analytics, and
Fam. ottty ple that attract n ot 200 new s : :
potential customers each time, reaching a total of at least 5,000 Fevraed for sRing. SR [Redtack
patential customers within a 20-mile radius of cur store, These
Sales Promaion promotional activites will be scheduled bi-monthly aver the next
bl 24 monihs.
Objucthes
Final assessment review. CAM dsta
EOMPAInG nEw Curstomer puithases i
baseline dats. Gheaways and promos are
Taite bags, Bearted cobes eups, Branded Tote bags, Branded coffee cups, Bransed | 18%of tatsl mieasuted by the number of itsms
. i, Tete bags, Branded coffes cups, Branded Tate bags, Branded colten cups, Branded wineghass, Loge Tote bags. Branded coffes cups, Branded Dog = B . il iopie
wineglass, Logm stickers, Keyehaing, Water x X wineglass, Logo stickers, Keychains, budget distribisted and redemption rates. Likes,
winegiass, Logo stickers, Keychaing, Water stickers, Keychains, Water Bottie stickers, Product Samples, wineglacs, Logo stickers, Keychaing, Water = =
Bostle stickers, Product Samples, Punch Cards Bottie stickers, Product Samoles. Punch Cards Purith Cards Botle stickens, Product Samphes, Punch Cards ‘Water Botile stickess, Product Samples, utilizing comments, shares, click-through rates,
) 2 > . . = it Punch Cargs §8,844 suIveys, post-ever feedDatk. SIpn-ups,
redemption rates, repeat purchases, point-
Sates Promation of-sale tracking, socisl media analytics, and
Media Vehicles customer feedback.
Priit Média
Increase swareness and atisndance at While Increase awareness and get our Laget audience to have a wani/
Ok Lavender Farm among young professional | SarsnEss S encOgs o0 tanget desine to visit the ._23.._.2 peint vericles .._nwnn._zn%f__._.w&ago Increase participation in wellness events at Al it ehictas wil anhanes ths QR coce seans, website visis, social medis
and women aged 25-40 through print media N . : the Fasrn a5 beautiful by using warm colors and high-quality White Oak Lavender Farm among young = iz =
H audienc & i visit the faarm by gaineng their intenes EiFstOMmErs” viswpaint on White Dak by mmentions, and event attendance linked i
campaigns, Th goal is to achseve a 20% e 2 PRI b Gve e CONSUME 3 posanie cutiook on White Dak. The afed 25-40 by g S .
thesugh high-quality rack eards, magazine ads, Labseling Us &5 & Company that cares 0% oitstal | distribution sress. Google Anstyties and
Increase in event participation by December i Images that will be used in these print vehicles enable a positve | 2025 through strategic print media inftiates. h P . "
I— X coo . postcards, and print s that will represent the L iy PR Pl = = At its eustomens, products, andthe | buidget soeial listeming eols will track website and
by lvntagng fiyers, rack cands, PSS, || o o smimdng, intelisctund, and fun wey. minciset and will createa desire in our target audience 1o drive the [This objecthve will ocus on positioning the fam |, - oy, These venicles willaliow | utilizing social media actiity, with data analyzed
and magarines in local businestes. This goal of 2% more visitons. Small booths will sllow the target 2% a peemier destination for self-cane and ) a
" Acsditiesnally, thie small bocths will provide sur i s Ny . i = [White Oak 1o Maintain a posithe $15.000 ekl and at 3 and 6-manth interdals.
approach will highlight the farm x5 top sudience 1o gain mede insight into the company's mission, values, [relaxation, ensuring the target sudience is N
i e target audience with & more personable : " = = neputation which will assist with repeat Event registrations, impressions, and reach
destination for weliness and relaxation, wparience o gat tinto White Clak. product offerings, and the personalired experience that is offered |informed and engaged through high-guality visits. data
£reating a Lasting impression through visually ) wilh this vemicle will enhance the customers viewpoind on White  |printed muaterials. '
e i materials. Oak.
prit Objectives_| "8 P
QR code scans, website visits, social media
mentions, and event attendance linked to
0% edtotal  |distribution sreas. Geagle Anslytics and
Rack cards, flyers, magacine ads, small Rack cands, fiyers. magazing ads, small booths, | Aack caeds, Ryers, magazine ads, small bocths, postcards, prnt  |Rack casds. fyers, magazine ads, small boots, |Rack cards, fiyers. magazine ads, small [ budget social listening tools will rack website and
B0ths, postcards, print ads postoards, peing ags s [postcards, print 3ds Beaths, postcards, prind ags utilizing social media acthity, with data analyzed
$15.000 weekly and at 3 and §-month interals.
Event registrations, iImpresskons, and reach
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[igtal arkting
FAeach 25,000 people within 100 mile radius of
hite Qak Lavender with a weekly email
Wl dighal marieting wehicies will aliow for the  |campaign that nuns for theee mombs. Achieve a
uitimate reach Lo our target audience, With cur |30% open rate, 5% click-1heough rate, and
digital advertisements, customized emails, and [increase website tratfic from emails by 15% by To genesti 8 Sense ol nbbds want by ullicing Googls A combination of blogs and email surveys Googie Analytics, Visits, Session Duration,
SEQ we will be sune to reach over 25,000 the end of the three month. - Increase traffic fo enits and prsonalized mails. Blogging will pienise the will ghve the customers a sense of value | 16% of total E 1, Social Media Shares, Blog
potential customess with ease. Our high- the White Dak Lawender Farm blog by 25% within pobentisl cusiomesr with posithve comiments, expariences, and Theough our personalized emails. we aim o |and an opportunity (o leave feedbiack on | budget Comements, Open Ratss, Conversions, Click)
i«:ﬂan.«..w._uu_ﬁna_ﬂvi?!:«_vﬂnc .a«:«ﬁ&.k.-a..:_._r.nan__ﬁaanna s iy W Ol s sl vt bt o ek encourage patential customers to wisit the farm, | theirvisit, These strategies enable the wbilizing Thioush fates, Google Search Gonsole,
the attention of gur tanget audience, All of our  |interested inwellness within 3 100-mile radius of customer to feel valusd and heard which | $8,000
igital vehicies will include informationaland  Jthe tarm. This will be schieved by publishing twa (I [ 98 POMIMLEE CUOMArS Wk WRATE I Sl will result in trust and repeat visitors, Engagoment Rates, Referral Traffic
emgaging text/ graphics to grab ihe aitention of |engaging blog posts each mesth, fecusing on
potential cusiomers. Lavender-related topics. Success will be
measuned through Google Analytics by tracking
Digital Marketing monthly visits and uses engagement rates
Dbjectives
Goagle display ods (bannor ads). BOgDnE | Googs display ads (banner ads), Blogging Googhe despilay ads (banner acs), Blogsng Gaogle dispiay ads (bannes Sds), BIOGEG |, o gy |00 Analtics, Vishs, Session Dutation,
[WardPress & callabarations), Email Marksting | WorsPress & collaborations), Emad Markpting | SO0 Cespiay ads (Banner ads), Blaggag (WordPress & (WardPress & collaborations), Email Markating |(* Cre reos & Colsbortions], Emal |, oo, ARSI, S i D
collaborations), Emad Marketing (management plattorm & Marketing (management platiorm & Comments, Open Rates, Converssons, Clhicky
[management platicem & surveys), SEO imanagement platorm & surveys ). SEQ (keyword g [management platform & surveys), SE0 utitizing
. . surveys), SEQ (keyword search & analysis) 2 sumveys), SEO [keyword search & Through Rates, Google Search Console,
Bigital Marketng [syword search & anatysis) search & analysis) (keyword search & anslysis) anatysis) $E.000 En, + Fates, Reforral Trafhic
Vehiches
Social Media
inciease engagemnent and Brasd loyaly
Increase engagement and brand loyaly for For White Ol Lavender Farm amaong
[White Ouk Lavender Farm among young young professionals in Vinginks by 25% by Amipressaons, imeractions | likes, comments,
[increase brand swareness for White Ouk H“ﬁ“ﬁ”ﬁ“_as«”ﬁ_uﬂ”g Thae combination of ous istagrae and Facebook ads will reach 8 | professionals in Vingini by 299 by Dacember Descambar 2025, This will ke schieved shares], and uses-ganeratid content (UGC)
[Lanvisncer Farem Smong young probessionly kvt ko Wit Ok and rase awarsness for riisimim o 1,500 DO W GUF RIgh-QUILTY Jragsic Seagn, | 2025, This will B S hisvid (ReoUgh Lapeted thegugh e peted FIcEbOOK COMpaEng [ 13% oltotsl | paenicipation, Snc this & meaiuned monthiy,
3o 20-40 by Virginia By 30% By Decemesr e brand. We willusc high-quality gragkic Our Infiusncar DOSES WL TBRESANt OUr LRS! Budieates nd niLate | Facabook camealgng thal promateinieractive | Ihat promote issseaceha contan. SUCh B3 [Ludget A ol o 50,000 monthly imgressions,
|02 thrgugh R pated SOCIM My s ik o s gt i 143 T4ET) O B P B0l BEVEL 50 Thisy will b B50LE R0 INNUBACE e [ comest, SUCh 58 PO, svents, sndedecstionsl | polts, events, 8o sducational poats sABTIng ERgaEETEn], Podt Fach, 55d QR cooe
[campaigns. achining & minkmm of S0.000 e . O S0 S W WIS WAL PSR LNATE ATt R St POSES ABOUL e BSneting of Linender s Ao Ehe Denetes of Livende and $5.500 LA, RIS WD A POSIS, pOlis,
impressions on insiagram each meonth, they will be intecezted In our client. else. wellness praciices, uiimaiely aiming for a wellness practices, ullimatety aiming for and educational content. Monthly
minimuam of 1,500 inferactions (loes, @ minkmum of 1,500 interactions | lkes, evaluations.
Suye i Mg comments, shares) per month on Facebook. comments, shanes] per month on
DR thts. Facebook
gt pssa0ns, inieractions | likes, comenents,
shares], and usergeneraind content {UGC)
[Facebook Ads, Facebook Ghwedwings, Facebook Ads, Facebook Giveaways, Instagram Facebonk Ads, Facebook . Instagrom Ads, irstagram Facebook Adi, Fatebook Gheaways, Indlagram |Facebook Ads, Facebook Gheaways, MH““_:QS_ ﬁ.mﬂ:hﬂh”_ﬂii&iag!:?
ierstagrasn Ads, Instagram Greeaans, fus, rrstagram Ghosdveays, Irstagesn influencer . Adds, Inssagram Ghvedrrys, Instigsam influences |Instagram Ads, btagraen Ghredways, v
instagesen Infivesicar Fosts Pasis oy, Instagran infupmonr Posts Posts iesisgram iadtancerFerta wiizing  |engagement, post reach, and G code
96,500 SCa0S, Inferactions with event posts, polls,
Soclat Media e echucational conen. Maathly
Wehictes Evalualinni.
Public Relations.
INCrease eNEARRMENt and atbendance atWhite
w“ﬂﬂ“ﬂﬂ___ﬂﬂﬂw uaznﬁqnﬁcﬁau Bl credibility bed local market swaieness of Buitd eredibility.and bocal market swareness of \Website Visits, R Code Scans, Event
| asstocabiung during s LivsiidasTiaivai White Oak Lavenider Farm and Winesy by vihite Ok Laveaider Farm and Winesy by . fons, Sacial Media E
saason (Jurve and Suly) Bhrough targeted press ougdangsg_ﬂiggizé Dl desivn 1o vialt Wit Dink by averaging cradibla local Sﬂl.a}_&ﬁas_u?um !50._33_!5_ Piwo._m_.o;u_onouﬂ_iu.. it and brochure distribution are n_.wn._sa
eleses, comemnity felations, and organizations _!_..-ni__.». Thiese E_.Sn.i__._v- s 62 celaboraiing with bocal bussinesses, Additionsly, oi!E..e%il&i:G. -KKE_.SD.E_E baskits, and press releases will create s | 15% of 1tal .Ti_ﬂ_mooﬁm!___gn:_lwon;—
sponsorships. I £ 3 putsing schedule will frster goodwill witkén the community, creae Eanh R e e e will fester goochwill wilhin the community, create | sense of customer appreciation which | budger listening platforms. Evaluations, Respanse
ko seach ai least 50,000 peapls theough press ‘opportunities for cross-promotion, and pesition cusiomars and target sudience fselvalued whichwilldrive the opportunities for cross-peomotion, and position | will lead to betier loyalty, showing the utilizirg Rates, event attendance, booth
releases and sponsorships, with a frequency of L LATTH 85 & hoety Player o0 hocd tourism and Sasine b vialt the farm. N LA 5 & ke player @ hocal tourism and custamer that they really matter aad try | $7.500 ETACGNS, AN IESRANSE TALES o gift
- and il weliness inftiathves. Thrcugh engagemant in wieltngss inftiatives. Theough engagement in ta retain at least 35% of customers., baskets, are tracked Wa sunveys and secial
ity [ S ol v e e . Pk s o
seas0mal events, such a3 Lrvender looming. . ) 4 )
Public Retations |y arvest, and restivats.
Otjscives
‘Website Visits, QR Code Scans, Event
] "
and brochure distribution are tracked
”“Hh-ﬁ.ﬁ“ﬁﬂﬂan loge Press Release (Local neéwspaper), Spensorships | Press Releass (locsl newspaper), Sponsorships (beanded gif Press Relaase (local newspaper), Spensorships ”ﬂ.ﬂmﬁ”ﬁﬂﬂﬂuﬂmuﬁﬁfﬂ“ﬂ«h \ogg ”ﬂ_oﬁp ﬁ%ﬁw“ﬂ“ﬂszg
stickers), Collaborations (ravel guides & (eanded g haskets & logo stickers), uaskats & logo stickars), Collabocations: (el piloes & (Beanded i haskets & logo stickers), stickers), Collaborations (travel guides & [ wtilixing Rates, event attendance, booth
" Collaborations (travel guides &influencers) influencers) Collaborations (travel guides & influencers) L "
influenters) influencers) $7.500 and resp gift
baskets, ane tracked via sunveys and secial
Public Relations media. Evaluations at three and twetve-
Vehiches manth Flenals.
Timeframe [by weeks)  [Wesks: 1-48 Weseks: Digial 1-48, Sporsorships 14 weeks Weaks: 1-48 ieseks: 148 Weeks: 1-48
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R REVIEW

Competitor Selection Rationale: Direct competitors focus on lavender products and experiences. Indirect
competitors offer alternative relaxation options in the same region.

BLUESTONE
VINEYARD
e N
Luxury spa with wellness Nature-based activities Wine tastings, scenic
PROBUCITSIHRAIC=S treatments. (hiking, camping). relaxation events.
REVENUE $121 Million n/a $2.7 Million
GROWTH n/a n/a n/a
Luxury relaxation through | ©Outdoor relaxation and | Wine-centered relaxation
KEY BENEFITS e e DS mindfulness. experience.
Luxury spa and wellness | Natural escape for physical| Relaxation through wine
POSITIONING ydegtmamn and mental relaxation. and eventsg
Natural but lacks the Strong appeal for wine
%/-VFEEEIESIE?SSEE( r'jggtqoeczgeeé%%ﬂlg\r)gg dbeurt wellness experience of Iovers%)ut not wellness-
\ N lavender farms. A focused. )
SEVEN OAKS BLOOMING HILL
LAVENDER FARM LAVENDER FARM
e N N
t(lgaysqu\/eerrwfg;rpp(jrggﬁgtgs Lavender- kf<a|sed pdroducts Féandmade Iivlendeé
U-pick lavender products, U-pick lavender,
PRODUCT/SERICES and essential oils. experiences. culinary items.
REVENUE n/a $3 Million $6.7 Million
GROWTH n/a 3418.9% over 15 years. n/a
Focuses on essential oils | Family-friendly, affordable Artisanal lavender
KEY BENEFITS and lavender education. fayrm expeymences products.
Learning & relaxation
Family-oriented and budget{  Boutique, small-scale
POSITIONING d?;&é“ﬁég“éﬂ%?%h friendly lavender farm. lavender farm.
Lavender farming and Smaller product range Boutique appeal but
%EEESE?SSEE( education but no \%vmery compared to White Oak limited reach and
limiting its customers. Lavender. distribution.
\ \. AN AN J
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NDUSTR RY REVIEW

GIFT SHOP INDUSTRY

e Description:

o The gift shop industry sells souvenirs, unique gifts, and collectibles, serving locals and

tourists looking for personalized products

e Size:

o $25.2 billion in revenue (Thomas, 2024).
e Growth:

o The industry is steadily growing due to a rising interest in customized, unique products

(Statista, 2024).
e Current Trends/Developments Affecting Promotion:
Personalization: 63% of consumers prefer customized products (Statista, 2024).
E-commerce Growth: 70% of gift purchases are made online (McKinsey, 2023).
Local and Handmade Goods: 42% of consumers prefer locally made gifts (Mintel, 2023).
Experiential Gifts: 41% of shoppers are opting for experiences over physical gifts (Eventbrite,
2024).
e Macro-environment Factors:
Demographic: Tourists account for 10-15% of total gift sales (Tourism Economics, 2023).
Economic: In 2023, 30% of consumers reduced spending on gifts due to inflation (National
Retail Federation, 2023).
o Technological: E-commerce platforms are key forfgrowth (Statista, 2024).
o Political/Legal: Gift products must comply with safety regulations (Consumer Product Safety
Commission, 2024).
o Social/Cultural 58% of consumers desire unigue gifts (Mintel, 2023).
o Environmental: 50% of shoppers are willing to pay more for sustainable products (Nielsen,
2023).

O

O 0O

[olNe

Products and Services >

Gift Shops & Card Stores in the US

Revenue
Total valve (5) and annual change from 2011 - 2029, Includes 5-year cutlhook:

P

® Scuvenirs and nevelty items ($5.0bn) 20.0%

oz 0 200 e 20 mar e 2024 w0 ® Gift I‘r.PHIﬂB supplies ($4.9bn) 4%

== Annual Reverwe ($bn} =~ Change (%)
@ Clothes and accessories {$4.7bn) 18.5%

s S—

@ Greeting cards ($3.9bn) 157%

® seasonal decorations ($3.4bn)  143% Housewares ($3.1bn) 122%

This graph illustrates the revenue trend of the This graph showcases the various products and

Gift Shop Industry from 2011 to 2024, along with  services offered in gift shops, highlighting their

projections extending to 2029. percentage share of the total product mix and
corresponding revenue contributions.
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NDUSTR RY REVIEW

WINERY INDUSTRY
e Description:
o The winery industry focuses on wine production and tours, drawing wine enthusiasts and
tourists (IBISWorld, 2024b).
o Size:
o $31.3 billion in revenue (IBISWorld, 2024b).
e Growth:
o Growing steadily, with Virginia's winery revenue expected to rise by 10% over the next 5
years (IBISWorld, 2024b).
e Current Trends/Developments Affecting Promotion:
o W(|jne Tourism: 50% of wineries report increased tour attendance (Grand View Research,
n.d)
o Premium Wines: 60% of consumers are willing to pay more for high-quality wines (Franklin,
2024).
o Sustainability: 70% prefer eco-friendly wineries (Harvard Business Review, 2019).
o Direct Sales: Account for 40% of revenue (Beyrouthy, 2023).
e Macro-environment Factors:
o Demographic: Growth in U.S. and VA wine tourism (IBISWorld, 2024Db).
o Economic: Consumer spending on luxury wines is economy-dependent (IBISWorld, 2024Db).
o Technolo%cal Online wine sales rising by 25% annually (Beyrouthy, 2023).
e Political/Legal: Alcohol production regulations vary by state (National Institute on Alcohol Abuse
and Alcoholism, 2023).
o Sodial/Cultural: Rising demand for premium wines (Franklin, 2024).
o Environmental: 50% of wineries adopt sustainability (Harvard Business Review, 2019).

Industry Performance 2016-2029

the U 24

Revenue
otal value ($) and annual change from 2011 - 2029, Includes 5-year outlook

-

2002 o o8 2008 2020 20021 To4 T4 2008 .

= Anncal Revence ($bn) == Change (%)

This graph illustrates the revenue trend of the This graph highlights the percentage change in
Winery Industry from 2011 to 2024, along with industry performance from 2016 to 2024, with
projections extending to 2029. projections extending to 2029.
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SEGMENTAT RESEARCH

WHY THE SEGEMENT

Primary = Millennial/Genz Women
e Demographics

o Gender: Women

o Ages: 20-40

o Income Levels: Middle and upper-middle class individuals. (IBIS World states that
the two largest major segments make 50,000-100,000+ for giftshops)

o |BISWorld States that they "have identified key state level indicators that are likely to
impact the local industry's performance”, one of which is median household income
rising by 3.3%. Higher income indicates more spending at wineries
Occupational Groups: Includes professionals and people with disposable income.

o Geographms

o Virginia residents (mainly within a 2-hour radius from Harrisonburg)

o Tourists, out of state or international (IBIS World states that “Consumers are most
willing to bring home souvenirs when visiting major metro areas, national parks and
popular attractions.” (Thomas, 2024))

e Psychographics

o People focused on relaxation and health.

o Those who appreciate the outdoors and natural beauty.
e Behavioristics

o Frequent Visitors: Regular customers who visit often.

o Gift Buyers: Customers purchasing products as gifts.

o “Tourists prefer to shop at small, local gift shops over large-scale retailers” (Thomas,
2024)

Secondary = Younger Men in Relationships
e Demographics

o Gender: Male

o Ages: 25-45

o Income Levels: Middle and upper-middle class individuals. (IBIS World states that
the two largest major segments make 50,000-100,000+ for§|ftshops

o |BISWorld States that they "have identified key state level indicators that are likely to
impact the local industry's performance”, one of which is median household income
rising by 3.3%. Higher income indicates more spending at wineries
Occupational Groups: Includes professionals and people with disposable income.

o Geographms

o Virginia residents (mainly within a 2-hour radius from Harrisonburg)

o Tourists, out of state or international (IBIS World states that “Consumers are most
willing to bring home souvenirs when visiting major metro areas, national parks and
popular attractions.” (Thomas, 2024))

e Psychographics
o Customers who value high-quality, handmade items.
o Individuals looking for unique, memorable activities.
e Behavioristics
o Qccasional Visitors: People who come for special occasions or seasonal events.
o Online Shoppers: Those who buy products through the farm's website.
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G OAL THEME RESEARCH

WHY THE POSITIONING STATEMENT & STRATEGY

e "Tourists prefer to shop at small, local gift shops over large-scale retailers” (Thomas,
2024)

e [BIS World states that “Consumers are most willing to bring home souvenirs when
visiting major metro areas, national parks and popular attractions.” (Thomas, 2024)

e Women use more products and often these products can be exposing them to harmful
chemicals that could cause sickness even though they're trying to take care of
themselves, WOLF mitigates this issue by bein% all natural and handmade while still
offering the self-care aspect many women are looking for.

e "The gap between women's use and men'’s has narrowed. Women use more products
than men.”, Women use more personal care products than men, so they are exposed
to more unique ingredients daily (Healthy Living Science Team, 2023)

e “Women in the US are savvy shoppers, do their own research, and multi-task. They are
usually in charge of household and care work while simultaneously juggling their own
day-to-day job and their health and wellness. As such, they are most in need of brands
that make things easy for them, including being easy to use, easy to acquire, and easy
to understand.” (Mintel, 2024)

WHY MARKETING GOALS

The goal is to increase total revenue through upselling. Upselling is a great tool in
increasing sales, especially with events. With events you can offer premium packages which
offer an experience that is customizable and memorable. This ties into event hosting
packages since upselling is recommended when provided these options(Apse, 2024). An
article on Gitnux states that revenue can be increased by 10-30% with the use of cross-
selling. Cross-selling also increases average order value by 20% or more, proving to be a
strong marketing technique (Lindner, 2024)

WHY THE CAMPAIGN THEME

Theme: Scent of Serenity

e 62% of women ages 18 to 34 reported feeling very stressed most days and 48% of
women ages 35 to 44 felt the same (Wirth, 2024).

e Two-thirds of 18- to 34-year-olds stated that it is hard to focus due to stress (Wirth,
2024).

e Lavender is renowned for its ability to create a relaxing atmosphere. In fact, one of the
main benefits of lavender is that it can calm without sedating. Lavender can reduce
anxiety by affecting the body’s fight-or-flight response. Since the main goal is for the
consumer to have a relaxed and calming experience, serenity creates that mindset and
correlates it to the client (Vinall, 2021).

e Words that bring a calming feeling are reiterated throughout the campaign. An article
stated that repeating similar words allows people to remember things more easily
(Landsborough, 2024).
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M ARY RESEARCH

Business Performance:
[ otal Reviews and Ratings

. Tripadvisor ."—

The graph compares the
average ratings and
review counts on Yelp,
1587 2000 TripAdvisor, and Google
for White Oak Lavender
Farm. Google has the
most reviews with a
strong rating, while
TripAdvisor, despite fewer
reviews, has the highest
average rating. Yelp shows
moderate reviews with
slightly lower ratings,
highlighting differences in
customer satisfaction
across platforms for the
500 farm.

1500

AN 40O H3FWMNN

S

AVERAGE RATIMG

TOP KEYWORDS IN CUSTOMER REVIEWS

The chart highlights the
most frequently used
keywords in customer
reviews for White Oak

Lavender Farm. The larger
the word, the more often
it was mentioned by
customers, reflecting the
aspects of the farm that
visitors frequently
comment on and value
the most.

love
animals lavender
beautiful

calming helpft
cute 2

unigLe
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PRODUCT/SERYV DESCRIPTION

US INDUSTRY STATE REPORT VAG21398 / HEALTHCARE AND SOCIAL ASSISTANCE
Alternative Healthcare Providers in Virginia «

Repart by IBISWorld | July 2024

Annual Change

o 248 [ L ) .68 161

EVENTS:

e White Oak Lavender Farm hosts events like tours, workshops, and wine tastings, offering
immersive experiences that attract customers seeking relaxation, entertainment, and education.
These events help build customer loyalty and increase brand awareness, as they encourage
repeat visits and differentiate the farm from competitors (Knighten, 2024).

Why Focus on Events?

e Experiential Tourism: Agritourism has grown significantly, with income rising over 500% since
2018 (CE NoticiasFinancieras, 2024).

e Wellness Trend: Increasing demand for wellness activities in natural settings aligns with the
farm'’s focus on lavender's therapeutic benefits (IBISWorld, 2024a).

ION-SITE PRODUCTS:

The farm'’s gift shop offers lavender-based products like oils, bath items, and candles, catering to
those interested in natural wellness.

Why Focus on On-Site Products?

e Natural and Organic Products: The market for natural skincare is expected to grow 23.88% from
2024-2028, driven by consumer demand for clean, organic products (Statista Consumer Market
Insights, 2024).

e Local and Artisan Goods: Consumers are increasingly interested in locally sourced, handmade
products with wellness benefits, such as lavender-based items (Drug Store News, 2024).
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