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About our company
With a fun and friendly personality, Alyssa 
finds herself most like a golden retriever 
dog. She loves social interactions and is 
extremely loyal towards her friends, family, 
and coworkers, but can become feisty 
and forceful when its time to get work 
done. When she likes an idea, she makes 
it work. Incentives cause her to work hard 

in everything she does, and in the end, she 
enjoys being praised for a job well done.

Shea is like a colorful parrot -- the 
lively, talkative member of our team 
who is constantly full of ideas and 
enthusiasm. She is easy going, but 
has no problem squawking out sug-
gestions when her mind gets rolling. 
Her vibrant personality makes her 
an excellent people person and an 
excellent account executive. She is 
entertaining and presentation is her 
specialty.

Alyssa Maneri

With a somewhat quiet but observant personality, Vanessa is much like a 
cat. She is one to listen to those around her and fully study situations before 
pouncing fully into a project. She enjoys being independent and working on 
personal projects before bringing them to a group. Vanessa can be sly and 
playful at times, but when the timing is right she really cannot wait to sink 
her teeth into a project. Vanessa is fun and supportive of those around her.

Soyeong Julie Park
Like a curious little bunny, 

Julie is a fun-loving, energetic 
person who is highly 

adaptable to changing 
environment. She is flexible 

in any situation and likes 
to blend in to make others 

feel more comfortable. With 
caring and compassionate 
personality, she is a great listener and loves giving advice 

to others. She is lively and full of energy but when it’s time 
to be serious, she straddles down and gets the job done 

promptly and precisely.

Shea Flynn
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Vanessa Ramirez-Sparrow

Albert can often be nocturnal, like 
a gecko, taking care of his various 

responsibilities. He is a fast-paced and yet 
chill person at the same time. He may be 
a bit stubborn, but is open to new ideas, 

and is also excellent in persuasion. He 
is very much of an intuitive person, and 

likes to live in warm climates. He loves to 
voice his opinions and interact with diverse 

people. Just like a gecko.

Albert Park



Executive Summary

UTexicon Media is committed to introducing Tomlinson’s pet store into Chapel 
Hill, North Carolina by using the most efficient and effective media plan possible. 
Our company seeks to develop a strong brand presence for Tomlinson’s in this 
area immediately upon the store’s opening in March and continuing to expand the 
store’s media efforts in order to establish itself as a top competitor for pet food and 
supplies by the end of this year. We also seek to generate more traffic to the store 
and increase overall brand awareness among the target markets. 

Tomlinson’s has established itself in Austin as a premium pet food supplier that 
focuses on exceptional customer service and outstanding pet care knowledge. To 
get an insight into how this successful Austin store would fair in the new market 
in Chapel Hill, extensive demographic and psychographic research comparing the 
two markets was conducted. What was discovered is that the marketing segment of 
Chapel Hill is relatively similar to that of Austin. Both are home to major universities 
and have populations of young individuals that lead active, healthy lifestyles. The 
research was used to form two specific target markets. A high interest level from 
young professionals that are pet enthusiasts and also from college students that 
have access to a disposable income so that they can provide the best for their pet is 
expected to bring the most traffic to the store. 
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After narrowing down the targets, UTexicon extended its research into a media 
usage comparison between Austin and Chapel Hill/Raleigh-Durham, and used our 
findings to form a media plan specifically tailored to fit the needs of our target in 
this new geographic area. The two most frequently used mediums by our target in 
this area are Internet and newspaper. Therefore, we wanted to incorporate those 
throughout our entire media strategy. 

Then, to help kick off our campaign, we plan to utilize the effectiveness of 
television advertising in addition to giving away reusable Tomlinson’s bags at 
the grand opening to the first 200 customers, which are redeemable for 10% off 
any purchases made during the first month of business. We also wanted to take 
advantage of the active lifestyle lead by these individuals during the summer 
months and reach them outdoors with their pets through billboards, strategic 
poster placement, and direct mail foldable water bowls that encourage outdoor 
activities with your pet. In addition to our opening efforts, and summertime surge, 
our strategy implements a radio campaign during the holiday season to remind 
our target group of all Tomlinson’s has to offer them and their pet during this 
giving time of year.

Supporting media will rely on this targets heavy involvement with the Internet 
and social media by having Facebook advertisements and constant SEM exposure. 
This ensures Tomlinson’s is reaching this specific audience in a convenient way 
because it is incorporated into the main form of media they use everyday.
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Executive Summary cont.
Campaign Objectives

Marketing: 
•  To determine a good understanding 
of the new Tomlinson’s trade area with 
the new NC test market.
•  To achieve an average of 50-100 visits 
each day or 350-500 each week.
•  To promote services above and 
beyond simple sales which will 
establish Tomlinson’s as one of the 
top three competitors within the 
marketplace by end of year one [based 
on sales].

Advertising:
•  To achieve a 50% awareness of the 
Tomlinson’s name and basic product offerings 
across the recommended target[s] in the 
determined trade area and surroundings.
•  To achieve a 40% knowledge of 
the Tomlinson’s location across the 
recommended target[s] in the determined 
trade area and surroundings.
•  To successfully support two local 
promotions, establishing at least one of these 
promotions as a long-term tool for future BBS 
efforts.

Media:
•  80% of our media plan will go towards traditional, measurable forms of 
advertising, while the other 20% will be in the form of unmeasurable advertising.
•  Achieve 200 TRPs through television advertisements.
•  Achieve 200 TRPs through the use of radio advertisements.
•  To persuade our target groups to enter Tomlinson’s during March, July, and 
December promotions.6



Situation Analysis



Brand Analysis

Since Tomlinson’s was founded in 1946 by Mr. T.R. Tomlinson, it has 
grown and adapted through the years to maintain its primary focus of 
keeping it’s customers satisfied. It originally started as a chick hatchery, 
but soon developed into a full-line feed store that offered feed and 
supplies for livestock and poultry. When the business was sold in 1971 
to Liniel Click, its original principles for serving the Austin community 
remained in tact, but the company itself shifted more into pet retail.

Today, the original Tomlinson’s store has expanded its pet retail business 
and it can now be found in six neighborhood Austin locations. Their stores 
still carry a small quantity of livestock feed in order to satisfy its older 
customers that still remain loyal to the brand, but their primary focus 
today is selling premium pet food and supplies. The foundation behind 
the Tomlinson’s experience is supported through its knowledgeable and 
experienced staff that work to maintain a “family” business feel. They 
provide personal attention and friendly service to compliment their 
exceptional knowledge of pet nutrition and care.

8 source: www.tomlinsons.com



The Tomlinson’s Experience
The Central Austin location on 49 1/2 St. or the “airport store” is the original location. The 

store's design may not be what one would expect - a pet store with clean and stylish interior 
and exterior. The selection of products at Tomlinson’s store is upscale, comparable to that of 
Whole Foods. 

Prices for the products are quite reasonable, and the products are often organic. A 
membership fee at Tomlinson’s is $5 per year, and members get 10% off foods. Some of the 
products at Tomlinson's include organic foods, vitamins and medicines that prevent allergies 
especially during Austin's notorious allergy season, and some quality bones for dogs. 

The salesclerks are very kind and welcoming and even lets customers use the restroom in 
the employees’ room. One can easily tell that the employees are animal loving people as 
they constantly interact with customers’ pets. Overall, customers are likely to get a pleasant 
shopping experience at Tomlinson's, especially at the Central location.
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strengths weaknesses

opportunities threats

• Well-established brand identity is 
consistent throughout company
• Specialty pet store so it offers many 
things that consumers who value their 
pets seek
• Develops strong relationships with 
customers because customer service is 
a priority
• Has events and partnerships with 
animal organizations that produces 
publicity

•  Only success has been in Austin, Texas, 
so there is no basis for comparison when 
expanding into a new market
• Not a large scale corporation, so there 
are less funds for advertising and media
• New location will require a change of 
the company’s slogan
• Not open on Sundays 

• Chapel Hill is a very pet friendly town
• Already well-established marketing 
strategy in Austin, Texas where target is 
comparable to that of Chapel Hill
• Chapel Hill has a less versatile 
population because it is smaller, so you 
can appeal to more people with the 
same strategy
• Residents of Chapel Hill are very affluent.

• Phydeaux is an already established 
specialty pet store in the area
• Chapel Hill is a considerably smaller 
target market so competition is fiercer.
• Any big corporation may come in and 
try to take over the market share
• Grocery stores like Whole Foods that 
sell all-natural pet food already have 
an established consumer base that 
may incorporate pet food buying into 
regular food buying routines.

S.W.O.T.
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Market Analysis

Since Austin and Chapel Hill are both 
home to major universities, their population 
demographics share many similarities. 
Because of these similarities, UTexicon Media 
is confident that the new location in Chapel 
Hill has the same potential for success as 
has been achieved in Austin.  Chapel Hill 
is a much smaller city than Austin with a 
population of 53,546, but Chapel Hill is part 
of the large metropolitan area of Raleigh-
Durham, which has an overall population 
of 1,742,816.With the University of North 
Carolina located at the heart of Chapel Hill, 
Chapel Hill has been ranked the number 
one college town in America. Chapel Hill is a 
very young city with a median age of 24, and 
nearly 50% of the Chapel Hill residents are 
under the age of 30.

11
source: http://blog.nielsen.com/nielsenwire/wp-content/uploads/2009/08/2009-2010-dma-ranks.pdf
 http://quickfacts.census.gov/qfd/states/48/48453.html
 http://www.austin-chamber.org/DoBusiness/GreaterAustinProfile/population.html



The town’s economy is based on research and education with a high 
median household income of $51,000 and an even larger family median 
income of $91,059, which is far above the national average. Over 77% 
of adult residents have at least an associates degree, making Chapel Hill 
North Carolina’s best-educated city.  With a young, wealthy, and well-
educated market, Chapel Hill is connected to several different types of 
media. Chapel Hill residents are avid newspaper readers, radio listeners, 
and coupon users. 

Due to the young college population, both Austinites and Chapel 
Hillians enjoy a fast-paced and active lifestyle. Austin is one of the most 
tech-savvy cities in the country and Chapel Hill is part of the Research 
Triangle Park, which is the cutting edge area for 
research and technology. Tomlinson’s is a smaller, 
local pet store that is involved greatly in their 
community. They are interested and focused on 
providing personal care and attention for the pet 
owners and creating loyal, valued customers. 
Launching a new location in Chapel Hill will 
provide new and exciting opportunities for 
Tomlinson’s.

Market Analysis cont.
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Market Comparison
Chapel Hill

Raleigh-

Durham Austin
Total Population 53,546 2,173,600 1,388,800

Gender

Male 45.1% 47.9% 51.6%

Female 54.9% 52.1% 48.4%

Education

High school or higher 94.3% 88.5% 83.4%

Bachelors degree or higher 73.7% 44.9% 40.4%

Graduate or professional degree 40.5% 14.4% 14.7%

Population by Age

<18 15.1% 17.4% 31.0%

18-24 37.1% 6.9% 13.5%

25-44 24.5% 18.7% 38.9%

45-64 15.3% 16.5% 26.6%

65+ 8.0% 6.2% 9.0%

Median Age 24 31 30

Population by Race

White/Cauasian 76.0% 64.7% 73.1%

African-American 10.7% 26.2% 6.7%

Hispanic 4.0% 7.8% 26.2%

Asian 9.9% 2.8% 4.6%

Other 2.0% 6.3% 15.6%

HH of Type (15 years & over)

Never married 56.6% 37.5% 39.4%

Married 33.7% 46.0% 43.9%

Separated 1.2% 2.9% 2.0%

Widowed 3.6% 4.4% 3.7%

Divorced 4.9% 9.2% 11.0%

Total Number of HH 18,976            1,116,500 687,900

Median HH Income $50,241 $53,825 $51,372

Median Income for Family $91,059 $60,003 $54,091

Total Number of Pet Owning HH 16,129 236,859

Dogs 49.4% 49.4%

Cats 43.0% 43.0%

Birds 5.2% 5.2%

Horses 2.4% 2.4%
13



Target Analysis
Core Group: Pet Enthusiasts
“Because we want to.”

Pet enthusiasts are the up-and-coming young professionals from Chapel Hill that hold 
white collar jobs in the Raleigh metropolitan area. They are around the 26-35 age group 
and make somewhere around $80,000-$150,000 per year. They are incredibly tech-savvy 
which leads to high media exposure. Because they are more focused on their careers than 
starting a family, they tend to stay single longer and turn to a pet for company. 

Pet enthusiasts love their pet as if it is their 
own child. They plan chunks of their day to 
spend with their pet, which may be taking 
their pet to the pet store with them or just 
going for simple walks. Their pets well-being 
may sometimes take precedent over their own 
well-being. Pet enthusiasts are determined to 
give their pet the best care they can, whether 
it be expensive vet bills, lots of toys, or 
healthier food. This is where Tomlinson’s will 
intersect with their life. Pet enthusiasts will see 
Tomlinson’s as a fun place to shop with their 
pet and get the overall best experience for 
both themselves and their pet.14



Secondary Group: Pocketbook Pups
“Because we can.”

Pocketbook Pups are the more wealthy college kids that reside 
in Chapel Hill while attending the University of North Carolina. 
Pocketbook Pups were probably doted on constantly by their 
parents throughout their childhood due to increased access to 
a disposable income. Their parents still support them, therefore 
they do not have a need for a job and have time to take care of a 
pet. 

Their pet becomes like a child to them, and they choose to 
mirror their parents’ actions onto their care for their pet. Because 
they still have access to that disposable income, Pocketbook Pups 
will spend more money to live in pet 
friendly apartment complexes and 
choose to buy their pet premium 
food and quality toys. Tomlinson’s 
will intersect with their life because 
it offers the premium pet supplies 
these pet owners seek but will also 
offer them a great environment 
which will only enhance their pet 
supply buying experience.

15
sources: http://www.carolinaliving.com/heartlands/chapel_hill.asp
  http://www.raleigh.com/media/business-directory/raleigh-suburbs/chapel-hill
  http://www.ci.chapel-hill.nc.us



Competitive Analysis
Direct Competitors

Phydeaux is a local specialty pet 
food and accessory store. It is the pet 
store in the area that is most similar to 
Tomlinson’s. Phydeaux is known for their 
healthy and natural food as well as for 
their friendly service. However, Phydeaux 
is located on the outskirts of Chapel Hill, 
giving the new Tomlinson’s a geographic 
advantage, seeing as it will be centrally 
located near NCU campus.

Competitors like Petsmart and Petco 
spent an average of $67.6 million in the 
last fiscal year on media/advertising 
expenditures. These are national brands 
that use many advertising activities 
including entertainment sponsorship, 
national TV spots, and internet advertising. 
Both Petsmart and Petco carry low-price, 
well-known mainstream pet supplies. Their 
biggest advantage is that they offer pet 
grooming for a low price.

&

Each store has two locations within a ten 
mile radius of the new Chapel Hill location 
of Tomlinson’s.

Phydeaux is located three miles northeast 
of the new Chapel Hill location of 
Tomlinson’s.

16 sources: http://phydeauxpets.com/mm5/merchant.mvc?Screen=AboutMain&Store_Code=P
  http://www.redbooks.com/Subscriber/quickSearch.aspx



Indirect Competitors

The strongest indirect competitors are Harris Teeter and Whole 
Foods Market, which are both large grocers that carry natural and 
organic foods. Both of these companies carry healthy pet foods, but 
they are limited on variety. Walmart is also a competitor because 
they too carry pet items at a very low price. However, it only carries 
mainstream products that are not always suited to best fit the 
animals’ needs. 

One major advantage that these companies hold over Tomlinson’s 
is convenience. Some consumers find it easier to just buy their pet 
items where they also buy their other groceries, rather than visiting 
specialty stores for similar products. Therefore, UTexicon has decided 
to  focus its media efforts to specifically target those consumers who 
are willing to go the extra mile for the well being of their pet. Our 
company would like to reach those interested more in optimal pet 
care and nutrition who would immerse themselves in the overall 
experience of shopping with their pet.

17sources: http://www.harristeeter.com/other/new_to_harris_teeter/new_to_harris_teeter.aspx
  http://wholefoodsmarket.com/stores/chapelhill/



Competitive Analysis cont.
Competitor Location Map

18 source: google maps



Media Menu



Print Media

*Published weekly on Wednesdays
**Published biweekly on Sundays and Wednesdays

20 source: SRDS, Megan Haven at Chapel Hill Magazine

Newspaper

Publication Mon-Fri/Col " Mon-Fri Circ Mon-Fri CPM Sat/Col " Sat Circ Sat CPM

The Cary News* 44.16 49952 0.88 N/A N/A N/A

Chapel Hill News** 34.89 25614 1.34 N/A N/A N/A

The Herald Sun 72.45 25080 2.9 72.45 25080 2.9

The Independent Weekly* 439 45000 9.75 N/A N/A N/A

The Daily Tarheel 13.4 18000 0.74 N/A N/A N/A

Publication Sun/Col " Sun Circ Sun CPM One Color Fee

1/2 Page insert 

CPM

Full Page Insert 

CPM

The Cary News* N/A N/A N/A 509 49.99 53.08

Chapel Hill News** 34.89 27784 1.25 509 49.99 53.08

The Herald Sun 76.9 28246 2.75 675/745 N/A 54

The Independent Weekly* N/A N/A N/A 375 N/A N/A

The Daily Tarheel N/A N/A N/A 75 N/A N/A

Magazine

Publication Circulation Full Page 1/2 page 1/3 page 2/3 page

Chapel Hill Magazine 45000 3080 2070 1625 2475



Broadcast Media

Television CPP

Daypart A 18-34 M 18-34 W 18-34 A 18-49 M 18-49 W 18-49

Early Morning 155 52 26 129 274 108

Day Time 121 - 18 157 - 112

Early Fringe 167 54 17 173 266 170

Early News 167 39 32 227 305 201

Prime Access 133 43 35 209 270 195

Prime Time 446 56 46 484 690 473

Late Night 319 54 49 324 427 356

Late Fringe 126 28 31 143 231 162

Radio CPP

Daypart A 18-34 M 18-34 W 18-34 A 18-49 M 18-49 W 18-49

AM Drive 142 129 160 153 149 158

Daytime 149 136 167 141 136 146

PM Drive 165 146 193 155 153 156

Night time 58 49 72 65 63 66

21source: SQAD 2006



OOH & Interactive Media

Billboard

Provider Size Daily GRP's DEC Per weekday Per weekend day 5 days per week

Fairway Outdoor Advertising 10.5' x 22.75' 35 513.3 625 675 3250

Posters

Provider Quantity Cost/Unit

Campus Postering 2,500 min $1.97

American Campus Posters 100 min $1.05

The Poster Guys 100 min $0.50

Telepathic Graphics $6.00/ft2

Internet

Site Price per click

Estimated 

Reach

Approx. 

clicks/day Cost per day

Facebook Ad 0.8 7780 $25 budget max

Google Adwords .04-.10 42-61 2.15-6.20

"pet food"

"food pet"

"dog stores"

Non-Traditional

Promotion Quantity Cost/Unit Provider

Direct Mail $0.44

Campus Flyers 10,000 min $0.24 campusclients.com

Website Commercials 30 sec. spot $1500/month campusclients.com

Event Card 10,000 min $0.23 campusclients.com

Reuseable Grocery Bags 100 min $0.99 branders.com



The Campaign



Media Vision

As Tomlinson’s launches its new test market in Chapel Hill, it will be 
entering a small community with already established pet stores, so 
Tomlinson’s will have to prove themselves as the premiere pet establishment. 
Tomlinson’s offers a very family and pet friendly environment and strives 
to make their customers feel like part of the Tomlinson’s family. The new 
campaign will focus on communicating this idea to both Pet Enthusiasts and 
Pocketbook Pups by highlighting the experience of shopping for their pets 
during different times of the year.

With a variety of cable, radio, and out-of-home advertisements and 
consistent newspaper coupon promotions during each flight, Tomlinson’s 
hopes to show Chapel Hill a brand new pet supply shopping experience. 
They wish to solidify themselves as a strong brand in the market by having a 
great online presence, with both Facebook ads leading to their fan page and 
search engine marketing to easily direct traffic to the website.
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Flight One:
“Welcome to the Neighborhood”
February 22 -- March 8

Flight Two:
“Just a Walk in the Park”
July 1 -- July 28

Flight Three:
“The 12 Dogs of Christmas”
December 1 -- December 21

25



“Welcome to the Neighborhood”
February 22 -- March 8

The first flight of the campaign will focus on making the residents of 
Chapel Hill aware of the store’s grand opening and promote beginning 

traffic to the store.

Commercials: 
200 TRPs for the 18-34 age group during Prime 
Access television time will be bought for the 
duration of this flight. Prime Access was chosen 
because all of the young professionals will be home 
from work and the students home from school, 
and they will be eating dinner and getting ready to 
watch the prime television that they view regularly. 
The commercials will introduce them to the 
experience of Tomlinson’s and inform them of the 
grand opening and promotional giveaway.

Billboard: 
There will be 10 days during the flight where a 
billboard will be visible to the young professionals 
as they commute to and from work. With 35 GRPs 
daily, our target will be exposed to the idea of 
Tomlinson’s as well as its upcoming grand opening.

Newspaper inserts: 
The young population of Chapel Hill are avid 
newspaper readers, so each Sunday during the flight 
an insert will be placed into the Chapel Hill News.
This insert will contain information about the grand 
opening’s promotional giveaway as well as special 
coupons valid during the first week the store is 
open.

Tomlinson’s Grocery Bags: 
The first 200 paying customers of Tomlinson’s will 
receive complimentary eco-friendly reusable grocery 
bags. This will not only provide added exposure in 
the form of a reminder to those receiving it, but if 
they choose to use it while shopping for groceries at 
regular grocery stores, there will be added exposures 
there as well. In addition to the free bag, during the 
first month of business, customers that come back 
to Tomlinson’s with their bag will receive a 10% 
discount off of their purchase.26
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Flight 1 Budget Breakdown

Television  Total Rating Points  Cost Per Point   Total
Prime Access   Reach-50     $133            $26,600 
           Frequency-4   
              TRPs- 200   
    

Newspaper   Insertions  CPM  Circulation  Total
Chapel Hill News      2 (Sun)   53.08        27784        $2,949.55 
    

OOH    

Billboard  # of Billboards     Cost per Board       # of Days  Total
             2         $3,250         10    $6,500 
    

Promotional Event    
Grand Opening Quantity Price Total
Reusable Grocery Bags      200          $0.99  $214.34  

    
Flight 1 Total $36,263.89  



July 1 -- July 28

“Just a Walk in the Park”

The second flight will focus on the summer month of July when the young, 
active population of Chapel Hill spend a majority of their time outside. If it 

proves successful, the promotional effort could be repeated annually.

Direct Mail: 
7,000 direct mail advertisements will be sent out to 
Chapel Hill residents during the first week of July. 
Because 30% of the population owns pets, we chose 
to send out the promotion to 1/3 of the households 
in Chapel Hill. These will include advertisements 
for Tomlinson’s in the form of fold-able water 
bowls that pet owners can bring with them to 
the park for their dog to drink out of. This ensures 

exposure for the people receiving the ads, but also 
for the others at the park who catch sight of the 
bowls.

Posters: 
200 posters will be placed throughout dog parks, 
regular parks, and other recreational spots in 
Chapel Hill during the last three weeks of July. This 
will work mainly as a reinforcement for those that 
received the advertisement in the mail as well as 
new exposures for other residents. This will work 
as an alternative to television because the residents 
will be spending more time outside and less time 
watching television.

Newspaper: 
Inserts will continue to be placed each Sunday 
during the flight in the Chapel Hill News. This flight’s 
inserts will contain “Summer Special” coupons 
good for the month of July.28
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Flight 2 Budget Breakdown

       

Newspaper   Insertions  CPM  Circulation  Total
Chapel Hill News      4 (Sun)   53.08        27784        $5,899.09 
    

OOH    

Direct Mail Households w/Pets   Postage    Total
             7,000          $0.44            $3,080 

Posters         Total Posters        Cost/Poster   Total
             200                $0.50     $100

Flight 2 Total $9,079.09



December 1 -- December 21

“The 12 Dogs of Christmas”

The third flight will focus on the month of December and the fact 
that pets deserve presents too. Because both of our targets are 
typically single, they will be more apt to spend money on pets 

during the holiday season.

Radio: 
200 TRPs for the 18-34 age group will be 
bought for the AM Drive Time over the first two 
weeks of this flight. AM drive has the highest 
ratings of the day for the age group and will 
catch the commuters on their way to work. 
Catchy holiday jingles will catch the attention 
of our target and keep Tomlinson’s fresh on 
their mind.

Billboard: 
During the last week of the flight after the 
radio ads are over, a billboard will be available 
for five days to remind the target about 
Tomlinson’s when they are out finishing up any 
last minute holiday shopping.

Newspaper: 
Newspaper inserts will once again be utilized to 
stay consistent with the rest of the campaign. 
They will be placed in the Chapel Hill News 
each Sunday during the flight with “holiday 
special” coupons for in-store discounts.

30
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Flight 3 Budget Breakdown

Radio   Total Rating Points  Cost Per Point   Total
AM Drive    Reach-50     $142            $28,400 
           Frequency-4   
              TRPs- 200   
    

Newspaper   Insertions  CPM  Circulation  Total
Chapel Hill News      3 (Sun)   53.08        27784        $4,424.32 
    

OOH    

Billboard  # of Billboards     Cost per Board   # of Days Total
         1       $3,250           5   $3,250
    

Flight 3 Total $36,074.32



Continuous year long

Supporting Media

Facebook: 
The young population of Chapel Hill is very social media-
friendly, and Tomlinson’s already has an established online 
presence. Facebook ads will be utilized and users in the 
Chapel Hill area that express “pets” as one of their likes and 
interest will be targeted with the ad for the Tomlinson’s 
facebook page. The facebook ads will be available during 
all flights as well as for two weeks after the flights while 
Tomlinson’s is still fresh on their mind.

Google Adwords SEM: 
Search engine marketing will be consistent year round for 
searches in the Chapel Hill area that include the words 
“pet food”, “food pet”, and “dog store”. This should drive 
traffic to the website and increase awareness of the store.

32
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Supporting Media Budget Breakdown

Internet  Activation Fee Price/Click  Budget/Day   Days    Total
Facebook    N/A       $0.80        $25 max     98     $2,450
SEM      $5   $0.04-0.10        on average, $4   273      $1,097 
   

Supporting Media Total       $3,547



Budget
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Television 
   Total Rating Points Cost Per Point 
Prime Access  Reach- 50   $133  
         Frequency- 4  
    TRPs- 200  
           Television Total     $26,600
Radio 
   Total Rating Points Cost Per Point 
AM Drive   Reach- 50   $142  
          Frequency- 4  
    TRPs- 200  
           Radio Total                 $28,400
Newspaper 
    Insertions  CPM  Circulation
Chapel Hill News     9 (Sun)   53.08   27784

           Newspaper Total     $13,272.98
Internet  
   Activation Fee Price/Click Budget/Day   Days    Total
Facebook   N/A       $0.80     $25 max     98     $2,450
SEM      $5   $0.04-0.10       on average, $4   273     $1,097

           Online Total                    $3,547
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Out-Of-Home/Non-traditional    
      # of Billboards  Cost per Board # of Days Total
Billboard    3    $3,250         15    $9,750

      Quantity  Price   Total
Reusable Grocery Bags            200            $0.99         $214.34 

   Households w/Pets  Postage    Total
Direct Mail       7,000       $0.44            $3,080 

        Total Posters        Cost/Poster   Total
Posters   200                $0.50     $100

Out-of-Home/Non-traditional Total  $13,144.34

Total Media Costs  $84,964.30
Contingency     $35.70
Total Budget     $85,000.00
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Budget cont.



Media Flowchart

Month    February      March       April        May       June        July     August September    October   November    December

Week 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4

Flights    F1         F2             F3    

OOH Total for Medium

Billboards 9,750.00$          

Posters 100.00$             

Promotional Event (Bags) 214.34$             

Direct Mail (Water Bowls) 3,080.00$          

 Newspaper

Chapel Hill News 13,272.96$         

Radio

AM Drive A18-34 28,400.00$         

  Television

Prime Access A18-34 26,600.00$         

Online

Facebook 2,450.00$          

SEM 1,097.00$          

Flight Totals

Supporting Media Totals

Media Total             84,964.30$         

Contigency 35.70$               

Budget Total 85,000.00$         

36,263.89    9,079.09  36,074.32 

3,547.00 
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Additional Recommendations
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If given a larger budget, the following would be recommended:

Greater billboard coverage for Chapel Hill and the Raleigh/Durham area.
Billboards reach a large audience at a relatively low cost. By strategically placing 

multiple billboards with longer flights throughout this campaign, Tomlinson’s 
would gain a lot more reach and frequency without heavily increasing their 
media effort. With billboards connecting Chapel Hill to the Raleigh-Durham area, 
Tomlinson’s would be exposed more frequently to those living in Chapel Hill and 
its market reach would also expand to include those commuting to and from 
the Raleigh-Durham area. This effort would contribute heavily to greater brand 
awareness and expand the customer base for the store to markets by informing 
those who often make the drive between the two.

Coordinate a special event during Flight 2 with area pet organizations.
Since the second flight is occurring during the summer months its strategy 

focuses on outdoor involvement with pets, a special event could be coordinated 
with organizations in the area, such as Orange County’s Animal Services Center. An 
event would generate a positive brand image for Tomlinson’s and increases brand 
awareness through a large-scale promotion. It also reinforces Tomlinson’s core 
values to the public and allows for exposure to more animal lovers that fit into the 
brand’s target markets.  






