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Executive Summary 
Client: Ela Chapman, clothing boutique located in downtown Truckee, California. 

Problem 
The communication problem facing Ela Chapman is a lack of awareness within the local community. 
Since the boutique is new and located on a lesser visited end of the downtown strip, Ela Chapman 

can see less foot traffic than other boutiques that have been around longer and are located in a more 
central location.  

Data 
- An online survey was conducted including 135 participants located in Truckee, Tahoe, 

Reno, Sierra Foothills, Bay Area, and other locations.  
- Ages ranged from 18-50+, but the majority of survey participants were between the ages 

of 25 and 50.  
- Over 80% of survey participants were women.  
- 82% of survey participants had not heard of Ela Chapman. 
- The most popular local publications are the Sierra Sun and Moonshine Ink. 
- Facebook, Instagram, and Youtube are the most popular social media sites. 
- Only 6.1% of people surveyed follow any local or fashion blogs. 
- 70.1% of people surveyed listen to local Truckee radio stations. 
- 99% of people reported that supporting local causes is at least somewhat important to 

them. 
- 91.7% of people feel more inclined to patronize businesses that support local causes. 

Recommendations 
- Promote “Shop With Meaning” (Store slogan referring to the donation of $1 to a local 

charity or nonprofit for every transaction) 
• Since the majority of survey participants reported that supporting local causes is 

important to them and they are more likely to patronize businesses who support local 
causes, informing potential customers about “Shop With Meaning” could entice people 
to support the boutique 

- Paid Facebook Advertisements 
• Local, targeted Facebook advertisements will run to promote events, sales, new 

merchandise, and “Shop With Meaning” 
- Get an article published about Ela Chapman in local publication 

• Words from trusted local news sources speak more than paid advertisements and most 
locals read the Sierra Sun and/or Moonshine Ink 

- Raise awareness about Ela Chapman Location using additional signage and other 
methods 

- Collaborate with local businesses who have a similar customer base but sell 
different products. Specific recommendation: hold a “Holiday Pinterest Party” with 
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Atelier (A creative store located in the main downtown strip that, “Strives to be the 
creative hub of the local art community by hosting workshops taught by the area’s 
most sought after artists, illustrators, designers, weavers, painters and more who 
share the vision to create always and inspire all,” ) 1

Strategy/Tactics 
Short Term: (3-6 Mos) (Focus on promoting Ela Chapman for the holiday season and popular 
winter tourist season in Truckee) 
- Implement Paid Local Facebook Advertisements 
- Host local charity event, invite local journalists/pitch event as a story for a local publication 
- Place materials in store that educate shoppers about the “Shop With Meaning” slogan and 

how it works 
- Begin the process to acquire a permanent sign affixed to the building 
- Hold collaborative event with Atelier (Pinterest Party) 
Long Term (6 Mos+) (Focus on gaining a loyal local customer base that will carry the store 
through slow shoulder seasons as well as focusing on promoting Ela Chapman to second 
home owners in the area to boost sales year round but specifically during holiday and popular 
tourist seasons.) 
- Research HOA and other regional publications for potential advertisement or PR 

opportunities to reach people living in certain neighborhoods 
- Continue paid Facebook ads, expanding target region to broader Tahoe areas, Reno, and 

Bay area 
- Continue to host collaborative events with other downtown merchants such as Atelier 

Post Evaluation Plan 
- A post evaluation plan is provided in one of the final sections. Each recommendation has 

its own specific evaluation plan. Evaluation plans include: 
• Additional online surveys 
• Short in store verbal surveys 
• Comparison of current/future sales and number of shoppers 

 "About." Atelier. N.p., 2015. Web. 06 Nov. 2015.1
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Introduction 
 Ela Chapman is a relatively new boutique located at the end of the street in 
Downtown Truckee (See Appendix, fig 2 for a map). The current communication 
challenge facing the small boutique specializing in women’s clothing is a lack of 
brand awareness within the Truckee/Tahoe area where the boutique is located. 
Although this can be seen as a threat to a small business, it is in fact an opportunity 
for growth and development.  
 This report contains general recommendations as well as specific strategies 
and tactics based on data from135 participants. (Survey Data can be found in the 
following section and appendix.) In addition to direct survey data, additional 
secondary sources have been consulted to create a well rounded set of 
recommendations. 
 An article on Entrepreneur.com claims that: 

What you have to impress on prospective customers is the 
added value they can expect when they establish a relationship 
with you. It may be a single specific feature so unique to your 
company that it can stand alone as a persuasive reason to deal 
with you. But the odds on finding and isolating that single 24-
carat nugget of information that makes you so special are pretty 
small.   2

Ela Chapman just may have found that “24-carat nugget” as a result of the 
survey. Since 99% of people surveyed reported that supporting local charities 
and nonprofits, one can assume that supporting local causes is least 
somewhat important to the community. In addition, 91.7% of people reported 
that they feel more inclined to patronize businesses that support local causes. 
This shows a very strong opportunity for the boutique. 
 By capitalizing on the Ela Chapman slogan, “Shop With Meaning,” using a few 
specific tactics, Ela Chapman has the opportunity to build awareness of the brand 
within the Truckee/Tahoe community as well as within the community of second 
homeowners and people who are visitors to the area. Ela Chapman also has the 
opportunity to collaborate with other local businesses to grow together and offer the 
surrounding community great products and services. 

 "Positioning: Setting Your Business Apart." Entrepreneur. N.p., 04 Dec. 2006. Web. 06 Nov. 2

2015.
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Data 
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20.1%

32.1%
30.6%

17.2%

18-24 25-35 36-50 50+

Ages:
>18 0 0%
18-24 23 17.2%
25-35 41 30.6%
36-50 43 32.1%
50+ 27 20.1%

81.3%

18.7%

Male Female

Gender:
Male 25 18.7%
Female 109 81.3%
Other 0 0%

This data represents the age 
distribution of the survey 
participants.

This data represents gender 
distribution of the survey 
participants.

The data below is from the online survey taken by 135 people. The survey was sent out 
online via Amory’s personal Facebook page as well as the Facebook group page, 

“Truckee Tahoe People,” Questions ranged from demographics, to local publications 
utilized, to support and interest in local causes.
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82.8%

17.2%

Yes No

Yes 23 17.2%
No 111 82.8%

30%

15% 37.0%

18.5%

Word of Mouth
Driving By/Shopping Downtown Truckee
Special Event (WWS, Truckee Thursdays, etc)
Other

Word of Mouth   5  18.5%
Driving By/Shopping  10    37%

Special Event   4  14.8%
Other   8  29.6%

This data represents how many 
people have and have not heard of 
Ela Chapman.

This data represents the ways 
through which survey participants 
had heard of Ela Chapman.
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2.36%

1.57%

7.09%

88.98%

0 Times 1-3 Times 4-6 Times 7+ Times

0 Times 113 89%
1-3 Times 9 7.1%
4-6 Times 2 1.6%
7+ Times 3 2.4%

0

27.5

55

82.5

110

Sierra Sun Moonshine Ink
Truckee White Pages Reno Gazette Journal
Other

Local Publications
Sierra Sun  103 87.3%

Moonshine Ink 85 72%
Truckee White Pages     4 3.4%

Reno Gazette Journal    23  19.5%
Other    9 7.6%

This data represents how many 
times survey participants have 
shopped at Ela Chapman.

This data represents the 
publications survey participants 
reported to read.
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Social Media Usage
Facebook 134 100%

   Twitter   22 16.4%
Youtube   64 47.8%

Google Plus   12     9%
Linkedin   46 34.3%

Vimeo    10  7.5%
Vine    1  0.7%

Instagram    81 60.4%
Tumblr     8    6%
Other  1  0.7%

0

35

70

105

140

# of Users

Facebook Twitter Youtube
Google Plus Linkedin Vimeo
Vine Instagram Tumblr
Other

How important is it 
to you to support 
local charities and 
nonprofits?
Not important
1 1 0.8%
2 6 4.6%
3 26 20%
4 48 36.9%
5 49 37.7%
Very Important

0

12.5

25

37.5

50
1 (Not Important)
2
3
4
5 (Very Important)

Zip Codes:
89450
95616
96148
95973
96145
96146
96141

96143
95728
95448
95758
95630
96162
96160

96161
95060
89509
96150
89503
96106
91610

94954
89402
89523
92805
89439
83843
89703

This data represents the social 
media sites survey participants 
reported using.

This data represents how survey 
participants reported how important 
supporting local causes is to them.

This data represents the various zip codes of the survey participants.
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Do you feel more 
inclined to patronize 
businesses that support 
local charities and 
nonprofits?
Yes 122 91.7%
No 11 8.3%

Do you listen to 
local Truckee radio 
stations?
Yes 94 70.1%
No 40 29.9%

8%

92%

Yes No

30%

70%

Yes No

This data represents the amount of 
survey participants that reported to 
be more likely to patronize 
businesses that support local 
causes.

This data represents how many 
survey participants listen and do not 
listen to Truckee radio stations.
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94%

6%

Yes No

Do you follow any 
local or fashion 
blogs?
Yes 8 6.1%

What local groups 
are you a part of?

- Vagina Monologues
- out rigger canoes 
club

- Dinner party mountain 
runners, tahoe 
mountain fitness

- Truckee Donner 
Historical Society, 
Truckee Donner 
Railroad Society

- Humane Society, Tahoe 
Truckee Bar 
Association, Truckee 
River watershed 
council

- Slow Food Tahoe, New 
Moon Natural Foods 
Beer Tastings

- queen of Hearts
- Chamber

- Truckee/Tahoe, 
glenshire

- Donner Party Mtn 
Runners, Tahoe Food 
Hub

- tahoe tech
- Rotary, Chamber of 
Commerce, Boys and 
Girls Club, Humane 
Society, Truckee 
Roundhouse

- Soroptimist, BNI
- It says check all 
that apply but 
there's nothing to 
check.

- None
- Donner Party Mountain 
Runners, FW Nordic 
Ski Educ. Assoc,

- Roundhouse 
Makerspace.

- High fives non-profit
- Soroptomist

- Tahoe/Sierra Board of 
Realtors

- Tahoe Truckee people
- Knights of Columbus
- TRWC, Bear League
- No service orbs, but 
volunteer with lots 
of nonprofits

- Random bong sessions 
with hombres

- former Rotarian in 
Truckee, Friends of 
Truckee Library, 
Horsemans Assoc.

- AAUW, Auburn Ski 
Club, 
FarWestNordicSEA

- Truckee / Tahoe 
People

- Soroptimist 
International of 
Truckee-Donner

This data represents how many 
survey participants follow local or 
fashion blogs.

This data represents the local groups which survey participants reported to be involved in.



Recommendations 
Problem: Lack of brand awareness in the local community 

Problem Components: 
-Store Location (Down the street from the main downtown shops) 

-New Brand (The store has been open for less than a year) 
Strategic Goals: 

-Increase brand awareness for Ela Chapman  
 -Increase local awareness to boost in business for shoulder seasons 

  
Recommendation 1:  

Promote “Shop With Meaning” (Store slogan referring to the donation of $1 to a 
local charity or nonprofit for every transaction) 
This recommendation will be a an overarching theme for all further recommendations 
and strategies because the survey results showed that supporting local charities and 
nonprofits is of great importance members of the community and those community 
members are more likely to patronize businesses who support those causes. 

How will it address the problem: To effectively market itself, an organization must 
capitalize on something that sets it apart from competitors. In the case of Ela 
Chapman, that thing is a commitment to supporting local causes. By showcasing this 
asset, Ela Chapman has the potential to create a strong bond with consumers. 
Because supporting a cause can be an emotional thing, this strategy will be able to 
create emotional ties between consumers and Ela Chapman. 

Potential Problems:  Some more critical consumers may question the authenticity of 
the charitable donations as we’ve seen happen with other brands who rely on this 
strategy such as Toms Shoes. 

Problem Mitigation: Proof of donations and contributions may occasionally need to be 
published. However, this proof does not need to happen in a formal report style 
manner. Using the following recommendations and strategies, information about the 
causes supported and how they used the funds provided for current projects could 
be a fun and engaging way to relay to Ela Chapman consumers that their purchases 
are making a difference. 
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Resources needed: The resources needed for this recommendation depend on 
which strategy is being used to relay the message. See recommendations below for 
specific resources needed.  

Benefits: As previously mentioned, the benefits of this recommendation are the ability 
to set Ela Chapman apart from competitors with something unique that people care 
about a lot. 

Costs: The costs for this recommendation will vary depending on the specific method 
that is used to relay the message. See recommendations below for specific costs. 

Rhetorical Strategies: An effective rhetorical strategy for this recommendation is to 
create a narrative in which the consumer feels like they are a part. This created 
narrative will involve Ela Chapman, a local cause, and the consumer as characters. 
By shopping at the store, the consumer will be able to feel responsible for a positive 
outcome in the narrative. To fully utilize this strategy, it is crucial to create a 
compelling narrative in which the user feels that they are a vital character.  

Recommendation 2:  
Run Paid Facebook ads 
How will it address the problem: Since 100% of survey participants responded that 
they use Facebook, it is clearly an effective method of communication. Facebook ads 
are also a cost effective method of targeted advertising that is perfect for small 
businesses. Since Facebook allows for customization of the target demographics, 
categories such as age, location, and interests can be chosen to carefully target the 
ads to interested people. With these Facebook ads, different content can be featured 
depending on the season. Examples of different content themes can be: holiday 
gifting, new arrivals, a promotional video, and, of course, the “Shop With Meaning,” 
theme. 

Potential Problems:  The biggest problem for this recommendation is the possibility of 
the ads not gaining much traction. Sometimes, some experimentation is required to 
design the most effective ad and target it most effectively towards Facebook users. 
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Problem Mitigation: Facebook provides advertisers with lots of analytics to determine 
how effective the ads are. This will allow for a way to easily determine which ads are 
the best. This process can involve a bit of trial and error, but with careful analysis 
and planning it can be a great way to get exposure in the community. 

Resources needed: The ads that do the best usually involve photos or video. 
Especially since Ela Chapman is a clothing store, visuals are very important. This 
means that quality photos of the store, products, and photos relating to the supported 
charities and nonprofits will be needed. In addition, a video promoting the store as 
well as the “Shop With Meaning” theme could be a great resource. 

Benefits: The biggest benefit of targeted Facebook advertising is the ability to reach 
specific demographics that are easily customizable by the user. Facebook is one of 
the most widely used social media platforms, and it offers advertisers an easy, low 
budget method to access potential customers. 

Costs: The cost of a Facebook ad varies depending on how many people the 
advertiser wants it to reach. Even with a small budget of around $5 per 
advertisement, lots of people can be reached. However, the more money spent, the 
more reach granted. 

Recommendation 3:  
Publish Press Releases about Charity Events 
How will it address the problem: Since the majority of people surveyed reported that 
they read the Sierra Sun and or Moonshine Ink, having an article published about Ela 
Chapman and the “Shop With Meaning” theme could be a great way to get the word 
out. Especially in a small community like Truckee, the local news outlets can often 
act as tastemakers and social influencers. This means that they are trusted source of 
opinions, and therefore an important asset for local businesses. By connecting with 
journalists at either of these publications, Ela Chapman could have an opportunity for 
a great article to be published featuring the store and its philanthropic efforts. In order 
to do this, press releases will be written and sent out both post and prior to events to 
alert the media about newsworthy events at the boutique. 
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Potential Problems: The largest potential problem with this recommendation is the 
difficulty of getting an article written and published. In order to make this happen, Ela 
Chapman will have to employ some PR strategies to pitch stories to local journalists. 

Problem Mitigation: Luckily, the fact that the community and publications are small 
means that the journalists are fairly accessible. Using connections of store 
employees, family friends, etc. Ela Chapman should be able to find a journalist willing 
to come in for an interview to write a story. Another option is to provide the 
publication with content including a written article as well as accompanying pictures. 
Writing and providing local news sources with press releases is also a way to get the 
word out about the store and events. If the charity story is not enough, an article 
could be published about the store in the context of the historic building it occupies. 

Resources needed: In this case, there are many resources needed. First, access to 
connections with journalists or the publications in general is necessary. Second, it 
could be helpful to have content ready to submit to the publications including a 
written article and pictures. Since articles are more likely to be written about current 
events rather than simply store profiles, creating a charitable event involving Ela 
Chapman (Such as a day when $2 or 10% of total transactions is donated to a 
specific charity, or an event like Girls Giving Back involving donations to a specific 
charity and a wine event) may be necessary.  

Benefits: One main benefit to this strategy is that members of the public are often 
more likely to trust an article written by a journalist and published in a newspaper 
than an advertisement published directly by the brand. The Sierra Sun and 
Moonshine Ink are trusted local news outlets and therefore are great ways to get the 
message out about Ela Chapman. 

Costs: Ideally, there would be little to no extra costs to implement this strategy. Unlike 
running paid advertisements, this involves a classic public relations strategy that 
creates more authentic and trustworthy content because there is no money 
exchanged in the process.  

Rhetorical Strategies: A narrative rhetorical strategy is crucial for the success of this 
recommendation. As mentioned previously, the narrative of this news story must 
feature Ela Chapman and a local charity or nonprofit as characters and the support 
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of a local charity as the outcome. In addition, the reader must feel like they can be a 
part of the narrative also by participating and shopping at the store. 

Recommendation 4:  
Raise awareness about Ela Chapman Location using additional signage and other 
methods. 

How will it address the problem: Although Ela Chapman is located in Downtown 
Truckee, it is located across Bridge Street and towards the end of the downtown 
strip. Any store in this location naturally sees a smaller amount of foot traffic than the 
stores on the main downtown area. By raising awareness that there are stores (Ela 
Chapman, Cake Tahoe, Carmel Gallery, Lorien Powers Jewelry) beyond the main 
shopping strip, an increase in shoppers could be seen. 

Potential Problems: The potential problems that could arise from attempting to raise 
awareness of Ela Chapman’s location using signage involve the Town of Truckee 
and regulations they place on additional signage downtown.  

Problem Mitigation: In order to mitigate the problem above, careful research will need 
to be done with the town of Truckee. Since there are regulations about additional 
signage, it is important to check with the governing agency before placing additional 
signs such as sandwich boards outside the shop. A more permanent sign visible to 
shoppers walking down the main street could draw more shoppers in as well. 
However, in order to affix a sign to the building, permission must be granted by the 
owner of the building as well as the town of Truckee. (See Appendix, Figure 1 for 
potential sign design) 

Resources needed: The resources needed for this recommendation are the physical 
signs themselves. Ela Chapman already owns a sandwich board style sign, but edits 
may need to be made to the sign to change the chalk text and graphics depending 
on the season or other things such as sales. For the permanent sign, a physical sign 
will need to be designed, created and affixed.  

Benefits: Since Ela Chapman is slightly further away from the main group of 
downtown boutiques, shoppers often are unaware that the store exists. By increasing 
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and improving signage, more customers who otherwise thought they had seen all the 
downtown shops will be drawn in. Many Ela Chapman shoppers mention that they 
love the boutique and are glad they stumbled upon it. This means that the issue is 
not that people do not like the products or services offered by Ela Chapman, they 
just don’t know about the boutique yet. This presents a unique opportunity to grow 
the boutique’s consumer base.  

Costs: The costs involved in this strategy will vary depending on the costs of permits 

Recommendation 5: 
Collaborate with local businesses who have a similar customer base but sell different 
products. Specific recommendation: hold a “Holiday Pinterest Party” with Atelier (A 
creative store located in the main downtown strip that, “Strives to be the creative hub 
of the local art community by hosting workshops taught by the area’s most sought 
after artists, illustrators, designers, weavers, painters and more who share the vision to 
create always and inspire all,” ). Since Ela Chapman has a very “Pinterest Vibe” 3

featuring a “Pinterest Station” inside the store, a “Pinterest Party” collaboration with 
Atelier would be appropriate. Event participants could work on a guided holiday gift 
craft project while they shop. In addition, this recommendation could be combined 
with the “Promote ‘Shop With Meaning’” recommendation by donating some of the 
funds raised by the event to a local cause. 

How will it address the problem: By partnering with another small business with a 
similar customer base that is located in a prime downtown spot, Ela Chapman has 
the opportunity to strengthen ties within the community, both the community of 
merchants and customers. A collaborative effort to create a positive community event 
will undoubtedly benefit both businesses by exposing new customers to both 
businesses.  Since Ela Chapman and Atelier sell different merchandise, there will be 4

no fear of competition.  

 "About." Atelier. N.p., 2015. Web. 06 Nov. 2015.3

 Solovic, Susan. "10 Ways to Market Your Small Business on a Shoestring Budget | 4

Constant Contact Blogs." Constant Contact Blogs. N.p., 07 May 2013. Web. 06 Nov. 2015.
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Potential Problems: A potential problem with this recommendation is the availability or 
willingness of Atelier to host an event with Ela Chapman. With a busy holiday season 
approaching, their workshop schedule may be fully booked. 

Problem Mitigation: In order to ensure that Ela Chapman is able to secure a time to 
host a collaborative event with Atelier, arrangements must be made ASAP. Busy 
holiday schedules for merchants can book up quickly, so it is important to organize 
the event before it is too late. Just in case it is too late and there is no time available 
during the holiday season, (or just in case the event is a big hit and both parties 
want to host another) a backup plan is necessary. Valentine’s Day presents another 
opportunity for a “Pinterest Party” in which participants could create adorable 
Valentines as they shop and support a local cause. Additional crowded holiday 
weekends such as Martin Luther King day and ski week vacations may present 
additional possibilities for events. 

Resources needed: The resources needed for this recommendation mainly come in 
the form of a partnership with Atelier. Once a partnership agreement has been 
reached, an event plan will be created, and any craft supplies will be acquired.  

Benefits: The main benefit to this recommendation is that it will build a sense of 
community with fellow downtown merchants and shoppers. It will also inform Atelier 
shoppers about Ela Chapman, which could help bring new shoppers to the store. 

Costs: The costs of this strategy will depend on which crafts are chosen and how 
Atelier wants to split the costs of the event.  
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Strategy and Tactics 
In this section, specific needs and timelines for the recommendations above is listed. 

The previous section describing recommendations relays the general ideas and 
content for the strategic communication plan, and this section gives more specific 
details about the implementation of the ideas presented in the recommendations. 

Short Term: (3-6 Mos) (Focus on promoting Ela Chapman for the holiday season and 
popular winter tourist season in Truckee) 
- Implement Paid Local Facebook Advertisements 

• Include content featuring: 
• New Photos 
• Promotional Video 
• Information about current events: 

- Sales 
- Store Events 

- Local Events 
- New Merchandise 

• Materials needed:  
- Photos 
- Promotional Video 

- Written content about the store. 

- Host local charity event, invite local journalists/pitch event as a story for a local 
publication. 

- Place materials in store that educate shoppers about the “Shop With Meaning” 
slogan and how it works.  
• Materials Needed:  

- Promotional pamphlet about “Shop With Meaning” 
- Informative sign to be placed in store that briefly explains “Shop With 

Meaning” 
- Begin the process to acquire a permanent sign affixed to the building. 

• Gain permission from landlord 
• Gain permission/permits from the Town of Truckee 
• Materials Needed:  

- Sign design, eventually a physical sign. 
- Hold collaborative event with Atelier (Pinterest Party) 

• Materials Needed: 
- Promotional Designs for social media and print  
- Physical crafting supplies 
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Long Term (6 Mos+) (Focus on gaining a loyal local customer base that will carry the 
store through slow shoulder seasons as well as focusing on promoting Ela Chapman 
to 2nd home owners in the area to boost sales year round but specifically during 
holiday and popular tourist seasons.) 
- Research HOA and other regional publications for potential advertisement or PR 

opportunities to reach people living in certain neighborhoods: 

- Continue paid Facebook ads, expanding target region to broader Tahoe areas, 
Reno, and Bay area. 
• Materials Needed: 

- Additional Photos 
- New promotional video 
- New written content about store 

- Continue to host collaborative events with other downtown merchants such as 
Atelier.  
• Promotional design materials for print and social media 

Locals 2nd Homeowners

Tahoe Donner Tahoe Donner

Glenshire Grey’s Crossing

Sierra Meadows Lahontan

Prosser Martis Camp
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Post Evaluation Plan 
 In order to assess which aspects of the general plan have worked, each 
portion of this plan will need an individual evaluation due to the varied nature of their 
strategies. After individual evaluations have been completed, the overall effectiveness 
of the strategies outlined in the report will be assessed by combining all of the 
individual evaluations. Once evaluations have been completed, specific 
recommendations can be continued or discontinued depending on their 
effectiveness. 
Recommendation 1: Promote “Shop With Meaning” 
Since the ultimate goal of promoting “Shop With Meaning” is raising awareness that 
Ela Chapman donates $1 per transaction to a local cause, another survey could be 
done in 6 months and again in a year. The survey could take the form of a simple 
online survey or an in person survey involving the store employee conversationally 
asking customers if they are aware of the “Shop With Meaning” initiative. 

Recommendation 2: Utilize Paid Facebook Advertisements 
Paid Facebook advertisements are very easy to evaluate due to Facebook’s 
convenient and thorough analytics, it’s easy to evaluate the reach and effectiveness 
of the advertisements. In addition to this analysis provided by Facebook, an 
evaluation of the current store revenue and number of shoppers per day can be 
compared to those numbers 6 months and 1 year in the future.  

Recommendation 3: Get Article Published in Local Publication 
An evaluation of number of shoppers and sales before and after the publication can 
be conducted. Additionally, conversations with shoppers in the store can reveal 
whether or not they had seen the article. 

Recommendation 4: Increase Signage to Raise Visibility 
An evaluation of the effectiveness of this strategy will be completed in a similar 
fashion to the second part of the paid Facebook advertisement evaluation. 
Comparisons of revenue and number of shoppers can be compared to future 
numbers. Another method of analysis is an additional online survey.  
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Recommendation 5: Create Collaborative event with another local business 
Comparisons of revenue and number of shoppers can be compared to future 
numbers. Another method of analysis can be another online survey. In addition, the 
amount sold at the event or later with coupon codes from the event can be a telling 
sign of effectiveness.  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Conclusion 
 Ela Chapman is faced with a great opportunity to raise brand awareness within 
the local community and increase sales. Since the boutique is relatively new and 
located on the outer edge of the downtown strip where most stores and boutiques 
are located, Ela Chapman can see less natural foot traffic than other stores located 
more centrally in downtown. This means that the communication problem currently 
facing Ela Chapman is a lack of visibility and brand awareness. 
 There are some specific recommendations for remedying this problem and 
taking advantage of the opportunity it provides: 
- Recommendation 1: Promote “Shop With Meaning” 

• Ela Chapman donates $1 for every transaction to a local cause and over 90% 
of people surveyed said that they would be more likely to patronize a business 
that supports local causes, meaning that the boutique has a large opportunity 
for growth here! 

- Recommendation 2: Utilize Paid Facebook Advertisements 
• Targeted Facebook advertisements are a very cost effective way to reach lots of 

members in the local community. Content like pictures and video are the most 
engaging and should be promoted. 

- Recommendation 3: Get Article Published in Local Publication 
• Words from trusted local publications can have much more impact on an 

audience than a paid advertisement. Having an article published about Ela 
Chapman in well read local publications could be an effective way to raise 
awareness. 

- Recommendation 4: Increase Signage to Raise Visibility 
• Increasing the signage and visibility of the boutique could help draw in 

shoppers in the general downtown area. 
- Recommendation 5: Coordinate Collaborative event with another local business 

• By collaborating with another local business who targets shoppers of a similar 
demographic but sells different merchandise, both businesses have an 
opportunity for growth. 

These recommendations go hand in hand with a set of specific strategies and tactics 
including short term and long term goals to carry them out. After implementation of 
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these recommendations, strategies, and tactics, each will be evaluated. The most 
effective strategies can be repeated and the least effective can be retired. 
 While most look at communication problems as negative things facing 
businesses, it is far more productive to see them as opportunities. Through 
implementing the recommendations in this report, Ela Chapman has the opportunity 
to grow and learn as a business.  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Appendix 
 
Figure 1, Ela Chapman Sign 

Figure 2, Downtown Truckee Map 

!23

Come shop  
with us! 

ela chapman 
Shop With Meaning

Main
 Dow

ntow
n St

rip 
Shop

s ela  
chapman



Works Cited 
"About." Atelier. N.p., 2015. Web. 06 Nov. 2015. 

"Positioning: Setting Your Business Apart." Entrepreneur. N.p., 04 Dec. 2006. Web. 06 
 Nov. 2015. 

Solovic, Susan. "10 Ways to Market Your Small Business on a Shoestring Budget |  
 Constant Contact Blogs." Constant Contact Blogs. N.p., 07 May 2013. Web. 06 
 Nov. 2015.

!24


