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Situational Analysis 
 

Barnard General Store (BGS), located in Barnard, Vermont, was established in 1832, making it one of the longest-
running general stores in the state. The store’s customer base includes residents of Barnard and other neighboring 
towns in Windsor County. Residents within the town of Barnard are predominantly white, over the age of fifty, and 
middle class (Sociocultural) (Exhibit 3A). The rural parts of Windsor County tend to affiliate with the Republican Party. 
However, the county of Woodstock affiliates with the Democratic Party. The state of Vermont is predominantly liberal, 
especially regarding social issues (Political).  BGS’s customers are characterized by their loyalty and emotional ties to 
the store; with many defining it as the “center of their community”. This strong connection is evidently shown through 
their commutative fundraising efforts to reopen the store in 2012 (Customer). One of the leading factors that influenced 
the closing of BGS were the heavy government taxes being imposed on small businesses (Economic) (Exhibit 3B). A 
year later, however, the Barnard Community Trust was able to raise enough funds to open the store. The Barnard 
Community Trust currently owns the BGS property and store. BGS also falls under Retail and Grocery Store 
regulations, following the Health Regulations for Food Service Establishments under the state of Vermont. The store 
is also expected to follow the guidelines under the OSHA under the United States Department of Labor. (Legal and 
Regulatory).  BGS does not utilize many media platforms, only existing on Facebook (around 3,100 followers) and 
Instagram (around 600 followers). Through these vehicles, BGS gives information including daily hours, location, 
contact information, and pictures of the menu and some of their customers (Technology). Being located in Vermont, 
the store is subject to harsh weather conditions. (Natural) (Exhibit 3C). 
  
BGS sells groceries, kitchen and deli, breakfast and lunch services, coffee, and convenience items. The store also 
offers gas pumps. Almost all of their products are sourced locally and stocked based on their customers’ suggestions 
(Product). Barnard General Stores prices are known to be very affordable for their quality. A dinner at BGS ranges 
from $2.50 to $8.50. Customers can order coffee, breakfast, lunch, or from the deli at a very reasonable price at BGS. 
The general store also has a great selection of groceries sold at similar prices to other American grocery stores. 
Additionally, BGS has a gas station with prices ranging from $2.99 to $3.49 a gallon (Price). Most of the store’s 
promotion comes from word of mouth advertising. Their only means of self-promotion is through their Facebook, 
Instagram, and YouTube accounts with only a small following (Promotion). BGS is located on the outskirts of the Upper 
Valley Region. The general store’s facilities include a deli, grocery, retail operations, and an indoor ATM. Barnard 
General is one of the largest running general stores in Vermont and has become a local hangout for their population. 
In the Spring and Summer, locals will gather on the general store’s porch and catch up on the town’s gossip. The 
general store is a short distance from Vermont Law School, Vermont Tech, Dartmouth and Middlebury, and close to 
the wooded heart of the Green Mountains. BGS distributes its products to a full-time population of 947 people (Place 
and Distribution).  
  
Nearby, F.H. Gillingham and Sons play a central role in its community due to its continuity of family ownership and 
prolonged success. They offer a variety of local convenience products and prepared gourmet foods. A direct competitor, 
The Original General Store, serves as a “hub” for locals and tourists who take part in the various activities located 
around the store such as skiing, hiking, and golfing. They encourage visitors to stop by the store after their adventures, 
offering breakfast, lunch, and dinner or to pick up local products and groceries. These general stores are direct 
competitors of BGS. Similarly, they are essential to their communities. Dollar stores propose themselves as indirect 
competitors for BGS (Competitive). 
  
Due to its authentic brand, history, and connection to its local community, BGS has a significant market share among 
the general store industry in Vermont (Strengths) (Exhibit 3D). Problematically, however, BGS faces issues such as 
insufficient media presence, smaller community reach, their financial status, and poor management (Weaknesses) 
(Exhibit 3D). In order to tackle these problems, BGS can hold community fundraisers, gain more media coverage and 
promotion, and partner with other local non-profit organizations (Opportunities) (Exhibit 3D). Currently, the biggest 
threats facing the store include their local competitors (both direct and indirect), economic factors, and the town’s 
population both year-round and seasonally (Threats) (Exhibit 3D). 
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Brand 
 

Currently, the slogan of Barnard General Store (BGS) is, “Keeping it Local”. We plan to slightly tweak the slogan to 
“Keeping it Local Since 1832” to communicate BGS’s history while also conveying the ties BGS has with its community. 
BGS is more than just a store, rather, it is the center of the community that connects customers with local products, 
services, and most importantly, with each other. Through this interconnectedness with its surrounding community, 
customers resonate and feel personally connected to the store. Through every store experience, customers know they 
are contributing to their local businesses and other community members which establishes a sense of pride and duty 
toward serving one’s community. Through this slogan, customers are reminded that they are helping more than just 
themselves and contributing to a landmark that has been an integral part of the community for decades (Exhibit 4A).  
 
We changed BGS’s logo because we felt as though the previous one was not capturing the distinctive characteristics 
of the store. The old logo featured a single tree with a missing branch along with the name of the store which we felt 
did not capture the liveliness that the store encompasses. To alter this, we created a new logo with three trees from 
varying seasons with the name, slogan, and origin date below it. The trees represent the enduring nature of the store, 
remaining open to serve the needs of the community through all seasons. It also encompasses the nature and images 
of Vermont where the store is located. We also changed the font style to appear more traditional. Finally, we included 
the slogan to express the sense of community and history within the logo.  
 
The Barnard General Store’s name describes its exact location and purpose, inferring it does not have a distinctive 
name (Distinctiveness). By utilizing the town of Barnard in the name of the store, BGS is representing and 
encompassing the ideals and characteristics of their local community (Association). BGS’ name also allows customers 
to easily recognize and identify the store and what they offer to their customers (Simplicity). Since the BGS name is so 
simple, it is easily inferred by its customers what goods and services are being provided (Benefit). The store has been 
operating since 1832 and has been family-run ever since. Locals truly appreciate and adore all the history that has 
allowed the store to become what it is today (Heritage).  
 
BGS positions itself as a local general store that has strong support from their community. Community members are 
characterized by their loyalty to BGS, preferring to shop with them over any competitors. Locals find superior value in 
the store due to its strong ties to the community, history, and products. The store also exists as a meeting place for 
community members to meet and interact. Although the prices might be higher than some of their competitors, their 
experience justifies it (Brand Position). BGS does not over-promise to its customers, rather, they are honest and take 
pride in the fact that almost all of their products are sourced locally. Through these initiatives, BGS shows consistency 
and dedication to what they are promising their customers (Brand Promise).  
 
The Barnard General Store has a very positive brand image due to their strong connection to their local community. 
BGS has offered a place for customers to interact for decades. BGS caters to the desires of its customers, stocking 
their inventory based on their specific requests. The store truly makes strong efforts to cater and support their 
community which makes it very easy for them to have a positively perceived brand image (Brand Image). BGS is truly 
dedicated to aiding the needs of its customers; always aiming to provide products that the locals want. BGS treats its 
loyal customers like family, so it is no surprise that their brand is characterized by their orientation toward serving them 
(Brand Personality).  
 
Customers value BGS for their strong relationship with their community, convenience, and congenial environment. By 
creating a hospitable environment with locally sourced products, BGS is able to convey their values while also having 
the community to perceive them in the same way (Brand Value). Customers of BGS purchase products from the store 
regardless of the high prices. Although these prices are higher than most competing brands’, customers continue to 
shop with the store due to their perceived value behind BGS. BGS creates a unique shopping experience characterized 
by their hospitable environment and sense of community. These unique characteristics justify their higher prices (Brand 
Equity) (Exhibit 4B). 
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Objectives and Strategies 
 

Our behavioral objective is to raise $750,000 to fund BGS. In order to raise such a large amount of money, we expect 
to gather the donations over a two-year time span. This fundraising campaign will start January 1, 2020 and end 
January 1, 2021. In order to achieve our behavioral objective, it is imperative to raise awareness of BGS (Attitudinal). 
BGS is not just a convenience store for its local customers, but a social and fun experience for everyone who goes. 
Spreading awareness of BGS’ family and wholesome community feel will help drive traffic and create buzz amongst 
the small community. In addition to Barnard citizens, we find it would be beneficial to create awareness in the entirety 
of Windsor County (Exhibit 5A). The more we advertise the wholesome community feel of BGS, the more we hope to 
bring people in for a wonderful experience. 
 
BGS is the only general store in Barnard and also the only store in the area that can provide the community-based 
atmosphere that BGS offers (kernel of truth). BGS offers a place for the community to gather while bonding over the 
delicious foods and reasonably priced goods that BGS provides to their customers. They offer a unique experience 
that other general stores cannot achieve (Exhibit 5B). For example, the customers of BGS gather together in the 
mornings and afternoons to grab an enjoyable breakfast/lunch sandwich and a coffee. They talk to each other about 
their personal lives, such as their families and their relationships, and develop a connection that is only possible 
because BGS creates this rare environment. 
 
Our big idea features Jack, who lives in Taftsville, VT and owns his own plumbing business. Jack performs most of his 
work to residents in Barnard, VT. Between clients, Jack typically drives around Barnard looking for casual diners and 
restaurants to read his paper and refuel on a cup of coffee or sandwich. One day as he was driving around, he came 
across BGS. Although Jack lives in an outside Barnard, he feels at home while in the general store. Jack began to 
build connections with the staff and local customers. Jack was able to identify with this general store and fit in with their 
community (Big Idea). Our campaign will have the tagline, “Keeping it Local since 1832. Do your part. Donate Now.” 
This allows us to communicate with our target audience and stakeholders that BGS needs donations to continue their 
craft.  
 
Our main advertising strategy is to run advertisements in newspapers that reach the greater Barnard area. Our target 
audience is of the age where they prefer reading tangible newspapers as opposed to digital resources. We also want 
to elicit a direct response from our viewers. On these advertisements, we will display either an address or a link where 
the viewer can immediately go to and donate (Advertising Strategy). We believe this will help us tremendously in 
reaching our goal of $750,000. To express BGS’ loyalty to their community, we are going to charge an extra $1 to any 
sandwich that is offered on the menu every Thursday and Friday of September 2020. All proceeds will be donated to 
Mt Ascutney Hospital and Health Center, which is a not-for-profit hospital located in Windsor County. We believe that 
this will make all of our stakeholders and the members of the Barnard community proud of BGS. Another public relations 
strategy we are going to implement is a food and clothing drive every Saturday and Sunday during September 2020. 
All supplies will be donated to The Upper Valley Haven (PR Strategy). Our sales promotion strategy is encouraging 
residents to attend BGS’ Annual 5K Walk/Run Event. This event will take place downtown Barnard, VT on Saturday, 
April 4th at 11 AM. All proceeds from this event will be fundraised to keep BGS running in the town of Barnard. Athletes 
will have to pay a flat rate of $10 to participate, but we will incentivize people to donate more money by receiving prizes 
based on their donation tier. The first tier of $25 will receive a card holder phone sticker, the second tier of $75 will 
receive a BGS “swag bag”, and the top tier of participants who donate $600 or make a $25 monthly payment to BGS 
will be awarded with a free dinner catered by BGS monthly (Sales Promotion Strategy). For our digital media strategy, 
we are going to focus on revamping the Facebook and Instagram page and use it to showcase deals and promotions 
BGS has daily. We will focus on Facebook because that is the social media outlet that is most likely to resonate with 
our target market. We will incorporate direct response within our digital media strategy by posting the link to the BCT 
in our Facebook bio. We hope that seeing BGS’s posts and seeing what the money is going towards will entice more 
people to donate. Posts will be made on both Instagram and Facebook to make our followers aware that they can 
donate directly from their social media pages using the link in our bio (Digital Media Strategy). 
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Target Audience 
 

In order to determine BGS’s optimal target market, a concentrated strategy was used (Segmentation Strategy). This 
strategy is low risk and creates the ability to target individuals who are characteristically most likely to donate to the 
store. In order to represent these prime individuals, the personas of Jack and Jackie were created (Exhibit 6A). Jack 
and Jackie are a married couple who have lived in Barnard for over twenty years. They are an active couple who are 
nearing retirement. They adore the Barnard community and are regulars at the BGS. Jack and Jackie are 55 years old 
and have a large family of loving children and grandchildren. They represent BGS’s target market who have been 
identified to have a median age of 54.3 and a median household income of $69,063 (Life Stage) (Exhibit 6B).  
 
The geographic segmentation for BGS’s target market is concentrated on the town of Barnard as well as the 
communities that surround it. Barnard has a population of 760 citizens, of whom 98% are white. The town also has an 
almost equal gender representation of 51% of residents identifying as male and 49% female. Of the population, 66% 
are married couples who live together and the average family size for Barnard is 2.8. The median household income 
is approximately $69,063. Just over the border of Barnard is the similarly quaint town of Stockbridge. The town’s 
population is 684, 98.8% being white, and about 58% of the population being married couples that live together. The 
town holds approximately 281 households and 193 families. The median household income is about $59,762. The final 
neighboring town included in the geographic segment of BGS’s target market is Sharon, Vermont, about 23 minutes 
from BGS. This town is slightly larger with a population of 1413 citizens, of whom there is another close representation 
of 49% male to 51% female population. Of these residents, 97.3% of citizens are white and the median age is 50 years 
old (Demographics and Geographic’s).  
 
The psychographic segmentation of BGS’s target audience is made up of individuals like Jack and Jackie. These 
residents are very active, so they make good use of all the activities their community has to offer. They enjoy going on 
hikes, bike rides, kayaking excursions, skiing, and walks throughout their community. Individuals like Jack and Jackie 
enjoy grabbing a lunch sandwich with their loved ones at local stores after an afternoon hike with their dogs on the 
weekends, which shows their support for local businesses. These individuals are close to their families and wish to 
share their community and BGS traditions with their children and grandchildren. These residents are financially savvy 
and have built up a good amount of savings to sustain their lifestyle after their upcoming retirement. They also feel 
strongly attached to the small businesses in their community and make efforts to shop small and local businesses. 
(Psychographic).  
 
The behavioral segmentation of BGS’s target audience is made up of individuals who live a very modest lifestyle and 
prefer to do in-person shopping for all the goods they buy daily. Jack and Jackie do not prefer to shop online, especially 
when it comes to shopping for their groceries. Therefore, the BGS is the perfect store for them to grab food, groceries, 
and supplies whenever they need it. The age of our target audience consists of people who are loyal to stores and 
brands. As opposed to younger generations in who characteristically do not have much brand loyalty. The people who 
reside in Barnard and the other surrounding towns are creatures of habit, they shop at the same places daily and go 
to their favorite restaurants regularly. They find it worthwhile to support local stores and build relationships with the 
people who own them. This is why people who may have never shopped at BGS will be willing to donate to support 
their cause. These residents understand the importance of the comfortable and fun community that BGS provides for 
all of its customers (Behavioral Characteristics).  
 
BGS’s target audience consists of like-minded individuals who value similar benefits from their purchases. Customers 
like Jack and Jackie appreciate the convenience of a shop like BGS which offers grab-and-go options like their morning 
cup of coffee and a breakfast sandwich. This fulfills their basic needs on the way to work or school. They also value 
the chance to indulge in treats like fluffy blueberry pancakes to be enjoyed in their sit-down dinner setting. The high 
quality of BGS’s food and goods is well-loved by its customers. The great value of products, alongside their affordable 
prices, creates an environment sought by customers (Benefits Sought).  
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Advertising 
 

We want to communicate to our potential donors that BGS is not simply a general store. BGS offers a community 
atmosphere that encourages families, friends, and acquaintances to gather and have a nice conversation over a 
delicious lunch or breakfast. BGS fosters growth in their community and means so much to so many families and 
employees who work at the store. We want to tell the story of BGS through our advertisements so others understand 
that keeping the traditions of BGS going for generations to come would have a positive impact on so many people 
(Communication Objective).  
  
We believe the best strategy to use is a social message strategy (Message Strategy). This is the best strategy because 
we are not trying to sell a product or a service to our target audience. Rather, we are trying to sell the idea of the strong, 
tight-knit community that BGS provides to their local area. We want to emphasize the enjoyable atmosphere that occurs 
when families and friends gather at BGS. We will be able to convey this message through the advertisements we 
publish for our target audience to view. They will, hopefully, realize through these advertisements how special BGS is 
to so many people, which will encourage donations.  
  
The best way to advertise to our target audience, we believe, is through print advertising in a local newspaper (Exhibit 
7A). Our target audience is of the age where they much prefer reading tangible newspapers as opposed to using digital 
resources. We also want to elicit a direct response from our target audience. On the advertisements, we will display 
either an address or a link where the viewer can immediately go to donate. We believe that this will help us 
tremendously in reaching our goal of raising $750,000.  
  
We plan to create an advertising campaign centered around Jack (Exhibit 7B). Jack is nearing retirement and is eager 
to keep BGS running for his children and grandchildren. Jack has been a local at BGS for over a decade and was able 
to identify with this general store and fit in with their community (Big Idea). Jack wants his family to be able to continue 
visiting BGS and to create positive memories for future generations. Jack is so passionate about helping BGS because 
he believes it is such an essential asset to the community. 
            
Two primary objectives of our campaign are to create a message that touches the emotions of our target audience and 
brings viewers to donate to BGS. In our campaign, Jack is an older man who loves BGS whole heartedly. It is not just 
a general store to him; but it is a local hangout, a safe spot, and a home. Since our target audience is around the same 
age as Jack, we decided to have Jack tell the story of why BGS is worth fighting for. Throughout the campaign, Jack 
mentions the impact BGS has had on his family’s memories. Our audience will be touched by these stories and will 
feel obligated to help their community by donating to BGS. We told these stories, also, through a video and radio 
advertisement (Exhibits 7C & 7D). While we need our message to touch the emotions of our audience, we also need 
them to feel inclined to donate. Our behavioral objective is to raise $750,000, which is why at the end of our 
advertisements, we list the website link people can go to and donate to help us achieve our objective. 
  
We have chosen to place our advertisements in local newspapers because we believe this will help us best reach our 
target audience. The two newspapers we have chosen are The Valley News and The Vermont Standard. We believe 
these are the best options because the average age of people who read these newspapers matches our target 
audience’s age range. After viewing the media kits and figuring out the costs for placing our advertisements in these 
newspapers (Exhibits 7E and 7F) we were sure that it matched our price range along with being the best newspaper 
to reach our specific audience.  
  
We believe that our communication strategy, which will be shown in all of our advertisements, will help us achieve our 
objectives of touching on the emotions of our audience and creating messages that can resonate with others. By 
placing these advertisements in local newspapers, we strongly believe that we will reach our target audience and be 
on our way to raising $750,000 for BGS.  
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Public Relations 
  
BGS has been working hard every year to keep themselves in the news so they can represent their local community 
and show how much BGS values their customers. BGS is involved in and also hosts many community events. This 
past December, BGS held a “Pajama Pancake Breakfast” with Santa so that children could come and enjoy the BGS 
Christmas spirit. Another event took place this past September. BGS took over Vermont Retail & Grocers Association 
(@vtretail) Instagram page to show the followers what a day in the life of working at BGS entails. BGS was also featured 
in the news when a short article which featured many pictures was published. It was about how charming BGS was 
and how it has been open since the Civil War. This article was published in August of 2018 by OnlyInYourState.com.  
Another event BGS holds annually is their Pancake Breakfast and Easter Egg Hunt, which took place last year on April 
20. This is a perfect example of how much BGS cares for their community and wants to hold events that bring the local 
community together. Local community members and also people who simply stopped into BGS on their way to or from 
somewhere have taken advantage of platforms such as Yelp and TripAdvisor. These customers have praised BGS for 
the welcoming and comforting atmosphere BGS promotes and the delicious food they serve daily. 
  
BGS has values that go far beyond simply making a profit. BGS believes in supporting their local community in whatever 
way they can. An example of how they do this is by only purchasing produce from local vendors. Also, BGS encourages 
all members of their local community to stop by and hang out at the store to talk to other members of the community. 
BGS never rushes customers out. They want their customers to build relationships with one another that go beyond 
the surface level. One of the many things BGS does especially well is promote the Vermont way of life. They are 
partnered with many local vendors that serve them with all produce locally grown and made in Vermont. BGS truly 
sticks to their slogan of “Keeping it Local”. 
  
BGS values all of their stakeholders and understands the importance of respecting all their stakeholders’ interests, 
opinions, and goals. Some of BGS’ stakeholders include the Barnard Community Trust (BCT), local and state 
governments, competitors, local community members, and an extensive list of others (Exhibit 8A). The stakeholders 
play a crucial role in keeping the tradition and community at BGS alive. BGS especially needs the financial support 
from the BCT. The BCT, along with many other stakeholders, visit the store frequently to show their support and 
promote their community values. BGS satisfies their stakeholders because they buy all their products locally, which 
helps them develop relationships with other members in their local community. Not only do they build relationships this 
way, but they are helping support other small, local businesses in the process, which is another way they serve BCT. 
The local and state government support BGS by giving financial support and promoting shopping at small businesses. 
  
A PR strategy we are going to begin is on every Thursday and Friday of the month of September 2020 we will charge 
an extra $1 to any sandwich that is ordered off of the menu (Exhibit 8B). All proceeds will be donated to Mt Ascutney 
Hospital and Health Center, which is a not-for-profit hospital located in Windsor County. We believe that this will make 
all of our stakeholders and the members of the Barnard community proud of BGS. During this especially difficult time 
our country and specifically our state of Vermont have witnessed the healthcare workers working tirelessly around the 
clock to promote the health and safety of all members of our community. Our consumers will really appreciate this 
because the health and safety of all members of our community is of the utmost importance. Another PR strategy we 
are going to do is going to benefit The Upper Valley Haven, which is a non-profit in Windsor County that serves 
homeless people by providing them with shelter, food, clothing, etc. We are going to have a food and clothing drive 
that runs throughout the month of September (Exhibit 8C). Every Saturday and Sunday of the month we are going to 
be collecting any items that members of our community are willing to donate. We believe that this is a great cause to 
donate to because decreasing the homelessness problem in Vermont is very important to all people who live in the 
state. Also, this shows that BGS cares about their local community and that giving back is extremely important. We 
believe this will satisfy all of our stakeholders. We have created a PR calendar for the month of September (Exhibit 
8D). Along with this, we have written a pitch letter that we are going to send to the local newspaper so we can gain 
attention from the public on the events we will be holding (Exhibit 8E). Lastly, we drafted a media list of numerous 
media outlets we can contact if need be (Exhibit 8F). 
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Sales Promotion 

Our premium sales promotion strategy is encouraging participants to attend BGS’ Annual 5K Walk/Run Event (Exhibit 
9A). This event will take place downtown Barnard, VT on Saturday, April 4th at 11 AM. All proceeds from this event will 
be fundraised to keep BGS running in the town of Barnard. In order to participate, athletes must pay a flat fee of $10, 
but have the chance to win exclusive prizes if they raise or donate more. Participants will be given a t-shirt that says 
“Walk. Run. Donate” that participants will wear during the event and continue to wear to spread awareness. There will 
be three tiers of prizes athletes can win by raising certain values of money. For the first tier, of donations at least $25, 
donors will receive a rubber, card holder phone sticker with the BGS logo on it (Exhibit 9B). For donors who give at 
least $75, they will get the second-tier reward of a BGS “swag bag” which includes a BGS baseball hat, t-shirt, and 
card holder. To be ranked in the top tier, donors must donate $600, or make a $25 payment to BGS monthly over the 
course of two years. These donors will be awarded with a free dinner catered by BGS at the end of every month where 
donors can bring up to 3 guests. These donors will also have a passage about them in the local newspaper thanking 
them for their civility and generosity. 

We decided to use premium promotions to entice donors to spend more money if they are receiving a prize in return. 
Premium promotions are beneficial for BGS because it is an inexpensive way to reach a large audience and to 
encourage people to donate to BGS. Every athlete in the 5K will receive a “Walk. Run. Donate” t-shirt at the start of 
the race if they pay the minimum fee of $10. We will be giving out rubber, card holder phone stickers for donors of $25+ 
and a “swag bag” for donors who give $75+. Our prizes relate to BGS because we want to advertise BGS to consumers 
so that more people will be willing to donate and visit the store. Donors will feel good about donating to BGS because 
they know their money is going towards a good cause and they are being rewarded for their positive actions. Donors 
will be able to show off their prizes to family and friends and can help advertise BGS’ fundraiser to those who are 
unfamiliar with the store. This is also an example of free, word-of-mouth advertising because consumers will be more 
willing to speak highly about BGS if they are satisfied with their experience with BGS from the 5k Walk/Run. 

To involve suppliers in our sales promotion strategy. BGS will host a “Bake Off” outside their general store (Exhibit 9C). 
This bake sale will involve not only the suppliers, but the general public as well. Ticket prices for the general public will 
be $7 for adults, $5 for seniors (65+), and also $5 for children (12 and under). Due to this event being paid admission 
only, ticket holders will receive a wristband which allows them to come and go as they please. The “Bake Off” will give 
suppliers the opportunity to showcase new products and sell existing inventory. The general public will walk through 
the line of suppliers who will have booths and tables set up. This will not only allow the suppliers to broadcast their 
brand, but also give more exposure to local brands. The exposure to local brands will increase community awareness 
and keep smaller companies in business. The suppliers (Local Brands) will just have to pay a small premium to have 
a booth at the event because there are limited spots. At the beginning (and end) of the booths and tables there will be 
a donation booth where the general public can interact with employees and either donate or just learn more about 
BGS. The event will take place Saturday, June 29th, 2020 and Saturday, June 19th, 2021. The event was selected on 
a weekend because it allows whole families to attend and make it an activity for both adults and children. Throughout 
the day we will have a photographer taking pictures, a photo booth, and a BBQ in the evening hours. The event will 
start at noon and end around 7PM. Based upon the success of this year's “Bake Off'' we are open to expansion 
opportunities for 2021. 

We are most concerned with our target market who is someone who loves their community and is highly involved with 
local politics and concerns. We expect the majority of our attendees will be our target market because we are promoting 
Vermont foods and incorporating local businesses. Our target market is classified under Generation X, which is the 
most likely generation to donate to nonprofits. Generation X donated on average $1,061 in 2019 to 4.2 charities for a 
total of $56.6 billion. With this knowledge, we expect that our target audience will be willing to attend the 5k event and 
donate to BGS. We also expect families outside of our target market to attend because we have made the event family 
friendly. We want to keep pushing the notion that BGS represents community and helping local companies. An example 
would be someone wearing a BGS t-shirt from the 5k event to show they support their community and Vermont’s local 
businesses.  
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Digital Media 
 

Digital Media for BGS is represented by active social media platforms that engage with their followers and create posts 
regularly. BGS’s Facebook Page is well maintained and has an average response time of about an hour to speak with 
one of the administrators of the page. The Facebook Page has 3,203 likes, 3,316 followers, and 774 check-ins.  Their 
content consists of personal updates from the owners, updates about store hours, events in the community of Barnard, 
new food specials, and collaborations with other local businesses. Facebook posts that showcase Vermont or Barnard’s 
scenery and culture have the most likes, and shares compared to general updates about the store. In recent, the 
coronavirus pandemic has caused more comments and shares because BGS has been posting about what actions 
they have taken to help the community and other businesses. Their Instagram has the same posts as Facebook but 
has 653 followers and more likes per a post. BGS posts videos to their social media but does not have a YouTube 
Channel. BGS does not have its own website but has a section titled ‘Barnard Community Trust’ on the official 
Community of Barnard website, where there is information about the store and its effect on the community along with 
how to donate. 
 
BGS’s social media content currently consists of graphics featuring menu items, updates about the store, and 
messages to the followers about local events. On occasion, they feature products from their store and their employees. 
We recommend that BGS can better convey through their content the spirit and characteristics of the store, and the 
community of Barnard. On their Instagram, BGS should be more selective and focus on high-quality photos that depict 
the town, food, and customers to engage prospective consumers and locals. Instagram stories can be utilized for 
announcements, as can be the Facebook Page. Polls and other features of social media can be used to engage with 
the community of Barnard, and to receive feedback on what the administrators should post more of. 
 
Our attitudinal objectives to increase awareness of BGS, but also emphasize how its more than a store, but a social 
experience. To meet this objective, BGS can update its digital media to showcase the store and the community of 
Barnard through images of the products, employees, customers, and its collaborations with other businesses. Our 
behavioral objective is to raise $750,00 for the BCT. Digital media is the most efficient way to get people to donate to 
the fund, as the accounts can put the link in their bios and advertise on Facebook (Exhibit 10A) and Instagram stories 
(Exhibit 10B) often. The feeds of both platforms should be used to give people a reason to donate and see how their 
money would be used efficiently. We recommend that ‘Stories’ can show a monthly update of how close BCT is to 
reaching their goal, and reasons why people should donate, but also how the donations are being put to use.  
 
We want to focus on Instagram (Exhibit 10C) because it's a platform that can pull a lot of prospective customers to 
BGS and donors to BCT. The Instagram algorithm is able to put smaller accounts, such as BGS, onto people explore 
pages based on their content and quality of their images. Currently, Instagram and Facebook posts jokes, graphics, 
and updates in the form of pictures. Direct Response will be incorporated by having a consistent feed on Facebook on 
Instagram by having 15 posts a month, and daily stories. We recommend having a content calendar (Exhibit 10D) that 
will be followed for updates, posts, contests, and polls. Our (Exhibit 10E) shows an example of a post asking if 
customers will be coming to ‘Free Pancake Friday’ with a brief sentence explaining the deal. Graphics and polls will 
create buzz and engagement amongst the following because people can direct messages and ask questions, 
screenshot the post, and send to friends. Promoting BCT and reminding followers to donate through Facebook posts 
and Instagram stories, won’t cause clutter amongst people’s feeds and will actively remind them to look at the link and 
make a donation.  
 
We believe digital media is important to our Integrated Marketing Plan because it can define how prospective donors, 
outsiders, and people within the community of Barnard see BGS. Digital media enables customers to engage with the 
store and with other communities in a way that goes beyond seeing each other in the store. By promoting their special 
offers, showcasing their staff and their community events, and having humor and heartfelt images; BGS will be able to 
remind their followers how important they are to Barnard and Vermont as a whole. A paid social media intern will be 
responsible for keeping up to date with the content calendar and posting on the Instagram and Facebook stories. 



 

 

11 

Evaluating Effectiveness 
 

In order to measure how effective our PR campaign was, we have to look at all the events we held and see how they 
affected certain aspects of the store. For example, our first PR event is charging every customer an extra $1 on every 
sandwich ordered on Thursday and Friday during the month of September. This money would be donated to Mt. 
Ascutney Hospital. We have to look at the amount of money raised along with if more sandwiches were ordered on 
these days than usual. If more sandwiches were purchased, we would know that our customers appreciate that BGS 
is giving back to the community. To measure whether our second PR campaign, which was the food and clothing drive 
for The Upper Valley Haven, was successful we would have to measure if we received more visitors on the weekend. 
We would also have to look at how many items were donated and if the donations had a positive and significant impact 
on helping the homelessness problem in our area (Public Relations). 
 
For digital media, our effectiveness will be evaluated by the number of views, likes, shares, and comments on our 
Facebook and Instagram posts and stories. The success of our campaigns and changes over the next will be compared 
to the statistics of the account prior. Growth in engagement and sharing posts and donations to the BCT will prove the 
effectiveness of the digital media changes. By having an Instagram feed that showcases the products of BGS, the staff, 
and the views of Barnard, followers will be able to see the personality of the store and enjoy high-definition images. 
Since posts that are about updates don’t get as much engagement, as they are still necessary, they will be posted as 
captions or on the story. The Facebook Page has over 3,000 ‘likes’, which causes more comments and shares on the 
content, but will also be following the plan of posting more photos of BGS and the community. All of this can be 
evaluated by an increase in followers, comments, shares, and eventual donations (Digital Media). 
 
After constructing our sales promotion plan, we calculated how many people would engage in our Annual BGS 5K 
Walk/Run Event. To do this, we used the tapestry segmentation zip code lookup by ESRI, an international geographic 
software. Our target market was categorized as the “Great Outdoors” and we found that 49.2% of Windsor County fell 
into our target market. We then looked at the census data from the “Windsor Essex County Health Nut” and found 
26,090 Windsor County residents are between 55-65 years old. We multiplied 26,090 by 49.2% to prove there are 
roughly 12,836 people in Windsor County our campaign will target. We used 12,836 in our calculations of cost to 
represent how many people we think will donate to BGS from our campaign. First, we plan to measure the effectiveness 
by measuring how many donors raised more than $10 for the Annual BGS 5k Walk/Run Event. Our goal is to have 
12,836 people attend the event and donate to BGS, so, 12,836 donors would be an appropriate return. Aside from the 
Annual BGS 5K Walk/Run, we have to measure the effectiveness of the BGS “Bake Off’. The effectiveness of this 
event will be based on ticket sales. This event will be successful if we sell between 1,000-2,500 tickets (Sales 
Promotion). 
         
One way to measure the effectiveness of our advertising campaign is to understand what prompted our donors to 
donate to BGS. After people donate, we will send out a survey to find out where donors saw our advertisements, what 
they liked about them, and what ultimately encouraged them to donate. This will allow us to understand what media 
channels or particular messages in our campaign resonate with viewers. We can receive feedback on which media 
channels reached our donors and continue to advertise on those platforms (Advertising). We will measure the 
effectiveness of our direct response advertisements by monitoring the number of visitors we have on our Facebook 
page, in addition to the direct link to donate to BGS. The advertisements placed in The Valley News and The Vermont 
Standard have direct links to the donation website. By tracking how many donations we receive through the website 
and Facebook link, we will be able to track the effectiveness of our ads on donations. We expect great return through 
these advertisements because we target our audience’s heart strings and emotions and use BGS’ traditional and family 
feel to entice our audience to donate (Direct Response). 
 
We calculated the return on investment by estimating our expenses and revenues over a one-year period (Exhibit 11A). 
Our goal was to raise $750,000 in donations for BGS. We also calculated the possibility of exceeding our goal at 
$850,000 and failing to meet our goal at $650,000. After calculating, we found that our total expenses were $144,919.44 
over a one-year fundraising period (Exhibit 11B).  
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Exhibit: Exhibit 3A  
Exhibit by Aria Wolkowicz  
Content by Aria Wolkowicz 
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Exhibit: 3B 
Content by Aria Wolkowicz 
Exhibit by Aria Wolkowicz  
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Exhibit: 3C 
Content by Aria Wolkowicz 
Exhibit by Aria Wolkowicz  
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Exhibit: 3D 
Content by Aria Wolkowicz 
Exhibit by Aria Wolkowicz  
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Exhibit: 4A 
Content by Kelly Costello and Aria Wolkowicz 
Exhibit by Elizabeth Quinn Slayne 
Photos courtesy of Google Images 
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Exhibit: 4B 
Content by Elizabeth Quinn Slayne 
Exhibit by Elizabeth Quinn Slayne 
Photos courtesy of Google Images and BGS’ Facebook Page 
 

B A R N A R D
G H Q H U D O  S W R U H

K e e S i n g  i W  L o c a l  S i n c e  1 8 3 2

BGS IDOOV RQ KDUG WLPHV
GXULQJ WKH 2008

UHFHVVLRQ. TKH\ REWDLQHG
ILQDQFLDO VXSSRUW IURP
FRPPXQLW\ PHPEHUV

DQG WKH 9HUPRQW
PUHVHUYDWLRQ TUXVW, EXW

DLCLFFR DQG FXUORQJ GLG
QRW KDYH D FDSLWDO UHVHUYH
WR VXSSRUW WKHP GXULQJ

WKH VORZ SHULRGV.

DRQDWHG WR
WKH BDUQDUG
CRPPXQLW\

TUXVW LQ 2012

TR FRPSOHPHQW 
WKH VWRUH'V ROG-
IDVKLRQHG VRGD
IRXQWDLQ FRXQWHU,
WKH\ DGGHG
DGGLWLRQDO VHDWLQJ
DQG JURFHU\
VKHOYHV, DQG
H[SDQGHG WKH
NLWFKHQ 
DQG GHOL DUHDV

FLQDQFLDO 
SXSSRUW

HRWVSRW1832

JRH MLQHUYD DQG
JLOOLDQ BUDGOH\

UHRSHQ DQG
EHJDQ RSHUDWLQJ

WKH VWRUH

FRU ORFDOV DQG WRXULVWV

11/16/2012

AVVHWV: $2,460.00
LLDELOLWLHV: $80,468.18

MLQHUYD DQG
BUDGOH\ LQYHVWHG

XS WR $30,000 
RQ D QHZ IUHH]HU,

VKHOYLQJ, PHDW
FXWWLQJ HTXLSPHQW,
D IU\HU DQG D EXON
VHFWLRQ DQG ZLOO

VHOO KLJK-DQG ORZ-
HQG IRRGV IRU

HYHU\RQH.

MD\
2012

GUDQG RHRSHQLQJ SOLP MDUJLQV

$500,000

TKH BDUQDUG GHQHUDO SWRUH 
LV EVWDEOLVKHG

DLCLFFR DQG KHU
IRUPHU KXVEDQG
THG DLCLFFR RI
GUDIWRQ, MDVV.,
SXUFKDVHG WKH
EXLOGLQJ IURP
:DOWHU DQG
9LUJLQLD GUHHQ LQ
1994.

TKH DLCLFFR
FDPLO\

21VW CHQWXU\
8SGDWH
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Exhibit: 5A 
Exhibit by Elizabeth Quinn Slayne 
Photo Courtesy of Google Images 
Content by Nicole Sikora and Kelly Costello 
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Exhibit: 5B 
Exhibit by Elizabeth Quinn Slayne 
Reviews courtesy of YELP 
Content by Nicole Sikora and Kelly Costello 
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Exhibit: 6A 
Exhibit by Elizabeth Quinn Slayne 
Content by Isabel Murphy 
Photos courtesy of Google Images 
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Exhibit: 6B 
Exhibit by Elizabeth Quinn Slayne 
Content by Isabel Murphy 
Photos courtesy of Google Images 
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Exhibit: 7A 
Exhibit by Elizabeth Quinn Slayne 
Content by Kelly Costello 
Photos courtesy of Google Images  
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Exhibit: 7B 
Exhibit by Elizabeth Quinn Slayne 
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Exhibit: 7E  
Exhibit by Kelly Costello 
Content by Vermont Standard  
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Exhibit: 7F  
Exhibit by Kelly Costello 
Content by Vermont Standard  
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Exhibit: 8A 
Exhibit by Aria Wolkowicz 
Content by Kelly Costello 
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Exhibit: 8B 
Exhibit by Elizabeth Quinn Slayne 
Content by Kelly Costello 
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Exhibit: 8C 
Exhibit by Elizabeth Quinn Slayne 
Content by Kelly Costello 
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Exhibit: 8D 
Exhibit by Elizabeth Quinn Slayne 
Content by Kelly Costello and Elizabeth Quinn Slayne 
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Exhibit: 8E 
Exhibit by Kelly Costello 
Content by Kelly Costello 
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Exhibit: 8F 
Exhibit by Elizabeth Quinn Slayne 
Content by Kelly Costello 
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Exhibit: 9A 
Exhibit by Elizabeth Quinn Slayne 
Content by Nicole Sikora 
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Exhibit: 9B 
Exhibit by Elizabeth Quinn Slayne 
Content by Nicole Sikora 
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Exhibit: 9C 
Exhibit by Elizabeth Quinn Slayne 
Content by Nicole Sikora 
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Exhibit: 10A 
Exhibit by Aria Wolkowicz 
Content by Christina Corbisiero 
Photos Courtesy of Google Images 
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Exhibit: 10B 
Exhibit by Aria Wolkowicz 
Content by Christina Corbisiero and Aria Wolkowicz 
Photos Courtesy of Google Images 
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Exhibit: 10C 
Exhibit by Elizabeth Quinn Slayne 
Content by Christina Corbisiero 
Photos Courtesy of Google Images 
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Exhibit: 10D 
Exhibit by Elizabeth Quinn Slayne 
Content by Christina Corbisiero 
Photos Courtesy of Google Images 
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Exhibit: 10E 
Exhibit by Aria Wolkowicz 
Content by Christina Corbisiero and Aria Wolkowicz 
Photos Courtesy of Google Images  
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Exhibit: 11A 
Exhibit by Elizabeth Quinn Slayne 
Content by Christina Corbisiero, Nicole Sikora, Elizabeth Quinn Slayne 
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Exhibit: 11B 
Exhibit by Elizabeth Quinn Slayne 
Content by Christina Corbisiero, Nicole Sikora, Elizabeth Quinn Slayne 
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