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Introduction

Our goal during the 10-week project time frame
was to create a new marketing campaign for Local
Oceans latest launch, the DockBox. Our overall
objective was to meet two different consumer needs
identified through an online survey, and ensure that
the efforts integrated Local Ocean’s aesthetic and
mission throughout the entire process.

Background

The DockBox is a seafood-based meal kit that allows
Local Ocean customers to make their favorite dishes
right at home.

To explore new ways to make DockBox appealing,

we asked our customers to participate in a survey to
help quantity their demographics as well as to better
understand their view of what makes the DockBox a
success. The survey data took place over the course of
three weeks, and included 25 questions. We received
4770 responses.

Analysis showed that DockBox’s most prominent
demographic are people over 60 years old, with some
college education, retired, and living without kids. The
second most significant market are 30 — to 44-year-
olds, with a college education, working full-time, and
living with children. This allowed us to identify what
marketing strategies worked best for the different
demographics. However in the end we decided to
focus on the 30 - to 44-year-old range because they
were mostly concerned with time distribution for
the preparation and cooking of their meals. Also of
primary concern are meals that cater more towards
children, in order for their kids to be able to enjoy
cooking and eating the DockBox as well. Lastly, they
expressed concern about cost, as most of them are
working full-time to support their families.
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Afteli"a'ﬁ‘alym g the survey data as well as considering
vaccine rates and the mask mandate bemg lifted, we
decided to turn our focus to vacation rentals on the coast
to reach a new market whilst also using the collected data.
We reached out to a local vacation rental business, with
a questionnaire to help us gauge if this was going to be a
successful strategy. We met with the general manager who
helped us narrow in on their customers needs.

The process of creating the concierge referral program
to accompany the advertisement was the next step.

The concierge program would include a discount code
for 10% oft guest purchases, a referral reward for the
employee with the highest referral rate, cross-promotion
and a media kit with text and images to use on multiple
communication channels. We created a media kit that
went over specifics of the referral program in order to be
clear and concise in our communication.

Finalizing the visual aspect through trial and error of
the ad came next with weeks of fine tuning each aspect to
meet Local Ocean standards.The final draft of the visual
contained a new tagline, excerpt and image for Local
Ocean.

Unfortunately, the vacation rental company was too busy
to take on our referral promotion, as the beginning of
summer can be very hectic for most local businesses.

Thankfully we were able to redirect quickly and decided
the best way forward was to
create four different Facebook
advertisements: Two with
the old promotional content-
-both photo and tagline- -
and two with the new photos,
tagline and text in order to
test the effectiveness of our

new content.
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After the nine g[ay cfuratlo' n hh% four ads we can

came to a conclusion
after reviewing the results. Social media engagement was taken
from the Facebook data, and tracks how people interact with the
ad, whether it's liking, commenting or sharing. We also received the
data on how much of the budget was spent based on engagement.
This was very helpful in seeing which was closest to breaking even.
We were also able to track website traffic on both Facebook and
Shopify. The big question for us, was if any of these ads lead to a
sale. We were able to capture the attention of people to get onto
the website and enough to add to cart shown by Shopity. In this
regard, we found the crab cake ad had the best performance on
social media as well as made a sale. Furthermore, we were able to
track this sale and found that it was a first time customer so that
was really exciting news. The family-oriented content was created
specifically for the vacation rental audience, which we knew wasn't
our primary existing audience and that may not be reflected in our
social media reach. While it didn’t perform as well comparattvely,
it may have  [ileatiate [
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