“New Friends, Old Buddies” Campaign
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Brand Analysis
Brand History

When co-founders Ryan Cohen and Michael Day started their company, “Mr.
Chewy” in 2011, they aimed to bring the personal experience of shopping at a
local pet store to people’s homes. Chewy’s main focus has always been ensuring
that pets and pet-parents are receiving the best products, supplies, and brands.
Cohen and Day saw the opportunity of a unique market and saw the potential
that it had. With over 1,800 team members, over 2,000 brands and 24/7
customer service, Chewy works hard to show their customers that they care.'
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Brand Persona

Chewy’s brand persona can be readily described as a mixture of two- the jester
and the caregiver. Chewy presents it's messages in a fun and goofy way making
them a perfect candidate for the jester persona. However, the actual message
is one of love and compassion for another. Given their goal is to supply those
caring for their pets with the needed tools, it only makes sense that they would
adopt the caregiver persona. Chewy has blended the two successfully; they are
both light-hearted and joyful. These personas work well with their main target
market of pet owners.

the jester the caregiver

Geico, Skittles, Old Spice, Ben & Jerry’s Allstate, TOMS, Campbell's Soup

Pets can be silly, energetic, fun, and all and all bring some excitement into a

person’s life. A jester would do the same. Jesters entertain and act as a source
of enjoyment, similar to the role of a pet in a consumer’s life.? In an ironic way,
Chewy's first persona adopts the likely personality of a consumer’s pet. On the
flip side, pets are a responsibility that require a great amount of care and love.

The distinction between the personas is most prominent when examining one
of their ads. The aesthetic is playful and often involves an element of humor. If
you focus on the message they're trying to convey, they rely more heavily on the
caregiver persona. The consumer wants to feel that sense of playfulness from the
ad, but Chewy recognizes that the caregiver persona is more persuasive when
communicating the benefit of their service. Furthermore, if you move even past
advertisements, Chewy incorporates these personas in their business model.
They control all aspects of their business. This means their order fulfillment,
video production which are made solely with internal talent, and 24/7 customer
service are all done by the company itself.? This allows them to provide great
service and care throughout the consumer journey.



Communication Analysis
Ad Analysis

Chewy’s advertising is mostly done through ad spots and videos. The
commercials each seem to be aimed at a slightly different target market that
varies from new pet owners, to people who have had their fuzzy friends for a
while. Dogs seem to be the main animal that is featured in the advertisements,
with cats also being showcased occasionally. One of the ads that features a
guinea pig recieved tons of comments loving the choice.

The main feature that is highlighted is their “fast free shipping in 1-2 days.” The
ads tend to have a blue color scheme throughout, however commercials are
more obvious with the color implementation. In the ads, the shopping features
are show on the mobile app rather than the website. An interesting thing that
was noticed is that although their goal of community is widely seen on the
company'’s website, it is not a prominent theme in many of their advertisements.
The ads are all posted on chewy’s social media account; this allows the company
to engage with their followers in the comments.

Social Media Analysis

Chewy’s social media has a fun, playful, personality overall. Instagram is the
social media platform that Chewy utilizes the most, and their posts consist of
bright, colorful, and minimalistic visuals composed of photographs, graphics,
and videos. Their content is informative yet friendly and features a casual voice.
User-Generated Content (UGC) is also incorporated into their feed; Chewy
includes UGC such as tweets and images originally published by their audience,
which helps display brand authenticity and enhance customer trustworthiness.
Hashtags are frequently used in their captions (#ChewyEats, #ChewyChallenges,
#0nlyAtChewy) to promote a sense of community and encourage their audience
to post more Chewy-related content. Chewy’s Facebook feed consists of the
same content and copy from their Instagram feed, but occasionally posts
content announcing new product availability. Their Twitter account posts the
same content as their Instagram in addition to the product announcements from
Facebook. Chewy also has a TikTok account and the content posted there is
almost entirely made up of UGC. Chewy’s social media presence is sufficient as a
whole, but there are numerous opportunities to diversify their strategies on each
platform to increase engagement and brand awareness to drive sales.

INSTAGRAM YOUTUBE

3,771 Posts 40k Subscribers
653k Followers
6,288 Following

FACEBOOK TIKTOK

1,594,912 Likes 280.8K Likes
1,619,181 Followers 20.9k Followers

TWITTER

9,000,000 Followers
3,700,000 Monthly Viewers

TWITTER

46.3k Followers
5,712 Following
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Market Analysis

Chewy is competing in the ecommerce market, they just happen to specialize
in pet supplies and food. The pet supplies and food industries are the 2nd and
3rd leading consumer packaged goods categories of ecommerce. Currently,
we know that the leaders in the market are Walmart and Amazon. “According
to a pet owners survey carried out in 2018, Amazon.com was the online retailer
which 23 percent of respondents had used to purchase pet products in the past
three months in the United States. Walmart.com was the second most popular
online platform for such purchases, with 22 percent of respondents stating that
they had bought pet products there.” - Statista Research Department, Feb 9,
2021.7

The consumer base for pet supplies are millennials, considering they make up
the largest demographic of pet owners. Consumers are drawn to ecommerce
for benefits like convenience/comfort, product information/choice, pricing
comparisons/value clear, and devotion to customer relationships. Within this
demographic, we've seen a “pet parenting” trend. Pet owners have recently
started treating their pets as family members and spoiling them, increasing their
spending. We know that we'll be seeing a sharp increase in demand given the
COVID-19 pet boom we are currently seeing. ®

Number of U.S. Households that Total U.S. Pet Industry Expenditures’

Own a Pet (millions) Year Billions of dollars

e Bird 5.7 2020 $99.0 Estimated

e Cat 42.7 2019 $95.7

* Dog 63.4 Breakdown:

e Horse 1.6 e Pet Food & Treats ($36.9 billion)
* Freshwater Fish 11.5 * Supplies, Live Animals & OTC

e Saltwater Fish 1.6 Medicine ($19.2 billion)

e Reptile 4.5 e Vet Care & Product Sales ($29.3
e Small Animal 54 billion)

e Other Services ($10.3 billion)

US Households Buying Pet Products:
%-Change from 2014

— Online =— Retail +274.86%
+245.2%

+127.4%

+77.12%

+14.38%

US Pet Industry Sales 2015-2019

— Food =— Supplies Veterinary Animals == Other

$358
$30B
$25B
$20B
$15B
$10B

$5B

$0
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Geographic Analysis

Americans spend an average of 369 minutes per day with traditional media,
as well as approximately 363 minutes with digital media'®

About 120.6 million US homes have TVs, and the largest television markets in
the US are New York, NY, Los Angeles, CA, and Chicago, IL

Millennials watch TV less than older adults, but 81% of Millennials still watch
TV at least once a week

As of 2019, 79% of the US population had at least one social media profile
(approx 247 million)™

In 2019, there were 228.7 million magazine readers over the age of 18, of
which 46% of those read print and/or digital editions

NPR has an average of 28.5 million listeners

93% of Americans listen to the radio at least once a week

The American household internet penetration rate is approximately 84%. In
comparison, in 2003 it was 55%.

Only 15% of the US population reads newspapers daily

Boston, MA

Boston is a city located in the Northeastern region of the US along the Atlantic
coastline and is the capital of Massachusetts. Boston has a 2021 Nielsen DMA
rating of 10, as the number of homes in the area is 2,489,620."" The median

age of residents in Boston is 32.1, and the median household income is
approximately $85,916.72 Boston is also the location of one of the various Chewy
headquarters located across the US. Boston is a city full of rich history, has a
modern atmosphere that is booming with young professionals.

Tampa, FL

Tampa is a city located on the West coast of Florida in the Southeastern region
of the US. Tampa has a 2021 Nielsen DMA rating of 13, as the number of homes
in the area is 2,035,250." The median age of residents in Tampa is 34.6, and the
median household income is approximately $54,913." Tampa is the largest city
in the Tampa Bay area and embodies a blend of both relaxing/beach-going and
urban/city culture. Tampa, FL is yet another top pet-friendly city in the US.™

Austin, TX

Austin is a city located in central Texas in the Southern region of the US and is
also the capital of Texas. Austin has a 2021 Nielsen DMA rating of 38, as the
number of homes in the area is 912,400."" The median age of residents in Austin
is 33.6, and the median household income is approximately $76,845. Austin

is a city that puts an emphasis on sustainable practices and is known as one of
the top 10 greenest cities in the US. Austin is also known as one of the top pet-
friendly states in the US.
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Competitive Analysis

Amazon is the largest and most well known global internet retailer. With an
Amazon Prime subscription, customers are eligible for free two-day shipping

on almost all orders. When it comes to pet supplies Amazon has a wide variety
of top brand products and their own brand of “AmazonBasics”. They make

up around 54% of all online pet sales and between 2014 and 2017 there was

a notable increase in purchase usage penetration.? Although the online pet
supplies industry is a fairly new market, Amazon has been selling pet food since
the 1900s."

1-800-PetMeds)

PetMed Express or 1-800 PetMeds is a Florida based pet pharmacy that sells
products through a wide range of media such as television, online retail, and
direct mail. Founded in 1996, PedMed has served more than 10.0 million
customers selling prescription and nonprescription ped medications for dogs
and cats. Most of the revenue comes from pharmaceutical sales, but began to
diversify products in 2010 offering foods, beds, and strollers. PetMed focuses on
sales through online, over the phone, and direct mail channels as an “As Seen
on TV” product.'

Petco is one of the largest pet supply specialty retailers in the United States
and has more than 1,500 stores across the 50 states. When it comes to physical
stores, small format stores have become increasingly popular in upscale urban
areas. Petco is known for being a larger pet-supply retailer, but has expanded
their online presence in 2015 through acquisition with Doctors Foster and Smith
Inc. which lead to a massive jump in online revenue. When it comes to their
campaigns they highlight their commitment to selling cat and dog food free of
artificial ingredients and can be seen on T.V,, videos online, paid social, paid
search, and influencer components.'’

US Websites Used in the Last Three Months
to Purchase Pet Products

Share of respondents

Amazon: Main
Walmart
Chewy

Pet specialty store

Amazon: Third party

Veterinarian
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SWOT Analysis

More advertising
showing off a wider
variety of pets

Diversify social media
content

Leaning hard into the
24/7 personalized
customer service to
differentiate the brand
from other online
distributors

e COVID pet ownership
Weaknesses boom Threats




Target Market Demographics Psychographics

e Millennials e Stressed
Target Market Research ® Ages 26-36 * Active
e Working class e Busy
Millennials make up the largest generation group in the U.S, with their * Having their first children * Impatient
population being estimated around 72.1 million in 2019. This population can be * Inthe US e Creative
defined as anyone between the ages of 26 to 36, which makes them fall right * Both Genders e Multitaskers
into our target market range.' This population groups’ mean disposable income * English Speaking e Organized
is $70,565. 2° This amount of money makes them able to be good consumers. * Average- Above Average Incomes e Hardworking
In terms of media consumption, millenials spend around 211 minutes per day * Digital Natives
on their smartphones. They are a large population of the audience on social * Instagram Ideal Social Media
media applications. They tend to prefer newer ways of viewing entertainment.
For instance, instead of tradition radio many millennials use music streaming
services. This trend carries over to television and film with 88% percent of .
millenials subscribing to a video streaming service. In fact, they spend an Ratlonale
average of 105 minutes per week watching video content through their Our agency decided that one of the main demographics that chewy reaches is
smartphone. Overall, the population tends to consume their media in a digital new parents/ young adults who enjoy the ease of shopping online. This target
format. audience is ideal for chewy because they are starting their careers and families

and their busy schedules make it difficult to go shopping for pet supplies. They
also are making an income so they can afford some of the subscription offerings
on chewy.com. This demographic uses many of the social media tools that
chewy has successfully curated an audience on so the biggest thing is alerting
new members of the target audience about the brand.

US Share of Pet Owners

6%

Millennials Generation X Baby Boomers Builders (71+)
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Media Objectives

Ad Spend must achieve at least 50% Digital Media

The media plan for this campaign must include the following tactics, but should

also include tactics beyond this list:

e Paid social media ad strategies and Organic content theme strategies for
social portfolio

e Augmented Reality (AR) tactic

e Search Engine Marketing (SEM) — identify 15 key terms or short phrases to
be prioritized in SEM practices, and include justifications for why these terms
are relevant to the campaign. Also include a budget cap on the ad spend for
these terms throughout the campaign.

e Web banners — propose a list of at least 15 sites to greenlight for ad servers
to include in delivery of digital banners, and include descriptions plus
justifications for why these sites should be included in the greenlit list

e Out Of Home (OOH) - Each of the three cities of focus for this campaign
should include at least one OOH tactic (more than one is allowed as well).

e Experiential marketing tactic

Native advertising tactic

Creative Vision

New Friends, Old Buddies

The “"New Friends, Old Buddies” campaign addresses the acquisition of new
customers while maintaining the relationship with current ones. Chewy is a
business that puts customer service first, demonstrating their friendliness is
paramount. This asset is especially helpful for new shoppers. Of course, Chewy
wants to maintain that feeling throughout their relationship with their customers,
so it needs to constantly demonstrate their peppy attitude and authentic
commitment even long after a customer’s first purchase. Through the flights and
tactics of this campaign, we aim to increase Chewy brand awareness among pet
parents, encourage trying our products, increase engagement, and maintain
repeat purchases while perpetuating Chewy’s brand personality throughout.

Creative Brief

What specifically are we advertising?

We are advertising Chewy’s brand and their online store.

Why are we advertising?

We are advertising to increase sales, brand awareness, engagement, and customer
retention.

To whom are we advertising [target market]?

Our target market is Millennials, which is those between the ages of 26-36. We are
specifically hoping to attract digital natives because they will be most susceptible to

our digital campaigns. Plus, they are most likely to be able to navigate the Chewy site.

What do they [target market] currently think?

Millennials have been able to use Chewy more than unusual thanks to the pandemic.
Their services offer the experience and support of shopping in-person, with ease and
safety of staying home. Therefore, more millennials have been able to use Chewy in
the past year.

What do we want them [target market] to think/ feel/ do after exposure to the
advertising message(s)?

We want our target market to think Chewy is an easy and accessible option for their
busy lifestyle. We also want them to trust the brand and become loyal through their
engagement with our content and events.

What is the single most persuasive idea or Unique Selling Proposition about the
product that differentiates it from competition?

Chewy has the experience of an in-person store, but with the ease of an online
environment. This is especially helpful for those who are busy or find it difficult to buy
supplies in-person. Their great customer service allows for customers to still ask for
help and make the experience feel somewhat personal (even though it's virtual).
What is the personality of the brand?

The personality of the brand are the jester and caregiver.

What is the personality of this particular campaign [vision/ theme]?

Our campaign is titled: “New Friends, Old Buddies.”

What is the budget of this campaign?

The budget of this campaign is $4,000,000 with 4% ($160,000) set aside for the
contingency fund.

What is the geographic designated market area for this campaign?

Boston, MA., Austin, TX., Tampa, Fl.
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Flights and Tactics

Brand Awareness

Promoted Instagram Post: Organic Instagram Content:

YouTube Video Ad: Snapchat Discover Ads:




Flights and Tactics

Brand Awareness

Freelancer: Bus Wrap Exterior:

Billboard: Poster Board:




Flights and Tactics

Brand Awareness

Pet Bowils:

Branded Pet Waste Bags: Regional Magazine:




Flights and Tactics

Brand Awareness

Web Banner:




Flights and Tactics

Sales

Blog Post Native Ad: YouTube Ad:

Instagram Ad: Facbook Ad:




Flights and Tactics

Brand Awareness




Flights and Tactics

Sales

Organic Social Media Content: TV Ad Spot:

Celebrity Social Influencer: Podcast Ad:




Flights and Tactics

Sales Engagement

Video Streaming Service (Disney+) Ad: Instagram Story Organic Content:

Radio Streaming Service (Spotify) Ad: Tik Tok Posts:




Flights and Tactics

Engagement

Pet Adoption Paw-ty with ASPCA: Event Organic Social Media Content:

Shop Pop-up:




Flights and Tactics

Engagement

Paint Your Pet: National Snapchat Filter:

Event Geofilter: Paid Social Media Content:




Flights and Tactics

Customer Retention

Email Marketing:

Retargeting:




Flights and Tactics

Customer Retention

Computer Stickers: Leashes:

Bandanas: Collar Charm:
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Media Menu

People Power Details Cost per hour
Intern min 15 hours, max 40 | $10 an hour -

hours per week
Merchandise Cost Per Item Unit Cost Impressions
Computer Stickers $0.20 $1,000 5,000 per Unit
Bandanas $0.20 $1,000 5,000 per Unit
Leashes $0.56 $2,800 5,000 per Unit
Collar Charm $0.05 $250 5,000 per Unit
Pet Waste Bags $1.86 $100 500 per Unit
Pet Water Bowl $5.75 $50 100 per Unit
Digital Media Media Specs Cost Impressions
Organic Instagram $0 8,000
Content
Email Marketing 1 Month $500 -
Company
Google AdWords 1 Word Rate CPM $115 -
Tik Tok Content $0 100,000
Collaboration Audience Size Cost Impressions

Traditional

Broadcast Media MediaSpecs Cost Imperssions (minimum - maximum)
Radio Broadcast Station :30 second ad spot CPM$12 50,000 -12 million

Radio Streaming Services (ie. Pandora) :10 second ad spot CPMS15 10,000 - 7 million

Podcast 45 second ad spot CPM 518 1,000-5,000 /3 month period
Television Broadcast Station :30 second ad spot CPMS$19.50 1 million-25 milion

Video Streaming Service (ie. Hulu) :30 second ad spot CPM$6.50 100,000 -1 million

Out Of Home (OOH) MediaSpecs Cost Imperssions

Billboard 4 weeks $6,000 1,500,000 / month

Digital Billboard 4 weeks $4,000 2,500,000 / month

Kiosk Board 4 weeks $2,000 800,000/ month

Poster Board 4 weeks S800 300,000 / month

Junior Poster 4 weeks $300 125,000 / month
Transportation Media Specs Cost Impressions

Bus Wrap Exterior 10 ad minimum $350perad 80,000 /month per ad

Bus Wrap Interior 10 ad minimum S175perad 10,000/ month per ad
Public Bench 10 ad minimum $100 perad 200 /month per ad

Bus Stop Takeover 1 Location includes 6 Ads $4,000 per ad 18,000 / month per location
Print Media Media Specs Cost Impressions

University Newspaper 1 issue/ 2 ads each CPMS6 1,000 -30,000 range

Local Town Newspaper (ie. New Haven Register) 2 issue/2 adseach CPMS9 50,000 -250,000 range
Local Metropolitan Newspaper 1issue /2 adseach cPmS12

Regional Newspaper lissue/2 adseach CcPMS$14

State Magazine 1issue/2 ads each CPM $40

Regional Magazine 1 issue/ 2 ads each CPM S50

Merchandise Cost Per ltem Unit Cost Impressions

T-Shirt S5 $25,000 5000 per unit, no maximum
Hoodies / Sweaters $15 $75,000 5000 per unit, no maximum
Coasters 30 cents $1,500 5000 per unit, no maximum
Koozies 80 cents $4,000 5000 per unit, no maximum
Computer Stickers 20 cents $1,000 5000 per unit, no maximum
Collaborations Details Cost Impressions

Major Celebrity Partnership 1 appearancein ad or at event $3,000,000 over 10 million

Minor Celebrity Partnership 1 appearancein ad or at event $500,000 1 million - 10 million
Celebrity Influencer following of over 1 million $30,000 over 1 million

Macro Social Influencer following 0f 150,000 to 1 million $2,000 150,000 -1 million

Micro Social Influencer following of 1,500 to 150,000 $300 1,500-150,000

Non-Profit Organization Partnership minimum donation $200,000 estimate based on nature of collaboration
People Power Details Cost per hour

Intern min 15 hours, max 40 hours per week  $10

Freelancer per hour rate $35

Digital Media

Promoted Ads MediaSpecs Cost Impressions

In App Ad 4 weeks $15,000 250,000 / month

Google AdWords 1 word rate CPM$115

Google Adsense (ie. Ad served on website) Display ad rate CPMS2

Snapchat Sponsored Lense 1 Day $450,000 50 million

Snapchat Sponsored Lense Holiday Rate 1 Day $700,000 50 million

Snapchat Discover Ads 1 Day $50,000 5 million

Sponsored Local Geofilter for a brand pop-up even' 1 Day s7 up to 25,000

Sponsored Local Geofilter for a public event 1 Day $10,000 over 25,000

Facebook promoted post CPMS9

Instagram promoted post CPMS7

Twitter promoted post CPM $5.50

LinkedIn promoted post CPM $6.50

YouTube video ad pre-roll :30 second ad CPM$7.50

YouTube video ad pre-roll :15 second ad CPM S5

Pinterest promoted pin CPM$3.50

Yelp Ad CPM S$6

Blog Post Native Ad

1,500 - 150,000

$300 per post

1,500 -150,000
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Budget Breakdown Traditional Media Spend

o Collaboration
$142,050

Total Budget: $4,000,000 ti = 1o
Contingency Fund (4%): $160,000
Digital Media: $2,403,552

Traditional Media: $1,435,650
Remaining Balance: $798

__Broadcasting
. "~ $512,590
Merchandising 35%
$399,250
28%
Total Spend
Print Media
Contingency Fund ~ Remaining Balance Pe_om $27,000
$160,000 $798 $93;; 0 T 2%
4% 0.0002% °
Digital Media Spend

. Other Instagram
SHE000. - $422,660

17% p i 18%

Digital Media
$2,403,552

s Youtube

~$83,150
4%

“_Facebook

$386,100
16%
Snapchat
$750,042 Y
31% \
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Flowchart Highlights

Merchandising
$146,750
13%

People Power
$57,600
10%

People Power

FLIGHT 1:

BRAND : FLIGHT 3:

ENGAGEMENT

Digital Media
Out of Home $686,500
$256,600 60% Digital Media
22%
$485,042
82%
FLIGHT 1: BRAND AWARENESS FLIGHT 3: ENGAGEMENT
Digital Media Digital Media
Instagram Ad Story Organic Social Media Content
Youtube Ad Tik Tok Trends

Organic Social Media Content Paid Social Media Content
Web Banner National Snapchat Filter
Snapchat Discover Ad Event GeoFilter
People Power Collaborations
Freelancer H Pet Adoption Paw-ty w/ASPCA
Print Media Event Organic Social Media Content
Regional Magazine Product Pop-Up
Out of Home/Transportation People Power
Billboard Interns
Bus Ad Paint Your Pet
Poster Board
Merchandising
T-Shirt
Branded Poop Bags
Pet Bowls
Broadcasting @W
$512,590 1%
31%
FLIGHT 2: gt
L4 $216,600
Digital Media e
SALES $1,015,410
63%
FLIGHT 2: SALES FLIGHT 4: CUSTOMER RETENTION
Digital Media Digital Media
Blog Post Native Ad Email Marketing
Instagram Ad SEO
Youtube Ad Retargeting
Facebook Ad People Power
Organic Social Media Content Interns
Collaboration Merchandising
Celebrity Social Influencer Comp Stickers
Broadcasting Bandana
TV Ad Spot Collar Charm
Podcast Leash
Streaming Service Ad
Spotify Ad
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KPl Summary

Conversions

Blog Post Native Ad (Sales)
Instagram Ad (Sales)

YouTube Ad (Sales)

Facebook Ad (Sales)

Organic Social Media Content (Sales)
Celebrity Social Influencer (Sales)

TV Ad Spot (Sales)

Podcast Ad (Sales)

Video Streaming Service Ad (Sales)
Email Marketing (Customer Retention)
Retargeting (Customer Retention)
YouTube Ad (Brand Awareness)

Conversions is the medium’s ability to influence the
consumer of its content to make a purchase. Also known
as sales.

Promo Code Redemption

e Podcast Ad (Sales)

e Video Streaming Service Ad (Sales)

e Radio Streaming Service - Spotify (Sales)

Promo Code Redemptions indicate how many people
witnessed the ad with the promo code in it and used the
code during a purchase.

Reach

e TV Ad Spot (Sales)

e Billboard (Brand Awareness)

®  Bus Wrap exterior (Brand Awareness)

Reach is the number of people your message got to
through a certain medium.

Brand Awareness

Brand Awareness refers to a consumer gaining knowledge

Shares

® Instagram Story Organic Social Media Content
(Engagement)

e Tik Tok Posts (Engagement)

e Event Organic Social Media Content (Engagement)

e Event Geofilter (Engagement)

[ ]

National Snapchat Filter (Engagement)

Shares indicate the number of people that engaged with
your content by sharing your ad or message to other
people.

Organic Social Media Content (Brand Awareness)

* Blog Post Native Ad (Sales) and understanding about Chewy'’s purpose, mission,

e YouTube Ad (Sales) branding, products, etc. We are attempting to measure
e  T-shirts (Brand Awareness) whether these actions made Chewy more “top of mind,”
e Branded Pet Waste Bags (Brand Awareness) thereby improving overall awareness.

e Pet Bowls (Brand Awareness)

¢ Billboard (Brand Awareness)

Engagement Engagement refers to how much the consumers interact
e Instagram Ad (Sales) with the posts and content. This can be in the form of

e Facebook Ad (Sales) likes, shares, follows, comments, etc.

e Organic Social Media Content (Sales)

e Celebrity Social Influencer (Sales)

e Promoted Instagram Post (Brand Awareness)

]

Attendance
* Pet Adoption Paw-ty with ASPCA (Engagement)
e Paint Your Pet (Engagement)

Attendance indicates the number of people who came to
an event.

Open Rate
e Email Marketing (Customer Retention)

Open rate is the number of people that are sent material
and opened it compared to the number of people total
you sent it to.

# of Listeners

Podcast Ad (Sales)

Video Streaming Service Ad (Sales)

e Radio Streaming Service - Spotify (Sales)

Number of listeners is the number of people who were
listening to the content when the ad was played through
the medium.

Rate of Returning Customers

e Computer Stickers (Customer Retention)
Bandanas (Customer Retention)

Leash (Customer Retention)

Collar Charm (Customer Retention)

Rate of returning customers is the number of customers
who continue to purchase from Chewy compared to the
overall total of unique customers.

Click Through Rate (CTR)

Blog Post Native Ad (Sales)

SEM (Sales)

Paid Social Media Content (Engagement)
Email Marketing (Customer Retention)
Retargeting (Customer Retention)
YouTube Video Ad (Brand Awareness)
Web Banner (Brand Awareness)

Number of listeners is the number of people who were
listening to the content when the ad was played through
the medium.
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Call To Action

Thank you for giving our team the opportunity to create and develop the “New

Friends, Old Buddies” Campaign! We are confident this campaign is the perfect
blend of strategies that will successfully increase Chewy’s brand awareness,
increase service trials, increase engagemnt, and maintain repeat purchases,

all while maximizing the value of every dollar in the $4 million budget. We are
excited to work with a company whose fun and friendly personality reflects their
attitude towards business and life. We sincerely thank you for your time and
consideration for this project, and we hope you join us as “New Friends” on the
road to success!
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