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Overview
About
	This proposal was designed by a group of five Auburn University students who are majoring in Public Relations and currently enrolled in the Public Relations Campaigns course taught by Barbara Nixon. In the class, the students are asked to find a client and develop and evaluate a campaign. Tiger Agency represented Auburn Oil Co. Booksellers for five months. The contents of this proposal will explain the campaign developed for the Auburn Oil Co. Booksellers.
	Auburn Oil Co. Booksellers is a small business in downtown Auburn. It is an independent bookstore and coffee shop that opened in 2019. It wanted to pursue working with the Auburn University Public Relations Campaigns class to support the school that has given them so much business. The Auburn Oil Co. Booksellers team knows that AU PR is the third best PR school in the nation and they were eager to work with its students. Its goal was to grow brand awareness and connect more with the community through using social media and hosting events. Tiger Agency has been communicating with the store manager, Angela Wilhite, via email (angela@auburnoilbooksellers.com).  
Tiger Agency strives to be the “Eye of Auburn” by giving locals a vast perspective on everything Auburn has to offer. We take pride in our city and want to represent it well to the citizens of Auburn. Our client is Auburn Oil Co. Bookseller, a small bookstore and coffee shop located in downtown Auburn. While they have a “big sister” store, Auburn Oil Co. is independently owned. The company name references a time when going to the gas station was a social event and neighbors went out of their way to get to know each other. Auburn Oil Co. incorporates this into its mission and values and aims to serve as a place where people can enjoy each other’s company. In addition to books and coffee, Auburn Oil Co. sells cards, gifts and pastries, as well as host community events.

SWOT Analysis
Internal Strengths and Weaknesses
Auburn Oil Co. Booksellers is a small, privately owned bookstore located in the college town of Auburn, Alabama, which serves as the root of several strengths and weaknesses for the brand. Primarily, small towns value a close-knit community where people can get to know their neighbors. Auburn Oil Co. utilized this demographic as a social strength when developing its mission and vision, however, because the bookstore was opened only months before COVID-19, the store has not been able to reach its full potential with community involvement. In addition, being located in a college town with over 40,000 students opens Auburn Oil Co. to a vast audience of student and young adult readers. Located in historic downtown Auburn, Auburn Oil Co. is able to use its location to its advantage when engaging with the community.
From a technological standpoint, Auburn Oil Co. tends to stick with traditional values and means while still maintaining a trendy image. This appeals to both the locals of Auburn and Auburn University students because both target markets search for that in a small business. Focusing on selling real, paper books meets that traditional value while incorporating trendy drinks and pastries adds a fun, unique aspect to the experience. Easy to access and within walking distance of City of Auburn events, Auburn Oil Co. has the opportunity to stay relevant and easily discoverable due to its location. Economically, the bookstore is financially stable and continues to grow in overall reach. Although Auburn Oil Co. has areas that it can improve to further target audience reach, it is nowhere near a suffering business. 
	Unfortunately, being in a small town means a limited target audience. Auburn Oil Co. emphasizes its central Alabama location on its website with notes of the distance from other major southern towns, including Oxford, Montgomery, Atlanta and Birmingham. In order for Auburn Oil Co. to extend its reach past the Auburn/Opelika area, it must take advantage of both digital and traditional marketing to become an Auburn tourist attraction like Toomer’s Drugs. Currently, the bookstore holds a decent social media reach, but that reach includes mostly Auburn residents and has not taken advantage of the social media audience in those other towns. Auburn Oil Co. Booksellers has a limited marketing budget, low connection with neighboring cities, and no emerging platform presence (ie. TikTok, BeReal). In terms of political factors, the company could potentially be harmed by the rising property costs in Auburn.
External Opportunities
	In the age of BookTok, there are many opportunities for a bookstore to increase its clientele and generate higher income. One opportunity Auburn Oil Co. could capitalize on is having BookTok book clubs one to two times per month. At these book clubs, booksellers would pick one or two popular BookTok books to focus on, advertise the specific book across social media channels, and host a meeting to discuss the books. A sale could be held on the books in order to increase revenue, and customers could suggest books for the meetings. Since Auburn Oil Co. also has a coffee shop, they could have a specialty drink on the menu based on a character or concept in the book.
	Another opportunity for growth would be to have suggestion boxes for books to order. Oftentimes, people choose not to shop at brick-and-mortar bookstores because there is a wider selection of books online. Many people go to a bookstore for one specific genre or book. With suggestion boxes, Auburn Oil Co. would hear directly from customers about what they are looking for. This would allow Auburn Oil Co. to order more books that their customers want, rather than random assortments of books that don’t sell as well. This would also allow for Auburn Oil Co. to have a better understanding of the genre of books their customers like, and they could order more from that genre. Additionally, this would reassure customers that their voices are being heard and their opinions matter. 
	Finally, another opportunity for growth is to have student discounts. This does not have to be an every-purchase discount; instead, it could be once or twice a month. Many businesses in Auburn and other college towns have student discounts that encourage students to visit more frequently. Auburn Oil Co. could capitalize on this by having a discount on total purchases, a book, a coffee, or a combination of the three. This discount could only be valid with a student ID as little as once a month, but it would encourage students who might not be aware of Auburn Oil Co. to visit more frequently.
External Threats
There are many external factors or key factors that influence this market. According to study.com, external factors can be defined as “Anything from your organization's outside environment that can adversely affect its performance or achievement of its goals.” One such factor is threats. There are many threats that face Auburn Oil Co. and bookstores in general. These threats include a lack of human and financial contributions and competition for resources or services.
	Lack of contribution can come in different forms. For example, one form is a lack of in-person human contribution. This can threaten a business because customers are needed in order for a business to be successful. According to investopedia.com, customers drive revenue, therefore, they are essential for businesses to continue functioning. While customers are necessary, technology may make person-to-person interaction decrease. Researchers from Frontiers In Psychology argue that spending time communicating via technology may result in fewer face-to-face interactions. Not only is there a lack of human contribution, but there is also a lack of financial contribution.
	Financial contributions are a necessity for businesses. Businesses need funding to continue to provide their resources for their consumers. According to Investopedia, “Cash is the lifeblood of a business.” Without financial contributions, businesses will not be able to keep providing and performing the way they need to in order to meet their customers’ needs. Money is needed for product development, business development and effective marketing (Habas, 2020). Without these resources, the business will cease to grow. While lack of contributions pose a threat to this business, competition of resources also poses a threat.
Lastly, one main threat this market faces is competition. With cheaper alternatives to buying books through marketplaces such as Amazon, people are less likely to buy books at a higher price. By buying locally, authors as well as bookstores are being supported (Blum, 2021). Implementing a coffee shop into this bookstore is a smart way to increase sales and revenue in order to continue business operations.









Social Media Analysis
Current State
	Auburn Oil Co. Booksellers uses social media regularly. Auburn Oil Co. has active Facebook and Instagram accounts. It posts multiple times a week (up to 14 posts a week) and sometimes multiple times a day (one to two posts a day) on both platforms. While its activity on social media platforms is very high, its engagement is low.
	[bookmark: _heading=h.gjdgxs]Social Media Network Usage

	[bookmark: _heading=h.30j0zll]Network
	[bookmark: _heading=h.1fob9te]Activity Level
	[bookmark: _heading=h.3znysh7]Type of Activity

	Facebook
	About 10 posts per week
	Updates on new releases and events, employee favorites, 

	 Instagram
	 About 10 posts per week
	 Updates on new releases and events, employee favorites, story reposts from followers



Performance
	Its accounts have over five thousand followers on Instagram and over 1,700 followers on Facebook. However, it rarely gains above 100 likes on either platform; on average receiving 65 likes on Instagram and three likes on Facebook. Both pages have a slow, constant increase of follower count yet remain with the low engagement from post-to-post. The highest performing posts are the “giveaway” posts. For example, Oct. 4, a Roald Dahl book giveaway was posted. The requirements to enter the giveaway were to like and comment on the post. This post received 114 likes and 20 comments.
	[bookmark: _heading=h.2et92p0]Engagement Metrics

	[bookmark: _heading=h.tyjcwt]Network
	[bookmark: _heading=h.3dy6vkm]Metrics

	 Facebook
	 Avg ~three likes, one share, 0 comments

	 Instagram
	 Avg ~60 likes, ~two comments



Opportunities
Auburn Oil Co. Booksellers do a great job staying consistent with posts but they could make posts between Facebook and Instagram different to cater to the people who use each platform. For example, Auburn Oil Co. Booksellers often post the same content on both platforms and have found this strategy to work better on Instagram and therefore could use a different approach when posting to Facebook. Both platforms could be more focused on the products, discounts, etc. that they are offering. Many of the posts include a photo with a quote as the caption or telling people to come into the store. They could benefit by keeping the same idea, but including why they should come in. Instead of saying, “It’s Friday, you deserve a treat,” they could instead say, “It’s Friday, you deserve a treat! Come in for a ______ drink.” 
Conclusion
	Auburn Oil Co. Booksellers provide a place for locals to gather and enjoy a cup of coffee while reading a good book and browsing the shelves of novelty items. However, there are both internal and external analyses that take place within this business. Social Media is also very important when it comes to businesses. Auburn Oil Co. Booksellers are active on their Facebook and Instagram accounts, but response to their posts is lacking. 

Situation Analysis
Problem Statement
Auburn Oil Co. Booksellers must establish a solid social media presence and increase community engagement with store events.
Mission
The mission of Auburn Oil Co. Booksellers is to unite its community and serve as a place where people can catch up with their neighbors, tell stories over a cup of coffee or get to know someone new.
Existing Strategies/Activities
Auburn Oil Co. Booksellers has multiple activities to address its increasing community engagement problem. For instance, the bookstore offers book clubs, summer reading programs for young readers, and author meet and greets. When it comes to planning creative, unique events for an audience, Auburn Oil Co. does a stellar job. However, the bookstore lacks a strategy for spreading the word about different events and keeping its audience informed. Currently, Auburn Oil Co.'s means of target audience communication is limited to a mailing list. Mailing lists are a great way to keep your regular customers informed, but the brand could do more to reach the part of its audience that is not yet a customer.
	Regarding social media, Auburn Oil Co. utilizes Instagram and Facebook to connect with book lovers. Both platforms have approximately 10 posts per week, primarily photos with the occasional reel. By incorporating other popular platforms among book lovers and college students, such as TikTok, Auburn Oil Co. could expand its social media presence and increase the range of people seeing its content.

Secondary Research
	The importance of a social media presence and community engagement when it comes to developing your business is crucial. Marketing Insider Group says that a social media presence is essential. Social media is beneficial for a company in many ways. Spring Wood Marketing says, "publishing online content and establishing a social media presence serves as a way to communicate, meet consumer needs, and build trust before establishing a direct relationship." Additionally, you can connect with clients on a personal level in an environment in which common interests are shared." Sprout Social states that 55% of consumers become aware of brands through social media. Not only does social media boost awareness, but having a positive interaction on social media with a business encourages consumers to buy from the brand (Cover, 2021). "Social media is an effective way to reach new audiences with engaging content," Gina Reno from the Marketing Insider Group said. 
With much change occurring since 2020, social media has become the newest outlet to grow and establish businesses. "Social media allows marketers to connect and engage potential customers where they are: LinkedIn, Twitter, YouTube, Facebook, Instagram, and even some of the younger platforms like TikTok," PostBeyond.com mentions.
While a solid social media presence is necessary, community engagement is also crucial to business development. "Community involvement is the power to positively impact the community in which you operate," forafinancial.com said. According to Forbes.com, community involvement or engagement creates a space for the business to promote products and company values and create a positive culture and relationships. Some key benefits are increasing brand awareness and cultivating trust. "A strong community engagement program is an effective way to help make a positive impact on the places we operate," Forbes.com said.
Community engagement allows you to interact with the public and will enable employees and staff to grow in their personal skills. It also allows the business to develop teamwork, problem-solving and communication skills (Gatty, n.d.). "Community engagement – whether in the form of spending the day feeding the homeless, raising money for the Special Olympics, or coaching a kid's basketball team – is a meaningful way to keep employees inspired and engaged, as well as helping the company connect and engage with local and relevant communities," Forbes.com said.
Despite being a bookstore, Auburn Oil Co. Bookseller's second lowest selling product category books, according to Cater Communications, Auburn Oil Co.'s previous Public Relations Campaigns representation. Cater Communications also admits its online presence is lacking an adequate response. Adjusting their social media posts to less quantity and more quality is one way to increase engagement and interest.
Stakeholders and Publics
	Stakeholders and publics of Auburn Oil Co. Booksellers include Auburn University and Southern Union students, City of Auburn locals, and the Auburn Chamber of Commerce, specifically store owners and managers of downtown Auburn locations and other bookstores. 
	Auburn University and Southern Union students primarily utilize Auburn Oil Co. as a source for new books, a fun weekend activity, or a place to grab coffee with friends. College students are a significant public for the bookstore and are better targeted and informed through social media outreach. BookTok, a stable, growing TikTok trend, is a common way for this demographic to learn about which books they should read and about events and activities. Although Auburn Oil Co. has an Instagram and Facebook, Facebook best targets older demographics, and Instagram is beginning to be referred to as a dying platform. By taking advantage of emerging platforms, Auburn Oil Co. can stay ahead of the curve and attract more customers to its events.
	Auburn locals are the other main public Auburn Oil Co. is attempting to reach. This demographic is quite large and diverse, ranging from young parents to retired seniors. Every Auburn local likely has a common characteristic: the desire to get to know their neighbors and establish a community. Southern residents commonly look for this, especially in small, close-knit communities. By expanding its communication means to reach the publics outside of its current customer base, Auburn Oil Co. is appealing to the need for people to create relationships with those in their community.
	Finally, a significant stakeholder of Auburn Oil Co. Booksellers is the Auburn Chamber of Commerce, specifically owners and managers of stores in downtown Auburn. By increasing social media presence and community engagement, the bookstore can attract more people into downtown Auburn and consequently increase store traffic and revenue for other shops. Often, when people come to downtown Auburn, they are searching for an experience, stopping at several notable businesses like Hamilton's, Toomer's or local boutiques. An increase in traffic for Auburn Oil Co. benefits the general Auburn economy.
Primary Research
For our primary research, we conducted a survey via Qualtrics. We created a short, 13-question survey that included questions about the Auburn resident's book shopping/reading habits and coffee shop preferences. We also had questions about social media preferences. One example question was "Do you prefer tangible books (i.e.,, hardback or paperbacks) or e-book (i.e.,, Kindle)?" and "What is discouraging you from shopping local?" as well as "What is your favorite aspect of shopping local?" The responses to these two questions were constructive because we could pinpoint how our target audience purchases and reads books. Whether online (11% of respondents) or tangible (88% of respondents). As well as the best and worst parts of shopping at a local, small business: the best being "investing in the community" (56% of respondents) and the worst being "higher prices" (59% of respondents).
For each question, it was important for our team to include multiple choice answers and an "other" option with a chance to write in your response. This allows the respondent to share an idea we did not list as a choice.
We chose a quantitative research method to investigate human habits, emotions, and attitudes toward bookshops and coffee shops. The survey was the quickest way to gather this information instead of observing patterns over time. We each sent out the survey to organizations we are a part of on campus. This ensures that college-aged people responded to the survey and the professor supervisor, who will account for the older population of Auburn. Thus covering both our primary and secondary target audiences. 
Relevant Issues
Auburn Oil Co. Booksellers' main issue is competition. Because Auburn Oil Co. is a smaller business than its competitors, Books A Million and Barnes and Noble, it lacks the number of customers and online attention that its competitors have. The location of Auburn Oil Co. is considered an issue because Auburn is a small town that doesn't attract much attention to local bookstores. Auburn residents would instead go to Books a Million. Another issue Auburn Oil Co. faces is getting customers that aren't current. Social media plays a significant factor in gaining more attention and interest in a business. Auburn Oil Co. has an inconsistent posting schedule as well as an inconsistent theme and tone. Tone plays a significant role in posts and Auburn Oil Co. often speaks to current customers.

Goals, Objectives and Measurable Results
Goals & Objectives
1. Create a TikTok account for Auburn Oil Co. 
· Generate 1,000 followers within two months.
· Post three “Book Tok” videos a day.
2. Hold a book fair-style “Monthly Bestsellers” event.
· Increase sales by 5% by Dec.  2022.
· Increase event traffic by 20% by Dec.  2022.
Target Audiences
1. Auburn University Students: Auburn University students ranging from 18 years old to 23 years old looking to get more invested in reading after seeing viral “Book Tok” videos. Knowing how the TikTok algorithm works, Auburn Oil Co. Booksellers will be able to get on Auburn students’ “For You Pages” by posting trendy “BookTok” content. This content provides users with the geographical location of the storefront which will then lead students to the resources of supporting a local business and their new interest in books.
2. Local Book Lovers: Auburn residents 30-year-olds and above who are looking to entertain and educate themselves. As in one of our personas, Don, is an empty-nester and a retiree who is looking for things to do in his beloved town. Holding events, such as the monthly bestseller event, will give the locals of Auburn a way to connect with their neighbors and get involved in the community.


Execution
Establish a strong BookTok presence on TikTok.
Strategies
1. Create a TikTok account and content for Auburn Oil Co. Booksellers to attract book lovers to their social page and website. 
2. Promote the TikTok account through word-of-mouth and other social media platforms.
Tactics
1. Start a TikTok account and follow popular BookTok TikTokers to bring people to the account.
2. Make a TikTok about popular books from this month.[image: ]



Hold a book fair-style “Monthly Bestsellers” event.
Strategies
1. Utilize earned media opportunities to attract attendees to the event.
2. Launch a social media campaign highlighting different events that are offered as well as the new “Monthly Booksellers” event.
Tactics
1. Send press releases to The Auburn Plainsman, OA News, Eagle Eye News and Auburn-Opelika Tourism.
2. Contact other local businesses to sponsor, promote or participate in the event.[image: ]





Event Timetable
Four to six months before the event
	Objective
	Done
	Person
	Time
	Due

	Establish event goals
	
	Whole team
	One hour
	Aug. 13

	Select the date
	
	Team and client
	30 min
	Aug. 15

	Get cost estimates
	
	Morgan Grigsby
	One hour
	Aug. 13

	Identify and contact sponsors/partners
	
	Becca Benner
	Three hours
	Aug. 13

	Determine if event registration software is needed
	
	Molly Flanagan
	30 min
	Aug. 13

	Determine if event management software is needed
	
	Molly Flanagan
	30 min
	Aug. 13

	Release early-bird tickets
	
	Molly Flanagan
	5 min
	Aug. 30



Three to four months before the event
	Objective
	Done
	Person
	Time
	Due

	Build out required documents
for your team
	
	Ryan Jones
	Two hours
	Oct. 15

	Speaker liaison
Finalize presentation
Get bio information, photo
Travel & accommodation arrangements
Have contracts signed if appropriate
Ask speakers to start promoting and
sharing it with their network

	
	Ryan Jones
	Two hours
	Oct. 15

	Determine registration fees
Set up and enable online registration
Finalize sponsor levels and amounts
Identify items to be underwritten and
accounting tracking details
	
	Molly Flanagan
	30 min
	Oct. 15

	Determine and arrange all details re menu,
A/V equipment, registration set-up, parking,
signage, etc.
Review security needs/plan for the event
with venue manager
Investigate need for any special permits,
licenses, insurance, etc.
Assess accessibility requirements and
communicate to staff
	
	Becca Benner
	Three hours
	Oct. 15

	Develop draft program
Create draft event script
Develop publicity pieces
Request logos from corporate sponsors for
online and printed materials
Develop and produce invitations, programs,
posters, tickets, etc.
Develop media list & prepare News Release,
Media Advisory, Backgrounder and all
media kit materials
Enable/create email event notifications
Create a Facebook event page
Develop a promo video and post
on YouTube and your Facebook page
Register your event on a variety
of online
event calendars
Create some buzz on your blog
or member forums
Determine VIPs and create
invitation &
tracking document
Order any desired event swag
	
	Emily Heineman/ Molly Flanagan
	Five hours
	Oct. 15



One to two months before the event
	Objective
	Done
	Person
	Time
	Due

	Send reminders to your contact list
registration and participation
	
	Becca Benner
	One hour
	Dec. 1

	Reach out again to presenters/speakers
regarding
Confirming travel and
accommodation details
Request copy of speeches and/or.
presentations
	
	Becca Benner
	Two hours
	Dec. 1

	Sponsorship finalization
Follow up to confirm sponsorships and
underwriting
Get any promotional materials you’ll be
sharing at the event
Ask sponsors to share event on their
promotional channels
	
	Ryan Jones
	Two hours
	Dec. 1

	Continue executing on your publicity plan
Release press announcements about
keynote speakers, celebrities, VIPs
attending, honourees, etc.
	
	Ryan Jones
	2 hour
	Dec. 1

	Post your initial event news release on your
website and circulate to all partners,
affiliated organizations, etc.
Post more details about your event
on social media
	
	Emily Heineman
	Two hours
	Dec. 1

	Close early-bird tickets
	
	Molly Flanagan
	5 min
	Dec. 1

	Finalize and proofread printed materials
	
	Ryan Jones
	One hour
	Dec. 1



One week before the event
	Objective
	Done
	Person
	Time
	Due

	Have all committee chairs meet and
confirm all details against Master Plan
	
	Morgan Grigsby
	One hour
	Jan. 20

	Finalize event script
Ensure it includes wheelchair-accessible
areas and has clear paths through the venue
	
	Ryan Jones
	Two hours
	Jan. 20

	Brief any/all hosts, greeters, volunteers
about their event duties and timelines
	
	Becca Benner
	Four hours
	Jan. 20

	Finalize your seating plan
	
	Emily Heineman
	One hour
	Jan. 20

	Provide final registration numbers to caterer
	
	Becca Benner
	One hour
	Jan. 20

	Make print and online copies of any
speeches, videos and presentations
	
	Emily Heineman
	30 min
	Jan. 20

	Do a final registration check, including
name badges & registration list
	
	Becca Benner
	One hour
	Jan. 20

	Determine photo op and interview
opportunities with any presenters and VIPs.
	
	Molly Flanagan
	30 min
	Jan. 20

	Confirm details with media attendees
	
	Molly Flanagan
	One hour
	Jan. 20



One day before the event
	Objective
	Done
	Person
	Time
	Due

	Have all committee chairs meet and
confirm all details against Master Plan
	
	Becca Benner
	One hour
	Jan. 29

	Finalize event script
Ensure it includes wheelchair-accessible
areas and has clear paths through the venue
	
	Ryan Jones
	One hour
	Jan. 29

	Brief any/all hosts, greeters, volunteers
about their event duties and timelines
	
	Becca Benner
	Two hours
	Jan. 29

	Finalize your seating plan
	
	Emily Heineman
	One hour
	Jan. 29

	Provide final registration numbers to caterer
	
	Becca Benner
	One hour
	Jan. 29

	Make print and online copies of any
speeches, videos and presentations
	
	Emily Heineman
	30 min
	Jan. 29

	Do a final registration check, including
name badges & registration list
	
	Becca Benner
	30 min
	Jan. 29

	Determine photo op and interview
opportunities with any presenters and VIPs.
	
	Molly Flanagan
	30 min
	Jan. 29

	Confirm details with media attendees
	
	Molly Flanagan
	One hour
	Jan. 29



Event Day
	Objective
	Done
	Person
	Time
	Due

	Take a few deep breaths — you got this!
	
	Whole team
	5 min
	Jan. 30

	Ensure you have copies of all instructions
	
	Ryan Jones
	30 min
	Jan. 30

	Check in with each Committee Chair to
ensure their team is on track
	
	Becca Benner
	Two hours
	Jan. 30

	Greet new attendees
	
	Becca Benner
	Event time
	Jan. 30



Post Event
	Objective
	Done
	Person
	Time
	Due

	Ensure nothing was left behind
at the venue
	
	Becca Benner
	15 min
	Jan. 30

	Gather all receipts and documentation, final
registration data, etc.
Update budget
	
	Morgan Grigsby
	One hour
	Feb. 2

	Send thank-you’s and acknowledgement
letters to
Sponsors
Volunteers
Speakers/presenters
Donors
The media
	
	Becca Benner
	Five hours
	Feb. 2

	Post-event publicity
Send out an email to your subscriber base with highlights from the event
Make a publicity reel video
Share highlights on social media
Update website page to reflect that it’s a past event
	
	Molly Flanagan
	Three hours
	Feb. 5

	Conduct a post-event survey
	
	Morgan Grigsby
	Two hours
	Feb. 9

	Reach out to event participants
	
	Becca Benner
	Two hours
	Feb. 9

	Conduct a team debrief to learn their thoughts
	
	Morgan Grigsby
	One hour
	Feb. 9

	Conduct a thorough evaluation of the event
	
	Becca Benner
	Two hours
	Feb. 9




Audience Personas
[image: Yale History Professor Paul Freedman Dreams up His Ideal Dinner Party]Name: Don
Age: 73
Residence: Auburn, AL
Education: Ph.D. in History
Occupation: Retired professor/Guest Lecturer
Marital Status: Married with grown children
Bio:

Don met his wife, Joanne, at Auburn in 1969 when they were both sophomores. They fell in love and were married in the fall of 1971 after graduating. He then started his master's degree in history at Auburn while Joanne worked at the hospital as a nurse. Two years later, they moved to Atlanta for him to attend Georgia Tech for his doctorate in history. They started a family while he was still in school. When Don graduated, their family of 5 moved back to Auburn, where Don got a job as a professor. And there they stayed. He is recently retired and has grown a hobby of reading. His youngest son is a sophomore at Auburn, his other son recently graduated, and his oldest daughter lives and works in Atlanta. When Don is not guest lecturing, he likes to golf and watches Auburn football. He also continues learning about history through reading. He is old school and doesn't like to use Amazon. He prefers supporting Auburn by going to bookshops to buy his books. Joanne accompanies him to the stores, too.
Motivations:
· His family
· His love for Auburn
· History
Problems:
· Understanding Instagram and Snapchat
Social Media Use:

· He wants to use emerging social media platforms to stay in touch with his grandchildren but he doesn't know where to begin
Goals:
· Always wants his children to have a place they can call home
· Grandkids
Personality Traits:
· Loving, old fashioned, studious 
Preferred Channels:
· Newspaper
· Local television news



[image: steph bohrer on Instagram: “all the essentials in one hand” in 2022 |  Mysterious girl, Hair inspo, Love hair]Name: Marie
Age: 19
Residence: Auburn, AL
Education: Some college
Occupation: Barista/Student
Marital Status: Single
Bio:
Marie spends a lot of time on TikTok and is easily influenced by trends. She ended up
on "BookTok," and after reading all of the popular ones in Target, she wanted to find a
place that sells independently published books. She found out that she flies through
romance and thriller books and wants to find a place with employees that will help her
find her next favorite book. She discovered she missed reading for pleasure and
is now making her way through her 2022 reading goal.
She is a sophomore majoring in marketing and is from Blountville, Tennessee She is the first
person in her family to go out of state for college. She has fallen in love with Auburn
and wants to support its local small businesses. She feels they give Auburn character
and the small town feel she loves. Marie hopes to move to Austin, Texas, after
graduation in 2025. She wants to work in marketing for an agency that represents
small businesses.
She is a hopeless romantic that is perpetually single. She struggles with anxiety and
wants to put herself out there more romantically and socially but fears rejection. Her
mom encouraged her to go through recruitment when she was a freshman, but after the first day, she realized it wasn't for her.
Motivations:
· Future goals
· Good grades
Social Media Use:
· Social media (Instagram and TikTok)
· Goodreads
· Spotify (but only for podcasts)
Problems:
· Rejection
· Being lonely
· Not succeeding

Goals:
· To be financially independent
· Live in her dream city (ATX)
· Have a successful career
Personality Traits:
· Shy
· Romantic
· Compassionate
Preferred Channels:
· Social media
· NY Times app, where she gets push notification
[image: 3 easy ways to show your millennial employees you care - The Business  Journals]
Name: Jonathan
Age: 35
Residence: Auburn, AL
Education: Bachelor’s degree
Occupation: Accountant
Marital Status: Married with children
Bio: Jonathan is from Atlanta, Georgia, and went to the University of Georgia. He met his wife, Melissa, in their senior year of high school when she moved from Birmingham. She had always wanted to go to Auburn, and Jonathan had always wanted to go to Georgia. They weren’t dating for very long when it came time to commit to college, so they decided to break up and go their separate ways. They both dated around a little during their first two years, but ran into each other when Melissa came to Athens for a game day. They started talking again and slowly realized they still had feelings for each other. They were in a long-distance relationship for their last two years of college, and Jonathan proposed on her graduation day from Auburn. They decided to settle in Auburn, with Melissa as an elementary school teacher and Jonathan as an accountant.
	They had their first child when they were 27, and their second and third children at 30. Now, with an eight-year-old and five-year-old twins, Jonathan is looking to find a hobby and make new friends, since many of his college friends still live in Georgia. He discovered Auburn Oil Co. Booksellers and enjoys being able to have some alone time to read. He wants to join a book club and is hopeful that Auburn Oil Co. will have one for him. 
Motivations:
· Promotion 
· Providing a good life for his young children
Social Media Use:
· Facebook
· Instagram
Problems:
· Loss of identity in daily life
· Lack of a social circle outside of his wife  


Goals:
· Join a book club 
· Spend more one-on-one time with his wife
Personality Traits:
· Loyal, thorough, family-oriented
Preferred Channels:
· Instagram, NYT app









Recommendations and Conclusion
Auburn Oil Co. Booksellers provide a place for locals to gather and enjoy a cup of coffee while reading a good book and browsing the shelves of novelty items. However, there are both internal and external analyses that take place within this business. Social Media is also very important when it comes to businesses. Auburn Oil Co. Booksellers are active on their Facebook and Instagram accounts, but the response to their posts is lacking. 
Overall, Auburn Oil Co. is on the right track to increase social media presence and engage more with the community. However, there are several areas of improvement that could push the bookstore to its full potential. By expanding into growing social media platforms, Auburn Oil Co. can better target college students and young adults. Additionally, by taking on additional means of advertising, rather than just a newsletter, the company can attract new customers and build a group of regular event-goers. With slight adjustments, Auburn Oil Co. Booksellers has the potential to become a landmark Auburn storefront.
Tiger Agency recommends that the Auburn Oil Co. Booksellers continue its events such as Page Pairings. It also recommends they continue to stay active on Instagram and Facebook and begin using the TikTok page we created for them. To reach a new, younger audience it should take part in BookTok and TikTok trends.
The Public Relations Campaigns class gave its students the chance to gain real life experience by creating a PR campaign. Tiger Agency loved working for Auburn Oil Co. Booksellers.
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Appendices
Promotional Materials: The promotional materials and tactics we created are as follows: a mock press release, TikTok account and a mock pitch.
Mock Press Release
Auburn Oil Co. Booksellers Hosts Monthly Book-Fair

AUBURN, Ala. (Nov. 30, 2022) – Auburn Oil Co. Booksellers will host its first-ever “Monthly Bestsellers” social book fair on Jan. 30, 2022.

Auburn Oil Co.’s “Monthly Bestsellers” works to unite Auburn book lovers by bringing back the beloved and nostalgic elementary tradition of book fairs to the community. Held on the last day of each month, Auburn Oil Co. highlights customer recommendations, store bestsellers and recent arrivals. The store’s infamous book-themed coffee and pastries will be available for purchase. 

“Monthly Bestsellers” will take place at the Auburn Oil Co. storefront, located at 149 East Magnolia Ave. in downtown Auburn, Alabama from 6 p.m. to 9 p.m. The book fair is free and open to the public.

“‘Monthly Booksellers’ is a great way to get out in the Auburn community and meet others with the same interests as you,” said store manager Angela Wilhite. “It’s very rewarding to have the opportunity to host fellow book lovers and serve as a place to bring people together.”

The book fair will also feature an anonymous book-buying process called “Blind Dates.” This tradition nullifies the cliche “never judge a book by its cover” mantra by having customers choose a book based on the description without knowing the title or author. 

Wilhite and the Auburn Oil Co. Booksellers team hope to continue connecting with the Auburn community and encouraging others to never stop reading.

About Auburn Oil Co. Booksellers
Auburn Oil Co. Booksellers is a local, independently-owned bookstore and coffee shop that offers bestsellers, classics, local specialty items, cards, gifts and novelties. Located in the heart of downtown Auburn, Alabama, Auburn Oil Co. is down the street from historic Toomer’s Corner and only a block from Auburn University. Auburn Oil Co. was founded by Mike Armor in 2019, who, inspired by his father’s Phillips 66 stations growing up, wanted to create a place where community members could come together and share their love for reading. Book clubs, cafe menus and other information are available at auburnoilbooksellers.com.
Mock Pitch
Subject: Auburn Oil Co. and Booksellers unites community members with nostalgic book fair
Hi [name],
Auburn Oil Co. is hosting a monthly book fair-style event in an effort to unite community members and create a network of Auburn booklovers.
“Monthly Bestsellers” takes place on the last day of each month and features customer favorites, store bestsellers and author appearances. The in-store cafe will be open during the book fair, highlighting drinks and pastries from the previous month, inspired by iconic books and authors. Auburn Oil Co. hopes to create a space where community members can spend time together, paying homage to the days where neighbors really got to know one another.
Please let me know if you are interested in learning more about the Auburn Oil Co. mission or would like to speak directly with store manager Angela Wilhite.
Best regards,												Becca Benner												Tiger Agency | Account Coordinator									rlb0064@auburn.edu

TikTok
[image: ]


Content Calendar
The content calendar was created for December 2022. We pulled inspiration from current trends and what we believe the target audience would enjoy. [image: ]
Budget[image: ]
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Contact list
Sabina Crisitello; Culture Editor, The Auburn Plainsman. lifestyle@theplainsman.com		Lauren Johnson; Reporter, Auburn Opelika News. ljohnson@oanow.com
Website
Our website link: https://ech0063.wixsite.com/tiger-agency 
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PR CAMPAIGN BUDGET PLAN

Projected Subtotal to date:

PROJECTED PROJECTED
CAMPAIGN TYPE COST PER UNIT SUBTOTAL COMMENTS
Tables 3 $50 $150.00
Decorations N/A N/A $150.00
SUBTOTAL $300.00
Printing costs (flyers/brochures etc)
In-store brochures 300 <$1 $50.00

Public Relations

Events

| Sponsorships none $-
| Press Releases 3 $0 $0.00 Unpaid staff
Webinars none $-
Conferences none $-

SUBTOTAL $0.00
Social Media
Twitter $-
| Facebook 1 $50 $50 Ads
| Pinterest $-
| Instagram 1 $50 $50 Ads
| Linkedin $-

| Digital (Other)

SUBTOTAL $100.00
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Traditional Advertising

Blog $-
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Print $50 $100.00
Outdoor $-
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