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The Local Social

create a sense of

is striving to

communi’ry N

the town of Woodstock, GA.

They are seorching for o wWay

to create a close-

KNit

communier out of their current

and future clients, while

oromoting their wine sells.



This campaign will seek to
draw attention and customers
to the Local Social's new open

mic ning. The hope s that the

_OCC]| SOCiO' can become d hUb

for young adults to have date
nithrs and engage with their

communﬁyl



By morke“ing the open mic

nithrs as the pen(ec’r date nithr
location and pushing the wine
sells at the event, this
campaign will draw in
customers, he|p to build
community, ana fino”y increase

wine sells.



Success will be measured |oy:

e attendance at events
GOAL e amount of wine sold
e social media engagement

e retention ana groerh of

customers




THE AUDIENCE

Local Demographics

Total Population of 35,065

531% female

Median household income of $100,913

Vledian age of 36

(W oodstock, Georgia Popu|o+ion 2021 (Demogrqphics, Mops, Grophs), n.d.)

Target Audience

Gender: Married Male

Age: 32-35

Income: $90,000-$100,000 Fomi|y income




ideas. They both love creativity and want to build greater community in

their hometown.

Demographics

e 35 and 33 years old

« Woodstock locals

. John is a mechanical
engineer and Kate is an
elementary school
teacher

. $100,000 ye0r|y Fomi|y
salary

¢ 2 young dough’rers

THE AUDIENCE

John and Kate Myers are young parents in search of some fun date night

Psychographics

« Now that their
daughters are old
enough fo stay home
with a bobysiHer, Jrhey
want to be intentional
about going on dates

e Want to grow their

communi+y in

W oodstock

Ethnographic
Behavior

e Have a love and
appreciation for
creativity

« Value spending time
with each other

« Value investing time in

their commu nity

John & Kate Myers

Purchase Habits
e Want to support small

businesses
e Want to invest in local

businesses seeking to

better their town




The idea is to host o monJrHy

open mic nithr to draw some

fresh excitement to the Local
Social, especio”y during their
afternoon ano evening hours.
The mic will be open for
onerhing from musical
pemcormonces, TO comedy acTts,

fo poetry.




In order to promote community
at the Local Social, baristas

will take turns MCing the
Open Mics. This will give

customers the opporfunity fo
get to know the peop|e

oreparing their coffee ana

oouring their winel



Baristas who are MCing will
encourage customers to enjoy
some wine, as well as
providing space for ming|ing.

The goo| s to make the Local

Social community feel like one

|oig Fomi|y.



This campaign will run

primori|y Jrhrough |ns’r0|gr0m

HOW

with the use of posfts, reels,

stories, and hosMogs.



The barista who is MCing will

do an Instagram takeover’
where Jrhey introduce
themselves and some of the
performers via stories, as well
as update followers throughout
the night and provide some

behind the scenes content.



|ns+ogrom has been pushing

reels, so o) Fo”owing trends

the Local Social will promote

the open mic nights. These
don't need to be high
producﬁon, the goo| is TO
appear as authentic ano
inviting as possible. Make

peop|e want to be a poart of

the nighﬂ



The Local Social will also
utilize grdphics oromofting
these events. These grophics

will be used primari|y for static

|n5"ogr0m posts featu ring all

the details for the nigH.



Fino”y,+he hosh+og
#_oco|MiC|\|igHs will be
utilized. This hosh“ag can be

used both |oy the Local Social
when promoting the events as
well as by customers. In order
TO encouroge'Hwﬂﬂ to share,
the Local Social will repost

content shared with the

hos*ﬁog to their |ns+ogr0m.




THE VISUALS
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The voice Sl’]OU'CI |oe COSUO' OI’]C] N

should feel like your reo”y cool fri

THE COPY

viting. |+

end is inviting

you to be a part of someJrhing just outside of

your comfort zone, but in o way

that makes

you comfortable enough to go! [

being invited into a Fomi|yl

Ke you're




THE COPY

# ocalMicNights

"A Toast to Talent’

Repeated Invitations like "Come join us!’




THE WHY

The open mic nithrs will be effective because "Hey provide a

unique opportunity that is not often found in the Woodstock
aredq. They encourage locals to both pencorm and to be o
part of the audience, in turn increasing the connectivity of

the town! This will be the pemcech date nigh’r spoft for young

adults, and overtime will become the p|oce to be as word

SpFQOdS!




THE WHY

The orimary target audience is millennials, and 71% of
millennials are active Instagram users. The inJrenJrionathy of
the posts and the space provided at the open mic nigHs will
manufacture a close-knit community ano Fomi|iori+y at the

| ocal Socio|, all while encouraging the purchose of winel







