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Welcome!

Green Flamingo Advertising would like to take a minute to say hello and introduce you 
to one of the best campaigns you will ever see. We have put an enormous amount of 
time, talent, and sleepless nights into making sure that we produced the best possible 
campaign for Postal Vault Systems, Inc. With that said, please enjoy the show.

Katie Goerne,
Green Flamingo 
(Head Flamingo Wrangler and AE)
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SITUATION ANALYSIS

INDUSTRY ANALYSIS
The history of the mailbox in the United States dates back 

to 1912, when the Post Office Department first required 

its new customers to have a receptacle for the carrier to 

deposit mail. Almost 100 years later, mailboxes are still 

relied upon, not only by the Postal carriers, but by most 

members of society. From bills to birthday cards, people 

depend on their mailbox to keep these important items 

safe and secure. In fact, people invest so much trust in 

their mailbox, they often take it for granted.

Since the concept of cluster boxes was introduced in 

1967, the industry has seen no substantial innovations or 

improvements. Until now. The secure, locking mailbox, 

the latest trend in mailbox design, will help people realize 

the importance of securing the information so vital to 

their everyday functioning. Thus far, no brand leader has 

emerged in the category to claim this responsibility. Brand 

recognition is practically nonexistent for both locking and 

unlocking mailboxes, with fewer than 5% of our survey 

participants being able to pull a brand name out of their 

consideration set. Yet, the demand for mailboxes is ever-

present, with 1.5 million new homes being built each year, 

according to the U.S. Government Census. There is endless 

opportunity available for the smart and strategic company 

who is willing to reach out and grab it.

COMPANY BACKGROUND
Garages aren’t just for storage. They’re also for invention. 

While they mostly churn out heavy metal rock bands, in 

1999, the garage became the birthplace for an innovative 

locking mailbox, the Postal Vault. James Cox discovered 

the evolutionary design while visiting the home of a fellow 

entrepreneur. James and his wife, Bobbie, were already 

in the business of marketing unique products with their 

company, B.J. Marketing, and this secure mailbox was 

a welcome addition. The couple believed in the product 

so much, they set up a prototype in their own front yard. 

After James’ untimely death in late 1999, Bobbie’s own 

personal experience with the product convinced her that 

having a Postal Vault really could be a life-changing event. 

She had so much confidence in this invention that she 

decided to focus her business efforts solely on marketing 

the Postal Vault product.

It took three years, three name changes, a group of 

Lockheed-Martin engineers, and a lot of faith, but in the 

end, Postal Vault Systems, Inc. emerged, ready to become 

the leader in the locking mailbox category.

CURRENT SITUATION  Postal Vault Systems, Inc. 

has obtained certification from the Women’s Business 

Enterprise, and its original line of Postal Vaults has an 

implied endorsement and approval from the United States 

Postal Service. Always attentive to the changing needs of 

consumers, Postal Vault Systems, Inc. is currently in the 

process of developing a new Hybrid line of Postal Vaults 

that will be more decorative and consumer friendly than 

the discontinued models. These will be introduced into the 

market in the summer of 2006.

Postal Vault has already secured the following 

prominent partnerships:

•    American International Group (AIG): Upon purchasing 

a Postal Vault, consumers receive a $25,000 identity 

theft insurance policy, free for a year.

•   Identity Theft Solutions (IDS): Upon purchasing a Postal 

Vault, consumers receive an Identity Theft Awareness 

and Assistance Program Card.

•   GMAC Mortgage Division: Customers who have taken 

out a mortgage receive a $300 voucher toward the 

purchase of a Postal Vault.

•   Boy Scouts of America (BSA): In an attempt to earn 

merit badges, scouts will sell Postal Vaults door-to-door 

and aid in their installation.

T

Bobbie Cox and the rest of the PVS staff
        conduct their business endeavors
      with this motto in mind:

And we did! We designed a revolutionary advertising 

strategy utilizing buzz, mystery, and intrigue. After this 

campaign, there will be no more “mailbox.” There will only 

be Postal Vault.

BONUS FEATURES
Who doesn’t like free stuff? Through a multitude of 

traditional and non-traditional promotional pieces 

targeted at both the primary and secondary target 

markets, Postal Vault will be given added face value. From 

hotel room door hangers to an extravagant movie-inspired 

trade show booth, no one will be able to escape the biggest 

name in mailboxes.

HOT OFF THE PRESS
As one of the most important elements within the 

entire campaign, public relations is the backbone to our 

marketing and creative strategies. PR will create that need-

to-know relationship with the media through multiple 

outlets including pre-reveal press releases and a post-

reveal movie premiere event with Habitat for Humanity. 

STAY TUNED
A strategically integrated media mix is essential to support 

both the marketing and creative concepts, especially when 

there are two target markets. So we decided to go all out. 

From airport billboards and trade magazines to 60-

second spots on ABC’s Extreme Makeover: Home Edition, 

wherever they care, Postal Vault will be there.

RAVE REVIEWS
Measure twice, cut once...or in our case, keep measuring. 

To ensure that this campaign is effective AND reaching 

the target markets, there needs to be continuous research 

conducted both during and after the campaign’s launch. 

Using a variety of tracking methods such as website hits, 

clipping services, sales, and more, Postal Vault will know 

their exact position (that spot on the top). 

SNEAK PREVIEW
Creating a campaign for a little-known company in an 

unbranded product category, such as mailboxes, has 

proven to be quite a challenge AND just the challenge 

Green Flamingo Advertising wanted! Postal Vault Systems, 

Inc. gave us the opportunity to create a national campaign 

that will break through the competition and clutter to 

become “the mailbox” through a strategically integrated 

communications plan. By the end of this campaign, Postal 

Vault Systems, Inc. will not only have revolutionized the 

secure mailbox industry, but the world of advertising as 

well. Now, on with the show!

STAR MARKET
The X-ers and Boomers have an immense amount of 

purchasing power, spend tons of time traveling, and are 

highly receptive to new products. This primary market 

demands customized products and generally are second—

time home buyers. The builders, our secondary market, 

are constantly seeking upgrades for their developments 

and are respected for their professional opinion. 

SHOW TIME
The ultimate goal is to establish Postal Vault Systems, 

Inc. as the leader in the mailbox industry. The first and 

most important step toward accomplishing this goal is to 

develop brand awareness. By creating opportunities for the 

target market to experience the product and by building 

relationships with retailers, Postal Vault will be generating 

sales in no time. 

NOW PLAYING
Let’s try something new! Our research shows that very few 

consumers in the target market know about this product or 

its benefits.  In order for Postal Vault to grab this market’s 

attention and establish a brand identity, Green Flamingo 

needed to produce a concept larger than the product itself. 

PV ASKED 
What are the factors motivating brand choice?
Currently, is there brand awareness?

GF DELIVERED 
Not hardly. An aided response survey question revealed only 4% had heard of 
Postal Vault. When unaided, less than 5% were able to name any mailbox brand. 
Focus group participants reported buying a mailbox when the need arises, and 
buying the first one they see. They described it as a “point of purchase” decision. 

ouch lives and
make a difference.
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PAST CAMPAIGNS
In the past, Postal Vault Systems, Inc. has engaged in 

minimal advertising.  In December of 2001, the company 

ran a full-page ad in USA Today. Three years later, they 

took a stab at national radio, broadcasting the benefits 

of Postal Vault during Paul Harvey News as well as on 

1,200 additional stations. Neither attempt was extremely 

successful at motivating the consumer. Why not?

Radio can’t convey the complex mechanisms of Postal 

Vault. Consumers want to peer inside and see where the 

mail tumbles. They want to twist the key and see their mail 

safely waiting for them at the bottom. They want to picture 

a Postal Vault in their front lawn. If it isn’t possible to have 

the product in their hands, they at least want to watch 

someone else engaging in these actions.

Furthermore, Postal Vault has an enormous amount 

of information to communicate to the consumer. This can’t 

be done adequately with a 30-second commercial in a 

medium primarily used as background noise.

Postal Vault is a new brand, and its advertising 

message needs to have a high degree of frequency. To 

become the category leader, consumers need to be hit with 

the Postal Vault message over and over (and over) again. 

Sporadic and short-lived attempts are not the answer.

CONSUMER ANALYSIS
When you’ve worked hard your whole life, you look 

forward to easy living. Building a home of your own, 

traveling, and of course, owning a state of the art mailbox 

are all indications that you’ve arrived. Our target market 

works hard, brings home a fat paycheck, and isn’t afraid 

to spend a little of that dough on themselves. If they aren’t 

traveling for business, it’s for pleasure, and if they aren’t 

shopping the mall for the latest in technology, fashion, and 

other luxury goods, they’re surfing the Internet in their 

pajamas while sipping home-made espresso. 

While it might seem like they “have it all,” this target 

is certainly missing one VERY important thing. A Postal 

Vault. And they might deserve it more than anyone 

else. Their fast-paced, active lives make them crave 

convenience, so they send emails from their cell phones. 

They work hard and hold demanding jobs, so they are 

often away from home for most of the day. Because their 

suitcases are packed more often than not, they could 

benefit in so many ways from a product that allows them 

to reduce the stress associated with being away from home.

PRODUCT ANALYSIS
Postal Vault recently discontinued its original product 

line consisting of the PV 101, 201, and 400 series in order 

to usher in its new Hybrid line of Postal Vaults to better 

reflect consumers’ needs. The units come in both a door-

side and a curb-side version. The door-side models will 

range from $179.95-$189.95 while curb-side models are 

projected to cost $349.95. The product attributes reflect 

what the company cares about most: security and style.

THE PROTECTION  Postal Vault features a large 

storage area, capable of holding several weeks of mail. 

This feature gives customers a convenient alternative to 

temporarily stopping their mail at the post office while 

they are away on business or pleasure. The new models 

are made from a durable aluminum material that is 

difficult to penetrate. Each vault contains a tri-bolt locking 

mechanism and a trap door system, prohibiting anyone 

without a key to access the mail inside. Once mail is 

deposited inside the Postal Vault, the consumer can be 

assured that it will be safe and secure.

THE LOOK  Hybrid Postal Vaults feature 

interchangeable decorative panels. These panels come 

in a variety of choices including tile, copper, brick, and 

stone. Consumers can be sure that their newly purchased 

Postal Vault will blend in nicely with their home and 

neighborhood. Homebuilders can make sure their newly 

constructed communities have a cohesive appeal. The 

inside of the Postal Vault allows for the mail shelf to 

be placed at an optimal position for the consumer’s 

amount of mail and physical limitations. In addition, the 

customization offered by the company allows consumers 

to order panels featuring personalized emblems and logos. 

Due to this customization option, Postal Vault will not only 

protect identities, but reflect them as well.

COMPETITIVE ANALYSIS
What do you get when you do a Google search for 

“mailbox”? You might not think that doing a Google 

search is the most reliable way to conduct research for a 

$17.5 million campaign, but according to our research, 

consumers in our target market will turn to either the 

Internet or home improvement stores to find information 

about mailbox models and features. From there, the savvy 

shoppers will gravitate to the most prominently featured 

or popular models. 

So what exactly DID we find when we searched 

for mailboxes? To get inside the search process of the 

consumer, we searched the Internet and contacted ten 

mailbox retailers. In our search, four mailboxes stood 

out as most prominently featured and most highly 

recommended. Each of these locking mailboxes is 

approved by the USPS or the Postmaster General. 

Including the two competitors listed in the case 

study, the following profiles list the top six competitors 

for Postal Vault.

SECURELOGIC SECURE VAULT MAILBOX
•  $200-$400

•  Can safely hold a week’s worth of mail

•  Tamper-resistant door/materials

•  Front mail retrieval door

   Features an electronic touch pad entry system

ARCHITECTURAL MAILBOXES – OASIS 
LOCKING MAILBOX
•  $150-$250

•  16-gauge steel body and powder coated

•   Features a patent-pending “hopper” door  

•  Front retrieval door

   Most recommended by the online retailers we contacted

MAILGUARD
•  $89.95-$100

•  2,000 cubic inches for mail storage

•  Theft, vandal and impact resistant

   Comes with a satisfaction guarantee – full money back, 

   no questions asked

AUTH-FLORENCE-MB2000 RESIDENTIAL 
MAILBOX
•  $180-$260

•  Large storage capacity

•  Secure 5-pin cylinder lock

    USPS strategic partner and sole provider to USPS of 

Cluster Box Units and Outdoor Parcel Lockers

dVAULT
•  $400-$750

•  Small bundle and package drop 

•  Security-Drop Door

•   Incoming slot with “flapper” mechanism

•   Adjustable key-locked access door for front, rear, left, or 

right side access configurations

THE SOLAR GROUP – MAILSAFE MAILBOX
•  $75-$100

•  Post-mountable

•  Concealed locking access door

  5-Year Manufacturer Warranty

   Has the largest market share

Before mailboxes were mandated, mail carriers needed to make a face-
to-face exchange with customers to deliver their mail. If a carrier was 
unsuccessful in getting a customer’s attention through a knock at the 
door or a loud whistle, the mail went back in the carrier’s bag, and he 
would try again the next day. Source: USPS.com  
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PV ASKED 
How simple or complex is the purchasing decision?
How much research goes into the decision?

GF DELIVERED 
Postal  Vault’s high price point makes the purchase high involvement. Unfortunately, 
Postal Vault’s presence in retail stores and on the Internet is scarce. Shelf-space 
in home improvement stores are filled with locking competitors (the Solar Group 
dominated at Home Depot). Internet mailbox retailers feature PV’s competition 
more prominently. 

What they have that you don’t
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SWOT ANALYSIS

•  Holds several weeks of mail

•  Has interchangeable decorative panels

•  Incredibly durable and theft-resistant 

•  Old models received USPS Approval

•  Formed strategic partnerships with AIG, IDS, GMAC, and BSA

STRENGTHS

WEAKNESSES

OPPORTUNITIES

THREATS

•  Outgoing mail not protected

•  High price point

•  No warranty

•  No cluster box models

•  Non-uniform appearance compared to other mailboxes

•  Limited distribution/availability of product

•  Unrecognized brand name

•  The “secure mailbox” is a new and expanding market

•  Over 1.5 million new homes are being built each year

•  Over 6 million mailboxes are replaced due to damage/deterioration each year

•  Outsourcing of manufacturing costs allows PVS to increase production of PV units

•  Wide Internet reach with online retail partners (Home Depot and Lowe’s)

•  Opportunity for PVS to emerge as a brand leader in an unbranded category

•  USPS will not allow locking of outgoing mail

•  Fluctuating economic status of real estate market

•  Increased use of Internet bill pay

•  Mailbox purchases tend to be low-involvement and made on a need-only basis

•  Price ceiling of market is lower than pricing points for Postal Vault

•  Installation cost is not built into cost of the unit

•  Inclement weather

PRIMARY RESEARCH  Through interviews, surveys, 

and focus groups, we sought to get into the minds of 

both our primary and secondary markets to discern their 

thoughts about mail theft, their motivations when it comes 

to purchasing a locking mailbox, and their perceptions and 

attitudes toward the Postal Vault product.  

 

Flamingo Found...

Interviews with Homebuilders 
We conducted phone interviews with nine homebuilders 

in Des Moines and Kansas City to learn more about their 

interactions with consumers, advertising, and mailboxes. 

All of the subjects we interviewed built houses that ranged 

in value from $250,000 to $700,000 and said that their 

main priority was always to create something aesthetically 

pleasing for their customers. Overall, the majority of 

homebuilders installed custom mailboxes for the homes 

they built, which were described as “huge,” “heavy duty,” 

and “able to withstand vandalism.” They also said they 

would consider installing a secure, locked mailbox “if there 

was a demand for it,” indicating to us that the builders rely 

upon the demands of their consumers to tell them which 

brands they should purchase and install. The majority of 

homebuilders said they had seen advertising for mailboxes 

but none of them had ever purchased one from those ads. 

According to the U.S. Department of Housing and Urban 
Development’s January 2006 report, building permits, 
housing starts, and housing completions are on the rise.
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4 OUT OF 9 CUSTOM DESIGN MAILBOXES TO 
MATCH HOMES

3 OUT OF 9 INSTALL BASIC/STANDARD MAILBOXES 
FROM RETAILERS

7 OUT OF 9 WOULD CONSIDER INSTALLING A 
SECURE LOCKED MAILBOX

6 OUT OF 9 SAID THEY HAVE NOT RECOMMENDED 
MAILBOXES TO CUSTOMERS

RESEARCH

OBJECTIVES 
•   Determine where consumers find information when 

purchasing a mailbox

•   Determine the decision making process consumers 

experience when choosing a mailbox

•   Determine the fear of identity theft/mail theft in society

•    Determine the prevalence of identity theft/mail theft     

in society

•   Determine the importance of mailbox features among 

consumers and homebuilders

•     Determine the purchasing decisions homebuilders make 

when installing mailboxes in new home d       e velopments 

•  Determine brand awareness in the mailbox category

STRATEGIES
SECONDARY RESEARCH  We scoured news sources, 

journal articles, and professional publications to discover 

all there was to know about mail theft and identity theft. 

Flamingo Found... 

•   According to the Javelin/Better Business Bureau 

Survey—January 2006—The number of ID fraud victims 

is decreasing.

 •   According to the Javelin/Better Business Bureau 

Survey—January 2005—Most thieves obtain identities 

through traditional channels and conventional methods. 

These include lost or stolen wallets, misappropriation 

by family or friends, theft of paper mail, and dumpster 

diving. In cases where the method was known, 68.2% of 

theft occured offline and 11.6% was obtained online. 

•      According to the USPS website and the FTC, only 4% of 

identit y theft occurs through mail.
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ID Theft is
•   32.8% one of the biggest problems in 

society
•  61.5% a problem but not a primary concern
•  22.1% what people subject themselves to
•  0% not prevalent    Source: Survey 1      

TAKE THREE

Survey 2: Assessing the Attitudes of the 
Primary Market Toward Mail and Mailboxes
•   75.9% receive important documents 

through the mail at least 3 times a week

•  54.6% more likely to buy if made 

   in U.S.

PV ASKED 
How strong is the link at present between mailbox 
intrusion or tampering and identity theft?

GF DELIVERED 
Not as strong as PVS thought. Although most identity theft does occur 
conventionally, the USPS Postal Inspector we interviewed stated only 4% of 
identity theft occurs through the mail, confirming our secondary research.  
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Participants’ 
Age and Income

•  39.8% were 45-54                     

•  32.4% had HHI > 
$50,000

1.9%

46.3%

48.1%

95.4%

Door to door

Online

Catalog

Retailer

WHERE THEY OPEN
THEIR CHECKBOOKS 

Participants’ 
Age and Income

•  50% were 35+                     

•  50% had HHI > 
$50,000

51.9%

75.0%

17.6%

24.1%

Internet

Retail Store

Neighbor/friend

Catalogs

WHERE THEY HUNT
FOR INFORMATION 

Survey 1: Assessing the Attitudes of the 
Primary Market Toward Identity Theft
•   87% agree or strongly agree that 

the mailbox is a safe place to 

receive mail.

•   63.8% of consumers are worried 

about identity theft.

•   77.9% of consumers engage in 

activities to protect themselves from 

identity theft. However, fewer than 8% reported any 

measure taken to secure their mail.

•  Only 4% reported having heard of Postal Vault.

•   Less than 5% surveyed were able to name at least one 

brand of mailboxes, and every one of them named 

Rubbermaid.

Focus Group Findings  After conducting three in-

depth focus groups with adults in the Des Moines area, we 

learned the following: 

The Ideal Mailbox: Functional and Stylish

•  Open to the idea of a locking mailbox

•  Unimpressed with the current design 

•   Thought the best feature was Postal Vault’s storage 

capacity because it allowed them to continue receiving 

mail while out of town

•   Liked the idea of brick or other decorative facades 

covering the product 

•  Interested in a mailbox with a newspaper slot

•  Interested in a plaque for their family name

•  Thought neighborhood uniformity was important

•   Concerned about cost and negatively viewed the 

installation costs

Reach Me in the Store, Not at My Door

•   Said home improvement stores were the best place to 

reach them

•  Were not receptive to door-to-door sales

•  Said fear approaches will definitely not appeal to them 

•  Said their mailboxes were replaced on a need-only basis

•  Put no thought into a mailbox purchase 

•  Felt the need to see, feel, and experience the product

•  Had no brand awareness in the mailbox category

AN IDENTITY THEFT APPROACH:
MISLEADING AND INEFFECTIVE
Although Postal Vault Systems, Inc. requested that we 

ride the wave of the identity theft craze, our primary and 

secondary research told us this was not the direction to go.  

To market Postal Vault as a solution to identity theft would 

be misleading:

•   Although it is true that 68.2% of identity theft happens 

through traditional rather than online methods, mail 

theft is not a widely used conventional method.  Since 

only 4% of identity theft occurs through the stealing of 

paper mail, it would be unethical to market Postal Vault 

as a solution or even as a powerful step in the curbing of 

identity theft.

•   Postal Vault currently does not have an outgoing mail 

solution, meaning it is unable to offer full protection 

against the problem of mail theft and the resulting 

identity theft. While the company discourages placing 

outgoing mail in the Postal Vault, it is nonetheless an 

unprotected feature of the product. It would be difficult 

to avoid this fact in promoting the Postal Vault, and its 

omission might result in a loss of trust from consumers.

•    Identity theft as a whole is on the decline in 2006.

Primary research also supports our decision not to take an 

identity theft approach. To our target market, this kind of 

approach would be ineffective:

•   Of those surveyed, 61.5% didn’t see identity theft as a 

primary concern in their lives. Although they worried 

about it, those surveyed were already active in taking 

precautions against it.   

•   Many participants cared about the mailbox’s durability 

as well as the convenience they discovered due to Postal 

Vault’s large storage capacity. They were excited about 

not having to stop their mail when they traveled. Only 

53.8% of participants thought the locking feature was 

important compared to the 77.7% and 90.8% who 

thought size and durability were crucial.

Postal Vault’s marketing strategy should not be to position 

its product as a solution to identity theft. Rather, the 

positioning should focus on 

product attributes such as 

durability and capacity. 

These qualities are very 

attractive to the consumer 

and should be brought 

to the forefront in our 

communication strategy. 

25.4%

48.4%

32.8%

50.0%

23.8%

Online banking

Misplacing/losing credit cards

Online purchases

Theft of purse/wallet containing personal information

Personal information being sent through postal/
parcel service

THE WORRIES 
THEY HAVE

71.3%

24.6%

4.1%

26.2%

25.4%

Shred paper bills/statements, etc.

Don’t use online banking

Don’t use credit cards

Don’t send personal information through the mail

Don’t shop online

THE PRECAUTIONS
THEY TAKE
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TARGET MARKET PROFILE

PRIMARY – CONSUMERS
DEMOGRAPHIC
•  Age: 30-60

•  Homeowners

•  Combined HHI: $130,000+

•  Home value: $150,000+

GEOGRAPHIC  Reside in areas of frequent housing 

development. The following is a list of the top ten markets 

that have issued the most building permits for the first six 

months of 2005:

•  Atlanta-Sandy Springs-Marietta GA

•  Phoenix-Mesa-Scottsdale AZ

•  Houston-Sugar Land-Baytown TX

•  Dallas-Fort Worth-Arlington TX

•  Riverside-San Bernadino-Ontario CA

•  Chicago-Naperville-Joliet IL

•  Las Vegas-Paradise NV

•  Washington D.C.-Arlington-Alexandria VA

•  Tampa-St. Petersburg-Clearwater FL

•  Orlando-Kissimee FL

WHO ARE THEY?
The X-ers (Ages 30-41) 49 million

•   Spend more than 20% of their income on luxury goods 

and services

•  Want independence 

•  Strive for individuality

•  Comfortable with change

•  Highly adaptive to technology

•  Enjoy constant mobility

•  Savvy about marketing

•  Entrepreneurial in nature

•  Value relationships

PV ASKED 
Under what circumstances would consumers and 
businesses purchase a secure mailbox?

GF DELIVERED 
Members of our primary target audience lead hectic lives and are always on the 
go.  Whether they travel for business or pleasure, they want a mailbox that has the 
capacity and the durability to safely hold the important documents they receive 
while they are away.  

MARKETING

OBJECTIVE: MAKE ‘EM AWARE
STRATEGY  To generate brand awareness of Postal 

Vault, Green Flamingo will launch an integrated marketing 

campaign that relies heavily on non-traditional methods 

to create buzz about this unknown product. Emphasis will 

be placed on a non-traditional execution in the traditional 

medium of television, supported heavily by public relations 

and strategic alliances. By making Postal Vault the most 

talked about name in the secure mailbox category, PV’s 

brand image will be at the top of the consumer’s evoked set 

when making a purchasing decision.

RATIONALE  Research has shown there is no brand 

recognition for Postal Vault, or any other brand in the 

industry. In order to become the leader in the secure 

mailbox category, it is necessary to make consumers 

aware of Postal Vault before they become aware of the 

competition. Innovative buzz marketing techniques will 

set PVS ahead of the competition and the consumer will 

remember Postal Vault due to this differentiation.

OBJECTIVE: MAKE ‘EM CARE
STRATEGY  Once consumers are aware of Postal 

Vault’s brand identity, they need a reason to remember the 

Postal Vault name. This campaign will stress the product 

attributes that consumers found important that Postal 

Vault can provide. Communicating these product benefits 

will be achieved using media that allow for complex and 

descriptive detail as well as interaction. This includes the 

Internet and trade shows.

RATIONALE  Research has shown consumers care 

about durability, capacity, and convenience when looking 

for a mailbox. PVS must show how its product fulfills these 

wants and creates added value for the consumer. The 

Internet and trade shows will remind consumers of these 

benefits because of the high level of interaction within 

these media options. Postal Vault won’t just be something 

they’ll want-it’ll be something they’ll need. 

OBJECTIVE: PIN ‘EM DOWN
STRATEGY  Because identity theft is no longer the focus 

of this campaign, we replaced the markets in the case 

study with the top ten markets that have issued the most 

building permits and then focused our market penetration 

in these areas. 

RATIONALE  Because these areas are major centers 

of growth and development where many new homes are 

being constructed, they present an excellent opportunity 

to connect with both our primary and secondary markets.  

Research indicates consumers in our primary target 

market are on the move and looking to spend.

REEL ‘EM IN
STRATEGY  To secure the sale, we must establish a 

presence within retail outlets, complete with a display 

of assembled Postal Vault models, floor graphics, and 

other in-store promotions. This enhances consumer 

interaction with Postal Vault and enables them to purchase 

the product. Consumers can also continue to gather 

information about the product through direct experience, 

adding to the information they are already receiving from 

the website. 

RATIONALE  While many Boomers and X-ers have 

access to the Internet, they still tend to be hesitant of 

online purchasing. So while they may utilize the Internet 

as a place to gather extensive information about a product, 

they prefer to make high involvement purchase decisions 

at local retail outlets.

OBJECTIVE: KEEP ‘EM HOOKED
STRATEGY  The above strategies must be followed by 

constant repetition of our message to increase demand 

for our product. Because of Green Flamingo’s unique 

campaign, PV will be first in the consumer’s evoked set. 

Promotional efforts aimed at our primary market of 

consumers and our secondary market of homebuilders 

must be executed so that they will be constantly informed 

about product updates. 

RATIONALE  Buzz and excitement ultimately created 

by the awareness aspects and remainder of our campaign 

will translate into sales when the consumer’s need arises. 

Informational media sources and educated homebuilders 

must always be on hand to guide consumers during the 

purchasing decision.
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The Boomers (Ages 42-60) 76 million

•  Second-time home buyers

•  Looking to relocate

•  Early adopters

•  Empty-nesters

•  Comfortable with new technology

•  Demand customized products

•  Have hectic and active lifestyles

•  Travel frequently

•  Seek out conveniences

•  Try to stand out from the crowd

•  Display concern for society

•  Looking for a stable environment

•  Estimated annual spending power: $2.1 trillion 

SECONDARY – HOMEBUILDERS 
GEOGRAPHIC  Located in the same ten markets as the 

primary market

WHO ARE THEY?
•  Developers of single-family dwellings

•  Actively seeking upgrades for their developments

•   Often sought out by the consumer market for their 

professional opinion

Amount spent on home improvements $150-$499 in last 
12 months

Any trip within the continental U.S. in the last 12 months

AGE
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A          dvertising is]  
not about selling art.
     It’s about the art              
       of selling. –Susan Gillette
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CREATIVE STRATEGY

CREATIVE OBJECTIVE
To establish brand exclusivity for Postal Vault in the 

target’s evoked set of secure locking mailbox options 

through the precise coordination of buzz-worthy 

advertising messages with cross-media public relations 

support over a period of eight months, with effectiveness 

to be measured by unaided recall tests.

RESEARCH FOUNDATION
In closely assessing both primary and secondary research, 

we formulated five relevant, inter-related conclusions 

which controlled the development of our creative strategy:

1.  The penetration of the Postal Vault mailbox into 

the home market is almost wholly dependent upon 

consumer awareness and interest. Even the professional 

market of homebuilders relies very heavily on consumer 

interest for purchase decision guidance.

2.  The consumer is receptive to the features offered by 

Postal Vault, most notably, durability and capacity. 

These consumers comprise a market which thrives 

on convenience and dependability, loyally clinging to 

products and brands which fit usefully into their busy 

lives. 

3.  However, the target consumer, being an active 

individual, has neither the time nor inclination to 

give serious attention to the subject of mailboxes. As 

if that weren’t enough, these consumers are media 

savvy in addition to being busy and caring very little, 

so the probability of a message penetrating consumer 

consciousness is quite low to begin with. They are 

practiced experts at tuning out advertising.

4.  The target consumers are actively involved in the world 

around them, but are also creatures of habit. They 

routinely engage a variety of news and entertainment 

media, and frequently converse with friends and co-

workers to keep abreast of a changing world.

5.  Our research does not support, from either a statistical 

or consumer-response perspective, constructing a brand 

identity or campaign on a foundation of mail theft 

or identity theft. While these issues are newsworthy 

and are potential selling points, their impact on the 

consumer is not substantial enough to warrant an 

overt emphasis over and above Postal Vault’s other key 

benefits.

Simply stated, finding a way to cut through the target 

audience’s resistance to a message about a seemingly 

mundane product is our greatest challenge. We must find a 

way to catch their attention and communicate to them the 

benefits of this product. Postal Vault’s encouragement of a 

non-traditional campaign was the perfect place to begin.

THE CHANGING FACE OF
NON-TRADITIONAL MARKETING 
Before the creation of the Big Idea, it was essential 

to research the ever-evolving role of non-traditional 

marketing in today’s dynamic advertising landscape.

In this overview, one particular strategy stood out in 

both its power and potential for the Postal Vault campaign. 

Over the past few years, many companies have sought to 

generate consumer interest with bold, unconventional 

message executions that bend the rules of traditional 

marketing and blur the lines between advertising and 

entertainment. Companies such as Lee, Target, and BMW 

have stepped outside convention to arrest the attention of 

consumers, businesses, and the mass media alike.

For example, when BMW hired well-respected film 

directors to operate under the BMW Films banner, not 

only did buzz spread quickly across Internet news sites, 

but entertainment sites as well. With the backing of a 

strong web campaign, these BMW ads became both a 

newsworthy topic as well as enjoyable entertainment 

experiences. And all the while, the brand enjoyed a highly 

significant boost of public attention.

Campaigns such as these are concerned first and 

foremost with penetrating the public consciousness using 

methods which not only are unique and memorable, but 

force opinion leaders, such as news sources, bloggers, and 

commentators, to take notice. 

We propose taking this strategy to the next step.

THE BIG IDEA
To circumvent the targets’ strong mental filters, we will 

launch the Postal Vault campaign with an entertainment 

experience which hooks the consumer and captivates the 

mass media.

We will establish the Postal Vault brand in the 

context of an 8-episode action-thriller short film, airing 

a one-minute-long episode per week, written and 

produced specifically for Postal Vault. From this buzz-

generating foundation, we will execute a highly-integrated 

advertising, marketing, and public relations blitz which 

will springboard the Postal Vault’s brand into national 

prominence while establishing a high-profile, dynamic 

identity inspired by the film.

So what’s so buzz-worthy?  Here’s the twist. Postal 

Vault will never once be mentioned by name until the 

final episode. Hence, the campaign becomes two-fold: 

the highly unconventional, buzz-generating pre-reveal 

campaign, and the aggressive, immediate, informative 

post-reveal campaign.

STRATEGY
PRE-REVEAL  The eight episodes, along with a 

delicately managed support campaign, will explode 

Postal Vault into our targets’ awareness and the pop 

culture scene.

The 8 Episodes  For the first eight weeks, this 

unprecedented short film strategy is the product. It has 

been strategically constructed and scheduled to facilitate a 

wide-reaching promotional effort which can later cleanly 

transition into a more informational approach.

The short film’s narrative focuses on a man named 

Samuel Osgood, and his quest to find his missing wife 

in a city which is not at all what it appears to be. As in 

television’s most successful mystery dramas, the story’s 

questions build fast, with each answer raising more 

questions, building toward an explosive climax–which, of 

course, hinges on the Postal Vault.

In the seventh episode, Osgood sends away a package 

as part of an cryptic back-up plan. In the final episode, he 

is captured, his enemies being a cabal of geniuses wishing 

to monopolize the flow of world information. They succeed 

in erasing Osgood’s memory of their plot. At his home, 

though, his mail, including that mysterious package, 

safely waits, unharmed in his Postal Vault. It contains the 

information he needs to save the world.

The positive connotations surrounding the Postal 

Vault established in this eighth episode are fairly obvious, 

but they are far from the extent of this strategy.

“In the 8 episodes, nothing is random.”  Samuel Osgood 

was the name of the first Postmaster General under the 

Constitution. This fact, though not mentioned in our story, 

is but one example of the many potential clues and hidden 

allusions which will riddle every episode, hinting not only 

at the true nature of the character’s plight, but also at the 

mystery company behind the eight episodes: Postal Vault.

The pre-reveal campaign’s vital public relations push 

(discussed in further detail in the Public Relations section) 

will very closely reflect the mystery of the creative strategy. 

Though the news media will be blitzed with press releases 

promoting Postal Vault’s unconventional marketing, PVS 

will still never be identified. The mystery is the selling 

point, and all PR materials will strongly encourage close 

examination of each episode for the hidden clues to the 

sponsor’s identity.

The storyboards below provide a taste of some of the 

more obvious clues, including the usage of mail devices in 

the background, as well as prominent PV initials framed 

subtly in the shot.

In addition to augmenting the buzz, the “clues” aspect 

of the campaign provides the opportunity for lucrative 

partnerships. Relying either on pre-existing partners or 

pitching the idea to new partners, PVS could conceivably 

alleviate costs by including other companies as red 

herrings. The buzz potential here is strong, and product 

placement in the short film is an intriguing possibility.
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Web Presence  To most fully capitalize on consumer 

interest, a strong interactive component of the pre-reveal 

campaign is essential. In addition to capitalizing on the 

growing power of blogs in several ways, we will create a 

website to serve as a hub for interest in the eight episodes.

The content of this site will be extremely sparse, 

reflecting the perplexing nature of the eight episodes 

themselves and allowing for a full experience in a quick 

“web-surfing” amount of time. The site will make each 

episode available for download in a variety of media player 

formats soon after it initially airs. Along with each episode, 

the website will highlight clues especially relevant to the 

benefits of the Postal Vault product, though no explanation 

will be given at the time. Of course, this website will 

feature prominently in the press releases, and will also be 

linked through an Internet banner at NYTimes.com, a site 

which caters to our target audience.

Advertisements  The final piece of the pre-reveal 

advertising puzzle will be the release of ads in specific 

traditional venues, advertising the eight episodes in the 

expected enigmatic fashion. This is a terrific method for 

further building buzz within the media and consumer 

communities, but these ads are also useful for the 

assured dissemination of the website, network, and time 

information. Ideally, the consumer will have heard of 

this strange upcoming campaign through news coverage, 

and will be enticed by the ads to explore further what the 

8 episodes concept is about through one of two easily 

accessible sources: the website, or during prime time 

television on Sunday night.

During Extreme Home Makeover
Sundays 8pm ET

don't miss a minute.

POST-REVEAL  Our eighth and final episode will 

air Sunday, May 20, 2007, revealing Postal Vault as 

the product, brand, and sponsor behind the 8-episode 

phenomenon. This reveal will immediately launch the 

campaign into its post-reveal segment through 

a highly coordinated multimedia blitz. An 

intense public relations drive to establish 

Bobbie Cox as the face and mind behind 

Postal Vault will parlay peaked interest in the 

short film into an ideal public platform upon 

which to discuss the benefits of Postal Vault. 

At the same time, sweeping changes in 

all established media, as well as the addition 

of several new campaign elements, and a 

focus on the homebuilder business sector, will 

establish Postal Vault as an item of versatile 

value in the eyes of the targets. Playing off the 

idea of its clear-cut practical utility, Green 

Flamingo will brand the Postal Vault with the 

slogan: “Postal Vault: It’s in the name.”

This slogan works on a number of levels. 

First, it relates heavily to the star quality 

we are assigning to the product, calling to 

mind any number of entertainment vehicles sold on the 

strength of the star’s name. Similarly, it communicates 

the simple strengths of the product: it is used for postal 

service, and it is secure as a vault, just as the name states. 

Finally, with the slogan serving to constantly reinforce the 

Postal Vault name, and this name so clearly 

communicating the product’s functionality, 

the consumer will be enticed to adopt the 

name as a label for the product category.

This brand identity will hit in full force 

during the week after the big reveal. On 

Sunday night alone, press releases will be 

provided to the same list of news sources 

as during the pre-reveal campaign, as well 

as any other parties of interest, offering an 

explanation of the Postal Vault product as well 

as a substantial taste of the hidden meanings 

within the eight episodes. Simultaneously, 

8episodes.com will become a redirect page to 

the official Postal Vault site, which will serve 

to not only begin to explain the eight episodes, 

but also introduce Postal Vault and its exciting 

image to the world.

COPY VARIANTS
don’t miss a minute.

stay tuned.

it’s gonna be big.

WHY WE REDESIGNED  This dynamic new design will 

provide viewers with an easy-to-navigate site that will reinforce 

the brand image established throughout the pre-reveal and 

post-reveal campaigns. Also, it was essential to integrate the 

8-episodes concept into the site in order to maintain and satisfy 

the interest generated by the short film.

Even if it’s just from an old friend, Postal Vault is 
durable enough to store weeks of mail for years 
to come. Home buyers will love its convenience, 
plus it adds value to the homes you build  — and  
who wouldn’t be a fan of that? 

View headshots at www.postalvault.com    

ACCEPTS FAN MAIL

it’s in the name

1⁄4 PAGE  (FINE HOMEBUILDING AND BIG BUILDER)

VISUAL  Hollywood star with Postal Vault inscription

HEADLINE  Accepts Fan Mail

BODY COPY  Even if it’s just from an old friend, Postal Vault is 

durable enough to store weeks of mail for years to come. Home 

buyers will love its convenience, plus it adds value to the homes 

you build— and  who wouldn’t be a fan of that? View headshots 

at www.postalvault.com    

BENEFITS  Style, durability, and convenience 

WHY IT WORKS  The Hollywood stars are stable reminders 

of glamorous people who touch many lives. Postal Vault, too, 

is a durable, stylish product that makes people’s lives more 

convenient. These benefits add value to the builder’s homes.
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HOLDS EVERYTHING THAT’S IMPORTANT
Although looks are not everything, it’s always nice to show a 

sense of style. So while Postal Vault can hold several weeks of 

mail, it also holds people’s attention every time they walk by. 

See for yourself in SkyMall® or at www.postalvault.com

it’s in the name

ACCESS DENIED
There are certain places that only grant access to an elite 

crowd, and that’s not always a bad thing. Your Postal Vault 

will limit access to only the people who have permission, 

keeping your mail completely secure. And although many 

people may be dying to get in, there’s no way they ever will. 

Gain access from SkyMall® or at www.postalvault.com it’s in the name

L OV E S  T H E  L I M E L I G H T
And is willing to share it. Postal Vault is the stylish 
choice in mail security. So if you have a beautiful 
home, it only makes sense for the whole package to 
shine. Customizable side panels allow you to choose 
the look you love that’s cer tain to make heads turn—
even if it’s only the mailman’s.  

Sneak peek in SkyMall® or at www.postalvault.com it’s in the name

STARS AREN’T USUALLY IN THIS MAGAZINE

But great talent deser ves to be seen—by the whole 
neighborhood. Get t ing its at tention is no problem with 
the knock out style of Postal Vault. Put your homes in the 
spotlight and increase their value, all by placing a Postal 
Vault in the front yard. Go for the goodlooking choice and 
give homebuyers one more thing to boast about, besides 
an A-list home.  

See more at www.postalvault.com

it’s in the name

1⁄2 PAGE (RESIDENTIAL DESIGN & BUILD AND CUSTOM HOME)

VISUAL  Paparazzi shooting photos

HEADLINE  Stars Aren’t Usually In This Magazine

BODY COPY  But great talent deserves to be seen-by the whole neighborhood. Getting its 

attention is no problem with the knock out style of Postal Vault. Put your homes in the spotlight 

and increase their value, all by placing a Postal Vault in the front yard. Go for the goodlooking 

choice and give homebuyers one more thing to boast about, besides an A-list home.  

BENEFITS  Style  

WHY IT WORKS  The paparazzi are associated with their obsession for beautiful people. In 

this case, they are supposed to be turning their lenses on the builder’s home thanks to the Postal 

Vault sitting in the front yard.

AIRPORT BILLBOARDS  The benefits of Postal Vault, especially capacity and security, are extremely useful to consumers 

in our target market who are often away from home. Frequent travelers are, therefore, a strong niche that we will address with 

a strong airport campaign. The advertisements will educate travelers about the many benefits that Postal Vault has to offer. 

Although the billboards are created in the theme of the post-reveal ads, they will appear during both phases of the campaign to 

ensure that travelers receive as much exposure to the brand as possible.

VISUAL  Paparazzi shooting photos

HEADLINE  Loves the Limelight

BODY COPY  And is willing to 

share it. Postal Vault is the stylish 

choice in mail security. So if you 

have a beautiful home, it only makes 

sense for the whole package to shine. 

Customizable side panels allow you to 

choose the look you love that’s certain 

to make heads turn-even if it’s only the 

mailman’s. Sneak peek in SkyMall® or 

at www.postalvault.com 

BENEFITS  Style  

WHY IT WORKS  This ad highlights 

Postal Vault’s style, emphasizing that 

placing a customized unit in front 

of your home will make the entire 

property look refined.

VISUAL  Business man in limo with 

his feet up

HEADLINE  Holds Everything That’s 

Important

BODY COPY  Although looks are 

not everything, it’s always nice to 

show a sense of style. So while Postal 

Vault can hold several weeks of mail, 

it also holds people’s attention every 

time they walk by. See for yourself in 

SkyMall® or at www.postalvault.com 

BENEFITS  Capacity and Style

WHY IT WORKS  The limousine 

allusion easily links two important 

benefits-style and capacity. 

Consumers will make a positive 

connection between the aesthetic 

value and functionality of the product.

VISUAL  Club bouncer at velvet rope

HEADLINE  Access Denied

BODY COPY  There are certain 

places that only grant access to an 

elite crowd, and that’s not always 

a bad thing. Your Postal Vault will 

limit access to only the people who 

have permission, keeping your mail 

completely secure. And although many 

people may be dying to get in, there’s 

no way they ever will. Gain access from 

SkyMall® or at www.postalvault.com 

BENEFITS  Security

WHY IT WORKS  This ad shows 

consumers that just as the bouncer 

keeps the club secure and exclusive, 

Postal Vault will keep unwanted 

people out of the owner’s mail.

SKYMALL
In order to catch travelers during the high traffic months of March, August, and November, 

we will place Postal Vault in SkyMall magazine.  The product will appear with a short 

description and price, allowing consumers to make a purchase while in the air. Even if they 

choose not to buy, the magazine is one more opportunity to expose frequent travelers to the 

benefits Postal Vault has to offer. 

BUILDER ONLINE AND CUSTOM HOME ONLINE
These vertical banner ads, which replicate the 1⁄4 page trade magazine ads in the appropriate 

dimensions, will serve as a supplement to those magazines. They will increase the reach and 

frequency of our message aimed at homebuilders. The two sites will offer 113,290 unique 

hits combined, reinforcing the brand and spreading information about Postal Vault to an 

incredible amount of prospective customers. 
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STRATEGY  Postal Vault will display ten floor graphics 

in 200 different Lowes and Home Depot stores (20 stores 

in each of our top ten markets). 

RATIONALE  Floor graphics activate recall at the 

point-of-purchase, where focus groups reported they make 

mailbox purchasing decisions. This will reinforce brand 

equity and drive sales.  In these same stores, Postal Vault 

will have a point-of-purchase sweepstakes. One person 

from each of the 200 stores will win a Postal Vault.   

P.O.P. SWEEPSTAKES
OBJECTIVE  To increase awareness among our target 

market by 25% over one month as measured by direct 

inquiry.

STRATEGY  In each of the top ten markets, Postal Vault 

will run a one-month P.O.P. sweepstakes at Home Depot 

and Lowe’s. Ten Postal Vaults will be given away in each 

of the ten markets (equaling a total of 100 Postal Vaults 

nationwide). There will be one Postal Vault located at the 

front of each Lowe’s and Home Depot store in conjunction 

with floor graphics persuading people to sign up to win a 

free Postal Vault. 

RATIONALE  Not only will this sweepstakes allow the 

consumer to experience and see the product, but it will 

create a database of interested consumers that Postal Vault 

Systems, Inc. can contact with more information.

DIRECT MAIL
OBJECTIVE  To increase awareness by 25% among 

homebuilders throughout the months of May, June, and 

July as measured by direct inquiry and hits to the website.

STRATEGY Direct mail packages will be sent out at the 

end of each of the three months. The first piece will garner 

awareness. A tape measure key chain with Postal Vault’s 

logo will accompany the information. This will come in a 

small box decorated with a red ribbon, which symbolizes 

red ribbon ceremonies that occur at the completion of a 

new building. A carpenter’s pencil will be distributed with 

the second mailing. This piece will resemble a blueprint, so 

it will be mailed in a fiberboard tube with plastic ends (2” x 

9”). The third piece will be a ten-page extravagant booklet 

focusing on the actual purchase. This booklet contains a 

key imprinted with a special code. Homebuilders can log 

onto the website, enter the code, and potentially win a 

Postal Vault. Ten winning keys will be distributed in total. 

Direct mail will be sent to 4,380 homebuilders in our top 

ten markets. The houses these builders construct have a 

base price of at least $200,000.

RATIONALE  Direct mail is the best way to speak 

directly to homebuilders with information that will be 

important to them. The pieces will be customized to their 

markets and feature the benefits that this target finds most 

appealing. These pieces also allow the homebuilders to 

carry a piece of the brand with them and interact with it in 

their own environment.

PROMOTIONS
OBJECTIVE
•   To increase awareness among our target by 20% within 

the first two months, measured by hits to the website.

•   To increase awareness among our primary and 

secondary targets by 40% within eight months to be 

measured by hits to the website and direct inquiry.  

STRATEGY  In order to reach the primary and 

secondary target markets before, during, and after the 

short film release, a series of promotional items will 

be produced and distributed throughout the eight-

month campaign period. Because of Postal Vault’s 

initial anonymity, the promotional pieces released 

before and during the film will simply feature the URL 

http://8episodes.com. Utilizing the Internet as a growing 

enterprise where more and more people seek out daily 

information, the lone display of the URL on each item will 

serve to emphasize the secrecy of the new product as well 

as entice our audience to play along in the hunt for the 

product name. The items distributed following the film 

finale will contain the Postal Vault logo, URL, adequate 

contact information, and slogan.

Door Hangers  30,000 door 

hangers will be placed on 

hotel room doors in our 

top ten markets. Since 

guests have to actually 

remove the door hanger 

from their entrance, they 

are very likely to be read, 

thus making them a very 

effective promotional item.

Hotel Key Folders, Letter Openers, & Sticky Notes Making 

the most of a partnership with hotels (discussed later) 

while strongly connecting the brand with travelers, hotel 

guests will receive a room key holder at check-in branded 

with the PV logo and website. Inside their rooms they will 

find a letter opener and sticky note pad also bearing the 

logo. The letter openers stimulate a mental connection 

between the mail and Postal Vault as a mailbox.

Stickers  As a teaser, stickers featuring only the URL,   

http://8episodes.com, will be placed strategically 

throughout each of the target cities - on phone poles, park 

benches, at bus stops, train stations, etc., all of which may 

be visible to the primary target during their commute to 

work and social outings. The key to this idea is frequency. 

The more the audience comes across the web address, the 

more they will recognize it and the more likely they are to 

actually visit the site. This piece will serve as an essential 

part of the campaign during its introductory two-month 

period, as well as a secondary form of promotion after the 

product announcement.     

RATIONALE  By making small branded promotional 

items available to our target consumers, we will increase 

awareness as well as generate interest in the campaign 

and the product. By encouraging our audience to visit the 

website, they will become more engaged in the campaign 

itself, resulting in a relationship with the Postal Vault 

brand. These pieces use frequency as the key to entering 

the audience’s evoked set. The best way to make Postal 

Vault a household name is to place the name itself within 

the household. 

FLOOR GRAPHICS
OBJECTIVE  To increase sales at the point of purchase 

by 30% among Lowes and Home Depot shoppers during 

the months of May through September.
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DIRECT MAIL DIRECT MAIL

3
DIRECT MAIL

RIDICULOUSLY

UNDISTURBABLE

YOU COULD TRUST

PEOPLE NOT TO ENTER

CERTAIN PLACES WITHOUT

PERMISSION, BUT WE LIKE

TO BE ON THE SAFE SIDE.

POSTAL VAULT IS LOCKED

AND SECURED, KEEPING

WEEKS WORTH OF MAIL

SAFE WHILE YOU’RE AWAY.

GET IN AT

WWW.POSTALVAULT.COM

S M ART M AI L B OX E S

RIDICULOUSLY 

UNDISTURBABLE

You c ould  t r us t  pe ople  no t  t o  ent er  

c er t a in  pla c es  wi t hout  per mis s ion,  

but  we  l ik e  t o  be  on  t he  s a f e  s ide.  

Pos t a l  Vaul t  i s  locked and  s e cure,  

k e eping  s ever a l  week s  o f  m ai l  s a f e  

whi le  y ou’re  aw ay.

Get in at w w w.pos t a l v aul t.c om

it’s in the name

����������������

Letter Opener

Floor Graphic
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PUBLIC RELATIONS
This campaign provides a perfect opportunity for truly 

integrated public relations. PR is a vital part of this 

campaign, which relies on all aspects of the marketing 

mix to be strong. PR must be responsible for generating 

and maintaining a web of awareness and buzz across the 

multiple media encountered by our target such that their 

opportunities to interact with the brand are maximized. 

PR professionals must be prepared to promote the 

campaign at every turn in the road and to every possible 

outlet, be it TV, Internet, radio, or newspaper. Our 

connection with these media has the ability to make or 

break this campaign. It is absolutely crucial that we keep 

the media as interested as our audience.

RELEASE THE EXCITEMENT 
OBJECTIVE  To prolong and build buzz among our 

target market through multiple media outlets including 

Internet, television, radio, and newspaper.

STRATEGY  Press releases will be distributed to media 

sources before each step in our campaign, most heavily 

during the first eight weeks before the mystery has been 

revealed. The goal of the releases will be to excite the 

news media and involve them in the mystery of this 

groundbreaking campaign.

RATIONALE  Press releases will be used to help spread 

the word to local media as well as keep audiences on the 

edges of their seats by prolonging the mystery. Obviously, 

it will be important to keep the source of the releases a 

secret during the initial campaign, but after the big reveal, 

the releases can be sent straight from Bobbie Cox and 

Postal Vault. 

LET’S TALK TV 
OBJECTIVE  To increase sales of Postal Vault products 

among our primary target by 15% within two months of 

the release of the finale, to be measured by direct inquiry.

STRATEGY  By having Bobbie Cox as a guest on talk 

shows, the opportunity arises to educate consumers about 

Postal Vault, as well as do a product demonstration. At the 

conclusion of the two-month movie campaign, consumers 

will already be interested in finding out about Postal Vault, 

and a talk show environment ensures that the consumers 

will focus on the product and what Ms. Cox has to say. Due 

to the personal nature of talk shows, Ms. Cox can use this 

opportunity to begin to establish herself as the “Mailbox 

Lady.” This is an excellent time to demonstrate not only 

the product, but also Ms. Cox’s passion for Postal Vault. In 

an effort to create added excitement, the Postal Vault will 

be used for demonstration on each show and will be given 

away to the audience member that finds a key under his or 

her chair.

Prior to appearing on the show, persons involved will 

have received a pitch letter, a story proposal, and a press 

kit with information about Postal Vault and Bobbie Cox. A 

list of suggested interview questions will serve to direct the 

interview in a sensible manner. 

Sample Talk Show Interview Questions:

1.  Why create a movie as a means to sell Postal Vaults?

2.  What does the movie have to do with Postal Vaults?

3.   What are some of these hidden clues for people to link 

back to Postal Vault?  

4.  Why are you selling secure-locking mailboxes?

5.   What made you decide to create a locking mailbox for 

homes?

6.   Can you show us how the Postal Vault works and what 

makes it secure?

RATIONALE  The chosen talk shows would be effective 

in reaching many members of the target market due to 

their various audiences and air times. This is because 

the shows often feature guests with interests comparable 

PV ASKED 
What secondary research exists to support your approach to 
the challenge?

GF DELIVERED 
We flipped through books. We scrolled through databases. We dodged paper-
cuts and pop-up ads to compile a wealth of information about your consumers, 
your competitors, and the best way to tackle this campaign. The knowledge we’ve 
gathered is splashed on every page of this Plans Book.   

TRADE SHOWS
OBJECTIVE  Build cumulative brand value through a 

combination of different purchase points at four trade shows 

held during the months of May, June, and September. 

STRATEGY Cumulative brand value will consist of a 

continuous increase in:

1.  Awareness of the mailbox category 

2.  Awareness of the PV brand 

3.  Consumer interaction with Postal Vault models 

4.   Recruitment and negotiation of partnership and 

distribution opportunities 

5.  Consumer retention and promotion of add-on features 

6.  Lead generation to support direct mail campaigns 

The trade show booth will be branded to the new PV image 

complete with video screens playing the film in a loop. All 

of the new models will be on display and homebuilders can 

walk away with a postcard that will feature the website, 

a few key features and additional sources they 

should seek for information about the product.

RATIONALE   Trade shows offer Postal Vault 

a unique opportunity to interact with 

the primary and secondary target 

markets located in our top ten 

areas of metropolitan growth. 

Emphasis will be placed on 

the introduction of the secure 

mailbox category as well 

as brand awareness of PV, 

stressing product attributes 

and consumer benefits 

through product interaction. 

This ensures that Postal Vault 

connects and communicates 

with individual consumers

and builders.

The Six Buttons of Buzz:
•  The taboo
•  The hilarious
“Push any of these buzz buttons, and you’ll give people the currency to 
start a conversation.”       Taken from Buzzmarketing by Mark Hughes

TAKE FOUR

•  The unusual
•  The remarkable

•  The outrageous
•  The secrets
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“Contrary to the predictions of a paperless environment, 
mail remains a vital piece of the business communications 
flow.”–Michael J. Critelli, chairman and CEO of Pitney 
Bowes, Inc. 

TAKE FIVE

to those of Ms. Cox. The physical presence of the Postal 

Vault will allow for product demonstration, which will also 

alleviate perceived risk for the consumer.

PARTNERSHIPS
Partnerships not only help us get the Postal Vault brand 

“out there” in a new and interesting way, but they also 

allow us to access resources that we otherwise could not 

(such as databases, mailing lists, and consumer profiles). 

A partnership with a brand already trusted and valued 

by our target market gives our information credibility 

and allows us to form a meaningful relationship with the 

consumer. However, we must be careful that we select a 

company whose equity, if transferred to our own, will not 

negatively affect the way that consumers view our brand. 

ONLINE MOVIE RENTAL SERVICE:
BRING IT HOME
Objective  
•   Continue the buzz surrounding Postal Vault and increase 

awareness by 15% among online movie rental service 

customers. 

•   Make a smooth transition from the video portion of the 

campaign to continued marketing efforts. 

 

Strategy  After the movie premiere, when Postal Vault has 

finally been revealed as the product behind the mystery 

campaign, thousands of online movie rental service users 

(within the target market areas) will be reminded of the 

functionality of Postal Vault with an interactive CD-ROM. 

PVS will send a compact disc featuring the Postal 

Vault “movie” in its entirety, and brief testimonials from 

actual Postal Vault owners to members of movie online 

rental services, such as Netflix. The online movie rental 

service provider could benefit from the partnership 

by having their logo included in other Postal Vault 

promotions, as well as on the Postal Vault website.  

Rationale  Through a partnership with an online movie 

rental service, Postal Vault will immediately be associated 

with items received in the mail that have a need to be 

secured. The video campaign, the movie rental service, 

and Postal Vault are all interconnected. Because our target 

market seeks convenience, they are likely candidates for 

an online movie rental service. Postal Vault then enters the 

picture by presenting itself as a reliable way for the online 

movie rental service’s movies to be safely delivered and 

conveniently waiting.  

HABITAT FOR HUMANITY:
FINALE RED CARPET EVENT
Objective  
•   Increase Postal Vault awareness among our target 

audience located within a 30-mile radius of Dallas/

Fort Worth by 15% within one month of the event as 

measured by tickets sold and hits to certain sections      

of the website.

•   Stimulate media interest by 20% for both Postal     

Vault and the movie finale event, measurable by media     

coverage of the event before, during, and after. 

Strategy  Utilizing the partnership between Postal Vault 

Systems, Inc. and Habitat for Humanity, a philanthropic 

event will be held on May 20, 2007 in Dallas, Texas.  

Serving as both an opportunity to raise money for Habitat 

for Humanity and to create publicity for PVS, the event 

will take on the theme of a movie premiere. Before the 

premiere, press releases will be sent out informing the 

media of the philanthropic purpose of the event. The 

releases will create buzz about the first opportunity 

to speak with the source of the mysterious short film 

advertisements. In order to promote ticket sales to the 

event, flyers will be sent to past donors and Habitat for 

Humanity volunteers, as well as other important city 

and state officials. By contacting the top three popular 

magazines in Dallas (D Magazine, D Home and Garden, 

and Dallas Child) as well as the Dallas Morning News and 

the Dallas Observer, feature articles will be issued three 

weeks prior to the event discussing the exclusivity and 

excitement for the Dallas social scene. 

On the day of the event, the finale will begin with 

a red carpet greeting, allowing for media to feature 

local celebrities, politicians, and Habitat for Humanity 

supporters who purchased tickets to attend. In exchange 

for their purchase, ticket holders will be treated to a 

catered dinner followed by the main event, a viewing of the 

Postal Vault film in its entirety. The film will be followed 

by a special viewing that reveals the various clues from the 

film. During this time, decorations will change to feature 

the Postal Vault logo. A meet and greet with Bobbie Cox 

as well as product demonstrations will take place after 

the film, giving the people a chance to ask questions and 

talk about their reactions to the film. 30% of the proceeds 

from units purchased during the event will benefit Habitat 

for Humanity. Upon exit, each person will receive print 

information about Postal Vault Systems, Inc. and their 

line of secure mailboxes. At the end of the night, Bobbie 

Cox will appear in Postal Vault’s first press conference, 

giving the media the opportunity to ask questions and 

get answers straight from the source. Each of the media 

personnel will leave the event with a press kit. Each kit will 

include the company background, a Q and A sheet, video 

clips from the film with insights on the film clues,  quotes 

from Ms. Cox, a schedule of upcoming Postal Vault events, 

and contact information for PVS.

Rationale  The event’s partnership with Habitat for 

Humanity will allow PVS to remain anonymous until the 

finale release.  This event will give PVS the opportunity 

to immediately align themselves with a well-established 

philanthropic organization. Through this sponsorship, 

PVS will establish itself as a philanthropic and caring 

company among a public that values those kinds of 

relationships.  Because of its media attraction, the movie 

finale is a perfect venue for the first press conference and 

announcement of Postal Vault Systems, Inc. as the source 

of the mysterious film advertisements.

POSTAL VAULT FOR HUMANITY
Objective  To increase awareness of our association with 

Habitat for Humanity by 10% among our target market 

over three months time measured by awareness testing.

Strategy  In order to reinforce our partnership with 

Habitat for Humanity, we suggest that Postal Vault 

Systems, Inc. embark on a project that would ask each 

employee of PV to volunteer to build homes with the 

organization. The “cherry on top” will, of course, be a 

Postal Vault at the end of the driveway.

Rational  This project will strengthen PV’s image by 

developing a stronger, more hands-on, relationship with 

Habitat for Humanity. By going into this partnership full-

force, Postal Vault will gain the reputation it deserves for 

being a company with high moral values, a desire to help 

others, and a will to serve the community. Building these 

homes will demonstrate that PVS is a company that wants 

to ensure security for everyone.

HOTEL CHAINS:
LOBBYING FOR POSTAL VAULT
Objective  Increase awareness of PVS by 20% in a 

three-month time period among our primary market as 

measured by direct response.

Strategy  In forming a partnership with national hotel 

chains such as Marriott, Postal Vaults will be placed in 

hotel lobbies where consumers will have the opportunity 

to have a hands-on experience by filling out a survey and 

dropping it into the Postal Vault. In exchange, the hotel 

will be able to distribute coupons to purchasers of Postal 

Vault units. The hotel chains would also gain recognition 

through their placement in the video campaign. 

Informational booklets and posters will be on display near 

the Postal Vault unit so hotel guests will have information 

about the product at their fingertips.

             reative thinking is today’s most prized  
 profit-producing possession for any individual, 
corporation, or country. It has the capacity   
   to change you, your business, and the world.

C

–Robert P. Crawford
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Rationale  This strategy is effective because it reaches 

individuals who travel frequently for business or leisure. 

As guests interact with the product, they will see PV’s large 

storage capacity and the benefits of having a Postal Vault 

when they travel.

WE heART POSTAL VAULT
Objective  To increase consumer awareness of Postal 

Vault’s commitment toward community-based 

organizations. 

Strategy  Art galleries in our top ten markets will have the 

opportunity to participate in a very unique fundraising 

event when a Postal Vault unit arrives on their doorstep. 

Models will be sent to galleries with art programs for 

children where they will be decorated and displayed during 

the month of October. Children will have the opportunity 

to express their artistic talents on a very unique canvas, 

the Postal Vault. Accompanying the Postal Vault will be a 

two-sided brochure containing information about both the 

company and the product. The decorated Postal Vaults will 

then be auctioned off to local art galleries, businesses, and 

organizations. The money from the auction will be donated 

to the Children’s heART Museum. The Postal Vault pieces 

will also be displayed on the PV website for all to see. 

Rationale  Postal Vault has already communicated an 

interest in supporting the development of the Children’s 

heART Museum, and this event is the perfect opportunity 

to communicate the benefits of Postal Vault while 

generating sizeable awareness and monetary donations for 

the heART Museum organization. 

ADDITIONAL SUGGESTED 
PARTNERSHIPS
TRAVEL WEBSITES  In order to increase PV’s 

Internet sales as well as target travelers, PV should build 

a relationship with a company such as Orbitz or Expedia.  

For PV, promotion by a travel website would be beneficial 

to ensure travelers that their mail is safe while they are 

on vacation. If we can grab consumers’ attention while 

they are already online and thinking about traveling, they 

would be more likely to pay attention to the product. 

LARGE CONTRACTING/BUILDING COMPANIES  
A partnership with a large contracting business or building 

firm would help us access our secondary market.  A 

partnership would not only promote a positive image 

among the businesses and put PVS into their evoked 

set, but it would also get the builders to recommend the 

product to their consumers. It will support our campaign 

by reminding the builders of Postal Vault’s positive 

product benefits. This domino effect would not only 

impact our secondary market’s mindset about mailboxes 

but our primary market’s as well. The builders would 

benefit through incentives on mailboxes they already have 

to purchase for their building needs.

MEDIA PLAN OVERVIEW
Both primary and secondary audiences require a carefully 

built media plan with traditional and non-traditional 

elements. The plan calls for a national spot campaign with 

an emphasis in ten spot markets. The spot markets are:

1. Atlanta-Sandy Springs-Marietta GA 

2. Phoenix-Mesa-Scottsdale AZ 

3. Houston-Sugar Land-Baytown TX 

4. Dallas-Ft. Worth-Arlington TX 

5. Riverside-San Bernadino-Ontario CA 

6. Chicago-Naperville-Joliet IL 

7. Las Vegas-Paradise NV 

8. Wash. D.C.-Arlington-Alexandria VA

9. Tampa-St. Petersburg-Clearwater FL 

10. Orlando-Kissimmee FL 

MEDIA OBJECTIVES
•   Capture the attention of consumers through 

revolutionary advertising strategies.

•   Create curiosity and buzz about Postal Vault products 

among consumers, media industry professionals, and 

home builders. 

•   Place Postal Vault at the top of the evoked set of our 

primary and secondary target markets.

MEDIA MIX STRATEGY
•   Focus advertising on media used by both consumers 

and those involved in developing and making decisions 

regarding home building.

•   Run continuous advertising from March 1, 2007 through 

November 15, 2007 with a combination of traditional 

media, non-traditional media and promotional support. 

MEDIA TACTICS
INTERNET
BuilderOnline.com  This website has 99,164 unique 

visitors per month. Postal Vault will place ads June 

through November. 160 x 600 ad unit

CustomHomeOnline.com  This website has 14,126 unique 

visitors per month. Postal Vault will place ads June 

through November. 160 x 600 ad unit

NYTimes.com  11,405,000 national unique users access 

this website each month. 80% of the audience is outside 

of the New York DMA. 47% are female, 53% are male, and 

their mean income is $84,293. 

MAGAZINES
Fine Homebuilding  This magazine covers all aspects of 

remodeling and new construction. For over 20 years, it 

has been the leading residential construction magazine.

The average reader is 50 years old and has an average 

household income of $118,920. 1/4 page, 8 insertions total

Residential Design & Build  23,838 architects and 

designers as well as 28,167 builders, general contractors, 

remodelers, design firms, and building product 

distributors are targeted through this magazine.  1/2 page 

island, 9 insertions total

Custom Home  Features information and business 

authority for custom builders, designers, and architects at 

the top of the market.  1/2 page, 12 insertions total

Big Builder  This magazine explores the management, 

finance, and operating concerns of America’s top builders.  

Marketers are given the opportunity to deliver their 

product’s message to the most influential decision makers.  

1/4 page, 12 insertions total

Newsweek  3,100,000 readers are guaranteed per 

edition.  This magazine reaches 1 out of every 5 adults 

with individual incomes of $100,000+.  There are a total 

of 20,260,000 adult readers for the magazine, 53% of 

which are men and 47% of which are women.  1/4 page, 9 

insertions total

BLO IN’IT.gg Blogs are one of the newest tools 
available to advertisers, and Green Flamingo will 

take advantage of their popularity. We will include popular bloggers 
in our media circle as we distribute press kits, press releases, and promotional 

materials. Our hope is that bloggers will be enticed by the revolutionary nature of the 
campaign and will start online buzz among the blogging community.

We will also create the personal blog of the Samuel Osgood character during the movie release months. Visitors 
will have the option to leave messages for Osgood. The content of Osgood’s responses will be controlled by consumer 

attitudes toward the campaign, as monitored closely by the public relations staff.  This blog, along with any others that 
discuss the film, will be linked at http://8episodes.com. 

According to Clickz.com, internet users who read blogs viewed 77% more web pages than the average internet user. This means 
there’s a good chance that they’ll visit the 8episodes and Postal Vault websites.  

According to a survey 
conducted by Blogads.com, to 
which over 30,000 bloggers repsonded, here are 
the percentages of blog usage in the target market.

12.2%

3

14.4%

5

12.1%

11-15

BLOGS READ 
DAILY

24.5% 23.3%

18.4%

21-40 41-50 51-60

AGE OF 
BLOGGERS
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AIRLINE (IN-FLIGHT) MAGAZINES  
Advertisements will run in the March 2007, August 2007, 

and November 2007 issues because these are the highest 

travel months within the campaign.  

SkyMall  1/4 page, 3 insertions total

AIRPORT BILLBOARDS  92 million Americans have 

taken at least one round-trip airline flight in the past 

twelve months. Airline travelers are 80% more likely to 

have an annual household income of $100,000 or more.  

In addition, the average traveler arrives at an airport two 

hours early, which leaves them plenty of time to view 

Postal Vault’s billboards. These ads can be seen during 

the months of March, June, August, and November.             

Size: 1200 x 300 cm

Postal Vault billboards will be located in the following 

airports:

•  O’Hare International Airport

•  Dallas/Ft. Worth International Airport

•  Los Angeles International Airport

•  Dulles International Airport

•  Hartsfield International Airport

•  Orlando International Airport

•  Sky Harbor International Airport (Phoenix)

•  McCarran International Airport (Las Vegas)

•  Minneapolis/St. Paul International Airport

•  Denver International Airport

SPOT TELEVISION  Spots will run in the top ten 

markets detailed above starting the week of April 2, 2007 

and ending the week of May 14, 2007. May sweeps will fall 

during this schedule, which will bring even more viewers 

to the advertisements. 

NBC Affilitates  NBC-owned stations are located in nearly 

29 million television households in some of the country’s 

most upscale and influential markets. These customers 

represent 37% of all adults with household incomes of 

$100,000 or more and 42% of all adults who own homes 

worth $200,000 or more.  

NETWORK TELEVISION  Spots will run nationally 

starting the week of April 2, 2007 and ending the week of 

May 14, 2007. May sweeps also falls during this schedule.

ABC’s Extreme Makeover: Home Edition  This show airs 

Sunday nights between the local news and Desperate 

Housewives, garnering approximately 7,545,000 viewers 

per episode. This show was ranked number one in 

its hour among total viewers across each of the adult 

demographics. In seven days, every single room of a house 

is completely rebuilt, including exterior and landscaping. 

NEWSPAPERS  Postal Vault will run Sunday 1/2 

page ads throughout March and April in the following 

newspapers:

•  The Arizona Republic

•  The Dallas Morning News

•  Atlanta Journal Constitution

•  Las Vegas Review Journal

•  The Press-Enterprise (Riverside, CA)

•  Houston Chronicle

•  The Washington Post

•  Tampa Tribune

•  Chicago Tribune

•  Orlando Sentinel

TRADE SHOWS  Postal Vault will have a booth at 

four different trade shows across the country. At the 

trade shows, two-sided postcards will be handed out with 

product information. Locations for trade shows are:

•  May: National Hardware Show & Lawn & Garden World

     Las Vegas, Attendance 30,000

•  June: Neocons World’s Trade Fair

   Chicago, Attendance 50,000

•   September: Miami Home Design & Remodeling Show

   Miami, Attendance 100,000

•   September: Maricopa County Home 

Shows

   Phoenix, Attendance 55,000

ABC’s Extreme Makeover: Home Edition had 2,480 product 
placements during the first nine months of 2005. What  
This Means For You: While the PV mini clips will be airing 
as commercials during this show, product placement 
might be the next step. Source: IMDB.com
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PV Cluster

•  50” H x 14” W x 19” D

•  Neighborhood clusters

•   Rounded tops, like that of a more traditional mailbox

PV Junior

•   24” H x 18” D x 16” H (if this unit is on a post it must be 

at least 17” tall)

•  Available in single or dual units

•   Option to group mailboxes

•   Adjustable post

•   Functional in winter weather

•   Could also be mounted door-side
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PV ASKED 
What features are most sought after in a secure mailbox?

How does PVS link “secure mailbox” and Postal Vault in a consumer’s mind? 

GF DELIVERED 
Consumers want a “secure mailbox,” but not to protect themselves against identity 
theft. They seek security, but they also care about convenience, capacity, durability, 
and quality. These are the features that should be linked to the PV name.  

PRODUCT REDESIGN
OBJECTIVE  To redesign the Postal Vault units to 

better align with the product features requested by the 

target market.

STRATEGY  To redesign some of the current Postal 

Vault units, we took into consideration the suggestions 

expressed in focus groups and surveys, Postal Vault’s 

competitors, and the current look and feel of the Postal 

Vault product line. Below are our recommendations.

WE KEPT THESE IN MIND WHEN WE REDESIGNED
•   Include a warranty, as many of PV’s competitors do

•  Include installation in cost 

•   Offer customized monograms and addresses on the unit 

with font options 

•  Accessible to persons with a disability

•  Residential cluster models

•  Adjustable post style for snowy areas

•   Rounded top version like that of a more traditional 

mailbox

•  Overhang for rain

•  Insulation 

•  Electronic keypad and key

•   Lock protected from precipitation (snow, ice, rain)

•   Hard casing plastic model for a lower price point

OUR REDESIGNS  The following redesigned models 

retain the same protective features as well as the large 

capacity found in PV’s current Hybrid models. 

PV Horizon

•   18” H x 32” L x 24” W (the post for this unit must be at 

least 23” tall)

•  Mail is easily accessible

•   Accomodates persons with disabilities

•  Horizontal fashion

•  More attractive

•  Rounded corners

•  Adjustable post
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PV Classic

•  50” H x 14” W x 19” D

•  Rounded top

•   Offers an overall 

different look from 

the rigid sides of other 

models 

•   Also sold in a smaller 

unit (PV Classic Junior) 

with the dimensions of 

the PV Junior

74.1%

IMPORTANCE 
OF PRODUCT 
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         he best way to
  increase the sale
   of a product is to
improve the product.

T

–David Ogilvy
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SOURCES
ARTICLES/REPORTS
Behind the Wheel: BMW and Fallon’s 

     Web Films Widen Horizons for 

     Entertaining Ways to Brand

Beyond Rocking the Ages

BMW Films: The Ultimate Marketing 

     Scheme

Boomers’ Differences From Their   

     Parents

Buzz Marketing

Forever Young

From One Generation to the Next

Gen X Outspends Boomers on Luxury

Give Mundane Mailboxes a Licking

Housing Facts, Figures, and Trends—

     August 2005

Javelin/Better Business Survey—

     January 2005

Javelin/Better Business Survey—

     January 2006

Love Those Boomers

Mail Remains Vital to Business Today

MRI—Domestic Travel—Any Trip 

     Within the Continental US in Last 

     12 Months 

MRI—Home Improvements—Amount 

     Spent in Total--$150-$499 in Last 

     12 Months

New Residential Construction in 

     January 2006

News for Extreme Makeover: Home 

     Edition

Not Acting Their Age

OrthodoX

Target is Sole Sponsor of New Yorker 

     Issue

The Boomer Attitude

The Changing Psychology of the Older 

Consumer: The Myth of Aging

The Click and Clash of Generations

You and the Future of Advertising

BOOKS
Buzzmarketing
Confessions of an Advertising Man
How To Succeed In Advertising When All 
      You Have Is Talent
Ogilvy on Advertising

The Wizard of Ads

DATABASES
EBSCOhost Academic Search Premier
EBSCOhost Business Source Premier
LexisNexis Academic 
MRI
Nielsen
SQAD

MAGAZINES/JOURNALS
Advertising Age
American Demographics
Business Week
Generations
JCK
Library Journal

U.S. News & World Report

NEWSPAPERS/NEWS 
SERVICES
Chicago Tribune

PR Newswire

WEBSITES
4Imprint.com

ABC.com

Amazon.com

AmericanAirlines.com

ArchitecturalMailboxes.com

ArizonaRepublic.com

AtlantaJournalConstitution.com

Auth-Florence.com

BigBuilder.com

Branders.com

Builder.com

BusinessWeek.com

Census.gov

ChicagoTribune.com

ClearChannelOutdoor.com

ContractorsTools.com

CustomHome.com

DVault.com

FineHomeBuilding.com

GettyImages.com 

HomeDepot.com

HoustonChronicle.com

IMDB.com

IMediaConnection.com

LasVegasReviewJournal.com

Mailboxes.com

Mailboxes.info

MailGuard.net

Marriott.com

MediaWeek.com

NAHB.org

DONATIONS
Marketing Architects

Color FX

Performance Marketing

Business Publications Corp. Des Moines

Lowe’s

Luna Carpet & Blinds, Bellwood, IL

Dorothy Pisarski

Joseph’s Jewelers

Strategic America

Farrell’s 

David Lubbers

Accord Electric Inc., Rochester, MN

Essman Research, Des Moines

Ducktail Lounge

Jimmy John’s

Simply For Giggles

Tandem Brick Gallery

Down Under

Murphy’s Irish Pub and Grill

The Des Moines Playhouse

Drake Athletics Marketing

Drake Women’s Basketball Team

Absolute Art

Fridley Theatres, Inc.

Iowa Stars

The Funny Bone

THE FINAL CUT-
DID IT WORK?
You can’t sit back and hope everything works out, so 

there needs to be some post research and evaluations to 

determine both the effectiveness of the campaign and the 

selection of target markets. This needs to be done during 

and after the campaign has launched. The following is 

what needs to be done to measure the campaign’s success:

•   Re-administer surveys to previous research participants 

(in each market).

•   New surveys administered to three separate groups 

determined from a stratified random sample. These 

three groups will include current customers, previous 

customers, and potential customers (in each market).

•   Conduct focus groups with previous participants and 

new participants (in each market).

•  Hire a clipping service to track media coverage.

•  Tracking methods:

•   Hits on both Postal Vault Systems, Inc. homepage 

and archive website

•   Inquiries through Postal Vault Systems, Inc. 

offices, Lowe’s, and Home Depot

•   Number of newsletter applications from Postal 

Vault Systems, Inc. website

•  Sales/inquiry from direct mail pieces 

Postal Vault Systems, Inc. better have their pens ready 

because they’ll be signing autographs left and right with 

the success of this campaign.

Kitchen Collage

Golf Galaxy

Victoria’s Secret

Pure Paper

Carlos O’Kelley’s

Ted’s Coney Island West

Kara Waugh

Todd Evans

Angela Renkoski

Cookies By Design

The University Bookstore

Metro Ice Sports Facility

Drake Diner

Village Inn

The Goerne Family

The Johansen Family

Ingersoll Wine Merchants 

Taki Japanese Steakhouse
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Sheila Formaro

Greg Sill
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NBC.com

Newsweek.com

NYTimes.com

NZBusiness.co.nz

OrlandoSentinel.com

PostalVault.com

PrivacyRights.org

ResidentialDesignAndBuild.com

Shop4Tech.com

SkyMall.com

SolarGroup.com

Specprom.com

SteelMailbox.com

TampaTribune.com

TheDallasMorningNews.com

ThePressEnterprise.com

TheWashingtonPost.com

TSNN.com

UnitedAirlines.com

USPS.com






