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SodaVine is a fun, 
unique, classic, and 
affordable place for 
a quick snack or a 
social gathering.

Key
Message
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SodaVine is a promising new business struggling 
to get its foot in the door. That’s the bottom line. 
It has a lot going for it. SodaVine also has some 
serious challenges that need to be addressed.

First, the owners opened the doors for this old-
styled soda fountain in 2013. It hasn’t been around 
very long, so people don’t know much about it. 
Also, its location leaves something to be desired. 
It’s seen as being too far out from the busy college 
campus which is only a few blocks away. It’s also 
positioned on one of the busiest roads in Rexburg. 
The traffic may affect how many customers come 
inside for delicious treats and snacks, especially 
since the building itself blends into the surrounding 
environment. There are also many competitors 
doing roughly the same thing throughout Rexburg. 

Despite all of these issues, SodaVine has something 
going for it. For one, the fact that it’s a new store 
could bring in the crowds. Young people are more 
than happy to try out something new. The 1950’s 
style theme is also a big draw. Who doesn’t dream 
about having a milkshake at a diner with a jukebox 
on full blast over your shoulder? This theme is 
unique and exciting, and it will bring customers in. 
Another draw is the focus on health and quality. 
The products seem to speak for themselves. There 
are so many opportunities in this business that 
have yet to be realized. 

Situation Analysis
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Challenges
1. Lack of Awareness: The community is not 
aware of SodaVine’s presence. Even the 
people who have heard of SodaVine will not 
want to go to the other side of town for a 
restaurant they don’t know. 

We have to show people why SodaVine is 
different, why it’s worth the walk. 

A lack of social media presence is detrimental, 
especially among our college aged target 
audience. 

2. Image:  Another main challenge that 
SodaVine faces is the fact that they are not 
very noticeable and aren’t big or obvious 
enough to have a differentiating factor.  

Branding SodaVine’s image in the community 
will help with both of these main challenges.   

We have to make people see why SodaVine 
is so great! 

3. Reaching Out: Seperate strategies will 
have to be implemented to reach both the 
combined audiences of university students 
and local community.
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Our primary goal for this PR plan is 
to increase awareness of SodaVine 
in Rexburg, Idaho.

We want the public to see 
SodaVine as a fun, unique, classic, 
and affordable place for a quick 
snack or a social gathering. 

Increase: 
- awareness among BYU-Idaho 
students in one semester.

- awareness among the Rexburg 
community in 3 months.

- costumers by 50% in 6 months.

- social media followers by 50% in 
6 months.

- social media engagement by 
50% in 6 months.

Goals
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Primary Audience: The local community 

It is vital to bring in the community at 
large because they are able to remain 
loyal over a much longer period of time 
compared to the temporary students.

We believe bringing in the locals will be 
easy once the word is out and the ball 
is rolling. These community members 
most often come in the form of families. 
The family appeal is important to our 
message. 

Secondary Audience: The university 

The main sources of income for Rexburg 
businesses are honestly the college 
students attending BYU- Idaho. Without 
them, Rexburg would not be the city 
it is today. It’s important to keep their 
loyalty and devotion. 

These are the two main audiences we 
will focus on. But it is very  important to 
separate the two groups for maximum 
effectiveness because both are 
reached through different mediums. 
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Audience

Want your date to be great? 
Come to SodaVine! 

Want a little taste of Italy? 
Come to SodaVine for Gelati, 
Italian Ice, Italian Sodas and 
more! 

Do you love Snoasis? Then 
you’ll love SodaVine! With over 
20 different kinds of soda and 
over 30 flavor shots, we’ve got 
it! 

Want to help students pay for 
college? Come to SodaVine!

A fun family atmosphere that 
appeals to the nostalgia in all 
of us! 

Targeted 
Messages
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Communication 
Vehicles
Social Media: 

We believe that social media is 
a great way to get the message 
out there!

 Expanding the interaction and 
engagement of the Facebook 
page could tap into the local 
community as well as the 
college scene. 

There is a very active Twitter 
community on campus which 
would be great to tap into 
as well. That would not be as 
effective with the community 
members, however.

Pinterest is an expanding 
platform that could be utilized 
to freely advertise SodaVine’s 
products  and image to draw 
users to the website. 

Visual Media:

Promotional Items (pg. 12) 

Store appearance (pg. 14)

Logo design (pg. 18 )

Events:

We also know that events are 
very important. We will focus on 
two main events and promote 
these in both the Scroll and 
the Post Register; one event 
for the students and one for 
the community. These events 
will be spaced out over a few 
months. 

It is vital to ensure that SodaVine 
makes an appearance at major 
community events. Staying on 
top of these events and getting 
involved will raise exposure and 
create awareness. 

When an appearance is made 
at events it is essential that the 
image of a fun, family-friendly 
atmosphere be promoted to 
the community.
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This campaign will run the 
length of one school semester 
at BYU-Idaho (3-4 months).

Before the semester begins: 
Sponsor community events.

Early in semester:
University Student Event

Mid-semester:
Community Event

Time
Chart
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High 
School 
Concessions
Visit area high schools and 
provide concessions during 
sporting events: 

Madison, South Fremont, Sugar 
Ciry, North Fremont, Ririe, Rigby, 
Teton, etc.

Prominent logo. Make sure it is 
on every piece of merchandise 
and advertising. 

Give away something with 
every purchase. 

Promote the fact that Soda 
Vine hires and supports high 
school students. SodaVine is 
here to help others succeed. 
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Marketed to the Rexburg 
Community and held 
mid-semester. 
 
Day in the park - utlize the close 
proximity to Porter Park. During 
the warmer part of the year 
SodaVine can sponsor a picnic 
at Porter Park. Soda Vine could 
provide concessions, free 
samples, or coupons for those 
who attend. 

Have logo well displayed at all 
events so that the public can 
become familiar with Soda 
Vine’s image. 

*Smith Park or the Sugar City 
park would also be excellent 
venues for a community picnic 
because they are  a little more 
separated from the university 
and SodaVine can really focus 
on the communitie’s members. 

Community 

Events
Sponsor 
Community 

Events
Sponsoring community events 
will foster positive relationships 
with exisiting businesses in 
Rexburg. 

Getting in touch with The 
Dealio and offering the Soda 
Vine name as a community 
sponsor is a good first step. 

Sponsor community activies 
such as the Color Run, Zombie 
Chase, Farmer’s Market, etc.

Make an appearance at theses 
events and offer handouts 
such as shirts, coupons, fliers, 
free samples, etc. 

ADDITIONAL EVENTS:
 - Partner with Rexburg Rapids
   to sell at their concessions. 
 - Have a stand at the  local
   Famer’s Market.
 - Father/Daughter shake night
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We have found that students 
are more likely to attend 
events  that occur earlier in the 
semester.  

Events like block parties would 
be most effective if they are 
held within the first three weeks 
of a semester. 

Consistency is also a major key. 
When events are reacurring 
they establish reliability and 
help with branding SodaVine 
among the BYU-Idaho students. 

Student 
Events

ADDITIONAL EVENTS: 

Date night deals

FHE/group events

Allow student performers 

Karaoke

Dance party 

BLOCK PARTY:

Team up with a well-known 
apartment complex to split the 
costs, profits, and advertising 
for a huge dance party. 

Plaster the logo all over. 

Bring SodaVine products and 
sell at the event. 

Will need a DJ and venue. 
Working with a complex could 
provide a free venue and 
would reduce costs. 
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WHY: Creating traditions in 
Rexburg is what SodaVine is 
all about. Having a couple 
of mascots walking around 
Rexburg will create  a fun 
and exciting way to get the 
community involved with 
SodaVine. 

Our goal  is to get the community 
involved and to keep them 
updated on SodaVine and the 
great events they are working 
on.

HOW: Create a month-long 
social media event/contest 
involving two “mascots” who 
represent SodaVine. 

Our plan is to have a Gorilla 
and a Banana roaming around 
Rexburg to create a buzz.

Gorilla
Banana
Bonanza

We want to get people talking 
and wondering about the 
Gorilla and the Banana: where 
they are from and what they 
are promoting.

The goal of the contest will be 
to find and photograph both 
the Gorilla and the Banana 
around Rexburg and post the 
photos on social media. 

In order for this to be successful 
all of the social media sites 
need to be up and running. 
Then when we introduce the 
Gorilla and Banana as the 
official mascots of SodaVine 
people will be able to post. 

The post with the most likes 
will win free merchandise or 
products from SodaVine. 

This will draw traffic to 
SodaVine’s website as well as 
the social media sites. This will 
be acreative way to entice 
people to go out and find the 
SodaVine mascots.

Publicity for this stunt will be 
driven by SodaVine’s own 
social media accounts and 
their content manager. 
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Collateral 

plan
T-shirts or some sort of wearable 
clothing are LITERALLY NEVER 
BAD. They are a form of 
advertising that is incalculable 
but also invaluable! 

Cool T-shirts and apparel will 
provide advertising for years 
and years. Another idea is to 
provide beanies for advertising 
in the cold Rexburg winters. 
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We think that the outside 
appearance of SodaVine 
could use a little spicing up! 

Adding small changes would 
really make SodaVine stand 
out from the surrounding 
businesses and draw people in 
off the streets. 

Distinguishing features on the 
outside would make the store 
easier to find and give people 
something to remember.

Improved 

Store
Appearance



3

Sto
re

 A
p

p
e

a
ra

n
c

e
Current store appearance: As of December 2014



The tin roofing was a popular style 
for diners back in the 1950’s. These 
features would give SodaVine a 
true 1950’s look.

- Shiny tin roofing
- Lights around the rim
- Wooden panneling
- Darker bricks 

 

Adding a rim of lights along 
the roof of SodaVine would 
be another way to make Soda 
Vine really shine between the 
surrounding stores. Since night 
time is a popular time to be 
going out, the lights would 
make the store more visible at 
night time. 

 - Lights around the upper rim
 - Wooden panneling

16



Red and white striped roofing 
would help SodaVine to really 
stand out from the buildings 
on either side. This would be a 
simple, but impressive change 
that would draw more attention 
and awareness. 

Having products listed will let the 
public know at a glance what 
SodaVine offers. 

The tiling will be keeping 
consistant with the interior design 
of the store and 50’s theme. 

- Teal (or black) & white tiled 
   roofing.
 - Red fringe with specialty 
   items listed. 
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Improved 

Logo
We think that the current logo 
has room for improvement. 

To remain consistent with the 
50’s theme of the store, Soda 
Vine needs to have a 50’s retro 
themed logo. 

Here are some examples of 
50’s retro logos and also a few  
logo ideas we have come up 
with. 

18
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We plan on using a good 
mixture of signage, social 
media, and events as mediums 
to get the word out. 

We will put up signs near 
campus and near some of 
the more populous apartment 
complexes, as well as in the 
student newspaper and the 
local newspaper. 

The frequecy of  these 
advertisements will be several 
times a week on social media, 
twice a semester for events, 
and constant signage. 

Ads will be vaired and eye-
catching. Some will showcase 
specific products. Others will 
just advertise the 50’s theme. 

Advertising 

plan

Also, apartment complexes 
will need to be contacted well 
before move-in day to ensure 
that signs are up beforehand.  

Who better to represent the 
store than Robyn herself?

Robyn’s story and passion for 
SodaVine are inspiring and 
contagious. We feel that Robyn 
should appear as the face 
of SodaVine. Especially since 
people LOVE to get to know the 
owner of any establishment.

Robyn has already proven 
that she is outgoing and 
personable enough to make 
an outstanding spokesperson.

Spokesperson
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Have a story run on the local 
newspaper (Post Register) and/
or The Scroll about SodaVine’s 
struggle with getting SodaVine 
on the map. 

They should mention the 
renovations and events that 
are constantly happening at 
SodaVine. Present the store 
to the public as a new and 
improved place to come hang 
out, with a feel of home and 
traditions all blended.

(See back of the book in the 
Media Kit for an example press 
release to be sent out.) 

Media 
contacts

Community
contacts 
Invite community leaders to 
visit SodaVine. 

Develop a relationship with city 
council members to create 
goodwill for events such as the 
block party, which will take 
special permission to close 
down the block. 

Most community contacts can 
be made at events such as a 
county fair or farmer’s markets 
run by the city.



All of BYU-I’s  Communcations 
Majors are required to serve an 
internship in order to graduate.  

Find an Intern: 
 - Attend BYU-I’s Internship Fair.
 - Have a link on the website for
   for applicants to apply.

Pay: 
 - Unpaid internship
 - Or offer a stipend ($100 or so)

Responsibilities:  
 - Run social media campaigns
 - Update the website
 - Conduct surveys
 - Plan events

Hire an 

Intern
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Community
Survey

1. Have you ever heard of        
    SodaVine?

    No:    9
    Yes:    6

For this survey we went out and asked the community three simple questions.  We 
only sampled 15 people (9 men & 6 women), but the answers we received  were 
pretty interesting. 

2. How do you hear about 
new restaraunts opening in 
Rexburg?

    Word of Mouth:  9
    Drive by:              3
    News:                   1
    The Dealio:          1
    Store Banner:      1

3. How often do you go out to 
eat with your family?

    3 times/month:           1
    Twice/month:             2 
    Once/month:             3
    Couple times/week:  4
    Once/week:               3
    Everyday:                    1
    Special occasions:     1
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The best thing to do will be to 
pay attention to total sales 
and track the growth overall. 
You can measure the total 
number of customers who 
come through the door. This will 
require benchmarking at the 
beginning of the campaign. 

A survey to measure public 
opinion/awareness of Soda 
Vine will be neccessary at 
the beginning and end of the 
campaign as well. This can 
be given out to students and 
community members. 

We will do multiple focus groups 
with different audiences to 
measure the unquanitfiable 
opinions of the various publics. 

Evaluation 

plan



The costs that are stated in the chart are just estimations of what we think SodaVine will spend in 
advertisements, product development, collateral materials, etc. 

We have left the last few boxes blank to be filled out after our plan has been taken into action. 

Budget
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Jeremy Sessions:

Contact: 
jdsclassof09@outlook.com
703.789.1337

Jeremy Sessions is a PR major 
at BYU-Idaho. No one is sure 
exactly what his face looks 
like since it’s always partially 
obscured by a phone. His 
social media accounts are 
second to none though. 
@jd_sessions

Vianney Alcala:

Contact: 
joulgrin@aol.com
310.691.4519

Vianney Alcala is a 
communications major 
with an emphasis in public 
relations. Currently a junior 
at BYU-Idaho, you can find 
her on social media at 
@heyyvianney

Lindsey LeFevre:

Contact: 
lindsey.lefevre@yahoo.com
928.551.2670

Lindsey is studying visual 
media and graphic design. 
She is passionate about 
design and creativity. 
Her hobbies include 
photography, long walks 
on the beach and playing 
the piano. 

Kyle Treasure:

Contact: 
treasurekyle@gmail.com
208.351.8686

Kyle Treasure is a PR/Graphic 
Design student at BYU-Idaho. 
His talents include social 
media, design, Survivor trivia, 
and making outstanding mac 
n’ cheese. To get to know Kyle 
better, follow him on Twitter, 
@KyleTreasure. 

Your PR Team:


