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Situation Analysis  

This three-day shopping event has over 400 vendors and features unique, one-of-a-kind and often 

handmade items from jewelry and handbags to furniture, antiques, clothing and gourmet foods. An 

Affair of the Heart is not yet appealing to a younger demographic. Therefore our goal is to increase 

attendance from the 25-35 age group by the summer 2012 show. There is something for every age at 

this show; clothes, crafts, home furnishings, etc. This show is entertaining for a mother’s day out, an 

afternoon out with the girls, or just window shopping by yourself. 

Objectives  

 The objectives consist of creating a better advertising campaign to attract the younger 

demographic though social media, radio, and other means, improving the website to make it user 

friendly and more tech savvy. We want to make this event a family event. We want this to be 

something that you can come to now, and want to bring your kids back to so you can enjoy it 

together. We also want to create a fun, exciting radio advertisement as well as a print ad in local 

newspapers and magazines. 

Target Market Profile  

� 18-25 women (More technology driven and are into the latest trends) 

� 25-35 women (very involved with social networking and will receive information from these 

types of sources) 

 

18-25 25-35 35-50 50 & up 

Percent Attended 

2011 3 13 30 47 

 

 



 

Positioning Statement  

 Since the show is in July 2012, the website and social media websites will needs to be improved 

by May 2012. The ads for An Affair of the Heart will need to be in Tulsa People and on local radio 

stations by May 2012.  We need to take surveys of people who have been to the show before and see 

what they liked and didn’t like so we can improve. We also need to survey the people that attended 

the show last year and see how they heard about An Affair of the Heart. That way we can see what 

tactics of advertising worked, and which ones didn’t work as well. This will need to be done by the end 

of April. 

Creative Strategy  

 Bringing in bright colors, younger women and trendier crafts to our print ads in newspapers and 

magazines will draw the attention of the younger demographic. Posting these ads on social networking 

sites will also bring in that younger demographic. As for the radio advertisements, upbeat, pop music 

in the background and a younger girl with a bubbly personality talking in a conversational tone will 

draw listeners in to hear what she has to say.  

Media Plan  

 The radio and print advertising will involve Tulsa People magazine, Oklahoma magazine, Urban 

Tulsa Weekly, the Tulsa World, 106.9 KHTT, 92.1 BEAT, 98.5 KVOO, 95.5 K955fm and 98.9 BOB. 

Internet means will consist of Facebook, Twitter and Pinterest. We will use $800 for eight radio 

advertisements at 30 seconds a piece, one on each of them and repeats on 106.9, 98.5 and 95.5. We 

will use $4,000 for two ¼ page newspaper advertisements in Tulsa World and Urban Tulsa Weekly. We 

will use approximately $4,000 for two ¼ page advertisements with Tulsa People magazine and 

Oklahoma magazine. We will use $6,000 for the maintenance of the website as well as running the 

Facebook account, the Twitter account and Pinterest. 

 The best use of our budget is put toward print advertisements in all the local magazine and 

newspapers. They will be in the month of July since the show is in July. The five radio advertisements 

will be in July, two weeks before the show and the repeat ads on three stations will be one week 

before the show. We also need to spend money improving the website and social media sites which is 

the biggest way for people to inquire what the show is about and any further information after they’re 

already interested.  


