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May 1, 2014

Dear Broken Arrow Chamber of Commerce:

 We would like to thank you for this opportunity to work with your orga-
nization.  At Cuatro PR, we have enjoyed getting to know the Broken Arrow 
Chamber of Commerce.  We are confident that this plan will help the Broken 
Arrow Chamber accomplish their goals by the end of 2014.  Our group has 
been working hard to create a thorough communications plan to meet the 
chamber’s needs.

 Cuatro PR specializes in design, copy writing, complete marketing    
planning and media buying.  Our organization consists of Denise McArthur, 
Emily Parks, Samantha Vicent and Kim Wilson, all strategic communications          
majors at Oklahoma State University.  Our team works well together since our 
strengths differ from journalism to advertising and PR.  

 Again, thank you for the time and courtesy you extended toward our 
group. We appreciate the chance to put our different advertising and public 
relations knowledge to use with such a great client.  We look forward to your 
feedback.  

Sincerely,  

Cuatro PR  
Denise McArthur       Emily Parks     Samantha Vicent     Kim Wilson
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situational Analysis

 A city’s chamber of commerce 
can be the most valuable asset to the 
area’s businesses and companies 
when used to its full potential.
 Since the beginning, a        
chamber of commerce has never been 
a governmental body. The chamber 
members elect or vote on the board 
of directors or executive council. This 
executive council then promotes one 
member of the council to become the 
CEO or president.
 There are many different kinds 
of chambers of commerce, which  
can vary in size and authority based 
upon the location and the members 
of the chamber. The most common 
chambers include community, city, 
regional and state chambers. 
 Community chambers are 
usually much smaller than city or 
regional chambers. In 2005, there 
were 2,800 chambers of commerce 
in the United States. Of those, city        
chambers are the most common kind 
of chambers found in the United 
States. The first city chamber was 
founded in Boston in 1825.

 
 
 

Regional chambers, such as the Tulsa 
Regional Chamber, are becoming 
more and more common in large 
metropolitan cities. Other cities like 
Dallas, San Diego and Cincinnati 
have adopted this same regional 
chamber of commerce model.
 State chambers of commerce 
definitely have the most author-
ity when comparing the different   
chamber models. The state chambers 
of commerce are able to work on 
state and even federal issues that can 
impact the entire business commu-
nity. These state chambers work with 
their governor, state representatives 
and state senators to help better their 
state’s society as a whole.

-CitY popULAtion: 100,000

- BA CHAMBer MeMBersHip: 
CUrrentLY roUGHLY 830 
MeMBers

-5,000 BUsinesses in BroKen 
Arrow

-tULsA reGionAL CHAMBer 
HAs ABoUt 2,700 MeMBers; 
CitY popULAtion neArLY 
400,000
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How chambers of commerce      
advertise 
 Chambers advertise and pro-
mote themselves in several different 
ways, but the most common ways 
are through print ads, outdoor and 
social media.  Social media is used 
to help promote chambers’ events, 
new members and the city. The only 
cost for the chamber is the employ-
ees’ time to manage the social me-
dia. Chambers can take advantage 
of YouTube to post videos of their 
speakers and other events. Chambers 
are using social media as a tool to 
communicate with current members 
and to recruit prospects. Chambers’ 
campaigns are typically promoting a 
specific initiative like small business-
es, education, tourism, or just trying 
to gain more members.  

Promoting small business
  Small businesses make up the 
majority of chamber memberships.  
For example, more than 85 percent of 
the Tulsa Regional Chamber’s mem-
bers are small businesses. Therefore, 
it is no surprise that chambers go out 
of their way to make special events 
for this group. Some major headlines 
in Chamber advertising across the 
nation are “Shop Small Saturdays” or 
“Small businesses are too big to ig-
nore.”  

Education and work force          
development
 Most chambers are huge ad-
vocates for their community’s youth 
and their education. Chambers are 
always trying to improve their area, 
so it makes sense that they are try-
ing to better education in the area as 
well.  The more graduates an area 
has, the more stable the area will be.  
Chambers try to connect schools to 
businesses, expand college access 
and develop the future work force.  
Though education is clearly impor-
tant to most chambers, it is less com-
mon for them to spend much of their 
advertising budget on displaying this 
factor of the chamber.  

Tourism
 Tourism is a great tool for 
regional development.  A great way 
to bring more travelers to an area is 
to create a separate travel website for 
the town. The Oklahoma City Cham-
ber created visitokc.com.  These 
websites list hotels, events, museums 
and the best restaurants for visitors.  
The idea is to make the city seem 
as attractive as possible, while also 
making it easy to plan a trip there. 
Chambers also distribute brochures 
at resting stops off major highways, 
or have print ads in surrounding   
major cities.  
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The BA Chamber 
 The Broken Arrow Chamber 
of Commerce, at its last count, has 
about 830 members, with around 
5,000 businesses in the city. Broken 
Arrow has a population of just more 
than 100,000, and the BA Chamber 
indicated several businesses dropped 
membership in favor of joining the 
Tulsa Chamber, which recently re-
branded itself as the Tulsa Regional 
Chamber of Commerce.
 In the Tulsa region, each city’s 
chamber of commerce seeks to make 
itself distinct from Tulsa’s, and in-
formation taken from sites such as 
Bixby’s, Jenks’, Owasso’s, Glenpool’s 
and Sapulpa’s shows each munici-
pality seeks to present.

Chamber Comparisons 
 The Broken Arrow Chamber of 
Commerce, at its last count, has about 
830 members, with around 5,000 busi-
nesses in the city. Broken Arrow has a 
population of just more than 100,000, 
and the BA Chamber (our client) in-
dicated several businesses dropped 
membership in favor of joining the 
Tulsa Chamber, which recently re-
branded itself as the Tulsa Regional 
Chamber of Commerce.
 In the Tulsa region, each city’s 
chamber of commerce seeks to make 
itself distinct from Tulsa’s, and in-
formation taken from sites such as 
Bixby’s, Jenks’, Owasso’s, Glenpool’s 
and Sapulpa’s shows each munici-
pality seeks to present itself as more 
“local-friendly” and community-style.  
Broken Arrow Chamber executives in 
particular have said they don’t want 
to grow too large because members 
could feel less valuable, as they’re 
proverbially swallowed up by the 
sheer amount of businesses involved.
 The Tulsa Regional Chamber 
has about 2,700 members split into 
hundreds of business categories, 
many of which overlap. The Bixby 
Metro Chamber, by contrast, has 
approximately 500 listings, which 
are in 20 categories. 
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 However, some businesses 
are listed in more than one catego-
ry on its website. Owasso’s cham-
ber has 450 members; Sapulpa’s 
has about 340. Owasso’s popu-
lation is just more than 30,000, 
whereas Bixby’s is around 22,000 
and Sapulpa’s is just more than 
20,000. However, Owasso’s cham-
ber has a higher ratio of business 
members than Broken Arrow, as 
Owasso is less than 1/3 the size 
of BA and as such has fewer busi-
nesses. 
 Tulsa has 2,700 members 
with a citizen population of more 
than 300,000, which is roughly 
proportionally similar to Broken 
Arrow’s chamber. As BA is one of 
Oklahoma’s largest cities, compar-
ing it to Tulsa may be more accu-
rate than other suburbs in the area.
 

Top reasons why dropped and current members joined: 

1. Marketing their business
2. networking
3. Community visibility/name recognition

 Research shows the Tulsa area 
chambers of commerce are exem-
plary examples of such businesses 
in comparison to their counterparts 
around the country. Tulsa and Bix-
by’s chambers have been named to 
top rankings lists of best chambers 
in the country, in comparison to 
others serving cities with compara-
ble populations. In particular, Bix-
by’s new member numbers made it 
a top-10 chamber, according to the 
American Chamber of Commerce 
Executives, which counts more than 
7,500 executives in more than 1,200 
chambers of commerce as members.



 For our primary research, we conducted two surveys from March 18 to 
April 4, 2014. One survey was sent to a roster of members of the Broken Ar-
row Chamber of Commerce and another survey was sent to businesses who 
dropped their membership. A total of 141 people responded to the survey di-
rected toward members and 17 people responded to the survey directed toward 
dropped members. 
 We also conducted interviews with six members of the chamber, who we 
selected using a random number generator website called www.random.org. 
We asked them seven questions through email and phone, ranging from rea-
sons for joining to the greatest service they believe the chamber provides to the 
community.

primary research

Among the findings: 
• Half of dropped members said they wanted to learn about marketing 

small businesses
• 38 percent of dropped members said the chamber can’t do anything 

to convince them to re-join
• 59 percent of dropped members said they are aware of the cham-

ber’s membership directory but don’t use it, and about half said they 
weren’t getting enough out of their cost of membership

• All interviewees said networking was the greatest service the      
chamber provides; none reported areas needing improvement

• 29 percent of current members reported wanting to see more         
community events

• 66 percent of current members said they would like weekly                 
e-newsletters, and 59 percent said they would watch videos of event 
speakers on the chamber’s website

• Current members’ most common suggestions for improvement were 
member outreach and inclusion
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objectives/overview strategies & tactics
 Our strategies for this campaign 
are designed to target small businesses 
in Broken Arrow, Oklahoma, through 
an integrated marketing campaign in-
cluding public relations and advertising 
strategies to increase membership to the 
Broken Arrow Chamber of Commerce. 
We plan on using this campaign from 
July 1 through Dec. 31, 2014.
 Since we plan on increasing new 
membership focusing on small busi-
nesses, we are focusing the campaign 
on these two things. The theme of the 
campaign is “Grow Here: Connect, 
Aspire, Lead.” We chose these three key 
elements for a number of reasons. 
 We chose connect because it is 
showing potential new members that 
there is an opportunity to connect with 
not only other small businesses in the 
area, but larger companies too. 
 We chose aspire to show that their 
actions within the chamber will have an 
impact on other chamber members as 
well as the community.
We chose lead as a way to emphasize 
that the potential member would have a 
voice within the chamber. 

Objectives:
Increase membership by about 20 
percent, with an ideal goal of 1,000 
members by the end of 2014. 

•Attitudes: 
What do we want them to think? 
Being a member of the Broken Arrow 
Chamber of Commerce opens many 
doors for local small businesses.  

•Behavior: 
What do we want them to do?  
Join and become an active and influ-
ential member of the Broken Arrow 
Chamber. 

•Awareness: 
What do we want them to know? 
As a member of the Broken Arrow 
Chamber, your business will gain   
local recognition and grow within the 
community. 

Our primary and secondary research indicates chamber members want to 
see an increased emphasis on small business and see a better return on their 
cost of membership, as well as be regularly informed about what exactly the 
chamber is doing in the community. Members have the potential to be more 
active, but the chamber has to show them the benefits of doing so.



strategies & tactics

Public Relations Plan:
Strategy: Increase awareness about 
the Broken Arrow Chamber of Com-
merce

Tactics:
1. Develop a quick facts document 
about the Chamber’s history, mem-
bership and major accomplishments.

2. Distribute a press release announc-
ing the Chamber’s new membership 
campaign and include the quick facts 
document in the distribution. 

3. Assist in new business announce-
ments or expansions showing the 
Chamber’s involvement in the com-
munity.

4. Create a media event surrounding 
a Chamber milestone or anniversary.  

We are choosing to send out press 
releases about our events during the 
duration of the campaign. This will 
also coincide with an advertising 
campaign involving multiple adver-
tisements for many different media. 
The budget for the advertising cam-
paign will be $20,000.

Marketing Plan:
Strategy: Increase visibility and 
awareness of the Chamber at com-
munity events. 

Tactics:
1. Staff a booth at the Taste of Sum-
mer event and distribute postcards 
highlighting our campaign objectives 
with social media contact informa-
tion. 

2. Distribute Koozies with the cam-
paign theme at all Chamber events.

Advertising Plan:
Strategy: Reach out to dropped   
members and nonmembers.

Tactics: 
1. Distribute biweekly mailers in 
the form of a postcard to 250 non-
members or dropped members high-
lighting the events in the upcoming 
weeks. 



Creative work plan

What are we advertising and 
why?
We are advertising the Broken Ar-
row Chamber of Commerce as a 
place that provides great benefit to 
our target market of small business 
owners. Our main goal with this 
campaign is to increase membership 
and participation within the cham-
ber.

Who are we advertising to?
Small business owners in the Bro-
ken Arrow area who are looking to 
connect with other professionals, 
who have an aspiration to grow 
their business and who want to lead 
by example.

What do they currently think?
Our target market is open to joining 
the chamber, but businesses do not 
fully understand all of the benefits 
that the chamber could offer and the 
growth potential that could come 
with being a member.

What do we want them to think?
Being a member of the Broken Arrow 
Chamber of Commerce is well worth 
my time, money and energy. The ben-
efits from being an active member in 
the chamber are endless to my small 
business.
Why should they believe us?
The Broken Arrow Chamber is ex-
panding annually and is focusing 
many resources on helping their small 
businesses grow throughout the com-
munity.

What is the single most important 
thing to convey?
The Broken Arrow Chamber of Com-
merce is where you will want to grow 
your small business.

Are there any creative guidelines?
The tone of the advertising must be 
professional but also inviting. The 
messaging should be warm and au-
thentic, but also relatable to the busi-
ness world.

 



Creative work plan public relations plan

Social media:
Social media has become prevalent in 
the media world, and it is often the first 
source people turn to when wanting 
to learn information, whether news or 
otherwise. The Chamber can easily be 
visible on sites such as Facebook and 
Twitter, engaging followers and poten-
tial members with such posts as articles 
relating to small businesses, giveaways 
and promotions for chamber events.

Outreach:
A lot can be accomplished by contact-
ing others from afar, but sometimes the 
biggest impact is made when chamber 
members go out, interact with the public 
and regularly have representation at lo-
cal functions. We suggest attending such 
events as business’ ribbon cuttings and 
inviting media to participate as well, 
which will show the public the chamber 
cares about the city’s development.

 Public relations tactics are con-
sistently proven to be the most cost-
effective way to raise awareness about 
a campaign or event. With customized 
press releases, pitches and active social 
media use, we can help guarantee area 
media will inform the public about your 
campaign.

News releases:
News releases are the quickest way to 
tell reporters in digital, print or televi-
sion professions about any given event. 
We have drafted a sample news release 
about the “Grow Here” campaign, 
which will be customized for each me-
dia outlet.

Pitches:
A pitch offers media the opportunity 
to get a more in-depth look at what an 
organization does, either in the form of 
requesting airtime, a magazine article 
or another longer story. Often, the best 
way for the public to learn about a cam-
paign is for its organizers to tell them 
directly. A sample pitch we’ve made 
requests Broken Arrow chamber orga-
nizers appear on a morning TV show to 
answer questions from the public and 
discuss the campaign.



Media planMedia strategies
Billboard
The Broken Arrow Chamber billboard will be 
facing West on the BA Expressway.  It is locat-
ed near 51st and 129th.  This billboard will go 
up to kick off our campaign, from July 1st-Sep-
tember 30th. We worked with our sales repre-
sentative, Suzan White, at Lamar Outdoor to 
find this location.  
We chose this board since it covers commuters 
from Broken Arrow to Downtown Tulsa and 
South Tulsa. Some of it advertising strengths 
include:  near Bass Pro Center, Quik Trip, Blue 
Cross and Blue Shield, automobile dealer-
ships, restaurants, hotels, small businesses and 
Broken Arrow businesses.  This board gets 
217,682 weekly impressions.  
 
Tulsa Business Journal-Friday edition
Every Friday the Tulsa Business Journal has a 
print publication that gets distributed in Tulsa, 
Broken Arrow, Jenks, Bixby, Owasso and Sand 
Springs.  We chose to have ads in the Tulsa 
Business Journal since their audit states that 
82 percent of their readers make purchasing 
decisions.  This is a great platform to show the 
value of a Broken Arrow chamber member-
ship to small businesses.  

Tulsa Business Journal Online
We have chosen the Leaderboard banner ad, 
which is the largest available ad for the Tulsa 
Business and Legal News website. We chose 
the Tulsa Business and Legal News site since 
81 percent of the site’s visitors have completed 
college, and over 45 percent of readers have an 
annual income of over $150,000.  It obviously 
is read by people that have spending power at 
their workplaces. 

Broken Arrow paper- BA Ledger 
We chose the Broken Arrow newspaper to 
help promote small businesses to Broken Ar-
row shoppers. The Broken Arrow newspaper 
is a weekly publication that is distributed on 
Wednesdays. This will show small business 
owners in Broken Arrow that the Broken Ar-
row Chamber cares about their success and 
fully supports them.  Our focus will still be 
Grow Here for the ads. The ads will high-
light a specific small business in the area.  We 
chose to place the ads around popular shop-
ping times like during back to school and 
holiday shopping.  

KRMG Radio spots 
We chose KRMG since it has a more profes-
sional following. KRMG is mainly news, 
weather and community events.  We chose to 
have the spots all between 6 am-10 am, since 
that is the time to catch people during their 
morning drive to work.  KRMG is one of the 
leading news and talk radio stations in the 
country and has a strong signal. It is a top 
rated station, especially for listeners between 
the ages of 35-64. Each radio spot will pro-
mote the same initiative as the BA Ledger ads 
too.  Our scripts will remind businesses that 
they can grow here in Broken Arrow with the 
help of their local chamber.  

Total spent on advertising:  $17,211.14 
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are all ½ page ads, or 10.25” x 6.25”.  
• The ads will run during the 3rd and 
4th quarter.  
• The 4x rate for a 1/2 page is $752.85. 
For all 4 ads the total is $3,011.14
• The 4 dates that these ads will run are:               
o Wed., July 16, to promote a small BA 
chamber member business that is involved 
with Taste of Summer                 
o Wed., August 6, to promote a small lo-
cal business during the back to school shop-
ping time.      
o Wed., November 26, to promote the 
Shop Small Saturday trend (the day after 
Black Friday.)                                       
o Wed., December 10, to encourage Bro-
ken Arrow citizens to do their holiday shop-
ping locally. 

KRMG Radio
• The cost is $150 per spot.  
• We will have 3 spots per week for 4 
weeks, for a total of 12 spots.  
• The total cost for KRMG is $1,800.00. 
• During morning drive time, 6am-
10am. 
• The radio ads will be the same weeks 
as the BA Ledger ads and will run the weeks 
of:
o July 14
o August 4 
o November 24
o December 8 

Billboard
• 1 billboard during the entire 3rd quar-
ter.  The cost is $1,950 per month with printing 
costs of $1,200.  The total cost for 3 months at 
this location is $7,050.00.  Located at 51st and 
129th off of the BA Expressway and faces west.

Tulsa Business Journal-Friday edition
• 6 ads for the Grow Here campaign.  The 
ads are ½ page.  
• The 6x rate for a 1/2 page ad is $532.  
Ad size is 10.25” x 5.3”.  For 6 weeks the total 
cost is $3,192.00
• The weeks we chose are:
o July 11-Women of Distinction.
o August 8- Lenders: Commercial.
o September 16-employees choice awards.
o October 17-Meeting and banquet facili-
ties and independent restaurants
o November 18-Men of Distinction.
o December 5: Art galleries, Museums and 
Theatre

Tulsa Business Journal-Online banner ad
• The Leaderboard ad, the largest ad 
available on the TB&LN website. The ad size is 
28px x 90px. 
•  It will be online every week from July-
December.  We will change the design every 
month to keep it fresh so regular online read-
ers do not look it over.   
• The 26 week rate is $83.00, and for 26 
weeks that comes to a total of $2,158.00.
Broken Arrow newspaper- The BA Ledger
• There will be 4 ads in the paper. The ads 
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• Postcards: http://www.staples.com/sbd/content/copyand-
print/postcards.html , http://www.stamps.com/usps/postage-
rate-increase/

• Koozies for Taste of Summer:  qualitylogoproducts.com
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• BA Ledger: http://public.commpub.com/NNOKRates/
ba.html 

• KRMG Radio, Clear Channel advertising. Sales rep. Lou Ves-
pasian. LouVespasian@clearchannel.com 

• Tulsa Business Journal. Sales rep- Chuck Branch. chuckb@tul-
sabusiness.com 

• Flow chart. http://www.srds.com/frontMatter/sup_serv/cal-
culator/grp_trp/grps_trps.html 
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To:	  news@fox23.com;	  KOTV-‐The	  News	  on	  6;	  KTUL-‐Tulsa’s	  Channel	  8;	  OETA;	  This	  Land	  
would	  be	  personalized	  to	  each	  station	  
	  
From:	  Samantha	  Vicent,	  Cuatro	  PR;	  April	  Salisbury,	  Broken	  Arrow	  Chamber	  of	  Commerce	  
	  
Subject:	  Broken	  Arrow	  Chamber	  to	  sponsor	  Small	  Business	  Mixer	  
	  
To	  whom	  this	  may	  concern:	  
	  
The	  Broken	  Arrow	  Chamber	  of	  Commerce	  has	  just	  completed	  a	  rebranding	  campaign,	  
which	  has	  shifted	  its	  focus	  to	  emphasize	  the	  strength	  of	  the	  Broken	  Arrow	  community:	  its	  
local	  spirit.	  No	  matter	  how	  large	  the	  city	  has	  become,	  residents	  still	  have	  the	  ability	  to	  
know	  the	  majority	  of	  people	  who	  work	  at	  the	  businesses	  they	  frequent.	  
	  
To	  showcase	  the	  friendliness	  of	  those	  who	  represent	  the	  Broken	  Arrow	  community,	  the	  
chamber	  is	  sponsoring	  a	  mixer	  for	  small	  businesses	  Saturday,	  April	  19,	  at	  Main	  Street	  
Tavern.	  Before	  that,	  however,	  we	  want	  to	  inform	  others	  about	  what	  makes	  Broken	  Arrow	  a	  
great	  place	  to	  live	  and	  work	  –	  and	  you	  can	  help	  us	  make	  that	  happen.	  
	  
We	  are	  interested	  in	  appearing	  on	  a	  morning	  local	  news	  show,	  along	  with	  employees	  from	  
several	  prominent	  local	  businesses,	  to	  share	  our	  plans	  for	  the	  mixer	  as	  well	  as	  discuss	  what	  
the	  chamber	  is	  doing	  to	  raise	  awareness	  of	  the	  newly	  revamped	  Broken	  Arrow.	  We’d	  like	  to	  
additionally	  offer	  giveaways	  to	  viewers,	  including	  a	  complimentary	  six-‐month	  membership	  
to	  the	  Broken	  Arrow	  chamber,	  via	  a	  live	  social	  media	  dialogue	  about	  what	  they	  want	  to	  see	  
from	  their	  city	  and	  the	  chamber	  that	  represents	  them.	  
	  
I	  look	  forward	  to	  working	  with	  you.	  Thank	  you	  in	  advance	  for	  your	  consideration.	  
	  
Sincerely,	  
Samantha	  Vicent	  
Cuatro	  PR	  
Cell:	  361-‐537-‐9963	  
Office:	  918-‐581-‐8321	  
Samantha.l.vicent@gmail.com	  
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Grow Here.
ConneC t. 
Aspire. 
LeAd.

210 n Main st, 
Broken Arrow, oK 74012Grow Here.

ConneC t. 
Aspire. 
LeAd.

Here’s to the 830 members of 
our Broken Arrow Chamber of 
Commerce. Grow here with us. 
For more information, please 
call (918) 251-1518 or visit www.
brokenarrowchamber.com. Kim wilson

4221 e. 24th st.

Broken Arrow, oK 74114
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