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Executive Summary
Eat Drink Be Local (EDBL) is a company created by Alix Cameron and Cindy Ball in September 2010. They create content about local food in Vancouver through the EDBL website. One goal that both Alix and Cindy wish to reach is to monetize their website, and to date they haven’t been able to do so with their online contests, events, and generated content.

EDBL is faced with three key issues. Financially, EDBL is not making any money through website operations from minimal subscribers and site visits. The other two problems are the lack of a marketing plan, and insufficient number of staff. The staffing issue is not allowing them to create a viable marketing plan, or allowing their website to grow at a significant rate.

The company has two direct competitors who have the capability to steal traffic and users away from EDBL. These competitors are EatMagazine.com and BCLiving.ca. Both of these sites offer reviews on local food and drink, recipes, and are fairly large in size. However, BCLiving.ca only uses 1/9th of its website to promote food and drink, while EatMagazine.com is dedicated to food and drink. EatMagazine.com also uses guest blogging to facilitate two way communications.

A Porter 5 Forces Analysis shows that there is a high threat of new competition, a medium-high threat of substitutes, high bargaining power for the consumers, low bargaining power for suppliers, and a medium intensity level with regards to competition. 

It has been found through an environmental analysis that there is no foreseeable government intervention, some potential in the demand for local food due to the status of the economy, and there is a threat of technology advancement and changes in online service rules. It was also found that the social lifestyles of individuals play a large role in EDBL, especially vegetarian and other food restrictions.

Local food has been a growing trend over the past few years, showing an average growth rate of 30 to 35 percent and had roughly 10,000 visitors per week at farmers markets. The local food industry in Vancouver had total estimated revenue of $4 million. Based on EDBL’s target consumer, the prospected customer base in Vancouver is 155,345 individuals aged between 25 and 50 with disposable income. 

There are several options that EDBL can look at when discussing their next steps. One such option is to develop tours. These tours will guarantee revenue from each sale, support local business, and take advantage of the high interest from consumers all while keeping fixed costs low. However, developing these tours is time consuming, within a competitive industry, and resource intensive. It is calculated that EDBL will break even within the first 10 hours of bookings.

A second option is to focus on the “Hole-in-the-Wall” establishments. Doing so will take advantage of a unique concept, promote local businesses, and establish relationships. However, this option requires time to execute properly, and all the local establishments may not be a suitable candidate for promotion. EDBL will breakeven from this option with 52 monthly subscribers, and gain an additional $5.00 profit from any new subscriber.

The third option is change the concept to Eat, Drink, Be a Local Mommy.  In doing so, the focus will be placed on Motherhood related tips and tricks. This will allow the owners to save time on maintaining initial website, remain local, and take advantage of the fact that there is a large target market. But, this option does not stay consistent with the original plan and will have to compete with several similar blogs. EDBL will see a return on this investment with additional revenue streams, website consistency, and time saved.

The final option is to optimize the current website with third party software. A total cost of $619.00 will allow EDBL to include guest blogs, reviews and comments, polls, updated event booking, SEO, and user management. However, opening the website to user reviews allows for negative comments or discussions that are irrelevant to local food and drink, ultimately detracting from EDBL’s ultimate goal. The $619.00 cost is a onetime payment that includes installation. It is difficult to quantify an ROI for this option but it has been shown that retention rates increase by 9% when a forum is installed.

It is recommended that EDBL implements the third option and changes the concept to Eat, Drink, Be a Local Mommy. Alix and Cindy can complete this within 4 weeks; however, they also have the option to hire another employee at this time to alleviate any added tasks. This recommendation is measurable using Google Analytics, monthly and yearly revenues, email subscribers, twitter followers, facebook fans, social media metrics, social media interaction, alternative failure, client feedback, and the inability to invest required time.  

Situation Analysis

Company Overview

Eat Drink & Be Local (EDBL) was started in September 2010 by Alix Cameron and Cindy Ball. The focus on their website was to be the insider’s guide to ‘good things local’. They conduct regular reviews of local food, drink, and hot spots for their online customers. This is all tied together with an online calendar of events.
The goal behind EDBL’s website is to create content that is engaging with online readers. They wanted to generate an online conversation with people to maximize site usage and increase viewers. The company has launched several contests online, some of which were very popular and generated high interest. However, even with all of the conversation and interest they have generated, the site has not generated any form of revenues.

Objectives

Mission - To be the insider’s guide of the best local BC food and drink
Business Objectives

· Monetize Site - Create a revenue stream from EDBL

· Reach minimum 10,000 visitors per month

· Reach 4,000 Email subscribers per month

· Serve Customers - Increase Subscribers and Site use

Marketing & Communication Objectives

· Awareness – Generate awareness in the local community of EDBL

· Increase visitors online - Generate new and return visitors to site

· Increase eDM subscribers - generate more email subscribers 

· Trial - Customer Web Interaction, Use of features, blog comments, etc.

Key Issues & Underlying Causes

Financial
· EDBL is currently not making any money from running their site. 
· They do not have enough web traffic to support advertising revenue
· Insufficient subscribers to begin billing for site usage.
Marketing

· EDBL does not have a marketing plan to guide their efforts in growing the company to become a long-term profitable operation
Operational

· EDBL does not have sufficient staffing to implement a comprehensive marketing plan and invest a significant amount of time weekly into supporting growth
Future Consequences

If Eat Drink & Be Local does not increase their visitors or email subscribers, they will not be able to monetize the site with advertising or start charging users for certain features.
Also, if they do not dedicate more time to developing their site, or hire someone to assist them with managing the new campaign, they will not be able to create long-term growth.

Last, If interaction online is not increased, readership will slowly decline because of the lacking interest on their website. Ideally, EDBL needs to increase content and interaction in order to generate more online guests and monetize the site.
Client Analysis

Employee

Eat Drink and Be Local consists of the two owners, Cindy Ball and Alix Cameron.
Cindy:

· Graduated with honors in a Bachelor of Commerce from Queens University.

· She has a background in packaged goods marketing and broadcast marketing.

· Cindy has three children, ages, 13, 12 and 8.

· Every day of the week Cindy takes her children to several activities from after school until 7 or 8pm. 

Currently Cindy’s favourite things to do in her community are mostly in her children’s school communities, school and afterschool activities and Girl Guides.  She also enjoys hosting dinner parties, playing tennis and travelling.
Alix:

· Graduated with honors in History from Queens University.

· Her background is in promotions and advertising on the agency side.

· Alix has two children, ages 12 and 9, who are also in multiple afterschool activities, every night and on weekends.  Along with their activities, Alix manages her nine year olds soccer team. 

The enjoyment Alix gets from her community is similar to Cindy, her kid’s school.  She volunteers there and manages soccer.  Her own time involves running or walking with her dog Ozzy, cooking with friends, parties and gardening.
Alix and Cindy have a total of 40 years experience in marketing and communications.  They have worked on businesses together previously, the most noted, a creating a brand that was sold in over 200 stores.  After this venture they started up RedCAB communications, dealing with companies such as, BC Colleges, Trades Training BC and BBPP Alberta Schools, the largest P3 school project in Alberta.

Capabilities

Currently the partners take turns in writing the posts and divide up other “to-do’s” depending on each of their schedules, which entails, RedCAB clients, their families and whatever that comes up. They consider their weaknesses to be social media, SEO, web and graphic design, and Alix has a personal weakness or “dislike” of sales. In addition Alix “is a great executor and can really get things done in record time” (Cameron, 2012). The pair are able to spare 3 hours between them to spend on Eat Drink and Be Local a week.

Core Competencies

· Both good at strategic development, communications and planning.

· Both have strengths in writing, time management and execution of tasks. 
*
Both Cindy and Alix would ideally love to be part of the writing, recipe development    and product testing and have someone else deal with the website upgrades, SEO and sales.

SWOT Analysis

	
	Strengths 

- Good background in marketing for both

- Strategic development

- Communication and planning

- Ability to execute tasks quickly
	Weaknesses

- Not enough time to maintain a proper website

- Inconsistent productivity

- Social media

- SEO

- Web and graphic design



	Opportunities 

- Change website contents to fit their lifestyle

- Partner with travel and tourism 

- Expand through Canada


	Focus Here
	

	Threats

- Other sites gaining popularity

or taking current subscribers


	
	


Industry Analysis

As an online insider’s guide to local food and drink, EDBL is faced with many competitors due to the low barrier to entry in this industry. It was found that 2 direct competitors exists as immediate threats to EDBL’s success, as these business’ can deter traffic away from EDBL. These competitors and associative specifications are as follows:

Eat Magazine.com

· well established magazine producer

· online and offline services

· Provides reviews and recipes on local food and drink

· Allows two way communication through guest blogging

BCliving.ca

· Large, well rounded site

·  food/drink section accounting for 1/9th of the content

· Provides food guides, recipes and restaurant reviews

· Information on both food and drink

· Links viewers to specific shops to find local products

Porters 5 Forces

Porters 5 forces allows for a well-rounded qualitative perspective on a company’s current stance In terms of strategy and competition (Mind Tools Ltd., n.d.). In terms of EDBL’s stance in the market, the associative 5 forces can be defined as follows:
Threat of New Entrants: Power Level – High
Since the local food industry is growing at a large rate, and the barriers to entry and exit are reasonably low, the threat of new competitors in the online local food directory business is high. The barriers to entry are low due to the absence of patents, relatively small start-up costs, and the ability to exit the market easily. As stated before, the farmer’s market industry is growing at an annual rate of 30 to 35 percent, an increase of $1.1 million from the year before (Hild, 2009). This growth rate will attract new competitors into the marketplace. Additionally, there is currently low customer loyalty to similar online businesses including EDBL.
Threat of Substitutes: Power Level – High

The threat of substitutes deals with the availability of services that offer a completely different product than local organic food. This threat is considered high due to EDBL being an information based service, the minimal costs for buyers to switch to non-local foods, lower prices from non-organic foods, and the amount of substitutes available in Vancouver (Hild, 2009). Currently, EDBL does not have a competitive edge that distinguishes itself form competitors, furthering the ability for quick consumer substitution.
Buyer Power: Power Level – Medium to High

The buyers in the marketplace have a considerable amount of power due to the low switching costs, the extensive amount of information available, decreased price sensitivity, high availability of substitute products, and their lack of dependency on the channels of distribution. Additionally, there is a high dependency on subscription and traffic volume.

Supplier Power: Power Level – Low

Due to EDBL being an information based website, the supplier power is low. There is a high concentration of firms making and selling organic local food. If one firm doesn’t wish to do business with EDBL, it has the opportunity to negotiate and find new business relatively easily in the highly concentrated market.

Intensity of Competition: Power Level – Medium to High

EDBL must compete with other local food directories such as Urban Spoon which has a higher number of users (Urban Spoon, 2012). Currently, EDBL has a relatively lower advertising expense than its competitors. Its competitors are offering more innovative services through their website, such as user rating of individual restaurants and blogger reviews. 

Environmental Analysis

The development of a PEST analysis for EDBL provides the company with valuable insight on environmental factors. In participating in this environmental scan, our team discovered the following in regards to EDBLS surroundings:
Political:

· There is little/no government intervention expected

Economical: 

· Potential for changes in food demands due to recession/inflation i.e.: normal vs. inferior goods

Socio Cultural:

· Required consideration of lifestyles and trends; includes clean eating diets and food restrictions (vegetarian diets) etc.

· Reliance consumer trust in EDBL’s suggested food intakes, preparation and recommended brands.

Technology:

· Threat of advancement in website design, accessible and ease; modifications to online service rules and regulations

Market Analysis

Based on an initial interview with the owners of Eat Drink Be Local (EDBL),  it was determined that its target market is individuals aged 25 to 50, have disposable income, and are interested in locally grown food. EDBL targets the individuals with these characteristics that are in the Vancouver area.

In 2006, Vancouver had a population of 639,277 between the ages of 25 and 50 (Advameg Inc, 2007). An estimated 32.4% of individuals who work in Vancouver have some form of disposable income (Advameg Inc, 2007). A 2009 report showed that 75% of Vancouver citizens are willing the pay a premium for locally grown food (Hild, 2009). These statistics show that there are 155,345 individuals aged from 25 to 50 with disposable income and show an interest in local food in the Vancouver area.

The organic food industry is growing at a fairly fast rate in Canada. Industry sales increased from $1 billion to $2 billion from 2006 to 2008 (Miller, 2011). In Vancouver, farmers markets saw total revenues of $4 million and had a positive $10 million sales revenue impact to local communities (Hild, 2009). Farmers markets, a prominent supplier of local foods also showed annual growth of 30 to 35 percent, and had an estimated 10,000 visitors a week (Hild, 2009).

Options
Objectives

1. Awareness – Generate awareness in the local community of EDBL

2. Increase visitors online - Generate new and return visitors to site

a. Reach minimum 10,000 visitors per month

3. Increase eDM subscribers - generate more email subscribers 

a. Reach minimum 4,000 Email subscribers per month

4. Trial - Customer Web Interaction, Use of features, blog comments, etc.

Positioning

‘The BEST place online to find local BC food and drink hotspots’.

Option A: Tourism BC Association

EDBL could expand its operations and begin a more consistent revenue stream associating itself as a local food tour group with Tourism BC. This could get it listed on various city run websites as local food and drink experts offering culinary hot spot tours.

The Food industry in Vancouver has been growing dramatically over the years, alongside the Tourism industry (2% in 2012). Every year, nearly 9 million people travel to Vancouver to explore the beautiful city and coastline it has to offer (Vancouver Economic Commission, 2012). By offering tours aimed at these tourists, EDBL can capitalize on a rapidly growing market with guaranteed revenue once a client base has been established.

Develop Tours

Since EDBL has spent many years in the local food and drink market around Vancouver, it has gained a great deal of knowledge of the local hot spots. Alix and Cindy could develop tours covering various historical aspects of Vancouver’s culinary roots alongside a tasting from various restaurants. They could then either run the tours themselves or hire a guide to run the tours for them.

By hiring guides, Alix and Cindy would be arranging various tours throughout the city and would not have to run the actual tour itself, saving them time and allowing them to continue their existing jobs. However, if they wanted to run the tours themselves, they would have to be able to commit a significant amount of time (down the road) to guiding tours. The advantage of this alternative is the increased margins available.

These tours can be sold either to individuals or groups visiting Vancouver. Their website can act as the sales vehicle alongside partnering with sites such as Expedia (taking their own cut).

Advantages

· Guaranteed revenue with each tour sold

· Plethora of information already available to develop tours

· Does not require many fixed costs, except site changes and tour development

· Supports local businesses

· Growing tourism market

· High interest from owners

Disadvantages

· Development of tours takes time

· Lack of time to invest in directing tours – unless guide hired

· Cannot run easily on the side

· Competitive industry

· Vancouver not always ideal for walking tours – may have to use other method

Resources Required
· $500 – Update site to reflect required information and accept payments

· $1000/month – Online advertising (Urbanspoon, Expedia, Vancouver websites)

· 40-50 hours – Time investment to create tours

Pricing Strategy

There are two ways in which local Vancouver food tours can be implemented.

By offering full meals, EDBL would charge approximately $80-120/person to cover the costs of food and the guide.
By offering tastings and shorter tours, they can charge $300-400 per tour. A minimum group participant level will need to be set in order to maximize profitability, but EDBL can charge a ‘per group’ rate for group bookings or a ‘per person’ rate for individuals.

These rates have been priced competitively compared to various other Vancouver culinary tours offered such as: The Original Vancouver Food Tour & Taste Vancouver Food Tour. Having two options allows more flexibility and affordability for customers with differing needs.

Return on Investment
The group rate could run approximately $300 and per person rate approximately $40. Maximum group size would be 10 participants per tour ($400 for a tour consisting of individually booked participants).

Assuming the majority of tours are fully booked, the company would break even in the first year in 9-10 tours total (assuming they run the tour and food costs at approximately 50% of selling price).

Option B: Focusing on “Hole-in-the-Wall” Gems
This option requires that EDBL focus on small, local, underground restaurants in British Columbia that have little awareness but offer exceptional food. In doing so, EDBL will be able to gain a unique selling position, distinguishing itself from its competitors, while also supporting the local community by promoting local businesses instead of chain corporations. 
This option requires EDBL to seek out small local restaurants and taste test their food choices. Subsequently, it will be necessary for EDBL to write reviews to express to subscribers which local spots are the hidden “gems” in the local community.

Advantages

· Unique concept

· Promotes local businesses

· Establishes relationships with community

· Creates awareness of unknown gems
Disadvantages

· Requires time and effort to find restaurants and write reviews

· Not all restaurants will be promotable

Resources Required
· $65/ week- Transportation expense 

· (allocated for gas or bus fare)

· 20 hours/week- Time spent 

· (2 hours dining & 2 hours writing review multiplied by 5 days
 a week)

Pricing Strategy

In offering subscribers a new take on local dining, a fee will be required for access. In charging subscription fees of $5 a month, EDBL must be able to provide consumers with a valued feature. In this case, the insider information on the gems of their community and ability to have confidence in trying new local restaurants, it is expected that a consumer will find $5 a month reasonable.

Return on Investment

At the rate of $5 a month for subscription fees, it will be necessary for EDBL to gain 52 subscribers a month to cover its monthly transportation expenses. After reaching 52 monthly subscriptions, EDBL will gain $5 profit on every additional subscriber, as there are no variable expenses associated with this option.
Option C: Eat, Drink, Be a Local Mommy
Big businesses in recent years have learned about the purchase power of mothers and, in turn, mothers have taken this new sense of authority and forged ahead to become experts.  They are blogging about everything important to them from diapers to kid friendly restaurants, to fabulous date night restaurants and anything else under the sun.

Mothers who are blogging and doing it well are becoming marketing partners with companies for whom they are advocates.  According to an eMarketer done in regards to the US market, 32 million moms go online every month (NBC 4, 2012), and according an article by the Globe and Mail, the group of mommy bloggers is one of the most powerful in North America (Globe and Mail, 2011).  

The women of EDBL have a love and passion for good food and drinks, local markets and much more, but they have extraordinary strength, motivation and skill set as mothers.  With the schedules they juggle with family, RedCAB and EDBL it would make perfect sense to share the how’s, when’s and why’s with people.  Alix and Cindy could take less time out of their day to day to investigate, test and try community fare and instead write about the meals they prepare to get by, the great new scheduling system they found and the most creative way that they did something.  

This option would not leave out the original plan and passion of the ladies, as incorporated with all of the “mommy stuff” would be monthly sections of “wow I entertained and made X dish and we drank X wine” or “we entertained and ordered in from this amazing restaurant and drank X product”.  Monthly topics could also have gardening tips, such as what is good to plant at that time of year, whether it’s flowers or vegetables and then how the vegetables can be or were prepared.

Advantages

· It will allow Alix and Cindy to save time necessary to maintain the original website because they will have most of the information at hand

· Existing website can be used with few to no modifications
· Locality
· There are always mommies looking for information or tips and local information would really benefit the busy schedules of many moms
· Cindy and Alix will still be able to enjoy a section on good food and drinks and the fun in researching these topics, only they will have more time because it won't be every week
Disadvantages

· Not in line with original plan
· Competition, IE: There are many “mommy blogs” around
Resource Requirements
Cindy and Alix are required to invest minimum of 6 hours each a week in order to compile enough information in an interesting manner to their readers.  If the “weekly shout out” covers 6-8 quick topics they have to be short, witty and creating curiosity for the monthly newsletter. 

Some research has to be done to compile enough resources to keep the contents on the website fresh and competitive which will require a minimum of 2 hours each.

An employee might be needed if the women are unable to put in the extra time needed; 1 employee at $25/hr. for a minimum of 12 hours per week would equal out to approximately $300 per week + transportation costs. 
Pricing Strategy/Potential
A present pricing strategy of the website will be used for this option, which includes advertising opportunities for local businesses.  Most of the pricing will be able to be implemented once the site gains more notoriety and increases the readership and subscriptions.
A source of revenue will be the marketing of goods and services on the site.  When discussing and promoting their favourite products Alix and Cindy must take this into consideration but still maintain their own opinions.  This will also be able to be discussed further once the website’s reputation has become more established.

Return on Investment

· The time saved in researching can be spent on their own families and the research needed can be done with them or include what the women already do.  

· Consistency in regards to the content and delivery time for the website.

· Potential for a revenue stream by advertising on the site.

Option D: Optimizing Website 

One aspect that EDBL can improve on is the level of its two way communication encouraged via the website. Google Analytics has shown that EDBL has a relatively low retention rate on its website when new content is published. Integrating software that offers blog submissions and forums will help EDBL create a better method of communication and between it and its customers, and increase customer involvement on the website.  

One company that will help EDBL optimize its website is vBulletin. An investment of $619.00 will allow EDBL to install a forum where users can comment and discuss several different issues directly on the website. By having a forum on its website, EDBL can expect a minimum retention rate increase of 9% (Griffin, 2002). Utilizing a forum will also allow EDBL to further understand what its user base wants and expects. However, the addition of a public forum allows for negative unrelated discussions. 

With the new software, EDBL will be able to allow its user base to create blog profiles and pages within the EDBL site. This would let EDBL have bloggers write reviews about different restaurants or specific foods. Having a blog on the website keeps the EDBL content fresh and updated sooner, creates unique content for search engines, and becomes a selling point to new user. It also allows EDBL to decrease the amount of email they send and help consumers view them as an expert in the local food industry (Bennett, 2010). A downfall to having user based blogs on the website is the need to monitor the content to ensure that the discussions are appropriate and relevant.

The software also includes:

1. Search Engine Optimization

2. User management

3. Security and support

4. Ability to embed posts

5. Admin and moderation tools

6. Comment ability
Advantages

· Encourages two way communications

· Blogs keep website content fresh

· Eliminates the need for constant emails

· Increases SEO

· Very little time requirement 

Disadvantages

· Difficult to track success or failure
· Updates may increase EDBL cost

Resources Required
This option will require a onetime payment of $619.00 and because this cost includes professional installation, no additional time will be needed for set up. After installation, Alix and Cindy will need to dedicate one hour a day to monitor and guest blogs for inappropriate content. One hour a week is also needed any changes in traffic from Google Analytics.

Return on Investment

While it is difficult to measure direct returns from the $619.00 investment, these features have been shown to increase web metrics such as retention rates and user engagement (Bennett, 2010). Based off of the initial interview with the owners of EDBL, recouping the investment through advertising revenue is not a viable option due to the negative perceptions certain advertisements carry. 
Recommendation
Summit Marketing suggests that EDBL implement Option C: Eat, Drink, Be a Local Mommy. In doing so, EDBL will be able to utilize its current assets, with minor tweaks. Additionally, this option is the most beneficial for Alix and Cindy given their everyday lifestyles as mothers, allowing them to incorporate their existent knowledge and expertise into their online business.   
Implementation

In implementing Option B: Eat, Drink, Be a local Mommy, a series of steps are recommended to be followed starting immediately. It is expected that this option will take approximately 1 month to fully implement, given the various adjustments needed to be made to the EDBL pair’s schedules and website. However, this option does not require many changes to be made to the existing website, but rather, a few tweaks. Therefore, a minimal plan of action is required. Summit Marketing suggests the following:

Time Frame: 1 week (starting immediately)

Task: Decide upon Mommy blog features and formats.
This requires Alix and Cindy to utilize their knowledge as mothers to develop a set of featured subjects that will be reoccurring concepts for the new Mommy theme.

Time Frame:  2- 4 weeks
Task: Update website content and layout.
This requires Alix and Cindy to redesign basic elements of the website so that it aligns with the Mommy theme. In essence, headers and subsections will be created for Mommy related subjects, and graphics could include mother-like features, such as motherhood videos, images etc.
Optional

Time Frame: 1 month

Task: Interview and hire employee.

This task is conditioned upon Alix and Cindy’s ability to allocate time to content development. If the pair cannot spare the required time, it is suggested that they interview and hire an additional staff member to aid in content development.
Additionally, it will be required that Alix and Cindy allocate 6 hours a week to developing appropriate content that will be valued by their subscribers. This is a reoccurring task and therefore is not part of the start-up plan, but rather, part of content maintenance.
Controls & Measurements

Inability to Invest Required Time – If Alix and Cindy are unable to invest adequate time to generate the recommended content (6 hours each/week), they will need to source an employee that will be able to manage the business aspects that they cannot.

Monthly/Yearly Revenues – Currently there is no revenue stream for EDBL. By implementing recommendations that generate revenues, EDBL will be able to measure success through a venture that is providing positive returns that increase monthly.

Email Subscribers, Twitter Followers, Facebook Fans – Comparing monthly email subscribers, Twitter followers, and Facebook fans allows EDBL to analyze whether or not their new venture is increasing their ‘following’. Month to month comparisons can be made to monitor gradual growth. Yearly (i.e. Dec. 2012 compared to Dec. 2013) comparisons can be made to determine if they are growing at a faster or slower rate than historical averages.

Social Media Interaction – The social media accounts should maintain daily interaction. If Alix and Cindy find it difficult to invest the time required into managing social media, they could outsource the program to StoneMass for $49.99/month, which allows them to maintain a digital presence, but not require a significant time investment (Stonemass, 2011).

Social Media Metrics – By monitoring Facebook Insights, Twitter Analytics and similar sites (Social Mention, etc.), EDBL can analyze their digital presence. These sites will allow them to review changes and determine whether or not the new site aspects are generating positive or negative feedback.

Google Analytics – By making gradual changes and introducing new aspects online, Alix and Cindy can measure which options are the most successful in generating new traffic. Monitoring traffic flow, page visits, time on site, bounce rate, and return visitors, EDBL can determine which of the changes are most successful. If any changes generate decreases in traffic, they will be able to reverse these or focus on other areas of growth.

Alternative Failure – If the recommended alternative does not provide the desired returns, Alix and Cindy could move to the next option and change the focus of the website. Analytics must be monitored closely to determine the most popular content and capitalize on these areas.

Client Feedback – By launching a feedback page, Alix and Cindy will be able to receive qualitative data to hear what their customers have to say regarding the site changes.
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