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MEET THE TEAM



BLUEL GHT MEDIA

bluelight Media is a full service



Miguel Rayos

Creative Director



Oshin Anjum

Sr. Account Executive



Laura Busby

Sr. Analyst



Brittany Nichols

Sr. Analyst



Brandon McDaniel

Sr. PR Executive



Paige Velazquez

Sr. PR Executive



Media agency that provides clients

with the leading edge in today’s

and toMorrow's Media.



froM a



collaborative vision of six individuals,



bluelight Media was forMed in

septeMber 2013 at the university

of texas. consisting of two Media

analysts, two public relations

strategists, one account executive

and one creative, our agency is

coMposed of specialists who are

passionate in their field.



bluelight



Media coMbines priMary and secondary

research with content analysis and

creative strategy to ensure specialized

client results.



we strive to build client brand

recognition with target consuMers

through strategic Media planning.



each Media solution is guaranteed

to be backed with reliable Metric

and data analytics.



bluelight Media



seeks to blaze a new path in the

Media industry with exceptional and

technological Media placeMent.



EXECUTIVE

SUMMARY

Bluelight Media is here to introduce TreeHouse to

Boulder through thoughtful, technological tactics to

build customer awareness and trust among target consumers. With an already trusted and noteable name built

for itself in Austin, Texas, our media plan will provide a

technological edge that allows TreeHouse to stand out as

a new staple in the sustainable living market of Boulder,

Colorado.

After conducting secondary research on the

TreeHouse consumer and residents of Boulder, Bluelight

Media determined the primary target to be men and

women between the ages 45 and 55, as well as a secondary target of men and women between the ages of 25

and 34. We feel that both of these target markets accurately depict the types of consumers TreeHouse would

have the most success in. Since it is located under the zip

code 80302,TreeHouse will be located in the Hill District

surrounded by other locally known home improvement

retailers and above average living quality in the consumers that live in the area. By conducting further research

of the 80302, 80304 and 80305 zip codes, Bluelight Media

is able to gain insight on the TreeHouse consumer to

develop a successful media strategy.

Maintaining a budget of $45,000, our campaign

will begin on March 1, 2014, two weeks before the store’s

opening on March 14th, and will continue on through the



end of the year. Bluelight media will communicate with

the desired target consumer through innovative hi-tech

media strategies. By utilizing these strategies, Bluelight

Media will be motivating our tech-loving, sustainable

consumers. We will reinforce this idea through engaging

social media tactics throughout every phase of the media

plan. We want our consumers to feel that TreeHouse is a

relatable home improvement source while having an intelligent and interactive edge.

Bluelight Media will fuse traditional media efforts with a

technological twist while also keeping consistency within

our media plan. This will spark curiosity and excitement

throughout our target audience.

Our media plan is here to inspire TreeHouse consumers

to adapt to the idea of #greenovation even further by motivating them to count on TreeHouse to launch them into

smart, sustainable living. By using cutting edge out-ofhome, traditional and social media efforts, our media plan

will present the opportunity to extend beyond our initial

nine month plan.

TreeHouse aims to foster sustainable living as an investment within the Boulder community. By uniting the

efforts of TreeHouse, Bluelight Media, and the Boulder

Community, our plan will instill TreeHouse as a household name in the hearts of Boulder’s sustainable living

community for years to come.
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CAMPAIGN SCOPE | BRAND PROFILE

caMpaign scope



TreeHouse offers a one-of-a-kind

shopping experience that allows shoppers to get

lost in a modern, green jackpot. With a wide and

environmentally conscious product range, TreeHouse

isn’t just a home improvement store, it represents a

new way of living.

Now, TreeHouse has the opportunity to

expand into a new market: Boulder, Colorado. With

Boulder’s outdoor opportunities and environmentally

conscious residents, it makes perfect sense for

TreeHouse to establish itself within this community.

Bluelight Media has developed a plan to create a new

customer base in Boulder. We are reaching for 80%

awareness of the TreeHouse brand among our target

market. Also, we expect that 70% of our target market

will have awareness of the store location and product

range. This media plan will be in action between the

months of March-December 2014.



We plan to make the TreeHouse name known

in Boulder through various paid advertising efforts,

as well as through social media and guerilla efforts.

By teaming up with other retail stores that target our

desired market, we can create sweepstakes and special

promotions to create excitement as TreeHouse enters

the marketplace. Consumers will have the opportunity

to interact with a home improvement store like never

before.

Our media strategy and mix reflects research

of our target demographic, Boulder’s geographic

profile, competitive situation and a plethora of media

options. The analysis is adapted to the $45,000 budget

to take green thinking to the next level. TreeHouse

will inspire Boulder citizens to live more economically

efficient lives like it has done in Austin. New

customers are sure to trust the TreeHouse name for

years to come.



brand profile



TreeHouse chooses eco-friendly products

based on four principles: health, sustainability,

performance and corporate responsibility. These

principles ensure efficient products ranging from

simple home improvement materials to solar

energy solutions. These products are sure to

appeal to eco-friendly Boulder consumers.



Although TreeHouse maintains a higher price

point than typical home improvement product

retailers, pricing is competitive with the

ecofriendly product lines offered in typical home

improvement stores. The wide array of products

can offer both high-end and more affordable

options for the Boulder consumers.



TreeHouse has a presence on all major social media.

With social media links located on the homepage

of the website, TreeHouse makes sure they are

easily accessible. Treehouse could create a stronger

presence on its YouTube channel by changing its

low view count with new videos for current and

prospective customers.



www.treehouse.com



product



TreeHouse is being strategic by branching out to

a location that offers eco-centric consumers. The

citizens of Boulder and surrounding areas are sure

to take advantage of the product range. With temperatures in Boulder varying greatly from those

in Austin, TreeHouse will be able to boost sales in

complementary product categories.



proMotion



price



placeMent



TreeHouse provides an innovative, green way to shop and discover home improvement ideas. Opening its

doors in 2011, TreeHouse focuses on home solutions for the growing population of homeowners, renters

and contractors in Austin. It offers customers a unique shopping experience with their interactive displays

and in-store work areas, such as the ‘Idea Center.’ Walking into the store, a customer can see the unique

home improvement shopping experience by the spacious store layout. Friendly employees are readily able to

answer any and all questions about the various eco-friendly products. With all the success TreeHouse has

experienced in Austin, the next logical move is to expand the brand outside the confines of the Texas border.
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GEOGRAPHICAL AND COMPETITION MAP



Quick Facts

Population: 101,808

Males: 51.3%

Females: 48.7%

Median resident age: 28.7 years

Median HH income: $57,112

Boulder is a growing city with a rich history that offers great living quality. Ranked with the Best

Urban Green Spaces in North America, Best College Town and Most Popular City for Startups, Boulder

shows a promising future. It has consistently ranked with above average living quality and Boulderites take

pride in their city.

With an estimated median income for $57,112 and house value of $501,800, Boulder households

have a comfortable lifestyle that allows them to enjoy the amenities of the city. Boulderites are happy and

have great work-life balance, they are also one of the top vegan-friendly cities as well as one of the top 10

most bicycle friendly cities. The values of Boulderites include respect for others and the environment.

According to PRIZM, the most interesting zip codes are 80302, 80304, 80305. All of these have

median incomes above Boulder’s median income, but 80302 has a more uniform population age distribution,

whereas the others have mostly 21-35 year olds. The 80304 and 80305 zip codes seem more interesting since

there are no Home Depot or Lowe’s stores, and since the average income and the demographics indicate the

consumers own large households proclive to home improvement.



Map of CoMpetitors



treehouse



1162 13th St.

Boulder, CO 80302



sterling luMber

2990 Sterling Court

Boulder, CO 80301



the hoMe depot

1600 29th St.

Boulder, CO 80301



Mcguckin hardware

2525 Arapahoe Ave.

Boulder, CO 80302



table Mesa hardware

691 S Broadway St.

Boulder, CO 80305



Geographical data:

www.city-data.com/city/Boulder-Colorado.html

www.bouldercolorado.gov

www.claritas.com

www.bicycling.com



Competition data (following pages):

www.store.mcguckin.com

www.tablemesahardware.com

www.prizm.com

www.yelp.com



www.foursquare.com

www.homedepot.com

www.lowes.com

www.greendepot.com
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LOCAL COMPETITORS

McGuckin Hardware



Originating in Boulder, McGuckin Hardware has been

the city’s everything store since 1955. Offering eighteen

departments and 200,000 items, McGuckin prides itself in

selling local product made in the United States of America.

At this local spot, customers are treated with excellent

service and free expert advice from employeesw donning the

traditional green vests.



“I have a few and far between reasons to ever visit

Boulder, but McGuckin has easily made it on that

list of reasons”



Table Mesa Hardware



Locally owned and operated, Table Mesa Hardware offers

selections in lawn and garden, paint, tool and specialty

services. The small staff is certified to help locals with all of

their project needs. Located in South Boulder, this quaint shop

is a great stop to pick up do-it-yourself project materials.



“Pretty helpful crew here. Good for the basic items.”



sterling luMber



Sterling Lumber specializes in builder resources. There

are eleven locations in Colorado and one location serving

Boulder, known as Boulder Lumber. Serving a vast array of

customers from the do-it-yourselfers to building contractors,

Sterling Lumber offers building materials, paint products

and hardware. Staff members provide professional assistance

for all of your project needs.

“Their prices were far less expensive, and of course,

they are local.”
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NATIONAL COMPETITORS

the hoMe depot



The Home Depot is the largest home improvement specialty

retailer in the United States. Its inventory is stocked with

building materials, home improvement supplies, appliances

and lawn and garden products. With sustainability in mind,

The Home Depot offers ‘Eco Options’, a program that

makes it easy for customers to identify products that will

help reduce their environmental impact. The Home Depot’s

‘Eco Options’ provides a way to live green and save green in

your dream home.



lowe’s hoMe iMproveMent



Once a small hardware store, Lowe’s has grown to be the

world’s second largest home improvement retailer. Lowe’s

strives to serve customer’s changing home improvement

and maintenance needs while balancing a reputation for low

prices. To acknowledge the importance of conservation,

Lowe’s has adopted a sustainability strategy including

products and services within its 1,825 stores; these encourage

consumers to reduce their environmental footprint through

energy and water conservation.



green depot



Green Depot is the nation’s leading supplier of

environmental building materials, products and services for

sustainable home solutions. Through its ecommerce site, 11

stores and 20 distribution warehouses across the country,

environmental living practices can be easily and affordably

integrated into projects. All products sold by Green

Depot must pass through a strict Green Filter to identify

high-performance products and ensure environmental

frendliness. Green Depot offers consumers a one-stop shop

for all environmental living and building needs.
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SITUATION ANALYSIS &amp; SYNOPSIS

TreeHouse Inc. is the first all-green hardware store company in the United States and is filled with

instructional kiosks that help customers distinguish between various kinds of products. Customers can

visit the central idea center, run by experts in various fields, for product education.To grow and prosper

TreeHouse must continue to deliver on its promises and values that differentiate it from its national

competitors.

TreeHouse’s environmentally friendly brand image could potentially drive away those who associate

environmentally friendly products with a higher price point. As national competitors begin to expand in their

green sectors, TreeHouse must continue to focus on standing out as the most affordable and eco-friendly

store of choice. By utilizing its social media, TreeHouse can combat its competitors as well.

With Boulder residents making the local hardware stores and employees an active part of their lives,

TreeHouse faces an entry barrier with consumers who already have personal ties to local brands. TreeHouse

should target smaller households, baby boomers, and others with mid- to upper-incomes who are willing to

spend more on home improvement and have the highest levels of green behavior.

strenghts



weaknesses



t First completely green store in the U.S.



t New entrant competing with well-



t Products filtered for health,



t Association of green products with



from products to infrastructure



t

t

t

t

t

t

t



performance, corporate responsibility

and sustainability

Employees include experts in fields,

e.g., solar energy, achitecture, interior

design, etc.

Kiosks in store help direct customers

Affordable prices for green products

opportunities

Baby boomer generation willing to

spend money on home improvement,

perceive it as ‘good investment’

Small households likeliness to spend on

home improvement

Mid- to upper-income brackets report

high green behaviors

Twitter and forums account for 64% of

DIY retailing buzz



known local brands

expensive options



t Higher price points compared to

national competitors



t Product range offer in comparison to

national competitors



threats



t National competitors adaptation of the

‘green product trend’



t Spending on DIY projects has

decreased since 2007



t National competitors’ ad campaigns

t



widespread reach, lofty reward

programs and social media presence

National competitors availability online

and in-stores



situation synopsis

TreeHouse goes beyond its competitors

by exclusively offering thousands of affordable and

accessible eco-friendly home improvement options.

A strict product filter guarantees consumers the

finest products in the market. The idea center forges

personal relationships between TreeHouse and its

clients. Located in Boulder’s Hill District, TreeHouse

will offer smart living solutions to homeowners

in its new zip code. Local hardware stores present

a threat to TreeHouse because of their close ties

with the community. By engaging in conversation

through multiple social media platforms, educating

residents on green living and harmonizing with

Mintel Reports:

DIY Home Improvement and Maintenance - US - May 2013

Green Living - US - February 2011

Home Improvement - US - February 2011

www.treehouse.com



the local culture, TreeHouse will effectively plant

its roots in Boulder. Bluelight Media suggests

primarily targeting men and women with established

homes between ages 45 and 55 who seek out home

enhancing projects to invest their disposable income

and time. Bluelight media also suggests a secondary

target of men and women between ages 25 and 34

attracted to the do-it-yourself project trend as a

creative outlet, and who take pride in pursuing a

green lifestyle. The integration of TreeHouse will

allow it to share its core values and grow together

with the Boulder community.
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