INTRODUCTION
The client we are creating a communications plan for is Felicia Lupu Hususan, owner and operator of Novo Organic Skincare located in Nutley, NJ. After carefully analyzing and measuring its reputation and stakeholders, we have come up with many effective objectives, strategies and tactics. Novo’s reputation is extremely high amongst her current clients, but unfortunately, Novo has no reputation in regards to the local businesses surrounding her. 

All of the above mentioned objectives, strategies and tactics would not only raise awareness of the business among other local businesses within the local community, but also increase her client base. We will first begin by outlining the situation analysis for Novo Organics, and then move into the communication plan itself highlighting Novo’s goals, objectives, key stakeholders and their targeted key messages, strategies, and tactics. Finally, we will include a budget and timeline measuring how long the plan will take to be effective, as well as a full evaluation. 

I. SITUATION ANALYSIS

A. CLIENTS & STAKEHOLDERS
Novo Organic’s current clients are mainly females ranging in ages of 18-65, all of who see Novo as having a very high reputation and love the services they receive. Her stakeholders are mainly her clients, both those who are local and those who travel a ways just for her services. Additional stakeholders include local businesses, media, and neighborhood. 
LOCAL MEDIA STAKEHOLDERS

The local media are important stakeholders considering the local community does not know about her. Local media outlets such as the Nutley Sun, NJHometown.com, NJ.com, My9tv, News12, local CBS and ABC stations get news out to the general public. Outlets focused on healthy living, like Morris/Essex Health and Life and Natural Awakenings magazines will promote her business to those specifically looking for organic services that have the same mission and values as Felicia and Novo Organic.
POTENTIAL CLIENT STAKEHOLDERS

Since Felicia is the owner, operator, and sole practitioner, she does not have any employees. She relies heavily on word of mouth recommendations, which is why her current and potential clients are her most important and valued stakeholders. Without her current clients, she would not receive new clients, and others would not know about her. 
LOCAL BUSINESS STAKEHOLDERS

The local businesses and neighborhood are also important. Since she is not on the main avenue, she relies on those around her to direct customers where to go and recommend her business. Unfortunately, since she is not located on the main avenue in Nutley, there are a lot of people in the area that do not know about Novo Organic since they do not regularly see it. This is also a reason why her clients and the local businesses are her two major stakeholders, because she needs them to endorse her business. 
B. STRENGTHS & WEAKNESSES

STRENGTHS
Novo Organic Skincare has many strengths, but unfortunately has just as many weaknesses as well. Novo’s strengths lie within its owner. Felicia has many values that she maintains when it comes to her business, which keep her clients coming back again and again. Felicia used to work in a very busy, high-end spa where customers were churned out very quickly. As a result, they weren’t getting the services they needed or deserved. Felicia decided to break the mold and start out on her own, giving the customer an entire hour of specialized skincare services that fit their particular skin types and needs. 

AFFORDABLE PRICES

Felicia also values keeping prices low and affordable for not only her younger clients, but clients of all age ranges and financial statuses. Felicia has stated before that she suffered from acne problems in the past, and would have liked a place where she could get high- quality services that would fit her budget. 

NOT YOUR AVERAGE SPA

Another strength would be the spa itself. It has broken the mold of all other spas within the area, and is clearly different, unique, and offers amazing results. What Novo can market is the fact that it’s not your average spa. It’s organic, which is extremely trendy (and healthy) right now, it is the only spa that offers an entire hour with one on one time with the aesthetician, and also only holds one person at a time. This gives the client a completely relaxed feel. Not only is Felicia tending to each client personally, but she doesn’t leave them alone waiting for a face mask to sink in, for example, like most aestheticians do. Felicia makes sure that they get the most bang for their buck by giving each client a shoulder, neck, and scalp massage while the face mask is sinking in. All of these factors prove just how different Novo Organic is compared to all other spas.

LOCATION

A final strength is Novo’s location. Although it is not on the main road in Nutley, Bloomfield Avenue offers a more quiet and laid-back atmosphere. Novo Organic is also located on the corner, allowing passersby to see the business easily. As it is a bit quieter, the customer gets a laid-back, calm and tranquil experience away from all of the hustle and bustle. Above all, Felicia’s mission is to create a relaxing and nourishing treatment with the core value being the customer.

WEAKNESSES 
There are many weaknesses at Novo Organic Skincare, many of which can prove to be detrimental to the future of Felicia’s business. Fortunately, these weaknesses can easily be overcome with a little time and effort, which would allow Novo Organic to really shine as a unique spa. 

NO EMPLOYEES OR HELP
Being that Felicia is the only person who owns the business, manages, promotes, and provides the services, she has fallen behind on a lot of things. Without the help of anyone, Felicia cannot keep up with her social media sites, publicity efforts, and see customers all at the same time. This has become evident since her Facebook page rarely has activity on it, and Felicia currently does not do any kind of promotional work. 
Novo Organic had a successful Groupon coupon when the business first opened, but since Felicia does not have any extra time, there aren’t any promotions or offerings being promoted to potential and existing customers.  Instead of formal promotional offers, Felicia will do some informal and random offers to clients, such as spending an extra ten minutes during their service, or giving them small discounts. Novo Organic Skincare also does not use any kind of paid advertising.  
UNKNOWN WITHIN THE LOCAL BUSINESS COMMUNITY

This is also a huge weakness that could be harmful to Novo Organic’s future. After surveying local businesses within the area of Nutley, NJ, no one had ever heard of Novo Organic Skincare before, and they did not know what kind of business it was. Without the community’s knowledge of Felicia’s business, her revenues and client base will never increase. 
NOT AGGRESSIVE
In order to succeed in the business community, no matter how large or small it is, a business owner should be aggressive enough to promote their services and products, as well as gain customers. Felicia is not aggressive when it comes to any of these things, and as a result, has no reputation within the community. 
INVOLVEMENT IN THE COMMUNITY

Currently, Novo Organic Skincare is not involved in any kind of partnering or sponsorship opportunity within the local community. This shows why local businesses do not know who Felicia or her business is, because she has not worked to get involved and raise awareness of her business.

LOCATION

The location, while offering a quiet, tranquil experience for the clients, can also be a weakness if promotional efforts do not increase. Since Novo Organic is not located on a main street, many people will pass by it without a second glance, or never even see it at all. Additionally, there isn’t anything that distinguishes Novo Organic to passersby. There are window signs with Novo’s logo on them, which are great additions to the outside décor, but without a larger banner or sign, most people will drive by Novo Organic without a second glance because they won’t have time to read the window signs or small easel. 

WEAK ONLINE PRESENCE

As a business in 2013, websites, social media platforms, and the Internet should be used as effectively and as much as possible. Our research has shown that 97% of consumers search online for products and services in their local area. (McGee, 2010) While consumers search online for information, the bulk of actual shopping is still done locally in stores. In fact, according to the latest figures from the US Census Bureau less than 5% of overall sales are e-commerce sales. (Thomas, 2013). Without an effective and updated web presence, many consumers will overlook Novo Organic, and will probably think that the business is not open anymore. 
FACEBOOK
Novo Organic Skincare currently operates on one social media platform, which is a Facebook page. The page URL is https://www.facebook.com/pages/Novo-Organic-Skin-Care/196215303767141?fref=ts. The page currently has 141 one likes. There is not a lot of company and fan interaction taking place on the page. There are some attention grabbing photos on the page, but they were all uploaded in 2011. This means they are no longer visible in the time-line and certainly not the news feed of fans. There also are no recent images. Although there was a status update on April 16th about a spring promotion, the most recent post before that was from December 7th, 2011. By not updating a Facebook page regularly, the page will not show up on anyone’s timeline, causing most people to forget about Novo Organic. 

WEBSITE

Novo Organic Skincare has a website: http://www.novoorganicskincare.com/.  The site has navigation options for home, testimonials, the power of seaweed, services, about gift certificates, an online store, and gallery pages. There are some aspects of the information architecture of the website that leave room for improvement. These include:

· Headings: Some of the headings are repeated and not in uniform font. This leads to clutter and confusion. 

· Testimonials: The most recent testimonial on the website is from February 19th 2012. 

· Gallery: The gallery does not contain any images. 

· Online Store: The online store is difficult for users to get to. It takes at least 5 clicks to reach a description of the products. The navigation sends the online store to a whole new site and does not allow users to go back to the home page after entering the store. 

· The Power of Seaweed: The page says wonderful things about the benefits of seaweed to the skin. It implies that Novo uses seaweed-based products but does not clearly state that this is actually the case. 

· Services: The menu and price options are not easy to scan and quickly analyze. 

· Links: The website is not linked to the company’s social media outlets.
SEARCH ENGINE OPTIMIZATION

Novo Organic Skincare’s overall communication efforts are not enough to generate the visibility it desires particularly in online formats. This can be demonstrated through the company’s SEO (search engine optimization) research results. In order to assess the searchability and visibility of the company, we conducted a simple search engine search. We searched 3 common terms that we thought Novo Organic Skincare should be associated with. These terms were: 

· Organic Skincare

· Organic Spa

· Organic Facial

Novo Organic Skincare did not appear on the first page of Google, Yahoo or Bing’s search results for any of these key word searches. 

Overall, it is evident that Novo Organic Skincare’s communication can be improved. There is a need for messages to become more focused, better targeted and more strategic. Careful planning and organization of messages will also be beneficial. 

MESSAGES LACK CONSISTENCY

One of the bigger problems that Novo Organic faces that has an extremely easy fix, is the fact that the online messages lack consistency. There is a lot of great content on Novo’s Facebook page that should be included on the website, and vice versa. Novo’s current spring promotion does not appear on its Facebook page, but it appears on the website. Additionally, there are some great photos of the business itself that are on the Facebook page, but not on the website. Each platform should contain the same information, and should also include visual elements like photos and videos. Most people want to see what a store looks like so they can judge whether or not they want to go there. Novo Organic is a beautiful studio, so showcasing the clean, organized, and updated shop will only attract customers. 
C. PRODUCTS & SERVICES
Novo Organic Skincare offers top of the line skincare services. Clients are able to receive customized facials that fit their personal skincare needs. Services are all organic, and the customer gets a specialized one on one treatment with Felicia, who makes sure she addresses any and all of their skincare issues. Services last anywhere from 30 minutes to 90 minutes, and range from rejuvenating facials for the older demographics, to teen facials for the younger, more acne prone demographics. Additional treatments and services include acid peels, microdermabrasion, reflexology for stress relief, as well as body waxing services. 

ADDITIONAL PRODUCTS

Novo Organic also holds a number of organic skincare products suited for all skincare types and needs. Each product is held in a category based on your skin and its needs. Categories include: age-defying, purifying, and sensitive. All products are all-natural and fit to suit any kind of skin type. 

D. THREATS & OPPORTUNITIES

THREATS

All of the above weaknesses are problems that could potentially harm Novo Organic Skincare’s reputation if kept up. Not having a reputation within the community is not as bad as having a poor reputation, but it isn’t good either. If kept up, it could make her reputation decrease since it would give off the illusion that she just doesn’t care to become involved or gain new customers.
VISIBILITY OF COMPETITORS

All of Novo Organic’s competitors have a strong online presence within the community since they are larger spas. Naturally, this can pose to be a major threat for Novo Organic because more people know about them. When choosing a spa (or any kind of product or service,) most people will go to a place that they have heard of before. Most of the time, people rely on what is readily available in their mind after seeing an advertisement, hearing about a certain promotion, or seeing their Facebook page pop up on their news feed as a suggested page to like. As stated above, Novo’s Facebook page is pretty inactive, so her page will not show up on the recommendations Facebook gives people based on their interests and lifestyles. 

LACK OF STAFF

As promotional efforts increase, the lack of supporting staff will be crippling to Novo Organic’s business. The fact that Felicia is too overwhelmed now to do any kind of promotional work means that in the future, with the implementation of this plan, there might not be enough human resource to manage a growing business and communication efforts at the same time. 

LIMITED RESOURCES

Novo Organic is a small studio offering each client the privacy, tranquility, and one-on-one time that they need and deserve with Felicia. However, with a potentially expanding customer base, there might not be enough resources to maintain communications efforts or see and treat all patients at the same time in the same place.

LACK OF COMMUNICATION EFFORTS

Lastly, but most importantly, there are very little communication, advertising, and promotional efforts going on here. This is the most important and potentially damaging threat to the business because without any kind of promotional work, there will be few, if any, new customers. Without new customers, the business won’t be making any money. Not only does the lack of communication efforts harm the business revenue wise, but it also sends the message out to the public that Novo Organic Skincare doesn’t really care about gaining new clients or even helping itself grow as a business. 

OPPORTUNITIES
A major opportunity here is that the local businesses and community have zero, if any, preconceived notions of her business, since they are not aware of it. This is beneficial because they do not have anything to judge her for or by. This is helpful because we can easily position Novo Organic Skincare in an advantageous light in order to promote and raise her reputation. Obviously, all of her strengths are also incredible opportunities since we can easily play up all of the benefits and positive aspects about Novo Organic Skincare. 

ONLINE PRESENCE

A major opportunity here is the ability to improve online presence. Since Novo Organic is a spa, there isn’t a need for too many social media platforms, allowing Felicia to focus on keeping up with her Facebook page and website. The template is there, so the only thing left to do is to continually update it and clean everything up to make sure all of the messages being communicated are consistent with each other. She must make sure that the customers have something new and informative to look at to keep Novo Organic readily in their minds when it comes time for them to look into spa services. 
SUCCESS STORY

It’s no secret that most people in America love to see success stories, and also love to see that someone is achieving the “American Dream.” Felicia’s story about hard work, dedication, and starting a new life in America on her own is surely an intriguing and relevant story for any era. Felicia is living the American dream, which makes for a great story to market on any kind of promotional materials, websites, and even to local media platforms. By promoting her success story, she will be able to show potential clients that she not only offers exceptional services, but also has the dedication to prove that she is a reputable business owner.

CUSTOMIZED SERVICES

Naturally, Felicia’s customized, specialized, one-on-one treatments and services make her spa a completely unique and different spa when compared to the competition. This is a huge opportunity that Felicia can market to potential clients, and can also use to retain the current client base. In today’s day and age, most spas are focused on getting you in and out as soon as possible. At Novo Organic, Felicia takes the time to examine each client’s skin and spends the entire hour with the customer making a customized facial that fits his or her personal needs. 
COMMUNICATIONS STAFF

Since Felicia is running a one-woman show at Novo, there is a huge opportunity to hire one person, whether it is an intern or a paid staff member to handle communications work. Clearly, any kind of promotional work is too much to handle for one person running a successful business, while also balancing a life at home with two small children. Hiring a communications assistant would take a lot of weight off of Felicia’s shoulders and would also prove to be effective for not only time purposes, but for getting the message out clearly, effectively, and efficiently.

PARTNERSHIPS

A final opportunity is a potential partnership(s) with other local businesses who have the same values and missions in mind. Partnering with a local yoga studio, or a gym that isn’t like the large spas where she used to work in that only focus on getting people in and out, would increase awareness levels of Novo Organic, and also educate the public about what she has to offer. This kind of partnership can prove to be mutually beneficial, as Novo Organic can have its own stand with rack cards and occasional informational sessions at the partnered business, and vice versa. 

E. COMPETITION 

There are 18 companies listed under “skin care “or “daily spa” within the Nutley, NJ area. Eleven are in Nutley and seven are in surrounding towns: two in Bloomfield, two in Belleville, and one each in Montclair, Morristown, and Summit. Two of the Nutley spas, Spa De La Vie and Sunflower European Day Spa are currently listed on Groupon. There is no one currently on Groupon specializing in Skin Care for the Nutley, NJ area. 

Novo offers services which are personal, professional, unique, and in a special setting, and it appears that only a few of the other companies really compete in that niche. When listing on search engines, this difference should be in focus to distinguish Novo from the others to reach the women who are seeking it. None of Felicia's competitors offer the holistic, organic, and individual approach that Novo routinely provides. That is the main defining difference.
II. GOALS & OBJECTIVES

GOAL

The first step in developing an effective publicity plan is defining our goal.  A goal is a broad statement of direction that is determined by the needs of an organization. We know that in order to succeed, Novo Organic`s goal is:

1. To increase awareness levels within the Nutley, NJ community.
Felicia has stated that her main goal is to increase awareness of Novo Organic Skincare because she knows that surrounding businesses and the community do not know about Novo Organic and what it does. Any and all goals in a communication plan must be in line with the organization’s mission and values, and this goal falls perfectly within her mission. The only way to increase a customer base that will ultimately help a business survive is to increase awareness levels within the community it is located in. 

OBJECTIVES

Unlike goals, objectives are measurable targets set within a specific time frame.  Novo Organic`s objectives are:
1. To educate 10% or more of the Nutley local business population about Novo Organic Skincare within six months of the implementation of the plan. 

This is a good way to give Felicia enough time to accomplish the objective.  It will serve to increase the awareness of her business neighbors of who Felicia is and what NOVO does.  This will likely increase the customer base and add to the success of the business.

      

2. To increase the online visibility of Novo Organic to two new social media platforms and to increase its followers/fans by 10 % within six months of the implementation of the plan.  

Social media is a way of interacting among people, including target audiences, in which they create, shares and exchange information and ideas in a virtual network. This is a low cost and direct way to reach new potential customers by engaging in discussions about healthy skin care and Novo’s personal attention and unique products. Once there are some followers, the number of is likely to grow because the subject is so important to friends.

      3. To get coverage in three local media outlets within six months.

Getting coverage in three local media outlets is an excellent way to attract attention to Novo Organic without paying for print advertising.  It is especially beneficial if the outlet has a wide local reader or viewership. The outlet, through the use of our tactics, will publish or air a human-interest story about Felicia’s background, her special talents, and successful business. Publications might include a specialty magazine catering to health and wellness and featuring Felicia's holistic approach and organic products. It will create interest and customers.

The objectives we chose will give Felicia enough time to implement the plan seeing as she is the one who is mainly doing all of the work in regards to communications efforts, along with running her business. Six months will be enough time to increase awareness within the community, which will educate and gain new customers on the services Novo provides, and become more involved within social media networks.  

III. KEY STAKEHOLDERS

Stakeholders are the most important factor in any business because they are any person, group, or organization with an interest or concern in a business. Novo Organic Skin care has relied heavily on customers gained from Groupon to keep business running; however, they are in need of more clients other than the ones existing. 

Novo needs to have more attention drawn to it so that not only current customers know about her, but so do local businesses, and eventually potential customers. During this communications plan to help improve business, and eventually create good relations with businesses close by. 

Novo has three key stakeholders: 

1) Local businesses within a 25-mile radius of her location.

2) The media, such as local media outlets and magazines that share the same values as Felicia.

3) Potential and current clients. 

In attempt to build good relationships with businesses in the area, she needs to aim at places that want to build close relationships. She needs to take initiative to search for people that want to network so that they can not only help the Novo Organic Skincare business grow, but businesses that she can help in exchange. 

Some local businesses we had in mind are within the ‘healthy’, ‘fitness’, and ‘organic’ area that may share the same values as Felicia. Some businesses close to Novo that may prove to be good options are fitness studios, such as TNT fitness, or Krank Systems Fat Loss. There are also eateries in Nutley that would be good places to reach out to. Another place to consider would be the frozen yogurt shop called “Yolish,” because it is trendy with people that want a healthy alternative other than ice cream, and promoting a healthy lifestyle is right up Novo’s alley. 

· Message to Local Businesses:

· ‘Going Green’ and using organic, fresh products is trendy during this day and age. By promoting Novo Organic Skincare, it will make your brand look good by supporting ‘going green’ and stressing the importance of using natural products.   

· Message to Media:

· Her Story: Felicia is a Romanian immigrant who transitioned from working in the corporate world, to a big spa in New Jersey, to finally following her dream to create her own organic skincare business. She knows what it is like to suffer from skin problems because she had acne through her teens and 20s. She strives to help those that are going through skin issues. By achieving the American Dream, she has not only become successful, but wants to truly help those who need it.
· Message to Potential and Current Clients: 

· Novo is different than your average spa! At Novo, our clients receive one on one specialized and customized attention that they deserve. Novo believes healthy living should be affordable to everyone, which is why Felicia’s services are not only high quality but affordable as well.  
IV. STRATEGIES & TACTICS
STRATEGIES
Strategies are found within the strengths and opportunities of the business. Felicia’s story is not only unique, but also inspiring and compelling to obtain media placements as well as awareness among potential clients since it is so attention getting. A major opportunity that lies within Novo Organic is the use of social media. By increasing social media activity, more potential clients will be attracted to her business by seeing that she is active and trying to educate and help them with their skincare needs. 
1. To improve and use social media platforms to raise the image and reputation of Novo Organic Skincare online.
The first strategy is to connect directly with potential customers by use of online communications on two new social media platforms. Women of all ages are concerned with looking their best and maintaining a healthy body. Novo has the services, products and values, which have a huge appeal to create successful social media platforms. 
2. To use the uniqueness of Felicia’s success story to appeal to key stakeholders.
Felicia is the key to the second strategy because she is living the “American Dream.” She came to America with nothing, and today, owns and operates a thriving business.  She is successful because of her personal and individual approach to each customer, as well as using all organic products. Felicia is the face of her business and an attraction to other women who wish to enhance their youth and beauty, because she is young and beautiful herself. These are the qualities that her fellow business-owners can connect with.
TACTICS
INTERN/ASSISTANT
Felicia should interview applicants and hire an intern (or a paid assistant) from a New Jersey college who is majoring in Communications, or a related field, and who has an excellent knowledge of social media and public relations. While Felicia is busy with her clients, an intern can engage in social media activities by promoting upcoming special sales, promotions or services. 

The intern/assistant can also post helpful videos, tip sheets, and status updates engaging the customers, and can also help Felicia manage the Hootsuite account mentioned below. The intern/assistant would also research events or promotions happening at neighboring companies and see if there is a way for Novo to contribute to, and benefit by, a participation in the event. For a list of colleges in New Jersey, visit this website: http://www.collegesinnewjersey.com/   
ONLINE TACTICS
YOUTUBE

Novo should establish its own YouTube channel. Before launching the channel, Novo should record a series of short videos. Possible video topics could include:

· A welcome message to the spa detailing where it is, what it does, and communicating its core messages.

· An interview with Felicia, in which she tells her story i.e. how she came to the US, why she established the store, what are her core values?

· A tour of the premises and top 3 services available.

· Testimonial interviews from clients.

· How-to videos on everything from how to make your homemade organic skin care remedies to what foods (or recipes) are best for healthy skin.
These videos can then be uploaded to the YouTube channel at selected dates, perhaps once a week, to keep the content current and relevant. This content should be linked to Novo’s website. It could even be incorporated into a section of the home page called Felicia’s Video Blog. 

FACEBOOK

Novo already has a Facebook page, which is great. However, since Facebook is, at its core, a social networking site, interactivity is key. It is important that Novo’s posts and interactions with fans remain as relevant and up to date as possible. In order to achieve this, we recommend that Novo set goals for itself in regards to Facebook and all social networks. These goals could be as simple as: create one topic discussion, competition, or general post per week, and respond to at least 3 fan posts per week. It is also important to note that Novo does not need to post solely about itself. Fans respond positively when companies post about other interesting topics or events that are still in-line with their brand and core values. 

PINTEREST

Novo should establish a Pinterest account. Pinterest is an online pin board that allows members to collect and share images of interest. For instance, if someone was looking for a wedding dress then they could pin all of the possible styles they like to a pin board and use it for inspiration. Novo has a lot of visual appeal so it would be great to use Pinterest to communicate this to potential customers. Possible images for Pinterest could include: before and after images of clients, pictures of the spa and products, images of remedies and step-by step instructions on how to make them, quotes about healthy living, healthy skin challenges, etc. All of the content must be linked back to Novo’s website.

HOOTSUITE

When it comes to social media, interconnectivity and relevancy are very important. It is vital that Novo’s social media communications are extensive, relevant, well planned, congruent, and linked (both to each other and to Novo’s website.) However, it is difficult to effectively manage simultaneous social media communications. Hoostuite is an online dashboard that helps to make this a lot easier. Hootsuite allows users to manage a number of different social media platforms from one place. It also allows users to plan and write messages well in advance. Users can then set the program to post these messages when they want. Novo should begin using Hootsuite as a tool to manage its social media interactions because the best part about this website is the fact that it is free!
WEBSITE/ONLINE COMMUNICATION

Novo’s website can be improved. Some tactics to this include: fixing the website weaknesses that were highlighted in Novo’s reputation analysis and above, and making sure that Novo’s social networks are all linked to its website. It is also important for Novo to define its core values and have these values clearly displayed throughout the website. All Novo’s online communication needs to be congruent with the messages on the website. A good way to do this is to ensure that all of Novo’s online communications are connected in some way. 
Here a are some ways Novo can do this: link YouTube videos to the website in a section called “Felicia’s Video Blog,” have the same special offer flyers on display on the website and on Facebook, link some of the YouTube vides to Facebook, and make sure that the images included on Pinterest are also visible on the website. 

MEDIA RELATIONS TACTICS

Media Relations tactics focus on using public and media relations techniques, tools and channels to get the public to learn about Novo Organic Skincare. Based on the many opportunities that Felicia and the business itself have to offer its potential and current customers, there are arrays of unique and compelling tactics that can be used to carry out a successful communications plan and place Novo Organic Skincare in a positive light within the community of Nutley, New Jersey. 
PRESS KIT

The use of a press kit will be very helpful for current and future promotional efforts. A press kit containing a fact sheet, tip sheet(s), press release(s), and media advisories will all be helpful when coming up with new promotions and events, as well as informing the media and public about Novo Organic Skincare and its history. 
Press releases and media advisories can be sent out whenever promotional events are being held. The tip sheets can be made once a month or bi-monthly and posted on her social media sites, as well as her website, and pitched to the local media targets mentioned below to raise awareness of Novo Organic Skincare. Felicia can make tip sheets about the benefits of seaweed and certain products she sells, the benefits of skincare, tips on how to take care of your skin better, and how to address certain skincare issues like weather related issues, acne, or aging/anti-aging.
FELICIA’S SUCCESS STORY

As stated above, many people love to hear about success stories and of people achieving and living the “American Dream.” Felicia’s story of coming to the United States of America at such a young age with nothing, and achieving such incredible accomplishments is truly a great story to market to the local media with the use of the press kit mentioned above. 
Local media targets include: the Nutley Sun, NJHometown.com, NJ.com, My9tv, News12, local CBS and ABC stations, as well as Morris/Essex Health and Life and Natural Awakenings magazines. The TV stations and local newspapers will get her story out to the general public, while the two magazines raise awareness of her business to those with the same values in mind when it comes to living healthy and organically. 

COLLABORATION WITH LOCAL BUSINESSES

Local businesses are one of Novo’s key stakeholders. Based on our reputation analysis, local businesses’ knowledge of Novo is very limited. One way this could be improved is if Felicia makes an effort to establish a physical presence within the local business community. In order to do this, she could go to local businesses, introduce herself, and ask them if they would be interested in displaying her rack card on their premises. 
Businesses may be more likely to do so if it is mutually beneficial to them.  Here is an example of a mutually beneficial business-to-business relationship: a local running store in Bronxville, New York has collaborated with a sports massage clinic. The running store displays information from the massage clinic on its premises, while the massage clinic does the same for the local running store. Both companies have also held information sessions on each other’s premises. 
It would be very beneficial for Novo to create a similar relationship with a local business that is congruent with Novo’s core values and one that Novo’s clientele would benefit from. This would allow for customers of both companies to become familiar with the other and would probably result in an increase in business for both companies.

OPEN HOUSE
With the use of the information in the press kit, Felicia can hold various community events, or open house type events, once a month or bi-monthly at her shop inviting the public to take a look around, ask her questions about certain products or issues, and then listen to a brief information session held by Felicia using the tip sheets she made for that certain month. Rack cards will be handed to each guest, and small samples of products mentioned in that month’s tip sheet would also be handed out to each customer. 
LOCAL MEDIA, BLOGGING, PATCH EVENT
Holding an event specifically for the local media, local and surrounding beauty, health and wellness bloggers, as well at Patch.com would mainly be like an open house type event mentioned above. The difference here is that it will ensure the positive media and publicity coverage that Novo Organic Skincare needs. Felicia can reach out to bloggers, writers, and local media outlets and invite them for a free facial service. She can give each person a sample of her products, her rack card, and also perform a facial service to write about. Bloggers to reach out to include: http://valentinachistova.com/, http://drwarmuthskincarecenter.com/blog/, and http://njlhealthandbeauty.wordpress.com/ 
SPA PARTIES

Spa and skincare parties have now become a huge trend as is keeping your skin as fresh and healthy as possible. Since Felicia’s shop might be too small to host parties, she can promote bookings for spa parties at the customer’s homes for their friends or family, or, depending on the number of people, hold the parties in her shop. The parties would include certain facial services, as well as Felicia informing each client of the benefits of each service and the products she sells. Of course, bookings would be limited, as Felicia can only tend to so many people at one time, and only has so much time available to set aside for such parties. She might want to limit parties to a pre-wedding, special event preparation, or birthday parties.

CLIENT PERKS

[image: image2.png].....

nnnnnnnnnnnnnnnnnnnnn



Since Felicia does not do any kind of client perks or rewards, there are a few easy steps to take to make sure each loyal client not only stays loyal, but also feels that their business is being valued. Felicia can set up a formal client referral program. Clients who refer a new member get a 10% discount on their next service. The new client has to state who referred them in order for the original client to get the discount. Another loyalty program would be a punch card. This is extremely simple and involves very little work. Each client will be given a punch card, and once they receive 5 facial services, they will receive the next one for free. This keeps the customer coming back for more until they get their free one, and then makes them want to start all over again to get the next free one!
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ADVERTISING TACTICS

Advertising is a paid form of communication sent through various media channels. Felicia has a few options for the Nutley area that would really increase awareness levels and inform the public on Novo Organic’s services. 

RACK CARD

Novo should create a rack card to be incorporated into its marketing. This rack card should be visually appealing, should communicate Novo’s core messages, and Felicia should be featured on the rack card as the face of the company. The rack card should contain essential information on how to contact and visit the spa. It could also serve a double function as a discount or special offer for new customers. This rack card should be available both in print, on the website, and on Novo’s social networking sites. We have created a sample rack card as an example.
BILLBOARD

As Novo Organic is not located on a main street, all bases should be covered in regards to building awareness. Not only should public relations and communications efforts be put in effect, but also paid advertising will also pay off in the end considering no one really knows where Novo Organic is located. By placing a billboard on a main and busy route that most people take, for example, a busy highway, a route to a major shopping area, or near a business park, more people will see Novo Organic Skincare’s billboard. The billboard should be easily understood within three seconds, and should include the website and street address along with Novo’s logo. To find a list of open billboards in Nutley, click here: https://www.billboardmart.com:8443/outdoor_advertising/New_Jersey/Essex_County/Nutley.aspx 
BANNER

Novo Organic’s location is great since it provides the calming experience that each customer needs in order to relax and truly enjoy the service, but it is not so great in regards to building awareness. The front window logos are great, but to the average person driving or walking by, they wont be able to see them quickly as they are not too eye catching. A new banner instead of the small easel that is placed outside of the business every day would truly catch everyone’s attention and make them want to get more information and see what the business is about. 
ACCESSORIES

A perfect way to make sure Novo’s name gets out there is to have the customers not only talk about it, but to wear it and carry it around. Small gym towels, water bottles, or an eco-friendly, reusable shopping bag with Novo Organic’s logo and website on them will get other people asking what the business is. Not only that, but these products fall in line with Novo’s value of staying organic and healthy by promoting exercise, drinking enough water to make sure skin stays hydrated, and being eco-friendly with the reusable shopping bag. 
V. BUDGET 
	ITEM
	COST
	QUANTITY
	WEBSITE

	Rack Card
	$400
	2,500 cards, free shipping
	www.vistaprint.com

	Punch Cards
	$9.99
	250 loyalty punch cards, free shipping
	www.vistaprint.com 

	Billboard
	$700-$2,500 depending on location
	
	

	Banner Sign
	$29.99 for 1, $59.99 for 2
	1 or 2
	www.vistaprint.com 

	Water Bottles
	$2.44 each, $610 total
	500
	www.discountmugs.com 

	Gym Towels
	$1.70 each, $490 total
	250
	www.rushimprint.com 

	Reusable Shopping Bags
	$1.08 each, $270 total
	250
	www.discountmugs.com 

	TOTAL
	$1,839.98 

*Without cost of billboard and includes 2 banner signs.
	
	


VI. TIMELINE 
This plan will take up to 6 months total to improve the image and reputation of Novo Organic Skincare.  We have come up with a detailed plan of steps to take each month to make this business grow and eventually succeed. The order of events will help not only fix the appearance physically, but incorporate steps within 6 months to promote the “high quality and affordable” aspects that will attract customers. 
· By Month 1- Develop and build social media sites, which include the following: add to existing Facebook page to create involvement with customers and potential customers. Create a YouTube to get to know the owner on a personal level. Create a Pinterest to promote more visual results. Most importantly, create a Hootsuite account to make updating social media platforms easier. Novo’s website must be up to date at all times. To make this process easier, an intern/extra associate can be hired to mainly make sure that Felicia’s website is up to date every week. Another option would be to invite a blogger, and in exchange, give them free services for spa treatments. 

· By Month 2- since Groupon proved to be effective with gaining clients, we will give it another try with a small time slot within the month. This time around, the promotion on social media sites will be improved. This can be a great time to promote the new social media options Novo has to offer. Groupon is great because it gives customers a chance to get to know Novo for a discounted price. This is a good way to obtain another jump-start for more loyal clients. 

· By Month 3- Felicia should reach out to local businesses and pass out her rack card out in exchange to promote their business. This will not only give her a chance to gain customers, but also to create a good relationship and bond with local businesses. 
· By Month 4- advertising the business better with objects that promote Novo Organic Skin care, and improve outside appearance to stand out since it is located on a side street. 

· By Month 5- during this month, Felicia should put together an open house community event after the outer appearance is cleaned up to show the new and improved Novo. During this event, she should promote her services, product line, and most importantly the spa parties and punch cards.

· By Month 6- have some daily deals made and promoted on the website, and also develop the press kit. The final evaluation to see the progress must also be completed with all the results from the following weeks.  
VII. EVALUATION
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The evaluation will be one of the most important steps in this procedure when it comes to the communication plan because it will show the progress Novo has made within 6 months. The most important step is visually seeing if this communication plan has proven to be effective. There are a few factors we must take into consideration to measure when it comes to this plan:

· Advertising: We should find out how much it would cost for a billboard or how much an ad on the Internet would cost. Based on those paid ads to the public, we should measure how many people have seen the advertisement before and after the 6 months to see if using this method is effective. 

· Content Analysis: The content of the Ads, newspaper articles, and features on websites that speak about Novo should be observed to see the opinion of others whether it’s positive or negative. Through content analysis, Novo can see what does and doesn’t work to help the business grow.

· Website Statistics: Based on the new and improved website Novo will have after changes are made to improve the appearance, the number of hits the website receives should be measured. Since Novo has an online store that should be easier to access after improvements are made, the number of products bought online should be measured as well. 

· Engine Ranking: Throughout the 6-month communication plan, the search engine ranking should be measured when it comes to researching “organic spa,” “spa in Nutley NJ,” “organic,” “skincare,” or “novo.” We should see, throughout the use of this plan, that Novo Organic Skincare is the first page that pops up on the search engine. 

· Media Relations: Novo should measure the social media networks they have such as their new Facebook, YouTube, and Pinterest pages. The increase in friends, views, and followers should be observed to see if more customers or people around the community take interest in Novo Organic. 

· Increase in Customers & Finances: The amount of Novo’s new clients each month throughout the process should be measured to see if what is being done is effective toward helping the business grow. 

· Attitude Changes and Awareness: If these major changes are done within this communication plan, Felicia should measure if customers have an attitude change toward Novo by conducting a survey. 
· Proposed Partnerships or Alliances: One of the main goals would be for Novo to gain good relationships with the businesses around her and possibly team up with another business in hopes of increased awareness. Taking this step would be completely up to Felicia, but it should be measured to see the progress of building good relationships with businesses close by. 

After we take down numbers, we should create a color-coded line chart to show how much improvement Novo has made. This way, we can see which methods are effective and which methods have affected the organic skin care business the least. Based on the results, it will be easier for Felicia’s business to show what methods should be kept in the future after this plan is completed. 
CONCLUSION

Through our reputation analysis and communications plan, we have found that Novo Organic Skincare truly has a unique, compelling, and inspiring story behind it. It is a successful business run by a hard-working woman who knows the meaning of the American Dream. Although there are a lot of weaknesses found within the business, we know that through the use of this communications plan, Novo’s reputation within the community will not only increase, but she will be the top skincare spa to go to. She already has a strong foundation, and with a little help, this plan can help build a bright future for Felicia and Novo Organic Skincare.
SAMPLE TIP SHEET:
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For Immediate Release 5/6/2013

PRESS CONTACT:

Felicia Hususan









                      

Owner, Novo Organic Skincare

(973) 542-8282

(Include email address)

5 Easy Steps for Flawless Skin

Flawless skin: everybody wants it, but why is it always so hard to get? With the help of Felicia Hususan’s “magical hands” and the calm, tranquil setting of Novo Organic Skincare’s private studio, you can achieve just what you’re looking for. 
By providing you with a customized, one on one experience fit exclusively to your skin type and issues, you will walk out of the spa with your skin feeling refreshed, rejuvenated and revived. But, what happens when you can’t make it to the spa? Felicia shares her tips and tricks to get a “just walked out of the spa” look to clear away blemishes and acne from the privacy of your own home. 

(Include quote from Felicia about the importance of taking care of your skin.) 

Here are Felicia’s five favorite at home skin care remedies to keep your skin clear:

1.

2.

3.

4.

5.
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