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Topline Summary 

 

Through secondary and primary research through our survey, were were able to utilize both 

quantitative and qualitative methods to better understand the target market of busy affluent moms in 

the Charlotte suburban area. By segmenting the target market into three easy to understand personas, 
we were able to pinpoint where and how Boxed could situate itself in these women’s lives in order to 

meet their specific needs. Our defined target was to be moms in affluent families that live in suburban 

Charlotte.  
In order to best reach our target audience, we will harness the power of both digital and 

non-digital media. Within our digital plan, our strategies include online placements, SEM, social media 

and email marketing. We will also be placing online ads on the Charlotte Agenda website and the 

Charlotte Five website.  

For our creative strategy, we decided to maintain Boxed’s national style, personality, and voice, 

while adding localized characteristics to target the Charlotte, NC DMA. For the 2019 NBA All-Star Game 

we wanted to go beyond online advertisements, since this event will actually be held in Charlotte. To do 

so, we created a promotional giveaway for the winners’ families to be invited to go to the game and sit 

in Boxed’s VIP “Boxed Box.” This giveaway would be conducted through social media, thus creating 

more Boxed online traffic and increasing brand awareness in Charlotte.  

As mentioned in the media plan, we plan to allocate $175,000 of our $250,000 budget to digital 

marketing strategies and the remaining $75,000 to non-digital strategies.Of the $75,000 allocated to 

non-digital strategies, we plan to use $35,000 to rent a billboard along the I-74 interchange in Charlotte 

near the large Costco, in addition to other locations around the Charlotte area. The remaining $40,000 

of the non-digital budget will be spent on sponsoring a box at the Spectrum center during the NBA All 

Star game. Using the average ecommerce industry conversion rate and the projected reach of the 

campaign, we calculated the projected return on investment of the campaign to be 442%.  
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Executive Summary 
 

Market Research 

 

Market Survey 

To gain a better understanding of our specific target market and demographic in Charlotte, North 

Carolina, we conducted a survey consisting of 21 questions that gave us a baseline for understanding 

these consumers. The data collected from this survey was useful in determining the direction for the 

media strategy and the purpose of the media plan. The primary findings from the survey can be seen in 

the Strategic Summary Chart (pg. 11)  

 

Who: 

Men and women residing in the Charlotte area. We asked for zip codes and determined the 

concentration of our respondents from these findings and asked them to self report their age. 

The break down and concentration can be seen in the images in Appendix A. We filtered our 

results to show the female respondents and used their demographics and data to proceed with 

our research and our strategies. More information on these demographics can be seen in the 

Appendix.  

 

What:  

21 questions that asked about shopping habits, feelings on promotions from brands, social 

media consumption and general demographics. We had 48 responses overall and more 

information from the survey and its results can be seen in Appendix A.  

 

Where:  

Our survey was distributed through the “Charlotte Super Moms” and the “South Park Moms 

(Charlotte)” Facebook groups and through word of mouth. 

 

Boxed Performance 

● Boxed financials 

○ Boxed is estimated to be worth around $600 million as of August 2018 

○ Boxed brought in $40,000 in revenues when it launched in 2013, and in 2016 brought in 

over $100 million in revenue 

● Boxed investors 

○ Boxed has 34 investors totaling approximately $243 million in funding to date 

○ Boxed turned down a buyout offer from Kroger in January 2018 that was reportedly in 

the range of $400 million to $500 million 
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Boxed Social Media Analysis 

 

 

Competitive Social Media Analysis 

Amazon 

● Facebook: 
○ 28,282,226 people like their main page, and 28,369,591 people follow their main page. 

○ Their posts are mainly about deals, promotions, features of their website and app, and 

commercials.  

○ They have multiple different Facebook pages for different aspects of their company 

(e.g., Amazon News, Amazon Video, etc.) 

● Instagram: 
○ 1.5 million people follow their account.  

○ Their posts are the same as their Facebook posts, except with more customer posts and 

more videos on their Instagram page.  

● Twitter: 
○ 2.9 million people follow their account. On average, they receive between 100 to 300 

favorites and 50 to 200 retweets.  

○ Their tweets are the same as Facebook and Instagram, while a lot of retweets of 

customer tweets. 

Costco 

● Facebook: 
○ 2,053,983 million people like their page, and 2,010, 942 people follow their page. On 

average, they receive between 100 to 300 likes and 100 to 300 shares 

○ Their posts are mostly current promotions and highlights on products.  

● Instagram: 
○ 290,000 people follow their account.  

○ Their posts are similar to Facebook but they have a lot more videos on Instagram. 
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● Twitter:  

○ Their Twitter page is a private account. 39,200 followers. 

 

Target 

● Facebook: 
○ 24,367,612 people like their page, and 23,187, 466 people follow their page. They 

receive between 1,000 to 3,000 likes and 200 to 500 comments, 100 to 300 shares. 

○ Their posts are mainly celebrity endorsements/advertisements, deals and promotions, 

and customer photos. 
● Instagram: 

○ 3.3 million people follow their Instagram account. They receive between 20,000 to 

50,000 likes and 300 to 600 comments.  

○ Their posts are mainly decorations and recipe ideas, celebrities, and what they post on 

Facebook. These posts are very trendy, artsy, and appealing. The photos they use are 

professionally done.  
● Twitter: 

○ 1.92 million people follow their Twitter account. They receive between 100 to 400 likes 

and 50 to 100 retweets.  

○ They tweet posts that are very trendy and similar (if not exact) to what they post on 

Instagram and Facebook. Their account tweets at celebrities and uses popular 

hashtags, memes, and GIFs.  

 

Market Analysis (SWOT) 

Costco 

Strengths: 

● Low prices yield high customer loyalty. Costco’s low 15 percent markup on products is very low 

compared to the industry average.  

Weaknesses: 

● Compared to other large retailers in the US, like Walmart, Costco warehouses stock a lower 

number of products.  

Opportunity: 

● The growing e-commerce industry creates an opportunity for Costco to take advantage of the 

worldwide online shopping industry 

Threats: 

● Internet retailer giants like Amazon directly affect the in-store sales of retail outlets- huge threat 

to the industry in the present and the future. 

Amazon  

Strengths: 

● Amazon has created customer centric processes in order to carefully record data on customer’s 

buying behavior. 

Weaknesses: 

● Amazon has received negative publicity due to tax avoidance issues in the U.S. and UK, where 

most of its revenue is generated. 
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Opportunities: 

● Amazon has the opportunity to develop in-house brand products in different categories.  

Threats: 

● Low entry barriers affect the current player’s business as more & more company means tough 

competition, price wars, shrinking margins & losses resulting into questioning the sustainability 

of the players. 

Target  

Strengths:  

● Strong presence in the US and large-scale operations with enormous buying power and enforced 

low prices 

Weaknesses:  

● Data breach in December 2013 leaked confidential credit and debit card information from 

customers, affecting customer confidence. 

Opportunities:  

● Strong Presence on online market where Target is at par with the changing consumer behavior 

of preferring E-Commerce over brick and mortar retail outlets. 

Threats:  

● Even though Target has ventured into E-Commerce, its brick and mortar outlets are in constant 

threat of the decrease in the number of customers considering the rapid growth in E-Commerce.  

Marketing Strategy 
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These personas were created to illustrate the target market help to humanize who we need to 

connect to. Through the responses from our market survey and market research, we came to three 

important findings that will help situate this campaign. We found that on a personal level moms are 

greatly influenced by their friends and they are avid users of social media. Beyond this, they are also 

shopping at Boxed’s biggest competitors like Amazon and Target.  
 

These Motherly Personas each have an area of their lives that will be greatly improved by Boxed 

as well as skills that will allow Boxed to grow in the Charlotte suburban area. Splitting up the target 

market into these three segments will allow the campaign to adjust its effectiveness. The individuals in 

a target demographic are not homogeneous and should be treated as such in order to get a message to 

them that is the most effective.  

● Our survey results indicated that women are “extremely likely” or “somewhat likely” to 

recommend a brand or product to a family member or friend. Because motivations for referrals 

can vary from person to person, we wanted our target personas to reflect that. (Appendix A)  

● Boxed is an easy and convenient way to shop for items that consumers want/need in bulk, and 

their whole mission is to promote a type of shopping where you can focus on what really 

matters. Each of our personas depict a busy mother that wants convenience in their life and are 

in need of a service that can cater to them.  

● Social media use and Internet Ads were popular with survey respondents and will be heavily 

utilized in our media plan and creative strategy. (Appendix C) 

 

Charlotte DMA 

The Charlotte DMA as defined by Nielsen stretches from the north-west region on North 

Carolina to parts of northern South Carolina. While this is a large spread, Charlotte is the 2nd fastest 

growing city in the U.S. with 40% growth since 2000.  
 

From The Charlotte Observer’s 2017 Media Guide:  

Demographic Profile (DMA):  

- Population: 3.22 Million 

- Households: 1.24 Million 

- Home Owners: 68% Renters/Other: 32% 

- Average Household Income: $75,198 

 

Internet Usage (DMA Adults)  

- Used The Internet Past 30 Days: 84% 

- Spent Over 5 Hours Online (Week): 58% 

- Spent Over $500 Online: 34% 

 

From our Survey results: (See Appendix A) 

- Average Household income: 

$80,000-$100,000+ 
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Creative Strategy 

 

Company Personality and Voice: 

Boxed maintains a consistent casual and sometimes quirky personality throughout their social 

media, websites, and customer emails. The company wants to maintain a casual and personal 

connection to current and potential customers. As a company, Boxed’s voice is casual, fun, and 

personal.  

 

Company Creative Themes: 

Across emails, social media, and websites, Boxed maintains the same color scheme of turquoise 

and white and a curvy, soft font style. Messages are kept short, videos are entertaining and engaging, 
and political and cultural things are highlighted rather than avoided like their competitors do.  

 

Target: 

With our creative strategy, we plan to target affluent families, especially moms in the Charlotte, 

North Carolina DMA. These moms are typically busy due to work, family, or a combination of both. 

Since these moms are the majority of people who use the Boxed referral “Give 15 Get 15,” we tend to 

direct our promotions of these referrals to these moms. 

 

Creative Objective: 

On top of targeting moms in the Charlotte area, our plan is to use a localized approach with our 

marketing, communications, and creative design. With this localized approach, we will maintain the 

color scheme and voice that Boxed maintains in their look and communication. Within their personality, 

Boxed uses casual and quirky communication, often including 

word-play, puns, and a personal manner. We maintained this in 

our creative samples (Appendix B, Samples 1 and 3). Our plan is 

to create a creative approach that maintains Boxed’s national 

voice and personality while also having a localized connection to 

Charlotte.  

 

Creative Plan: 

In order to keep the national personality of Boxed while 

creating a localized approach with Charlotte, we designed our 

Creative Plan to be centered around local Charlotte events. Two 

events we chose to center our creative around were the 2019 

NBA All-Star Game in Charlotte and the 2019 Super Bowl.With 

the All-Star game, we wanted to create an event that would 

foster engagement and online traffic for Boxed. The event we designed is a social media giveaway for 

the winner and their family to get seats in Boxed’s VIP “Boxed Box” section at the All-Star Game.  For 

this event, we would promote mainly through social media (Appendix B, Samples 1 and 2). For the 2019 

Super Bowl, we would also advertise through social media with slogans and sayings that are related to 

the Superbowl and targeted to moms (Appendix B, Samples 3 and 4).  
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We would also include six to eight billboards in our campaign, which would be in the Charlotte 

areas near stores like Sam’s Club and Costco in order to reach moms who already do warehouse and 

wholesale shopping. For our billboards, we want to maintain the same Boxed color scheme and make 

the billboard simple yet interesting to grab people’s attention. To do so, we designed our billboard to 

look like an opened Boxed box (Appendix B, Sample 5).  

 

Media Plan 

 

Reasoning 

From both our primary and secondary research, and continuing through our creative strategy, we have 

decided upon a media plan that utilizes both digital and non-digital means. The digital strategies we 

plan to use are online placements, search engine marketing (SEM), social media, and email. The 

non-digital strategies we plan to use are outdoor and experiential. We have decided to allocate 

$175,000 to our digital strategies and $75,000 to our non-digital strategies, focusing more of the budget 

on digital because our research shows that the best ways to reach our target audience is through digital 

means (see Appendix C). 

 

Digital 

We have decided the best strategies to take are online placements, SEM, social media, and email. Our 

target audience indicated that they most like to see brand or product promotions online (see Appendix 

A), so our largest area of our digital plan would be using online placements.  

Tactics:  
● We will place display ads on the Charlotte Agenda and Charlotte Five websites.  

○ We chose the Charlotte Agenda as a key tactic of our digital plan because the 

audience of the Charlotte Agenda aligns closely with the target audience of our 

campaign (see Appendix A), and it is a very popular publication across different 

platforms in the Charlotte area.  

○ We also chose the Charlotte Five, which is a subset of the Charlotte Observer 

aimed specifically at Charlotte-area mothers.  

● We plan to use Google AdWords to purchase keywords for search ads, such as “bulk 

shopping,” “online shopping,” “grocery,” “clean-up,” and “household items.”  

● We will use Facebook and Instagram to create promoted posts throughout the duration 

of the campaign that will highlight and lead up to the Super Bowl and the NBA All-Star 

Weekend, the two focuses of the campaign. Our research showed that the target 

audience frequently uses social media and it would be an effective way to reach them 

(see Appendix A).  

● We plan to utilize the Charlotte Five newsletter to place six buys throughout the 

duration of the campaign; three ads will be placed leading up to the Super Bowl and 

three ads will be placed leading up to the NBA All-Star Weekend event.  

 

Non-Digital 

We have chosen to utilize outdoor and experiential strategies.  
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Tactics:  

● We will use billboards.  
○ One billboard will be placed along the I-74 interchange in Charlotte near the 

large Costco.  

● The experiential tactic we will use is sponsoring a box or suite in the Spectrum Center 

during the 2019 NBA All-Star Weekend which is taking place in Charlotte.  
○ Boxed will host a contest to pick a family to spend the All-Star game in the 

“Boxed Box,” which will be fully stocked with Prince & Spring snacks and 

goodies. The “Boxed Box” during the NBA All-Star game will be the ultimate goal 

of the advertisements leading up to the game, with the strategy surrounding the 

idea of moms being the real all-stars. It will be a fun event for the family that 

will showcase Boxed’s appeal to moms and families and will allow potential 

customers to experience Boxed in real life, leading them to be more likely to 

purchase from Boxed in the future. 

 

Timing 

Our campaign as a whole will run roughly from January to March 2019. Both the digital and non-digital 

tactics will overlap at certain points, wherein both areas will solidify the campaign concept as a whole.  

 

Digital: 

The display ads, our online placements, will run for the week leading up to the Super Bowl (January 

26-February 1) and for the length of the contest leading up to the NBA All-Star Weekend (February 

1-February 12). The ads in the Charlotte Five newsletter will be placed once a week for three weeks 

leading up to both the Super Bowl (January 13, January 20, January 27) and the NBA All-Star Weekend 

(January 29, February 5, February 12).  
 

Non-Digital: 

With the non-digital plan, our outdoor 

billboard will be placed for the two weeks 

leading up to the Super Bowl (January 

20-January 30), and the NBA All-Star Weekend 

“Boxed Box” will only happen during the 

actual game on February 17th.  
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Budget/ROI Summary 

 

Budget 

The $250,000 budget is allocated to each channel and strategy according to the media plan shown 

above and the budget below. $175,000 of the budget is allocated to digital strategies and $75,000 to 

non-digital strategies. The forecast results of the campaign can be found in Appendix D.  

 

 

 

Return On Investment 

The ROI will be measured at the end of the campaign, however, we can calculate projected ROI using 

industry average conversion rates and projected costs. ROI is calculated as (Projected Revenue - 

Projected Costs) / Projected Costs.  

Ecommerce industry average conversion rate: 3.83% 

Total campaign reach: 393,267 

Average order price on Boxed: $90 

3.83% of 393,267 = 15,062 people will make a purchase on Boxed 

15,062 * $90 = $1,355,591 (projected revenue)  

($1,355,591 - $250,000) / $250,000 * 100= 442% ROI 

 

The following metrics will be used to assess the effectiveness of the digital campaign strategies:  
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