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B Introduction

= Project’s aim: PR campaign that would raise awareness and
improve the brand recognition of White Deer Café.

= As the project leader, | used leadership skills to guide the
team, motivate them, and call for frequent meetings.

= The White Deer Café would provide knowledge of marketing
strategies required by companies to succeed in the modern
world.



I Research

=sAsking HCT students as potential customers for the market using
questionnaires and conducting interviews.

=Students prefer to use well-known and reputable brands when
making purchases online.

=sFurther research also involved the project owner through holding
meetings and asking questions regarding the company.

= The investigation is to provide a better understanding of the hotel and
restaurant through the analysis of books and journals.

= The experiment revealed that the hotel industry is dependent on loyal
and repeat customers.



B Background

The White Deer Café was established in 2019.

The vision of the café is to thrive and offer the best
quality foods and services globally and regionally.

=« The project sought to create a PR campaign for the

café that would make it an regionally and
internationally recognized brand.



SWOT ANALYSIS

Strengths

*Existing customer base
*High-quality foodstuffs
*Existing brand

*Same day delivery
*Variety of products
*New services

Opportunities

* Attract a larger consumer audience
*Update branding (creating new
designs)

*Open more branches

*Develop and implement a loyalty
program

Weaknesses

*Not accessible to all people
*Lack of using technology
*Low brand awareness

Threats

*Economy turn-down
*Customer choices
*Many competitors



B The Campaign’s Objectives

The goals and objectives for the campaign were as follows:

= To launch a PR campaign to promote small private businesses in the UAE
using social media platforms.

= To increase awareness about the diverse foods offered at the café.
= To show the quality nature of the product and great services.

= To build a sense of loyalty among customers by making most customers
regular.

= To increase number of customers and the general annual sales of the
café.



I The Campaign’s Objectives Cont.

As the leader of the project, | had the following goals and objectives:
= To create a vision for the team and instill a sense of direction.
= To map out the campaign strategy and seek expert advice.

= To coordinate various team members towards accomplishing the
project objectives.

= To motivate the team members towards successfully completing the
campaign.

= To ensure that the project was completed in the given timeline and
under a given budget.



Target Audience

=Male and female HCT student customers.
Demographic characteristics:

=No specific income level per year as most are
students.

sEducation levels range from low levels to
postgraduate level.

Psychological characteristics:

=Loves to spend some time away from their
home or college.

sEnjoys to spend time in a relaxed
environment with a good ambience.

Geographical characteristics:

=Located in the UAE near one of the White
Deer Café joints.



I Key Messages

= Key message: identifying the specific features of the café and
showing why it was a good place.

The different messages for the café were identified as follows:

I.  The café serves different foods like coffee, desserts, an ice
creams that every customer should try.

Il. The café offered to enjoy a good time alone or with friends.

Ill. The café had books to read and people could spend time
enjoying coffee, ice cream, or a dessert.



B Tactics

The main tactics used to realise the required objectives are as follows:

= Using social media campaigns via Instagram and Twitter to raise the café’s
brand.

Creating posters to give to potential customers.

= Producing placards for social media platforms.
= Making videos about the café showing why it is the best choice.

= Publicising good reviews about the café to further build the reputation.



B Timeline

1. Set goals and objectives
2. Plan the communication

process
3. Plan meetings with team

members
4. Understand the target

audience
5. Meet the client’s needs

6.Communicate with

stakeholders
7. Updating me and create a

budget

w Responsibility

1/03/2021
2/03/2021

4/03/2021
6/03/2021
7/03/2021
11/03/2021

14/03/2021

Defined goals and objectives and the vision.

Set the communication protocol in place and

briefing each team member of their roles.
Discussed the plan with the team and considered

their inputs on changes.
Assessed demographics of the target audience and

collected views from students.
Met with the client owner to discuss goals, plans,

and align goals with the vision.
Communicated any changes and progress with the

client and team members.
Created a budget for the project and communicate

the same to the team.



B Evaluation

Evaluation metrics:

= Successful completion of the program.

= Meeting the project goals like raising awareness of the campaign.
= Increasing the number of loyal customers.

Consistency in the Actions and Messages:

= The campaign actions and messages were consistent with the previously identified
goals.

=« The main message of the diverse foods and beans offered at the café was also
identified in the posters.

= The tactic used involved showing the ambiance of the campaign as a good place that
people would love.



B Evaluation Cont.

The success of the campaign:
= White Deer Café increased its product lines.
= The target audience increase their visits to the café.

= A company profile, roll-up, and presentation were made available to the target
audience.

= Social media platforms helped to reach many students.
= Videos and photos were provided for advertisement on social media.
= The project successfully gained the interest of the local market.

= An increase in customer satisfaction, loyal customers, and foot traffic to the
café.



B Recommendations

= Focus on more meetings

= Critically analyse the budget and resources

= Explore, anticipate, and solve challenges

= Include a future contingency plan to the campaign

= Conduct a critical analysis of the company before the start of
the campaign



B Opinion

Strengths of the campaign:

= The campaign met its overall goal of raising awareness about the
products and services.

= It had an actual impact by increasing traffic and loyalty.
= Customers gained a general trust of the café.
Weaknesses of the Campaign:

= Limited financial resources throughout the campaign.

= The timeline required to complete the campaign was short.



B Conclusion

= The White Deer Café is a restaurant that serves the community,
locals, and HCT students.

= The aim of the campaign was to enable the café reach its goal of
serving quality foods and reach a local and international scale.

= The project was successful in building the café’s brand and enabling
the target audience to have more information about the food
products and services offered.

= The future improvements of the project involved putting in more
resources into the project in the form of financial resources and
time.



