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CRESWELL BAKERY IS A FAMILY 
BUSINESS THAT USES AND SELLS MEAT 
FROM THEIR OWN FARM.  
Food has been the center of Heidi Tunnell’s 
life ever since she graduated from culinary 
school in New York. Her catering service was 
well-established, but she wanted to focus on 
family life and therefore opened Creswell 
Bakery as a place for family, friends and the 
community to gather. Since June 11, 2013, 
the bakery is open five days a week. Creswell 
Bakery uses Oregon grown ingredients, 
grass-fed meat from their family farm just 
two miles away, and thus serves the highest 
quality food made daily from scratch. 

Background
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WHY THEY BELIEVE 
THIS MESSAGE
The clients can verify this bold 
claim of being truly local by 
visiting the cows on the farm. 
They can ask staff members 
everything they want to 
know about how the food 
was made and got on their 
plates because the bakery 
oversees and controls every 
step of the production process. 
They bake from scratch 
on a daily basis in order to 
guarantee the highest quality 
and serve truly local food to 
local people. Young mothers 
value this transparency and 
local dedication and build an 
emotional connection to the 
brand that is based on trust. 

THE GOAL
We consider the fact that the 
bakery raises their own meat 
to be the core of their local 

dedication. The goal for the 
campaign as a whole is to show 
how the bakery lives up to the 
versatility of what it means 
to be local, and to take this 
as a starting point to start a 
conversation with the general 
public about what local is. 
 
AUDIENCE
Women 30-45 in Creswell and 
the greater Eugene area
 
WHY THEY CARE
Young mothers feel good about 
serving their families tasty 
treats from their local bakery 
because they know where the 
food comes from and how it 
was made. From the savoring 
smell of hearty sourdough, 
over the salty crust of warm 
pretzels, to the mouthwatering 
anticipation of organic meat 
pie, the bakery provides fresh 
treats for the whole family.

SMIT
We are so local that we raise 
our own meat two miles away 
from the bakery.

Creative
B R I E F
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Situation
Analysis.

Although the catering service is 
no longer operating, Heidi Tunnell 
struggled with a clear separation 
between the old and the new business. 
The transition left many customers 
confused as to where to find the 
bakery as well as to what they offer.

Creswell Bakery owns and operates 
their own farm just two miles from 
their bakery. They place a high 
priority on serving high quality local 
food that is made fresh from scratch. 

Our qualitative research suggests 
that the family’s grass-fed meat is an 
additional value that gives customers 
an incentive to drive to Creswell.

The Problem 

What’s Unique 
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CRESWELL BAKERY

Family owned 
and operated 

farm and bakeryMeat comes from less 
than 2 miles away.  Local.

Close-knit staff

Family atmosphere

Variety 

Heidi’s culinary 
education

Quality food
Food baked from scratch

S w{

{

{

{
Knowledge of the industry

International experience

{ Invisibility on I5
 or in Creswell

Minimal 
Advertising

Design

Rely heavily on word of 
mouth

Customers unwilling to 
take the time to look for the 
bakery

Lacks cohesiveness

Doesn’t draw  in new 
customers with visual appeal

Unclear transition from 
previous business

Small online presence

Proximity to 
Eugene

O T{ {

Proximity to I5

Large Venue
Space to hold events

{

{

{
Be a gathering 

place for the community

Start a conversation 
with the community

What does local mean 
to you?

Be part of a bigger 
idea/movement.

Convenience for 
commuters

Not your average pitstop

Creswell Coffee

Lack of attractions 
in Creswell

Indirect competition i.e. Eugene 
& Hideaway Bakery

Hold community 
Events/Live music

Offers fresh baked goods 
from other bakeries

People are unlikely to 
make the trip to Creswell 
just for the bakery

{

{

{

{

{

{

4th of July {
15,000 people migrate 
to Creswell for parade

Become an integral 
part of the celebration

No day-old products sold
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vs.DIRECT INDIRECT
T.J.’ S FAMILY
RESTAURANT

Pub Food
Sandwiches
Beer & Wine

 Music and sport events bring 
the community together and 
attract visitors from Eugene and 
other surrounding cities.

They offer baked goods, 
sandwiches, soup, salad, beer and 
wine. Their products mainly come 
from other bakeries around town, 
such as Hideaway Bakery

Owner Seth Clark has different 
values than Heidi:

“I’m open to anything that will 
make me money”

DARI MART BI-MART

FRONT 9 
RESTUARANT

Burgers
Sanwiches

Beer & Wine

BAKERIES IN EUGENE
Hideaway Bakery, Eugene Bakery

COMPETITION

CRESWELL 
COFFEE
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Recommendation
Our target demographic is women          

between 30-45 years. While these women 
work in Creswell and surrounding cities, 
their children attend the local schools.

Retirees form a considerable portion 
of the bakery’s customers. However, 
these are loyal customers who have 
continued visiting the bakery during the 
company’s transitional process, as it has 
become part of their routine. In order to 
attract more customers, the bakery must 
reach out to young mothers. Having the 
purchasing power in the family, these 
women do not only shop for themselves, 
but make decisions for the whole family.

SUMMARY

Ta
rge

t Audience
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Annie is 39 year-old and originally 
from Portland. She moved to 
Creswell after meeting her husband 
12 years ago. Their two children, aged 
10 and 7, attend Creslane Elementary 
School. Annie commutes to Eugene 
five days a week to work at Peace 
Health Medical Center. She gets off 
work early in the afternoon, just in 
time to pick up the kids from school. 
The children are hungry after school 
and ask their mother to grab a tasty 
bite to eat. Annie is willing to pay 
an extra dollar for guaranteed high 

quality and non-processed food.
Opening the door to the fresh 

aroma of bread, Annie can finally 
unwind and treat herself and her 
kids to delicious local favorites. 
She appreciates the friendly staff 
members who engage her in a short 
conversation about the day’s events. 
After quickly catching up with 
Courtney, Annie orders a couple 
meat pies and occasionally picks up 
the family favorite, Mac and Cheese, 
for dinner.

Meet Annie
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PRIMARY 
RESEARCH

We conducted 35 personal 
interviews with customers in 
Creswell Bakery as well as other 
local stores and restaurants, 
(Bi-Mart, Joe’s Diner, Creswell 
Coffee Co., Eugene Bakery, 
Hideaway Bakery). Going off 
the information we gathered, we 
prioritized the personal values of 
our target demographic based on 
the frequency with which these 
terms were mentioned.

QUALITY 
FOOD

TRANSPARENCY SERVICE

COMMUNITY AFFORDABILITY CREATIVITY

Values

HEALTHATMOSPHERE CONVENIENCE INFORMATION
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Creswell is a popular town 
for young families. Sixty-nine 
percent of the families living in 
Eugene and surrounding towns 
have one or two children. The 
median age is 35. Over 1200 
children attend the three local 
schools in Creswell.

 Young families often have to 
prioritize and plan in advance 

SECONDA RY RESEARCH
where to spend their money. For 
them trusting a brand is crucial. 
If they are satisfied with products 
and service they incorporate that 
brand into their routine. Creswell 
Bakery can become part of that 
routine in young families lives. 

Mothers respond best to word 
of mouth: They listen to what 
their kids want as well as to what 

other parents do and recommend. 
Mothers respond best to clear and 
simple advertising that balances 
information and entertainment. 
The family’s nutrition is mom’s 
responsibility and she wants to 
know where their food comes 
from.
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Insight Andrew, 39

“I love how unique this food is. 
Where do you get egg muffins and 
meat pies? And the grass-fed cows... 
it’s so worth it!” 

CASEY KNOWS ALL THE MAIN 
RESTAURANTS IN TOWN, BUT SHE 
HASN’T VISITED CRESWELL BAKERY.
Upon explaining that at Creswell Bakery 
ingredients are local, and the meat comes 
from the family farm only 2 miles down 
the street, she was very interested, saying 
she would definitely check out the bakery 
in the near future because she appreciates 
the transparency and accountability.

Casey, 35. 
Bi Mart employee who commutes 
from Eugene to Creswell.

Jenna, 43

“This place just makes you 
want to stop by and take food 
home. Of course you can’t do 
that every day, but you know 
the kids love it and you know 
you’re making your family 
happy.” 
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So far, Creswell Bakery has 
relied mainly on “word of mouth” 
and additionally advertising 
through radio, social media, a 
new and improved website, and 
an e-mail list of 1800 subscribers.   
Bakeries in surrounding areas 
advertise online, through e-mail 
lists, local newspapers, food 
guides, community events, and 
radio. Creswell Bakery’s biggest 
competitor, Creswell Coffee, 
established its venue as community 
gathering place, hosting weekly 
music nights and screening 
sporting events.  

 Creswell Bakery must use strong 
and consistent advertising to reach 
new customers and demonstrate 
what sets them apart—a family-
owned and operated farm and 
bakery. They should turn to these 
traditional and non-traditional 
media channels: launching a video, 
print ads, a sweepstakes, designing 
an environmental billboard and 
hosting an event on the 4th of July.

MARKETING
 This media campaign will last from May 
2014 until April 2015. The overall goal is 
to increase transactions by 100 percent, 
which translates to 200 daily transactions.
 

MEDIA
The core of the campaign is a promotional 
video that explores what it means to be 
local. All other media channels will grow 
out of this video and carry the same 
message.
 
ADVERTISING
The goal is to start a conversation about 
what it means to be local.
 
COMMUNICATION
The campaign informs young mothers 
that Creswell Bakery’s commitment to 
staying local on every level is what makes 
it the number one choice for the whole 
family.

ObjectivesMedia Plan Plan Summary
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C R E AT I V E  M I X
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LOCAL VIDEO
The video’s main 

objective is to explore the idea of 
what it means to be local. We start this 

conversation with the family farm. The fast-
paced narrative will be accompanied by various 

shots of the bakery and farm. The video will take a light-
hearted approach with the goal of starting a conversation 

about what local means.
 The video will be about 1 minute long and shared through 

social media (Facebook and Twitter), the website, and the e-mail 
list. It will additionally be sent out to local clients, food guides 
and blogs, giving them an incentive to engage their own 
customers in the conversation about what local means.

 The video will launch on May 1st and remain on the 
website for the following four months. Depending on 

views, like, shares, and comments, we will assess 
its success and consider in how far to alter it to 

include some of the results the discussion 
has brought.
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Creswell-Raised Beef
Taste The Difference

EXIT196

The I-5 carries 
around 27,000 people 
daily past Creswell, 
therefore providing a 
large potential customer 
base. The drivers 
include both people 
who don’t know about 
the bakery yet, as well 
as people who live in 
Creswell, but commute 
to surroundings towns 
for work. The billboard 
will have a short 
message, continuing 
the idea of what local 

BILLBOARD

means, and provide 
directions to the bakery.

Creswell Bakery 
can expect a 15-20% 
increase in revenue. 
The billboard will go 
up May 1st. After five 
months the bakery will 
assess the success of 
this medium and decide 
whether to prolong the 
six months contract.
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Social Media
What do you think it means to be local? Check 
out what we think..... 

NO NO, 
NOT  THAT 
TYPE OF 
BIKE RIDE

May 1

Do you know where your food comes from? Our 
food comes from the family farm, two miles down 
the road. This is Ted.

May 3

Did you know are family farm has 
been here since the 1940s? Yeah 
that’s a long time! This is an old 
car that was left on the property 
and a tree happened to grow 
right through the hood. It sort of 
symbolizes how long we’ve been 
here and how we are here to stay. 
We believe there’s an importance 
to knowing where your food 
comes from and understanding 
how it was processes. Local is 
not a trend, it has always been 
here.

Officially one month until the 
4th of July!! We’re getting 
excited here at Creswell 
Bakery for a day full of food 
and games. Remember once 
you get there to register for the 
meat pie contest!! The 3 fastest 
times win a free Creswell 
Bakery t-shirt!

Bring Your Roudy 
Appetite

Local Has Always 
Been Here:

With think being local means to know your farmers name. 
Tell us what you think local is

Fourth
O F  J U LY

Inbox
Starred
Important
Sent Mail
Drafts (7)
Circles

Notes
Personal
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SweepstakesSOCIAL MEDIA

This sweepstakes will further engage 
consumers in the conversation about what 
it means to be local and reach customers 
via e-mail, Facebook and Twitter, and 
the bakery’s website. We will take 
their feedback and choose our favorite 
suggestions of what local is to turn into 
t-shirts that will be sold at the bakery. The 
“winners” will be notified and given the 
chance to pick up their free t-shirt at the 
bakery. Three months into the contest we 
will assess its success and decide whether 
to continue or even expand this channel.

Creswell Bakery will have a tiny logo in 
the front of the shirt, but the focus lies on 
the unique back designs exploring what 
local is. Content will come from the video 
and customer suggestions. Local artists 
Lincoln Lute and Jesse Van Mouwerik 
have agreed to design shirts for free.

What is local? Local
2 MILE

IS A

B I K E  R I D E
to

FARM
COME CHECK US OUT IN CRESWELL

15 MILES FROM EUGENE

Remember last June when we got our first shirts in? Well the new ones are 
hot off the printer and in the bakery! First five people here get a free one.

Local is

CreswellBakery

We asked you what local is and you guys responded. 
Check out the new shirts we have for the bakery. 
Looking local fresh.
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Print

Fourth
of JULY

C E L E B R A T I O N

ENJOY
MusicFood Games

FRIDAY, 
JULY 4TH

LOCATED
182 S 2nd St, Creswell, OR 97426

Local
2 MILE

IS A

B I K E  R I D E
to

FARM
COME CHECK US OUT IN CRESWELL

15 MILES FROM EUGENE

IF THE FARM WERE ANY CLOSER

THE COWS WOULD GET
SUSPICIOUS

182 S 2nd st
Creswell, OR

SEO analytics show 
that Eugene Weekly has a 
comparable URL authority 
to that of other popular 
local newspapers, such as 
the Register Guard, but 
it is cheaper. Research 
demonstrated that it is 
particularly the fresh meat 
that gives people an incentive 
to drive from Eugene to 
Creswell. Eugene Weekly’s 
audience is 49 percent women 
between 18-49 years old. 
Using both print and digital 
advertising, Eugene Weekly is 
an ideal platform to advertise 
our uniqueness and attract 
new customers. In addition, 
the bakery can be listed for 
free in “Chow,” a quarterly 
issue focusing exclusively on 
food.
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Fourth
What is local?

On July 4th, Creswell 
attracts nearly 15,000 
people for a parade 

around town. 
 Creswell Bakery can host an 

event that includes an outdoor 
stage on the side parking lot, 
which would feature two local 
Eugene bands and Oregon’s 
Stand Up Society comedy club. 
The bakery will partner with 
Oakshire Brewery, sponsoring 
alcoholic beverages and 
providing banners. We will 
provide a “farm feel” by laying 
hay across the parking lot and 
using hay bales for seats. The 
event will feature a variety 
of contests such as meat-pie 
eating, egg toss, and pillowcase 
races. There will be a booth/
tabeling space in front of the 
bakery, where people can 

further engage and discuss the 
meaning of local. The shirts 
and artwork will be displayed 
to draw attention to the booth. 
Bakery coupons and free t-shirts 
will encourage customers to 
provide suggestions and select 
their favorite ideas.

 Creswell Bakery will use 
social media, print, and radio 
to advertise this event. There 
will be a Twitter and Facebook 
countdown with details about 
preparation for and information 
about the event. The bakery 
can talk about aesthetics and 
provide a glimpse at foods, 
beverages and contests. Flyers 
will be dropped off at local 
bulletins, such as grocery 
stores (Sundance, The Kiva, 
Capellas) and farmers’ market 
centers.

O

O F  J U LY
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Media Schedule
MAY JUN JUL AUG

SEP OCT NOV DEC

JAN FEB MAR APR

4th of July 
Launch Party

Memorial Weekend
Introduce new shirt’s 

via social media

KEY

Video 

Billboard

Social Media

May 1st
Video/Billboard Launch

Print/Digital
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Media Budget
Billboard:                                                   
                                                             
Sweepstakes T-Shirts:                                                    

Event
Bands (The Neighbors, Learning Team): 
                                                                                                 
Band expenses (drinks+food)          
                             
Print Flyers (event promotion)
(Bulletins in (Eugene, Cottage Grove, Creswell)
                                           

Other expenses (food, drinks, stage setup, staff)    
                             

Print/Digital Ads in Eugene Weekly:
                               Print-
                              Digital-  
                    
                                                                    
                                       

   $11,400    ($950x12)
$772.80    (One-time charge)

 $2,311.25  (300x$7.70ea.)

$200.00 each (sound included) 

$100.00

$100.00   

    $2000.00

 $537x7= $3759.00
$75x7= $525.00

$4284.00

$21,168.05
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Felicia KloewerEric Straubhar Jana Stueckemann Spencer Kelly
Account ExecutivePlanner/ Strategist Planner/ Strategist Creative Creative

Sean Wong

Felicia grew up in Beaverton, 
Oregon, making hearty 
breads and pastries with her 
grandpa. If she were a pastry, 
she would be a cinnamon roll, 
but her bakery favorite is the 
chili. She is passionate about 
the conservation of wildlife 
and can’t resist Disneyland. 
If you hear an unexpected 
“meow” breaking the 
awkward silence in the room, 
you will know it’s her.
 

Think of Eric as unique as an 
empanada, equally awesome 
tasting and a mixture of 
international flavors. Luckily, 
the taste of wheat bread 
has grown on the guy from 
Boise, Idaho, although the 
rather involuntary switch 
from team white bread was 
provoked by a few undesired 
extra pounds. Still, no 
bread without butter and 
no Creswell Bakery without 
breakfast burritos. If Eric 
doesn’t explore the outdoors 
or dreams of cooking filet 
mignon, he excels in acting 
or sketch comedy.
 

Meet the cream horn from 
Portland, Oregon, who 
thinks “come to papa” when 
he smells fresh wheat bread. 
Unable to cook or bake, the 
bakery’s meat pie changed 
his life. If he is not exploring 
the beautiful Northwest, 
preferably on skis, he plays 
the guitar or expresses 
himself in beautiful design 
work. Spencer is known for 
(quote) “good looks, chizzled 
abs and stunning features.”

This handsome creative from 
Piedmont, California, would 
be an egg tart if he were a 
pastry. He loves fresh wheat 
bread with butter, but after 
discovering the pork chop 
sandwich in the bakery, he 
has a hard time deciding on 
a favorite. His big passion 
is architecture history. Sean 
enjoys a tailgate on a sunny 
day and the smell of a BBQ 
makes his eyes go bigger. 
For Sean being local means 
caring about the quality of 
every single ingredient.

Meet the German tennis 
player who goes to bed 
excited about crunchy wheat 
bread and the extra hot 
Americano that await her the 
next morning. The pretzels 
are her favorite bakery 
discovery and a reminder 
of home. Jana is passionate 
about giving voice to the 
voiceless and known for 
fancy nails and her Italian 
lasagna. Local is a must. 
Raspberry coffee cake is the 
perfect snack on her day off 
filled with reading, cooking, 
hiking or shopping.
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Sources From Target Audience Recommendations

http://www.city-data.com/city/Creswell-Oregon.html 

Media Audit “Eugene Spring Field OR, Age 25-34 April May 2012” http://academic.mintel.com/display/651134/?highlight=true#hit1

        http://academic.mintel.com/display/651134/?highlight=true#hit1    
                     

http://academic.mintel.com/display/651134/?highlight=true#hit1

Media Audit “Eugene Spring Field OR, Age 25-34 April May 2012”

 http://academic.mintel.com.libproxy.uoregon.edu/display/637754/?highlight=true
http://academic.mintel.com/display/651136/?highlight=true#hit1

http://academic.mintel.com/display/651134/?highlight=true#hit1

Media Plan Sources
Eugene Weekly: http://www.eugeneweekly.com/content/advertise

Banrd: Learning Team https://www.facebook.com/LearningTeam

Shirt Screening: http://www.eugenesilkscreen.com/contact.html

Oakshire Partnership: http://oakbrew.com/sponsorship

Billboard:http://www.billboardpoint.com/Billboard_at_I5_WL_and_DALE_KUNI_RD_CRESELL_EX__Creswell,OR__x28f35m3wn76a7e1d5.aspx2
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