UONENIES [P JULIND)

A saAu|

ued jerdueur,]

Galnes Med =
e &=
FLORIDA PREPAID

P S = p——- . e R Mt

CAMPAIGN PLAN




LETTER FROM THE MANAGER

Dear Florida Prepaid,

Gaines Media has loved having the opportunity to develop a public
relations campaign for Florida Prepaid revolving around grandparents.
The campaign we implemented was based on research findings that
show the effects of emotional appeals in advertisements on consumers.
The choice to portray Florida Prepaid as a gift seemed like the most
effective way to emotionally reach grandparents.

We are confident that the implementation of this campaign would
yield significant results for the future of Florida Prepaid and hope you
choose our campaign.

Please feel free to reach out to me or any of the Gaines Media team if
you have questions about the campaign. We have truly enjoyed working
on this project and wish Florida Prepaid the best.

Sincerely,

Apnter Folerdle

Amber Valente
Account Manager
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Gaines Media

Introduction




Gaines Media has been challenged to
create a campaign plan for a real-world
client.

Founded in 2018 by Florida State
University's top Public Relations students,
Gaines Media is a full-service publicity and
marketing company. The team prides itself

on its creative solutions to client challenges
based on fresh ideas and unyielding
commitment. Gaines Media believes in
going the extra mile to bring ideas to life
and see every campaign succeed.
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FLORIDA
PREPAID

COLLEGE SAVINGS PLANS

Florida prepaid was founded in 1987 and allows
guardians to provide their children with an education at
an affordable price. The savings program has successfully

provided 450,000 college students with an affordable
college tuition.

Gaines Media has conducted research via surveys to
determine how senior citizens react to current Prepaid
media, and created our own campaign materials to
determine if portraying Florida Prepaid as a gift will
change seniors’ perceptions and increase likelihood of
further research and future purchasing of a plan.

The key publics were grandparents or soon-to-be
grandparents that reside in Florida. Grandparents who
are either still employed or recently retired will be
primarily targeted to ensure the campaign is directed at
those who are planning to help fund their
grandchildren’s college within the near or distant future.




INnternal Factors

Florida Prepaid offers six different plans: the
2-Year Florida College Plan, the 4-Year
College Plan, the 2 + 2 Florida Plan, the
1-Year Florida University Plan, the 4-Year
Florida University Plan, the University
Dormitory Plan and Prepaid’'s own 529 plan.

External Factors

External factors have had an impact on
the savings program. The low interaction
and purchasing rates along with minimal

/ advertising attempts have caused senior
citizens to be highly unaware of the

industry. Existing media portrays Florida
Prepaid as an investment.



SW.O.T.
Analysis

Strengths
-Investment guaranteed
-Tax-free growth
-1009% refundable
-Prices as low as
$47/month

Opportunities
-Build trust with
consumers through
new marketing
strategies
-Clarify common myths
circulating consumers

Weaknesses

-Lack of awareness
-Weak marketing
strategies
-Consumers don‘t
trust the program

Threats
-Another tuition plan
could be created to
become competition
-Consumers choosing
to purchase a non-
Florida Prepaid 529
plan




As people decide to invest in the
educational future of their children, some
will decide to invest in a 529 plan because of
its flexibility of the ways they can use their
investment.

Prepaid also has low interaction and
purchasing rates for senior citizens.

Through prior research, we have determined
that although creating awareness through
increased exposure is effective as the target

public is actually highly engaged, the
chances of the awareness leading to a
change in purchasing behavior are slim.

Due to these trends, the researchers
determined they would focus on changing the
existing media to leave a different perception in

the publics’ mind.

Trends



Does changing the marketing strategy
for Florida Prepaid from financial

Resea r¥C h investment to gift-giving change the

perception of Florida Prepaid and

Qu eStiO N increase the likelihood of grandparents

purchasing a plan?

Evidence points to the conclusion that emotions greatly influence and determine
consumers’ decisions. The majority of grandparents provide monetary gifts to
grandchildren in order to help with college expenses. This present body of
research leads Gaines Media to hypothesize that presenting Florida Prepaid as a
gift will appeal to grandparents’ emotion and, consequently, influence them to
purchase a Florida Prepaid plan.

Participants

The 42 participants were grandparents who currently have young
grandchildren or are expecting have grandchildren in the near future. .
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Holiday Gifting:
Trending Toys vs. College Tuition
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Children with $1-$499 saved for
coliege are 3 times more likely to enroll.

Infographics
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72% of grandparents feel that it is important to help pay
for their grandchild's college education.

Infographics



Flosda Prepasd
Colege Para

Cwwits

- L e » e

e ©

- e ———

' T erita Prvyes s Cotogn Mave
-~

Nd b han 100 gy wam L e Ty wne prariang VAsw
TR Dy W T

No act of kindness,
no matter how small,

is ever wasted.

' Favide Dreoest Corage Daes

The g sl hevys 1w erny bnwd o paer ek N Livew by ceet tinang
o B Fhorads Progumd phne adey

-5

Facebook
Posts




o e Nisw  » Pas

Fiorica Proceld c Cores Fape Lanece ate

30 o0 0w pOn SORE W RN BV T DOMNGe. Bt P 00 pou T
Jorvowt e hewe petenia pett e

Chanse The rid saevins gond For pome - Plorida Prepuid
Colloge Boand

S A N O DD PR ARG O 1OAGR Dl M TS PRLT SN ¢
ot e e el The Mame T . A 1 e S O §

Y L e — D e

VS.

o e V-t— o s
Fiorida Pregaid B s

Aordarng shet you Aowkl gt wour grard NERe Ba holdayy!
S AL s 1O DN aev ves @ ws v won

WAL Y WY

£ [ Cummant 2 ham

Facebook
Posts




Make college atfordable by saving early
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% The article has been shortened for the purpose of this campaign
book, The participants were exposed to the full article.
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Research
Findings

Our research goal was to determine

whether or not portraying Florida Prepaid

as a gift to new and soon-to-be grandparents would
increase the likelihood of further researching prepaid
plans and increase purchase behavior.



Results

DO YOU TRUST
ADVERTISEMENTS

FROM THESE
PLATFORMS?

FACEBOOK

ONLINE SOURCES

NEWSPAPER

'///////////////////////

HOW LIKELY ARE
YOU TO DO FURTHER
RESEARCH FROM
THESE PLATFORMS?

FACEBOOK

N\

Likely Not Likely

EMAIL

Likely Not Likely

ONLINE SOURCES

NEWSPAPER

Like Not Likely



Demographics

JEHDGRAPHIE

Participant TAVINTIRS
Demographics

4

Participants with an income
level between $75,000-$99,999
are more likely to go to the website

// Gender after viewing this infographic:
7 ‘ . ‘

» / .

Women are most likely to visit
FPP's website after viewing this
infographic:

or reading this article:
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WHAT DID PARTICIPANTS
PREFFER?

GAINES MEDIA VS, FLORIDA PREFAID
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To increase grandparents’ purchase behavior of
Florida Prepaid by 5% over the next three
months. This will be done by marketing Florida
| Prepaid as a gift rather than a financial
G O a investment. New marketing content will be
created with the objective of more effectively

influencing grandparents to visit the Florida

Prepaid website to either do further research or
purchase a plan.

Target Publics

The key publics are grandparents or soon-to-be grandparents in Florida. For this
campaign, the focus is going to be on younger grandparents who are either still
employed or recently retired. This is so that the campaign will be directed
toward those who are planning to help fund their grandchildren’s college
tuition in the near or distant future.

The campaign will target males and females, but mainly females since they are

responsible for the main purchasing decisions in a household and are
emotional consumers (S. Colavecchio, personal communication, January 24,

i



Strategy 1 Strategies

Portray Florida Prepaid as a gift. Tactics

TaCtIC 11 Create new Facebook posts,
articles and infographics that contain
messages that market Florida Prepaid
as a gift.

TaCth 12 Update existing Florida Prepaid website
so that it portrays the plan as gift as a main message
on the page, in the brochure, testimonials and blog
posts.

TaCt|C 13 Pitch new articles that portray Florida Prepaid as a gift to Florida
news outlets, especially ones that are directed toward grandparents.

Strategy 2

Pull on the heartstrings of grandparents.

TaCtiC 21 In the new Facebook posts, articles and infographics make sure
they evoke strong emotions by emphasizing how giving a gift of a
college can change their grandchildren’s lives.

TaCtiC 22 Update existing website and Facebook to include pictures of
happy grandparents with their smiling grandchildren to show the
strong connection the two should have.

TaCtiC 23 Find grandparents who have already given Florida Prepaid as a
gift to have them write testimonials on how it changed their
grandchild’s life.



Strategy 3

Establish methods of communication with target audience.

Tactic 3.1 use the website as a source for grandparents to subscribe for email
updates. Collect grandparent’ emails by having a pop-up on the
website asking them to sign up to receive information. Email them bi-
weekly newsletters with Florida Impact information and updates.

TaCtlc 32 Create social media campaigns that incentivize grandparents to
seek more information on the Florida Prepaid plan via email. Email
them weekly newsletters with Florida Florida information and updates.

TaCtIC 33 Visit schools, government officials, business leaders, and sporting
events that grandparents attend to ask if they are interested in
learning more about Florida Prepaid. Get their emails to send them

information and updates on Florida Prepaid.

TaCtiC 3.4 Find news channels followed by grandparents and get them to
publish or air the story of Florida Prepaid and how it can serve as a

perfect gift. News article or broadcast script should explain the impact
Florida Prepaid can have on students’ future academic achievements
and should encourage target audience to visit the Florida Prepaid
website for more information and increase purchase behavior.

Strategy 4

Compare old and new perceptions of Florida Prepaid.

Ta CtiC 4.1 Administer su rveys to grandparents before and after they are
exposed to the new Florida Prepaid content portraying the plan as a
gift that asks them questions on how they perceive Florida Prepaid.
After both surveys have been completed, compare the two to see if

perceptions have changed.

TaCtiC 4 7 Track the number of visits to the Florida Prepaid website before
and after the new content, portraying the plan as a gift, has been

released and seen by grandparents.

TaCtiC 43 Track the number of Florida Prepaid plans purchased before and
after the new content, portraying the plan as a gift, has been released

and seen by grandparents.



Timeline IEIHHEI

o0 e Distribute survey to measure
current awareness and perceptiony
of target audience, grandparents,
and set up necessary means to
track number of views on the
current website and number of
purchases.

May 28, 2018

Begin implementing Strategy 3
and its respective Tactics by visiting
schools, government officials, news

channels, etc. and asking them to
help increase
exposure.

July 9, 2018

After 6 weeks of continuous exposure
to Florida Prepaid portrayed as a gift,
completely update website to
primarily convey the same message of]
giving Prepaid as a
gift. Use website as a place for
grandparents to sign up to receive
Prepaid updates.

July 14, 2018

Examine tracked data comparing
website views and purchases made
before and after portraying Prepaid

as a gift. Analyze results of new
survey and compare to results of

old survey. O

May 21, 2018

Evaluate results of current
awareness survey. Begin
weekly posts of images,

infographics and articles of

portraying Florida Prepaid as
a gift.

June 18, 2018

Interview grandparents who
have purchased prepaid as a
gift for
testimonials.

July 10, 2018

Distribute survey to measure
new perception after
campaign.

Budget =

$0



Conclusion

Gaines Media's research proved that grandparents are willing to
contribute to their grandchild’'s education. 63% of grandparents provide
financial assistance or monetary gifts to grandchildren in order to help
with college education, school expenses and other assistance (‘Marketing
to Baby Boomers,” 2013). One quantitative study found the vast majority
(96%) of grandparents said they enjoy buying gifts for their grandchildren

(Woelfel Research, Inc, Alan Newman Research, Lampkin, 2012).

Florida Prepaid proposed females make most of the buying decisions in a
household and that females are emotional consumers (S. Colavecchio,
personal communication, January 24, 2018). Studies have shown that
when evaluating brands, consumers primarily use emotions (personal
feelings and experiences), rather than information (brand attributes,

features, and facts) (Murray, 2013). Because of this research, Gaines Media

believed marketing the Florida Prepaid program as a gift to grandparents

will lead to an increase in their purchasing behavior.

Florida Prepaid revealed awareness of the existence of Florida Prepaid is
not the primary concern so much as knowledge and purchase intent (S.
Colavecchio, personal communication, January 24, 2018). For this reason,
the campaign will not focus on raising awareness of Florida Prepaid, but
on increasing the likelihood a grandparent will visit the Florida Prepaid
website to learn more about the plan (increase knowledge). Once on the
website, grandparents are one step closer to actually purchasing a plan.

Overall, portraying Florida Prepaid as a gift will tug on the heartstrings of
grandparents, making them willing to further research the plan and
eventually buy it. Once grandparents think of Florida prepaid as
something they can give a grandchild to set them up for a successful
future instead of a "financial investment,” they will feel more emotionally
tied to the company and more willing to put money into it.
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