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Client Introduction

he story of Ernst Glassworks starts in 1972 when Michael Ernst first began making

glass art. His hobby became his profession in 1989. Sheila Ernst learned glasswork
from her husband Michael and soon joined him in creating glass art. In time, the Ernsts
expanded their line of products from glass pens to include various handmade knitting
and crochet items such as needles, orifice hooks, glass buttons and more. The Ernsts live
and work in Drain, Oregon and sell their products primarily through the Ernst Glass-
works website, at various trade shows and select retailets.

he Ernsts work specifically in flamework, using a gas-fueled torch to melt rods and

tubes of clear and colored glass to make their products. Once in a molten state, the
Ernsts blow and hand-shape the product into its final form. Michael and Sheila Ernst
take great care in producing the highest quality products.



Client Challenge

‘ X Je see Ernst Glassworks as having three main challenges:

The current communication between Michael and Sheila and theit customers could
better be leveraged through a conversational relationship. By shifting away from
short-term transactions and moving towards two-way conversations, Michael and Sheila

can foster long-term relationships with customers.

Although Michael and Sheila believe in their products, customers are still weary of
investing in glass over traditional tools.

The handmade movement is growing and becoming more popular. The Ernst’s
products are already a part of this movement and can capitalize by marketing to-
wards this niche audience.




Solution: The Friendship Model

he relationship between a mass merchandise retailer and customer can be viewed as

an acquaintance. Those who shop at mass merchandise retailers do not mind put-
chasing generic items and might be purchasing the product as a result of convenience,
less expensive cost, or indifference to product material. Items from mass merchandise
retailers are sold at a less-expensive price-point and are frequently featured alongside
other, non-congruous products such as home décor items, craft-related materials and
scrap booking supplies. Customers do not necessarily view this purchase as a long-term
investment.

he relationship between a specialty retailer and customer can be viewed as a friend-

ship. Specialty retail customers support small businesses, value individual style and
appreciate the authenticity and artisanship behind handmade products. Although sold
at a higher price point, customers do not mind the cost, as this purchase is considered a
longer-term investment. Specialty retailers and customers typically tend to have stronger
relationships as many frequently share the same craft-related interests.

he Ernsts and Ernst Glassworks are specialty retailers. Michael and Sheila have at-

tractive personalities and offer a product that is both beautiful in its artistry and high
in quality. Because of these two complementary attributes, Ernst Glassworks has been
successful in selling its products. In addition to these attributes, the experience of inter-
acting with and buying quality glasswork from Michael and Sheila is what defines Ernst
Glassworks as a brand. Using the friendship model, we must highlight everything that
comprises Ernst Glassworks, including packaging, website design, advertising, and brand
continuity.
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Industry Research

There are very few competitors who can offer the

same lineup of products as Ernst Glassworks. However,
a number of companies do offer similar products that
can be positioned as competition.




DIRECT COMPETITORS

irect competitors &f Ernst Glassworks offer mid to

high quality knitting products and tools. Both product
brand and materials haye been chosen to reflect adequate or
considerable thought toward both customer use and cost.
Direct competitors of Ernst Glassworks have considerable
experlehce in the field of knitting. With that said, Ernst
Glassworks has two significant competitors: independent
craft stores and craft and knitting websites.

Independent Craft Stores

Many independent craft stores consist of a boutique-
style store offering customers an assortment of
yarns, knitting tools and patterns. A knowledgeable staff
aware of knitting and crochet trends will most likely be
able to guide and answer customer questions pertaining to
tool selections, pattern choice and also possibly offer their
knitting expertise through knitting and crochet classes. On
occasion these craft stores might offer a selection of glass
knitting tools, but very often their selection may be limited
only to glass knitting needles or glass buttons and other
glass accessories, hardly offering a selection comparable to
that of Ernst Glassworks.

COMPETITORS

Across the Northwest, Ernst Glassworks competes with a variety of

independent stores offering knitting supplies. The foIIowmg is a smaII

selec_tlo,n. :Eugene The Knit Shop Soft Horlzons Ftbre and

Dyelots Fiber Studio

Portland: Knit Purl, Dublm Bay Kmttmg Co Stltch— -

Craft, Ab_u ndant Yarn & _Dyevvorks

Bend Gossamer the Kmttmg Place Junlper Fiber-

works, Stitchin Post

Seattle: Fiber G:all_ery,. Chur:chrhouse _Yarhs & Teas and

Hilltop Yarn East |

Popular brands used within these stores consist of the following, but

are not limited to:

Lantem Moon
Crystal Palace
Clover

- Rosewood

~Ebony

~ Brittany Wooden (inde-

_ péndent p:roduc_er):

' Namaste (glass)
Knitting Dharma (glass)
: Skacel andAddit.Turbo.
' (circular wooden néedlesj
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DIRECT COMR}ETITORS

Craft and Knitting VWebsites

any competitive craft and knitting websites are

family-owned and operated and provide customers |
with a variety of knitting supplies ranging from knitting
needles, crochet hooks, buttons, beads and shawl pins. Of
these featured items, many primarily sell mass-produced or
handmade wooden needles and some offer glass knitting
products in addition to numerous mid to high-level wooden
needle brands. These knitting and craft websites ecither sell
self-produced items or act as distributors of other competi-
tive brands. Most of these websites also provide customers
with an enhanced shopping experience by offering mailing
lists that include information abeut featured products and
tradeshows.

GIaSsZ:art:.co:m L a_srﬁall Cottage Grbvé

based family business established in 1998

' ~that provides its customers with unique

hand blown glass jewelry and art
GlassParadise.com — an artist-owned busi-

ness featuring flame worked creations cus-

. _tomized to a customer’s own specifications.

Headquartered in Los Angeles, California.

' Agoodyarn.net — a New Jersey based

company that acts as a distributor of Na-

maste jNe:edI:es

" The following are some of Ernst Glassworks” main online competitors:

.Dr:'eamWea:lvelfYa:rns'.com — an online bou- |
tique yarn shop featuring luxury knitting

and crocheting supplies such as patterns,

:sp_éc-iélty. yafns; ne_edies, créch:et hooks and
knitting and crochet bags |
-StitchDiva.com - an online distributoriof
:vafion I{nifting need.les. and toolé, yarns,
knit and crochet patterns, knitting bags, kits |

‘and patterns®

Both Glass2art.com and GlassParadise.com offer their own line of gIaSs

knitting needles, crochet hooks, marbles, pens and glass accessories. Popu-

lar knitting and crochet brands sold through the other three consist of:

Nanﬁas"te (glass)
Kollage

Addi |

Knit Stix |
Bella Blue:

Lantern Moon

_ Sli<ac'el
" Susan Bates

Ed Jénk-ins .\/\/<.Jodwor|<i.ng
| CIovéri

[ Glass2art |
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INDIRECT COMPETITORS

A

Indirect competition for Ernst Glassworks typically consists
of the hand-me-down market, other substitutable products
and other craft activities. The hand-me-down market is a default
competitor for two main reasons: sentimental'value and conve-
nience. This is because people in this market are loyal to their
tools and see Ro need to switch products or replace tools. Oth-

er craft activities such as scrap booking and SCW]}g also present
a challenge because of its relation to the handmade movement.




Insights

T rnst Glassworks has many attributes ithat could be better showcased and leveraged with a re-

A __vamped website. Many direct competitors efficiently use their website with easy to use ordering
pages, clear product images as well as links to complementary external knitting and craft related web-
sites. Most of these products, such as specialty inks and yarns are either other products found within
the web site or are products found on other websites. Other websites, such as YarnsandThreads.com
also offer newsletters to keep customers informed of ‘the latest products and business news, while
other companies use newsletters to provide customer reviews. These are all features that Ernst Glass-
works could benefit from including on its website.

dditional features that Ernst Glassworks could use to encourage customer interaction include: my

favorites pages, tell a friend e-mail and bookmark me links, wish lists, customer accounts, viewing
and purchasing information, customer reviews, bestsellers and most popular products charts, product
facts, development process, item of ‘'the week notifications and a keyword search feature.

Many competitors’ websites, such as glass2art.com and glassparadise.com have basic web design-
that utilize tool and sidebars. Ernst Glassworks could enhance its website appeal by adapting
to:more advanced technology such as clickable slideshows featuring the latest products and flash-
enhanced drop down menus inithe same fashion as the major retailers, Joann.com and Michaels.com.
Making the Ernst Glassworks website more interactive provides opportunity for Michael and Sheila to
rise above competitors and compete within a larger market to create a more personal, informative and
practical website.
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Opportunities

1
Ernst Glassworks has a unique opportunity

to establish a|strong brand image in the handmade market. Ernst Glassworks also
has a wonderful opportunity to build stronger business-to-business relationships by

sources for specific inks, yarns, and more, Ideally, this would result in and encourage
Glassworks, driving more customers traffic to the website. In addition, an increased |

attract customers such as “try before you buy” customers and those'not comfortable

recommending customers to external
those businesses to link back to Ernst

ocal presence provides an opportunity to
with making online purchases,



Michael and Shelia Ernst are both artisans and R‘[E '[P M EL
small business owners. Their current success F NDS‘-\ OD
stems primarily from their spirits and welcoming

personalities. We intend to capitalize on this success

by crafting a business model that allows their per- TRUST
sonalities to shine throughout every facet of Ernst _ RESPECT
Glassworks. This strategy is built on a model of MEET CONVERSE BOND SHARE COMMLTMENT — MATNTAIN
friendship, meaning customers and businesses will _ ‘ [ —@ @ —@ o L J |
understand and respect Ernst Glassworks as a busi- ' ’
ness and as a friend.

TRANSPARENCY BUILLD

AUTHENTLCLTY VALUE EEP 1T TRESH

CHEMISTRY LISTEN + KEEP 1T CURRENT
REPLY '
DUAL
INSPIRATION



en first introduced to Michael and Sheila’s products, it was difficult to fully encompass the beauty of
their work as the usage of similar colors in the website and product design detracted from their art.

To incorporate the personalities of Michael and Sheila with the Ernst Glassworks brand, Sheila’s blog was
referenced for inspiration. This insight shed light on the fact that Michael and Sheila’s craft is directly in-
spired by their love of art, people and nature. Implementing transparency between Michael and Sheila and
the Ernst Glassworks brand was a major goal for the creative strategy. The look was developed to accentu-
ate the spirit of friendship modeled by Michael and Sheila.

It was important to select a color pallet to represent Michael and Sheila as individuals, artisans and business
professionals. The colors selected are drawn from nature, yet forgo a seasonal lifespan. These colors com-
plement the vibrant hues found throughout their work by focusing the eye on the beauty of the glasswork,
rather than competing for attention. To create a more per-
sonal experience for customers and complement the hand-
made quality and effort used to produce Ernst Glassworks
products, organic and textured materials, styles and typefaces
have been chosen.

To incorporate the business with creative strategy, a focus on brand syncing is recommended. This element
8Y> REUS

provides continuity and serves as a brand connector between product packaging, website design and style

guide.




TARGET AUDIENCE

Ernst Glassworks’ audience is primarily women,
aged 35 to 65. Most have a more disposable
income and regardless of life schedule find time

for their hobbies. They consider themselves smart,
productive and engaged, and enjoy including others

in their activities. This audience requires meaningful
and quality social interactions both on and off the
web. They are connected to their handmade products
and the handmade movement overall. They are willing
to invest money into quality materials for their craft-

work. They are also culturally savvy and closely follow

trends in the craft world.




BRAND VALUES

Michael and Shiela Ernst's Personal Values

CRAFTSMANSRTP | | | SERVICE
| L ATHENTICITY

he Ernst Glassworks brand is a professional
representation of the personal values that Mi-
chael and Sheila Ernst have. These values extend to

all facets of the brand; from larger elements such as

MICHAEL AND SHIELA business practices, customer experience, and crafts-
ERNST FRIENDSHIP manship of the products themselves, to smaller

ARTISTLC VISION

elements such as website design, logos, typefaces
O O v/

/ and styles. Customers should be able to recognize

an Ernst Glassworks product simply by looking at it

and recognizing the beauty, quality craftsmanship and

artistic vision with which it was created. Their experi-
PASSTON | ence purchasing the product, using it and interacting

with the company in the future should support this

LOYALTY PRIDE TN WORK initial, positive brand image.

Authenticity

Artistic vision

Quality craftsmanship
Innovative

Friendship

Dedication to customer value
Pride in their work

Passion




Business Strategy

Although the website is the main interaction point between Ernst Glassworks and its customers, many use
other mediums. To complement Ernst Glassworks' strong Internet presence, traditional mediums have also
been selected to support its strong Internet identity.

Many of Ernst Glassworks’ sales are generated from the website. However, with a redesigned and more informative web-
site, customers will be more comfortable with using the website as the main point of purchase. While we recommend
that Ernst Glassworks continues to sell products at tradeshows and additional in-store locations, it is most important that Ernst
Glassworks utilize the website as its primary storefront.

By having more Ernst Glassworks products in stores, customers who “try before they buy” their products will appreciate the
“hands on” experience found in stores. Moreover, a redesigned website can provide customers with greater product informa-
tion and an increased customer-to-product trust leading to more sales.

Measuring growth: To promote and foster business growth, a method known as “glocalization” has been recommended. Glo-
calization is the idea of thinking global and acting local. The strategy of glocalization is to establish a core initial market for
wholesaling (Oregon) that allows the business to grow naturally.

This initial market would be specialty stores in Oregon, with a gradual expansion up and down the west coast and across the
country. For the first year, the initial base market will be Eugene and Portland followed by suggested second stage cities such as
Bend, Oregon, and Seattle, Washington. However, these cities would be dependent on the direction the growth would take.




Magazine

‘ x Jhile many people in Ernst Glassworks’ target audience are inter-

net savvy, there are still those who only use the Internet for spe-
cific purposes rather than browsing or shopping. For those potential
customers, Ernst Glassworks may go largely unnoticed. While Ernst
Glassworks will maintain a strong Internet presence, a magazine-based
ad campaign would be beneficial as well. In some ways, magazines are
quite opposite to the Internet: A magazine is hands-on, giving one the
ability to interact with a tangible medium. Magazines tend to have a
longer shelf life than other mediums; however, most magazines have
online content, so the two complement one another. The ads featured
in the magazines will peak interest and drive avid magazine readers and
occasional Internet users to the Ernst Glassworks website.

he magazines selected are chosen to reach slightly different audi-

ences within Ernst Glassworks’ target audience. The local Oregon
publications target art-loving individuals because of their more dis-
posable income and interest in Ernst Glassworks products, while the
national magazines target fiber arts artisans in Oregon because of their
love for the craft. The magazine advertisements will be threefold: They
will highlight the revamped website, name store locations and list the
upcoming craft fairs where Ernst Glassworks will showcase its prod-
uct. The national fiber craft publications will appeal to fiber artisans by
highlighting the handmade and aesthetic aspect of the product, as well
as the drive traffic to the website.

Eugene Magazine/Portland Monthly: As magazines in the
two markets chosen to feature Ernst Glassworks products, Eugene
Magazine and Portland Monthly have been selected as comple-
mentary mediums to Ernst Glassworks’ products. Both Eugene
Magazine and Portland Monthly are growing lifestyle magazines
that feature fine living and art. Both magazines focus on readers in a
higher income and education bracket who participate in city art and
lifestyle movements. Moreover, both Eugene and Portland are used
to promote a brand based in Oregon, as they are both local in the
geographic, demographic and psychographic sense. These charac-
teristics contribute to the friendly and artistic personality that Ernst
Glassworks is based on. Aside from statewide newsstand and sub-
scription services, both magazines havea widespread professional
distribution program, featuring their magazines in professional,
medical and hotel lobbies. These magazines should invite readers to
visit the website or the specialty.shops and craft shows where Ernst
Glassworks is present.

Cast On Magazine: Cast On is the official magazine for The
Khnitting Guild Association (TKGA). While reaching a smaller audi-
ence, it is a knit-specific magazine that is a staple of knit and crochet
shows; the two particular crafts specific to the art that Ernst Glass-
works produces. Being an association magazine, Cast On has a loyal
fan base of seasoned knitters and crocheters with a high level of
experience that also fit Ernst Glassworks’ target audience.

Creative Knitting: Creative Knitting is part of a seven maga-
zine series dedicated to a variety of fiber arts. Creative Knitting is
mailed to roughly 100,000 readers bi-monthly. This large readership
provides great opportunity for potential customers to be reached.
Creative Knitting has a prominent online presence and offers nu-
merous online advertising options as well, including advertisement
on popular knitting sites such as freepatterns.com. This strong
online presence could bring magazine readers directly to the Ernst

[

Glassworks website.



Internet

The majority of Internet media stem from the Ernst Glassworks website. Embedded within the site are a Word-
press blog, a Flickr photo gallery, a link to a personal Ravelry page, how-to-videos featuring Ernst Glassworks
products, favorites links of related products, businesses or possible charities the Ernsts endorse. Additionally, the
Ernsts can release an e-newsletter on a bi-monthly basis alerting past and potential customers of new products,
tradeshows, how-to-videos, endorsed companies, Ernst life updates and more. Ernst Glassworks also currently has
a banner ad on ravelry.com that will be reproduced and rerun. There will also be web advertising through eugen-
emagazine.com, one of the recommended publications. The website content is free, and the internet advertising is
very low cost and has the potential to reach a large number of consumers

Website Design

The primary interaction between Ernst Glassworks and its customers is its website. As Internet culture progresses
and websites become more interactive, it is necessary for Ernst Glassworks to maintain a fashionable and attractive
website that is practical and easy to navigate. While the current website is functional, it does not serve the customer
as well as it could. A new website design will feature a simple but elegant user interface, high-resolution photos of
products, and interactive elements such as a company blog, videos, and a feedback section. It will also feature a
FAQs section to better educate the customer on the strength of borosilicate glass and answer other questions.
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EBSITE SUGGESTIONS

19

| Ernst Glassworks focuses primarily on its fiber tools, however pens have not been forgotten. The handwrit-

ten company title was strategically placed to showcase glass pens, demonstrating the pen in action.

2. The tags on the site clarify website navigation. These tabs serve as quick and easy access to frequently visited

areas of the site.

3. A''features” section will live on the main page of the webpage, serving to highlight Ernst Glassworks’ prod-
ucts. In this section, a rotating image will be displayed on the main webpage, in order to showcase a product

on a more personal and in-depth manner.

4. A welcome video will be added to the main page of the Ernst Glassworks webpage. This video will feature
a personal introduction from Michael and Sheila Ernst, along with a brief introduction to the Ernst Glassworks
company and products. This video is based on the friendship model strategy, allowing customers to better

understand Michael and Sheila Ernst and Ernst Glassworks on a more personal level.

5. In the Ernst’s blog, posts will be categorized according to posts. This section is designated to company-
related posts that are featured through an RSS. The RSS feed will automatically update a link directly from the
Ernst's blog.

6. This section will feature customer testimonials. Each time the main webpage is refreshed, a new testimonial

will be featured.
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he recommendations for Ernst Glassworks follow a suc-

cinct brand strategy; however, leave room for options
within the overall recommendations. A little more than half
of the allotted budget remains, so Michael and Sheila can
decide the path they would like to take with each recommen-
dation. For example, a professional videographer can be hired
which can cost $500 to $2,500, a student videographer can be
contracted to film and produce the website video for less than
$500, or Michael and Sheila can purchase a personal video
camera for less than $200 and produce the video themselves.

here are also options for website redesign. The most

expensive options would be to hire a professional website
coder to build and maintain the Ernst Glassworks webpage.
Michael and Sheila could also hire a professional website
designer who can maintain a template-based webpage. For
the lowest cost, Michael and Sheila could hire a freelance web
designer from a website such as elance.com.

@ 1004 BUDGET - 19,33

\

@D NEW PACKAGE MATERTAL - $200

(O WEBDESIGN - $3,000

D REMAINING BUDGET - f21.4¢6







Ernst Glassworks 1s 1n a great position to grow as a company; however, in order to do so,
a brand strategy needs to be established that syncs all elements of the company as well

as represents the core values of Michael and Sheila Ernst. This strategy which 1s based on a
triendship model will position Ernst Glassworks as a distinguished company with a strong
brand. Complemented by a strategic media campaign, will create remarkable brand awareness,
streamline business tactics and increase customer base, ultimately opening the door to greater
success for Ernst Glassworks.




Jake Sauvageau
Account Manager

Jake is a native of Vancouver,

Washington, and will be pur-

suing a Master's degree. He

. likes playing and listening to
music, photography, traveling,

and restoring old cars.
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Kim Karalekas
Account Planner

Kim is graduating this
year with degrees

in Advertising and
Spanish. She enjoys
people watching,
playing the violin,
traveling and hopes
to have a career
involving cultural an-
thropology and eth-
nographic research.




Jose Tancuan

Ashly Stewart Research Lead

Designer

Ashly is a native Oregonian
who adores music, travel, and
good conversations. She be-
~lieves that we must leave the
. world a more beautiful place
than the way we found it and
that if things are worth doing,
they are worth doing well.

Jose comes from
Portland, Oregon,
and wants to work
as a page designer
for a high-end
magazine or in an ad
agency doing creative
work. He plays tennis
and watches televi-
sion when he’s not
designing.

Jason Shannon
Copywriter

Jason hails from La Center,

' Washington, and will work

creatively with media and video
production. He has a love for
film, video games, music, and
interactive media and its influ-
ence in the world.
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