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June 18, 2009  
 
From: Jessica Bruce, President Unity Yoga 
To: Unity Yoga 2009 Board of Directors 
 
Subject: Unity Yoga Marketing Communications Plan 2 009  
  
Project Overview : 

This set’s forth the Marketing Departments objectives, goals, strategies, tactics 
and proposed measures and the specified integrated communications plan designed to 
gain 1,200 new Unity Yoga clients that purchase monthly packages.   
 
Background:   

FY 2009’s growth will be fueled by the introduction of a new service referred to 
herein as Unity Yoga. Unity Yoga is an organization that offers various different types 
and levels of yoga classes and nutrition programs as well as opportunities and incentives 
to help save the environment. The Mission of Unity Yoga is to encourage honoring of the 
self, the community and the earth by bringing these three elements together into a united 
whole through the practice of Yoga. They strive to promote the practice of yoga in a non-
competitive and supportive environment in which everyone feels comfortable and 
acknowledges the earth as the provider of this healthy opportunity.  
 
Target Market Description:   
             Unity Yoga offers various classes ranging in level of difficulty and therefore can 
be taken by those that have never done yoga before as well as people that are 30+ 
years into their Yoga practice. For this reason it is necessary to target four different 
audiences in which Unity Yoga’s services can be beneficial to their health and well-
being.  
 

1.) “20 Something’s” This target audience consists of people who are young 
ranging from 20-30 years of age and live in “happening” spots throughout San 
Diego County such as Downtown, Pacific Beach and Ocean Beach. They are 
tech-savvy and are either in college or recent graduates. Most live in rented 
apartments or houses with a few friends or a significant other. They are 
preoccupied with finding ways to balance school, work and leisure activities. 
Their nightlife entertainment consists of chatting with friends over espresso at 
the coffee shop or grabbing a drink at a hip “dive” bar. They tend to be highly 
influenced by the media and buy the latest tech products on the market such as 
iPhones and iPods, and are up with the latest trends of “going green.” They are 
constantly surfing the net and obsessed with connecting with friends and new 
people online, posting pictures and updating their profiles through the latest and 
greatest social networking sites. 
 

2.) “Fast-Paced Families”  This target audience consists of members who range 
from age 30-40 and are college graduates with young to middle age kids. 



Jessica Bruce 

National University - COM 630 

2 

 

 

Whether its driving a hybrid car or using reusable grocery bags, this group 
consists of eco-friendly social advocates. They possess democratic or 
independent political views and are health conscious and only shop at organic 
health food stores such as Trader Joes, Henrys, Whole Foods, or the small local 
co-op. They are very active and depending on the season, take their families 
skiing, camping or boating. They care about staying in shape while they raise 
their kids and are constantly trying the latest and most popular means of 
exercise.  

 
3.) “Worker Bees”  This target audience consists of members who range from age 

40-50 and are college graduates with teenagers. They are tech-savvy and spend 
a lot of their time surfing the net to keep up with the latest news. They are at the 
prime of their career and after hard work have attained high-level positions within 
large corporations. They are health conscious and are trying to get back into 
shape now that their kids are close to being raised. Due to their desire to know 
as much as possible, they are well aware of the need to protect the environment 
as well as the benefits of exercise and eating organic foods.   

 
4.) “Elite”  This target audience consists of people who are 55 plus and earn over 

$100,000 from salary and investments. They have lots of time on their hands 
since their kids are all raised and are focused primarily on maintaining a healthy 
lifestyle through their elder years. Live in the upper class areas of San Diego 
County such as Del Mar and La Jolla. This group engages in expensive activities 
such as traveling, being members of Country Clubs and shopping at stores such 
as Saks Fifth Avenue. The “Elite” are also socially responsible and interested in 
using their assets to give back to the community and the environment.   

 
Goal: Persuade the target audience to become members of Unity Yoga through 
increased awareness of the organization as a whole.  
 
Copy Strategy Description and Rationale:  
      Each strategy will be directed at a different Target Audience depending on the media 
choice and what message is being conveyed. The messages delivered through the 
different channels are all meant to build brand awareness among Unity Yoga and relay 
information about the organization as a whole to the intended audience. Detailed 
explanations of how the media choice and message aligns with the target audience are 
included under each strategies explanation.  
      
Marketing Communication (MarCom) Plan Objective :  
 
Communication Objectives:   
1.) Build Brand Awareness of Unity Yoga as being a premier yoga studio  
2.) Build Awareness of Unity Yoga’s efforts of giving back to the environment  
3.) Build Awareness of Unity Yoga’s monthly Beach Clean-up  
4.) Increase Awareness of the positive health benefits of Yoga 
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5.) Drive people to new service trial at Unity Yoga  
 
Marketing Objective:  
1.) Gain 1,200 new clients that purchase client packages during the 12 months of the 

campaign.  
2.) Gain 100 new clients that purchase a client package each month, with an 80% 

retention rate of new clients for the length of the campaign, 
3.) Gain a total of 6,480 monthly memberships bought through Unity Yoga at $89 a 

piece.   
 
Marketing Objectives Table:  
     The overall goal of the campaign is to gain 1,200 new clients- 100 clients a month for 
the 12 months. Each month it is expected that there will 100 new clients and 80% of 
these new clients will return every month for the length of the campaign. The client 
package purchases cost the client $89 a month. The table illustrates the number of new 
clients each month, returning clients, and total number of clients. By the end of 12 
months, the 1,200 clients will have bought in total 6,480 monthly memberships. At $89 
each, the total income equals $576,720.  
 

• 100 New memberships per month 
• 80% retention of new members for 2nd month through end of campaign 

 1 2 3 4 5 6 7 8 9 10 11 12 
New 100 100 100 100 100 100 100 100 100 100 100 100 
Return  80 160 240 320 400 480 560 640 720 800 880 
Total 100 180 260 340 420 500 580 660 740 820 900 980 
 
Total Memberships = 6,480 
Cost Per Membership = $89 
Total Income $576,720 for 12 months 
 
Calculated Gross Margin Percent:  
       This following illustrates the calculated gross margin percent for Unity Yoga.  
 
Fixed Costs: 
Rent:  $3600/Month * 12 Months = $43,200 
Insurance:  $5,000/Month * 12 Months = $60,000 
Utilities (Water, Electricity, Trash): $100/Month * 12 Months = $1200 
Maintenance:  $400/Month * 12 Months = $4800 
Manager:  $40,000 
Instructors:  $110,400   (Total Classes:  (6480 memberships * 8 classes)/18 people * $40 
= $115,200 
TOTAL:  $260,400 
GM% = (576,720-260,400)/576,720 = 55% 
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MarCom Goals:   
1.) Facebook Tactic leads to 300 new client monthly package purchases over the next 
12 months. 
2.) Twitter Campaign leads to 100 new client monthly package purchases over the next 
12 months. 
3.) Press Release distribution and media relations leads to 200 new client monthly 
package purchases over the next 12 months.  
4.) Sales promotion leads to 400 new client monthly package purchases over the next 
12 months.  

5.) Sponsorship event leads to 200 new client monthly package purchases over the next 
12 months.  
 
MarCom Strategies, Tactics and Measures  
 The four strategies for the Marketing Communication Plan are Interactive Web and 
Social Media, Sales Promotion, Public Relations and Sponsorship. The tactics include 
creation of a Facebook page and implementation of a Twitter Campaign, purchase and 
distribution of Logo water bottles, Press releases and media relations and sponsorship 
of the “Scripps 40th Annual Mercy Ball. In order to ensure that each strategy meets its 
goal of client package purchases, when each client fills out the form to buy a package, 
they will be asked how they heard about Unity Yoga. This information will be tracked in 
order to get a firm understanding of which strategies met the intended marketing 
communication goals of the plan.  

 
Strategy 1: Interactive Web and Social  

Interactive web and social media will be used to reach the target audience 
“Twenty-Something’s.” The tactics will be used to build brand awareness of Unity Yoga 
as being a premier yoga studio as well as their efforts of giving back to the environment, 
including their monthly beach clean-ups. They will also be used to build awareness of 
the positive health benefits of Yoga and drive people to new service trial at Unity Yoga. 
The goal of the interactive web and social strategy is to altogether persuade 400 people 
to purchase a new client package at Unity Yoga.  

 
Tactic: Facebook Page  

Unity Yoga is going to create a Facebook page, which will be used to meet all of 
the outlined objectives. The medium will be used as a tool to relay information about 
Unity Yoga such as who they are, their environmental efforts and classes and discounts 
they offer to other Facebook users. Facebook is an efficient way to put out information to 
a lot of people at once as well as interact with the target audience, who is young, social 
and tech-savvy. Through this type of social networking site the spread of information is 
viral and provides Unity Yoga an opportunity to send out information quickly and 
efficiently as well as interact back and forth with their target audience.   

The Facebook page will be regularly updated about the monthly beach clean-ups. 
The Facebook updater will search for friends by using demographics such as age, sex, 
and geographic location to target the correct audience and then send out a friend 
request to those that meet the “20-somethings” criteria. The updater will join groups that 
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are related to Yoga and protecting the environment to also help them efficiently reach 
the target audience by associating themselves with Yoga and eco-friendly efforts. 
Messages will be posted daily on the Unity Yoga’s Facebook page regarding Unity Yoga 
classes and upcoming events. These messages that are regularly posted on the Unity 
Yoga page will show up on all their friend’s pages walls and will be most likely read by 
the target audience therefore meeting the campaign objectives. Information about yoga 
classes and discounts will be used to drive people to try out a service that Unity Yoga 
offers. The Facebook page will be updated daily in order to ensure constant interaction 
with the target audience.  

Audience Rationale:  Facebook is an efficient way to put out information to a lot 
of people at once as well as interact with the target audience, who is young social, tech-
savvy and users of the latest social networking sites. The message will be of interest to 
the target audience since they made the choice to add Unity Yoga as a friend.   

 
Tactic: Twitter Campaign   

Unity Yoga is going to create a Twitter campaign to build awareness of their 
philanthropic efforts of protecting the environment. For the first 300 people that follow 
Unity Yoga on Twitter, three dollars (1 for the self, 1 for the community, and 1 for the 
environment) will be donated to Surfrider Foundation, which is a “non-profit grassroots 
organization dedicated to the protection and enjoyment of our world’s oceans, waves 
and beaches.” The Twitter campaign will give the target audience first-hand experience 
of Unity Yoga’s efforts towards helping the environment. Through Twitter the relay of 
information spreads quickly as well as gives Unity Yoga an opportunity to interact with 
their target audience. Unity Yoga will daily update information on the campaign through 
“tweets” and once the first 300 followers are met, Unity Yoga will continue to update 
Twitter daily with information about the organization, upcoming events, and classes and 
discounts in an attempt to drive new service trial at Unity Yoga which will lead to new 
client package purchases.  

Audience Rationale: Twitter is a way to reach technologically advanced 
individuals that use the newest social networking sites. By running a campaign that 
illustrates Unity Yoga’s philanthropic efforts of protecting the environment, the target 
audience that has a positive attitude of Surfrider Foundation, will attribute these positive 
feelings towards Unity Yoga.   
 

Measurement Criteria and Source:  
              Outlined below are the measures goals and sources of measurement that will be 
used to measure the Facebook and Twitter tactics. The specific measurement goals 
each strategically have an affect on the overall goal for the given tactic. For the 
Facebook page it is assumed that if 18,000 people view the Facebook page, than 10% 
of viewers will add Unity Yoga as a friend. Out of those 1,800 friends, 50% (900 people) 
will be driven to the studio and 1/3 of those that try out a class will become regular 
clients leading to 300 new client package purchases. The updater will join 4 groups a 
month and regularly leave direct comments on Friends’ pages in an attempt to receive 
direct comments and group invitations in return. Google analytics will be used to track 
the number of page views and the other measurement goals will be tracked through 
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Facebook software. For the Twitter account to meet the goal of leading to 100 new client 
package purchases, three times that number (300 people) must be driven to the studio. 
It is assumed that 1/3 of Unity Yoga’s followers will come to the studio which represents 
the goal of achieving 900 followers altogether. This information will be available through 
Unity Yoga’s Twitter account.  
 
 
Tactic [Name] Measures Measurement 

Goals 
Source of Measures 

Facebook 1.) Views 
2.) Friends 
3.) Group 
Invitations 
4.) Joined Groups 
5.) Direct 
Comments 
6.) Drive to Studio 
7.) Regular Clients 

1.) 18,000 views 
2.) 1,800 Friends 
3.) 20 Group 
Invitations 
4.) 48 groups 
5.) 900 Direct 
Comments 
6.) Drive 900 
People to studio 
7.) 300 new regular 
clients 

1-5.) Google 
Analytics 
This Facebook 
information is 
viewable within the 
Unity Yoga 
Facebook Account- 
on the profile page 
as well as through 
mini-feed updates 
received via email.  
6-7.) New Client 
Form  

Twitter 1.) Followers 
2.) Top Followers 
3.) Drive to Studio 
4.) Regular Clients 

1.) 900 followers 
2.) 100 people’s 
top followers 
3.) Drive 300 
people to studio 
4.) 100 new regular 
clients 

1-2.) This Twitter 
information is 
available through 
Unity Yoga Twitter 
Account.  
3-4.) New Client 
Form 

 
Cost:  
     Google analytics is free and will be used to track views of Unity Yoga’s Facebook 
Page. Social Media Magic is a company that designs and maintains social networking 
pages for organizations. They claim that experienced entrepreneurs, executives and 
business owners see the most results from social networking profiles and spend on 
average 30/hours a month properly maintaining their social media campaign for one 
profile. Social Media Magic charges $197 to set up the account and $397 a month to 
regularly maintain a social networking profile page. Unity Yoga is using this information 
as a backbone to determine the cost of setting up and maintaining social networking 
pages because they are going to hire a Unity Yoga employee to do the work to ensure 
that the page is updated daily with accurate information. The employee is going to 
update the Facebook page, 1.5 hours every day for the full 52 weeks of the campaign 
equaling a total of 390 hours. The employee will initially need an additional 4 hours to 
design, set-up the account and familiarize himself or herself with the software. Therefore 
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totaling 394 hours spent on the Facebook page. The employee will be paid $20 an hour 
for their work equaling a cost of $7,880 for the tactic Facebook Page. 
 For the Twitter campaign Unity Yoga will donate $900 to Surfrider Foundation. Daily 
updates are also needed on the Twitter Account but since the goal is less new clients 
than the Facebook page, 10 hours a month will be spent on the Twitter Campaign. The 
Twitter Campaign will take initially around 2 hours to set up totaling 122 hours spent for 
the full 12 months. The employee will be paid $20 an hour for their work equaling 
$2,440.  Therefore the Twitter Campaign tactic will cost $2,440 + $900= $3,340. 
 
 
Tactic [Name] Production ($) Media & 

Placement ($) 
Fulfillment 
($) 

Total Activity 
Cost ($) 

Facebook  $7,880 $0 $0 $7,880 
Twitter Campaign $2,440 $0 $900 $3,340 
Total Cost 
Strategy 1 

$10,320 $0 $900 $11,220 

 
 
Return:   
     In order for the marketing strategy of Interactive Web and Social Media to break even, 
revenue driven by unit sales of new client package purchases will need to exceed that of 
$24,933.  
 
Tactic [Name] Gross Margin  Break-Even $ 

Facebook 55% $17,511 
Twitter Campaign 55% $7,422 
Total B/E  $24,993 

 
Strategy 2: Sales Promotion  

The Sales Promotion strategy will be used to reach the target audience “Fast-
Track Families.” This strategy will be used to build brand awareness of Unity Yoga as 
being a premier yoga studio as well as their efforts of giving back to the environment. 
The tactic will strive to drive people to new service trial at Unity Yoga and ultimately lead 
to 400 new client package purchases.  

 
Tactic: Logo Water Bottles  

 Unity Yoga is going to purchase 2,400 water bottles with their Logo on them from 
“0 Premium Waters”. Every month for the next 12 months Unity Yoga employees are 
going to attend a San Diego event relative to exercising or protecting the environment 
including Marathons, Walks, Bike Rides, “Earth Day”, “Paddle for Clean Water,” Beach 
Clean-ups etc. At each event Unity Yoga is going to hand out 2,000 of the logo water 
bottles to attendees that fit the target audience criteria and tell them that if they bring the 
water bottle back to the studio to be recycled then they get to take a class of their choice 
for free at Unity Yoga. This tactic is used to not only build awareness of Unity Yoga’s 
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efforts of protecting the environment but also drive people to new service trial at Unity 
Yoga. By handing out the water bottles, Unity Yoga is not only promoting good health, 
but also giving the active target audience an incentive to come to Unity Yoga and try out 
a class.  

Target Rationale: Events that are related to protecting the environment and 
exercise is a good place to find the “Fast-Track Families” who often take weekend family 
outings to these types of events. A free yoga class among an active group of the target 
audience is a good reward that does not take much effort to receive.  
 

Measurement Criteria and Source:  
The ultimate goal of the water bottle distribution is to gain 400 new clients that 

purchase a package at Unity Yoga. Assuming that 5% of those that receive a water 
bottle will bring the water bottle back to the studio, and a third of those that take a class 
will become regular members. In this case 24,000 water bottles need to be distributed 
causing 1,200 people to bring them back to the studio and take a free class, resulting in 
400 new clients that purchase a monthly package.  
 
 
 

Tactic [Name] Measures Measurement Goals Source of 
Measures 

Logo Water Bottles  1.) Distribution  
2.) Return to Studio 
3.) Regular Clients 

1.) Distribute 24,000 
water bottles 
2.) 1,200 people bring 
water bottles back to 
Unity Yoga 
3.) 400 new regular 
clients 

1-2.) Unity Yoga 
team tracking 
number of 
bottles 
distributed and 
brought back to 
the studio  
3.) New Client 
Form 

 
 
Cost:   

Unity Yoga is going to order the logo water bottles through O Premium Water. O 
Premium water charges $7,990 for a 1,000 cases and each case comes with 24 bottles. 
Their shopping cost for this many cases is $500. Therefore the cost of production equals 
$8,490. Unity Yoga also has to pay someone to pass out the water bottles at the monthly 
events. Two employees will attend each event for four hours and will be paid $20 an 
hour to distribute the 2,000 logo water bottles. This totals $1,920 for the Media and 
Placement cost of the Sales Promotion Strategy.  
 

Tactic [Name] Production 
($) 

Media & 
Placement ($) 

Fulfillment 
($) 

Total 
Activity 
Cost ($) 

Logo Water Bottles $8,490 $1,920 $0 $10,410 
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Return:   
           In order for the Marketing Strategy of sales promotions to break even, revenue 
driven by unit sales of new client package purchases will need to exceed that of 
$23,133. 
 
Tactic Product GM % Break-Even $ 
Logo Water Bottles 55% $23,133 
Total B/E  $23,133 
 
 
Strategy 3: Public Relations  

The Public Relations strategy will be used to reach the target audience “Worker 
Bees.” This strategy will be used to build brand awareness among the target audience of 
Unity Yoga as being a premier yoga studio and their efforts of giving back to the 
environment, including their beach clean-ups. The tactics will increase awareness of the 
positive health benefits of Yoga and strive to drive people to new service trial at Unity 
Yoga. The ultimate goal of this strategy is to persuade 200 people to purchase new 
client packages.  
 
Tactic: Press Releases & Media Relations  

One tactic of Public Relations is the writing and distribution of Press Releases. 
Unity Yoga will hire a public relations practitioner to write and distribute press releases 
as well as use media relations to pitch story ideas to editors about Unity Yoga. The first 
press release will be used to build awareness about the Twitter Campaign. The second 
will be about Unity Yoga’s other environmental efforts such as the local Beach Cleanups. 
The third will be about Unity Yoga’s sponsorship events. Once these three press 
releases are distributed to create a positive liking of Unity Yoga through connecting them 
with their philanthropic efforts, subsequent press releases will be distributed that position 
Unity Yoga as a credible Yoga Studio and provide information about their classes and 
discounts. These press releases will be used to drive people to try out the services that 
Unity Yoga offers. A total of 12 press releases will be written and distributed over 
Business Wire, one a month for the next 12 months. To reach the target audience the 
press releases will be sent through the Business Wire “San Diego Metro” Distribution list, 
which goes to local San Diego publications. The press releases will also be sent through 
trade publication distributions titled “Health” and “Environment.” The public relations 
practitioner will also use media relation strategies to pitch each of the press release 
stories about Unity Yoga local editors in an attempt to gain unbiased media coverage 
through the writing of feature stories. Press releases are a way in which Unity Yoga can 
send detailed information about the organization and it’s efforts to multiple channels at 
once. Therefore they can build awareness and meet their objectives among a large 
audience very quickly by both the distribution of these press releases and feature stories 
by credible editors.  

Total Cost 
Strategy 2 

$8,490 $1,920 $0 $10,410 
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Target Rationale:  To reach the target audience the press releases will be 
distributed to San Diego County publications, and trade publications that cover areas 
such as Yoga, protecting the environment, health and active lifestyle. “Worker Bees” 
spend a lot of time reading news online and therefore press releases posted on several 
websites are an affective way to reach them.  
 
Measurement Criteria and Source:  
 The ultimate goal of the Public Relations strategy is to gain 200 new clients that 
purchase a package at Unity Yoga. Out of the 12 press releases that are distributed, the 
goal is 60,000 hits altogether assuming that 25% that view a release will go to the 
website and 1% (600 people) will actually go to the studio. Out of these 600 people 1/3 
will become new clients leading to 200 new client package purchases. Business Wire is 
used to not only distribute the press releases but also track the number of hits on the 
press releases and the Click-through Rates on links embedded in the releases (Unity 
Yoga’s website). Business Wire also tracks the number of views on each site and the top 
search terms people used when looking for the site. This information will be useful to the 
public relations practitioner so that if needed throughout the campaign they can change 
the distribution route to generate more hits or put new terms in the releases to contribute 
to more affective Search Engine Optimization (SEO). The search engine activity 
information given through Business Wire will be used to contribute to the daily clip 
logging done by the public relations practitioner in order to determine the number of 
press release pick-ups outside of the Business Wire distribution.   
 
Tactic [Name] Measures Measurement Goals Source of Measures 
Press Releases and 
Media Relations 

1.) Hits 
2.) Click-through rate to 
website 
3.) Pick-ups  
4.) Feature Stories 
5.) Drive to studio  
6.) Regular Clients 

1.) 60,000 hits on 
press releases 
2.) 15,000 click-
throughs to website 
3.) 20 pick ups for 
each press release 
besides distribution 
list- 240 
4.) Feature Stories 
5.) Drive 600 people 
to studio 
6.) 200 new regular 
clients 

1-2.) Business Wire 
will be used to 
distribute press 
releases. Business 
Wire also tracks hits 
on press releases and 
Click-through Rate.  
3.) Business Wire 
Search engine activity 
and Clip Logging 
4.) Interviews and Clip 
Logging  
5-6.) New Client Form 
 

 
 
Cost:   
     Unity Yoga will hire a public relations practitioner to cover the strategy of Public 
Relations. The production cost includes the writing of the 12 press releases, media 
relations and pitching story ideas and tracking measures through clip logging. Each 
month one press release will be written which will require 8 hours of work. The 
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practitioner will also spend 8 hours a month pitching the press release story to local 
media. The practitioner will be paid $50 an hour for their time totaling $800 a month, 
which is equal to $9,600 for full 12 months. A public relations intern will be hired part 
time to do the Clip Logging and will work 20/hrs a month for $10 an hour totaling $2,400 
for 12 months. The cost of Media and Placement will come from using Business Wire to 
distribute and track the press releases. For each article that is sent over the selected 
distribution wire it costs $300. Therefore for 12 press releases the total of using the 
service will come to $3,600.  
 
 
Tactic [Name] Production ($) Media & 

Placement ($) 
 

Promotion 
Fulfillment ($)  

Total Activity 
Cost ($) 

Press Releases/ Media 
Relations 

$12,000 $3,600 $0 $15,600 

Total Cost 
Strategy 3 

$12,000 $3,600 $0 $15,600 

 
 
Return:  
             In order for the Marketing Strategy of Public Relations to break even, new client 
package purchases must reach $34,667.  
 
Tactic [Name] Product GM % Break-Even $ 
Press Releases/Media 
Relations 

55% $34,667 

Total B/E 55% $34,667 
 
 
Strategy 4: Sponsorship  
  The Sponsorship strategy will be used to reach the target audience “Elite.” This 
strategy will build brand awareness of Unity Yoga as being premier yoga studio as well 
as increase awareness among the target audience of the positive health benefits of 
Yoga. The sponsorship event will be used to drive new service trial at Unity Yoga and 
ultimately lead to 200 new client package purchases.  
 
Tactic: “Scripps 40 th Annual Mercy Ball”  
  Unity Yoga will sponsor The “Scripps 40th Annual Mercy Ball,” which is a The 
purpose of sponsoring this event is build awareness among the Target audience that 
Unity Yoga is a credible Yoga Studio and drive people to new service trial at Unity Yoga. 
Unity Yoga will purchase a Gold Sponsorship table at the cost of $5,000, which includes: 

� Six tickets with preferred seating to the dinner   
�  Half-page, black and white tribute in the event program  
� Name recognition on Mercy Ball Web Site, www.MercyBall.org 
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� Name recognition on sponsorship page in program  
� Name recognition in Mercy Hospital Foundation’s Cornerstone newsletter 

(distribution: 5,000)  
� Invitation for two to attend an exclusive patron party prior to the event.  

Six members from Unity Yoga will attend the dinner and two will attend the exclusive 
patron party prior to the event. The name recognition at the sponsorship event as well as 
in the hospital newsletter will held build brand awareness of Unity Yoga among 
attendees of the event. The reason why this media choice is ideal to reach these 
objectives is because the attendees of the event are a direct reflection of the target 
audience and the target audience looks upon the event as being very credible. 

Target Rationale:  This event will attract the eldest target audience, “Elite,” that is 
not only wealthy but also willing to spend big money to maintain a healthy lifestyle in 
their elder years. This event is a perfect opportunity for attracting this audience because 
Scripps is a high-end hospital and the event will provide a rich and exclusive group of 
the target audience. The cost of the event is $400-$500 a ticket and is described as a 
““sophisticated event featuring an exquisite live auction, fine cuisine and life 
entertainment.” According to Smith and Taylor in their Book “Marketing Communications” 
sponsoring an event is an affective route into the mind of target audiences. Sponsoring 
events leads to increased awareness, image enhancement, improved relationships, 
increased sales, creativity opportunities, media coverage and new client recruitment 
 
Measurement Criteria and Source:  
         The ultimate goal of the sponsorship event is to gain 200 new clients that purchase 
a package at Unity Yoga. Since this is an ideal event to come in contact with the 
intended target audience since a large majority of the members that attend will fit the 
criteria of the target audience, than 1,500 people will need to attend the event in order 
for 20% (300 attendees) to come to the studio. Since this target audience views Unity 
Yoga very positively due to the sponsorship event, 2/3 that try out the studio will 
purchase a new client package totaling 200 new clients.  
 
 
Tactic [Name] Measures Measurement 

Goals 
Source of 
Measures 

“Scripps 40th Annual 
Mercy Ball” 

1.) Attendees 
2.) Drive to Studio 
3.) Regular Clients 

1.) 1,500 
attendees at event 
2.) Drive 300 
people to studio 
3.) 200 new 
regular clients 

1-2.) Scripps 
annual Mercy 
Ball tracks 
number of ticket 
sales.  
3.) New Client 
Forms 
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Cost:   
  It costs Unity Yoga $5,000 to be a Gold Sponsor of the “Scripps 40th Annual Mercy Ball” 
according to www.scripps.org.  
 
 
Tactic [Name] Production 

($) 
Media & 
Placement ($) 

Fulfillment 
($) 

Total Activity 
Cost ($) 

“Scripps 40th 
Annual Mercy Ball” 

$5,000 $0 $0 $5,000 

Total Cost 
Strategy 4 

$5,000 $0 $0 $5,000 

 
 
Return:   
 In order for the sponsorship strategy to break even, new client package purchases must 
reach a total of $11,111.  
 
Tactic [Name] Product GM % Break-Even $ 
“Scripps 40th Annual Mercy 
Ball” 

55% $11,111 

Total BE  $11,111 
 
Plan Economics – Summary:  
  The projected monetary gain to the company for the Unity Yoga 2009 Marketing 
Communications Plan is $316, 320. With an investment of $42,230 on the campaign this 
provides a ROI of 649%. In order to break even Unity Yoga only needs a ROI of 
$93,844. Our goal is for 6,480 monthly memberships purchased for the length of the 
campaign, but to break even we would need just a little over one thousand monthly 
memberships purchased.  
  
ROI: Projected Gain:  Income – Fixed Cost = $576,720 - $260,400 = 316,320 
Strategy Goal Cost Projected Gain ROI 

(gain-cost)/cost 
Interactive Web 
& Social 

400 Members $11,220 1/3 (Gain) 
$105,439 

839% 

Sales Promotion 400 Members $10,410 1/3(Gain) 
$105,439 

912% 

Public Relations 200 Members $15,600 1/6(Gain) 
$52,719 

238% 

Sponsorship 200 Members $5,000 1/6(Gain) 
$52,719 

954% 

TOTAL 1000 Members $42,230 $316,320 649% 
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Total Break-Even  
Strategy Total Cost Product GM% Break-Even $ 
Interactive Web 
and Social 

$11,220 55% $24,933 

Sales Promotion $10,410 55% $23,133 
Public Relations $15,600 55% $34,667 
Sponsorship $5,000 55% $11,111 
TOTAL $42,230 55% $93,844 
 
 

Summary :  
 With the board’s concurrence we will move forward with the 2009 Unity Yoga Marketing 
Communications Plan. If the goals are met this strategic plan provides an excellent ROI 
for Unity Yoga. However, even if not all goals are met, there is plenty of room for margin 
of error so that less impressive results will still make the plan very successful. Besides 
the monetary gain from the plan, the Marketing Communication strategies will lead to 
strong brand awareness of Unity Yoga among a receptive target audience.  
 
Teacher Comments- Wow Jessi….really impressive work and even more impressive 
application, learning and effort- how can you not get 300/300 pts? Well done!- Mark 

 
 
 


