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A comprehensive and strategic content marketing plan has been created to ensure Urban 
Paws receives greater social media interaction and improves their social presence while 
influencing more in-store visitors to further boost sales and increase revenue. 

By offering a “fabulous” incentive for both the pet and the owner it is believed that this will 
encourage a large amount of participation and brand interaction. The contest encourages 
participants to post images of their pets to their social channels, tag Urban Paws and as 
well as include the contest hashtag. This will inspire and drive an increase in interaction and 
conversations on the social pages, and encourage consumers to visit the location, which is 
exactly what is needed to meet not only one, but all of the campaign objectives.  

Urban Paws can then use this user-generated content to create relatable videos, memes, GIFs, 
blog posts…etc. In order to keep the hype up and get consumers talking. We have provided 
some examples of these within the document. 

Client baCkground
Urban Paws is a premium brand, serving a huge selection of trendy pet accessories that are 
unique and fun. They offer a variety of natural supplements (promoting a healthy lifestyle for 
your pet) and the very best brands of food and treats. They have everything you need to 
pamper your furry best friend: beds, dishes, collars and apparel… no matter the taste, they’ve 
got you covered. Urban Paws is the largest independent pet foods and accessories store in 
Kingston, Ontario and are always more than happy to serve you and your pet.
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Positioning strategy stateMent
      Urban Paws is Kingston’s #1 provider of healthy food and trendy accessories for your furry 
friend.  Urban Paws... Because your pets deserve the best. “

“
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objeCtives
The primary objective for Urban Paws is to create more interactions with their customers and 
prospects on social media, while also influencing more in-store traffic. This plan will ensure 
Urban Paws has a wealthy social presence that captivates their audience and brings them 
through the buying cycle. Content has been strategically created to ensure the following 
goals are met:  

 » Improve social media engagement, interactions and activity (Facebook and Instagram
 » Increase awareness of brand by 10%
 » Bring more people in-store (increase of 15% after three months/when contest and   

 curated content has been posted throughout the social sites)
 » Gain social brand evangelists (brand ambassadors)
 » Create hype and excitement towards giveaway contest
 » Improve quality and frequency of content
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CustoMer Persona
The chic tech savvy animal loving business woman. 
 
Meet Jocelyn,

Jocelyn Hulle (aka ‘Joy’ or ‘Jo’) is a self-made business 
woman and writer in her mid-40s. She lives in Kingston 
Ontario with the loves of her life; her husband Ben and 
her two pets, Sammy (a chocolate Labrador) and Sassy 
(a tabby cat).

baCkground inforMation 
 
Joy attended the University of Ottawa in the early 
90s and graduated in 1994 earning her master’s degree 
in law with a minor in English literature. After she graduated she moved back  
to her home town of Kingston Ontario with hopes of opening her own law firm and helping 
those from low income or single income families. More recently Joy has become interested 
in pursuing her passion of Animal Rights law and hopes to create some ground-breaking 
advancements in the field. 

Joy’s interest in animals stems from her early years working and volunteering for various animal 
shelters and animal right groups. During her time in University she would often attend rallies 
and protests against animal testing and cruelty. 

general inforMation 
As mentioned Joy currently has two pets; Sammy and Sassy. They are both recuse animals 
who were brought back to health by Joy. When she isn’t at her law firm Joy likes to volunteer 
at animal shelters offering her home and her time to care for sick and injured animals. She also 
donates monthly amounts to help fund some of the local not for profit animal organizations. 
Her other (less charitable) interests include; posting pictures of her pets on various social 
media platforms, jogging in the park with Sammy, pampering Sassy, horseback riding with her 
husband Ben, and writing short mystery stories. When she isn’t spending time with her family or 
working/volunteering Joy is shopping and watching cat videos Online.
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Content Matrix
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 » Customer Reviews will be an additional piece of content, although we have little control   
 over timing, traffic, and tone, the target will be prospective customers. Positive reviews will be  
 sharable on both social media and the website.
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taCtiCal details
Taking into consideration the stated objectives, as well as Urban Paws’ current Online presence, 
the following content strategy has been developed to ensure Urban Paws is meeting said 
objectives, as well as eliminating any current social weaknesses and diminishing potential 
threats.

The key message that will be relayed with the implementation of this plan, is that Urban 
Paws is a healthy and trendy alternative to other pet stores in the area. The fun, playful and 
conversational tone of all of the content will not only attract more followers.

Contest/user generated Content
In order to make all visual content as relatable, shareable, and entertaining as possible, a 
large portion of the content in this plan will be produced from the content shared to Urban 
Paws via the Pampered Paws Giveaway Contest. This giveaway encourages followers to share 
their photo and video content of their pets, tag urban paws, and use the contest hashtag for 
a chance to win a day at the spa for themselves, and their furry friends. Follower submissions 
will then be used to generate the video, meme, and other photo content mentioned in the 
sections below.

The contest will be promoted mostly through photo content (See Figures 1.1-1.2) with a 
humourous, yet informative tone. All promotions will be communicated through Facebook 
and Instagram, as well as via a landing page on the business website (See Figure 1.3). Weekly 
features of one chosen contest entry will also act as a contest promo. 

The target for this content is current customers in an attempt to increase brand loyalty, as 
well as prospective customers to help not only gain brand awareness, but also increase trial 
purchase and follower count. 

video
As previously mentioned, all video content will be developed from the footage provided to 
Urban Paws from the Pampered Paws contest. The edited videos will then be used to promote 
both Urban Paws locations. Because these videos will include the pets of the social media 
followers, this increases the shareability of this content and is likely to reach more of the targeted 
prospective consumers, as well as provide current consumers with entertaining content.
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This content will be humourous and adorable, and not only shared via the social channels, 
but the business website and blog as well. The number of videos produced will depend on the 
volume of contest entires, but it is expected that 3 to 4 1-minute videos will be made, as well 
as 7 to 10 15-second videos cut from the longer versions for Instagram. Once produced, each 
the long-version videos will be introduced with one month between each release. The short 
videos will be released on a weekly schedule.

blogs
Providing consumers with quality, informational and educational content is the goal of the 
blog element of this campaign. This is how Urban Paws will position themselves in the market as 
thought leaders and experts. Not only will each blog provide consumers with fun and important 
information about pet care, healthy living, etc.,  but they are also the perfect oportunity to 
prove to consumers that they are the most knowledgable and trustworthy store for all of their 
pet needs. 

The tone of each blog will be very conversational, to help keep reader attention, but not 
casual enough to appear illegitimate. The goal is to ultimately increase consumer loyalty and 
drive website traffic. Blogs will be posted to the Urban Paws website each week, and shared 
throughout social media to ensure exposure. 

MeMes/gifs
With a mixed use of viral memes and GIFs made relevant to Urban Paws, as well as original 
memes and GIFs generated from the user content, these will be used strictly for entertainment 
purposes, with potential for announcing sales and events. With a fun and extremely humourous 
appeal, this content will work to brighten up follower feeds and ensure we are retaining follower 
interest. (See Figure 3.1 - 3.3)

These will be shared weekly to avoid cluttering follower feeds. They will be posted to Facebook, 
and Instagram, as well as potential for incorporating them into blog posts when relevant.

8

reviews
Cutomer reviews are an important part of the early buying cycle. (See Figure 4) In today’s 
digital market place it is important to consider that the way consumers are first introducing 
themselves to brands and products is through digital communications. Pet owners care deeply 
about the well being of their pets, and are expected to research brands and businesses before 
trusting them to provide safe products and services for their fur babies.

Telling consumers how impressive your store is is one thing, but having past customers do it 
for you is a much more trusted and effective tactic. Customers will be encouraged to write a 
review of their experience at Urban Paws in exchange for a discount off of their next purchase. 
Not only will this provide potential customers with quality reviews, but also will encourage 
repeat business. 

These reviews will be available for web searchers to see on Google and Facebook, as well as 
strategically placed on the business website.

Photos/trivia
Daily photos involving opinion questions/trivia for consumers to participate in answering will 
offer fun and in some cases educational content for social users. Because consumers are 
more likely to engage in photo content, as opposed to just text posts, the visual aspect of this 
tactic is important for engagement.

These photos will resemble the contest promo images in an effort to maintain consistency 
throughout all content. Cute animal pictures will capture the attention of scrolling consumers, 
while the text overlay will hold their attention and potentially influence them to engage and 
participate in the comments section. The sharing of these images by followers is also likely.
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MeasureMent Plan
In order to effectively monitor the success of this plan, a number of measurement tactics will be 
put in place to ensure the content is influencing the desired amount of consumer interaction. 
The following chart explains how each content type will be measured based on consumption, 
sharing, lead generation and sales metrics.

aPPendix
Figure 1.1

Figure 1.3

Figure 1.2
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Figure 2
Figure 3.1

Figure 3.3

Figure 3.2



Figure 4

Figure 5.1 Figure 5.2

“This store has literally everything! It’s a one-stop shop for all your pet needs. I 
would definitely recommend this store to all you animal lovers out there, you’ll be 
amazed at the prices too!”

“Loved my visit today at Urban Paws, friendly staff, great atmosphere and an 
abundance of great products to choose from. I think my dog Scruffy likes his new 
bed too! He is happier than ever.”

“Wow…that’s really all I can say. Took my kitty, Buttons over the Urban Paws this 
afternoon and had a delightful time. Such knowledgeable staff and Buttons is 
looking better than ever in her new winter parka. Thanks UP!”
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strategiC brief
ProjeCt desCriPtion
A comprehensive and strategic content communications plan has been created to ensure 
Urban Paws receives greater social media interaction and improves their social presence 
while getting more in-store visitors to further boost sales and increase revenue. By offering a 
“fabulous” incentive for both the pet and the owner it is believed that this will encourage a 
large amount of participation and brand interaction. The contest encourages participants to 
post images of their pets to their social channels, tag Urban Paws and as well as include the 
contest hashtag. This will inspire and drive an increase in interaction and conversations on the 
social pages, and encourage consumers to visit the location, which is exactly what is needed 
to meet not only one, but all of the campaign objectives.  

Client baCkground
Urban Paws is a premium brand, serving a huge selection of trendy pet accessories that are 
unique and fun. They offer a variety of natural supplements (promoting a healthy lifestyle for 
your pet) and the very best brands of food and treats. They have everything you need to 
pamper your furry best friend: beds, dishes, collars and apparel… no matter the taste, they’ve 
got you covered. Urban Paws is the largest independent pet foods and accessories store in 
Kingston, Ontario and are always more than happy to serve you and your pet.

CoMPetition
This market is extremely niche and their aren’t many competitors to beat out. Urban Paws has 
one main downtown competitor, Birds n’ Paws. Birds n’ Paws’ social is not very effective. They 
are only using two sites, Facebook and Instagram, and they are not posting often enough on 
either site. They are not using relevant hashtags, either, which is really important when using 
social because hashtags make your content searchable. However, they been mentioned by 
two very influential organizations here in Kingston, the Kingston Humane Society, as well as Visit 
Kingston. Both of these organizations have a large amount of followers as well as the credibility 
to not only reach a large amount of people with their messages about Birds ‘n’ Paws, but also 
impact how they view the content. In regards to brand awareness, they have mediocre brand 
awareness because they are located right near the City Hall (a main attraction), directly on 
Brock Street, steps away from many restaurants and shops. I believe that their location and 
mentions are the primary competitive advantage that they have against Urban Paws. 
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 business Challenge
Urban Paws needs to gain social interactions and conversations with their tech-savvy 
audience in order to get them in-store and move them up the customer buying cycle. 
Businesswomen are always busy and on the go, therefore if Urban Paws catches them 
on their social networks (where they spend many hours each day) and grabs their 
attention with an incentive this will hopefully intrigue them enough to come in-store and 
eventually make a purchase. 

ProjeCt objeCtives
This plan will ensure Urban Paws has a wealthy social presence that captivates their 
audience and brings them through the buying cycle. Content has been strategically 
created to ensure the following goals are met:  

 » Improve social media engagement, interactions and activity (Facebook and   
 Instagram
 » Increase awareness of brand by 10%
 » Bring more people in-store (increase of 15% after three months/when contest and   

 curated content has been posted throughout the social sites)
 » Gain social brand evangelists (brand ambassadors)
 » Create hype and excitement towards giveaway contest
 » Improve quality and frequency of content

target audienCe 

Urban Paws has a target audience of chic, tech-savvy, businesswomen aged 30-45, living 
in Kingston, Ontario. This target loves to be up on the newest trends for both themselves, 
and their pets. 

target Persona
Meet Jocelyn.

Jocelyn Hulle (aka ‘Joy’ or ‘Jo’) is a self-made businesswoman and writer in her mid-40s. 
She lives in Kingston Ontario with the loves of her life, her husband Ben and her two pets, 
Sammy (a chocolate Labrador) and Sassy (a tabby cat). 
 

Joy’s interest in animals stems from her early years working and volunteering for various animal 
shelters and animal right groups. During her time in University she would often attend rallies 
and protests against animal testing and cruelty. 

Her other (less charitable) interests include; posting pictures of her pets on various social 
media platforms, jogging in the park with Sammy, pampering Sassy, horseback riding with her 
husband Ben, and writing short mystery stories. When she isn’t spending time with her family or 
working/volunteering Joy is shopping and watching cat videos Online. 

Positioning strategy stateMent
“Urban Paws is Kingston’s #1 provider of healthy food and trendy accessories for your furry 
friend.  Urban Paws... Because your pets deserve the best.”

brand values
Urban Paws prides themselves on have everything their audience can dream of for their furry 
best friend and friendly staff that are always equipped with helpful information and tips. They 
have a veterinarian in-store who is there to offer advice on food types and pet supplies that 
are best suited for their breed of animal to ensure the utmost quality and service is provided to 
every single customer. And lastly, their products are trendy, chic and exciting. They understand 
what their audience is looking for and have created a “bandwagon” effect; every woman 
wants their animal to look the cutest.  

reasons to believe
The content created will make consumers laugh, smile, and miss their furry friend no matter 
where they are (even if it’s just a work for a few more hours). By pushing out content while 
also having a contest in place, consumers will be more likely to visit the sites, and create 
interactions with the Urban Paws brand. Consumers who are not following Urban Paws will 
see the posts/comments/shares and photos being submitted to the contest and get curious. 
This will lead more consumers to the sites who will then also be intrigued and possibly start 
interacting/joining in on the contest with videos and pictures of their own furry friends. Who 
doesn’t go for the opportunity to win free stuff in this day and age?  

16



Creative strategy  

The overall tone of this campaign will be very fun and humorous with a positive appeal. The 
adorable content will bring smiles to the faces of Urban Paws’ followers, and liven up their feeds. 
At this stage in the buying cycle, the consumers that are being targeted have perhaps heard 
of Urban Paws and followed them but have not yet visited the store. The content pieces create 
a FOMO or “fear of missing out” effect, create conversations and interactions on Urban Paws’ 
social sites, get consumers involved in the contest, and finally get consumers to visit the store. 
The voice is casual, to ensure consumers feel comfortable posting on the sites and the style is, 
as I mentioned above, FOMO, and also bandwagon. This target audience loves to be involved 
with the latest trends and aspires to have the best accessories for themselves and their animals. 

Creative exeCution
We have allocated $2,000 for the production of this campaign. A portion will cover the contest 
that begins in January and ends in March. It will go towards paying for Facebook advertising like 
boosting posts about the contest, getting video views and promoting the Urban Paws Facebook 
page as well as linking their pages to the Urban Paws Instagram account. The prize for the 
contest is a $100 gift certificate and a day of grooming at ‘Are You a Dirty Dog’ this will also be 
coming out of the allotted $2000 budget. A small portion will be used to monitor social media 
pages, promote, boost, and create picture and video content for both Urban Paws locations. 
Finally, the remainder of the budget will solely go to provide free incentives and samples to 
valued customers. 
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