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Team Introduction

Jayden Patterson Co-owner
● I am a highly efficient worker who always sees things through to the end.
● I always learn from my mistakes and turn my failures into successes.
● I am an eager learner, and I am very detailed oriented and take pride in how 

thorough my work is.
● I aspire to improve the livelihood of young authors through spreading the 

knowledge and literary skills of the legendary John Steinbeck
● My goal is to improve the reach of the National Steinbeck Center by better 

connecting with the community through its events and marketing. 
Finn Sonrode Co-owner
● I am an extremely hard-working and determined individual and I have 

education in business, marketing, and finance.
● I have a background in sports investing.
● I am committed to reinvigorating the National Steinbeck Center and 

completely reshaping the way that its events and marketing are presented.
● My goal is to bring in new clients from a variety of new target markets in order 

to grow the reach of the National Steinbeck Center to help forever preserve 
the legacy of John Steinbeck 



Summarize Sponsoring Scenario / Interpret Problem/Need

The National Steinbeck Center needs to brand itself as a major showcase of John 
Steinbeck and as a global museum that is appealing to children and adults. The 
National Steinbeck center hopes to engage young readers in books and literacy 

programs as well as celebrating John Steinbeck himself.

Current Product Slogan & logo(s)
No slogan for original company.

Current Brand
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Brand / Product / Service explanation: What does the company or brand do? 
The National Steinbeck Center is a museum and nonprofit organization in Salinas 

dedicated to author John Steinbeck. The National Steinbeck Center also hosts educational 
programs and events throughout the year.

Current Social Media Presence analysis:

Facebook: https://www.facebook.com/nationalsteinbeckcenter
A Facebook account exists and they have access to the account currently. They upload regularly about
programs, Steinbeck books, and events in his life. They get sparse comments and have less than 200 likes
per post.
Instagram: @steinbeckcenter
The Instagram account for the National Steinbeck Center primarily consists of posts about John 
Steinbeck and his legacy, his works, and historical information about him. They also have several
posts about their upcoming events and programs such as the Steinbeck Young Authors program. It seems to
be the main account, as there is the most traffic. They have 6,327 followers.
Twitter: @SteinbeckCenter
There is activity on Twitter. However, it is sparsely updated every couple of months with missing
events on their page. They have 3,406 followers and as much regular traffic as their Facebook.

Current Brand
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Target Market Analysis
Target Market(s) our Campaign will attract/ speak to? Region & Total Target Market(s) in Region

Buying patterns/ social media use of 
target customers(s)?

Describe the  customer this campaign is targeting.

● Ages range from 5-17
● Students who are currently engaging with 

the works of Steinbeck
● Students who want to write their own book
● Students who are interested in an exciting 

summer camp experience

● California - an area within 4-6 hours of 
Salinas, CA

● Out of state - consumers who are within 
4-6 hours of Salinas, CA

● School and classrooms that book field 
trips to educate and entertain their 
students

● People aged 5-17 who use social media to 
educate themselves

● Children of families who often pay for 
activities, events, and camps for them  

● Monterey County California, with a population 
of about 430,000 people

○ 5-17 years - 19% of population
● Median household income of approximately 

$60,000
● Median age of 11 years old
● Interested in reading and/or writing 
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New Campaign Theme / Slogan

New Logo for Campaign

New Theme/ Slogan

How does your campaign theme/ logo connect 
to your identified target market(s)

Our campaign connects to our target audience 
by making an effort to appeal to children. The 
National Steinbeck center hopes to engage 
young readers in books. Colors are closely 
related, but not exact colors used for the 
National Steinbeck center marketing materials.
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Campaign Goals/ KPI

KPI 1.  Likes, followers, and shares on social media: If the likes, followers, and shares of the National Steinbeck 
Center increase, this means that the engagement has increased. If social media engagement increases this 
means that more people are being exposed to the works of Steinbeck and the opportunities that the Steinbeck 
Center offers. 

KPI 2.  Increased attendance at the Steinbeck Center: If more people come to the center, this boosts the 
center’s revenue, supplies potential candidates for the events and programs hosted by the center, and it 
exposes more people to to the legacy of John Steinbeck and his writing. 

New Campaign Theme / Slogan
New campaign Logo
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Campaign Branding Board for: National Steinbeck Center

Logo Full Color Logo Black and White Logo Variation 1 Logo Variation 2

Facebook Icon Instagram Icon Google Icon Twitter Icon

Hex Color 1 #85238d

RGB (133,35,141)

CMYK (6,75,0,45)

Hex Color 2 #c78b2c

RGB (199,139,44)

CMYK (0,30,78,22)

Hex Color 3 #3b3f7e

RGB (59,63,126)

CMYK (53,50,0,51)

Hex Color 4 #01c1cf

RGB (1,193,207)

CMYK (100,7,0,19)

Primary Font Name

CAPITAL view

Lowercase view

Secondary Font Name

CAPITAL view

Lowercase view

Pattern/ Inspiration 1 Pattern/ Inspiration 2 Pattern/ Inspiration 3 Pattern/ Inspiration 4
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11 x 17 
poster to 

distributed 
across the 
counties of 
Monterey & 
Santa Cruz 
Counties 

11 x 17 Poster
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Front of Trifold Flyer
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Back of Trifold Flyer
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Projected 
Likes:

December Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

184

20

4

Instagram
← Social Media Platform Logo

6,400

Mockup of Monthly Social Media Post
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Projected 
Likes:

January Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

185

22

4

6,425

Instagram
← Social Media Platform Logo

Mockup of Monthly Social Media Post
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Projected 
Likes:

February Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

187

23

5

6,440

Instagram
← Social Media Platform Logo

Mockup of Monthly Social Media Post
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Projected 
Likes:

March Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

190

25

6

6,470

Instagram
← Social Media Platform Logo

Mockup of Monthly Social Media Post
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Projected 
Likes:

April Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

195

28

7

6,500

Instagram
← Social Media Platform Logo

Mockup of Monthly Social Media Post
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Projected 
Likes:

May Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

205

32

9

6,540

Instagram
← Social Media Platform Logo

Mockup of Monthly Social Media Post
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Projected 
Likes:

June Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

218

37

11

6,590

Instagram
← Social Media Platform Logo

Mockup of Monthly Social Media Post
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Projected 
Likes:

July Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

230

43

13

6,630

Instagram
← Social Media Platform Logo

Mockup of Monthly Social Media Post
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Projected 
Likes:

August Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

242

47

18

6,680

Instagram
← Social Media Platform Logo

Mockup of Monthly Social Media Post
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Projected 
Likes:

September Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

260

55

25

6,730

Instagram
← Social Media Platform Logo

Mockup of Monthly Social Media Post
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Projected 
Likes:

October Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

278

63

30

6,790

Instagram
← Social Media Platform Logo

Mockup of Monthly Social Media Post
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Projected 
Likes:

October Social Media Post

Projected 
Shares:

Projected 
Comments/ 
Engagement:

Total Projected 
Followers: 

300

80

40

Instagram

6,870

23

November Social Media Post



Additional online advertising recommendations

24

Along with these social media posts, other things can be added 
to the campaign. For example, the company could use TikTok 
or Snapchat to advertise their services. TikTok has become a 
Gen-Z favorite. 42% of users between ages 13-16 actively use 
the app. Users create short videos with a massive library of 
music and sound bites for humor or with talent as the objective. 
TikTok’s ad product is still in its early days. Advertising is only 
offered on a cost per thousand impressions basis. Snapchat 
offers a range of advertising options from Snap Ads that 
appear between stories to ads that use branded filters and AR 
lenses. Snapchat also has shoppable ads, personalized 
targeting, and a checkout feature. Email ads, radio ads, and 
billboards can be used, if not used already.



Campaign 
Projections

Baseline 
averages 
before 
campaign

Dec Jan Feb March April May June July August Sept Oct Nov Total 
Increas
e

Likes 174 18
4

185 187 190 195 205 218 230 242 260 278 300 126

Shares 9 20 22 23 25 28 32 37 43 47 55 63 80 71

Comments 3 4 4 5 6 7 9 11 13 18 25 30 40 37

Followers 6,333 6,4
00

6,42
5

6,4
40

6,47
0

6,50
0

6,54
0

6,59
0

6,6
30

6,68
0

6,7
30

6,79
0

6,87
0

537

Projected Campaign Social Media Engagement

25
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Vendor: VistaPrint

Item: Promotional Ballpoint Pen

Item Number: 

Colors/ Description: A wider click pen with a choice of 
grip colors and a wraparound design with the company 
name and slogan

Cost per item: $_1.55_

Shipping / Handling $_11.99_

Art Setup Fee $_0_

Required quantity: 200

Total Cost 200 of this item $_321_

Why you chose this item: Pens are a 
common promotional item that children 
can use for writing or other things for 
school.

🌟Required Promotional Item: London Ballpoint Pen

Screenshot(s) of designed Item goes above
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New Campaign Commercial/ PSA
New campaign Logo

Video URL: https://drive.google.com/file/d/1yJZBd0yIR-KKRRkJdDoZB4nJ0XxkxtRd/view?usp=sharing 

27
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New campaign Logo

https://drive.google.com/file/d/1yJZBd0yIR-KKRRkJdDoZB4nJ0XxkxtRd/view?usp=sharing


Conclusion/ Closing

A Place to Learn
New campaign Logo

Our campaign will be successful because it exemplifies the 
identified need: children. In order to successfully pull off the 
campaign, it will have to address and understand why children 
would even want to read John Steinbeck’s books and acknowledge 
why children would not want to read his books. Literacy for children 
in Salinas is declining and companies will have to entice children to 
find their reason to read. Although parents are also important, they 
will not be the ones that the campaign will be marketed to. Salinas, 
CA public schools have an average math proficiency score of 26% 
(versus the California public school average of 40%), and reading 
proficiency score of 38% (versus the 51% statewide average).

28
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New campaign Logo


