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Our TeamOur Team
the #99badthe #99bad
Our team, the #99BAD, is comprised of five 
students in UNC-Chapel Hill’s Hussman 
School of Journalism and Media, each 
having different concentrations. #99BAD is 
the hex code for the well-known Carolina 
Blue. 

Creative

Execution

Strategy

Research

Project Management
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Marketing Oriented 
Problems
Snowshoe Lodge may face several marketing oriented 
problems during its early stages. One of these issues is 
the fact that a location has not yet been chosen. This 
will make it hard to market the restaurant because the 
target audience is dependent upon the location. The 
company might also struggle to be a contender in the 
level of competition, as Raleigh already has several 
well-established and popular cafes, such as Sola and La 
Farm. 

Snowshoe Lodge will have to compete with these 
companies and differentiate itself as special, not just a 
cafe. It will have to market itself as a place that offers 
more than just coffee and establish the reputation 
of Canadian food. Most people are unaware of what 
Canadian food is and have not been exposed to 
traditional Canadian offerings. The cafe will have to 
raise awareness about Canadian food and incentivize 
people to come in and try it for themselves.
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Monuts Donuts
The third competitor, Monuts 
Donuts, is a bakery and cafe in 
downtown Durham. It started out 
as a donut stand near the Durham 
farmers market in 2011. Now, the 
brick-and-mortar store serves 
donuts, breakfast, soups, salads 
and sandwiches. 

Everything they serve is made 
from scratch, including their 
breads and pastries, which are 
baked fresh daily. The beverages 
they offer are coffee, beer, cocktails, 
tea, juice and hot chocolate. Their 
website states: “Monuts takes an 
updated approach to the American 
breakfast and lunch, pairing 
bold ethnic flavors with seasonal 
and local ingredients.” Their 
unique buying proposition is that 
everything is made from scratch 
using high quality ingredients.

La Farm Bakery
La Farm Bakery is an authentic French 
bakery in Cary, North Carolina. Their 
unique buying proposition is that their 
bread is authentically French. The owner 
and head baker, Lionel Vatinet, was trained 
in “France’s prestigious artisans’ guild, Les 
Compagnons du Devoir.” 

The bakers arrive at midnight and bake 
the bread in a European-style hearth oven 
overnight. Another crucial aspect of La 
Farm’s business is that they are health and 
ingredient conscious. According to their 
website, they use unbleached, unbromated 
flours and the freshest ingredients, and they 
source from local farmers. La Farm is open 
daily, serving fresh baked goods, breakfast/
brunch, lunch, dinner and coffee. At the end 
of the day, they donate leftover bread to local 
charities. Their food is available to be catered 
and can also be found at Whole Foods 
Market and farmer’s markets.

Sola Coffee Cafe
Sola is located on Lead Mine Road in 
Raleigh. Their website describes their 
cafe as a “Locally-owned independent 
Raleigh, NC all day cafe and coffee 
shop serving breakfast, lunch, dinner, 
beer and wine community events.” 

Their UBP manifests through 
their involvement with the 
community. They source most of 
their items locally and host live 
music Friday nights at 7 pm and 
a pop-up market on Saturdays. 
They also offer catering. They serve 
breakfast: sandwiches, omelets, 
bowls, granola, a bakery and 
donuts; lunch: sandwiches, salads, 
soups; dinner: small plates, salads, 
flatbreads, sandwiches. For drinks 
they offer Counter Culture Coffee, 
smoothies, tea, juice, wine and beer.
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We want this advertising to ignite 
excitement for trying foods that are out 
of the ordinary, to make people associate 
Snowshoe Lodge as THE place to get 
Canadian food and treats, and to get 
people in the door by incentivizing them 
to step out of the box when it comes 
to cafés. Position Snowshoe Lodge as 
different from other cafés by featuring 
the food and drinks that cannot be 
found at competitors such as Monuts, 
Sola, and La Farm Bakery. In fact, the 
Snowshoe Lodge may have the unique 
opportunity to position itself somewhere 
between a café and a restaurant due to its 
uncommon offerings.  

Goal of Advertising

Creative  Brief
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Primary Target

As a busy student or young professional, you are always on the go, yet 
you value places that remind you to slow down. Your work is never done 
and your laptop is always near, so you seek out places where you can get 
a bite to eat and be productive at the same time. You desire places with 
a lively ambiance, but small coffee shops are too crowded and you are 
tired of the same old café foods that lack variety. Libraries are not in your 
consideration set for places to get work done because they do not spark 
creativity, and if you want to get a bite to eat, you lose your studying spot 
at the library. 

You are used to supporting cafés such as Panera Bread and Starbucks, but 
you would really like to support local businesses that use locally sourced, 
food allergy-friendly ingredients instead of corporations, as long as you 
knew you would like their food items and atmosphere. The location of the 
cafés you frequent also plays a huge role in choosing a café because you 
would prefer to walk from work or school as opposed to driving. Trying 
new and unusual foods and documenting them for Instagram is part of 
your aesthetic, but sandwiches heated up on cardboard do not make the 
cut. Rewards programs incentivize you because it is a way to save money. 
Lastly, you love getting coffee drinks such as lattes and frozen coffee 
drinks, especially during the holidays. Regular coffee just will not make 
the cut sometimes. 

Students and Young Professionals
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Secondary Target
Permanent Residents of Raleigh ages 30+

As a working professional, you rely on cafes for a quick bite to eat/
something to drink before work or during your lunch hour. You 
do not tend to do work at cafés, as you need to be in the office or at 
home with your family. Given that you are stopping at a café before 
work or during a break, you need to know that there will be a place 
to park or a drive thru because you cannot waste time trying to find 
parking, especially if you are in a downtown area. If stopping at a café 
before work, you prefer not to get out of the car, so a drive thru may 
sway your decision about which café you will give your business to. 

You want to know approximately how much time you will need to 
allow for your trip to the café before work. You like to be known by 
name by the café employees because it establishes the café as “your 
place.” Finding a café that you know will have space for you to meet a 
client may play a role in you deciding which café to frequent in order 
to build a rapport with the employees, but you need to know that the 
food is reliable and will have offerings for everyone and will cater to 
food allergies. 
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Since they are always on the go, they need to know that the 
café they are going to is reliable and that it is not going to 
take long to receive their order. They fear trying new places 
because they cannot gauge how long they need to allow for 
their trip to the café. In addition, trying a new place may 
mean big crowds, for which they do not have time. They also 
tend to stick to the same order every morning, so trying a new 
place will disrupt their routine.  

Primary target Audience
They like to try new foods, but given that their money is 
limited, they are hesitant to try new places and new foods.  
They stick to what is familiar to them because they do not 
want to risk wasting their money on food they do not like. If 
where they are currently going and currently ordering “does 
the job,” they want to play it safe even if it is not perfect. 
Despite wanting to support new local businesses, playing it 
safe can save you money and disappointment. 

Secondary Target Audience

Targets’ Fears
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fears keeping them locked in 
their pattern of behavior
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Brand
Description

If Snowshoe Lodge were a person, we would want 
people to say, “He is the one I want to talk to 
whenever I’m having a long day.” The essence of the 
brand image is relaxing and inviting, and it never 
gets old because there is always something new and 
unique to eat or drink. We want people to describe 
our brand as trustworthy because no matter what 
food they order, they know it will be tasty and good 
quality. 

how do we want the target
audiences to describe the brand?
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Discover the secret charm of Canadian happiness 
through eating, drinking and relaxing like your 
Northern neighbors.

We can make this believable by creating an 
atmosphere that is unique to Snowshoe Lodge by 
incorporating a ski lodge, contemporary cabin 
atmosphere. Canadians are known for being kind, 
so having employees talk with customers and learn 
frequent customers’ names could help bring that 
Canadian friendliness to the café. We will feature 
Canadian-themed items around the restaurant 
and create Canadian names for menu items (i.e. 
Toboggans instead of BeaverTails.)

Single Most 
Important Thing

support: how can we make 
this believable
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Creative Considerations
Our huskies in the logo can be used in branding 

and advertising, with the ultimate goal of becoming 
synonymous with Snowshoe Lodge. We will 

emphasize the local and family-owned angles, which 
would work particularly well in press release or news 

features. A food truck could also bring in a wider 
customer base that would otherwise be untapped 

because the truck can move around unlike the café. 
Canadian elements will be featured in the store to 

create an authentic atmosphere that will enhance the 
feeling of being in Canada and lead to the feeling of 

being on a mini vacation from everyday life. 
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NameName

LogoLogo
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The logo includes the name and tagline of 
the restaurant, making it synonymous to the 
Snowshoe Lodge. It includes illustrations of 
huskies, thus alluding to our chosen character 
while also maintaining a clean and professional 
look through its minimal design and color 
scheme. This simplicity also makes it easy to print 
on various types of merchandise, such as t-shirts, 
mugs, stickers, and coffee cup sleeves.

Snowshoe Lodge has Canadian connotations to 
it. It evokes images of Northern winters, a feeling 
of exploration and discovery, and conveys a sense 
of warmth and coziness. Likewise, because the 
brand’s offerings are different from a typical café, 
we wanted the name to reflect this difference. 
Lastly, the name embodies an experience, 
whether an experience in the snow or in a cabin, 
which is what further differentiates the company 
from others in the market.
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Born in Canada.Born in Canada.
Raised in Raleigh.Raised in Raleigh.

tagline

The tagline reflects the story 
behind Snowshoe Lodge; Mr. 
Koltusky is from Canada and now 
lives in Raleigh, and the food he 
is offering is authentic Canadian 
food, but now being made fresh 
right in Raleigh. It’s concise and 
factual, while simultaneously 
conveying the mix of cultures. It 
makes people think that the food 
is authentically foreign but also 
implies that it is locally owned and 
made.
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Interior DesignInterior Design
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We want our customers to discover the secret charm 
of Canadian happiness through eating, drinking 
and relaxing like our Northern neighbors. We can 
make this believable by creating an atmosphere that 
is unique to Snowshoe Lodge by incorporating a 
contemporary ski lodge atmosphere such as:

• Stone walls
• Wooden ceilings
• Fireplaces
• Plaid fabric

Our design choices should evoke a feeling of being 
on a mini vacation from everyday life. While there 
are cafes around the country that have a cabin feel, 
many are old fashioned and tacky, which a log cabin 
aesthetic does not have to be. 
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Interior DesignInterior Design

Digital menu boards will allow the 
Snowshoe Lodge to modify the 
menu each day to reflect items that 
have not sold out, specials, and 
featured menu items. Snowshoe 
Lodge should also provide individual 
menus for people waiting in line, 
because many people like to have a 
tangible menu, particularly if they 
cannot read the digital menu. The 
menus should be laminated and 
provide an in-depth description 
of each food item that is not well 
known by everyone. If the laminated 
menus provide a description of 
unique food items, the digital 
menu would not need to feature 
descriptions. 
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For the creative executions, 
the team considered 
a variety of mediums 
to use that would best 
promote Snowshoe Lodge 
to the target audiences. 
We have selected six 
creative executions for the 
campaign.

Direct Mail

Facebook Campaign

Website

Video

Pop-up Booth
out-of-home

out-of-home
Sidewalk Promotion

CreativeCreative
ExecutionsExecutions

17
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Direct MailDirect Mail
This would be mailed out to people in 
the area to entice first-time visitors. It 
showcases one of the most unique menu 
items, the Toboggans, and gives incentive 
for people to become repeat customers 
through the punch card. The front of the 
card, which tells people what our toboggans 
are in a creative way, is eye-catching. This 
would be a great way to get material in 
front of potential customers that would 
hopefully be interesting enough for them to 
want to take a second look.

Front

Back
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FacebookFacebook
CampaignCampaign
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Post 1 Post 2

Facebook pages are a great 
way to not only legitimize a 
business in the eyes of the 
public, but also to spread 
awareness and information 
about the company. A 
countdown contest would help 
to raise general knowledge of 
Snowshoe Lodge, as well as 
drive the target audience to the 
restaurant through coupons. 
Likewise, the campaign further 
promotes the unique Canadian 
cuisine offered at the Snowshoe 
Lodge by featuring different 
specialty dishes each day in the 
contest. 
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Post 3 Post 4 Post 5

*dates can be changed
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WebsiteWebsite
Websites are another way to 
legitimize a business to the public 
and spark interest about the 
restaurant. The layout of this website 
includes an “Our Story” section that 
provides basic information about 
the backstory of Snowshoe Lodge; 
a “Menu” section so that customers 
can see what the restaurant offers 
and to spark interest; a “Photos” 
section that would display images of 
the restaurant and the food, further 
creating excitement about the food; 
and a “Contact Us” section that opens 
the door for communication between 
the restaurant and the public.  
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Videos are helpful tools in spreading important 
information about a business to the public in a way that is 
easily shareable. A video such as this would embody the 
values of the brand, the overall feel that the consumers 
would associate with the brand, and basic information 
about the company’s offerings. It’s a great way to introduce 
the Snowshoe Lodge to the target audience and raise 
awareness. Likewise, it can be used long after the initial 
opening period to drive consumers to the restaurant.

1v

VideoVideo

Voiceover: When people think of CanadaWhen people think of Canada,,
[close-up of Canadian flag on building]

1

Voiceover: what usually comes to mind what usually comes to mind 
is cold weather,is cold weather,
[view of snow on building]

2

Voiceover: hockey, maple syruphockey, maple syrup
[people watching hockey inside Snow-
shoe Lodge]

3

Voiceover: and friendly people. But and friendly people. But 
what people don’t knowwhat people don’t know
[view of people walking in snow; close-
ups of laughing people]

4
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1v

Voiceover: is the secret that is is the secret that is 
Canadian food.Canadian food.
[overhead angle of Canadian dishes 
on restaurant table]

5

Voiceover: Growing up in Canada, Growing up in Canada, 
I was exposed to the country’s most I was exposed to the country’s most 
delectable dishes,delectable dishes,
[interview shot of Mr.Koltusky]

6

Voiceover:  from poutine to beavertails.from poutine to beavertails.
[shot of Canadian dishes on display, 
close-up of poutine and beavertails]

7

Voiceover: So, when I moved to  So, when I moved to 
America, my love for Canadian dishes America, my love for Canadian dishes 
and my passion for baking brought me and my passion for baking brought me 
to the idea of the Snowshoe Lodge.to the idea of the Snowshoe Lodge.
[various shots of Ilya baking]

8

Voiceover: The Snowshoe Lodge offers a The Snowshoe Lodge offers a 
unique food experience,unique food experience,
[shot of Mr.Koltusky outside of 
restaurant; sign is visible]

9

Voiceover: where you can enjoy a quick where you can enjoy a quick 
meal,meal,
[various shots of people inside the 
restaurant, eating and enjoying food]

10
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1v

Voiceover: meet your friends for high tea,meet your friends for high tea,
[view of two people drinking tea inside 
restaurant]

11

Voiceover: or try some of Canada’s or try some of Canada’s 
delicaciesdelicacies
[view of Canadian dishes on the table, 
close-up views of food, people eating]

12

Voiceover: Here, we combine authentic Here, we combine authentic 
Canadian cuisine with the welcoming Canadian cuisine with the welcoming 
nature of our country’s people.nature of our country’s people.
[various shouts inside the restaurant; 
workers smiling and serving food; actual 
shots of the food and drinks; interaction 
between customers and workers]

13

Voiceover: You will feel like you’ve discovered You will feel like you’ve discovered 
something special, the secret charm of something special, the secret charm of 
Canadian happiness,Canadian happiness,
[various shots inside the restaurant; workers 
smiling and serving food; actual shots of 
the food and drinks; interaction between 
customers and workers]

14

Voiceover: through a taste of the food through a taste of the food 
and culture that defines Canada.and culture that defines Canada.
[shot of Mr.Koltusky outside of 
Snowshoe Lodge]

15

Voiceover: Born in Canada. Raised in Born in Canada. Raised in 
Raleigh. Snowshoe Lodge.Raleigh. Snowshoe Lodge.
[shot of animated logo]

16
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Sidewalk Sidewalk 
PromotionPromotion
out-of-home

Snowshoe graphics would be spread 
around the city, pointing like footsteps in 
the direction of Snowshoe Lodge. They 
would spark curiosity; people would 
wonder what they represented and where 
they lead. It also fits the spirit of explo-
ration and discovery the Lodge is try-
ing to engender. It would serve multiple 
purposes: get a graphic commonly used 
by Snowshoe Lodge (snowshoe motif 
would be repeated elsewhere) out in front 
of people so they begin to associate that 
with our restaurant, spark curiosity, and 
literally lead people to the location.
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out-of-home

The pop-up booth will be at the entrance of the Raleigh 
Christmas Parade and will primarily sell Toboggans (i.e. 
Beavertails) and some simple drinks such as soda, coffee and 
water. There will be a corresponding social media event for 
customers to interact with in which customers will have the 
chance to win a coupon-related prize after posting a picture of 
their Toboggans and tagging Snowshoe Lodge on social media.

Not only will the pop-up booth serve fresh, authentic, 
delicious Canadian dough Toboggans, it will help improve 
appearance in the neighborhood for Snowshoe Lodge. The 
incentives for people to share on social media would be a good 
accompaniment to Snowshoe Lodge’s social media plans. This 
would serve as a trial run for the opening of Snowshoe Lodge 
where people can actually taste the food and try out different 
versions of Toboggans. Once customers are aware of Snowshoe 
Lodge and are attracted by the food, they will pay more 
attention to and possibly visit the Snowshoe Lodge brick-and-
mortar restaurant.

*Even though the Raleigh parade has ended, it is still a good
opportunity to keep in mind for other similar events to get more exposure.
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