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“Chocolate-covered 
bacon” 

  - Camille Giffin

“Dark chocolate-
covered expresso 

beans”
- Chelsea Bancroft

“Chocolate-covered 
potato chips”

- Mary Rogers

“Rock candy lolli-
pops”

- Reena Rupani

“Pez Pez Pez Pez Pez 
Pez Pez Pez Pez Pez 

Pez Pez Pez Pez Pez”
- Anthony Tat

“Salt water taffy”
- Omar Bata

“Salt and vinegar 
crickets”

- Martin Aramayo

Element7 is a media 
company started by 7 friends 
Camille Giffin, Omar Bata, 
Mary Rogers, Chelsea Ban-
croft, Anthony Tat, Martin 
Aramayo, and Reena Rupani in 
early 2010. We were founded 
in Sheboygan, Wisconsin. 
However, the company head-
quarters was later moved 
to Austin, Texas because the 
weather was much more 
agreeable. We were founded 
with strong beliefs and con-
victions to uphold the highest 
ideals. We will always make 
ethical decisions. We will 
listen to our clients, but at the 
same time provide consumers 
with trustworthy and pleasant 
conversation. We will always 
have fun and create a warm 
and embracing environment 
at the office.

My favorite Big Top candy is...
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What’s Our Goal?
 Element7’s goal is to expand Big Top Candy Shop’s appeal to Hillsboro Village, a hip shopping and 
entertainment district located 3 miles from downtown Nashville. This will be done by employing the 
current strategies that made Big Top successful in Austin, Texas, as well as developing our own strate-
gies to successfully complete the transition to Nashville. Big Top Candy Shop has an infectious character 
that combines the inherent joy of candy with the eeriness of the circus. Through their unique presenta-
tion, Big Top is unlike any typical candy store. We plan to leverage this uniqueness over our nine month 
campaign, which will target young adults ages 18-34 and spans from April 2013 to December 2013. Our 
campaign is broken down into four pulsed flights, heavying-up on marketing during specific time peri-
ods, while still implementing continuous support from social media and search engine marketing.  

What We Can Do For You
 Element7 has constructed a detailed and intricately designed media plan for Big Top Candy Shop. 
Ultimately, this plan is focused on increasing brand awareness and support. Our plan is sure to be effec-
tive because our advertising strategies are designed to be both memorable and personal, connecting to 
customers on a more specialized level. Once this connection is achieved we hope to further foster this re-
lationship in order to turn these individuals into long-term consumers and hopefully future brand advo-
cates. The mix between traditional effective medium and over the top attention-grabbing guerilla tactics 
will serve to achieve all business objectives necessary to the success of Big Top Candy Shop.
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 Element7, originally founded in Sheboygan, Wis., has an award winning attitude praised by critics all across the 
industry. From PR Weekly to Advertising Age, most critics agree that Element7 sets the bar for excellent customer ser-
vice while maintaining a passionate culture. At this time, Element7 has decided to tackle a new project for one of Austin’s 
most famous, eccentric candy stores: Big Top Candy Shop. 

 Founded October 2007 in Austin, Texas, Big Top Candy Shop hit the streets of South Congress with fresh energy as 
they provided unique, superior quality confections and candies to local Austinites. As a result of their success in Austin 
over the past 6 years, Big Top has decided to open up a new store in the Hillsboro Village district of Nashville, Tenn. Ele-
ment7 strives to develop a plan which will promote the overall brand awareness of Big Top Candy Shop in order to drive 
traffic into their newly opened store. 

 After extensive research, Element7 believes that Big Top’s target market in Nashville is young adults between the 
ages of 18-34 who are interested in independent, locally owned restaurants, vintage clothing stores and art galleries. Hill-
sboro Village itself is characterized by a vintage look with an urban feel which fits well with Big Top’s image. These 18-34 
year olds can be male or female and range from college students at nearby universities to young professionals.
Element7’s budget for all media plan initiatives intended for Big Top’s new store is $75,000. With this money, our com-
pany has decided to employ four main pulsed flights that run over eight months from April to December 2014.
 
 Our first flight will start approximately 2 weeks before the new store opens in May. We will begin with the launch-
ing of our social media pages, search engine marketing, internet banners, as well as two newspaper ads. Once the store 
has opened we will begin to advertise by using out of home, radio, and a promotional photo booth placed on site on open-
ing day. We have also decided to send out bi-monthly surveys by way of email during the duration of our campaign to ask 
our customers what their favorite candies are as well as future products they would like to see on the shelves. All of these 
advertising techniques will fit into the theme of an end-of-school celebration and the beginning of summer.
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 Once summer has set in, we will begin to push our second flight, “Candy City”, which begins around the first week 
of June and is scheduled to end on the 10th of August. The purpose of this flight is to make our presence felt in Nashville 
and to keep expanding our customer base. We plan to continue our social media campaign, SEM, internet banners, out of 
home, and surveys while implementing new media such as a print advertisement  in Nashville Lifestyle Magazine for the 
month of June. We will also be participating in the the Music City: Let Freedom Ring music festival on July 4th. We will set 
up a booth in order to pass out promotional fans with the Big Top name on them. We believe that this will capture our 
target audience’s shared interest in local music and candy by giving them a look at what Big Top has to offer.
 
 Spanning from August 11th to October 10th will be our third flight, “Back 2 School”, which will be the time for us to 
primarily target college students at nearby universities. As with the other two flights, some promotions will remain con-
stant: social media, SEM, internet banners and surveys will all continue. We will have a billboard up for eight weeks start-
ing from the beginning of the flight, as well as radio/newspaper ads for the first two weeks. This flight will be surrounded 
by our “Back 2 School” Big Top party in late august where we will give away many promotional items including koozies, 
keychains and t-shirts, just to name a few. 

 Finally, to wrap up our promotional ventures, the fourth flight will feature everything needed to retain ultimate 
customer satisfaction for Big Top Candy Shop. This flight will run from October 11th to December 10th and be character-
ized by a Halloween theme. The “Big Halloween” flight will have the same constants as the above 3 flights: social media, 
SEM, internet banners, and surveys. However, we have decided to take a less traditional path with this flight by using gue-
rilla marketing as well as halloween esque movie screenings. The use of offbeat advertising techniques will support the 
idea of the eeriness of Halloween in addition to the odd demeanor of Big Top. 

 Our media plan is tailored to use consistency and continuity to make Big Top’s appearance and presence in Nash-
ville felt. It will make sure people are aware of Big Top and we are aware of what the consumer wants. We combine this 
with bursts of stylized advertising and promotion that show who Big Top Candy Shop is and what they have to offer. 
These techniques will blend to effectively and efficiently reach our target.



Brand Profile (4 Ps)

6

Product
Big Top Candy Shop of-
fers an eclectic array of 
products ranging from the 
simplest Pez dispenser to 
sea salt covered crickets. 
With their old fashioned 
soda machine, ice cream 
and shaved ice bar, over 
300 varieties of bulk can-
dy and more than 2,000 
types of wrapped candy, 
Big Top is sure to satisfy 
any sweet tooth. Their 
collection of vintage candy 
can transport you back 
in time, and offers a truly 
unique experience for the 
customer.

Price
Big Top Candy Shop offers 
their many confectioner-
ies in numerous sizes and 
at a reasonable price. Per 
piece, most candy costs 
about .47, while ¼ lb. is 
priced anywhere from 
$1.27 to $2.17. Sodas, 
ice cream and shaved ice 
range from $1.77 to $4.77, 
depending on their size 
and complexity. Most Big 
Top products do not ex-
ceed $5.00 offering the 
customer a sweet treat at 
a sweet price.

Place
Big Top’s distinctive atmo-
sphere offers an entire ex-
perience of its own. Their 
impressive collection of 
circus memorabilia makes 
one feel as though they are 
truly under the big top. 
Big Top Candy Shop has 
one location in the heart 
of South Congress Avenue 
and draws in customers 
of all ages. Their quirky 
yet classic energy reflects 
perfectly the Austinites it 
serves every day. Hillsboro 
Village has a very similar 
feel to South Congress 
in Austin, TX, making it 
another ideal location for 
the store.

Promotion
Big Top Candy Shop ap-
plies both adequate and 
cost-effective media strat-
egies to promote their 
brand and name. They uti-
lize social networking and 
blogging, but rely mostly 
on word of mouth market-
ing due to their central 
location in downtown 
Austin. Big Top frequently 
offers discounts on spe-
cialty holiday candy and 
treats. These specials are 
advertised through their 
Facebook, Tumblr and 
Twitter pages. Currently, 
Big Top has 4,891 likes on 
Facebook and has a grow-
ing number of Twitter and 
Tumblr followers.
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Big Top Candy Shop is expanding to Nashville, Tennessee.  The Nashville/Davidson metropolitan area 
has a population of approximately 601,222 people. The population is 60.5% white, 28.4% black, 10% 
Hispanic and 3.1% Asian. The median household income for 2007-2011 was $46,141. There are 79,786 
males and 84,007 females in the age range of 20-34.  It has a moderate climate with four distinct seasons 
and categorized as humid subtropical. It has 70 percent humidity and the summers tend to be longer 
than winter. The Cumberland River runs through the middle of Nashville and splits it up into two parts.

Nashville is known as the music city. It has a music rich culture focused primarily on Country Music. This 
tradition was started in 1924 by George Hay when he started a Saturday night program that would invite 
new bands to come play on his radio show. He called it The Grand Ole Opry and with his talent for recog-
nizing good music it became nationally renowned.

We will be locating specifically in Hillsboro Village, an area known for its collection of neighborhood 
merchants. It has a variety of stores from restaurants to jewelry stores. It is about a 10 minute drive from 
downtown and located in walking distance from Vanderbilt University and Belmont University. However 
the driving in this area is affected negatively by heavy traffic and less than ideal parking conditions be-
cause of this we will focus on our target located specifically in the Hillsboro zip-code 37212 and 6 sur-
rounding zip codes, 37203,  37210, 37206, 37204, 37219,  and 37201.

http://quickfacts.census.gov/qfd/states/47/4752006.html
http://www.tnhistoryforkids.org/cities/nashville

http://traveltips.usatoday.com/climate-nashville-tennes-
see-59007.html

http://hillsborovillage.com/about
http://www.simplymap.com/
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Our target is young adults 18-34. In Nashville 12.46% of the population are age 18-24 and 
17.33% are ages 25-34. We chose the zip-code of Hillsboro village, as well as 6 surround-
ing zip-codes based on the concentration of our target market in the zip-codes closest to us 
and high volume of population movement, where our OOH advertising will be visible. The 
total population of these is approximately 87,746.  These areas are mostly residential and 
have an average income of $62,809. Vanderbilt University and Belmont University are also 
located within these zip-codes. Vanderbilt has a student population of 12,745 and Belmont 

has a student population of 6,665. We 
want to make our brand and store 
known to the people near us and who 
can reach us with ease. These are not 
the only areas that will be exposed 
to our campaign but we believe they 
will find it most relevant as a result 
of their proximity to Big Top Candy 
Shop.

http://www.simplymap.com/
http://www.claritas.com/MyBestSegments/Default.jsp?I

D=0&menuOption=home&pageName=Home
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Target Audience
Our target audience in the Hillsboro Village region of Nashville, Tennessee is 18-34 year olds who are ei-
ther college students or young professionals. Big Top Candy Shop will be successful because their prima-
ry target coincides with the type of people who visit and live in Hillsboro Village. These people are typi-
cally characterized by their interest in independent, locally owned restaurants, vintage clothing stores, 
and art galleries. This part of town has a vintage look with an urban feel, perfect for accommodating our 
target market.
 

Primary Target Market
Our primary target market will be college students, ages 18-24 attending either Vanderbilt or Belmont 
University. These students are fans of the fine arts and support locally owned businesses as opposed to 
franchise and chain stores. As both universities are private, most students come from well-to-do families 
and are willing to spend a little more for better quality products. Some of their hobbies include discover-
ing new bands and artists that play at the shops in Hillsboro Village. When taking a break from studying, 
students enjoy being outside and exploring the city around their campus.
 

Secondary Target Market
Our secondary target market is young professionals, ages 25-34, who live or work in the Hillsboro Vil-
lage area. This would include recent college graduates, newly married couples, and young people just 
establishing their careers. This group would enjoy spending their Saturdays off exploring the shops and 
restaurants in the area. The local cafés serve as a great date night spot, with Big Top Candy Shop as an 
appealing post-dinner treat. Much like our primary target market, they are willing to spend a more for 
better quality products and services.
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Let me introduce you to Chad. Chad is a twenty year old sophomore rheto-
ric and writing major at Vanderbilt University. He is an avid fan of comic 

books, vintage movies/novels, and he also enjoys visiting art galleries. On the 
weekends you can typically find Chad hanging out with his best friend Mi-

chael at Hillsboro Village where they most often frequent local restaurants. 
Chad’s enthusiasm for vintage items, independent shops, and art make Chad 

a primary target to consume the plethora of offbeat candies and treats you 
can find at Big Top Candy Shop.

Meet Chris and Angela: Chris and Angela have been married for about 6 
years and they have lived in Nashville, TN for the past 2 years. Chris moved 

there to take a Senior Marketing Analyst position at Gibson Guitars, while 
Angela found work as a middle school art teacher. The couple currently has 
one five year old girl named Lisa. Chris and Angela both remember the can-
dies they ate as children during the 80s and 90s and they hope to get some 

for Lisa because she recently did well on a spelling test. An average day at the 
candy shop for their child turns into Chris and Angela overcome by a wealth 

of nostalgia.
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Located only five minutes from Hillsboro Village, Colt’s Chocolate poses a threat to 
Big Top Candy Shop due to its close proximity to the store. Since 1984, Colts has of-
fered its clients an array of chocolates and other desserts. It has a loyal customer base 
and offers the same services as Big Top.

Diana’s Sweet Shop serves lunch, dinner and a number of desserts. It is located about 
10 minutes from Hillsboro Village at 318 Broadway, and has been a Nashville staple 
since 1926. Due to its unique offering of ice cream flavors, Diana’s is a potentially 
strong competitor of Big Top Candy Shop.  

Sweet Sue’s Candyland is a sweet shop with an emphasis on the sale of fudge, pastries 
and desserts. It is has order based business through its website but its physical loca-
tion is 664 S 6th Street. It poses a threat to Big Top Candy Shop because it has estab-
lished customers and  a high quality product.

Buzzy’s Candy Store is a student owned and run candy shop located on the Belmont 
University campus. It provides a smaller range of candy than Big Top but it is closer 
to a source of consumers we wish to attract from Belmont University. The students 
are already aware of the store so it has an edge over Big Top because of an established 
presence in the consumers mind.

1

2

3

4
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Candy sales have shown consistent growth over the years, with the percentage 
of consumers eating candy being at a five-year high.  Mintel forecasts chocolate 
and non-chocolate confectionery to grow another 12% and 15%, respectively, 
over the next several years.  Although consumer use is at a high, three quarters 
of these consumers purchase their products from supermarkets.  These mass 
merchandisers have the advantage in keeping supplies large and prices competi-
tive.  However, there appears to be an increase in candy store popularity.  These 
specialty stores carry greater, more unique selections, and one in five consumers 
will go out of their way to these stores to satisfy a certain craving, demonstrating 
a high level of engagement.

Mintel. (2012). Non-chocolate Confectionary – US
Mintel. (2012). Chocolate confectionary – US
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Big Top has many internal strengths.  From a broad perspective, candy consumption is high, sales 
are on the rise, and candy store popularity is increasing.  The store itself has a wide selection of 
old-school candies as well as many unique and rare products that cannot be found in majority of 
stores.  Older consumers are drawn to this store to find their favorite childhood candies that are 
no longer sold in supermarkets.  These consumers are abundant for this Big Top location because 
it is near two colleges.  This is additionally beneficial because consumers of this age group over in-
dex in their consumption of confectionery.  The store also has special smoothies and Italian sodas, 
which will help it to compete against the competing sweets stores in the shopping area.

Big Top also has some internal factors that they need to work on to increase sales.   The store name 
is not well-known, so a lot of marketing efforts will have to be put into just building brand aware-
ness.  Those who have been exposed to the store may have some conflicts with the store hours.  
Big Top closes at 7pm on all days except Friday.  55% of consumers purchase candy for personal 
consumption as an impulse, so those who get a random craving later in the night will most likely 
spend their money at vending machines or convenient stores.  These other retailers also offer 
lower prices because Big Top is a specialty shop.  Given that the target consumers are young adult 
students and non-students with limited or no income, Big Top will have to be competitive in their 
prices.
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Some external factors provide opportunities for Big Top, such as the consumer’s need for con-
sumption occasions.  Many consumers eat candy during a few certain occasions, so providing them 
with usage suggestions will increase the possible occasions, possibly resulting in increased con-
sumption.  The nearby schools provide many opportunities to do this since both schools will have 
many celebratory events.  Big Top can position itself as a brand involved in these traditions.  Creat-
ing excitement in their products through interactive advertising is important in maintaining and 
expanding its consumer base.

There are also some external factors that work against the company.  Convenience plays a huge 
role in candy purchases.  This is evident in the top purchase locations being drug stores, conve-
nience stores, and gas stations.  The specific age group of the target market are also more likely 
than average to purchase from low-price channels, such as Wal-Mart, and from convenience out-
lets, such as the internet.  Hillsboro Village, where Big Top is located, is also an area of high traffic 
congestion.  These factors can all potential deter consumers from purchasing from Big Top.
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Element7 realizes that Big Top Candy Shop offers its customers a particular shopping ex-
perience that they can not find at any other run of the mill candy store. In order to hone 
in on our target audience of adults aged 18-34 we have decided to employ a pulsed flight 
schedule. Along with the pulsed flights there will be a continuous stream of search engine 
marketing and social media updates. Our four main pulsed flights will be made up of radio, 
print, out of home, guerilla marketing, and promotional materials. Our first and fourth flight 
will focus on both our primary and secondary targets, the second flight on just our second-
ary target and the third on our primary target.
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Objective 1
What: Determine a good understanding of the new Big Top trade area with the new Nashville test market.
How: Bus wrap, billboard, grand opening, radio, newspaper ads, social media 

Objective 2
What: Achieve an average of 1150 visitors each week, with an average transaction rate of $8.50. 
How: SEM, grand opening, Vanderbilt back to school party under the Big Top and promotions.
 
Objective 3
What: Establish a loyal customer base of at least 500 within the first year- 8 months total.
How: Student ID discount, promotional coupon at grand opening, social media, 

Objective 4
What: Achieve a 30% awareness of the Big Top name and location across the recommended targets in the 
determined trade area and surroundings.
How: Social media, radio ads, newspaper and magazine ads, billboard, bus wrap, SEM, promotions, inter-
net banner, guerilla marketing

Objective 5
What: Establish regular bi-monthly interaction with the loyal customer base.
How: Social media, email customers twice a month with a survey requesting customer feedback about 
what specific candy and specials they would like to see at Big Top Candy Shop. 

Objective 6
What: Successfully support two local promotions, establishing at least one of these promotions as a long-
term tool for future Big Top efforts. 
How: Music City 4th of July, establish “Munchie Monday” happy hour as a long-term tool for future cam-
paigns. “Munchie Monday” happy hour from 4-7 will offer 1/2 off all beverages, shaved ice and ice cream.
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Element7 knows that a grand opening is an extremely important first step to the success of any business. Therefore, we have 
loaded our first flight with a plethora of brand-building marketing tools that will allow us to achieve every goal we have es-
tablished for the new Big Top Candy Shop in Hillsboro Village. The primary purpose of this first flight is to increase citywide 
awareness for the brand, which in turn will drive customers to the store. Our grand opening will be surrounded by specific 
out-of-home advertisements, promotions, newspaper ads, radio ads, and the beginning of our social media campaign and 
search engine marketing. The advertising techniques will revolve around an end-of-school/beginning-of-summer celebration. 
We plan to capitalize on our summer friendly products such as Big Top’s famous cold Italian sodas, root beer floats, and other 
drinks that can cool our customers off during the hot summer months.

Out-of-Home
Our out-of-home advertising makes up the greatest part 
of our expenditures for flight one, and will include a bus 
wrap, billboard, and a photo booth. The bus wrap will 
picture different candies and the Big Top Candy Shop 
logo and new locations address. It will be placed on the 
Nashville MTA bus number 7, which runs directly from 
the Vanderbilt campus to Hillsboro Village. The bus wrap 
will be active for the first and second flights, and will run 
April through July. Next, our billboard will be displayed 
on highway I-40 W, near exit 209. It will be up for eight 
weeks, starting at the beginning of our campaign on April 
10, 2013. It will read: “Bacon Frosting? Yeah we got it.” 
The billboard will have our logo and new location’s ad-
dress. Our last out-of-home marketing tool will be a photo 
booth, which will be set up for the opening day celebra-
tion. Customers can pose with circus props in front of a 
personalized Big Top backdrop. An intern will take photos 
of the customers on an iPad, and then give them the option 
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to email the photo to themselves. If the customer posts the picture on their social media site and tags “BigTopCandyShop” they will 
receive a 10 percent discount on their purchase.

Newspapers
We will run 1/4 page ads in two local newspapers, the Vanderbilt Hustler and the Nashville Scene. These ads will be placed two 
weeks before and after our grand opening. They aim to endorse our opening day celebration and drive customers to the store. 

Radio
We will run radio ads both day and night for the first two weeks of our campaign. These ads will build brand awareness and pro-
mote our opening day celebration.

Promotions
During the entirety of our campaign we will have promotions and data gathering techniques that can be used at any time. These 
include bi-monthly surveys about customer satisfaction, candies they want to see added to the store, and a coupon for free candy, 
provided that the customer hash-tag’s “BigTop” on twitter, instragram or facebook. Through these surveys, we will have a better 
understanding of what our customer’s want, and therefore, how we can better serve them. 

SEM/Social Media
We will utilize social media promotions and search engine marketing throughout our entire campaign. These channels will adver-
tise our grand opening, special events and promotions, and strive to increase customer awareness and sales.
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For our second flight, we will focus on marketing our business as a Nashville staple, and increasing the number of future 
brand-advocates.We will focus on our secondary target market since school will be out. By continuing some aspects from 
flight one and adding new promotions and advertising in other areas we will reach this 25-34 group more effectively. 

Promotional
For our 2nd flight we will be attempting to make our presence felt in Nashville and to keep growing our customer base with 
emphasis on our secondary market. We will have our biggest promotional effort by setting up a booth at the Music City: Let 

Freedom Ring music festival on July 4th. It 
will take place at The Lawn on Riverfront 
Park and have live music from 12am to 
10pm ending in a spectacular fireworks dis-
play. There are also 5k and 10k races in the 
morning at which will we distribute branded 
hand fans with our name and address to 
participants and viewers of the race. These 
will also be given throughout the day at the 
booth as well. Attendance will be approxi-
mately 100,000 and 18% of them are age 
20-29 and 17% are 30-39. 

Internet
We will continue our internet advertising 
through banners on Nashvillegab.com.  The 
website provides recent and trending news 
about country music. It has approximately 
300,000 unique visitors per month.  The 
banners will be present from June 1st to 
August 10th.
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Social Media/SEM
We will maintain our social media updated to be able to communicate with consumers and monitor the number of visitors we 
get to our pages.We will also maintain our SEM to keep our pages at the top of the search results.

Magazine
We will place ads in the magazine Nashville Lifestyle for the month of June so that residents looking for activities and new 
things to do in Nashville can be alerted to our products and style. We will run a 1/3 page ad every week for the month of June.

OOH
We will have a strong out of home effort with a bus wrap in an attempt to do something out of the ordinary to create buzz 
around our name. The bus will be covered in candy or look like a giant gummy worm is squeezing it while providing exposure 
to our name and address. It will be on the number 7 bus route that runs from downtown Nashville to Hillsboro Village. It will 
be active for 2 months from June to July and be the largest portion of spending in the second flight.
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Flight 3 is focused primarily on our 18-24 year old target market. Vanderbilt University’s fall semester begins on Wednesday, 
August 22nd and Element 7 will take full advantage of all the foot traffic that will be in the area by hosting an event called 
“Party Under the Big Top” in the hopes of attracting the young demographic of the university. At this time, Big Top aims to 
achieve 30% awareness of the Big Top name and location across the recommended target in the determined trade area and 
surrounding areas. There will be a 10% discount given to customers that present a student id at the time of  their purchase to 
help establish a loyal customer base of at least 500 within the first year. Flight 3 will also utilize social media to help establish 
their goal of a regular bi-monthly interaction with our customers. 

Social Media
Because Element 7 knows how important social 
media is to this young demographic we will con-
tinue emailing a survey to our valued customers 
requesting information about what items they 
would like to see displayed in Big Top and any 
other specials they think we should run. 

OOH
Hillsboro Village has a high amount of traffic in 
and out of the area, a billboard will be installed 
which will hopefully reach locals who may not 
have heard about Big Top and tourists while on 
their drive into the Nashville area. On I40 W near 
exit 209 which is the exit  commuters will take 
while in transit from the Nashville area into Hills-
boro Village.
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Promotional Items/ Events
There will be many promotional items distributed during the “Party under the Big Top” including: koozies, keychain bottle 
openers, lighters, and t-shirts all with the Big Top logo and colors. 
Online Advertising: Nashville.com has 226,868 page views a day. 12% of this is our primary target market (18-24) for this 
flight. 26% is our secondary target market (25-34) for this specific flight.

Newspapers
The student id promotion will be advertised in the Vanderbilt Hustler which is the official student newspaper of Vanderbilt 
University and is distributed bi-weekly.
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Our fourth and final flight focuses on both our primary and secondary target market and looks to continue creating brand aware-
ness and increase our loyal customer base. As it starts in early October, we will have a Halloween focus and feature our weird and 
unusual candies. Radio ads will be played during the first two weeks of the flight as to continue to establish brand awareness. We 
will also continue to send out bi-monthly surveys to continue to build a loyal base with our customers. To achieve our goal of 1150 
visitor each week we will host a movie “Fright Night” featuring horror movies. The largest portion of our expenditures for this 
flight is the radio advertisements. 

Guerilla Marketing
Face-in-the-hole cutouts will be placed in a prime location where people can have their picture taken as “circus freaks.”

Social Media
We will continue to have a steady presence in the so-
cial media world, as our intern will update our Face-
book, Twitter, and Instagram regularly.

Radio
The first 2 weeks Element 7 will run 3 insertions of 
radio advertisements a day. 

Promotion/ Events
In the spirit of Halloween, for our promotional mar-
keting, plastic crickets will be passed out with tags 
promoting our sea salt flavored crickets that can be 
purchased in store. Lastly, we will host a Movie “Fright 
Night” each Friday, lasting from October 11 to Novem-
ber 1st. If attendees are in a Halloween costume they 
will receive free candy. 
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OOH
Hillsboro Village has a high amount of traffic in and 
out of the area, with that in mind, a billboard will be 
placed on I40 E near exit 206 during the first and 
third flights. A bus wrap will also be implemented 
during the first and second flight on bus 7 which runs 
through Vanderbilt campus down to Hillsboro Vil-
lage. The wrap will be of a giant gummy worm con-
stricting the bus. Regardless of whether or not people 
ride the bus, public transportation is prevalent in 
Nashville, and people will see the bus driving along 
its route.

SEM
In an effort to increase online consumer awareness 
of Big Top Candy Shop, whether it be from Hillsboro 
locals or tourists, Big Top and other words associated 
with Big Top will be placed on search engine words 
throughout the campaign. SEM will be tailored ac-
cording to each flight to ensure the highest optimal 
relevance. Money has been set aside for a possible  
increase in online click throughs in our SEM.

Social Media
Social Media will be used continuously through our four 
flights. Considering that Hillsboro has a relatively young de-
mographic, social media will play a huge role in creating brand 
awareness.
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Newspapers
 i. Nashville Scene- This publication founded in 1989 
primarily reports and offers opinions on music, arts, entertain-
ment, and local and state politics in Nashville, Tennessee.The 
Nashville Scene has a circulation of 52,019 monthly reaching 
people who are trying to get more information about the busy 
city. 
 ii. Vanderbilt Hustler- The Hustler is the official 
student newspaper of Vanderbilt University. It’s purpose is to 
house the forum for student opinions, as well as offering cov-
erage of news, sports and entertainment events, campus briefs, 
calendar information, and advertising. 

Magazine
 i. Nashville Lifestyle- The magazine is produced by a 
holding company named The Tennessean which is the princi-
pal daily newspaper for Nashville, Tennessee. The Nashville 
Lifestyle has a circulation of 32,000 monthly while providing 
the insight needed for consumers in the region to get the most 
out of Nashville. The magazine includes features on the people, 
places and things that define Music City. 

Radio
Radio will be used in the first flight to promote our grand 
opening and build consumer awareness. In the third flight we 
will use radio to advertise our “Back to School: Party Under 
the Big Top” event and promotions. Finally, radio will be used 
to advertise our Halloween specials in the fourth flight of our 
campaign.

Promotional Items
 i. 1,000 Koozies- are a great medium to display the Big 
Top name. This is a fun way to attract our young target market 
demographic. These will be given out during our third flight 
which entails a Back to School party under the Big Top. By 
passing them out at this time we hope for the koozies to be a 
popular item during football season around the Vanderbilt and 
Belmont campus.
 ii. 500 Keychain Bottle Openers- This promotional 
item is very useful and relevant to our target market. Most 
consumers find a key chain useless but with a bottle opener on 
it we hope this will be a permanent form of advertising.   
 iii. 2,000 Lighters- with the Big Top logo will also be 
given out during our Back to School party under the Big top.
 iv. 10,000 Fans- Music City July 4th event focus. On the 
morning of the 4th there is a 5K and 10K race. Big Top will at-
tend this event and and pass out fans with the Big Top logo at 
the finish line. This is a fun, efficient way to promote our shop 
to locals and tourists.
 v. 500 Crickets- For our Halloween promotion of 
“spooky” candy, we will hand out toy crickets around the 
Vanderbilt campus. Attached will be a tag that reads: “If I were 
covered in sea salt, would you eat me? We got more tricks than 
treats--Big Top Candy Shop.”
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 vi. 200 T-shirts- T-shirts are an efficient way 
to keep a constant presence in the consumer’s home. 
They are long-lasting, collectible, useful and afford-
able. These will be available in store and given out at 
the Back to School Party under the Big Top to build 
awareness and amplify reach.
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Guerilla Marketing 
 i. Face-in-the-Hole - We will have a face-in-
the-hole panel set up in strategic locations in the 
Hillsboro Village area. It will have vintage images 
of “circus freaks” with face-holes for passersby to 
take photos with. The panel will read: “We’re sweet 
for freaks—Big Top Candy Shop.” This setup will be 
an interactive and creative way to build our brand 
awareness. 

 ii. Photo Booth - We will have a photo booth 
set up at our grand opening. Customers can pose 
with circus props in front of a personalized Big Top 
backdrop. An intern will take photos of the custom-
ers on an iPad, and then give them the option to 
email the photo to themselves. If the customer posts 
the picture on their social media site and tags “Big-
TopCandyShop” they will receive a 10% discount on 
their purchase.
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GENERAL CONTRACT FOR SERVICES
 
This Contract for Services is made effective as of April 11, 2013, by and between Big Top CandyShop of 21st Avenue South, 
Nashville, Tennessee 37212, and Element7 of 1 University Station, Austin, Texas 78712.
 
1. DESCRIPTION OF SERVICES. Beginning on April 11, 2013, Element7 will provide to Big Top Candy Shop the following 
services:
 
Creating and carrying out the agreed upon media plan and marketing strategies
 
2. PAYMENT. Payment shall be made to Element7, Austin, Texas 78712, in the amount of $10,000.00 upon completion of the 
services described in this Contract.
 
In addition to any other right or remedy provided by law, if Big Top Candy Shop fails to pay for the Services when due, Element7 
has the option to treat such failure to pay as a material breach of this Contract, and may cancel this Contract and/or seek legal 
remedies.
 
3. TERM. This Contract will terminate automatically upon completion by Element7 of the Services required by this Contract.
 
4. CONFIDENTIALITY. Element7, and its employees, agents, or representatives will not at anytime or in any manner, either 
directly or indirectly, use for the personal benefit of Element7, or divulge, disclose, or communicate in any manner, any informa-
tion that is proprietary to Big Top Candy Shop. Element7 and its employees, agents, and representatives will protect such infor-
mation and treat it as strictly confidential. This provision will continue to be effective after the termination of this Contract.
 
Upon termination of this Contract, Element7 will return to Big Top Candy Shop all records, notes, documentation and other 
items that were used, created, or controlled by Element7 during the term of this Contract.
 
5. DEFAULT. The occurrence of any of the following shall constitute a material default under this Contract:
 
 a.     The failure to make a required payment when due.
 
 b.    The insolvency or bankruptcy of either party.



 
 c.     The subjection of any of either party’s property to any levy, seizure, general assignment for the benefit of creditors, ap-
plication or sale for or by any creditor or government agency.
 
 d.    The failure to make available or deliver the Services in the time and manner provided for in this Contract.
 
6. REMEDIES. In addition to any and all other rights a party may have available according to law, if a party defaults by failing 
to substantially perform any provision, term or condition of this Contract (including without limitation the failure to make a 
monetary payment when due), the other party may terminate the Contract by providing written notice to the defaulting party. 
This notice shall describe with sufficient detail the nature of the default. The party receiving such notice shall have ten days from 
the effective date of such notice to cure the default(s). Unless waived by a party providing notice, the failure to cure the default(s) 
within such time period shall result in the automatic termination of this Contract.
 
7. FORCE MAJEURE. If performance of this Contract or any obligation under this Contract is prevented, restricted, or inter-
fered with by causes beyond either party’s reasonable control (“Force Majeure”), and if the party unable to carry out its obliga-
tions gives the other party prompt written notice of such event, then the obligations of the party invoking this provision shall 
be suspended to the extent necessary by such event. The term Force Majeure shall include, without limitation, acts of God, fire, 
explosion, vandalism, storm or other similar occurrence, orders or acts of military or civil authority, or by national emergencies, 
insurrections, riots, or wars, or strikes, lock-outs, work stoppages. The excused party shall use reasonable efforts under the cir-
cumstances to avoid or remove such causes of non-performance and shall proceed to perform with reasonable dispatch whenev-
er such causes are removed or ceased. An act or omission shall be deemed within the reasonable control of a party if committed, 
omitted, or caused by such party, or its employees, officers, agents, or affiliates.
 
8. ENTIRE AGREEMENT. This Contract contains the entire agreement of the parties, and there are no other promises or condi-
tions in any other agreement whether oral or written concerning the subject matter of this Contract. This Contract supersedes 
any prior written or oral agreements between the parties.
 
9. SEVERABILITY. If any provision of this Contract will be held to be invalid or unenforceable for any reason, the remaining 
provisions will continue to be valid and enforceable. If a court finds that any provision of this Contract is invalid or unenforce-
able, but that by limiting such provision it would become valid and enforceable, then such provision will be deemed to be writ-
ten, construed, and enforced as so limited.
 



10. GOVERNING LAW. This Contract shall be construed in accordance with the laws of the State of Tennessee.
 
11. NOTICE. Any notice or communication required or permitted under this Contract shall be sufficiently given if delivered in 
person or by certified mail, return receipt requested, to the address set forth in the opening paragraph or to such other address as 
one party may have furnished to the other in writing.
 
12. WAIVER OF CONTRACTUAL RIGHT. The failure of either party to enforce any
provision of this Contract shall not be construed as a waiver or limitation of that party’s right to subsequently enforce and com-
pel strict compliance with every provision of this Contract.
 
IN WITNESS WHEREOF, the parties hereto have caused this Agreement to be executed by their duly authorized representatives 
as of the date first above written.
 
Service Recipient:
Big Top Candy Shop
 
By: ________________________________________
       Big Top Candy Shop
 
 
Service Provider:
Element7
 
By: ________________________________________
       Element7


