
RIDE TOGETHER.
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exeCuTive suMMary

This plan book, created by Velocity Media, provides a compelling 
campaign strategy for Mellow Johnny’s Bike Shop. Mellow Johnny’s 
has had great success primarily catering to avid cyclists, but is now 

faced with the opportunity to expand its customer base. Thus, Velocity 
Media has developed an effective and cohesive plan that will combine 
both traditional and digital advertising, as well as promotional efforts 
to reach the lucrative upper middle class market in the Westlake area. 
Our intent is to convey biking as an enjoyable and accessible family 

experience, one that is even better with Mellow Johnny’s. 

Austin’s variety of trails, lush hills and outdoor-oriented activities 
offer a paradise for competitive and casual cyclists. Mellow Johnny’s 
products and services are ideal for catering to both the expert racers 

as well as the large population of active families who ride for the 
experience of spending time together and live in the surrounding 

downtown area. Our campaign will be designed to show these Austin 
families that Mellow Johnny’s is synonymous with a quality biking 

experience. 

The $75,000 budget will be used to implement a plan that will allow 
Mellow Johnny’s to establish brand presence in order to become top-
of-mind. Our strategically placed media executions will ensure there 

are no wasted impressions and that there is full engagement with 
our target audience. The combination of digital and print ads, social 
media advertising, billboard exposure, online video, involvement with 
family friendly events and other unique tactics to fulfill our objectives. 
Velocity Media seeks to drive awareness, create engagement with the 
brand among a new customer base and ultimately establish Mellow 

Johnny’s as the preferred bike shop for competitive riders and family 
leisure-seekers alike.
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Mellow Johnny’s Bike shop

Program History

Since its opening in 2008, Mellow Johnny’s Bicycle Shop has had the goal of becoming 
the center point for cycling in the downtown Austin area. Mellow Johnny’s has something 
different to offer to all its visitors. They don’t portray cycling as a hobby, but rather as a 

lifestyle, as can be seen by the different amenities in the shop. These include, but are not 
limited to commuter showers, towel services and even bike storage. In the past, due to 
Mellow Johnny’s strong online following, it has heavily relied on email and social media 
marketing as well as print advertising. However, in order to drive sales and promotions, 

Velocity Media is focusing on Mellow Johnny’s print advertising and implementing unique 
promotional tactics. The current objective is to appeal to “regular” people and not just avid 

racers and to increase customer reach in other Austin neighborhoods.

6 7

Program Evaluation

Mellow Johnny’s has greatly appealed to passionate bikers as well as people on the go due 
to its variety of services, especially the showers that can be used at their convenience. In 

addition to top-of-the-line bikes, Mellow Johnny’s offers its customers everything they need 
to make biking an experience. That said, the shop’s association with professional cyclist, 
Lance Armstrong, might make customers feel that Mellow Johnny’s equipment and bikes 
are out of reach for their family needs.  With the right marketing and advertising efforts, 
however, we believe that Mellow Johnny’s can highlight its competitive prices as well as 
bikes that are suited for and most importantly, safe for children. By conveying the right 

message, Mellow Johnny’s has the opportunity to attract a new, lucrative customer base that 
will complement the prestige it has garnered over the years. 
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Marketing Evaluation

There is no doubt that cycling is a great way to spend quality time with 
family while doing something that is environmentally conscious and 

beneficial to one’s health. However, according to a Mintel report, “a major 
deterrent to cycling is safety”. This concern has increased over the years, 

especially in cities that are growing exponentially, like Austin.  Another major 
concern for those willing to bike is lack of time, especially with families 
in the designated geographic locations. Six out of ten parents say they 

wish they could spend more time with their kids, but that there are other 
responsibilities in the way. Nonetheless, when parents are given a choice, 

88% of them opt for activities that will get their children “up and moving”.  
These activities include cycling, hiking, sports and even those as simple as 

playing games at a park. Conflictingly, the study says that the most popular 
out of home activities are actually dining-out or leaving the house for a 

snack. Even though these activities are not physically stimulating, they are 
popular due to the fact that they are both low-cost and highly accessible 

activities.

It is vital to mention that there are various family-related activities in Austin 
every weekend. They include both active and inactive events that vary in 
price ranges.  Some examples include art classes, “mommy and me” yoga, 
storytime and soccer matches. In addition, when it comes to bicycle stores 

in the Austin area, there are a multiple to choose from. One store specifically, 
Bicycle Sport Shop, could be identified as the most serious competitor 

currently branded as more family-friendly. This is due to its greater 
selection, significant sales, larger department store type atmosphere, and 
marketing creative more geared to families. While Mellow Johnny’s might 
have a “boutique” feel, due to its carefully placed items and its assortment 

of branded merchandise, none of its competitors offer a similar in-store 
experience and quality feel. Even though some offer shower services too, 

they don’t have cafes, spaces available for rent or advanced training centers. 
This gives Mellow Johnny’s a unique competitive advantage.

8 9
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Secondary Research
To further our understanding of the current target market, we discovered that parents 
are increasingly interested in spending more time with their families but that there are 

common obstacles, such as work, which prevent them from doing so. According to a Mintel 
article, 6 in 10 parents state that they would like to spend more time with their families, and 

furthermore, 88% of parents surveyed affirm that activities that get their children up and 
moving are “the best kinds of activities.”

Clearly, there is a desire to increase time spent together and physical activity among families 
but how? Secondary research shows that when looking for new activities, parents are most 
influenced by loved ones, i.e. word of mouth marketing. 63% of parents are most influenced 

by friends, 59% by children, and 39% by other family members.

As well as word of mouth marketing, there are other non-personal sources of influence, 
including Internet search engines, local publications, and social media sites, which are the 

top three sources. In fact, 1/3 of consumers look to social media for product and brand 
information, like Facebook, which is the highest used social media site of every outlet. 80% 

of females ages 35-54 interact with brands via social media.

Primary Research
As primary research, we scouted out what we believed to be Mellow Johnny’s number 

one competitor, Bicycle Sport Shop. While at their Lamar location, we found the staff to 
be especially friendly and eager to aid its customers. We also took note of the store’s size 
and large selection of inventory, which included multiple selections of bikes for every sort 
of cyclist, whether young, old, adventurous, intense or just a cruiser. In addition, giant signs 

hung from the ceiling, promoting Bicycle Sport Shop’s substantial sale, which gave the same 
impression one might feel if they walked into an Academy Sports and Outdoors. 

In addition, we compiled survey questions to disseminate to a few bike groups in Austin 
to gauge the biking/bike purchasing behaviors of Austinites. We asked people a variety 

of questions, ranging from where they live to where they obtain information about Austin 
events and activities. The responses we received from this effort reinforced our secondary 

research and were especially helpful in solidifying our target market and the media 
executions to pursue in reaching them. 

researCh

Strengths
• There is a strong social media presence 

with 29.8k followers on Twitter and 25k 
followers on Facebook.

• The physical environment of the store 
is clean and aesthetically appealing.

• Juan Pelota’s Cafe is an additional 
attraction for customers.

• Serious cyclists are loyal customers.

Weaknesses
• There is a smaller inventory selection 

within the store than at competitors’ 
locations.

• There are some negative connotations 
associated with Lance Armstrong.

• The store seems to be geared toward 
competitive cyclists rather than an 
average biker.

Opportunities
• 88% of parents say that activities, 

which get their children up and moving 
are “the best” kind of activities.(http://
academic.mintel.com/display/726658/)

• When searching for new activities, 
parents are most influenced by friends, 
children, and other family, creating 
an opportunity for word of mouth 
marketing. (http://academic.mintel.com/
display/726658/)

• Moms are often the ones deciding 
activities for kids and the family, and 
88% of females ages 35-54 interact 
with brands via social media. (http://
academic.mintel.com/display/680523/)

Threats
• Bicycle Sport Shop has multiple 

locations and is potentially more family 
friendly due to it’s Academy feel.

• There is a major concern for safety 
when it comes to cycling, especially in 
a large city. (http://academic.mintel.com.
ezproxy.lib.utexas.edu/display/699733/)

• Cycling is an affluent sport, making it 
difficult to gain new customers.

swoT
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Problems and Opportunities
Parents are wanting and willing to interact more with their children and to get them up and 
active; thus, it’s Mellow Johnny’s job to appeal to parents, and more specifically, convince 

mothers that these are both achievable aspirations through bike riding.

Mellow Johnny’s has always attracted avid cyclists, and now is the time to create an inviting 
campaign, which will interest mothers, yet at the same time, maintain the company’s loyal 
customers. Mellow Johnny’s has a very “cool” environment, and in no way should conform 
to the customs of its competitors, but there are methods, which can be utilized to engage 

mothers and ultimately families in bike riding.

On average, women tend to spend more time with their children and do much of their 
family’s product purchasing, making it important to market to them. As we know, word of 

mouth marketing is a primary tool in creating customers, and Facebook has large potential 
when it comes to dispersing brand and product information. 

Consumer Analysis
In order to narrow the effectiveness and the accuracy of our campaign, we have chosen 
to focus solely on the Westlake and Rollingwood neighborhoods. The population of this 

area is roughly 29,000 people, while the median age is 41.4. There are multiple reasons for 
focusing on this specific area, which include the high median income ($103,800) and the 
average amount of dollars in consumer spending each year ($954 MM). Our consumer is 

the average Westlake family, with either young or old children looking to shop for a bicycle 
or any other apparel or accessories. 

Mom and dad are more than likely found online through the use of digital or social 
campaigns. According to Mintel, half of consumers look to social media for product and 

brand information. 

Mintel reports that respondents aged 35-44 are most likely to live in households where 
ownership for children ages 6-11 and 12-14 is highest. Additionally, as household income 

rises, it becomes more likely that respondents will live in households with bicycles. When 
household income hits $75K+, bicycle ownership is higher for all respondents for any 

particular age group. Furthermore, most mothers and fathers cite exercise as their reason 
for propelling their purchase of a bicycle. 
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Austin is home to lush trailheads and rolling hills: a paradise for competitive and casual 
cyclists. Mellow Johnny’s offerings are perfect for catering to both the expert racers as well 

as the large population of active families who ride for leisure and live in the surrounding 
downtown area. To entice these families to begin riding with Mellow Johnny’s, Velocity Media 
has composed a media strategy that will keep Mellow Johnny’s high-quality nature but bring 
in a family-friendly feel as well. Ride Together encourages Austin families to view riding their 
bikes as a family activity. It encourages families to ride with Mellow Johnny’s, and it inspires 

the whole Austin community to ride together.
 

We composed a pulsed strategy of traditional executions, which also offers continuous 
digital, social and promotional efforts. Our flight is composed of the 4 summer months, 

which includes National Bike Month, Mother’s and Father’s Day and the Fourth of July; all 
of which are highlighted throughout the campaign. The marketing efforts in our media 

plan work together to complete a strong campaign that directly reaches the target market. 
Although this media plan is 4 months, we believe these efforts can be replicated for a full-

year campaign and used to tap into other Austin family markets.

Media vision

Ride Together.
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Reach Austin 
Families

Mellow Johnny’s has not yet 
reached the Austin family 
market. This market could 
be crucial for the company 
to become more involved 

in the community and 
expand its customer base. 
With this media plan, the 

neighborhood of Westlake 
will be well targeted with 

very specific media outlets 
that will reach the consumer 

in ways they are very 
receptive to.

Increase 
Awareness

Increasing digital presence in 
this media plan will increase 

the overall awareness of 
Mellow Johnny’s offerings. 

We expect that the 
impressions gained from 

the digital advertisements, 
SEM, Facebook ads and 

video content will increase 
awareness by 30%. 

Generate Community 
Involvement

Austin has a large active-
community culture. This 
media plan encourages 

Mellow Johnny’s to become 
involved in the Austin 

community by emphasizing 
its efforts in community 
events and newspapers. 
By increasing the shop’s 

presence at local events, this 
will illustrate Mellow Johnny’s 

dedication to the Austin fit 
community.
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TradiTional Media exeCuTions

Billboards
Since our target market is always in the car dropping their children off at school or at 

sporting events and other after school activities, a billboard is a smart way to gain a large 
amount of impressions during the Westlake parents’ commutes. This billboard will be 

placed on Mopac to reach the Westlake commuters on their way to and from downtown 
Austin. Mintel finds that kids/tweens are most likely to recall ads seen on TV, on the 

Internet, and on billboards/signs. Because parents are very influenced by their children, 
this is a great media outlet choice. The creative will run for two months of the flight: 

the month of May and the month of August; the end and beginning of the school year 
commute. 

Ride Together.

Westlake Picayune Inserts
The Westlake Picayune is the Austin Community Newspaper that serves the 

Westlake neighborhood. The newspaper is owned by Statesman Solutions and 
reaches the exact target mentioned in the brief. Furthermore, 38% of these homes 

have children younger than 18 living in the household. By buying advertising 
inserts during the month of May, the new campaign creative will be displayed 
and kick-off Mellow Johnny’s earliest efforts. These inserts will reach 24,000 

homes, which will all be very receptive to the advertisements due to the high paid 
circulation this newspaper provides. 

MAY IS NATIONAL BIKE MONTH!

RIDE TOGETHER.
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Facebook Advertising
A seminar on the possibilities of Facebook advertising 
and extensive research has taught us that because of 
its algorithm changes, allocating at least $500 each 

month is vital for brands to have any kind of visibility. 
We will allocate this amount each month throughout 
our campaign to promote news feed posts, which will 
take advantage of this powerful platform’s in-depth 
behavior/interest targeting and tracking capabilities. 
We will upload the Mellow Johnny’s customer/client 
email list directly into the Facebook ad manager that 

matches those email addresses to their Facebook 
accounts to target them with online ads. The ad 

creative will promote our Ride Together - Ride With 
Us campaign and will also serve to highlight various 

products and offerings. To complement the paid 
advertising, we will also use this medium to consistently share relevant content such as our 
video series, information about deals, and time-specific content. This effort will engage the 

right audiences, with no wasted impressions, and will keep Mellow Johnny’s top of mind 
among our target, which is now one of the most active demographics on this platform. 

digiTal Media exeCuTions

Happy 4th of July! We’ll be out in Westlake at the parade, stop by and 
visit with us!

July 4 at 9:33am

First Bike? Check out our YouTube page that has plenty of 
videos on tips and tricks! Like this one, how to fit your helmet. 

Celebrate Mother’s Day this year with a family bike ride at Mellow 
Johnny’s! Sunday, May 10th

Digital Advertisements
We also suggest buying a 300x250 
box ad space on Do512Family.com, 
Statesman.com/Austin360.com and 

AustinMonthly.com continuously 
throughout the entire campaign. These 
sites are popular amongst 30-54 year 

olds and are used to search family-
friendly events around Austin. The 

majority of the target market uses the 
Internet to do research, therefore it 

would be very beneficial to get Mellow 
Johnny’s logo within the digisphere and 

on the sites where many parents are 
browsing.

Google Adwords
Like previously stated, according to our 
research, “parents are most influenced 

by their loved ones when looking for new 
activities – the top three sources are their 

friends (63%), their children (59%), and their 
family (39%).” To supplement the word of 

mouth that will be garnered from our other 
efforts, we took into account the most 

influential non-personal sources – internet 
search engines (33%), local publications (31%). 

This proves that there is much potential to 
gain by continuing and increasing SEM tactics. 
Our goal is to reach our target where they’re 
looking for information. SEM provides faster 

ROI because people are actively seeking 
out information about either the brand 

specifically, their products and/or related 
things like bikes, gear, safety tips and fun 
events for themselves and their families. 

The adwords will be a continuation of those 
most beneficial for Mellow Johnny’s in the 

past, with an added keyword list consistently 
utilized, especially to highlight certain media 
executions during time-specific parts of the 

campaign.

KEYWORDS
 bike, family activities, summer 

activities, family biking, outdoor fun, 
bike rides Austin, bike safety

RIDE INTO SUMMER WITH US.
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proMoTional exeCuTions

4th of July Parade Sponsorship
Furthermore, we recommend that Mellow Johnny’s increases 

their presence within our target market’s community, reinforcing 
their image as a family friendly store. Therefore, Mellow Johnny’s 
should participate in the annual 4th of July parade that occurs in 
the Westlake neighborhood. During this event, we suggest Mellow 
Johnny’s employees hand out tote bags, candy and decorations for 
the children to decorate their bikes for the parade. The tote bags 

will be branded with the Mellow Johnny’s logo and will be made to 
look as though the individual carrying the bag is actually holding a 
tote bag made with bicycle helmet straps. Our hope is to reach our 
audience right where they call home and to encourage them to visit 

Mellow Johnny’s.

20

Online Video Presence
Because online video is one of the most influential and shareable platforms in media, we 

want to integrate it into Mellow Johnny’s online presence. We will create a Mellow Johnny’s 
Youtube channel where our video series will be hosted then shared through other existing 
social platforms. The videos will contain a mix of informative and entertaining content to 

both educate and engage our target. Our first priority will be to put together a sleek video 
that sums up everything Mellow Johnny’s has to offer, capturing the essence of our Ride 
Together campaign and the experiences biking can bring. The remaining videos will vary 

in content. Those that are instructional will focus on the basics of safety, how-to’s, tune-up 
tips, etc. Our Ride Together videos will feature footage from different rides in addition to 
humorous and emotion-invoking content asking parents to remember their first bike by 

sharing home videos of them/their children riding their Mellow Johnny’s bikes. These videos 
will be shared across the various social platforms, creating viral buzz and intrigue among 

our targets and other interested parties. 
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Family Rides
Our research informed us that “the most popular out-of-home activities for families are 

dining out, seeing a movie, going swimming, going out for a snack (rather than a full meal), 
and leisure shopping.” Additionally, families value spending time outdoors now more than 

ever due to the hectic pace of modern life. We are confident that our family rides, with 
specific focus on Mother’s and Father’s Day, will serve as a great promotional tactic for 

reaching our target and meeting their needs/interests. The Mother’s Day ride will involve 
a leisurely evening ride around Town Lake, ending back at the shop with treats from Sugar 
Momma’s Cupcakes and wine for her from Austin Winery. The Father’s Day ride will take 

place around the Zilker area and will finish at the park just in time for the free concert at the 
Zilker Hillside Theatre. Pizza from Frank and Angie’s Pizzeria and beer for him will be served 

back at the shop afterward for interested families/fathers. 

proMoTional exeCuTions

Thank You Notes
In an attempt to connect with our audience on a personal 

level, we suggest sending handwritten thank you notes to all 
customers who purchase a bike for themselves or for their 

children. 

Referral Discount
Mellow Johnny’s could also activate a referral program that 

would give discounts for referrals. For instance, 10 – 25% off of 
apparel and/or an accessory purchase would be given to those 

who refer someone to the store and purchases an item. 

Bike Rentals
In order to drive visitors in Austin to Mellow Johnny’s and 
encourage bike rentals, pamphlets should be placed in key 
hotels downtown informing tourists of location, prices, and 

information.

Mobile App
With the explosion in the number and variety of smartphone 

apps, we believe there is an opportunity for a Mellow Johnny’s 
app that would serve all of its customers, especially the families 
we aim to reach. The app would plot bike routes, give detailed 

weather and traffic reports, list local bike events, and would 
provide links to the mobile site and the social platforms utilized 
like YouTube, which contain all of Mellow Johnny’s creative and 

informational videos on the channel.

addiTional suggesTions

Outside of our digital and traditional efforts, Mellow Johnny’s Bike Shop should 
consider these additional suggestions to be implemented in the future. 
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budgeT & flowCharT

Traditional - 50%

Digital - 41%

Social - 3%

Promotional - 4%

Contingency - 2%

Budget Distribution
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Utilizing 
the information 

provided in the request 
for proposal, combined with 

our intensive primary and secondary 
research, Velocity Media has cultivated 

an innovative campaign that will be sure to 
attract a new customer base comprised of those 
living in the Westlake area and one that can be 

replicated to reach other target markets. Through 
our carefully crafted recommendations, we are 

confident in our ability to deliver on the promise 
of reaching upper-middle class families and 

encouraging them to ride together with Mellow 
Johnny’s. If given the opportunity to execute our 

strategy, Velocity Media will be involved every 
step of the way to ensure the details of 
our campaign are carried out with the 

utmost effectiveness. Thank you 
very much for your time and 

consideration. 

We look forward to the ride!
26

I, _____________________, have read in detail and fully understand 
Velocity Media’s Integrated Communications plan designed for 
Mellow Johnny’s Bike Shop. By signing this document, I authorize 
Velocity Media to move forward with the proposed Integrated 
Communications plan in order to serve Mellow Johnny’s best 
interest. Upon signing, Velocity Media will take the actions 
necessary to implement the promised plan and will adhere to all 
of Mellow Johnny’s requirements in order to ensure the success of 

the campaign. 

signing agreeMenT

Mellow Johnny’s Representative

Velocity Media Representative

Date

Date


