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EXECUTIVE SUMMARY 

The Randy Lawrence World Class Karate School is a Syracuse-based karate studio that 
focuses on Shotokan karate and traditional Japanese martial arts values. Also referred to 
as a “Dojo,” the studio was founded by Rande Lawrence following an illustrious career 
in karate both domestically and abroad. Despite its recent relocation to Fayetteville, the 
Dojo is struggling with enrollment due to its inconsistent branding, limited online 
visibility and lack of organization.
 
We designed a campaign that focuses on branding and storytelling while remaining true 
to the principles of humility and honest storytelling. Building on research grounded in 
social listening and focus groups, we were able to pinpoint key public’s attitudes toward 
karate, parenting and experiential extracurricular activities for children.

The studio lacks an online presence, impacting its ability to reach and communicate with 
current and potential clients. As a result, low enrollment continues to be an issue. New 
Day PR recommends that the Dojo clarifies its brand with the help of consistent online 
messaging as well as branded merchandise. Second, we suggest capitalizing on existing 
relationships, particularly with parents. 
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CLIENT BACKGROUND
 

The Randy Lawrence World Class Karate School, or the Dojo, opened in 1983 and 
continues to teach traditional values derived from Japanese martial arts within the social 
context it exists. Rande himself has won acclaim both in the United States and abroad, 
having competed in karate competitions for the entirety of his illustrious professional 
career spanning over 40 years.
 
The Dojo teaches a traditional form of Japanese karate known as Shotokan, which        
developed under Gichin Funakoshi in Okinawa, Japan. The practice is split into three 
parts: kihon, or basics, kata, or pattern of movement, and kumite, or sparring. Rande    
emphasizes these three both as training for the body as well as for the mind.
 
Located at 6907 E Genesee St in Fayetteville, the Dojo is open Mondays through         
Fridays from 4:30 pm to 9:30 pm and Saturday from 9 am to 3 pm. Rande emphasizes 
the importance of personalized attention, so the typical class size at the Dojo is 10 to 15 
students, with students ranging from as young as 2 years old to adults. Accessibility being 
a major focus, the Dojo charges reasonable prices, from as low as 79 dollars per month 
with uniform included. 
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SITUATIONAL ANALYSIS 
Strengths
The Randy Lawrence World Class Karate School has been in the community since 1983, 
establishing itself as a local family presence. Rande Lawrence himself is a renowned 
practitioner with over 40 years of professional experience and has garnered a reputation 
of reliability and capability. Having been educated in traditional Japanese karate values, 
the Dojo emphasizes traditional techniques and values in unique ways.
 
Weaknesses
The Dojo does not have an efficient website and lacks online visibility. Rande is overex-
tended, as the Dojo lacks a full-time salaried staff. Scheduling and pricing remains incon-
sistent and information is hard to find given its lack of online presence. Word-of-mouth 
proves to be an insufficient means of advertisement.
 
Opportunities
The new location in Fayetteville is near to several community centers including a daycare 
center with several potential clients. The Summer 2020 Olympics in Tokyo will create 
opportunities to maximize on the country’s karate prowess.
 
Threats
Several local competitors have more updated websites and social media strategies. In ad-
dition, misconceptions bolstered by violent Hollywood movies may contribute to the im-
age of karate as violent, one dimensional, or gang-related. Children in middle school and 
high school districts nearby are already faced with activity options at their local schools.
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PROBLEM & OPPORTUNITY STATEMENT 
 

Randy Lawrence World Class Karate School was founded in the 1980s by Rande       
Lawrence. The Dojo is currently located in Fayetteville, New York. The primary mission 
of the school is to help students gain confidence, learn respect, and become well-rounded 
people. Rande has trouble creating and sustaining communications strategies 
because the Dojo lacks organizational structure. Rande is the only full time 
employee, so he must teach classes, run the day to day operations of the Dojo and 
maintain relationships with his students and their parents. Randy Lawrence World Class 
Karate School lacks a substantial online presence, with limited information on their 
website and social media pages. Rande also worries that a large communication 
strategy will not portray the Dojo as “authentic.” It is extremely important to Rande that 
the school’s commitment to values is accurately communicated. A successful 
communications strategy may help Rande acquire new students by stressing the unique 
qualities of the Dojo. The Dojo has a very strong sense of community. Parents are willing 
and eager to share their children’s experiences at the Dojo. Rande has the opportunity to 
use his current community to attract new students. A communications plan that 
incorporates the Dojo’s strong community can be very successful.  
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ANALYSIS OF PUBLICS 

The Randy Lawrence World Class Karate School has many publics. For the purpose of 
this campaign, the primary publics are potential parents and current parents. Secondary 
publics include potential students, current students, and past students. 

Current Parents 
Current parents live in DeWitt, Fayetteville, Manlius, and East Syracuse. Some parents 
live farther away. They are between the ages of 25 and 50 and have children between the 
ages of five and 17. Current parents love the Dojo and think their children are benefitting 
from an education in traditional karate. They love Rande and how he interacts with their 
children. Current parents also love the community feel of the Dojo. Many stay to watch 
every class, and some take classes themselves. They trust Rande and are willing to help 
him any way they can. Current parents are influenced by their peers and by Rande. They 
listen to each other. Many found the Dojo through word-of-mouth recommendations, and 
they are likely to recommend the Dojo to their friends. Current parents consume media in 
different ways. Some use Facebook, Instagram, and other forms of social media. Others 
are not on social media and rely on face to face communication from Rande for informa-
tion about the Dojo. Television, radio, and newspaper and magazines are other forms of 
media current parents use. Current parents are very happy with the Dojo and are willing 
to spread the word to help Rande. 

Prospective Parents 
Potential parents live in DeWitt, Fayetteville, Manlius, and East Syracuse. Like current 
parents, they are between the ages of 25 and 50 and have children between the ages of 
five and 17. Potential parents want their children involved in an extracurricular activity 
that is physical and teaches them values. They want their children to learn confidence, 
self-respect, and social skills. They also want their kids to have fun. Potential parents are 
influenced by other parents. Word-of-mouth recommendations are extremely important to 
them. They are also influenced by the recommendations of school officials, like guidance 
counselors. Potential parents’ media habits vary. Some parents are very active on social 
media networks, such as Facebook and Instagram. Rating services such as Yelp! and 
Google Reviews can be very influential to some parents.  Some follow “Mommy Blog-
gers,” who post their own experiences with their children also act as influencers. Other 
potential parents’ main form of media consumption is television, radio, or newspapers 
and magazines. Potential parents want their kids to have fun and grow, and get their infor-
mation from trusted sources. 



• 7

MISSION, VISION, VALUES STATEMENT 

To convey the key values that differentiate this Dojo from others, we have composed a 
Mission, Vision, Values statement (MVV). Each statement is highly representative of 
Rande and embodies his passion for teaching traditional karate. The statements are to be 
displayed not only in the Dojo, but also on the homepage of the website and in the Dojo 
materials. With this statement, current parents and prospective parents can clearly
 understand the values and intentions of the Dojo. 

The mission statement exists to convey the Dojo’s intentions to potential parents. Rande 
prides himself on running a traditional karate studio, so this statement conveys his 
purpose in teaching his students. 

“To provide the best traditional karate education to students by  
encouraging their self growth, including patience, confidence,

 respect and concentration”

The vision statement is very specific to the image Rande wants his Dojo to present. 
Rande does not teach mainstream karate, so this statement quickly explains that this 
experience is more well-rounded than his competitors.

“To teach the youth of Syracuse traditional karate that 
encourages a well-rounded body to mind experience”

The value statement is one of the most important statements for the Dojo to convey to 
potential parents and students. The statement identifies the values Rande emphasizes as 
an instructor, which are what differentiate him from other studios; they are what inspire 
Rande to teach the youth of the Syracuse Metropolitan Area. 

“Using traditional karate teachings to instill defense, health
 and concentration within students and giving them the skills to

 continue their growth both physically and personally”
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GOALS

In order for Rande to grow his business and attract more students, we have developed two 
sub-goals to support our main goal: increase enrollment. The sub-goals we have 
developed exist to establish a consistent, online persona for the Dojo and raise
 awareness of the Dojo in its surrounding community.

Our first sub-goal is to increase public awareness of the Dojo. Increasing not only 
Rande’s use of social media, but emphasizing strong brand messages and values will 
increase public awareness of the Dojo’s existence. We intend that the increased visibility 
on social media and within the community will ignite curiosity within potential parents 
and students and increase Dojo inquiries.  

Moreover, our second sub-goal is for the Dojo to capitalize on its current relationships. 
We understand that parents are very reliant on other parents’ opinions and that word-of-
mouth conversations lead to high results. It is in the Dojo’s best interest to encourage 
parents to tell their friends about the dojo in the effort to inspire them to enroll their child
ren. By increasing engagement between current parents and prospective parents, we plan 
to ultimately increase enrollment at the Dojo. In addition, students can expose the Dojo’s 
brand to other kids their age, so this relationship should be capitalized on as well. 
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MEASUREABLE OBJECTIVES 

Objectives are ways to identify the impact of the strategic plan and are ultimately used to 
assess the success of the campaign. 

We defined five objectives to indicate the realisation of the main goal. 
By the end of the campaign, we are aiming for:
 
 1. Increase digital interaction with publics by 25 percent. 
 2. 90 percent of the feedback about the Dojo’s performance to be positive
 3. 50 instances of potential parents digitally engaging with the brand 
 4. Seven current parents to be the role of ambassador 
 5. Ten inquiries about the Dojo by potential parents

Even though each objective does not correspond to its own strategy, they collectively 
representative a comprehensive benchmark upon which to see the overall effectiveness of 
the campaign.
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BROAD STRATEGIES & SUPPORTING TACTICS 

In order for Rande to grow his business and attract more students, we have developed two 
As stated in the previous section, a change in the following two areas are necessary to 
reach our main goal: awareness and influence. The Dojo must present a clear and unified 
brand to the community in addition to nurturing and capitalizing on its current
 relationships. Our strategic plan is designed to support these sub-goals.

Sub-Goal One: Establish a Clear and Unified Brand

Strategy One: Clarify messaging and emphasize values. Defining the purpose of the Dojo 
helps fortify its place in the community and emphasizing its values in all operations will 
optimize brand perception. 

Tactics

 

Strategy Number Two: Strengthen the Dojo’s social media presence. The Dojo needs to 
increase its visibility on social media platforms to expose more people to its brand and 
inspire users to interact.  

Tactics 

Strategy Three: Use self-promotion to drive the public to the Dojo’s website, social media 
and physical location. The first strategy helps the brand get to a point at which self-
promotion is actually productive for influencing public awareness. 

1. Finalize a mission-vision-values statement to cement the Dojo’s message.
2. Redesign its website to be a reliable resource for current and potential 
parents, while showing the Dojo’s values. The format provided for the sample 
website has pages dedicated to class information, the history of karate, and 
news/event updates (Appendix A).  
3. Make text consistent across all digital platforms and print materials so as 
not to muddle brand messaging or confuse publics looking for information. 

1. Use an editorial calendar to make sure content is posted regularly on
social media platforms. An editorial calendar provides an easy schedule 
that if sticked to, will increase the Dojo’s chances of audience engagement          
(Appendices B-D).
2. Self-initiate interactions with publics on social media. The Dojo can
increase its number of meaningful connections in the community by seeing 
and reacting to what community organizations, local businesses, parents and 
students post on social media. This will also enhance the Dojo’s understanding 
of its current and potential publics.
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Tactics

Sub-Goal Two: Capitalize on Current Relationships 

Strategy One:  Build mutual trust and appreciation between the Dojo and its current 
members. Before achieving effective communication between current and potential 
parents, the Dojo must be confident it the relationship it currently has with its parents and 
students. 

Tactics

Strategy Two: Leverage current members as community influencers. By using the 
experiences of current parents and students, the Dojo adds a level of authenticity and 
comradery to its social outreach. Potential customers, both children and parents, will be 
able to get a sense of the Dojo’s values and efforts from people they can relate to 
emotionally and socially. 

Tactics 

1. Keep accurate and up-to-date information on its website to make sure 
parenknow about changes in the class schedule or about upcoming events. 
2. Encourage parents to regularly give feedback in person, by phone, on social 
media or through the website.
3. Publish a monthly newsletter that provides interesting karate stories, student 
spotlights, information on community events, and news about the goings on at 
the Dojo. This is a credible communication tool as well as a constant reminder 
to parents of how much the Dojo cares about its students (Appendix I).

1. Encourage parents and students to share and react to the Dojo’s content on 
their own social media accounts. 
2. Enlist enthusiastic parents to become ambassadors for the Dojo. 
3. Sell merchandise at the Dojo or by order form to students to increase brand 
exposure in school and around Syracuse (Appendix H).  
4. Host community events such as open houses, bring-a-family gatherings 
and holiday parties to create an opportunity for current members and potential 
members to connect at the physical location. 

1. Create promotional materials to distribute at public appearances.
Promotional materials include a business card with contact and social 
media information, a brochure that provides a more visually stimulating and 
detailed description of the Dojo, a fact sheet that gives a concise overview 
of the Dojo’s messaging and function and select merchandise. Merchandise 
includes popular products—T-shirts, water bottles, drawstring bags—that have 
the company logo and complementary phrases that reinforce the brand. These 
promotional materials will ensure brand exposure and drive curious members 
of the public to learn more or engage with the Dojo (Appendices E-H).
2. Organize more demonstrations and classes at schools, daycares, and 
community centers in the greater Syracuse area. This increases the company’s 
visibility among unaware publics. 
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KEY MESSAGES

Establishing key messages is critical for conducting a good campaign. They exist to es-
tablish a connection between the Dojo and its two key publics: current parents and poten-
tial parents. We intend for the key messages to evoke excitement and curiosity from the 
key publics.

We want to emphasize the Dojo’s commitment to nurturing its relationships with current 
parents. To activate this reaction and begin to broaden community relationships, we will 
send the message, “Cultivate the Community.” We intend for this key message to encour-
age current parents to consider themselves a community, and ultimately share this mes-
sage with their friends.

It is important to Rande that potential parents are aware of the all-encompassing benefits 
with which the Dojo provides its students. It is important that potential parents are aware 
that Rande does not only teach his students self-defense, he teaches them to develop 
personal qualities such as patience, perseverance, confidence and respect. We believe that 
the phrase, “Protect Your Body, Focus Your Mind,” conveys the mind-body experience of 
the Dojo’s traditional karate lessons. Though this message is targeted towards potential 
parents, we plan to implement this phrase throughout Dojo materials. 
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TIMELINE

All tactics should be completed during the first three months, but should implemented as 
regular Dojo practices. Implementation of the campaign starts in July 2019. The table 
below shows the timeline broken down by sub-goal, strategy, tactic, and each tactic’s 
items, if there is more than one part to a tactic. For each tactic/item, we provided a 
suggested start date and frequency (how often the item should be repeated) to show 
the chronology. Below the table, there is a description of each tactic/item. If “PRE” or 
“POST” column is highlighted, the tactic/item needs preparation or wrap-up following 
implementation. Those phases are also described. 

Sub-Goal Strategy
/Tactic

Items Start Date 
(Suggested) 

Frequency PRE POST

1 1/1 MVV Statement 7/1 x1

1 1/2 Redesign 

Website
7/2 x1

1 1/3 Make All 

Language 

Consistent 

7/3 Continuous 

1 2/1 Editorial 

Calendar

7/3 Continuous 

1 2/1 Instagram 

Content
7/3 3-4 x per week

1 2/1 Facebook 

Content
7/3 2-3 x per week

1 2/3 Self-Initiate 

social media 

interactions

7/3 Continuous 

1 3/1 Business Card 7/13 x1

1 3/1 Brochure 7/13 x1

1 3/1 Fact Sheet 7/14 x1

1 3/1 Merchandise 7/14 x1

1 3/2 Organize more 

community 

appearances 

7/1 Continuous 

2 1/1 Keep accurate/

up-to-date 

information

7/1 Continuous 

2 1/2 Encourage 

parents to 

regularly give 

feedback

7/7 Continuous 

Sub-Goal Strategy
/Tactic

Items
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2 1/3 Publish Monthly 

Newsletter

7/6 1 x per month 

2 2/1 Encourage 

parents/

students to 

share/react to 

Dojo social 

media content

7/4 Continuous 

2 2/2 Enlist parents to 

become Dojo 

ambassadors 

7/22 x1

2. Decide upon a domain name 
for the website and a platform 
2. The domain name will be how 
the website is named in promo-
tional materials, on the website 
homepage and on social media 
accounts (although the handle 
may have to be condensed for 
instagram 
2. Collect pictures from parents/
employees to display on website

3. Set up instagram/facebook 
accounts

]

4. Decide how often you are able 
to post on Instagram & Facebook
4. Collect pictures from parents/
employees for content (which 
will constantly be done after any 
events and on a semi-regular 
basis)
4. Begin getting in the habit of 
taking pictures at events/on a 
semi-regular basis during class 

1. Craft a sentence to describe 
each of the following items: the 
Dojo’s mission, its vision, and its 
values

2. Redesign Dojo website with the 
following pages: about us, karate 
history, classes (with schedule, 
class description, and cost info) 
and community (for news updates 
and event information) 
•Be sure to display MVV state-
ment on homepage or about page 

3. Decide on the tagline or 
company description and contact 
information that will be written 
consistently on promotional ma-
terials, website and social media 
accounts
3. Identify 4-5 hashtags that each 
instagram post (and facebook if 
the instagram posts are set up to 
automatically post on facebook) 
will have consistently-ex. #RLW-
CK, #dojo, #karate #tradition

4. Create an editorial calendar that 
will act as a social-media-posting 
schedule 
4. For each upcoming post, plan 
the date, time, platform, visual 
and written content, any hashtags 
or links the post will use
4. Note any preparation that may 
need to be done- ex. collecting 
pictures to post about a recent 

1. Display statement at the dojo 
(perhaps on a poster) 
1. Display item on website 

3. With each revision of the de-
scription or hashtags, make sure to 
change the language on all digital 
platforms and print materials 

4. Continuously update the 
editorial calendar so that the Do-
jo’s engagement numbers continue 
to rise! 

PRE - ITEM PHASE ITEM EXECUTION POST - ITEM PHASE
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5. Check editorial calendar to see 
what content is planned for each 
Instagram post  
5. Tell students/parents about 
your account to increase mutual 
following

6. Check editorial calendar to see 
what content is planned for each 
Facebook post  
6. Tell students/parents about 
your account to increase mutual 
following
6. Follow other local businesses 
and community establishments’ 
accounts
6. If preferred, set up your 
Instagram account so that it 
automatically displays each post 
on Facebook 

7. Make sure to keep up with 
following Dojo students/parents/
businesses/community accounts
 

9. Select the design platform you 
want to use for the brochure 
9. Find picture(s) to include

5. Post content that is engaging 
and vary the topics of the posts
5. Topics can include student 
stories, holiday posts, karate, 
upcoming or recent events (at the 
Dojo or ones in the community 
Rande attends) and of course, the 
occasional “this is what’s going 
on/went on at the Dojo today”

6. Post content that is engaging 
and vary the topics of the posts
6. Topics can include student 
stories, holiday posts, karate, 
upcoming or recent events (at the 
Dojo or ones in the community 
Rande attends) and of course, the 
occasional “this is what’s going 
on/went on at the Dojo today”
6. Share posts from Dojo parents/
students, local businesses and 
other community establishments

7. Activy react to, comment on, 
or share (Facebook), the relevant 
posts from Dojo’s current parents/
students/businesses/community 
accounts

8. Design a business card- it 
should include company logo, 
official name and current contact 
information (website link, social 
media accounts, address, phone 
number and email)
8. Select the printing service you 
want to use and order them (we 
suggested 500 copies to start) 

9. Design a brochure- it should be 
colorful and not text heavy
9. Include tagline/motto, a few 
basic facts about the Dojo, 
mission statement and all current 
contact information
9. Select the printing service you 
want to use and order them (we 
suggested 100 copies to start) 

5. Keep track of reactions, 
comments and followers for 
evaluation measures 
5. Also, pay attention to which 
posts do well to gage what content 
the Dojo’s followers connect with
5. Keep track (option of using 
analytics software mentioned in 
“Evaluative Measures”) of who 
is interacting with the account-if 
its potential parents, students, or 
other members of the community- 
and use that information as part of 
your evaluation measures 

6. Keep track of reactions, shares, 
comments and followers for 
evaluation measures 
6. Also, pay attention to which 
posts do well to gage what content 
the Dojo’s followers connect with
6. Keep track of who is interacting 
with the account-if its potential 
parents, students, or other 
members of the community- and 
use that information as part of 
your evaluation measures

7. Same as #6’s 
POST-ITEM PHASE

8. Keep business cards in stock at 
Dojo’s front desk for passersby
8. Pass out business cards at Dojo 
community events (open-houses, 
parties, etc.,) and at other 
community appearances 
(seminars, day-care classes etc,).
8. Make note of any feedback or 
inquiries from potential parents 
that result

9. Keep brochures in stock at the 
Dojo’s front desk for passersby
9. Pass out brochures at Dojo 
events/parites  and at other 
community appearances 
(seminars, day-care classes etc,).
9. Make note of any feedback or 
inquiries from potential parents 

PRE - ITEM PHASE ITEM EXECUTION POST - ITEM PHASE
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10. Select the platform you want 
to use for the fact sheet (Google 
Docs is free)  

11. Pre-test with questionnaire or 
in-person the likelihood of parents 
and students to buy merchandise, 
if it seems unlikely, adjust the total 
# of products you order 
11. Pick an easy-to-use websites/
services to design/ order items- 
most popular are waterbottles, 
T-shirts, and drawstring bags 

10. Complete fact sheet- company 
logo, name, all current contact 
information, current company de-
scription or short about paragraph
10. Print fact sheets (we  suggest-
ed 100 copies to start) 

11. Design merchandise items- 
incldue a graphic (could be the 
Dojo logo) company name, and/or 
a motto/message 
11. We recommend ordering a 
small variety of colors to attend to 
people’s tastes 
11. Distribute order forms to 
parents/students 
11. Collect order forms 
11. Place order with websites/
services (order a few more than 
indicated on order forms to pass 
out at community appearances)

12. Reach out to local schools, 
daycares and community centers 
on a regular basis to schedule 
demonstrations, classes, lessons, 
or seminars 

13. With any new event (at the 
Dojo or one attended by Rande), 
change in schedule, contact infor-
mation, cost info, etc., update all 
parents/students through website 
community page, social media, 
newsletter (if needed) AND in 
person

14. Notify and encourage parents 
of the ways they can give the 
Dojo feedback (website contact 
form, in person, by phone, on 
social media, and by email) 
14. Continue to do this on a 
semi-regular basis

9. Keep factsheets in stock at the 
Dojo’s front desk for passersby
9. Option to pass out at events/
community appearances 
9. Make note of any feedback or 
inquiries from potential parents 

11. Keep merchandise in stock at 
Dojo to sell to kids or other Dojo 
visitors 
11. Adjust the order volume of 
each item depending on popularity 
11. Pass out extra merchandise 
(maybe just the waterbottles or 
any other small products) at com-
munity appearances 
11. Make note of any inquiries 
from potential parents that result
10. Redistribute order forms as 
designs or prices of merchandise 
products change or, as needed 
based on student/parent inquiry 

12. Follow these establishments 
on social media/interact
12. Bring promotional materials to 
appearances 
12. Update parents/students of 
events on website’s community 
page, in newsletter, in class and 
on social media (whether will be 
inolved or not) 

14. Track feedback for evaluative 
measures 
14. If applicable, respond to and 
address parent concerns/questions
14. If applicable, use feedback 
as testimonial on website or on 
promotional materials

PRE - ITEM PHASE ITEM EXECUTION POST - ITEM PHASE
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15. Collect visual/written content 
and news/events info for 
newsletter 
15. Inform parents/students of 
how to sign up for newsletter 
(through form on community)

16. Be sure the Dojo follows all 
the Instagram/Facebook accounts 
of students/parents 
16. Establish evidence of Dojo’s 
engagement with their accounts  

17. Take notes of enthusiastic par-
ents willing to engage with social 
media accounts and give feedback 

18. Same as #11’s “PRE-ITEM 
PHASE” + #11’s “ITEM 
EXECUTION” 

19. Plan an event 
19. Purchase or order supplies 
19. Inform parents/students of 
event through social media, in 
person, website, and newsletter 

15. Design newsletter format (we 
did cover page, note from Rande, 
karate lesson of the month, 
student spotlight, calendar of that 
month, quick contact/messages 
page)
15. Complete newsletter (can use 
Microsoft word, InDesign, Apple 
Pages, Google Docs etc) and 
email it to subscribers 

16. Encourage parents and stu-
dents to engage with (like, share, 
comment) the Dojo’s posts on 
both platforms
16. Repeat this message to them 
on a semi-regular basis in-person, 
in the newsletter, or on the 
community page

17. Ask parents if they would be 
willing to act as Dojo ambassa-
dors (meaning praising the Dojo 
on social media, sharing the 
Dojo’s content, talking to friends 
and other families about the Dojo, 
etc.)

18. Encourage students to wear 
apparel at school and engage their 
friends on the subject of the brand

19. Host 4-5 events per semester 
(holiday parties, open-houses, 
bring-a-family gatherings, back-
to-school celebrations, etc.) 
19. Take pictures at event for so-
cial media/promotional material/
website/newsletter content 

15. Once sent, consider using 
some of its contents for social 
media posts
15. Keep track of email respons-
es or feedback from parents for 
evaluative measuers  

16. Track interactions with current 
parents/students on social media 
16. Track feedback shown by par-
ents/students on social media 
16. Gage willingness of parents 
to do this (will contribute to later 
tactic) 

17. Record how many parents 
agree and follow through with this 
role 

18. Collect any photos/take 
photoes of students wearing 
merchandise to use in promotional 
materials, on social media, web-
site or newsletter 
18. Redistribute order forms as 
designs or prices of merchandise 
products change or, as needed 
based on student/parent request 

19. Track feedback of event 
19. Track social media 
interactions for posts with event 
content 
19. Track potential parent           
inquiries (by phone, in person, 
email, website, or social media) 

PRE - ITEM PHASE ITEM EXECUTION POST - ITEM PHASE
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BUDGET

The total budget for this campaign is $4,971.90. This includes any cost associated with 
each tactic. If a tactic does not appear it is free! It is also a estimate of possible costs.   
The actual cost may be higher or lower depending on sourcing of products or services.
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EVALUATIVE MEASURES
Objective 1: Increase digital interaction with publics by 25 percent.

To measure the campaign’s effectiveness in reaching the object of increasing online 
engagement by 25 percent, we suggest tracking the increase in total number of followers 
on each digital platform, namely Facebook and Instagram, as those added. We further 
suggest the implementation of a data analytics regime with the help of platforms such as 
Instagram Insights, Facebook Analytics, and Google Analytics. Finally, we recommend 
tracking the volume and tone of email responses to newsletters.
 
Objective 2: 90 percent of public feedback is positive.

In order to monitor public feedback, we propose tracking the volume and tone of feed-
back on the website’s contact form. We also advise more direct forms of data collection, 
such as focus groups and surveys for both parents and children that may be disseminated 
in person via print, or digitally via social media and the website. We stress the importance 
of monitoring comments on the website and social media, as well as prioritizing quick 
responses to both positive and negative responses.
 
Objective 3: 50 instances of potential parents digitally engaging with the brand .

We recommend distinguishing potential client from returning client while monitoring 
digital interactions and conversions in order to more accurately assess the level of en-
gagement with potential parents. In addition, we suggest asking parent ambassadors to 
report any social media engagement with who they consider to be prospective parents.
 
Objective 4: Seven current parents accept roles as ambassadors.

Track the number of current parents who agree to assume the role of a parent ambassador 
and ensure that they understand the voluntary obligations associated. This number may be 
increased in the future as needed.
 
Objective 5: Ten potential parents inquire about the Dojo.

We recommend keeping track of the total number of questions posed via email, phone 
call, website, or social media direct message or comment, by parents not already involved 
with the studio. We propose that this sum be compared to the total number of potential 
parents who visited the Dojo, attended a Dojo event and signed up for classes. 



• 21

APPENDIX A

“Our Story”

“Home”



“Our Classes”

“Our Community”



“Our Community”
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PROTECT YOUR BODY, FOCUS YOUR MIND
•            

  

•         10  15  

•           

•         79   

•      4         

•            
   

@RLWorldClassKarate

Rande Lawrence World Class Karate 

About Rande Lawrence 

Rande Lawrence has over 40 years of karate experience 
and opened World Class Karate in 1983. Rande teaches 
his students the values of traditional Japanese karate. 
Rande regularly connects with parents in person and 
online in order to cultivate the Dojo’s community. World 
Class Karate promotes a well-rounded education rooted 
in conventional karate movements and vocabulary. 

6907 E Genessee St • Fayetteville, NY 13066

Mon through Friday 4:30pm-9:30 pm • Saturday 9am-3pm

(315) 446-2311

Wckarate@aol.com

www.randelawrenceworldclasskarate.com

Visit our website to learn more about our story, classes & community!
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