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GOALS

01

Ole Dub's was originally started in the fall  of 2022 by Wyatt Smith and his
wife, Lilah. Ole Dub's was a childhood nickname given to Wyatt which
presented itself as a viable name for their seasonings and it stuck. Since
then the small business has grown little by little until they are at the point
where they want to expand their business. Right now, they are in the
process of rebranding for the start of the new year and are eager to improve
their public relations and marketing strategies. The purpose of this project
is to provide research and resources that can help Ole Dub's have a good
start on important marketing, advertising and public relations strategies.
This campaign, hand in hand with their rebranding efforts, will yield great
results and boost their business.

Ole Dub’s main goal for this public relations campaign is to
increase their online sales by 10% by the end of March 2023
through their website and social media efforts.

OLE DUB'S

Post a minimum of
3 times a week on

social media to
boost engagement.

Get 200 email
subscribers.

OBJECTIVES
Put out 12 ads

during next quarter.
(January to March)



SITUATION ANALYSIS
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Ole Dub’s has the foundation and
necessary structure to make a

strong start on their goals. They
have a website, social media

accounts, products, and great ideas
for what they want to do. They are
also eager and excited to take their

startup to the next level.



Ole Dub’s has limited time, money
and resources. Because Ole Dub’s is
a startup and began as a hobby the
two people who started the small

business don’t have much business,
marketing or public relations

experience. On top of that, Lilah and
Wyatt have been preoccupied with

finishing their undergraduate
degrees and have only been able to
give part-time to helping business

improve.

Weaknesses

Strengths

Ole Dub’s is niche and there isn’t
much competition for the type of

products that they are trying to sell.
They have also been successful

despite their lack of time and
limited resources. This proves that

they have a product that people
want, now they just need to take the

opportunity to improve their
marketing and public relations. 

Opportunities

The biggest obstacle I see
threatening the success of Ole

Dub’s and stopping Lilah and Wyatt
from reaching their goals is a lack
of time. Lilah and Wyatt are both

finishing their degrees and will soon
be working full time. This and their

lack of business expertise could
threaten their goals.




Threats
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Ole Dub’s main target audience are adults
ages 25 to 50 years old. Through their

previous sales and social media
engagement they have been able to narrow

down this demographic as their primary
audience. This is a fairly large target

demographic, but the majority of business
comes from this age group. In addition to

this, the majority of sales are almost a fifty-
fifty split between men and women,

according to their available data. 
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TARGET AUDIENCE
AUDIENCE #1

Men 18-50 & Women 25-50
The secondary audience this campaign

targets is the niche community of people
who enjoy speciality and artesian

seasonings. This target audience is harder
to pin down, but there are a variety of ways

to engage with this audience including
various social media groups.

AUDIENCE #2
Niche seasoning community

POSITIONING
Ole Dub’s stands out from other seasoning companies because they
make all of their products themselves, each seasoning is created for
a specific food in mind, and the seasonings can’t be found anywhere

else. All of Ole Dub’s seasoning is made by Lilah and Wyatt
themselves. They grind their own herbs and spices to add to their

seasonings. 



They also create the seasonings with specific types of food in mind.
For example one of the most popular seasonings is called Ole Dub’s

Pasta. It’s similar to an Italian seasoning, but with an Ole Dub’s
twist. Because of these seasonings unique positioning it puts Ole

Dub’s in a prime position to target a niche group of people. 
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01
OLE DUB’S IS A SPECIALITY
SEASONING BUSINESS.

02
OLE DUB’S SEASONING IS
FOR ANYONE WHO ENJOYS  
FLAVORFUL FOOD AND
UNIQUE BLENDS OF SPICES
AND HERBS. 

03
OLE DUB’S SEASONINGS
ARE MUST-HAVE
PRODUCTS.

04
OLE DUB’S SMALL-TOWN
CUSTOMER SERVICE AND
UNIQUE PRODUCTS
FOSTER CUSTOMER
LOYALTY.



TIMELINE
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My research has been focused on what things improve
website sales the most. The focus of this campaign is on
social media, email campaigns and recipe blog posts. I will be
backing up all of the objectives with sound research from
reliable sources to show how and why these objectives will
be successful. I will be getting information directly from
Google Ads, Mailchimp, Instagram, Facebook and TikTok. I
will also be using marketing and communications blogs like
Hubspot and Hootsuite. These sources will help provide
helpful data and information that will guide the direction of
this public relations campaign. 

The timetable for these objectives and the rolling out of this
public relations campaign will be at the start of 2023. Right
now, they are working on rebranding to be more effective from
a marketing standpoint.

RESEARCH METHODS

Now January March

Creating PR
Campaign

Rebranding &
Start of PR
Campaign

10% Increase
in Sales
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STRATEGIES 
06

Increase traffic to Ole Dub’s
website.

STRATEGY 01

Publish weekly blog posts as pillar content with
popular recipes and email them to subscribers.
Create a lead magnet to help raise awareness of
Ole Dub’s brand and get emails to generate leads
and increase conversion rate.
Create social media posts related to recipe blog
posts to draw traffic to the website. 

1.

2.

3.

TACTICS

& TACTICS

Raise awareness of the Ole Dub’s
brand.

STRATEGY 02

Using digital advertising through social media
platforms use Facebook, Instagram and TikTok to
advertise Ole Dub’s.
Create an ebook to be used as a lead magnet for
email marketing.
Use of marketing tools such as SEO research,
Google Analytics, and email marketing tools.

1.

2.

3.

TACTICS



Ad Bidding is the way that you can purchasing advertising through Google.  There
are a few different types of bidding that Google does for their advertising. For the
purposes of the goals of this public relations campaign I recommend focusing on
a Search Campaign, focusing on Cost-Per-Click bidding and conversion tracking.

Cost-Per-Click bidding means that you only pay for every time your ad generates a
click to your website. Conversion tracking allows you to see what action

customers take after coming to your website. This can be done by creating
conversion actions in your Google Ads account.
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ADVERTISING

Click here to learn more
Click here to go to Google Ads then click the "Start Now" button
FAQ's about Google Ads
Comprehensive guide to Google Ads

GOOGLE ADS

Basic Demographics:
Facebook is the most popular for
people age 35-44. 
56.6% of Facebook users are men
Men aged 25-34 hold the biggest
share of advertising reach on
Facebook

Ad Information: Facebook is the best
social media platform for Ole Dub’s target
audience. The demographic of Facebook
users is in line with the demographic of
Ole Dub's consumers. I recommend using
Facebook as the top priority for social
media advertising as well as for posting
content.

General Information

FACEBOOK INSTAGRAM
Basic Demographics: 

85.7% of the users are ages 18-54
49% female, 51% male

Ad information: Advertising on
Instagram has many tools that allow
for performance tracking and budget
setting. I recommend this being the
second priority for social media
advertising. 

General Information

https://ads.google.com/intl/en_us/home/campaigns/search-ads/
https://support.google.com/google-ads/answer/1722022
https://support.google.com/google-ads/answer/2459326?hl=en&ref_topic=3119128
https://ads.google.com/lp/getstarted/?subid=us-en-ha-awa-bk-c-000%21o3%7ECjwKCAiAjs2bBhACEiwALTBWZdGJAPX3hOxl-zOAofnLVLc2L11PTlsHutBwW4B-Nyo3oCCaSPzeRRoCCQsQAvD_BwE%7E137408560317%7Ekwd-94527731%7E17414652933%7E614317010567&gclid=CjwKCAiAjs2bBhACEiwALTBWZdGJAPX3hOxl-zOAofnLVLc2L11PTlsHutBwW4B-Nyo3oCCaSPzeRRoCCQsQAvD_BwE&gclsrc=aw.ds
https://ads.google.com/intl/en_us/home/faq/
https://support.google.com/google-ads/answer/6146252?utm_medium=et&utm_campaign=en&utm_source=ww-ww-et-b2bfooter_adwords
https://www.hootsuite.com/resources/digital-trends
https://www.facebook.com/business/ads
https://blog.hootsuite.com/instagram-demographics/
https://blog.hootsuite.com/instagram-demographics/
https://business.instagram.com/advertising


Below are 6 blog articles to be used as
pillar content on Ole Dub's website. I

did SEO and keyword research for
each of the articles to ensure they get

the most traffic possible. I also
created recipe videos and social

media posts as repurposed content
for each article.

ARTICLES & SOCIAL
MEDIA CONTENT
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6 BLOG ARTICLES & KEYWORDS
Breakfast Taquitos
Homemade Burger
Meatball Subs
BBQ Loaded Fries
Fajita-Style
Tostadas
Pesto Chicken
Sandwich

1.
2.
3.
4.
5.

6.

Recipes

Keywords
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https://docs.google.com/spreadsheets/d/1torj0B8ohllVi3-xdcd6I2EcL1IN4c8H1z26untshEo/edit?usp=share_link
https://drive.google.com/file/d/1mD1b4s-ftKUqcdyGx02WfJe8Rkrmb51O/view?usp=sharing
https://drive.google.com/drive/folders/1aPHrjtYr1-H0SEPNB6KrQQZE-7_4qjnc?usp=share_link
https://drive.google.com/drive/folders/1ovdgVLkv9mmRDb3o1wsMGUtDewxIlYRp?usp=share_link
https://drive.google.com/drive/folders/1pZGG5uhr9L-rovWrJLx2S37GNxvDr_tG?usp=share_link
https://drive.google.com/drive/folders/1hLNJoJOUgWq5vh8ZKQcg0bDi1Qpmqlu8?usp=share_link
https://drive.google.com/drive/folders/14FImvV8hOtHJScjlJ2326gMNzxuYDN2R?usp=share_link


BREAKFAST TAQUITOS

Keywords: breakfast taquitos, breakfast taquito, breakfast
taquitos recipe, 

THE ARTICLE

10



BREAKFAST TAQUITOS

SOCIAL MEDIA POSTS

Breakfast Taquitos social media materials link.
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https://drive.google.com/file/d/1kaP0PxkRuwykHkEJn1DlnnP0tkHaOHZf/view?usp=share_link
https://drive.google.com/file/d/1mD1b4s-ftKUqcdyGx02WfJe8Rkrmb51O/view?usp=share_link
https://drive.google.com/drive/folders/1RrLyauv9ExhtSkLpF94bW6g757f6_Ks_?usp=share_link


HOMEMADE
HAMBURGER

THE ARTICLE

Keywords: homemade burger, homemade hamburger recipe, burger
recipe, hamburger recipe
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HOMEMADE
HAMBURGER

SOCIAL MEDIA POSTS

Homemade Hamburger social media materials link.
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https://drive.google.com/file/d/1zL98sHYgFgx_FjRIXJGywTISRfGodgpu/view?usp=share_link
https://drive.google.com/file/d/1bjPbxLkpJ-nqdbpqUz9iw1zKV2pnha6W/view?usp=share_link
https://drive.google.com/drive/folders/1aPHrjtYr1-H0SEPNB6KrQQZE-7_4qjnc?usp=share_link


MOZZARELLA-STUFFED
MEATBALL SUBS

Keywords: crockpot meatball subs, meatball sub, stuffed
meatballs, 

THE ARTICLE
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MOZZARELLA-STUFFED
MEATBALL SUBS

SOCIAL MEDIA POSTS

Mozzarella-Stuffed Meatball Subs social media materials link.
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https://drive.google.com/drive/folders/1ovdgVLkv9mmRDb3o1wsMGUtDewxIlYRp?usp=share_link


BBQ LOADED FRIES

THE ARTICLE

Keywords: loaded fries, loaded fry recipe, barbecue fries
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BBQ LOADED FRIES

SOCIAL MEDIA POSTS

Barbecue Loaded Fries social media materials link.
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https://drive.google.com/drive/folders/1pZGG5uhr9L-rovWrJLx2S37GNxvDr_tG?usp=share_link


INSTANT POT FAJITA
CHICKEN TOSTADAS

THE ARTICLE

Keywords: chicken tostadas, Tex-Mex, instant pot, tostadas, chicken
tostada recipe
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INSTANT POT FAJITA
CHICKEN TOSTADAS

SOCIAL MEDIA POSTS

Instant Pot Fajita-Style Tostadas social media materials link.
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https://drive.google.com/drive/folders/1hLNJoJOUgWq5vh8ZKQcg0bDi1Qpmqlu8?usp=share_link


CHICKEN PESTO
SANDWICH

THE ARTICLE

Keywords: chicken pesto sandwiches, Cafe  Zupas pesto chicken 
 sandwich, chicken pesto, 
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CHICKEN PESTO
SANDWICH

SOCIAL MEDIA POSTS

Chicken Pesto Sandwiches social media materials link.
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https://drive.google.com/drive/folders/14FImvV8hOtHJScjlJ2326gMNzxuYDN2R?usp=share_link


LITTLE MISS AND MR.
SOCIAL MEDIA POSTS

Little Miss & Mr social media materials link.
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https://drive.google.com/drive/folders/1goNOsGmkb5AH7vRqIXjE6_0fB0Sn0jv9?usp=share_link
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SEASONING FACEBOOK
GROUPS TO JOIN

Food and Spice Facebook Group (1)

Utah Small Business Owners & Entrepreneurs
Facebook Group

Utah Independent Business Coalition

Idaho Small Business Development Center

Seasoning CLUB Facebook Group

Idaho Small Business Association

SMALL BUSINESS
RESOURCES

Food and Spice Facebook Group (2)

https://www.facebook.com/groups/577286562702292
https://www.facebook.com/groups/336833823780099/
https://utahindependentbusiness.org/join/
https://idahosbdc.org/
https://www.facebook.com/groups/seasoningclub
https://www.nfib.com/idaho/
https://www.facebook.com/groups/seasoningclub


EMAIL CAMPAIGN

Lead magnet: 8 Popular Ole Dub's Original Recipes
Weekly Newsletter: featuring sales, announcements
and 2-4 recipes.

An email campaign is a great way to promote your
business. This digital marketing tactic is most useful in
generating leads and promoting sales on your website. In
short, an email campaign allows people to subscribe to
your newsletter and in return you get information from
them, specifically their email. Once you have their email
you are able to send them things. 

These campaigns are very effective marketing tactics. 70%
of small business owners say that their email marketing
campaigns are very important to their business. This tool
can help take a small business to the next level. It's most
effective when emails are sent out between once a week
and once a month. For Ole Dub's, I would recommend
sending out an email once every two weeks or once a
month. This will help them start generating needs and also
work within the time and resources that are available to
them. 

The main elements of the email campaign will be:

24

https://www.forbes.com/sites/allbusiness/2020/10/26/email-marketing-still-the-most-powerful-tool-to-take-your-business-to-the-next-level/?sh=7438dcb134bf


LEAD MAGNET
The lead magnet I created for this part of the email

campaign is focused on original Ole Dub's recipes. There
are 6 recipes in the ebook that are already  available

through Ole Dub's website, but at the end there is a
template to add 2 new exclusive recipes that haven't been
published anywhere else. Ole Dub's will have a sign-up for

the ebook on their website that will ask people to give their
email in return for receiving the free ebook. This will help

generate leads and boost website traffic. Click here to view
the template.

NEWSLETTER
The newsletters will consist of a few different things like
announcing giveaways and sales, but the primary focus on
the emails will be on the weekly blog posts. Each blog post
is a new recipe and recipe video. On the Ole Dub's website
there will be a way to subscribe to the newsletter. This
subscribe feature on their website will also help generate
more website traffic.
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https://drive.google.com/file/d/1tbCAvIOeOfA1spi9r6Vk2kOWU0GTbxut/view?usp=share_link


EMAIL
MARKETING TOOLS
There are many different kinds of tools that can be used to do email
marketing, but for the purposes of Ole Dub's needs I would suggest using
Mailchimp. Mailchimp is one of the popular email marketing tools and it
has the option to use it for free. For the sake of Ole Dub's, I think that they
will be able to use Mailchimp to meet their goals while staying within their
budget.

Although Mailchimp is my recommendation I've also included an article
that provides  information about 6 other email marketing systems here.

As part of this email campaign the following 3 elements will be most
helpful. These three elements will help increase website traffic and sales.

26

Image taken from Mailchimp website

https://www.wpbeginner.com/showcase/best-email-marketing-services/


ESTIMATED BUDGET
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GOOGLE ADS
Google Ads are one of the best

ways to get traffic to your
website. Especially if you use

the features that allow for
geographical specifications. For
Ole Dub's goals, these types of
ads will be the most essential.

Google Ads
$150

Facebook Ads
$100

Instagram Ads
$50

SOCIAL MEDIA ADS
This will be important in raising

awareness of the brand. My
recommendation for fund

allocation to Instagram and
Facebook is based off of Ole

Dub's primary target audience
and social media platform

demographics.

Ole Dub's has set a budget of no more than $350 a month. While not
an overly large budget to work with, there are still ways to work within
that budget to promote business and reach Ole Dub's goals. Below is
a chart showing what percent of the monthly budget I recommend be

allocated to specific expenses. 
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To evaluate the success of this campaign it will be
important to keep track of what changes are happening
with each strategy that is implemented. This means
paying close attention to website data. If this campaign
succeeds the previously mentioned goals will be achieved
by the end of next quarter, March 2023. In order to
evaluate the effectiveness of this public relations
campaign I suggest using the following resources and
tools. 

I will be continuing to work with Ole Dub's after this project
and will continue to implement tactics from this campaign
and monitoring their effectiveness through the tools
outlined below. Currently Ole Dub's is not using any of these
tools, so I will help them set them up and use them.

Beginner Information on Google Analytics

Instagram Help Center
Meta Business Center Help

Wix Analytics Basic Information

Google Analytics
Google Analytics is an essential tool in understanding
what is happening on your website and how to improve
your content. It tracks key indicators like bounce rate, user
demographics, conversion rates and more.

Meta Insights
Meta insights encompasses both Facebook and
Instagram. Insights helps to understand engagement,
content success and basic demographic information of
followers.

Wix Analytics 
This is the web hosting platform that Ole Dub's uses. Built
into Wix are internal analytics.

https://support.google.com/analytics/answer/12159453?visit_id=638041533116159170-3180068549&hl=en&rd=1
https://help.instagram.com/
https://www.facebook.com/business/help/700570830721044?id=765488040896522
https://www.wix.com/manage/analytics

