Moonlight media
2017 plan

about us
At Moonlight Media we focus on cultivating creativity and
innovation to design integrated marketing campaigns that
put our clients over the moon. The quality of our work is a
direct reflection of our attention to detail, innovative ideas,
and charismatic spirits. Our agency delivers a specialized
service to help our clients reach their potential and achieve
their goals.
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executive summary
Firelight Camps provides an elevated camping experience located on the grounds of La Tourelle
Resort and Spa in Ithaca, New York. With the addition of luxuries, activities and complimentary
breakfast, Firelight wants to give their guests a higher quality experience without eliminating the feel
of camping. The company has been looking into the possibility of opening an online store, and wants
to know all about shipping, packaging and platform options that would be a best fit.
Firelight Camps targets two different audiences, those who
have previously stayed or visited the campgrounds, and
those who have had friends stay or have just heard of
Firelight and admire the company. Since Firelight Camps
plans to expand to other campsites in the near future,
building awareness from others in those areas is needed as
well.
All recommendations made in this plan should help the
company when deciding how feasible it is to launch their
online store. Firelight Camps has estimated a budget of
$10,000 for this project, and this plan will go into
detail about the possibilities for this idea.
In addition, Firelight Camps would like to increase their social media following on
their accounts, specifically on Instagram. There are different ideas and suggestions
included that will help gain followers on Firelight’s Instagram account, and others
that will help Firelight reach their highest creative potential.
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S ituation Analys i s
The Lay of the Land

Situation Analysis
Firelight Camps holds a special place within the camping industry,
and one that is rapidly growing. The company offers a comfortable
and unique take on the average camping experience, or elevated
camping. Opened just a few years ago, Firelight camps is now
looking to expand beyond their location in Finger Lakes region as
well as decide whether opening an online store is a feasible option.
These decisions are necessary to the success and opportunities for
the future.
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Market summary
Firelight Camps classifies under the market industry of “Glamping”.
This word comes from a combination of ‘glamour’ and ‘camping’,
and this industry has caught steam in the last decade or so.
Glamping is for those who love outdoor activities surrounding
camping, but still want to upgrade their experience. Not only is this
experience for those camping enthusiasts, but it can be a great way
to get your foot in the door for those consumers who don’t regularly
think about camping or never plan on going. This category provides
a way for consumers to still feel as if they are getting the camping
experience without truly giving up that luxury that comes with
staying in a hotel or bed and breakfast.
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Market Needs
Firelight Camps is giving their customers an extremely unique and creative way to still
get that camping experience. These are the following benefits that the company
believes is important to each customer who wants to experience ‘glamping’:

CAMPING:

A less rugged way of camping, Firelight Camp still provides customers with a camping feel.

POTENTIAL SEVERAL LOCATIONS (ACCESSIBILITY):
Sites convenient to a variety of areas.

COMPETITIVE PRICING:

Firelight Camps has to compare to local hotels and bed and breakfasts within the heart of the
Finger Lake region.
- Ithaca is a huge college town and parents of students are always looking for places to stay.

LUXURY:

A comfortable and easy way to camp with special amenities such as WiFi and
personal tents with a large and comfy bed.

CUSTOMER SERVICE:

Even though Firelight Camps is a campground, the company operates
like any other quality hotel. Customers will be surprised with how
attentive campground staff is.
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Market Trends
& Growth

The camping industry is immense. There are many market giants that fill the camping industry, but
they have to take into account that camping is an experience that not everyone is made for.
The one trend that Firelight Camps can readily rely on from the past couple of years is the
increasing interest in ‘glamping’. People who have never considered camping before and never
will are exploring the possibilities of glamping. There are also a lot of people living in urban cities
who want to experience nature beyond their surrounding areas. Since glamping is such a unique
and less rugged way of experiencing the outdoors, it appeals to a wide range of people.
This is helping the market grow and expand the amount of opportunities available within the
glamping industry. Based on data from 2015, the number of participants camping in the United
States is about 40.02 million. Although there is not a lot of specific statistics on glamping, this
number gives us an idea of the possibilities for glamping. Based on a survey of 1,000 respondents
done in 2016, 48% of respondents who have been camping said they dislike not having access to
certain amenities. Additionally, 34% said they don’t like the uncomfortable lodging options. This
provides glamping with a unique selling point to attract people who enjoy being outdoors and
like to go camping, but would like to do so in a more comfortable way. In this study, 37% of
respondents said they are at least somewhat interested in glamping at some point in the
future. So, it is clear that there are a lot of people interested in the idea of glamping.
As discussed earlier, the glamping industry has taken off in the past couple of
years, and we don’t anticipate this trend to stop increasing any time soon.
Firelight Camps should really harness these trends to develop their business,
especially because the company intends to expand to different campground
locations within the next year or so.
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competitor analysis
We examined specific competitors relevant to Firelight Camps Ithaca campground site. These
competitors do not necessarily include those in potential expansion areas for the company.
As well as those competitors provided to us by the company, we found it important to look at
other companies that provide a lodging experience to people in the Ithaca area.

HOTELS:

In terms of local competitors, people who come to stay in Ithaca most likely will do research into the many
hotels that are located in the area. While these competitors do not offer the same elevated camping
experience as Firelight Camps, their product offers the convenience and ease that most people seek when
staying somewhere other than their own home for a night. Some hotels in the area to look at are The
Statler Hotel at Cornell University, the Hilton Garden Inn, Hotel Ithaca, the Hampton Inn, and the new
Marriott Downtown on the Commons.

AIRBNB:

Airbnb is another competitor that has gained
popularity over the last few years. There are many
listings on Airbnb for the Ithaca area during the time
that Firelight Camps is open during the summer. This
company should be viewed as a competitor, because
their specific listings for Ithaca have a wide range of
prices, some of which are much less expensive than a
night at Firelight Camps would cost.

B&B:

Bed and Breakfasts are type of competitor and is one
that should not be excluded from the list.
There are not many Bed and Breakfasts
located in Ithaca, but the ones that
city does have are extremely
popular. The list includes Enfield
Manor, Inn on Columbia, and
The William Henry Miller Inn.
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competitor analysis
Some specific competitors include Camp Wandawega located in Elkhorn, Wisconsin. They offer “no frills”
cabin options ranging from $550-$1,000. Their website does not indicate that they do not offer year round
availability. They have one main online store for Camp Wandawega clothing and they have Camp
Wandawega branded toys through LandofNod.com. Their website is http://www.wandawega.com/.
Bunk House Group has 5 locations in Austin, TX, 1 in San Antonio, TX, and one in Marfa, TX. They offer year
round availability at their locations. Their rooms range from individual rooms with shared bathrooms to
private grand suites all equipped with “modern luxuries.” Bunk House has multiple online stores, one for
each location offering clothing and other specifically local items. The initial view is somewhat confusing
though because on the main website it gives two preview items which could be easily misconstrued to
mean that each location only has two items. Bunk House Group’s website is well laid out and easy to
navigate between the different locations, http://www.bunkhousegroup.com/.
The Ace Hotel has locations in Chicago, New Orleans, Pittsburgh, Downtown Los Angeles, London, Palm
Springs, Manhattan NYC, Portland, OR, Seattle, and Panama. They offer rooms ranging from standard
double bed rooms to suites. Ace Hotel has a main online store, and offers specific commodities for
Pittsburg, New Orleans and London consisting of reusable bags, clothing, mugs, pins, blankets, etc. The
website and online store were very user friendly, and can be found at
http://www.acehotel.com/ and http://shop.acehotel.com/.
The Resort at Paws Up in Greenough, Montana offers a wide array of glamping tents
ranging from 565 square foot foot one bedroom with bathroom glamping tents to 1,030
square foot three bedroom units with bathrooms. Prices for these units range from
$1,255-$4,060 per night, these prices vary based on the seasons. The summer season
is the most expensive and the rates are the most reasonable in the fall with price
differences between the seasons ranging from $300-$500 for the same exact units.
Paws Up does not have an online store. However, the site also contains a resort,
honeymoon options, a spa, dining, and luxury homes that patrons may opt to
stay in.
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SWOT Analysis
STRENGTHS:
- Only glamping site in the Ithaca area
- 89% occupancy when open
- Dog and kid friendly environment
(for an extra fee)
- Strong relationships with local
companies
- Optional extra activities offered
- Yoga, live music (Firelight Live),
hiking, s’mores

OPPORTUNITIES:
- Ability to expand to new locations
closer to other customers
- Room for added luxuries
- Bathrooms, televisions, etc.
- Rise in glamping market
- Create a larger social media
presence
- Ability to reach more of target
market

WEAKNESSES:
- Seasonal
(only open May-November)
- No heat, air conditioning or
electricity in the tents
- Some lack of privacy could
potentially be an issue for
customers
- Only one location of campsite in
Ithaca area

THREATS:
- Inflation rate
- Weather is unpredictable, especially
during the summer season
- Increasing popularity of hotels and
bed and breakfasts
- Fear of the association of camping
- Airbnb is a rising method to book
cheap hospitality
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product offering
Firelight Camps does have a very unique product offering within the Ithaca region, and that is what
makes the company stand out from its competitors. Within Firelight Camp itself are several offerings
that we believe are important to mention:

TENT OPTIONS:

- Mid-Weeks: Sunday - Thursday
Start at $189 double occupancy per
night
- Weekend: Friday & Saturday
Start at $259 double occupancy per
night (2-night minimum)
- Additional nightly fees:
Extra adult $35
Extra child under 12: $25
Dog $25

CAMP STORE ON-SITE:
- Firelight Camps homemade s’more kits
- Trail snack (granola)
- Firelight Camps apparel
- Other outdoor inspired knick knacks and necessities

ADDITIONAL OPTIONS:

- Complimentary, locally sourced continental
breakfast served everyday 7:30 - 10 AM
- Complimentary happy hour tasting of FLX craft 		
beverages
- Selection of Finger Lakes wines, beers, cider,
spirits, specialty cocktails and non-alcoholic 		
artisanal sodas and juices
- Campfires tended in the morning and evening
- Immediate access to Upper Buttermilk Falls hiking
trails
- Bocce ball court, cornhole and other onsite games
- Bathhouse with hot showers, flushing
toilets and bath products
- Quiet hours 11PM-8AM: Helps
maintain a peaceful, relaxed
environment for all guests
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keys to success
The following are Firelight Camps keys to success:
The ability and opportunity to expand locations in the upcoming years.
A variety of branded products from the company.
Word of mouth about the company is very strong.
Loyal customer base that is interested in buying products offered at Firelight.
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critical issues
Firelight Camps critical issue as of right now is
the decision and feasibility for creating a retail
online store. Deciding what products to sell
online and at what prices are major decisions.
Firelight Camps has customers that are
interested in buying the products that are offered at the
camp site. Gaining interest from others outside of the
target audience in order to increase sales will be another
main challenge.
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Marketing Strategy
Sparking the campfire

project summary
& timeline
Moonlight Media will be carrying out a study for a retail online store for our client, Firelight Camps.
We will be looking at the various aspects involved in creating an online store and evaluate the best
method from a list of potential options. We will be looking at various aspects such as goals of the
online store, which platform makes the most sense to use for Firelight Camps, and ideas for web
design.
One of the biggest issues with this project is figuring out the different aspects surrounding the product
list and prices for the online store. We have been given a specific budget of $10,000 to use to launch
this store. Firelight Camps has given Moonlight Media a few specific products that they would like to
begin the launch of their online website with. Pricing strategy is very important for the list of product
offerings due to how much the target audience is willing to pay.
Lastly, we will be including in this plan different suggestions that we believe will take Firelight Camps
to the next level of their business. These different ideas are separate from the online store, but can be
used in connection to help launch Firelight Camp’s new store.

The project timeline for this online store plan as given to us by Firelight Camps
is from February to May.
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target market
Firelight Camps market is somewhat specific when looking at launching an online store.
We have been informed by our client that their target market can be split into two
different groups. First is the group of people who have already visited or stayed at
Firelight Camps. We know that these individuals are most likely aged around 30 to 50
years old, and they are at a point in their life where they have a higher income to spend
on luxury goods and services. These consumers have been exposed to Firelight firsthand
and desire to take as much of their experience home with them.
The other market that we are looking into has been described as “Friends of Firelight”.
These people are those who have had friends stay at Firelight Camps or people who
think that the company is interesting from wherever they are. The company has had
several high profile online sources write about Firelight and their glamping experience.
Word of mouth definitely has a strong brand recognition factor for the company. This
market may not have the resources or the means to travel to Ithaca to stay at Firelight,
but they might have the desire to bring some of the brand to their homes wherever
they are.
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mission statement
Firelight Camps mission is to launch an online store to provide their customers
and others with items that will bring the experience home with them. This
online store will be used not only to create profit for the company, but also as
a way to gain brand recognition and converting purchases into room bookings
from previous customers and Friends of Firelight.
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platform

For Firelight Camps’ online store, we have decided to recommend the Squarespace Basic Online
Store. Below we will explain how we came to the decision to use Squarespace.
With Squarespace, you are able to manage multiple accounts and parking pages from a single
account. This means that the separate accounts for your current location and future locations could
be in one place, which may add convenience for you in the future. One thing to note is that each site,
store, domain, and parking page created is billed separately, and no discounts are offered for having
multiple pages. One key downside with Squarespace is that they do not offer phone support, however
support is available via email and twitter (Squarespace, n.d.)
The first option would be the business website, $18 each per month when billed annually, or $26
per month when billed monthly. This includes unlimited pages, galleries, ability for blogs which
has potential to be beneficial in telling your story and showing off your campsites. This plan
also offers unlimited bandwidth storage, and contributors, a mobile optimized website,
website analytics, a custom domain is included when purchased annually, SLL security,
24/7 customer support via email and twitter, fully integrated e-commerce without
sales limits and a 2% transaction fee, a professional email from Google, and a
one-time $100 Google AdWords credit (Squarespace, n.d.)

20

platform continued
We recommend the Squarespace basic online store. The cost is $26 per month when billed annually,
or $30 per month when billed monthly. This offers the same benefits of the business website,
however there is no transaction fee, a management platform for inventory, orders, and tax, label
printing, and integrated accounting. In the event that you are doing at least $400 in online revenue
monthly or simply find the additional benefits valuable, we think that this would be the better option
as the 2% transaction fee could end up costing you more money in the long run (Squarespace, n.d.,)
especially since you plan on selling the lanterns and other third party merchandise in addition to your
own merchandise (s’mores, coffee, hats, etc.).
One additional benefit of Squarespace for the business owner is
that Squarespace gives you the ability to have multiple
website accounts, however these would have to be on
separate billing plans, but because they can be under your one
account, you are allowed to link both websites
together to allow your customers to switch back and forth
between sites, offering a seamless online experience for your
customers (Squarespace, n.d.) The concept behind this is that
you could have one main Firelight Camps website,
and a seamless transition between locations. This
would result in a similar online store experience
to Bunk House Group, which we found to be
easy enough to navigate.
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platform continued
Bigcommerce is a viable option to host an online store. They offer 4 different tier options based on
revenue starting with the standard package which is for business making up to $50,000 in online revenue
annually for $29.95 per month, the plus package for businesses doing up to $150,000 annually online for
$79.95 per month, the pro package for businesses generating up to $400,000 in annual online revenue
for $249.95 per month, and finally the enterprise package for businesses for those businesses with online
revenues above $400,000, pricing for this package is tailored to your business needs. We would
recommend that Firelight start off consider the standard package if you decide to take the Bigcommerce
route. The standard package offers 0% transaction fees, discounted shipping labels, 24/7 live agent
support, shipping quotes, and a 10% discount when you pay annually as opposed to monthly to
highlight. However, SLL security is not included in any package from Bigcommerce (BigCommerce, n.d.)
This is a major concern to customers because their credit card and other sensitive information would not
be encrypted meaning that their information is not confidently secure when making an online
transaction.
The main difference between Shopify and Squarespace is that Shopify is purely an ecommerce
builder while Squarespace is more of a general website that has the ability to incorporate ecommerce
tools (Wong, 2016). With Shopify you can choose between 3 plans for how to create an ecommerce
website. The first is the basic plan for $29 a month the regular option is $79 a month while advanced is
$299 a month. On top of that, credit card rates are 2.9% + 30 cents per transaction. There are 24
free templates to choose from with the option to purchase another 130 templates for
between $100-$180 (Shopify, n.d.) In addition if you want a custom domain prices start at
$13 per year while Squarespace gives you one for free to start with. One aspect in which
Shopify does perform a little better than Squarespace is at customer support. Shopify
has 24/7 support through phone, email and live chat. Squarespace can be reached
24/7 through email. Live chats are only available from 3am - 8pm Monday - Friday.
Overall Squarespace has a more user friendly feel with intuitive creation and design
while Shopify can seem a bit more challenging.

22

Fulfillment & shipping
After researching the possibilities of shipping from home, using a copacker, and drop shipping, we
have several recommendations for the online store. Shipping from your own home is a great place to
start. After looking at the different shipping carriers, USPS is the best option for most products. USPS
is the least expensive option for packages that weigh less than two pounds compared to UPS and
FedEx. This will be good for many of the items on the online store, such as the t-shirt, fleece beanie,
cadet cap, s’mores, and granola. For orders that will be more than two pounds, USPS is very
comparable to UPS and FedEx. Any carrier you choose can easily be used with the shipping platforms
that we recommend.

There are a few different shipping platforms that are beneficial when shipping products from home.
These platforms help integrate shipping with multiple carriers through their web application. Shippo
is one platform that allows users to compare shipping rates, create labels, and track parcels. There is
a five-cent charge plus the cost of the label itself. Shipstation is another shipping software that can
connect to Firelight’s online store. With this ecommerce shipping software, you can import orders from
Squarespace into Shipstation, along with full recipient and product info with the click of a button. This
is ideal for Firelight since it is directly integrated with Squarespace, making the process easy and
convenient. When you ship your orders through Shipstation, your orders in Squarespace will
automatically move to “completed” and have the tracking number right in your
confirmation email. Squarespace also offers insights and reporting on orders, products,
and shipping costs, as well as a mobile application that allows users to manage their
orders anywhere. It will simultaneously print labels and packing slips together, both
of which your custom branding can be placed.
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Fulfillment & shipping
continued
Shipstation also offers a free USPS postage account with
discounted USPS rates as part of the subscription and will help
calculate shipping rates. This program starts at $9 a month, which
allows you to ship up to 50 items per month. This is a good
place to start and can easily be changed if more orders are being
shipped each month. We recommend Shipstation as a great way
to organize and keep track of Firelight’s online orders. This will also
allow you to ship more items from your home since the process will
be much easier, which will save money in the long run.

Using a co-packer is another option for Firelight. It is important to find a co-packer that is similar in
size and is reliable. A co-packer would just be used for the granola and s’mores, manufacturing the
products themselves. There are a few issues with co-packers, including the cost. Since the only food
products on the online store at this time is the granola and s’mores, using a co-packer would not be
our first suggestion. This option will save you time, but you also lose the control of making the
product yourself. Co-packers can usually buy the supplies and ingredients in bulk, saving money, but
that might not be necessary for Firelight at the moment. Depending on how many sales
each month you are making from the granola, s’mores, and potentially other food items,
it might not be worth the cost of a co-packer. If you find yourself putting more items
online that would benefit from a co-packer and it takes too much time to
manufacture yourself, a co-packer would be a good option for the future. For now,
with only two items that would use a co-packer, it is most likely not going to be
very beneficial.
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Fulfillment & shipping
continued

There are other ways to save money, time, and space with the online store. Drop shipping is an easy and
convenient way to offer a wider selection of products without having to deal with all the extra inventory. The
wholesale supplier stocks its own inventory and will transfer customer orders and shipment details to them, and
ship directly to the customer. Drop shipping makes it easier to add items instantly to your online store and
experiment with different products. Since Firelight’s online store will be new, you will be able to add and remove
products based on whichever sell the best and which ones might not need to be sold online. We have
recommendations on what else could be sold on the online store, and drop shipping could help with being able
to sell this wide variety. One downside to using a drop shipper is that customer service will be out of your hands.
You can’t control when a customer will receive their product. Making returns can also be difficult because you
have to make sure that you get your money back before you provide a refund. Overall, drop shipping is
affordable and easy to get started. Firelight could use drop shipping for the clothing items and hats, as well as
the lanterns. With Firelight Camps expanding, drop shipping would be an effective way to save time and
resources.
We recommend that Firelight starts off by using Shipstation to ship up to 50 items a month, and upgrade the
plan if more products are being sold. It would also be a good idea to contact the original manufacturer to find
qualified distributors for drop shipping. This will save space and time and make the process easier. This will allow
you to place a wide variety of products on the online store and test out which ones are successful. If you find that
you want everything out of your hands, looking into a co-packer is another option, but not our first suggestion.
We contacted a few different websites, and Food52 only uses drop shipping. Most of their merchants
ship via UPS, but smaller operations and merchants do ship via USPS and FedEx. We reached out to
Morning Light Gift Studio and they currently ship all their products on their own. We also
contacted One Kings Lane, who use both drop shipping and shipping from their own
warehouse. They use vendors from all over the U.S. who package their own merchandise and
ship it out. Using a combination similar to this would be ideal for Firelight. Looking into
manufacturers for drop shipping to see your options while shipping products from home is
a great place to start. Shipstation will make this process much more manageable, and drop
shipping will take the process off your hands if it becomes too much to handle.
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Packaging
Packaging is an extremely effective money saver if used properly. The most
important thing is not to “pack air” when packing the items from the online
store. Our team has done extensive research on packaging options and we
have concluded that Uline would be the best choice for Firelight. Uline is the
distributor of shipping, industrial, and packaging materials to
businesses throughout North America. They have over 1,450 sized boxes and
always have special offers on their packaging items and materials. They were
one of the cheapest options and many small business and big businesses
have given great reviews about their experience with Uline. Also, Uline offers
same day shipping for all of their products if you submit your order by 6 pm.
We would recommend choosing Uline for all of your packaging needs if you
choose to ship on-site.
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Packaging continued
Our team recommends using company logo stickers to put on every package. Firelight
has a very classy and aesthetically pleasing logo that should be bold and stand out.
Using logo stamps for the boxes could be risky because of smudging, discoloration and
stamps are not as eye-catching. We would not recommend using branded boxes
because it is expensive and they would essentially have the same effect as the
stickers would. The online store will be brand new and it’s best to play it by ear and see
if it takes off before going overboard.
Uprinting can give you a roll of 1,000 6”by 6” Firelight logo stickers for $537.17. If
you decrease the size of the sticker then the price will go down significantly. The
2”by 2” sticker is only $194.08. Purchasing the 1,000 roll of is the best deal at any
size of sticker, but if you are not comfortable investing in that many packaging
stickers then the 500 option is our next recommendation.
We recommend that the size of the sticker covers at least 25% of one side of the size
box you use to package your items. The largest item that will be included on the
online store is the lantern, so that will be the largest box you will need to
ship a single item. The stickers should cover at least 25% of the largest
box you would ship, so that means the smaller boxes will have the
same sticker but the sticker will cover a larger surface area of the
box. That being said, the sticker should not be bigger than your
smallest box.
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Packaging continued
As an extra sales promotion, we want to recommend bundling a drawstring bag with a purchase of
more than $50 on the online store. With a purchase of over $100 on the online store, consumers will
get a tote and a drawstring bag. This will incentivize customers to add more to their cart in order to
get a free tote or drawstring bag. The bag would also act as a low cost sales promotion, because
customers will wear the bag and then that builds brand awareness for Firelight. Our team believes
that increasing brand awareness is the most crucial piece for Firelight at this time. Brand awareness
is very important especially now as Firelight is looking to expand into other locations and launch an
online store.

BOX STICKER:
Stickers can also be given out as a marketing tactic.
Consumers can put these stickers on computers,
water bottles, cars, etc.

TOTE BAG:

We recommend this tote. It is the
cheapest option as well as the most
well-designed bag and will fit with
Firelight’s brand.
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Packaging continued
DRAWSTRING BAG:

We understand that Firelight has a large
interest in Tote Bags to put their products in, but
we believe that Drawstring Bags might fit the
audience better. Friends of Firelight are those
who love the outdoors, and if they’re going on
a hike they’re not going to want to hold a tote
bag, they’d rather have their hands free.

GIFT BAGS AND TISSUE PAPER:

We suggest that for in-store purchases or events Firelight
should have gift bags with tissue paper of various colors.
There are a few different options for gift bags that vary in
price. Since we are suggesting various tissue papers that are
branded and colored, the gift bag itself doesn’t have to be
too elaborate. DiscountMugs offers a simple brown bag that
you can place Firelight’s logo on that costs $0.80 each for
1,000 or more bags. From digi-wrap, you can purchase a bulk
amount of tissue paper for the gift bags. This website offers
two types of tissue paper, 10# white tissue, and 18# white
tissue. The 10# white tissue is what most people and retailers
use. The sizes include 15”x 10”, 20”x15”, and 23”x17”, with
prices ranging from $0.62 - $1.08 for each for orders of 1,000
or more. If Firelight only wants to order 480-999, the prices
are less expensive. Firelight can design and brand the tissue
paper how they choose at no extra cost.
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BAREBONES LIVING
“CANYON LANTERN”:

Pricing strategy
GRANOLA:

wholesale - $20 /
retail - $39.99 (50%
markup)

S’MORES:

wholesale - $4.45 /
retail - $10.00 (55% markup)

wholesale - $2.80 /
retail - $5.00 (44% markup)

BAREBONES LIVING
“FOREST LANTERN”:
FLEECE BEANIE:

wholesale - $25 /
retail - $49.99 (50%
markup)

CADET CAP:

wholesale - $12.75 /
retail - $20.00 (36% markup)

wholesale - $9.50 /
retail - $20.00 (52% markup)

Firelight Camps - t-shirts

Firelight Camps - t-shirts

FRONT

BACK FRONT

1506-039

1506-039
BACK

T-SHIRTS:

PLEASE CHECK PROOF FOR SPELLING, GRAMMAR, COLOR, AND SIZE DISCREPANCIES.
PLEASE CHECK PROOF FOR SPELLING, GRAMMAR, COLOR, AND SIZE DISCREPANCIES.
PSP UNLIMITED IS NOT RESPONSIBLE FOR GOODS PRODUCED AFTER CLIENT APPROVAL.
PSP
UNLIMITED
NOT RESPONSIBLE FOR GOODS PRODUCED AFTER CLIENT APPROVAL.
It is the customer's responsibility to ensure that the proof is correct in all areas. Please be sure to double-check spelling,
grammar,
layout IS
and
is the customer's
responsibility to ensure thatu the
n proof
l i m is icorrect
t e din all areas. Please be sure to double-check spelling, grammar, layout and
design before approving artwork.If a proof containing errors is approved by the customer, customer is responsible for Itpayment
of all original
design before
approving
costs of printing (screens, setup charges, any substrates), including corrections and reprints. The customer is 100% responsible
for approvals
of artwork.If a proof containing errors is approved by the customer, customer is responsible for payment of all original
costs
of printing
(screens,
setup charges, any substrates),
Contact (607)including
272 0099corrections and reprints. The customer is 100% responsible for approvals of
Copyright, Trademark and Licensing Agreements of artwork. Customer's signature on artwork approval is contractually
binding
for payment
of
of artwork. Customer's signature on artwork approval is contractually binding for payment of
all services rendered. All artwork must be approved by the customer with an authorized signature before a job can be Copyright,
entered intoTrademark
production.and Licensing Agreements
www.pspunlimited.com
all services rendered. All artwork must be approved by the customer with an authorized signature before a job can be entered into production.

IMPORTANT

IMPORTANT

wholesale - ave. $12.25 /
retail - $20.00 (38% markup)
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Pricing strategy
Shipping and handling fees are some of the top reasons for shopping cart abandonment. Pricing
for each product will depend on the size, weight, and cost. Generally, for small packages that weigh
up to two pounds, USPS rates range from $5 - $7. For products such as granola and s’mores that
are less expensive, it would be best to keep the markup where it is, or charge a little bit more and
charge less for shipping. For this type of product, it would be best to charge a few dollars for
shipping at most since the product is not very expensive. For the t-shirts, cadet cap, and fleece
beanie, which all currently cost $20, customers would most likely expect a higher but reasonable
shipping fee. Firelight could charge a little less than the flat rate. For large products, such as the
lanterns, the shipping costs will be more expensive. Since they are more expensive items, customers
may expect a higher shipping rate, so Firelight could charge pretty close to the flat rate depending
on how expensive it will be. If the shipping costs a lot, the price of the lanterns could be sold for a
higher amount to make up for charging lessfor shipping. We also recommend having a deal such as
free shipping for all orders over a certain amount, such as $60. This will encourage customers to
buy more products that they originally didn’t consider buying.

31

financials
In this section we here at Moonlight Media will list out all the financial information
available based off of recommendations we have for Firelight Camps.
SQUARESPACE: $26/month
The basic plan for an online store
through Squarespace costs $26 per
month, which is the best option for
Firelight to start at. The advanced
plan, which costs $40 per month,
offers the same things as the basic
plan, but includes real time carrier
shipping and checkout on your
domain. Both allow users to sell
unlimited products, keep track of
inventory, orders tax and discounts,
and there are no transaction fees.

SHIPSTATION: $9 - $45/month
There are several plans offered,
going all the way up to $145/
month, but the plans that go up to
$45/month are best for Firelight. It
would be best for Firelight to start
at the basic plan that costs $9/
month, which allows for up to 50
shipments per month. Firelight can
easily upgrade if you find you are
shipping more items on your own
each month.

SOCIAL MEDIA PLATFORM:
$9.99/month

If you decide you want to invest in
a platform in order to effectively
manage your social media
platforms, it is not too expensive.
Hootsuite Professional is only
$9.99/month and allows you to
utilize message scheduling,
real-time analytics, social
sweepstakes, and more.
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financials
ULINE: Price dependent

- Prices range depending on size of the 		
boxes and quantity.
- Stickers for boxes

DRAWSTRING BAGS: $430+
- 500 bags -- $0.86 each (branded) +
$50 setup fee from discountmugs.com
= $430

DIRECT MAIL: Price dependent
Depending on how many
postcards you order if you choose
to go with that strategy, the price
varies. Ordering around 500
postcards will cost a few hundred
dollars for printing and shipping
costs. If you decide to order more,
the price per postcard will be less
expensive.

GIFT BAGS & TISSUE PAPER:
$1,420 - $1,880
- Gift bag: 0.80 x 1,000 = $800
- Tissue paper: 0.62 x 1,000 = $620,
0.93 x 1,000 = $930,
1.08 x 1,000 = $1,080

OTHER RECOMMENDATIONS
OF PRODUCTS TO SELL:
		Price dependent

Most of the projections we have for Firelight are going to be continuous costs over time.
Some of these costs may increase, such as paying for a more expensive Shipstation
plan based on Firelight’s needs. These costs will help Firelight’s online store get
started. Once Firelight expands to more locations, more money can be
invested in promotions to gain more attention. The given budget will be
allocated to these various resources to support Firelight over time.
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recommendations
on what to sell
Our client has asked us at Moonlight Media to look into other products that could
potentially be included in the launch of an online store. Our suggestions range from
other products that could be Firelight-branded to those products that seem to fit the
Firelight Camps theme. These items listed below are just suggestions that could be
used for further use for the online store.

OTHER FIRELIGHT BRANDED PRODUCTS

Although there are going to be some Firelight branded products in the online store already, such as
t-shirts, we think that it would be a good idea to include other Firelight Branded goodies that users
would want to have at home with them. These products are also those that could be integrated into
Firelight Camps.
MUGS

BLANKETS

TOWELS

YOGA MATS

WATER BOTTLES
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recommendations
on what to sell
OTHER PRODUCTS

It would be smart to include other products in the online store that are not Firelight branded but
would fit the feel of the brand. Especially if the Barebone Lanterns are going to be included in the
launch of the online store, customers might begin asking for other products used on the
campgrounds to be included.
FAIRY LIGHTS

BEDDING INSIDE OF TENTS
(INCLUDING PILLOWS)

POPCORN PAN

HAMMOCKS

THERMAL FLASKS
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web design:
HomePage
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web design:
Scroll-over
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web design:
Checkout Page
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controls
The purpose of Moonlight Media’s plan is to provide recommendations and
suggestions for Firelight Camps in the possible launch of their online retail store.
Following the launch of this store, Firelight Camps should be looking at the following
elements to analyze its performance:
- Profit from online store
- Expenses from online store (shipping, storage, packaging, etc.)
- Who’s buying (Past customers vs. other people)
- Where people are buying from (locations)

DIFFICULTIES AND RISKS:
- Problems generating sales
- Lower demand than predicted

WORST CASE RISKS:

- Determining whether an online store is sustainable
- Having to close the online store
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additional suggestions
extra logs for the campfire

additional suggestions
Moonlight Media has also been asked by Firelight Camps to come up with
suggestions on how to increase the brands following on social media
platforms, specifically Instagram. We’ve decided to come up with different
opportunities and suggestions that we believe will help improve Firelight
Camps.
MARKETING OBJECTIVES:
Increase Firelight Camps social media following on Instagram.
Create awareness of online store launch.
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influencer weekend
Our clients informed us that they would like ideas to help increase their brand’s Instagram followers. This promotional
strategy will help get the word out about Firelight Camps, specifically on Instagram, which in turn will lead to an increase in
followers. This idea could happen simultaneously with the launch of an online website, but it is not contingent on the fact
that a Firelight Camps store is created.
We call this idea “Influencer Weekend.” Moonlight Media suggests that this event happen during one of the weekends
before Firelight Camps officially opens for the season. We will invite Instagram Influencers, or lifestyle instagram bloggers
to visit Firelight Camps for the weekend at no charge, and in turn they will document their visit on instagram to thousands
of followers. Firelight would host events throughout the weekend, and also let the influencers explore the Ithaca area. The
following are instagram influencers that have the certain type of feel and content that we believe would be a good fit to
represent Firelight Camps to their followers.

@courtneysteeves

@allegraroseb

This influencer tends to take road trips quite
frequently, and tends to stay at State Parks when she
does. She has 32.2 thousand followers on instagram.
Her blogging site is
https://withloveandlightcourtney.com.

This influencers calls herself, “an adventure blogger”
and claims in her instagram bio that she loves to tell
stories. She has 31.9 thousand followers on instagram.
Her website is http://www.allegrarose.com.

@hellokatyxo

This influencer has 162,000 followers on instagram. She
loves to travel and check out new and distant places. She
has a YouTube channel in which she films her experiences
and has 458,071 subscribers.
The idea would be to find instagram influencers such as these from areas that you would want to
attract consumers from. If the online store was launched around the same time, an event could be
planned for one night of the influencer weekend in which Firelight shared with the influencers the
products that are going to on the online store as a way to create awareness with their instagram
followers that these products are available and where to find them.
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influencer box
If Firelight Camps cannot afford to have this influencer weekend, another way to celebrate the
launch of the company’s online store would be to send these influencers a gift box that
includes certain items being sold in the store. Most likely this would mean sending the
s’mores packages, the granola, and Firelight Camps branded merchandise. Sending these
would hopefully mean that these influencers would feature the items on their instagram.
Targeting food instagrams with these boxes could be huge for Firelight if they want to simply
promote their food products. With this suggestion, their followers on instagram wouldn’t be
able to get a feel for the actual environment of Firelight Camps, but they would still get
informed about the brand and the new online store.
A card included in the influencer box could read:
“Firelight Camps knows you’re all the way in (Insert), but we just wanted to send you some
goodies that would make you feel like you’re sitting by the campfire with us. We provide an elevated
camping experience and hope that one day you can join us here in Ithaca, New York. Until then, all
of these products are now available on our online store at www.firelightcamps.com, so make sure to
check it out!”
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postcard
Moonlight Media suggests sending postcards to those who have already stayed at
Firelight camps shortly after their visit to Ithaca. This is a great way to remind previous
guests to book their trip for the next season, and create repeat customers for Firelight.
By including a call to action, “make your next reservation @ firelightcamps.com”, this
will hopefully lead more consumers to follow through and book again. Postcards are just
a fun and easy reminder for past guests that Firelight is here and waiting for them to
return and make new memories. The dimensions of the example postcard are
11 in x 5.625 in.
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postcard: side 1
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postcard: side 2
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email blast
In the event that Firelight does end up launching
an online store, an email blast would be a great
marketing tactic. This email blast would essentially
announce the launch of Firelight Camps online
store and give a brief description of what
products are being featured. This email would be
sent to all previous guests of Firelight Camps. It
would be smart to emphasize about how they can
now bring part of Firelight into their home. Also,
incentives can be offered in the email in which
past guests would win something in return for
sharing the email with others.
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social media
room cards
Another marketing tactic that could be
used in an effort to gain more social media
followers to all of Firelight’s accounts would
be to place cards in each tent that display
the handles of all of their social media
platforms. This card would just simply be
placed on the desk in the tents, and when
guests are checking in or out the rooms
they’ll see the card and it will remind them
to take out their phones and follow Firelight
on social media.

48

Free Shipping Coupon
With the Firelight branded products being an important part of the
Firelight experience to help people relive memories and bring the
experience home with them, we have a promotional idea to offer a free
shipping coupon to guests who stay onsite at Firelight. Often people are
traveling and may not have room in their car or luggage to carry extra
items along with them, so guests might often forego the onsite purchase.
Yet, they would still like to have brought Firelight products into their
homes. Receiving this coupon could act as a reminder for guests to order
from the online store when they get home. The aspect of free shipping
could potentially be that final incentive guests need to drive their purchase
decision.
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hootsuite
Hootsuite is a social media management tool that puts all of your
social media handles in one place; it helps to make posting content
on social media more convenient for brands using many social media
platforms. As mentioned before that Firelight would possibility
consider taking on an intern to help with creating and posting social
media content, Hootsuite could be an extremely important tool for
Firelight to use. It would allow you and your intern to plan social
media posts ahead of time, complete with text and images. Hootsuite
has many features including the ability to choose which day and time
the posts will go online.
Hootsuite works with just about every single social media platform out there, but we
would recommend for Firelight to engage Facebook, Instagram and Twitter. Hootsuite
offers plans ranging from free all the way up to $500 per month for large businesses
and enterprises. We would recommend that Firelight start off with the free plan,
because it offers basic analytics, scheduling and allows the ability to connect three
social media handles at once. There is not necessarily a need to bump up to a
paid package with Hootsuite as of right now. However, if Firelight desired
real time analytics, the ability to have Hootsuite take care of a social media
sweepstakes, or linking up to ten social media handles at once, an option
could be the professional package for $19 per month.
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appendices

About the team
JESSICA FLECK:

Jessica is a senior Integrated Marketing Communications major with a minor
in mathematics at Ithaca College. She is a student-athlete and proud member
of the Ithaca College Softball team. During her three years, she has
participated in a variety of clubs on campus including, American Advertising
Federation (AAF), Student Athlete Advisory Committee (SAAC), 180 Degrees
Consulting, Love your Melon, and Leadership Academy. In the future she
hopes to be surrounded by dogs and to work for a marketing firm or
advertising agency. Her favorite Firelight product is the granola.

NATALIE MEYER:
Natalie is a senior Integrated Marketing Communications major interested in
marketing and public relations. She has internship experience in sports,
entertainment, and small businesses. Natalie is part of the track and field
team here at Ithaca College and enjoys being outside. Her favorite Firelight
product is the maroon t-shirt.
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About the team
MICHAEL RANALLI:

Michael is a senior Integrated Marketing Communications Major and Music
Minor with particular interests in digital marketing, public relations and
vocal performance. Michael has spent the past 3+ years working closely with
The DeSantis Orchestra of Syracuse, NY which has provided him with
performance, marketing and promotional experience. He is a member of the
Ithaca College chapter of the American Mock Trial Association and the
Lambda Chapter of Mu Phi Epsilon, a professional fraternity with an emphasis
on service through music. His favorite Firelight product is the granola clusters.

EMILY WOLFSON:

Emily is an Integrated Marketing Communications major looking for a job for
after graduation. She would love to work within the entertainment industry.
This past summer Emily had the opportunity to work on media planning for
the Heineken brands. When she’s not busy with school, Emily can be found
going to a new restaurant and taking photos of food for her food instagram.
Her favorite Firelight product is the s’mores kit because it reminds
her of summer camp.
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PACKAGING:
TOTE BAG:

https://www.marcopromotionalproducts.com/Product/100-GSM-Thermo-Tote---Medium-OD-1003-58903.htm
(3.49ea)

BOX STICKER:

https://www.uprinting.com/bulk-sticker-printing.html

DRAWSTRING BAG:
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