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Background 

The Harris School, located in the small town of Harrisburg, Oregon, is a private 

Christian school of about 70 students, ranging in levels from kindergarten to high 

school. For the past 10 years, the school has hosted a two-day archery fundraiser in the 

spring called “The Benefit Shoot,” aimed towards bringing together the archery 

community near and far for a family-fun event for all ages. The students of the school 

volunteer countless hours in the days leading up to the event, setting up the “course” 

layout, organizing targets and keeping track of many other activities behind the scenes 

for the 300+ participants who come each year. 

This non-competitive shoot is special in a number of ways, but the scenic 

location in the Coburg Hills and the family-friendly atmosphere are really what keeps 

families and sponsors coming back every year. Despite the lack of social media 

presence, the Benefit Shoot holds the current reputation of “the best shoot in Oregon.” It 

is looking to add more vendors to its current list of four to continue the growth of archery 

among the younger generation and to increase profits to benefit the Harris School for 

the upcoming year. 
  

SWOT Analysis 

Strengths: 

● There are 12 sponsors represented in the ad. 

● There is a presence on social media (Facebook). 

● The event has a great reputation, as it has been an event for over 10 years. 

● Past participants have called the event the best shoot in Oregon with realistic 

targets and nice equipment. 

● People become loyal attendees once they attend once. 

Weaknesses: 



● The Benefit Shoot Facebook page should be updated more frequently with 

recent news/ads, pictures, etc. 

● Although there is a social media presence it is small (only Facebook). 

● There are only four vendors currently selling at the event. 

Opportunities: 

● The audience (students) are easily accessible through social media. 

● Proceeds go straight to Harris School → the benefit is seen in a positive light 

helping children. 

● The two day event creates more opportunity for people to attend and support. 

● Although they already have loyal participants who attend each year, there is 

opportunity to create a larger following with a strong social media presence. 

● Archery has increased popularity due to the Hunger Games. 

● There is an opportunity to increase the number of vendors at the event, therefore 

creating a more well-rounded event. 

Threats: 

● Archery is niche sport requiring knowledge and skill. 
  
Core Problem/Opportunity 

The Benefit Shoot’s main problem is a lack of awareness surrounding the event, but 

there is a huge opportunity for growth for both the sport of archery and the event itself. 

 Goal Statement: We hope to increase awareness of the event to the younger 

generation, as well as increasing profits by attracting more vendors to participate. 
  

Audiences 

Audience Profile: Vendors 

The Benefit Shoot relies heavily on the participation of its vendors in order to 

create a well-rounded event. Vendors can help to raise money by selling their items at 

the event and giving The Benefit Shoot a small portion of its earnings. The Benefit 

Shoot currently has four vendors and 12 companies who are sponsors, but do not vend 

at the event. By turning some of these sponsors in to vendors and by gaining new 



vendors, the Benefit Shoot will not only increase profits, but will also create a better-

rounded event atmosphere. 

Vendors for The Benefit Shoot are companies that sell hunting and archery 

product for all ages. The majority of the people in attendance of the event are there for 

archery and hunting purposes so vendors would profit from the partnership. What 

potential vendors are most interested in when selling at an event is both raising profits 

and gaining some sort of awareness of their brand. With this in mind, our campaign will 

be shaped around keeping potential vendors’ interests a priority. 
  

Key Message: Through partnerships with vendors, the Benefit Shoot aims to gain 

awareness for the event and the brands represented, while making a profit. 
  

Objective 1: To gain three more vendors in 2015 than in the previous year. 
  

Strategy 1: To accomplish this objective, we recommend reaching out to current 

sponsors, as well as new companies, and sending an email pitch for vending at the 

Benefit Shoot. 

  

Tactics 

1) Create a vendor outreach list that includes company name, contact name, 

contact information, and any relevant notes. 

2) Include new contacts, as well as all 12 existing sponsors. 

3)  Draft a how to document with key message for communicating with vendors.  
 

Evaluation 

Did we gain three or more new vendors? 

 
Objective 2: To raise awareness regarding the event by contacting local news sources.  
 
Strategy 1: To accomplish this objective, we will create a media kit.  
 
 
 



Tactics 
1) Create a media contact list that includes media type, contact information and any 

relevant notes.  
• Include both local and regional news station.  
2) Write a pitch letter for the Benefit Shoot including what it is, why the press should 

care and where to get more information. 
3) Write a backgrounder that summarizes the history of the Benefit Shoot and what 

it’s currently doing/trying to accomplish. 
4) Write a fact sheet that includes relevant information about the Event in an easy to 

read, bulleted list. 
5) Write a press release that includes why the shoot is newsworthy, the date, the 

location, and where to sign up. 
6) Include map of the event location, event flyer and pictures from past event.  

 
Evaluation 

Did we gain at least two responses from news sources?  

  
Audience Profile: Young Archers 

         To produce a clearer message for a younger audience, we have created two 

personas to tailor our messages around: 17 year-old bowhunter, Tyler and 18 year-old 

archer, Sarah. This campaign will be tailored to reach both Tyler and Sarah by using 

their interests and what is most important to them. 

         Tyler is the middle child of three boys in his family and has been bow-hunting 

with his father since he was 10 years old. He’s interested in other outdoor activities like 

fly-fishing and hiking. He is less active in organized sports than he is in recreational 

sports. Tyler makes his bow-hunting purchases based off store reviews on Yelp. He 

visits Facebook a couple times a week to post pictures from his outdoor adventures. 

         Sarah is the oldest child of two in her family and has been interested in archery 

since she was introduced to it at outdoor school when she was nine years old. She 

mainly does indoor shooting at archery shops like Archers Afield. Sarah likes being 

outdoors, going camping and hiking and posting Instagram pictures of her adventures. 
  

Key Message: The Benefit Shoot is a fun and exciting environment for young archers of 

all experience levels. 

  



Objective 2: To create a social media presence on Twitter and Instagram that will gain 

50 followers total between the two. 
  

Strategy 1: To accomplish this objective, we will create a social media content calendar 

that outlines what to post, where to post and when to post. 
  

Tactics 
1) Create a Twitter account. 

2) Create an Instagram account. 

3) Create social media content calendar that outlines frequency and types of posts to be 

made to Twitter, Instagram, Facebook and the Ifish.net discussion board.  

4) Write and preschedule Twitter and Facebook posts through the event date on a 

Hootsuite account. 
 

Evaluation 

Did we create an effective and manageable social media content calendar for our 

client?  

Did we gain 50 followers for Twitter and Instagram? 

  

Timeline 

By February 1: Create Twitter and Instagram accounts. 

By February 10: Finalize social media content calendar. 

By February 10: Finalize potential vendor list. 

By February 10: Finalize media contact list.   

By February 25: Write and preschedule posts through Hootsuite account.  

By March 6: Complete media kit materials. 

  

Budget 
No out of pocket expenses 

 

 

 


