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Executive Summary

concept	  of	  “SkyMall,	  What	  A	  Trip”

“SkyMall,	  What	  A	  Trip”

	  



Executive Summary Cont… 
& Strategic Summary Chart

Marketing Research Conclusions Strategy 

Frequent fliers are always looking to be more productive on planes We will promote SkyMall by using in-flight commercials that will 
highlight “SkyMall, What a Trip!” by reminding fliers to check out 
the app, catalog, or website to stay busy on the flight 

Our market spends a lot of time online Banner ads and social media will be utilized by promoting our 
“SkyMall, What a Trip!” big idea to reach where our target 
market spends the most of their free time 

Skymall consumers spend a lot of time trying to “keep up with the 
joneses,” and are technology savvy 

By featuring innovative products in our ads our audience will be 
more likely to visit the website and buy products that were 
featured in our “SkyMall, What a Trip!” banner ads  

Our market is constantly surrounded with advertisements and are 
looking to do things the easiest way possible 

By having QR codes on our ads it will be a direct way for them to 
get to the website quickly to purchase products they saw from 
our campaign ads, “SkyMall, What a Trip!” 

Strategies
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MARKETING STRATEGY

Situational Analysis
Company

Competitive Analysis
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Consumer Analysis SWOT Analysis

Strengths

Weaknesses

Threats
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Market Segmentation

Marketing Communication Objectives

A
I

Positioning

Big Idea: “SkyMall, What a Trip!”

“SkyMall,	  What	  a	  Trip,”

SkyMall
What a trip.
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CREATIVE STRATEGY

Creative Brief

Background

Target	  Market

MC	  Strategy

“SkyMall,	  What	  a	  Trip”	  

The	  Message

“SkyMall,	  What	  a	  Trip”

Creative Objectives

Creative Plan

SkyMall
What a trip.

SkyMall
What a life.

What a trip.www.skymall.com

SkyMall
What a bitch.

What a trip.www.skymall.com
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MEDIA PLAN

Media Objectives

Reach/Impressions: 393,366,268 
Frequency: 20.53 
Schedule: Year long campaign with a variety of different media 
vehicles in use, alternating between light, medium and heavy coverage 
of those vehicles. 
Geographic Areas: We will implement a nationwide campaign.

Media Strategy

“SkyMall,	  What	  a	  Trip”

“What	  a	  _____”	  c

Social	  Media

“What	  a	  

_____”	  

Mobile

Print	  Campaign

“What	  a	  ____,”	  

Direct	  Email

“What	  a	  ____.”
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*

Media Tactics Flow Chart

Media Schedule Rationale

“SkyMall,	  What	  a	  ____,”
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Media Schedule
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BUDGET

Budget Allocation
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Evaluation Plan 

Direct	  emai

Mobile

Online

Print	  Ads

Social	  Media

Direct	  Email

Mobile

Online

Print	  Ads

Direct	  Email

Mobile

Online

Social	  Media

Direct	  Email

Mobile

Online

Print	  Ads

Social	  Media
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Baseline ROI

$100-‐

28,537

SkyMall	  is	  on	  each	  day

$916,166,245	  goal	  sales	  for	  2013

$780,791,500	  

=1,561%	  ROI

Baseline	  ROI	  	  	   Our	  Forcasted	  ROI

1,561% 1,648%

Our Forecasted ROI

$959,481,776

$959,481,776-‐ $824,481,776

$824,481,776 1,648%	  	  ROI
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Appendix A
Primary	  Research
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Appendix B

6,110,723

35%
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SkyMall
What a bitch.

What a trip.www.skymall.com

SkyMall
What a gizmo.

What a trip.www.skymall.com

SkyMall
What a trip.

Appendix C
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Appendix C continued
	  

Airport Terminal Ad

Online Banner AdMagazine Ad

Google Adwords
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Appendix D
Forecasted	  Sales	  by	  Media
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Appendix E

Online Banner Ads

wallstreetjournal.com

Kayak.com

Expedia.com

Delta.com

ESPN.com
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businessweek.com

Google	  Adwords

Social Media

Direct Mail

Airport
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Print
Delta	  Sky	  Magazine

Southwest	  Spirit
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Appendix F
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Appendix G

Airport/Airline

Online

Social Media
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Social Media Cont’d

“What	  a	  ____”

Mobile

	  

Print
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Direct Email

“What	  a	  _____”	  


