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SITUATION
ANALYSIS
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Brief Boards is a newly founded LLC
that aims to create a collapsible
longboard for “the modern hippie”.
Longboarding is a convenient way to
travel but is not without its flaws.
Prominently found on college
campuses, those who ride
longboards are forced to bring them
into classrooms for safekeeping
which can be a problem when the
classrooms are small and/or full.
Founders and creators of Brief
Boards, Samuel and Ashley, have a
solution. Their collapsible longboard
will reduce the size of the product
so that it is small enough to fit in a
backpack. The product is currently
in development and a final
prototype is expected by the end of
April.
 
Brief Boards requested GrandPR
services to develop a creative brand
and uncover ways to raise
awareness among college students
who longboard. To this end, we have 

crafted a campaign to meet your
request. Throughout this campaign,
you will find information regarding
the current state of the longboard
market, its audience, and
competitors who occupy the space.
We also analyzed Brief Boards itself
to find out your strengths,
opportunities, weaknesses, and
threats. This situation analysis is the
foundation of the campaign, this
research was done to inform our
community relations strategies and
branding materials that will help
Brief Boards break into the world of
longboards.
 
GrandPR thanks you for the
opportunity to work on this unique
project; We enjoyed every part of it!
As you read along, if you have any
questions feel free to contact the
Account Executive, Evan Clark, at
clarkeva@mail.gvsu.edu.



MARKET
RESEARCH

The worldwide market for
skateboards/longboards is expected
to grow at a CAGR (Compound
Annual Growth Rate) of roughly 2.1%
over the next five years, and will
reach 170 million US$ in 2024, from
150 million US$ in 2019.
(Marketwatch, 2019). Clearly, there
is plenty of potential for new brands
and products to enter the market
with the CAGR figure of 2.1%.
 
After reviewing the global market of
longboarding, the term
“longboarding” falls under the
“skateboard” global market. The
skateboard global market can be
broken down into specific
categories: cruising, carving,
freeriding, freestyle/dance, and
downhill/race (Skateboard Market
Size, 2019). Brief Boards categorizes
under the “cruising or freeriding”
marketplace. The board is explicitly
used for long-distance
transportation and convenience 

purposes. Additionally, most of the
market is composed of companies
that are focusing on mergers,
acquisitions, and new product
launches to gain competitive
advantage (Marketwatch, 2019). New
product launches are essential in
the skateboard/longboard industry,
thus giving Brief Boards a slight
edge on the market.
 
The skateboard/longboard market
brands themselves as a lifestyle
brand, emphasizing easy
transportation for consumers. The
emphasis is a more enjoyable
commute for consumers. The
market is focused on longboarding,
allowing flexibility, and no vehicle
parking features. Brief Board aligns
with key components of the market;
the company presents a flexible and
easy approach of a new board,
allowing Brief Boards to have a
modern approach in the
marketplace.
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The United States is the majority
supplier, with supplier market share
at roughly 28%, while China is in a
close second at 26%. Knowing this,
Brief Boards is located in a position
where the majority of the market is
located, allowing for potential lower
prices on production costs and
potential for larger sales.
Furthermore, the consumption
market share is as follows: United
States (32%), Europe (28%) via
(Marketwatch, 2019). Globally, the
United States is the largest
consumer of longboards, allowing
for benefits previously mentioned.
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COMPETITOR
RESEARCH

Knowing how you compare to
competitors is important, especially
with a market as niche as collapsible
longboards. Researching things like
cost, design and online presence are
essential to see how you compare. 
It allows you to see the placement
that Brief Boards has within the
market, and can help you decide
which characteristics in Brief
Boards can be showcased to
outshine competitors. After
reviewing competitors for Brief
Boards, it was determined that the
strongest competitors would be
those who either already have a
folding longboard design or those
who encompass the “compact” idea
that Brief Boards is building from.
BoardUp and Linky are two
companies with folding board
designs, and two other competitors
with a “backpack-sized” designed
board are Eggboards and Elos.
 
BoardUp is a strong competitor for 

Brief Boards being that not only is
there a folding longboard design in
their product line, they have also
combined this with an electric
longboard technology. Another key
component of the product line is a
patented self-locking hinge which
prevents the board from buckling up
while riding. The longboards are all
the same design and there is no
option for customization. The price
of the folding longboard runs at
around $189.
 
Youtuber Casey Neistat, who has 12
million subscribers gave a positive,
non-sponsored review on BoardUp
and got this brand off the ground.
The branding of BoardUp is simple
and street-oriented. There is a lack
of design and aesthetic present on
their social media platforms, which
include Instagram, Twitter and
Facebook, and website design. For
being an established brand for three
years, branding for the board could 
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be further explored for this
competitor to be stronger. The
social media channels for this brand
have a small following of 1,229 on
Instagram and little engagement
from followers. Although, this
competitor has strong reviews and a
good presence on Amazon which
provides a lot of convenience to the
consumer. The small amount of
negative reviews stated the
following about the product:
“unstable”, “scam product on
durability”, and “dangerous”. A
warranty program has been made
apparent on the website.
 
Another foldable competitor Brief
Board faces is Linky. However, it’s
not quite as direct as BoardUp
because it has a motor. The concept
was created by four Italian friends
wanting solutions to their
commuting struggles. They branded
Linky as a portable, powerful, and
fun longboard that anyone can use.
They offer only one model
longboard, with an option of a
bamboo or carbon black deck. The
board itself is very sleek, well
crafted, and rather lightweight for
having a motor. Linkys also connect
to your phone through a Bluetooth
app, where users can control the
board’s speed, riding mode, and LED
light.

Priced at $499, this high-tech board
does come at a steeper cost than
traditional longboards. Every
purchase does come with their Daily
Traveler Backpack, spare wheels and
other equipment, and a one year
warranty. They also sell other bags,
parts, and accessories. The cost is
one of their biggest weaknesses,
along with their lack of awareness
and a rather niche market. They
have a following of around 17,000
between Facebook, Instagram,
Twitter, and YouTube, but don’t
post regularly enough to create
much engagement.
 
The next competitor is Eggboards, a
mini longboard design. There is
more opportunity for this brand for
personalization with colors (red,
blue, green). The branding for this
product encompasses the “egg”
shape and a cracked egg design on
the board. The idea for this product
is to be “smaller than regular
cruisers, short as penny boards but
at the same time more stable and
solid.” The goal is to have a smaller
board that is as stable as a
longboard for smoother riding
experience. The key target publics
for this brand include: commuters,
college students, and beginners
(even kids). This brand has also
established a “nature friendly”
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bamboo design.
 
There is a lot more established
credibility that is present on the
website with user-generated
content reviews and demos. Social
channels used by this brand include:
Twitter, Instagram, Facebook,
Youtube, Pinterest. The social media
channels seem more established
with about 9,000 followers on
Instagram but have little
engagement (around 100 likes each
post). Post content could be better
branded as well. It is important to
note that this brand has a strong
YouTube presence with reviews.
This product is also available on
Amazon with stronger overall
reviews. Negative reviews have
stated the following: “too small”,
“price too expensive compared to
penny board”, and “not designed for
terrain”. The product runs around
$99/109.
 
Lastly, Elos is similar to Eggboard
design. Elos is considered to be a
skateboard and not a longboard
design. Although, the claims for this
board are similar to a longboard
concept with user-friendliness and
stability. There is more opportunity
for personalization with this brand
with more color options (black,
maple, blue, red, coral) and even a 

“lightweight” product design option.
 
Elos is another street-oriented
branding company. Consumer
personas include: urban commuters,
college students, and families. Social
media for this brand is strong with
content and appearance. Channels
for this brand include: Twitter,
Instagram, Facebook, and Youtube.
Instagram followers total up to
around 6,000 and engagement runs
around 100 likes per post. The
website is also well established with
user-friendliness, look and feel.
Credibility for Elos is strong, being
featured in publications like Gadget
Review, Geeky Gadgets, Women
Love Tech, etc. Elos is available on
Amazon as well with a strong overall
rating. Lower rating comments
include topics like: “cheap”,
“cracked” and “feels unsafe”.
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AUDIENCE
RESEARCH

Longboarders have sent a chill
overall vibe from the typical
rebellious skateboarder. Popular in
coastal regions like Australia,
Hawaii, and Southern California, this
coastal trend has moved inland and
generated a new class of boarder.
The longboarder enjoys relaxing
genres of music and skate to enjoy
the ride, much like surfing. Bum
boarding and twin tagging are the
action of sitting and riding the
board down a large sloped street.
These actions represent the easy
going, for fun aspect of the
longboard experience.
 
Evolving from surfers in the 70’s,
longboards adapted the hippy surfer
lifestyle to an on land version. When
skateboards were popular during
this time and those riders aged, the
longboard gained more popularity
because it is generally easier to ride
and all ages could partake and still
enjoy skating. Longboarding evolved 

into a community like many other
hobbies and has more recently
gained a popularity with a female
demographic. Global skater Ana
Maria Suzano is a popular longboard
dancer who actually combines
skating and dance moves. She has
gained a following of other
longboarders and portrays her
relaxed coastal lifestyle. The website
Pinkoi featured a popular female
longboarder in Taiwan who
explained the longboarding lifestyle.
Some of her insights revealed the
opportunity for friendships
longboarding creates. There is a
speed and rhythm to riding that only
those people who ride understand.
 
The types and lengths of boards
vary and can be more popular
amongst different groups. Shorter
boards and those that are more
compact are popular in urban areas,
while longer boards are more 
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flexible and adapt to different
terrain. Longboards have more
recently collaborated with the
fashion industry to create “unique
athletic aesthetics.” Other brands
associated with longboards are
headbands, to keep your hair out of
your face while riding, and reusable
water bottles, to stay hydrated while
riding and help the planet.
 
The overall demographic is diverse
from ages and gender, anywhere
from 14 to 50, male and more
recently female. Beach communities
or hilly areas are more popular, but
there is infiltration among
skateparks. Older skaters are former
skateboards who now skate to enjoy
the ride. Younger kids ages 8 to 14
are picking up boards and
increasing the demographic even
more. Skate media has more
recently been featuring and creating
the longboard craze and younger
generations pick up on those trends,
so we see a large jump and calling to
teens for longboarding. A split
between urban skaters and coastal
longboarders has been created, but
there is some push to merge the
two. Where someone may ride their
longboard to the skate park with
their short board strapped to their
back for tricks at the park.
 
Competitive downhill longboarding

is a third more nice group of riders.
Longboarders who are into downhill
are in for the adrenaline.  It’s similar
to those surfers who constantly ride
big ocean swells and snowboarders
who like to shred unridden, steep
rugged powdery mountains.  All
these riders have a common goal:
live intense moments that are worth
living and make them feel alive. Like
surfers, speed longboarders bind
with each other across age groups,
social status, cultural backgrounds
with speed being their common
denominator.  Many downhill riders
are at the older rider spectrum in
their 30s and 40s, but blend in with
the younger crowd. There are many
mid-aged riders who skate more
mellow hills with their kids and
families.
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SWOT
ANALYSIS

Now, let’s take a look at the
strengths, opportunities,
weaknesses and threats relating to
Brief Boards as an entity in the
following SWOT analysis. The
purpose of this is to develop
awareness of your position to guide
your communication and marketing
efforts and any related decision-
making.
 
Strengths
Brief Boards has a lot of strengths
by being such a young concept.
We’ll take a look at your strengths as
they relate to your business
individually, the longboarding
market, and the activity itself.  As
the creator(s) of Brief Boards, we
found it to be a strength that you
are a part of the target audience.
This puts you in a special position
because not only can you reach your
audience, you can do so from a
better vantage point because you
are in the longboarding community. 

You appeal to the self-described
“modern hippy” that you aim to
reach by being one. By being in this
position, you can crowdsource
information from your fellow
longboarders and know their wants
and needs.
 
A young business means your brand
identity is a blank slate. This creates
the perfect opportunity for you to
stand out in the market. Whereas
other businesses go through
rebrands to modernize, you don’t
have to! Use this strength to your
advantage to establish an identity
with some thought behind it and
embodies who you are.
 
Another strength that is significant
to Brief Boards is the concept of the
board. Your product is one-of-a-
kind and will attract longboarders
who may be looking to modernize
their board or try something
familiar, yet new. Although, you are 
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not without competitors as there
are others who develop foldable or
compact longboards that serve a
similar purpose, but we’ll get into
that later.
 
Longboards themselves can be
relatively cheap and this is a
strength of the market. If you
maintain this accessible price with
your product, it’ll be a further
incentive for your audience to look
into the board. Also, the market
supplier is on your side in the
United States. As mentioned in our
market research, the United States
holds around 28% of the supplier
market share. As for longboarding
itself, the fact that they are easy to
learn and the most stable type of
board is another positive factor.
These boards act as a great,
convenient way to travel all while
staying active and partaking in a fun
hobby.
 
Weaknesses
Weaknesses are internal factors that
may hurt your business. We found a
few weaknesses that should be
considered as you move forward.
The first potential weakness is that
the product is in the early stages of
development. Since there is no
physical product or prototype,
marketing the concept alone could 

prove to be a challenge. Production
time will impact the ability to fulfill
orders once people are aware of the
product and interested in
purchasing. Then there is the
question of nostalgia and
authenticity. How will the different
design of this board feel to people
who have been longboarding for a
while? If the design changes the way
the board feels, it may be a negative
factor for people who enjoy the
classic longboard.
 
Mentioned above as a potential
strength, price may also be a
weakness. What will the price be for
the product? This is something that
could cause some trouble for a
business trying to get up and
running. The development price is
unknown at this time and will
impact the sale price, which will
ideally remain low so this doesn’t
become a weakness. Consider
keeping costs low as you enter the
production stage.
 
Although your target audience is
fitting for the product, the size of it
can be a weakness. The
longboarding age group is small
which obviously reduces your
number of potential buyers. It’s a
niche product that needs to make a
statement in a small potential
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market. On top of this, most
longboard consumers have high
brand loyalty to their current
longboard, which is something your
business doesn’t have at this stage.
 
Opportunities
Opportunities are external factors
with untapped potential for your
business. The following are areas
that Brief Boards can take advantage
of to further develop. The first
opportunity Brief Boards has in
front of them is the potential to
gather investment in their product.
There are grants available for
student-led businesses that we
suggest you look into. By applying
for these grants, you will increase
the amount of funds available. With
these funds you can continue the
development and production of your
product. You will see in the action
plan that we have ways of going
about this.
 
Another opportunity lies with the
Grand Valley community. A market
for longboard buyers occupies the
Grand Valley student body. As a
member of this and in close
proximity to it, you are well
positioned to reach this audience.
Starting by finding your target
audience within the larger
community is a great place to start 

building your business and creating
excitement for your product. What
you have in mind is a solution to the
problems that many college-aged
longboarders face. Starting with this
local community will help you gain
experience and name recognition
before you expand.
 
As sustainable practices become
increasingly important, your
business has the opportunity to
begin your efforts early. Take this
into consideration when producing
your product and, if you choose to
do so, your sustainability efforts can
be a part of your marketing. To take
advantage of this opportunity, look
into possible ways to create your
longboard using recycled materials.
Doing so will result in positive
corporate social responsibility
during the early stages of your
business and will start you on a path
that will improve as you grow.
 
A final opportunity that we have
identified could improve your
product’s favorability. As it stands
right now, there are no
customization options for your
boards. If you were to develop your
product to allow consumers to
customize their boards, more people
may be interested. The
personalization of boards could be 
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in the form of wheels, decks and
more. If you choose to move
forward with this, keep in mind that
personalization may be more
expensive to offer. Nonetheless, it is
something to consider.
 
Threats
Threats, like opportunities, external
in nature and can potentially be
detrimental to your business. We
have identified a number of threats
to Brief Boards that you should be
aware of moving forward. For the
most part, these threats come from
the competition of similar products.
From our research above, we have
found that there are a small number
of competitors for Brief Boards.
While there are no collapsible
longboards currently being
developed, we found that some
companies produce foldable
longboards for easy storage. Some
of these foldable boards are also
motorized. This could prove to be a
threat to Brief Boards as there is no
current plan to make your boards
motorized. However, we do not see
a problem with staying away from
motorized boards. On the contrary,
we find that sticking to a classic,
non-motorized longboard will
appeal to nostalgia. Refer back to
our research on competitors for
more information on this.

Another threat to Brief Boards is the
negative connotations that some
people associate with skate culture.
We know these to be unwarranted,
but to protect your business and
product you must be mindful of how
it can impact you. Because of this, it
is important to develop a brand that
dissuades these stereotypes.
 
As stated before, the above are the
strengths, weaknesses,
opportunities and threats that we
have identified for Brief Boards.
Some of these may prove to be an
advantage and others may prove to
be harmful, but they are not alway
guaranteed to affect you.
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Now that we have provided some
context, we will take a look at the
action plan. This is where you gain
insight into what the team has
developed for you. As stated in the
situation analysis, we have created
this plan with community relations
in mind. The overarching goal of this
action plan is to develop awareness
of Brief Boards with the target
audience and build a relationship
between your business and the
Grand Valley community.
 
To this end, we have come up with
three objectives to meet the goal.
Each objective is followed by a
strategy which guides the activities,
or tactics, used to achieve the
objectives. The reasoning behind
each objective, strategy and tactic
created is grounded in the research
mentioned above. As always, if you
have any questions, please reach
out.

 

ACTION
PLAN
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OBJECTIVE
ONE
As a small, budding business we
found that it is most beneficial for
you to start small and take on a local
audience. Therefore, our first
objective is to increase awareness of
Brief Boards in the Grand Valley
community by 15% through effective
branding techniques by Winter 2021.
 
Strategy One
Our first strategy to do so involves
creating in-person opportunities for
interaction with the Brief Boards
brand. As you are starting with little
awareness of your business, these
interactions will provide a physical
presence for potential consumers to
engage with. From here, this will
inspire word-of-mouth
dissemination about your product.
 
With hundreds of students in
attendance, Campus Life Night is a
great opportunity to gain exposure.
Gather some enthusiastic friends to
help, and actively engage with the 

crowd. Have some demonstrations
and prototypes available for them,
as well as some free merchandise,
like stickers, candy or keychains. Be
sure to include a well-designed
poster or display to establish Brief
Boards as a reputable company, not
just another student organization.
Include all socials, information
about who and what Brief Boards is
and product info. Also, create
business cards and a sign-up for a
newsletter or follow-up email with
more information. All of these things
will create a must-see booth, and
get Brief Boards the exposure it
deserves. Campus Life Night occurs
happens in early September each
year. There is a $250 fee for
businesses to table, but because
you’re a student and affiliated with
77 IdeaLabs, there may be room for
negotiation. Reviewing how many
people sign up for emails or
newsletters, how many business
cards were given out, and 
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how many new followers you gain
across are great ways to evaluate
how the event went.
 
Hosting a test ride and
demonstration on the Allendale and
Pew campuses is a great way to get
students’ attention. Similar to the
set up of Campus Life Night, have
yourself and a friend or two
demonstrating how the boards
work, engaging with students
passing by and allowing those
interested to take them for a ride.
Hand out more stickers and play
some music to entice students even
more. Places with lots of foot traffic,
yet room for test rides that respect
walking students is crucial, like the
area west of the clock tower, the
basketball courts outside of Kleiner
and, on the Pew Campus, the DeVos
courtyard. This can be done any
nice fall or spring day, ideally at
peak student traffic times, around 10
a.m. to 4 p.m. Depending on where
you choose to hold the activity,
there may be a fee. However, there
may be room for negotiation, similar
to Campus Life Night. Other costs
include that of any stickers or
business cards given out. Measure
the success of this by how many
business cards were given out, and
any increase in social media
following.
 
 

Strategy Two
In-person interactions are a great
start to building rapport with your
audience. However, you cannot be
everywhere at once. This is why the
second strategy is focused on
developing an online presence.
Initiating a stronger presence online
with the GVSU community is how
you will reach your audience
digitally and, in today’s
technological world, a building block
needed for businesses to grow and
thrive.
 
Developing a website for Brief
Boards would allow for a consistent
online space for consumers to view
and purchase products. A Brief
Boards website could include a
shopping/product section, a
blogging section, an “about the
brand” section, among many other
possibilities. The same branding, as
mentioned ahead in Strategy 4,
would be used to create a brand
voice and identity through the
website. Getting started with this
tactic can greatly increase the
potential for growth in awareness of
Brief Boards by allowing it to have a
central online space for consumers
to interact with everything Brief
Boards. Depending on whether or
not Brief Boards needs a custom
domain name, the cost could be 
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anywhere from $0 to $15/year.
 
Strategy Three
Grand Valley has a number of media
outlets that have a large following of
students, faculty and staff that
interact with their content. Our
third strategy takes advantage of
these outlets to gain earned media
and further grow awareness of Brief
Boards.
 
A press release is a free public
relations tool, which is especially
beneficial for a startup or growing
small business. Each press release
publicizes important or useful
information about an upcoming
event or one that has occurred.
While a grand opening, special event
or new product launch are all good
reasons for issuing a release, press
releases also alert the public to
product recalls while providing
important consumer information
and working to mitigate an internal
crisis. For example, a press release
might tell the public about an
information security breach, explain
what happened and outline the
steps being taken to make sure it
doesn’t happen again.
 
The standard press release begins
with contact information, mostly
likely the name, phone number and 

email address of the person who
wrote the release. Then comes the
headline, arguably the most
important four or five words in the
whole press release. The headline
will be what the journalist reads
first. If it's not intriguing,
newsworthy and unique, they'll read
no further.
 
Below the headline often comes a
brief, one line summary of the press
release. Like the headline, the
summary should draw the reader in
quickly and motivate them to learn
more. Since a press release is
supposed to look and feel like a
story in a newspaper, it's important
to include a location and date stamp
at the beginning of the first
paragraph. Something like, "Palo
Alto, CA - February 5, 2007." Like a
standard news story, the first
sentence lede should summarize the
main news of the press release in 25
words or less. The rest of the body
of the press release should answer
all of the questions a journalist
might have about the product,
service or event that you're
announcing.
 
Press releases typically end with a
short description of the company or
organization that's issuing the
release, along with a call to action. 
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The call to action could be to
participate in the event being
promoted, to take a test drive of the
product or simply to find out more
by contacting the author of the
press release.
 
We recommend Brief Boards pitches
a press release to local media in the
Grand Valley community. The two
outlets we suggest you target are
The Lanthorn and GVNext. The
Lanthorn is the student-run
newspaper with a print and online
medium. GVNext, on the other hand,
is Grand Valley's online news source
managed by University
Communications. For example an
example press release see Appendix
1. 
 
Strategy Four
Solid branding is the foundation of
any reputable brand. Maintaining
Brief Boards’ image as a friendly and
carefree business across all
touchpoints will establish a clear
expectation for your audience. Use
language that resonates with your
"modern hippy" tagline. The goal is
for your audience to easily
recognize the voice of Brief Boards,
and associate it with your company
being strongly established. For
visual assets, check out the
Branding section on page 30. This 

is something you will do during Brief
Boards’ whole life, and will cost
nothing but time.
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OBJECTIVE
TWO
With no established presence on
social media, the second objective
remedies this. We find it will be
beneficial for Brief Boards to initiate
an average high interaction rate of
3.5% to 7% on social media posts
with Gen-Z followers within a year
following the launch of the Brief
Boards product. The following
strategies and tactics will provide
insight on how to achieve this.
 
Strategy One
With your brand established, you
can personify it through social
media. This first strategy is all about
establishing your brand on social
media through the creation of social
media accounts for Brief Boards.
 
First, in order to establish a brand
image through social media
channels, it is essential to create
these platforms and determine the
distinction you desire to have 

between them. Consumers are not
likely to follow multiple social media
platforms of a brand if the content is
the same.
 
To start, Instagram is a place for
more visual content to be shown.
Although, the photos on this
platform shouldn’t just consist of
things you would like to promote.
For Instagram, you should consider
the story you are wanting to tell for
your brand. Whether this is street
style, coastal or whichever you
choose, images should assist in
creating this story for your
followers. Instagram posts should be
created with an idea of your bigger
picture in mind. This can be created
through your Instagram feed. See
Appendix 2 for an example of a
potential instagram feed with a
theme leading into a coastal street
style. Be sure to include consistent
hashtags for your brand like 
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#BriefBoards and also hashtags to
promote awareness from within the
platform. Additionally, including
your products to be shoppable
within the photos creates an ability
to see pricing and descriptions to
further inspire purchasing intention
from the individual.
 
Also, don’t forget the story feature
on Instagram. This is a great place
to show content that may not be
fitting to the curated story you are
sharing on your posts, but want to
share business updates and fun
content. For example, you could
post a story series for how to do a
kickflip on an Instagram story. If
you’re looking to promote more
conversation style on Instagram,
create polls or ask questions on
stories to hear more about what
your consumers would like to see.
Allow them to choose the next blog
topic or how to video. User
generated content is a great fit for
Instagram stories, as well. Although,
if the photos fit with the theme you
have set for Instagram posts,
consider them there too.
 
Next, Facebook can include content
more rich in text and with
shareability. On this platform, there
can be more of a strategy to
encourage reposting and creating 

conversation. Post content relating
to industry news, blog posts, and
upcoming events are effective on
this platform. Facebook has a strong
pull for community related content
so when possible, talk about your
involvement in the community
whether it be free events to teach
how to longboard or recent
volunteering work around the
community. Facebook is also a great
place to promote involvement with
events. For example, if you were to
host an event on campus, create a
page on Facebook with shareability,
ability to RSVP and to post more
information about it.
 
Lastly, Twitter is a great place to
share news, blog posts and even
gifs. Content on Twitter moves
quickly, so keep it relevant. To
create a strong consistency in
posting, consider retweeting
relevant content to keep your
account up to date. Relevant
content can include industry news,
company announcements and user
generated content.
 
Strategy Two
You may not have a product for sale
right now, but that doesn’t mean
you don’t have content. Our second
strategy aims to prove it. This is why
we suggest Brief Boards use their 
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newly created social media accounts
before the release of the product.
The following tactics will provide
insight on how to do so.
 
Prior to launching any new product,
social media is a great way to create
buzz, word-of-mouth, and
excitement. While the day of the big
launch is when all the action
happens, it is important to create
anticipation and excitement prior to
inspire purchase intention. The best
way to create a sense of excitement
with the consumer is to illustrate
mystery and share teasers. For
example, showing preview photos or
videos of the product on social
media before will raise buzz and
anticipation. Hashtags can be
included in the coming soon posts
to create consistency.
 
Content to be posted can include
blog posts from the brand website
to promote further engagement.
Gen-Z loves the storytelling element
within social media. Tell the story of
the creation of the product, the
different problems the product is
looking to solve or just more of an
inside look. Illustrate that you are
the target public for this product by
discussing the innovation that the
product has for the everyday
consumer and that you faced these 

issues as well. Individuals want to
create a relationship with a brand,
not just purchase the product.
 
Inspire action by hosting giveaways
prior to the launch. This can assist
in spreading the word to friends of
the consumers who are interested in
the product. An example of this
could include posts with a “tag three
friends for a chance to win” before
the product is even launched. The
consumer will receive the product
for free before the launch but will
spread the word and possibly create
their own content with the product
showing it off. Credibility with the
everyday consumer is often more
powerful than marketing messages
coming from the brand itself. Once
the giveaway is announced, offer an
opportunity for consumers to
preorder the product. This can give
you an idea of how well your post
performance is doing to convince
the user to want to purchase the
product before hearing any
feedback from friends.
 
Video content has the highest
information retention rate
compared to other types of content.
If Brief Boards can create a
developmental process video of the
product, from sketches to 3D
modeling to 3D printing to the 
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actual product, this could create
interest among the target audience
and generate a high interaction rate
on social media. There are many
different avenues of which Brief
Boards could take advantage of this
tactic. A storyboard example of a
potential video idea can be found in
Appendix 21. As far as cost for video
creation, assuming Brief Boards has
all recording equipment necessary,
cost would be minimal to none.
 
Social media can be used with
outreach to promote the Brief
Boards brand. GVSU student groups
are a great place to start for
promotion or even partnership
inquiries. If there is a need for
ongoing promotion, assistance with
event hosting, and event turnout,
partnering with student groups
could assist with these issues.
Sending an initial message on social
media about partnerships can spark
a conversation about how you can
each help each other with
supporting each others’ brand. Or, if
you’re looking for promotion just for
the launch of a product or a one
time post, consider creating
incentive for student groups to get
involved. For example, create a
contest between student groups,
like the fastest to longboard through
an obstacle course, with a chance to 

win a prize. By their participation,
ask them to repost your product
promotions and post about their
involvement with your contest. See
Appendix 4 for an example of a
partnership and a one time outreach
pitch.
 
Strategy Three
Social media is not a one-way street.
It shouldn’t be used as a megaphone
to shout information out into the
vast void that is the Internet.
Instead, it is meant to seed
conversation that encourages
participation. That is what we are
going to emphasize in this third
strategy.
 
To prevent burnout and lack of
ideas for your social media posting
habits, and even how to keep up to
date on your brand positioning
within the industry, consider social
listening. Social listening is the
process of monitoring your brand's
social media platforms for feedback,
direct messages or discussions
about key components for your
brand. Things to look out for
include: keywords, topics,
competitors, and industries. After
monitoring these conversations,
take note of your findings to
understand your audience and make
changes to your social media
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strategy.
 
Social listening can assist in your
ability to actively respond to
consumers' conversations. If there
are questions or concerns being
raised in the industry or even about
your brand, consumers are desiring
and expecting you to be a part of
the conversation. If there are
concerns being raised, it gives you
the upper hand to diminish
problems before they grow larger. If
there starts to be a trend in negative
comments, take that and create a
different strategy moving forward. It
is incredibly important to be
responsive to all comments to show
your desire to build strong
relationships with the consumer.
 
You can also strategize to push your
brand in a positive direction by
social listening. By being involved in
the conversations about new
consumers desires and wishes, it
can shape your strategy to be an
industry leader in that category.
Whether the topic is on product
capabilities, social media strategy or
just brand personality, you can
formulate your next decision on
what the recent trends are.
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OBJECTIVE
THREE
The previous objectives have been
about establishing the Brief Boards
brand and awareness of it. This third
objective is set to achieve something
different. We suggest Brief Boards
increase investment in the
longboard market by the college
student demographic by 10% by
Winter 2021.
 
Strategy One
This objective is a figurative cherry
on top of the action plan. Bill Gates
once said that content is king, which
is why this strategy emphasizes
developing investment content that
interests the target demographic.
There are a number of tools at your
disposal that are meant to
encourage this. We will explain
these tools and how to use them in
the following tactics.
 
The creation of a website as
specified in Objective One Strategy 

Two allows for consistent online
platforms for consumers to interact
with Brief Boards. Developing a blog
section provides for a more
personable insight on the brand,
that allows for the target audience
to form a connection with Brief
Boards and want to invest in the
product.
 
A Brief Board blogging section could
include various topics such as “Best
Practices or How-To’s with the Brief
Board Longboard,” this is a way to
highlight the Brief Board product
and the most optimal way to use it.
“The Ultimate LongBoard Deck
Guide for the BriefBoard, ” showing
the unique details of the product.
“Behind the Brand,” giving consumer
insight to the creation of the
foldable longboard product. “Best
Places to LongBoard in West
Michigan or specific College Town
Series,” showcasing knowledge in
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the activity of longboarding, driving
traffic to the specific target
audience. These are just a few ideas
for blog topics.
 
The blog page could include a
comment section or subscriber
portion, allowing for consumers to
engage with and stay up to date on
this platform. The blog is a helpful
tool to increase traffic to your
website and be used as a resource
for potential customers to showcase
the brand's knowledge of
longboarding as well as bring
awareness to the Brief Board
product to increase sales and
investment by college students.
 
Social media advertising reaches
audiences in a low-cost, impactful,
and effective way. Using social
media will allow Brief Board brands
to reach their target audience,
engage with potential customers
and develop brand loyalty to create
excitement about the longboard
market, resulting in investment with
the industry and company.
 
A great way to drive traffic to the
Brief Board website is through using
your new Instagram business
account that is made for the
promotion of a product or service.
The platform is relying on visual  

content. Your demographic needs to
see themselves utilizing the
product, showcasing photos and
videos of the board on campus,
creating a simple video or diagram
of the board and the folding
features. Another great tool is
Instagram stories. As mentioned in
Objective Two Strategy One, this
tool can curate posts that may not
fit the aesthetic of the Instagram
photo feed. Instagram stories allow
a “swipe up” feature that would
allow for quick access to the Brief
Board website, linking the website,
specific blog posts, or product in
itself. The Instagram story is
interactive for consumers, using the
question or comment feature,
asking about particular trends in the
industry, using the poll feature
about upcoming features of the
Brief Board product, allowing
followers to invest in the market
itself. More example instagram
posts can be found in Appendix 5.
 
Facebook is a way to drive
consumers to the website and
highlight products or blogs on the
product. If you choose to do so,
share content about the process of
developing the board, post images
of students longboarding on campus
and share content on the benefits of
longboarding to classes instead of 
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walking. Provide easy, clickable links
that direct consumers to the blog
posts or websites.
 
Twitter is an excellent tool for new
products and sparking conversation
on the product. Show a diagram of 
the product compared to the size of
different items showcasing the
foldable elements compared to a
regular sized longboard. Twitter
could also be helpful to promote 
new trends in the longboarding
market, that could strike a
conversation with your product,
that could be unique features that
would highlight the Brief Board
product.
 
Potential customers do not want to
take the time to look at the site
individually, so all platforms should
include the website link in the bio of
the social media account for easy
purchasing and information on the
product.
 
Every year a company will release an
annual report. This report details
the company's prior year financials,
lists its major expenses and
communicates a plan for the coming
year. Following the best practices
for an annual report will help you to
streamline the process of writing
the document. The report can be 

themed for creative fun and should
be styled in a visually appealing way,
so people will actually want to read
it. Canva is a great free tool to use
to style and design an annual report.
 
Annual reports almost always
include an introductory message
from the chief executive officer,
general manager or business owner.
In this letter, which should be no
more than a page long, you should
discuss the key successes of the
past year and also address any
pressing concerns. If the economy is
in a downturn, outline how the
company is coping. Think of the
letter as a way to directly
communicate with your company's
stakeholders, its customers, board
members, vendors and community
members. Ask yourself what these
people want and need to hear about
the company's progress over the
past 12 months and then write to
them in a professional, yet informal
manner. In other words, don't be
overly detached but instead write as
if you're communicating with old
friends who are concerned about
the business's longevity.
 
All annual reports must include
accurate, audited financial
statements. Normally this includes a
balance sheet, profit and loss 
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statement and a statement of cash
flow. This may be the only time in
the calendar year that some of your
stakeholders take a look at the
company's financial data, so
presenting accurate information is
of primary concern. The annual
report can be used as a way to court
new investors, so it's important not
to deceive your potential financial
backers, especially in the creative
PR industry where investors are
sometimes hard to come by.
 
Including charts, graphs and other
visual representations of the
financial data and performance
metrics can help you communicate
your message in a more readable
and user-friendly way. You might,
for instance, include a chart
showing profits for the past
financial year as compared to data
from the previous year and
projections for the coming year.
Charts and graphs also help to
clarify dense financial information
by showing numbers as a
percentage of the company's overall
budget and bottom line.
 
Many annual reports include a "call
to action" as the final section. The
call to action is similar to the letter
from the general manager or
business owner, but this section

asks stakeholders to specifically get
involved with the company in the
coming year. In some ways, the call
to action is similar to a sales pitch,
but instead of hard selling, this
section should be used to let
stakeholders know about exciting
new product offerings, expansion of
your client base or innovative new
communications channels such as
social media.
 
When building the Brief Boards
brand or any business, it is essential
to find consistent ways to finance
your operations to continue to grow
the company. As a college student,
there are many grants and
scholarship opportunities that focus
on investing in small business
startups. Grants and scholarships
are one of the best sources of
funding for entrepreneurial ideas.
There are many local opportunities
through Grand Valley State
University to achieve money
through scholarships and grants.
Many of these opportunities are
short application processes or
involve an idea pitch competition
such as GVSU Idea Pitch Event and
West Michigan Regional Business
Plan Competition. Entrepreneurial
competitions are a helpful tool that
allows for the Brief Board product to
present in front of a panel of future
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investors as well as college-aged
peers who are potential customers.
Grand Valley State University also
offers scholarship opportunities that
are focused on students pursuing
entrepreneurship, such as Don and
Diane Paton Family Entrepreneur
Scholarship. The Richard M. and
Helen DeVos Center for
Entrepreneurship & Innovation (CEI)
designed the grant to help students
who need funding to travel to
participate in pitch competitions or
invest in moving business ideas
forward.
 
We have laid out the action plan
that we suggest Brief Boards
implements to achieve the
objectives listed above. However,
executing this alone will not show
you what is working and what is not.
The next step is to evaluate the
success of the action plan. The
information gained from evaluation
will help you make adjustments to
the strategies and tactics so you can
receive the best possible outcome.
We will provide guidelines on how
to carry out this evaluation. We will
also provide an estimated timeline
and budget for this plan.
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TIMELINE

Below is a timeline for each tactic from the action plan. You will notice
that most of these tactics should be implemented before the start of the
Fall 2020 semester or early in the semester. This is done so you can hit
the ground running when the Grand Valley community is the most active
and has the most time to engage with your content. Some of the online
tactics, such as social listening and blogging, should take place year
round.
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BUDGET

Brief Boards is a new business and because of this we kept the cost low
with our community relations efforts. A lot of the tactics outlined in the
action plan involve owned or earned media which keeps cost low to
none.
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As mentioned throughout the action plan, branding is very important
when it comes to spreading awareness of your business. Our team met to
discuss branding for Brief Boards and what visual identity would
represent that. Our designer has developed a logo, sticker, social media
icons, and color palette for your use. This visual identity encapsulates the
casual, coastal attitude of longboarding that we found evident in Brief
Boards. These assets can be found in Appendix 6 and by following this
link: bit.ly/2xjEh0z.

BRANDING
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EVALUATION

To determine the success of the
tactics above, we have provided
measures that can be used to
evaluate them. Evaluation will help
determine what is working. It’s
important to pay attention to the
outcome of the tactic, not just the
output. The difference lies in the
result. An output is what you
released to your target audience
such as a newsletter, an event or
social media posts. An outcome is
how the audience reacted to these
outputs. This might be an increase
in known information or change in
opinion. This campaign contains
social media, in-person events and
media relations. The following will
explain how to evaluate each type of
tactic.
 
We’ll begin with social media, which
is heavily emphasized. There are a
number of ways to evaluate social
media tactics, depending on what

you aim to get out of it. Brief Boards
wants to grow their audience within
Grand Valley. You will want to look
at social media reach to see your
audience grow. Each social media
platform comes with a built-in
analytics tool that is very
comprehensive and easy to learn.
Ambera Cruz from Meltwater, a
media monitoring and business
software, says that the simplest way
to measure your reach is by
comparing the number of followers
before and after the campaign. As
your channels are new and your
following will start off small, we
recommend you carry out this
measurement at the end of every
month to see your monthly growth
rate. Carry this out across each
platform.
 
Other social media tactics focus on
engagement and interaction. There
are a couple of indicators for 
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engagement. These include
mentions, comments, likes, shares
and other interactions. As
mentioned above, each platform has
an analytics tool for you to use.
Measure these posts by post on
each channel to see what kind of
content is working. From here, you
can alter your social media strategy
to increase engagement. With social
listening you can gauge whether
these interactions are positive or
negative. We also recommend you
do this monthly.
 
With the development of your
website, it’s important to know the
amount of traffic you have. Google
Analytics is a great tool to find out
how users are utilizing your website.
This tool is more difficult to
understand. Luckily, Google offers
free online classes to learn their
Analytics tool. Take some time over
the summer, before implementing
the campaign, to take these short
online classes so you can use the
tool. Pay attention how people are
finding your website, what pages
they are spending time on and
where they are clicking. Through
this, you will learn how to optimize
your website for the user.
 
In-person interactions are not as
easy to measure. There are a lot of 

outputs with these interactions such
as the number of people you talk to
and the number of marketing
materials you distribute. While
these outputs are still numbers that
you should record, you are looking
to measure awareness as this is
what these tactics aim to achieve.
We recommend you evaluate this
through surveys. Distribute a survey
to your audience before the tactics
are implemented and another
survey after. Compare the results to
see if awareness of Brief Boards has
increased. Craft these surveys to
measure how much people know
about Brief Boards, how they found
out about your business and what
they think of it.
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APPENDIX

The materials below make up the appendix of our campaign. These
include the tactics that were mentioned in the action plan and the
branding materials that were created by our designer, MacKenzie Payton.
These will give you an idea of what the tactics should look like if they are
to be executed. As always, reach out to GrandPR if you have any
questions! All of these files are available digitally by following this link:
bit.ly/2xjEh0z
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FIGURE 1
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FIGURE 2
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FIGURE 3

FIGURE 4
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FIGURE 5
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FIGURE 6
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