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Executive Summary 
 
 

• With this proposal for Adam’s Acres, this new event venue will reach many new 

people and gain more awareness.  We believe Adam’s Acres will give students, 

locals, and Georgia College affiliates the perfect place to book their future 

events. 

• After some very intensive research by conducting focus groups and a survey, our 

team has been able to come up with a strategic plan that will show you long term 

results with the strategies and tactics we provide you. 

• BAMM Communications is eager to introduce our ideas to you in order to raise 

you brand awareness throughout Milledgeville, Ga., primarily through social 

media and the implication of Adam’s Acres hosted events and partnerships. 

• Our team is positive that our detailed strategic plan and ideas can help your 

business become the brand you have always dreamed of. 
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Background 
 
Client History, Mission, and Values 
 

The beautiful land that makes up Adam’s Acres has been in Mike James’s family since 

the 1960s. The property that is now cleared and brimming with lush green grass used to be his 

grandfather’s land, heavily wooded and with a house on land, as well. The James’ wish to keep 

their grandfather’s land in their family, and Adams Acres Riverside Events has helped this wish 

become a reality. 

When booking with Adams Acres, their hope is that you feel like the land is yours for a 

day—that you get to fully experience the river, and share the venue with family and friends, 

feeling like it is yours, too. At this time, Adams Acres has not developed any core beliefs, values 

or a mission statement.  

 
 

Industry 
 

Adam’s Acres lies in competition with similar event venues within 50 miles of its location. 

All of these venues are located in the state of Georgia. This can include Goodwin Manor in 

Greensboro, Harbor Club Weddings on Lake Oconee, the Milledgeville Country Club, 

Cuscowilla Weddings on Lake Oconee, The Wills House in Milledgeville, Lockerly Hall in 

Milledgeville, the Oak Leaf Barn in Madison, the Ritz Carlton Lodge/ Reynolds Plantation on 

Lake Oconee, the Washington Grass Inn in Greensboro, the Farmhouse Inn in Madison, 

Madison Oaks in Madison, and Perry’s Landing in Eatonton. These establishments are no 

longer competition for Adam’s Acres: Brady Inn (Madison), James Madison Inn (Madison), La 

Fete Events (Milledgeville), Turtle Shoals Farm (Milledgeville), and Variety Works (Madison).  
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The primary in-town competition is the Milledgeville Country Club, which can serve as a  

wedding venue with a grand ballroom, intimate event rooms, and bar and grill. They offer 

several different packages and menus offered.  

Any event venues more than 50 miles from Milledgeville would be cutting into the very 

competitive Athens, Macon and Atlanta markets. 

 
 
 
 
 

 
Map 1: Map of event industry competition within 50 miles of Adam’s Acres. 
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External Environment 
 

Milledgeville, Ga. is an economically depressed region in Middle Georgia. The average 

income is $ 21,542 among a population of 19,211. Demographically, the area is almost even 

distribution between Caucasians (52.1%) and African American (42.88%) with an almost even 

balance between males and females (8,852 to  8,863). The percent of people in poverty is 

46.8%. 

Legalities for venue business owners in the state of Georgia include having the following 

licenses: Local alcohol license, State alcohol license, Federal basic permit, if you're planning on 

selling alcohol at the event. Major violations will result in a revocation of businesses’ permits. 

Georgia has a zero tolerance for alcohol with minors. Event venues should have vendors 

insurance, especially liquor liability and general liability. An officer of the law only needs to 

testify that the odor of alcohol was present on your breath which could be enough for a charge 

and conviction if you are under the age of 21. A conviction for MIP lives forever on a student’s 

criminal record and may have ramifications on your school record, as well. 

Intervening publics include local media (The Baldwin Bulletin, Union Recorder, local 

television affiliates in the Macon market, local commercial radio, community magazines), college 

media (The Colonnade, WGUR 95.3, GC 360, etc.) social media, cable television, and Greek 

life (size, number). 

 
Current opinions, attitudes, and values of the general public 
 
 Focus groups were conducted in March 2017 for all of the key publics identified, and 

based on the primary data collected the majority of the participants were unaware of Adam’s 

Acres location or the brand itself. Four focus groups were held in order to gain insights on the 

general opinions of each of the four individual key publics that were identified. Those included: 

members of “traditional” Greek organizations at Georgia College, members of a club or 
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organization at GC, Middle Georgia residents, not affiliated with GC, and GC faculty or staff. 

Factors concerning price, location and capacity were often brought up in the focus groups. 

An electronic survey was distributed during March 2017 via Facebook and other social 

media platforms by researchers in key publics, which yielded 760 responses. After further 

review of the open-ended responses, conclusions can be made that on average Greek 

organizations are willing to pay more for the venue by the hour than the average Milledgeville 

resident, while parking, transportation, and capacity was more a concern for the Greek 

community and other clubs and organizations. Of total respondents 54.2% belonged to students 

involved in the Greek life, 29.9% were Georgia College students affiliated with another club or 

organization, 10.9% were Middle Georgia residents, and 5% were faculty or staff at GC. Thus, 

the Panhellenic Greek community of Georgia College is the most credible and fertile key public 

to cull revenue from. Other key public presented in this plan can yield revenue as well: Clubs 

and Organizations, Milledgeville locals, and Georgia College employees. Awareness of the 

venue and its brand are the critical goals of this plan. 
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SWOT Analysis for Adam’s Acres 
 
 

STRENGTHS 

New 

Close to downtown Milledgeville - 
Location  

Cheap- willing to negotiate price 

Open minded 

The history 

Amenities 

WEAKNESSES 

Space- Indoor/Outdoor 

Location - Presentation 

Limited parking 

Polish/ Clean Up 

Awareness of Brand 

Other Venues  

Website 

Social media presence  

OPPORTUNITIES 

Open to different events 

Little Marketing- Channels 

THREATS 

Neighborhood/Noise 

The danger of being by the river  

Georgia College facilities 

The industry 
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Situation Analysis 
 

Adams Acres is a new event venue on Milledgeville’s greenway. Overlooking the 

Oconee river, the multi-use venue has a physical building, outdoor shelter capabilities, access 

to the water, plenty of space, a fire pit, and other amenities. The property has been family 

owned for more than 50 years. The venue presents a unique opportunity for the Milledgeville 

market: it is the only event venue of its kind in the Milledgeville market with the adaptability to 

accommodate large or small events. By cost comparison, co-owner Michael James is willing 

negotiate on prices in order to work with the economically depressed area that is Baldwin 

County. With Adams Acres being relatively new, the primary issue facing it is a lack awareness 

by potential customers. 

Other constraints facing Adams Acres are alcohol and liquor laws for patrons, noise 

ordinances, the potential dangers relevant to a location near a body of water, initial resistance 

for licensing from local government, a fluctuating economy based upon on Georgia College’s 

enrollment, the available space and catering from Georgia College for activities, the brand value 

and name recognition of other surrounding venues, and a very sparse and disjointed presence 

on social media.   
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Core Problem/Opportunity 
 
If Adams Acres doesn’t achieve awareness among potential key publics and establish brand 

awareness, it will not procure bookings for the venue, and therefore, not bring in revenue and 

close its doors for business.  
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Goal and Objectives 
 
Goal 
 
Increase awareness of Adam’s Acres which will eventually lead to gaining brand recognition, 

which leads to gaining more clients and a higher profit. 

 

Objectives 
 
1. Increase awareness of Adam’s Acres through social media by 60% over the next six months. 

2. By May 2018, Adam’s Acres to have a rise in profits and revenue by 50%. 

3. Raise the number of bookings of “Greek” related events by 40% within the next calendar  

    year. 

4. Establish an annual signature event hosted by Adam’s Acres by May of 2018. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 Photo provided by: GC Wesley 
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Big Idea 
 
Big Idea 
 
To promote the general awareness of Adam’s Acres as the best option for hosting an event, 

while increasing revenue generated from the key publics. 

 

Big Idea Strategy 
 
Motivate the local Milledgeville community and those associated with Georgia College to book 

events at Adam’s Acres by increasing awareness and revenue through social media and 

entertaining events for the public, while also allowing local businesses to get involved.  

 

Big Idea Message 
 

Adam’s Acres provides an aesthetically pleasing environment for many different purposes and 

can be adapted to any customer’s wants or needs. With our help, we can help inform the key 

publics about what Adam’s Acres offers and why they should book you for their future events. 

 
 

Visual Representation 
 

● Host open houses with a mock-event set up, where the key publics can come and see 

what an event may look like. 

● Create an infographic to display the many amenities offered at Adam’s Acres. 

● Produce a video tour about Adam’s Acres and post to social media. 

● Create and hand out fliers about Adam’s Acres to opinion leaders. 

 

Slogan 
 
“Adam’s Acres: Where your vision becomes reality” 
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The graphs above display the break down of the 760 respondents within the four key publics that 
the research evaluated and the analysis of their media consumption. 
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Graph 1.1: The key publics’ most popular months to book a venue. April is the most popular 
month to book, with March, October, and November next. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Graph 1.2: The key publics’ most popular uses for venues. Greek functions is the most popular 
with social events and weddings next. 
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Key Publics 
 
Key Public 1: Members of “Traditional” Greek Organizations at GC 
 
This key public consists of 412 individual respondents who are member of a traditional “Greek” 

organization at Georgia College in Milledgeville, Ga. According to the data collected, 83% were 

female and 15.5% were male. Of the respondents, 91.8% identified themselves as white, 1.5% 

identified as black, and .9% as asian. It was found that a majority of the key public depend on 

their parents’ income or scholarships for money and live within ten miles from downtown 

Milledgeville. The opinion leaders of this public are presidents or sororities and fraternities, the 

Office of Fraternity and Sorority Life (Directors, Stacy Miller and Tiffany Bayne), and Panhellenic 

Delegates. 

 
These students are typically planning events for 100-200 people and like to have the event 

venue for about five hours, which includes set up and take down. They tend to book events 

once or twice a year, typically for semi-formal, date nights, or other Greek functions or end of 

the year or annual gatherings. They are more likely to book an event on Thursdays, Fridays, or 

Saturdays during the months of March, April, October, and November. 

 

Some details that are important to them when booking an event venue are location, the 

availability of the venue, heating and cooling, food, the weather, the size and capacity of the 

venue, the distance from Georgia College, alcohol availability, easy access in and out of the 

venue, and parking. They are most willing to pay from $400-$1200 for an event venue for a six 

hour span. 

 

The data collected has shown that these Georgia College students who are in a traditional 

“Greek” organization consume 30% of their media from social media, 22% from e-mail, and 16% 
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from cable and local television. This public uses a little bit of every type of social media, with 

Facebook, Instagram, Snapchat, YouTube, and Twitter being the most popular. A majority of 

them prefer using these platforms at 5 p.m. or later. 

 
 
 
 

 
 
Graph 2.1: The media consumption of members of a traditional Greek organization at Georgia 
College. Social media is the most popular form of media used by this public, with E-mail, local 
TV, and cable TV behind it. 
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Graph 2.2: The graphs above depict when to use Facebook and Instagram most effectively for 
messages among the Greek key public. The times most used being from 5 p.m. or later. 
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Graph 2.3: The prices that a traditional Greek organization member at Georgia College are 
willing to pay to book a venue. A majority of this key public are willing to pay up to $1200. 
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Graph 2.4: The psychographics of the traditional Greek organization member at Georgia 
College and what they look for when booking a venue. The top three aspects are location, food, 
and capacity. 
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A. Messages 
 
Primary Message One: Adam’s Acres would be a great venue to host a formal or semi-

formal event. 

Secondary Messages: 

● According to the research gathered, 77.7% of this public would be looking to book 

Adam’s Acres for a semi-formal, formal, date night, or other Greek function 

● According to the research gathered, 29% of this public is looking to host an event twice a 

year for 150-200 people 

● The research gathered states that this public would be willing to pay up to $1200 

 

Primary Message Two: The accommodations that Adam’s Acres offers for a formal or semi-

formal event would be easier than trying to host one outside of Milledgeville. 

 

Secondary Messages: 

● According to the research that was gathered, the location of the event venue is important 

to 83% of this public and the distance from campus is important to 81% of this public 

● According to the research gathered, the availability of alcohol (which is allowed at 

Adam’s Acres) is important to 82% of the public and availability of chairs and tables 

(which are provided by Adam’s Acres) is important to 82% of this public. 

 

B. Strategies 
 
Strategy One: Gain awareness from the members of a traditional “Greek” organization at 

Georgia College through hosting a Facebook live chat that Adam’s Acres would be a great 
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place to host a formal or semi-formal, thus showing them closer options to host a formal or 

semi-formal. 

 

Strategy Two: Increase interest in Adam’s Acres from the member of a traditional “Greek” 

organization at Georgia College through creating a Geotag on Snapchat, thus promoting the 

event venue and having an incentive for the members to see this filter and be interested in 

where the venue is located.  

 

Strategy Three: Increase interest in Adam’s Acres from the members of a traditional “Greek” 

organization at Georgia College through promoting a “Greek” package with alcohol, 

entertainment, and food included in one special bundle price for October-November and March-

April, the key formal and semi-formal seasons, on Facebook, Instagram, and Twitter that 

Adam’s Acres is an affordable place to host a formal or semi-formal. 

 

C. Tactics 

 
Tactics for Strategy One: 
 
1.  Increase awareness through social media 

● Use Facebook, Twitter, and Instagram to promote the Facebook live event 

● Post the date and time, preferably at night and on a weekday, of the chat on 

Facebook, Twitter, and Instagram one week prior to the actual event 

● Keep posting twice a day on Facebook, Instagram, and Twitter- once in the 

morning and once at night on each platform- about the Facebook live event up 

until the day 
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2.  Have the pricing, package deals, and availability information ready prior to the Facebook live 

event 

● Collect the information a week before and put it all in one place 

3.  Set up the venue like it would be set up for a formal or semi-formal 

● Host one in August and one in January, which is two months before formal and 

semi-formal season begins. This gives the organizations enough time to plan. 

● Make sure to have the bar set out one day prior to the Facebook live event to 

show where it would stand 

● Have the lights on prior to the event to show what they would look like at the time 

of a schedule formal or semi-formal 

 

 

Tactics for Strategy Two: 

1.  Create the Geotag and include the venue’s color scheme in the filter along with the name of 

the venue and “Milledgeville, Ga.”  

● Have opinion leaders test out the filter before anyone else and invite them 

through email 

2.  Promote the Geotag by using the design in other media, on legacy media and new media 

● Post the filter on Facebook, Instagram, and Twitter and also use the design on 

legacy media  

3.  Set aside and promote one day where the Geotag extends to the Georgia College campus 

● Promote this date through Facebook, Instagram, and Twitter and also email the 

opinion leaders again 
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Tactics for Strategy Three: 

1.   Find three options for catering- one fancier, one more laid back, and one in the middle. 

● Allow each organization the access to the menus of each caterer chosen and 

make sure they know they can pick which one caters their event 

2.  Promote this special package on Facebook, Instagram, and Twitter 

● Create a colorful graphic to post along with this special package so that they 

know you are offering it especially for them 

3.  Include this package in the Facebook live event as well as on all fliers with pricing on them 

 

 
Photo provided by: GC Wesley 
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Key Public 2: Member of a Club or Organization at GC 
 

This key public consists of 227 individual respondents who are students and a member of a club 

or organization at Georgia College in Milledgeville, Ga. According to the data collected, 75% 

were female and 24% were male. Of the respondents, 89% identified themselves as white, 3% 

identified as black, and 3% as asian. It was found that a majority of the key public depend on 

their parents’ income or scholarships for money and live within ten miles from downtown 

Milledgeville. The opinion leaders of this public may include friends of the students, members of 

SGA, student media, and executive members of the clubs or organizations at Georgia College. 

 

These students are typically planning events anywhere from 50-200 people and like to have the 

event venue for about five hours, which includes set up and take down. They tend to book 

events once or twice a year, typically for social events, birthday parties, or end of the year or 

annual gatherings. They are more likely to book an event on weekends and during the months 

of March, April, May, August, September, and October. 

 

Some details that are important to them when booking an event venue are location, the 

availability of the venue, heating and cooling, indoor and outdoor facilities, food, the weather, 

the size and capacity of the venue, whether there are power outlets available, and parking. They 

are most willing to pay from $400-$800 for an event venue for a six hour span.  

 

The data collected has shown that these Georgia College students who are in a club or 

organization consume 88% of their media from social media, 67% from e-mail, and 35% from 

cable and local television. This public uses a little bit of every type of social media, with 

Facebook, Instagram, Snapchat, and YouTube being the most popular. A majority of them 

prefer using these platforms at 5 p.m. or later. 
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Graph 3.1: Georgia College Club or Organization Members Media Consumption. Social media, 
E-mail, and Local and Cable TV are used the most by this key public. 
 

Graph 3.2: Georgia College Club or Organization Members Social Media Activity. All of the 
social media platforms are used by this public, but Facebook, Instagram, Snapchat, and 
YouTube are used the most. 
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Graph 3.3: The psychographics of a member of a club or organization at Georgia College and 
what they look for when booking a venue. The top four aspects are location, availability, parking, 
and capacity. 
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A. Messages 
 

Primary Message: Georgia College students who are involved in a club or organization can 

enjoy a new location for their active social schedule. 

 

Secondary Messages: 

● At Georgia College, there are more than 160 clubs and student organizations for 

students to get involved in year-round. 

● According to our data, at least 49% of students involved in clubs or organizations at 

Georgia College book an event venue at least once a year. 

● According to our data, at least 28% of students involved in clubs or organizations at 

Georgia College book an event venue twice a year. 

● A Duke study shows that this generation of college students prioritize socializing over 

studying in the academic spectrum—spending 75 percent of their time socializing or 

sleeping (Chinmayi, 2011). 

 

Primary Message Two: Georgia College students involved in a club or organization will have 

the opportunity to plan an event at a venue that is close to campus and can adhere to their 

club’s specific wants and needs.   

 

Secondary Messages: 

● According to our data, a majority of the key public find the location and distance of a 

venue important when making a booking. 

● About 14 million college students nationwide are working while enrolled (Carnevale et 

al., 2015). 
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B. Strategies 

Strategy One:  Increase general awareness of Adam’s Acres and what they offer to Georgia 

College students involved in a club or organization by implementing a social media and 

advertising plan. 

 

Strategy Two: Persuade Georgia College students involved in a club or organization at 

Georgia College that Adam’s Acres can be used for a multitude of different events or activities. 

 

C. Tactics 

Tactics for Strategy One: 

1. Organize and initiate a social media campaign to help build the Adam’s Acres brand and 

draw in more customers. 

a. Placing priority on the Facebook, Instagram, Snapchat, and Youtube 

i. The messages should be posted at 5 p.m. or later 

b. Create a Snapchat geofilter for Adam’s Acres 

c. Create a hashtag that will be used across all social media platforms 

i. Create additional hashtags to promote open-houses or public events at 

Adam’s Acres 

     2. Partner with local businesses that are popular among Georgia College  

students. 

d. Possible businesses are Blackbird Coffee, Buffington's, and SweeTreats 

  i. Have an Adam’s Acres spirit night, put a table up in the local business with                    

informational brochures and fliers 

e. Host a sponsored event 

i. Offer giveaways and raffles 
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1. Include some sort of discount on a booking at Adam’s Acres. 

ii. Facebook Live each event on the Adam’s Acres Facebook page 

iii. Promote events through Facebook Live and Instagram Live 

     3. Produce and film a YouTube video tour of the venue 

a. Display on the company website and Facebook page 

b. Discuss all the amenities that are offered 

     4. Create simple and appealing fliers and post around campus and downtown Milledgeville  

     5. Purchase and display sponsored advertisements on Facebook and Instagram 

     6. Display a short video advertisement on YouTube 

a. The ad should be shown from 9 p.m. or later 

     7. Create graphics to be posted on social media that show the amenities offered at Adam’s     

         Acres and includes contact information. 

 

Tactics for Strategy Two: 

1. Create and host a signature annual event. 

a. Organize a small fair or carnival 

 i. Student discount for entry and have a few small rides and games available        

for everyone to enjoy. 

b. Organize a food truck day 

i. Have a variety of food trucks lined up in the field or parking lot 

ii. Students would enjoy utilizing the grassy area to have a picnic with friends 

c. Host an art show with local artists 

d. Host a concert in the field to support local artists 

i. Can partner with WGUR 95.3, the student run radio station, to gain insight 

and access to local artists 
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ii. Have local radio stations and local businesses have a table at the concert 

e. Heavily promote said event on social media weeks in advance to gain more 

publicity. 

f. Give a student discount 

g. Create a separate, limited time geofilter on Snapchat for the event 

2. Partner with large or popular student clubs or organizations at Georgia College. 

3. Host a monthly movie night in the field for locals and students. 

a. Promote Adam’s Acres by handing each attendee a flier or pamphlet 

b. Promote the fact that heaters are available 

c. Provide food and beverages from the vendors associated with Adam’s Acres 
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Key Public 3: Middle Georgia Resident; Not affiliated with GC 
 
The key public consists of 83 individual respondents who are local residents in the city of 

Milledgeville, Ga. According to the data collected, 51.8% were female and 18% were male. Of 

the respondents, 67.5% identified themselves as white, 2.4% identified as black, and 1.2% 

identified as multiracial. It was found that 19.3% were dependent on parent’s income or 

scholarships for money, 10.8% had a household income of $50,000-$75,000, and 9.6% of 

respondents had a household income of $25,000 or less. It was found that 31% live 0-50 miles 

or farther from downtown Milledgeville. The opinion leaders of this public may include 

neighbors, local business owners, friends, and family. 

 

This key public typically plans events for 50-100 people and like to have the venue for the whole 

day. They tend to book events once per year, typically weddings, end of year banquets, and 

annual gatherings. They are more likely to book an event on Friday, Saturday, or Sunday during 

the months of May, June, and July. 

  

Some details that are important to them when booking an event venue are location, availability 

of venue, heating/cooling, food, and size and capacity, easy access in and out of venue, and 

parking. They are most willing to pay from $400-$1000 for an event venue for a six hour span. 

 

The data collected has shown that these Milledgeville local residents consume 77% of their 

media from social media, 65% from e-mail, and 62.7% from local TV. Most respondents said 

N/A when asked the different types of social media platforms utilized, but the main ones that are 

used by this public is Facebook. A majority of them prefer using this platforms at either 6-11 am 

or 5-9 pm.  
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Graph 4.1: Middle Georgia residents and those not affiliated with Georgia College’s most 
popular uses for venues. Social events are the most popular with birthday parties, weddings and 
cookouts next. 
 

 
 
The two graphs above reveal a further breakdown of Graph 4.1. They show the time the key 
public prefers checking their Facebook and Instagram accounts, which is 5 p.m. or later. 
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Graph 4.2: The psychographics of the Middle Georgia resident key public and what they look 
for when booking a venue. The top three aspects are location, availability, and access to 
heating/cooling. 
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A. Messages 
 
Primary Message: Adam’s Acres is a great venue to host annual events and weddings for 

Milledgeville locals, due to its location in Milledgeville and in Central Georgia. 

 

Secondary Messages: 
●    Adam’s Acre’s is equipped with a small inside venue, as well as a large outside seating 

area. 

● Adam’s Acres is equipped with separate bride and groom preparation rooms. 

●  Adam’s Acres is located only 1.3 miles away from the heart of Milledgeville, the 

downtown district. 

● Closest wedding venue in Milledgeville, the second closest is 2.4 miles away 

● Milledgeville is a central location to many large cities in Georgia, including Atlanta, 

Savannah, Augusta, and Macon. 

● The average cost of having a wedding in Atlanta, GA is $28,659 (Average Cost of a 

Wedding, 2017). Therefore, having a wedding in central Georgia would cut costs 

significantly.  

 
 

B. Strategies 
 
Strategy One: Raise awareness of Milledgeville locals of Adam’s Acres through legacy and 

new media formats. 

 

Strategy Two: Increase interest in Adam’s Acres from the Milledgeville local population 

through promoting various incentivized events on legacy media or at local events.  

 



 
  
     
           36 

Strategy Three:  Persuade Milledgeville locals and the surrounding Georgia area that Adam’s 

Acres can be used for a multitude of different events or activities through legacy, social media, 

and various events. 

 

C. Tactics 

Tactics for Strategy One: 

1. Organize and initiate a social media campaign to help build awareness and brand value. 

 a. Place priority on Facebook, since most respondents used this social media platform 

  i. The messages should be posted from 6-11 a.m. or 5-9 p.m. 

2. Purchase :30-second spot advertising space on GC 360 and central Georgia local news    

    sources such as WMAZ and WGXA. 

3. Purchase advertising space in the Union Recorder and wedding magazines, such as The  

    Knot, Southern Living, etc. to promote Adam’s Acres. 

4. Organize and initiate a television campaign to help build awareness and brand value. 

 

 

Tactics for Strategy Two: 

1. Organize and initiate advertising for an event held at Adam’s Acres to increase interest and 

showcase what the property has to offer 

 a. Incentivize these events with a discount. If a person attends the event and decides to    

               use Adam’s Acres, they can receive a coupon for a discount.  

  i. Create partnership with business in the surrounding area.  

  ii. Partnered restaurants could be potential caterers, such as Aubri Lanes or   

      Local Yolkal. 

  iii. Examples of events: 
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■ Wine tasting 

■ Taste of Milledgeville, different restaurants in the surrounding area 

come together to give samples of food.  

2. Host informational tent at either Deep Roots or the Hometown Pride festival in downtown  

    Milledgeville. 

 a. Direct people from the tent to the property for property tours. 

  i. Offer gift cards to Bridal stores if they take a tour 

■ Even if they do not decide to use Adam’s Acres, they will 

remember the name and tell others. 

 

Tactics for Strategy Three: 

1. Create an infographic for Facebook and legacy media that highlights the proximity of Adam’s  

    Acres to other various wedding and event venues in the Milledgeville area 

 

2. Organize and initiate incentivized informational meetings in outlying areas of Georgia 

(Savannah, Macon, Atlanta, and Augusta) 

 a. The incentive could be that if a person attends an informational meeting and decides    

      on using Adam’s Acres, the customer will receive a discount to Adam’s Acres. 

  i. Incentive could range anywhere from discount on the venue itself, discount on  

     catering, etc. 

3. Create an infographic for Facebook and legacy media that highlights the cost difference  

    between hosting a wedding in a larger city compared to Adam’s Acres in Milledgeville. 

 a. The highest price a bride would pay at Adam’s Acres would be around $2000. 

  i. The average cost to host a wedding in Atlanta is $28,659 and the average cost  

                           to host a wedding in Savannah is $35,480 (Average Cost of a Wedding, 2017). 
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  ii. Additions can be made to the Adam’s Acres pricing, if the bride sees fit. 

■ Heaters $100/each 

■ Servers and Security $20.00/hour each 

■ Servers and Security $20.00/hour each 

■ Parking attendants $15.00/hour each 
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Key Public 4: GC Faculty or Staff 

This key public consisted of 8 men and 24 women who are apart of Georgia College’s faculty 

and staff. These respondents identified as 65.8% white, 7.9% black, 5.3% hispanic and 2.6% 

multiracial. The data also showed that 73.7% of this public lived within 20 miles of downtown 

Milledgeville and had an approximate household income of more than $50,000, with most 

respondents making between $50,000 and $100,000 specifically. The opinion leaders of this 

public may include colleagues or students at Georgia College or family and friends. 

 

The faculty said that they would most likely need the venue for parties of 0-50 or 50-100. They 

tend to book events 1-2 times a year for mostly weddings, family events, end of year gatherings 

and general social events. They are most likely to book an event Saturday or Sunday during the 

months of April, May or June for 4 hours.  

 

The most important details to this public when booking an event are the location, availability, 

heating/cooling, and parking. Other details that ranked slightly lower to them were chairs / tables 

being available, and indoor / outdoor facilities. The average amount of money these 

respondents are willing to spend on the venue is $400-$1200.  

 

The data collected showed that Georgia College faculty consume the majority of their media 

through email, then social media, followed shortly by local TV and cable television. In terms of 

specific social media, this public uses a little bit of everything. Facebook, Twitter and Instagram 

were the most used social media and were most frequently checked 5 p.m. – 9 p.m.   
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Graph 5.1: Georgia College faculty and staff’s most popular uses for venues. Weddings are the 
most popular with family events, end of the year gatherings, and social events next. 

 
 
The graph on the left above shows the key public’s activity on Facebook being most 
active from 5-9 p.m. The graph on the right shows that unlike the other key publics, 
Instagram is not applicable to the majority of GC faculty and staff. 
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A. Messages 

Primary Message: Adam’s Acres is the perfect venue to book end of year parties for all your 

students to celebrate the ending of a semester.  

 
Secondary Messages: 

● Adam’s Acres is the closest event venue to the Georgia College Campus, the 

next closest venue is 2.4 miles further, Lockerly Arboretum. 

● Adam’s Acres has both indoor and outdoor facilities necessary for a celebration 

for one small classroom or multiple students under one professor.  

● Adam’s Acres offers local food partners to cater events, serving cheap and 

familiar food. 

● According to our data, GC faculty are most likely to rent out the venue for end of 

year banquets and end of year gatherings than anything else.  

● Booking at Adam’s Acres is cheaper than renting from Georgia College. 

 

B. Strategies 

Strategy One: Promote awareness of Adam’s Acres to Georgia College faculty and staff 

through the use of social media and online platforms.  

 

Strategy Two: Promote awareness of Adam’s Acres and get Georgia College faculty and staff 

to book the venue by encouraging them to take their students or families there. 
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C. Tactics 

Tactics for Strategy One: 

1. Email GC faculty promoting an end of the year banquet for their students who received 

good grades in their classes. 

a. Email is the most used form of media interaction for this public. 

b. Send the emails between 5 p.m. and 9 p.m. to ensure the likelihood of exposure.  

     2.  Update the Facebook page to show promotions and deals for faculty held end of year 

 events. 

a. Start posting these in April, one of the three most likely months faculty will book 

the venue. 

b. Continue posting until the beginning of July when likelihood drops back off.  

    3.  Use Instagram to appeal to a more student oriented public and advertise the end of year 

 deals.  

        a. Students who see these posts will be more likely to show their professors about   

  the deal.  

  

Tactics for Strategy Two: 

1. Offer GC faculty price deals or packages 

        a. Examples:  

   i.  Offer free catering for the event if the class average was a 3.5 

  ii. Allow the school to be cut a deal for an all faculty end of the year  

     celebration. 

2. Create a raffle or giveaway 

         a. Can include GC faculty discount code or card 
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Calendar/Budget 
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Communication Confirmation Chart: Members of 
“Traditional” Greek Organization at GC 
 
Objectives Self-interests Primary 

Messages 
Opinion 
Leaders 

Strategies Tactics 

- Increase 
brand 
awareness 
 
-Increase 
brand use 
 
- Increase 
revenue 

- A fun, new place 
to host semi-
formals, formal, or 
date nights 
 
- Enjoying the 
outdoor scenery 
 
-A place to have a 
larger atmosphere 
with amenities 
such as bar with 
alcohol, food, and 
DJ capabilities 

- Members of 
traditional 
“Greek” 
organizations 
at Georgia 
College can 
enjoy a new, 
closer location 
for their active 
social 
schedule. 
 
- Members of 
traditional 
“Greek” 
organizations 
at Georgia 
College will 
have the 
opportunity to 
plan an event 
at a venue 
that is close in 
distance and 
can adhere to 
their wants 
and needs.   

- Presidents 
of sororities 
and 
fraternities 
 
- Office of 
Fraternity 
and Sorority 
Life, 
Directors- 
Stacy Miller 
and Tiffany 
Bayne 
 
-Panhellenic 
Delegates (a 
fraternity or 
sorority 
member 
who relays 
messages 
from the 
Panhellenic 
Council to 
their 
chapters) 
 

-Gain awareness 
from the members 
of a traditional 
“Greek” 
organization at 
Georgia College 
through hosting a 
Facebook live chat 
that Adam’s Acres 
would be a great 
place to host a 
formal or semi-
formal, thus 
showing them of 
closer option to host 
a formal or semi-
formal. 
 
--Increase interest 
in Adam’s Acres 
from the members 
of a traditional 
“Greek” 
organization at 
Georgia College 
through promoting a 
“Greek” package 
with alcohol, 
entertainment, and 
food included in one 
special bundle price 
for October-
November and 
March-April, the key 
formal and semi-
formal seasons, on 
Facebook, 
Instagram, and 
Twitter that Adam’s 
Acres is an 
affordable place to 
host a formal or 
semi-formal. 

- Increase 
awareness 
through 
Facebook, 
Instagram, and 
Twitter 
 
-Promote a 
Geotag through 
Facebook, 
Instagram, and 
Twitter 
 
-Go to the Office 
of Fraternity and 
Sorority Life and 
have them email 
out an 
announcement 
about Adam’s 
Acres 
 
-Have the pricing, 
package deals, 
and availability 
information ready 
prior to the 
Facebook live 
event 
 
-Create fliers with 
the date and 
times of the 
“open house” 
days on them. 
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Communication Confirmation Chart: Member of a Club or 
Organization at GC 
 

Objectives Self-interests Primary 
Messages 

Opinion 
Leaders 

Strategies Tactics 

- Increase 
brand 
awareness 
 
- Increase 
brand use 
 
- Increase 
revenue 

- A fun, new 
place to host 
social events 
 
- Enjoying the 
outdoor scenery 

- Georgia 
College 
students who 
are involved 
in a club or 
organization 
can enjoy a 
new location 
for their active 
social 
schedule. 
 
- Georgia 
College 
students 
involved in a 
club or 
organization 
will have the 
opportunity to 
plan an event 
at a venue 
that is close 
in distance 
and can 
adhere to 
their wants 
and needs.   

- Friends 
 
- SGA 
 
- Student 
media  
 
- Executive 
members of 
the clubs 
and 
organization
s 

- Increase 
general 
awareness of 
Adam’s Acres 
and what they 
offer to Georgia 
College 
students 
involved in a 
club or 
organization by 
implementing a 
social media 
and advertising 
plan. 
 
- Persuade 
Georgia 
College 
students 
involved in a 
club or 
organization at 
Georgia 
College that 
Adam’s Acres 
can be used for 
a multitude of 
different events 
or activities. 
 
 

- Organize and 
initiate a social 
media 
campaign to 
help build the 
Adam’s Acres 
brand and draw 
in more 
customers. 
 
- Partner with 
local 
businesses that 
are popular 
among Georgia 
College 
students. 
 
- Create a 
signature 
annual event. 
 
- Host a 
monthly movie 
night in the field 
for locals and 
students. 
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Communication Confirmation Chart: Middle Georgia 
Resident; Not affiliated with GC 
 

Objectives Self-interests Primary 
Messages 

Opinion 
Leaders 

Strategies Tactics 

- Increase 
brand 
awareness 
 
- Increase 
brand use 
 
- Increase 
revenue 

-A location that 
is convenient to 
host annual 
events and 
weddings in the 
Milledgeville or 
Central GA area. 
 
- Less of a cost 
to host an event 
in Milledgeville 
than other larger 
GA cities. 

Adam’s Acres 
is a great 
venue to host 
annual events 
and weddings 
for 
Milledgeville 
locals, due to 
its location in 
Milledgeville 
and in Central 
Georgia. 
 
 

- Neighbors 
 
- Business   
Owners 
 
-Friends 
 
-Family 
 

- Raise 
awareness of 
Milledgeville 
locals of 
Adam’s Acres 
through legacy 
and new media 
formats. 
 
- Increase 
interest in 
Adam’s Acres 
from the 
Milledgeville 
local population 
through 
promoting 
various 
incentivized 
events on 
legacy media or 
at local events.  
 
-Persuade 
Milledgeville 
locals and the 
surrounding 
Georgia area 
that Adam’s 
Acres can be 
used for a 
multitude of 
different events 
or activities 
through legacy, 
social media, 
and various 
events. 

- Organize and 
initiate a social 
media and 
television 
campaign to 
help build 
awareness and 
brand value. 
 
-Organize and 
initiate 
advertising for 
an event held at 
Adam’s Acres 
to increase 
interest and 
showcase what 
the property 
has to offer. 
 
-Create an 
infographic for 
Facebook and 
legacy media 
that highlights 
the cost 
difference 
between 
hosting a 
wedding in a 
larger city 
compared to 
Adam’s Acres 
in Milledgeville. 
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Communication Confirmation Chart: GC Faculty or Staff 
 
 

Objectives Self-interests Primary 
Messages 

Opinion 
Leaders 

Strategies Tactics 

- Increase 
brand 
awareness 
 
- Increase 
brand use 
 
- Increase 
revenue 

- A place to enjoy 
the outdoors with 
their family and 
friends 
 
- A location close 
to Georgia 
College 
 

- Adam’s 
Acres is the 
perfect venue 
to book end 
of year 
parties for all 
your students 
to celebrate 
the ending of 
a semester.  
 

- Colleagues 
 
- Family 
 
- Students 
 
- Friends 
 
 

- Promote 
awareness of 
Adam’s Acres 
to Georgia 
College faculty 
and staff 
through the use 
of social media 
and online 
platforms. 
awareness of 
Adam’s Acres 
to Georgia 
College faculty 
and staff 
through the use 
of social media 
and online 
platforms. 
 
- Promote 
awareness of 
Adam’s Acres 
and get Georgia 
College faculty 
and staff to 
book the venue 
by encouraging 
them to take 
their students or 
families there. 
 

- Organize and 
initiate a social 
media campaign 
to help build the 
Adam’s Acres 
brand and draw 
in more 
customers. 

 
- Offer special 
Georgia College 
faculty and staff 
deals or 
packages. 

 
 
 
 
 



 
  
     
           48 

Evaluation Tools and Criteria 
 
 
Objective One: Increase awareness of Adam’s Acres with social media by 60% over the next 
year. 
 
Criteria: Adam’s Acres will increase awareness using social media by 60% on May 1, 2018. 
 
Evaluation Tools 
 
A way for us to evaluate the effectiveness and progress of the newly implemented social media 

plan, we would create an online survey. This survey would help determine where these users 

heard about Adam’s Acres from, which will help us in the future of this plan and dictate if any 

changes need to be made to get better results. In addition to the survey, we will keep an eye on 

Facebook and Instagram analytics through the provided tools on each application. This will 

allow us to see how many people the social media posts are reaching as well as tracking 

engagement with the key publics. Engagement may include replies on social media posts, 

messages received, as well as reach and likes. 

 

 

Objective Two: By May 2018, Adam’s Acres to have a rise in profits and revenue by 50%. 
 
Criteria: Adam’s Acres will see an increase in profits and revenue by 50% on May 1, 2018. 
 
Evaluation Tools 
 
To evaluate the progress of the incoming revenues at Adam’s Acres, we will compare the 

amount of profit gained at the beginning of the term to the amount made by May 1, 2018. If this 

is not a sufficient amount of data to determine the growth, we can also analyze the amount of 

bookings that took place during the June 2017- May 2018 year compared to the previous year. 
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Objective Three: Raise the number of bookings of “Greek” related events by 40% within the 
next calendar year. 
 
Criteria: The number of “Greek” related events to be booked at Adam’s Acres will rise by 40% 
by May 1, 2018. 
 
Evaluation Tools 
 
To evaluate the number of semi-formals, formals, and date nights that are being booked at 

Adam’s Acres, we will compare the number of bookings with the number of semi-formal, formal, 

and date night bookings on May 1, 2017. This number will give us a starting point for how many 

“Greek” organizations at Georgia College are already aware of Adam’s Acres. Then, we will be 

able to see how many bookings are had at the end of the term on May 1, 2018. 

 
 
 
Objective Four: Establish an annual signature event hosted by Adam’s Acres by May of 
2018. 
 
Criteria: Adam’s Acres will establish and host an annual signature event by May 1, 2018. 
 
Evaluation Tools 
 
To evaluate this event that Adam’s Acres will host, first and foremost we will count the number 

of people in attendance at the event. You can also use a survey that will be sent out via 

Facebook, Instagram, and Twitter as well as email to assess the knowledge of this “signature” 

event. This survey will provide a basis of the interest of Adam’s Acres and give an idea of if the 

event would have a crowd. This survey would help determine where these users heard about 

Adam’s Acres from, which will help us in the future of this plan and dictate if any changes need 

to be made to get better results. 
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