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ARK NATURALS 
CAMPAIGN PROPOSAL



This campaign focuses on bringing awareness to non dental Ark Naturals products by implementing 
tactics designed to increase user engagement. Our campaign examines consumer characteristics, 

attitudes, and purchasing habits to better understand our audience and what compels them to 
purchase pet supplements. 

Through primary research, secondary research, messaging strategies and tactics, the campaign will 
provide a route to raise overall awareness of the brand and bring attention to non dental products 
through the familiarization of the Brushless Toothpaste dental chews. Such can be viewed in the 

“Brush Bus” campaign tactic. 

This campaign aims to not only intrigue customers, but local news outlets as well in order to maximize 
reach. Through media relations, strategic influencer partnerships, and interpersonal tactics, this 

campaign hopes to appeal to established fans of the brand and encourage new ones. 

EXECUTIVE SUMMARY
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OVERVIEW



● The organization is faced with a lack of 
awareness of non dental Ark Naturals 
products in U.S. pet owners

● The situation consists of a lack of product 
comprehension by the target audiences

OVERVIEW OF THE SITUATION

5



6

◂ Ark Naturals is a small company of less than 20 
employees

◂ Founded in 1996 by Jay and Susan Weiss
◂ Tampa-based, formerly headquartered in Naples, 

Florida
◂ Products for supplemental pet care between vet visits
◂ Offer complementary products for a holistic regimen 
◂ Five  product segments: Dental, Skin & Coat, Hip & 

Joint, Senior, Remedy 
◂ Premium pricing for all product lines

OVERVIEW OF THE ORGANIZATION



OPPORTUNITIES
● Opportunities 
● Reputation growth as pet 

supplement provider
● New pet owners nationwide
● National market— recent addition to 

Petsmart

THREATS

STRENGTHS

● Products outperform competitive 
products

● Natural products crafted in the USA
● High-quality, health-conscious 

ingredients
● Supportive consumer base  

WEAKNESSES
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● Well-established competition 
● Higher prices than competitors  — 

high-quality ingredients.

● Publics lack awareness of 
supplement benefits

● Small budget for advertising 
activities

SWOT



TARGET AUDIENCE
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PRIMARY
● 23-30 years old — They are still young, fall into 

the Millennial category, take supplements 
themselves because they are trendy and 
support a health-conscious lifestyle

● Female
● Lives in/around dog friendly cities
● Average annual household income 

approximately $75,000+
● Does not have kids, pets are their kids

TARGET AUDIENCES

SECONDARY
● 31-45 years old — takes supplements for 

own health, wants dogs to stay healthy too
● Female
● Lives in suburban, dog friendly areas
● Has kids, pets are considered family
● Average household income approximately 

$75,000+



GOALS & 
OBJECTIVES



Goal: Increase awareness of the benefits of non dental pet supplements and position Ark 
Naturals’ as the best supplier of these products

Awareness Objective: To have an effect on the awareness of Pet Owners in the US; specifically 
to increase their understanding of the benefits of holistic pet supplements on their furry friends’ 
health (increase in daily website sessions by 25% within six months — currently averaging 125 a 
day)

Acceptance Objective: To have an effect on the acceptance of Pet Owners in the US; 
specifically to increase their positive attitudes towards Ark Naturals pet supplements and the all 
natural, holistic ingredients included in their products (10% increase in average likes per 
Instagram post within six months — currently averaging 65 likes per post)

Action Objective: To have an effect on the action of Pet Owners in the US; specifically to have 
them follow Ark Naturals on Instagram to stay updated on the brand(25% increase in Instagram 
followers within six months — currently at 5,550)

GOALS & OBJECTIVES
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RESEARCH & 
ANALYSIS



We needed to understand which factors drive consumers’ purchases, how they obtain information to make 
purchases, what would stop consumers from making a purchase related to Ark Naturals’ products, and what 
current customers are saying about the brand. The answers to these questions will allow us to maximize the 
number of people within our target audience that we are able to effectively reach.

Our chosen method of research was Content Analysis. Knowing that we were primarily aiming to reach 
females who are health conscious and will spare no expense when it comes to their child (dog), we conducted 
research to find typical behaviors of pet supplement consumers, what their motivations for purchasing are, what 
would potentially stop them from purchasing supplements, and how the current publics view Ark Naturals. .

We have conducted a survey to better assess which factors convince consumers to purchase supplements 
for their dog, and if they are concerned about the ingredients being natural. We also analyzed what current 
customers are saying on social media to gauge attitudes towards Ark Naturals.

RESEARCH SUMMARY
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This survey has been conducted to gauge consumer attitudes, motivators, and obstacles that influence the 
purchase of pet supplements. This survey will help us bridge the gaps in our research and determine the 
awareness of the target audience. 

Information we have gathered from the survey includes:

● How inclined the public is towards buying pet supplements
● How knowledgeable the public is about pet related illnesses
● How important natural ingredients are to the public
● If the public is familiar with our brand
● The price point in which the public is most likely to buy our product.

SURVEY 
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AUDIENCE CHARACTERISTICS

95.8%
own 1+ dogs 

95.8%
consider pets 

family 

50%
have considered 
purchasing pet 

supplements before 

58.3%
take 

supplements 
themselves 

15



AWARENESS 

12.5%
have heard of 
Ark Naturals 

45.8%
are aware of non 

dental pet illnesses 
& ailments

79.1%
believe natural 
ingredients are 
important for 

pets 
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WHERE THE AUDIENCE IS

91.7%
use social media 

(Twitter, Instagram, 
Facebook)

70.8%
find new products 

on social media

58.3%
have purchased 

from social media 
advertisements
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SURVEY SAYS...

Audience Purchasing Attitudes



◂ Millennials now make up the majority of pet owners 
◂ Human wellness and self-care culture trickles down to our pets, “pet supplement purchasers are 

more likely to take supplements themselves” 
◂ “Products considered luxuries by older generations are essential for millennial pet owners”
◂ 90.4% of millennials are active members on social media, making it an ideal space to spread 

brand awareness 
◂ Consumers have more interest in functional supplement treats than traditional capsules
◂ Packaged Facts’ 2019 reports that 43% of dog owners purchasing supplements do so online

CONSUMER HABITS 
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◂ Overall pet wellness
◂ The belief that supplements lengthen life expectancy
◂ Pain relief 
◂ Motivators to purchase pet products online include convenience, competitive pricing, and 

product selection
◂ Increased nutrient absorption
◂ Prevent expensive health issues  
◂ Provides needed nutrients necessary for exercise
◂ Can help combat toxins encountered on a daily basis

MOTIVATORS TO PURCHASE PET SUPPLEMENTS
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◂ Ark Naturals employs premium pricing for their premium products
◂ Assuming products include ingredients such as corn, soy, wheat, or artificial ingredients
◂ Pet supplements & pet food have virtually no regulation 
◂ The belief pets only need supplements for an established ailment rather than prevention
◂ “Generally, most pets do not need supplements if they have a healthy diet” 
◂ Supplements are technically not intended to “diagnose, treat, cure, or prevent any diseases” 
◂ Inconclusive evidence of some supplements’ effectiveness, “while there are ones that hold 

promise, however, there are many more that have absolutely no effect or have potential harm” 

OBSTACLES FOR PURCHASING PET SUPPLEMENTS
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 The majority of the accounts that visit Ark Naturals social media platforms are overwhelmingly supportive of the 
brand and its products.

Primary research on social media interactions finds:

● Comments range from extremely supportive to questioning product effectiveness
● Certain followers engage daily with content 
● Ark Naturals posts almost every other day with an average of 35-100 likes and about 4-25 comments per 

post. 
● Posts with the most engagement are giveaway-related
● Product-oriented posts (such as posts with solely the product) do not perform as well as post content 

with pets interacting with a product. 
● UGC posts are relatively effective

WHAT ARE OUR CUSTOMERS SAYING?
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WHAT ARE OUR CUSTOMERS SAYING?

The Instagram comments overflow with positive testimonials (“We love all of these quality products!” - 
Instagram user @chipperdood) 

It is apparent that the Ark Naturals Instagram is a hub for opinion leaders and fans of the product to 
express their satisfaction. The audience is aware — fans of the company are engaging with social media 
content and spreading the word of their approval. 
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WHAT ARE OUR CUSTOMERS SAYING?

Some accounts have shown interest in learning more about products and their effectiveness. (“Is ‘it 
[Brushless Toothpaste dental chews] effective?” Instagram user @forever.rain_02) 

Comments such as this one demonstrate a need to show how effective Ark Naturals products are. This 
can be achieved through customer testimonials, influencer marketing, and product education. 

24



WHAT ARE OUR CUSTOMERS SAYING?

Overall, consumers who love the product already gravitate towards Ark Naturals’ social 
media. While some seek product validation, majority express their satisfaction with the products 
in the comments. It is apparent from social media interactions that Brushless Toothpaste is the 
product most users are aware of, and Joint “Rescue” follows. 

Content that resonates with social media audiences include interactive posts, such as 
games, giveaways, and contests. Games may be as simple as crossword puzzles or “this or that” 
stories. To solve the lack of product education, consider gamifying product benefits. 
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INGREDIENT STUDY

Ark Naturals Sea Mobility Joint Rescue 
Squares Beef Flavor

Glucosamine - used for pain relief in  hips, knees, and spine

Chondroitin Sulfate - is an important structural component 
of cartilage and provides much of its resistance to 
compression

Sea Cucumber - used to treat joint pain 

MSM - used to treat arthritis, joint pain, muscle recovery after 
exercise, and allergy relief

All ingredients are used in human-grade supplements and 
traditional medicine to provide pain relief involving joints, 
arthritis, cartilage, and muscle recovery.
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MESSAGING



Ark Naturals will present a rational and emotional appeal to its audiences

● A value proposition asserting that Ark Naturals’ supplements deliver the benefits they promise 
and improve pet wellness

● A factual proposition based on the quality of ingredients and benefits 

These messages will include consumer testimonials and physical evidence from the quality testing of 
Ark Naturals ingredients.

● A positive emotional proposition using a love appeal, being that our pets share the same familial 
love as human family members and therefore deserve a high quality of life

These messages will appeal to the emotions of pet owners who want the best for their pets in terms of 
life longevity and physical wellness.

MESSAGING STRATEGY
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Your pet is family, so 
treat them as you 

would a family member 
when it comes to 

health

Ark Naturals pet 
supplements are 

designed to solve the 
source of issues, not 

just the symptoms 

01 02

KEY MESSAGES

03
Ark Naturals is a 

cruelty-free company 
that only uses 

human-grade, natural 
ingredients
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Your pet is family, so treat them as you would a family member when it comes to health

◂ Dogs may develop many of the ailments humans face throughout their lives. Similarly, 
supplements may alleviate these issues. 

◂ One-third of pet-owning parents prefer their pets to their kids; cementing pets’ place in the family 
as being just as important as a human member (Bender, 2020).

◂ 65% of adults 18-34 use daily dietary supplements as well as 68% of adults 35-54. Supplements 
should also be considered for pets, who often suffer similar diseases as humans such as 
Alzheimer's (Johnson, 2017).

◂ Joint issues are not exclusive to people; 1 in 5 dogs develop joint issues during their lives. Joint 
“Rescue” has active ingredients such as sea cucumber, glucosamine, chondroitin, and MSM to 
maximize mobility and alleviate pain. 

SECONDARY MESSAGES
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Ark Naturals pet supplements are designed to solve the source of issues, not just the symptoms 

◂ Ark Naturals supplements are comprised of ingredients that focus on the root of the issue instead of 
simply treating symptoms. Our products provide a solution to various lifestyle components in a 
synergistic way to fix health problems as well as prevent them.

◂ EX: 80% of pets have periodontal disease (gum disease) by the time they are 2 years of age
◂ Without a proper teeth cleaning regimen, plaque will form into tartar in as little as 24 hours. 

Ark Natural 4-in-1 Brushless Toothpaste twice a day will abrasively clean teeth, help freshen breath, 
reduce plaque and tartar, and fight bacteria. (Ark Naturals, 2019)

◂ EX: Dogs’ joints take a pounding, from running after tennis balls to jumping into pools. More use means 
more injuries and can lead to joint-related problems such as ACL (anterior cruciate ligament) tears and 
osteoarthritis. 

◂ Joint “Rescue” Chew Squares are packed with glucosamine, chondroitin, MSM, and a special ingredient, 
sea cucumber, to reduce inflammation and support their joints. Use after strenuous activity (like 
swimming and hiking), or to help aging pups improve mobility associated with stiffness and discomfort.

SECONDARY MESSAGES
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Ark Naturals is a cruelty-free company that only uses human-grade, natural ingredients

◂ Ark Naturals’ supplements are made from human-grade ingredients that are often found in 
treatment plans for human diseases.

◂ Holistic veterinarians recommend all-natural dog foods and supplements for pets young and old 
(Cain, 2020).

◂ Ark Naturals supplements are natural and have no corn, soy, wheat, or artificial ingredients.
◂ Ark Naturals is cruelty free — all the products are tested on people. If it’s safe for humans, it’s 

safe for pets. 

SECONDARY MESSAGES
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STRATEGY & 
TACTICS



ACTION STRATEGY

Our campaign will use a proactive strategy. The goal is to increase the target audience’s 
awareness of Ark Naturals products through utilization of audience interest, audience feedback, 
social media, native blog, email communications, and news media.
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● Brush Bus ● Ark’s Bark Blog
● Info Card
● Ark Naturals DOTM

INTERPERSONAL
COMMUNICATION

ORGANIZATIONAL

TACTICS OVERVIEW

NEWS MEDIA

● Blogs
● Special Interest Newspaper
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WHAT
A small series of events held in high-traffic Central Florida dog parks. 
The “Brush Bus” cart will operate as a pop-up moving through the 
parks on various days. These events would include the distribution of 
Brushless Toothpaste dental chew samples and vouchers for a bag of 

Joint “Rescue.”    

BRUSH BUS

HOW
Staff will operate a “Brush Bus” cart and distribute Brushless Toothpaste dental chew samples on-site as well as Ark Naturals promotional items 
and a voucher for 15% off one bag of Joint “Rescue.” The cart will move to different high-profile dog parks in the Central Florida area over the 
course of the campaign. This will allow us to reach new audiences and develop an interpersonal relationship with them right away. It will also give 
us the opportunity to improve interpersonal relationships with existing customers. This will be marketed through social media (Instagram stories, 
Instagram live, Instagram feed post).

WHY
To spread awareness and trial of Ark Naturals products in a key markets. By distributing a familiar, individually wrapped product — Brushless 
Toothpaste dental chews — consumers will be exposed to a well-known supplement and introduced to a new product, “Joint Rescue.” This 
expands the consumer’s awareness of product lines. The series of events may gain media interest if press releases are distributed to local 
journalists and increase word of mouth awareness. This campaign would increase trial products and may increase social media mentions. 
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SUCCESSFUL CASE STUDY 

● This campaign consisted of traveling Wag! Staff who distributed free dog-friendly ice 
cream in high-traffic areas.

● Campaign Goals: 1. Drive positive positive awareness for the brand in two key 
markets; 2. Help spread awareness of summer heat safety for pets in a memorable 
way.

● Interpersonal Tactics: 1. Brand ambassadors engaged with potential consumers in 
high-traffic dog parks and locations the targeted audience tended to  remain in. 2. 
Launched  tour on National Ice Cream Day. Ambassadors handed out ice cream made 
for dogs in high-traffic areas.

●  Advertising Tactics: 1. Enlisted influencers to create content to increase 
engagement. 2. A blog post was used to initially announce the tour dates and 
locations. 3. Wag! Posted on social media to market its campaign. 

● News Media Tactics: the campaign was placed in the content of almost 60 media 
outlets.

● Tactics Evaluated: 3,600 consumers engaged in person, garnered a collective 12,000 
likes across all of their utilized platforms, featured by nearly 60 media outlets.

WAG! CAMPAIGN: COOL TREATS CITY TOUR 
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WHAT
A series of blog posts that shine light on Ark Naturals products beyond the dental line. These blogs will be in tune 
with each of the tactics and may announce and elaborate on events such as the “Brush Bus” pop-up.  

ARK’S BARK (NATIVE BLOG)

HOW
The blog posts will be educational with facts about non-dental products. They will detail product benefits, ingredient 
quality, and reasons to include specific supplements in dogs’ daily routines. The blogs can be announced via email and 
social media.

WHY
To create content that educates audiences of the quality, human-grade ingredients of all Ark Naturals products with a 
focus on non-dental supplements. The blog will also keep Ark Naturals enthusiasts up-to-date on events and product 
news. 
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WHAT
Updating the Ark Naturals info card for this specific awareness campaign and distributing them along with samples to 
Ark Naturals’ partners. The info cards will have updated information pertaining to non-dental products in order to 
increase awareness of Ark Naturals product lines.

INFO CARD

HOW
The info cards will be equipped with a 15% off coupon code for a non-dental product (such as Joint “Rescue,” Happy 
Traveler, or Gentle Digest), product information and benefits. These cards will be distributed along with samples to 
physical retailers and including them in products shipped from the Ark Naturals Naples warehouse. They will also 
include a QR code for Ark Naturals’ Instagram page. 

WHY
To inform established consumers about Ark Naturals products’ health benefits and position them as just as high-quality 
and effective for other ailments as the Brushless Toothpaste dental chews are for oral health. By providing a coupon, 
the audience may consider trying a new Ark Naturals product.  
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WHAT
An ongoing Dog of the Month (DOTM) program will be implemented on Ark Naturals social media pages to increase 
customer engagement and encourage product use. The dog chosen will be posted on the Instagram feed and give a 
statement that highlights products they use frequently that they have positive experiences with. The dog of the month 
will receive an Ark Naturals PR box with product. 

ARK NATURALS DOTM

HOW
Dogs will be chosen for the Dog of the Month program by using the hashtag #arknaturalsdotm and tagging Ark Naturals 
in their product-related photos. They will be chosen based on loyalty to the brand and engagement with company 
social content. Once chosen, the dog of the month will submit a quality photo for the Ark Naturals team to edit with 
brand stylization and post on the social media with the highlight statement. They will receive an Ark Naturals PR box 
and be encouraged to share a post highlighting their prizes with their followers. 

WHY
To increase social media awareness of Ark Naturals while vocally rewarding brand loyalty. This program will encourage 
the creation of UGC and social media mentions for a low cost and create a competitive atmosphere for fans of the 
company.  
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WHAT
Ark Naturals will reach out to pet blogs such as: 

● Whole Dog Journal - reviews dog food, dog toys, and dog health and care products as well as teaching positive 
training methods.

○ Facebook fans: 809.3K ⋅ Twitter followers: 53.9K ⋅ Instagram Followers: 3K
● Trupanion Blog- tips and advice for taking care of your pet, articles on dog and cat health issues

○ Facebook fans: 126.5K ⋅ Twitter followers: 15.7K ⋅ Instagram Followers: 13.6K

BLOGS

HOW
This can be done by researching local journalists and pitching emails. We will pitch that Ark Naturals is a company that 
believe pets are family and they prove it by only using human grade ingredients in their products to keep dogs healthy 
between vet visits.

WHY
To inform potential customers of the Ark Naturals brand, therefore raising awareness on platforms with larger followings 
and encouraging more earned media.
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WHAT
Ark Naturals will contact special interest news papers such as : 

● vetSTREET - “celebrates the joy that animals bring to our lives while educating pet owners about the best ways 
to keep their pets healthy and happy.”

○ Circulation figure: 2,100,000
● Animal Fair - “A lifestyle media company for animal lovers and pet parents supporting animal rescue and fairness 

since 1999.”
○ Circulation figure: 200,000 

SPECIAL INTEREST NEWSPAPER

HOW
This can be achieved by researching local journalists and pitching emails. We will pitch that Ark Naturals is a unique 
company with the purpose of keeping dogs happy and healthy between vet visits. Only human-grade ingredients 
are incorporated to achieve real results in a palatable way.

WHY
To create credibility by collaborating with special interest newspapers that potential consumers trust in order encourage 
them to purchase our products, therefore impacting our action objective.
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SAMPLE HEADLINES
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“Local Pet Supplement Company Announces ‘Brush 
Bus’ to visit Tampa Parks”
Media Outlet: Tampa Bay Times
Reporter: Sara DiNatale
Story Idea: Feature the small business, Ark Naturals, and 
the unique angle of how they are creating buzz about pet 
supplements in Tampa dog parks. 

“You Take Supplements and Here's Why Your Pup 
Should Too”
Media Outlet: Refinery29
Reporter: Whizy Kim
Story Idea: Features the benefits of pet supplements and 
relates it to the young audience by bringing up their use of 
vitamins and supplements.

“Holistic Supplements for Healthy Pets from Ark 
Naturals”
Media Outlet: Pet Life Today
Reporter: Dr. Jennifer Coates
Story Idea: How Ark Naturals uses natural ingredients to 
boost your pup’s health.

“Top Pet Supplement Companies in 2020”
Media Outlet: Forbes
Reporter: Dan Gingiss
Story Idea: Forbes highlights the top 10 Pet Supplement 
companies active in 2020. Ideally, Ark Naturals lands the 
Number 1 spot.



INFLUENCERS



INFLUENCERS
John Wingfield
Instagram Link: https://www.instagram.com/johnwingfield/
Following: 67K Followers
Rationale: John is a travel and nature photographer based in the Pacific Northwest whose work often features his dog, Millie. She has garnered a 
following of her own through his posts. 
Potential Tactic: John could include Ark Naturals products in his photos of Millie in the PNW and talk about how they help her keep up with him on 
their travels.

Acoustic Trench
Instagram Link: https://www.instagram.com/acoustictrench/
Following: 974K Followers
Rationale: Acoustic Trench is a musician who gained most of his following on Vine by sharing clips of his guitar playing featuring his pup Maple. 
Trench’s following has grown to love Maple just as much as, if not more than, Trench’s musical skill.
Potential Tactic: Trench could do some story posts sharing how Ark Naturals products keep the aging Maple happy and healthy.

Hunter Lawrence
Instagram Link: https://www.instagram.com/hunter_lawrence/
Following: 107k Followers
Rationale: Hunter Lawrence runs a travel photography/lifestyle blog that frequently showcases his dog, Aspen. His followers love Aspen as much as 
they love his scenic landscape photos. 
Potential Tactic: Hunter could touch on how Joint Rescue helps Aspen on all of the hikes and trips the family takes..
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DOG INFLUENCERS
Holly and Hazelnut
Instagram Link: https://www.instagram.com/hollyandhazelnut
Following: 230K Followers
Rationale: Holly and Hazelnut are very popular dachshunds who recently gained a sister with her own account with a 209k following, 
@honeydewthedachshund. These sisters are often the stars of product reviews, and could review Ark Naturals’ non-dental products to their loyal 
follower base.
Potential Tactic: Truthfully review Ark Naturals’ non-dental products and offer a discount code for their audience.

Kevin
Instagram Link: https://www.instagram.com/agoldennamedkevin
Following: 289K Followers
Rationale: Kevin is already a fan of Ark Naturals, and has been since before his rise to fame in Tampa Bay. Since the brand has an established 
relationship, Kevin could promote campaign tactics such as the Brush Bus on his social media, or act as an Ark Naturals ambassador. 
Potential Tactic: Promote Ark Naturals’ events and campaign tactics on his social media while attending events and acting as an ambassador. 

Lincoln
Instagram Link: https://www.instagram.com/longboy_lincoln
Following: 13.2K Followers
Rationale: Ark Naturals has previously featured Lincoln in a post due to his creative, relevant, and compelling content. Lincoln is known for his 
costumes, and could potentially produce very effective content for the brand if they were to engage in a one-off partnership where Lincoln reviews 
product.  
Potential Tactic: Have Lincoln take photos with product to creatively feature Ark Naturals. Content will be posted on Ark Naturals’ Instagram and 
Facebook feeds. 
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BEAUTY INFLUENCERS
Caroline Presson
Instagram Link: https://instagram.com/cpresso?igshid=6i3s795spqr1
Following: 168K Followers
Rationale: Caroline is a big influencer within the beauty community who often posts about her 3-year-old french bulldog, Huey. Using her as an influencer 
would help showcase the Ark Naturals products to dog owners interested in beauty products.
Potential Tactic: Ark Naturals can sponsor three of this influencers posts where she showcases the dental chews, the Omega Mender shampoo, and the 
Don’t Worry, Rinse Me! solution.

Lara Eurdolian
Instagram Link: https://instagram.com/prettyconnected?igshid=whxqwif9tgrs
Following: 61.6K Followers
Rationale: Lara is an influencer who loves all things beauty and fashion. She is an editor for newbeauty and a self-proclaimed beauty expert. She features 
her pomeranian Charlie on her instagram and also has a seperate instagram for him (@pompomcharlie). They already do product reviews so they could 
incorporate the Ark Naturals products in their instagram posts.
Potential Tactic: Ark Naturals can get Lara to post before and after pictures of Charlie using the Eyes So Bright eye cleanser and offer a second bottle to 
give away.

Janine
Instagram Link: https://instagram.com/abeautifulwhim?igshid=nsz8h8sixwbb
Following: 19.3K Followers
Rationale: Janine is a Beauty and Lifestyle influencer who loves her yorkies Ollie and Orbit. On her website she even states that her “yorkies are humans 
too!” She fits our secondary target market perfectly. This could be an opportunity to expand the Ark Naturals audience beyond the traditional dog 
influencers.
Potential Tactic: Ark Naturals can send Lara  the Don’t Shed On Me! Spray and promote it as the product that keeps her clothes looking fur-free and 
fashionable while being healthy for her dog.
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 ORGANIZATIONAL INFLUENCERS

Boop My Nose
Instagram Link: https://www.instagram.com/boopmynose/
Following: 952k Followers
Rationale: Boop My Nose is a common account to tag when posting photos of dogs’ noses. Since they are very well-known, Ark Naturals could 
partner with this account by having them post an in-feed photo of a dog’s nose with a Brushless Toothpaste dental chew on top (similar to 
@bown_thegolden’s post with a chew on his nose). This photo can also feature non-dental products. 
Potential Tactic: Have Boop My Nose feature a photo of a dog’s nose with a dental or non-dental product on top, and tag Ark Naturals to direct 
audiences to the Ark Naturals Instagram page. 

Dogs of Instagram
Instagram Link: https://www.instagram/dogsofinstagram 
Following: 4.8 Million  Followers
Rationale: This national influencer is setting the norm in our country and if we get their approval on our products it can help our organization be 
more successful on a national scale.
Potential Tactic: Send this influencer a gift basket of our best products and ask them review or promote them on their Instagram page. 

Puppies of Instagram 
Instagram Link: https://www.instagram.com/puppiesofinstagram/
Following: 713k 
Rationale: Puppies of Instagram is a popular account for all things puppies, and it is managed by the owners of Bark (Barkbox, etc. ). Since puppies 
12 weeks and older can have Ark Naturals’ products, it may be beneficial to try and organize a giveaway with this account that includes non-dental 
Ark Naturals’ products and Bark toys. 
Potential Tactic: Organize a giveaway with Puppies of Instagram. 
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BRUSH BUS EVENT SCHEDULE
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SAMPLE DOTM POST
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VISUAL COPY



SAMPLE INFO CARD
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FRONT

BACK



SAMPLE NATIVE BLOG LOGO
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MEDIA CONTACT LIST
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Reporter: Sara DiNatale
Outlet: Tampa Bay Times
Contact Information: 
sara_dinatale
sdinatale@tampabay.com
727-893-8862

Reporter: Whizy Kim
Outlet: Refinery 29
Contact Information:
whizy.kim@refinery29.com

Reporter:Dr. Jennifer Coates
Outlet: PetLife Today
Contact Information:
linkedin.com/in/jennifercoatesdvm
Jcoatesdvm.elance.com

Reporter: Dan Gingiss
Outlet: Forbes
Contact Information:
dangingiss.com 
linktr.ee/dgingiss 



MEDIA PITCH SAMPLE 



SAMPLE HEADLINE MOCKUP — TAMPA BAY TIMES
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SAMPLE HEADLINE MOCKUP — REFINERY29
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PROMOTIONAL ITEM MOCKUPS
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TARGET PERSONA

59

Melissa Smith

Age: 24

Job: Insurance Claims Representative

Residence: Hyde Park, Tampa, FL

Bio: Lives in apartment, works a 9-5 job and 
loves her dog unconditionally. She takes 
supplements herself and buys pet-specific 
supplements for her dog every month and 
thinks of her dog as her child.



SURVEY QUESTIONS
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SURVEY QUESTIONS
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SURVEY QUESTIONS

62



BUDGET





EVALUATION



OUTCOMES
● Positive social media reviews from customers who tried non dental 

products for the first time as a result of the campaign

● Attendance of the “Brush Bus” event and the total number of 

products and vouchers distributed 

● Measurement of how many clicks each blog post had as a result of 

the campaign 

● Measure the social media KPIs (likes, positive comments, followers) 

after DOTM is implemented

● The number of relevant news media stories were creating 

● How many features in special interest magazines were generated 

EVALUATION

ORGANIZATIONAL IMPACT 

● Unprompted Ark Naturals product reviews from 

influencers’ social media audiences

● Improve customer-business relationships 

● Increase in non dental product awareness and 

purchase 

● Increased positive attitudes towards pet wellness

● Increased understanding of Ark Naturals’ products 

● Increased understanding of Ark Naturals’ product 

benefits 

● Increased social media following and engagements
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3. https://www.arknaturals.com

4. https://www.vox.com/the-goods/2019/8/12/20799061/pet-supplement-industry-vitamins-dogs-cats

5. https://commonthreadco.com/blogs/coachs-corner/pet-industry-market
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7.        https://www.statista.com/statistics/728531/reasons-to-buy-pet-products-online-us/

8.       https://www.thorpechiropractic.com/new/index.php/blog/38-7-reasons-why-everyone-should-take-nutritional-supplements

9.       https://www.avma.org/javma-news/2017-01-15/assessing-pet-supplements

10.      http://www.jstor.org/stable/43879535

11.       Images sourced from Ark Naturals Instagram page: https://www.instagram.com/arknaturals/
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Eleni Kashis 
Eleni is a senior at USF 
graduating spring 2021 
majoring in integrated 
advertising and public 
relations. She is also a 

hobbyist photographer and 
the owner of 2 dachshunds.
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Liangelisse Irizarry
Liangelisse is a senior at 

USF graduating in fall 
2020 with a B.S. in 

Integrated Advertising 
and Public Relations. She 
loves all things creative 

and pop culture.



MEET THE TEAM 

72

Amanda Laferriere
Amanda is in her final 

semester at USF and will be 
graduating with a B.S. in 
Business Advertising this 

December. She works as a 
freelance content creator in 

the music industry.
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Daniel Grunbaum
Daniel is in his final 

semester at USF and will 
be graduating with a B.S. 
in Mass Communications 

this December. He pursues 
graphic design as a hobby 

and loves soccer.


