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Situational Analysis
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● Company: @VR [virtual reality gaming center]
● Location: Frederick, MD
● Owner: Shantay DeMar

○ Inspired by the movie Ready Player One
● Dates of operation: 2019-present
● Company mission: 

“To create memorable experiences”
● Unique features:

○ Small, Black-owned business
○ 5-star Google reviews

Company Analysis



● Rapidly expanding industry
○ Expected to be worth $43.4 billion by 2024 

(Grand View Research, 2021)
○ Largest market segment: North America

● Growth expected due to increased use in 
industries such as:
○ Military
○ Tourism
○ Entertainment
○ Oil
○ Aeronautics
○ At-home VR systems and handheld devices

● Key players: 
Oculus VR, Nintendo, HTC, Valve Corporation

 

Industry Analysis



Competitor Analysis

VIRTUAL REALITY 
LOCATIONS

TRADITIONAL GAMING 
LOCATIONS

HOME GAMING 
OPTIONS

● VR Zone DC/VR Arena
● We “R” VR

● 4th Dimension Fun 
Center

● PlayLive Nation

● Oculus VR



Opportunities Analysis
TOWS Matrix External Factors

Opportunities (O)
O1. Niche Market
O2. Targeting new demographic 
(Gen Z/ Working Millennials)
O3. Growing industry 

Threats (T)
T1. Competition 
T2. Covid-19 impact
T3. Economic Recession

Internal
 Factors

Strengths(S) 
S1. Price Point
S2. Professional 
and attentive staff
S3. Customizable 
experience  
S4. Loyal customer 
base

Strengths/ Opportunities
S4/O1. Offering high competitive 
advantages in a niche market 
increases rate of returning 
customers
S2/O2. Solid staffing can help in 
assisting the new targeted 
consumer on becoming familiar 
with the product

Strengths/ Threats
S1/T3. Low price point offers a 
unique competitive advantage 
S3/T1. Customizable experience is a 
unique competitive advantage to all 
forms of competition listed

Weaknesses(W)
W1. Consumer 
awareness
W2. Lack of user 
knowledge
W3. Facility size
W4. Technological 
errors

Weaknesses/ Opportunities
W1/O2. Increasing consumer 
awareness with result in target 
market expansion  
W4/O3. Improving technology as 
industry grows is crucial to 
staying a key market player

Weaknesses/ Threats 
W2/ T1. Increased advertising is 
needed to increase brand 
awareness (small business vs. 
corporation)
W3/T2. With consumers staying in, 
there is a disconnect to knowledge 
of new and immersive experiences; 
increasing advertising will assist 
with this



Strategic 
Recommendations
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Brand Positioning



Brand Development Strategy

● “About Us” page
○ Mission
○ Vision
○ Values

● Safety and Assistance 
Services

● Social Media Usage



Target Market
● Gen Z

○ Born 1997-2012
○ Need for “truth”
○ Authenticity
○ Social acceptance

■ (Francis & Hoefel, 
2018; Fromm, 2021)

● Millennials
○ Born 1981-1996
○ Value experience
○ Socialization
○ Belongingness



Campaign 
Objectives
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Campaign 
Objectives: 
Short-term

#1

#2

#3

#4

#5

#6

Increase sales by at least 
15% in 3 months.

Inform consumers of 
promotion and have a 

20% coupon redemption 
rate.

Increase foot traffic at 
the location by 30% in 

the first month of 
promotional offers.

Inform 50% of young 
millennials and older Gen 

Z students in the 
Frederick area to sign up 
for Level UP @VR through 

the 4 ambassadors.

32 teams with 3 players 
per team from colleges 
and high schools in the 
nearby area sign up for 

the competition by March 
16, 2022. 

Increase brand awareness 
and followers on social 
media platforms by 50%

Increase the traffic of 
college students at @VR 

by 25% in the first 3 
months of launching the 
ambassador campaign. 

#7



Campaign 
Objectives: 
Long-term

#1
#2

#3

Increase repeat 
purchases by 15% 
over the next year.

Create two reliable 
partnerships with 
local companies 
and/or brands.

Average three 5-star 
reviews per month on 

all evaluation 
platforms.



IMC Implementation Plan
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Creative Brief

● Objectives

● Target Audience

● Message

● Constraints

● Support



Brand Strategy 
Recommendations
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Media Plan



Traditional 
Advertising 

Outdoor Signage 

○ Takes advantage of 
Millennials and Gen Zs 
tendency to look at the 
ground due to frequent 
phone usage.

○ Using guerilla marketing 
tactics, stickers will be 
placed on the ground in 
key spots that will help 
promote @VR.



Traditional 
Advertising 

● Flyers
○ Uses vibrant brand colors 

to capture attention 
■ Illustrates the fun 

and happy culture of 
@VR

○ Provides key information 
about @VR 

○ (i.e., the facility, games, 
discounts, etc.)

●



Traditional 
Advertising 

● Brochure
○ Emphasizes/illustrates 

the @VR experience 
○ Focuses on who @VR 

is, what they stand for, 
as well as their 
mission, vision, and 
brand story

○ Includes a QR code 
linking to the @VR 
website



Digital Marketing 
● Social Media Marketing

○ High percentage of target market spends an average of 145 minutes a day on 
social media.

○ Utilize platforms like Instagram, Facebook, Twitter, TikTok, and Snapchat 
regularly and consistently

● QR Codes
○ Link on traditional media to help streamline consumers’ digital 

consumption/ brand interaction
○ Will link consumers to the website to sign up for play time, obtain info about 

@VR, and read testimonials
● Consumer Generated Social Media Content

○ Encourage consumers to create their own social media content while visiting 
@VR

○ Encourage using the #Be@VR tag by offering incentives

 



Consumer Promotions Program

● Coupon 
○ Push transaction and visibility by providing value to the 

customer through a discount
■ Coupons have a high redemption rate

● Send coupons to local schools for placement within 
their student centers and dining halls

○ Distribute through email to targeted segments
● Loyalty Programs

○ Utilize the already existing “Virtual Rewards” program
○ Make into individual QR codes that will track rewards and 

points
○ Turn in points for fun prizes 
○ Offer special promotions for loyalty members to earn extra 

points 



Consumer 
Promotions 

Program



Sponsorship Marketing 
Programs

● Cross Promotions
○ Work with local business and brands 

■ Bellisario's
■ Small businesses

○ Exposure of brand through partnered 
companies 

○ Consistent campaign throughout the year
○ Benefits

■ Profitable ROI,
■ Physical displays,
■ Boost reputation among businesses.

● (Starr, 2019).



Brand Ambassador 
Program
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Overview 
● Looking for local college students to represent the @VR brand

● Targeted towards Gen Z college students
○ Goal: To increase the traffic of college students by 25%

● Traditional advertising
○ Flyers
○ Postcards
○ Business cards

● Digital advertising
○ Social media
○ QR codes 
○ Email marketing

● Ambassador requirements and benefits



Recruiting Guidelines

● Application for potential ambassadors

● Guidelines for an ambassador
○ Must be 18+ years old
○ Attends a local college in Maryland or Northern Virginia
○ Clean image online (No discrimmination, drugs, etc.)
○ Be familiar with VR and/or gaming

● Refer to ambassadors as “The Pros”
○ Use taglines like “Become a Pro” or “Challenge the Pros”



Ambassador Application



Ambassador 
Requirements

● 4-5 social media posts per month 
○ Advertising campaigns, events, and personal promotion code
○ Using Instagram and one other platform of their choice

● Use of hashtags
○ #BecomeAPro
○ #ChallegethePros
○ #AtVirtualReality

● Tag @atvirtualreality in every post

● Include the website link

● Templates will be made for the ambassadors to customize in order 
to stay “on-brand”



Ambassador Benefits
Influencers meeting the ambassador requirements will have the chance to “Level Up” from 
Silver, Gold, and, eventually, Platinum level the more that their codes are used. 
Each level has different benefits, which are noted below: 

Silver Level (Base Level Ambassador)
● “Free Swag” (@VR T-shirt and Wristband)
● Personal Discount (Gives users 20% off)

Gold Level (Promo code is used 20 times)
● “Free Swag” (@VR T-shirt and Wristband)
● Personal Discount (Gives users 20% off)
● 1 Free 60 Minute Play/month
● 50% off 1 guest anytime during the month (only 1 guest receives this discount, guest must be 

with the ambassador)
Platinum Level (Promo code is used 50 times)
● Free swag (T-shirt and wristband) 
● Personal discount  (gives users 20% off)
● 2 Free 60 minute plays per month 
● 50% off for 2 guests anytime during the month (Guests must be with the ambassador) 
● Free drink and snack
● 15% off a party booking



Swag Examples

T-Shirts

Bracelets



Traditional Advertising
● Flyers

○ To be spread out throughout college campuses
■ Dorm buildings, elevators, classrooms, cafeterias

● Postcards
○ Small deliverable pieces for students to take (“grab and go”)

■ Placed at student centers, dorm lobbies, and academic buildings

● Business Cards
○ Ambassadors will have their own personal cards

■ Includes promo code, @VR address, @VR phone number



Traditional Advertising 

Flyers

Postcard

Business 
Card



Digital Advertising
● Emails

○ Sent out to students and clubs
○ Reminder for students to apply
○ Quick links

● Social Media
○ Instagram 

■ Stories 
■ Live
■ Posts

○ Facebook
■ Stories
■ Posts

● QR Codes
○ Links to a digital business card for ambassadors
○ Quick links



Digital Advertising

Social 
Media 
Stories

Social 
Media 
Posts



Email Example



Level Up @ VR 
Tournament
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Competition Overview
● 32 teams in tournament

○ 2 brackets made up of 16 teams (8 high school, 8 college per bracket))
● Goal of Competition (for competitors): To receive the highest score in the game being played
● Up to 5 games to compete against other teams in:

○ Arizona Sunshine 
○ Superhot 
○ Crisis VRigade 
○ Rhythmatic 
○ VR sports 

● Each team has 3 members 
○ 1 (minimum) to 3 (maximum) teams per high school or university

● $15 registration fee per team member/competitor
● Final prize: 

○ Gaming basket that has vouchers for gaming time at @VR
○ Table game donated by Black Sun Games, LLC.
○ GameStop gift cards
○ Cash prize of $300 (to be split evenly amongst team members)



● Competition Objective
○ To bring more awareness to @VR
○ Build community engagement with companies in the D.C., MD, VA area
○ To attract consumers in the high school and college demographic 

● Traditional Media Strategy 
○ Goal: 

■ To attract people to participate in the competition with a target market of young 
Millennials and older members of Gen Z
● Overall campaign theme: “Be @VR” 
● Traditional and digital media theme: “Level Up @VR”

● Digital Media Strategy
○ Goal:

■ To promote @VR and their services
■ To inform the public in the area of your company, and convert their business to 

you. 
● Success and progress measured by the number of impressions and reach 

coming from @VR’s social media platforms

Objectives and Goals



Media Plan

6 months 1 time 3 months 1 time

Includes branding, 
ambassador program 

and competition

All promotional 
material goes up 

Month 3

Promotional material 
starts at Month 3 and 

continues until 
competition

Livestream on 
day of 

competition

Total 
Campaign Traditional Digital Alternative



Competition Structure



● Flyers 
○ Will go up around school campuses and be given to brand 

ambassadors to distribute 
○ Has most amount of information 

● Napkin Holder Ad 
○ Will go in school cafeterias to take advantage of the time when 

students are sitting at tables where the napkin holders are present
○ Has less information due to the napkin holder having a smaller surface 

● Elevator Adhesive 
○ To be placed inside of school elevator doors to take advantage of the 

time when people are waiting to get to their designated floor 
○ Has least amount of information due to less viewing time

Traditional Advertising



Traditional Advertising 

Flyer

Napkin 
Holder 
Ad

Elevator 
Adhesive



● Social Media Posts 
○ To be posted on Instagram, Twitter and Facebook 
○ 5-6 posts per week starting at Month 3 and ending right 

before the competition
● Promotional Emails 

○ 3 per week that include visual imaging, ads, and reminders 
of the event 

● @VR’s Website 
○ Ads placed on website to remind consumers about event

Digital Advertising



Digital Advertising



PROMOTIONAL 
VIDEO #1

https://docs.google.com/file/d/1JteM5qAXrw0ZzklFfkzTficfz2IPA17p/preview


PROMOTIONAL 
VIDEO #2

https://docs.google.com/file/d/1w94iXhdvWxaLsVz9abwzGHXWtR0blfqw/preview


PROMOTIONAL 
VIDEO #3

https://docs.google.com/file/d/1fadIvvs_NhwZ_OoA7lMsTiRS9c4xEdI2/preview


Alternative Marketing 



● Possible sponsors:
○ Razor and IBuyPower
○ National Association Collegiate Esports (NACE) 
○ Rogue Energy, Ghost Gamer, Red Bull

● Sponsors can offer:
○ Products they sell, such as gaming equipment
○ Gift cards, coupons, discounts, vouchers, monetary prizes

● Goals:
○ To obtain a minimum of 5 sponsors
○ Have 2 levels of sponsorship

Sponsorship



Sponsorship Levels



Objectives:

● To maintain a positive public image among stakeholders
○ Communicating to consumers, employees, members of the 

surrounding community
● To maintain communication with media outlets

○ Sending press releases and information to news outlets 
(school/university and state-wide)

● To increase visibility of the brand
● To develop and create prevention plans in case of negative 

publicity

Public Relations



Sample Press Release



Media List
Consists of media contact information for local high schools, colleges, and newspaper outlets

Image of 
media list



IMC 
Evaluation & Controls
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Evaluation and Controls

● Assessment Methods
○ Social Media Metrics
○ Sales Comparisons
○ ROI Calculations
○ Feedback Survey

● Adjustment Plans
○ Increased/Decreased 

Advertisements
○ Discount Considerations
○ Retargeting Consumers 



Integrated Marketing 
Communication 

Management
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Communication Budget

Section: Total price of communication 
budget:

Brand Ambassadors Total price: $327.30

Brand Strategy Group Total price: $2,436.26

Level Up @VR Tournament Total price: $1,825.41

Total budget amount will be approximately 
$4,588.97 annually ($382.41 monthly) if all 

three strategies are effected using the lowest costs avenues. 
This is a yearly expenditure.



Brand Strategy



Level Up Competition



Brand Ambassador Program



Brand Ambassador Program, 
continued



ROI Forecast

ROI=FVI-IVI
              IVI

X 100%



CREDITS: This presentation template was created by Slidesgo, 
including icons by Flaticon, and infographics & images by Freepik

THANK YOU FOR LISTENING!
Any questions? 


