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Agency Name, Logo, USP 
Agency Name: Ship Shape 
Ship Shape is an adjective that means good order, good condition, trim, neat, clean and 
tidy. It implies that that our product or service incorporates all of these things, as well.  
Our team decided this would be a great name for an advertising agency because of its 
definition and it describes that we will keep everything in order and neat for our clients. 
Other factors in the decision included that it is catchy, involves word play, and is easy to 
remember. As mentioned above, the name implies that our product or service is also 
the definition of ship shape.  
 
Unique Selling Proposition: Finding a place for you to fit in. 
Our Unique Selling Proposition, or slogan, means that our agency will find a place for 
your product/service to fit in with the market and other competitors.  
 
We selected this USP because of its simplicity but also because it is descriptive enough 
to show that we care for our clients and we will make a successful campaign for them.  
 
This USP sets us apart from competition because it shows that we are very focused on 
our clients and want them and their product or service to be successful. It shows that we 
care, and alongside our agency name, it shows that we do a good job, as well. 
 
Logo 

 
We chose this creative execution for a few reasons. The actual shape of the logo is 
unique and somewhat resembles a ship or its sail. The red makes it stand out, and the 
font includes some variation so it isn’t boring.  

   



 

Situational Analysis 
Client  & Client History  
Our client is the Ramskeller Pub & Grub located on the Colorado State University 
campus in the Lory Student Center. The Ramskeller Pub was established in 1968 and is 
the only on-campus pub at CSU. Ramskeller hosts live entertainment consisting of local 
artists in the Fort Collins area, has reasonably-priced pub food, and serves some of the 
most popular locally-brewed beers. 
 
Since 1968, the Ramskeller Pub has been providing students, faculty, and staff an 
excellent place to enjoy food, drinks, and good times on campus. It was designed as a 
place for students and CSU visitors alike to take a break from their busy days. Staff and 
students are often times working 3-5 hours a day with multiple breaks in between 
classes/work – these breaks are the perfect time to come play a game of pool and enjoy 
a slice of pizza before heading to your next class. Many people think the Ramskeller is 
purely a bar, but this is not the case. The ‘Skeller wants all types of people to come in 
and enjoy the experience – whether you’re ordering a beer or a water.  
 
Market 
Ramskeller’s unique selling proposition is “Ramskeller Serves Pints and Plates of 
Awesome in the LSC”. The way that it separates itself from other pubs in the Fort 
Collins area and markets itself for people of all ages makes Ramskeller an attractive 
choice to everyone in town. Since the pub is located on the CSU campus, their market 
consists mainly of CSU students, faculty, and staff.  
 
Competition 
Because they’re the only pub on campus, they don’t have any major concerns with 
competition. Their biggest goal as a business is to serve as a place for students to 
come hang out while they’re on campus and don’t have class, and there aren’t many 
other places with the same environment on or around the CSU campus. The various 
pubs in Old Town and other areas of Fort Collins are their product competitors, but 
nowhere else has same great student-friendly environment and convenient location for 
students - not many people are going to take a drive down to Old Town in between 
classes when they can get lunch in the LSC. Students and staff are going to hit up Old 
Town on the weekends (when Ramskeller is closed anyway). 
 



 

Current Marketing & Advertising Plan 
Ramskeller does a fair job of attracting new customers and informing them of deals, 
promotions and events. The pub has a presence on Facebook and Twitter, but do not 
frequently post or engage with followers. On Facebook, posts from Ramskeller appear 
about once a month, and their Twitter hasn’t seen action in over six months. Fliers and 
coupons appear on campus occasionally, as well.  
 
 

 
   



 

SWOT Analysis - Strengths, Weaknesses, Opportunities, & 

Threats 
Strengths 
The Ramskeller is the only bar and pub on campus. Despite other places to eat on 
campus, Ramskeller has a huge edge on the competition as it the only place on campus 
to drink alcohol and relax in a pub-like atmosphere. A major strength for them is the 
unique ability to combine the convenience of the food at the LSC but the atmosphere of 
Old Town restaurants. Ramskeller already has a presence on social media and a base 
following, which is key to bring back existing customers and easily expand their online 
presence and engagement with followers. 
 
Weaknesses 
Despite not being allowed to advertise to the community with promotions regarding 
alcohol, there is the unfortunate stigma that students should only visit the pub if they are 
of legal age to can drink alcohol. This is a huge weakness for our client and one that we 
plan to eliminate with our integrated marketing plan. The ‘Skeller also sells food and 
wants to create a fun atmosphere for all ages with their large TVs and pool tables.  
 
Opportunities 
There is a huge opportunity for the Ramskeller to improve their social media presence 
and online engagement and to change the idea that the ‘Skeller is only good for 
grabbing a beer. By increasing the awareness regarding the great food and fun 
atmosphere  as well as other benefits of the ‘Skeller, there is potential for an increase in 
food and overall sales. Since they cannot advertise beer, there is a great opportunity to 
focus on promoting the the food and atmosphere of the Ramskeller. 
 
Threats 
External threats to the Ramskeller Pub include the various other food stands in the Lory 
Student Center, Old Town Bars, and other pubs in the Fort Collins area. Many other 
pubs have greater awareness within the CSU student body due to their marketing 
tactics, but it is our goal to improve the Ramskeller’s strategies and show the student 
body that the ‘Skeller offers the convenience of location and the pub-like atmosphere all 
in one place. 
 

   



 

Marketing & Advertising Objectives 

Our firm’s main marketing objectives for Ramskeller include increasing awareness for 
the demographic of students under 21 years old, enhancing customer relationships, 
increasing engagement with current and future customers, and increasing overall 
awareness for the Ramskeller Pub & Grub. Typically, when there is “pub” in a title of a 
business, people assume that the business only caters to individuals that are of the 
legal drinking age. We intend to change that notion by promoting everything that 
Ramskeller offers for all ages and types of people. 
 
Another objective for our firm is to increase traffic and revenue at the Ramskeller. We 
want to create buzz and excitement for events happening at the pub as well as 
everything else they have to offer.  We want to attract more CSU students and staff to 
the Ramskeller, ensuring them the fast service and quality food of the pub so that they 
will be more inclined to stop by in the midst of a busy school or work day. Additionally, it 
is our goal to ensure that the CSU population as well as the immediate Fort Collins area 
fully recognizes all of the services and great things that our client has to offer. 
  



 

Advertising Strategies & Tactics 
Our firm has chosen various strategies and tactics to ensure that we fulfill the marketing 
and advertising objectives for our client. Social media will be a huge factor in our 
advertising endeavors for Ramskeller Pub & Grub. We want to establish a better 
following, generate more awareness, and raise sales for the pub, targeting anyone on 
CSU’s campus. Rather than spreading a vague message across all of Fort Collins, we 
want to create a closer relationship with our customers. An active and consistent social 
media presence is the best strategy to do this. By posting relevant information, 
promotions, events and photos on Facebook and Twitter at least twice per week, we 
can ensure that the latest and greatest news about Ramskeller Pub & Grub is reaching 
our audience. With more social media engagement will come more followers, and with 
more followers will come more customers to the ‘Skeller. We want our social media to 
attract the younger part of the CSU population and show just how great Ramskeller is - 
even if you aren’t 21. 
 
There are a variety of other successful ways to reach our target audience. An increase 
in the use of digital signs throughout campus, flyers, a radio spot at KCSU, and print 
ads in the Collegian are part of our strategy, as well. All of these things ensure that the 
Ramskeller is getting its name out reaching more of the population at Colorado State 
University.  
 
Sales promotions will be another tactic our firm puts to use in marketing the pub. By 
promoting what products or specials we have to our audience with a discounted rate will 
attract more business and give our customers the best possible price.  
 
The other major strategy our firm will use is events at the Ramskeller. We intend to 
create a lot of excitement and buzz around the events which we hope will attract new 
customers through word of mouth and pictures following the events to show just how 
much fun can be had at the Ramskeller Pub & Grub. Our geofilter on Snapchat will be a 
great (free!) tool to for our customers to use and promote our events at the Ramskeller 
and give us free advertising! 
 

   



 

Advertising Creative 
Social Media Examples: 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 



 

 
 
 
Snapchat Geofilter 

  



 

Print Ad  

    



 

Radio Script Example 
Client: CSU Ramskeller 

Product: Food/Atmosphere Campaign 

Title: Event on 5/3/17 

Length: 30 seconds 

Writer: Ship Shape Ad Agency 

Medium: Radio 

  

BOY1:  I am so stressed about finals! If only there was a way to 

take a break from the library somewhere on campus. 

 

GIRL1: Are you telling me that you haven’t heard of the 

Ramskeller’s event on May 3rd? 

 

ANNCR: Need a break from studying during dead week? Come to the 

Ramskeller on Wednesday May 3rd from 11-2 for some unwinding, $8 

whole pizza’s, music, and a headphones giveaway by DJ Bruce! 

 

SFX:   MUSIC BY DJ BRUCE, HIGH ENERGY UNTIL TIME IS UP 
 
 

 
   



 

MEDIA Use 
Media Description & Rationale 
Because we have established our target market as mainly college-aged students, the 
best way to reach the largest amount of people is through the use of social media. As 
mentioned before in the situational analysis, the Ramskeller doesn’t have a very strong 
or consistent online presence. It is becoming increasingly important to have a presence 
on social media, especially when targeting a younger crowd. Our firm plans to greatly 
increase Ramskeller’s use of social media - specifically Facebook and Twitter - to 
spread word of special events, hangouts, food and drink specials, and other various 
promotions. This will help to inform the student body of all that is going on at the 
Ramskeller while strengthening the relationship with their customers. 
 
Additionally, we plan to use other media vehicles such as print ads in the Collegian and 
a radio spot with KCSU, as well as utilizing ads on the digital signs around the Colorado 
State University Campus. Copies of the Collegian are found all across campus, and 
each of these forms of media will do a great job to ensure that our message reaches 
anyone and everyone on CSU’s campus. We will also create a geofilter for Snapchat 
that can be permanently used when someone uses the app while they are at 
Ramskeller. This isn’t shown on our flow chart or budget because creating a geofilter is 
free, and our firm won’t be the ones implementing this form of media - it will be 
customers at the Ramskeller. 
 
 
Media Flow Chart 
Media Form Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 

Facebook             

Twitter             

Flyers for Specials             

Event Flyers             

Digital Signs             

Radio Spot             

Print Ads (Collegian)             

 
 



 

 
 
 
Message Strategy & Rationale 
Our firm intends to convey the message that everyone is welcome at the Ramskeller 
Pub & Grub. There are so many reasons to go join the fun at the ‘Skeller, ranging from 
great food, a great atmosphere, pool tables and televisions, and special on-site events. 
WE to inform people that the ‘Skeller has a lot more to offer than just alcohol. By doing 
this, we hope to increase brand awareness and foot traffic at the Ramskeller, as well as 
increase online engagement and involvement with consumers. We want to enhance the 
relationship between Ramskeller and its customers. We will focus on attracting 
customers to our events to show them how great the only pub on campus can be. 
 

 
   



 

Other Marketing Strategies 
Event Marketing 
We want everyone on CSU’s campus to be aware of all the great things that are going 
to happen at Ramskeller. With the new on-campus football stadium, the pub has an 
awesome opportunity to host pregame events for every home game. We also plan to 
host and advertise for a Super Bowl event with special discounts on pizza and other 
food, and a back-to-school event with raffles and drawings for all CSU students.  
 
We want the people who attend Ramskeller to more than just a good time, we want 
them to have an experience. This is why we are going to dedicate 30% of our budget to 
planning special events at the Skeller, such as raffle events and more live music events. 
We know that it doesn’t take a genius to promote a place and make it seem cool, we are 
going to make sure that it is cool. 
 
Cause-Related Marketing 
Twice per year, once in May and once in December, the Ramskeller will have a 
cause-related event (causes will vary) where a percentage of sales go towards a cause. 
The cause will be voted on by followers on social media, and the Ramskeller will then 
host the event. Each event will be for a great cause, and this will do even more to 
increase awareness about Ramskeller, enhance their relationship with their customers 
and followers, and gain loyal and returning customers.  
 
Ram Welcome Video 
We thought it would be a great idea to include a short clip of students enjoying 
themselves at Ramskeller in the Ram Welcome video that gets shown to all incoming 
freshman. Even if the clip is only about 5-10 seconds, we think it could have a serious 
impact on how students - specifically those under 21 - view Ramskeller. If incoming 
students are exposed to the Ramskeller in the ram welcome video, they’ll know it’s a 
place where they are welcome, and they’ll be more likely to visit it at some point. This 
helps disprove the notion that Ramskeller is a place where only people who are 21 can 
go. 
 
 

   



 

Budget 
The budget will be $3,000. We want to create a quality campaign and target a very 
specific market: everyone on the CSU campus. Social media will be 26.7% of our 
budget, events will be 20%, print ads in the Collegian will be 13.3%, flyers and signs will 
be 10%, radio spots at KCSU will be 10%, merchandise for giveaways and prizes will be 
16.7%, and we have allowed .3% of our budget for any extra expenses that may arise. 
 

  
 
 

 
   



 

Evaluation 

To evaluate the effectiveness of our Ramskeller Revolution Integrated Marketing 
Campaign Plan, we will employ a variety of methods. It is vital to monitor and evaluate 
metrics before and after the campaign to see the direction they change and the 
magnitude of the campaign. A large portion of evaluation will be tracking the number of 
visits to Ramskeller pub, both before and after launching our campaign. If the number of 
visits go up during and after Ramskeller Revolution, it signifies a successful campaign.  
Another piece to our campaign that we will evaluate is social media metrics. It is 
important to meet or exceed our goals for online media and we can see this by 
evaluating customer engagement, click rates, conversion rates, views, subscriptions, 
posts, tweets, likes, follows, and blocks.  
 
Perhaps the most simple form of evaluating our campaign is measuring the return on 
investment. With a few simple calculations, we will be able to see if the return is greater 
than the initial monetary investment for this campaign. 
 
 

Conclusion 

In conclusion, we feel that the integrated marketing communications plan that we have 
created for Ramskeller pub will be successful for various reasons. On a college 
campus, it is important to market to students creatively in order to get them to spend 
their money on what we are trying to promote. We must use tools and platforms that 
students use on a daily basis - such as the school newspaper and social media. We feel 
that by using these platforms, our message will successfully reach students, faculty, and 
staff on the Colorado State University campus and let them know that Ramskeller is a 
great place for everyone to be. 
 
By holding special events at the pub, we hope to draw further attention to Ramskeller 
and attract more customers of all ages when existing customers use our geofilters on 
Snapchat and otherwise post and share on social media and tell their friends about the 
good things happening at Ramskeller.  
 
 
 


