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Executive Summary

A ‘Bubbly Bootcamp’ event is being created for Summerhill Pyramid Winery. The ‘Bubbly Bootcamp’ will be held on Saturday May 10th 2014 and will begin at 4:30 p.m. This event will allow guests to be involved in the process of actually creating their own bottle of sparkling wine. A total of sixty guests will be able to attend the event. The event will ultimately be marketed to locals as a ‘ladies night’ for women aged 35 -55. 
The event will utilize numerous of Summerhill’s amazing resources, including the use of two beautiful private venues, the Sunset Veranda for a private wine tasting and a three course sit down dinner in the Sunset Glass Room and Terraced Patio. This three course meal will be inspired by executive chef Jesse Croy specifically for this event, which will present an impressive variety of organic offerings. Guests will also have the opportunity to take a tour of the winery including the iconic pyramid and the vineyard terrace. There will also be an opportunity for guests to participate in a blind taste test competition, where they will taste different types of sparkling wines. 
Through this event, Summerhill urges to gain a larger customer base that generates repeat purchase and to sell themselves on their competitive advantage as being the only winery in the Okanagan Valley to use the traditional method of producing sparkling wine, as well as being the only organic, sustainable, and biodynamic winery. 
Summerhill is not looking to make a profit from the ‘Bubbly Bootcamp’ event. Rather, they are using the event as a continual marketing promotion. In order to cover the expenses for the bottle of sparkling wine, the specialized Summerhill wine glasses, the appetizers, dinner, dessert, and drinks, the ticket price for this event will be $90.00.
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Background Information

Summerhill is one of the most spectacular sites in the Northern part of the Okanagan Valley. Summerhill was founded in 1991 by Stephen and Wendy Cipes, alongside Eric von Krosigk (Gismondi, 2013). 
Stephen Cipes is the proprietor of Summerhill. Stephen is the winner of the prestigious Ernst and Young Entrepreneur of the Year Award. The man at “Canada’s most visited winery” seems more a spiritual visionary than Wall Street hard nose. Stephen’s philosophy of business is to “make people feel genuinely welcome in our home, that’s ideal for what we do here, we’re welcoming people from around the world” (stephen cipes, n.d.).
For 30 years Eric has been making wine and growing grapes (Gismondi, 2013).Eric is recognized as one of the most-awarded winemakers in the history of the British Columbia wine industry. Eric’s incredible wines, bold vision, enthusiasm and drive, and his abiding love and talent for sparkling wine are an integral part of Summerhill (eric von krosigk, n.d.).
Summerhill takes pride in their image as the only organic, biodynamic, sustainable winery in the Okanagan area. Organic practices have been a vital part of Summerhill since the Kelowna vineyard was purchased by the Cipes family in 1986. Summerhill believes that organic practices allow for the grapes in the vineyards to honestly express their surroundings, providing deep, terroir-driven qualities that are a true articulation of Okanagan terroir. Summerhill is committed to producing 100% organic wine and received Demeter Biodynamic certification for their vineyard in 2012. In 2007 Summerhill achieved organic status in their cellar, allowing for display of the Canadian certified organic logo on Summerhill wines (organic and biodynamic, n.d.). As mentioned, Summerhill does have their own vineyard that grows a variety of different grapes. However, they also purchase different types of grapes that they do not grow, from organic vineyards in areas such as Summerland, Kaleden, Okanagan Falls, Oliver, and Osoyoos (summerhill’s vineyards, n.d.).
Summerhill has also been at the forefront of sparkling wine production in the Okanagan. The winery was founded with the production of Cipes Brut. Summerhill is also home to the Sunset Organic Bistro, featuring seasonal Okanagan wine paired cuisine in a rustic, relaxed atmosphere. Executive Chef Jesse Croy draws from the bounty of regional organic farmers, including an onsite half-acre biodynamic vegetable patch (summerhill pyramid winery, 2013).
Project Description and Event Outline
A ‘Bubbly Bootcamp’ event is being created for Summerhill. Summerhill intends to host a fun event to promote themselves as the only organic, biodynamic, and sustainable winery in the Okanagan that produces sparkling wines. Summerhill also wishes to create a stronger awareness of the winery among locals. Summerhill has more detailed goals for this event which are outlined in detail to follow.
Summerhill has never hosted a ‘Bubbly Bootcamp’ type of event before and would like to do so to showcase the eccentricity of the winery and increase the popularity of their sparkling wines. This event will allow guests to be involved in the process of actually creating their own bottle of sparkling wine. The ‘Bubbly Bootcamp’ will take place on Saturday May 10th 2014, during the Spring Okanagan Wine Festival. The event will start around 4:30 p.m. with a dinner to follow in the Sunset Glass Room at 7:00 p.m. A total of sixty guests will be able to attend the event. The event will ultimately be marketed to locals as a ‘ladies night’ for women aged 35 - 55. 
As guests begin to arrive, they will be welcomed and invited into Summerhill’s Sunset Veranda. Guests will be given a signature event wine glass, which will be used for tasting wine throughout the evening and can be taken home as a souvenir. After guests receive their glasses they will have the opportunity to enjoy appetizers and taste Summerhill’s most popular sparkling wine, Cipes Brut. There will be a variety of Cipes Brut and each bottle will contain a different dosage, allowing participants to determine their preference for the creation of their own wine. During this portion of the event, winemaker Eric von Krosigk will deliver a short wine education to the guests. This will allow guests to become familiar with the process of winemaking, the types of wine that Summerhill offers, and a brief history of these wines. Half an hour will be allotted for this portion of the event, allowing guests to mingle and ample time for all to arrive. Three groups will then be created, with twenty guests in each group. Each group will then go in rotation through the three different stations of the bootcamp. 
The first station will begin with guests creating their own bottle of sparkling wine in the traditional method. Guests will be taken into the cellar and shown the beginning process of making wine, up to the point where they can be involved. Each guest will be given a bottle of wine and shown the steps of the production line. The first step is freezing the top of the wine bottle, which then goes into a machine that will remove the frozen yeast. The next step is to add the preferred dosage into the bottle of wine which will be put into a machine to cork. The next machine will then wash and dry the bottle of wine, and put a personalized label onto it, with the guests name. See Appendix A-1 for an image of the label design. Summerhill’s method of winemaking is traditional in comparison to other wineries. This is because other wineries produce sparkling wine simply by injecting CO2 into the wine. In fact, there are no other wineries in the valley that make sparkling wine the traditional way. 
The second station will encourage guests to participate in a blind taste test competition. Guests will be blindfolded and will have to taste different types of wine and guess what each type is. The guest who has the highest number of correct guesses in their group will receive a bottle of wine to take home.
The third station will be a tour around Summerhill. Guests will be taken to view the pyramid, which will give them a chance to learn about the pyramid and why Summerhill has based themselves around it. Guests will also get the chance to view the Mallam Cabin, Makwala Kekuli, and Summerhill’s organic vineyards.
Each of these stations will be allotted a forty minute time frame before rotation. The group at the first station will move to the second station, and so forth, with the group at the third station moving to the first station. See Appendix B-1 for event itinerary. A staff member will also take photographs for the event, to create a visual representation of the fun experience guests had at the ‘Bubbly Bootcamp.’ 
Once each group has gone through all of the stations, they will all come together in the Sunset Glass Room for a three course dinner that will begin at 7 p.m. A menu has been created by executive chef Jesse Croy specifically for this event, which presents an impressive variety of organic offerings. See Appendix C – 1 for event menu. 
After dinner, as the event comes to an end, a safe ride home will be provided for guests.
This fun event will allow Summerhill to be recognized at the only winery in the Okanagan to allow guests to be involved in the process of winemaking. The ‘Bubbly Bootcamp’ will also act as a marketing tool in itself, as guests of the event will likely keep the empty wine bottle and wine glass as a souvenir of the fun time they had at the event. 
The potential revenue source will be a ticket price of $90.00 to attend the event. This ticket price was determined based upon the estimated budget costs which are outlined in detail to follow. It has also been estimated that half of the event guests will purchase an additional bottle of wine, creating a second revenue source of $808.50. The main competition for Summerhill in the local sparkling wine industry is Sumac Ridge, Road 13 and Blue Mountain. In general, any other winery can be a competitor to Summerhill if the consumer is not concerned with traditionally made sparkling wines of organic nature. However, Summerhill does not have any direct competitors due to the differentiated offerings of the winery.

Situation Analysis
Environmental Scan
The event organizers for the ‘Bubbly Bootcamp’ at Summerhill are Ruth Hanbury and Eric von Krosigk. Ruth is the director of consumer sales and is responsible for the co-ordination and growth of Summerhill’s direct relationships with their loyal customers. Her philosophy in life is to “Live with intention, play with abandon, do what you love”. When asked about her favourite food and wine pairings her response is that “there is a wine for everything, no matter what it is you’re eating there is something out there to match it. The fun is finding it!” (Ruth Hanbury, n.d.). Eric is the winemaker and viticulturist at Summerhill. He started out on a farm in Vernon and at a young age he knew he wanted to grow grapes and make wine. Eric applied for an apprenticeship in Germany which he succeeded in getting and while overseas he developed a special interest in sparkling wine. In 1991 Eric founded Summerhill in partnership with Stephen and Wendy Cipes. In 2006 Eric successfully transitioned the cellar to achieve certified organic status (Eric von krosigk, n.d.).
Every member of the Summerhill family is intent on letting nature help nature in order to produce the best wines possible. Summerhill is a biodynamic winery and yet they also instill biodiversity, which is a co-operative nature approach. If you walk through the organic vineyards of Summerhill, you may notice something a little more unusual in comparison to your typical Okanagan winery. Summerhill’s vineyards may appear to be overflowing with weeds and other plants, besides grapevines, yet they believe in bringing nature in and trusting nature. CEO Ezra Cipes says that you must “trust that once you establish that biodiversity, you’re going to establish an ecosystem that will take care of itself” (BC Winegrowers, 2012). In turn, the wine that Summerhill produces possesses its own individual character as the grapes are grown in harmony with the environment.

Demographic
The demographic for Summerhill’s ‘Bubbly Bootcamp’ is women aged 35-55. The women who would have the most fun at this event are those interested in wine and the process of wine making, specifically sparkling wine. Women who are interested in organic and quality food will enjoy the event seeing as Summerhill is known for being organic and biodynamic (Summerhill pyramid winery, n.d.). This ‘Bubbly Bootcamp’ will be fun and educational with a ‘ladies night’ feel. This event is mainly targeted towards women who have a decent amount of disposable income and are able to spend money on a night out with their friends.
Economic
Summerhill produces quality sparkling wine in a price bracket from $26.95 - $85.00 per bottle. The ‘Bubbly Bootcamp’ will cost $90.00 per ticket. In exchange for this ticket price, guests will be receiving a bottle of ‘bubbly’ to take home, a three course meal, and multiple wine tastings along the way. Summerhill is ranked at a 7.4, meaning that Summerhill is a middle to high scale winery with a higher ticket price (Okanagan Wines, n.d.).
Technological
Summerhill still engages in making their sparkling wine the traditional way. There are multiple steps required to produce sparkling wine the traditional way, which is the reason you pay more for the final product. Grapes are pressed in order to avoid any color extractions from the skins and the juice is then fermented to dryness. Once all of the wine is made they are blended together to create the “house style,” otherwise known as “assemblage.” After blending, the wine is put into bottles and a combination of wine, yeast, and sugar (known as “liqueur de tirage”) is added, then the bottle is capped with a crown cap. The addition of the sugar is what triggers a second fermentation inside the bottle. Since it is in an enclosed container, there is nowhere for the carbon dioxide gas to escape, so it is reabsorbed in the wine. When the second fermentation is complete, the dead yeast cells have to be removed from the bottle. The process of removing this sediment is known as “remuage” (or riddling). The bottles are gradually shaken and tilted over time to get all the sediment into the neck of the bottle. Traditionally, this is done by hand, although there are machines that have taken over now. 

The entire process of wine making up to this point takes 15 years to complete. The next process is known as “disgorgement,” after the sediment is in the neck of the bottle, the neck is dipped into an ice bath to solidify the sediment. The crown cap is then removed and the pressure inside the bottle ejects the sediment plug, leaving clear wine inside. The bottle is then filled with the final dosage, which will determine the sweetness level of the wine. The wine is then corked, caged, and labeled (Sparkling wine production, n.d.).
Legal
There are certain legal factors that will need to be taken into consideration for this event, which Summerhill already has in place. In order to serve food and alcoholic beverages, proper food safe practices must be in place and servers need to have their “Serving it Right” certificate. Summerhill and the Sunset Organic Bistro will also have standards and regulations that must be met. In addition to the standard legal requirements, liquor laws must also be taken into account. Since this event is based around a ‘Bubbly Bootcamp’ and there will be a fair amount of wine consumption, Summerhill must ensure that all guests have a safe ride. Guests will be given a $20.00 voucher for a taxi ride to their residence or hotel. 
SWOT Analysis
	Strengths
	Weaknesses

	Make sparkling wine the traditional way

All organic food

Biodynamic wines

Great location

Multiple attractions at the winery

Eccentric and fun environment

Great ambience – prestigious yet eccentric

First winery to produce organic, sparkling wine the traditional way in the Okanagan

LEED certified
	Smaller winery - not much more room for expansion

	Opportunities
	Threats

	Expand on the amount of biodiversity

Expand target market to attract younger clientele that is more accepting of the green/organic lifestyle

Increase brand recognition

Increase LEED certification to gold standard
	Competition

Environment

Economic fluctuations




Summerhill is attractively placed in the industry when considering its strengths. Summerhill is the only winery in the Okanagan Valley that makes sparkling wine using the traditional method. Summerhill is also adamant about using only organic and biodynamic grapes in their wine, as well as using all organic foods in their Sunset Organic Bistro.

Summerhill is located on Chute Lake Road, only 15 minutes from downtown Kelowna. This allows Summerhill to be accessible to many consumers throughout the Okanagan and yet be secluded enough to not acquire any downtown traffic. Summerhill is located on a hill which allows the winery to have an amazing view of Lake Okanagan. 
At Summerhill there are many things for customers to do. Summerhill is recognized and well known for the pyramid which guests can tour, along with a Makwala Kekuli and Mallam Cabin. The environment at Summerhill is fun and eccentric, yet they also manage to achieve a prestigious ambience. The buildings at Summerhill also have silver LEED certification, meaning the buildings are green and economical.
A weakness that Summerhill possess is the fact that the winery can be considered small in comparison to some competitors. There is not much more room on the land for Summerhill to expand the winery. This can pose a problem if supply cannot meet demand in the future.

There are many opportunities ahead for Summerhill. This begins with continuing to increase the amount of biodiversity by adding grazing animals, such as sheep to the process (Biodynamics: a gift to ourselves and everyone else, n.d.). Summerhill also has the opportunity to expand their target market to include a younger demographic. The younger demographic will likely be even more excited about the biodiversity and organic aspects of the winery. Summerhill can also increase their LEED certification to gold standard, if it so wishes. As always, increasing recognition is an opportunity. This ‘Bubbly Bootcamp’ is to encourage brand recognition and loyalty with the local customer base and hopefully to broaden the current demographic for sparkling wines.

There are also a few threats for Summerhill. The first major threat would be the environment. The Okanagan Valley can have unpredictable weather, meaning that if there is too much rain one year, the grapes may not be able to grow properly and there will not be enough grapes to produce an adequate amount of Summerhill wines. Another threat is the competition throughout the Okanagan Valley. The Okanagan Valley is known for its wineries, many of which are competing for the same customers that Summerhill is hoping to gain. A third threat is potential economic fluctuation. This relates to the amount of money that the target market earns each year, and the amount of disposable income they have. If the economy fluctuates in a negative way, consumers will be more hesitant to spend their money on luxurious sparkling wines.
The main direct competitors for Summerhill that produce sparkling wine in a close proximity are Blue Mountain, Bella Wines, Road 13, Bartier Brothers and Sumac Ridge. A few indirect competitors, classified this way because of brand awareness are Mission Hill, Quails Gate, Gray Monk and Cedar Creek. A more detailed list of direct and indirect competitors is discussed in Summerhill’s positioning strategy, with perceptual map visuals.

Marketing Goals
Below are the marketing goals that Summerhill Pyramid Winery has identified for the execution of their ‘Bubbly Bootcamp’.

1. For the event plan to be completed in time for inclusion in the 2014 Spring Okanagan Wine Festival event guide. All essential event plans to be completed by the first week of January, so that the event will be printed in the 2014 Spring Okanagan Wine Festival brochure pamphlet.

a. Essential event planning consists of the event date, time, ticket price, and general description of event.

2. Improve Summerhill’s local customer base by a minimum of 5% by the winter off season of 2014/2015 from awareness of the winery that will be generated from the event.

a. This goal will be measured by implementing a phase in the purchase process that asks consumer’s for their postal code. This will allow Summerhill to gauge which consumers are local, being Kelowna, Lake Country, West Kelowna, Peachland.

3. Establish a stronger brand image for being the only organic, biodynamic, and sustainable winery in the Okanagan.

a. A measurement system will be implemented to gauge consumer responses to probing questions based on their knowledge of these facts. It would be ideal to increase consumer knowledge of these facts by at least 10% each year post event.

4. Broaden the sparkling wine market of Summerhill to younger women

a. Summerhill would like to see a 15% incline of repeat purchases by women in their mid 20’s to late 30’s that were present at the event, by the Fall Okanagan Wine Festival of 2014.

5. To be recognized as the only winery in the Okanagan to host an event where guests actually “create” their own bottle of wine, post the Spring Okanagan Wine Festival.

a. Many other wineries host events where you stomp your own grapes. These events are marketed as “creating” your own wine. However, Summerhill would like to alter the image of these events by actually allowing guests to be involved in the process of winemaking (bottling, dosage, labeling, etc.) This will be measured through the use of an online survey that participants will receive after the event. E-mails will be collected at the time of registration for the event. 

The overall goal for Summerhill’s ‘Bubbly Bootcamp’ concerns the marketing aspects and development of a stronger customer base, as opposed to making a profit. Breakeven for the event would be ideal; however, this is not a necessary goal for the event. Ideally, Summerhill aims to gain a larger customer base that generates repeat purchase, and to sell themselves on their competitive advantages. Summerhill wants to market their competitive advantages as being the only winery in the Okanagan Valley to use the traditional method of sparkling wine, as well as being the only organic, sustainable, and biodynamic winery. It is believed that if Summerhill can portray these competitive advantages they will boast through the use of this event, and it will be relatively easy to achieve the above discussed marketing goals while developing a larger, stronger local customer base.

Positioning Strategy
Segmentation Strategy
Summerhill’s ‘Bubbly Bootcamp’ is targeted towards women aged 35 – 55 who are interested in participating in and learning the process of making sparkling wine. For this event, Summerhill is looking to attract local customers of the Okanagan Valley who have disposable income and would enjoy participating in a fun event with a group of friends. This will help as a marketing strategy to increase the current local client base and showcase all that Summerhill has to offer. This includes their organic and diverse selection of food and wines and the historical features of the winery.
Target
Product

Summerhill’s ‘Bubbly Bootcamp’ will feature the process of guests creating their own sparkling wines. This will be targeted towards women of the Okanagan Valley as a twist on the typical ‘Ladies Night’. This will include a tour of the winery, a variety of dosage tastings, wine education from winemaker Eric von Krosigk, hands on experience of making a personalized bottle of sparkling wine, and an organic three course meal inspired by executive chef Jesse Croy to finish off the night.

Placement
The ‘Bubbly Bootcamp’ will be held at Summerhill. The event will take start in the Sunset Veranda, and as the event continues it will allow guests to view the vineyards, the pyramid, the kekuli, the cabin, and will end with dinner in the Sunset Glass Room.

Promotion
This event will mainly be marketed through Summerhill’s current website as well as their Facebook page. The ‘Bubbly Bootcamp’ is also intended to be featured in the 2014 Spring Okanagan Wine Festival.
Price
The ticket price for this event is $90.00. This is believed to be appropriately priced based on the event costs which are outlined below, as well as the average income level of the target market

People

The target market for the ‘Bubbly Bootcamp’ is women between the ages of 35-55 who have an interest in the process of making sparkling wine.

Physical ServiceScape
Summerhill’s ‘Bubbly Bootcamp’ will be held in multiple locations around the winery property. These locations include the Sunset Veranda, wine cellar, pyramid, Mallam Cabin, Makwala Kekuli, Summerhill’s organic vineyards, and the Sunset Glass Room. Showcasing Summerhill’s main attractions is sure to capture the interests of the desired target market.
The setup for this event will take place in Summerhill’s main building. Employees will begin with placement of high-top tables in the Sunset Veranda for mingling at the start of the event, and smaller round tables in the Sunset Glass Room for dinner. All linens, tables, utensils, decorations, and set covers that are being used for the ‘Bubbly Bootcamp’ are owned by Summerhill and kept on the winery premises. 

Process
To capture the target market for this event, multiple promotional channels will be used. These include social media, company website, Okanagan Wine Festival brochures and website, and local liquor stores and restaurants that carry Summerhill wines.

Positioning
To differentiate Summerhill’s ‘Bubbly Bootcamp’ from competition and strike interest into the target market, this event will showcase Summerhill’s history and the distinct biodiversity for which the winery is known. The focal point of this event is for guests to make their own sparkling wine as a way for them to become familiar with Summerhill’s organic culture. Since there are few wineries in the Okanagan Valley that make and sell sparkling wine, this is an attractive feature to differentiate Summerhill in the growing wine market of the Okanagan Valley. These direct competitors include Road 13, Blue Mountain, Sumac Ridge, and Bella Wines. By capitalizing on the sparkling wine market of the Okanagan Valley, Summerhill hopes to create a buzz and word of mouth about their reasonably priced, specialized wines.

Consumer Behaviour
Consumers that typically purchase sparkling wines are between the ages of 40 – 55, 80 percent of this market being female. Sparkling wines have attracted a stereotype of being expensive and only to be purchased for special occasions. Due to this, Summerhill aims to increase the awareness in the Okanagan Valley of the different sparkling wines they offer, as well as the affordability and high quality of the wines that can be consumed in both a casual or sophisticated atmosphere.
A study in 2010 conducted by Statistics Canada, shows that the average female has an annual income of $64,900 (Statistics Canada, 2010). It is believed that this demographic is the desired target to market Summerhill’s ‘Bubbly Bootcamp’ towards.
Consumers of this demographic on average, are married, financially stable, and spend 80 percent of their income on consumer products and services. A large percentage of this population “are as likely as Generation X to consult websites before making a large purchase and 70 percent of all online purchases are made by women, including baby boomers.” Along with this, it is stated that “68 percent of women ages 50 – 70 make purchases from businesses that are environmentally conscious” (“Marketing to women”, 2011).

The first perceptual map indicates where Summerhill sits within its direct competition of sparkling wines within the Okanagan Valley (See Figure 1 below). It is based off of a scale that measures the wineries in terms of distance from Kelowna and the selection of sparkling wine that each winery offers. Summerhill’s direct competition in the sparkling wine marketplace of the Okanagan is as follows:
Competition (Local)
· Sumac Ridge (Summerland)

· Blue Mountain Winery (Penticton) 
· Road 13 Winery (Oliver)
· Bella Wines (Naramata)
· Bartier Brothers (Oliver)
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Figure 1: Perceptual Map of Competition in Okanagan Valley

The second perceptual map shows a variety of competitors and where Summerhill sits between these competitors (See Figure 2 and 3 below). This perceptual map has a scale that measures each competitor in terms of being an organic winery and whether or not they produce sparkling wines. Competitors for Summerhill are as follows:
Direct Competitors
· Sumac Ridge – sparkling wine

· Blue Mountain – sparkling wine
· Road 13 – sparkling wine

· Bella Wines – sparkling wine 

· Bartier Brothers Winery – sparkling wine
· Kalala Winery – organic winery

· Hainle Winery – organic winery

· House of Rose Winery – organic winery

Indirect Competitors
· Mission Hill Winery
· Gray Monk Winery
· Quails Gate Winery
· Cedar Creek Winery 
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Figure 2 and 3: Perceptual Map of Competitors

It is widely known that the Okanagan Valley is a recognized world class wine region. Summerhill is in great company – although, with great company comes competition. Seeing as there are a vast number of competitors in the area, only a few that are worth mentioning will be stated. 
Traditionally, direct competitors are wineries that create the same type of wine as Summerhill and currently there are no wineries in the valley that do this. Instead, a few wineries have been identified that either produce sparkling or organic wines in the Okanagan. Sumac Ridge, Blue Mountain, Bartier Brothers, Bella Wines, and Road 13 all are local wineries that make and produce sparkling wines in the Okanagan Valley. With this being said, Summerhill captures the market that favours the traditional method of making sparkling wines. Kalala, Hainle and House of Rose Winery are a few wineries that do produce organic wines, making them an alternate option for consumers seeking organically made wine as opposed to sparkling wines.
Indirect competitors can be any winery in the Okanagan. The vast amount of wineries can fill the void for consumers. Some wineries have been identified that have approximately the same amount of awareness as Summerhill, and that cater to the same target market. These wineries include Mission Hill Family Estate, Gray Monk Winery, Quails Gate Winery and Cedar Creek Winery. Each of these wineries holds a certain allure to consumers in the age bracket of 40-55. Each winery mentioned is also within a reasonable proximity of one another.
Integrated Marketing Communications Plan
The promotional strategy for Summerhill’s ‘Bubbly Bootcamp’ will be aimed towards targeting local females between the ages of 35 and 55 who want to experience a fun ‘ladies night’. Consumers in this target market generally have higher annual income levels and are willing to spend money for quality food and wines. When creating an integrated marketing communications plan, it is vital to understand the consumer’s lifestyles and all potential market segments. Summerhill’s ‘Bubbly Bootcamp’ will benefit greatly from the marketing efforts implemented as each medium will effectively reach the desired target audience.

 The ‘Bubbly Bootcamp’ is being marketed towards local consumers and because of this a pull marketing strategy will be in effect. Consumers will want to purchase tickets for this event and will spread the word to their friends. This in turn will generate word-of-mouth marketing which will help generate awareness, ticket sales, and reduce marketing costs. Along with this, multiple other channels of paid media will be utilized to reach the target market. 
To drive awareness towards the younger spectrum of the target market, some forms of social media will be utilized. This will include Summerhill’s Facebook and Twitter pages as well as their website, all of which will be critical to the online marketing aspect for this event. Sales promotion tactics will be implemented to aid in confirmation of ticket purchases by both repeat and new customers through the efforts of discounted and group ticket prices. Print media will be placed in local restaurants and liquor stores that distribute Summerhill products in order to create ample awareness of the event. Further elaboration on the implementation and purpose of these mediums will be described below.

Campaign Objectives
· To create an interest in attending the ‘Bubbly Bootcamp’ within the target market of women aged 35 to 55
· Even if consumers are unable to attend the event, marketing efforts will increase awareness of Summerhill among local consumers (by a minimum of 5% by winter 2014/2015)
· To sell all sixty tickets one week (May 3, 2014) before the event takes place on May 10, 2014

· Use marketing efforts and tactics that will enable Summerhill to broaden the target market of sparkling wines to include younger women aged 25 – 35 (by 10% by the time of the Spring Okanagan Wine Festival 2015)
· To communicate the desired message effectively. This message being that Summerhill is holding an event where guests can be involved in the process of ‘creating’ their own personal bottle of sparkling wine
The following promotional strategies will elaborate as to how these campaign objectives will be attained. 
Broadcast Media
YouTube Video

The media that will be used to promote Summerhill’s ‘Bubbly Bootcamp’ will be different than the typical broadcast media. A YouTube video will be produced as broadcast media. Summerhill already produces YouTube videos to make announcements and share updates of wine production. This video will announce the event and will be placed on the main page and “News and Events” page of Summerhill’s website. The YouTube video will also be posted on Summerhill’s Facebook page and Twitter Feed to ensure that reach is fully utilized. This will also allow consumers to share, like, and re-tweet the video, which will spread word of the ‘Bubbly Bootcamp’ and create a buzz about the event. The video will be approximately 30 seconds long – enough time to provide all important information without losing the consumers’ interest. At the end of the video there will be a link that will take consumers directly to the page where they can purchase tickets. 

Costs

The cost to make a YouTube video is roughly $150.00 per hour (Foxx, 2010). Assuming that it would only take one hour to film a short 30 second YouTube video, a cost of $150.00 has been added to the budget.
Advantages
Using a YouTube video as a promotional tool allows consumers a visual of what they can expect from an event at Summerhill. Providing a visual is a good persuasion tool. The YouTube video will be fun and eccentric, showcasing the personality of Summerhill. Ruth and Eric will talk about the event as the food, wine, venue, and landscape is portrayed. This video can be shared over multiple mediums, allowing a larger reach of consumers. 

Disadvantages
Although a YouTube video can be a beneficial medium of advertising because of its vast reach, there is also a negative factor. If the YouTube video is posted on Summerhill’s website, Facebook, or Twitter, anyone who follows these mediums will be exposed to the video. This means that individuals who are not included in the target market will be watching the video and will be aware of the event.
Achievement of Campaign Goals
Placement of the ‘Bubbly Bootcamp’ YouTube video on the “News and Events” page of Summerhill’s website will create awareness to the target market. By watching the video, it will create interest around the event and help to meet the objective of selling out the event one week prior to the event date of May 10, 2014. Since this is a YouTube video, it will be compatible to all users. Keywords in the video will help to communicate to the viewer what they can expect from the event.

Sales Promotion
Group Packages

A sales promotion strategy that will be used to boost ticket sales for Summerhill’s ‘Bubbly Bootcamp’ is a discounted ticket price when tickets are purchased in groups. This will be marketed to the target consumers by advertising through the multiple media streams of the integrated marketing communications plan. The discounted ticket prices will come from selling ‘a table,’ which will include 10 seats and will be sold in a bundled package for a reduced price of $85.00 per ticket over a single ticket price of $90.00. For this event, there will be approximately 3 tables that can be sold to groups and any other ticket holders will be grouped together at the remaining tables. If the tables do not sell quickly, the tables will be converted to individual ticket purchase. Consumers wanting to purchase group tables can inquire via phone or receive information from Summerhill’s website. A deposit will be required that covers the total amount of the table and will be non-refundable if anyone in the party is unable to attend the event. This will be due to the fact that the event requires a confirmed number of guest numbers in order for proper execution and any details associated with pre-ordering.

Costs
There are no costs associated with offering a group package rate for the event. However, there is a ‘cost of lost revenues’. If $5.00 is deducted from each ticket and a table holds 10 tickets that is a $50.00 revenue cut. If all three tables sell, that is a $150.00 revenue cut. This money is no longer being earned because of the discounted rates. Although, discounted rates could be an encouragement for consumers to attend the event.
Advantages
By offering tickets to be purchased as tables, Summerhill is able to guarantee a larger number of ticket sales. As well, this encourages confirmation of guest numbers for further event details to be guaranteed. This will help to reduce costs by ordering products in advance, as last minute orders can result in higher shipping costs.
Disadvantages
Selling tickets by tables will discount the set rate of ticket prices. This could potentially cut into the overall estimated profit for the event, or create an additional loss if expenses exceed revenues.
Achievement of Campaign Goals
Each ‘table’ that is sold accounts for ten tickets to the event, ticket sales will increase rapidly and will satisfy the objective of selling out the event one week prior to the event date of May 10, 2014. Summerhill’s social media outlets will generate interests in existing followers which fall into many different segments; women aged 35-55 is one of these segments. This could also satisfy the campaign objective of broadening the target market to include younger women aged 25 – 35. Facebook and Twitter appeal strongly to a younger demographic which will help to broaden Summerhill’s target market for sparkling wines. Having fun and enticing updates ensures that the campaign objective, to clearly communicate the message of the ‘Bubbly Bootcamp’ to all viewers and followers, will be satisfied. 

Internet Media
There are many different types of internet media being used to promote the ‘Bubbly Bootcamp’, with hopes to create awareness. Internet media has the ability to provide readily available information and create interactions with consumers to build stronger brand awareness and recognition. The internet is an inexpensive and convenient way to reach the target market.

Facebook

Summerhill currently has a Facebook page that is used to post new and exciting information, and potentially new events that are on the horizon. Individuals have the opportunity to see this content if they have ‘liked’ the Summerhill Facebook page, which means they already have an interest for Summerhill. Users are able to leave comments and recommendations and tag Summerhill in posts. 

Summerhill’s Facebook page currently has close to 7,000 people who have ‘liked’ the page. This data is an indication that Facebook is a good channel to reach the target market. On the Facebook page, an announcement of the ‘Bubbly Bootcamp’ will be posted, along with constant reminders of when and where to purchase tickets. See Appendix D-1 for ‘Bubbly Bootcamp’ announcement. The first announcement will be made on the first date of ticket sales, January 31, 2014. 

Facebook can also be utilized to conduct contests. A photo contest will allow guests to take a photo of their time spent at Summerhill for a chance to win two free tickets to the ‘Bubbly Bootcamp’. Guests will post a photo of the time they spent at Summerhill, tag Summerhill in the photo, and then share the photo. All names will be entered for a chance to win. See Appendix E-1 for Photo Contest Example. 

As mentioned before, Summerhill makes YouTube videos to announce new information. These YouTube videos can be posted on Facebook, which will ensure that users who ‘like’ Summerhill’s page are receiving the most recent information. Using Facebook allows Summerhill to create awareness for the ‘Bubbly Bootcamp’. A perk to posting on Facebook is that the event will also likely be marketed by word-of-mouth.

Costs
It has been estimated that the maintenance of internet media, including the Facebook page will require one hour of labour per week and will be provided at minimum wage of $10.25. 
Advantages
For all businesses and organizations, Facebook has an insight page (Insights, n.d.). This page allows businesses and organizations to collect data such as who is viewing their posts and the frequency with which they do so. The insight page allows businesses and organizations to see if their posts are targeting the correct Facebook users. An added bonus is that Facebook allows for personalization within posts, Summerhill can word their posts in a way that will attract the target market.

Disadvantages
The disadvantage involved with using Facebook is that posts appear on the news feed of each user who has ‘liked’ the Summerhill Facebook page. This means that people who are not within the target market will see the posts and may want to purchase tickets.

Twitter

Summerhill also uses Twitter to reach their customers. The Twitter account for Summerhill is @SummerhillWine. The account currently has 1,250 ‘followers’, and will be used similar to the Facebook page. The ‘Bubbly Bootcamp’ will be announced to all Twitter followers the same day as the announcement is made on Facebook, January 31, 2014. Once the announcement has been made, Summerhill’s Twitter account will provide a constant stream of tweets reminding users to watch the YouTube video and purchase tickets.

Twitter has the ability to use ‘hashtags’ which enable users to communicate with businesses, such as Summerhill. Another ability that Twitter has is the use of ‘mentions’ which is when users can mention Summerhill in posts. ‘Mentions’ alert Summerhill, which will allow them to see the types of posts Summerhill is being mentioned in. If posts about the ‘Bubbly Bootcamp’ are being made by women aged 35 - 55, Summerhill would know that they are reaching the target market. If posts about the ‘Bubbly Bootcamp’ are also being made by women aged 25 – 35 than Summerhill would know that the younger market does have an interest in sparkling wines. See Appendix F-1 and F-2 for Twitter Posts.
Costs
The cost of labour for Twitter is included in the estimate of internet media maintenance, being one hour of labour per week, provided at minimum wage of $10.25. 
Advantages
Social media continually increases the ease with which a business can reach younger demographics. There are millions of individuals who use Twitter every day and the ability to reach even a fraction of this number is extraordinary. Posts on Twitter can also be re-tweeted which means that individuals can spread news of the announcement of the ‘Bubbly Bootcamp’.

Disadvantages
As with any social media website, spam is a factor that must be considered. Users may skim over the announcement thinking it is a spam advertisement, and therefore disregard it. Similar to that of Facebook, the announcement will also be visible to consumers who are not in the target market of the ‘Bubbly Bootcamp’.
Website

Summerhill Pyramid Winery’s Website

Summerhill has a website where all information about the winery can be found. The ‘Bubbly Bootcamp’ will be announced on the front page of the website, as well as on the “News and Events” page. Posting the announcement on the website will allow Summerhill to reach the older spectrum of the target market, as well as provide a common space for consumers to find information about the event. Summerhill also posts YouTube videos on their website. As mentioned above, a YouTube video will be created for the ‘Bubbly Bootcamp’ and will be displayed on Summerhill’s website. The video is intended to excite consumers and encourage them to purchase tickets to the event. 

Summerhill’s website is where consumers can purchase their tickets to the event. A link will be provided upon announcement of the event and will take consumers directly to the page where they can purchase their desired quantity of tickets.  

Costs
There is a labour cost for promotion and updates of the ‘Bubbly Bootcamp’ on the Summerhill website. This will also be included in the estimated maintenance cost of one hour per week at minimum wage of $10.25.
Advantages
A website is a common place where consumers can find any necessary information about the ‘Bubbly Bootcamp’. The website is also where people will purchase their tickets.

Disadvantages
An issue with using a website as a promotional media is how user friendly the website is. If it is too difficult for consumers to find the link on Summerhill’s website to purchase tickets, they may become frustrated and decide not to attend the event. Proper website design and layout is a necessity.

Okanagan Wine Festivals Website
This is paired with print media as an advertisement will be placed in the Okanagan Wine Festivals brochure. The price will cover both forms of media. Summerhill is already recognized under the websites ‘Member’ options. A brief description is given with information regarding the location, services, contact, and hours of operation. Placing an advertisement on the Okanagan Wine Festivals website is extremely beneficial because many users may be familiar with Summerhill’s past events, encouraging them to attend upcoming events. 

Costs
Pricing of the Okanagan Wine Festivals is discussed in further detail below.

Advantages
The Okanagan Wine Festivals is hosted three times a year, with hundreds of events. Due to this, a large number of consumers are targeted by the different events. This means that many people are likely to view the Okanagan Wine Festivals website to check for upcoming events. This is a beneficial way to attract wine drinkers. The Okanagan Wine Festival website also reports an average of 30,000 visitors per year.
Disadvantages
The Okanagan Wine Festivals website attracts a similar target market to Summerhill, making competition for the ‘Bubbly Bootcamp’.
Achievement of Campaign Goals 
The internet is available to nearly every individual in today’s society. Utilization of Summerhill’s social media accounts, Summerhill’s website, and the Okanagan Wine Festivals website will help to generate awareness and interest to the target market of this event. The use of these sites will help to create excitement around the ‘Bubbly Bootcamp’ and could allow Summerhill to attract a younger demographic. If social media is utilized fully, Summerhill could broaden the target market to women 25 – 35, potentially making room for a new event. This will happen through fun posts on their social media accounts, as well as an event description on the “News and Events” page of their website. Summerhill’s target market for this event is likely already aware of the Okanagan Wine Festivals and the events they host, and because of this, it will spark interest for the target market to purchase tickets to this event. By generating this awareness on the internet, it will aid in ticket sales to satisfy the campaign objective of selling out the event one week before the event date of May 10, 2014.

Print Media
There are two forms of print media that will be used to market Summerhill’s ‘Bubbly Bootcamp’ to the desired target market. These include advertisement in the Spring Okanagan Wine Festivals brochure and tent cards in local restaurants and liquor stores where Summerhill wines are sold.

Okanagan Wine Festivals Brochure

The Okanagan Wine Festivals is a well known organization that promotes wine events in the Okanagan Valley and is known by a vast number of local wine enthusiasts’ surrounding the Kelowna area. Each event that is showcased in the brochures includes full colour and descriptive information regarding the event. This includes a description of the event, any relevant information the reader should be aware of (contact, ticket price, date and time), layout and positioning of the advertisement, as well as an advertisement on the website that links directly to Summerhill’s website for ticket purchases and inquiries. (Calendar of events, n.d.)

Costs
Pricing for placement in the Okanagan Wine Festival brochures is $200.00 plus GST. However, if this is the only event that Summerhill lists in the Spring Okanagan Wine Festival, it will be free.
Advantages
The Okanagan Wine Festivals website is a direct source of information about wine related, leisurely events that the Okanagan Valley hosts. This also links with the hosts’ website for quick and easy ticket purchases. The target audience for the Okanagan Wine Festivals is similar to that of Summerhill’s ‘Bubbly Bootcamp’.

Okanagan Wine Festivals brochures are distributed all over the Okanagan Valley in hotels, information centres, local businesses, and the events are viewable directly on the website. 
Disadvantages
Due to the fact that most of the events displayed in the Okanagan Wine Festivals brochure are aimed towards similar target markets, there is some competition amongst event hosts. All brochure advertisements are formatted and placed according to the events date, making it difficult to stand out. 
Local Businesses & Restaurants

Tent cards will be placed in local restaurants and liquor stores where Summerhill wines are sold. The tent cards will be placed near the cashiers at local liquor stores and on tables in lounges and dining rooms of local restaurants. This will include The Eldorado, Cabana, Discover Wines, and BC Liquor Stores, to name a few. This is another source of print media this is to be utilized to create awareness to new and repeat customers. See Appendix G-1 for Print Media Advertisement.

Costs
The cost for this media will be $200.00. For this cost Summerhill will receive 250 4 x 6 coloured tent cards to distribute to local restaurants and liquor stores.
Advantages
Having an image for the viewer regarding the event will allow them to draw their own ideas of what the event will entail. Having minimal text that is supported with an image will attract the consumer’s attention. Print media will be an appropriate way to capture the attention of the target audience of women aged 35 – 55.
Disadvantages
Viewers other than Summerhill’s target market will be exposed to these advertisements in local liquor stores and restaurants. Tent cards can also be easily overlooked if they are not placed in the appropriated location, directly in sight. 
Achievement of Campaign Goals
Placing tent cards in local businesses that sell Summerhill wines will help to capture the attention and interest of the target market, as they already enjoy Summerhill wines. The tent cards will also be noticed by consumers of the local businesses that are not the target market for this event. Although this is perceived as a disadvantage, each patron who does not attend the event still has a developed and growing awareness of the winery; this goes for placement in the Okanagan Wine Festivals brochure as well. Since the tent cards will be placed in high traffic locations around the Okanagan Valley and the event is of interest to the target market at these locations, it is expected that the tent cards will aid in the process to generate ticket sales. Through both these forms of print media, viewers of the advertisements will be informed by a brief yet detailed event description.
Earned Media
Summerhill will be issuing a press release to publicly announce the ‘Bubbly Bootcamp’. Press releases will be given out to Global Okanagan news station in Kelowna and to Castanet. Ideally, this will attract women in the target market who work for these companies. The magazine Okanagan Life will also be receiving a press release with the hopes that they will include news of the upcoming event. To entice Global Okanagan, Castanet, and Okanagan Life to publicize about the event, a bottle of sparkling wine will accompany the press releases. 

Costs
The costs associated with earned media for this event are minimal. Three bottles of wine will be given away with the press releases which equates to a cost of $36.39.
Achievement of Campaign Goals
If a press release about the event were to air on a local news channel it would likely reach the majority of the target market, as there are specific airing times that are based upon the viewers. Having a press release aired on the local news in both the morning and evening time slots will reach the target market effectively. Late night airing will be directed more towards a younger demographic that will be better informed on the sparkling wines that Summerhill produces. The more markets that are exposed to this press release, the greater the awareness of local consumers.
Sponsorships
Sponsorships are not being included for this ‘Bubbly Bootcamp’ event. The reasoning for this is how well established Summerhill is. Summerhill is able to provide meals, appetizers, wine, and any other products necessary for the ‘Bubbly Bootcamp’. Summerhill is able to cover all costs from in-house and because of this, Summerhill has also chosen not to include some of the budgetary costs that would otherwise be associated with hosting the ‘Bubbly Bootcamp’. Some of these costs can be included in a product order that would already be placed, meaning that there will be no additional costs related to the event. There are also only 58 tickets being sold to the ‘Bubbly Bootcamp’ making it unnecessary for any promotions from sponsorships. 

Distribution
Having tickets available for purchase at the right time is crucial for the success of the ‘Bubbly Bootcamp’. This event will be taking place during the Spring Okanagan Wine Festival of 2014 and therefore, it is of the upmost important to generate awareness for the ‘Bubbly Bootcamp’ over the abundance of other events that will be taking place within the same time period. Due to the competitiveness of the time period in which this event is being held, it is important to also ensure additional information regarding the event can be acquired easily and a clear location for ticket purchase is outlined. Tickets will be made available for purchase as early as January 31, 2014. It is also of large importance to ensure there are sales of event tickets. To ensure that Summerhill is efficiently reaching the target market, a list of distribution tactics will be discussed to complement the characteristics and needs of the target market. 

Tickets for the ‘Bubbly Bootcamp’ will be made available for purchase at Summerhill and via Summerhill’s website. The Okanagan Wine Festivals website will also feature a link to Summerhill’s website for purchasing of tickets. Supplementary to these prepaid sales, any additional unsold tickets will be made available for purchase the door for the regular cost of $90.00. As discussed in the integrated marketing communications plan, awareness will be generated through the use of multiple media forums. 

Media forums that will be used to generate awareness of ticket sales include the use of social media tactics. As stated earlier, Summerhill operates a well-established Facebook page and Twitter account. Information regarding the date, time, description, price, and ticket sales will be provided using both of these accounts. The Twitter account will also utilize ‘hashtags’ such as #bubblybootcamp in order to gain awareness, as well as judge responses to the event before and after. Information regarding the event will also be available on Summerhill’s website and the Okanagan Wine Festivals website. These forms of media will serve to educate the consumers of the event.
In addition to these online mediums, awareness will be generated through the use of print media which will be displayed in local restaurants and liquor stores where Summerhill products are sold. A few of these local restaurants and liquor stores are BC Liquor Stores, Discover Wines, Cabana, and The Eldorado (Summerhill, n.d.)(Wineries and Wine List: Summerhill Pyramid Winery, n.d.)(Whites, n.d.)(Reds, n.d.)(Wine List, 2013). This print media will be used to generate awareness to consumers who do not spend a large portion of their time online. Promotion of tickets will be done through all media discussed in the integration marketing communications plan. As mentioned, tickets can be purchased from Summerhill’s website and at Summerhill for consumers who are not comfortable making online purchases.

The major sales strategy that will be employed in the distribution aspect of the event is generating awareness, interest, and desire. Through consistent promotions via all media, this strategy will be achieved. Online presence is a continually growing form of information technologies. It is stated that internet use by individuals at least once a day who were 35 – 54 years old, grew from 57.4% in 2005 to 71.6% in 2009 (Internet use by individuals, by selected frequency of use and age, 2010). Due to this growing statistic and a potential lack of advertising funds, utilizing forms of free internet marketing and social media will assist in achieving the marketing objective in the most efficient and effective manner.

Pricing Strategy
The pricing strategy that Summerhill is using for the ‘Bubbly Bootcamp’ is cost oriented price setting. This means that Summerhill is setting the ticket price by taking into consideration the company’s profit objectives, but wishes to cover all costs of the event.

Summerhill would like to break-even with this event, but it is not necessarily a goal. This is because Summerhill is not focused on making a profit. Rather, Summerhill would like to gain a greater awareness of the local market. 

The price of the ticket will include a gourmet, organic three course meal, which includes fresh bread rolls, a choice of soup or salad, a choice of a variety of entrees, as well as a tasty dessert to finish off the night. The ticket price will also include appetizers, a tour of the winery, sparkling wine tastings, a bottle of sparkling wine and wine glass souvenir, and a $20.00 taxi voucher towards a safe ride home. 

There are numerous costs associated with hosting this event. This includes both variable and fixed costs. The variable costs for this event include food for the guests, a bottle of sparkling wine, a custom Summerhill wine glass, sparkling wine for wine tastings, and a safe ride home voucher. The fixed costs include staffing for the event. Summerhill will need staff to conduct the sparkling wine tasting and serving staff, yet this is one cost they chose not to include in the budget. Some costs that Summerhill does not have to incur because the event is held at the winery are costs associated with renting a venue and items such as tables, cutlery and linens. 

As mentioned above, there are also costs associated with marketing the event such as tent cards in local restaurants and liquor stores, two contest tickets that will be given away in a Facebook contest, a YouTube video, and advertisement in the Okanagan Wine Festivals brochure.

	Variable Costs
	$35.00 per person for three course meal and appetizers

$12.13 per person for bottle of sparkling wine that is taken home

$5.00 per person for souvenir wine glass

$20.00 per person for safe ride home voucher

$4.25 per person for wine tastings (total of 21 bottles for 60 people)

Total variable costs per person = $76.38

	Fixed Costs
	$200.00 for 250 4 x 6 coloured tent cards

$142.76 two giveaway contest tickets (variable costs multiplied by two)

$150.00 production of YouTube video

$36.39 bottles of sparkling wine to give away with press releases

$143.50 for 14 weeks of internet media labour
Total fixed costs = $672.65

	Profits
	$90.00 per person and 58 tickets sold

$808.50 additional wine purchased by half (30) guests


Contribution margin for the ticket sales for this event:


$90.00 - $76.38 = $13.62

Number of tickets to sell to break-even:


$672.65/$13.62 = 49.39 = 50
However, it is predicted that a total of 30 bottles of sparkling wine will be sold at retail price of $26.95 throughout the night, totalling $808.50.

There are also some costs that Summerhill has chosen not to include in their budget. This includes staff and the personalized labels made for each guest to put on their bottle of sparkling wine. Summerhill sees the cost of the labels as a marketing tool because guest will show friends, family, and others the bottle they got to make, which will promote Summerhill.
Only 58 tickets will be sold for this event. There will not be a discount offered at any point of ticket sales, even if the event does not sell out before it begins. Due to the limited number of tickets and the value each guest receives with their ticket, tickets have been priced at $90.00. 

Value Equation
Three course meal at Summerhill = $48.00/person

Appetizers at Summerhill = $3.00/person

Retail value of sparkling wine guests get to take home = $26.95/person

Safe ride home voucher = $20.00/person

Wine glass souvenir = $5.00/person

Wine tasting at Summerhill = $10.00/person

Total Benefits = $112.95

Value = $112.95/80 = 1.41
Overall, the value of the ticket for this event outweighs the cost of the ticket. This equation doesn’t take into consideration that each person attending the event will get the chance to actually make their own bottle of wine, meet new people, have tons of pictures for memories, and receive a wine education from winemaker Eric von Krosigk.
Implementation and Control
It is recommended that Summerhill implement each component of the integrated marketing communications plan. In order to do so, each of the campaign objectives must be thoroughly understood. As discussed in the integrated marketing communications plan, each media presents an opportunity for an achieved campaign objective. This includes understanding that each media addresses who, what, when, where, why, and how of the campaign objectives. The reasoning that all components of this plan are so vital is the end result. Nearly all of the different types of media included coincide, hence the integration. The strong overlap is a proving factor of the many ways that each campaign objective will be satisfied.

One major consideration that needs to be addressed during the implementation phase is timing. To ensure that timing is appropriately scheduled, it is recommended that Summerhill develop a project calendar. This calendar should outline the exact timeline of when each media should begin implementation. This would include factors such as, when the print media tent cards will be ordered, when the Facebook contest will begin and when the draw for the free tickets will happen. Timing is a critical factor; consumers live busy lives and if the marketing strategy is implemented too early consumers may forget. In contrast, if the marketing strategy is implemented too late, consumers may have previous commitments and be unable to attend the event. 

Summerhill must also ensure that each member of the event execution team knows what their duties are, when they need to started, and when they need to be completed. Proper resources must be allocated for each task to be completed. This means that in order for the tent cards to be distributed by the event team, they must be ordered and delivered to Summerhill.

Another consideration that needs to be addressed during the control phase is consistency. This is to ensure that all components are running smoothly and that the event is attracting attention. Each member of the event execution team should know their role and stick to the implementation plan and schedule. In the implementation phase, unexpected occurrences happen and the event execution team must be prepared to handle these occurrences to ensure that each of the necessary project calendar elements follows through as planned.

To evaluate the effectiveness of the strategy, Facebook insights, Twitter ‘hashtags’ and Twitter ‘mentions’ will all be checked frequently. Data will be recorded before the mention of the event, during the implementation of the marketing strategy, and after the event has taken place. The purpose of this is to determine the difference of consumer awareness post-event. As the event comes to an end, guests will be asked to fill out surveys about their experience at the ‘Bubbly Bootcamp’ and following the event sales figures will be assessed for any changes.

Event Budget

Expenses

Summerhill is not necessarily looking to make a profit from the ‘Bubbly Bootcamp’ event. Rather, they are using the event as a continual marketing promotion. This allows Summerhill to view the event more as a tool for expansion of their customer base. The Expenses for the ‘Bubbly Bootcamp’ are as follows

	Expenses
	Estimated Cost
	Units Required
	Total Cost

	Three course dinner & Appetizer plates
	$35.00
	60
	$2,100.00

	Bottle of wine
	$12.13
	81
	$982.53

	Signature wine glass
	$5.00
	60
	$300.00

	Safe ride home
	$20.00
	60
	$1,200.00

	Print Media Tent Cards
	$0.80
	250
	$200.00

	YouTube Advertisement
	$150.00/hour
	1 hour
	$150.00

	Wine for Press Releases
	$12.13
	3
	$36.39

	Internet Media Maintenance
	$10.25/week
	14 weeks
	$143.50

	Total Costs
	
	
	$5,112.42

	Cost per person
	
	60
	$85.21


The expenses have been calculated based on what it will cost Summerhill in materials per person to host the ‘Bubbly Bootcamp’. An assumption has been made that it will cost $35.00 per person for a three course meal and appetizers at this event. It was determined that 81 bottles of wine will be needed, 60 bottles for the guests to make their own sparkling wine, 13 bottles for the blind taste test competitions, and 8 bottles for the dosage tastings at the start of the event. It was assumed that there a 55% mark up from cost of goods sold is present to achieve the retail price of $26.95. Based on this, each bottle of wine is expected to cost $12.13. Summerhill also plans to supply each guest with a signature event wine glass that will cost $5.00 per glass. At the end of the night, a $20.00 taxi voucher will be provided to each guest for a safe ride to their residence or hotel. 

Coloured tent cards will be used to promote in local restaurants and liquor stores that carry Summerhill wines. This will cost $200.00 for 250 tent cards. Summerhill will also be creating a YouTube video as a promotional media which will cost $150.00 for one hour of filming. One bottle of wine will be given away with three press releases, costing $36.39. A cost for internet media has also been included at $143.50, assuming that only one hour per week will be necessary leading up to the event for a total of 14 weeks. The total costs for this event equate to be $5,112.42 and when this is divided by the 60 guests attending the event the cost per person equals $85.21. 

Revenues with Sales Promotions
	Projected Revenues
	Price
	Units 
	Total Revenue

	Ticket sales of ‘Tables’
	$85.00
	30
	$2,550.00

	Ticket sales individually
	$90.00
	28
	$2,520.00

	Bottles of wine sold
	$26.95
	30
	$808.50

	Total Revenue
	
	
	$5,878.50

	Revenue per person
	
	60
	$97.98

	Profit (Loss)
	
	
	$766.08


The projected revenues are based upon the expectation that three tables will sell as ‘tables’. This means that each guest at the table would receive $5.00 off of the regular ticket price of $90.00. There will be three tables of ten and therefore 30 guests to reach a profit of $2,550.00. There will also be 28 tickets that are sold individually for a price of $90.00. There will only be 28 tickets because two will be given away in the Facebook contest. It has also been estimated that half of the guests who attend the event will purchase an additional bottle of wine, earning an extra $808.50 of profit. 
Revenues without Sales Promotions
	Projected Revenues
	Price
	Units 
	Total Revenue

	Ticket sales
	$90.00
	58
	$5,220.00

	Bottles of wine sold
	$26.95
	30
	$808.50

	Total Revenue
	
	
	$6,028.50

	Revenue per person
	
	60
	$100.48

	Profit (Loss)
	
	
	$916.08


The projected revenues are partially based upon the above expenses. The ticket price was determined based upon a cost oriented price setting strategy. This means that Summerhill would at least like to cover their costs. Therefore, a ticket price of $90.00 was decided on. This allows for any room for potential increasing costs by the time of the event, or for any last minute event costs. It has also been estimated that half of the guests who attend the event will purchase an additional bottle of wine, earning an extra $808.50 of profit. 58 tickets will be sold to the event because two tickets will be given away in the Facebook contest.

Conclusions
This ‘Bubbly Bootcamp’ will be a fun event to promote Summerhill as the only organic, biodynamic, and sustainable winery in the Okanagan that produces sparkling wines. The event will also create a stronger awareness of the winery among locals. The event will utilize all of Summerhill’s amazing resources and will allow guests to taste different types of wines. This will hopefully in turn create a larger amount of long term Summerhill wine consumers. 
Guests will have an experience they will not forget and will want to share their positive experience with friends and family. Guests will enjoy a fun night where they will get to make their own bottle of sparkling wine in Summerhill’s cellar. They will also have the opportunity to take a tour of the winery including the iconic pyramid, the Makwala Kekuli, the Mallam Cabin and the vineyard terrace. Guests will also be able to participate in a blind taste testing competition. Two beautiful private venues will be made use of for this event. The Sunset Veranda will be utilized for a private wine tasting. As well as a custom dinner creation inspired by executive chef Jesse Croy specifically for this event, which will present an impressive variety of organic offerings in the Sunset Glass Room and Terraced Patio. Overall, this event will give Summerhill an advantage in comparison to competitors. This is because Summerhill will be the first winery in the Okanagan to host an event where guests can actually ‘create’ their own bottle of sparkling wine.
The promotional strategy for Summerhill’s ‘Bubbly Bootcamp’ will be aimed towards targeting local females between the ages of 35 and 55 who want to experience a fun ‘ladies night’. Consumers in this target market generally have higher annual income levels and are willing to spend money for quality food and wines. To reach this target market, multiple channels of paid media will be utilized. This includes broadcast media, internet media, print media, and earned media. Consumers will want to purchase tickets for this event and will spread the word to their friends. This in turn will generate word-of-mouth marketing which will help generate awareness, ticket sales, and reduce marketing costs. 

The mentioned marketing tactics were chosen to: successfully create an interest in attending the ‘Bubbly Bootcamp’ within the target market of women aged 35 to 55, increase awareness of Summerhill among local consumers even if consumers cannot attend the event, sell all sixty tickets one week (May 3, 2014) before the event takes place on May 10, 2014,use marketing efforts and tactics that will enable Summerhill to broaden the target market of sparkling wines to include younger women aged 25 – 35, and to communicate the desired message effectively. This message being that Summerhill is holding an event where guests can be involved in the process of ‘creating’ their own personal bottle of sparkling wine
Tickets will be made available for purchase as early as January 31, 2014. It is also of large importance to ensure there are sales of event tickets. Tickets for the ‘Bubbly Bootcamp’ will be made available for purchase at Summerhill and via Summerhill’s website. The Okanagan Wine Festivals website will also feature a link to Summerhill’s website for purchasing of tickets. Media forums that will be used to generate awareness of ticket sales include the use of social media tactics. In addition to these online mediums, awareness will be generated through the use of print media which will be displayed in local restaurants and liquor stores where Summerhill products are sold. The major sales strategy that will be employed in the distribution aspect of the event is generating awareness, interest, and desire. Through consistent promotions via all media, this strategy will be achieved. 

The pricing strategy that Summerhill is using for the ‘Bubbly Bootcamp’ is cost oriented price setting. Summerhill would like to break-even with this event, but it is not necessarily a goal. This is because Summerhill is not focused on making a profit. Rather, Summerhill would like to gain a greater awareness of the local market. The price of the ticket will include a gourmet, organic three course meal, which includes fresh bread rolls, a choice of soup or salad, a choice of a variety of entrees, as well as a tasty dessert to finish off the night. The ticket price will also include appetizers, a tour of the winery, sparkling wine tastings, a bottle of sparkling wine and wine glass souvenir, and a $20.00 taxi voucher towards a safe ride home. Upon implementation of the marketing strategy it is important to ensure that a project timeline is set and followed, that all members of the event execution team know their roles and tasks, and that consistency is maintained.
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Appendix A-1: Summerhill Pyramid Winery Label
This is one of Summerhill’s current wine labels that will be used for the design of the labels for the ‘Bubbly Bootcamp’. The Summerhill logo and pyramid image with the vines will remain the same, as well as the handwritten script font. The guests’ name will be nicely written on the label, with ‘Bubbly Bootcamp’ written below. This will be followed by the details of the wine which will be written at the bottom of the label, as shown in the image above.

‘Bubbly Bootcamp’ Itinerary

4:30 – 5:00 

Mingle and Introduction in Summerhill’s Sunset Veranda

· Guests Arriving

· Appetizers

· Cipes Brut Dosage Tasting

· Wine Education with Eric von Krosigk

5:00 – 5:40



 

· Group One: Guests Making Sparkling Wine

· Group Two: Blind Taste Test Competition

· Group Three: Summerhill Tour
5:40 – 6:20 





· Group Three: Guests Making Sparkling Wine

· Group One: Blind Taste Test Competition

· Group Two: Summerhill Tour
6:20 – 7:00
· Group Two: Guests Making Sparkling Wine

· Group Three: Blind Taste Test Competition

· Group One: Summerhill Tour
7:00 and on 
· Three Course Meal in Summerhill’s Sunset Glass Room 
Appendix B-1: ‘Bubbly Bootcamp’ Itinerary

‘Bubbly Bootcamp’ Event Menu

STARTERS

Organic Fresh Rolls with Butter

*Choice of soup or salad 

Soup

Roasted Organic Heirloom Tomato & Coconut with Puffed Lentils

Organic Orange, Carrot & Miso Soup with Nori Crisps

Three Mushrooms with Roasted Garlic & Truffle Crostini

Salad

Wine Country Caesar, Summerhill Merlot Dressing, Caper & Lemon Drizzle, Parmesan Crisps & Croutons

Heirloom Tomato with Fresh Mozzarella, Red Onion, Fresh Basil, Virgin Olive Oil & Balsamic Vinegar

Heirloom Beet Salad with Goat’s Cheese Mousse, Hemp Hearts, White Balsamic Citrus Vinaigrette & Fresh Herb Salad

Mixed Organic Greens with “Summerhill Trail Mix”, Carmelis Feta & Tree Fruit Vinaigrette

ENTRÉE’S

Fresh Ocean Wise Sockeye Salmon Fillet with Flax Seed Crust & Summerhill Verjus Hollandaise 

Organic Free Range Chicken Breast, Crisp Sage Skin with Summerhill Ice Wine Mustartd

Baseball Cut 7OZ Organic Beef Strip Loin with Espresso Sea Salt Rub & Sauce Café Au Lait

Vegetarian Savoury Nine Grain Risotto with Three Cheeses & Fresh Cut Herbs, Sprouted Lentils & Beans

DESSERT

Chocolate Trio (White Chocolate Agassiz Hazelnut Bark, Chocolate Tuxedo Cake, Coconut Gelato Ice Wine Float) with Tuxedo Chocolate Dipped Strawberries 
Appendix C-1: ‘Bubbly Bootcamp’ Event Menu
Facebook Announcement:
Summerhill Winery presents Bubbly Bootcamp! This will be the ultimate ladies night out. On May 10, 2014 join us at Summerhill and experience firsthand how to create your own bottle of traditional sparkling wine. A fun filled evening will include creating your own bottle of wine, tastings and wine history, and a three course meal courtesy of executive chef Jesse Croy. This is an evening you don’t want to miss. And did we mention, you get to take your bottle of wine home! Tickets are limited – make sure you get yours today. Can’t wait to see you all there!
Buy your tickets here: http://www.summerhill.bc.ca/News-Events

Appendix D-1: ‘Bubbly Bootcamp’ Announcement
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Appendix E-1: Photo Contest Example
Twitter Post:
Join #Summerhill for the first ever #BubblyBootcamp it will be the ultimate #girlsnight filled with #sparklingwine and #amazingfood Buy your tickets here: http://www.summerhill.bc.ca/News-Events
Appendix F-1: Twitter Post

#BubblyBootcamp tickets are going fast, #2weeks before the event #gettickets now 

Appendix F-2: Twitter Post Closer to Event Date
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Appendix G-1: Print Media Advertisement
Events Marketing 

















