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Husky Agency is a student service-learning experience for aspiring strategic communications professionals at St. Cloud State University.
The agency and online platform launched in fall 2016 and is located at huskyagency.org. The work of Husky Agency closely follows along
the lines of the newly revived St. Cloud State University Chapter of the Public Relations Student Society of America. The pro bono
student agency aims to be a leading student-run strategic communications firm that helps develop students professionally while
providing high quality work that meets and exceeds clients’ needs.
For additional information, please contact:
Assistant Professor Jannet Walsh
320-308-5258
jlwalsh1@stcloudstate.edu
St. Cloud State University
Department of Mass Communications
125 Stewart Hall
St. Cloud, MN 56301-4498

Husky Agency worked with the Chamber on the St. Cloud Area Business Showcase campaign in a professional and ethical manner. We
were attentive and flexible to the client’s needs and modified plans accordingly. Upon completion, we achieved all of the objectives, as
well as carried out the campaign with careful attention to deadlines.

Husky Agency worked together with our background in studying mass communications, strategic communications, advertising, public
relations, journalism, marketing, graphic design, social media, video and web design. We are proficient in Adobe Creative Suite, including
Photoshop, InDesign, Audition, Illustrator, and Premiere Pro, as well as Microsoft Office and WordPress. We are able to create press
releases, newsletters, blogs, videos, posters, scripts for public service announcements, website improvements, and social media plans.
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The St. Cloud Area Chamber of Commerce hosts the St. Cloud Business showcase featuring local area business. The Chamber is
celebrating 150 years as a local organization supporting economic, education, and workforce development. In 2017, the Showcase
launched as a private even for Chamber members only. This year, the Showcase will be open to the public for the first time giving them
the chance to meet with local businesses. 10% of the participating businesses will be local companies that are not members of the
Chamber.
Our campaign is to carry out a comprehensive promotional campaign for the St. Cloud Area Business Showcase utilizing traditional and
new media tactics. The goal was to address as many campaign objectives as possible by Feb. 22, 2019 and deliver the campaign
collateral to the Chamber.

The Chamber is an organization supporting business connections, community impact, and economic prosperity located in St. Cloud,
Minnesota. The Chamber was established in 1869 and have grown from a small commercial club to a regional chamber with over 1,000
members and affiliations. The Showcase began as a private event for members only. This is the first year that the Showcase will be open
to the public for a $3 entrance fee.
The Showcase can be found online at: StcBusinessShowcase.com.
Within a 50-mile radius of St. Cloud, there are more than 10 competing Chambers. Some of these are the St. Joseph Chamber of
Commerce, Becker Chamber of Commerce, Monticello Chamber of Commerce & Industry, Buffalo Area Chamber of Commerce &
Tourism Bureau, Little Falls Area Chamber of Commerce, Princeton Area Chamber-Commerce.

• Professional, with three years of experience with
Showcase.
• 150th year of the Chamber
• A clean and safe environment for Showcase
• Affordable entrance fee, $3
• Almost 1,000 Chamber members
• Credible image for Chamber and members
• Education for members
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Snapchat filter
Logo update
Career opportunities for area college students
Opportunity for public to meet local businesses in
one location in a short period of time
• Field test products and services at Showcase
• Potential to reach broad audience
• Build partnerships with other SCSU campus
departments, such as Career Center and Business
School to encourage students to attend the event

Potential for unreliable volunteers
High membership fees, starting at $400
Event is on a Thursday
Rules and regulations set by the St. Cloud Rivers
Edge Convention Center
• Potential for unreliable volunteers

Public’s lack of knowledge of event
Weather
Other regional events going on at the same time
Must pay for parking
Potential for low attendance

As an agency, we did not conduct much secondary research. We searched Google to see if there were any Chambers of Commerce in
the areas surrounding St. Cloud. To our surprise there were around 10 Chambers within a 50-mile radius. Along with conducting a
website review, the agency also viewed other Showcase websites to gather some ideas we could suggest to the Chamber to enhance the
St. Cloud Area Business Showcase website. We included a list of the nearby Chambers in our campaign proposal. Mitchell Abraham and
Dhinesh Nagendran included screenshots of similar event webpages for the Chamber to use as reference for a website redesign.

Client meeting with Sherri Wegner, conducted on January 17, 2019
Our method of gathering information for our primary research was meeting with the Special Events Coordinator of the St. Cloud Area
Chamber of Commerce, Sherri Wegner. Through this meeting we were able to gather the information the agency needed in order to
begin working on the campaign proposal.
When going over the strengths of the Showcase, Sherri said that it was an opportunity to go in and find businesses that you may not
know about, as well as visiting a lot of businesses in a short amount of time. She also mentioned that some food vendors will make food
that has not been released yet and attendees have the option to try them out.
Sherri mentioned that some of the weaknesses of the event were that it is membership driven, so the general public has to pay to
attend. Also, the event relies heavily on the effort of volunteers, and since they really do not have any skin in the game and cannot be
fired, there is the possibility that they may not show up.
When looking at the opportunities and threats, Sherri said that if the event is done right, it can reach a lot of people. She also mentioned
that the Chamber is considered credible, which may attract people to attend. The only threat Sherri brought up was that there could be
other events going on at the same time as the Showcase.
Sherri informed the agency that two of the main objectives was creating a social media campaign and increasing the attendance from
300 last year to 400-500 this year. The agency also asked who she thought the target audiences were and she saw the business
community/professionals as the primary audience and students as the secondary audience.
With all of the information the agency gathered from this client meeting, we were able to get a good start on creating the campaign
proposal.

After talking with Sherri, we were able to define our target audiences based on the details of the event and what the Chambers goals of
the event were.

Primary Audience: Business and professional community
Secondary Audience: Area college students
Third Audience: General public
1. The St. Cloud Area Business Showcase is designed to build and promote the business community in the St. Cloud area.
2. The event is a great opportunity to learn about many businesses that you may not be familiar with.
3. The ability to network with countless businesses in a short amount of time.

As an agency, our mission with this campaign was to fulfill the goals of the Chamber to the best of our abilities. Husky
Agency created a campaign with the main objective of raising awareness of the St. Cloud Area Business Showcase. By
raising awareness of the event, it could increase attendance and even encourage new members to join the Chamber.

Overall promotion of the St. Cloud Area Business Showcase
Create an overall strategic plan to increase awareness of the Showcase using traditional and digital media forms.

Strategy 1:
Craft a relevant campaign that resonates with our intended audiences.
Tactic 1:

Press Releases: Create one press release for general public, second for college audience.

Tactic 2:

Public Service Announcements: Create one press release for general public, second for college audience.

Tactic 3:

Flyer: Create one press release for general public, second for college audience.

Tactic 4:

Media Pitches: Emails to promote event

Tactic 5:

Fact Sheet: Overall details about event

Tactic 6:

Media Kit: Details for vendors and media

Tactic 7:

Newsletter content, text

Tactic 8:

Logo

Website review and design
Provide suggestions to update the Showcase website and recommendations to create a new website design.

Strategy 1:

Agency will review the Showcase website, provide a list of suggestions for possible updates.
Tactic
1:

Website review

Social media campaign
Create an overall social media campaign to promote the Business Showcase.

Strategy 1:
A social media calendar will be created for each platform with dates, text, images, and maybe video.

Rationale:
Tactic
1:
Tactic
2:
Tactic
3:
Tactic
4:
Tactic
5:

Facebook
Instagram
LinkedIn, blog
Snapchat filter
Twitter

Increase attendance of Showcase
The other objectives and tactics for the campaign will be used to increase the attendance to 400-500 people. (2018
attendance was 300)

Strategy 1:
Traditional and digital tactics will be used to increase awareness of the Showcase and potentially increase
attendance.
Tactic
All campaign Tactics, traditional and digital.
1:

As an agency, we all worked together to create an overall strategic plan to increase awareness of the Showcase using traditional and digital
media forms. This objective had 8 tactics and we executed each one.
- The agency created a press release for the general public with the date, time, and location of the event. It also included details
regarding what the event is, a few bits of information about the Chamber, and the entrance fee. Jaycee Thompson and Chloe Holland
created a press release for the college audience. It included a quote from Andrew Ditlevson pointing out the benefits for college
students to attend an event like the Showcase.
- There were public service announcement scripts created by Kyra Bennetts and Libbie Hein.
- There were several flyers created by Kate Smith, Dhinesh Nagendran, and Jels Quiah.
- Jaycee Thompson and Chloe Holland created multiple media pitches which included and email press release, an email to multiple
journalists press release, an email to reporters including photos and videos after the event, and an email thanking reporters.
- Jaycee Thompson and Chloe Holland created the fact sheet which included details about the event from the time, day, and location,
the entrance fee, the time of the Xbox giveaway, cash bar and food sampling, and the amount of Chamber members. Also included
was were links to the Showcase website and Sherri Wegner’s contact information.
- The media kit was also created by Jaycee Thompson and Chloe Holland, which included Sherri Wegner’s contact information to
make it easier for reporters and news outlets to understand the Business Showcase. There was a section regarding the Showcase
information, with the event location and a map. Another section was for accommodations to find area hotels, restaurants, and
businesses. There were also all of the social media links for the Chamber’s Facebook, Twitter, YouTube, LinkedIn, Instagram, and the
Showcase Facebook. The final section of the media kit was visual assets which stated that the Showcase logo and the SCACC logo
should not be altered in any way.

- Mitchell Abraham created the newsletter content for the Showcase.
- The agency felt that the logo could use an update in order to be clearer that it is the Business Showcase. Autumn Albers created a
new logo as a suggestion.

- In class, we worked together on the website review of the Showcase. We all put out ideas on ways it could improve and
Mitchell Abraham and Dhinesh Nagendran put together the actual website review document. They provided a comprehensive
list of suggestions for the desktop, mobile, and tablet sites in order to make them more user friendly and aesthetically pleasing.
Also provided, were countless of other examples of Business Showcase event websites to use as a reference or to gain design
inspiration from.
- After hearing back from Gail Ivers, she informed us that the website review was extremely helpful, and they were able to make
the appropriate corrections. She informed the agency that thanks to our critique, the Chamber has decided to create an entirely
new special events template, which is currently under construction.

-Autmn Albers and Daisha Collins created a social media calendar which included dates, times, and the content to post. There
were around 40 posts created for use on Facebook, Twitter, and Instagram. As a team, we decided against creating a Snapchat
filter as the budget did not allow any funds to be set aside for it.
- The newsletter content that Mitchell Abraham put together was also created with the intent to be posted on the Chamber’s
LinkedIn and blog to promote the Showcase.
- While the Chamber did not use the posts that were created, the agency still feels that this objective was successful because we
were able to complete it within the deadline and were able to create a number of creative posts.

- After getting in contact with the Chamber after the event, we learned that the overall count of attendance was around 350.
While the Chamber did not meet their goal of 400-500, as an agency we feel that had the Chamber used the tactics we

suggested in our campaign proposal, the attendance would have reached their goal. We monitored the Chamber and
Showcases’ social media accounts closely and they did not use the posts we created, however, we are unsure if our campaign
proposal was even reviewed or considered. When reaching out to the Chamber following the event, it came to our attention
that Sherri Wegner was no longer working there, making it unclear if she had passed our campaign proposal along to the
appropriate person.

Following the event, the Campaign Manager, Chloe Holland reached out to Gail Ivers, the Vice President for the Chamber, asking several
questions, one of them about media coverage of the event. When asked if the Showcase received any media coverage, Gail Ivers
responded saying, “No, but that’s not entirely surprising. It’s not a particularly ‘news worthy’ event. She also told us they were not
featured in a local paper and did not purchase a slot on a local network radio station. However, they did ‘purchase’ a sign from a
billboard company, which was a trade for another event.

Marketing, strategic
communications budget

1

$1,000

$1,000

Husky Agency staff, 9
members, pro bono

9

$0

$0

Sheri Wegner, included in
salary

1

$0

$0

Abby Jonio, internship unpaid

Total

1

$0

$0
$1,000

Husky Agency worked extremely hard on this campaign, ensuring to have everything completed by the deadline. We all had our own
projects to complete, but overall it was a team effort. We feel that had the Chamber used the materials we sent, they would have
reached the goal for attendance. If they would have used the press releases and the documents included with the media kit, they easily
could have had some media coverage; this would have increased attendance as well. I feel that we created a campaign that would have
been very successful in achieving each goal the Chamber had in mind.
As I mentioned in the evaluation part of objective 4, we learned that Sherri Wegner was no longer working for the Chamber. After
getting in contact with the Chamber’s Vice President, Gail Ivers, she answered our questions as thoroughly as she could. Since we are not
sure when Sherri Wenger left the Chamber, it is possible that they did not use the materials we sent because they were overwhelmed
with her absence. Again, this is just speculation, as we are not even sure if everything we created was even considered or reviewed.
I do feel that working with the Chamber was beneficial as mass communication students because it gave us some experience working
with an actual client and creating a campaign for a real event. The knowledge and skills we gained from this experience is something we
will all be able to apply in future projects we work on.
Campaign Proposal

Press
Releases

Media Kit

Media
Pitches

Social Media
Posts

