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Promotional Plan 

Executive Summary

In the late ‘70s Home Depot was just an idea that was developed by businessman, Bernie Marcus.  Today his vision continues to grow as an enterprise with more than 1,500 stores across the country and in Mexico, Canada, and Puerto Rico.

Bernie Marcus, along with his associates, developed the concept that the customers and customer service are the most important assets to The Home Depot.  The corporations employees are trained in customer retail as well as home repairs at Home Depot’s University.  The Home Depot gives back to the local communities where the stores are located.  The Home Depot sponsored the Olympics in 1994 and 1996, and after Hurricane Andrew associates helped with, as well as sponsored, some of the clean-up efforts.

One major goal of the corporation is to warehouse what every do-it-yourselfer needs so consumers from contractors to interior designers don’t have to shop anywhere else but at The Home Depot. And although a large part of Home Depot’s industry segments are self-employed professionals, the corporation also caters to homeowners and baby boomers.  

Currently The Home Depot has three major target groups: the do-it-yourselfer, the buy-it-yourselfer, and the professional customer.  But with this advertising campaign we will plan to add the “do-it-herselfer”.  We believe that in the past some women have felt too intimidated to shop or ask questions at The Home Depot, but the “Do-It-Herself” campaign’s goal is to counteract these feelings and let women know that they too, are valued customers.  

The objective of this campaign is to provide the incentive to motivate women no to become do-it-herself savvy.  We want to raise brand awareness to women in the United States by at least 50%.  To achieve this goal, we will take advantage of the partnership with The Learning Channel in getting our message out.  TLC’s intermediate do-it-herselfer, and host of Trading Spaces, Paige Davis, will represent The Home Depot in a plethora of TV, radio, magazine, and web ads, among other types of medium.  We will purchase spots on network and cable TV, then air our commercials during home repair shows.  The advertisements will emphasize the same message; empowerment and education of women in home repairs/projects.  

Another goal of this campaign is to increase sales volume by adding this segment of shoppers to our list of purchasers.  We believe that taking the time out to help potential do-it-herselfers will, help The Home Depot gain the trust and business of this group.

Although planning has started months in advance, the campaign will officially kick off on January 1, 2004 and last until June 20.  Throughout that time we will be adhering to an advertising schedule to promote the “Do-It-Herself” workshops.

Situation Analysis

The home improvement industry was changed forever when the first Home Depot stores opened in Atlanta on June 22, 1979.  The first Home Depot locations were attached to Treasure Island stores and stocked 25,000 products.  Today, the average Home Depot store is 109,000 square feet and offers over 35,000 products. 7   

Bernie Marcus developed the Home Depot concept in 1978.  While the idea was still in its developing stages, and before there were any stores, there were 20 associates working on formulating his dream.  Marcus’s vision was of warehouse stores, filled from floor to ceiling with massive amounts of merchandise, offering the consumer the lowest prices available.  His vision included having well-trained employees who provided exceptional customer service.  The first three warehouses opened up in Atlanta and the corporation acquired $7 million in sales their first year. 7 In their first five years, The Home Depot expanded into Florida, Alabama, Louisiana, and Texas.  The growth continues today with more than 1,500 stores in the United States, Mexico, Canada, and Puerto Rico. 18
In 1980, the most important asset for the growing corporation was the customer, so quality customer service was a high priority.  To achieve this customer service goal, regularly scheduled product knowledge training seminars began for employees, and UPC scanning and computerized checkout systems were installed to help service customers quickly. 17 

During the early to mid-eighties, The Home Depot continued to more than double its annual profits and in 1986 the corporation exceeded $1 billion in sales.  The Home Depot was named High Growth Retailer by Management Horizons in 1981, and Retailer of the Year by Building Supply Home Centers in 1986. 17 By the late eighties, The Home Depot began a satellite communication system and helped build Habitat for Home Depot homes down south. In 1980, the corporation started out with 8 stores and completed the decade with 118 stores.

The Home Depot always tries to help when needed, and in 1990 the corporation’s charitable contributions exceeded $1.8 million.  In 1991, the first EXPO design center was created along with the Olympic Job Opportunities Program. 17 In 1992, The Home Depot sponsored the ‘94 & ’96 Olympic Games, and Home Depot customers and associates helped to rebuild South Florida after Hurricane Andrew. 18 The Home Depot actively sponsors local trade shows, sporting events, and community projects.  

During the mid to late nineties, the corporation expanded into the Northwest and Midwest, and opened its first store in South America.  In 1996, The Home Depot passed its 500-store milestone. 7 In 1999, The Home Depot launched Home Depot University.  The University offers four-week modules presenting many facets of a home improvement topic.  The same year, The Home Depot associates received the President’s National Community Service Award, the Robinson Humphrey Alexander Award, given for Corporate Citizenship, and a Vision for America Award from Keeping America Beautiful. 3 The Home Depot started the 90’s at $3.8 billion in sales and ended the decade with an astonishing $38.4 billion in sales.

In the new millennium, Robert Nardelli was appointed President and Chief Executive Officer.  Internal operations expanded when the first stores in Texas, Mexico, Quebec and Argentina opened. 7 In addition, The Home Depot is reaching out to online consumers with the first e-commerce online store, launched for Las Vegas customers in 2000. 

The Home Depot began with a vision of warehouses stocked with a wide variety of items and grew to encompass many regions of the United States and a few areas abroad.  The growth continues today with over 1,500 stores, with a new store opening on the average of every 43 hours. 7

The Home Depot has made its mark on the business world for having remarkable customer service, but the corporation’s greatest service is its ability to pay close attention to the changing demographics of its industry segment.  Whether the customer is an electrician or a homeowner, The Home Depot intends to have what every do-it-yourself customers needs by means of constant surveillance of the consumers.  The Home Depot’s success in gaining do-it-yourself customers is based on a simple formula: a broad selection of products, low prices, and exceptional customer service. 19
American do-it-yourselfers spent approximately $100 billion in home improvement products in 1997. 19 This important consumer group is getting larger and more confident about taking on home projects every year.  Additionally, constant demographic changes are taking place within this group.  These changes have important implications on the future of the home improvement industry, and The Home Depot is readying itself and prepared to change for this industry segment. 20


The rate of home ownership in the United States continues to grow as first-time buyers enter the housing market at a rapid pace, and baby boomers move in force to more expensive homes and second homes.  During 1997, single-family homes sales reached an all time high. 20 In addition, studies show that the average age of existing homes continues to increase, and people are staying in their homes later in life.    

A merchandising team has been put together to work with store associates to constantly find new ways to improve the mix of products in The Home Depot stores.  This is for the do-it-yourselfer who wants new and unique products at an affordable price.  The Home Depot has built customer loyalty by offering a variety of quality items that can only be found in The Home Depot stores, including brands like Behr and Husky.19

The current mortgage boom, inspired by the 40-year low interest rates, continues to surge on.  The effects on the housing industry have been swift and have created a rise in activity in all housing-related industries, all of which benefit The Home Depot.  And for now it appears that this trend will continue, as the Federal Reserve is more concerned about deflation than inflation, and continues to keep the interest rates at their record lows.3

The Mortgage Bankers Association is forecasting $3.02 trillion in loans this year and that 2003 will post a new record for the number of homes sold.  The low interest rates will not only foster an increase in home sales, but an increase in mortgage refinancing as well.  Approximately one-third of the extra cash these homeowners acquire will go right back into their homes in the form of home improvements.3

 
According to a report published by Retailing Forward, retailing in 2010 will be a “whole new ball game, with new rules, new roles, and new relationships.” 13   Consumers will be in the driver’s seat, forcing retailers to find new ways of meeting consumer demands.  Consumers have become more cautious due to the recession and the ongoing terrorist threats, creating an uncertain business environment.  In addition, technology continues to change the dynamics of the buyer-seller relationship, giving consumers unprecedented control in the marketplace.13

While the housing market has kept the economy afloat in recent years due to low interest rates and the rising wealth of baby boomers, demographic trends could shift the dynamics in the market in the near future.  While the baby boomers, born between 1946 and 1964, have kept the market steadily rising, the smaller generation of baby busters, born between 1964 and 1975, could lower housing demands creating a pause in the booming housing market. This may also lead to home improvement and remodeling overtaking the new construction market in this decade.15

The Home Depot has three primary target groups; do-it-yourself customers, buy-it-yourself customers, and professional customers.  The do-it-yourselfers are typically homeowners who purchase materials and complete their own projects.  The buy-it-yourselfers are typically homeowners who purchase their own materials and then hire third parties to complete the project or installation.  The professional customers include general contractors, professional repair/remodelers, and tradesman.1  

A sub-group of the do-it-yourselfers is the do-it-herselfers.  While the nesting trend was getting big even before 9/11, it has continued to grow since then.  People are doing more in their homes and entertaining more in their homes, all of which drives more interest in do-it-yourself projects.  In a survey by Forrester Research, 45% of all women in the United States had visited Home Depot or Lowe’s at least once in 2002.  In a survey released last year, Lowe's found 94% of female homeowners undertake home improvement projects on their own at least once every five years. 20
With 500+ stores over its nearest competitor, The Home Depot is the ‘king of the hill’ in the home improvement market. The top three threats to The Home Depot are Lowe’s, Menard and TruServ. 18 With Lowe’s move into the West Coast market, The Home Depot will have to expend more resources and rely on personal selling by the sales force and superior customer service to avoid a loss of customers.2


Home Depot carries over 35,000 products in its stores including building materials, home improvement products, appliances, interior design products, and lawn and garden accessories.7 Over 70 percent of the products in the stores have been chosen due to customer suggestions. The company puts a great deal of effort into ensuring variety in its huge, in-store product line, with the number of products offered tripling in the last 15 years.  Large appliances, including washers, dryers, and refrigerators, are the most recent additions to the product line.5

The Home Depot currently imports products from over 40 countries.  China provides the largest volume of imported goods, which include bath accessories, faucets, lighting fixtures, fans, flooring, hardware, and tools.  The relationship with China allows the company to provide its customers with quality, value, and innovation.7

According to chief executive, Arthur Blank, "We're in the relationship business, not the transaction business. People can buy this merchandise somewhere else. The challenge is always remembering to walk in the customer's footsteps, not our own."5 One of the ways the company meets this challenge is with in-store workshops.  The workshops provide one-on-one professional instruction in the use of hand tools and woodworking.  These workshops cater to do-it-yourself customers of all ages.  There are workshops designed especially for children,8 but the latest workshop offerings have been designed for women.  With the ever-increasing popularity of television programming like Home & Garden Television, Trading Spaces, and While You Were Out, women have become hooked on home-improvement projects and are flocking to The Home Depot stores to find what they need to complete their projects.  The women are taught how to operate power tools, install outdoor lighting, and build patios and walkways.14

One of the latest trends in the retail business is automated checkout.  The Home Depot is installing automated checkout lanes in over half of its stores this year.  This technology will help speed up service without the expense of extra employees.  Tests showed that the innovative technology reduced wait times by up to 30 percent.  Approximately a third of the customers now use the self-checkout lanes.9

In addition to increased offerings in the ‘traditional’ stores, the company has over 50 EXPO Design Centers.  These centers feature design consultants and provide high-end kitchens, bathrooms, lighting, appliances, and carpets.7

The Home Depot is the world's largest home improvement retailer and is the second largest retailer in the United States, with fiscal 2002 sales of $58.2 billion.  The Home Depot common stock has been publicly traded since 1981 and is listed on the New York Stock Exchange under the symbol "HD."  Home Depot is the fastest growing retailer in U.S. history.  The company was the first to reach the $30 billion sales mark, the $40 billion mark, and now the $50 billion mark.  Over 22,300,000 customers visit Home Depot every week and, as of the end of the 2002 fiscal year, there were 300,000 associates around the world.  The Home Depot has sourcing offices in China and stores in the U.S., Mexico, Canada, and Puerto Rico.  The Home Depot employs more Olympic hopefuls than any other U.S. company through its Olympic Job Opportunity Program.  The Home Depot operates over 600 Tool Rental Centers and has more than 1,150 stores with Pro services.7

In 2001, The Home Depot acquired Total Home, the second largest home improvement retailer in Mexico, and the four-store Del Norte home improvement chain in Mexico. Since then, more stores have been constructed in Tijuana, Cualican, and San Luis Potosi and more sites in Mexico are under consideration for development in 2003.7

The Home Depot had a difficult year in 2002, with stock prices declining.  Much of the decline has been attributed to the sluggish economy, inconsistent customer service, messy stores and out-of-stock goods.  To correct these problems, The Home Depot has hired additional full-time employees to ensure well-stocked shelves and consistent customer service.  

The Home Depot generates $2 billion annually in free cash flow and carries very little debt.  The Home Depot has approximately $4.3 billion in cash and has a debt-to-equity ratio of only 6.4 percent.7   The Company reported net earnings of $907 million for the first quarter of 2003 compared with $856 million for the same quarter in 2002.2

The Home Depot is beginning to bounce back from their slump by introducing new products, increasing overall inventory levels in the stores and releasing a cohesive, nationwide marketing program.  While The Home Depot’s original design was set up for contractors, 4 they have released a marketing program aimed at attracting more women shoppers to the stores.12

The Home Depot plans to spend $250 million to remodel their stores this year.  A new signage package is part of this project.2   There are plans to open 200 new stores this year, so the remodeling projects will not be completed as quickly as they would like.12  


 The Home Depot has recently been awarded a government contract that allows the company to start selling to a wide range of government agencies.  The federal contract allows The Home Depot to sell products under pre-negotiated terms that bypass the lengthy bidding processes and significantly speeds up the purchasing process. 6 Officials at The Home Depot expect this move to provide substantial profits for the company.

One of the challenges facing The Home Depot is the ability to sustain the phenomenal sales growth, which has been in excess of 23 percent per year, which investors have become accustomed to.  Sales rose less than 9 percent last year and are anticipated to grow between 9 and 12 percent this year.  New stores have driven most of the sales growth, but finding good store locations is becoming increasingly difficult.  In addition, they are experiencing the pinch of cannibalization since the stores are becoming closer together. 

Like retail pioneers before them, The Home Depot has found that being a mature industry leader is as tough as being a feisty upstart.  "What got us to the first $50 billion will not get us to the next $50 billion," said Carol Tome, The Home Depot’s chief financial officer.  "Things have to change. We're going through the natural lifecycle that every company goes through.15
The Home Depot is currently in the midst of redesigning their distribution system.  The Home Depot has been moving more toward cross-docking facilities, which it calls "transit facilities," to gain more control over its logistics. Traditionally, the retailer has relied on vendor deliveries directly to its stores.17 This restructuring is being done in an attempt to shorten the length of the trade channel.  In the past, a product that a Home Depot customer bought went through the hands of The Home Depot, a vendor, a wholesaler and a distributor. By building its own distribution centers, The Home Depot will be able to cut out the middleman and get supplies directly from the manufactures.16 The Home Depot will be able to save money by building their own distribution system, and will be able to pass the savings on to the consumer in the form of lower prices.


The Home Depot has many partners that help facilitate its operations. These range from lumber mills to cabinet shops. They even contract with manufactures in China to make Home Depot exclusive items. Vendors play an ever-diminishing role in the company, but at present they help keep the store shelves filled and stock outs to a minimum.17 

Objectives

The focus of this marketing campaign will be to inform, inspire and motivate women to take on more home improvement projects by providing a toolbox of knowledge and high quality merchandise to complete their projects.  The communication objectives are as follows:

· Communicate Home Depot’s superior brand performance to women between the ages of 19 and 60 with a series of national advertisements.

· Increase the Home Depot brand name awareness for women between the ages of 19 and 60.

· Building on the exclusive partnership with The Learning Channel, provide top-of-the-mind awareness that equates home improvement to The Home Depot.


The sales objectives are as follows:  


· Encourage women to try The Home Depot, at least once for their home improvement needs by sponsoring “Do-It-Herself” workshops that show women just how simple home improvement projects are.

· Encourage the already “handy” women to use The Home Depot, rather than the competitors. 

· Stimulate women to equate all of their home and garden needs to The Home Depot.

Budgeting & Resource Allocation

	Budget Breakdown For the Home Depot Promotion Plan

	Budget for Advertising 

	Market Research
	$1,500,000

	Message Research 
	$1,500,000

	Production Costs

-18 30-second commercials at $250,000 each 
	$4,500,000

	Media Costs:
	

	Network Television

295, 30-second spots at $105,000
	$31,000,000

	Cable Television

4300, 30-second spots at $10,000
	$43,000,000

	Bus Board

3 months at148 different locations at $2,700 each
	$4,000,000

	Billboards

6 months at 100 different location at $60,000 each
	$6,000,000

	Magazine
2 ads per issue of 10 different magazines for six months at $75,000 per ad
	$9,000,000

	Radio
285, 30-second spots at $3,500 
	$1,000,000

	Total
	$94,000,000

	Account/Personal/Travel Expenses
	$1,000,000

	Agency Fee

5% of total budget ($150,000,000)
	$7,500,000

	
	

	ADVERTISING TOTAL                                               
	$110,000,000

	
	

	
	

	Budget for Sales Promotion

	Coupon Redemption
	$15,000,000

	Do-It-Herself Workshops
	$20,000,000

	Point of Purchase Display

- End Displays, Banners, Cutouts 
	$5,000,000

	
	

	SALES PROMOTION TOTAL
	$40,000,000

	
	

	BUDGET TOTAL
	$150,000,000


With a fixed budget the funds-available method is the best way to break down the allotted amount of money. As the table above shows, the first and most substantial portion of the budget is advertising. To get this promotion started, research must be done to find suitable markets and a message that communicates with The Home Depots target markets. With a budget of $1.5 million for both market and message research, a top notch facility such as 20/20 research will be able to find The Home Depot’s correct markets and test the proposed commercials. The plan calls for 18 different, 30-second commercials at a cost of $250,000 each. These commercials would be aimed at and tested on women by a research facility of our choosing. 

The biggest portion of the advertising budget is obviously media space. Comprised of 6 main parts, media space absorbs $96 million of the overall promotion budget and takes a multi-pronged approach at reaching The Home Depot’s target audience. The first $31 million is earmarked for network television (ABC, NBC, CBS, etc).   This buys approximately 11.5 prime time, thirty-second spots a week for six months. Run on shows like Will and Grace, which typically have a higher percentage of female viewers, these prime-time ads will economically reach The Home Depots target audience. The largest purchase of media space will be on cable television. Purchasing over 4300, 30-second spots, at an average of $10,000 each, The Home Depot will be able to run one commercial per hour for the entire six months of the advertising campaign if it chooses to do so. Top cable television prospects include: Oxygen, Women’s Entertainment network, The Learning Channel and the Discovery Channel. 

Based on information obtained from market research, the next $10 million will be invested in billboards and transit advertising. The $6 million set aside for billboards will provide the Home Depot with over 100 locations to post their message for the entire 6 months of the campaign. The $4 million set aside for transit advertising will give The Home Depot three months of exposure in 148 different urban locations. The next $9 million is set aside to run two ads a month in ten different magazines. At almost $75,000 per ad, a heavy emphasis will be placed on exactly where the ad gets placed. With negotiations, back cover ads as well as centerfold ads could easily be secured. The final $one million for media space will be spent on 30-second radio spots. At $1500 the Home Depot will be able to purchase over 660 spots. 

The last $8.5 million of the advertising budget will cover personal/travel expenses and the advertising agency’s commission. $1 million will go to miscellaneous expenses associated with carrying out the promotion plan and $7.5 million will go to the agency that is implementing this plan. The fee of $7.5 million is calculated on a flat rate of 5% of the total budget (150 million x 5% = 7.5 million).

The final $40 million of the total budget is going to be spent on sales promotion. Of that $40 million, $15 million is going to be reserved for coupon redemption. Printed in magazines and passed out at the “Do-It-Herself” workshops, these coupons will be used at the cash registers to reduce the price of specially picked items. Requiring approximately $20 million, the “Do-It-Herself” workshops will need basic hand tools and supplies. With  $27,000 going to half  of the 1,500 stores, these rewarding workshops will help teach women how to tackle home improvement projects and distribute coupons that will allow these women to get started on their first project at a reduced price. The final chunk of the sales promotion budget will go to point of purchase displays. This $5 million will buy end displays, cardboard cutouts, banners and posters for all 1,500 Home Depot Stores.   

Strategy

The promotional activities in this advertising campaign will be linked using integrated marketing communications (IMC).  All of the advertising will be cohesive and contain the same basic message.  Understanding our target market, women do-it-yourselfers, ages 19 to 60, is the driving factor for how the promotional plan will be implemented.  The campaign will begin with national television advertising and expand across the company’s total marketing effort, which will include radio, print, collateral materials, outdoor and Internet advertising.  

Building on the exclusive partnership with The Learning Channel, The Home Depot will attract women to the stores by encouraging women to attend “Do-It-Herself” workshops.  Women are tuning in to home improvement television programming in ever increasing numbers, making a cable network and national television advertising campaign a primary focus of this campaign.  The television advertising will focus on branding and will include an element of direct response advertising as well.  The ads will end with a pitch to encourage women to take action.  The action includes coming into their local Home Depot store, logging onto the website, or calling a toll-free number to sign up for one of the “Do-It-Herself” workshops.  The advertising will highlight the relationship between the customer and The Home Depot that transcends the traditional shopping experience.  Improving skills and building confidence through the workshops, The Home Depot empowers women to accomplish meaningful projects and make their homes a better place to live.  The ads will run concurrently with home improvement television programming and other programming aimed at women viewers.  

Advertisement in women’s magazines and home & garden magazines will carry the same message and will include a sales promotion in the form of a coupon at the bottom of the advertisement.  The coupon will offer an incentive to bring a friend to the workshops, taking advantage of many women’s desire to work with a friend rather than alone.  

Billboard advertising will be implemented in the top 20 markets to further promote brand awareness and reinforce the impact of the broadcast and print campaigns.  These billboards will be located where they can direct consumers to the nearest Home Depot store.  Advertisements on transit buses in the same designated market areas will further enhance our campaign.

Internet advertising will include promoting the web page, banner ads on related websites, building a database of permission email groups, and providing a link on the website for discussion groups.  Consumers will be able to log into the website and find out what the upcoming workshops will be covering and directions for signing up for them.  The website will also provide links to discussion groups, eventually expanding into other areas.  

Point of purchase displays will be placed in all of the stores.  These displays will include collateral materials that explain the “Do-It-Herself” workshops and will contain the same sales promotion coupons as the ones used in the national print campaign.

The Home Depot plan looks at a synergistic approach to attracting more women to the stores.  Paige Davis, the popular host of Trading Spaces on The Learning Channel, has been selected as the spokesperson for our campaign.  She will appear in our TV, radio, print and billboard ads for the next six months.  When women see her in our ads, they will recognize her and want to shop where she shops. Paige Davis portrays herself as a fun-loving, intermediate do-it-yourselfer, who will not intimidate the newcomer to the home improvement arena.  We want women to consider that if Paige Davis shops at The Home Depot and makes home repairs, any woman can do the same.


Paige Davis has a very distinct voice, which will be recognized by the loyal audience of the Trading Spaces program.  The idea is for listeners to associate Paige’s refreshing personality with the employees of The Home Depot.  We want women to believe that they will be treated equally and with courtesy at The Home Depot. 


Billboard, collateral, and outside advertisements with Paige Davis’ face on them are important as they reinforce the messages contained in the rest of the advertising campaign, integrating the entire project.  The advertising itself will be designed with the goal of leaving consumers with a positive feeling of The Home Depot.  

Execution

  The media-scheduling strategy used for this campaign will be pulsing.  There will be some elements, including P-O-P, collateral, and outdoor advertising that will be released on a continuous basis, while the television advertising, print and radio advertising will be presenting using flighting techniques.

The “Do-It-Herself” campaign officially starts January 1, but the consumer ‘teaser’ will be released in December.  Beginning December 20, The Home Depot website will give visitors a heads up that something special is in store for women in January.  Our strategy is to build curiosity so the women will look to January 1 with anticipation.  


On January 1, our first ads will air on radio, cable, and network television, and will appear in newspapers, and magazines.  The details of the campaign will also be revealed on The Home Depot website.  The information will encourage women to come to the store for one of the new “Do-It-Herself” workshops and will include an incentive to bring a friend.  It will also point them to the store for more information.  Point-of-purchase displays will be located in the front of all Home Depot stores.  On January 30, we will release our second radio, TV, and magazine advertisement.   


Billboards, transit advertising and permission e-mails will be released February 1 to put this campaign in full swing.  On February 30, the third Paige Davis TV, radio, and magazine advertisements will be released.  At this point, we will increase the frequency and number of radio and television ads and focus on getting our message out via all of the planned mediums.  


The pace will slow some in March.  The advertising will continue to appear, but in fewer markets.  On March 30, the next series of advertisements will be released.


To keep the message consistent and exciting, the ads will be modified for the website and print materials. On April 30, The Home Depot website, newspaper, and billboard ads, along with the point-of-purchase displays, will be updated to replace the old advertisements.  On April 30, the next in the series of ads will appear in TV and radio advertisements.


Our final commercial shoot with our Home Depot representative is schedule for May 13, with the release date of May 30.  This will be the last set of ads that will be aired in this campaign.

Evaluation

The evaluation process will involve surveying consumers to find out what their attitude about the Home Depot is and find out if they have positive or negative feelings or emotions related to the Home Depot name.  The evaluation will be performed using pre and post-testing situations in a theater environment.  The post-testing will include questions that test for recall, recognition, awareness, attitude, and behavior-based measures.  

We will also evaluate the campaign by surveying women via direct mail as well as intercept questioning at malls.  We will provide a link on the website where consumers can click through and evaluate the campaign.  Valuable coupons will be given to participants.  The redemption rates for these coupons will provide an easy way to measure the success of this piece of the campaign.  We will examine the redemption rates for the print coupons as well, to determine how effective this portion of the campaign was.  The coupons will have codes that identify where they originated, which will allow us to determine the most successful medium.  
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