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Section I: Executive Summary  
 

SMADvertising presents this advertising campaign to the board members of the Friendly 
City Food Co-op (FCFC) as a framework for the future advertising efforts of the organization.  
Over the course of the semester, SMADvertising has reviewed the strengths, weaknesses, 
opportunities and threats for the FCFC and subsequently determined that the main goals for the 
FCFC will be to increase membership to 1,000 total shareholders, to raise awareness of co-ops in 
the Harrisonburg area and to educate people on the benefits of being a shareholder for the 
organization.  SMADvertising has determined that the FCFC’s primary targeted public is 
middle-income women aged 30-55 years old, and its secondary targeted publics are 
Mennonites/local farmers and Academia. 

SMADvertising has made the decision to stick with FCFC’s existing “Buy Fresh, Buy 
Local” slogan because we feel that it encompasses the core values of the FCFC.  With the 
knowledge of targeted publics and the goals being set, SMADvertising has created several 
advertising strategies that will help FCFC to accomplish their goals.  These strategies have been 
separated into three categories:   

First, Internet and interactive advertising has been created that includes a Facebook Fan 
Page, a video available on YouTube.com, an online brochure, online advertisements, and a 
suggestion of a Twitter page.  Second, sales promotion has been created that includes an 
informative poster, traffic advertisement, postcard to be mailed out, brochure, business card, 
news advertisements and radio advertisements.  Third, SMADvertising has created a sample 
news release for the FCFC to use to boost their public relations. 

SMADvertising has created these advertising strategies so that the utilization of any or all 
of them will help to move the FCFC towards their ultimate goal of 1,000 member shareholders. 
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Section II: Situation Analysis 
 

A. SWOT Analysis Matrix 

 
 

Strengths: 
 

• Mission Statement 
• Supporting local community 
• Already reached halfway point for 

membership quota 
• Local foods are fresher  
• Reduction of carbon footprint  
• Stimulates local economy 

Weaknesses: 
 

• No physical location yet 
• Not enough members 
• Lack of funding 
• Relatively high share price might 

deter potential shareholders 
• Lack of community awareness 
• Misunderstanding of co-op definition  
• Shortage of personnel  

Opportunities: 
 

• Support other local businesses 
• Preserve green space 
• Improving communal environment 
• Educate public on healthier and safer 

eating practices 

Threats: 
 

• Economic recession 
• Local foods are limited by season 
• Large grocery chains 
• Farmer’s Market present 
• Not getting enough members 
• Lack of local vendor participation  
• Lack of local enthusiasm  
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Section III: Problem Statement 
 

If the Friendly City Food Co-op does not reach 1000 shareholders, then the Food Co-op 
will fail to open as originally planned.  Right now there are currently just over 500 members after 
three years of recruitment efforts and many potential members may be discouraged by this fact.  
Currently many members of the community are not aware of what a co-op is and do not know of 
the Friendly City Food Co-op’s existence.  The advertising and public relations department have 
not instituted a uniform brand image, which adds to confusion in the community and reflects 
poorly on the co-op’s overall efforts.  If Harrisonburg & Rockingham county residents do not 
become aware of what a co-op is and how it will potentially impact the local community, they 
will not become a shareholder or an investor and the result will be company failure.   
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Section IV: Goals and Objectives 
 
 
Goal: To raise awareness of co-ops in the Harrisonburg area and educate people on the benefits 
of being a shareholder. 
 
Goal: To increase membership to 1000 total shareholders. 
 
Communication Objective: To have 25% of each of our targeted publics, being middle-income 
women aged 30-55, Mennonites/local farmers and Academia become aware of the Friendly City 
Food Co-op and the benefits of being a shareholder by January 1, 2010.   
 
Corporate Objective: To have 100% of current shareholders who are registered on Facebook 
become members of the Fan Page for the Friendly City Food Co-op by August 1, 2009. 
 
Corporate Objective: To increase the number of shareholders to 1000 members by March 1, 
2010.   
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Section V: Target Market Analysis 
 

A. Primary Target Public: Middle Class Women 30-55 years old 
 The primary target public for the Friendly City Food Co-op (FCFC) is a woman 
who will likely be anywhere from 30 to 55 years old with children still in the household.  
She will fall in a household income range spanning from $35,000 to $75,000 dollars per 
year, with a moderate amount of disposable income. She is the major purchasing decision 
maker of the family.  This public is the ideal primary target public because she cares 
about what her family eats, and she is willing to spend extra money in order to provide 
her children with safe and nutritious food.  According to census.gov, there are 2,536 
families that fit this demographic in Harrisonburg, making it a particularly prominent 
public in terms of future share buying and eventual food sales.   
 This target public will be likely to buy a share in the FCFC due to perceived 
benefits of future savings and coupons that only come with membership into the co-op. 

B.  Secondary Target Public:  Mennonites and Local Farmers 
The secondary target publics for the Friendly City Food Co-op are Mennonites 

and local farmers.  These publics will be likely to become members of the FCFC because 
it will provide them an opportunity to sell their goods.  Also, Mennonites and local 
farmers generally hold a deep sense of community, which in turn will make them more 
likely to become members in order to support their fellow church members or farmers.  
These publics place more importance on fresh and local foods because they tend to be 
more directly affected by the ups and downs of the local economy. 

Although there is a lack of concrete statistics concerning the Mennonite 
population in Harrisonburg, due to our instrumental research performed in the community 
there seems to be a great interest amongst this public in support of the FCFC. 

C.  Secondary Target Public:  Academia 
The other secondary target public for the Friendly City Food Co-op will be 

academia.  This is an important target public because local professors will more likely 
earn a higher salary and have a higher amount of disposable income, which will allow 
them to have a better opportunity to buy a share in the FCFC.   

According to staff numbers, there are approximately 1,000 faculty members 
stratified between James Madison University, Eastern Mennonite University, Blue Ridge 
Community College, and Bridgewater College. Those involved in academia are more 
likely to place an importance on eating healthy due to a higher education level and a 
better understanding of the benefits associated with eating local foods and supporting 
local businesses.   In addition, professors are perceived to have a high amount of 
credibility, which could influence future sales by directing students to the co-op 
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Section VI: Recommended Advertising Strategies 

 
A. Interactive/Internet Advertising 

i. Facebook Fan Page 
 

Along with the existing Friendly City Facebook group, a Fan Page will reach an 
even wider audience.  Facebook Pages allow businesses to showcase their work and 
interact with fans in a professional way.  These pages are not subject to a fan limit 
and can automatically accept fan requests.  Pages can be customized with multimedia 
and interactive applications to engage Page visitors.  Fan Page updates are shown on 
the News Feed, which increases visibility to the audience.  The best part about a 
Facebook Fan Page is that it’s free!  It will reach the middle-income women between 
the age of 30 and 55 and will also reach the college academia population in 
Harrisonburg and surrounding areas.  SMADvertising recommends utilizing this tool 
because it is easy to create and maintain.  This is another way to promote the co-op, 
raise awareness, and update followers.   
 
To see a sample of the Facebook Fan Page, see Appendix A. 
To see Fan Page pricing information, see Section VII: Budget. 
 

ii.     Video/YouTube 
SMADvertising created a video for the Friendly City Food Co-op.  The video will 

be informative and give viewers a visual idea about what the FCFC.  The video will 
be able to help prospective members visualize what the store could look like and 
possibly inspire them to join.  The video used was filmed at another food co-op, 
located in Roanoke, Virginia.  SMADvertising also filmed a short interview with 
Marsha Thomas in order to get some audio and video from a member of the FCFC.  
The interview with Marsha will give the video more credibility.   

SMADvertising recommends that the video be distributed in three different places 
in order to achieve a maximum distribution and number of views.  First, we will put 
the video on the Facebook Fan Page in order to reach the middle-income women 
between the ages of 30 and 55, as well as academia.  Second, the video will be 
uploaded to YouTube.com, because the site is quickly growing and it would increase 
distribution of the information within the video. YouTube would increase the reach of 
the video within the middle- income women and academia because it reaches the 
members of those target markets that are not currently on Facebook. Lastly, we will 
put the video on the FCFC’s website in order to reach current members, prospective 
members, and individuals in all of our publics.   
  
To see a sample Video, see Appendix B. 
To see Video pricing information, see Section VII: Budget. 
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iii. Online Brochure 
 

Friendly City Food Co-op needs an informative brochure to educate potential 
shareholders of our mission statement, background history, benefits of being a 
member, and brick fundraising events. The brochure can spark interest of possible 
future members through online technologies tools and traditional print by being able 
to reach all of our target markets. The FCFC brochure will be available through an 
online electric issue using IssuuU.com that will be linked on the Web site, Facebook 
Fan Club, and the Facebook Group. Issuu publishing is free and more visually 
appealing than traditional PDF documents. Viewers can print out the online 
brochures, saving Friendly City Food Co-op printing cost and paper. Brochures will 
also be available in traditional three-fold print format. The brochures will increase the 
awareness of the new FCFC to the local Harrisonburg residents. The colors used in 
the brochure are consistent with the color scheme used on the Web site. SOS 
Advertising recommends that FCFC purchase a minimum of 1000 brochures up front, 
and then continue to place orders based on past demand.  

 
To see a sample of the newly created Brochure, see Appendix C. 
To see Brochure pricing information, see Section VII: Budget. 
 

iv. Online Advertisement 
 

The color newspaper ads would be effective as Internet ads due to their attention 
grabbing abilities. Color ads show very nicely on a web page and cost no more than 
using black and white so why not use color?  Banner ads are also a good idea to have 
because they easily fit on the top or bottom of a web page without getting in the way 
of the viewer, but still are able to be seen.  Internet ads are a good idea overall 
because they are relatively inexpensive and reach all of our targeted markets.  The ads 
are able to link the viewer to the FCFC web page.  In addition, data about the number 
of hits an ad receives and other such information can easily be tracked.   

 
To see a sample of the Online Advertisements, see Appendix D. 
To see Online Advertisement pricing, see Section VII: Budget.  
 

v. Twitter  

SMADvertising recommends that the Outreach Program Manager, Adam 
Campbell, become a member of Twitter and create a space for the Friendly City Food 
Co-op.  Twitter is a micro-blogging site that updates all members on what the FCFC 
is doing.  This site would be beneficial because all shareholders and possible 
shareholders that have a Twitter account can easily be informed of news and events 
on FCFC’s Twitter space and ultimately be directed to the website.   

 
To see a sample of a Twitter page, see Appendix E. 
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B. Sales Promotion 
 
i. Informative Poster 

 
With this informative visual, Friendly City can keep existing members informed 

while potentially attracting new members by having this posted around Harrisonburg.  
The poster is visually pleasing and is consistent with the FCFC logo and color scheme 
from the website.  This furthers the FCFC’s branding.  The poster also contains a 
contact number and the website address for further information.  The informative 
poster will be used to reach all target publics.  The poster should be placed in 
restaurants and businesses downtown, surrounding areas, and the Shenandoah 
Heritage Market.  SMADvertising recommends that FCFC purchase a minimum of 50 
posters up front, and then continue to place orders based on past demands.   

 
To see a sample of the Informative Poster, see Appendix F. 
To see Informative Poster pricing information, see Section VII: Budget. 

 
ii. Traffic Advertisement  

 
The traffic advertisement is a printed material that would be used to increase 

awareness and traffic to the Friendly City Food Co-op.  If FCFC decides to work with 
the local vendors that have expressed interest to us, our goal would be to place this 
advertisement in the Country Canner, Grandma’s Pantry, and the Hungry Farmer 
Country Café.  It would be placed with the products in these locations that would also 
be available at the FCFC.  The traffic advertisement would be used to reach all our 
target publics. The advertisement would read, “On the other side of town?  Find these 
products at the Friendly City Food Co-op located in Downtown Harrisonburg!  For 
more information visit www.FriendlyCityFoodCoop.com or call (540) 434-4074.”  
This would create awareness of the FCFC for people who enjoy buying those 
products, but are closer to the Downtown area.  Additionally, it would include the 
Friendly City logo, website, and contact information.  SMADvertising recommends 
that the FCFC purchase a minimum of 100 of these traffic advertisements, and then 
continue to place orders based on past demands.   

 
To see a sample of the Traffic Advertisement, see Appendix G. 
To see Traffic Advertisement pricing information, see Section VII: Budget. 
To see a list of the local vendors interested, see Appendix H.  

 
iii. Postcard 

 
Friendly City Food Co-op Fresh Berry Summer Trifle Recipe 

A FCFC postcard is a great subtle informative piece giving the website address, 
mailing address, and phone number as well as a delicious trifle recipe. The postcard 
will spread awareness and ultimately increase shareholder membership. The postcard 
informs Harrisonburg residents of the future FCFC and a possible location to 
purchase the fresh fruits and produces within the trifle. The colors used in the 
brochure are consistent with the color scheme used on the Web site. Phyllis K. 
Merenda provided the FCFC Berry Summer Trifle Recipe. The picture was taken 
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Morgan Moore. SOS Advertising recommends that FCFC purchase a minimum of 
1000 postcard up front, and then continue to place orders based on past demand. 

 
To see a sample of the Postcard, see Appendix I. 
To see Postcard pricing information, see Section VII: Budget. 

 
iv. Traditional Print Brochure 

 
Friendly City Food Co-op needs an informative brochure to educate potential 
shareholders of our mission statement, background history, benefits of being a 
member, and brick fundraising events. The brochure can spark interest of possible 
future members through online technologies tools and traditional print by being able 
to reach all our target publics. The FCFC brochure will be available through an online 
electric issue using IssuuU.com that will be linked on the website, Facebook Fan 
Club, and the Facebook Group. Issuu publishing is free and more visually appealing 
than traditional PDF documents. Viewers can print out the online brochures, saving 
FCFC printing cost and paper. Brochures will also be available in traditional three-
fold print format. The brochures will increase the awareness of the new FCFC to the 
local Harrisonburg residents. The colors used in the brochure are consistent with the 
color scheme used on the Web site. SOS Advertising recommends that FCFC 
purchase a minimum of 1000 brochures up front, and then continue to place orders 
based on past demand.  
 
To see a sample of the newly created Brochure, see Appendix J and K. 
To see Brochure pricing information, see Section VII: Budget. 

 
v.  Business Card 

Friendly City Food Co-op needs a business card to give local businesses in the 
Harrisonburg community. Having a business card at other local business will spread 
awareness and increase traffic to the FCFC. This business card will be used to reach 
all of our publics while they are shopping.  The colors used in the business card are 
consistent with the color scheme used on the website.  SMADvertising recommends 
the FCFC purchase a minimum of 1000 business cards up front to have for 
distribution at local businesses.   
 
To see a sample of the Business Card, see Appendix L. 
To see Business Card pricing information, see Section VII: Budget. 
 

vi. Newspaper Advertisements 

Newspaper advertisements are a significantly useful media because the ads have the 
potential to reach thousands of people.  The Breeze alone has a circulation of about 
19,500.  Harrisonburg has a population of over 40,000 people and Rockingham has 
around 72,000 people.  Newspapers such as the Daily News Record would be 
efficient to advertise in because the publication reaches that large audience.  
Additionally, Shenandoah Living magazine is used by other local vendors to help 
reach people and advertise their businesses.  Newspaper ads are not overly costly and 
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one benefit is having control over what day it runs. The Breeze is read by JMU 
academia, many of whom have already shown interest in the FCFC.   

  The ad samples for the newspaper are 3x5 size ads, which are among the more 
popular of ad sizes put in the papers.  Black and white ads are common because they 
are less expensive than color ads, but even using color would be more effective 
because it is more attention grabbing and would stand out on the majority of black 
and white page.   

 
To see examples of Newspaper Advertisements, see Appendix M,N,O.  
To see Newspaper Advertisement pricing information, see Section VII: Budget. 

 
vii.  Radio Advertisements 

The purpose of the radio advertisements are to reach a potential consumer base 
through the medium of radio.  Using research SMADvertising found that radio would 
be able to reach publics while driving, at work or even home. The ads will also add a 
voice to our message as opposed to relying simply on print or written media.  It will 
aid in increasing awareness of the Friendly City Food Co-op and will additionally 
provide contact information and directions to the whereabouts of ongoing events and 
fundraisers. Our primary target public for this medium will be middle-income 
woman.  We will use 96.1 Light F.M., a light rock targeted at the 40+ age 
demographic with children in their mid-teens roughly, who would have an interest in 
their community and children’s eating choices.  The A.M. station 550 WSVA is one 
of the only primary radio news talk stations that really serve the voices of an older 
55+ generation which could relate well with many in academia.  Finally the station 
103.3 The Cross will be able to reach the local farmers, Mennonites and religious 
circles in the area which are also a target public of ours who surely care about 
community.   

 
To see a sample of a Radio Advertisement scripts, see Appendix P,Q,R. 
To see Radio Advertisement pricing information, see Section VII: Budget. 
 

viii. Fundraising Brick 
 With economic down turn, residents of Harrisonburg might not be willing to pay 
the full shareholder fee of $200. Therefore, the brick offers a cheaper solution to 
bring the Friendly City Food Co-op to Harrisonburg. For $50, a member of the 
community can purchase an engraved brick. This will give a personal touch to the 
cooperative grocery and the community will literally build the walls together.  
SMADvertising recommends that FCFC buy standard size bricks per individual 
order. 
 
To see sample of engraved bricks, see Appendix S. 
To see sample brick pricing from BricksRus, see Section VII. 
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C. Public Relations 
i. News Release 

SMADvertising recommends that the Friendly City Food Co-op produce at least 
one news release for each of their events.  There is no cost in producing news releases 
and they will build relationships with the news media in Harrisonburg.  A news 
release would be beneficial when announcing events, such as Happy Hour at 
Franklin’s Café & Wine Bar, and the Summer Food Movie Series.  This will increase 
awareness of the FCFC and will reach all of our publics.  News releases are a free 
way to let the Harrisonburg community know about the FCFC and advertise 
upcoming events at no cost because they will be posted on the website. 

 
To see sample of news release, see Appendix T and U.   
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Section VII: Budget 
 

A. Service Budget  
 

Program Name  
Program 
Cost  

Management 
Costs 

Total 
Hours 

Total 
Costs  

       
Initial Consulting  none  $ 60 per hour 3 $180  
       
       
Brainstorming 
Sessions  none  $60 per hour 5 $300  
       
       
Graphic Design  none  $70 per hour 10 $700  
       
       
Market Research  none  $70 per hour 22 $1,540  
       
       
Website Management  none  $100 per hour 2 $200  
       
       
Radio Ad    $100 per hour 3 $300  
WSVA 550 AM  30 sec. $60     
  10 sec. $40     
96.1 FM  30 sec. $25     

  

10 sec. $180 
(18 10 sec. 
spot ads)     

The Cross 103.3 FM  

30 sec. $14 
(drive time) 
$10 (outside 
of drive time)     

The Cross AM station  

$10 sec. 
(drive time) 
$8 (other 
time)     

       
       
       
       
Online Ad     $100  1.5 $150  
Daily News Record       
   Banners (468x60)  $6.75 CPM*     
   Skyscrapers  $10.50 CPM*     
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(120x600) 
   Buttons (120x90)  $4.50 CPM*     
Facebook       

   Button  
$1 per day 
minimum     

       
       

Video  
$1,000 package (filming, set-up, editing, 
wrap-up, equiptment rental)  

       
       
Facebook Fanpage  none  $70 per hour 2 $140  
       
       
Online Brouchure   none  $100 per hour 2 $200  
       
       
Newspaper Ad 
Placement    $100 per hour 1.5 $150  

Daily News Record  
$32 per 
column inch     

The Breeze  
$8.25 per 
column inch      

Shenandoah Living 
Magazine  

$800 for 1/2 
page     

  
$450 for 1/4 
page     

  
$250 for 1/8 
page     

       
Shipping Costs       

Postcard (4.25x6)  
$0.28 per 
postcard  Volunteer   

500      $140  
       
       
       

Brick Costs  

$19 per brick 
(includes 
brick, 
engraving, 
and shipping)  none  

$19 each 
(selling for 
$50 to 
make 
profit) 
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B. Products Budget 
 
Program 
Name  

Program 
Cost  

Management 
Costs  

Total Costs 
(Standard)  

Total Costs 
(Green) 

         
Informative 
poster  none       

50      $42.50   $76  
100      $80   $105  

         
         
Brochure  none       

500      
(1000 
minimum)  $631  

1000      $534   N/A 
2000      $614   N/A 

         
Traffic Material 
(uncut - 2 per 
page)  none       

100        $76  
200        $105  

         
         
Business Cards  none       

500      $108   $59  
1000      $130   $90  

         
         
Postcards  none       

500      $261   $98  
1000      $291   N/A 
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         Section VIII: Advertising Plan Summary 
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Section IX: Evaluation 
 

 
 The first way to evaluate this campaign’s success is with the use of a survey.  A 
preliminary survey was distributed at February Fest, and the feedback provided by both members 
and non-members has been very useful in helping SMADvertising develop this campaign.  
Another survey distributed after the campaign is implemented will help us to learn whether the 
campaign has been effective in achieving its goals and reaching its targeted publics.  The survey 
would need to ask relevant questions that referred back to specific aspects of the campaign.  For 
example, a sample question could be “After viewing the Friendly City Food Co-op video, I felt 
more confident in buying a share of the company” with answers ranked on a scale from strongly 
disagree to strongly agree.  This question format could be used to evaluate every aspect of the 
campaign.  After the data was collected, it would be analyzed to determine the overall 
effectiveness of the advertising campaign.  
 To evaluate the effectiveness of SMADvertising’s suggested interactive and Internet 
advertising, many different tools can be implemented.  The best way to gauge the effectiveness 
of the Facebook Fan Page is simply to look at the number of fans.  The more fans a page has, the 
more popular it is.  The same can be said for Twitter, the more followers a Twitter account has, 
the more popular it is.  YouTube.com counts the number of times that a video is viewed, so to 
evaluate the effectiveness of the YouTube video one would simply have to look at the number of 
times that people have viewed the video.  The higher the views, the more effective the video is.  
Fan numbers and view counts are the easiest way to see whether or not the interactive and 
Internet advertising is reaching an audience.  Unfortunately, there is not a foolproof way to 
discover if the interactive and Internet advertising is reaching the targeted publics, so it will have 
to be assumed that the positioning of the strategies is appropriate enough to reach them. 
 To evaluate the success of the sales promotion items, a somewhat different approach is 
needed.  With the publically displayed advertisements such as the poster, the traffic flyer and the 
newspaper ads, it can only be assumed that the positioning strategies of these materials will 
allow for maximum viewing and reach of the targeted publics.  With the personal advertisements 
like the brochure, the business cards and the postcard, effectiveness could be evaluated by 
keeping a record of how many times each material needs to be reordered from the printer.  If the 
campaign materials are being reordered often, it means that they are reaching the publics as 
planned. 
 The last and perhaps most valuable way to evaluate the effectiveness of this campaign is 
to measure if the objectives have been reached.  As noted, we have three main objectives:  to 
have 25% of each of our targeted publics, being middle-income women between 30 and 55 years 
of age, Mennonite/local farmers, and Academia become aware of the Friendly City Food Co-op 
and the benefits of being a shareholder by January 1, 2010; to have 100% of current shareholders 
who are registered on Facebook become members of the Fanpage for the Friendly City Food Co-
op by August 1, 2009; and to increase the number of FCFC shareholders to 1000 by March 1, 
2010.  If each of these objectives is accomplished within the allotted time frame, it is fair to say 
that the campaign is effective. 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Section X: Appendices 
 
Appendix A: Facebook Fan Page Image 
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Appendix B: Video/YouTube Image 
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Appendix C: Online Brochure 
Above is the inside, Below is the outside 
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Appendix D: Online Advertisement 
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Appendix E: Twitter 
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Appendix F: Informative Poster 
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Appendix G: Traffic Advertisement 
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Appendix H: Local Vendors 
 
SMADvertising has contacted several vendors in the area that make handmade or organic 
products.  These vendors have expressed an interest in working with the Friendly City Food Co-
op and having their products available in the store.  Below is the list of vendors and their contact 
information if the Friendly City Food Co-op chooses to form a partnership: 
 
 

1) The Country Canner: Makes homemade pie fillings, jams, and fruit spreads. Located in 
the Shenandoah Heritage Market.  Contact Mark or Carol Weaver at (540) 432-1513. 

2) Bowl of Good: Makes homemade soups from local vegetables.  Contact the Bowl of 
Good at (540) 435-2674 or e-mail them at abowlofgood@gmail.com. 

3) Miller’s Bake Shoppe: Bakes fresh breads, biscuits, sweet buns, and muffins.  Contact 
David Miller at (540) 337-9675. 

4) Grandma’s Pantry: Makes homemade fudge and cheese spreads.  Located in the 
Shenandoah Heritage Market.  Contact Brenda at (540) 434-8876. 

5) Heart Scent Candles: Creates organic candles and bath and body products.  Contact this 
company at (540) 248-0185. 

6) Alta’s Sewing and Embroidery: Re-useable fabric grocery bags could be embroidered 
with the Friendly City Food Co-op name and logo and could be purchased at the store.  
This would result in a decrease demand in paper and plastic bags.  Contact Alta at (540) 
569-0602. 

7) Golden Angels Apiary: Makes homemade honey.  The Friendly City Food Co-op could 
allow their customers to fill their own honey jars with the Golden Angels honey.  Contact 
Golden Angels Apiary at goldangelsapiary@aol.com. 
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Appendix I: Postcard 
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Appendix J: Traditional Print Brochure- Inside 
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Appendix K: Traditional Print Brochure- Outside 
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Appendix L: Business Card 
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Appendix M: Newspaper Advertisement #1 
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Appendix N: Newspaper Advertisement #2 
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Appendix O: Newspaper Advertisement #3 
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Appendix P: Radio Advertisement #1 
 
ANNOUNCEMENT FOR RADIO 
 
For Immediate Release  
 
TOPIC: Friendly City Food Co-op 
 
LENGTH: 0:10  
 
LOCAL CONTACT: Adam Campbell – Outreach Manager 
                                   540-434-4074 
                                   contact@friendlycityfoodcooop.com 
 
Time   
0 – 5.0 
seconds 

Support your local community and economy by becoming a member of the 
Friendly City Food Coop 

5.1 – 10 
seconds 

Find out more and call Adam at 434-4074 or go to 
friendlycityfoodcoop.com.   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Appendix Q: Radio Advertisement #2 
 
ANNOUNCEMENT FOR RADIO 
 
For Immediate Release 
 
TOPIC: Friendly City Food Co-op 
 
LENGTH: 0:30 
 
LOCAL CONTACT: Adam Campbell – Outreach Manager 
                                   540-434-4074 
                                   contact@friendlycityfoodcooop.com 
 
Time   
0 – 1.0 
seconds 

Let’s start thinking local! 

1.1 – 8.0 
seconds 

Let’s start supporting our local community and economy by buying fresh 
produce from our own community farmers and vendors.  

8.1 – 14.0 
seconds 

Let’s give our children the best and safest foods to eat so they can grow up 
to become strong healthy adults just like us.  

14.1 – 18.0 
seconds 

Let’s support the Friendly City Food Coop who intends to do just this. 

18.1 – 30 
seconds 

Let’s find out more and call Adam at (540)–434-4074 or go to 
friendlycityfoodcoop.com.  Buy Fresh! Buy Local! 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Appendix R: Radio Advertisement #3 
 
ANNOUNCEMENT FOR RADIO 
 
For Immediate Release 
 
TOPIC: Friendly City Food Co-op 
 
LENGTH: 0:30 
 
LOCAL CONTACT: Adam Campbell – Outreach Manager 
                                   540-434-4074 
                                   contact@friendlycityfoodcooop.com 
 
Time   
0 – 3.0 
seconds 

Aren’t we all a little tired of how businesses are run today 

3.1 – 11.0 
seconds 

In the past the customer was always right and we were delivered with 
quality products, but nowadays people only care about making the most 
money even at the consumer’s expense. 

11.1 – 17.5 
seconds 

How would you feel about a consumer-owned, democratically-run 
cooperative that’ll operate a grocery store right here in downtown 
Harrisonburg 

17.6 – 24.0 
seconds 

Well that’s what the Friendly City Food Co-op intends to do.  We 
emphasize healthy foods and best of all it’ll be supported by local people  

24.1 – 30 
seconds 

To find out more call 434-4074 or go to friendlycityfoodcoop.com 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Appendix S: Fundraising Brick 
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Appendix T:  News Release #1 
 
 
FRIENDLY CITY FOOD CO-OP General co-op email: 

contact@friendlycityfoodcoop.com 
 
Friendly City Food Co-op P.O.Box 
841 Harrisonburg, VA 22803 

News Release 
Contact: Adam Campbell  
         Outreach Manager  
         (540) 434-4074 
adam@friendlycityfoodcoop.com 

FOR IMMEDIATE RELEASE 
May 3, 2009 

FRIENDLY CITY FOOD CO-OP’S SUMMER FOOD MOVIE SERIES 

HARRISONBURG, VA, MAY 12, 2009:  The Friendly City Food Co‐op will be hosting a movie 
a month at Harrisonburg’s own Clementine’s.  This series will be kicking off May 13 as they 
show the film “Two Angry Mom’s” which explores our children’s school system’s food from 
the perspective of two mothers’.  The entire movie series will focus on issues related to 
food as the Friendly City Food Co‐op is a local democratically owned grocery store that is 
trying to raise awareness of their business to gain additional shareholders in order to 
implement their business plans in downtown Harrisonburg.   
Friendly City wants to encourage the Harrisonburg community to take a closer look at 

what their families, friends and children are consuming.  To emphasize this point, following 
the film, there will be a panel discussion with Dining Service representatives from such 
schools including: JMU, EMU, Rockingham County Schools as well as Harrisonburg City 
Schools.   
The Co‐op encourages local citizens concerned about food safety to join the event on May 

13 at 6 p.m. at Clementine’s. Family or friends who might also be concerned about what 
they consume are also welcome to come. 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Appendix U: News Release #2 
 
 
FRIENDLY CITY FOOD CO-OP General co-op email: 

contact@friendlycityfoodcoop.com 
 
Friendly City Food Co-op P.O.Box 
841 Harrisonburg, VA 22803 

News Release 
Contact: Adam Campbell  
         Outreach Manager  
         (540) 434-4074 
adam@friendlycityfoodcoop.com 

FOR IMMEDIATE RELEASE 
April 29, 2009 

FRIENDLY CITY FOOD CO-OP’S HAPPY HOUR AT FRANKLIN’S 

CAFÉ & WINE BAR 

HARRISONBURG, VA, APRIL 29, 2009:  The Friendly City Food Co‐op will be holding a 
casual get together at Franklin’s Café & Wine Bar on Thursday, April 30, from 4:30‐6:30 
p.m.  The Co‐op is a local democratically owned grocery store that is trying to raise 
awareness of their business to gain additional shareholders in order to implement their 
business plans in downtown Harrisonburg.  Friendly City emphasizes buying local foods 
from local people in order to promote community and cooperation.  They have plans to 
open their grocery store when they reach their total goal for shareholders.  This is why it’s 
encouraged to bring friends, neighbors, co‐workers, and family members to enjoy snacks 
and additionally a free wine tasting from 6‐8 p.m. 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Appendix V: Media Contacts 
Information for Press Releases 
 

 
 

Heather 
Bowser 

Daily News Record Shenandoah 
Valley, 
Rockingham 
County 

hbowser@dnronline.com (540)-574-6218 

Reporter or 
Staff 
Member 

The Washington Post National 
with local 
targeting 

Not available (703-689-1308 

Jim Brady Washingtonpost.com Online Submit New Release 
online 

(703)-469-2500 

Contact Media Relevant 
Circulation 

E-mail Phone Number 
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