
b a l a n c e d     c o f f e e

communication campaign



I n t r o d u c t i o n

 Balanced is a brand new coffee shop that recently opened in Stillwater, 
Oklahoma. While it may have many potential customers in Stillwater due to 
Oklahoma State University offering a high number of sleep-deprived and 
caffeine-addicted college students; Balanced is stepping into a crowded 
market area. With large competitors along with local shops, Balanced must 
determine how to stand out. 

 The two applicable persuasion theories chosen are the inoculation 
theory and the social influence theory. Both of these theories propose differing 
methods to attract the eyes of potential customers and create cognitive brand 
awareness. The inoculation theory will distinguish perceived weaknesses in 
order to catch customer attention. The social influence theory will focus on 
what makes potential customers feel compelled to try Balanced, keep going 
back or even tell others about it. 

 Using Surveymonkey.com, our group created an extensive survey that 
asked about competitor perceptions, aspects of coffee shops in general and 
even tied in the chosen persuasion theories. The survey was distributed and 
open for 16 days collecting a total of 455 responses. 

After collecting survey responses, our group created message tactics and 
unique approaches to help Balanced in the diluted marketplace. 

 



G e t  t o  k n o w  B a l a n c e d

 Balanced began as a common dream of a couple who wanted to open their own coffee shop. Building 
Balanced took over a year because there are many differing aspects to think about when building and decorating. 
Once the process began, both Lexi and her husband Michael went to barista school in Portland. Currently, 
all employees of Balanced are continuing to learn more about coffee every day in order to improve the shop, 
themselves and the expereince for consumers. 

 After being trained and doing more research about the science behind coffee, they went looking for a 
roaster. It was decided to use Onyx, a shop out of Arkansas, due to their bean to cup concept, flavor and quality 
of coffee. Balanced focuses on a concept called “bean to cup” which ensures great quality coffee from the farm to 
the consumer. Bean to cup starts at the coffee farm from picking the ripe coffee cherry, all the way to processing 
the bean and sending it to roasters. Onyx makes sure that the shops they roast for are getting great quality coffee 
through having an ongoing relationship with each coffee farmer. The next process is grinding and brewing coffee. 
If Balanced does not grind or brew the coffee correctly it will not express the flavor of craft coffee. It is important 
for Balanced to know the science behind all of the steps to create the perfect cup. The goal of Balanced is for 
customers to experience that coffee can be more than just coffee. 

 The logic behind the logo incorporates differing elements. Balanced came up with the logo out of the belief 
that life is a balance. The owners want people to come to the shop to find balance in their everyday lives. Whether 
it is work, school, family, or friends/ relationships, the goal of Balanced is to create a comfortable atmosphere for 
people to come and balance their lives with coffee, the perfect balance.

 



p u r p o s e 

RQ: What makes Balanced stand out from competitors?

 Balanced is still creating an identity in the Stillwater community. The purpose of this communicaiton campagin is to 
recognize the applicable persuasion theories in order to foster brand recognition and build brand loyalty. By studying what 
makes Balanced stand out from competitors, we will be able to create awareness in the future. 

 The campaign focuses on recognizing weaknesses and turning them into strengths by creating strong brand 
awareness. Once the brand awareness is established, Balanced can then establish loyalty. 



ca m pa i g n   o bj ecti v es

 Balanced is a small fish in a big pond. Our campaign objective is to use applicable persuasion 
theories to connect to the target audience through unique and eye-catching message tactics. By 
differentiating from not only large corporate competitors but also local competitors, Balanced will be 
able to change attitudinal perception and potentially alter behavior. Balanced will be more likely to 
persuade audience members to consume their coffee once we answer the following questions: 

H o w   d o e s    B a l a n c e d    r a n k   c o m pa r e d   t o   c o m p e t i t o rs ?

W h at   as p e c t s   o f   c o f f e e   s h o p s   d o   c o n s u m e rs   l i k e   t h e   m o s t ?

W h at   m o t i vat e s   p o t e n t i a l   c u s t o m e rs   t o   g o   t o   c o f f e e   s h o p s ?

H o w   p r i c e   p l ays   a   r o l e   i n   c h o o s i n g   a   c o f f e e   s h o p ?



target  audience   demogrpahic

Stillwater population

OSU student 
population 

Median age in Stillwater is 23

23,57425,93049,504

Population of Stillwater 
without students

Roughly half of the population of Stillwater is due to OSU

 How much money does OSU bring 
into Stillwater?
2016 OSU Endowment: $361 Million

52% male 
48% female

 Balanced specifically targets the OSU student population, for more than one reason. While Stillwater has 
a population close to 50,000, nearly half of that is due to the presence of the university. With that being said, the 
population without the university would dramatically change, leaving Stillwater with a population of only around 23,574. 
While Stillwater contains a significant amount of millennial-aged college students, Balanced understood this would 
be the smartest and most marketable target audience. Furthermore, although starting a business in a small-town 
environment such as Stillwater might be risky, Balanced was able to understand how to strategically reach and appeal 
to this specific environment.



ta rg et  au d i en c e  Pers o n as

S u s a n  
W i l l i s

Chloe is a freshman at OSU 
and is studying marketing. 
She does not enjoy the taste 
of coffee so she goes for 
the super sweet drinks. She 
will go to coffee shops when 
friends invite her or a student 
group wants to work on a 
project. She works a part-time 
job on campus, so when she 
goes to get coffee, taste is 
most important to her. 

Levi is a fifth year student at 
OSU trying to get a degree 
in hotel and restaraunt 
administration. He will have 
coffee only on special 
occasions. He likes to escape 
his crazy apartment for a 
quiet place to study or to 
meet with freinds. Due to 
his extra year in college, he 
is even further in debt. If he 
buys coffee, price is the most 
important aspect. 

Susan is a sophomore at 
Oklahoma State University 
studying biochemistry. She 
is an avid coffee drinker and 
loves to go to coffee shops 
whenever possible. She is so 
well-known at cafes that many 
of the baristas know her order 
when she walks in the door. 

l e v i 
s m i t h

c h l o e  
r a m i r e z

 Though “Oklahoma State college student” may sound like a narrow target audience, every student has differing qualities. 
These qualities include major, age, budget, employment status, future plans, etc. By diving in and identifying three possible 
personas, this campaign will target individuals rather than an entire audience. Now, when creating advertisements, persuasion 
tactics or analyzing survey results, we will be able to imagine the potential consumer. 



1994
Starbucks opened its first drive-
thru operation, the company ran 
425 stores across the country 

h i s t o ry  o f  c o f f e e

 What seems like just another drink choice, coffee went from being a source of caffeine all the way to a social 
experience. Appreciating the story behind coffee is important in order to realize where the love for coffee came from. The 
massive expansion of coffee companies triggered a revolution of boutique coffee shops in cities that didn’t previously have 
strong ties to coffee culture. Balanced strives to stand out from the rest of competitors by providing craft coffee to even the 
light coffee drinkers. 

1920-1930’s
After returning from war, soldiers 
were so used to drinking coffee, 
the number of coffee houses 
grew 450% 

1971
The first Starbucks opened in 
Seattle 

“from a cup to a culture”

1914-1928
During WWI, dehydrated packets 
of coffee were standard in 
military rations

2000 
Starbucks had 3,501 stores 
open across the globe; by 
2005, it ran 10,241 outposts

2015
Nearly 31,500 specialty 
coffee shops in the U.S.



B a l a n c e d   sw o t   a n a lys i s

Str en gth s w ea k n ess es

Threatso ppo rtu n iti es

Atmosphere Time it closes

Different from competitors 
(Craft Coffee) Already a competitive market

Plenty of space for both 
social and quiet areas

Electrical Outlets

Coffee quality Price

Not everyone knows about it

Campus is growing/cliental 
is growing

Lots of space to use for 
events

Customers might already 
be brand loyal to other 
coffee shops

Location



direct  competitors
 From large corporations to small popular local businesses, Balanced has its cup full with competing coffee businesses 
in Stillwater. Out of all the direct competitors, our survey results ranked Aspen as the first choice, Starbucks ranked second, 
Balanced ranked third, Caribou Coffee ranked fourth, The Coffee House ranked fifth, and The Campus Daily Grind ranked 
last.

indirect  competitors
 We do need to be aware of the indirect competitors, though they may seem to be less of a threat. Any place that 
a potential client may get coffee other than Balanced should be on our radar.



A total of 455 respondents fully completed our group’s survey titled “Stillwater Coffee Insights.” 
This title was chosen so participants didn’t know it was connected to Balanced in order to 
avoid bias. 

s u rv ey

The survey was open for a little over two weeks (16 days) to give potential respondents time to 
complete it and tell friends. 

The main goal of the survey was to gain crucial knowledge about the target audience and 
discover how the theories connected to each participant individually. 

The survey consisted of 20 total questions and took an average of four minutes to complete.

The main goal of the survey was to gain knowledge about the target audience and discover 
how the theories connected to each participant individually. 



1. 2. 3. 

4. 5. 6. 

7. 8. 9. 

S u rv ey  A n a lys i s



10. 
11. 12. 

13. 

14. 15. 

16. 

17. 18. 

19. 

S u rv ey  A n a lys i s  c o n t i n u ed



 97.79% of participants were Oklahoma State University students, resulting in great insight into the 
target audience of Balanced. 

s u rv ey r es u lts

Balanced ranked third among direct competitors in Stillwater. Aspen ranked first, closely followed 
by Starbucks and then Balanced. 

Although college students might be on tight budgets, taste ranked more important than price when 
participants were asked to rate the most and least important aspects of coffee shops.

Feeling at home was the highest ranked atmosphere among participants. 

The best form of communication to hear about promotions was nearly a tie between 
word-of-mouth advertisements and Instagram.  



m essag e  str ateg i es
 According to the survey, the best form of communication to hear about promotions nearly had a tie between 
Instagram (39.60%) and word of mouth (39.38%). Twitter came in a close third with 32.08% and Facebook was fourth 
with 25%. This helped our group conclude that the best way for Balanced to reach the target audience would be 
through social media posts. 

 The next helpful response said that people mainly go to a coffee shop to get coffee, study, catch up with a 
friend or hang out with friends. By incorporating social media use and connecting these motivations to go to a coffee 
shop, Balanced can connect to new customers. 

 By creating engaging posts and excelling in social media, Balanced will create awareness in the market. Social 
media is a great way to entice a desire for trial and will eventually keep consumers coming back for more. 



i n o c u lati o n th eo ry

The Inoculation Theory was first proposed by McGuire in 1961. The idea is to keep people from being persuaded by a future 
attack of their attitude (Psychology, Behavioral and Social Science, 1). The theory uses a weak dose of an attack to make an 
argument stronger and provide them with a counter argument (pg. 110).

There are four main moderators for the Inoculation Theory: 
1. The level of threat to the person’s initial attitude. (Banas & Rains, 282). In order for the theory to work a person must have a 
high level of threat (Banas & Rains, 285).
2. The refutational preemptions. “Refutational preemptions provide specific content that receivers can employ to strengthen 
attitudes against subsequent change” (Banas & Rains, 285). Refutational preemptions are very important because it gives the 
person the evidence they can use to fight future arguments.
3. The impact of involvement. An example of this would be an individuals level of involvement with other coffee shops. 
4. The influence of delay between inoculation messages and the attack messages. It has been found that a moderate delay is 
the most effective. Not too long or too short of a delay (Banas & Rains, 287).

These four moderators are used to measure which condition is most effective to use (Banas & Rains, 282). All moderators will 
be taken into account throughout the campaign. 
 



i n o c u lati o n  th eo ry:

 Inoculation Theory is important to our project because Balanced is in a 
highly competitive market with many other options for coffee. With all the other 
coffee shops trying to persuade college students to choose them, Balanced must 
find a way to stand out.
 We have applied the Inoculation theory to Balanced by telling people that 
although balanced is expensive, it is higher quality, environmentally conscience 
and “from bean to cup”. 

Inoculation Theory can be applied in two main ways: 

 

A ppli cati o n  to  ba la n c ed

1. The first way is through an informational poster that talks about 
why Balanced is different from the rest. 

2. The second way is through social media posts. 

 We chose these platforms because they are both relevant 
to our target market, college students. The poster is great for 
customers to read while they are in line at Balanced.

 Social media posts are a beneficial platform because 
according to our survey, other then word of mouth, it is the best 
form of communication to hear about promotions. 



S u rv ey  qu est i o n s  a p p ly i n g  to  i n o c u lat i o n  t h eo ry  



S o c i a l   m ed i a   po sts   fo r   i n o c u lati o n   th eo ry



S o c i a l  I n flu en c e  th eo ry

 The core of the Social Influence Theory, which was developed in 1958, is that an individual’s attitudes, beliefs and actions/
behaviors are influenced through three main components; social norms, conformity and compliance. According to relevant literature, 
it was continuously acknowledged, “that the extent to which these behaviors could be interpreted as purposive (but not necessarily 
conscious) attempts to achieve a relatively small set of goals: to behave effectively, to build and maintain relationships, and to 
manage self-concept” (Gilbert, Fiske & Lindzey, 1998).

 “Those who wish to understand fully the process of personal change must understand just as fully the process of interpersonal 
influence” (Gilbert, Fiske & Lindzey, 1998). With that being said, there are many influences that can affect an individual’s behavior and 
attitudes, such as interpersonal influences. Social norms, which are “rules and standards that are understood by members of a group, 
and that guide and/or constrain social behavior without the force of laws” (Gilbert, Fiske & Lindzey, 1998). They can be determined 
by what we as individuals expect of our behavior, and also what others expect of our behavior. These norms are what govern, either 
consciously or subconsciously, the behavior of members in a society. 

 Another major concept of this theory is conformity. Conformity can be automatic or unconscious (people conform when 
behavior is ambiguous or unclear). Contagious yawning is an example of conformity. The stronger the bond between the people, 
the more people yawn. Conformity includes two types of social influence, informational and normative. Informational leads to private 
acceptance, or the internalization of the majority opinion/behavior, while normative is when one wants to be accepted and liked by 
others in the social sense. 

 Lastly, compliance is when an individual changes their attitudes or beliefs due to the request made by another individual. 
“Although compliance may sometimes occur as a result of changes in people’s internal beliefs and/or feelings, such internal changes 
are not the primary goal of compliance, nor are they necessarily required for the request to be successful. 

 “In the context of the relationship between people’s attitudes and their behavior, the study of social influence has been 
conducted predominantly within the frameworks of the Theories of Reasoned Action (Fishbein & Ajzen, 1975) and Planned Behavior 
(Ajzen, 1985).” Both of these theories can be similarly applied in understanding an individual’s attitude/behavior relating to social 
influence. The concept of social influence is what both theories are attempting to assess through social norm and normative belief.



S o c i a l  I n flu en c e: 

A ppli cati o n  to  ba la n c ed

 The Social Influence Theory explains three concepts, social norms, conformity 
and compliance, which are the main aspects of influence that need to be determined. 
Balanced Coffee Co. is not only striving to influence (change) consumer behaviors and 
actions, but it is also looking to determine exactly why those influences are impacting 
these behaviors and actions. Through this theory, human behavior can be more 
easily explained and understood. While Balanced is in a competitive marketplace, 
understanding exactly what influences college students’ attitudes and behaviors toward 
their coffee company is critical.

 Understanding social psychology is an important aspect of marketing because 
it is all about how to market to your target audience. Without having the knowledge or 
understanding of the target audience and what influences them socially, it would lead 
to a lack of successful marketing efforts. Due to being located in Stillwater, Balanced 
needs to promote strong marketing tactics in order to succeed. Through the use of the 
Social Influence Theory, Balanced will more easily be able to understand their audiences’ 
attitudes and behaviors. According to The Social Influence Theory, individuals are more 
likely to behave a certain way under the influence of their peers. With that being said, 
once those influences are determined, strategically marketing to college students around 
Stillwater will not be as challenging.



S u rv ey  qu est i o n s  a p p ly i n g  to  s o c i a l i n flu en c e t h eo ry  



S u rv ey  qu est i o n s  a p p ly i n g  to  s o c i a l i n flu en c e t h eo ry  

 Many of the clothing decisions that we make are determined by seeing what others wear and wanting to wear it too. 
When Balanced begins to sell merchandise, they will begin to increase word-of-mouth advertising and increase top-of-mind 
awareness. It will create interest from people who do not know about the brand and might even spark conversation about the 
new coffee company. 

Ba la n c ed  t-s h i rts



S o c i a l  I n flu en c e 
po sts



eva luat i o n 
  m et h o d s

 A survey was chosen to collect multiple responses from the target audience. We chose to do a 
survey because it reached a larger demographic and gave us a more complete understanding of who we 
are trying to reach, since every individual is unique. Our goal was to get 200 responses and we more than 
doubled it reaching 455 participants. Out of these 455 participants 97.79% were Oklahoma State University 
students. 

 The survey responses gave us great insight to incorporate into our plan. According to the survey, the 
two best tactics to implement were strategic social media posts and t-shirts. The survey revealed Instagram 
and word of mouth were almost equally important when participants were asked to rank the best form of 
communication to hear about promotions. By using this information, we decided to make social media 
posts to increase awareness about the new brand and t-shirts to provoke conversation about Balanced. 

 In order to measure future interaction and success of this campaign, social media analytics will be 
utilized along with noting t-shirt sales to tell if consumers are learning about the brand and building brand 
loyalty. The overall goal of this campaign is to increase top-of-mind awareness by 25% in the fiscal year. 



C o n c l u s i o n

 Since Balanced is brand new in Stillwater, innovative and collaborative tactics were used to catch 
the eye of the potential customer. OSU offers a high number of consistent consumers, however, with a 
busy marketplace the students have many options to choose from. Both large corporations and local 
businesses are competing for the same target persona. The goal of the campaign was to differentiate 
Balanced and make it stand out in the competitive industry. 

 We used two theories to apply to the campaign objectives. Both Inoculation Theory and The 
Social Influence Theory will connect the goal and application. 

 The Inoculation Theory points out perceived weaknesses of Balanced in order for the strengths 
to stand out through social media posts and poster design. According to the survey, taste ranked right 
above price in importance of purchasing decisions, which is why price was chosen as the “weaker 
dosage” to point out to consumers. Lack of menu choices and lack of credibility were used in the other 
two social media posts because according to the survey they were perceived as two other weaknesses 
to Balanced. 

 The Social Influence Theory was applied through social media posts and t-shirt designs. 
According to the survey, participants indicated they were “sometimes” influenced by others when 
making purchasing decisions, deciding which coffee shop to go to, or when using social media. 
Making social media posts asking customers “where have you bean” or pointing out “FOMO” might 
lead consumers to feel influenced to go to Balanced instead of competing businesses. By seeing peers 
check in at Balanced on social media, post about a visit or wear the t-shirts, they might feel inclined to 
do the same.  

 We hope this communication campaign will lead to a stronger social media presence, a spike in 
brand awareness, and increase top-of-mind awareness among the target audience. 
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