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RESEARCH 

Insights 

Research is the corner stone of most campaigns. The research team held several meetings to decide what 
information was important to have for the campaign. In one of the earliest meetings, the team set research 
goals in order to establish a perimeter to keep the research team on target for the program while the ANGA 
campaign was in progress. The established pre-campaign research goals were seemingly simple, yet they met 
the needs of the campaign.  

Objectives: 

 Develop a research instrument that will be both easy to distribute and easy to transfer the 
information from raw data into a report that would benefit the campaign  

 Establish the best method to distribute the research instrument 

 Conduct a focus group to help establish an understanding of the USF population’s knowledge of 
natural gas 

 Create a response method so that information could be gathered from event attendees, so we could 
effectively judge the success of the event 

Pre-Campaign Research 

During the development phase of pre-campaign research, the team considered many types of research. Since 
the goal was to establish a perception of the uses of natural gas, it was logical to use a qualitative survey. After 
this method was selected, the team put question development into motion. There were a total of 23 questions 
which were selected by ANGA and the research team. 

When selecting questions, the research team had to keep in mind that the length of the survey had to be kept 
in check. If the survey was too long, students would not be willing to take it. The additional questions were 
used to establish the best method of getting the information out to the students and to get feedback on the 
best time to hold events on campus. 

The first question on the survey inquired about the media methods that students use to get timely news on 
events around the campus. Responses to this question were important because the strategy team needed to 
know the best channel to reach the highest number of students.  The top three responses to this question 
were fairly close in number. Word- of- mouth was the highest. Note-a-Bull News, which is a student email 
that is sent out every other week, was the second highest. The third most used source was www.usf.edu, 
which is the school’s website. Here is the entire set of data attained from this question: 

http://www.usf.edu/
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The next two questions worked in tandem. The team selected these questions in order to decide what 
components of an event would be best to entice students to attend. The responses to this question clearly 
showed that the best way to reach “poor college students” is always by offering free food and beverages. An 

impressive 64 percent of the respondents selected this option as their top choice.  
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The question that followed identified the best time of day to hold the event. Slightly over half of the 
respondents answered that they would like the event held in the evening hours.  
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The team used the remaining questions to establish the demographics of the respondents. The majority of 
people who responded were female; they were primarily within the 19-21 age group. 
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The final question the team selected was about home ownership. Almost the entire set of respondents said 
they did not own their own home. This was important because we wanted an effective campaign (for future 
home owners) that addresses the benefits of home-heating with natural gas. If natural gas is introduced in a 
favorable light now, students might lean towards a natural gas home when they begin looking for one.  
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Post-Campaign Research 

Now that we developed the questions and received approval, it was time to decide which method we would 
use to get people to respond to the survey. We decided that coding paper surveys would be overwhelming. 
SurveyMonkey.com is a popular online survey tool, so we decided that this would be the method used for this 
part of the project. Survey Monkey is very user friendly and could be described as point and click. The 
questions were built into the system, and once they were approved, we sent out email links to the survey with 
a brief explanation of how the responses would be used. As an incentive, respondents were given a chance to 
win a $50 gift certificate to one of five stores.  

With the questions built into SurveyMonkey, it was time to figure out how to reach USF students. Since USF 
provides email access for each student, the Registrar’s office was a logical place to contact. The Registrar was 
able to send the link out to 5000 current USF email addresses. In order to keep the survey results from 
becoming overwhelming, we closed the survey after 500 responses were received. Of the 500 responses, 439 
were completely filled out and usable. With the survey completed, it was time to begin working on the focus 

group portion of the research.  

Summary  
 
Online surveys were the best tool for this project.  The research team was able to reach a large cross section 
of students in a very short amount of time.  Both the pre and the post campaign surveys featured a chance to 
win a $50 gift card.  The gift card was necessary to get college students to commit to taking the survey.  
Survey Monkey was used to collect and analyze the data.  It was very interesting to see the data after working 

so long to create the survey.  The data collected on the pre- campaign survey served as a guide to decide 
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when to have the events for the project and gave the target audience demographics.  It served as a starting 
point for information and gave us a basic idea of what the feeling towards natural gas was on campus.  If the 
survey data had come back with a more negative flavor, the campaign could have been altered to combat that 
situation.  Since the feeling was positive, the campaign was able to begin with showing the benefits and 
introducing new concepts about natural gas. 

The focus group was the most interesting because of the face-to-face interaction with the respondent.  The 
responses were immediate and able to be clarified if need be.  The event responses were helpful in evaluating 
the events’ success.  The final leg of research was the post campaign survey. 

The post campaign survey let the team know how many people were introduced to Captain Nat Gas and the 
idea of natural gas as an energy source.  The research part of the campaign ended on a positive note with 
students expressing familiarity with the product and a positive perception. It could be said that the objectives 
of this campaign were met to the best of our ability. 

 

CAMPAIGN STRATEGY AND IMPLEMENTATION 

Objectives 

The Campaign Strategy and Implementation team’s objectives were to develop and implement a community-
based marketing campaign to educate and inform the local community about the positive impact of new 
technologies and practices in shale gas development as well as the benefits of natural gas. In addition, we 
would raise local, public awareness that the America’s Natural Gas Alliance (ANGA) and the natural gas 
industry are dedicated to the safe and responsible development of this clean, abundant and affordable energy 
source for power generation and transportation. 

Target Market 

Based on our research, the target audience's current perception of the product is generally favorable, with 57 
percent of respondents saying that natural gas should be developed as an alternative energy source as long as 
there is appropriate oversight. Forty percent of our respondents had seen, read or heard about natural gas in 
the past six months, while 60 percent had not. Thirty-eight percent of the respondents replied that the 
information they saw regarding natural gas left them with a somewhat, more favorable impression, while 40 
percent said it left no impact on them at all. An overwhelming 97 percent of respondents were not familiar 
with ANGA.  

Positioning and Message 

Captain Nat Gas is the superhero figure that Agency 56 created to be the face of our marketing campaign. 
The inspiration for this hero came from the cartoon, Captain Planet. Captain Planet was an environmental 
superhero who was called on to fight pollution and destruction when Earth was in need. While fighting the 
bad guys and keeping us entertained, he also taught us lessons about how to take care of our planet and make 
it better for future generations. He showed us that saving the environment started with us, and he 
empowered us to take action into our own hands. We used our hero, Captain Nat Gas, to promote a similar 
message regarding natural gas. Generation Y students grew up with superheroes as role models. They trusted 
superheroes because they knew superheroes always acted in the best interest of the people; that made 
Generation Y students want to emulate superhero’s righteous behavior. 

 In developing this character, Agency 56 had Captain NatGas represent the best attributes of natural gas and 
deliver the messages in a factual, yet entertaining way. By combining aspects of humor and entertainment 
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with factual and beneficial information, our message resonated with the college students of USF. For this 
purpose, Captain Nat Gas, himself, implemented our strategies, which were to educate, engage and motivate.  

By utilizing Captain Nat Gas, Agency 56 used an entertaining method to promote the greater use of cleaner, 
abundant, and domestic natural gas. We made the message more relatable and interesting to our target 
audience who lack knowledge about natural gas. Featuring Captain NatGas in our campaign also gave Agency 
56 a character that stood out and caught the interest of writers and reporters. 

The tone of our message was humorous, entertaining and light hearted, while focusing on educating 
Generation Y students at the University of South Florida. The team often used Captain NatGas to deliver the 
message. In order to achieve these objectives, he made live appearances during our events. He educated our 
audience about natural gas and its benefits through advertisements and event appearances. He engaged their 
interest in learning more about natural gas and its benefits by using messaging that incorporated humor and 
entertainment. He motivated them to spread the word about natural gas and its benefits and to consider 
natural gas as a viable energy alternative in the future.  The tone of our message was very inviting to our 
target audience. The key message that we wanted our audience to take away is that natural gas is a viable 
energy alternative that is clean, abundant, and domestic. Moreover, the development of natural gas can create 
countless jobs here in the United States.  

Our campaign slogan was “A Natural Choice for your Future.” The team strived for people to realize that 
switching to natural gas is a choice that will have a positive effect on their future. We wanted them to feel 
empowered to make the switch to natural gas or at least feel encouraged to learn more about the benefits of 

natural gas as an alternative energy source.  
 
Campaign Tactics  

As stated above, our team highlighted the key attributes and benefits that natural gas provides. By showing 
that natural gas is clean, abundant, domestic, and can help create jobs, we convinced our audience that it is a 
viable alternative energy source.  

Captain NatGas is the superhero figure that was created to be the face of our marketing campaign. The 
inspiration for this hero came from the cartoon Captain Planet. Captain Planet was an environmental 
superhero who was called on to fight pollution and destruction when Earth was in need. While fighting the 
bad guys and keeping us entertained, he also taught us lessons about how to take care of our planet and make 
it better for future generations. He showed us that saving the environment started with us, and he 
empowered us to take action into our own hands.  

We used our hero, Captain NatGas, to promote a similar message regarding natural gas. By combining 
aspects of humor and entertainment with factual and beneficial information, our message resonated with the 
college students at USF. Captain NatGas personally implemented our strategies, which are to educate, engage 
and motivate. By utilizing Captain NatGas, the team cultivated an entertaining method to promote the greater 
use of cleaner, abundant, and domestic natural gas. He made the message more relatable and interesting to 
our target audience, who lacked knowledge about natural gas.   

In regards to developing and implementing a community-based marketing campaign to educate and inform 
the local community on the positive impact of new technologies and practices in shale gas development and 
the benefits of natural gas, Captain NatGas’ purpose was to educate people and raise awareness about the 
benefits of natural gas. Throughout our campaign, we discovered that when a Captain NatGas spoke, people 
listened. 

Our agency was well prepared to obtain both traditional and nontraditional media coverage as well as produce 
digital and other creative content for shale gas development and its benefits. Featuring Captain NatGas in our 
campaign gave us the character that could deliver this message using both traditional and nontraditional 
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media vehicles. Moreover, the novelty of a superhero helped draw in writers and reporters for maximized 
media coverage. 

 

EVENTS 

Dance Marathon at USF 

On March 24, 2012, Agency 56 completed its first campaign event at the University of South Florida. The 
event, held at the Marshall Student Center Ballroom on the USF Tampa campus, was put on by the Center 
for Leadership and Civic Engagement (CLCE) in an effort to raise awareness and funds that serve the 
families of All Children’s Hospital and Children’s Miracle Network. The Campaign Implementation 
department contacted the assistant director, Mallory Trochesset, and solicited sponsorship for the event. 
Dance Marathon is the largest, student-run philanthropy event happening on college campuses around the 
country and attracts a number of bands, student organizations and community members. During the 17-hour 
marathon, attendees walk around to various sponsors’ booths to receive free drinks and memorabilia.  

Agency 56 was given a table located at the entrance to Dance Marathon, along with two other sponsors of the 
event. As participants entered the door, Captain NatGas and members of Agency 56 greeted them. Behind 
the table was a large banner that said “Ask Us About Our Event April 10th,” with the Twitter handle and 
Facebook URL. On the table was a blue tablecloth that matched Captain NatGas’ cape, as well as a banner 
that asked, “What have you learned about natural gas?”  On the front of the table, we hung a huge sign that 
read, “FREE MONSTER ENERGY DRINKS.” As Dance Marathon participants approached the table, they 
were handed a pamphlet containing information about natural gas. Agency members briefed them on the 
upcoming events, specifically the “Switch Energy Project” film screening and keynote speaker event. They 
were then asked to write down a fact from the pamphlet that they felt was the most interesting or something 
that they learned about natural gas from the banner. People who shared their favorite fact were given a free 
Monster Energy drink. Students were encouraged to visit Captain NatGas on Facebook and Twitter for more 
information. 

Throughout the event, the America’s Natural Gas Alliance logo appeared in a sponsorship slideshow in the 
refreshment area of the ballroom. In addition, Agency 56 and Captain NatGas received recognition on the 
banner created by the CLCE that promoted the organizations in the refreshment area. The Captain NatGas 
booth was active from the beginning of the event at noon, until the final energy drink was handed out at 5 
p.m. During this five-hour duration, 72 Monster Energy drinks were given to participants, and 72 participants 
wrote their favorite fact about natural gas. Of the 100 pamphlets printed for the event, 94 were taken away by 
students that attended the event.  

In terms of introducing Captain NatGas to the students of USF, the event was a huge success.  It provided 
Agency 56 the opportunity to interact with people who were unaware of what natural gas is, people who had 
strong “negative” feelings toward natural gas, people who had strong “positive” feelings toward natural gas, 
and others who were eager to learn more about alternative energy sources. The Dance Marathon allowed for 
interaction during a long duration, when people are asked to stay in one location for a lengthy period of time. 
As an agency, we decided that for an introduction event, it would be wise to set up an informational table at a 
location where there would already be a large following, rather than planning an event that may not produce 
as large of a turnout. 
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Dance Marathon participants reading the informational pamphlets provided by  

Agency 56, and writing facts on the banner during the March 24, 2012 event 

 

Switch Energy Project at USF 

After the introduction of Captain NatGas to the students at the Dance Marathon and a large gathering of 
followers of social networking sites, we felt that it was important to hold an informational event that students 
would still be excited about attending. In order to do this, Agency 56 created an event that involved a keynote 
speaker, Dr. Sam Upchurch, and a screening of the film, “Switch.” A major concern for the members of the 
agency was to ensure students, faculty and community members that the event was a balanced discussion that 
included multiple forms of alternative energy, rather than an event aimed at pitching natural gas to 
uninformed guests.   

On April 10, 2012, Agency 56 held the “Switch Energy Project” event at USF from 7 p.m. to 9 p.m. in the 
Marshall Student Center for an audience of nearly 101 students, faculty and members of the Tampa 
community.  Guests were greeted at the door by members of Agency 56 and were handed a program detailing 
the night’s schedule and speakers. For accountability purposes, they were asked to sign in at the back of the 
room and were escorted to the refreshment table where there were trays of party sandwiches, fresh fruit, 
brownies, and soft drinks. We placed a table full of swag materials nearby that included water bottles with the 
Captain NatGas logo, Captain NatGas cozies, and stickers.  

After filling their plates, Colin Cook, Agency 56 Project Coordinator, asked all guests to politely take their 
seats. Christine Lewis, a member of the Campaign Implementation department, greeted the audience and 
introduced the keynote speaker. Dr. Upchurch approached the podium, introduced himself as a former USF 
geology professor and current geologist and shared a brief fifteen-minute PowerPoint presentation explaining 
the fundamentals of natural gas, where it came from and how hydraulic fracturing works. Our team then 
presented the feature film.  Finally, the event was closed with Dr. Upchurch sharing comments about the film 
and giving the audience an opportunity to ask questions during a twenty-minute question and answer 
segment. Upon leaving, guests were asked to fill out an event response card and help themselves to 
complimentary drink cozies and water bottles.  
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While most other events focused on a social media push, this event offered an opportunity for Agency 56 to 
educate members of the target audience directly. They learned that natural gas is not intended to be a “total 
replacement” of other energy sources, specifically renewable energy; however, it is a safer, more abundant 
source to be used in “addition” to alternative renewable energy sources. 

 
Captain NatGas and event attendees at the Switch Energy Project on April 10, 2012 

 

 

 

Dr. Sam Upchurch, geologist and former USF geology professor, discussing some of the common misconceptions about 
natural gas at the Switch Energy Project event on April 10, 2012 in the Marshall Student Center 

 

Capture the Cape 



16 | P a g e  
 

Agengy 56 wanted to use tactics that college students would respond to, so the final two events incorporated 
things that would appeal to the target audience—gift cards and social networks.  The first event took place 
during the “Transportation Week” event that was created by the social media department.  In order to 
correspond with the Captain NatGas tweets and Facebook posts about transportation, the campaign 
implementation department and the social media department worked together to create a “Capture the Cape 
Scavenger Hunt.” 

The event began on Wednesday, April 11, 2012, during USF’s weekly Bull Market. A booth was set up at two 
locations on campus to reach a broader audience, one in front of the Marshall Student Center to reach foot 
traffic during Bull Market and another in front of the library.  Banners were placed all around the tables that 
included the Captain NatGas Twitter handle that read “Win a $50 gift card!” and “Capture the Cape.” 
Laptops that were open to Twitter and Facebook were set up at each location, where those who approached 
the table could quickly and easily “like” or “follow” Captain NatGas. Shortly after the table was set up, a blue 
satin cape featuring the Twitter handle was hidden in a specific location. The social media department then 
began tweeting clues about the cape’s location, explaining that he lost his cape somewhere on campus and 
that he was using a natural gas vehicle until his cape was found.   

Several people came to the table and followed or liked Captain NatGas in exchange for a free water bottle 
with a Captain NatGas wrap or a cozie and sticker. Those who liked or followed were then eligible 
contestants for the $50 gift card, so they followed the clue to the cape location. The first location was inside 
the Marshall Student Center, where three students found the first cape. With an increasing online community, 
“Capture the Cape” took place on the following day, and we used a similar set-up. Since most students attend 
courses on Monday/ Wednesday/ Friday or Tuesday/ Thursday, having the event take place on both a 
Wednesday and Thursday ensured that Agency 56 was reaching the maximum number of students. The cape 
was hidden in two different locations that attracted 17 total participants, which raised the Facebook “like” 
count well above 200. Of the 17 participants, Mike Stevens was chosen as the one with the most creative cape 
photo and the winner of the $50 Visa gift card.   

Capture the Cape incorporated education, interaction, student involvement and knowledge of previous 
playground-style gaming success on campus. The event brought in several new members to the social 
network pages, which will allow for continuous communication to the target audience. 
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Mike Stevens, winner of the $50 gift card, posing in the Captain NatGas cape 

 at the Starbucks location on April 12, 2012 
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Justin Brockhaus posing in the Captain NatGas cape at the USF Recreation Center  

location on April 12, 2012 
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USF student supporting Captain NatGas during Capture the Cape, and hitting  

the “Like” button on Facebook 

 

Where in the U.S. is Captain NatGas? 

For the final event, Agency 56 wanted to educate the target audience on the domestic aspect of natural gas.  
Sharing with the students at USF that 98% of natural gas used in the United States is located in the United 
States was very important, especially with concerns regarding oil from the Middle East.  In order to make a 
lasting impact, a more personalized approach was taken.   

The implementation process began on Wednesday, April 18, 2012 when a booth was set up at the Bull 
Market outside of the Marshall Center. Students who approached the table were shown on a large U.S. map, 
where in the U.S. natural gas came from. They were also informed of the “appearance” to be made the 
following day by Captain NatGas himself. A laptop was set up at the location, allowing again for easy social 
media access.  Energetic agency members approached passersby with a Captain NatGas business card and 
told them to be on the lookout for Captain NatGas tomorrow, as they may win a $50 Visa gift card. Water 
bottles, cozies, stickers and pamphlets were also distributed to those who took the time to “follow” or “like” 
Captain NatGas. 

The following day was when the actual “Where in the U.S. is Captain NatGas?” event took place.  Captain 
NatGas walked around to various locations around campus greeting people and introducing himself.  Agency 
members were in tow, with the U.S. map, state fact cards and a camera.  Captain NatGas asked each student 
where in the U.S. they thought Captain NatGas was from. The students then placed a pushpin into the map 
where they believed he was from.  In addition, the students were asked where they were from originally and 
were handed a fact card with information about their home state.  They then posed for pictures with Captain 
NatGas and were handed a business card with links to the websites where their picture would be posted. 

“Where in the U.S. is Captain NatGas?” was an event to promote natural gas by showing that it is domestic 
and has the ability to create jobs in one’s home state. With this final implementation tool, Agency 56 was able 
to share with the audience that there is an abundant amount of natural gas right 
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here in the United States. During the interaction with each student, the social media team explained that if the 
U.S. starts making the switch to natural gas, there would be less of a reliance on foreign oil.  

Overall, Captain NatGas posed with 80 students for pictures and shared facts about the student’s home 
state’s use or production of natural gas. 

 

 
Agency 56 members working the booth at Bull Market on April 18, 2012 
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Captain NatGas posing with Andrew Lloyd, an Alabama native, who was eager 

to learn about natural gas 
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Captain NatGas posing with Hannah Fong and friend at the beginning of Where 

 in the U.S. is Captain NatGas? on April 19, 2012 

 

PUBLIC RELATIONS 

Objectives 

 Develop newsworthy press releases and send out to local and campus media  

 Draw in sources and earn media exposure for the campaign 

 Generate as much on-campus interest as possible by enticing local media coverage 

 Increase awareness of ANGA and natural gas options for students on and off campus 

 

Strategy and Tactics 

The public relations department gathered as many contacts as we possibly could and generated sources from 
students and peers alike.  Our team contacted several different sources, including newspaper outlets on and 
off campus, students within the school broadcasting program and editors at the school newspaper. We 
submitted items to the e-newsletter, which is distributed via email to every student and faculty member, and 
we compiled a spreadsheet of contacts. Our strategy was to start basic press releases, gather the event 
information, put the press releases together and send them off to be approved in time to meet deadlines. Our 
team brainstormed ideas and focused on making the press releases newsworthy. We worked with other teams 
to try and accomplish these goals. 
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PR Successes 

Our team faced challenges distributing press releases with enough time to actually generate interest, but we 
succeeded in disseminating the information in a timely manner. As events and times changed, we worked 
with dates and tried to stay as updated as possible. At first, it was difficult to measure our successes, as the 
events were wrapping up so close to the end of the campaign. However, for the very last event, we were able 
to get a reporter from the school newspaper, The Oracle, as well as a reporter from the Florida Focus USF 
channel, which airs on the local channel, WUSF, in Tampa Bay. The campaign was also featured in a blog 
post for the online and printed publication, Creative Loafing, which reaches the entire USF campus and the 
Tampa Bay area. At the time of this report, the blog had not been published, but the editor was reviewing the 
blogger’s post to be submitted online to the Daily Loaf. Because of our efforts and our USF sources, we were 
able to reach almost all of the 45,000 students and the 16,000 faculty members of the University of South 
Florida. 

Timeline 

Our team wrote a press release for the general campaign. We sent it out to several different USF publications; 
however, to our knowledge, it did not receive the coverage we expected. Although we expected to be 
contacted, we knew there would be more interest once the events began. 

The press release for the Switch movie and guest speaker event was written and edited on short notice. We 
were given a very limited amount of time to write this and have it approved; however, we emailed the press 
release as soon as possible to ten different publications around the Tampa Bay area, including The Oracle, 
Florida Focus, and an online press release forum.  

The “Capture the Cape” event on campus posed similar challenges. Although we sent the press release out to 
similar sources, we didn’t receive any positive confirmations of advanced publicity. We did, however, generate 
a lot of student involvement through social media and advertising efforts, which fueled our inspirations. The 
following week, the “Find Captain NatGas” went well. The event’s success was due in part to having enough 
time to write a solid press release, have it approved on time, and send it out accordingly. USF sources came 
out and covered the event; they proved to be a catalyst for the campaign’s biggest success within our timeline. 

Other Networking Efforts 

Our team was recruited to assist the social media team and gather contacts for interviews to be conducted 
regarding people with enthusiasm and experience with natural gas. We began contacting sources and letting 
them know that social media would be calling to set up interviews. Our department members met with two 
apartment complexes and the transportation system, HART, and gathered some very helpful information, as 
well as pictures that were used in the blog posts by the social media department. Much of our time during the 
campaign was spent helping other departments and contacting organizations, such as TECO, the USF 
Marshall Student Center staff, airports, hospitals, and many other sources around the state. 

 

ADVERTISING 

Objectives 

The advertising team’s objectives were to demonstrate natural gas as a product, build its visual image, and 
change people’s perception by informing them of the benefits of using natural gas.   

Strategy and Tactics 
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Special promotions that we developed included Captain NatGas, a cartoon superhero with a real-life persona 
that is the spokesperson and face of our campaign. He helped us educate our target audience and motivate 
them to make the “natural gas” decision for future purchases (cars, homes, etc.). Captain NatGas is a drawn 
cartoon we used for all of the advertisements. His catchphrase is “Pump up the American Energy.” This 
catchphrase tied in well with the slogan of our project, which is “A natural choice for your future.” Captain 
NatGas is a costumed character that attended all of the events, posed for pictures and answered questions 
about natural gas. 

Our team used eye-catching, low-cost media to advertise natural gas that included custom yard signs around 
campus. The yard signs were an effective medium for on-campus advertising because they caught people’s 
attention when they walked by. We printed 10 two-sided color signs that were used to advertise information 
about natural gas and its benefits. The signs always included our slogan and links to our social media sites.  

Our team also placed an ad on Facebook. This ad is a banner including our slogan and picture of Captain 
NatGas. All of the social media and the website links are on the banner to entice people to click on the 
advertisement and learn more about natural gas. After investigating Facebook advertising, we found that we 
could give specific details of whom we wanted our ad to reach, and the ad would only appear for that 
specified targeted audience (Ex: Males & Females, ages 18-25, Tampa, Fla., in the USF network). Facebook 
ads do not have a specific cost. We were charged per click and given the opportunity to set a daily spending 
limit. As an example, if we set each click at 50 cents, and our daily spending limit was $5, Facebook would 
stop showing our ad for the day once it had been clicked on 10 times.  Agency 56 wanted to have a large 
Facebook presence, and we felt that ads on Facebook would be beneficial in reaching our target audience. We 
classified this expense under the advertising budget as opposed to the social media budget.  

Traditional Media 

Our team handed out traditional media that included over 500 flyers in the hallway, banners across campus, 
and promotional items. The majority of our traditional or tangible advertisements contained QR codes that 
directed our target audience to our social media sites as well as the ANGA website. All of our advertisements 
were eye-catching because we wanted to attract the attention of the casual reader or passerby. Minimal 
information was key component so that the target demographic could read the poster quickly while passing 
by or read it posted at a distance. The flyers had a comic book "dot" effect as well as comic book-style talk 
bubbles for the factual information that played into the superhero theme. There was a "theme" informational 
poster for each week: jobs, abundance, transportation, domestic, and an additional introduction poster for the 
first week.     

Our team also added an advertisement to the weekly newsletter called Note-a-bull. The newsletter is sent by 
email to every student and staff member at USF. It is sent on Monday of every week. Here is what we posted 
the first week in Note-a-bull: 

 

Week 2 of the Note-a-bull: 
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Our team also created promotional items that were also personally handed out to students. The promotional 
items included stickers, water bottles, and cozies. Each item included a picture of Captain NatGas. The cozie 
and water bottle also have links to the social media and website. See Appendices for visuals. 

Outdoor Advertising 

Outdoor Advertising proved to be a very effective way to engage people throughout the Campaign. First, we 
plotted out the different areas that would appeal to most students as well high foot traffic areas on campus. 
Then we researched different sign stores in the Tampa/USF area and agreed upon AdDynamics, in Lutz, 
Florida. Their prices were reasonable, and they were very easy to work with; all we had to do was send a PDF 
file of what we wanted printed on the stakes. After designing multiple layouts for the outdoor stakes, the 
agency decided on two versions of the layout being printed. The first staked sign was aimed at the fact that 
Natural Gas is abundant. The second stakes sign explained Natural Gas used in transportation. The other side 
of both signs included information about The Captain NatGas Facebook, Twitter, and blog. 

It took five days to produce and finish the staked signs. On April 16, 2012, we dispersed the signs across 
campus, the CIS building, the USF library, Cooper Hall, the Business Administration offices, and other high 
traffic walking areas.  The design for the information ground stakes featured an image of Captain NatGas, a 
"POW" blurb with a fun fact and the social media information on the back of the stake. See Appendices for 
visuals. 

Indoor Advertising 

Tuesday, April 3rd was the first day we were approved to hang up the flyers we had made, so we went to the 
Marshall Center with copies of each of the flyers our team had made. We talked with the marketing 
department at the Marshall Center, and they approved them right away. The flyers were placed in stand up 
frames at the information desk. We also went to the residential offices to get approval for the posters, so we 
could hang them in the dorm buildings.  

Facebook Successes with total impressions: 

Facebook: The Facebook ad ran for four consecutive days. We were very impressed with the success of the 
ad. The results are as follows: 

Day 1 - 27 clicks, 115,378 total impressions, 2,576 social reach. 

Day 2 - 30 clicks, 134,018 total impressions, 3,176 social reach. 

Day 3 - 36 clicks, 122,261 total impressions, 5,510 social reach. 

Day 4 - 33 clicks, 160,610 total impressions, 5,499 social reach. 

TOTAL - 126 clicks, 532,267 total impressions, 16, 761 social reach. 

Clicks are the number of clicks our ad received. Total impressions are the total number of times our ad was 
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shown, and social reach is the number of people who saw our ad, including the names of their friends that 
liked the Captain NatGas Facebook page. We averaged $1.51 per click and spent a total of $190.50. 

 

SOCIAL MEDIA 

Objectives 

The social media team’s objectives were to develop and maintain relationships between students at the 
University of South Florida and Captain NatGas. Once connections were made, our next objective was to 
engage and educate the community about the benefits of using natural gas.  

Strategy and Tactics 

Our team used social media networks to stay connected with our audiences. From the very beginning of the 
campaign, our department created and maintained a blog that educated followers on the benefits of natural 
gas and how the domestic energy source can have a positive effect on the lives of college students. This was 
done in a more in-depth manner than what was posted on Facebook or Twitter, and it was written completely 
from the perspective of our character, Captain NatGas.  By engaging USF student’s curiosity, the blog acted 
as a catalyst that created awareness of the benefits of using natural gas; it also provided additional insights that 
included interviews with local natural gas experts from the Tampa Bay area. 

Captainnatgas.com acted as a home base for our entire social media campaign, and it was used as a vehicle to 
share ideas, post engaging content and consolidate all of our social media platforms within the same space. 

Captain NatGas’ Twitter and Facebook pages served as tools to gain exposure for the campaign while 
educating followers on the benefits of natural gas. We wanted to engage the students of USF and facilitate 
their desire to become more familiar with natural gas. Each medium was used to educate the followers on the 
benefits of natural gas and its impact, both locally and nationally. Captain NatGas shared many facts and 
news stories related to natural gas, which resulted in a good number of retweets and responses. Our team also 
embedded underlying narratives for Captain NatGas as a character, which gave our message more personality. 

Twitter and Facebook: 

 
 
Schedule 

A social media schedule was used to make our messages cohesive without inundating our followers 
with an overload of information; however, it still appeared regularly on their feeds. As a result, the 
schedule helped keep the conversation we were having with our publics relevant, and we kept 
control of our message.  



27 | P a g e  
 

The schedule was mainly broken up into theme weeks. For example, the second week of 
implementation was dubbed “jobs week” in which all of our social media messages and the 
underlying Captain NatGas narrative dealt with natural gas’ impact on the jobs market. 

Event Promotion 

During the campaign, Twitter and Facebook were heavily utilized to promote the events. Our 
“Switch Energy Project” screening and lecture event was heavily promoted through Twitter. Using 
our preconceived hashtags, #switchUSF and #natgas, many event goers live tweeted in order to 
create a buzz for the event on USF’s Twittersphere.  Photos from the event were later uploaded into 
a Facebook album. 

For the “Capture the Cape” event, we posted clues on both Captain NatGas’ Twitter and Facebook 
pages for the whereabouts of the cape. Participants had to refer to the tweets in order to find the 
location and be eligible for a grand prize. Prize incentives used for “Capture the Cape” resulted in a 
large spike of followers. A similar tactic was used for the event, “Where in the U.S. is Captain 
NatGas?”, which resulted in even more followers. 

Account Prominence  

Facebook proved more popular with the students and had almost double the amount of followers as 
the Twitter account. Both carried the same information, but for communication purposes, the 
students deemed Facebook more convenient.  

Layout and Implementation 

The tactics we implemented for the blog were strategically carried out from week to week. Our team 
enabled widgets on the blog that displayed our Twitter and Facebook pages and encouraged readers 
to follow us on other popular platforms. We included pictures that made the page more inviting, and 
the posts for each week followed the different themes that were planned for the entire campaign. 
Some individual posts were about the events that occurred throughout the campaign, and other 
posts introduced Captain NatGas and provided facts on natural gas transportation, extraction and 
other aspects of natural gas. 

Blog: 

The blog received 561 total views during its active run in the month of April with 5 posts. Views grew steadily 

within the first two weeks of implementation but spiked dramatically during the week of April 16 – the week 

Facebook ads linking directly to the blog were launched.  
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Blog views through the month of April: 

 

 

Facebook:

 

 Total Reach: Over 30,000 

 Up to 200 stories created about page over others’ profiles 
 

 

Comments: 1 comment was made with a link to an article about a connection between earthquakes and 

hydraulic fracturing. 
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FINANCE 

Objectives:  

The finance department had two major responsibilities throughout this campaign. The first major 
responsibility of the finance department was to create a fair budget for all departments to utilize throughout 
the campaign. Secondly, the Finance Department was responsible for keeping a record of expenditures, both 
expected and actual, any additions or changes to the budget and what items were received free of cost. 

The objectives of the finance department were to keep track of spending and make sure that each department 
used their funds in the best way possible to get the best value for the campaign. Our final objective was to 
utilize student resources on campus in order to maximize funds for the campaign. Our tactics helped 
achieved this objective; hence, we utilized our student resources and saved on some cost aspects of the 
campaign.  

The finance department spent the least amount of money, $5.00, which was $5.00 more than had been 
allocated to this department. The difference in actual cost and expected cost was caused by having to order 
additional checks for department reimbursements. The finance department spent less than 1 percent of the 
campaign budget. 

Both the social media and strategy & planning departments each spent about 1% of the campaign budget. 
The social media department spent $21.27, which was $21.27 more than had been allocated to this 
department. The difference in actual cost and expected cost was caused by having to purchase a domain 
name and website rights. The strategy & planning department spent $28.99, which was $21.01 less than had 
been allocated to this department. Team members donating supplies needed for planning accounted for the 
difference in actual cost and expected cost.  

The public relations department spent the fourth least amount of money, $41.72. The original budget was for 
$300, which resulted in an actual cost difference of $258.28. The original budget was allocated for both media 
kits and business cards; however, they did not create kits. Therefore, the funds only went towards business 
cards. As a result, the public relations department spent 2 percent of the campaign budget. 

 The reports department spent the fourth largest budget, spending $130 for the published reports of the 
entire campaign. There was no added value or deviation in this department. The reports department spent 4 
percent of the campaign budget.  

 The research department had the third largest budget, $500. They spent $225.43 on focus group flyers, food 
and prizes. The original budget allocated more funds towards higher food cost and larger prize costs. The 
research department spent 8 percent of the campaign budget. 

The logistics and events department had the second largest budget of $1000, but spent $733.41. The original 
budget was for $1000, so there was a difference of $266.59 that was not used. This was the largest budget 
because most of the campaign consisted of hosting events on campus to raise the awareness of ANGA. The 
logistics and events department spent 24 percent of the campaign budget. 

The advertising department had the largest budget, originally $1100. But the advertising department had the 
greatest expenditure, spending $1580.49.  The actual expenditure was $1580.49, creating a difference of $-
480.51. This discrepancy was caused by a lower estimation of funds needed for poster, banners, shipping 
costs and other advertising needs. Also, since there were funds left in the Agency 56 budget, we chose to run 
the Facebook advertisement a second time to generate additional media hits. The advertising department 
spent 52.6 percent of the campaign budget.  The budget chart found in the Appendices section, details the 
specifics of the budget for each department.  
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Cost Versus Value Added 

Cost versus value added was not as high as expected in the overall campaign. This discrepancy is due to the 
fact that the advertising relied heavily on guerilla marketing tactics, such as handing out water bottles and 
cozies with our logos on them and utilizing paid Facebook advertisements instead of print advertisements. 
Furthermore, the agency was responsible for all costs of hosting events on other campuses. Thus, value 
added was minimal, merely $24. This $24 was derived from the 240 copies provided free of charge for the 
event on the University of South Florida campus. 

Return on Investment: 

The value added increased the value of the campaign to $3024, which allowed the agency to deliver a return 
on investment of .87 percent. 
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Appendices 

Advertising Department’s Indoor, Outdoor and Promotional Materials: 
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Water bottle label: 

 

 

Cozie: 
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Sticker: 

 

 

Outdoor Advertising: 
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Facebook successes and total impressions: 
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PRESS RELEASE 

 

WHERE IN THE WORLD ARE CAPTAIN NATGAS’ CAPES? 

 TAMPA, Fla. – April, 11 2012. Captain NatGas, the superhero sworn to educate University 

of South Florida students about their natural gas options, needs help finding his capes.  

In an effort to inform students about the benefits of natural gas, the USF advanced public 

relations team has planned a campaign full of knowledge, activities and prizes to engage the campus 

community. Natural gas is an abundant, clean, and domestic energy source that creates jobs. The 

goal is to present natural gas as a safe and viable energy alternative, so that students can make 

informed decisions when purchasing homes and cars in the future. 

Capture the Cape, a natural gas version of capture the flag, will take place on campus 

Wednesday and Thursday, April 11 and 12. Students can participate in one of two ways; by partaking 

in the cape hunt or by entering a raffle by linking with Captain NatGas via social networking sites, 

such as Facebook and Twitter. Both activities give students the opportunity to win a $50 Visa gift 

card.  

 Captain NatGas will be constantly updating his Facebook page and Twitter account, giving 

students clues about the location of the capes. In order to participate in the cape hunt, students must 

“LIKE” Captain NatGas on Facebook and/or follow him on Twitter. The event will start with a 

booth set up at the USF Bull Market in front of the Marshall Student Center. Pictures of the 

participants and winners will be posted to the social media sites.  

-More- 
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For more information please visit CaptainNatGas.com 

 

About America’s Natural Gas Alliance: America's Natural Gas Alliance (ANGA) exists to promote the 
economic, environmental and national security benefits of greater use of clean, abundant domestic natural 
gas.  They represent 30 of North America's largest independent natural gas exploration and production 
companies and the leading developers of the shale plays now transforming the clean energy landscape.  As 
they make decisions about the clean energy future, ANGA seeks to inform and engage all stakeholders about 
the opportunities presented by greater use of this clean energy resource-improving air quality, adding jobs to 

the economy and enhancing energy security.  Find out more at www.anga.us  

 
Media Contact: J. Kelly Davis 
Phone (941) 332-4000 
Email: jaclyndavis@mail.usf.edu 

 
### 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.facebook.com/CaptainNatGas
http://www.anga.us/
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PRESS RELEASE 

 

WHO’S THAT GUY IN THE TIGHTS AND CAPE? 

 

         TAMPA, Fla. – April 16, 2012. A caped crusader has been spotted running around the 

University of South Florida Tampa campus. Captain NatGas, the superhero sworn to educate 

students about their natural gas options, will make another appearance on campus this week. 

 

In an effort to inform students about the benefits of natural gas, the USF advanced public 

relations students have planned a campaign full of knowledge, activities and prizes to engage the 

campus community. Natural gas is an abundant, clean, and domestic energy source that creates jobs. 

The goal is to present natural gas as a safe and viable energy alternative, so that students can make 

informed decisions when purchasing homes and vehicles in the future. 

 

Where at USF is Captain NatGas? will take place on campus April 19, from 10 a.m. to 2 

p.m. Captain NatGas will be roaming campus to find out which of the 50 states different students 

come from. Students who find Captain NatGas will learn about how natural gas is used or produced 

in their home state. Each participant will take a picture with Captain NatGas, which will be posted 

to the hero’s social media sites.  

  

         Students who participate by “liking” Captain NatGas on Facebook and tagging themselves 

in their own photo, will be entered to win a $50 Visa gift card. The winner will be randomly chosen 

and announced via Facebook and Twitter on Friday, April 20.  

 

 This event is part of a marketing campaign created by USF advanced public relations 

students competing in the ANGA Collegiate Energy Challenge. Each of the nine participating 

schools is creating an integrated marketing solution for ANGA, America’s Natural Gas Alliance, to 

educate and engage the students and community on the key benefits of natural gas. For more 

information please visit CaptainNatGas.com 

-More- 

 

http://www.facebook.com/CaptainNatGas
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About America’s Natural Gas Alliance: America's Natural Gas Alliance (ANGA) exists to 

promote the economic, environmental and national security benefits of greater use of clean, 

abundant domestic natural gas. They represent 30 of North America's largest independent natural 

gas exploration and production companies and the leading developers of the shale plays now 

transforming the clean energy landscape. As they make decisions about the clean energy future, 

ANGA seeks to inform and engage all stakeholders about the opportunities presented by greater use 

of this clean energy resource-improving air quality, adding jobs to the economy and enhancing 

energy security.  Find out more at www.anga.us 

 
Media Contact: J. Kelly Davis 
Phone (941) 332-4000 
Email: jaclyndavis@mail.usf.edu 
 

### 

 

 

 

 

 

 

 

 

 

 

 

http://www.anga.us/
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PRESS RELEASE 

USF To Screen Award-Winning Energy Film 

TAMPA, Fla. -- April 10, 2012. Students at the University of South Florida will host the Florida 

premiere of energy documentary “Switch”, at the USF Tampa campus on Tuesday, April 10, as part 

of a marketing campaign for a national client. 

Agency 56, Dr. Kelli Burns’ advanced public relations students, is participating in the ANGA 

Collegiate Energy Challenge, a nationwide competition to create an integrated marketing campaign 

for America’s Natural Gas Alliance. This film screening event is an opportunity for students and 

community members to learn about the future of energy. 

“Those attending this event can expect to walk away with a different perspective on natural 

gas,” said Colin Cook, agency coordinator for Agency 56. “We are providing a balanced look at 

many viable alternative energy sources.”  

Switch, the film that will be featured, is part of the Switch Energy Project, a program 

dedicated to exploring energy sources on a global level. The film investigates nine key energy sources 

and delivers a truly unbiased perspective on energy use now and in the future. Directed by Harry 

Lynch, Switch has won numerous awards, including Best of Fest at the Colorado Environmental 

Film Festival. 

“It was the adventure of a lifetime...going around the world to discover what our energy 

future really looks like,” Lynch said. 

The event will also feature a lecture and Q&A session with geologist and former USF 

professor Dr. Sam Upchurch. Upchurch will educate attendees about the little known world of 

natural gas. 

-More- 
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The event is from 7-9 p.m. in the Marshall Student Center, room 2708. The presentation is 

free and open to the public. 

For more information on “The Switch Energy Project”, please visit CaptainNatGas.com. 

About America’s Natural Gas Alliance: America's Natural Gas Alliance (ANGA) exists to promote the 
economic, environmental and national security benefits of greater use of clean, abundant domestic natural 
gas.  They represent 30 of North America's largest independent natural gas exploration and production 
companies and the leading developers of the shale plays now transforming the clean energy landscape.  As 
they make decisions about the clean energy future, ANGA seeks to inform and engage all stakeholders about 
the opportunities presented by greater use of this clean energy resource-improving air quality, adding jobs to 

the economy and enhancing energy security. Find out more at www.anga.us  

 
Media Contact: J. Kelly Davis 
Phone (941) 332-4000 
Email: jaclyndavis@mail.usf.edu 
 

### 

 

          

 

 

 

 

 

 

 

 

 

http://www.anga.us/
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Public Relations Media List: 

 

 

Public Relations Fact Sheet for ANGA: 

DID YOU KNOW—Natural gas is an abundant, clean, and domestic energy source that will provide many 

jobs and boost the economy of the United States? 

ANGA is the American Natural Gas Alliance composed of 30 companies in North America that produce and 

develop natural gas.  Their purpose is to educate and engage the public about the benefits of natural gas 

within four categories: abundant, clean, domestic, and job creation. They want to promote the uses of natural 

gas including transportation, heating for homes, and industrial facilities, water heating and as fertilizers. 

Abundant  

 According to the Potential Gas Committee, there is more than 2,000 trillion cubic feet of natural gas 

 From 2006-2010 there was a 48 percent increase of the amount of shale gas produced every year 

 According to Penn State, the Marcellus Shale (located in Virginia, New York, Pennsylvania, and 

Ohio) is possibly the second largest natural gas field in the world.   

Publication Contact Name Title/Department Ph # Ext. (If applicable) Email Notes Contacted?

Tampa Bay Times Features/Events calendar@tampabay.com Contact M-F 6am-5pm

Metro local@tampabay.com

Tampa 813-226-3303 tampanews@tampabay.com

tbt* tbteditors@tampabay.com

Online Newsroom 727-893-8215 comments@tampabay.com

Jounice Nealy-Brown Director of Comm 727-893-8289 nealybrown@tampabay.com

Tampa Tribune Community http://www2.tbo.com/contact-us/community-news/

Submit a Press Release http://www2.tbo.com/contact-us/submit-press-release/

Main Switchboard 813-259-7711

Tribune 813-259-7600

TBO 813-221-5789

WFLA 813-221-5788

Story Tips http://www2.tbo.com/contact-us/story-tips/

Florida Coriour Starla Vaughns Cherin Staff Writer News@flcourier.com

Karin Davis-Thompson Staff Writer

James Harper Staff Writer

Greg Bloomfield Photojournalist

Delroy Cole Photojournalist

Kim Gibson Photojournalist

Creative Loafing (Tampa) Katie Machol Green Community Editor Katie.machol@cln.com

Media Tampa Bay http://www.mediatampabay.com/post.php

93.3 WFLZ/103.5 WFUS Rebecca Kaplan Director of Promotions813-832-1000 rebeccakaplan@clearchannel.com

95.7 WBTP/97.8 WXTB Kim Cusmano Director of Promotions813-832-1000

101.5 WPOI Mike Oliviero Director of Promotions727-579-2000 Oliviero@coxinc.com

Tim Clarke Press Releases Tim.clarke@coxinc.com

97.1 WSUN - FM Radio Dan Connelly Director of Promotions727-579-2000 Connelly@coxinc.com

88.5 WMNF - FM Radio Rob Lorei News & Public Affairs Director813-238-8001 ext. 115 rob@wmnf.org

Bay News 9 Website 727-329-2400 http://www.baynews9.com/about/contact-tips

ABC Action News Switchboard 813-354-2828 http://www.abcactionnews.com/subindex/about_us/contact_us
WFLA - News Channel 8

WTVT - Fox 13 Switchboard 813-879-1313 news@wtvt.com

WTSP 10 News News Tips 727-577-8550 http://www.wtsp.com/company/contact/default.aspx

WMOR - TV Main Office 727-821-5800 http://www.mor-tv.com/contact/index.html
Florida Trend Christine King Sr Marketing Director727-892-2641 cking@floridatrend.com

Green Biz Group Katherine Eastman Public Relations 415-702-7320 katherine@greenbiz.com

The League of Environmental Educators in Florida (LEEF)Jenny Guerra President Jenny_guerra@nps.gov

Go Green Nation support@gogreennation.org

Tampa Bay Association of Environmental Professionals

tbaep@faep-fl.org
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 In the next 25 years shale gas is expected to compose 50 percent of all of the U.S. natural gas supply 

(according to IHS Cambridge Energy Research Associates)  

Clean 

 Natural gas contains 80 percent less nitrogen oxides, as well as nearly no sulfur dioxide, mercury, or 

particulate pollution 

 Natural gas plants are cheaper and more efficient to build and maintain, therefore consumers’ 

electricity rates can be more affordable 

 Of all natural gas consumed, 98 percent is produced in the United States 

 Natural gas is one of the most inexpensive methods for energy and outputs less carbon emissions 

than most fossil fuels 

 Although there is worry that the fracturing process of extracting of natural gas will contaminate 

ground water, there is no evidence of such events occurring 

 According to Jeff Cunningham, Associate Professor with the USF Department of Civil and 

Environmental Engineering, natural gas emits less carbon dioxide than other forms of energy and 

combustion of natural gas does not release toxic metals into the atmosphere 

Jobs 

 Shale gas will provide more than 800,000 jobs by the year 2015 and 1.6 million by 2035  

 Shale gas production is expected to add $118 million to $231 billion to the economy from 2015 to 

2035  

 The need to produce more shale gas has created many different types of job needs such as 

constriction workers, managers and scientists 

 In 2008, natural gas contributed $385 billion to the economy and 2.8 million jobs in the United States  

 Natural gas can play an important role in industrial, power, commercial and residential areas of the 

economy 

Domestic 

 Close to 98 percent of all natural gas used in the United States comes from North America 

 Using our own natural gas can help lower American dependence on foreign energy sources 

 Replacing current vehicles with natural gas vehicles could save 1.2 million barrels oil, the same 

amount of oil imported from Venezuela in 2009 

 Using Compressed Natural Gas (CNG) in vehicles will boost the transportation sector of the 

economy and will be most useful during high-mileage trips  
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Expense Log

Submittal Date:  

Receipt No.

Reimbursement 

Paid To

Vendor on 

Receipt Purpose

Agency 

Department

Chec

k 

Check 

No.

Check 

Amount

13 Colin Cook Mulitple Costume / Koozies / Screening Fee Ad / Logistics 80 $890.68

2 Lindsey Martin

Personal 

(Contract) Mr. Nat Gas Drawing Advertising ##### 94 $100.00

8 Eugenia Erazo Michaels FacePaint / Ribbon for Costume Advertising 78 $12.82

9

Rachael 

Wilcox Staples Ink for water bottles Advertising 79 $31.02

10 Laura Johnson Staples / BJ Water Bottles & Ink Advertising 99 $104.67

11 Laura Johnson Online Stickers Advertising 99 $88.00

12 Laura Johnson Online Stakes --> Ground Advertising 99 $131.40

20 Laura FaceBook FaceBook Ad & Ground Stakes Advertising ### 79 $321.90

1 Jen S. Bank

Initial Opening Deposit (to open account 

prior to first check received) Finance 93 $30.00

19 Jen S. Bank More Checks Finance card card $5.00

7 Kassandra Vok Sams Club Monster Energy Drink Logistics ### 98 $95.92

14 Emily Givens WalMart Cape Material & Paint Logistics ### 84 $19.29

15 Stacia Finger Publix Event Food Logistics 81 $331.49

17 Damon Lord CVS Capture the Cape Gift Card Logistics ### 83 $54.95

22 Stacia Finger Capture the Cape 2 Gift Card Logistics ### 85 $57.90

26 Colin Cook CVS Posterboard for Event Logistics ### $5.34

28 Stacia Finger WalMart DM Booth Logistics ### 99 $38.36

21

Christine 

Lewis Sams Club Flatware for Event Logistics ### 78 $30.16

18 VOID VOID N/A N/A - 82

16 Kelly Business Cards PR card card $41.72

23

Natalia 

VanderBerg Pro Copy Binding & Shipping of Report Reports ### 80 $130.00

4 Carie Stocks

Pizza & 

Starbucks Focus Group Food & Prizes Research ##### 96 $106.94

25

Carolyn 

Stocks Final Survey Gift Card Research ### 84 $50.00

24

Carolyn 

Stocks Starbucks Research GC & Flyers Research ### 85 $68.49

5 Damon Lord WordPress Web Domain Social Media ##### 97 $17.00

6 Damon Lord JoAnn Fabric Fabric Social Media ### 97 $4.27

3 Tony Stickeler Office Max Easel Pad Strategy & Plan ##### 95 $28.99

27

 Total $2,796.31

School Name: University of South Florida


