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We want to thank you for the opportunity to create this exciting campaign. Although we wish we could
share this with you in person, we hope that you will share in our excitement nonetheless!
Building relationships lies at the heart of our vision for the Raised Indiana campaign. As millenials, we
understand the integral role that social media plays in our everyday lives. It’s not merely an alternative way
to communicate, restricted to only certain kinds of interaction – it’s how we relate to the people around us.
We believe in the power of the relationships that our campaign will build, and we believe in making the life
and work of the Indiana farmer a special part of the lives of others, as well.
Sincerely,
The Raised Indiana Team

The Indiana State Department of
Agriculture has requested a campaign
that has a fun, easy-to-communicate,
proactive message applicable to
the general public, but specifically
targets individuals 18-35 years old. It
was suggested that by promoting the
“Good Works of Indiana Farmers,”
residents of Indiana would be able to
connect the importance of agriculture
to the economy and their general
wellbeing.

Unaware of the importance that
farming has in their lives, consumers
of the ages 18-35 may often feel
disconnected from agriculture. Over
the past few years, several campaigns
have been launched, but they have not
been able to fully resonate with the
younger demographic.
There is significant evidence of the
disconnect between producer and
consumer. A nationwide survey led by
Ketchum Global Research and Braun
Research found that 72% of consumers

know little to nothing about farming or
ranching.

Therefore, the goal is to make this age
group aware, and more understanding,
of how agriculture impacts consumer’s
daily lives and how it contributes to the
well-being of both their country and
the world. To deliver on this goal, the
approach must be primarily focused
on building awareness.
To increase awareness, our group
is taking an innovative approach
to this project that will allow us to
further engage with this age group
through the use of social media, a
mobile application, and supporting
traditional media. The Raised Indiana
campaign will attempt to build on the
relationship between the producer and
the consumer, while emphasizing the
importance of Indiana agriculture on

the community and economy.
The focus on the relationship is at the
core of the Raised Indiana brand.
Because of the way food is prepared
and sold commercially, there seems
to be a disconnect between the
consumer and producer. Our goal is to
shed light on this traditionally hidden
relationship and remind the consumer
that their food comes from the hand of
a farmer. By unveiling this relationship,
we can foster engagement with this
demographic through channels they
understand, in an innovative and
engaging manner.

RAISED INDIANA CORE
RELATIONSHIP FOCUS

I am often concerned with the
quality of my food. I am very
socially and environmentally
concerned. I often share how
I feel about issues on social
media, and I like to tell my
friends of the different social
causes I support.

I recently started shopping
on my own, and I am always
looking for a good deal. I have
grown up with technology, and
I am constantly checking my
Facebook and Twitter. I like to
purchase things that my friends
have recommended, and I
am really interested in new
technologies.

I am a single 28 year old, who
lives and works in downtown
Indianapolis. I am often in a
rush, and I don’t spend a lot
of time when shopping for
groceries. I like to support
local businesses and would
prefer to buy locally grown
products, but I do not have the
time to search for these things.

I am always on the go taking my
children to school and their activities.
I try to buy them healthy food when
I can. I am extremely concerned
about the safety and quality of
imported food. I’d love to support
local businesses. I wish there was
a convenient, easy way for me to
identify local, healthy food.

Branded website hub
Product stickers to track Raised
Indiana food
Branded Mobile App
Supportive Social Media
Supportive traditional
media: billboard, transport
truck advertising, direct mail
inserts

We propose that the state of
Indiana, along with the help of
Indiana farmers, create a mobile
application and website that
visually show the relationship
between the producer and
consumer. Through the mobile
application and website,
consumers will be able to
track exactly where their food
comes from, learn more about
agriculture in Indiana, and share
what they have learned through
social media.

There will be stickers located on
Indiana grown produce, each
with a unique numerical code
and a link to the website. The
consumer can enter that code
into the app or the website
to find out which Indiana farm
their produce came from. Then
they can post that to Facebook,
Twitter, Instagram, or another
social platform with a picture
or video of themselves if
they choose. Within the app
and website, they can also
view videos like the example
provided to learn more about
Indiana farmers and the Raised
Indiana platform. They will
also be able to share these
videos over social media.
This way, we are able to focus
on the relationship between
the consumer and producer
and leverage social media
to promote awareness in an
individualized and personalized
way.

RAISED INDIANA
PRODUCT STICKER

The product sticker is a
key physical identifier
of the Raised Indiana
campaign. Not only does
the Raised Indiana sticker
serve as visual advertising
wherever it is placed, but it
contains a unique identifier
for whatever product it is
tagged to.

By simply downloading
the Raised Indiana app or
visiting the Raised Indiana
website, consumers can
input their product tracking
number and view where
their product came from
and start a relationship
with their producer.

The Raised Indiana
application serves as the
mobile extension of the
Raised Indiana website.
It’s portable functionality
is important for the savvy,
technology focused
consumer that wants to track
their food while still in the
store.
Consumers can simply pick
their Raised Indiana food,
as identified by the product
sticker, and input the
identifying tracking number
to view exactly the farm
their food was produced on.
The Ultimate goal of the
Raised Indiana mobile
application is to serve as
the relationship platform
between the consumer
and producer at the point
of purchase in store. In
this way, the consumer will
become more engaged
and educated about local,
Indiana Raised products.

RAISED INDIANA
MOBILE APP ICON

RAISED INDIANA
MOBILE APP HOME SCREEN

The Raised
Indiana home
screen allows
visitors to track
their product,
register, or
log-in using
an established
social media
account on
Twitter of
Facebook.
Leveraging these
existing accounts
will help build a
robust set of user
profiles and data
within the Raised
Indiana platform.
These platforms
are also
conducive to
sharing content
via enricherd
media like video
and photo.

ENTER TRACKING #

USERNAME
PASSWORD

This screenshot
reveals what
the website will
look like as an
existing Raised
Indiana user revisits the website
to track a recent
purchase.

About Raised Indiana
My Profile
Explore Harvests
Featured Farmers

4598023

This screenshot
reveals what
the website will
look like when
a purchase is
tracked.

10.20.2014 @wendelfarms Friends + Corn = Love
#raisedindiana #yummy

10.20.2014 @wendelfarms Loving this Sweet Corn.

The screen depicts
the user’s profile,
with an isolated
view of the map
showing the
recently tracked
purchase.
The social feed in
the profile reveals
all #raisedindiana
related posts on
the connected
social media. “My
Tracks” reveals
past purchase
tracks. “My Deals”
populates local
Raised Indiana
features and
discounts on
products. And, My
friends reveals
where the user’s
friends are tracking
their products
from.

Perfect as a side dish. #raisedindiana #greatharvest

10.18.2014 @wendelfarms saw that the sweet corn is being harvested. Excited to
buy some at @martinsgrocery #raisedindiana #sweetcorn

10.17.2014 Check out this Sweet Corn Recipe: http://bit.ly/1h1sAMD

Hoping to buy some #raisedindiana sweet corn for this dish! #sweetcorn

SARA HILLSTROM

Sweet Corn
Bought: 10.20.2014
Purchased at Martin’s
South Bend, IN

ENTER TRACKING #

WENDEL FARMS

Brookville, IN
Sweet Corn
Harvested: 10.10.2014
Purchased: 10.20.2014

About Raised Indiana
My Profile
Explore Harvests
Featured Farmers
Farm
Store Purchase

This screenshot
reveals what
clicking on a line
item in the social
feed will depict.
Here we see the
screen populate
with the related
instagram photo
to the highlighted
line in Sara’s
profile.
In this way, the
Raised Indiana
website serves as
a hub to it’s related
social media,
aggregating and
collecting enriched
consumer content
relative to Raised
Indiana.
The Social feed
will leverage
#RaisedIndiana as
well as tagging
specific farms (as
@Wendelfarms) to
populate the feed.

10.20.2014 @wendelfarms Friends + Corn = Love
#raisedindiana #yummy

10.20.2014 @wendelfarms Loving this Sweet Corn.

Perfect as a side dish. #raisedindiana #greatharvest

10.18.2014 @wendelfarms saw that the sweet corn is being harvested. Excited to
buy some at @martinsgrocery #raisedindiana #sweetcorn

10.17.2014 Check out this Sweet Corn Recipe: http://bit.ly/1h1sAMD

Hoping to buy some #raisedindiana sweet corn for this dish! #sweetcorn

ENTER TRACKING #

About Raised Indiana
My Profile
Explore Harvests
Featured Farmers

This screenshot
reveals what the
farmer profile will
look like to the
consumer. The map
depicts where the
farm sells all of its
products. The social
feed pulls in all
social updates from
the Farms existing
social accounts.
“Our Farm” reveals
information about
the farm including
history, location,
and products.
“Our Network”
shows the viewer
where the farm sells
its products.
“Ask a Farmer”
serves as a platform
for the viewer to
communicate with
the farmer and learn
more about the
farm, their products,
and the agriculture
industry.

01.29.2014 Did you play our 2013 corn maze game when you got lost in the maze
this past fall? Here are the farm fact questions and answers! We hope
you had fun and learned a lot!

01.06.2014

It's a beautiful day in the neighborhood...a little chilly, but beautiful!

12.26.2013 From our family to yours, we wish all you a wonderful New Year and hope
your holidays have been full of family, friends, and many blessings!

10.24.2013 Finding that perfect pumpkin in the patch!

WENDEL FARMS

ENTER TRACKING #

Brookville, IN

About Raised Indiana
My Profile
Explore Harvests
Featured Farmers
Farm
Where We Sell

About Raised
Indiana reveals
important
information to the
user about the
Raised Indiana
platform, and the
importance of
the relationship
between producer
and consumer.
The embedded
video is a sample
of the sort of
enriched content
we aim the Raised
Indiana campaign to
produce regularly,
promoting the
Good Works of
Indiana Agriculture.
Check out the video
here:
http://bit.
ly/1nxBM9m

ENTER TRACKING #

About Raised Indiana
My Profile
Explore Harvests
Featured Farmers

We hope you enjoy!

Raised Indiana is a digital platform that aims to build meaningful relationships between producers and consumers by opening
lines of communication. This platform emphasizes the importance of Indiana agriculture on the community and economy in a
relevant and engaging manner.
The focus on the relationship is at the core of the Raised Indiana brand. Because of the way food is prepared and sold
commercially, there seems to be a disconnect between the consumer and producer. Our goal is to shed light on this traditionally
hidden relationship and remind the consumer that their food comes from the hand of a farmer.

Apart from the core functionality of the
stickers, web, and app, we plan to have
other digital and physical advertising
channels to raise awareness of the Raised
Indiana brand.

We suggest advertising through Google
Adwords to have Raised Indiana ads
placed both on the Google (and its
affiliates) search engine and on websites
with relevant content. Payment is solely

In-store advertising

based on the number of people who click
the ad, thereby reducing cost while still
being effective for raising awareness. The
budget for this segment can be altered/set
as desired.
We aim to leverage search marketing
through a carefully constructed website
(gaining organic search ranking) as well as
a presence on Google +

Placing banners in-store near the fruit/

vegetable/meat departments and relevant
local Indiana produce aisles will help raise
awareness of the campaign at the point
of purchase for consumers when they
are making their buying decisions. These
banners will not only raise awareness
of the Raised Indiana campaign but will
also encourage the purchase of Indiana
produce, as consumers receive a unique
benefit with the purchase: they will be able
to find out exactly where their produce
was grown.

Social Media is a key supporting channel
of the Raised Indiana campaign. While
each specific platform serves a designated
purchase, it also allows the campaign to
speak to the target demographic in a
channel millenials use and understand.

share their opinions about agriculture, and
we can monitor what consumers are saying
about agriculture to better understand
their thoughts. Twitter limits us to short
posts, which can work in our benefit. Quick
interesting posts will drive engagement,
and will help get the attention of younger
consumers. Twitter can also be used to
tweet interesting facts about agriculture in
Indiana.

Through the use of Facebook, we will
be able to interact with our consumers
on a very personal level. Facebook
will also help promote the website and
encourage people to download the
Raised Indiana mobile app. Facebook is
a great platform for allowing us to share
videos and blogs that will address some
of the misconceptions people have
about farming, and introduce people to
the technology being used. The goal for
our social media campaign is to promote
sharing and increase awareness, so it is vital
that posts remain interesting and engaging.

Instagram is a much more visual platform
compared to Twitter and Facebook.
Through the use of Instagram, we can share
photos that resonate with consumers and
encourage them to share their own. Visuals
and short messages work well to capture
the attention of consumers, and Instagram
is an ideal platform for that. Furthermore,
pictures from Instagram are easily shared
through Facebook and Twitter.

Similar to Facebook, Twitter will be used
to share interesting links and stories about
agriculture in Indiana. Through the use of
hashtags, we can encourage consumers to

Through the use of Youtube, we can share
videos promoting the “good works” of
Indiana agriculture. These videos give
us the potential to capture all aspects

of agriculture in Indiana including:
sustainability, technology, and employment
opportunities.

One of the benefits of being active on
Google+ is that we can engage with
different farmers and consumers. We
can use Google+ to target what we are
sharing with different circles of consumers
or producers. One of the biggest benefits
of being on Google+ is that it will help
improve our search rankings on Google,
which is vital to driving traffic to our
website.

We suggest advertising on
regular and/or electronic
billboards and truck sides
to raise awareness of the
Raised Indiana campaign at
points along major roads,
interstates, and near farms.
These will reinforce the brand
and agricultural awareness for
our target consumers as they
can link the Raised Indiana
campaign and its physical
roots: the farm. This will also
reinforce the target’s mental
image of the link between
consumer and producer.

When creating a marketing
campaign it is important to know
the target audience and their
demographics. According to
projections from STATS Indiana by
2015 there will be over 2,000,000
people between the ages of 2044. The following chart shows the
breakdowns of the population by
age.
By focusing on the metropolitan
areas of Indianapolis, Gary, Fort
Wayne, South Bend, Evansville,
Lafayette, and Bloomington we
can reach over 1.3 million of those
people with targeted billboards.
By strategically placing billboards
in and around these cities we will
be able to increase the presence
of the Raised Indiana campaign
in areas where exposure to
agriculture might not be as high.

Total People

6,667,751

Preschool,
0-4

443,741

School Age,
5-19

1,374,160

College
Age,
20-24

466,070

Young
Adult, 2544

1,672,407

Older
Adult, 4564

1,750,403

Seniors,
65+

970,971

The name “Raised Indiana” is intentional
and specific. The choice of “Raised” as
C
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the first word signifies a collective and
engaging action which is then defined
by the word “Indiana”. “Raised” also
references the dual meaning of raising
crops as well as family. The campaign
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*All body copy should be set in DIN,
while Headers should be set in Dirty
Headline.

should NOT ever be referred to as
“Indiana Raised”.

Channels

July

August

September

October

November

December

Website

Social Media

Mobile App

In-Store Displays
Initial
Billboard
Billboard with
Statistics
Direct Mail
Inserts
Truck Ads

This timetable depicts when specific channels will be employed over the course of the campaign. We are aiming for a
summer start, with channels heavy in in-store display, billboard, and truck side advertising to gain awareness outside the
store. Direct Mail Inserts will be employed later in the month to maintain interest and engagement. Additionally, as more
data is collected, the billboards will be updated to reflect this information, as denoted by “Billboard with Statistics” later in
the campaign.

The budget: allocating money strategically
$ ea.

$ Subtotal Cost

Item

Estimated Range/Notes

Web Development*

One time; 20-25,000

25,000

Web and App Upkeep

Monthly

3,000

Partners

1000

Units

5

5,000
50,000

App Development*

One time

Stickers

One time

0.118

100,000

11,800

South Bend

1500–5000

1500

3

4500

Fort Wayne

1500–5000

1500

3

4500

Elkhart

1500–5000

1500

3

4500

Indianapolis

1500–5000

1500

3

4500

Evansville

1500–5000

1500

3

4500

Lafayette

1500–5000

1500

3

4500

Billboards

* Possible opportunity to defray cost through collaboration with Notre Dame Computer Science Department

The budget: allocating money strategically
Estimated Range/Notes

$ ea.

Units

Subtotal Cost

South Bend

2500–8000

2500

1

4500

Fort Wayne

2500–8000

2500

1

4500

Elkhart

2500–8000

2500

1

4500

Indianapolis

2500–8000

2500

1

4500

Evansville

2500–8000

2500

1

4500

Lafayette

2500–8000

2500

1

4500

Direct Mail Inserts

People per Household

1/mo.

Houses

South Bend

2.49

0.03

39,633

1,189

Fort Wayne

2.46

0.03

101,069

3,032

Gary

2.61

0.03

30,770

932

Indianapolis

2.47

0.03

326,462

9,794

Item
Electronic Billboards

The budget: allocating money strategically
The Bottom Line
Item

Estimated Range/Notes

$ ea.

Units

Subtotal Cost

Evansville

2.23

0.03

51,392

1,542

Lafayette

2.3

0.03

28,840

865

Bloomington

2.18

0.03

30,295

909

Google Adwords

Assuming 5% CTR

“Indiana”

Ads on Google search

0.56

8,250

4,620

“Local”

Ads on Google search

0.08

12,300

984

“Agriculture”

Ads on Google search

0.67

8,250

5,528

“Local food”

Ads on Google search

0.29

3,600

1,044

Image ads

Ads on other websites

5,000

Competition Payout

25,000

Truck Sides

6–9 months

2,225

10

22,250

In-store banners

6’ x 2.5’ banner, stand

50

100

5,000

The campaign will total at
$224,479. However, this cost
does not assume any sort
of collaboration with the
University of Notre Dame on
web and app development.
Additionally, this cost
does not take into account
any sort of government
discounts on cost.
Although this campaign
may seem expensive, it
is much more than the
expirable advertising we
are so familair with – the
Raised Indiana campaign is
a sustainable platform and
brand. Through partnerships
with local retailers, Raised
Indiana could monetize,
charging for advertising
space on the website and
app. Additionally, Raised
Indiana could monetize by
marketing the platform to
farmers as a platform for
exposure and marketing.
In this way, the campaign
is an investment that could,
literally, pay-off.

There are two main reasons why
this idea will work: people prefer
to buy local and the target age
range, 18-35, uses mobile and
online technologies much more
than the regular population.

The 18-35 year old does want
to buy local produce and will
be interested in going the extra
step to find out where their food
comes from.

People are concerned about
the safety of imported produce
and thus tend to buy local when
possible :
50% of 18-24 year olds and 62%
of 25-34 year olds are concerned
about the safety of imported
produce
37% of 18-24 year olds and 39%
of 25-34 year olds buy local fruit
whenever possible

30% of 18-24 year olds and 28%
of 25-34 year olds think it is more
important to buy local produce
than it is to buy organic produce

Most pertinent to us is the fact
that 24% of 18-24 year olds and
19% of 25-34 year olds will check
where the produce they buy is
coming from and 50% of all ages
agree that on-package labeling
that directs them to more online
product information is helpful.
Therefore, it is clear that in
addition to their preference for
local fruits and vegetables, 18-35
year olds would be willing and
interested in going to an external
link to find out where their food
came from.

The 18-35 year old does want
to buy local produce and will
be interested in going the extra
step to find out where their food
comes from.

Nationally, 18-34 year olds are
32% less likely than the average
person to watch TV during prime
time
24% less likely to read a magazine
50% less likely to read a
newspaper during the week and
weekend
20% less likely to listen to the
radio while in the car

Nationally, 18-34 year olds are
36% more likely to have a
smartphone than the average
person
51% more likely to be active on
the internet at home
46% more likely to be online >25
times per week
60% more likely to spend over 20
hours online per week

94% more likely to check social
media 3 or more times per day
Thus we believe that television
and print advertisements will not
be effective ways of reaching the
target user. We believe that the best
strategy is to reach them on their
mobile devices and accent that with
physical outdoor advertising as
well.

Our target demographic is
composed of the millennial
generation, a group of people
born starting in the 1980s, now
between the ages of 18 and 35. This
generation is eager to be informed,
but they are also resistant to many
traditional advertising techniques.
This age group requires a different
relationship with the brands and
products they purchase. Millennials
want things personalized to them,
and they require producers to be
highly engaged. To effectively
market to this age group it is highly
important that companies work
to build relationships with these
consumers and engage them on

platforms they are comfortable
with.
The Millennial Generation has
grown up with technology, thereby
fully embracing social media and
mobile technology. By researching
the media consumption habits of
this age group and the importance
of relationship building, we were
able to establish the foundation
of our campaign. The campaign
starts with a mobile application that
highly incorporates sharing through
social media pages. According to
a recent Forbes article, Americans
spend 2.7 hours of their day
socializing on their mobile phones,
and 80% of that time is spent in
apps. Further research shows that
this age group is 36% more likely
to be a smartphone user than any
other age group. Through the
use of a mobile phone, once can
connect with this age group on the
most personal level and work to
build the relationships they demand
in a way that they are responsive
to.
As previously mentioned, this age
group is also highly engaged

with social media. When using
social media, Millennials tend to
look for positive experiences and
feedback from their peers. Similarly,
this age group is the most likely
to purchase a product when one
of their contacts has endorsed or
given positive feedback about that
product. So, if we can get this age
group to share information about
our app, agricultural products
from Indiana, or the Raised Indiana
campaign in general, we will be
able to grow awareness in a very
efficient and effective way. Because
social media allows one to directly
communicate with this age group,
this campaign must utilize social
media to spread the message
regarding the “Good Works” of
Indiana agriculture.

The following section looks at
current and former agriculture
campaigns that have been
generally well received by the
agricultural community.

http://whyifarm.com/user_
terms.cfm
Goal of the Campaign
Honor Midwest farmers by
showcasing their dedication to
farming for generations
Strengths
Personal stories of real farmers
that are often inspirational and
hopeful
Videos are appropriate length
(~2mins)
Name of the campaign easily
explains its purpose (explain to
people why these individuals
chose to be farmers)
Weaknesses
Overly theatrical in certain
respects (ex: religious,
emotional) which make it difficult

for individuals watching the
videos to relate on a more
personal level
Doesn’t intend to counteract
any stereotypes that might
accompany farmers

http://www.michigan.org/
about-us/
Goal of the Campaign
Increasing tourism by show
casing the beauty and amenities
that Michigan offers
Strengths
Simple voiceover
Connotations of the word pure
that are positively associated
with the agricultural work
of Michigan farmers (ex:
individuals like that their food is
free of pesticides)
Radio ads talk about how
family farms are interacting
with the local communities and
contributing to the economy
Successful statewide campaign

that has appeared successful
outside of the state as well
Weaknesses
Because the campaign is
focused on Michigan as a travel
destination, it becomes hard
for individuals outside of the
state to resonate with some of
the campaign messages that
focus on how Michiganders
are benefiting Michigan
communities specifically
Mocked by constant parodies

http://www.monsanto.com/
products/Pages/default.aspx
Goal of the Campaign
Sell products that promote
agricultural practices using
the latest technology in
sustainable and high-yielding
crop production by showing the
future of agriculture worldwide
Strengths
Emphasis on the positive things
that farmers can do

Inspiring print ads with simple,
yet cohesive, messages (ex:
“Imagine...”
Print ads are not overly cluttered
with text or complex images
Infusion of the technological
future of farming;
Weaknesses
Adverse reactions from
advocacy groups due to
Monsanto’s controversial
position on genetically
modified/engineered crops and
pesticides that are implied in
their advertisements
Failure to include a variety of
agricultural products

company’s success to the loyalty
of its customers, the farmer
Strengths
Provides exposure to the
generational aspect of farming
Dispels many misconceptions
about farming; shows the
technological advances in farm
machinery
Expresses the similarities
between life on a farm and life in
a suburb (ex: “A Mother’s Love”
commercial)
Weaknesses
Stories of each individual
farming families start to sound
very familiar/repetitive after a
while

Goal of the Campaign

Too strong of an emphasis on
how farming runs in the family
(not successful in promoting
agriculture as a lucrative
profession for anyone to join)

Sell products that promote
agricultural practices using the
latest technology in sustainable
and high-yielding crop
production by attributing the

Connection between the
producer and consumer
is attempted but not fully
developed through the
campaign.

http://www.monsanto.com/
whoweare/Pages/default.aspx

The major problem/weakness
with all of these campaigns is
that they do not necessarily
resonate with a younger
demographic. What this
means is that consumers of
this age group may often feel
disconnected—why do they
care about the importance of
farming in these farmers’ lives?
Consequently, the emphasis
on the producer in all these
campaigns may not be making
a strong enough impact on
the consumer, something that
we feel as a team is necessary
for the success of our Raised
Indiana campaign. Therefore, our
campaign will attempt to build
on this relationship between
producers and consumers while
emphasizing the importance of
Indiana agriculture as a lifestyle
and valued contributor to the
local economy.
Our campaign will seek
inspiration from the triumphs
in the above campaigns. In
contrast to these campaigns,

we will focus on spreading
awareness to target individuals
(18-35 years olds) through
outlets that resonate with this
age group, such as mobile
applications and social
media. In this way, we intend
to maintain a personalized
focus on the relationship
throughout the campaign
without compromising the ability
to convey how important the
goods works of agriculture
are to Indiana through the
videos in the app and on the
website. We feel strongly that
this sort of brand image and
this personalized approach
to consumers in the Raised
Indiana Campaign is what will
best achieve the desired results
for this project and will set
our campaign apart from the
other agricultural campaigns
described above.

Campaign

Why I Farm

Pure
Michigan

Imagine

Begins with a
Farmer

Raised Indiana

Goal

Honor Midwest
farmers by
showing
dedication

Increase tourism
by featuring
unique state
sights and
amenities

Sell products
that promote
agricultural
practices

Sell products
that promote
agricultural
practices

Raise awareness
of the good
works of Indiana
agriculture

Strengths

Personal short
stories that
help consumers
associate with
the farmers

Simple, positive
association

Simple messages
that focus on
the positives of
farming

Provides
exposure to
farming, dispels
faulty ideas,
highlights
technology

Focuses on
relationship
between
consumer and
producer

Target

Consumers

Tourists

Farmers and
producers

Farmers and
producers

18-35-year-old
consumers

Medium

Video

Television and
radio

Print

Video

Product stickers
linked to digital
content

Notes on
Medium

Poor distribution,
low awareness of
campaign

Medium not
effective for our
target market

Medium focused
on farmers

Medium focused
on farmers

Medium tailored
to achieve most
awareness for
our target

The Raised Indiana campaign will enable the Indiana State Department of Agriculture and
the farmers of Indiana to engage with consumers on the platforms they use and build the
personalized relationships this age group desires. Not only will this spread awareness
about the “good works” of Indiana agriculture, but it will help the target consumer see the
relationship they have to producers and encourage them to support Indiana farmers. If
implemented successfully ,this campaign could also receive national attention, and help
promote the “good works” of Indiana agriculture nationwide.
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