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Problem & Opportunity Statement 

IBU Brewery is a craft beer brewery located in Syracuse, New York. The 

organization’s main purpose is to teach its customers all about craft beer 

and provide an educational and nostalgic environment.  As a teaching 

brewery IBU gives its customers the opportunity to participate in the 

brewing process, allowing them to create their own signature craft beer. 

Unfortunately for the Brewery, not many people are aware of these 

opportunities, due to its brand awareness problem. The Brewery lacks 

prominent signage, as their only sign is hidden from the road and does not 

have lights. The Brewery itself is located directly behind other buildings, 

making it difficult to see while driving or find when visiting. IBU lacks a 

strong social media presence which restricts its reach outside of the 

Syracuse area. The lack of brand awareness may have caused the attraction 

of new customers to dwindle and has prevented the brewery from expanding 

further. An integrated communications campaign will help IBU Brewery gain 

more customers throughout Onondaga County and will make the brewery an 

important staple in the craft beer community.  
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Situation Analysis 

Internal Factors 

 

Social Media Engagement: 

IBU Brewery’s most utilized social platforms are Instagram and Facebook, 

while the Brewery’s Twitter has been inactive since 2016 (IBU Brewing, 

2016). On Instagram only .03% of IBU Brewery’s following is engaging with 

its content. The posts on IBU Brewery’s Instagram that receive the most 

engagement are posts that feature staff members and create a personal 

relationship with followers (ibusyracuse, 2020). IBU Brewery’s lack of 

engagement on Facebook is similar to that of its Instagram page. In its last 

twenty posts, IBU Brewery averages 1.5 shares per post. An increased 

number of shares on its Facebook posts will allow IBU Brewery to reach a 

broader online audience.  

 

Staff:  

The IBU Brewery staff consists of two full time, and four part time 

employees (M. Mintier, personal communication, January 27, 2020). Mintier, 

the owner of IBU Brewery, and his staff build personal relationships and 

share their expertise in the craft brewing industry with customers and in 

turn customers praise bartenders who are “great and so friendly and funny,” 

(IBU Brewing, 2019) as well as “knowledgeable servers,”(IBU Brewing, 

2019) through online reviews. 

 

Internal Decor:  

The IBU Brewery taproom features a bar with seating, entertainment such as 

televisions and board games, and a large space for brewing. The taproom 

room is wrapped in light-yellow panels with a ceiling made-up of silver metal 

panels creating “hospital vibes” (M. Mintier, personal communication, 

January 27, 2020).  While the taproom is consistently utilized, it has bare 

walls other than televisions and is very simplistic (M. Mintier, personal 

communication, January 27, 2020).  
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External Factors 

  

Location:  

IBU Brewery is located behind Mr. Tire in a non-visible location. This 

location, along with the lack of noticeable and lit signage on the main road, 

prevents potential customers from finding the Brewery. A significant amount 

of the reviews of IBU Brewery make note of the hard-to-find location, such 

as IBU Brewery being “Not easy to find, but worth the effort,” (IBU Brewing, 

2019).   

  

Online Reviews:  

IBU Brewery currently has less than 300 online reviews by customers. The 

reviews are typically vague and are not consistently answered by the IBU 

Brewery administrator.  There are 91 reviews on Google with a rating of 4.8 

out of 5 stars (IBU Brewing, 2019). These reviews are more specific and 

mention different events that the brewery has hosted.  

 

Competitors:  

Currently, IBU Brewery is one of 22 breweries operating in Onondaga County 

(Cazentre, 2019).  Not only does this show the vast number of breweries 

within Syracuse, but that IBU Brewery has strong competition among 

breweries to be customers brewery of choice (IBU Brewery, 2020a). 
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SWOT Analysis 
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Key Publics  
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Campaign Theme, Goal & Objective 

Campaign Theme: Get A Degree in Beer. 

 

Goal: Increase awareness of IBU Brewery as a teaching brewery in the 

Syracuse Area  

 

Objective:  Increase social media posts promoting IBU’s events by 25% by 

August 30, 2020 
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Strategy & Tactics 

Strategy: Create social media posts in order to increase engagement 

between the Brewery and its target publics. 

 
Tactic I: Create a content calendar to provide a time schedule for 

implementation of Tactics II-IV 
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Tactic II: Promote one IBU Brewery tweet every week through Twitter Ads 
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Tactic III: Create a naming contest on Twitter that asks followers to come 

up with their own beer name. The winner is the person who receives the 

most likes, and she or he will have the opportunity to create the beer at IBU 

Brewery with the beer officially being released at its own release party on 

July 4. 
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Tactic IV: Launch a live Instagram video once a week during a different 

event at the Brewery. 
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Timeline  

Tactic I: Create a content calendar to provide a time schedule for 

implementation of Tactics II-IV 
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Tactic II: Promote one IBU Brewery tweet every week through 

Twitter Ads  
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Tactic III: Create a naming contest on Twitter that asks followers to 

come up with their own beer name. The winner is the person who 

receives the most likes, and she or he will have the opportunity to 

create the beer at IBU Brewery with the beer officially being 

released at its own release party on July 4 
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Tactic IV: Launch a live Instagram video once a week during a 

different event at the Brewery  
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Budget 

Tactic II: Promote one IBU Brewery tweet every week through 

Twitter Ads  

 

Twitter Advertising per day $100.00 

 * 18 days 

Total $1,800.00 

 

Tactic III: Create a naming contest on Twitter that asks followers to 

come up with their own beer name. The winner is the person who 

receives the most likes, and she or he will have the opportunity to 

create the beer at IBU Brewery with the beer officially being 

released at its own release party on July 4 

 

Cost of Brewing Class   $100.00 

Beer Release Party Food per person $8.00 * 60 people = $480.00 

Cost of Creating winning beer  $1,132.16  

Beer Release Party Merchandise $250.00 

July 4th Decorations  $42.00 

Total $2,004.16 

 
Total Campaign Cost 

 

Tactic II $1,800.00 

Tactic III $2,004.16 

Total Campaign Cost $3,804.16 
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Evaluation 

Objective:  Increase social media posts promoting IBU’s events by 

25% by August 30, 2020 

 

● To evaluate this objective, we will first count the number of posts IBU 

Brewery has across all social media accounts on May 1, and we will 

then count the number of posts IBU Brewery has across all social 

media accounts from May 1 to August 30. On August 31, we will 

compare the difference between the two numbers.  

 

Tactic I: Create a content calendar to provide a time schedule for 

implementation of Tactics II-IV 

 

● To evaluate this tactic, we will count how many posts IBU Brewery has 

per week and compare those numbers to what the content calendar 

laid out. 

● To ensure this tactic is achieved, after the campaign is over, if the 

number of total posts actually made is the same or more than the 

number planned by the content calendar, we will know it was 

achieved. 

 

Tactic II: Promote one IBU Brewery tweet every week through 

Twitter Ads  

 

● To evaluate this objective, we will use Google Analytics to measure the 

number of new followers, likes, retweets, and comments on August 

31. We will compare this to the number of new followers, likes, 

retweets, and comments that IBU Brewery is currently achieving on 

each of its tweets without Twitter Ads on May 1.  

● To ensure this tactic is achieved, after the campaign is over, we will go 

back and count the number of promoted tweets purchased by IBU’s 

Twitter account per week. 

 

 

 

 

 



20 

 

 Tactic III: Create a naming contest on Twitter that asks followers to 
come up with their own beer name. The winner is the person who 

receives the most likes, and she or he will have the opportunity to 
create the beer at IBU Brewery with the beer officially being 
released at its own release party on July 4 
 

● To evaluate this tactic, we will use Google Analytics to count the 

number of contest entrants (people who reply to the contest post with 

a beer name), as well as new followers, likes, retweets, and replies 

throughout the contest. We will compare this to the followers, likes, 

retweets, and replies that IBU Brewery currently has and determine 

whether or not the numbers have increased on July 4.  

 

Tactic IV: Launch a live Instagram video once a week during a 

different event at the Brewery  

● To evaluate this tactic, we will count the amount of times IBU Brewery 

went live on Instagram every week from May 1 to August 31. Through 

using Instagram analytics IBU Brewery will be able to determine the 

amount of viewers each live event receives and how these viewers 

interact with IBU Brewery throughout the duration of the livestream. 

Over a period of time IBU Brewery will be able to determine which 

events receive the highest viewership on Instagram live and feature 

them more in the future.  
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Appendices 

Appendix A: Survey to Measure Awareness Before the Campaign
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